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I
t is a great privilege to be 

CIMA president in our 

centenary year. When I 

reflect on how our organisation 

has reached that milestone, it is 

clear that our members have 

made it happen. While change 

of name or logo can have an 

important role in any 

successful long-lived organisa-

tion, the many members who 

champion CIMA and manage-

ment accounting are our living 

brand.

That’s why it is a great 

honour to meet and acknowl-

edge those who qualified 30, 

40, or even 50 or more years 

ago. Throughout their long 

careers they have been staunch 

allies and advocates for CIMA 

and our work.

CIMA has changed funda-

mentally since 1919. At the end 

of that first year on our 

timeline, the Institute had 37 

members; it reached the 

100-member mark in early 

1920. Today, through the 

Association, we drive learning for more than 667,000 

members and students. 

However, it is not just the numbers that have 

changed. In 1919, members were working in a range 

of industries — largely manufacturing and engi-

neering. Today, in contrast, it is more difficult to 

define a typical member or student. Not only are they 

spread geographically in more than 100 countries, 

but the CIMA professional qualification today 

provides a launching pad for a wide range of roles 

and careers across many sectors.

Those early 37 members met regularly to share 

ideas; today, the scale of our organisation makes that 

impossible. In the increasingly digital world of the 

future, I see that contrast amplified even further. As 

we continue to prepare students for rewarding 

careers and support our members better, the 

challenge for us is not to lose the human touch. 

That’s why, for example, I have always championed 

Embracing change, 
but staying human
‘We also develop people’s cognitive 

abilities and mindsets so that 
members and students can adapt to 

new roles and readily learn new skills.’

the work of CIMA’s Benevolent 

Fund, which supports fellow 

professionals who have 

experienced difficulties and 

hardship.

I have worked across a range 

of industries, sectors, and 

companies, and the trend I have 

observed is that many roles in 

business and finance have 

become more narrowly 

focused. At the same time, 

there is a greater need for 

management accountants to 

understand the impact of 

business decisions on a wider 

group of stakeholders. There is 

a clear need to understand 

better the environment in 

which an organisation’s 

business model operates. 

This presents a paradox and 

underlines the necessity for our 

qualification and learning to 

continue to develop. For 

example, the updated CIMA 

professional qualification 

syllabus introduces business 

models, cyber risks, and the use 

of data analytics tools; and integrated reporting is 

given more prominence. We also develop people’s 

cognitive abilities and mindsets so that members and 

students can adapt to new roles and readily learn new 

skills. This will ensure they remain high-performing, 

relevant, and attractive to employers. The stark 

alternative if you don’t build competencies beyond 

core technical knowledge is that you face an 

increasing risk of being displaced from employment.

If you would like to comment on these important 

issues I have raised, please get in touch at Steve.

Swientozielskyj@aicpa-cima.com.

In my next column, at fm-magazine.com in May, I 

will give an insight into another strand of my work 

during this year as CIMA president.

Finally, I increasingly believe that success for 

finance professionals is directly related to learning. 

To quote Benjamin Franklin: “An investment in 

knowledge always pays the best interest.”

THE VIEW FROM THE PRESIDENT

STEVEN SWIENTOZIELSKYJ, FCMA, CGMA
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‘We need to be continually learning — to exploit new tools,  
techniques, and ways of thinking’

T
he world of 

accounting has 

changed radically 

since I qualified in 

1986. In many ways, 

the things I learned 

that have best stood the test of time 

have been the people, management, 

and leadership skills. However, “T” 

accounts — the informal term for 

financial records that use double-

entry bookkeeping — have been 

relevant since their use by the 

Franciscan monk Luca Pacioli in 

15th century Italy. Today, they form 

a fundamental basis of the 

automation we increasingly see in 

accounting.

Our profession has always been 

at the forefront of change — and it 

has seen waves of automation. We saw 

these in the 1920s to the early 1930s when 

office machinery and tabulating machines 

were introduced, and this journal was 

questioning the profession’s future.

Further waves of new technology came 

in the mid-1950s with electronic data 

processing and in the 1980s with the 

advent of desktop computing, spread-

sheets, and accounting software. Most 

recently, big data and artificial intelligence 

(AI) are impacting our profession.

The early interview stage of our 

yearlong Future of Finance research 

showed that today the adoption of new 

technology is not evenly distributed across 

all organisations, sectors, and industries. 

Of the three core technologies that Deloitte 

identifies as impacting the finance 

Mastering the waves of change

function — cloud, process robotics, and 

visualisation — only the cloud has become 

mainstream. Over half (54%) of finance 

professionals we surveyed said cloud 

technology had been adopted by their 

teams. However, only 17% said their teams 

planned to invest in process robotics 

during the next three to five years, and only 

13% identified visualisation as an invest-

ment over the same period.

Blockchain is the technology everyone 

is talking about, but paradoxically its 

widespread adoption will likely come even 

later than that of those other technologies. 

According to our research, 2% of those 

surveyed said their teams were currently 

using it, and only 9% were investing in it in 

the medium term. 

Blockchain’s impact is likely to be 

massive across many sectors 

including finance, legal, and 

supply chains. PwC says that  

10% to 20% of global economic 

infrastructure could be running  

on blockchain-based systems by 

2030. For finance professionals, 

mastering blockchain before then 

is an imperative. 

That’s why the Association has 

developed relevant resources, 

including the Blockchain Funda-

mentals for Accounting and 

Finance Professionals Certificate on 

the CGMA Store (available at tinyurl.

com/ybz5ggjc) and the AICPA Store 

(available at tinyurl.com/

y7y5hmhs). 

Given that you, our members, 

drive innovation in your organisa-

tions, it is no surprise that our research 

shows that you view automation, data 

analytics, and AI as an opportunity rather 

than a threat. Change is coming at us faster 

than ever, and accountants in business 

need the skills and understanding to 

embrace that opportunity. The Association 

will continue to develop the resources to 

ensure you have the skills and mindset to 

succeed.

We need to be continually learning — to 

exploit new tools, techniques, and ways of 

thinking in order to add value to our 

businesses and our own careers.

We are now seeing new waves of change 

in business. They have come before. The 

profession can own that change, and we 

— and our organisations — can benefit 

from it.  

THE VIEW FROM ANDREW HARDING, CHIEF EXECUTIVE–MANAGEMENT ACCOUNTING

THE ASSOCIATION OF INTERNATIONAL CERTIFIED PROFESSIONAL ACCOUNTANTS
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Ask the Expert • CLOUD COMPUTING 
ADVERTISING SUPPLEMENT

Damon Anderson 
Director of Partner &  
Product, UK & EMEA  
Xero

Damon Anderson is an interna-

tional leader in fintech with over 

15 years of experience delivering 

cutting-edge digital marketing and 

payments technology. As director 

of Partner & Product at Xero, he 

understands the ins and outs of 

accounting and bookkeeping. With 

extensive fintech experience, he 

understands how regulatory chal-

lenges like Making Tax Digital can 

become opportunities for partners.   

Our beautiful cloud-based accounting 

software connects people with the right 

numbers anytime, anywhere, on any 

device. For accountants and bookkeep-

ers, Xero helps build a trusted relation-

ship with small business clients through 

online collaboration. For more informa-

tion on the Xero Partner Programme, 

visit www.xero.com/uk/campaigns/

new-partner-programme. 

Online accounting

Q  Why should accountants embrace online accounting?  

A  The real value of online accounting is that it gives you the gift of more time. 

By automating manual tasks — and eliminating data entry — online accounting 

platforms give you the time to concentrate on what’s important to you and your 

firm. For example, if you’re focused on compliance, it allows you to do more work 

than ever. Or if you’re wanting to branch out into advisory services, then the time 

is freed up to expand into this important growing market. 

Q  What’s a common mistake to avoid when setting up your firm with 

online accounting?

A  One of the biggest mistakes that firms make when they’re new to online ac-

counting is focusing on apps in the wrong order. Our industry report indicates that 

below-average-performing firms tend to start their app journey with “popular” apps 

that avoid touching their core systems. These include apps for instant messaging 

and social marketing. Whilst these apps are useful, the data show that adopting 

apps that focus on making your practice more efficient first is by far the best way 

to achieve rapid growth. 

Q  How do accountants convince clients to step away from spreadsheets?     

A  Many accountants worry that their clients won’t be open to online accounting, 

especially if they’re the sort who bring in a bag of receipts at the end of a tax year 

or show up with a spreadsheet. The trick is to talk to your clients and find out if 

they’d prefer a less time-consuming method than working with spreadsheets. 

Q  How do you grow your firm whilst implementing online accounting?     

A  There’s no reason why growth should stall while you’re getting sorted with 

online accounting. One of the most effective ways to grow and scale is to look 

for, or accept, new clients who are already using online accounting. Many of the 

fast-growing firms we spoke to say this is the number one reason they’re able to 

grow revenue without overextending themselves or hiring in large numbers. 

Q  What’s the next big change affecting accountants?     

A  Making Tax Digital (MTD) will transform HMRC into one of the world’s most 

advanced tax systems. Starting 1 April 2019, MTD for VAT (value-added taxes) 

will require most firms and businesses with a turnover above the VAT registration 

threshold of £85,000 to keep records online and submit VAT returns digitally using 

compatible software like Xero. Xero has been working closely with HMRC to 

develop functionality that allows accountants to submit VAT returns directly from 

within the software.

If you’re an accountant in a firm, sign up for the Xero Partner Programme, where 

you’ll get the tools, resources, and dedicated account management to help get 

your practice and clients set up. Visit xero.com/partners or email  

partnerteam@xero.com to get started.

Damon Anderson 

Online accountingOnline accounting

Q  Why should accountants embrace online accounting?  Q  Why should accountants embrace online accounting?  

Q  What’s a common mistake to avoid when setting up your firm with Q  What’s a common mistake to avoid when setting up your firm with 

Q  How do accountants convince clients to step away from spreadsheets?     Q  How do accountants convince clients to step away from spreadsheets?     

Q  How do you grow your firm whilst implementing online accounting?     Q  How do you grow your firm whilst implementing online accounting?     

Q  What’s the next big change affecting accountants?     Q  What’s the next big change affecting accountants?     



L
E

F
T

: 
IM

A
G

E
 B

Y
 E

A
S

Y
T

U
R

N
/I

S
T

O
C

K
; 

R
IG

H
T

: 
IM

A
G

E
 B

Y
 E

V
IL

W
A

T
A

/I
S

T
O

C
K

I N F O
R O U N D U P

New roles for 

controllers

A transition in the business 

landscape that has led CFOs 

to perform more strategic 

duties also has had a 

profound effect on control-

lers. As CFOs leave behind 

some of their traditional 

responsibilities, controllers 

are filling the void, according 

to a recent global survey of 

306 accounting and finance 

professionals, including 202 

financial controllers:

95% 
say the controller’s role is 

increasingly important and 

strategic.

69% 
say the controller is a risk 

manager who oversees 

internal controls.

90% 
say controllers spend more 

time on strategic planning 

than in the past.

Source: Survey sponsored by 

financial close software provider 

FloQast.

Do you understand the bribery and corruption 

risks specific to your industry, geography, 

business structure, business partners, and level 

of government oversight? And have you 

installed clear policies, procedures, and 

financial controls tailored to those risks? Then 

consider these four insights suggested by Matt 

Queler, a principal in Deloitte’s financial 

advisory services practice, and the Ethisphere 

Institute, a US research organisation focused on 

corporate compliance and ethics, to improve 

the effectiveness of your efforts in preventing 

corruption and bribery:

●●● Beware the tone in the middle. It’s not 

enough for senior managers to create a 

culture that doesn’t allow bribery and 

corruption. Middle managers must be 

held accountable for fully implementing 

compliance efforts because most 

compliance risks arise at this level.

●●● Ensure the compliance function has 

independent authority. Assign respon-

sibility for anti-corruption compliance 

to senior-level representatives who have 

independence, authority, and adequate 

resources. 

●●● Customise training in high-risk mar-

kets. Regular training for all employees 

isn’t enough. Provide specialised training 

for employees in high-risk markets or 

business units and require that high-risk 

business partners also receive training. 

●●● Test for effectiveness. Due-diligence 

reports and other data generated by 

monitoring a compliance programme 

can be used to assess, for example, 

whether employees call a hotline to report 

problems or whether third parties made 

the right hiring choices. Data analytics 

allow companies to dig even deeper and 

identify problems that might otherwise 

have been missed, such as potentially 

fraudulent sales practices.

Many forward-thinking companies are 

using advanced data analytics to make sure 

their compliance systems are working. For 

example, Queler said, companies can monitor 

hotline reports from all over the world to 

determine the promptness of responses and 

whether people are comfortable calling the 

hotline and unafraid of retaliation.

— By Sabine Vollmer, an FM magazine senior editor.

Managing 
bribery and 
corruption 
risks
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Finding truth
in the data

‘Technological solutions are continually changing, so 
it is critical that our people challenge how we do 
things. It is extraordinarily difficult to find those 

people and to find people who can ease the  
narrative from the plethora of data.’

 — Ian Pettifor, FCMA, CGMA, group CFO 
at Azur in London
Full story, page 14 

19
Cities in the Asia-Pacific 

region listed in the top 20 of 
the JLL City Momentum Index 

2019, which ranks cities based 
on their rapid urbanisation  

and economic growth.  
No American or European 

cities are on the list.
Full story, page 30

The question of whether corporate 

reporting on nonfinancial matters should 

be mandatory has been brought into 

sharp focus in the past decade since the 

global financial crisis. There is also the 

question of who should take responsi-

bility for setting the standards.

The issue was the focus in December 

of a debate run by the Oxford Saïd 

Business School in the Oxford Union 

chamber in central Oxford in the UK. 

Speaking in support of the motion that 

there should be mandated sustainability 

reporting with guidelines overseen by 

current standard-setters was Anne 

Simpson, investment director, global 

governance, for the California Public 

Employees’ Retirement System, the 

largest public pension fund in the US. She 

asked, “Why don’t we measure what 

matters? ... Because there are no 

[nonfinancial] standards, you can’t 

compare one company to the next.” She 

added that taking a voluntary approach to 

sustainability reporting would result in 

companies’ only providing “good news”.

Tom Quaadman, executive vice-presi-

dent of the US Chamber of Commerce’s 

Center for Capital Markets Competitive-

ness, in opposing the motion, stressed 

the importance of environmental, social, 

and governance (ESG) reporting but said 

that research by the US Chamber had 

found that “a markets-based approach is 

the best way forward”.

The second speaker in favour of the 

motion was Paul Druckman, former chief 

executive of the International Integrated 

Reporting Council. He said that asset 

management firm Schroders had 

estimated that global economic losses 

due to climate change could build to $23 

trillion over the next 80 years. 

“Perfect can be the enemy of the good,” 

Druckman said. He added that while the 

IASB and FASB were not perfect places to 

form nonfinancial standards, “currently 

there is no alternative — they have 

credibility and they have process”.

Bob Herz, CPA, a former FASB chair and 

a former IASB member, in opposing the 

motion, said changing the two bodies’ 

remit would take time. Further, he 

contended that they did not have the 

necessary “bandwidth” or sustainability 

“expertise” and that the market had already 

The sustainability reporting debate

$11 billion
Amount that investment 

bank UBS reportedly 
invested in artificial 

intelligence between 
2010 and 2017.

Full story, page 18 

moved with urgency. People, he said, 

should instead back the independent 

Sustainability Accounting Standards 

Board’s standards, which were launched in 

November at the London Stock Exchange.

A separate board could be set up under 

the trustee structures governing the IASB 

and FASB, said Ian Mackintosh, a former 

IASB vice-chair. Speaking for the motion, 

he acknowledged there would be a 

reputational risk for the two governing 

bodies — the International Financial 

Reporting Standards Foundation and the 

US Financial Accounting Foundation. But, 

he said, “You don’t avoid risk — you keep 

on working, and you use the expertise 

around the world that exists.”

Harvey Pitt, a former chairman of the 

US Securities and Exchange Commission, 

speaking against the motion, said the 

issue was a real-world one rather than an 

academic one. He said: “Doing something 

rapidly makes absolutely no sense if all it 

would do would be to confuse everyone as 

to what must be disclosed, how it must be 

disclosed, when it must be disclosed.”

— By Oliver Rowe, an FM magazine senior 

editor.
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A 
security guard standing in 
front of a display of 250 
curved LG Electronics OLED 
(organic light-emitting diode) 
televisions is reflected in a 

mirror at the Consumer Electronics 
Show in January in Las Vegas. LG’s 
collection of TV technology also included 
one of the highlights of the global show: 
a television with a 65-inch OLED screen 
that can roll into a base and unroll on 
demand. LG, which announced annual 
revenue of $54.4 billion for 2018, 
predicted in a January filing that 
year-over-year demand for televisions 
would be flat. But LG said it is looking to 
its premium OLED and Ultra HD 
television products for revenue and 
operating profit growth.



A CGMA Future of Finance 

report highlights the role of 

machine learning in 

streamlining processes.

I
n the course of our research, we talked to a multina-

tional company whose finance department was trying to 

improve its revenue forecasting. Their goals were to 

improve the accuracy and frequency of finance 

forecasts. They hoped to provide a stronger, unbiased 

baseline forecast, on a more frequent basis, that would 

enable the finance function to respond more swiftly to 

business issues. 

As it was a technology company, the CFO was able to 

connect with the vice-president of machine learning. 

Together they came up with a technological concept to help 

improve the accuracy of finance function forecasts. 

Massive reductions in time and effort

Before the concept of machine-learning revenue forecasting 

was introduced and tested, revenue forecasting was a 

complex affair using spreadsheets involving 800 analysts 

Using technology
to improve
forecasting 

Editor’s note: Thousands of financial professionals and 

hundreds of organisations across the world participated in the 

Future of Finance research led by the Association of Interna-

tional Certified Professional Accountants. This excerpt, 

gleaned from research interviews and published in the new 

Future of Finance initiative report Re-inventing Finance for a 

Digital World, looks at how one company rolled out machine-

learning technology in the revenue forecasting area and 

regained finance function time. The full report is available at 

cimaglobal.com/future.
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across many business channels. It could take up to 

three weeks to process and generate a quarterly 

forecast. 

Over seven revenue-forecasting quarters, the 

new machine-learning system was run in parallel 

with the traditional, human-compiled CFO 

forecast. The new trial system reduced the process 

from three weeks and 800 analysts to just two days 

involving the input of just two people. 

By the end of the trial, the machine-learning 

system had also significantly improved fore-

casting accuracy. In addition, it had reduced the 

human input into a quarterly forecast from 16,000 

to just four workdays. 

The machine-learning system now provides 

global analysts with an accurate forecasting 

benchmark that is comparable to internal 

human-generated forecasts. It has given the 

company more confidence in the forward-looking 

revenue ranges it provides to external stake-

holders.

Freeing time to add value
Of course, the introduction of machine-learning 

revenue forecasting led to the displacement of 

tasks — but it did not lead to the displacement of 

people from the company. The time saved is now 

being used to enable the finance function to 

respond to the key issues that add more value to 

the company.   ■
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Resources

Article

“Watchlist for Future Finance Innovators”, 
FM magazine, 28 January 2019,  
tinyurl.com/y3dhnhf9 

CGMA Store products

As part of 2019 member benefits, CIMA is 
offering the Digital Mindset Pack, which is 
made up of more than six hours of free CPD 
focused on digital competencies such as 
blockchain, data analytics, and robotic 
process automation. Find out more at 
cimaglobal.com/fm-digitalmindset.

Data analytics resources, tinyurl.com/yy83bsqk

Robotic process automation resources, 
tinyurl.com/y69mtqod 

IM
A

G
E

 B
Y

 M
IR

A
G

E
C

/G
E

T
T

Y
 I

M
A

G
E

S



IM
A

G
E

 B
Y

 A
L

E
X

A
N

D
R

 G
N

E
Z

D
IL

O
V

 L
IG

H
T

 P
A

IN
T

IN
G

/G
E

T
T

Y
 I

M
A

G
E

S

Improving 
 



April 2019  I  FM MAGAZINE  I  15

Expanding financial modelling capabilities, using  more 

rolling forecasts, and finding top-notch talent are steps 

companies can take to sharpen FP&A.

By Tim Cooper

FP&A
accuracy

I
n uncertain economic times, companies are relying on 

finance to improve the accuracy of financial planning and 

analysis (FP&A) efforts to help them ward off threats and 

seize opportunities. 

As organisations harness business intelligence and 

data analysis technologies, a broadening range of techniques 

can be employed to improve the quality and visibility of 

planning information.

Many companies are also looking to improve accuracy by 

integrating FP&A processes with business units. However, 

they face a wide range of barriers to increasing precision, 

with one of the most pressing being a dearth of available 

skills and talent to run new FP&A-related initiatives.

By 2020, at least 25% of large enterprises will increase 

planning accuracy by integrating operational planning and 

FP&A efforts, according to research by consultant Gartner in 

its report The Future of Financial Planning and Analysis. They 

will also integrate more data and business users into 

financial planning processes.

Gartner says digital business is providing the opportunity 

for FP&A to expand beyond traditional areas of financial 

analysis, budgets, plans, and forecasts. This includes 

partnering with the business, and results in more sophisti-

cated and detailed financial analytics. Some of the ways 

organisations can improve FP&A accuracy, according to 

Gartner, include:

●●● Integrating operational planning processes, such 

as aspects of sales or workforce planning data, and 

line-of-business users into timely financial planning 

processes;

●●● Incorporating operational and financial results along 

with narratives to make management reports more 

actionable;

●●● Expanding financial modelling capabilities, for exam-

ple, with driver-based cost or profitability modelling, 

using more-detailed data such as stock-keeping unit 

(SKU) levels;

●●● Preparing to adopt emerging artificial intelligence 

(AI)-based analytic technologies by, for example, iden-

tifying new data sources.

London-based Ian Pettifor, FCMA, CGMA, group CFO and 

co-founder of insurance technology startup Azur, said such 

expansion of FP&A could also include developing mobile- 

enabled management information, immediately available to 

and actionable by executives; and using data-enrichment 

techniques, which combine data sources into a unified view, 

to better inform decision-making.

“Data enrichment can supplement existing data on 

clients, risks, and products,” he said. “Enrichment provides 

operating efficiencies — such as less keying and fewer 

questions necessary to place an order. Plus it informs the AI 

process, which relies on good data.”
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Tracking accuracy
Netherlands-based Amrish Shah, FCMA, 

CGMA, director of FP&A transformation at 

cosmetics and chemicals group Kao 

Corporation, said companies want to and 

need to improve financial forecasting to 

provide earlier and stronger signals that 

the organisation can act on. This will also 

help them mitigate risks and maximise 

opportunities.

“Many organisations, including the 

ones that I have worked for, have explored 

several ways to improve accuracy,” Shah 

said. “A simple one is tracking the 

accuracy and bias of the planning. That 

can lead to some eye-opening insights for 

business leaders.

“Another is linking operational 

planning, such as sales planning, to 

financial planning more strongly. The 

financial review and management sign-off 

are then treated as critical elements of sales 

planning, not as separate processes.”

Another strategy, Shah said, is shifting 

the business towards rolling forecasts and 

away from the traditional fiscal-year 

focus. “This aligns better to strategy as an 

ongoing process,” he said.

Shah said he is also using business 

intelligence technology in more inte-

grated ways to improve FP&A accuracy. 

“From a financial planning perspec-

tive, we are taking a more integrated 

approach between business units because 

certain elements that we want to 

encourage within business units are the 

same,” he said. “These include assessing 

the risk in a plan; identifying whether 

numerical assumptions represent risks or 

opportunities; and developing a common 

language around financial planning. For 

example, when we talk about a budget 

versus a forecast versus a target, [we want] 

all business units to have the same 

understanding.”

In doing this, it is important to avoid a 

one-size-fits-all approach, especially 

regarding the level of detail required and 

timings, Shah said.

“Business units are different, and it 

may be less useful for one of them to plan 

in lots of detail, but make perfect sense for 

others,” he said. “That adaptability and 

flexibility adds complexity, but it does 

result in a more impactful planning 

culture.”

Shah is wary of being too flexible. “In 

the past, flexibility has been abused where 

suddenly thousands of different reports 

get created, which risks leading to 

non-value-adding complexity,” he said. “It 

is a fine balance between focusing on 

what matters — the essential building 

blocks of strategy and its financial 

consequences — and not suppressing 

creativity and different perspectives.”

Real-time forecasting
Pettifor, the group CFO at Azur, is aiming 

for as close to real-time forecasting as 

possible.

“The FP&A is critical in helping 

management to make business deci-

sions,” he said. “Like most organisations, 

we maintain a laser-like scrutiny on our 

cash holdings. We run a cash forecasting 

model that updates and flexes continu-

ally. So, as we process each transaction, 

that populates the forecast immediately.

“To achieve this, we have used a model 

that I’ve developed myself with an Excel 

expert over the last ten years, using Excel 

and Power Pivot, a data analysis add-in. 

However, that model makes the business 

too dependent on me and the 

programmer, so we are moving to a new 

piece of corporate performance manage-

ment (CPM) software from Adaptive 

Insights. The new system can do 95% of 

what the Excel model can, but it’s easier to 

use and more flexible, for example, 

allowing us to use interfaces, port data, go 

into more detail, and, critically, ensures 

firm-wide visibility of our modelling and 

forecasting.”

Amrish Shah, FCMA, CGMA, says an 
integrated approach to using business 
intelligence can improve FP&A accuracy. 

Ian Pettifor, FCMA, CGMA, says the 
biggest challenge in FP&A is finding 
the right staff “who want to challenge 
norms”.
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Resources

“FP&A Meets Artificial Intelligence,” FM magazine, June 2018,  
tinyurl.com/y86eosd4

Gartner report, The Future of Financial Planning and Analysis, November 2017, 
tinyurl.com/yxoju6ms

IFAC report, Perspectives on the Finance Function Journey, November 2018, 
tinyurl.com/y92zymdx

While some companies are struggling 

to integrate business units onto their FP&A 

systems, Azur’s business units are already 

on the same platform, Pettifor said. This 

has been possible because the business 

started in 2016 and had no legacy systems. 

The new CPM software also enables 

relatively easy integration, he added.

Pettifor said the biggest challenge to 

improving FP&A accuracy is finding the 

right staff to do it.

“We look for people with an entrepre-

neurial mindset, who want to challenge 

norms,” he said. “Technological solutions 

are continually changing, so it is critical 

that our people challenge how we do 

things. It is extraordinarily difficult to find 

those people and to find people who can 

ease the narrative from the plethora of 

data. That is art more than science.”

Pettifor said that, in general, finance 

functions are still too focused on 

transaction processing rather than 

planning and analysis.

“Technology has let the finance 

function down and not evolved as much 

as it should have,” he said. “I started 

developing my own program ten years 

ago, because when I started, there were no 

other solutions.”

Pettifor said that having one data 

source, to avoid having multiple versions 

of the truth, is critical to the success of 

any FP&A integration. This can be a major 

challenge for those using legacy systems 

and will be a strong incentive for 

organisations to move to the new breed of 

cloud-based digital applications, he said.

Frequent updates
Gordon Grant, FCMA, CGMA, the CFO at 

multinational manufacturing technology 

firm DEM Solutions in Edinburgh, 

Scotland, said improving FP&A accuracy 

is important regardless of company size 

or sector. Grant, a past president of CIMA, 

has a small finance function — five people 

— but still updates forecasts every month.

“Every July, we agree a formal, three-

year budget with institutional investors,” 

he said. “But every month, we revisit and 

update the budget and compare it against 

previous forecasts so we can talk to the 

board about changes in the plans.

“We have two overseas offices and 

operate in multiple currencies, but this 

[frequent update] means we are able to 

[plan] very accurately. It gives us credi-

bility with our investors, that we aren’t 

going to spring any surprises on them 

— that we will spend the allocated 

marketing and development budgets to 

keep generating product and, in turn, 

sales and to meet our profitability targets. 

We have found that they get the comfort 

they need, even though we are constantly 

updating our plan, and that they in turn 

retain their confidence in us.”

DEM Solutions uses a cloud-based 

accounting software platform and sales 

system and Excel for financial forecasting, 

which also has recently moved to a 

cloud-based storage provider. 

“If it’s in the cloud, more people can 

get a status update any time they like, 

which is harder to do currently,” he said. 

Previously, users had to request file copies 

from the master user, which according to 

Grant, “invited delays as well as logistical 

problems”.

However, attempts at integrating 

business units and their systems have been 

difficult, Grant said. “We tried marrying the 

CRM to the accounting platform with 

add-ins; it didn’t work. They can integrate, 

but they are not reliable. With financial 

systems, if the information becomes flaky, 

you end up ditching it because you always 

have a doubt in your mind. You need that 

reliability.”

Grant agrees with Pettifor that a 

shortage of talent is the biggest challenge 

to improving FP&A accuracy. This also 

makes it critical to use the right motiva-

tional techniques.

“We’re looking for early adopters who 

can try to make the technology work 

better,” he said. “However, we will always 

come across things that don’t work, so 

rather than beat them down for not 

delivering, it’s better to reward them for 

trying and move on.”

Tim Cooper is a freelance writer based in the 

UK. 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.   n

Gordon Grant, FCMA, CGMA, says 
frequently updating forecasts builds 
credibility.
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Artificial intelligence is increasingly 
being deployed to automate customer 
services and manual processes in 
banking and investing. 

By Richard N. Williams

AI’s
expanding 
role in 
financial 
services 



Burak Arik, CEO 

of Maxitech, the 

innovation arm of 

İşbank, says the bank’s 

AI platform saves on 

call centres but also 

improves customer 

experience.

T
he use of artificial intelligence (AI) in finance has thus far 
been largely focused on two areas of automation: at the 
front end, often in customer services, and in the back 
office, to automate manual processes.

The financial services industry is at the forefront of 
testing the waters of automation in customer service. 
İşbank, Turkey’s largest private bank, for example, has 
launched an AI platform that supports the same natural 

language flow that would be provided by a personal, human banker. Credit 
card companies are considering uses of AI such as for detecting potential 
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fraud. Investment bank UBS uses AI to 
assess the risk appetite of potential 
customers with a low minimum invest-
ment; other investment bankers hope AI 
will help them make more accurate 
forecasts and estimates. 

In the back office, robo-accounting 
systems enable completely autonomous 
accounting documents processing. 
AI-based systems can also review 
contracts, sifting through thousands of 
commercial loans that would take 

humans hours. Meanwhile, digital tax 
assistants — ones that can use AI to help 
avoid filing errors — have been proposed. 
(See the sidebar, “What Is AI?”)

But AI promises to do much more, and 
businesses are looking at all sorts of ways 
they can benefit from the technology. 

AI performs customer services
Burak Arik, CEO of Maxitech, the 
innovation arm of İşbank, has been tasked 
with digitising more customer services. 

Himi Khan, vice-president of product management at Clinc, says AI’s ability to make 

sense of mounds of data quickly can help businesses make decisions faster. 

The bank already offers commercial and 
personal internet banking as well as 
cardless cash withdrawals and deposits 
through a smartphone. 

“I’ve been looking at a lot of startups in 
Silicon Valley,” he said. “We are investi-
gating many companies to look for ways 
to improve efficiency with AI.”

Clinc, the AI platform İşbank is 
deploying, can answer questions on a 
range of customer service issues from 
account balances to finding the nearest 
ATM, and Maxitech is going to introduce 
other functionality such as using it to 
make money transfers and cancel lost 
cards and order replacements.

“A voice on the end of the app gives you 
the answers, but you can also text a 
question and receive a text back,” Arik 
said. “We are using it for two reasons, to 
save on call centres, but also we want to 
give customers a better experience. We 
believe voice interaction is going to be the 
future.”

Himi Khan, vice-president of product 
management at Michigan-based Clinc, 
said the system can be deployed in a 
number of platforms — in mobile apps, at 
call centres, or even at branches.

“The deployments are dependent on 
use cases,” he said. “It can change the 
human-in-the-room experience. It 
understands what we are saying, and it 
integrates very easily.”

Policing finance
AI could also prove very useful to credit 
card organisations in fraud detection, 
something that costs the industry over $16 
billion a year. 

“Neural networks work on inputs and 
outputs. Input is the description of the 
problem; output is the answer. For 
example, the input is the point-of-sale 
situation, the customer’s details; the 
output is the decision as to whether a sale 
is a legitimate or a fraudulent transac-
tion,” said Michael Wellman, professor of 
electrical engineering and computer 
science at the University of Michigan. 

By analysing the inputs — data about a 
person’s past transactions, including 
where they live, where they commonly 
shop, or even what they buy — a neural 
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What is AI? 

AI in its most advanced iteration is 
based on machine learning, and one 
subclass of this is known as “deep 
learning”, where algorithms are used 
to form neural networks, like the 
connections that power human 
brains. These neural networks can 
analyse and learn from big data — 
huge swaths of information that no 
human being could process. 

Research by McKinsey Global 
Institute suggests that AI that allows 
deep learning can boost value relative 
to other analytics techniques by 30% 
to 128%, depending on the industry.

network can make 
accurate predictions to 
the legitimacy of 
transactions, he said.

İşbank is already in 
talks with a company 
developing AI for fraud 
detection, Arik said, 
adding: “We can see it has the potential to 
make huge savings.”

The bank is also considering AI- 
powered robo-advisers, image recogni-
tion, and AI forecasting and estimation 
software for investment, he added. “AI 
financial forecasting is a primary focus, I 
think. It has the potential to be both a 
critical and very powerful tool for finance 
organisations.” 

Seeing into the future
The potential for AI to analyse huge 
amounts of data and make accurate 
predictions is never starker than when 

you consider the world of investments, 
where predicting the future can mean 
huge profits.

“Prediction is already very important 
in a lot of areas related to finance. A lot of 
finance trading is automated, and this is 
already based on short-term predictions, 
so there is no question AI could be 
extremely useful,” Wellman said.

UBS reportedly invested $11 billion in 
AI between 2010 and 2017, a figure that is 
set to quadruple by 2020. 

The bank already has a robo-adviser 
that provides automated investment 
advice based on customers’ financial 
circumstances, and it has unveiled plans 
to expand a site in southern Switzerland 
into a centre for AI, analytics, and 
innovation that will focus on finding 
specific AI applications.

Credit Suisse has partnered with 
Spanish data analytics provider Raven-
Pack to create an AI system that comes up 
with investment strategies by analysing 
financial news. Meanwhile, JPMorgan has 
trialled LOXM, an AI system that draws on 
data from the bank’s past trades to execute 

client orders in Europe’s equity markets.
The ability of AI to make real-time 

decisions based on big data is something 
finance organisations could benefit 
from. (For tips on how management can 
harness AI to use data to help address 
strategic decisions, see “Making Faster 
Decisions With AI”, FM magazine, Feb. 
2019, tinyurl.com/y9llzjgp.)

“Most of the processes in the 
financial world on a strategic level 
become stale really fast,” said Clinc’s 
Khan. “To get the data, then action, it can 
take hours, days, weeks, months. 

“AI can crunch the numbers from 
these great data lakes and understand 
what’s happening in the market and take 
immediate actions.”

Richard N. Williams is a freelance writer 

based in the UK. To comment on this 

article or to suggest an idea for another 

article, contact Sabine Vollmer, 

an FM magazine senior editor, at  

Sabine.Vollmer@aicpa-cima.com.   ■
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Finance leaders must have courage, 

good character, and sound judgement, 

according to the former chairman of 

Microsoft India. 

By Alexis See Tho

O
ne of the most important things a finance profes-

sional needs to know is what the company’s senior 

leadership expects from them. In this Q&A, we posed 

questions on this subject to Ravi Venkatesan, a 

well-known business leader in India and a UNICEF 

special representative for young people and innovation. He had 

been chairman of Cummins India, Microsoft India, and Bank of 

Baroda, one of India’s largest public lenders, and co-chairman of 

Infosys. He started his career as a junior engineer making engine 

parts on the factory floor of Cummins Inc. in Indiana in the US. 

In just ten years, he was made chief of Cummins’s India office. 

Below, he shares lessons on leadership and what he learned 

working alongside accountants, controllers, and CFOs. Here’s an 

edited transcript of the conversation.

Finance professionals today must go beyond the spread-

sheets and be a partner in the business. What are the great 

finance people you’ve worked with like?

Venkatesan: Accountants and controllers have a hugely 

important role in terms of the integrity of the numbers, financial 

reporting, budgets, and controls. But, for CEOs, what’s expected 

from the CFO was much more. 

Those technical skills are a given. What I’ve appreciated is 

working with a person who actually understands the business 

What makes a GREAT

CFO
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Ravi Venkatesan says 

businesses depend 

on finance leaders to 

bring solutions.
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you’re in. It’s about connecting to the 

business, the people, the customers, and 

therefore has the context to interpret the 

numbers. Many professionals remain just 

glued to the numbers and the spread-

sheets. That’s an incredibly narrow view 

of things. It’s not helpful at all. As you 

become more senior, you have to become 

steeped in the business and more 

solution-oriented, not problem-oriented.

What do you mean by being solution- 

oriented?

Venkatesan: For instance, there’s an issue 

and the person says, “You can’t do that.” 

That’s not helpful. As a leader, you need to 

find me a solution to this problem. You 

need to be solution-oriented not rule- or 

compliance-oriented. And this is true not 

just in finance — it’s true in HR and in the 

legal profession.

As you become more senior, it’s not 

just about you. A lot of people are very 

technical, and they’re very good at their 

work. But if you become a CFO, you’re 

expected to build and strengthen the 

whole function and not just be a star 

individually.

When does a CFO’s individual character 

come in?

Venkatesan: You see many CFOs and 

CEOs getting in trouble because of ethical 

issues. Good judgement really matters. 

You want a CFO who can keep you honest, 

who has good character, judgement, and 

the courage to say things as they are. They 

are the custodians. Shareholders, the 

board, and the whole institution depend 

on their good judgement.

Some finance leaders say it’s not easy 

to get an end-to-end view of a business. 

How can it be done?

Venkatesan: That’s nonsense. Nothing 

prevents you from getting into the 

business. In my entire career, I’ve always 

seen the business leaders loving it when a 

functional leader wants to spend more 

time with them understanding what they 

do. You don’t look for an invitation on a 

red carpet. You clear a few days to go in 

the field where the action is. 

Another way to develop an end-to-end 

view is to actually go run a business. Get 

out of the function to where you can do 

general management. Learn what it’s like 

to run a piece of the business. It becomes 

harder as you become more senior, so you 

should branch out early. If you’re 32 years 

old, an accountant or a finance profes-

sional, the most urgent advice I have is to 

get out of the function.

Isn’t that risky?

Venkatesan: It is risky. You could fail. But 

the risk of you staying narrow is even 

greater. You have to weigh it against the 

risk of not doing it. Eventually, software is 

going to do most of what you’re doing. 

There’s a far greater risk if you’re just 

staying in the pipe. 

Should we fear computers replacing 

humans? You’ve also talked about 

“timeless skills” before. What are they?

Venkatesan: I keep getting people saying, 

“Should I take this course in machine 

learning? Should I take that and become a 

data scientist?” If you’re really interested 

in it, of course you should. 

But today it’s this, tomorrow it’s 

something else. What really matters is 

what is called learning agility — the ability 

to learn new things. That is the funda-

mental skill you have to master — 

learning how to learn. No matter what 

technology comes, how the industry 

changes, you’ll be fine if you have the 

ability to learn new things. That’s the 

timeless skill.

Another timeless skill is the ability to 

manage yourself. Fairly soon in life, the 

biggest enemy and obstacle to success is 

you. The guy and gal in the mirror. Work 

on yourself. We keep upgrading our 

phones and appliances. How about 

upgrading your own software? 

You were made chairman of Cummins 

India, the diesel engine manufacturer, 

at 35. That’s a remarkable feat for 

anyone that age. How did it happen?

Venkatesan: What I tell people is luck 

matters a lot. There are a lot of people who 

are reasonably smart. I worked really hard 

— much harder than my peers and 

colleagues who were as smart or much 

smarter. And that’s all we can do. But 

having the right opportunities — the right 

mentors who look after you and open the 

right doors — are all incredibly important. 

They may be as important as working 

hard and making the right decisions. 

Surely, you made some right decisions. 

You said you realised that you were an 

OK engineer but you loved manage-

ment. What’s leadership to you? 

Venkatesan: I was a competent engineer, 

but I wasn’t the best at it. I found that I 

was best at engaging people and getting 

them to do amazing things. So, I went off 

to Harvard Business School. That put me 

on a different trajectory.

Leadership is getting a bunch of 

people, who don’t have to listen to you, to 

go attempt something significant — 

solving a problem or going after an 

opportunity. Now why should they follow 

you? The single most important reason is 

because you care intensely about them, 

you’re passionate about the issue, and 

your passion is contagious.

Secondly, if you look at all the people 

who have done amazing things, they are 

usually what is called a “force of nature”. 

They’re so wilful, so intense, so 

committed that they blow through all 

obstacles that would normally stop 

another person. Your tenacity — not 

giving up the first time you fail or slip — is 

really important. 

Alexis See Tho is an FM magazine associate 

editor. To comment on this article or to 

suggest an idea for another article, contact 

her at Alexis.SeeTho@aicpa-cima.com.    ■

‘Work on yourself. We keep 
upgrading our phones and 
appliances. How about upgrading 
your own software?’
Ravi Venkatesan
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Q  Is the MBA still relevant in today’s business world?  

A  The business world is rapidly changing, but the MBA is a long-lived degree, 

and for good reason. Before, an MBA was like a passport into a powerful posi-

tion. Nowadays, we’re noticing employers demanding more evidence of specific 

skillsets and the ability to apply those in business. At University of London, our 

online Global MBA encourages specialisation. For example, you can special-

ise in accountancy and emerge with a Global MBA that reflects your specific 

knowledge. That’s what makes employers take notice, because you’re proving 

that you have skills that will translate into the workplace.

Q  What are the benefits for CIMA members of studying the MBA?

A  It’s true that an MBA covers similar topics to those explored in CIMA papers. 

That’s why University of London works in close partnership with CIMA, with ac-

creditation available for our graduates. We offer exemptions for CIMA members 

with professional-level papers. Up to five out of the 11 modules are possible 

exemptions for CIMA members — meaning they enjoy a streamlined learning 
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Q  Why are online degrees growing in popularity?     

A  Thirty years ago, when I was seeking opportunities to study for a postgradu-

ate degree, I wrote to English universities asking for information. It took up to 

three months for a response. The internet has made things much easier. Not 

everyone can drop their life and catch a flight to study abroad. That’s why online 

learning matters. You can carry on working, keep your apartment and your 

friends, all while gaining access to a world-class institution with cutting-edge 

digital learning tools. University of London also offers the option to study the 

Global MBA at our local teaching centres in India and Singapore. It certainly 

would’ve made my life a lot easier back in 1988!

Q  What advice would you give CIMA professionals looking to take the 

next step in their careers?     

A  To reach director level, you must integrate diverse skills and cognitive 

abilities. Ask yourself not “How can I get rewarded?” but “How can I keep 

improving?” I tell my students that as well as an in-depth understanding of 

accounting, they’ll also need a broader understanding of how businesses work 

beyond the balance sheet. Employers promote accountants to senior positions 

when they understand leadership, innovation, and finance. That’s why MBAs are 

still so popular. An MBA gives you the best overview of business, which is what 

management accountants need to take the next step up. 

 

Find out more about taking your CIMA membership further with University of 

London’s Global MBA. Visit london.ac.uk/courses/global-mba.
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Companies that learn 

from mistakes have the 

potential for greatness. 

By Hannah Pitstick

Creating a 

culture of

blameless
problem-solving
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F
inance is complex, and 

whenever you have complica-

tion and uncertainty, it is a 

given that things will go wrong 

at some point. When they do, 

the best way to deal with those mistakes is 

to use them to learn and grow. And the 

only way an organisation can be aware of 

issues while they’re still small-scale is to 

create an environment in which 

employees and managers at all levels feel 

safe voicing their concerns and thoughts. 

“The reality is human beings will make 

mistakes,” said Amy C. Edmondson, 

Novartis professor of leadership and 

management at Harvard Business School 

and author of The Fearless Organization: 

Creating Psychological Safety in the 

Workplace for Learning, Innovation, and 

Growth. “When we’re in novel settings, 

beyond just mistakes, we’ll also have 

failures that aren’t, strictly speaking, 

mistakes because no one’s ever been in 

that situation before. The most important 

thing is that you hear about what went 

wrong in a timely way because that’s how 

you can jump on it and avoid larger-scale 

problems.”

Companies that foster a culture of 

blameless problem-solving have the 

potential to learn from what goes wrong, 

and also to innovate, through smart 

experimentation, while companies that 

habitually blame individuals are in danger 

of running into large-scale disasters 

without a hint of impending doom, 

according to Edmondson. 

Here are some tips for creating a 

workplace environment in which people 

feel they can speak up about what’s 

happening and collectively work hard to 

improve and avoid big problems:

Promote smart experimentation
Experimentation is how companies 

innovate and develop tomorrow’s new 

offerings, but you want to make sure that 

the experimentation strategy is a smart 

one. Organisations should never experi-

ment on a grand scale in uncertain 

domains. Experiments need to be big 

enough to get valid data about their 

viability, but not so big that the potential 

failure will be devastating to the business.

“For organisations to create a culture 

that doesn’t blame or punish mistakes, 

they must embrace entrepreneurship 

culture,” said Ebrima Sawaneh, a Lagos-

based accountant and finance blogger. 

“Every employee should be trained and 

empowered to innovate solutions without 

fear of being punished if they make 

genuine mistakes. Employees should be 

encouraged to report any mistake, and 

organisations have to clearly set what is 

acceptable and create a line of sight.”

Once you have a clear experiment 

strategy of an appropriate scale, you must 

make sure that everyone’s expectations 

are aligned. 

“Everyone (high and low) must know 

that this is an experiment, and the nature 

of an experiment is we don’t yet know 

what will happen,” Edmondson said. 

“Make sure everyone is aware of the fact 

that this may or may not work, and in 

both cases, what happens will provide 

great data.”
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Invite input
Leaders need to make it clear to people 

that their voices are not only expected 

but also welcomed.

“A lot of times, especially when they 

are nervous that there might be layoffs, 

people have the tendency to hold back,” 

Edmondson said. “There’s an implicit 

belief that no one ever got fired for 

silence. I think the job of leaders is to flip 

that around. In the complex, uncertain 

industry in which we operate, the people 

that we’re not hearing from are not of 

much value.”

Because the tendency for employees 

is to remain silent about issues, leaders 

need to be proactive in inviting input. It’s 

one thing to say, “I’d love to hear from all 

of you,” but it’s another to turn to a 

specific employee and ask, “What do you 

think of this situation? I’d love your 

thoughts.”

“Leaders must be proactive in asking, 

‘What are you seeing out there? Is there 

anything not going well? What are you 

excited about?’” Edmondson said. 

Foster psychological safety
In her latest book, Edmondson discusses 

why it matters for company performance 

that people feel safe to speak up and 

what leaders can do to help bring it 

about.

“I don’t mean to say we have to get rid 

of all fear,” she said. “I think it’s fine to be 

afraid of missing a deadline or afraid of 

the competition. It’s not fine to be afraid 

of one another or the boss.”

Edmondson explained that while 

managers have a large influence on the 

climate at work, any employee can make 

a more psychologically safe space for 

colleagues simply by showing up with a 

spirit of openness, asking questions, and 

truly listening.

“When you listen thoughtfully to a 

colleague or a subordinate, you are 

making a difference. You are making 

work life that much more safe and 

enriching,” she said. “In addition to 

asking questions, when you say things to 

customers’ limited wallets, which 

created immense pressure to have more 

and more products per customer, leading 

employees to activities that became 

fraudulent and problematic in other 

ways. Had employees felt able to speak 

up, push back, and say what they were 

learning, the strategy might have been 

tweaked.

“A recipe for failure is stretch goals 

and closed ears,” Edmondson said. 

“When managers, getting the messages 

from on high, are saying, ‘You better 

deliver on this,’ the implied rest of that 

sentence is ‘or else’. People will deliver, at 

least on the illusion of creating the 

desired results, so then what you will 

often see is the illusion of good perfor-

mance rather than good performance 

itself.”

Develop a productive response to 
bad news
Psychological safety in the workplace can 

be shattered the second a boss erupts in 

anger over a reported failure. 

“Leaders need to train themselves not 

to overreact emotionally to bad news,” 

Edmondson said. “They need to pause, 

breathe, and disrupt what might be the 

natural, instantaneous reaction of 

emotion or disapproval, and say, ‘Thank 

you for that clear line of sight. Now what 

should we do next? What are your ideas? 

Here are my ideas.’ It’s what I call a 

productive response to bad news, as 

opposed to a natural, in many ways 

normal, response to bad news.”

Hannah Pitstick is a freelance writer based in 

the US. 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.   ■

colleagues, subordinates, or managers 

such as ‘I made a mistake’ or ‘That didn’t 

work out the way I thought,’ it sets a 

shining example of a learning orienta-

tion. If you model a learning orientation 

and interest in others, you will make that 

small difference, in your vicinity, in 

helping create a learning organisation.”

Sawaneh agrees that fostering 

psychological safety can help create a 

high-performing financial organisation. 

“When people fear that they will be 

blamed for mistakes, it can affect their 

active participation and sometimes 

result in their being too careful,” he said. 

“The key resource of accounting firms 

are their people, and when individuals 

are less concerned about mistakes, they 

will be willing to delegate, create a 

learning culture, become team players, 

and embrace change.”

Avoid stretched goals and  
closed ears
While there are several examples of 

organisations doing a good job of 

creating a culture of blameless problem- 

solving, there are also examples of 

companies that have faced the conse-

quences of suppressing safe and open 

communication.

Wells Fargo’s recent failure, in which 

millions of accounts were created 

without consumers’ consent, is one such 

example. According to Edmondson, the 

bank’s initial cross-selling strategy wasn’t 

fully in touch with the reality of 

‘Make sure everyone is aware of the 
fact that this may or may not work, 
and in both cases, what happens will 
provide great data.’

Amy C. Edmondson, Novartis professor of leadership and management at  
Harvard Business School
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Bangalore and Hyderabad top the table of rapidly 

growing urban economies and commercial real 

estate markets. 

By Oliver Rowe

T
he recent JLL City Momentum 

Index 2019 highlights the world 

dominance of Asia-Pacific 

cities in terms of their rapid 

urbanisation and economic 

growth, with Indian cities leading the 

table. 

A total of 19 out of the top 20 cities in 

the index are in the Asia-Pacific region, 

with Indian and Chinese cities accounting 

for three-quarters of that list. No 

American or European cities are in the top 

20 in the rankings, which were released by 

global property and investment profes-

sional services company Jones Lang 

LaSalle to coincide with the January 2019 

World Economic Forum meeting in 

Davos.

India heads the index, with Bangalore 

(Bengaluru) and Hyderabad placed first 

and second, respectively, and Delhi and 

Pune at fourth and fifth, respectively.

The Kenyan capital Nairobi (sixth) is 

the only non-Asian hub in the top 20. 

London and Dublin were in 2016’s top 

ten list based on short-term metrics, but 

European cities have not featured in the 

short-term top ten list since then.

Jeremy Kelly, director in JLL’s global 

research programmes and one of the 

report’s co-authors, said that Indian cities 

Indian cities
lead economic
momentum index

A distinctive building houses Infosys offices in Bangalore, called India’s  
“Silicon Valley”.
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have “taken on the mantle of being 

amongst the world’s most dynamic 

currently”.

Recent trends
Comparing momentum over a short 

horizon, in 2014–2015 the top of the index 

was dominated by Chinese cities, but 

Indian cities have risen to the fore since 

2017, Kelly said. “This reflects the fact that 

Indian cities are very firmly in their 

city-building stage, which the Chinese 

cities were a few years ago.

“[Chinese cities] are starting to bed 

down … to move into more sustainable 

levels of growth. They are starting to 

emphasise … the innovation economy 

rather than relying on infrastructure and 

real estate development to motor their 

economies.

“The movement down the momentum 

index by the Chinese cities is entirely 

predictable, and it’s something you would 

expect as those cities start to mature,” he 

said.

Indian cities had “ramped up” their 

infrastructure investment, he explained. 

“Some of the cities that are featuring 

towards the top of the list tend to be those 

that have got reasonable technology 

credentials. Bangalore, Hyderabad … have 

become globally competitive when it 

comes to IT activities and have moved 

very successfully up the value chain in 

recent years.”

Kelly said Indian cities were igniting 

interest from international investors. 

“You are starting to see more opportun-

istic funds moving into India for the first 

time,” he said.

India was a top improver in JLL’s 2018 

Global Real Estate Transparency Index, 

while the 2019 momentum index 

describes India’s recent Real Estate 

(Regulation and Development) Act (RERA) 

as a “notable highlight” in increasing 

transparency and reducing corruption. 

Further, it says “the recent creation of a 

single national VAT system will boost the 

logistics sector and make for a more 

business-friendly environment”.

Rapid growth challenges
Kelly said fast-growing cities face many 

challenges. Cities at the top of the index, 

he said, are also at the front line “when it 

comes to tackling the many challenges 

that cities have in absorbing massive rates 

of growth. Indian cities epitomise that 

with regards to their environmental 

challenges and increasing social 

inequality [and] congestion.”

One of the challenges is how these 

cities move into the innovation-based 

economy and create more sustainable 

momentum over the long term. Kelly said 

in a JLL press release: “It’s clear that the 

tech sector is a key driver of both real 

estate and economic momentum — 

driven by large technology firms as well as 

dynamic startups in cities like Bengaluru 

[Bangalore], Hyderabad, Ho Chi Minh City, 

and Shenzhen.”

Vinesh Singh, FCMA, CGMA, vice-pres-

ident at shoe manufacturer Sara Suole Pvt 

Ltd. in Bangalore, said that the educated 

workforce in southern Indian cities was a 

reason multinationals opted to base 

themselves in Bangalore and Hyderabad.

However, rapid population growth has 

caused environmental degradation, 

limited water supplies to residential areas, 

and traffic congestion, Singh said.

Bangalore, often described as India’s 

“Silicon Valley”, has the headquarters of 

global IT companies such as Wipro and 

Infosys. It also has a large migratory 

young workforce from across India, Singh 

explained. “They are extremely aspira-

tional in their outlook … they take 

chances, they make choices, and startup 

culture is very prevalent here.” 

In contrast to JLL’s previous city 

momentum indexes, which identified 

cities with the attributes for short- and 

long-term success, the 2019 index looked 

only at the short term — over a three-year 

horizon. It covered 131 established and 

emerging business hubs globally.

Oliver Rowe is an FM magazine senior 

editor. To comment on this article or to 

suggest an idea for another article, contact 

him at Oliver.Rowe@aicpa-cima.com.   ■
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A startup culture provides ambitious finance professionals 

more opportunities to accelerate career development. 

By John Pearson, ACMA, CGMA

On-demand
career paths
for current or aspiring CFOs
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A 
long commitment to climb 

the corporate ladder at a 

single company is no longer 

the only career option for 

finance professionals.

Part-time, interim, or project-based 

work at a startup or rapidly growing small 

or midsize company, or indeed a larger 

organisation, is an alternative that is 

becoming increasingly popular worldwide 

amongst finance professionals early in 

their careers, said Tim Hird, executive 

director of Robert Half Management 

Resources, which recruits senior-level 

talent for project and consulting roles.

“What’s important to them is to get as 

much experience as possible in work that 

gets them out of their comfort zone,” Hird 

said. “As a result, they will learn more 

quickly. Two or three interim engagements 

in a couple of years can gain them more 

experience than staying in one position for 

five years.”

On-demand finance jobs aren’t for 

everybody. They are basically freelance 

assignments that lack the security of a 

full-time job. They require a combination 

of technical and change management 

skills and expertise in IT systems. And they 

tend to take candidates to hotspots of 

innovation and entrepreneurship.

These hotspots are sprinkled all over 

the world and include Tokyo, the San 

Francisco-San José area, Paris, Sydney, 

Berlin, and Toronto. Ranked 27th amongst 

the 100 most innovative cities in 2018 is 

Hong Kong, an emerging startup hotspot 

in fintech, health technology, and 

consumer electronics.

The vast majority of Hong Kong’s small 

and medium-size entities (SMEs) and 

startups do not employ senior finance 

support; they simply cannot afford to.  

Yet the potential is there: Profits are not 
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maximised, processes are not optimised, 

and SME owners consistently undervalue 

the worth of the company to the right buyer. 

Adding to that potential are multinational 

companies with a continual need to flex, 

scale, and reposition resources. 

Companies are taking on more large, 

one-time, and transformation projects 

despite having lean middle-management 

teams and often lacking the specialised 

skills needed, Hird said. External experts, 

including interim CFOs, can come in, 

support the project, and transfer their 

knowledge of the initiative to the compa-

ny’s full-time staff. 

It is within this ecosystem that the 

part-time finance professional can strive to 

develop, building upon previous achieve-

ments.

An on-demand finance industry is 
emerging
CFO Counsel has offered clients in Hong 

Kong contract CFO services on a part-time 

or project basis for nearly 25 years. Rob 

Christie, who experienced China’s 

economic growth as a finance professional 

working in Hong Kong, mainland China, 

and Singapore, founded the company to 

counsel CEOs and business owners to be 

effective in areas and on issues not in their 

realm of expertise. 

The CFO Centre Group, a UK-based 

company that provides CFO services to 

SMEs on a part-time basis, entered the 

Hong Kong market in 2013 and has now 

grown to a team of 15 part-time CFOs across 

Greater China. Gary Chan, the Hong Kong 

and Greater China CEO of The CFO Centre 

Group, said it is increasingly viable for 

candidates to create their own “portfolio 

lifestyle” to make active choices of where 

and how to utilise their time both 

professionally and personally.

Finding the right CFO
What SMEs often need, Christie said, is 

access to CFO resources: the knowledge to 

help build and grow the business and to 

lead or guide the back office, get the right 

systems, make the right decisions, and 

understand where to obtain financing. 

When times are tough, it is someone who 

already has an intimate knowledge of the 

business to guide it through. This type of 

guidance is available for clients from 

part-time finance professionals, at a much 

lower cost.

The crux is matching the right 

company, at the right stage in its develop-

relates to the innate ability of an 

individual to make connections 

and develop relationships in a short 

amount of time.

●●● An understanding of IT systems and 

the expertise to access and analyse 

data.

In The CFO Centre Group’s case, the 

general career structure candidates can 

expect consists of 14 to 15 working days a 

month spread over a roster of five to six 

clients and support from a network of 

candidates across four continents. 

Usually, 60% of the pay goes to the 

candidate and 40% goes to The CFO 

Centre Group. It could take up to a year to 

establish such a portfolio, but once it is in 

place, it is rare for complete turnover of 

clients to occur at one time. 

Christie overtly avoids candidates 

looking for a full-time job. “The best-suited 

candidates are those who want to work part 

time for a reason,” he said. 

The perception of the part-time CFO 

role being a stopgap career continues to 

pervade, but it is beginning to shift in Hong 

Kong. An increase in domestic talent is 

dampening the necessity for trouble-

shooting expats and is forcing part-time 

CFOs to evolve their skills, said Gary 

Riseham, an Australian who has worked in 

South-East Asia as a senior controller, 

finance director, and CFO across public 

practice, corporate, and private-equity 

companies.

Additionally, as capital flows pivot from 

Western investors to Chinese corporates, 

ment, with the right part-time CFO. The 

true advantage of the on-the-ground, fully 

focused part-time CFO is that he or she can 

identify and extract significant value at key 

points in the full business cycle without 

investing for the entirety of that cycle. This 

requires a correctly attuned individual 

aligned to a receptive client.

There is a prerequisite for individuals 

entering the part-time C-suite market. 

They need a breadth and depth of 

experience combined with an ability to 

apply and transfer it. This is not a career 

path to enter lightly. Participation is an 

evolution, and candidates need to have 

earned their stripes.

The CFO Centre Group and Robert Half 

Management Resources look for these 

features on a candidate’s CV:

●●● A professional accounting accred-

itation like the CPA and the CGMA 

designation.

●●● Foundational accounting experience. 

The candidate should have techni-

cal skills in public accounting, for 

example as an external auditor, and 

understand accounting and finance 

regulations.

●●● A senior finance background (not 

necessarily a CFO title).

●●● Change management experience that 

reflects good strategic and communi-

cation skills, and the ability to work 

with nonfinance people.

●●● An ability to cement a professional 

relationship quickly in an informal 

setting. This is critical because it 

With over 330,000 small and medium-size entities (SMEs) in Hong Kong alone, 
finding and winning clients across diverse industries has not been a problem for 
The CFO Centre Group. But matching them to the right CFO can be problematic, 
and cultural perceptions become important. The expectations of Chinese, 
European, and North American owners often differ when it comes to a CFO. It is 
important to clarify these expectations upfront.

The CFO Centre Group encourages SME owners to ask themselves five 
questions during their development to ascertain if a part-time CFO is right for 
them. The emphasis is on a CFO, not another accountant:
●●● Does the business have ambitious growth plans?
●●● Does your business have a turnover of between $2 million and 

$100 million?
●●● Do you recognise that you lack the necessary strategy and financial skillset 

to meet the increasingly sophisticated demands of a growing company?
●●● Do you have no desire, need, or budget to employ a full-time CFO?
●●● Do you want to scale up your business fast? 

5 key questions companies should ask when 
seeking an on-demand finance match
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they bring a shift in the mobile CFO’s 

softer-skill requirements. Language 

requirements are commonplace.

The first year is the toughest
Professionals with varied experience 

should not discount or assume that the 

market and working title of CFO preclude 

them. The same opportunities exist for 

multinationals’ managers and controllers 

with a spectrum of experience as for those 

with an SME background; the key precepts 

are the transferability and application of 

individual skillsets and a preoccupation 

with business of all kinds.

Christie understands that the effort 

required to gain traction in the marketplace 

is often the most disheartening. “The first 

year was very slow. For those looking for 

full-time work or for whom financial 

security is paramount, ... this industry may 

not be best for them,” he said. “On the other 

side, if you want freedom, it is incredibly 

satisfying and varied work.”

 
When SMEs need part-time CFOs 
the most
Based upon the Greiner Curve, which was 

created in 1978 by Larry Greiner and 

updated in 1987 by Mel Scott and Richard 

Bruce, small businesses typically move 

through five stages in their life cycle, from 

inception to maturity, with crisis points in 

between (see the graphic, “The Small 

Business Life Cycle”). Chan notes that no 

single factor at these crisis points presents 

risk, but rather it’s the cumulation of red 

flags as enterprises move through their 

evolution. 

Christie observed that it is often not 

easy for entrepreneurs to admit they lack 

expertise at these pain points — their 

financial strategy is often inarticulate, and 

the causal effects of their decision-making 

are unclear. He noted that this is often 

starkest in cash flow management.

Throughout, Christie said, “Owners 

appreciate the issues, but often there is a 

gap between their understanding and the 

accounts and cash flow which are too 

often historical and backwards-looking. 

These issues can be fixed reasonably 

easily to make the finance function 

forward-looking and so to improve 

decision-making. This is the core market 

of the part-time CFO.”

If the ultimate goal is maximising 

sellout valuation, Christie said, then “there 

are simply too many areas of a business 

which are not improving value and could 

be adjusted to improve the exit price”. 

Christie and Chan agree that inception, 

the big idea, is the purview of the 

entrepreneur. However, it is also at this 

stage that strong relationships are 

founded and the bedrock for future value 

established. (For tips on inquiries SMEs 

should make before engaging a part-time 

CFO, see the sidebar, “5 Key Questions 

Companies Should Ask When Seeking an 

On-Demand Finance Match”.) 

Christie prefers to engage two to five 

years before any planned sale. Identifying 

the right partner is essential, and the need 

for a solid proposition is paramount. The 

strength of a candidate’s niche is about 

identifying the right client rather than 

jumping on trends or isolating markets. 

Christie is looking for operationally 

excellent clients, ideally looking to sell at 

some point, who will benefit from his 

independence. He needs their engagement 

and a capacity to listen. It is about 

personality as much as it is about sector.

Christie offers three tips to finance 

professionals starting their first engage-

ments:

●●● Focus on the client’s core activities.

●●● Find profitable and sustainable 

growth in the client.

●●● Ensure clients have reliable cash flow 

forecasts; poor understanding of cash 

flow leads to many failures in SMEs. 

John Pearson worked as a financial controller, 

commercial manager, and operating officer in 

Hong Kong and Asia for ten years and 

currently resides in the UK. To comment  

on this article or to suggest an idea for 

another article, contact Sabine Vollmer, 

an FM magazine senior editor, at  

Sabine.Vollmer@aicpa-cima.com.   ■

The small business life cycle
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Stage 1

Inception

Stage 2

Survival

Stage 3

Growth

Stage 4

Expansion

Stage 5

Maturity

CFO support:

●●● Business growth plans

●●● Funding and financing

●●● Investor engagement

●●● Strategic review

CFO support:

●●● Financial understanding

●●● Cash flow management

●●● Horizon scanning

●●● Robust systematic  

planning

●●● Finance projects

CFO support through sellout:

●●● First sale thoughts

●●● Developing value

●●● Improving valuation

●●● Identifying buyers

●●● Negotiation 

●●● Final sale
Evolution Crisis

Age of business



36  I  FM MAGAZINE  I  April 2019

IM
A

G
E

 B
Y

 M
IT

C
H

 B
L

U
N

T
/I

K
O

N
 I

M
A

G
E

S

Key qualities define fruitful 

collaborations between 

businesses and charities.  

By Shilpa Pai Mizar

Successful

corporate-NGO
partnerships

Successful

corporate-NGO
partnerships
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C
orporate social responsibility 

(CSR) is no longer a nice-to-

have. Increasingly, investors, 

customers, and governments 

are asking companies how 

their activities uplift lives and improve 

the world. Social investment through 

charity partnerships is one way that 

businesses are answering those questions 

while also improving their bottom line. 

Well-managed social investments 

demonstrate to stakeholders that a 

company has purpose, is trustworthy, 

and manages its intangibles such as 

brand, reputation, innovation, and talent 

well, according to a 2018 report by 

US-based research company IO Sustain-

ability LLC and the Association of 

Corporate Citizenship Professionals. 

The report also found that strong social 

investment indicates to shareholders that 

the C-suite is strategic, forward-looking, 

and capable of handling a wide range of 

situations. Lastly, it suggests that the 

company has a positive outlook for its 

future financial performance. 

The researchers worked with eight 

leading companies across sectors. 

According to their report, when done well, 

social investments, including partner-

ships with nongovernmental organisa-

tions (NGOs), can deliver up to a 6% 

increase in share price, a 20% increase in 

sales, a 13% jump in productivity, a 50% 

decrease in employee turnover, and a 

boost to reputation worth up to 11% of a 

company’s market cap.

A mature concept
Businesses have always partnered with 

NGOs when looking to tackle social and 

environmental issues that matter to 

them. Well-known examples include 

GSK’s partnership with Save the Children 

to help reduce child mortality, the 

Aviva-British Red Cross collaboration to 

help communities with disaster prepar-

edness and response, and Lifebuoy’s 

partnership with NGOs to promote hand 

hygiene. A further example is Danone’s 

partnership with the Ramsar Convention 

on Wetlands and the International Union 

for Conservation of Nature to restore 

natural ecosystems that support disad-

vantaged rural communities.

Corporate and not-for-profit partner-

ships are also on the rise. The 2018 

Corporate-NGO Partnerships Barometer 

from C&E Advisory, a UK-based consul-

tancy, has found that 86% of corporate 

respondents and 88% of NGO respond-

ents see the role of corporate-NGO 

partnerships growing in importance over 

the next three years.

Most corporates focus their social 

responsibility efforts on a specific set of 

causes. This shortlist typically emerges 

from one or more of the following: the 

needs and ground realities where the 

business operates; 

reference to larger 

frameworks such as the 

UN’s Sustainable 

Development Goals; 

alignment with the 

business’s core compe-

tencies, brand, and 

corporate values; and 

long-term benefits for 

the company.

NGO partners, with 

their rich grassroots 

experience, help busi-

nesses bring about 

transformative social 

change much more quickly 

than they can achieve on 

their own, according to 

Andrew Wilson, executive 

director, purpose at communi-

cations marketing firm 

Edelman.
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The business case for partnership
Businesses benefit on multiple levels 

from charity partnerships. Volunteer 

opportunities and internal communica-

tion on the journeys and successes of 

these projects make employees more 

sensitive to the communities they work 

in and create goodwill and loyalty 

towards the employer, according to 

Manish Michael, the CEO of United Way 

India. 

The 2018 Deloitte Millennial Survey, 

for instance, found that young people’s 

loyalty towards their employers decreases 

when they feel that business models 

continue to give greater priority to the 

bottom line than to the greater good. 

Fifty-seven per cent of Millennials hoping 

to leave their current employer within 

two years said their companies fixate on 

profit, compared with a significantly 

lesser 42% of those who intend to remain 

with their current employer for five years 

or more, according to the survey.

Businesses are also finding that 

earning trust is vital to operating in 

communities. Partnerships with NGOs 

that have strong local knowledge and 

experience in tackling on-the-ground 

concerns are therefore viewed as a 

positive step. 

Manisha Patil, CSR lead–community 

engagement at Amazon India, works with 

NGOs across India in areas such as 

education and women’s empowerment 

and sees the importance of being a good 

neighbour. Giving to the immediate 

community and helping transform lives 

is key, she said.

For some time now, consumers have 

been willing to pay more and stay loyal to 

brands that are seen as ethical and 

sustainable. Being perceived as a sensitive 

business that cares about local issues also 

builds customer allegiance for large 

companies in distant markets, according 

to Michael. Additionally, charity partner-

ships help businesses gain insights into 

the needs of vulnerable consumers, said 

Janek Seevaratnam, senior corporate 

adviser at the UK’s Charities Aid Founda-

tion. For example, a power company in 

the UK is now working on tweaking its 

offerings as it works with charity partners 

to help people who are dealing with fuel 

poverty.

CSR activities also help businesses 

earn the licence to operate in hard-to-

reach markets, Seevaratnam said. The 

partnership between footwear brand Bata 

and the charity CARE in rural Bangladesh 

that trained women as salespeople is an 

illustration of this, generating livelihoods 

while also building a customer base in a 

market with a weak distribution network.

Strategic partnerships with NGOs have 

also helped large businesses emerge with 

credibility when exposed to unethical 

practices along their supply chains, 

Seevaratnam said. Examples he cited 

include UK retailer John Lewis, one of 

whose suppliers was involved in modern 

slavery, and consumer goods multina-

tionals Kellogg’s, Nestlé, P&G, and 

Unilever, which were found to be 

sourcing palm oil from a supplier with 

unsustainable practices. In both of these 

instances it was the equity these busi-

nesses had built through their long-

standing charity partnerships that greatly 

mitigated the reputational risk to which 

they were exposed, Seevaratnam said.

Choosing the right partner
Once a business has identified a cause 

and is seeking a charity partner, NGOs 

may be evaluated on aspects such as 

expertise and impact, government and 

local connections in the target geogra-

phies, and scalability (see the sidebar, 

“How to Find the Right Not-for-Profit 

Partner”). This is accompanied by due-dil-

igence checks on the financial health and 

reputation of organisations being 

considered. External consultants and 

auditors are often brought on board at 

this stage to work with in-house legal, 

compliance, and CSR teams.

While these are important hard 

measures, the deciding factor that leads a 

business to settle on a partner is often a 

shared value system. For Amazon’s Patil, 

values are not up for compromise, and 

she doesn’t move ahead if there are 

discrepancies in the partner’s value 

process. For instance, when Amazon 

India was evaluating a pioneer not-for-

profit in the area of STEM (science, 

technology, engineering, and maths) 

education for girls, it came across what it 

saw as unreasonable fee increases in 

schools they ran and certain other beliefs 

that did not sit well. Consequently, 

Amazon India decided to look at other 

charity partners.

In addition, major, recognised NGOs 

may seem to be relatively risk-free choices 

that bring greater credibility to an 

initiative. However, businesses should 

also carefully consider smaller, lesser- 

known charities that are doing innovative 

work, often in niche causes, Wilson said. 

Microsoft Xbox’s partnership with 

UK-based NGO SpecialEffect to create 

adaptive video game equipment for 

people with physical disabilities is one 

such example.

The most successful corporate-NGO 

partnerships leverage the strengths of 

both parties to create unique value. 

Businesses are adept at developing the 

quantitative parameters that hold together 

a good collaboration. According to the 

latest Corporate-NGO Partnerships 

Barometer from C&E Advisory, the trend 

towards strategic partnering for long-term 

impact is also on the rise, with businesses 

placing a much greater emphasis on 

deeper, problem-solving collaborations. 

Some 92% of businesses also believe that 

their competencies and noncash assets 

can help NGO partners more than 

financial support. 

Beyond this, other criteria that define a 

fruitful cross-sector partnership include 

shared values, mutual respect, effective 

communication, and continuous 

learning.

 
Framework
Because corporates and charities have 

different operating purposes, they often 

have different priorities. It follows that a 

successful partnership is most likely to 

occur when clear guidelines are laid down 

at the very start. “The whole reason you 

are working with each other is that you 

are both bringing something unique and 

distinctive to the table. So there needs to 

be a clear articulation of the end goal in 

terms of impact, and the fundamental 

guiding principles that will keep the 

relationship together,” Wilson said.

These include monitoring mecha-

nisms, reporting requirements, expecta-

tions in terms of shared resources and 

engagement levels, mutually agreed-upon 

communication strategies, and an exit 

plan if things go wrong.

It is not uncommon for corporates to 
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We asked some experts for advice on how companies 
wishing to partner with or sponsor a not-for-profit can best 
go about assessing the organisation.

Use online tools
For evaluating US charities, GuideStar (guidestar.org) has a 
database of 2.7 million not-for-profit organisations, including 
more than 23,000 charities working internationally, and 
provides information from publicly available US tax docu-
ments. 

For UK-based charities, the Charity Commission for 
England and Wales hosts a Central Register of Charities, 
available at tinyurl.com/zcyhx5g, that lists revenues and 
expenditures for over 168,000 organisations. Rules governing 
charities are left to member states throughout the EU, so 
disclosure requirements vary, and there is no central 
repository of EU-based charities. Evaluator organisations 
such as Givewell (givewell.org) and the UK’s Charity Clarity 
(charityclarity.org.uk) offer deep analysis on a limited 
number of select global charities. 

Research widely
Some charities may have their financial records on their 
websites, but there are no global standards for how charities 
account for and report their finances, so it is incumbent on 
you to perform the research.

Review the information on the not-for-profit’s website, 
understand what it does, whom it serves and why, and try to 
get a sense of its organisational values to ensure that it 
aligns with your company’s values. Apart from what a 
not-for-profit has chosen to write on its own website, there is 

a wealth of information on the internet — everything from 
reviews by former employees to news reports of past 
scandals or financial problems involving directors or the 
organisations themselves.

If you have questions, call the not-for-profit’s develop-
ment director and arrange to speak to the top managers or a 
board member. 

“Asking questions is perfectly legitimate. If you don’t like 
the answer, walk away,” said Christopher Cole, CPA/CFF, 
CGMA, an associate director at the Association of Interna-
tional Certified Professional Accountants who manages the 
AICPA Not-for-Profit Member Section. 

Forget the ‘overhead myth’
An overemphasis on what percentage of a not-for-profit’s 
expenses goes towards overhead could be a mistake, said 
Bunkie Righter, senior director of national sales at Guide-
Star.

When looking at these figures, compare them with your 
company’s statements about where it is headed, to decide if 
these expenses are wasteful or an example of ambition to 
expand the reach of its mission.

Think long term
The chance to use your company’s expertise to deliver 
projects over longer periods may prove irresistible as a 
showcase for the unique skills your company can offer, as 
well as provide an opportunity to engage more meaningfully 
with a charity’s work. 

Beth McLoughlin is a freelance writer based in the UK.

How to find the right not-for-profit partner

Companies and charities can benefit from a good match.

By Beth McLoughlin

appoint staff from their departments of 

core competence to work with the NGO 

partner. Businesses must also remember 

that some NGOs may not have the same 

breadth of resources and skills in areas 

such as accounting, reporting, and 

automation. As field organisations, they 

are very good at delivery and results, but if 

you do not record consistency of impact, 

you are not able to measure where you 

started and how far you have gone, Patil 

added. Her organisation helps partners 

put together a process for monitoring and 

documenting goals. Corporates supple-

ment this organisation-level skill sharing 

by encouraging employees to volunteer 

both skills and time to the partnership.

Most notably, respect is the corner-

stone of a successful relationship, and 

businesses need to be cognisant that 

charity partners bring to the table 

learnings that are hard to gain in the 

corporate domain. Through its partner-

ship with the British Red Cross, for 

instance, Aviva has trained its UK claims 

team to spot signs of stress when 

customers call in with flood claims. This 

means callers can be helped with greater 

sensitivity. Advocacy and a deeper 

understanding of public and regulatory 

policy are among the other areas where 

businesses can turn to their NGO partners 

for guidance, Wilson said.

Of course, there is always the chance 

that, despite the best due diligence and 

frameworks, partnerships will not evolve 

in the direction envisaged. According to 

KPMG’s 2016 report Unlocking the Power of 

Partnership, the exit plan that is put in 

place at the outset should look at how 

both parties can move on when needed 

with no antagonism, disengaging shared 

systems and resources, but acknowl-

edging accomplishments and lessons for 

future partnerships.

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.   n



40  I  FM MAGAZINE  I  April 2019

Finance departments will 

be challenged to measure 

the value of social media 

marketing campaigns. 

By Katherine Raz and Drew Adamek 

Investing in

social media
influencers

Style influencer Luka 

Sabbat has 1.7 million 

Instagram followers.
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I
n a lawsuit filed in New York in 

October 2018, public relations firm 

PR Consulting claimed that Luka 

Sabbat, a 21-year-old model, actor, 

and self-proclaimed “young 

creative entrepreneur”, had 

violated a $60,000 influencer 

agreement to promote Snap Inc.’s 

Spectacles. Snap’s smart glasses feature a 

camera that can record video for posting 

to Snapchat and other social media 

platforms. The company expected Sabbat 

to use them to post to his Instagram 

account during fashion weeks in Paris, 

Milan, and New York in September 2018.

As part of his influencer agreement, 

Sabbat was required to “create original 

content for a minimum of four unique 

posts”, include hyperlinks to additional 

material, submit the posts for approval 

prior to publication, and be photographed 

in public “wearing product tied to the 

Spectacles Marketing Campaign”, 

according to the lawsuit. 

This type of deal is now common. 

Increasingly, businesses are turning to 

influencers — social media personalities 

with identifiable, engaged audiences — to 

create or share branded content with their 

followers in the hopes of influencing C
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Food influencer Chun Rong has more than 

58,000 Instagram followers.
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brand perceptions and purchasing 

decisions. As a strategy, it makes sense: 

According to PwC’s Global Consumer 

Insights Survey 2018, social media ranked 

first in consumer “purchase inspiration”.

But influencer deals and relationships 

aren’t risk-free. PR Consulting is suing 

Sabbat, alleging that he accepted a 

$45,000 advance but made only two of the 

contractually required posts, didn’t 

submit them for approval, and was never 

photographed in public wearing the 

glasses. In effect, PR Consulting was 

alleging that Sabbat failed to influence 

any of his 1.7 million Instagram followers 

into buying smart glasses, which sell for 

$149–$199, even though he accepted 

money to do so. Sabbat denied that he 

breached the agreement in a November 

2018 court filing. The case is ongoing. 

While the amounts involved may seem 

small, the case highlights several 

challenges for businesses in the coming 

years: how to effectively reach in new 

ways consumers inured to traditional 

advertising, how best to protect them-

selves, and how best to measure the 

return on investing in those novel ways. 

Marketing will answer the first 

question, but it will be up to finance 

departments to help answer the others. 

Changing landscape
Finance departments may soon see a lot 

of influencer marketing show up in 

budgets. “Brands are allocating more of 

their budgets to influencer marketing 

because they are seeing the trackable and 

reliable business value that the channel 

has,” said Arron Shepherd, co-founder of 

London-based The Goat Agency, an 

influencer marketing agency.

Research from a May 2018 survey by 

the World Federation of Advertisers (WFA) 

found that 65% of global companies 

in influencers, according to one expert. 

“Influencers are inspirational, 

aspirational, and lend a third-party 

credibility to your brand that is vital in 

today’s business environment,” said Jim 

Tobin, president of Carusele, a North 

Carolina-based influencer marketing 

firm. “We’re seeing that in B2C, B2B, and 

C2C businesses.”

Variety of relationships
If influencers are becoming a part of the 

business landscape, what kind of 

financial relationships and deals can 

finance departments expect to see? 

Twenty years ago, when brands wanted to 

partner with celebrities for marketing 

campaigns, the options were rather 

straightforward. They might have hired a 

famous athlete to endorse a sneaker, or a 

movie star to promote a drink. The 

campaigns of yesteryear reached broader, 

more loosely defined audiences than 

possible today. 

Social media channels such as 

Facebook, Instagram, Sina Weibo, 

Snapchat, WeChat, and YouTube have 

divided audiences into smaller online 

communities, clustered by common 

interests and demographics. And they 

now offer an increasingly precise view of 

audience behaviour. Influencers tap into 

the passions of those audiences, whether 

they are centred on cosmetics, sports, 

technology, or fashion.

“You have normal people who are 

really good at storytelling and creating 

content,” Karwowski said. “Their 

recommendations carry a lot of weight 

with their followers because they follow 

their posts every day. So there’s a level of 

authenticity that doesn’t exist with 

celebrities.”

That authority is a valuable strategic 

investment for brands, according to 

surveyed planned to increase their 

spending on influencers in the next year. 

Financial investment will be migrating 

from traditional ad buys and celebrity 

endorsements into more targeted, nuanced 

campaigns requiring a new set of key 

performance indicators (KPIs). Business 

Insider Intelligence estimates that total 

global spending on influencer marketing 

could reach between $5 billion and $10 

billion per year by 2022. Influencer 

marketing is rapidly gaining importance in 

markets such as India, China, and the US. 

Beauty and fashion brands have led the 

charge so far, shifting their budgets to 

influencer marketing in a huge way, but 

other industries are starting to follow suit. 

“We’re seeing brands like Casper, 

Hims, Blue Apron, Choosy, Allbirds, 

Glossier, Scentbird lean in hard to 

influencer-first marketing over traditional 

out-of-home advertising or print media,” 

said Mae Karwowski, founder and CEO of 

New York-based influencer marketing 

agency Obviously. “Other industries are 

just getting started. We’ve started to see 

the shift in industries like tech, airlines, 

hospitality, real estate, and home 

machinery like lawn mower companies.” 

Influencer marketing is also no longer 

only consumer-facing. Companies such as 

American Express, IBM, LinkedIn, PwC, 

and SAP all have B2B influencer 

programmes aimed at business decision- 

makers. No matter the business, or the 

consumer, companies will need to invest 
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Anneke Schogt, the CEO of Amster-

dam-based influencer marketing firm IMA. 

“The relationship is human-to-human, so 

if I advise you to do something, you are 

more inclined to believe me than if there is 

a billboard behind me, because the 

relationship is much more direct, much 

more intimate, and so, more credible.”

Financial relationships with influ-

encers do not follow a one-size-fits-all 

structure. There are as many ways for 

brands to engage with influencers as there 

are business goals. 

However, there are some typical deals 

that finance departments might see. The 

types of relationships include offering 

influencers free merchandise to plug your 

product, paying for single posts on one 

platform that mention your brand, 

establishing longer-term creative 

partnerships in which brands and 

influencers work together to create 

branded content across multiple 

platforms, and engaging “brand ambassa-

dors” who fully embrace your brand and 

share it at every opportunity, according to 

Tobin, whose company has 60,000 

influencers under contract. 

Tobin also cautions finance depart-

ments to pay close attention to issues 

such as rights ownership of the content, 

secondary licensing rights, noncompete 

clauses, and compliance with local laws 

when structuring deals and payments 

with influencers. 

“What kind of relationship you have 

with an influencer depends on what you 

want to accomplish,” he said. “We find 

that about 20 to 25% of the content does 

really well compared to the rest, so it is 

important that brands think carefully and 

strategically about what they plan to do 

with that content.”

Financial managers should also be 

aware that influencer campaigns often 

include multiple influencers — anywhere 

from five to 20 — working on different 

platforms at the same time, according to 

Tobin. 

The key measure
Not all influencers are created equal. 

Broadly, there are three levels of influ-

encers based on their audience size. 

Macro-influencers generally have more 

than 200,000 followers; micro-influ-

encers have 20,000–200,000 followers; 

and nano-influencers have fewer than 

20,000 followers. 

Those distinctions are important 

because what brands will have to pay 

influencers is based partly on their 

audience reach. Influencers with large 

audiences can command tens of thou-

sands of dollars per post, while some 

nano-influencers offer posts for less than 

$100. And, depending on what the 

business goals are, that can significantly 

change the cost of partnering with an 

influencer.

“It’s a little bit Wild West because the 

rates vary dramatically,” Tobin said. “There 

are no real, definitive standards for what 

influencers charge.” Therefore, he advises 

that companies come to influencer 

campaigns with a clear budget, and a clear 

set of objectives, and work towards 

determining a cost that matches the 

business goals.

Not only do finance departments have 

to be aware of the types of services that 

influencers can charge for, but also how to 

price those services. Brands can set cost 

per thousand impressions, cost per 

engagement, or cost per action (or 

Influencer Zoë Sugg has more than 10 million followers on Instagram.
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conversion) as the key financial marker 

when working with influencers. 

But perhaps the most important 

measure is an influencer’s engagement rate 

— how many of their followers view, 

comment, share, or like the content related 

to your brand, according to Pierre-Loïc 

Assayag, co-founder and CEO of Traackr, an 

international influencer marketing 

platform that helps brands measure 

returns on influencer campaigns.

“Engagement metrics are the impor-

tant signal,” he said. “Those are the key to 

changing behaviour and thinking about 

the impact of a campaign.” 

No matter which metrics businesses 

use, for influencer campaigns to make 

financial sense and to make effective 

decisions, companies need to be very 

clear about their objectives from the 

beginning, whether it is to drive traffic to 

your website, improve brand sentiment, 

or increase sales, according to Schogt. 

Having those objectives in mind will help 

make paying for the campaigns easier. 

More importantly, no matter which 

measure a finance department uses for 

assessing the investment, paying close 

attention to the quality of your analytics is 

key, Schogt said. 

“It’s really important to make sure that 

the data points are really high-quality and 

are accurate,” she said.

New KPIs
While every business has different goals 

and different audiences it is trying to reach, 

there are some standard KPIs for meas-

uring the success of an influencer 

campaign, according to the WFA. Most 

common KPIs include reach and views, 

engagement, traffic, and other earned 

media such as press coverage, according to 

the WFA. 

“Influencer marketing requires a new 

framework, a new set of KPIs,” Assayag 

said. “The challenge for the C-suite is 

defining the framework and how we 

measure success.” This process of finding 

new metrics will be “nonlinear, disrup-

tive, and painful” at first, but if companies 

are “forward thinking”, they can find new 

opportunities, Assayag said. 

“There are a number of different ways 

to measure,” Karwowski said. “A lot of 

brands come to us looking for targeting 

brand awareness. Other times we need to 

drive as much traffic as possible with a 

given target audience to a certain website 

or certain video.” Her agency uses 

engagement with a post, such as shares, 

likes, and comments, clicks to a website, 

video views, promo code usage, and 

submissions to an email capture page as 

performance metrics, but that can change 

based on a company’s goals.

“The gold measure is sales,” Tobin said, 

and in his experience influencers “offer 

good results” in boosting sales for brands. 

But unless the campaign is directly tied to 

a sales event, such as an in-store promo-

tion, it can be difficult to measure the 

impact of influencers.

“It is difficult to compare traditional to 

influencer because print, or billboards, 

are not purchased in the same way,” said 

Shepherd of The Goat Agency. “Our philos-

ophy is that companies should be paying 

for results rather than impressions or 

‘eyes on’.” 

Invest for the long term 
“A lot of influencer marketing is 

happening where people are throwing a 

little bit of budget at it,” said Esme Rice, 

marketing manager at The Goat Agency, 

“but not really committing.” The best 

campaigns, she advises, span years. 

Brands find success when influencer 

marketing becomes a core part of the 

long-term strategy. 

“It can be very challenging to identify 

influencers,” Karwowski said. “We really 

stress that you should be testing.” She sees 

smart brands working with anywhere 

from 100 to several thousand influencers 

at a time to figure out which relationships 

yield the best results. When a relationship 

with an influencer works and companies 

start seeing positive results, brands are 

advised to maintain it over the long term.

Shepherd said that, when done right, 

influencer marketing delivers significant 

ROI compared with other channels. “What 

you are getting with influencer 

marketing,” he said, “is that the 1 million 

eyes you’ve paid to see your post are not 

just people walking down the street or 

watching a certain television show. They 

are an engaged audience who are already 

interested in, for example, beauty, and so 

your beauty product is reaching a more 

relevant audience. Not only can you target 

your ads better, but you can include better 

[calls to action] than traditional 

marketing.” 

Risks
As demonstrated by the Snap Inc. case 

against Luka Sabbat, there is still signifi-

cant risk in influencer marketing. 

Contracted influencers can fail to deliver 

promised posts or produce content that 

falls flat. Worse, because brands can often 

cede creative control to the influencers, 

they run the risk of influencers’ creating 

offensive content and inflicting reputa-

tional damage. The Australian govern-

ment recently apologised and banned the 

use of influencers after it was discovered 

that it had spent $600,000 on influencers 

as part of a fitness awareness campaign, 

who were later found to be posting 

offensive material, according to the 

Australian Broadcasting Corporation. The 

Australian Air Force spent $52,500 on 

influencers who were creating and 

sharing homophobic, racist, and anti- 

Semitic content. 

Companies also face serious compli-

ance risks when dealing with influencers. 

The US Federal Trade Commission 

requires that influencers clearly identify 

when they are being paid for content, and 

brands face fines for failing to disclose 

endorsement relationships. In the UK, the 

Advertising Standards Authority also 

requires influencers to clearly identify 

advertising material and financial 

relationships, or risk financial penalties. 

“Influencer marketing requires clear 

and conspicuous disclosure,” Tobin said. 

“No matter what the relationship is or the 

expected outcome, it needs to be upfront, 

honest, and clear what you are doing.” 

Katherine Raz is a freelance writer based in 

the US. 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.   ■
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Conference producers are making it 

easier for delegates to relax and enjoy an 

experience designed to meet their needs.

By Katherine Raz W
hen you think about “the 

conference of the future”, 

you might imagine robots, 

holograms, and virtual 

reality. While some of this 

technology has a place in 

the future of corporate 

events — and some is already appearing — the most 

important improvements in conference production 

Customise
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are focused on personalisation and 

connection.

However, that doesn’t mean that 

physical and logistical concerns aren’t 

being addressed. Think of your most 

common frustrations at conferences —  

not being able to locate a breakout session, 

loud spaces that hinder networking, no 

power points to charge a mobile device, no 

chance for face-to-face time with your 

favourite speaker — and imagine that event 

producers are hard at work figuring out 

ways to eliminate those frustrations using 

a combination of gadgetry, experience 

design, and good old-fashioned hospitality. 

Here are some things you can expect to 

see evolve as you attend conferences over 

the next decade.

An experience designed specifically 
for you
Taking their cues from master customer 

experience designers at Disney and other 

world-class resorts, conference producers 

are using mobile technology to eliminate 

frustration from events, giving directions, 

for example, to a shorter queue for a 

lavatory after a keynote speech. They also 

help you tailor experiences based on 

preloaded preferences or biometric data. 

Christopher Cavanaugh is executive 

vice-president and chief marketing officer 

at Freeman, a Dallas, Texas-headquartered 

brand experience company that produces 

conferences for some of the world’s 

largest brands. He said: “As we put more 

sensors integrated into live experiences 

and connect individuals to those devices 

through a smartphone or a wearable, there 

are all sorts of things that can happen.”

Imagine ducking into a work pod that 

syncs seamlessly with your Spotify 

playlist, getting notified about a breakout 

event based on your interests, or entering 

a chill-out room that changes colour 

based on your mood.

Networking apps to connect with 
the right people
Tinder-style networking apps have 

already made it easier to connect with 

like-minded professionals at conferences, 

but there are many more innovations 

designed to bring attendees together 

around shared interests.

“Networking is a big part of why people 

attend and feel the value of face-to-face 

versus just online,” Cavanaugh said. 

“There are lots of dimensions to matching 

that can happen through technology. 

We’re creating physical spaces that allow 
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people to connect around pop-up content 

that is happening in real time.” TED-like 

talks, he said, can be promoted through 

push notifications that allow attendees to 

gather and connect with people who are 

passionate about similar topics.

Getting to where you’re going
Nothing is more frustrating than 

wandering a large space, often with a 

heavy bag toting a laptop and all your 

conference materials, and not being able 

to find your next session. Conference 

producers have solved this issue by 

building apps that help you navigate 

interior space. At a recent event produced 

by Freeman, virtual assistants (think 

Alexa) were preloaded with confer-

ence-specific answers to FAQs like 

keynote times and lavatory locations.

Better presentations, with  
immediate feedback
Virtual and augmented reality make it 

easier to tell complex stories that weren’t 

previously demonstrable in a conference 

setting. Attendees can wear headsets that 

allow them to interact virtually with mate-

rials, from large engineering projects to 

tiny medical devices, in a way that wasn’t 

previously possible.

Cavanaugh uses the example of a jet 

engine. “There’s a time and expense 

associated with actually getting the 

physical product onto the trade show 

floor,” he said, “versus creating a virtual 

reality experience that allows someone to 

touch and feel the product, showing them 

the way the mechanisms work.” 

Mobile technology and push notifica-

tions also make it easier for event 

producers to gather immediate feedback 

on presentations and speakers via 

real-time polling, so you can offer your 

thoughts while an experience is fresh in 

your mind versus filling out a long survey 

when you’re back in the office.

Finding a place to recharge yourself 
and your phone
While conferences are certainly about 

making connections with other people, all 

that outward-facing time leaves attendees 

wanting space to recharge.

“We spend a lot of time ensuring the 

breakout areas support this,” said Debra 

Dufty, director of Lime & Soda, a confer-

ence and event production company 

based in Auckland, New Zealand.  

“A recent conference we managed had 

organisations that produced more than 20 

events per year used gamification to 

enhance brand experiences. 

A more intimate experience with 
better access to speakers
Technology can help large conferences 

feel smaller and more tailored, but 

companies are also coming to the 

conclusion that mini conferences and 

events, held in smaller, nontraditional 

venues with fewer attendees, foster better 

interaction between speakers and 

conference-goers. 

Bespoke events like Salesforce’s 

Forcelandia, which takes place in a 

historic school turned boutique hotel in 

Portland, Oregon, are becoming more 

common as brands look for ways to 

segment audiences and provide tailored 

experiences to each.

Attending in your pyjamas
“Companies are aware that people are 

time-poor and are taking a significant 

amount of time out of their workday to 

attend conferences,” Dufty said. To cut 

down on the need for travel, more people 

are looking for innovative and immersive 

ways to attend conferences remotely. 

Traditional webcasts will likely continue 

to make presentations available to remote 

attendees, but virtual attendees may also 

be able to take advantage of networking 

opportunities remotely via telepresence 

robots and even human surrogates, such 

as Rekimoto Lab’s ChameleonMask  

(see tinyurl.com/y7vo8adq for more 

information).

 

Katherine Raz is a freelance writer based in 

the US. 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.   ■

different areas depending on what the 

conference delegate was after. A coffee 

lounge, a shoeshine guy, a ‘plug in’ hub, 

lounge areas and pods for discussions, bar 

leaners for the more casual attendees, and 

so forth. Gone are the days of a buffet 

catering table down the middle and a few 

tables for people to sit on.”

Sponsors are getting in on the action as 

well, forgoing the traditional tote bags for 

immersive experiences such as VIP 

lounges, chill-out rooms, phone charging 

stations, and even snack bars.

A festival atmosphere that  
entertains as well as educates
Inspired by events like Davos, TED, and 

Burning Man, conference producers are 

seeking to provide a more all-encom-

passing experience for attendees. As 

brands focus less on what Cavanaugh 

calls “the nuts and bolts of education” in 

favour of immersive experiences that tell 

a story, conference-goers can expect 

festival atmospheres that transform 

stodgy conference centres into street 

fairs, with activities scheduled well into 

the evening. 

“People expect there to be a certain 

level of engagement and entertainment 

infused with the business content at 

conferences,” Cavanaugh said. A recent 

Freeman study found that 15% of 

‘People expect there to be a certain 
level of engagement and 
entertainment infused with the 
business content at conferences.’
Christopher Cavanaugh, executive vice-president and chief marketing officer at Freeman, 
which produces conferences 
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Follow these tips to prepare for a potentially career-changing opportunity.

By Cheryl Meyer

P
rofessionals delivering a 

keynote generally meticu-

lously prepare for their speech, 

but those sitting on panels, 

where they share the spotlight 

with others, often ad-lib. They don’t prep 

or practise, arrive just before showtime, or 

leave shortly thereafter. And as a result, 

they may come off as lacklustre, poten-

tially hurting themselves, their compa-

nies, or their careers.

“There is no greater way to be 

perceived as an industry leader than to do 

well every time you speak,” said Patricia 

Fripp, the San Francisco-based past 

president of the National Speakers 

Association and president of Fripp & 

Associates, which provides public 

speaking coaching and training to 

professionals. 

Fripp and Benjamin Ball, founder and 

director of Benjamin Ball Associates Ltd., 

a presentation coaching firm based in 

London, offer these tips to financial 

managers invited to speak on a panel:

Determine your goal
Once asked to participate, which is a 

testament to your knowledge and 

expertise, ask yourself what you want to 

achieve, Ball said. Do you hope to attract 

investors or industry partners? Do you 

hope to get a job offer? Once you deter-

mine your end goal, you can focus on 

what you want to say, in the most 

interesting and engaging way possible.

Prepare and practise
Moderators may contact panellists 

prior to the event, and that’s a great 

time to ask questions, determine the 

structure, and make suggestions. Don’t 

assume moderators are prepared, Fripp 

said. Having a preliminary call with all 

panellists is ideal. “If you don’t know 

what the other panellists are talking 

about, everyone could say the same — 

and then it will be boring,” she warned. 

Then, create your opening line, practise 

your introduction (perhaps in front of 

colleagues), and think in advance how 

you will answer questions. “You need 

to prepare and rehearse the same as if 

you had a 30-minute keynote,” Fripp 

said. 

Understand your audience
Know in general whom you will be 

addressing, and tailor your comments to 

those in the crowd. Acknowledge any 

online audience that may be attending, 

and be sure to include them in Q&A 

sessions. 

Make it interactive
Listen intently to what other panellists 

say, comment on their remarks, and, if 

needed, contradict them politely. 

“Conflict is interesting,” Ball said. “The 

worst panels are where everyone is 

agreeing with each other.”

Tell stories 
Create or share a situation (who, what, 

when, where, why), explain complica-

tions or problems that have arisen, and 

conclude with the resolution. Then relay 

how this applies to the audience. 

Be memorable
Conceive an unforgettable idiom that 

sticks. Ball once served on a panel, when a 

fellow speaker quipped, “Fundraising is a 

process, not a project”, over and over 

again. “He said it five to six times, but 

every time he added more information 

and brought it to life — and made people 

think what fundraising was all about,” 

Ball said. “That panel was six years ago, 

and I can still remember it.” 

Read your reviews
Make sure you receive a copy of any panel 

evaluations to look for opportunities to 

improve.

Cheryl Meyer is a freelance writer based in 

the US. 

How to shine on a panel 
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Asking the right questions can help interviewers 

get a good sense of a job candidate’s fit.

By Rhymer Rigby

Techniques for 

effective interviewers
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Prepare the same way a candidate would. 

Candidates are told endlessly to bone up for 

interviews — and interviewers should, too. 

Familiarise yourself with the job the person is going 

for, and choose a half-dozen criteria you want to match the 

person against. Think about the sort of person you need in the 

broadest sense. What skills are you looking for? What skills does 

your team lack? What sort of person will fit in to your culture?

Familiarise yourself with the candidate’s CV.  

Go through it point by point with a pen. Try to 

identify the things that you want to know more 

about. Make a list of what strikes you as 

outstanding, intriguing, and potentially worrying. Draw up 

questions based on this.

Make the candidate comfortable. Many people get 

interviews wrong in two main ways. The first is that 

they view them as excessively formal, and the 

second is that they see them as hurdles that 

candidates have to clear. This is not the way to get the best out of 

a candidate. Rather, you want to make them comfortable and 

relaxed so they open up and tell you about themselves and their 

careers. There’s a public relations side to this, too. People talk 

about interview experiences, and even if you don’t give the 

person a job, you want to leave them with a good impression of 

your company.

Listen more than you talk. You are not 

conducting an interview to tell the candidate 

what you think about the role. Rather, you are 

interviewing the person to find out more about 

them. So you want to engage in a conversation where you do 

most of the listening. Along with putting people at ease, you 

should ask open-ended questions. These are queries that 

invite expansive answers, such as “Could you tell me about 

your time working in Germany?”, as opposed to yes-no 

questions, which lead to silence. 

Ask scenario-based questions. Sometimes, 

open-ended questions are not enough, and you will 

need to be more forensic. If the issue is important 

or relates to a competency or skill you have 

identified as crucial, you will want to tie people down to 

specifics. Don’t ask, “Is having good values important?” (They’ll 

reply, “Of course it is.”) Rather, ask candidates to give you 

examples of when they have had to make a tough choice 

between their values and the bottom line. Similarly, if they have 

talked about being a leader on their CV and this is a quality you 

are looking for, ask them about leadership roles they have taken 

and the challenges they have overcome.

Look for logical progression in their CV. Do their 

careers make sense and demonstrate that they are 

moving up and building on what has gone before? 

Understand what has driven them and what made 

them move from, say, an entertainment business to an airline. 

Look out, too, for overly optimistic choices and setbacks. These 

can often be more illuminating or interesting than periods of 

plain sailing. If someone has made a mistake, the way they 

bounced back from it will tell you about their resourcefulness 

and resilience. Similarly, surprising and apparently random 

career moves will often say more about what makes a person 

tick than obvious steps upwards.

Look for cultural fit. Many people confuse this 

with likeability, which is a mistake. It’s good for 

people to be likeable. But it doesn’t mean they will 

be good team players or will be happy in a company 

that emphasises collaboration over individual glory. So, again, 

ask them how they have dealt with situations, which will 

illuminate these soft skills.

Don’t interview people forever. If you talk for 

more than a couple hours, both of you are likely to 

flag. If you feel you’re hitting the point of dimin-

ishing returns, take a break or call it a day. You can 

always follow up later, in person or on the phone.

Establish several fallback questions. It’s a good 

idea to have a few obvious, open questions that you 

can fall back on if the interview falters. These range 

from “What makes you different?” to “Describe your 

ideal working day” to “What are you most proud of?” Yes, to an 

extent, they are interview clichés. But the reason they’re so 

popular is that they’re very useful. Don’t forget to ask the 

candidate if they have any questions, too. These will often 

provide good insight into how they think and what drives them.

Give them closure. One of the worst things 

interviewers and companies do is fail to tell 

candidates when they haven’t gotten the job. Here 

you are not obliged to give reams of feedback (and 

you don’t want to get involved in long conversations about why 

they didn’t succeed). But you must drop unsuccessful candidates 

an email thanking them for their time and saying that, sorry, 

they did not get the position. It is also worth keeping on file the 

details of those who came close — they may be useful in the 

future.

Rhymer Rigby is an FM magazine contributor and 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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A 
vast amount of advice is available on how to 

ace interviews, but far less is written about 

how to be a good interviewer. Most people 

do not interview job candidates often, and, 

as result, they do not do it well. This is 

rather surprising because picking the right 

people for an organisation is one of the most important 

things a manager can do. So, how do you ace an interview 

from the other side of the desk?
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The Data Validation tool  

allows only certain inputs  

so spreadsheets deliver  

the desired results. 

By Liam Bastick, FCMA, CGMA
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Guide
spreadsheet users
with this
Excel tool
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S
ometimes when you build an Excel model, 

you want to “guide” what an end user may 

enter in a particular cell (eg, choose a day of 

the week, a month of the year, on/off, 

member/nonmember). You can achieve this 

in various ways. One very easy approach is to 

use data validation — which few modellers 

seem to know about. This article sheds some 

light on data validation.

Data validation is simply the process that permits only certain 

content to be entered in a cell (ie, “the contents must be 

validated”). By default, Excel allows you to type anything in a 

cell, subject to software constraints (eg, length issues, certain 

characters not supported). However, you may change this and 

force users to pick certain numbers, certain dates, items from a 

list, or data that meet certain criteria.

To access the Data Validation tool, from any cell in Excel:

●●● Go to the Data tab on the Ribbon and click on the Data 

Validation icon in the Data Tools group.

●●● Excel 2007 suggests the keyboard shortcut Alt+A+V+V.

●●● A much simpler keyboard shortcut is the old pre-Excel 

2007 one, Alt+D+L, which still works.

No matter the method selected, a dialog box pops up as 

shown in the screenshot “Data Validation Dialog Box”.

Most of these 

criteria do exactly what 

they say: By choosing 

Decimal, the input 

must be a number, 

whereas Whole 

Number allows for 

integers only. 

However, making a 

selection from the 

Allow dropdown box 

is only the first part of 

the data validation 

process.

Once a selection has been made (eg, I will use Whole 

Number), the dialog box changes appearance, as shown in the 

screenshot “Data Validation: Whole Number Dialog Box”.

Data Validation dialog box

In the screenshot above, you can see clearly that the default 

setting for all cells in Excel is to allow any value. This may be 

changed in the Allow dropdown box. It may be modified to any 

of the choices shown in the screenshot “Allow Dropdown Box”.

Allow dropdown box

Data Validation: Whole number dialog box

The Ignore blank check box is no longer greyed out. This 

allows blank cells to be “valid” regardless of the criteria selected. 

The remainder of the dialog box is governed by the Data 

dropdown box. Various selections may be made, as shown in the 

screenshot “Data Dropdown Box Options”.
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Depending upon 

the choice made, the 

box will prompt for 

values (eg, Minimum: 

and Maximum: in the 

screenshot “Data 

Validation: Whole 

Number Dialog Box”) 

that can be typed in, 

or else the values can 

refer to cell references 

directly or indirectly 

via range names.

Once the choices 

have been made, you might wish to use the other two tabs of the 

Data Validation dialog box.

The third tab selects what to do if invalid data are entered in  

the cell. 

Data dropdown box options 

Data Validation dialog box: Input Message

With the Show input message when cell is selected box 

checked (see the screenshot “Data Validation Dialog Box: Input 

Message”), if the end user selects the data-validated cell, the 

message typed in here will appear. This can make data inputs in 

a model much simpler, as end users are “spoon-fed” with a 

pop-up box detailing what to do. This is great for documentation 

or trying to make users follow instructions. For example, the 

Input Restrictions comment appears only when the cell is 

selected, as shown in the screenshot “Input Restrictions 

Example”.

Input Restrictions example

Data Validation dialog box: Error Alert

This alerts the end user when an invalid entry has been 

made (eg, typing “dog” when a number is expected) — as long as 

the Show error alert after invalid data is entered check box is 

ticked as shown in the screenshot “Data Validation Dialog Box: 

Error Alert”.

Three styles are available (see the screenshot “Error Alert 

Styles”).
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The three styles provide 

differing treatment of 

invalid data:

●●● Stop: The value will 

not be accepted, and 

the end user will be 

prompted to retry;

●●● Warning: The end 

user will be warned 

that the data are in-

valid but will be asked 

whether it is OK to 

continue;

●●● Information: The end 

user will be advised 

that the data are  

invalid but that  

the data have been 

accepted.

If the Show error alert 

after invalid data is 

entered check box is not 

ticked, no prompt will 

occur and invalid data will 

be accepted in the cell  

without any warning.

Error alert styles Validation criteria: List

With List selected, the dialog box prompts for a source for the 

list. In the screenshot “Validation Criteria: List”, the entries have 

been typed in, separated by a comma. However, the data can use 

cell references that are in a column or a row. For most versions of 

Excel still in use, these references may even be on another 

worksheet.

For lists, I strongly recommend using the In-cell dropdown, 

which provides a dropdown list of valid entries once the cell has 

been selected.

Custom

As you become more experienced, you may find the function-

ality limiting. This is where the final Allow category comes in 

useful as you design your own data validation. Examples are 

included in the Excel file available at tinyurl.com/ybdz6u6d. 

(Note: The link will automatically download the Excel file to 

your device.) 

Word to the wise: Data validation will not solve all of your 

data-entry problems. If data have already been entered into a cell 

and data validation is applied retrospectively such that the 

contents of the cell would be deemed invalid, no warning will 

ensue. Similarly, if the contents of a list are altered, any cells that 

selected the changed value will not update automatically.

To counter these issues, invalid data may be identified on a 

worksheet as follows:

●●● On the Data tab of the Ribbon, go to the Data Tools group 

and click the dropdown menu next to the Data Validation 

icon.

●●● Select Circle Invalid Data (Alt+A+V+I) as shown in the 

“Circle Invalid Data” screenshot. This will circle all invalid 

data on the worksheet.

 

Stop

Warning

Information

Other types of data validation
Whole Number, Decimal, Date, Time, and Text Length are all 

relatively straightforward, albeit very similar in nature. This 

leaves just two remaining categories to consider.

List

This functionality allows the end user to select from a list. 
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 One other issue is 

locating cells that 

have been data- 

validated in the first 

place (ie, no longer 

allow “any value”). 

The simplest way to 

do this is, through the 

Go To dialog box (F5), click on the Special… button and then 

select Data validation (either all data-validated cells or those 

validated similarly to the cell presently selected). (See the screen-

shots “Select ‘Special…’ on the Go To Dialog Box” and “Choose 

Data Validation”.)

Circle Invalid Data

Select ‘Special…’ on the Go To dialog box Choose Data validation

Though they don’t always solve every data-entry problem, 

data validation techniques can help spreadsheet modellers guide 

end users along the proper path to the desired results. 

Liam Bastick, FCMA, CGMA, FCA, is 

director of SumProduct, a global consultancy 

specialising in Excel training. He is also an 

Excel MVP (as appointed by Microsoft) and 

author of An Introduction to Financial 

Modelling. Send ideas for future Excel- 

related articles to him at liam.bastick@

sumproduct.com. 

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.   ■

Data validation allows
the modeller to force
users to pick certain
numbers, certain dates,
items from a list, or data
that meet certain criteria.



Blockchain. Data analytics. Robotic process automation. Cybersecurity. Our new learning 

opportunities equip you with everything you need to future-proof your career. And disrupt 

the disruption. 

Learn more at CGMAStore.com/Disruption.

© 2018 Association of International Certified Professional Accountants. All rights reserved. AICPA and CIMA are trademarks of the American Institute of CPAs and The Chartered Institute 

of Management Accountants, respectively, and are registered in the US, the EU, the UK and other countries. The Globe Design is a trademark of the Association of International Certified 

Professional Accountants. 1812-5053B

DISRUPTIONDISRUPTION

Go beyond

1809-8224 GBD Digital Print ad.indd   2 12/11/18   10:04 AM



60  I  FM MAGAZINE  I  February 2019

INSTITUTE
N E W S

Reinventing finance for a digital world

T
he Association’s Future of Finance research paper  

Re-inventing Finance for a Digital World was launched at  

the end of January at an event in London and streamed online. 

The paper tells the story about how new competencies are emerging in a 

digital world and describes their implications for finance professionals, 

employers, academics and tuition providers, and regulators and policy-

makers.

It shows how management accountants expect to spend more time 

analysing nonfinancial data to assist decision-making and less time doing 

data processing. The report also highlights that in a digital world, manage-

ment accountants need both digital skills and a digital mindset.

The paper contains a series of recommendations for the different parts of 

the management accounting community — employers, regulators and 

policymakers, academics and tuition providers, and practitioners. For 

members, it advises three steps: 

●●● Review your work activities according to those that are the most 

and least susceptible to automation. Consider enhancing your skills 

around empathy, judgement, and social and emotional intelligence.

●●● Develop your learning plan to reflect the digital world challenges.

●●● In your learning, keep your subject areas broad. The more you spe-

cialise, the more likely it is for machines to replace you.

The report can be read at cimaglobal.com/future.

Digital mindset 
pack

A
s part of your 2019 member benefits, 

CIMA has released a Digital Mindset Pack 

made up of more than six hours of free CPD 

focused on digital competencies such as 

blockchain, data analytics, and robotic process 

automation. It will aid a better understanding 

of the technologies that are creating disrup-

tion and give you the tools to lead the finance 

profession into the future. Completion of the 

pack earns you a digital certificate to demon-

strate your competitive edge. To get the pack, 

go to cimaglobal.com/fm-digitalmindset.
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AICPA, CIMA, and Oracle launch agile finance report

A recently launched report co-produced 

by the AICPA, CIMA, and Oracle 

— Agile Finance Unleashed: The Key Traits 

of Digital Finance Leaders — offers insight 

on how a group of high-achieving finance 

leaders (around a third of the total) are 

moving beyond efficiency into a more 

radical transformation of finance’s 

contribution to the business.  

The report provides case studies on 

companies such as North American 

online grocery delivery service Instacart, 

Royal Bank of Scotland, and data storage 

provider Western Digital.

Involving interviews with more than 

700 senior finance leaders, Agile Finance 

Unleashed builds on the 2016 report, Agile 

Finance Revealed, which described a new 

type of finance function and how it can 

support agile businesses.

Read the report at tinyurl.com/

y968gxrv.

Shanghai hosts CGMA Annual Awards and CFO Forum

M
ore than 400 finance professionals 

attended the CGMA Annual 

Awards and CFO Forum 2018 in 

Shanghai in mid-December 2018 and 

heard keynote speaker Huang Jianhui, 

head of China Minsheng Bank’s 

research institute, share An Analysis 

and Outlook on the Macro Economic 

Situation of China in 2019.

Andrew Harding, FCMA, CGMA, chief 

executive–Management Accounting at 

the Association of International Certified 

Professional Accountants, spoke on the 

Future of Finance and how the Associa-

tion is preparing finance professionals for 

the digital future. 

The CGMA awards recognised 28 

companies including State Grid Zhejiang 

Electric Power Co. Ltd., Lenovo Group & 

CATL, Order Group Co. Ltd., and WENS 

Foodstuff Group. 

Twenty-four individuals were also 

recognised, including:

●●● Bin Luo, CFO of Zhejiang Longsheng 

Group Co. Ltd.

●●● Jacky Lo, CFO, Yum China Holdings 

Inc. 

●●● John Jin, FCMA, CGMA, CFO, greater 

China, at PayPal 

●●● Zhanhua Jiang, chief accountant, 

China Salt Industry Group Co. Ltd. 

●●● Wai Ming Wong, CFO, Lenovo Group 

Limited

●●● Min Hu, FCMA, CGMA, CFO, Tencent 

Music Entertainment Group

The judging panel included Associa-

tion representatives, members of CGMA 

100 — the North Asia Management 

Accounting Leaders’ Think Tank, 

academic experts, management 

accounting consultants of China’s 

Ministry of Finance, and media repre-

sentatives.
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CIMA Benevolent Fund:  
A range of help

T
he CIMA Benevolent Fund offers short-term financial 

assistance to members for whom a lack of work has created 

serious financial difficulties. For some members, it can pay for 

outplacement experts to advise on job searches and how to 

improve presentation in CVs and interviews. It can also put 

members in touch with other members in their area who can 

support them by pointing to local job vacancies and networking 

opportunities.

If you are in need of assistance because you are out of work, 

please contact the Benevolent Fund’s manager at benevolent.

fund@aicpa-cima.com.

The Benevolent Fund relies on generous donations by CIMA 

members. You can join your fellow professionals in supporting 

its work. Find out more at cimaglobal.com/donate.

CPD monitoring 

A
s a member and qualified professional, you are required to 

undertake CIMA Professional Development. CIMA’s CPD 

scheme provides a framework to help you consider your learning 

needs, develop a plan to meet your professional development 

goals, and reflect upon your achievements. 

If you are selected to submit your CPD record to CIMA for 

monitoring, you will be required to do so using the Competency 

and Learning website at competency.cgma.org. CPD submissions 

by any other method will not be accepted. 

If your employer is part of CIMA’s accreditation scheme, you 

will not be required to submit your record. However, if you are 

selected for monitoring, please get in touch with the CPD 

monitoring team to confirm your status.

CIMA signs agreement with 
Russian association

C
IMA has signed a 

memorandum of 

understanding with the 

Russia-based Financial 

Markets Association’s 

(FMA’s) Council for 

Professional Qualifica-

tions Development.

Vadim Bozhenik, 

senior manager for 

Russia at the Associa-

tion of International 

Certified Professional 

Accountants, said, “The 

CIMA professional 

qualification is the first 

international professional qualification whose standards are 

officially recognised by the FMA’s Council in Russia.” It followed 

a “lengthy and active” collaboration between the two associa-

tions, he added. 

The FMA’s Council for Professional Qualifications Develop-

ment (asprof.ru/english) was established in March 2015 to create, 

support, and develop professional qualifications within 

finance. Standards for all professions in Russia will become 

mandatory from 2020 onward.

Start logging your CPD now

P
lease familiarise yourself with the Competency and Learning 

website and start logging your CPD now. This will make it 

easier for you to keep track of your achievements and submit 

your record to CIMA when requested. 

CPD will remain output-based and continue to place an 

emphasis on the benefits of each activity. By using the Compe-

tency and Learning website you can be sure that you are 

completing the six steps of the CIMA Professional Development 

Cycle. 

Download the guide to using the Competency and Learning 

website and FAQs at tinyurl.com/y983ouda.

If you have any queries, please contact cima.contact@

aicpa-cima.com.

Registered charity no. 261114

Helping CIMA members 

and their families in  

times of need 

CIMA Benevolent Fund

CIMA families are as vulnerable as anyone 

else to life’s unexpected misfortunes. The Fund 

responds quickly to help members and their 

families through hard times using donations 

made by other CIMA members. If you are in a 

position to give to your Benevolent Fund, 

please donate now. 

It’s great to know help is at hand and offered 

to all members in need, including you and your 

family. Find out more about how we can help 

you at:

www.cimaglobal.com/helped

www.cimaglobal.com/donate
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Improving FP&A accuracy
By Tim Cooper

Page 14

Increasing arrays of techniques are available to organisations seeking to improve the 

quality of FP&A information and accuracy. A Gartner report offers several ways 

organisations can improve FP&A accuracy, including integration of operational and 

analysis efforts, expansion of financial modelling capabilities, and adoption of 

emerging technology such as artificial intelligence. Business intelligence tools can lead 

to increased availability and accuracy of information, but there is a danger in creating 

too many reports simply because organisations are capable of producing them, one 

finance leader said. Improved FP&A accuracy can help organisations improve their 

ability to make real-time forecasts. And even smaller FP&A functions can, with the right 

tools, help regularly update business forecasts.

AI’s expanding role in financial services 
By Richard N. Williams

Page 18

The financial services industry has largely focused on using artificial intelligence to 

automate customer service and manual processes in the back office. But AI promises to 

do much more, and companies are looking at all sorts of ways the technology can 

benefit their businesses.

What makes a great CFO
By Alexis See Tho

Page 22

In this Q&A, Ravi Venkatesan, a well-known business leader in India whose career has 

included positions with Microsoft, Infosys, and Cummins, recommends a career 

move he acknowledges is risky but potentially powerful. He discusses successful 

finance teams and why he thinks they shouldn’t be losing too much sleep over 

automation.

On-demand career paths for current or aspiring CFOs
By John Pearson, ACMA, CGMA 
Page 32

Pockets of flourishing startup activity around the world offer finance professionals a 

varied career path unbound from a single, long corporate ladder. Working part time at 

startup companies that don’t need and often cannot afford a full-time CFO challenges 

tradition and is risky, but for the right candidate the approach can be fulfilling. The trick 

is to match the right company to the right part-time professional.
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Successful corporate-NGO partnerships
By Shilpa Pai Mizar

Page 36

Consumers and shareholders are increasingly demanding that companies demon-

strate a commitment to sustainability, good corporate citizenship, and community 

responsibility. Investing in partnerships with NGOs and charities is one way that 

companies can satisfy this demand. Research shows that such partnerships not only 

offer a reputational boost but also bolster the bottom line, increase employee 

engagement, and help mitigate reputational risk. However, companies should take 

care to ensure that the values align between the two parties and to manage the 

relationship for long-term success. Companies should thoroughly vet potential 

partners and think strategically about outcomes. 

Investing in social media influencers
By Katherine Raz and Drew Adamek 

Page 40

As consumer audiences fragment and become harder to reach through

traditional marketing strategies, companies will need to reach potential 

customers in ever more targeted ways. Influencer marketing engages highly 

specific audiences through social media and may be one way that companies

can creatively develop new business. However, the field of influencer marketing

is new, and there are few standards for measuring return on investment and 

influencers’ effect on sales. Finance departments will need to develop new key 

performance indicators for influencer marketing and pay close attention to risks 

emerging from this new field. 

Customise your conference experience
By Katherine Raz

Page 46

Business conferences are becoming much more personal and intimate. The major 

trends in conferences are veering towards more connection and customisation, 

aided by technology. Conference producers are using mobile technology, data 

analytics, apps, and augmented reality to tailor the experience to individual 

attendees’ tastes and goals. Conference-goers can expect to get closer to speakers and 

the people they want to reach. Relaxation and quiet spaces are also trending, giving 

attendees a chance to recharge themselves — and their phones. 

Guide spreadsheet users with this Excel tool
By Liam Bastick, FCMA, CGMA

Page 54

One of the challenges spreadsheet modellers face is designing spreadsheets that 

maximise the odds that those using the spreadsheet will enter the correct informa-

tion in the correct format. Excel’s Data Validation tool provides a way for accountants 

and other modellers to control what content is entered in specific cells. Proper 

application of data validation techniques can establish parameters and lead spread-

sheet users along the path to producing the precise calculations and optimal final 

outputs desired from the model.F
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man looks at a koi fish 

pond at Singapore’s 

Changi Airport. The 

airport, with its 

gardens, public art, 

business centres, and retail and 

dining, was voted in 2018 the world’s 

best for the sixth consecutive year by 

Skytrax. Sixty-six million passengers 

moved through the airport in 2018, 

up from 62 million the previous 

year. Changi is building a ten-storey 

retail and attraction centre topped by 

Canopy Park, complete with a hedge 

maze and bouncing nets. Skytrax 

was expected to unveil its 2019 

airport rankings in late March, 

making it unclear at the time of this 

writing whether Changi retained the 

top ranking.

Delightful
  destination
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Map your route to success. 
You are your best investment.

As accountants in practice, we know the importance of 

keeping our skills fresh. The more we improve individually, 

the better our business performance will be. 

Run by members for members, the 2019 CIMA Members in Practice 

Conference is tailored to provide maximum value to you — whether 

you’re in a large firm, a small and medium-sized enterprise, or 

looking to start your own practice. 

Currently in its 34th year, the conference will give you the tools to 

run your business to the best it can be. You’ll gain valuable CPD, 

networking opportunities with other members in practice, and 

tangible skills that you can apply in your business the very next day.

When  
21 June (Friday)  

and 22 June (Saturday),  

9am–5pm 

A black-tie gala dinner  

will be held on Friday night.

Where   
Woodland Grange,  

Old Milverton Lane,  

Leamington Spa,  

Warwickshire CV32 6RN

What will you learn   
Learn from expert presentations, 

seminars and exhibitions on the 

following: 

 Technical updates  

 Sales and marketing 

 Software advice 

 Technology 

 Soft skills  

 CIMA support and initiatives 

Upskill yourself — book  

your slot today. Visit  

cimaglobal.com/MiP2019 

for more details and 

registration information.

now

WOW
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Trust, opportunity, prosperity:

100 years and beyond

Celebrating 
100 years
Join us at our Centenary Ball on 6 June 2019. 

Book now at CIMAglobal.com/ball100

 
2019 is a special year as CIMA celebrates its 100th birthday. It is a great 

time to reflect on our heritage, but also, more importantly, to focus on the 

future of the profession. This year will see the introduction of some great 

new initiatives and insight into the future of finance. Building on 100 years of 

heritage, we are in an excellent position to support and enable our members 

and students to ‘go beyond’ in this digital future. 

#CIMA100

In association with
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