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They are drawn instead from a diverse range of backgrounds, from 
academia to industry and government to creative media. yet there has 
been little research or commentary to date on another emerging route 
to the top of business: the developing path through senior corporate 
affairs roles in investor, corporate, public and media relations. This is the 
gap in understanding that this report is designed to address.

industry studies estimate that one-third of a chief executive’s time is 
now spent communicating. But where are Ceos expected to learn such 
skills? as an alignment grows between what is expected of successful 
Ceos and the vast experience in this field of corporate affairs heads, is 
there potential for a new generation of corporate leaders to spring from 
the tanks of professionals with a predominant background in corporate 
communications? is it time for a more ambitious industry debate to raise 
the profile of our profession as a strong foundation for the potential 
Ceos of the future?

as a specialist executive search firm in corporate affairs and 
investor relations, we regularly advise and counsel senior corporate 
communications professionals looking for career advancement.  from our 
own research conducted across 150 corporate affairs directors, one in 
five had considered progressing into a broader general management 

role.  Clearly the ambition to make such a transition exists.  yet a 
comparative lack of industry role models to emulate who are 
known to have had a communications background could be 

responsible for this relatively low percentile.

The positive news is that the path, is beginning to be marked 
out by some high-profile pioneers. indeed, prime minister 

david Cameron was once director of corporate affairs 
for television company Carlton, now part of iTV.  

it was a period that he acknowledges formed his adult persona 
and earned him a reputation as a bright and able colleague. John 
fallon, chief executive of educational publisher pearson and profiled 
in this report, is arguably the most well-known example within a 
corporate setting, having progressed through senior public policy and 
communications positions at westminster and in local Government to 
lead key corporate affairs roles at powergen and then pearson. 

yet there are other often less well documented individual case studies.  
This report focuses on a series of frank and insightful interviews 
with inspiring former corporate communications directors who have 
transitioned successfully to Ceo and equivalent senior management 
roles.  it aims to provide insight and direction directly from their 
experiences for corporate affairs professionals harbouring ambitions 
beyond communications.

our report is deliberately broad, including discussions with leaders 
across major companies and public and third sector organisations, as well 
as trade associations.  we also consider the alternative transition from 
corporate affairs to boardroom through non-executive positions – still a 
rare route but one that is expected to broaden as boards seek increasing 
diversity and cross-sector knowledge.

The leaders profiled here offer advice on how corporate affairs 
professionals can ensure they are credible contenders for 
broader leadership positions. Together, we explore the skills 
that they developed to reach the top.

at Broome yasar partnership, we work with clients to 
secure the best industry talent in corporate affairs 
and investor relations and nurture potential leaders 
of the future.  our hope is that by raising the profile 
of corporate affairs as a potential source for Ceos 
and Neds, such a transition will become all the less 
remarkable in the future.

Raising	the		
profile	of	corporate	
affairs	as	a	strong	
foundation	for	the	
potential	CEOs		
of	the	future

foreword
today’S CHIeF exeCUtIveS are INCreaSINgLy dIFFICULt to CategorISe. reqUIrINg 

SkILLS tHat tHeIr predeCeSSorS a geNeratIoN ago WoULd BareLy reCogNISe, 

tHey are No LoNger SImpLy SCHooLed IN tHe raNkS oF aCCoUNtaNtS aNd 

Corporate LaWyerS. 

From	Corporate	Affairs	to	Corporate	Leader:		
Today’s	Corporate	Affairs	Director,	Tomorrow’s	CEO?

oSkar yaSar 
m a N a G i N G  pa r T N e r

davId Broome 
m a N a G i N G  pa r T N e r
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He also did not initially aspire to climb all the way to chief executive. 
“i’m not sure i ever had anything as grand as a career strategy,” he 
says. “when i ran pearson’s international education business, i was 
diagnosed with throat cancer and went through nine months of 
treatment. i came back to work and when i was first asked if i wanted 
to be part of the Ceo succession process, i wasn’t sure it was for me.”

He had earlier decided, after a decade in corporate affairs at 
powergen and pearson, that he did want to “have a go at running 
a business and seeing what it was like”. His ambition here was 
encouraged by a friend who urged him to have the courage to do 
something completely different every ten years, rather than view 
his career as a single linear path. He took a job running pearson’s 
education business in europe, the middle east and africa but says the 
transition is not always straightforward.

“i went from being on the pearson executive committee reporting 
directly to chief executive marjorie scardino, based between The 
strand, London and a fantastic corner office on sixth avenue in 

New york to working in Harlow running what was at the time a 
£250m business that was loss-making,” he recalls.  “i went from 
reporting directly to marjorie to reporting to someone who reported 
to someone who reported to marjorie. i’ve seen subsequently that 
people find that quite a difficult transition to make.”

fallon believes he was fortunate in taking over the operation at a time 
after the dotcom crash when it was in a poor state of profitability. He 
feels that one of the biggest challenges for corporate affairs directors 
looking to move into general management roles is learning  
not to be obsessed with status.

“as a corporate affairs director you get access to all areas so you are 
used to engaging with the board, the Ceo, divisional p&L directors and 
non-executive directors,” he says, “but i don’t think there’s any substitute 
for serving your time and improving yourself.  i took over emea in 2003 
and it wasn’t until 2008 that i re-joined the executive committee in my 
own right. i would like to think colleagues felt i rolled up my sleeves 
and got stuck in and, being respectful and curious of others, learned a 
lot from the people around me. But it can be quite a big wrench.  as a 
senior member of the executive, i essentially took a step backwards in 
compensation in the short-term to get a chance to prove myself. if you 
want to make the move, you do need to be willing to sacrifice that.

“i didn’t see it as a step backwards but in terms of status and potentially 
in short-term income, it was certainly a step sideways. i remember 
getting a lot of solicitous emails asking if i was okay. But it wasn’t seen 
like that by the people there. The first thing i had to deal with was the 
resignation of a colleague who thought he should have got that job. i 
persuaded him to stay as a senior member of my own executive team 
and he played a really important role. i like to think that my attitude 
made it easier for him to stay. i think it’s important to be suitably 
respectful of the people around you when you make a move like that.”

fallon had prepared himself by spending time with the head of pearson’s 
North american education business while in corporate affairs in New 
york.  He was curious about the business and wanted to know how 
pearson developed new products and sold and marketed them. “i think 
you can do the corporate affairs job in a way that you really get into 
the substance of the business,” he says. “Corporate affairs is a fantastic 
role because it gives you a chance to look at the whole business and get 
stuck in.” He also feels the corporate affairs role gives executives a vital 
“willingness to ask questions and probe and not to be afraid to do that, 
or be worried that the questions may seem blindingly obvious”.

 “when you’re in corporate affairs and are being asked to deal with an 
issue or a crisis, you can’t work out how you’re going to communicate 
it until you’ve really got to the absolute heart of the matter and 

understood what the issue actually is,” he says. “so i think one of the 
things a corporate affairs person should have is the ability to range 
widely and have an instinctive sense of when to push and when to ask. 
The ability to absorb and synthesise information from lots of different 
sources and communicate it externally can require the same sort of 
skills that are important to make decisions about people and where  
to allocate capital.”

fallon is a strong believer that corporate affairs directors and chief 
executives alike should be good at listening – something he admits 
colleagues in his early days said he wasn’t skilled at.  “i had to work at 
it because i think it’s important,” he says.  “Clearly, a lot of the job these 
days is about clarity of message and communicating the employer vision 
and purpose internally and being able to do so externally as well and 
manage complex relationships with stakeholders. a really good corporate 
affairs person is someone who really understands the business  
strategy and products, what the business is doing worldwide and  
why it’s doing well where it’s doing well and why it’s struggling 
where it’s struggling.”

why then, have so few corporate affairs directors made the 
transition to senior management? fallon feels it has to do with 
the changing nature of the job, which was once viewed as a 
transactional role dominated by ex-journalists and long boozy 
lunches. To some extent, he believes it is a “generational 
thing”.  Corporate affairs is now much more grounded inside 
businesses, with greater depth and substance, he says.  “doing 
the Ceo job, you also need a resilience and a sense of 
perspective. you need to take the work seriously but  
not take yourself too seriously and not get all pompous 
and self-important.” 

fallon also believes that it is possible to “over-
obsess” about one’s career path. “Clearly, 
it’s important to be ambitious and have 
confidence in yourself and in the future,” 
he says. “But when i joined powergen, i 
remember thinking i was getting well-paid 
and got to read the newspapers and 
deal with journalists which i really loved. 
i got involved in politics every day 
and was getting to learn about the 
harder-edged side of business and 
the financial side of it. it’s good to 
be ambitious and want to take on 
more but first and foremost you 
have to love what you do.”

JoHN FaLLoN FeeLS LUCk pLayS aN oFteN UNHeraLded 

roLe IN Career progreSSIoN. aFter teN yearS 

oF WorkINg IN poLItICS HavINg Started aS a 

reSearCHer For JoHN preSCott, He reCeIved a BrUSH-

oFF For a Corporate aFFaIrS roLe at eNergy groUp 

poWergeN. He Wrote a StroNgLy-Worded Letter 

preSSINg HIS CaSe BUt dIdN’t Hear For a moNtH aNd 

BeLIeveS He WaS oNLy gIveN aN INtervIeW dUe to tHe 

emBarraSSmeNt CaUSed By tHe deLay.

JoHN faLLoN
CHIeF exeCUtIve -  pearSoN

Doing	the	CEO	job,	you	also	
need	a	resilience	and	a	sense		
of	perspective.	You	need	to		
take	the	work	seriously	but		
not	take	yourself	too	seriously	
and	not	get	all	pompous	and	
self-important”	

“

C a r e e r  H I S to ry

CHIeF exeCUtIve 
pearsoN 2013 – present

CHIeF exeCUtIve, INterNatIoNaL 
edUCatIoN BUSINeSSeS  
pearsoN 2008 – 2013

CHIeF exeCUtIve, edUCatIoN emea 
pearsoN 2003 – 2007

dIreCtor oF CommUNICatIoNS 
pearsoN 1997 – 2003

dIreCtor oF Corporate aFFaIrS 
powerGeN 1992 – 1997 
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The route she took was a relatively uncharted one to a very senior management 
position at a consumer goods manufacturer, through investor relations to corporate 
affairs roles at energy and rail utilities.  yet, Clark feels passionately that the deep 
experience she gained not simply of corporate reputation management but also of 
commercial operations very much honed her skills for the roles she now performs.

This is due to two parallel developments, she argues. on the one hand, senior 
corporate affairs roles have developed beyond recognition over the past 10-20 years, 
as the quality of recruits to the discipline has improved vastly and as the stakeholder 
environment shifted to recognise reputational risk.  “The whole reputational 

management piece is finally very much understood by boards as a big risk, and 
it needs to be managed,” explains Clark.  “expectations of businesses have 

changed, together with the regulatory environment. This all plays into the 
heart of a communications director’s background.”

secondly, Clark holds that corporate affairs managers and 
directors can no longer be dismissed as mere company 
spokespeople. Today’s corporate affairs directors have 
to operate in a much more visible environment, both 
internally and externally. They are also required to 
demonstrate a deep understanding of the commercial 
side of business, together with the ability to apply 
their judgment and acumen to complex stakeholder, 
regulatory and political interactions.

Clark’s own experience is testament to this. during 
her role leading communications at scottish power, 
her remit extended beyond privatisation and energy 
outages to the minutiae of corporate takeovers, 
synergy gains and merger integrations as the 

company went on an acquisitions spree, purchasing 
manweb, southern water, and american energy 

business pacifiCorp.

at railtrack, meanwhile, she gained in-depth crisis 
management expertise as the rail infrastructure provider 

experienced significant high-profile crises and a subsequent 
financial collapse, following which the operational part of 
the business was put into administration.  remaining with 

railtrack, Clark played a key role in achieving a settlement 
with the Government for shareholders, following which the 

company was put into voluntary administration.  

if those roles constituted her corporate operations education, Clark’s 13 
years at saBmiller have seen her embrace for the first time a consumer 
products environment and experience the winds of a rapidly globalising 
industry. arriving as corporate affairs director, overseeing investor, media 
relations, sustainable development and public affairs with a wish to extend 
her international focus, she felt her role was a “perfect fit”.  she joined at 
a time when the company had already experienced rapid growth from 
a regional, south african player to become a global business. yet further 
transformative growth was planned and Clark’s appointment constituted 
a major plank in saBmiller’s objective to build a global corporate affairs 
function with the remit of raising its profile and reputation.

The nine years she spent in this role were a lengthy training for her 
current role as managing director, saBmiller europe, overseeing a territory 
representing one fifth of the company’s global business.  again, she had to 
navigate a previously untrodden turf. No woman before Clark had ever 
held general management roles at the company, even at country level. 
despite having to surmount the obstacles that the lack of a precursor 
presented, she claims that luck as well as ambition, played a part. “i 
always aspired to a senior management role although my career has 
always been serendipitous,” she says.  “i started in corporate affairs more 
by luck than by design, and reached the executive committee table 
through corporate affairs.”

although Clark always wanted to be a general manager, she admits having 
assumed that it would be a difficult leap to make. she was surprised to 
have found that while there are clearly differences some things are very 
much the same.  “Leadership issues are the same, whether you are in 
charge of a larger corporate affairs team or elsewhere in an organisation,” 
she says.  “it’s learning how to deal with them that is important.” 

This is clearly more complicated than it sounds and Clark says it 
involves much more than the softer side of management, such as 
interpersonal skills, the ability to engage with employees and understand 
others’ opinions. “as a leader of a large business you have to deal 
with complexity, ambiguity – and to make decisions with imperfect 
information,” she says. “These are valuable capabilities that corporate 
affairs professionals bring to a management role.” 

another element of a corporate communicator’s remit is an ability to cut 
through complexity and create clarity for stakeholders. Clark feels this is 
an important skill that can also prepare communicators for the cut and 
thrust of senior corporate management roles.  instead of being viewed 
as a source of competitive advantage in job searches and promotions, 
however, she believes this is a skill that many communications 
professionals forget to highlight. 

once outside the corporate centre it’s also easy, she says, to “lose 
yourself in the drumbeat” of the operations and, aside from key 
customers, to lose an external stakeholder focus”.  Corporate 
communicators need to recognise that they have a key role to play 

in keeping operating management focused on the demands of their 
broader stakeholder group.  one of the reasons Clark cites for a pretty 
relentless travel schedule is that it enmeshes her tightly in business 
operations and ensures that she is on top of local knowledge. she says 
she is happy to get her hands dirty. “you have to know the details of the 
situation: and understand what the people on the sharp end of that are 
going through.”

Clark’s advice for communications professionals keen to emulate  
her success is to make sure that they understand their organisation,  
its business model and strategy and are fluent with its financial details. 
By doing so, she claims, would be executives can hold their own 
against colleagues in other disciplines, such as sales and marketing,  
for example. “That will mark you out,” she says. 

despite her own success and that of others, Clark believes that  
there is still work to be done to convince not only senior management 
but also corporate communications professionals of the value that 
their unique set of skills and expertise bring to senior management. 
“Think of corporate affairs as being integral to the business,” she 
advises. “of course, it contributes to value creation, particularly  
in regulated industries.”

Clark’s own unique experience and achievements within corporate 
affairs, at the heart of major, high-profile corporate crises and events, 
have been a major addition to her professional CV. for others on a 
similar path, she advocates gaining financial and commercial experience 
that goes well beyond that needed for a communications role.

 Volunteering to help with acquisition planning and integration can 
augment formal training here.  “if there are big m&a projects going, this 
can be a good way of getting to grips with financials,” she says.  “Become 
part of big integration projects – put yourself in the heart of the ‘value 
creation’ part of the business.”  

“if i reflect back on my career, i don’t regret the things i’ve done; it’s 
the things i haven’t done that i regret. if in doubt, always do {it}.  if you 
think you’ve a contribution, comment to make or want to be part of 
something, push yourself forward and challenge yourself.” 

SUe CLark SayS Corporate CommUNICatIoNS WaS SeeN aS SometHINg  

oF a “BaCkWater For FaILed SaLeS or marketINg peopLe” WHeN SHe 

BegaN Her Career IN INveStor reLatIoNS at NatIoNaL poWer.  IN 

CoNtraSt, SHe CoULd NoW HardLy Have a more CeNtraL roLe  

at BreWINg groUp SaBmILLer.

sUe CLarK

C a r e e r  H I S to ry

maNagINg dIreCtor 
saBmiLLer eUrope 2012 – present

dIreCtor oF Corporate aFFaIrS  
saBmiLLer 2003 – 2012

dIreCtor oF Corporate aFFaIrS 
raiLTraCK 2000 – 2003

dIreCtor oF Corporate aFFaIrS 
sCoTTisH power 1996 – 2000

INveStor reLatIoNS maNager 
sCoTTisH power 1992 – 1996 

“	If	you	think	you’ve	a	
contribution,	comment	to	make	
or	want	to	be	part	of	something,	
push	yourself	forward	and	
challenge	yourself ”

maNagINg dIreCtor - SaBmILLer eUrope

“	As	a	leader	of	a	large	business	
you	have	to	deal	with	complexity,	
ambiguity	-	and	to	make	decisions	
with	imperfect	information”
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LyNda tHomaS IS oNe oF very FeW CHIeF exeCUtIveS 

WHo HaS SpeNt mUCH oF Her Career IN a Corporate 

CommUNICatIoNS JoB-SHare.

she was appointed last year as chief executive of macmillan Cancer 
support, the well-known charity supporting people affected by  
cancer that consistently tops youGov’s Charity index ranking based  
on consumer perceptions and was named The marketing society’s 
brand of the year in 2014.

yet Thomas, who is enthusiastic but self-effacing, began her career 
working in consumer pr moving into communications for charities 
including action for Children and NspCC and joined macmillan in 
2001 in a job-share role as head of media.

after developing the charity’s campaigning arm and being part of the 
team that oversaw the progress of its award-winning brand, she was 
promoted to the board as director of external affairs in 2007.

“i’d never really had a career plan. it was a series of random happenings,” 
admits Thomas, defining her “pivotal moment” as 2011 when she left 
communications and took on a fundraising role at the charity.

she led a 400-strong fundraising team, which has increased income by 
more than a third over the last three years, before becoming Ceo on an 
interim basis in November 2014 and assuming the position permanently 
from april 2015. one of the first third sector Ceos to graduate from a 
communications role, she was also until recently a trustee at the institute 
of fundraising, women’s sport & fitness foundation and a director on 
the fundraising standards Board. 

although hers is a highly-unusual path to the top, Thomas believes 
her background helped her transition to Ceo, providing her with 
communications and reputation management skills as well as an 
adaptable mind-set and ability to spread herself across an organisation.

“you have to be able to talk to all sorts of people and have strong 
presentation skills – valuable assets for a chief executive,” she reports.  
“i might be seeing a journalist one hour, a politician the next and 
a donor in the afternoon, and i need to understand how to talk 
effectively to all of them.”

Thomas believes that there’s always been a view in the third sector 
that the best people for a leadership role are the ones that have 
“grown up” delivering services. “Traditionally the fundraising and the 
communications people would generally never get the headhunter 
calls for Ceo roles,” she says. “This is gradually changing.” 

To move ahead in the third sector, Thomas recommends that 
communicators widen their skill bases to include commercial ability 
and budgetary and project management experience.

 “a straight communications background isn’t enough to get you to 
Ceo,” she admits. “you need to broaden your experience. if you are 
serious, go out of your comfort zone; do an mBa, or get involved in 
project management work that addresses the whole organisation.”

 Thomas developed her financial skills when she moved into the 
fundraising role. “you need to prove you can run a huge budget in 
terms of expenditure and money coming in” she says, “and you must 
be able to read a balance sheet.”  

Today, macmillan has a spontaneous awareness rating of 29%, its highest 
ever level and significantly more than the 7%-8% it was achieving prior 
to its rebrand. much of this is due to the charity putting people at the 
heart of its marketing and fundraising activity. However, with an increasing 
charity profile comes a greater profile of the chief executive.

“i hadn’t realised as a Ceo you are in the spotlight the whole time,” 
admits Thomas, who says it can be a lonely role. she believes that her 
fundraising experience helped her in this area as “you are analysed 
month-by-month, dealing with hard cash and you become used to being 
in the headlights”.

Thomas’s flair for fundraising put her firmly in the public eye. 
macmillan is well known for the world’s Biggest Coffee morning 
concept, which Thomas transformed from a £7m initiative to one 
worth £20m annually over just three years. in 2013, macmillan 
increased fundraising income by 22% to £187m, and raised a record 
£215.2m in 2014 allowing it to significantly increase spending on its 
services for people affected by cancer.

as a Ceo you have to be able to measure impact and drive 
strategy, lead a team and bring them together, explains Thomas. 
“my consultancy role stood me in good stead,” she says. “i could 
demonstrate that i can multi-task. as head of media you have to  
be able to think fast, to communicate succinctly and to build a team. 
for me, a valuable skill for a future Ceo role was the influencing work 
in media. The ability to work with the Government is key for a senior 
third sector job. That gives you a broad grounding.” 

macmillan’s Ceo before Thomas was a management consultant,  
with previous leaders either entering from a business route or already 
in the third sector. However, Thomas feels that more professionals 
with diverse profiles and experience are now taking Ceo roles, 
and believes this trend will accelerate as the role of a charity Ceo 
continues to change. Charities are nowadays expected to be run  
just like a private sector business, accounting for every single donation 
more than ever before. “it’s quite right that people are looking for 
proof that we are doing good,” acknowledges Thomas. “we should 
always demonstrate metrics.” 

Thomas obviously loves her job. “at the moment, i wouldn’t be 
anywhere else,” she says. and it doesn’t look like macmillan  
is going to let her go anywhere else fast.

 

C a r e e r  H I S to ry

CHIeF exeCUtIve 
maCmiLLaN CaNCer sUpporT 
2015 – preSeNt

dIreCtor oF FUNdraISINg 
maCmiLLaN CaNCer sUpporT 
2011 – 2014

dIreCtor oF exterNaL aFFaIrS 
maCmiLLaN CaNCer sUpporT 
2007 – 2010

Head oF medIa 
maCmiLLaN CaNCer sUpporT 
2001 – 2007

pr maNager
NspCC 1996-2001

preSS oFFICer
aCTioN for CHiLdreN 1994-1996

varIoUS CommUNICatIoN roLeS  
at CommerCIaL SpoNSorSHIp
marKeTiNG aNd pr aGeNCies 1988-1994

LyNda THomas

“	You	need	to	broaden	your	
experience.	If	you	are	serious,	go	
out	of	your	comfort	zone;	do	an	
MBA,	or	get	involved	in	project	
management	work	that	addresses	
the	whole	organisation”

“	A	straight	corporate	affairs	
background	isn’t	enough	to	get	you		
a	CEO	job.	You	need	to	broaden		
your	experience”

CHIeF exeCUtIve -  maCmILLaN CaNCer SUpport
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simoN waLKer
SImoN WaLker BeLIeveS tHat CommUNICatorS CaN  

Be more ImportaNt tHaN LaWyerS aNd aCCoUNtaNtS  

oN BrItISH CompaNy BoardS aNd tHat tHeIr LaCk  

oF NUmBerS tHere IS aN aLarmINg WeakNeSS. 

Legal and accountancy personnel, he contends, rarely have an 
understanding of how communications works or an innate knowledge 
of how poor communication can break a company. Boards “lack people 
who have the breadth of understanding of communication,” he affirms.  
“it is arguably more important than legal expertise.” 

This may seem a surprising view from a professional whose previous 
employers have included Buckingham palace and 10 downing street, 
even though walker, who began his career in television journalism, is 
noted for his charm, intellect and calmness in a crisis.

He is adamant, however, that business will “definitely see” more 
individuals progressing from a communications background into broader 
leadership roles and is scathing of some recent examples of corporate 
failings.

Take the once beleaguered travel group Thomas Cook, which he regards 
as having been “deeply sunk by communications ineptitude and a board 
failing to consider the reputational issues of what they did.”

Volkswagen, the German car group beset with an emissions-rigging scandal, 
also fails on this count, according to walker.  “everyone knows that it has 
been put through the wringer,” he says, “but the fallout could have been 
mitigated if it had handled its communications better. you need people on 
boards who have eQ and can sniff out when trouble might be coming – 
not people who will be able to give you precise legal chapter and verse on 
what to do.”

walker, who was listed by GQ magazine among Britain’s 100 best-
connected men last year, might appear to be an executive whose career 
moved effortlessly to his current position of director general at the 
institute of directors. However, he has taken a path less travelled, working 
in communications for most of his career. The exceptions are his former 
role at No 10’s policy unit and his time as chief executive of the British 
private equity and Venture Capital association, which he held directly 
before taking his current role.

walker describes all this as “serendipitous and a natural progression,” 
but, encouragingly for ambitious corporate affairs professionals, he also 
firmly believes that his move into senior management is “definitely 
reflective’ of the fact that it has become important for Ceos to have 
strong communications abilities”. 

He recalls media training the chief executive of a car company more than 
30 years ago in his TV journalism days.  The Ceo was “very competent 
but no good at simply communicating,” says walker. “This put him on 
the back foot. These days it would be much worse as businesses have 
become more exposed. it’s a reality of the way the world now works.”

with the 24/7 media culture and the internet and social media 
revolutions, news now travels much faster, creating a requirement, says 
walker, for executives who can talk about any issues “sensitively” without 
damaging the way in which a company is viewed. “you can’t be a good 
Ceo if you have an inability to take public criticism or to engage with a 
broad audience,” he states.

walker, whose diverse roster of past employers also includes British 
airways, reuters, and pr agencies Brunswick and Hill & Knowlton, has 
also served on bodies ranging from the Better regulation Commission, 
to The Queen’s Golden Jubilee Trust and the New Zealand-UK Link 
association. He is a council member of the european policy forum 
and a member of the parliamentary speaker’s advisory Committee  
on public engagement. 

it has been said that ‘nothing fazes him at all’. much of the explanation, he 
believes, stems from the bedrock of competence that his background as 
a communicator has equipped him with.  “it has helped me to develop a 
sense of how people are going to respond,” he states.  “if you are dealing 
with investors or politicians, as well as the public, it helps enormously in 
terms of maximising positive perceptions and minimising negative ones.” 

former corporate affairs and pr specialists who become chief executives 
clearly have an advantage in knowing how to deal with the media, 
whether in times of corporate peace or turbulence, and being able to 
discern when best to advance their point of view. However, walker 
believes Ceos must also be able to look outside their own point of 
view and recognise the contributions of others. “you have to be open to 
other people’s ideas and the impact of reputation on your employees, 
customers and the company as a whole,” he affirms. “you simply can’t act 
indifferently to them – it will do you serious damage if you do.” 

“	You	need	people	on	boards		
who	have	EQ	and	can	sniff	
out	when	trouble	might	be	
coming	-	not	people	who	will	
be	able	to	give	you	precise	
legal	chapter	and	verse	on	
what	to	do”	

“	It	comes	down	to	this:	do	you	want		
a	leadership	role?	Can	you	cope	with	
public	exposure?	If	not,	forget	it”

The communications element within a senior executive role is always 
what has attracted walker in his career path. “i would never be 
interested in a Ceo role in an entity that no one had heard of or that 
has no exposure to industrial or reputational issues,” he says.  “That’s 
what i do; it’s what i’ve always found stimulating.”

as for communicators who are serious about wanting to move into 
a leadership role, walker says it is vital to gain experience in different 
industries and roles, broadening your interests as well as your knowledge of 
businesses and how they work. His own career path has taken a few lateral 
steps. But it has also been highly varied and he has never held the same job 
for more than five years, demonstrating a keen hunger to learn. 

“it’s important to recognise what you aren’t good at or where your 
weaknesses are and try to supplement them,” walker advises.  “To be 
acquiring knowledge almost for its own sake is a great idea.”

walker also admits that a past weakness in his personal portfolio was 
his understanding of corporate balance sheets. “read avidly,” he urges.  
“Get every bit of media exposure you can.  recognise that investing 
yourself in terms of knowledge of “gut feel” is the best thing you can 
do to advance your career.” 

as for his own career, he is committed to his plural career and is 
already considering his next move when his five-year stint at the iod 
concludes soon. “i’ve always enjoyed what i’ve done and it’s 
suited me down to the ground,” he states. “i’d like to 
bring that expertise as a Ned to a wider range 
of businesses and entities”.

one word of warning though: 
walker admits that the life of a 
Ceo is not for everyone, and 
not everyone will succeed. “it 
comes down to this: do you 
want a leadership role?” he 
asks.  “Can you cope with 
public exposure? if not,  
forget it.” C a r e e r  H I S to ry

dIreCtor geNeraL 
iNsTiTUTe of direCTors
2011 – preSeNt

CHIeF exeCUtIve 
BriTisH priVaTe eQUiTy aNd VeNTUre 
CapiTaL assoCiaTioN (BVCa) 
2007 – 2011

dIreCtor oF Corporate 
CommUNICatIoNS aNd marketINg 
reUTers 2003 – 2007

CommUNICatIoNS SeCretary   
to Hm tHe qUeeN 
BUCKiNGHam paLaCe 2000 – 2003

dIreCtor oF Corporate aFFaIrS 
BriTisH airways 1997 – 2000

SpeCIaL advISer 
prIme mINISter’S poLICy UNIt
10 dowNiNG sTreeT 1996 – 1997

partNer 
BrUNswiCK 1994 – 1996

dIreCtor geNeraL -  INStItUte oF dIreCtorS
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BaroNess LUCy 
NeViLLe-roLfe

on the boards of 2 sisters food Group and Hermes equity ownership 
services as well as on the advisory board of accountants pwC. 

Nevertheless, she views her return to westminster as somewhat 
inevitable.  she became a life peer in the House of Lords in 2013 and 
was appointed parliamentary under-secretary of state and minister for 
intellectual property in 2014 with new duties added at the department 
of Culture, media and sport in 2015.

“when i left the civil service to go into business, i knew i would probably 
go back at some stage,” she says. “in due course, once i have done my bit 
as a minister, i want to go back to another business leadership role.” 

By her own admission, business is in her “dNa”. “my ambition to lead a 
company hasn’t gone away,” she proclaims. 

BaroNeSS NevILLe-roLFe admItS tHat SHe IS amBItIoUS 

aNd HaS aLWayS WaNted to get to tHe top.  INdeed, tHe 

mINISter For INteLLeCtUaL property BeLIeveS tHat tHIS 

qUaLIty HaS aCtIveLy aSSISted Her Career progreSSIoN. 

Her career has followed two inter-connected threads, beginning after 
university in the civil service at the ministry for agriculture, fisheries 
and food and progressing to the prime minister’s policy Unit and the 
Cabinet office. Then in 1997 she joined Tesco, her first and so far 
only corporate executive role where she stayed for 16 years, moving 
from group director of corporate affairs and company secretary to 
executive director for corporate and legal affairs.

she believes her current role matches her experience of consumer 
understanding with a knowledge of parliament, where she wants to 
develop a better understanding of the “customer” and consumer habits. 

“all the experience i gained early in life was useful,” she recalls. “it’s 
important for any ambitious director of corporate affairs to be able to 
offer a range of background experiences if they are keen to advance 
to the top and to join the board.”

Baroness Neville-rolfe didn’t start in communications. she learnt and 
grew the role after arriving at Tesco at a time when the company was 
comparatively “small and challenging”. she advanced within the group, 
grew with the company and expanded her role, serving in senior 
positions and expanding her range of abilities.

“i was lucky the Tesco Ceo at the time decided to improve my skillset 
and made me company secretary as well as communications director,” 
she reminisces. “i took the equivalent of an ma while i was still working, 
on a friday afternoon. it got me the chartered company secretary 
qualification, but more important was what i learnt. for example,  
i gained knowledge of intellectual property and i’m now ip minister.”  

Baroness Neville-rolfe’s fifteen years at Tesco and on its main board from 
2006, saw the supermarkets group transformed from a largely domestic 
company with core UK grocery roots into a much larger retailer 
spanning home products, clothes and other non-food items and services 
and building operations in 13 overseas markets, largely across asia and 
eastern europe. 

she says that much of her impressive CV is down to luck and an 
encouraging Ceo. “i joined Tesco at the right time,” she claims.  “you need 
a Ceo that will give you a secondment, project, overseas or acquisition 
work, or commercial experience. They all feed into the basic need for 
breadth of experience.  and experience teaches you to challenge.” 

without a broad background, she warns that would-be executives 
may find their options to develop restricted. Communicators who 
have only ever worked for newspapers and in pr may find their paths 
blocked or limited. adding more skills and experience along the way  
is therefore paramount.

she believes her own driving personal ambition helped her progress 
through developing her experience and abilities. “at Tesco, while i 
was a communications director and company secretary i was given 
responsibility for anti-trust work, which led to much better recognition 
with the board of the value that i added to the company,” she maintains. 

Gaining experience in other areas will also serve aspirant business 
executives well. “you need to ensure that you can establish yourself in 
a role,” advises Baroness Neville-rolfe. “Loyalty can be a key value. it 
certainly was at Tesco.”  

she also advises ambitious heads of corporate affairs to choose 
with great care the industry in which they want to operate as their 
communications skills will be suited to some areas better than others. 
“at Tesco, all our business and values were about serving the consumer, 
following trends, being led by the internet,” she recalls. “This gave me a 
good starting-off point. it’s key to make sure your career is an area where 
there is a measure of success.” 

finally, she recommends that communicators bolster their experience 
through professional qualifications gained from continued learning. 
Non-executive director roles can also be important  by providing insight 
into new industries and issues. This adds a valued dimension to help 
corporate affairs specialists transition in their career. 

Baroness Neville-rolfe says this approach for her was “extremely  
helpful” for her own career, with stints as a non-executive director at 
the foreign and Commonwealth office and iTV whilst at Tesco. Later 
roles included being a member of the supervisory board of international 
retailer and wholesaler metro Group in dusseldorf. This overseas role 
added to her capabilities and experience. she also served as president  
of euroCommerce, the pan-european retail trade association, and sat 

“	It’s	key	to	make	sure	your	
career	is	an	area	where	there	
is	a	measure	of	success”

“	You	need	a	CEO	that	will	give	you	
a	secondment,	project,	overseas	or	
acquisition	work,	or	commercial	
experience.	They	all	feed	into	the	basic		
need	for	breadth	of	experience.	And	
experience	teaches	you	to	challenge.”	
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parLIameNtary UNder-SeCretary oF State For 
BUSINeSS, INNovatIoN aNd SkILLS, mINISter For 
INteLLeCtUaL property 
parLiameNTary UNder-seCreTary of sTaTe for 
CULTUre, media aNd sporT (added may 2015)  
2014 – preSeNt

CoNServatIve peer  
HoUse of Lords 2013 – preSeNt

exeCUtIve dIreCtor, Corporate & LegaL aFFaIrS 
TesCo 2006 – 2013

groUp dIreCtor oF Corporate aFFaIrS 
TesCo (aLso CompaNy seCreTary, 2004 – 2006)  
1997 – 2006 

dIreCtor oF deregULatIoN UNIt 
CaBiNeT offiCe 1995 – 1997

prime miNisTer’s poLiCy UNiT 1992 – 1994

mINIStry oF agrICULtUre 
fisHeries & food 1973 – 1992

parLIameNtary UNder-SeCretary oF State For BUSINeSS, 
INNovatIoN aNd SkILLS, mINISter For INteLLeCtUaL property
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pHiL wiLsoN-BrowN

C a r e e r  H I S to ry

maNagINg dIreCtor 
more THaN 2015 – preSeNt

dIreCtor oF Strategy 
marketINg & CUStomer 
sCaNdiNaVia, rsa 2011 – 2014

dIreCtor oF Strategy, 
marketINg & CUStomer 
iNTerNaTioNaL diVisioN, rsa  
2007 – 2010

groUp Head oF exterNaL 
CommUNICatIoNS 
rsa 2004 – 2006

aCCoUNt dIreCtor 
CoLLeGe HiLL 2003

maNager oF INveStor reLatIoNS 
LoNdoN sToCK exCHaNGe 2002

maNager oF INveStor reLatIoNS 
aUsTraLiaN seCUriTies exCHaNGe 
2000 – 2001

aCCoUNt dIreCtor 
edeLmaN 1995 – 1999

pHIL WILSoN-BroWN BeLIeveS tHat a Corporate aFFaIrS 

BaCkgroUNd CaN Be BotH a HeLp aNd a HINdraNCe to 

gettINg to tHe top oF tHe Corporate BUSINeSS Ladder. 

Communications professionals may be overlooked within their 
organisation due to a lack of understanding about what their roles 
involve, he warns, adding that many people “don’t see all the behind 
the scenes work that goes on”.

Better news, however, is that, with the rise in data traffic and the 
meteoric increase in content consumption, the ability and skill-sets that 
good communicators possess is increasingly in demand in the general 
business environment. 

wilson-Brown’s personal experience demonstrates that from starting in 
a pr agency, it is possible to climb to the top of a multinational company. 

The straight-talking australian has been managing director of more 
Than, the personal lines insurer, for 12 months. with a decade of 
experience honed at insurance group rsa and before that during 
stints at the australian securities exchange (asx) and London stock 
exchange (Lse), wilson-Brown also believes that his work in both  
pr agencies and in-house corporate communications have contributed 
to his current business role.

despite this, he warns that the path to the top may not be 
straightforward and can involve a sideways move that might not 
involve reporting directly to the chief executive and could therefore 
feel as if executives are moving back a level. wilson-Brown cautions 
against undue worries on this score. “if you are obsessed about status 
you won’t develop your professional CV,” he warns. “it should be all 
about the job you eventually want.”

wilson-Brown, who says his philosophy is that “the journey takes you 
there and opportunities will come,” began his career at edelman in 
australia, moving to the asx when it demutualised in 2000, which he 
describes as ‘an interesting cultural change’. it was his first in-house 
role and he believes that: “if you want to get into an executive role 
you have to take that transition in-house at some point. it’s inevitable.”

He came to the UK in 2001 to take a second masters degree and 
then moved through positions at the Lse and pr agency College 
Hill, before joining rsa as group head of external communications in 
2004 when it was in the midst of a restructuring that he describes as 
probably the company’s “darkest hour”.

“we had to rebuild the reputation of the company; mapping out its 
future and rebuilding internal and external trust in the organisation,” 
he recalls. 

He progressed to rsa’s director of strategy, marketing and customer 
international, and then moved to take the same role in scandinavia, 
where he was instrumental in re-launching of rsa’s brands in sweden, 
denmark and Norway as well as masterminding the business’s online 
strategy and driving its focus on improving customer service.

“i was lucky,” he says. “from the international role, i learned the cultural 
differences about communicating and engaging. from a job satisfaction 
perspective, i had many challenges that covered the whole business.”

His role in scandinavia covered broader business strategy, as well as 
marketing, brand and customer strategy and communication, which he 
says enabled him to develop an end-to-end focus. “To me, that was an 
important learning curve,” he says.  “it allowed me to play ‘connecting 
the dots’ through the business. in many ways, my role was the glue that 
held the fabric of the business together.” 

whilst forging his way in the company and industry, wilson-Brown 
says he benefited from a strong personal relationship with rsa’s chief 
executive at the time, andy Haste, who became his mentor  
and champion. 

“you have to find the company and stick with it for a while,” he 
explains. “They need the open-mindedness to take on people from 
different walks of life and an open culture. you need to get to know 
how the company works. This is often intuitive and logical. Then you 
can broaden out your role.”

wilson-Brown holds that key skills that corporate communications 
professionals can bring to benefit broader executive roles include  
the ability to build a narrative and a strong sense of empathy. The list 
also features excellent verbal and non-verbal communication and the 
ability to manage crises, staying cool under pressure and assessing the 
issue thoroughly. 

with his own journey continuing, he believes that such skills, in 
addition to the abilities he has developed as more Than managing 
director will allow him to take on bigger md roles.

for communicators who have still to cross over into general 
management, he advises: “you need to ask yourself: where does 
communications sit in this organisation? what’s the leadership like? 
How open are they to development and opportunities? and how 
open are you to doing new things? if people can trust you as someone 
who delivers, works hard and understands the business, there’s no 
reason you can’t make the transition.” 

maNagINg dIreCtor - more tHaN

“	If	you	are	obsessed	about	
status	you	won’t	develop	your	
professional	CV,	it	should	
be	all	about	the	job	you	
eventually	want”

“	If	you	want		
to	get	into	an	
executive	role		
you	have	to	take	
that	transition		
in-house	at		
some	point.		
It’s	inevitable.

F r o m  C o r p o r at e  a F F a I r S  to  C o r p o r at e  L e a d e r t r U S t e d  pa rt N e r S H I p  I N  a C t I o N



1 8 1 9

NiCK VoN 
sCHirNdiNG
NICk voN SCHIrNdINg kNoWS more tHaN moSt tHe 

CommUNICatIoNS CHaLLeNgeS tHat CaN FaCe a CHIeF 

exeCUtIve. oN HIS FIrSt day IN tHat roLe at FtSe-LISted 

CoaL mININg groUp aSIa reSoUrCe mINeraLS (armS, 

prevIoUSLy BUmI) IN 2013, He reCeIved a petItIoN From 

HIgH-proFILe SHareHoLder Nat rotHSCHILd reqUeStINg 

aN egm to oUSt tHe eNtIre Board. He HaS SINCe 

deSCrIBed tHe SUBSeqUeNt proCeSS aS a “FIreStorm 

ragINg tHroUgH tHe BUILdINg.” 

He does feel that his background as a communicator from his 11 
years as head of corporate affairs and investor relations at the much 
larger miner anglo american stood him in good stead for dealing with 
one of the most colourful shareholder battles in recent times.

at anglo american, von schirnding, who started his career in finance and 
went on to run a venture capital firm and work as a financial manager 
for miners de Beers and minorco, handled communications for the first 
time and played an integral role in the company’s listing in London.

This gave him a deep understanding of how to communicate 
effectively and engage with a range of stakeholders, helping him keep 
control of the arms situation and it is a skill that he feels is now a vital 
part of every Ceo’s job description.

“i think that nowadays the ability to communicate well is vital for a 
Ceo,” he says. “There must be a cohesive message for all stakeholders 
– internal and external - which ultimately links through to the 
common strategy of the group. 

“it’s not just what you communicate; the way people communicate 
has become more sophisticated over the past few years. Thanks to 
technology, stakeholders read much more broadly about what is 
going on and have a better understanding of each company. That 
puts pressure on Ceos. as a company leader, you need to be able to 
anticipate that and to respond in the right way.”

at arms, he began as head of investor relations before being elevated 
to chief executive in 2012 at the height of the company’s crisis, which 
led to his job being referred to as the most difficult role in the mining 
industry.  He left the London-listed group towards the end of 2014, 
having overseen a substantial overhaul and is now chief executive of 
Carajas Copper Company, a Brazilian mining business and is a director 
at Garrison Capital, which has successfully founded and listed 22 
resource companies.

Von schirnding’s calm disposition helped him cope in the spotlight 
but he says he also received invaluable support from his board of 
non-executive directors, which included heavyweights such as sir Julian 
Horn-smith, sir Graham Hearne and Lord renwick of Clifton. 

“i found that senior people acted as a great counsel,” he recalls.   
“it can be lonely at the top, but i could expose my inner concerns  
to certain members of the board and have a constructive and 
supportive discussion.”

it is this willingness to learn from others that von schirnding believes is vital 
for corporate affairs professionals who aspire to move into the C-suite.

He is passionate in believing that the role of communications isn’t 
just about “being a mouthpiece” but requires in-depth knowledge of 
an organisation. indeed, this was something he spent a lot of time on 
prior to joining anglo american when it floated in 1999. 

C a r e e r  H I S to ry

dIreCtor  
GarrisoN CapiTaL 2016 – preSeNt

CHIeF exeCUtIve oFFICer 
CaraJas Copper CompaNy 2015 – preSeNt

CHIeF exeCUtIve oFFICer 
asia resoUrCe miNeraLs (arms) pLC 
(formerLy BUmi pLC) 2012 – 2014

exeCUtIve dIreCtor, Strategy  
aNd INveStor reLatIoNS 
asia resoUrCe miNeraLs (arm) 2011 – 2012

Head oF Corporate aFFaIrS aNd INveStor reLatIoNS 
aNGLo ameriCaN 1999 – 2010

FINaNCIaL maNager 
miNorCo 1994 – 1998

FINaNCIaL maNager 
de Beers 1992 – 1993

Ceo oF veNtUre CapItaL 
LiTeT 1990 – 1991

FINaNCe maNagemeNt traINee 
aNGLo ameriCaN 1988 – 1989

“	I	will	always	value	my	background	
in	corporate	affairs	and	investor	
relations.	They	are	vital	skills	to	
include	in	today’s	boardroom”

“you need to understand the business,” he explains. “you need to 
know what the key drivers are in your business, facts and financials, 
the capital structure and the elements that make it up. people will 
give you a certain timeframe to work out if you know what you are 
talking about. if you pass, it is an empowered role. if not, you won’t get 
a second chance.” 

Von schirnding also believes that investor, public and media relations, 
reputation management and corporate affairs can all be a great 
stepping stone to learn about a business, thanks to their “bird’s eye 
view” of everything that goes on in an organisation. “in these roles 
you see everything that is going on,” he states. “from that perspective, 
it provides a great opportunity to immerse yourself in the business. 
don’t stay on the periphery. roll up your sleeves.”

when he joined anglo american, he actively asked to be involved with 
other operating committees to gain a better understanding of the 
business. “i said: ‘i’m here to learn, not to interfere,” he says. He believes 
anglo american’s culture helped him to work towards his goals and 
that the company’s supporting management team was invaluable.

Von schirnding was part of an initial small and close-knit group 
of people at anglo american, and he worked closely with the 
management team of six. He says this gave him a taste for what it 
takes to run a large organisation, to understand the challenges of 
being a newcomer to the market and to appreciate the roles and 
responsibilities of the senior management.

encouragingly, he sees an increasing trend of people moving from 
communications functions into general management. “The roles are 
increasingly seen as stepping stones,” he states.  “The importance 
of understanding the role that communications plays in the overall 
structure of a business is growing.  Let’s not forget, communications 
issues are serious when you get them wrong.

“in my various roles i’ve always said to managers if you don’t 
understand the strategy, rest assured no-one else will either. what 
you understand, you value. That is key. i have held onto this for years. 
we need to understand what we are trying to say and project it in a 
cohesive way.”

Von schirnding’s career is comparatively unusual in that he has moved 
in and out of a key communications role with ease. However, he feels 
that this experience equips him well to cope with the rigours of being 
a Ceo and that his future lies in management roles.

“i’ve moved from one Ceo role to another,” he says. “But i will always 
value my background in corporate affairs and investor relations. They  
are vital skills to include in today’s boardroom.” 

 

CHIeF exeCUtIve – CaraJaS Copper CompaNy

People	will	give	you	a	certain	
timeframe	to	work	out	if	you		
know	what	you	are	talking	
about.	If	you	pass,	it	is	an	
empowered	role.	If	not,	you		
won’t	get	a	second	chance”	

“
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“Unless you tell your mentor or management team: ‘my job should 
be broader and i want to progress and grow,’ it won’t happen,” she 

asserts. “you should be prepared to fight for what you want.”

Jenkins is now Ned at sports retailer sports direct 
international and also at the media for development 
organisation, in addition to being a trustee at amicus, 
the UK-based charity that helps provide legal 
representation to people on death row in the Us.

she started her career, however, as a stockbroker, 
joining Laing and Cruikshank in the City of London 

straight from the University of st andrews. she was 
one of just two female professionals at that point.

in 1992, after seven years, she moved into 
investor relations as a consultant. Then in 1997 
a subsidiary of american Brands was preparing 
to float its UK arm, Gallaher Group, on the 
London stock exchange and she was offered 
the post of head of investor relations.

“i was lucky to set off in in-house ir ahead 
of an ipo,” she recalls. “straightaway i said i 
wanted to get more involved, for example 
in aGms. most ir professionals didn’t at 
the time. The other area was financial 
press. when i joined it wasn’t part of 
the role. But it’s the same messaging, 
just a different audience.”

Her job morphed into director of 
ir and group planning at Gallaher, 
a development she says was 
due to her determination not 
to align herself as simply in the 
“corporate communications 
box” – and luck. 

Jenkins is convinced that Gallaher’s culture was a major contributing 
factor to her career development. The company didn’t keep people 
in boxes and she relished the opportunities that this presented. “you 
need to stick up your hand and force yourself into new opportunities,” 
she advises. “i grabbed everything with both hands. But i was kicking 
against an open door.” 

Jenkins was given increased responsibility, joining transaction teams 
as well as becoming involved in broader corporate communications 
messaging. “for any cross-functional project i’d volunteer my time,” 
recalls Jenkins. “for example, for the last four years i was at Gallaher, i 
ran the strategic away days for the board. we wanted to make them 
unusual and interactive. i asked key managers to think and act as each 
of our competitors. They did a presentation as though they were chief 
executives of the competition and talk about how they were going to 
beat Gallaher. it gave us a very interesting perspective.” 

she firmly believes that it is important for ambitious corporate affairs 
individuals to do their own pr and make themselves useful throughout 
their organisation. Jenkins advises professionals to volunteer 
information to colleagues to be helpful and supportive. at Gallaher, 
she would go through brokers’ notes on the group’s competitors and 
drop the relevant managers a one-liner highlighting their thoughts.

“Corporate affairs is unfortunately a classic non-revenue generating 
function that 90% of commercial people think is a waste of space,” 
she says.  “But if you can develop good relationships throughout the 
business and help people do their job, it’s a win-win.” 

after 10 years at Gallaher, Jenkins joined cans manufacturer rexam as 
group director of corporate affairs in 2010, attracted by the role as well 
as opportunities to get involved with other areas of the business.  “many 
of the ir roles on offer bored me to tears,” she admits.  “i’d done so 
much and been so heavily involved on the corporate communications 
side. i realised i needed a ‘head of all communications’ type role.” 

rexam wanted Jenkins to lead corporate affairs, without any ir work, 
which constituted a fresh challenge for her, as well as an opportunity 
to get to grips with the burgeoning new area of sustainability. “i could 
demonstrate that i wasn’t just a one-trick pony and could get involved 
with a new area,” says Jenkins. she responded by immersing herself in the 
job and using her network to develop her knowledge. 

Jenkins is brave and willing to throw herself wholeheartedly into 
new situations, but acknowledges that this also presents risk and that 
adopting this approach means being prepared to work hard. “you 
have to deliver,” she insists. “you have to be prepared to make yourself 
visible. But it’s also important that you have faith that you can learn 
from everything you do, including your mistakes. No one gets to the 
top without making mistakes.”

sports direct was her first Ned role, joining mike ashley’s retailer in 
2011. “i moved into plural roles sooner than i expected,” she admits. 
“Getting your first Ned role is the hardest. almost everyone wants 
someone with previous board experience.

“it’s doubly hard now because the pool of executive directors has 
shrunk so much. There is a very different dynamic between the 
executive committee and the board. Board level discussions think 
bigger picture. That’s what you need to move into a Ceo or executive 
role –the vision to think about the company as a whole and what is 
best for it.”

Jenkins feels that using corporate affairs as a springboard to move 
through various executive roles is an excellent strategy for ambitious 
corporate communications professionals who are hungry to reach the 
top. she is also convinced that to get to Ceo level, communicators 
need to demonstrate the ability to effectively run a business. 

“you won’t move from head of any function to Ceo straight away,” 
she warns. “you need a true understanding of the issues a board faces, 
such as financing and balance sheet requirements, and the nuts and 
bolts of what is involved.”  

demonstrating a sound understanding of business, and the ability and 
eagerness to participate in cross-functional and strategic teams also helps 
this career path.

“you need to ‘earn your spurs’ at the table,” Jenkins adds. “you don’t 
get that unless you are co-operative and helpful and broaden your role 
whenever you get the chance. whatever the job description is, tear it up. 
make it your own.” 

CLaIre JeNkINS’ Career HaS SeeN Her eLevated From 

INveStor reLatIoNS aNd Corporate aFFaIrS roLeS IN 

tHe toBaCCo aNd aLUmINIUm CaN INdUStrIeS to Her 

ComparatIveLy rare StatUS aS a CommUNICator HoLdINg 

a NoN-exeCUtIve dIreCtorSHIp at a FtSe100 CompaNy.  

aNd SHe IS No StraNger to StaNdINg Up For WHat SHe 

BeLIeveS aNd aSkINg For WHat SHe WaNtS.

“	You	need	to	stick	up	your	hand	
and	force	yourself	into	other	areas.	
I	grabbed	everything	with	both	
hands	-	I	was	kicking	against		
an	open	door.”

“	Have	faith	that	you	can	learn	from	
everything	you	do	-	including	your	
mistakes.	No	one	gets	to	the	top		
without	making	mistakes”	

C a r e e r  H I S to ry

NoN-exeCUtIve dIreCtor 
sporTs direCT iNTerNaTioNaL  
2011 – preSeNt

groUp dIreCtor  
oF Corporate aFFaIrS 
rexam 2010 – 2012

dIreCtor, INveStor reLatIoNS  
aNd groUp pLaNNINg 
GaLLaHer GroUp 1997 – 2007

NoN-exeCUtIve dIreCtor - SportS dIreCt INterNatIoNaL

CLaire JeNKiNs
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IF SImoN LeWIS WaS a CHIeF exeCUtIve oF a 

qUoted CompaNy, He WoULd WaNt at LeaSt oNe 

CommUNICator IN HIS Boardroom. “I’d WaNt SomeoNe 

WHo UNderStaNdS repUtatIoN maNagemeNt aNd 

Corporate aFFaIrS,” He StateS.  “doN’t Be aFraId to  

State yoUr amBItIoN,” He advISeS aSpIrINg exeCUtIveS. 

actually, Lewis, who admits to having an “eclectic” career, is a Ceo,  
but he has not yet been at the helm of a corporation. a former official 
spokesman for the prime minister and the first ever communications 
secretary to The Queen, he has led the association for financial 
markets in europe (afme) since 2010. and he is unusual in that 
he has moved in and out of both communications and general 
management roles in his career.

along the way, he has added corporate experience as director of 
corporate affairs at Natwest Group and Vodafone and as director of 
communications and public policy for British Gas’s owner Centrica, 
where he also worked as managing director for europe.  He currently 
holds extra-curricular positions as a visiting fellow at oxford University 
and a visiting professor at the Cardiff school of Journalism, while he is a 
patron and former chairman of the fulbright Commission. 

as for what has inspired his varied path, he cites “a few occasions when i’ve 
been given a real opportunity,” adding that he has not necessarily always 
taken the conventional or expected next steps. 

His time at Natwest is one example. after four years, the bank sent 
Lewis to the iNsead business school in paris to spend one month taking 
its advanced management programme. “it was fascinating and opened my 
eyes to how the commercial side of business works,” he recalls.  

at Centrica, he was seconded to Buckingham palace in 1998, and on 
his return moved into general management, becoming director of 
international development. “Now that was an interesting opportunity,” he 
says. “it really built on my core relationship skills and was a logical step.” 

on the back of increasing momentum for Centrica in europe, he was 
appointed as the group’s managing director for the continent, a remit that 
involved running a fledging business, setting up a joint venture with local 
partners and opening a business in spain. 

Lewis relished the direct management experience. “The key difference 
between Natwest and Centrica was remaining part of the senior 
management team,” he explains. “i would recommend an advanced 
management programme to anyone, but i think you have to be careful 
about the next step you take out of communications and be sure about 
what you want.”

at afme, the voice of europe’s wholesale financial markets, Lewis 
represents leading global and european banks and other significant capital 
market players.  even in his current executive position, he believes that 
communications remains at the core of his role.

“as a corporate communications professional, you can closely observe 

what works well in management and effective ways of leading,”  
he says. “i never set out to run an organisation but if you are  
successful in corporate affairs, it is almost inevitable.”

Lewis believes that the ability to manage up, down and sideways is one 
of the most important skills that communications individuals bring to 
a senior role. “we now see people in corporate affairs functions who 
are significantly resourced and who might have 100 people around the 
world reporting to them,” he says.

Lewis is adamant that being able to communicate effectively  
is a core skill for chief executives. “every organisation is competing  
for their share of voice,” he affirms. “if you can communicate a sense  
of purpose it is a distinguishing talent. and you need to be able  
to spot and nurture talent.” Lewis also holds that any management 
role is about team-building, bringing together comparative skills and 
motivating a team.

for communications people looking to move into a senior role, Lewis 
believes that there are key pointers, starting with a broad understanding 
of the commercial side of an operation. “you are taking a risk on 
someone without these skills,” he maintains.  “many decisions are based 
on showing a track record.”  

as for advice on how communicators can give themselves this experience 
in their careers, he advocates investing personally in management training. 
“you need to invest in this. don’t just wait for the opportunity,” he urges.  
“an ambitious corporate affairs person needs to get themselves up to 
speed as soon as possible.”

Lewis also advises communicators to broaden their curriculum vitae 
to include international experience, with the rejoinder that “just 
understanding one market isn’t going to get you very far”. at Vodafone 
he allocated staff in corporate affairs overseas to run international teams 
because he believes that “having a global sense can make a difference”.

He believes that experiencing the “right kind of secondment”  
is also vital and can help reposition communications executives to  
re-emerge within the corporate team in a different way. He suggests 
that communicators considering such secondments should consider 
stints in strategy, investor relations, marketing and human resources. 
Having a mentor, such as a chief executive or somebody senior 
outside the company to talk to about career ambitions can also help. 

above all, Lewis believes that the best possible time to aspire to run an 
organisation starts now - and so does ensuring that you have the right 
business acumen, training and development for the opportunities ahead.

simoN Lewis

C a r e e r  H I S to ry

CHIeF exeCUtIve 
assoCiaTioN for fiNaNCiaL  
marKeTs iN eUrope 2010 – preSeNt 

dIreCtor oF CommUNICatIoNS 
aNd pm’S oFFICIaL SpokeSmaN 
10 dowNiNG sTreeT 2009 - 2010

groUp dIreCtor  
oF Corporate aFFaIrS 
VodafoNe 2004 – 2009

dIreCtor oF CommUNICatIoNS 
aNd pUBLIC poLICy 
CeNTriCa 2004

maNagINg dIreCtor eUrope 
CeNTriCa 2000 – 2003

dIreCtor oF Corporate aFFaIrS 
BriTisH Gas/CeNTriCa (iNCLUdiNG 
seCoNdmeNT as CommUNiCaTioNs 
seCreTary To Hm THe QUeeN, 1998) 
1996 – 1999

dIreCtor oF Corporate aFFaIrS 
NaTwesT GroUp 1992 – 1995

Head oF pr 
sG warBUrG GroUp 1987 – 1991

“	Every	organisation	is	competing		
for	their	share	of	voice,	if	you	can	
communicate	a	sense	of	purpose		
it	is	a	distinguishing	talent”

“	You	need	to	invest	in	your	management	
training	-	don’t	just	wait	for	the	
opportunity.	An	ambitious	corporate		
affairs	person	needs	to	get	themselves		
up	to	speed”

CHIeF exeCUtIve - aSSoCIatIoN For FINaNCIaL marketS IN eUrope

F r o m  C o r p o r at e  a F F a I r S  to  C o r p o r at e  L e a d e r t r U S t e d  pa rt N e r S H I p  I N  a C t I o N



2 4 2 5

keN CroNIN BeLIeveS tHat aN experIeNCe IN CrISIS 

CommUNICatIoNS CaN Be INvaLUaBLe to CHIeF 

exeCUtIveS. “WHeN tHINgS go WroNg, BeINg aBLe to 

admIt yoU CoULd Have doNe tHINgS Better IS reaLLy 

ImportaNt,” He SayS.  “IN a CrISIS, CeoS WILL qUIte oFteN 

teNd to go INto tHeIr SHeLLS. It’S tHe WorSt tHINg 

yoU CaN do. 

“within a large organisation, very few people see everything that goes 
on. But communications people do, from both an outward and inward 
strategic outlook. This is incredibly interesting from an experience point 
of view, and, just as importantly, to prepare you if you are interested in 
taking the top job.”

Cronin, a former managing partner and head of Kreab Gavin anderson’s 
global energy practice, became chief executive of the United Kingdom 
onshore oil and Gas Group (UKooG), the representative body for the 
UK onshore oil and gas industry, in 2013 after a decade in pr. He also 
sees a background in communications rising in importance in the day-to-
day operations of Ceos.

“we are definitely seeing Ceos becoming more involved in 
communications,” he declares. “over the last 10-15 years they’ve had 
to be. with the rise of digital communications, news can be around the 
world in 24 seconds, not 24 hours, and knowing how to respond to that 
in a timely fashion is vital.”

with chief executives now spending an increasing proportion of their 
time communicating to the City and the wider public, Cronin feels 
that companies need to become more vocal about their issues and 
challenges, and develop strategies to communicate them. once upon 
a time, he says, “communications” was said to be what analysts thought 
and the financial Times reported the following day. Now, it is far broader, 
encompassing reputation management, corporate affairs, public and 
investor relations, what employees are saying in the canteen and what’s 
happening on Twitter.

“The reputation of companies and their brand has become so much 
more important,” explains Cronin. “a brand can now be wrecked in  
24 seconds. That’s a sobering thought.”

The ability to communicate quickly is universal, however, which creates 
challenges for those in public roles such as Cronin’s, with politicians, lobby 

groups, activists and bloggers all behaving in a much more vocal fashion,  
using social media to communicate instantly. 

UKooG’s representative remit includes oil and gas exploration and 
production but the main part of Cronin’s role is to lead work to 
promote the role of onshore oil and gas exploration within the energy 
sector. it’s a newly-created role, but that doesn’t daunt Cronin, who says  
it provides an opportunity to build on his communications background.  

“my work is varied,” he reports.  “i’m acting on behalf of an industry, so 
on any one day i might be talking to the media, government, regulators 
or the general public. i firmly believe that the skills you obtain through 
communications roles provide a very good basis for building a particularly 
strong foundation to develop into a more operational function.”

it has not all been plain sailing, however. while Cronin was used to running 
companies from a logistical and financial sense, he admits that getting 
to grips with operational issues around an industry has proved more 
challenging. “Understanding the background to different issues such as 
environmental, and health and safety, for example, has been a real change,” 
he says. “But i welcome the challenge. i’ve always been ambitious and i’ve 
had a good grounding.”

Cronin adds that one of the most important elements has involved 
building relationships within his industry. with nearly 70 companies 
belonging to UKooG, finding consensus on issues can be difficult. 

He believes that Ceos increasingly need to be able to multi-task, 
developing a deep sense of emotional intelligence and literacy as  
well as an encyclopaedic knowledge of the business they are in and its 
operations. “Ceos nowadays must have the ability to stand in place of 
the consumer or employee, and understand their thinking and point of 
view,” he states.

This has strong implications for the future importance of corporate 
affairs specialists and Cronin argues that it will lead to more reputation 
management and communications professionals taking senior 
operational roles.

He also believes that fTse100 and fTse250 companies will start to 
elevate communications specialists to their main boards - something that 
is currently extremely rare, saying that well over half the issues he faces as 
a Ceo end up being about communications.

This is good news for communications specialists but Cronin cautions that 
skills in other areas are vital too and that corporate communicators must 
develop abilities in finance and operations. 

 “firstly, it’s important to have a strategy across a number of areas, 
such as finance and operations,” he says.  “you need to ensure the 
people surrounding you understand the strategy too, and you must 
have the ability to discuss and change it if required.

“secondly, if issues arise it generally comes down to communication. 
you don’t just need a strategy – you also need the ability to be able to 
communicate it – and progress against it, good or bad.” 

C a r e e r  H I S to ry

CHIeF exeCUtIve 
UNiTed KiNGdom oNsHore oiL aNd Gas (UKooG) 
2013 – preSeNt

SeNIor partNer, Head oF gLoBaL eNergy praCtISe 
KreaB GaViN aNdersoN 2003 – 2012

INveStor reLatIoNS maNager aNd exeCUtIve 
aSSIStaNt to tHe CHaIrmaN & Ceo 
BriTisH eNerGy – BUsiNess reView 1997 – 2003

FINaNCe maNager 
LadBroKe raCiNG 1993 – 1997

gradUate traINee to FINaNCIaL aCCoUNtaNt 
BriTisH Gas 1989 – 1993

“	You	don’t	just	need	a	strategy	-		
you	also	need	the	ability	to	be	able	
to	communicate	it	-	and	progress	
against	it,	good	or	bad”	

“	I	think	we	will	
see	a	trend	
towards	FTSE	
companies	with	
communications	
specialists	on		
the	board”

CHIeF exeCUtIve -  UNIted kINgdom oNSHore oIL aNd gaS 

KeN CroNiN
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a rapidly changing market for senior roles is challenging this status quo.  
a new generation of leaders have developed their skills and outlooks in a 
digitally-connected, always-on world. dramatic increases have taken place 
in the speed at which information is exchanged on a perplexing range of 
media and platforms. Communication is no longer a minor but necessary 
aspect of corporate life.  with an ever greater complexity of audiences 
and stakeholder groups, Ceos have no choice but to spend more time 
communicating and the market has little time for those who get it wrong. 

“The stakeholder environment has become more complex; with more 
activism, more opinions and greater connectivity, which in itself requires  
a more connected form of leadership,” explains rupert younger, 
co-founder of finsbury and now director of oxford University’s 
Centre for Corporate reputation, a research centre based at the  
said Business school.

in response, organisations have become more focused on their own 
reputation management. many now state publicly that they consider 
their robust name or reputation to be their greatest asset. Countless 
corporate studies demonstrate that the loss of reputation exacts 
a high cost. yet, organisations cannot actively control their own 
reputations. rather, these are an output, reflecting consistency and 
integrity of actions, intent and style.  whilst reputation is conferred 
on you by others, an effective reputation engagement strategy is now 
viewed as business critical.

t r a N S L at I N g  C o r p o r at e  a F F a I r S  S k I L L S 

I N to  m a N a g e m e N t  ta L e N t

while the path from corporate affairs roles to general management 
and leadership positions has been pioneered by the individuals we have 
profiled, it remains virgin territory at many organisations. 

The good news is that for corporate affairs and reputation management 
professionals who are still keen to reach the top, their wide-angle view 
of an organisation, core skills of engaging and making people believe and 
their ability to articulate and deliver a message are increasingly in demand. 
There’s huge potential for such individuals to succeed, whether their 
communications background is in westminster, a publicly-listed company 
or a trade association. 

as a result, we are witnessing more corporate affairs and reputation 
management figureheads developing into business leaders. senior 
communications professionals possess increasing influence within 
organisations and enjoy wider exposure to business decisions and 
strategy. an estimated 50% of corporate communications directors now 
sit on executive committees. Communications is emerging as a business-
critical function and as a valid and respected management discipline.  
furthermore, it is increasingly common for potential business leaders  
to be expected to spend some time in the communications function.

it is unsurprising that the range of skills required in a communications role 
can translate effectively into management talent. Through their everyday 
tasks, corporate affairs professionals are honing core Ceo skills such as 
the ability to build a narrative, remain calm in a crisis, multi-task, think fast 
and communicate succinctly and quickly. 

“To do well in communications, you need a combination of high IQ and  
EQ - a tricky balance,” adds younger. “You need to understand key business 
drivers, talk in extreme detail and be a useful antenna for the company.”  

d e v e L o p  B r o a d e r  S k I L L S  I N  C o m m e r C e , 

F I N a N C e  a N d  o p e r at I o N S

Communications skills alone are not sufficient to progress professionals 
into senior executive or Ceo roles. while corporate affairs is 
increasingly attracting people with broad skill-sets from diverse 
backgrounds, resulting in a broad portfolio of experience, a need 
remains for professionals starting in the industry to proactively widen 
their portfolios. without commercial acumen and financial management 
knowledge, an ambitious communicator may find it difficult to progress 
across organisational departments and become stuck in a career rut. 

“It’s vital to develop broad management and commercial skills, the ability 
to read a balance sheet, a broader background beyond one kind of market 
and product,” says Pierre Goad, whose role at HSBC recently expanded  
to include leading the group’s human resources function after a long career 
in communications.

B r o a d e N  yo U r  B U S I N e S S  p o rt F o L I o ; 

v o L U N t e e r  to  L e a d  N e W  p r o J e C t S

all interviewees in our report stressed the importance of volunteering 
for new opportunities and wider involvement throughout an 
organisation. managerial training at institutions such as business 
schools and mBas can help fill financial “gaps”, while there are myriad 
opportunities to gain experience through volunteer board roles.  

By gaining cross-functional and broader experience, and becoming 
involved in wider strategy deliberations, many corporate communications 
professionals have found that their own profile is raised within a business, 
as well as their efforts being rewarded by increased interest externally.

as anna mitchell who recently transitioned from group director of 
communications at Coats to lead the UK Crafts business as managing 
director explains, “The new parts of my current role involved getting to 
grips with the supply chain and how products get to the customer, as well as 
overseeing pricing, costs and margins. If you wish to be considered for a broader 
remit, you need to put your hand up and get involved in projects that aren’t 
directly related to your communications role, and build internal relationships  
in a non-self-serving way”. 

exeCUTiVe 
SUmmary

From	Corporate	Affairs	to	Corporate	Leader:			
Today’s	Corporate	Affairs	Director,	Tomorrow’s	CEO?

It IS Not CommoN to eNvISage Corporate aFFaIrS proFeSSIoNaLS 

aS FUtUre LeaderS.  CommUNICatIoNS IS StILL oFteN regarded aS 

LaCkINg a dIreCt LINk to reveNUe geNeratIoN aNd INCapaBLe oF 

CoNtrIBUtINg to Broader BUSINeSS deCISIoNS. IN tHe SearCH For 

LeaderS WItH tHe deptH aNd dIverSIty oF SkILLS Needed to rUN oUr 

LargeSt, moSt ImportaNt CompaNIeS, INdUStrIeS aNd INdeed tHe 

goverNmeNt, CommUNICatIoNS aNd Corporate aFFaIrS departmeNtS 

Have Not BeeN CoNSIdered aS FrUItFUL pLaCeS to expLore. 

There are some valid reasons for this historical oversight. in past decades, the communications 
marketplace was dominated by specialist consultancies, with few significant in-house roles as 
a route into senior management. it was even rarer for a corporate affairs professional to have 
a seat on a corporate executive committee. other functions such as finance were viewed 
as a more natural route, due to their ability to dissect operations, apply financial acumen and 
direct resources.  Lacking direct attribution to corporate successes and commercial benefit, 
corporate affairs was overlooked as a source of talent by executives considering succession 
planning. it was consequently ignored by headhunters looking to fill senior management roles.
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I d e N t I F y  a  m e N to r

Being vocal about one’s ambitions is of paramount importance. most  
of our current crop of leaders admit to having had close senior support, 
including mentors who were prepared to guide and to challenge them 
into trying new roles. many of our interviewees suggested considering 
a move to another organisation if that support culture does not exist 
within an existing employer. an open-minded environment is needed  
to facilitate a transition out of corporate affairs.

B U I L d  p e r S o N a L  N e t W o r k S ; C o N S I d e r 

L e S S  H I g H  p r o F I L e  r o L e S

while ambitious and hungry potential leaders might want to 
move upwards quickly, the journey to leadership may not be 
straightforward. as some of our interviewees point out, sometimes 
it is necessary or expedient to move sideways into a role that may 
not be high-profile or report directly to a chief executive. such 
moves can equip individuals with new skills, vastly improve their 
operational knowledge and help them make connections that may 
fuel future progress. This process can build personal networks and 
add direct experience of an array of different functions, geographies 
and business areas to an executive’s communications prowess. as 
andrew davis who now leads a european market at smiths detection 
but was previously its director of communications says, “don’t assume 
you fully understand every aspect of a business.  you have to be humble 
and learn how to manage the details of a balance sheet. you also need to 
get used to dealing with ambiguity that often exists around the decision 
making process”.

some of our interviewees found invaluable experience from gaining 
Ned positions, though there remains concern that corporate affairs 
professionals are not often considered for such roles.

a rt I C U L at e  t H e  B e N e F I t S  C o r p o r at e 

a F F a I r S  L e a d e r S  B r I N g

“i consider myself first and foremost a business leader,” says Charlotte 
Lambkin, corporate relations director at diageo. “as a member of the 
group executive committee, my role is much more than just  
about communications.

“Corporate relations is a much wider remit.  i have a director of 
communications reporting to me. Corporate relations makes an 
important contribution to the bottom line because of its public affairs 
and regulation remit, and the role of Csr to boards. The value is not 
just in the issues you manage with boards.  my role is about pro-active 
political risk mapping and forecasting. we need to articulate what 
benefits we bring.”

others in trade and professional bodies have made fruitful transitions 
to leadership roles. This may be explained by the campaigning nature 
and mind-set of many such organisations, which aligns leadership closely 
to communications. yet, such organisations, like third sector groups, can 
be large and diverse concerns and increasingly operate on extremely 
commercial lines, so skills other than communications are in demand 
there as much as they are at limited companies.

I S  I t  r I g H t  F o r  yo U ?

in the near term, the increasing numbers of corporate affairs leaders 
in executive committee roles and the encouraging level of support 
that now exists within businesses can make this ambition a reality. 
at Broome yasar partnership, we are sure that the market will see 
more communications professionals making this transition, but careful 
planning and ambition are prerequisites to tread the path  
to leadership.

of course, the chief executive position does come with a health 
warning. it can be a lonely existence and operating in the spotlight 
is not for everyone. for those who wish to travel in this direction, 
however, the good news is that the route is becoming well-established, 
there are signposts along the way and support now exists for the 
journey. Bon voyage. 

• eNSUre yoUr 
orgaNISatIoN IS 
SUpportIve oF yoUr 
amBItIoNS – IF It  
ISN’t, move 

• Look to gaIN 
CommerCIaL aNd 
FINaNCIaL SkILLS  
aNd experIeNCe

• BUILd yoUr NetWork 
oUtSIde yoUr 
orgaNISatIoN

• do yoUr oWN pr WItHIN 
yoUr BUSINeSS aNd get  
to kNoW aS mUCH aS  
yoU CaN aBoUt HoW  
It WorkS 

• FINd a SUpportIve SeNIor 
meNtor

• CoNSIder exterNaL 
maNagemeNt traININg 
e.g. aN mBa, Not-For-
proFIt SeCtor to  
add SkILLS

• doN’t UNderrate yoUr  
exIStINg SkILLS

• voLUNteer For StrategIC 
aNd otHer maNagerIaL 
opportUNItIeS aNd keep 
yoUrSeLF vISIBLe

• CoNSIder a move 
SIdeWayS IF It HeLpS BUILd 
experIeNCe 

• UNderStaNd tHe trUe 
NatUre oF a LeaderSHIp 
roLe aNd eNSUre yoU 
reaLLy WaNt It 

From	Corporate	Affairs	to	Corporate	Leader:

F r o m  C o r p o r at e  a F F a I r S  to  C o r p o r at e  L e a d e r t r U S t e d  pa rt N e r S H I p  I N  a C t I o N



3 0 F r o m  C o r p o r at e  a F F a I r S  to  C o r p o r at e  L e a d e r

aBoUT  
Broome yaSar 
partNerSHIp

we are speCiaLisTs - we foCUs exCLUsiVeLy oN seNior  

exeCUTiVe reCrUiTmeNT iN CorporaTe affairs aNd  

iNVesTor reLaTioNs. 

our partners have been instrumental in the appointment of over  
500 senior communications leadership roles across multiple global  
markets for both corporate clients and consultancies.

we are proud to be boutique and niche, combined with a truly  
global reach – it reflects our collaborative and personalised approach.

For more information on Broome yasar partnership,  
please visit www.broomeyasar.com

Tallis House, 2 Tallis street
London eC4y 0aB, UK
t +44 (0)20 3666 5130
e contact@broomeyasar.com

wHy tHe 
partNerSHIp?

t rU S t e d  pa rt N e r S H I p

we listen and we challenge, 
ensuring an honest and 
transparent search process.  

we work hard to continually 
maintain and grow our network 
of loyal candidate relationships 
and genuine client partnerships.  

g L o B a L  N e t W o r k

our clients operate globally 
and so do we. reflecting today’s 
global workforce, we attract the 
best talent worldwide regardless  
of territory.  

part of Bay partnership, the 
global corporate affairs executive 
recruiter, our partners have 
successfully helped appoint 
corporate affairs and investor 
relations leadership roles across 
europe, asia pacific and  
North america.

I N d U S t ry  I N S I g H t

we like to share our vast industry 
knowledge and experience.  

we remain at the forefront of the 
latest thinking in this fast evolving 
function, an established authority 
with a unique insight into the 
profession.

we regularly bring together  
our communications community 
through thought-provoking 
networking forums and industry 

leading content.

S p e C I a L I S t 

k N o W L e d g e

There is no substitute for  
knowing an industry inside and 
out – each of our partners has at 
least 20 years’ corporate affairs 
or investor relations industry 
experience.  

The result?  Trusted, personal 
relationships with the industry’s 
top-performing professionals.

B e S p o k e  S e rv I C e

every search is unique and we 
believe in a bespoke solution  
to each and every assignment  
we undertake.

This has ensured a 100%  
success rate since our business 
was established – an achievement 
we are determined to continue.



t r U S t e d  pa rt N e r S H I p  I N  a C t I o N

W W W. B r o o m e ya S a r . C o m


