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Grooming leaders of the future  
is becoming a high stakes gambit 

for companies that want to  
retain a competitive edge.
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The Next
Generation
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Leaders are made, not born. It’s 
a truism that’s trotted out ev-
ery time a corporate executive 

talks about leadership development, 
but there’s mounting evidence that 
the talk is finally being translated 
into action. Maybe it’s the reality of 
globalization; maybe it’s that the ag-
ing of the baby-boom generation is 
creating gaps in corporate organiza-
tion charts. Whatever the motivation, 
the growing number of leadership 
development programs now being 
rethought and reorganized makes it 
clear that U.S. business is concerned 
about its future management needs.

More than 40% of the 
major international com-
panies recently surveyed 
by Corporate University 
Xchange, a research and 
consulting organization 
based in Harrisburg, PA, 
say they have just signifi-
cantly changed or totally 
revamped the internal 
programs they rely on to 
produce their next gen-
eration of leaders. One 
reason: A mere 3% of 
those surveyed say they 
believe they have the 
ability to find the leader-
ship talent they require. 
“There’s a big problem 
here,” says Sue Todd, president and 
CEO of CorpU. “We’ve been saying it 
and saying it and saying it, and it is 
still not working.”

As Todd sees it, businesspeople 
have long talked about the need for 
leadership development, but many 
have failed to make it a priority. Too 
often, she says, organizations suc-
cumb to pressure to meet quarterly 
earnings expectations and other 
short-term needs, behavior that can 
deprive them of important man-
agement resources when they are 
most needed. Todd points to recent 
succession problems in the finan-
cial sector, where major banks and 

brokerage firms have been forced 
to scurry when they needed to put a 
new CEO in place.

Concern over the quality of future 
leaders has been steadily growing 
as businesses have expanded glob-
ally and technologically. At the same 
time, retiring baby-boomers are cre-
ating a significant talent drain. Still, 
the number of businesses CorpU will 
be honoring this month with awards 
for excellence in corporate education 
suggests that many are stepping up 
to the challenge. The best are pro-
viding the funding and flexibility to 
create and implement companywide 

professional development plans. 
They are embracing concepts like ac-
tion learning, where leaders gain on-
the-job experience by solving real 
business problems as they happen. 
At the very best, increasing numbers 
of senior management—starting 
with the CEO—are taking an active 
role by supporting and participating 
in the programs. 

Overseeing a Far-Flung Empire 
A perfect example is Staples, which 
has had a successful leadership 
development program targeted at 
midlevel management for nearly a 
decade. It is now also focusing on the 

development of top-level executives. 
The change wasn’t prompted by a 
single event or moment in time, but 
rather by a growing appreciation of 
the value of such programs in an in-
creasingly complex business world. 

“More and more, we are becom-
ing a global company,” says Nancy 
Persson, vice president of organi-
zation development, training, and 
internal communications. Staples 
now does business in 22 countries, 
compared with six a few years ago. 
“When you look at the rapid growth 
of markets and economies like India 
and China,” she says, “you realize 

you have to prepare 
for where the world is 
going.” Borrowing a 
metaphor from Wayne 
Gretzky, Persson adds 
that Staples needs to 
“skate to where the 
puck is going to be,” 
not toward where it 
is at the moment. To 
do that, the company 
developed a compe-
tency model for the 
leadership skills its 
executives will need; 
it includes inspiring 
people, driving results, 
integrating operations 
around the globe, and 

an uncompromising commitment to 
creating an ethical environment.

Message From the Top
In building a successful leadership 
development program, buy-in from 
the top echelon is critical. Such hands-
on C-suite involvement sends a clear 
message that leadership development 
is more than important; it’s critical. 

UBS makes the point by using 
management in creative ways. It 
doesn’t hire outside teachers for its 
corporate university. Instead, it taps 
its own top executives, including its 
CEO and CFO, to teach courses. 

A big believer in experiential 
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It’s just a piece of plastic that lives in your 

wallet from a company that’s being recognized 

for excellence and innovation by the Corporate 

University Xchange. Credit where credit’s due.

This piece of plastic realizes it’s only as good as the people behind it. That’s why MasterCard Worldwide continually invests in their employees through 

its employee and leadership development programs of MasterCard University. It’s this kind of dedication to excellence and innovation that has led us to 

be recognized by the Corporate University Xchange for the second year in a row, affi rming MasterCard Worldwide’s position at The Heart of Commerce.™
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learning, UBS also developed its 
popular Business Challenge pro-
gram, through which small teams 
of “emerging talent” five to seven 
years into their careers work directly 
with a top leader on a strategic busi-
ness opportunity. One team recently 
tackled ways of improving employee 
mobility within the company; an-
other developed a Middle East eq-
uity strategy. “These are not case 
studies. They are real-life issues,” 
says Barbara Cona Amone, head 
of global talent at UBS Investment 
Bank, noting that some 60% of all 
challenge team recommendations 
have been implemented.

The impetus for change can come 
from diverse directions. At Master-
Card, senior leadership seized on a 
momentous change—its May 2006 

initial public offering—as an opportu-
nity to ramp up its talent development 
program. There was “a deep desire 
to make sure that the company, as it 
transformed itself, also transformed 
its leadership team across the board,” 
says Rebecca Ray, who joined Master-
Card as head of global talent manage-
ment and development shortly before 
the public offering. 

Under Ray’s direction, a series 
of leadership assessments and tar-
geted development actions, start-
ing with the top corporate officers, 
soon worked its way down to the 
next 200 senior leaders “at the top of 
the house.” That momentum led to a 
broader talent development initiative 
designed to create “leaders at all lev-
els,” says Ray, who is convinced that 
managers must take an active role in 
making their employees successful. 

To prepare for the IPO, which 
was championed by then-CFO Chris 
McWilton, three “maps” were cre-
ated that pointed the way to coming 
changes. One outlined MasterCard’s 
competitive landscape, another 
showed how the company made its 
money, and the third took a look at 
MasterCard’s strategies. Specially 
trained business-line leaders and 

HR professionals then explained 
these maps to small groups of em-
ployees to make sure everyone was 
ready to “step off the curb smartly” 
once MasterCard became a publicly 
traded company.

The critical skills that will be 
needed by future leaders continue 
to evolve as global markets and the 
importance of utilizing sophisticated 
technology increase. “The world is 
changing fast,” says Rick McAnally, 
John Deere’s director of global talent 
management. To keep pace, Deere 
is actively managing the progress 
of those who are tapped. “We don’t 
want to waste time in their careers,” 
McAnally says. 

Deere, a leading producer of trac-
tors and construction equipment, 
works hard to make sure that tal-
ented employees get the help they 
need to grow. That might translate 
into on-the-job experience to de-
velop skills in areas ranging from 
logistics to finance, or it might be 
focused educational offerings like 
classroom learning and high-level 
coaching. “We are doing this pur-
posefully,” McAnally says, “so that 
when we need people to be ready, 
they are ready.” 

Best Overall
Schwan Food Company

Alignment 
Schwan Food Company and UBS

Alliances
Schwan Food Company 

Corporate/College Partnerships
Schwan Food Company 

Launching a New Initiative
Plastipak Packaging

Leadership Development
Farmers Insurance and MasterCard

Learning Technology
Farmers Insurance and  
Schwan Food Company

Marketing
MasterCard 

Measurement
Farmers Insurance 

Best in Class
Winners of Corporate University 

Xchange 2007 Awards for 
Excellence and Innovation in 

corporate learning.

To be presented at the Training  
2008 conference on Feb. 5.



Act today. Call 866-827-8467
www.corporatelearning.com

Growing companies today understand that the best 
investment they can make is in human capital. What 
they may not know is how to manage and measure that 
investment.

We do. We’re a recognized leader in developing 
customized, measurable learning programs for 
companies across the nation. 

Our approach is unique. We work with companies to 
develop contextualized learning programs for their 
employees that meet the strategic goals of the organization. 
Employees grow in areas that matter most. They’re more 
productive, and they earn respected degrees in the process. 

It’s a high-impact way to assure that your most 
important asset grows in value – today and 
tomorrow.

Growing companies today understand that the best tand throwing c
investment they can make is in human capital Whatman caestment

 The Best
   Investment
 You Can Make.

Accredited by The Higher Learning Commission of the North Central Association of 
Colleges and Schools.  The Bellevue University College of Business degree programs also are 

accredited by the International Assembly for Collegiate Business Education (IACBE).  
Bellevue University does not discriminate on the basis of age, race, color, religion, 

sex, national origin, or disability in the educational programs and activities it operates.

Hint: 
It’s your most 

important asset.

Winner 21st Century 
Best Practices in 

Distance Education

Top 20 accredited universities 
nationwide for programs that 
exhibit vision, measurement, 

delivery, value, and impact 
on organizations alongside 
Northwestern, MIT, Harvard 

Business School, and others.
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At UBS, we know our business depends on the talent and dedication of

our people. That’s why we’re committed to developing and investing in

our employees through a range of learning initiatives. It’s our investment

to help you realize your potential and show we value your contribution.

It starts with you: www.ubs.com/careers

UBS is an Equal Opportunity Employer committed to diversity in its workplace.

Career potential 
you can count on.  

It starts with you.

The Virtual Learning Curve
At most companies, technology has 
become an important part of the lead-
ership development process. “About 
four years ago, everyone was going 
crazy about e-learning,” says CorpU’s 
Todd. This initial enthusiasm had to 
be redirected, she says, when basic 
online modules didn’t turn out to be 
“cheaper, faster, or better.” Today’s 
cutting-edge software—which makes 
use of wikis, blogs, and 3-D simula-
tions—is moving toward new kinds 
of learning environments where po-
tential leaders interact, test skills, and 
build knowledge together. 

At Bellevue University in Nebraska, 
online courses are designed to be 
group learning experiences rather than 
isolated individual ones. “The class 
stays together through the entire under-
graduate degree completion program,” 
says Michael E. Echols, vice president 
of strategic initiatives. The teacher is 
responsible for building a cohesive 
community by encouraging dialogue, 
developing group values, and accom-
modating diverse learning styles. 

In a world where business meet-
ings commonly take place by com-
puter and videoconference, this 
group approach also models the skills 

needed to motivate behavior and 
build relationships in an increasingly 
cyber business environment. In ad-
dition, it teaches future leaders the 
importance of good communication. 
“Communication means something 
other than just knowing which key to 
press,” Echols says. “It means engag-
ing in dialogue and debate. It means 
the synthesis of complex ideas. Lead-
ers today need to have that ability.” 

Echols understands the effective-
ness of group cyber learning efforts 
because he’s measured the impact. 
Bellevue, which offers corporations 
custom-designed development pro-
grams in a variety of formats, recently 
opened its brand-new Human Capital 
Lab, where Echols and others pre-
cisely evaluate the business impact of 
learning programs, whether they are 
used to develop new store managers 
or to mentor senior executives. 

This type of analysis is critical be-
cause companies too often spend 
money without having any idea of 
whether they are getting a return on 
their learning and development in-
vestment. Businesses with the most 
effective leadership development 
programs, says Echols, recognize the 
need to invest time as well as money 
in the process. “You can’t create lead-
ers in one quarter.”

To be successful, programs must 
also be closely aligned with corporate 
objectives and have enough built-in 
flexibility to react to change. “Our de-
velopment objectives change from year 
to year,” says Staples’ Persson, not-
ing that all leadership programs need 
tweaking over time. But when the pro-
grams are properly aligned with overall 
business goals, changes usually consist 
of minor recalibrations. “If we’ve got  
it right,” she says, “it’s a matter of a 
two- or three-degree adjustment, not a 
45-degree one.” 	 —Lynn Asinof

To advertise in our Corporate Education sec-
tions, contact Pete Franco at 212.522.4227. 
For reprints, call Jo Mattern at 212.522.2582.

Only 3% of companies surveyed 
by Corporate University Xchange 
feel they have the ability to find 
the leadership talent they need.
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