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Listening to feedback is
something everybody always
tries to do, but is difficult to
make time for in the general
rush. But who knows better
how we can improve on what
we do than our clients? It
makes sense on every level 
to listen to clients and their
priorities (and what’s worse,
after all, than organisations who
talk a good game with regard
to ‘customer satisfaction’, when
our own experience tells us it’s
nothing but lip service?).

Several issues in particular kept
coming up in the general
feedback: the notion (quickly
discredited) that many
outplacement clients had that
they could ‘sign up’ with an
appropriate headhunter and,
eventually, a job would come
their way, and the difficulty they
had in making meaningful
contact with headhunters.

We at Executive Action are
always, by instinct and good
business sense, trying to
improve relationships with each
other, our network and
contacts. In building good

relations with headhunters we
know that we have to address
areas of mutual interest –
they’re as busy as the rest of
us, after all. With this in mind,
the research team are looking
at ways to provide better
access to information for and
about clients on our extranet,
as well as linking up those 
who have met particular
headhunters with those that
want to meet them (even
perhaps with an Amazon-style
starred review!). 

We’ve also welcomed Sarah
Collins to the team. Sarah is
immensely experienced, having
worked as a coach, 
HR director, organisational
psychologist and headhunter.
As Sarah says, to be the name
that crops up at the right time,
outplacement clients have to
be networking with a
headhunter’s network. 
Getting out there and making
connections is about sharing
information and working
together, which is always 
a productive thing. 

Anne Isaacs

Anne Isaacs 

BUILDING
RELATIONSHIPS
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I have spent virtually all my
career practising the
disciplines of strategic
marketing – using the
techniques of research,
planning, and brand
positioning and so on, to
develop new advertising and
marketing ideas or in new
product development, etc.,
etc. Rightly or wrongly, these
now well-honed and oft-
rehearsed marketing
approaches are what I reach
for instinctively when
confronting any business
issue. This is what I love to
do. This is my comfort zone.

And yet, when it came to
marketing myself recently, 

I automatically slipped into
assuming that this was
somehow more in the realm
of the HR function, or the
headhunter, or even 
perhaps the mystical world 
of the life coach.

Frankly, I had never really
confronted this issue
personally before, having a
career that seemed to
progress and flow organically
through my own network –
from an early career in
advertising when a client
(Perrier) asked me to join as
Marketing Director, moving on
for a long stint at the invitation
of another previous client
(Guinness) – that is, until

Paul Gilham

Paul Gilham held a number of senior
marketing roles including Worldwide
Marketing Director of Guinness, main
board Executive Director for W&D PLC
and until recently, Sales & Marketing
Director Europe for a division of Nestlé
Waters. Here he writes about taking the
leap and marketing himself. 

PHYSICIAN, 
HEAL THYSELF!
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recently, when I came 
to a serious crossroads 
in my life. A “life stage” 
in fact. Objectively, a good
stage, having the 
opportunity and luxury, 
at a relatively young 
middle age, to either retire
completely or to do
something rather different.

However, having a completely
free choice like this isn't
necessarily an easy thing as,
for once, my automatic-
career-pilot was disabled and
I felt the need for a new
guidance system.
Surprisingly, I didn’t default to

my marketing skills to help
me at first. It was only the
prompting of the people and
the process at Executive
Action that re-stimulated my
marketing reflexes. 

Objective research
When Leonard Magrill 
(my consultant at Executive
Action) suggested I solicit
formal feedback from 
friends and colleagues, 
my marketing alter ego
recognised in this the value of
good objective research, akin
to research on my own
product from my customers
(as it were). Viewed from this

more familiar perspective,
instead of finding the process
inhibiting and personal, 
I found it terrifically illuminating
and surprisingly consistent
and clear. I have always
particularly enjoyed this 
stage in the marketing
process as the strengths 
and weaknesses of the brand
emerge and the raw material,
the marketing “clay”, starts to
take some primal shape.
Opportunities start to suggest
themselves and coalesce.
Positive research on the
product also gave me the
courage to be more overt and
less shy about my strengths
and more single minded in 
my direction. 

Strategy
When I moved on and started
to write my "personal
development plan", I took
comfort in the clarity and
direction of proper strategy. 
I have always believed the
discipline of actually writing

continued on page 4

I am finally ready to be
relaunched and repositioned; 
I have my research, objectives,
strategy, selling tools and
marketing material assembled.
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down a strategy to be
particularly crucial. Where
every word is chosen
economically with a real
significance, you can
eliminate most routes and
define the new direction very,
very precisely. The discipline
of this process was especially
worthwhile in my situation,
which could otherwise be so
easily clouded with personal
insecurities and emotions. It is
all too easy (but perfectly
natural) for instance, to want
to build in too many personal
contingencies, and muddy
the direction. I would have
been very strict in excluding
irrelevant or generic benefits
in my work discipline, so why
not in my own personal
proposition? Now clearly
"differentiated", I felt (curiously)
much better!

Advertising execution
The next stage I saw as more
“executional”, and with my
marketing orientation tuned
into my own future career it
was time to fundamentally
reconsider my CV (for which,
now read “advertising
execution”). This was the

continued from page 3

� gilhampaul@aol.com

opportunity to give real
expression to my strategy, to
try to bring my brand to life.
The great blue chip
companies that I had worked
for, the famous campaigns 
I had developed deserved
more than just a bald
statement (I think the stimulus
to this was a conversation
with Leonard when I showed
him the images in “The
Guinness Book of
Advertising”; a standard dry
résumé couldn’t do justice to
the pages of advertising I had
developed for this wonderful
brand). So the new CV took
shape emblazoned with the
corporate logos of Perrier,
Pepsi, Guinness, Nestlé and
Powwow. The successful
campaigns I had worked on
as a Marketing Director
around the world were
illustrated with discrete
vignettes alongside the usual
reverse chronology of roles
and achievements. 

Perhaps getting slightly carried
away at this point, I even
edited together a short five
minute film version of my
curriculum vitae with a

Two of PaulÕs best known Guinness campaigns

sequence of TV interviews
and commercials. You never
know when you might need it!

Ready to launch
So here I am, finally ready 
to be relaunched and
repositioned. I have my
research, objectives, strategy,
selling tools and marketing
material assembled. 

After a successful commercial
career in marketing I am now
(to quote from my new CV)
“seeking a significant career
change in order to use these
abilities in new ‘worthwhile’
environments”. The marketing
campaign proper is just
starting with market
opportunities to research 
and explore and pilot
exercises to test out and
refine my brand proposition. 

Perhaps there is some 
poetic justice in a marketing
man finally turning into his own
brand (!) but I suspect that this
may not be peculiar to my
own discipline. A Finance
Director may be equally struck
and motivated by the parallels
between relaunching his own
career and the process of an
IPO, for instance. Whatever it
takes, I commend the
process to anyone in the
same position and wish you
well with it. �
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Sarah Collins has joined the
Executive Action team to
develop relationships with
corporate clients and the
headhunting community. 
She is, in the well-worn
phrase, a ‘poacher turned
gamekeeper’, having been a
Headhunter herself, also a
Human Resources Director,
an Executive Coach for
teams and individuals, a
Mentor (both internal and
external), and a Corporate
Psychologist… in short, 
she is very experienced in
managing the people aspect
of business needs.

“As a Headhunter (with
Goddard Kay Rogers, Russell
Reynolds and latterly HG
Associates), building a 
long-term relationship with
corporate clients often meant

that my role expanded
dramatically. I would be 
called in as a confidante, 
a sounding-board for new
ideas, to problem-solve 
or brainstorm on the
functionality of the
organisation, to advise on the
scope of a new role, or the
feasibility of finding someone
who might tick all the boxes. 
I found this very rewarding,
but it made me think about
organisational behaviour, and
how I’d like the theory and
assessment tools to back up
my analyses”.

Sarah continued to work
part-time with Russell
Reynolds, specialising in the
telecoms and new media
fields, whilst completing an
MSc in Organisational
Behaviour at City of London

THE INSIDE 
TRACK

Executive Action’s Sarah Collins shares
some of her experience as a Headhunter,
Coach, Mentor, Human Resources
Director and Organisational Psychologist

Sarah Collins



06

EXECUTIVE EYE� SPRING/SUMMER 2006

continued from page 5

University. “Though my own
career hasn’t been a linear
progression it has always
focused on human
performance, combined with
business strategy – you need
both to succeed. I’ve always
set myself goals and (most of
the time) had a clear idea of
what I needed to work
towards. I’ve learnt whatever
I can from each stage and
welcomed new initiatives and
innovative thinking – as long
as it goes to the bottom line!
I’d like to think I’m pulling all
my experience together with
Executive Action.

“This company’s position in
the marketplace makes
sense to me, perhaps
because it reflects my own
values which are based on
the belief that each and every
one has something to offer –
it is just a matter of finding
the key. There seems a clear
need for a professional,
strategically-focused,
personal and caring career
management business; that’s
the profile I’d look for if I was
shopping around for
someone to help my career. 

“Coaching, for me, is about
helping individuals and
groups to recognise how
their behaviour and actions
influence the emotional
choices of other team
members, introducing them
to alternatives that change
the outcome for the better.
Sometimes this can be as
simple as observing a team
meeting, recording repetitive
behaviour and changing the
roles that individuals play to
underline particular strengths
or draw on hidden talents.
Sometimes it is very hard to
recognise what you are doing
without feedback that is
objective and rational.

“I sometimes wonder if being
a woman has enabled me to
do this better; I’ve found that I
can be direct, particularly with

ÒIÕm also very interested in the link between
motivation and happiness...Ó
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men, without being seen as 
a competitor or making
people defensive.

“When recruiting a senior
executive, businesses often
set out to find someone who
has a skill set that just
doesn’t exist, or may only
exist in an industry sector
different from their own – it
can be very difficult to
separate technical skills from
the environment in which
they have been learnt – and
similarly it may be difficult to
accept that a candidate who
has alternative technical skills
but the right cultural and
leadership qualities may be a
better choice for the job.
There are often enormous
time pressures or strategic
issues at stake, so getting
the person up and running
fast may colour the
recruitment decision to the
detriment of both the
individual and the business.
People can and do enjoy
learning, and behaviour is
something that can be learnt!

“One of my interests is the link
between personal and career
development, particularly
around middle age when
people have often fulfilled
many of their early goals. In
‘Psychology At Work’ John
Hunt explores the idea of
bringing together the ambitions

of personal life and career at
this stage in our lives, making
a positive experience of
middle age, when (as we all
know) some people perceive 
it as a nightmare.

“I’m also very interested in
the link between motivation
and happiness, working from
the premise that people work
more successfully (and in a
business context, more
profitably) when they are
happy and engaged. There
has been lots of research
recently by various
management gurus on
Emotional Intelligence and
Leadership (as defined by
Daniel Goleman) – roughly
speaking, self-awareness,
awareness of others and
awareness of the
environment in which they

are operating. People with a
high level of E.I. have been
shown to make better
business leaders, handle
problems better and make
better decisions, and funnily
enough it works at home too.
People buy in to their
leadership because they
listen and react appropriately.

“Work on this was pioneered
by Daniel Golemen, who’s
since joined up with the
CASEL (Centre for
Academic, Social &
Emotional Learning) Institute
in Massachusetts, and the
learning is beginning to be
applied in schools in the UK.
From foundation level
upwards, rather than being
told (as we were), children
are helped to acquire the
skills necessary to learn, to
understand with their heads,
their hands and their hearts
to be self aware, socially
aware and situationally
aware. I’m currently working
with Bedales (my daughters’
school) to help them apply
the principles of E.I. in a
practical way. It’s a simple
equation: socially and
emotionally aware children –
and adults – are happier 
and more balanced and 
can deal with their 
frustrations better. The real
objective is nothing less than
a better world!”  �

I’ve always
found it 
critical to
listen,
facilitate,
elicit and put
into practice
– not just tell. 
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LAW: INSIDE  
Lawyers today: easy come, easy go?



09

Kitty Watton

continued on page 10

Once, if you wanted to be 
a City lawyer, the career 
path was clearly defined – 
law degree or equivalent, 
Law Society finals, two-year
traineeship at a law firm to
become qualified, then being

taken on by
that firm as a
newly-fledged
solicitor. 
From there,

specialization in a chosen area
of law, up the ranks through
associate, senior associate,
salaried partner and, finally, the
Holy Grail: equity partner, and
time to sit back, delegate
everything and earn a lot. 

In practice, of course, 
the position is not so
straightforward. Since the
1980s, the legal profession,
along with many other
institutions, has undergone 
a wholesale shake up, with 
a cultural shift from old-school
profession – loyal clients,
gentlemanly conduct, job-for-
life – to commercial

businesses, with marketing
departments, Practice
Managers and an increasing
focus on the bottom line. 
The traditional hierarchical
structure has been
maintained, but trainees no
longer automatically get a job
on qualifying. Experienced
solicitors are regularly ‘let go’,
with seniority offering no
protection as partners find
themselves having to look for
new positions. Sometimes 
it gets ugly.  

The flip side is that lawyers
have few qualms about
looking around for a better
offer. The advent of global law
firms has meant lucrative
opportunities are available –
US outfits opening London
offices and offering ‘mid-
Atlantic’ salaries have put
serious pressure on UK firms.
It is increasingly common for
lawyers to work for several law
firms throughout their career,
or to move into business as
an in-house adviser. 

Kitty Watton, a former lawyer, reflects
on changes in the legal profession in
the last 20 years, and consequential
shifts in legal career management.

AND OUT
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continued from page 9

Changing trends
There has been an 
increasing trend towards
specialism which has also
impacted on career
management. As individual
lawyers’ fields of focus get
narrower, they are more prone
to the ‘feast or famine’ cycle
that affects their firms,
mirroring the economy
generally. If you’re a
commercial property specialist,
you may be vulnerable when
the market falls.

Thankfully, the modernization 
of the legal profession has
included the introduction of 
HR departments. Old habits
die hard, though, and it can 
be difficult for partners to 
hand over responsibility to
career management
professionals. (It is often difficult
for lawyers to make the
transition from technical
experts to business managers
– specialist coaching can 
reap dividends here). 

The introduction of new ideas,
such as flexible working
arrangements or career
breaks, may be met with
opposition initially, but a
shortage of suitable
candidates in an increasingly
competitive environment
means business sense 
should prevail.

Alternative routes
For lawyers looking for a new
position, there are various
routes to market. Traditionally,
the starting point is to go to a
specialist legal recruitment
agencies (there are 86 listed
on Venables’ legal resource
website alone). These can
prove particularly helpful at
the junior end of the scale,
where the requirement is
effectively ‘more of the
same’. They are not so good
for those considering
possible alternative career
options, or for those at 
a senior level where effective
networking is as likely to
bring about success. 

Similarly, general executive
headhunters may be the 
best bet for Chief Legal
Officers or their equivalent, 
as the person ultimately
responsible for the hire is
likely to be the CEO or HR
Director, and is perhaps less
familiar with specialist legal
agencies. The problem for

many lawyers is that they
know they want change – 
but they don’t know exactly
what they want, nor how to
achieve it. Having spent
years in a hothouse
environment, they lose sight
of the bigger picture,
unaware of opportunities
available to them, and often
need help in thinking laterally
and taking action.

Perspective
Executive Action has 
helped a number of legal
clients develop their careers
over the last 20 or so years –
both senior in-house lawyers
from blue chip companies,
and those from law firms,
such as Berwin Leighton,
Farrers, Allen & Overy,
Mourant and Davies Arnold
Cooper. As specialists
themselves, lawyers
appreciate Executive Action’s
expertise in its field, and
benefit from EA’s fresh
perspective, innovation and
creative thinking. �

Having spent years in a
hothouse environment, lawyers
often need help in thinking
laterally and taking action.
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A couple of months ago,
Derek Browne received a
letter from No. 10. The PM
was considering nominating
him for the Queen’s Award
for Enterprise Promotion,
would he mind? Not bad 
for the former cheeky lad 
at the back of the class, 
son of Bajan and Guyanese
immigrants, who, leaving
school with minimal
qualifications, once received
career advice that perhaps
he could make it as a
postman.

Derek is living proof of what
can be achieved given a bit
of lateral thinking, a fair dose

of hard work and a strong
drive to succeed.

Having talked his way 
into college and gained a
business degree (in two
years), Derek eventually
achieved his dream to work
in the City, on the trading
floor at Barings. His
inspiration had been the
Eddie Murphy character in
Trading Places – the mid-80s
film in which a former hustler,
given an opportunity to 
enter the business world,
integrates his skills and 
uses his unique background
to bring a new thinking to
Wall Street. Derek Browne

ENTREPRENEURS 
IN ACTION
Derek Browne, founder of
Entrepreneurs in Action which aims to
find tomorrow’s entrepreneurs, talks to
Kitty Watton about recent successes.

continued on page 12
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Aged 24, Derek was running
a $40 million book and still
found time to represent Britain
as an international Triple Jump
champion. He used this
experience to good effect,
developing a career 
in sports management
following the Barings crash,
but was soon headhunted 
by one of the MDs of Merrill
Lynch who recognised
Derek’s knowledge of
business and finance,
combined with his natural
charisma, would make him an
ideal private banker. 

With many of his clients being
top entrepreneurs, and the
Trading Places idea still
resonating, Derek started
going into schools and telling
his story to raise kids’
awareness of the business
world and demonstrate that 
it was something they could
engage with. Such was 
the response, in 2002 he
gave up the lucrative City
career and established
Entrepreneurs in Action (EiA).

One of Derek’s proudest
moments was seeing the
change in a group of
teenagers make top class
boardroom presentations to
the CEOs of Barclays Bank
and rolling stock investors
Angel Trains. As part of a

week-long programme, the
companies set business
challenges to the students,
requiring them to develop
marketing strategies targeted
at young people. The
companies left with fresh
ideas and a greater
understanding of what makes
young people tick, whilst the
students gained confidence,
business skills and
awareness of opportunities
that might otherwise have
been closed to them.

Derek is keen to build on this
and other successes. He
continues to seek out senior
directors who share his

passion to engage younger
people, nurturing and bringing
to the fore real entrepreneurial
talent, whilst raising self-belief
and the aspirations of these
young people. “Recruitment
shouldn’t be by postcode”.
Derek sees many of these
kids transformed by the
experience, highlighting the
waste of quality talent that
businesses don’t pick up on.

What’s clear is that someone
has picked up on the good
work EiA is doing – you don’t
win a Queen’s Award for
Enterprise Promotion for
nothing. According to Derek,
“this award recognises the
importance of helping young
people from a variety of
backgrounds develop key 
soft skills and to be
successful in business or
future employment.”  It will
help generate publicity 
(a profile in the FT has been
followed by a nomination for
Business Personality 2006)
and further support for EiA’s
work, something that
Executive Action is proud to
be associated with. The two
companies have a strong
relationship, both being part of
the Rockpools ‘family’, with a
shared interest and expertise
in career development. �

� www.theeia.co.uk

continued from page 11

EiA goals
� EiA is dedicated to

developing a new
generation of
entrepreneurs drawn
from diverse and
challenging
backgrounds. 

� It runs a series of
innovative
programmes linking
young people with
business – to their
mutual benefit – taking
students from the
class room to the
board room.
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