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Introduction

International expansion and entry into new markets is on the business
agenda for most companies. As business needs and expectations change,
the role of the global mobility professional is also entering new territory.

Over the past five years, the role of the global mobility professional has evolved and the extent of change is significant. The role of global mobility
is evolving in response to a more complex and challenging environment; the number and types of global deployments has risen, in addition to
business and talent objectives involving global mobility and the increased scrutiny on compliance. Growing investment in international expansion
and changing business models has meant that global mobility is no longer expected to act as merely a support function. Instead, there is an
increasing expectation for global mobility professionals to act as advisors and partners to the business to help manage their global workforce.

So what is driving the change? What does the new role of global mobility look like and how can professionals manage the changing expectations
of their role? A pulse survey was conducted by Deloitte to determine the extent of change in the role of global mobility professionals and the level
of support that professionals are receiving to manage the change. This insight will draw on the results from this survey to explore the internal and
external triggers for change, outline the key traits of a strategic mobility role and share best practices on how mobility can partner with the business.

THE EXTENT OF CHANGE

88% of companies reported a Further change is also on the way
significant change in the role of the with 87% of companies expecting
global mobility professional over the considerable changes to their role in
past 5 years the next 5 years
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Source: Deloitte Pulse Survey — How is the role of Global Mobility changing?
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What is driving the change?

A combination of both external and internal triggers are driving the change in the role of global mobility professionals with key drivers varying by
region. 80% of EMEA and US companies reported strategic business objectives involving global mobility as their key reason for change.
However, only 40% of APAC companies selected this internal trigger as a driver for change. For APAC companies the top driver for changes in the
role of global mobility was entry into new markets.

EMEA AND US DRIVERS APAC DRIVERS

STRATEGIC BUSINESS OBJECTIVES INVOLVE ENTRY INTO
GLOBAL MOBILITY NEW MARKETS

INCREASED COMPLIANCE/SCRUTINY
E E 2 INCREASED COMPLIANCE/SCRUTINY

ENTRY INTO NEW MARKETS, INCREASED
FOCUS ON TALENT DEVELOPMENT AND NEW STRATEGIC BUSINESS OBJECTIVES
LEADERS WITHIN THE BUSINESS OR MOBILITY INVOLVE GLOBAL MOBILITY

TEAM

Source: Deloitte Pulse Survey — How is the role of Global Mobility changing?

How has the role changed?

The competing demands of global mobility professionals

Changes to the role and expectations of global mobility reveal the complex balancing act that mobility professionals now face. Over the last five
years, the most considerable changes to the role of global mobility professionals have been an increase in advisory support and involvement

in strategic objectives, yet at the same time global mobility is also expected to manage a heavy administrative workload which has also risen
significantly in recent years. The increased scrutiny on compliance, rising volume and complex types of assignments as well as the legacy of being
a traditionally operational role has contributed to the administrative burden for global mobility.

THE TOP 3 ASPECTS OF HOW THE ROLE HAS CHANGED

CONSULTATIVE ASPECTS ADMINISTRATIVE ASPECTS

# Level of consultative/

advisory support Increased

administration e.g.

O g:g‘::i‘:g i cost projections,
§> assignment letter
Involved in business
#2 b : Use of
& mobility strategic
objectives # 2 technology
Assignee selection # BT @ el

# provided to assignee
process

Source: Deloitte Pulse Survey — How is the role of Global Mobility changing?
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What does consultative look like?

WHAT DOES CONSULTATIVE MEAN FOR GLOBAL MOBILITY

IN YOUR ORGANISATION?

ADVISOR
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PROBLEM
SOLVING,
RELATIONSHIPS

PARTNER

STRONG
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MUTUALLY (4
BENEFICIAL

PARTNERSHIP

TOP 4 RESPONSES

INFORMATION
PROVIDER
EXPERTISE,
EDUCATION,
INFORMATION

TRANSACTIONAL
EFFICIENCY, QUALITY,
COST EFFECTIVENESS

So what does consultative mean for other organisations? Consultative
was overwhelmingly defined by companies as meaning an advisor who
has knowledge, solves problems and builds relationships. Whilst this
shows a shift away from global mobility’s historical role as transactional/
information provider, less than a third of companies view mobility
professionals as business partners. Again regional differences were
apparent with 53% of EMEA professionals viewing their role as a
business partner with only 19% of APAC respondents choosing this
definition.

We believe that consultative means developing key relationships
and delivering measureable output that creates competitive
advantage to help the organisation to achieve their overall
objectives; this is what leads to business partnership between
global mobility and the wider organisation.

Based on our experience with mobility professionals in a range of organisations, there are some common identifiable traits of a strategic role versus

How do you measure up?

a support function role.

KEY CHARACTERISTICS
OF A STRATEGIC ROLE

Focuses their role on creating competitive
advantage in line with the business and talent
goals of the company

Demonstrates credibility and personal impact
required to influence key stakeholders

Measures and communicates the contribution
and impact of global mobility

Delivers against defined global mobility and
business objectives

Demonstrates breadth of knowledge and proven
set of skills including customer centricity and
advisory skills

KEY CHARACTERISTICS
OF A SUPPORT FUNCTION ROLE

Spends their time largely on standardised
repeatable work

Experiences difficulties with building
relationships and making an impact on the
business

Struggles with taking the big picture
perspective needed to align the global mobility
agenda with the business agenda

Lacks clearly defined responsibilities or
handoffs with other parts of the business

Requires support with developing the skillset
needed to meet business expectations

... consultative means developing key relationships and delivering
measureable output that creates competitive advantage to help the
organisation to achieve their overall objectives.
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The impact on global mobility’s brand
and value proposition

Along with changes to the global mobility professional’s role, the perception of global mobility’s brand and value proposition has similarly evolved.
Given the increasingly strategic remit of global mobility, there has been a largely positive change to global mobility’s brand. 74% of surveyed
companies indicated a positive change in the brand of mobility within their organisation.

Despite the positive uplift in how mobility’s brand is perceived, recent research shows there is still room for considerable improvement. When
looking at the overall perception of global mobility programmes, 63% of companies rated their programme as adequate at best, with only 8%

of companies rating their global mobility practice as best-in-class. These results illustrate the challenges that mobility professionals experience in
keeping pace with the rate of change in their role and branding. Looking more closely at the aspects of the role that have changed, it is evident
that rising administration is limiting the ability of global mobility to provide strategic input and as a result has contributed to the transactional brand

@Xﬁ
y

their programme as

adequate at best,
with only 8% of companies rating their
global mobility practice as best-in-class

el

Source: Strategic Moves: 3 years on. An evolution in global mobility?
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What are the challenges?

Mobility professionals are experiencing some key challenges when providing consultative services to the business. The negative impact of
administrative duties on the mobility brand and the lack of organisational support is restricting the full potential of mobility professionals to

contribute to their organisation. The top barriers to providing consultative services to the organisation are closely aligned with the changes to the
role of global mobility:

LACK OF TIME DUE TO ADMINISTRATIVE DUTIES

l

Within EMEA

“Less developed skills
within the mobility team”
was the top barrier.

COMPANY CULTURE OR STRUCTURE

l

MOBILITY BRAND VIEWED ONLY AS TRANSACTIONAL WITHIN THE BUSINESS %PCOM&%
e

LACK OF TRAINING

_ 4

TOP CHALLENGES
I & I 00
o

LESS DEVELOPED SKILLS WITHIN THE MOBILITY TEAM

The skills gap between the mobility professional and the requirement of the business also varies by region. Whilst the #1 skills gap for EMEA and US
professionals was their ability to provide input into business objectives, for APAC companies the outstanding skills gap was their ability to manage
and report on mobility costs and spending. Providing proactive advisory support was another common barrier shared across all regions.

TOP THREE SKILL GAPS

EMEA & US APAC

.

AN

PROVIDING INPUT INTO THE p
BUSINESS & TALENT OBJECTIVES
ABILITY TO MANAGE COSTS
& REPORT ON MOBILITY
SPENDING

PROVIDING PROACTIVE ADVISORY
SUPPORT TO THE BUSINESS

Source: Deloitte Pulse Survey — How is the role of Global Mobility changing?
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What support is being provided?

Despite the skills gap and requirement for strategic input from global mobility, 40% of mobility professionals do not receive any training to support
their role. Of the companies that do support their global mobility professionals with training, there is a wide variety in the type of training offered.
Global mobility professionals typically receive 1-2 types of training from their companies indicating a gap in providing more holistic training and
support for mobility.

THE RANGE OF GLOBAL MOBILITY TRAINING PROVIDED

"" GLOBAL MOBILITY FUNDAMENTALS TRAINING

iO

#
=

COACHING/MENTORING

TRAINING RELATED TO THE STRATEGIC OBJECTIVES
OF THE BUSINESS

EFFECTIVE LEADERSHIP TRAINING

COMMUNICATIONS/PRESENTATION TRAINING O 0/
\;-. A.Q CONSULTATIVE SKILLS TRAINING 0
of mobility professionals
RELATIONSHIP BUILDING do not receive any training

<L

Source: Deloitte Pulse Survey — How is the role of Global Mobility changing?

CASE STUDY

Enhancing Global Mobility Customer Service and Business Partnering The outcome:

The challenge:

The client, a multinational oil and gas company, was looking to t‘ » Common understanding of effective customer
identify ways to provide advisory support to the business and ‘ ‘ service and consultative support

achieve their business partnering goals.

The approach: o « Value-driven teams that create meaningful

Customised training workshops were facilitated by Deloitte using o .. interactions with the client’s stakeholders

Business Chemistry methodology. These workshops were used to &&.
successfully help the international mobility team to identify their key

stakeholder relationships, define the expected client interactions of = / « Tools and resources for the team to use on an
each role and outline ways to provide more consultative services to x on-going basis and monitor stakeholder service
their customers and better partner with the business. ' effectiveness

“We'll definitely continue to focus on how we keep the Business
Chemistry methodology alive. The results of the feedback certainly show
how well received and valuable the participants found the programme.”
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How to achieve business partnership

Practical steps to close the gap...

Many organisations struggle with turning the theoretical concept of business partnering into a practical role. Not only do mobility professionals
need to be equipped with the skillset and knowhow to be true partners to the business, they also need to be positioned in and supported by the
appropriate service delivery model. Underpinning all this should be an organisational culture which is supportive of global mobility as both an
strategic enabler and business partner. In our experience, there are several key success factors to achieving partnership with the business:

« Training — In order to manage the change in the role of the mobility professional and address any skillset gap,
training should be provided to equip professionals with the consultative and customer centric skillset required
by the business (see page 6 case study). Developing internal skillsets through training is a relatively ‘quick win’
in closing the expectations gap.

Reduce the administrative workload — Decreasing the amount of administration in the role allows the
mobility professional to focus on proactively partnering with the business. Consider ways to decrease the level
of administration either through automation, optimisation of processes, shared service centres, outsourcing or
internal reallocation of roles.

Review and define the service delivery model — Revisiting the service delivery model and reviewing key roles
and responsibilities has a high impact on the ability of global mobility to act as business partners. It is critical
there is an appropriate structure in place to ensure the right people are performing the right roles. This includes
determining which roles should be acting in an advisory capacity versus operational capacity and whether
formalised business partner roles are required.

Branding and value proposition — \When business partnership is implemented correctly, this role can help
enhance global mobility’s credibility and influence within the organisation thereby improving the brand of
mobility. By focusing on building a strategic mobility brand and value proposition, mobility professionals can
shift the perception of mobility from supporting to trusted advisor.

Measure mobility effectiveness — Global mobility business partners should be able to articulate the value
that they bring to the business. Best practice companies develop mobility metrics to demonstrate the
effectiveness and impact of their global mobility function and programme. This provides a facts-based means
of demonstrating the contribution that mobility is making to the overall organisation.

Organisational support — Lastly, the burden should not be shouldered by the mobility professional alone.
Although the focus is often on how the mobility professional should change, the support provided by the
organisation to allow this role to function strategically is just as crucial to achieving business partnership.

&

b
b

In summary, there has been a positive trend in the strategic input and brand of global mobility over recent years despite the changing and
increasingly complex environment. Although global mobility professionals are increasingly acting in an advisory role, business partnership is still a
considerable gap for the majority of companies. Global mobility professionals are facing key challenges in their role and they will need to have the
appropriate structure, branding and organisational support in place in order to become effective business partners. Only when business partnership
is implemented successfully can global mobility reach its full potential as a key contributor to the overall success of their organisation’s business and
talent goals.
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Our Global Mobility Transformation Practice

Our Global Mobility Transformation (GMT) practice, a market leading offering, was formally established over 10 years ago
and has worked with over 500 organisations across the globe to assist them with their global mobility programme goals.
We have partnered with each of these organisations to achieve a wide range of outcomes unique to that organisation’s
strategic and business objectives.

Our dedicated team of full time GMT professionals span the globe and come from a variety of global mobility and talent
specific backgrounds from tax, technology, reward and HR consulting. The team consists of GMT consultants located
across EMEA, America, and APAC regions. Our unique GMT approach offers not only industry and functional knowledge,
but also wide ranging experience through our unrivalled track record in delivering GMT projects and providing market
leading insights.

What we do
GMT Service\
Global Mobility Process & Policy Data Executive
Strategy Review & Design )c Analytics Compensation
Mobility Planning
Transformation Global
Global Mobility : Share Plans
Analytics Benchmarking
~ Transformation Compensatciion
& Insight & Rewar A
Global Mobility Governance Technology & Stra}eg'c
| it el & Organisation Transformation Employee
fnocation La Structure Deloitte Reward

Global
Employer

Global Mobility . . Services
Branding & Serwlf/leotc)‘:llwery International Global
Communications Assignment Compensation
Services Global Mobility Global Management
. Management  [@elyel[Elles]
Employment Project Workers
Models & GECs & Rotators .
International Employment Tax
Immigration Consulting
Services

Vendor Selection

& Msuamant Assignee Selection

International High Net
Social Security Worth

Offshoring & Shared  Global Workforce

Service Centres Management
Diversity Global Mobility

& Inclusion in Business Partner

Global Mobility Training

The benefits

Organisations that transform their mobility programmes have the potential to see significant efficiency gains from clarified
service delivery models, business aligned policies, streamlined processes, and the greater automation gained from mobility
technology which can yield efficiency and cost improvement. The real benefit of global mobility transformation will
actually be the improved ability to execute the organisation’s mobility strategies and, in turn, address business needs for
growth, globalisation, and global talent management.
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