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THE EFFECTIVE PRACTITIONER

ETHICS AMBASSADORS:
GETTING UNDER THE
SKIN OF THE BUSINESS
By Ruth Steinholtz*

“Who owns compliance risk?” When things go wrong and ethical guidelines
are breached, where do we look to discover the cause? Which is the desk at
which “the buck stops”? Despite often stating that “we are all responsible for
ethics” – or – “you cannot separate responsibility from those conducting the
business” we continue to promulgate “compliance” – an internal “external”
force, as the solution. And, when the ogre of misconduct appears, companies
are often quick to point at bad apples, identify the rogue employee, or to
blame a failure of controls to have prevented the mishap. The separation of
responsibility for ethics and compliance rapidly becomes a game of “them and
us”. In this article, Ruth Steinholtz proposes a solution to help break down such
barriers through an approach that embeds the ethics debate deeper into the
organisation, builds bridges across the business / control function divide and
invites a far greater, iterative dialogue to make the identification of solutions
to business dilemmas easier, and faster to identify. Based on a strong argument
for the establishment of a values-led organisation, we investigate how we
can engage everyone, including those at the sharp end of the business, more
passionately in the debate regarding ethical responsibility.

“Culture, more than rule books,
determines how an organisation
behaves.”
– WARREN BUFFET

*

Might it be about time that we
recognised that compliance is an outcome
rather than an approach? Professionals
in this field have long acknowledged
that the existence of a Code of Conduct,
compliance “officers” (connotations of

Ruth Steinholtz is founder and Managing Director of AretéWork LLP dedicated to promoting valuesbased ethics and leadership cultures in global businesses.
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bureaucracy, not engagement), and even
whistleblowing lines do not guarantee
ethical decision-making and ethical
behaviour. Indeed, there are those among
us who suspect that “compliance” is
rapidly becoming part of the problem,
rather than part of the solution.
A Question of Trust
There is a growing body of research
in the field of behavioural ethics for
example that suggests that certain
elements of a compliance approach
may cause employees to feel they are
not trusted by their managers, creating
estrangement and actually increasing
the likelihood that they will misbehave.
“Direct managers lack of trust in, and
respect for employees” was identified by
the Corporate Executive Board1 as one
of five leading indicators of misconduct.
According to Tyler, a little over 80%
of compliance decisions are driven
by the credibility of the organisation’s
leadership message and congruence of
organisational and personal values; less
1
2

than 20% are driven by formal rewards
and punishments. 2
Organisations need to ask themselves
some key questions such as:
“Are we imposing unquestioning
behavioural conformity, or creating a
strong ethical compass, accompanied
by pride in, and commitment, to the
long-term success of the organisation?”;
and
“Do our decision organs take proper
account of the outcome of our
decisions on third parties such as our
business partners, employees and
other stakeholders?”
Values based approaches are more
likely to foster a social environment
and the cultural preconditions for
ethical behaviour. Shared values, and
the internal cohesion this creates, are
fertile ground for positive, intrinsically
motivated behaviour that does not rely

Compliance and Ethics Leadership Roundtable, 2007: Corporate Executive Board research.
TR Tyler & SL Blader: The group engagement model: Procedural justice, social identity, and
cooperative behavior, Personality and Social Psychology Review.
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Separating ethics from compliance, and then
emphasizing compliance as the means to the end,
is putting things the wrong way around
on a grasp of complex legalistic rules to
move forward.
Making Ethics Real
We refer to “ethics AND compliance”. In
some cases, ethics does not appear in the
organisation chart, and in others companies
have established separate departments
for “ethics” and for “compliance”. What
does this say about their views of the
relationship between them? People who
are confronted by a choice are motivated
by personal and institutional values more
than extrinsic rules. Separating ethics
from compliance, and then emphasizing
compliance as the means to the end, is
putting things the wrong way around.
Those who limit themselves to what the
regulators have espoused as the solution to
the problem of corruption and misconduct
in corporations, without really questioning
whether such initiatives will address the
root cause of the problem, risk expending
a lot of effort without actually solving the
problem.
Regulators are not experts in human
psychology or organisational develop3

ment, after all, so perhaps we should not
expect them to have all the answers. But
lately, regulators on both sides of the
Atlantic are increasingly referring to culture
and values as an essential cornerstone
of good decision-taking. In the UK, the
Serious Fraud Office guidance initially
offered on the Bribery Act available on
their website states: “Those at the top of
an organisation are in the best position
to foster a culture of integrity where
bribery is unacceptable.” Moreover, the
November 2012 Resource Guide to the
U.S. FCPA states, “Compliance programs
that employ a “check-the-box” approach
may be inefficient and, more importantly,
ineffective.” It goes on to state that “A
strong ethical culture directly supports a
strong compliance program” and refers
to research conducted by the Ethics
Resource Center that found that “[e]
thical culture is the single biggest factor
determining the amount of misconduct
that will take place in a business.”3 At the
heart of good governance, the holy grail
is ethical behaviour, and good decisionmaking based upon the intrinsic values
of the organisation and its employees.

Ethics Resource Center, 2009 National Business Ethics Survey: Ethics in the Recession.
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We must invest our time to understand what
motivates people in organisations to behave as they
do- what are their values; what matters to them
Compliance with law and regulation
ought to be the natural outcome of good
governance – the decision taking process
is in and of itself both the means for,
and the ends to ethical and compliant
outcomes.
Do we as an organisation understand
the impact of our decisions?
Do we have clear and espoused
values providing effective guidance
for our decision takers to make the
“right” decision?
Are we mindful of the underlying
intentions of regulations set forth,
of the pitfalls the regulators actually
want to help us avoid?
How does this connect with the way
in which we wish to be perceived
in society and to our clients and
employees?
Have we established clear principles
of conduct (as opposed to codes) that
can help us in our decision taking?

So, perhaps it is time to take a good, hard look
at the approach that is taken by the majority
of companies and the growing evidence
that “compliance” can be better seen as an
outcome rather than as an approach. This
implies that we must start with the basic
ingredient of all organisational behavior,
namely its people; all employees from the
board of directors to the freshest intern or
trainee to be specific. We must invest our
time to understand what motivates people
in organisations to behave as they do- what
are their values; what matters to them.
And then, we must go a step further and
understand what happens when all of these
individual people, with each their individual
values, get together in an organisation and
make decisions, and act together.
Culture Needs Management
Too often, organisational culture is
a haphazard matter of legacy values
passed on from the original founders
and historic social values, without any
conscious efforts to give that culture
any direction. To properly comprehend
how corporate culture can be molded
to encourage ethical choices based
around a framework of explicit values, it
requires the executive, and their support
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Organisations with highly engaged employees
have 3.9 times the earnings per share growth
rate compared with organizations with low
engagement in the same industry
functions, such as ethics and compliance
and human resources, to delve deep
into the company. The implication is for
leadership, a conscious choice of core
values and a clear understanding of
motivation – not just stick, but lots of (not
necessarily expensive) carrot. Regulations
are born of a desire to change behaviour,
however normally succeed only to point
at, and measure success in terms of, end
result. This may imply accountability, but
how often do we experience dissipation
of responsibility for misdeeds instead? To
ensure compliance as a natural outcome
of a values-led institutional culture, an
organisation has to properly set out to
communicate and make clear the values
led expectations on those who form
part of the company. This must be done
through demonstrable adherence and
support for those values by the Board and
senior executives; ownership of the values
at all levels and further accompanied
by evaluation, rewards and penalties
imposed relative to good or bad conduct;
providing a clear association between
ethics and performance management.
4

Individuals and organisations have values
– often positive, life affirming values such as
integrity, respect, teamwork, transparency,
etc. that build employee engagement
and strengthen dedication to institutional
values. Sometimes, in amongst the positive
values there are potentially limiting values
such as bureaucracy, power, silo mentality,
greed, or control that undermine efforts
at creating employee engagement in an
organisation. These costly barriers must be
identified and strategies to overcome them
developed. It is employee engagement
that makes people go the extra mile for
the company. It is also a major contributor
to a culture that promotes the objectives
and values of the company. Employee
engagement creates pride, and having
pride in your company means that you
will be less likely to tolerate a co-worker
who declines to do the right thing.
Barrett explains that “Cultural entropy” is a
measure of the amount of energy consumed
in doing unnecessary or unproductive
work – the amount of conflict, friction and
frustration that employees encounter in
their day-to-day activities…”.4 In a study

Barrett, R, “The Values-Driven Organization: Unleashing Human Potential for Performance
and Profit”.
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involving 163 organisations conducted
in Australia and New Zealand (see graph
above) in 2008, a high inverse correlation
was found between cultural entropy and
employee engagement. Results showed
that companies with high cultural entropy
are characterized by fear-based behaviours
such as excessive control, manipulation,
information hoarding, blame and lack
of transparency – a breeding ground for
unethical conduct. Companies with low
cultural entropy on the other hand, have
high employee engagement and enjoy an
environment of trust.
The Good Business of Culture
Gallup’s research has discovered that
organisations with highly engaged
employees have 3.9 times the earnings
5
6

per share growth rate compared with
organisations with low engagement in
the same industry.5 This suggests also a
virtuous circle between a healthy valuesdriven ethical culture and superior
financial returns as might be surmised
from the financial performance graphics
displayed in the adjacent figures.6
Creating the association between
corporate values and individual culture
is something that needs a methodology.
From recruitment to the set-up of
social networking and training, it can
only thrive under the right leadership,
demonstrating espoused values. In
certain large companies, it has become
fashionable to proclaim the pursuit of
certain values amongst their employees,

Gallup Consulting, Employee Engagement: What’s Your Engagement Ratio.
From: “Firms of Endearment: How World-Class Companies Profit from Passion and Purpose by R.
Sisodia, D. Wolfe and J. Sheth.
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however these same companies do not
utilize their own values in recruiting.
For example, senior executives may be
recruited without regard to whether they
share these values and more junior staff
may be interviewed using telephone
based interviews, asking pre-scripted,
standard questions. The interviewee
experiences the de-humanising
sensation of the interviewer not
engaging in a conversation, but instead
typing responses into a computer for
analysis. In both of these instances one
suspects someone, somewhere has lost
the plot. In other words not listening
to the human being, and not reflecting
or establishing the social construction
that is required to turn espoused values
into a virtuous, upward spiral towards
employee engagement. Ignoring core
values when recruiting those who
are meant to be their role models
or attempting to impose values in a
7

mechanistic fashion as described above,
in an effort to establish an authentic,
uniform corporate culture, will surely
lead to the opposite result.
Assessing Culture
Values that make up the culture of an
organisation can be measured, however.
Sets of tools for this purpose have been
developed by renowned experts in the
ethical field, to understand the personal
values of employees, the values that they
experience as part of the current culture
and those they believe would fuel the
organisation’s success. 7 This cultural
assessment process yields a variety of
useful information that forms the basis
for further investigation by management.
For example, the underlying framework
and the outcome of an assessment can
be used as raw material for a wise choice
of core values, or to determine whether
core values that have been declared are

We mention the Cultural Transformation Tools (CTT) of The Barrett Values Centre; Dennison Culture
Model, Competing Values Framework (CVF); Cultural Diagnostic Survey by the Corporate Executive
Board; to mention but a few.
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Creating a “diplomatic corps” of Ethics Ambassadors
is an effective way to put the responsibility of acting
ethically on every person in the organization
genuinely perceived as being “living
and breathing” in the organisation.
The assessment can also measure the
amount of so-called “potentially limiting
values” that create dysfunction within
the organisation and may lead to an
increase in cultural entropy, in other
words a destructive culture and/or
compliance risk. Gaining this type of
information is critical if we are to change
the way our employees behave and how
they make decisions. Through values
we can understand what motivates our
employees. Motivational values are the
key to unlocking the door of culture
that we in the “ethics and compliance”
profession have been standing at for a
few years, without a key.
Much has been written of the factors that
increase and decrease ethical behaviour.
It is not my purpose in this article to
go over that ground as it has been well
covered in this publication in previous
contributions.8 I would like to suggest
however, that it is time that we put all of
this knowledge to use.
8

Embedding Ethics
in the Organisation
In order to do this, we have to put the
responsibility for acting ethically on
every person in the organisation. It
cannot be seen as the sole province of
the compliance department. Creating a
“diplomatic corps” of ethics ambassadors
– individuals from all levels, functions and
locations throughout the organisation that
act as a two-way conduit and messengers
of the corporate value agenda – is an
effective way to do this. In Borealis, we
created a group of Ethics Ambassadors
as part of our values based approach
when we launched a new Code of
Ethics in 2005. Other organisations have
subsequently adopted this approach.
Ethics Ambassadors continue in their
day-to-day roles, and in addition, after
appropriate preparation, become one
of the channels by which values based
business ethics becomes an integral part of
the organisation. It would be reasonable
at this point to query: “Why are they
likely to be more effective than trained
compliance officers?”.

Ethics in the C-Suite: The Best, the Brightest and a Wicked Problem. Parts I and II by Scott
Killingsworth in the Journal of Business Compliance issues 05/2013 and 06/2013.
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Ethics Ambassadors have a starting
point from within the business itself;
they know the business best and will
recognise the dilemmas facing their part
of the organisation and so can assist in
developing suitable responses, including
scenario based and other face-to-face
training. Also, as credible, respected
peers, they will have more influence and
will not be “rejected” as a foreign body in
their midst as a compliance officer from
HQ might be. Fear is not an effective
means of conveying the importance of
ethical behaviour. Denial is too strong
a counterforce. We must inspire and
influence if we want to be successful.
The Ethics Ambassador
The Borealis experience has been positive,
both from the point of view of the Ethics
Ambassadors themselves and of their
success in supporting the task of creating
greater awareness and knowledge about
ethical issues. For example, the launch of
the new Code, together with a reporting
mechanism that is called the QuestionLine
(www.borealisgroup.com/ethics) went
smoothly in part due to the existence of
this corps of individuals who had been
involved in advance and given training

in both the content and the importance
of the Code and ethical decision-making.
The Code itself contained an ethical
decision making model that the Ethics
Ambassadors could use when conducting
training. Eight years after the creation of
this network, it is still going strong, and
is a valuable sounding board made up
of people from within all functions and
parts of the business. They help to ensure
the relevance of the material presented
by the central ethics function. Ethics
Ambassadors assist the wider employee
population to be heard and, just as
importantly, to feel that they are being
listened to when they have concerns. To
quote the website:
“These Ethics Ambassadors assist
in creating and maintaining a high
awareness of ethics in the company
through regular trainings, workshops
and awareness campaigns targeted
to all employees, no matter which
organisational role or hierarchical level.
They also assist and support employees
in making the right decision whenever
they face ethical dilemmas.”
It is common to suppose that Ethics
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Ambassadors must be members of midmanagement at least, as it is thought that
less experienced managers will not carry
weight. It is certainly true that the most
senior management in the company must
strongly support and be involved in a
values-based approach to ethics; as role
models, “walking the talk” and being
accountable. However there are good
reasons for appointing a diverse body of
Ethics Ambassadors, such as:
Direct, personal knowledge of what is
happening “at the coal face”;
Greater willingness of some employees
to speak with peers;
Reinforcement of the message that
ethics is everyone’s responsibility.
It is important to recruit people who will be
effective in this role and so the personality
of the individual is far more important
than the primary role they perform in the
company. Ethics Ambassadors should
come from a wide range of functions,
such as sales, finance, legal, HR, quality,
administrative, procurement, R&D and
operations. Often, the best “networked”

employees make good ambassadors as
they are outgoing and have a wide range
of acquaintances in the company and are
knowledgeable about the business.
It is often said that everyone is a leader
when it comes to ethics, and this can be
seen by the myriad of situations where an
individual is called upon to stand up for
their values (and those of the company)
in the course of their day-to-day work. It
is the job of senior management to ensure
that the organisational culture facilitates,
and supports them in doing this.
The Balance of Cost and Benefit
There are other advantages of forming a
diplomatic corps of Ethics Ambassadors;
amongst them, cost. The main costs
associated with such a group are those
related to:
Training – to be effective, an ambassador needs to be reasonably
knowledgeable about anti-corruption
principles, have a keen cultural
sensitivity and ability to view issues
from diverse perspectives and have
good communication, including
listening abilities.
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Community and Communality –
Your ambassador cadre must be
empowered to speak in terms of a
uniform interpretation of the values
they represent while effectively
“translating” them into the local
“language” and to have the support
of local management and a network
to enable them to act, to share best
practice and update their training
Social Platform – These ambassadors
need tools with which to communicate
via some kind of networking platform,
efficiently linking them to each other
and to the compliance and ethics
function itself.
Time – Of course, there is a cost in
terms of time spent on this rather than
on their primary employment task as
well.
Most Ethics Ambassadors will only
have 5-15 % of their time devoted to
ethics, and this should be reflected in
their performance objectives. A few
will be more involved, and some even
full time, coordinating individuals
in the centre or in larger business or

regional units. Other matters, such as
policy making, the development of the
Ethics Ambassadors, and the materials
and platforms used by the network
required to make this approach work
will be carried out centrally, through
whichever function directs the ethics
and compliance effort in the company.
The number of Ethics Ambassadors
required by an organisation will depend
upon the number of languages spoken,
locations, employees and other related
considerations.
As demonstrated earlier, viewing valuesbased ethics and employee engagement
as an approach has an additional
benefit – it is more likely to enhance the
bottom line. There is a growing body of
evidence linking high levels of employee
engagement with superior financial
performance. And, it will be easier to
attract and keep talented people for
whom integrity is important in a valuesdriven organisation. Lower turnover will
help keep costs down and lower cultural
entropy will result in cost savings through
a reduction in the amount of wasted time
and effort, not to mention in employee
frustration and alienation.

27 BUSINESS COMPLIANCE 03-04/2014

ETHICS AMBASSADORS:
GETTING UNDER THE SKIN OF THE BUSINESS

There is a growing body of evidence linking
high levels of employee engagement with
superior financial performance
There is therefore a business case for
spending the time and effort required
to get this right, on a consistent
basis. Money invested in developing
and communicating positive values
and fostering ethical behaviour and
employee engagement should be
seen as contributing to growth and
long-term success. Money merely
expended monitoring compliance, or
controlling for non-compliance may
result in fewer violations, or at least
in better handling of those that are
discovered. However, if excessive focus
on compliance creates disengagement
among employees, it might even
limit growth as it will increase the
amount of time employees’ waste and
their ability to rationalize unethical
behaviour in the long run. Other than
reducing fines (a laudable outcome,
no doubt) a compliance approach
may not readily be seen to have
other organisational benefits. This is
particularly true as most people are
inadequate risk assessors and denial
is a strong human tendency; therefore
scare tactics are unlikely to produce
the desired behaviour.

Construct an Ethics Dialogue
What does this mean then, for the
leader of this effort, usually the Head of
Compliance, the General Counsel, or the
head of Business Integrity? It does have
profound implications – not least regarding
the type of skills that will be needed. It
is no longer merely a legal and internal
audit type function (if it ever was). Now
a broad coalition is required at the top
to develop the types of approaches that
underpin cultural change. You could think
of this group of experts as a form of foreign
ministry, and the Ethics Ambassadors as
just that – ambassadors for change. They
will be more embedded than real-life
diplomats in actually “being part of the
change that you wish to see in the world”
to slightly misquote Mahatma Gandhi.
Its time we stopped just talking about
the importance of tone at the top and
top-down culture and values, and started
to approach our task from another
perspective- one that is iterative and
driven by feedback and dialogue. Only
then will we achieve anything like the
goal we are seeking – ethical compliance
in harmony with social, corporate and
individual values.
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SIX CRITICAL
CONSIDERATIONS
WHEN CREATING AN
AMBASSADOR CORPS:
What is the best method for
recruiting the kind of people we
want to participate in this role
from within the organisation?
What role(s) are Ethics
Ambassadors expected to
fulfill in our organisation and
what is beyond their scope?
(Investigations of serious
violations, for example)
What elements (skills and
knowledge) should be included
in their initial training to equip
them to fulfill their mission
What would be the appropriate
performance parameters, and
rewards for success in serving
their mission?
What support will the Ethics
Ambassadors need from their
own managers and from the
executive committee, and how
can these be ensured?
How will we make the
network sustainable? What
administrative resources do we
need to support it?

Ruth Steinholtz has 25 years experience as an
international legal professional and member
of senior management team in multinational
companies three sectors: FMCG (Cadbury
Schweppes plc), pharmaceutical and medical
devices (Allergan Inc.) and petrochemical, (Borealis
AG). Prior to that Ruth was in private practice
working in general international corporate law,
M&A, competition and IP law.
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to promoting values-based ethics and leadership
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companies globally. She holds the Advanced
Practitioner diploma in executive coaching
and is a certified professional in measuring and
transforming culture based upon values www.
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M
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implementation of the
Group’s Code of Conduct
and co-ordinates the Group’s
approach towards related
policies and procedures. As
compliance officer, Andrew
is responsible for the handling
and resolution of all the
whistle-blowing and other
code of conduct violations
across the Group. Andrew

has a degree in Accounting
and Finance and is a member
of the Institute of Chartered
Accountants in England &
Wales (ICAEW).
Mark Compton is a
partner in the Financial
Services Regulatory &
Enforcement practice of
the London office, where
he advises on UK and EU
financial services legislation
and enforcement. In addition,
Mark counsels clients on
anti-money laundering
and anti-bribery legislation
and systems and controls,
and economic sanctions.
Alongside banks and other
financial services firms the
clients he advises include
multinational energy trading
and exploration companies
and engineering companies.
Prior to joining Mayer Brown
in 2011, Mark worked for BP
plc for over six years as the
senior financial services and
regulatory lawyer, covering

Mark Compton

also their commodity trading
division. Mark’s work also
advised on matters related
to physical commodity and
emissions allowance trading,
internal investigations, import
licenses and more. Mark also
spent over five years at the
FSA where he worked in the
Enforcement Division on
market abuse and Listing Rule
breaches amongst other areas.
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Scott
Killingsworth
Scott Killingsworth
is a partner in the Atlanta,
Georgia office of the
international law firm Bryan
Cave LLP. As a business
lawyer, he is focused on
governance and strategy
formulation, corporate
compliance program
design and implementation,
and transactions such as
intellectual property licensing
and protection; strategic
alliances; and mergers and
acquisitions. A 2013 Burton
Distinguished Legal Writing
Award honoree, Scott has a
long standing interest in both
the writing and publication
of authoritative works
in the area of corporate
governance and regulatory
compliance. He has served
on the Editorial Boards of
E-Commerce Law Report,
Technology Transactions,
the International Journal
of e-Business Strategy
Management and Intellectual
Property Counselor, and

as Contributing Editor to a
Matthew Bender treatise on
the legal duties of corporate
boards of directors. He
is a regular speaker and
facilitator at governance
and compliance events
in the USA and has been
honored by inclusion in the
Ethisphere Institute’s 2013 list
of “Attorneys Who Matter” in
ethics and compliance. Scott
currently serves on the Boards
of the Center for Ethics and
Corporate Responsibility and
the Georgetown Corporate
Counsel Institute. Having
published numerous articles
dealing with corporate
law, compliance and ethics
programs, technology law,
and legal history, his work
has been cited in law reviews
from Stanford, Harvard,
Northwestern, Berkeley, and
Vanderbilt, among others, in
several textbooks and legal
reference works, and in an
opinion of the Supreme
Court of Canada.

Sonja Lohse

Sonja Lohse is presently
the Chief Advisor and Head
of the General Secretariat at
the Finnish FSA. She started
at the FSA in 2014 after a long
banking career spanning
13 years, during which she
was heading the compliance
function of Nordea Bank. She
is a lawyer by profession and
after having graduated from
the University of Helsinki she
went into banking business.
During 30 years with
Nordea she held numerous
positions e.g. introducing
a framework for corporate
social responsibility as well
as for compliance, which
function she built up in
Nordea. During her years in
banking she was also involved
in many European working
and expert groups appointed
by the EU Commission or
European F SAs, holding
the chairmanship of the
E B F Financial Markets
Co m m i t t e e f r o m 2 0 07
through 2013.
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Pedro Montoya

Pedro Montoya was
appointed Group Chief
Compliance Officer by the
Board of Directors of EADS
in October 2008. Under the
authority of the Board’s Audit
Committee, he designed and
set up the newly created
Co r p o r a t e Co m p l i a n c e
Office. Reporting to the
Group CEO, he leads
the EAD S Ethics and
Compliance Program with
140 full time employees.
Pedro graduated in his home
town from the Universidad
Complutense of Madrid and
obtained his Master in Laws
by the Instituto de Empresa.
He started his career in 1986
in Procter & Gamble and 4
years later joined the Spanish
Aerospace Group CASA
where he became General
Counsel and Company
S e c r e t a r y. U p o n t h e
formation of EADS in 2000,
when he actively participated
to the contribution of
the Spanish assets, Pedro

joined the Corporate Legal
Department as VP Head of
Contracts, Litigation and
Intellectual Property. Before
his appointment as Group
CCO, he served three years
as General Counsel EADS
International.
Dr. Klaus Moosmayer
is since January 2014 the
Chief Compliance Officer of
Siemens AG. He is leading
t h e g l o b a l Co m p l i a n c e
Organisation of Siemens
and reports to the General
Counsel of Siemens and
the Board of Management.
Before his recent nomination
he served since 2007 in
several top management
positions of the Siemens
Compliance Organisation
and had a leading role in
developing the new Siemens
Compliance Program in
the course of the last years.
Before entering the Siemens
Legal Department 2000 he
was in private practice as a

Klaus Moosmayer

lawyer. Klaus has published
extensively to Compliance
and white collar crime topics
– including Compliance and
Anti-Corruption Manuals
for companies – and speaks
frequently on national and
international conferences
on Compliance topics. In
November 2013 Klaus was
elected as the new AntiCorruption Chair of the
Business and Industry
Advisory Committee to the
OECD (BIAC).
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Mark Pieth

Dr. Prof. Dr. jur. Mark
Pieth completed his PhD in
criminal law and criminal
procedure at the University of
Basel. After an extensive time
abroad, including the Max
Planck Institute for Criminal
Law and Criminology in Germany and the Cambridge Institute of Criminology in the
United Kingdom, Mark practiced for a time as a barrister,
before he completed his postdoctoral thesis on sanctioning
and other aspects of criminology. From 1989 to 1993,
Mark was Head of Section
– Economic and Organised
Crime at the Swiss Federal
Office of Justice (Ministry of
Justice and Police), whilst also
serving as Member of the Financial Action Task Force on
Money Laundering (FATF)
and Chair of an intergovernmental expert group charged
by the United Nations with
determining the extent of the
illicit traffic in drugs. Mark’s
work at the international level

has continued through to the
present, including chairing
the OECD Working Group
on Bribery in International
Business Transactions, and
co-initiating the Wolfsberg
AM L Banking Initiative;
and as a Member of the Independent Inquiry Committee into the Iraq Oil-for-Food
Programme and the Integrity
Advisory Board of The World
Bank Group (IAB).

Ludo Van der Heyden
has been Professor of Technology and Operations Management
at INSEAD since 1988. He
currently holds the Mubadala
Chair in Corporate Governance
and Strategy. As the Academic
Director of INSEAD’s Corporate Governance Initiative, he
is responsible to develop INSEAD’s activities in corporate
governance and contributes
to INSEAD’s MBA and Executive Programmes. He also
holds mandates as board di-

Ludo
Van der Heyden

rector for a number of start up
ventures. At INSEAD, he has
earned several awards and
was the first holder of the Wendel Chair in the Large Family
Firm, which to the creation of
the Wendel International Centre
for Family Enterprise. Ludo has
published in many journals
such as Harvard Business Review, Family Business Review
and The International Journal
of Game Theory a.o. He co-authored Industrial Excellence, a
book identifying better manufacturing practices. Before joining INSEAD, Ludo taught
at the School of Organization and Management at Yale
University and at the John F.
Kennedy School of Government at Harvard University.
He holds an Engineering Degree in Applied Mathematics
and a Ph.D. Degree in Administrative Sciences from Yale
University.
In 1996 the King of Belgium
appointed him Officer of the
Order of Leopold.
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José Zamarriego
Izquierdo
José Zamarriego Izquierdo is the Director of the Code
of Practice Surveillance Unit
of the National Association of
the Pharmaceutical Industry in
Spain (Farmaindustria). Together with his team he oversees
implementation and compliance with the self-regulation
system of the pharmaceutical
industry. At a European level,
José is Chair of the EFPIA
(European Federation of Pharmaceutical Industries and Associations) Code Compliance
Committee and Vice-Chair of
the Compliance Committee.
He is also Chairman of the International Federation of Pharmaceutical Manufacturers &
Associations Code Complaint
Procedure Adjudication Group.
José holds a PhD. in Economics & Business Studies at the
Universidad Complutense de
Madrid, and an MBA on Business Administration at the University of Wales, and a General
Management Program by the
IESE Business School. Before

joining the innovative pharma
association, he was General
Secretary and General Director
of the Spanish Generic Pharmaceutical Manufacturers Association (AESEG). José also has
a background as an educator
in the Universidad Europea de
Madrid (UEM), where he was
Dean of the Faculty of Economics and Business Administration and Executive Director of
the UEM General Foundation.

Nico Zwikker started his
career as a lawyer at the Amsterdam bar and went on to the
banking industry where he has
been active for the past twenty
five years. During this period
Nico has held a number of senior positions as a lawyer, and
as risk and commercial manager, but for the past six years
he has held the position of
head of compliance at a number of international financial
institutions, the last being ABN
Amro following the nationali-

Nico Zwikker

sation and integration of the
Netherlands assets of Fortis and
ABN Amro. Nico’s experience
in compliance, reputation and
regulatory risk management
overarch a wide range of businesses and business risk profiles, from the retail and private
banking end of the spectrum.
During the course of his career, Nico has embarked on a
stake holder management approach in dealing with regulators including national regulators and a significant number
of foreign regulators, and has
gained experience in the fast
developing regulatory banking
and securities landscape. He
was one of the founding fathers
of the Netherlands Association
for Compliance Officers and
chaired the association for a
number of years. Nico teaches at the Vrije Universiteit in
Amsterdam and at the Netherlands Institute for the Banking
and Securities Industry. He is a
regular contributor to industry
conferences and publications.
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Adrienne Chang is a former management consultant
with Booz Allen Hamilton,
a global management and
strategy consulting firm. Previously based in Washington,
DC, Adrienne advised U.S.
domestic and foreign government ministries undergoing
large-scale regulatory change
and organisational restructuring to better improve service
delivery to its citizenry. Specializing in organisational
strategy and redesign, she
worked with public sector
clients primarily in the areas of governance, business
process improvement and
reengineering, performance
measurement, change management, and strategic communications. With ten years
in the management consulting industry, Adrienne has
also worked with international accounting and consulting
firms Arthur Andersen and
Grant Thornton, providing

advisory services to public
sector clients in the areas of
government regulation and
international development.
She most recently finished
a one-year position at the
U.S. Embassy in Luxembourg, where she served as
the personal assistant to the
American Ambassador to
Luxembourg. Adrienne received her Master’s degree
in international relations and
public policy from Columbia
University, in New York City.
A regulatory compliance
specialist, Sharon Ward is
the Chief Examiner for Compliance at the International
Compliance Association
(ICA) and a regular tutor/
contributing author for International Compliance Trainings (ICT) professional education programmes, both in
the UK and worldwide. She is
also involved in a number of
compliance related projects,
including the development

Sharon Ward

and delivery of the Financial
Services Compliance Module of the Chartered Banker
MBA at Bangor Business
School, for which she is currently the Module Director.
A former senior compliance
practitioner in the UK, as a
member of the senior management team Sharon played
an integral role in ICA’s – and
ICT’s development. Sharon
has been involved in key initiatives within the industry
over a number of years and
served as Chair of the Midlands Region for the Compliance Institute in the UK
where she was also a member
of its Professional Education
Board. A Fellow of the ICA,
Sharon is also a Fellow of the
Chartered Institute of Educational Assessors and holds an
MSc in Financial Regulation
& Compliance Management
from London Guildhall University. Sharon is currently
undertaking doctoral studies
at Bristol University.
M
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