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This is the first edition of Clarity Insights - a quarterly look at news, events and thought-provoking
= = comment about what's happening in the Retail, Consumer, and Hospitality sectors. Starting with an
article which appears in this week’s edition of Retail Week. See full article here.

&2 Reimagining retail for a
post-pandemic world

Change has been forced upon us—both good and bad — and we have yet to determine
how much will stick, writes Fran Minogue
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In most areas, the direction of travel
pre-Covid has simply accelerated in
recent months and it is to be hoped that
positive trends will not be sacrificed on
the altar of cost-cutting.
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OUR NEWS

We hear ‘always invest through a recession’ and Clarity is doing exactly that. I'd like to introduce the first of 2 new

partners joining us this summer.
Ash Hobkinson
Ash’s experience spans the consumer spectrum, with a particular focus on travel, leisure,
hospitality and the digital assets that underpin this ecosystem. Ash has partnered with private
equity backed emerging concepts and technologies through to listed entities seeking talent
transformation.
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k ) Prior to Clarity, Ash was a Partner at Essenta, a boutique firm operating principally with private
equity backed companies. His search career spans 10 years at Odgers Berndtson and Korn Ferry,

where he led their Travel, Leisure and Hospitality practices. Ash operates on a global basis and
has lived in New York and Cape Town.

Diversity and inclusion has been a key area of Ash’s focus in the last few years, heading the D&I initiative across
the hospitality practice at Essenta and Korn Ferry where he was a founding participant in the industry initiative
Women in Hospitality, Travel and Leisure(WiHTL).

DIVERSITY & INCLUSION

At Clarity we are proud of our track record on gender diversity and our contribution to increasing the number
of women in senior roles, both exec and non-exec. The impact of inclusive and diverse leadership are well
known: McKinsey: Diversity Wins.

However, along with much of the search community, we have done less well on ethnicity and need to find a
way to address that.

In the immediate future, there are several actions we can take:

Influencing the Development of Inclusive Organisations: The move to diverse leadership requires
companywide acknowledgment, commitment and implementation of policies towards an inclusive
environment, driven by the CEO and Board. Clarity’s role is to question, challenge and promote diversity within
client organisations. Our exposure to senior leaders makes us well placed to share best practice and encourage
change

Emerging Shortlists and Networks: Experience with gender diversity informs that it is not always possible to
deliver balanced shortlists. Therefore, where organisations have an appetite, we plan to present - in parallel -
high potential, emerging talent that our clients can engage in dialogue for the future. This leads to new
networks, mentoring opportunities and in most cases, lessons flowing in both directions.

Feedback: Input and feedback will be essential. As with gender diversity we will seek to create:
@ Panel sessions: organise events where we bring together a panel of diverse leaders to both inform “where
next”, and give greater insight
@ (Clarity Diversity workshops: for the Clarity team to discuss diversity in all its forms and understand how
unconscious bias impacts search
@ Network: Focus on building a network of emerging leaders who can be far more influential collectively,
than individually

Are you able to support us in this attempt to improve the diversity balance in our future shortlists? Let’s start
the conversation.
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