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ELLEN	GOITIA’S	view	of	her	role	as	an	auditor	has	been	

shaped	by	many	years	of	serving	nonprofit	clients.	“I	look	at	

their	mission	and	think,	‘How	can	we	support	it?’	If	their	mis-

sion	is	to	somehow	help	people,	how	can	I	help	them	do	that?	

How	can	we	as	a	firm	help	these	organizations	stay	on	a	sound	

footing	financially	and	maintain	their	good	reputations?”

	Ellen	has	been	with	KPMG	her	whole	career,	and	for	

the	majority	of	that	time	she	has	served	public	sector	clients	

—	nonprofit	and	healthcare	organizations.	Today	she	is	head	

of	the	Healthcare	and	Public	Sector	practice	in	the	Midatlantic	

Area.	Her	two	biggest	clients	are	the	American	Red	Cross	and	

the	National	Geographic	Society.	

“Each	has	very	different	missions,	obviously,	but	both	have	

major,	challenging	agendas,”	says	Ellen.	The	Red	Cross	provides	

50	percent	of	the	blood	supply	in	the	United	States	and	delivers	

relief	services	anywhere	in	the	country.	

National	Geographic	is	on	a	mission	to	educate	the	public	

about	geography	and	promote	environmental	and	cultural	

conservation.	

In	both	cases,	Ellen	works	closely	with	senior	management	

to	help	guide	the	organizations	forward.	“National	Geographic	is	

an	interesting	challenge	right	now,	because	they	are	making	a	

major	transition	from	old	to	new	media,”	she	says.	The	Society	

was	established	in	1888	and	is	known	for	its	venerable	National 

Geographic	magazine.	But	how	does	the	Society	stay	relevant	

for	a	new	generation?	Ellen	is	working	with	management	to	

address	the	big	questions	about	financial	and	technological	

infrastructure,	and	how	best	to	staff	the	organization	for	the	fu-

ture.	Also,	as	National	Geographic	expands	internationally,	Ellen	

gives	it	access	to	other	KPMG	resources.

	 “My	personality	is	to	help	people,”	says	Ellen.	“I’m	fortunate	

to	be	able	to	do	that	in	every	aspect	of	my	life.”

4

12

24

On a Mission

Read	more	“What	I	Do	for	KPMG”	stories	starting	on	page	12.

ellen Goitia
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BoRdeRLeSS Markets, 
BoundLeSS Career Opportunities

“…we continue 

to offer an ever-

growing global 

training program 

that is available 

to people at every 

stage of their 

careers.”

gGlobal	corporate	investment	is	flowing	

in	new	patterns,	with	the	economies	of	

Brazil,	China,	India,	Russia,	and	other	

Eastern	European	and	Asian	countries	

rising	exponentially.	

Globalization	also	is	driving	countries	

to	adopt	International	Financial	Report-

ing	Standards	(IFRS),	a	set	of	common	

global	accounting	standards.	More	than	

100	countries	already	have	adopted	IFRS	

—	a	positive	trend,	we	believe,	because	

it	brings	consistency	to	financial	state-

ments	and	allows	investors	to	make	

meaningful	comparisons	of	results	re-

gardless	of	where	companies	are	located.

At	the	same	time,	issues	such	as	cli-

mate	change	are	moving	to	the	forefront	

of	the	business	agenda.	In	a	globally	inte-

grated	world,	we	all	have	a	responsibility	

to	be	good	stewards	of	the	environment.	

For	KPMG,	these	trends	present	

exciting	opportunities,	and	we	already	

are	staking	out	leadership	positions	as	

thought	leaders,	client-serving	profes-

sionals,	and	community	volunteers.	We	

continue	to	strengthen	our	global	service	

capabilities.	As	an	example,	eAudIT,	our	

newly	developed	global	audit	platform,	is	

undergoing	initial	deployment	this	sum-

mer.	And	we	continue	to	offer	an	ever-

growing	global	training	program	that	is	

available	to	KPMG	people	at	every	stage	

of	their	careers.

IFRS	also	is	an	area	of	strength	

for	KPMG.	Our	global	network	of	firms	

is	a	leader	in	IFRS	conversions,	having	

provided	implementation	services	to	

more	than	1,400	companies	globally.	In	

the	United	States,	we	are	committed	to	

playing	a	major	role	in	working	with	the	

profession	to	help	ensure	the	most	grace-

ful	transition	possible	for	our	clients,	our	

people,	the	academic	community,	and	

regulators	and	investors.	

Janice	Patrisso,	featured	on	page	33	

of	this	issue	of	KPMGLife,	is	heading	up	

the	Project	Management	Office	to	coor-

dinate	the	firm’s	activities	and	resources	

related	to	IFRS.	We	are	assembling	a	

nationwide	network	of	professionals,	

many	with	conversion	experience	gained	

outside	the	United	States.	And	we	are	

actively	training	more	of	our	people	on	

the	standards.	IFRS	promises	to	be	vitally	

In my role as chairman of KPMG International,  
I see firsthand how the business world is becoming 
borderless, with opportunities in more countries  
and regions of the world than ever before. 

important	to	our	firm	and	clients	in	the	

coming	years,	and	I	urge	all	of	you	to	get	

educated	about	the	standards	and	start	

building	your	experience.	

I	encourage	everyone	to	take	advan-

tage	of	the	many	opportunities	we	offer	

for	professional	development.	Our	Global	

Opportunities	program	offers	rotational	

opportunities	on	six	continents.	Read	

the	article	on	page	4,	“An	American	in	

Paris…,”	and	you	will	see	how	these	as-

signments	can	broaden	your	perspective	

professionally	and	personally.	

But	you	don’t	have	to	“go	global”	

for	professional	development.	Take	a	

look	at	“What	I	Do	for	KPMG”	on	page	

12	—	there	are	so	many	opportunities	

to	grow	at	KPMG	simply	by	taking	on	a	

new	assignment	in	another	function	or	

industry,	or	by	taking	advantage	of	the	

wealth	of	training	opportunities	avail-

able	through	the	Center	for	Learning	and	

Development.				

On	climate	change,	we	have	launched	

Living	Green	to	improve	our	environ-

mental	practices.	Our	global	goal	is	to	

reduce	our	carbon	footprint	25	percent	

by	2010.	And	in	the	United	States	we	aim	

to	reduce	our	use	of	paper	by	15	percent,	

our	volume	of	waste	by	10	percent,	and	

office-related	energy	use	by	5	percent.	

Green	Teams	already	have	been	formed	in	

offices	around	the	country,	and	I	urge	you	

to	support	our	Green	goals	at	the	office	

and	at	home.	

I’m	proud	to	say	that	good	citizenship	

helps	define	the	KPMG	culture	around	the	

world	—	and	certainly	here	in	the	United	

States.	This	past	spring	and	summer	we	

saw	people	turn	out	in	force	for	two	of	

the	firm’s	community	service	initiatives	

—	Reviving	Baseball	in	Inner	Cities	(RBI)	

and	the	newly	launched	KPMG’s	Family	

for	Literacy	program.	You	can	read	about	

some	of	our	tremendous	volunteers	in	this	

issue	of	KPMGLife,	starting	on	page	22.	

Globalization	means	challenge	and	

change	for	everyone	in	business.	At	KPMG,	

we	are	prepared	for	the	challenges,	and	

with	your	help	we	will	succeed.
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…and  SYDNEY…and  LONDON…

Sometimes the biggest decisions we make in life rely more 
on timing than anything else. That was the case when I 
discovered an opportunity for a three-year assignment with 
KPMG’s U.S. International Tax Desk in Paris while reading 
Digital Tax Daily back in 2006.

Both professionally and personally, the timing was 
perfect. I had been a manager for a year in Phoenix and felt 
experienced enough to add value to another team. At the 
same time, I was open to discovering new ways of  working by 
teaming with my French colleagues and learning from some 
of  KPMG’s significant non-U.S. client base. I also was ready 
for a challenge on a personal front. And what better way than 
to move to a foreign city without so much as knowing the 
language?

In many ways, living in Paris has allowed me to simplify 
my life. I traded in a three-bedroom house in Phoenix for a 

50-square-meter apartment in Paris (it’s a shoebox, but it’s 
home!) and I commute to work on the Metro, like most other 
Parisians, so I no longer need a car. 

I’ve also become more in touch with my passion for 
international travel and made it a priority to make my way 
through Europe and beyond while I’m here. Last summer, I 
took a trip to Senegal in West Africa — it’s a fantastic country 
filled with warm people, and one I probably wouldn’t have 
visited if  I hadn’t been living in France.

Another highlight of  my experience: Volunteering 
with my KPMG team for an organization called APAESIC, 
which supports the parents of  children undergoing treatment 
for cancer at L’Institut Curie. Community service was an 
important part of  my life in Phoenix, and I’m glad to see that 
it’s valued as much by KPMG in France as it is in the United 
States.

Jennifer Korpinen
Senior	Manager,	Tax

PhOENIx	to	PARIS

Dispatches	from	

KPMG	Professionals	on	

Rotation	Around	the	World
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inParis
I knew even before I joined KPMG that I would want to work 
abroad early in my career. As a student at Georgetown, I stud-
ied in Paris and had the opportunity to travel throughout Eu-
rope. I relished the experience — the people, the culture, the 
food — and was anxious to explore other parts of  the world.

My wish turned into a reality this March when I ar-
rived in Shanghai for a six-month assignment. Shanghai is 
everything I hoped it would be: different from anywhere I’d 
been, with a growing economy and plenty of  opportunity 
to gain valuable business experience. As a New Yorker for 
the last three years, I thought I would be prepared to live in 
a city as densely populated and fast-paced as Shanghai, but 
the crowds and the traffic — with millions of  people travel-
ing by foot, car, and motorbike — give Manhattan a run for 
its money. 

In May I took my first trip outside Shanghai to Xi’an, 
one of  the four Great Ancient Capitals of  China. To be on 

my own exploring a city with more than 3,100 years of  
rich history was incredible, and the Terracotta Warriors 
just outside Emperor Qin Shi Huang’s Mausoleum were a 
definite highlight. Since then I have traveled to other parts 
of  Asia — most recently  Japan — and with each trip I 
have grown in my understanding and appreciation for the 
region’s unique culture. 

Working in Shanghai has been a learning experi-
ence as well. The Transfer Pricing practice in China is 
still growing rapidly, and it’s exciting to be involved at the 
ground level. Plus, I’m the first U.S. Transfer Pricing pro-
fessional to work long term in the Shanghai office. In New 
York, most of  the clients I work with are multinational 
companies with operations in China, and the skills I am 
honing and contacts I am making here will help me better 
serve them when I return to the States.

Brian Soloway
Senior	Associate,	Tax

NEW YORk	to	ShANghAI
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set — and I’ll be able to leverage my experiences in Australia to 
better support my clients at home. 

The team-oriented environment in Sydney is terrific, too. 
Even the way the office is laid out — a large, open workspace 
where you can see everyone from your desk — lends itself  to col-
laboration. Sydney is a very multicultural city, and I’ve met and 
worked with people from many different parts of  the world. There 
are a number of  ex-pats here as well, and it’s been nice having 
friends and colleagues who are in a similar position to mine. We 
provide support to each other and share our experiences.

Still, the moments I will likely remember the most are those 
of  riding home each day on the ferry and watching the sun set 
and the city lights twinkle over the Opera House and Harbour 
Bridge. It’s magical every time I see it.

Catherine Newman
Manager,	Advisory

AtLANtA	to	SYDNEY

syd
n
ey

Eric Tapia
Senior	Manager,	Audit

SAN juAN	to	SANtIAgO

Darryl Melanchuk
Manager,	Audit

SEAttLE	to	kIEV

sa
n
tia

g
o

From the start of  my career with KPMG, I planned to go on 
an international rotation. But why did I choose Chile over the 
usual “hot spots” like London, Paris, and Hong Kong? 

For one, I like a challenge. Latin America is an emerging 
market, and in recent years most Latin American countries 
have experienced unprecedented economic growth and politi-
cal stability. 

KPMG’s Chile member firm is particularly dynamic, and 
it’s currently undergoing a strategic transformation. Today, 
KPMG Chile is a virtual United Nations, with ex-pats on short- 
and long-term assignments from around the world. And with 
the country implementing International Financial Reporting 
Standards within the next year, I knew an assignment in San-
tiago would give me a chance to expand my skill set for when I 
return to the U.S. firm.

Since arriving in October, I’ve worked with clients across 
Chile and had some unique experiences. While visiting a client 
in Punta Arenas — the world’s southernmost city — I inadver-
tently left my hotel room curtains open during the night and 
awoke with sunlight shining in my face at 3 a.m. With hours 
to kill before the workday began, I left the hotel and walked 
around the empty city. It was amazing! Days later, I visited a re-
serve off  the city’s coast and saw wild penguins in their natural 
habitat. It was by far the most fun and interesting client visit of  
my career, and I’m already looking forward to next year’s trip. 
I even plan to book an expedition to Antarctica, which is just a 
few hundred miles away.My experience on assignment in Sydney is proof  positive that 

a global rotation can enrich your career. 
I arrived in January and have been working on a multi-

year initiative to privatize energy for the New South Wales 
government. It’s one of  the largest projects awarded to 
Sydney’s IT Advisory practice, and I’ve been managing a 
significant piece of  the work. This means working closely 
with the chief  information officer of  one of  the largest energy 
companies in Australia, and facilitating workshops with high-
ranking industry executives. 

The work is incredibly challenging and I’m stretching 
myself  all the time, but I’m also gaining valuable exposure to 
many aspects of  my client’s business. When I return to At-
lanta next year, I’ll have a much deeper and more diverse skill kiev

About 10 years ago, before I joined KPMG, I spent some time 
living in Russia while my future wife was living in Romania. We 
fell in love with both countries and became very fond of  the 
culture and the people of  Eastern Europe. It was fascinating 
to see how Russia and the former Soviet Union countries were 
coping with the fall of  the Iron Curtain, and we knew we would 
jump at the chance to return if  the opportunity presented itself.

It did at KPMG. Through the Global Opportunities pro-
gram, my wife, daughters, and I have landed this time in Kiev, 
Ukraine’s capital city. We were anxious to see how things had 
changed in this part of  the world … and have they ever. The 
economy, the attitudes, and the future of  the people have been 
completely transformed. Both my wife and I are amazed at the 
progress that’s been made in a relatively short period of  time.

Working at the KPMG member firm in Kiev has been 
exciting as well, and I’m endlessly impressed by the quality of  
the young professionals in Ukraine. I came here expecting to 
teach the local staff  a thing or two about the profession, but I’ve 
been surprised by how much I’ve learned from them. It’s been 
eye-opening to see the incredible level of  talent we have in the 
KPMG International network, to interact with KPMG’s global 
management, and gain insight into the similarities and differ-
ences among our member firms. 

Another surprise: I discovered that my last name —  
Melanchuk — is of  Ukrainian origin. It turns out my family is 
located somewhere between Ukraine and Romania, so I’m hop-
ing to find some long-lost relatives while I’m here!
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Senior	Manager,	Audit

PhILADELPhIA	to	bANgALORE
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Embarking on an international assignment is a great way to 
meet people from across the U.S. firm and KPMG Interna-
tional. In the six months since I arrived at the Global Delivery 
Center (GDC) in Bangalore, I’ve gotten to know secondees 
from other KPMG member firms as well as U.S. professionals 
from both Tax and Advisory who are working abroad. I’ve 
also had the opportunity to work closely with a group of  U.S. 
and international partners, and play a critical and strategic 
role in the launch of  the GDC, which is designed to handle 
high-volume, low-risk Audit and Advisory work, as the Q-
Center does for Tax.

I am the first U.S. Audit secondee to come to India, so 
I’m involved in blazing a new trail for the Audit practice. 
And it couldn’t have come at a better time in my career. After 
working with the same clients for several years in Philadel-
phia, I was ready to build new technical and leadership skills 
while leveraging the ones I had developed back home. 

Taking on this assignment has enabled me to advance my 
career from halfway around the world while pursuing one of  
my personal passions: travel. I have to admit that India was not 
on my top 10 list of  destinations, but the scenery and people 
are amazing. I’ve fallen in love with the beaches and sunsets 
of  southern India, and I recently spent a long weekend in the 
country’s most cosmopolitan city, Mumbai.

When my assignment ends in 2010, I know I’ll be better 
prepared to take my career to the next level at KPMG. And 
I’m certain I’ll keep in touch with the friends I’ve made from 
across the firm and around the world. 

lo
n
d
o
n

Michelle Cercone
Manager,	Advisory

AtLANtA	to	LONDON

I highly recommend seizing the opportunity to live abroad. 
The experiences I’ve gained in Australia and now the United 
Kingdom have shaped and widened my perspective on life 
and work. On a two-year rotation with the U.K. firm’s IT 
Advisory practice in London, I’ve gained solid experience in 
serving our global clients. I’ve also taken full advantage of  the 
city’s proximity to such diverse destinations as Spain, Italy, 
Turkey, Belgium, and Germany.  

As a new manager in a new sector — Financial Ser-
vices — I needed to learn an entirely new skill set to serve 
my clients. It’s a fast-paced competitive market, and KPMG, 
which has been rated the No.1 auditor locally, works hard to 
stay ahead of  the curve. Keeping up remains a challenge, but 
at least I have now mastered the Tube, train, and bus systems, 
which were initially intimidating impediments.

Having a solid mentoring relationship at home has kept 
me grounded during my transition period overseas. My men-
tor encourages me to think about the bigger picture of  this as-
signment and its impact on my career. I’m looking forward to 
challenging myself  further during my second year in London 
— and I know my mentor will be there for me every step of  
the way. budapest

“This was the best experience and the best training I’ve had 
since I joined KPMG,” says Katie LeBlanc, who is based in Den-
ver. “When I was an associate, I often looked to the seniors for 
guidance. Now associates are looking to me. What I learned in 
Budapest will definitely help me help those coming behind me.”

Nelson Wong, a senior associate in Federal Tax, got a lot out 
of  the teaming experience. In looking into their crystal ball, Wong 
and his team saw a future in which the tax profession and business 
in general will focus increasingly on emerging markets, corporate 
social responsibility, the environment, sustainable energy, and the 
convergence of  regulations across borders.

“It was eye-opening,” says Nelson, who works out of  the 
San Francisco office. “The training definitely broadened my 
perspectives.” 

NEtWORkINg AND NEW ChALLENgES
Networking also was at the heart of  the Budapest training. Liz 
Rees, a Tax assistant manager with KPMG International’s U.K. 
member firm, found the opportunity to meet her cross-border 
peers both helpful and enjoyable, as did many of  the participants.

“I met lots of  folks from different U.S. offices,” she says. “I 
now have any number of  people I can call upon when a U.S. 
tax question comes up, and they can contact me, too.” 

Apparently, many of  the participants are doing just that. 
“E-mails have been going back and forth among the people in 
our group since the training ended,” Nelson says. 

The Global Foundations program pushed more than a few 
attendees out of  their comfort zone. Networking with so many 
different people and making a presentation in front of  a large 
group were a bit daunting, says Ryan Wilkerson, an Interna-
tional Executive Services senior associate based in Houston. 
But the experience helped boost his confidence. “I realized that 
if  you think too much about something,” he says, “you may 
miss out on an important opportunity to learn.” 	—	Chuck	Berry

Last January Bridget Kalb received an e-mail from Tax 
leaders Shaun Kelly and Rick Smith inviting her to attend the 
new Global Foundations — Tax program during the week 
of  May 12 in Budapest, Hungary. On reading the e-mail, the 
Jacksonville-based Federal Tax senior associate initially thought 
someone might be pulling her leg. “I just couldn’t believe I’d 
have such a tremendous training opportunity so early in my 
career at KPMG,” she says. 

Bridget was one of  more than 50 newly promoted KPMG 
senior associates from the United States who joined 34 profes-
sionals from KPMG International member firms in Germany, 
the Netherlands, and the United Kingdom for the global train-
ing in Budapest. This was the first time KPMG held training 
outside the United States for such a large group of  Tax staff  
professionals. 

“KPMG is committed to thinking beyond the present and 
beyond our borders as we help meet the changing needs of  
our clients,” says Shaun Kelly, vice chair, Tax. “Global training 
like the program in Budapest will play an increasingly impor-
tant role in helping us not only better serve our clients but also 
help strengthen ties among KPMG International member 
firms.” 

SOMEthINg Out Of thE ORDINARY
Staff  training typically focuses on technical skills, but Budapest 
wasn’t typical. “We wanted to give the participants something 
out of  the ordinary,” says Carol McCoy, partner in charge, 
Tax Learning and Development. 

That meant thinking about cross-border business issues 
and developing communication, team-building, and leadership 
skills. It also meant looking into the future. As part of  the pro-
gram, participants broke into cross-border teams to develop 
presentations and multi-media “commercials” showing how 
the tax profession may evolve during the next five years. To
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By	definition,	circles	are	self-contained	

units	that	begin	and	end	in	the	same	

place.	Leave	it	to	the	women	of	KNOW	

to	invent	circles	that	help	propel	careers	

forward.

The	Dallas	chapter	of	KPMG’s	Net-

work	of	Women	(KNOW)	has	divided	its	

membership	of	600	women	into	“circles”	

of	30	to	60	members	each.

“Our	members	use	the	circles	to	

develop	relationships	throughout	the	

firm	and	in	the	community,	and	to	build	

their	careers	and	create	a	better	work/life	

balance,”	says	Debbie	Jackson,	an	Audit	

partner	and	Dallas	KNOW	co-leader.

The	circles	are	just	one	of	the	many	

innovative	networking	and	mentoring	pro-

grams	created	by	KNOW.	During	the	past	

year,	KNOW	delivered	about	300	profes-

sional	development	and	career	advance-

ment	programs	through	its	60	chapters	

to	nearly	15,000	KPMG	women	and	men.	

“These	numbers	show	that	KNOW	has	

cultivated	a	nationwide	grassroots	follow-

ing	since	it	was	founded	in	2004	with	just	

four	chapters,”	says	Anna	Baird,	an	Adviso-

ry	partner	in	Mountain	view	and	member	

of	the	Women’s	Advisory	Board	and	Diversity	Advisory	Board.	

KPMG’s	annual	employee	work	environment	surveys	sug-

gest	KNOW	is	making	a	difference.	Between	2004	and	2007,	the	

percentage	of	women	who	agreed	that	KPMG	is	a	great	place	to	

work	jumped	19	points,	to	82	percent.	

THe MAIN eVeNT IN DALLAS
In	Dallas,	the	circles	play	a	central	role	at	the	chapter’s	biggest	

event	of	the	year,	its	annual	retreat.	About	400	local	KPMG	wom-

en	partners	and	professionals	attended	this	year’s	retreat	in	May.	

Acclaimed	writer	Fawn	Germer	appeared	during	the	morning	

session	as	the	keynote	speaker	and	then	led	a	panel	discussion	

on	work/life	balance.	In	the	afternoon,	the	women	organized	into	

their	circles	and	fanned	out	across	Dallas	to	perform	community	

service	at	various	nonprofit	organizations.

“I	like	how	we	spend	the	morning	focused	on	ourselves	and	

the	afternoon	focused	on	others,”	Debbie	says.

GeTTING TO KNOW eACH OTHeR IN SAN FRANCISCO
For	women	partners	and	professionals	in	San	Francisco,	it’s	not	

just	who	you	know,	but	who	you’d	like	to	know	better.	That’s	

why,	if	you	want	to	attend	certain	high-profile	functions,	the	

price	of	admission	is	to	bring	a	guest	—	a	C-level	executive	from	

a	client	or	prospective	client.	

The	chapter’s	main	event	last	year,	for	

example,	drew	60	people	—	including	40	

clients	and	potential	clients	—	to	hear		

California	Congresswoman	Jackie	Speier	

and	San	Francisco	Tv	personality	Jan	

Yanehiro,	two	of	the	authors	of	This Is Not 

the Life I Ordered,	followed	by	a	wine-and-

cheese	networking	reception.

“Our	events	are	very	popular	within	

KNOW	and	throughout	the	business	com-

munity,”	says	San	Francisco	Partner	Dara	

Bazzano,	who	is	the	chapter	organizer.	

“We	are	building	relationships	with	clients,	

prospective	clients,	and	each	other.”

PARTNeRING WITH Fortune
In	Chicago	and	San	Francisco,	the	KNOW	

chapters	have	begun	to	sponsor	a	“Most	

Powerful	Women	in	Business”	dinner	func-

tion	as	part	of	a	new	Fortune	magazine	

series.	

At	each	dinner,	the	local	chapter	hosts	

50	up-and-coming	women	—	a	third	are	

lead	KPMG	partners,	and	the	rest	are	their	

guests	—	all	senior-level	clients	or	pro-

spective	clients.	After	the	dinner,	a	Fortune	

editor	interviews	a	panel	of	attending	women.	The	interviews	are	

later	presented	in	the	magazine	and	on	its	Web	site.

“The	Fortune	dinners	provide	a	venue	for	women	partners	

to	build	relationships	with	women	business	leaders	of	today	and	

tomorrow,”	says	Sandra	Bushby,	director	of	Women’s	Initiatives.	

DRIVING ReLATIONSHIPS IN NeW YORK
In	New	York,	the	KNOW	chapter	is	transcending	a	gender	stereo-

type	by	adding	golf	to	its	lineup	of	activities.

“Historically,	golf’s	been	played	by	men,	who	often	develop	

business	relationships	on	the	course,”	says	Michele	Hendricks,	

director,	Global	Industrial	Markets.	“We	want	to	give	interested	

women	the	opportunity	to	learn	to	play,	and	to	show	them	how		

to	get	invited	to	play	with	their	clients.”

The	first	golf	event	of	2008	featured	a	presentation	by	Golf-

ing	Women,	an	organization	that	shows	women	how	to	use	golf	

for	business.

Michele,	who	is	co-managing	the	program,	credits	an	uncle	

for	giving	her	“that	extra	nudge	to	learn	the	game”	when	she	was	

young.

“He’d	say	he	did	all	his	business	on	the	golf	course,”	Michele	

recalls.	“At	KPMG	our	whole	business	is	about	building	business	

relationships,	and	golf	is	another	great	way	to	do	that.”A
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BY	JOHN	F.	HEENEHAN

Women’s circles	Build	Careers	and	Business	
KNOWHow

“thanks to kNOW, I’ve been able 
to form relationships at all levels 
of the firm — in tax, Audit, the 
federal practice, and with our 
global colleagues. kNOW has 
helped me expand my networks 
and develop my leadership skills. 
Who knows how far the oppor-
tunities kNOW has opened up 
will eventually take me and other 
women in their careers?”
— eLeNA YeARLY, Advisory manager,  

Tysons Corner

clockwise from top center: Mica Anderson, jennifer Palmer, Mo harpole, 
jennifer johnston, kate henderson, Neha Suresh, Meredith Rogers, 
Naina Medavarapu, Lauren Solomon, kristi hutter, Diana Vaughn, 
Natalie Martin, bond Munson, Erin Davis, Ashley hamilton
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KPMG people are extraordinary for the broad range of skills and 

experience they bring to their work. 

Dutch Mastery

FREDERIqUE	vAN	GEUNS	grew	up	in	a	small	village	in	the	Neth-

erlands,	was	educated	in	the	country,	and	started	her	career	in	

Amsterdam.	But	the	Tax	manager	always	knew	she	wanted	to	work	

and	live	in	New	York.	She	got	her	chance	in	2007,	joining	the	New	

York-based	Netherlands	Tax	Center	of	Excellence,	one	of	12	such	

centers	in	the	firm.	Frederique’s	one-year	rotation	has	stretched	to	

about	a	year	and	a	half,	and	finally	—	a	little	reluctantly	—	she	will	

return	to	Amsterdam	this	fall.

“I	spent	time	in	New	York	as	a	university	student	and	have	

always	wanted	to	come	back,”	she	says.	“The	Dutch	settled	New	

York.	It’s	New	Amsterdam.	I’m	very	at	ease	here.”

Frederique	is	comfortable	in	her	role,	too.	As	a	professional	

in	one	of	the	firm’s	Tax	Centers	of	Excellence,	she	is	—	together	

with	Senior	Manager	Kees	van	Meel	—	the	first	contact	for	U.S.	

professionals	who	have	questions	about	the	tax	regulations	in	the	

Netherlands.	

Usually,	Frederique	works	with	U.S.-based	companies	looking	

to	expand	their	operations	in	Europe	and	elsewhere.	“We	provide	

tax	advice	on	the	Netherlands	tax	regulations	and	help	clients	with	

tax	planning,”	she	says.	“There	are	benefits	to	making	investments	

through	the	Netherlands.”

Perhaps	because	Frederique	has	been	comfortable	in	New	

York	personally,	she	also	has	adjusted	well	professionally—though	

she	is	quick	to	say	the	business	culture	in	New	York	is	different	

than	it	is	elsewhere.	

“The	pace	is	fast,”	she	says.	“It’s	been	good	to	have	experi-

enced	it.”	And	yes,	she	definitely	hopes	to	come	back	to	New		

York	someday.

MARTY	PHILLIPS	knows aerospace. In particular, he knows how 
to help aerospace companies operate more efficiently — a skill set 
that has one of  his clients singing the firm’s praises to Wall Street 
analysts. 

“We were engaged to assess the client’s business, and we 
found close to a billion dollars in operational working capital re-
ductions, which effectively adds 35 to 45 percent to the compa-
ny’s free cash position,” he says. “Naturally, they were delighted 
and said so publicly.”

Cash is king for companies today, especially in a slow-growth 
business environment. “When the economy was stronger, com-
panies were more focused on getting their product to market,” 
says Marty. “Now, with customers spending less, the challenge is: 
How do you control your working capital investments and costs, 
maximize efficiencies, and maintain profitability?”

KPMG has an effective solution that draws on the full scope 
of  firm services and insight into the financial performance of  an 
entire enterprise. “Because we’re an audit firm as well as tax and 
business process advisors, we have the ability to look at every as-
pect of  an organization’s operational and financial performance, 
and we tie it all to the balance sheet,” says Marty. “Clients are 
telling us our approach is unique. We think KPMG has a big 
opportunity to build a reputation in the area of  enterprise-wide 
operational and financial performance.”

Marty has a particularly strong understanding of  aerospace 
financial management, having had extensive experience in the 
aerospace industry. This experience will come into play as he 
and his team help implement some of  the recommendations they 
made to the client. “Now we get to actually deliver the value that 
their shareholders and analysts are really looking for,” he says. 
“We are responding to the market in a real way, and I’m sure our 
clients will recognize us for it.” 

kPMgwhat I do for
BY	MICHAEL	GREENHOUSE

Frederique van Geuns

Marty Phillips
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Feet on the Ground and Flying High
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This	year,	EvANS	SCALA	will	help	de-

sign	at	least	five	full-week	training	ses-

sions,	which	will	be	attended	by	at	least	

5,000	Advisory	professionals.	About	

600	instructors	will	teach	the	programs	

that	she	and	her	colleagues	in	Learning	

and	Development	will	create.

“That’s	a	lot	of	training,	a	lot	of	firm	

resources,	and	a	big	commitment	of	

time	by	our	Advisory	people,”	she	says.	

“We	have	to	develop	top-quality	training	

that	people	find	engaging,	and	we	have	

to	do	it	efficiently.”

There	is	both	a	strategic	and	a	

creative	dimension	to	the	work	Evans	

does	on	behalf	of	Advisory.	On	the	

strategic	side,	there	are	business	aims	

to	address.	Who	do	we	need	to	train	and	

for	what	purpose?	What	skill	sets	do	we	

need	to	develop	in	this	group	of	people?	

After	the	training	is	over,	what	should	

this	group	be	able	to	do	for	their	clients?

The	creative	side	is	all	about	putting	

content	through	an	instructional	design	

process	that	makes	learning	compel-

ling.	“Some	people	think	of	training	in	

didactic	terms,”	says	Evans.	“You	take	

what	you	know,	put	it	in	a	slide	deck,	

and	lecture	a	room	full	of	people.	But	

successful	training	is	an	experience	that	

takes	a	lot	of	thought	and	creativity.”	

Here’s	an	example:	All	Advisory	

professionals	need	training	in	Business	

Process	Improvement.	To	make	it	come	

alive,	Evans	and	her	team	created	a	sim-

ulated	game,	in	which	everyone	in	the	

course	pretends	to	work	for	a	fictional	

food	company	that	needs	to	improve	the	

way	it	gets	its	products	to	the	grocery	

stores.	It	features	timers,	bells,	and	a	

high-spirited	competition.	“People	loved	

it,”	she	says.	“One	partner	told	us	it	was	

the	best	training	he’s	ever	had.”	

Evans	isn’t	exactly	a	circus	trainer.	

But	she	does	appreciate	the	theatrical	

nature	of	it.	“There	are	a	lot	of	things	that	

go	into	good	training,”	she	says.	“But	in	

the	end,	it	has	to	be	a	good	show.”

Inbound Leads Homeward 

Life	can	be	so	unpredictable.	About	a	year	ago,	Tax	Partner	Hans	Flick	was	looking	to	

build	a	team	that	could	work	with	the	Middle	East	and	South	Asia	(MESA)	practice	to	

help	create	opportunities	for	Middle	Eastern	clients	to	invest	in	the	United	States.		He	

reached	out	to	Human	Resources	to	find	individuals	who	speak	Arabic	and	discov-

ered	MONA	ALAWADHI,	who	speaks	several	Arabic	dialects.

It	turns	out	that	Mona,	who	grew	up	in	Kuwait,	had	been	looking	for	a	chance	to	

use	her	native	language	since	she	joined	the	firm	about	five	years	ago.	What’s	more,	

she	is	in	Tax	Technology	and	knows	quite	a	bit	about	the	firm’s	Tax	services.	

Mona	set	up	a	Web	site	that	has	helped	identify	more	people	for	the	team,	

which	today	is	known	as	the	US-MESA	national	group.		The	group	is	composed	of	

U.S.	Tax	professionals	who	speak	Arabic	or	have	worked	with	clients	from	the	Middle	

East,	and	is	led	by	Hans	and	Tax	Principal	Christian	Athanasoulas.		

Since	then,	Mona	has	been	a	key	part	of	the	US-MESA	group.		She	helps	Hans	

and	Christian	identify	business	conferences	in	the	Middle	East	that	KPMG	profes-

sionals	might	want	to	attend,	as	well	as	rotational	opportunities	in	Middle	Eastern	

countries.		She	also	helps	with	the	group’s	knowledge-sharing	efforts.

In	January	Mona	traveled	to	KPMG	Kuwait,	where	she	met	with	the	local	Tax	

team	to	describe	the	activities	of	her	group	in	the	United	States.		She	now	is	helping	

plan	for	a	KPMG-hosted	client	event	in	Dubai.	“We	know	that	clients	in	the	Middle	

East	want	to	invest	in	the	United	States.	And	we	know	there	are	partners	in	our	

member	firms	that	want	to	help	them,”	says	Mona.	“We’re	at	the	point	now	where	

we	need	to	build	relationships.	

“I	didn’t	really	think	someone	would	look	at	my	language	skills	in	Dialogue	but	

added	them	anyway.	I’m	very	pleased	with	the	way	things	are	going.	Life	is	funny	

that	way.”	Sure	is.

The Road Home

SAMANTHA	HSU speaks fondly of  the 
Road Home project. “It’s been a major part 
of  my life for 18 months,” she says. “I’ll be 
very sad when it ends.”

Since January 2007, Samantha has 
spent five days a week in Baton Rouge, 
Louisiana, working with a team of  Foren-
sic professionals in support of  the largest 
disaster recovery project in United States 
history. After hurricanes Katrina and 
Rita wreaked havoc on the Gulf  Coast in 
2005, the federal government committed 
$10 billion for home reconstruction. A 
Louisiana state agency is responsible for 
overseeing the disbursement of  funds, and 
KPMG works with the prime contractor 
managing the operation of  the program. 

Under the leadership of  Principal 
Mike Schwartz and Director Bill  
Rudolph, the KPMG team helped de-
velop an ethics and compliance program 
and built anti-fraud measures into all 
aspects of  the Road Home project. With 
Samantha’s help, the team developed 
relationships with numerous stakehold-
ers, including the Louisiana Office of  
Community Development and federal 

Mona Alawadhi

Samantha hsu

and state law enforcement and regulatory 
officials.  

Samantha is on-site every day but has 
no set routine. “Needless to say, the mag-
nitude of  the program required numer-
ous policy changes as the process moved 
along,” she says. “We want to ensure 
things are done correctly, and that means 
we have to work with the client, the state, 
and the homeowners at various times. We 
are a flexible team charged with maintain-
ing order and consistency. I think all the 
parties involved respect us for that.”

Samantha says it’s the variety in 
the forensic field that she finds exciting. 
“Every engagement is different, and I’m 
drawn to that.” She also is drawn to her 
native Taiwan. Samantha lived there until 
she was 14 and speaks Cantonese and 
Mandarin. Before joining the Road Home 
team, she worked on several projects in 
Taiwan and hopes to eventually do a rota-
tion in China.

From Louisiana to China? “I’ll miss 
the team in Baton Rouge, but I’ve learned 
so much. I’ll be ready to take my skills into 
another challenging environment.”B
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What are the overall goals and objectives of  
Industries and Marketing?

WE hAVE MANY gOALS but three key, strategic objectives. 
The first, which is an overarching objective, is to help our partners 
and professionals build and strengthen relationships within the 
firm and externally. I say this because strong relationships are at 
the core of  what we do. They encourage cross-functional teaming; 
they influence the type of  experience we deliver to clients; they 
strengthen the KPMG brand; and they are essential to the experi-
ences we all have as we grow and develop our careers. 

Our second objective is to embed industries into the fabric of  
the firm. The aim of  our Industry Depth goal — which is a  
critical component of  the firm’s 2010 
strategy — is to arm our partners and pro-
fessionals with deeper industry knowledge 
and more relevant insights. This directly 
improves the quality of  services and the 
client experience. Professional skills may 
be assumed in many cases, but our clients 
also expect us to understand their business 
and the industries in which they operate.

Our third objective is to continue to 
evolve our marketing function so it is more 
of  an enabler for relationship development. 
In that sense, we want to help our professionals and business units 
achieve both their short- and long-term growth plans. 

What are the keys to acquiring a 
relationship-development focus?

ON AN INDIVIDuAL LEVEL, it’s about actively listening to a 
client and learning about the company’s business. And based on 
that knowledge, you then need to provide relevant information 
and perspectives. Ultimately, the relationship has to evolve so that 
KPMG professionals become a valuable and relevant source of  
knowledge that the client wants to seek out. 

How specifically does your organization 
contribute to relationship development?

WE PROVIDE thE ENAbLINg tOOLS and programs that 
our professionals need to build relationships. Our tools fall into 
three categories, serving three basic purposes. 

First, they help our people become more relevant in terms 
of  industry knowledge. Second, they help our professionals be 
more efficient in their relationship-development efforts. And third, 
they help our professionals to be more effective and confident 
in their practice-development efforts. On the latter point, we 

provide training like “Accelerating Your Results,” “Winning at Orals,” 
“Enhance your Pursuit Skills,” and other training to help enhance 
effectiveness.

What are some of  the other tools and programs 
making an impact in the organization? 

IN tERMS Of RELEVANCE, we’re helping to build stronger 
industry networks across the country so industry knowledge and 
experience can be shared. Our line of  business community calls 
have been helpful. We’re also introducing industry-sector Web sites 
as repositories to centrally locate and organize industry information 
in a consistent manner and to help build stronger connectivity. The 

first such site, launched this summer, is  
Financial Services. The sites will facilitate 
the transfer of  industry-specific, cross-func-
tional knowledge to strengthen competen-
cies, achieve higher performance, and 
develop a competitive advantage. 

Knowledge Institutes are important 
to this effort as well, because they help our 
people to be relevant sources of  knowledge, 
while also helping us connect with the ex-
ternal marketplace and build our brand.   

In terms of  efficiency, one of  our signifi-
cant accomplishments in 2007 was launching the Pursuit Resource 
Center, which is a place to go for assistance with market assessment 
and account-development efforts. We are also driving the launch of  
InterAction, which is a relationship-management platform. 

What are some of  the synergies derived 
from a combined Industries and Marketing 
organization? 

thE tWO AREAS ARE INtERDEPENDENt when it comes to 
branding and relationship development. They go hand in hand.

The role of  Marketing is to enable our people to build a 
stronger brand in the marketplace; to develop marketplace relation-
ships; and to convert existing service opportunities into new wins. 
Industries are critical in all of  those activities. 

More specifically, industry content and experience is essential 
to the KPMG brand—it’s an important brand attribute. It is also 
critical in the buying decision, since clients usually consider industry 
knowledge when selecting a service provider. Therefore, it plays a 
big part in our ability to convert opportunities into wins. 

I’d also add that combining Industries and Marketing has got-
ten us better aligned with the businesses, and it’s helping to drive 
more focus and efficiency around our market-development efforts. 

A CONVERSAtION WIth 

Phil Rohrbaugh 
KPMG’s Vice Chair, Industries and 
Marketing, talks with KPMGLife 
about the importance of  relationship 
building, industry knowledge, and 
the strength of  the KPMG brand.

“Strong relationships are at 

the core of what we do. they 

encourage cross-functional 

teaming; influence the client 

experience; strengthen the 

kPMg brand; and are essential 

to developing our careers.”
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How does Industries and Marketing 
contribute to achieving KPMG’s strategic 
priorities?

It SuPPORtS ALL Of thE fIRM’S PRIORItIES and 
enterprise strategies. Industry knowledge has a direct bearing on 
the quality of  services we provide, for example, so in that sense it 
directly supports Professionalism and Integrity. 

When it’s executed correctly, relationship development trans-
lates directly to Quality Growth. I can say the same about our 
initiatives to strengthen the KPMG brand. 
Our sponsorship with pro golfer Phil 
Mickelson connects well to both brand en-
hancement and relationship development, 
because Phil isn’t just wearing the KPMG 
logo on his hat, he’s also participating in 
events with our clients and our people. 
At the same time, Phil is someone all our 
people can support and cheer for. 

Our Industries programs very clearly 
support the firm’s efforts to be an Employ-
er of  Choice, since industry knowledge 
and experience is so important to career 
development for our professionals.  

Finally, our programs are closely 
linked to Global Consistency, again be-
cause of  our Industries program. By hav-
ing a consistent industry platform around 
the world, our clients will have a more 
consistent experience with KPMG. 

Let’s look ahead. It is five years from now. 
What do you expect to have accomplished? 
How will Industries and Marketing have 
influenced the firm?

IN fIVE YEARS, I think we’ll be more effective at building 
strong external relationships on both an individual and institution-
al level — and this will translate into better client retention and 
win rates in the marketplace. I also believe that our partners and 
professionals will display the deep industry knowledge and skills 
that will improve the delivery and quality of  our services. 

Industries and Marketing will be a more efficient and effective 
engine of  quality growth in the firm, in part because we will be 
supplementing our resources with off-shore processes and assets. 

I also think that knowledge will be a differentiator for the firm, 
as knowledge sharing will become a bigger part of  our everyday 
culture. This should accelerate learning and teaming at KPMG.

You’ve had several roles at the firm but have 
been located in Philadelphia for most of  
your career.

YES, I StARtED IN PubLIC ACCOuNtINg in Philadelphia 
with Arthur Andersen. At one point I was managing partner in the 
Philadelphia office when Arthur Andersen and Andersen Consult-
ing were operating jointly there. I was drawn to KPMG after the 
Andersen experience (along with a large number of  my colleagues) 
because we found the leaders and people we met to be caring and 

engaging, and because KPMG was the 
only firm that articulated what it wanted 
to accomplish strategically in the next five 
to 10 years. That gave a context to how we 
could fit into its strategy.

I subsequently had a chance to serve 
as office managing partner of  KPMG’s 
Philadelphia office for about five years 
before moving into my current role.

I’ve been very fortunate in my 
career because I’ve had a chance to help 
a number of  other people succeed in 
theirs. Watching people I’ve worked with, 
mentored, and coached become partners, 
managers, or seniors are the proudest mo-
ments for me.

What do you do for 
relaxation and fun? 

It’S AbOut fAMILY fOR ME. My 
wife and I have four children, all of  whom are married, and seven 
grandchildren. We spend as much time together as we can because 
I’m focused as much on relationships there as I am in the work-
place.

And you spend some of  that time on your 
farm? 

YES, WE buILt A hOME ON A fARM in Central Pennsylva-
nia, and the family gets together there. I grew up in the city, but 
my parents gave me that experience, and I appreciate the country 
and that way of  life. I’m teaching my grandchildren to drive our 
tractor and appreciate farming. It’s always been a healthy experi-
ence for me, and I hope to pass on the importance of  the right 
work ethic and this relationship focus to the next generation. 
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WhERE ARE thEY NOW?

Major Media 
 Pascal Desroches Credits kPMg for his time Warner Success

BY	JOHN	F.	HEENEHAN

P
Pascal Desroches sees a striking simi-

larity between KPMG, where he began 

his career, and Time Warner Inc., where 

he has worked since 2001. Both feature 

“hard-charging environments with very 

smart and accomplished people,” he 

says. “every day, you need to bring your 

‘A game’ to work.”

Pascal began his KPMG career in 

1986 in the New York office, later transi-

tioning to the Department of Professional 

Practice (DPP). After a two-year fellow-

ship with the Securities and exchange 

Commission, Pascal returned to KPMG 

and the DPP in 2000, and was admitted 

into the partnership.

“I never thought I would leave 

KPMG,” he says. “The people are out-

standing. But when Time Warner offered 

me a fairly senior position, I felt it was an 

opportunity I had to pursue.”

Pascal accepted the post of assis-

tant controller at Time Warner, a major 

media and entertainment company 

with 2007 revenues of $46.5 billion. He 

progressed through the ranks and, on 

January 1, became senior vice president 

and controller. 

Today, Pascal oversees a broad range 

of financial matters for Time Warner, 

including internal and external financial 

reporting, and financial planning and 

analysis. He also supports special proj-

ects, including mergers, acquisitions, and 

other transactions. 

 While Pascal finds his role enjoyable, 

it’s also demanding, with 12- to 13-hour 

workdays the norm. 

“The thing that keeps me grounded 

is when I go home at night,” Pascal says. 

“I’ve been married now for close to 20 

years, have two kids — 11 and 13 — and 

they really don’t care what I do. I’m just 

Dad to them, and all they want to do is 

talk to me about their day. That’s a great 

way for me to unwind.” 

Looking back, Pascal says his expe-

riences at KPMG will stay with him. 

“KPMG will always have a special 

place in my heart,” he says. “You have 

incredibly bright people who are very 

hard working. If it were not for the work 

ethic and discipline I learned at KPMG, 

I don’t know that I could have been 

as successful as I have been at Time 

Warner.”



20	 SUMMER	2008		KPMGLife

mother’s hometown was misspelled on her 
passport, so her visa was held up.” 

ON hIS OWN
Knowing she couldn’t leave the coun-
try but Luis could, she reached out to a 
group called Pedro (Peter) Pan, which was 
helping Cuban children escape with the 
help of  the U.S. Government, the Roman 
Catholic Archdiocese of  Miami, and 
Cuban exiles. Within 90 days Luis was on 
a plane to Miami. “I’d never flown before. 
A stewardess sat with me during the flight 
because she saw the fear in my eyes.” 

With no family in the United States, 
12-year-old Luis spent the next three 
months in a children’s camp for Cuban 
refugees. “The first night was the hard-
est,” he says. “It was dark and I was 
scared. I wanted to go back to my mother 
but soon realized I couldn’t.”

From the camp, Luis was sent to 
an orphanage in Colorado. There were 
children of  different backgrounds and 
different experiences and, for the first time, 
his native Spanish presented a challenge, 
so Luis quickly learned to read and speak 
English. 

Luis spent almost two years in Colo-
rado, until one of  his aunts arrived in New 
York and he went to live with her. Five 
years later, his parents came to the United 
States. It had been seven years since Luis 
had last seen them. 

“My parents were emotionally and 
physically destroyed,” he says. “And instead 
of  just getting to be their son, I was in 
charge. They didn’t know the language or 
the culture. I had to help them find a place 
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to live and find them jobs. I feel like my 
childhood was compromised twice — once 
when I was 12 and then again at 19.”

bOOMERANg
Luis worked full time at a bank while going 
to school full time. He earned his CPA and 
joined one of  the Big Eight accounting 
firms. Luis came to KPMG in 1984, left in 
1988 for positions that added global experi-
ence to his resume, and returned to the firm 
in 2000. 

In his current role, Luis consolidates 
the region’s financial results, analyzes them 
against plan, and communicates with local 
leadership. “This job is challenging, but 
I enjoy it,” he says. “I like working with 
people from different cultures.”

He also likes helping others. Luis 
recently became the leader of  Montvale’s 
Hispanic/Latino network, and has served 
as the professional advisor to students in 
the Association of  Latino Professionals in 
Finance and Accounting (ALPFA).

“ALPFA offers students the chance 
to get a foot in the door and for KPMG 
to continue to recruit outstanding minori-
ties,” he says. As someone who didn’t have 
the same access to those opportunities, 
Luis is committed to opening that door 
even wider. 

WORth thE SACRIfICE
“I came here without a penny in my 
pocket,” Luis says. “I’ve worked hard and 
taken advantage of  whatever opportunities 
came along. My mother, a laborer with a 
grammar school education, knew I would 
do well here. And I am committed to mak-
ing all of  her sacrifices worth it.”

As the parent of  an only child — his 
son David is a physician — Luis now un-
derstands the sacrifices his parents made, 
especially his mother. “I made a promise 
to myself  to be all that I could — profes-
sionally and personally — to ensure their 
difficult decision paid off,” Luis says. “I am 
so grateful for the opportunity to come to 
this country, where someone like me can 
reach their full potential.”R
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living the dream
     By ReBeccA ScoTT first-generation Americans 

Revisit their journeys

A high-stakes escape
It was supposed to take three days. But 
her father hadn’t accounted for the intense 
storms that would rock the fishing boat 
Carmen Hernandez and 32 members of  
her family and friends boarded to escape 
Cuba in 1973.

The trip to the Cayman Islands took 
almost twice as long, and they ran out of  gas 
and food. “It was very scary,” says Carmen, 
who was 13 at the time. “We didn’t think 
we would survive.” But after five harrowing 
days at sea, a tourist boat tugged Carmen 
and her family to the island.

They’d left with just the clothes on 
their backs, having no choice but to leave 
behind their personal effects, even family 
photographs. But Carmen’s memories of  
growing up in Cuba are more vivid than 
photographs could ever be.

Carmen spent her teenage years in 
a Cuban boarding school — with little 
exposure to the outside world. “They would 
wake us up in the middle of  the night and 
ask why we didn’t want to join the commu-
nist youth movement,” she says. 

To escape the tenuous situation in 
Cuba, Carmen’s father took action. “It was 
critical that we left the island,” Carmen says. 
The stakes were high, but the opportunities 
outweighed the risks for Carmen and her 
family. And on “one good day, we all went 
to the beach and never went back.”

After making it to the Cayman Islands, 
they spent their first few nights sleeping in 
beach chairs in an empty church. Soon, her 

family was taken in by “the kind of  people 
you only encounter once in your lifetime,” 
Carmen says. 

After two years on the island, a U.S. 
relative sponsored their visas and, in 1975, 
they came to the United States legally, set-
tling in Miami. Carmen, who spoke Span-
ish and a little English, enrolled in school 
and her first class was public speaking. “I’ll 
never forget it,” she says. “But what doesn’t 
kill you makes you stronger.”

Today, Carmen is an Operations 
Services manager for the Miami, Fort 
Lauderdale, and San Juan offices. “The to-
do list is always long,” Carmen says. “But 
I appreciate the opportunity to expand 
my knowledge and capabilities. And I am 
grateful every day for the people I have met 
along the way.”

Carmen is involved with her commu-
nity and is passionate about her work with 
Junior Achievement. “I see part of  me in 
these children,” she says. “Many of  them 
are adjusting to a new country, a new envi-
ronment, and often a new language.” 

One student still stands out to Carmen. 
“In a third-grade class, a student raised his 
hand and said he had his own business,” 
she says. “He made necklaces and sold 
them to help his mother pay their rent. His 
story just reached me.”

She reinforces that when supporting 
others, “you receive more when you give.” 
With the many lessons she has learned in 
her eventful life, Carmen has a lot to give.

Luis Perez still remembers his 
number at the orphanage. “I was number 
58,” he says. “It was imprinted on all of  
my clothes, and even in my shoes.” And 
clearly, that imprint lasted a lifetime, shap-
ing the person Luis is today.

Now the finance director for KPMG’s 
Latin America region, Luis was born in 
Havana, Cuba. He lived in a one-room 
tenement with a shared bathroom: “De-
spite our struggles, we were getting by.”

But soon after Fidel Castro took over 
the country in January 1959, things began 
to change. His parents disagreed with 
Castro’s political views. Luis’ mother lost 
her job, while Luis missed close to two 
years of  school. Necessities were rationed. 

His family decided to go to the United 
States — Luis and his mother would leave 
first and his father would follow. “Un-
fortunately, the government was trying 
to separate families and we experienced 
that firsthand,” he says. “They said my 
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Luis with father james friel, the pastor 
of Sacred heart Orphanage
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there’s an epidemic engulfing kPMg 
offices across the country. It’s called 
baseball fever, and the only known cure 
is a day at the ball field volunteering for 
Major League baseball’s Reviving base-
ball in the Inner Cities (RbI) program.

W
hat started with firm involvement in six cities last 

year has grown to nearly 20 cities this year, with 

more cities becoming engaged in the program all 

the time. Some offices help with leagues through coaching, 

scorekeeping, or taking care of fields; others are involved in 

mentoring children and teaching life-skills classes through 

KPMG’s newly created educational component; while others 

have taken a more administrative role by scheduling meetings, 

organizing boards, and building and maintaining Web sites.

The level of participation is different in each KPMG office, 

but one thing is the same — the love for the game and for the 

children involved in the program. 

INVOLVEMENt kEEPS gROWINg
KPMG and Major League Baseball (MLB) announced in June 

the formation of RBI’s national Advisory Board. The 17-mem-

ber board is made up of MLB greats cal Ripken Jr. and Joe 

Morgan; MLB executives Bob duPuy, president, and Tim 

Brasuell, vice president of community Affairs; and team ex-

ecutives Ken Williams, general manager for the chicago White 

Sox, and Terry McGuirk, president of the Atlanta Braves; with 

KPMG strongly represented by Tim Flynn, chairman and ceo, 

Bruce Pfau, vice chair, human Resources, and Partners Tim 

Gillis and Princess Palmer.

The board’s goal is to shape the program’s framework 

to bring the association of RBI programs across the country 

together so best practices can be shared, on-field and edu-

cational component resources can be more easily allocated, 

and goals for the future of the program can be established.

“The formation of the advisory board is key to the long-  

term success of the program and will allow us to create 

consistency from chapter to chapter and to leverage national 

resources,” Bruce says.

PLAY bALL
Audrey Archer, an associate with Federal Tax in houston, and 

her brother, who was visiting from out of town, spent a hot 

Saturday in May hitting ground balls to the young girls trying 

out for one of RBI’s softball teams in the city. 

“I went there expecting to work the registration table but 

ended up playing a more hands-on role,” she says. “RBI is 

such a great program that I’d like to continue to work with the 

girls’ program.”
To
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bASEbALL 
fEVER

Audrey was one of more than 80 KPMG employees 

and university of houston accounting/finance students who 

helped run the houston RBI tryouts for baseball and softball. 

volunteers did everything from helping kids register, to timing 

sprints and judging the kids on their skill levels in various 

aspects of the game.

DOttINg thE “I’S” AND CROSSINg thE “t’S”
There are times when volunteers go well beyond the call of 

duty. In April, eduardo herencia, an Audit partner in San 

Juan, and five volunteers drove two hours out of the city to 

help seven RBI players fill out applications for the “RBI for 

RBI” scholarship, which awarded $5,000 to six high school 

seniors participating in RBI, one from each of the firm’s 

geographic areas. 

“We did not mind the long drive and late return [10 

p.m.],” eduardo says. “It was a very rewarding and spiritu-

ally fulfilling experience for all of us. The kids showed a lot of 

hope through their eyes, but more important, their parents 

were more excited about the process and could not conceal 

their pride for their sons and daughters.”

eduardo and his team didn’t stop there. A few days after 

making the trip, they followed up with the kids to make sure 

everything was in order with their applications. In the end, 

six boys and girls from Puerto Rico were able to submit ap-

plications to the firm for a chance at the scholarship, with 

Randy Rivera, 17, a Puerto Rico RBI player, winning one of the 

scholarships. 

In addition to Rivera, scholarships were won by Angie 

hidalgo, 18, of harlem (new york) RBI; courtney Tompkins, 

18, of Pittsburgh RBI; david Williams, 18, of St. Louis RBI; 

Tobias dorsett, 18, of houston RBI; and cameron hart, 17, of 

Los Angeles RBI. 

The students will have the opportunity to renew their 

scholarships until their post-secondary education is complete. 

The scholarship is funded completely by KPMG and MLB, 

through both an initial endowment and the pledge from both 

organizations of a $1 donation for each Run Batted In (RBI) 

during the league’s regular season.

RBI has programs in dozens of cities around the country. 

For more information about volunteering for RBI in your 

city, contact community Sponsorships at uS-KPMG hR 

community Sponsorships.

BY	MICHAEL	LA	BARR

the Philadelphia office held an RbI Volunteer Draft Reception in March 
to sign up prospective volunteers

tOP LEft: Volunteers from kPMg’s houston office gathered at a local park  
in May to help RbI with baseball and softball tryouts  
tOP RIght: kPMg volunteers from San juan offered their services during 
regional tournament play in july
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A fAMILY AffAIR
Tom Duffy, the office managing partner for the Short Hills, New Jersey, office, and his wife 
Debbie Duffy, organized a reading program and book distribution at a school in Newark, 
New Jersey. “We are committed to our communities and we’re looking to make an impact 
in these children’s lives,” Tom says. “Our main objective is to demonstrate how important 
literacy is and help build lifelong readers,” Debbie adds. 

Partner Heike Drake-Cavalletti and her husband, Marco Cavalletti, organized a similar 
event in Minneapolis. “Once I heard the number of  children who cannot read in the United 
States, I was immediately moved — I wanted to make a difference,” Marco says. “The 
program is unique in that it extends outside the firm into the homes of  our partners and 
employees. I realized that this was my opportunity.” 

Along with their son, Amy Pfau joined her husband, Bruce, and partners and employees at 
two of  the four book distributions in Paterson, New Jersey. Bruce is vice chair, Human Resourc-
es, and office managing partner for the Montvale, New Jersey, office. “When I finished reading 
Africa Dream to the class, a little girl raised her hand and said, ‘Only you can put your own pic-
tures in your dreams,’” Amy recalls. “It was a profound statement from such a small child, and it 
defined the reason we were there — when a child opens a book, a new world opens for them.”

In May, Partner Matt Pellows, and his wife, Jolynne, joined Beth, First Lady Laura 
Bush, and her daughter, Jenna, at a reading event promoting their new book, Read All About 
It, at Kate Bell Elementary in Houston.

This summer the Washington, D.C., office hosted a reading at Friendship Southeast Acad-
emy and distributed about 500 books, and the Denver office sorted 250,000 books in conjunc-
tion with Disney Publishing and World Vision. The Stamford, Connecticut, office gathered at 
the Childcare Learning Center to read to children and distributed about 350 books.

Although the program launched only recently, KPMG’s Family for Literacy has already 
received recognition. The Points of  Light Institute honored the firm on June 2 with a Con-
nect America Partner of  the Year Award, which Susan and Beth accepted in Atlanta on 
behalf  of  KPMG.

More than 1,500 interns will volunteer and participate in KPMG’s Interns for Literacy 
program this summer, dedicating about 5,000 hours of  paid volunteer time, raising nearly 
$10,000, and donating and distributing 117,000 books. 

KPMG’s Family for Literacy program has been structured so that everyone can get 
involved, whether it’s funding book purchases online through KPMG’s Family for Literacy 
Marketplace at www.firstbook.org/kpmgfamily, or volunteering for a variety of  opportunities 
in the community. 

“Illiteracy is a disease that does not need a medical breakthrough. Once it is cured, it 
will not return,” Susan says. “There are plenty of  ways to get involved so help us transform 
children’s lives with the magic of  a book.” 
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the initial success of kPMg’s family for Literacy is due to the tremendous commitment of the following partners 
and their spouses, and employees and their families in these Phase I cities:  

DENVER  Manny	Fernandez,	National	Managing	Partner,	Campus	Recruiting,	and	his	wife,	Debbie	

hOuStON  Matt	Pellows,	Tax	Partner,	and	his	wife,	Jolynne	

MINNEAPOLIS  Heike	Drake-Cavalletti,	Audit	Partner,	and	her	husband,	Marco	Cavalleti

MONtVALE  Bruce	Pfau,	Human	Resources	vice	Chair	and	Office	Managing	Partner	for	Montvale,	and	his	wife,	Amy

ShORt hILLS  Tom	Duffy,	Office	Managing	Partner,	and	his	wife,	Debbie	

StAMfORD  John	Azzariti,	Office	Managing	Partner,	and	his	wife,	Kathie	

WAShINgtON, D.C./tYSONS CORNER  Sanjaya	Krishna,	IT	Advisory	Partner,	and	his	wife,	Jesse	Cowan	
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“THIS IS A SAD REALITY THAT EXISTS IN THE UNITED STATES TODAY,” 
says Susan Flynn, wife of  KPMG Chairman and CEO Tim Flynn. “Recent data shows 
that in middle-income neighborhoods there is an average of  13 books per child compared 
with low-income neighborhoods where there is an average of  only one age-appropriate 
book for every 300 children.”

“There’s a need for help, and what better group of  people to help provide a solu-
tion to illiteracy than the KPMG family?” adds Beth Veihmeyer, wife of  KPMG Deputy 
Chairman John Veihmeyer.

Studies show that there is a direct correlation between access to books and becoming 
a reader. That’s why Susan and Beth co-founded KPMG’s Family for Literacy, a collabora-
tion with First Book, a nonprofit organization that provides children in need with new books. 
Through the program, the firm is contributing $250,000 to First Book, and sponsoring the 
distribution of  more than 200,000 new books to children from low-income neighborhoods. 

MAkINg A DIffERENCE
KPMG partners and employees embracing the program are joined by family, friends, 
alumni, and retirees in this vital effort to ensure that disadvantaged children have new 
books to treasure for a lifetime. The effort has been launched in seven cities and is led by 
teams of  partners and their spouses who are passionate about the program (See sidebar). 
In addition to our firm contribution, these offices have raised an additional $30,700. A 
dozen Phase II cities will launch in 2009. 

KPMG’s Family for Literacy has organized volunteers to fund the purchase of  books, 
conduct reading programs in schools, and work with existing literacy programs to distrib-
ute books. The books are purchased at an average of  $1.85 due to our partnership with 
First Book. The retail price of  books can reach up to $20.00 each. “They have matched 
our enthusiasm and passion to the initiative and are driving the impact on illiteracy 
throughout the country,” Susan says.
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Open a Book Open a Book &Open a Child’s Future 
Imagine that you’re a 
teacher in a low-income 
school and as an assign-
ment you ask your first-
grade students to bring 
a book to school the next 
day. Tomorrow arrives 
and you are shocked to see 
that the majority of  your 
students have brought  
in a telephone book  
or a Bible. 

A Park brook Elementary fifth-grader listens  
intently as kPMg volunteers read to his class 

Susan flynn reads to franklin 
Elementary kindergarteners

beth Veihmeyer reads to Park brook  
Elementary second-graders

PHOTO ABOVe: KPMG’s Family for Literacy 
volunteers (from left) Diane McKiernan, Amy Pfau, 
and Adriana Brown with Ms. Lantigua’s (standing) 
kindergarten class at Paterson Public School #29.

BY	KIM	MATTHEWS
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put me in, 
  COACH

ChEERLEADINg

kIM EDWARDS
Senior Manager 

RIChMOND 

LIttLE LEAguE bASEbALL

RObERt McLAMb
Partner 

hOuStON 

ited the entire program later that year. Today we have about 50 
women, and I truly enjoy watching them blossom as athletes and 
push past their pre-conceived limits. It can be difficult at times to 
balance the club’s needs with the individual growth of  our paddlers 
— we have a wide variety of  skills sets, and our members range in 
age from 17 to 65 — but I’ve found that the key to being a good 
coach is to lead by example. I don’t ask the women to do anything 
I don’t do myself, and they see the positive results of  our training 
come race time. 

Coaching a team of that size sounds like a full-time 
job. How do you balance your time? It can be tricky, but 
I’ve never missed a race because of  work — and I’ve rarely missed 
a practice. During the paddling season, I’m able to shift my work 
hours a bit and make up any time I might need to dedicate to the 
club. My manager and team at KPMG are always flexible and un-
derstand how extraordinarily passionate I am about the sport.

I also have a 5-year-old son, and he needs my time, too. 
Thankfully, I have some great female mentors at the firm who have 
given me wonderful advice and guidance when it comes to being a 
working mom. 

So did you ever compete in that triathlon? No, but I hope 
to someday. And I’m planning to run my first marathon in Chicago 
this fall. It only took 20 years! ■

OutRIggER CANOEINg

LAuRIE REItERER
Senior Associate 

LOS ANgELES 

What is outrigger canoeing? It’s a Polynesian-born 
sport that made its way to California in the early 1960s. Paddling is 
as popular in Hawaii as football is in the rest of  America, and now 
has a competitive following along both U.S. coasts and in more than 
15 other countries. 

Outrigger is unique from other paddling sports in that it’s 
ocean-based, and we compete using canoes that hold six paddlers 
and weigh more than 400 pounds each. Plus, it’s deeply rooted in 
Hawaiian tradition. We perform certain rituals with the canoes — we 
bless them, name them, and instill a spirit in them — and we’ve 
incorporated Hawaiian chanting and singing into our racing.  

How did you pick up the sport? I became interested in 
paddling after I graduated from college and began training for a 
triathlon. I had been a member of  the women’s crew team at the 
University of  California, Santa Barbara, so I was comfortable in 
calm waters but afraid of  the open ocean. 

A college teammate suggested I try paddling as a safe way to 
overcome my fear. I joined a club in Marina Del Rey — one of  the 
largest clubs in California — and immediately fell in love with the 
sport. Like rowing, there’s a good deal of  team unity involved, but 
paddling is much more primal. 

When did you make the transition from athlete to 
coach? I began coaching the novice paddlers in 2005 and inher-

How did you become involved in Little League? 
I’ve been a coach for years and was asked to become president 
of  West University Little League in 2003. It’s the largest Little 
League organization in the world and serves about 1,300 children.

One of  my first projects as president was to institute a Chal-
lenger program to serve children with disabilities. During the first 
year, we were able to field four teams totaling about 48 kids. Today 
we’ve nearly doubled that number. And we’ve recruited hundreds 
of  volunteers to serve as buddies for our Challenger players.

The year you launched the program, you had a spe-
cial guest at your opening game. Yes, former First Lady 
Barbara Bush. But the most incredible moment for me was when 
the Challenger kids stepped out on the field for the first time. The 
excitement in their eyes is something I’ll never forget.

What makes you so passionate about this program? 
Growing up, I worked at a YMCA summer camp for children 
with disabilities. Since then I’ve made it a point to serve those who 
have special needs.

I’ve gotten my wife and children involved in the Challenger 
program as well. It’s a great way for us to give back to the com-
munity as a family. My kids weren’t always happy when I’d wake 
them up early on Sunday mornings to clean the field or prep for a 
game, but they’ve grown to understand and appreciate the differ-
ence we’re making in the lives of  these great kids. 

Has the firm been supportive as well? Absolutely. In fact, 
when our team was invited to visit the White House a few years 
back, KPMG helped sponsor the trip. And a number of  people in 
the Houston office — from partners to support staff  — are now 
involved with the league as volunteers. Their commitment says a 
lot about the values of  our firm. ■

How did you become a cheerleading coach? I began 
after signing my daughter up for our local program in 2003. She 
was 5 years old, and I thought it would be a good way for us to 
spend time together. I was asked to take over as head coach soon 
after, and last year was elected to lead the program as cheer director 
for a two-year term.

What additional responsibilities do you have as cheer 
director? I manage all aspects of  the program, including recruit-
ing volunteer coaches and making sure we have the appropriate 
fundraising efforts in place. As a nonprofit organization, we provide 
scholarships to children whose families can’t afford the program, so 
the fundraising element is absolutely critical. 

Our biggest fundraising activity each year is our homecoming 
event, which brings together about 250 families in the community. 
We raise money by selling raffle tickets and we invite the kids to 
enter into a drawing for the opportunity to throw a pie at the coach 
of  their choice. Last year’s event was our most successful yet — and 
I even took a pie in the face to support our kids!

You’re a mother of two and a senior manager at KPMG. 
How do you find the time to do it all? I’ve been on a flexible 
work arrangement since my son was born in 1996, which allows me 
to continue to grow professionally, meet client deadlines, and still 
devote a lot of  time to my kids. It’s also helpful that I share the same 
interests as my children. My daughter is a cheerleader, my son plays 
football, and my husband is very involved in the football program, so 
we’re on the field as a family for every game. 

Besides being able to spend time with your kids, what 
do you find most rewarding about leading this pro-
gram? The first year I served as head coach, we had a young girl 
who wanted to be a cheerleader but was painfully shy. At our first 
practice, she cried and asked to quit the program. I spoke with her 
during a break and asked her to be my special helper for the rest of  
the season. Five years later, she still remembers that conversation 
— and she’s still involved in the program. ■
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How	do	you	go	from	swimming	for	the	

Swiss	team	to	forensic	accounting	in	

Texas?	It	all	started	in	some	shallow	water	

off	a	beach	in	Italy.

“I	was	lucky	that	my	dad	taught	me	

how	to	swim,”	says	Flavia.	“Whenever	

we	visited	my	mother’s	family	in	Italy	we	

would	spend	a	lot	of	time	on	the	water,	

and	I	learned	to	love	it.”	

Beginning	at	8	years	old,	Flavia	pur-

sued	her	love	of	the	water	in	a	local	swim-

ming	club	in	her	hometown	of	Lugano,	

Switzerland.	While	she	kept	getting	faster,	

she	never	thought	of	it	as	much	more	than	a	hobby.

RANkED tOP 10
“By	14,	I	was	ranked	in	the	top	10	in	Switzerland,	but	that	wasn’t	

a	big	deal,”	she	says.	“That	year,	though,	I	qualified	for	the	

European	Junior	Championships,	and	came	close	to	setting	a	

record	in	freestyle.	That’s	when	I	realized	—	OK,	this	could	take	

me	someplace.”

Flavia	went	on	to	win	the	event	in	her	third	year	of	com-

petition.	This	helped	bring	her	to	the	attention	of	coaches	and	

recruiters	from	all	over	the	world,	including	Southern	Methodist	

University	(SMU)	in	Dallas,	Texas.

“I	was	interested	in	coming	to	the	United	States,	mainly	be-

cause	the	school	system	in	Switzerland	doesn’t	allow	for	the	type	

of	training	and	traveling	that	I	do,”	she	explains.	“So,	a	few	years	

later,	I	met	the	coach	and	came	to	Dallas	for	a	visit,	and	I	loved	it.”

Flavia	began	college	in	2001,	after	competing	in	the	2000	

Olympics,	where	she	narrowly	missed	a	bronze	medal	in	the	

800-meter	freestyle.	During	her	college	career,	she	was	a	four-

time	All-American	in	the	500-	and	1,650-yard	freestyle	and	

a	five-time	NCAA	champion,	despite	taking	time	away	from	

school	to	compete	in	the	2004	Olympics.	

Flavia	excelled	out	of	the	pool	as	well,	winning	the	Presi-

dential	Award	of	Excellence	Scholar/Athlete	Award,	the	highest	

honor	SMU	bestows	on	a	student	athlete.	

After	double-majoring	in	finance	and	ad-

vertising,	she	decided	to	shift	her	focus	to	

the	master’s	program	in	accounting	after	

she	graduated.

A SENSE Of bELONgINg
“A	lot	of	my	finance	professors	said,	‘Take	

a	lot	of	accounting,’	since	they	go	to-

gether	so	often,”	she	says.	“I	took	a	lot	of	

accounting	classes	and	really	liked	it,	but	

because	it	wasn’t	my	major	I	didn’t	think	

I	had	a	shot	at	the	master’s	program.	But	

I	talked	to	the	school,	made	up	a	couple	of	prerequisite	classes,	

and	got	in.	Once	I	realized	I	could	do	it,	I	really	began	to	love	it.”

When	the	time	came	to	start	thinking	about	her	next	step,	

KPMG	stood	out.	“I	have	a	friend	who	started	working	for	KPMG	

this	past	September,	and	he	told	me	great	things	about	the	

firm,”	she	says.	“Then	I	started	the	recruiting	process,	and	the	

team	here	in	Dallas	was	just	amazing.	Pretty	much	from	the	

beginning,	I	just	felt	like	I	belonged	at	KPMG.”

Will	it	be	an	adjustment	to	spend	so	much	time	on	dry	land?	

“I	don’t	consider	myself	a	professional	athlete,”	she	says,	“and	I’m	

ready	to	try	something	new.	Plus,	as	far	as	distance	swimming	

goes,	I’m	actually	the	oldest	swimmer	out	there.	I’m	swimming	

against	girls	who	are	10	years	younger	than	me.	At	some	point	I’m	

going	to	start	slowing	down,	and	I	want	to	end	it	on	a	good	note.”

Flavia	spent	the	summer	training	and	studying	for	the	CPA	

exam.	After	a	warm-up	meet	in	Slovenia,	followed	by	more	train-

ing	in	Singapore,	she	moved	into	the	Olympic	village	in	Beijing	

in	the	first	week	of	August.		

“The	2000	Olympics	were	my	best	Olympics	as	far	as	swim-

ming,	by	far,”	she	says,	“In	Athens,	though	I	didn’t	swim	as	well,	it	

was	an	incredible	experience	personally.	Hopefully,	with	this	one,	

I’ll	get	to	combine	the	two	—	swim	well,	and	have	a	great	time	

also.”	Check	KPMG Today	to	learn	how	Flavia	fared	in	Beijing.

MAKING A     

     splash
	 																											BY	KEvIN	ZIMMERMAN

flavia Rigamonti can’t wait to start working at kPMg this 

fall. there’s just one thing she has to do first — swim for her 

home country of Switzerland in the 2008 Olympic games in 

beijing, China. flavia Rigamonti: 

from the Swiss Olympic team 

to the Dallas forensic team
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LIFe’S PURSUITS

“The leaders of  tomorrow must be global: They 
must embrace and celebrate change,” Chairman and CEO Tim 
Flynn told an audience of  human resources leaders from across the 
country at the Conference Board 2008 Leadership Development 
Conference in May.  

“Your leadership development programs will play a critical part 
in helping your leaders create a culture that can withstand the pace 
of  change, that can develop the future leaders to lead the change 
process, and that can ensure that the globalization of  your leader-
ship teams keep pace with the globalization of  the workplace.” 

That culture is taking shape today at KPMG.  By broadening 
our definition of  leadership and expanding our leadership devel-
opment curriculum to include people at every level of  the firm, 
KPMG is helping to ensure all of  its professionals reach their full 
potential as leaders in today’s global business environment.

CREAtINg A CAREER PAth
The firm also has put more emphasis on the leadership opportunities that exist in client 
service.  “Client service is the lifeblood of  our firm, and where the vast majority of  our 
partners spend their entire career,” Tim said.  “So we created a partner career architec-
ture that shows three distinct but inter-related career paths — client service, technical 
expertise, and operational.”

And partners aren’t the only people at KPMG with well-defined career paths, 
thanks to the new curriculum and resources such as our Employee Career Architecture, 
a tool that enables people to build a career path, step by step.  Tim cited last year’s Audit 
Fundamentals Training in Spain and New Manager Training in the United States and 
Canada — as well as the recent Chairman’s 75 session in India — as examples of  the 
firm’s focus on developing global awareness throughout the career life cycle. “These 
programs help to ensure that we are building critical leadership and business skills at all 
levels, with a consistent approach to the values and culture we are creating.”

Another key success factor for KPMG, Tim added, is the use of  senior partners as 
teachers in many of  our programs.  “This ‘leaders teaching leaders’ approach provides 
participants with another real-world view of  our business and has proven to be a valuable 
learning experience for everyone involved.”

bECOMINg A StuDENt Of LEADERShIP
So what can people do at a personal level to become great leaders?  According to Tim, 
“Become a student of  leadership.  Every day we witness leaders and their behaviors, and 
it’s a great way to develop, grow, and create one’s own leadership style.”  

Also, never underestimate the value of  trust.  “Leaders gain trust by recognizing the 
tremendous responsibility that goes along with having someone else put their trust in you 
and then earning that trust every day through your actions.  When we do the right thing 
in the right way, we earn the right to ask others to do the same thing.”

“Your leadership 

development 

programs will 

play a critical part 

in helping your 

leaders create a 

culture that can 

withstand the pace 

of change…”—TIM	FLYNN

SPEAkINg Out
building 
tomorrow’s 
Leaders  
at kPMg

BY	KATE	REUTER
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When an employee recently put 
in a request for a flexible work 
schedule, she got a lot more than 

she bargained for. 
The employee had just adopted three 

children but hadn’t taken advantage of  the 
firm’s adoption-reimbursement or adop-
tion-leave benefits. In a call to the Human 
Resources Service Center (HRSC), she 
learned that she was not only eligible for 
$15,000 in adoption-assistance benefits 

($5,000 for each child), but she also could 
take advantage of  the two-week parental 
leave and add her children to her health 
insurance plan. 

What’s more, the employee hadn’t even 
been with KPMG a year when she adopted 
the children. But the firm “still wanted to 
make good on it” as soon as she became 
eligible for the benefit, says James D. Clark, 
an associate director at the HRSC.

For James and his colleagues, calls 
like these make their day, and they aren’t 
uncommon. Employees are often surprised 
to hear about the wealth of  KPMG’s 
benefits. Like another woman who couldn’t 
say enough positive things about the firm’s 
maternity leave policy. 

“I loved the fact that I was able to take 
six months off,” she says. “And I wasn’t 
worried about not having my job to come 
back to. The HR person I worked with was 
wonderful.”

gEttINg ANSWERS
The HRSC, which celebrated its 10th 
anniversary this year, is where KPMG 
employees turn to find answers to all their 
questions about their benefits, from health 
insurance to mortgage assistance and retire-
ment. In addition to answering questions 
and providing advice, HRSC reps also 
get to hear a lot of  employees speak of  
how KPMG’s benefits have helped them 
through difficult times in their lives.

Last year, the firm modified its Long 
Term Disability plan so employees could 
pay a lower rate for their benefits while on  
a leave of  absence.

“When we notified one employee of  the 
enhancement to the plan, she was so ecstatic, 
she screamed,” James recalls. “After adjusting 
the charges to the lower rate, the employee 
had an $898.87 credit, which would cover 
her benefits for the next two months.”

Ten years ago, the HRSC reps were 
largely responsible for making sure forms 
were properly filled out and filed on time. 
Today, they have a more consultative role, 
asking questions to determine why an em-
ployee is seeking a particular benefit and if  
they might be eligible for any others.

LONg-tERM SuPPORt
Not only current employees, but also retir-
ees call the HRSC with their own unique 
issues. James finds working with them 
particularly satisfying.

One retiree who had worked at the 
firm only a few years thought the only 
benefit he was leaving with was his 401(k). 
He called in confused, asking why he was 
receiving information about medical and 
dental coverage, as well as his pension. 

“We told him those were benefits he 
had earned,” James says. “He was shocked 
because he had only worked for the firm 
for a few years. He told us that KPMG 
took better care of  him during that short 
time than the company where he had spent 
30 years.”

Another time, after the firm sent out 
notices informing retirees that KPMG’s 
prescription drug plan offers more support 
than Medicare Part D, one retiree wrote 
back: “I will be 85. My wife of  60 years will 
be 90. The best thing that has happened to 
us has been my work at KPMG.”

When James read the note, he thought it 
might be from a partner, but “it was written 
by an employee who never made more than 
$32,000 with the firm. He retired in 1997.” 

the hRSC keeps Customers Satisfied 
Call	AND	
Response
BY	KEN	FODOR
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james Clark

Number of Calls Per Month
8,000 to 10,000

busiest time of Year
Benefits enrollment Period in  
november

Most frequent type of Call
Medical Insurance Benefits

Number to Call
1-800-one hRSc (663-4772)

james D. Clark
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The mark of a leader. 
Vision. Plus focus.
Being on top of your game requires a unique perspective. 
One that aligns the vision of where you want to be 
with a focus on how to get there. It’s the same when 
choosing a professional adviser. You want someone who 
understands your vision. And offers insights to help you 
address critical issues. Which is the defi nition of a leader.

Like Phil Mickelson. And KPMG.
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NEW PrIOrItIESA few Minutes with janice Patrisso
Janice Patrisso leads the Project Management Office responsible for coordinating firmwide 
efforts for International Financial Reporting Standards (IFRS).  She has held numerous 
leadership positions in the firm, serving most recently as Area Risk Management Partner 
for the Advisory practice in the Northeast Area.

Why is IFrS important? Globalization is driving the 
need for global accounting standards — more than 
100 countries have adopted IFRS or a variation of it. 
The Securities and Exchange Commission (SEC) is 
considering whether to develop proposed rules that 
may allow or require U.S. public companies to transi-
tion from U.S. GAAP to IFRS. Such a transition would 
be much more than an accounting exercise. IFRS 
could be the platform to launch a transformation of 
the entire accounting process for many companies. 
When the United States, with the world’s largest 
economy, shifts to widespread use of IFRS, it could 
greatly influence how the application of the report-
ing standards evolve worldwide.

What are we doing to prepare for this conversion? 
We created a Project Management Office to coor-
dinate the firm’s activities and resources related to 
IFRS. We are assembling a cross-functional nation-
wide network of KPMG partners and professionals —  

and leveraging our leadership in IFRS conversions 
globally — to help clients with the transition to IFRS. 
We are continuing to train our partners and profes-
sionals and we are seeking to identify professionals 
from KPMG member firms abroad who have signifi-
cant IFRS conversion experience. We also launched 
the KPMG IFRS Institute.

tell us more about the KPMG IFrS Institute. It is 
designed to help position KMPG as a thought leader 
in IFRS by addressing the information needs of com-
panies, investors, academics, and others affected by 
the conversion. The Institute is interactive and offers 
thought leadership, Webcasts, news stories, share 
forums, and conferences. A May Webcast overview 
of IFRS attracted more than 2,500 participants — 
three-quarters from outside the firm. With an eye 
toward the business leaders of tomorrow, we have 
begun a series of Webcasts for faculty members on 
how they can teach IFRS at the nation’s business 
schools. The discussion topics have covered the 
potential impact of IFRS on academia, how to incor-
porate IFRS into classroom discussions, and some 
of the similarities and differences between IFRS and 
U.S. GAAP. 

How long will it take for companies to make the 
transition? We expect an extensive ramp-up period. 
Companies might not complete their transition to 
IFRS for a few years. But the businesses will need 
to determine how the new standards will affect them 
and, if the standards are voluntary, if they want to 
make the conversion.

How do our clients see IFrS? Multinational compa-
nies appear most interested in making the conver-
sion because they use IFRS in other countries, feel 
they would benefit from a single reporting system, 
and believe their financial reporting would have 
greater comparability with peer companies currently 
on IFRS. Many other large- and medium-sized com-
panies want to know more about the potential im-
pact of conversion, while smaller companies with no 
international operations are less likely to be focused 
on IFRS right now. We are working hard to educate 
our clients and potential clients about IFRS so they 
can make informed decisions.

How will the conversion to IFrS compare with the 
adoption of Sarbanes-Oxley for companies, KPMG, 
and the marketplace? Some say IFRS will have a 
greater impact on companies than Sarbanes Oxley 
did because the international standards will affect 
all aspects of an organization. On the other hand, 
companies, the firm, and the marketplace already 
have familiarity with IFRS because it’s been in use 
in many other countries since 2005 while Sarbanes 
Oxley was brand new when it was adopted in 2002. 

How prepared will KPMG be for the application of 
IFrS in the United States? We already are working 
with many Audit and non-Audit clients who want to 
understand the potential challenges and benefits 
of adopting IFRS. In addition, KPMG member firms 
have been applying IFRS and have been involved in 
IFRS conversions for several years. We understand 
IFRS and the transition process. When the SEC un-
veils IFRS for the United States, KPMG will be ready.

In 1908, Kansas City became the fifth office to open its doors after
the original New York City founding of  KPMG predecessor 
Marwick, Mitchell & Company.  Today, the Kansas City office has 
grown to include more than 300 professionals.  It also has become 
a model for other KPMG offices across the country by making 
mentoring a top priority.

According to Office Managing Partner Dave fowler, that 
culture of  people development has deep roots. “The Kansas City 
office has, in effect, become a breeding ground of  sorts for chair-

men, deputy chairmen, managing partners, and partners in  
charge — certainly more than any other single office of  its size,” 
Dave said at the office’s centennial celebration event on June 13. 
“And over the years, it has produced and exported a large number 
of  partners destined to head up other offices.

“But most important,” he noted, “we expect top talent to be 
recruited, developed, and advanced to represent the same quality 
that has always existed in this office. That goes for every one of  the 
KPMG professionals who has come through our doors.”

thE MARk Of A LEADER

Take your 
BeST ShoT

A picture is worth 1,000 words, as 
the saying goes. But at KPMG, a  
picture also can be worth $5,000.
Just ask Steve Manilov, an Advisory manager in 
the Radnor, Pennsylvania, office. Last summer, 
Steve entered KPMG’s first-ever national vaca-
tion challenge and won a $5,000 voucher to use 
toward his next vacation. he claimed the grand 
prize, as well as the Midatlantic Area prize, for 
his photo of oregon’s haystack Rock at dusk.

With his winnings, Steve and his wife 
booked a 10-day trip to London. The couple 
journeyed across the pond in May — and, once 
again, Steve kept his camera handy. “Travel 
photography has always been a hobby of mine,” 
he says. “This was our first visit to London, as 
well as our last vacation before our baby is born 
this fall, so it was an extra special experience.” 
At right is a photo taken by Steve in england’s capital.

If you’ve taken a vacation this year and captured it on film — or plan to before 
September 30 — you can enter to win a vacation voucher by submitting a photo to 
the 2008 national vacation challenge. For more information, please visit the vacation 
challenge page on the hR Web site.

CENtENNIALCelebration

A

Global 
Enterprise 

Institute
According to KPMg survey results, 
58 percent of  respondents from more than 
1,000 middle market companies in 10 U.S. 
cities plan to increase their global presence 
in the next five years. As KPMG has a 
significant presence in the middle market 
space, many of  our clients are dealing 
with these issues and the growing pains of  
going global. 

To help these companies take advan-
tage of  the opportunities and tackle the 
challenges, KPMG launched the Global 
Enterprise Institute in 10 U.S. cities earlier 
this year.

“The Institute creates a forum for 
middle market companies to discuss their 
issues related to going global, offers net-
working opportunities, establishes KPMG 
as a thought leader in the Mid Market 
space, and reinforces the global experience 
we can bring,” says jerry jolly, national 
managing partner, Mid Market. 

And following successful chapter 
meetings in a number of  cities, the Insti-
tute is gaining ground. According to Mike 
Bearup, an Audit partner in Denver who 
leads that chapter, “KPMG has a global 
network, global experience, and global 
understanding. That gives our clients an 
added sense of  security when going global 
and really differentiates us.” 

The Institute launched a Web-based 
portal to enable Mid Market clients and 
KPMG professionals to access thought 
leadership about key middle market issues 
and emerging trends. Learn more about 
the Global Enterprise Institute at  
www.kpmgglobalenterpriseinstitute.com or 
contact Jerry Jolly for more information. 

This	KPMG	
advertisement	
featuring	golf	star	
Phil	Mickelson	has	
run	in	GolfWorld	
magazine,	as	well	
as	the	journals	
of	several	PGA	
tournaments,	as	
part	of	the	firm’s	
efforts	to	increase	
its	visibility	
among	business	
leaders	who	follow	
the	sport	and	to	
enhance	market-
place	perception	
of	KPMG.
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