
EDITORS’ NOTE Catherine Smith is also a mem-
ber of the board of directors. Prior to Brightstar, 
from May 2008 to July 2011, Smith served as Vice 
President and Lead Counsel for Motorola, Inc. and 
Motorola Mobility. She also held a variety of other 
executive positions and served as the President and 
Executive Sponsor for the Global Inclusion and 
Diversity Council in 2007. Smith holds a bachelor’s 
degree in Political Science and Economics from the 
University of Virginia and a Juris Doctor degree from 
Georgetown University Law School.

COMPANY BRIEF Brightstar Corp. (brightstar.com) 
is a subsidiary of SoftBank Group Corp. and the 

world’s leading mobile services company for managing devices and accessories 
across the wireless ecosystem. With a comprehensive portfolio of B2B offerings and 
unrivaled wireless expertise, it simplifies the wireless world, making mobile tech-
nology accessible to everyone. Brightstar serves mobile network operators, retailers, 
manufacturers and enterprise customers across 100 countries. It touches almost 
every aspect of a mobile device somewhere in its life cycle by providing innovative 
end-to-end services seamlessly integrated across customer mobile value chains. 
Brightstar reported global net revenues of approximately $12.1 billion in 2015.

Will you talk about your areas of focus in this role?
There are three primary areas of focus. First, as Chief Administrative 

Officer, I have overall responsibility for our HR organization, with a particular 
focus on the employee experience and culture of our organization. I’m mind-
ful of the importance of having an environment that supports growth and 
development of the individual while being a dynamic and rewarding place 
to work. As we shape the culture for our future success at Brightstar, I along 
with my HR organization, must have a pulse on what fuels our employees 
from the millennials to those with more experience. 

On the General Counsel side, it is about employing a legal rubric 
around the company that breeds consistency and reliability in how we go to 
market and how we service our customers. It also involves building a com-
pliant organization – we do business in approximately 100 countries with 
varying rules and laws, so we have to know how we can be successful in 
those markets while living up to our values and our standards, and how we 
consistently operate across the overall enterprise.

Finally, as a board member, my primary role is governance and assisting 
in the overall direction setting of the company.

How critical is it to communicate about the transformation going 
on at Brightstar and to have your people on board?

It is essential. Timely and consistent communication is critical to the 
success of any change initiative. One of the key work streams we have as 
part of our transformation roadmap is focused on people and organization. 
A key element of this is tied to the communication work stream, where we 
work in partnership with the marketing and communications leadership.

We have created big messaging about what we are doing and how we 
are doing it, as well as regional and local messaging that is cascaded by each 
leader throughout the organization. We engage all employees in these efforts 
with global interactive sessions and ongoing internal social-media tools. To 
be successful, we have to ensure our communication resonates in each of 
the countries we serve bearing in mind local customs. In addition, we have 

encouraged our employees to come along with us on this transformation 
journey based on the values and purpose that we live together as one com-
pany. It is imperative that we go the extra mile and inspire our employees, 
so that they have clear purpose and understand “why” they get out of bed 
every morning and come to work. Our unifying purpose is: “We simplify the 
wireless world, making mobile technology accessible to everyone.” 

Will you talk about how ingrained diversity is at the leadership 
level at Brightstar?

We’re one of the unique companies in the marketplace in that we are 
truly a diverse global company. This starts with our CEO, who has a diverse 
background, and flows down through myself, our CFO, and our senior staff.

We have local offices in about 50 countries and we speak approxi-
mately 40 languages in our daily interaction with our customers and suppli-
ers. We have to continue to make sure that diversity, at varying levels within 
the organization, remains a key part of our strategy. We desire to be reflective 
of many of the customers we serve and, to be successful at that, we have to 
have diversity at every level.

Is the platform there for women to lead and grow within the 
business and can more be done in that regard?

Yes. That said, there remains opportunity to expand in this area. There 
aren’t enough women in telecomm. Beyond our industry, less than 5 per-
cent of Fortune 500 CEOs and only five FTSE 100 CEOs are women. While 
17 percent of the CIO’s in the FTSE 100 are women, that number has not 
changed in almost 10 years. Another challenge for many companies is that 
women are now branching out on their own and establishing their own 
companies. They realize the power that they have, not only from an intel-
ligence perspective but the power of decision-making and the power of the 
purse. We have to do better in capturing these capabilities for our company, 
our customers, and the industry.

What excited you about joining Brightstar in 2011 and, looking 
back, has it been what you expected?

What excited me was the growth trajectory and the entrepreneurial 
culture at Brightstar. When I arrived, the board and the leadership at that 
time realized that in order for Brightstar to maintain its leadership posi-
tion in the industry, it needed to evolve from being solely a distribution 
company to expanding into becoming a full-service organization. We 
have successfully continued the evolution and have since become pretty 
much the only company in the market that provides end-to-end services, 
built upon technology platforms that make mobile technology accessible 
to everyone. 

You are general counsel but also run HR and are involved in strat-
egy as a board member as well. Do all of these areas link?

They do link, very well I believe. At the center of all my responsibilities 
is advocacy. Whether I am advocating for the interests of my internal clients, 
our employees, or our shareholders, it is what makes my role unique and 
rewarding. 

What advice do you give young people entering business?
My advice for young people is to be a sponge when it comes to learn-

ing. One of the things that makes Brightstar a great company to work for is 
that we offer high-performing employees opportunities that perhaps people 
with their level of seniority or experience might not normally receive. We 
find when we do that, we breed not only loyalty but we accelerate the 
learning process of the employee, and it often yields exceptional innovation, 
which is a terrific result for our customers.•

Catherine Smith

A Diverse Global Company
An Interview with Catherine Smith, 

Executive Vice President, General Counsel and Chief Administrative Officer, Brightstar Corp.

EDITORS’ NOTE Debbie Polishook assumed her cur-
rent post in September of 2016. Prior to this, she was 
Group Operating Officer for Accenture Operations. 

COMPANY BRIEF Accenture (accenture.com) 
is a leading global professional services company 
providing a broad range of services and solutions 
in strategy, consulting, digital, technology, and 
operations. Combining unmatched experience 
and specialized skills across more than 40 indus-
tries and all business functions – underpinned by 
the world’s largest delivery network – Accenture 
works at the intersection of business and technology 
to help clients improve their performance and create 

sustainable value for their stakeholders. With approximately 384,000 people 
serving clients in more than 120 countries, Accenture drives innovation to 
improve the way the world works and lives. 

How do you define your role within Accenture?
As the group chief executive of Accenture Operations, I’m respon-

sible for what is approximately a $7-billion business with over 100,000 
professionals globally. Our Accenture Operations portfolio comprises 
business process services and infrastructure services, which are pri-
marily focused on cloud, and are focused on driving a new type of 
value for our clients.

What we’re focused on is delivering on the promise of as-a-Service. 
I talk about the promise because it’s about being able to deliver impact-
ful business outcomes that provide speed to value, that are flexible, that 
deliver consistently with very high quality, and that are paid for based on 
value or on a consumption basis.

In the past, business process and infrastructure services were very 
transactional in nature. Today, transactions still need to be processed, of 
course, but where the value sits is in the data that is created from the 
process.

We can look at this data with our deep functional and industry ex-
pertise and see patterns, applying advanced analytics so we can make 
recommendations to our clients on how to drive new value and impact 
their business in positive ways.

The as-a-Service business model also provides flexibility. Clients today 
are doing acquisitions and divestitures, launching new products, and going 
into new markets, so they need the flexibility in their operations to accom-
modate those changes. 

The final factor is speed. When our clients come to us, they want to do 
things as quickly as possible, so we’re able to mobilize efficiently – starting 
small and scaling fast.

Once we are operating our clients’ business processes or infrastruc-
ture, we apply automation and artificial intelligence to drive increased 
productivity and efficiency. By using technology to remove the most trans-
actional work we are enabling our people to learn new things and focus 
on more strategic activities – and see career progression. 

All of this is fueled by cloud, which provides economical and flexible 
access to computing power. 

When you’re leading a part of the business that is so large in 
size and scale, how do you maintain an innovative culture?

That is our secret sauce. Innovation for us is the lifeblood of the busi-
ness, and one of our key differentiators in Accenture Operations is our 
ability to continually enhance, disrupt, and reinvent what we do to stay 
ahead of the market and to stay current for our clients.

We have an innovation architecture at Accenture that spans every-
thing from our research capabilities to our technology and innovation labs 
around the world where we’re looking at the latest and greatest in new 
technologies. We’re piloting and experimenting with those technologies 
and Accenture Operations intersects with that. We share ideas about what 
we believe could be powered by emerging technologies and, together, we 
look at the art of the possible, piloting and testing new solutions.

We have a network of business advisers embedded throughout our 
delivery centers who are experienced practitioners in a particular 
business function or industry who are focused on identifying opportunities 
to drive additional value for our clients. When we’re ready to scale some-
thing because we see that it can work, we push it through our network of 
professionals.

Three years ago, for example, we started to pilot and then rapidly 
scale robotic process automation. Today, we’re focusing on artificial intel-
ligence, using it to transform complex processes – those that are highly 
judgment based, or performed by experts with functional and industry 
experience using unstructured data inputs such as digital images or text – 
and we expect to start scaling that like crazy in the near future. 

Tell me about Accenture’s focus on diversity and inclusion?
At Accenture, inclusion and diversity are fundamental to our cul-

ture and embedded in our core values. Our employees represent a 
tremendous variety of cultures, ethnicities, beliefs, backgrounds, and 
languages. This rich diversity makes our company stronger, smarter, and 
more innovative, which helps us better serve the needs of our clients 
and our communities. 

I firmly believe our global Accenture Operations team of more than 
100,000 professionals are the ultimate differentiator for us in the market-
place. We hire, train, and develop the best people in the industry and want 
them to continually be growing and extending their skills so that they build 
a long-term career with us. 

If you visit one of our delivery centers, you’d see this diversity in 
action. For instance, in terms of skills, we have doctors, nurses, accoun-
tants, engineers, and marketers to name a few – doing high-end work for 
our clients. That’s why we’re the employer of choice in many of our key 
delivery locations.

You joined Accenture in 1985. What has made Accenture a place 
where you have wanted to spend your career?

If you would have told me 30 years ago that I would spend my entire 
career here I never would have believed it. But the tremendous opportuni-
ties I’ve had to travel around the world, working in different parts our busi-
ness – from management consulting to operations, delivery, client account 
leadership, and across a number of industry groups – have kept me chal-
lenged and engaged, providing me with the foundation for my current role. 

Even more than all that, it’s been the people above everything that 
have made this a place I want to be both professionally as well as person-
ally. I’ve had fantastic teams working with and for me who continue to 
inspire me – and I have had great mentors inside and outside the firm, 
both male and female. I’m proud of our business and the phenomenal col-
leagues I work with every day.•

Debra (Debbie) A. Polishook
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