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Stephani Long

We are uniquely talented individuals
coming together to deliver our best and
make a positive impact every day. And
that's why there’s no other organization
like Deloitte.

How critical is it that the chief
talent officer has a seat at the table
when it comes to business strategy?

It is critical. In my chief talent
officer role, I am front and center in
the strategy conversations we have
across our businesses. The future of
work is a broad topic and is driving
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FIRM BRIEF Decloitte (deloitte.com) provides
industry-leading audit, consulting, tax and
advisory services to many of the world’s most
admired brands, including nearly 90 percent of
the Fortune 500® and more than 5,000 private
and middle market companies. Deloitte’s people
work across the industry sectors that drive and
shape today’s marketplace delivering measur-
able and lasting results that belp reinforce pub-
lic trust in capital markets, inspire clients to see
challenges as opportunities to transform and
thrive, and belp lead the way toward a stron-
ger economy and a healthy society. Deloitte is
part of the largest global professional services net-
work serving clients in the markets that are most
important to them. Now celebrating 175 years
of service, Deloitte’s network of member firms
spans more than 150 countries and territories
and employs 312,000 people worldwide.

How do you define the Deloitte difference?

In the more than 25 years I've been at Deloitte,
a lot has changed about the business world—but
Deloitte’s values have remained constant. We've
grown to more than 100,000 people now, and
we all live and work by the same set of values:
to serve with integrity and foster inclusion. Every
person at Deloitte knows that we are fully com-
mitted to their growth and development. Each day
we empower our people to make an impact that
matters to them and reach their highest potential.

change around the work that we do,
how we do it, and the value we provide to our
clients. This, in turn, impacts every aspect of
our workforce and our workplace. A few years
ago, I don’t think many professional services
organizations really saw that tight coupling and
the impact that it would have on our businesses,
but our talent strategy has always been integral
to the future of work.

How is technology impacting Deloitte’s
workforce and will it change the number
of people that the firm needs in the future?

Technology will impact how we do the work
and perhaps where we do the work. There are
many different expectations from the workforce
concerning the types of work that we are now
going to be doing. Career paths are starting to look
different than they did in years past when there was
a more traditional path to leadership. The introduc-
tion of cognitive technologies, whether it’s artificial
intelligence, big data, or another on a long list of
developing technologies, is already affecting the

way we re-skill and up-skill our people. This is
all also changing how we recruit and where we
recruit. That said, we’re planning on significant
growth in our workforce for the next several years.

How important is it that Deloitte’s work-
force mirrors the diversity of its clients?

Diversity is a top priority for our U.S. CEO,
Joe Ucuzoglu, and for me — and really, all of
the leaders across Deloitte. We've been commit-
ted to recruiting, developing and advancing a
diverse workforce, and Deloitte has had a focus
on inclusion for decades. It is who we are.
When we talk about our culture, it includes a
recognition that having a diverse and inclusive
workforce is critical to our ability to serve our
clients. It’s not just diversity that you can see, it’s
far more multidimensional. We recognize that
each one of us brings more to the table than
what meets the eye and each one of us plays a
role in driving our inclusive culture. A diverse
workforce and inclusive culture helps us bring
fresh perspectives, new ideas and the best solu-
tions to every interaction whether that’s with
our clients, colleagues or community. This will
continue to remain top of mind for us.

We're also training our workforce to be
inclusive leaders. We're taking actionable steps
to understand leadership traits, bias, and cul-
tural intelligence. We're looking to take coura-
geous positions around some of these topics
since it's not a simple journey with a definitive
ending spot. It’s an ongoing priority for us. We
want to give our people the support that they
need so each person can bring who they are to
work every day and feel respected and valued.

The future of work is a broad topic and is

driving so much change around the work that

we do, how we do it, and the value we provide

to our clients. This, in turn, impacts every

aspect of our workforce and our workplace.
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Our strength and our brand is focused on making an impact that matters. Each

day, we work hard to empower our people to make an impact that's meaningful to

them whether that’s with clients, colleagues, communities, or society more broadly.

As a leading woman executive in the
industry, do you feel that there are strong
opportunities for women to lead in the pro-
fession and what more can be done to pro-
vide these opportunities?

While a lot of change has occurred over
the past decades, we still have more to do. I
believe the opportunities exist for everyone at
Deloitte and we have both formal and infor-
mal programs to foster this. We’ve done a lot to
change the landscape within our firm around
gender and to ensure everyone has the same
opportunities at each of their career stages.

It is also critical that everyone have equal
access to sponsors and mentors. For me, it was
important to find trusted sponsorship from both

several different things we do with them and
we think that’s critical for a number of rea-
sons. Many of these people come back to the
firm and they bring back new knowledge and
skills as well as a fresh perspective and valu-
able experiences that they can share with us.
They’re also great connections for us out in
the communities.

We also have a referral program and our
alumni often bring us both new staff and more
experienced industry veterans. We love them to
refer people to us. We have a perks program
for our alumni, and we hold about 85 events
each year across many different businesses,
industries and geographies where our clients
can also stay connected with our alumni. We

..we’re realizing from a social purpose perspective

that bringing more clarity to the role of business

in social change is important and we are working

with many other big businesses to do that.

women and men. As I was coming up through
the firm, that was a big differentiator for me.

We also need to empower women to drive
their career journeys and take advantage of the
tools and resources that exist. There is so much
within Deloitte to help every individual with
their career path and we need to better enable
women to use those tools and opportunities.

I feel good about the progress that has
been made and look forward to doing more as
we move ahead.

Will you highlight Deloitte’s focus on
building strong alumni relationships and
keeping alumni engaged with the firm?

We have a terrific alumni program and
great lifelong relationships with our alumni.
We call them our “colleagues for life” here at
Deloitte. We have a network of about 250,000
alumni that we stay in communication with
and connect with on a regular basis. We have

have a LinkedIn group that’s very active. We
use this group to collect feedback on their per-
ceptions of how we’re doing, what our brand
reputation is, and ways that we can improve.
We have found alumni to be a really important
resource for us.

How critical is corporate responsibility
and community engagement to the culture
of Deloitte?

It's top-of-mind in many dimensions as it
relates to the people who we are trying to
recruit, our current population of professionals,
and our clients as well. We strongly believe that
our people are and future hires will be looking
for an employer that wants to help them develop
and grow, but that is also purpose-driven.

We're committed to driving positive soci-
etal change and that takes many forms.
We work with certain organizations to help
them bring some of their creative ideas to

scale. We also rally our workforce for what we
call Impact Day each June where 110,000 of
us serve hundreds of communities nationwide
in a variety of different community service
aspects. We try to harness the power of our
people to serve that greater good. Historically,
our people wanted to decide on the causes
on their own. We still do this, but we’re real-
izing from a social purpose perspective that
bringing more clarity to the role of business in
social change is important and we are work-
ing with many other big businesses to do that.
This has been really exciting for us.

I think the next generation of leaders is
very committed to social change across the
globe and that comes to life for us every day.
Through an initiative called Deloitte’s global
WorldClass ambition, our professionals are
using their skills and expertise to help people
develop job skills, improve educational out-
comes, and create opportunities to succeed in
this new economy. Through WorldClass, our
ambition is to impact 50 million futures by 2030
by improving education for people.

We also have Deloitte Academy that helps
train students post-high school to prepare them
for college. We have mentoring programs. I per-
sonally have spent time repainting school gyms
and helping students with their college applica-
tions. This type of service is embedded into our
culture and I think that we’re going to see that
continue to grow as an important element in
our firm’s purpose and culture.

What do you tell those who are starting
their careers in the industry about what they
should be doing to build a sustainable career?

First, be curious, agile and a lifelong
learner. The pace of change is so fast right now
and a mindset of continuous learning is a major
advantage. Second, find a mentor or mentors
early in your career journey. Even if you don’t
think you need to be thinking about the long-
term nature of your career in your first few years,
use those mentors to help you find the right
opportunities to continue to grow or to help you
course correct if you get off track. Mentorship
and sponsorship is so important in all aspects of
your career and during your entire career jour-
ney. Finally, and perhaps most important, find
an organization where you feel included and
where you feel like you can authentically show
up at work and bring your entire self to the
experience. Find an organization that is looking
out for you and your well-being. ®
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