
He is the ultimate Kingmaker. Gerry Roche, clearly one of the most 
recognizable names in the long history of executive search, has placed 
hundreds of top CEOs, board members and other senior executives over 
his long career. He has also changed business history. His 1983 recruit-
ment of John Sculley from PepsiCo to the CEO post at Apple helped coin 
a new phrase in business management, “transferability of management 
talent,” and established a new standard: that skills honed in one industry 
can adapt, and even thrive, in another. Kodak, Goodyear, Chubb, AT&T, 
Coca-Cola and Walt Disney are just some of the world’s marquee compa-

nies that have relied on Gerry’s talents to !nd new chief executives – and with them, new direction 
and enhanced competitive advantage. Even the National Football League tapped him to !nd its 
new commissioner. Now, at age 83, when most professionals have long since retired, Gerry Roche 
is still going strong. 

In the following special interview, Gerry re"ects on his 50 years in search which started in 
1964 when Gardner Heidrick needed someone to lead the !rm’s "edgling New York of!ce. Gerry 
reluctantly agreed. He talks openly about his !rst big breaks, including !nding four presidents 
for CBS where he worked with, and under the heavy thumb of, its larger than life CEO, Bill 
Paley. Gerry also discusses his well-known rivalry with Spencer Stuart’s Tom Neff, with whom 
he worked to tap IBM’s new chief in 1993 in a well-publicized search. Gerry re"ects on his long-
time friendship and professional relationship with Jack Welch, the legendary CEO of GE (see side 
bar interview with Jack Welch on page nine), and he provides a rare glimpse into the unique style 
and approach that catapulted him to the top of the industry.

Prior to entering the search business, Gerry worked for Kordite, a plastics manufacturer 
and, from 1978 through 1981, he served as Heidrick & Struggles’ president and CEO. In 1999 
Gerry was named “Recruiter of the Century” in a poll by Hunt Scanlon Media of several thou-
sand of his industry peers. He is a former director of Gulfstream Aerospace. A graduate of the 
University of Scranton, Gerry earned an MBA from New York University. 
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ESR: This year you celebrated your 50th year in 

executive search. In that time what do you con-

sider the two biggest changes to the industry?

Roche: First off I would say it’s been the 
general acceptance of our function, then 
and now. I think back when I started at 
Heidrick & Struggles the !rm was doing 
$5 million a year in revenue worldwide. 
Now we are running at a rate of $500 mil-

lion per year. And what’s largely fueled 

that growth has been a general acceptance 

of our !rm, and the entire industry, which 

has changed dramatically. Today, I don’t 

know any company or association in the 

top 100 organizations that is not using 

executive search. And, of course it’s far 

broader than that – thousands of compa-
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O N  T H E  H U N T

According to the Coalition of Biosci-
ence Institutes’ Life Sciences Workforce Trends 

Report 2014, national employment in the U.S. 
life sciences industry totaled 1.62 million 
last year spanning over 73,000 companies. 
Life sciences, which comprises the !elds of 
science that involve the scienti!c study of 
living organisms as well as related consid-
erations like bioethics, is "ourishing – and 
with it a wave of hiring at life sciences com-
panies is underway. The thirst for quali!ed 
senior and C-suite professionals has created 
a boom time for recruiters, especially long-
term specialists that maintain deep net-
works of skilled game-changers.

Sitting at the epicenter of this hiring 
wave is Los Angeles-headquartered Bench 
International, with of!ces situated through-
out the U.S., Europe and Australia, found-
ed and led by Denise (DeeDee) DeMan. 
Ranked as the 25th largest U.S. search !rm 
by HSZ Media, Bench was one of the !rst 
search !rms to set up shop as a life sciences 
specialist in the 1970s and, in recent years, 
has placed some of the more prominent se-
nior management into companies that have 
been strategically expanding.

A New Path Forward

One example is Baxter International’s 
endeavor to spin out Baxter BioScience to 
create Baxalta, a future public offering that 
will likely be the largest Biologics IPO in the 
industry to date. On behalf of Baxter (Baxal-
ta), Bench recruited Ludwig Hantson, Ph.D., 
to the CEO post, and then completed a series 
of important global head placements for Bax-
alta, including the heads of the Hemophilia 
Business Unit; Strategic Marketing; R&D; 
and Patient Safety organizations. “This 
business model is representative of the new 
age in industry; creating relationships with 
small and innovative research companies 

and guiding them toward successful devel-
opment, where they can substantively re-
spond to unmet patient need,” said Ms. De-
Man. Another key assignment was Bench’s 
work for Sano! where the !rm recruited Dr. 
Anne Beal as the industry’s !rst global chief 
patient of!cer. Ms. DeMan points to this 
as a “key example of a pharma company’s 
deep commitment to the actions, not just the 
words ‘patient centricity’ – Dr. Beal serves 
Sano! as ‘The Voice of the Patient.’”

Ms. DeMan’s route into the search pro-
fession was unusual. Having landed a job as 
a researcher for auditory pathology in the 
early 1970s, her career sputtered as the sec-
tor hit the skids during an economic down-
turn in 1974. The lack of funding for her re-
search led her to identify a new professional 
path. Ms. DeMan subsequently met with a 
recruiter, a life sciences specialist, in order 
to !nd a new path forward. Her suggestion 
to Ms. DeMan – join our !rm as a recruiter. 
After brie"y thinking it over, Ms. DeMan 
accepted the job.

Through an odd series of events, the 
!rm’s original investors handed the reins of 
the organization to the inexperienced Ms. 
DeMan. Although just 22 at the time she be-
gan to build the foundation of what is today 

known as Bench International. Her !rst se-

ries of assignments were to help pharma and 

chemical companies which, in the mid-1970s, 

were developing post-doctoral programs in 

an effort to attract young people into the life 

sciences and healthcare industry. 

Today, Bench International is "our-

ishing at a very different level of corporate 

client engagements, from board searches 

and C-level executives, to experts who are 

able to lead every element of the life science 

spectrum. Ms. DeMan has built a global 

team of 30, including 16 seasoned execu-

tive search professionals, several of whom 

are former industry leaders, as well as oth-

ers who are search experts with decades of 

recruiting experience. Bench maintains an 

industry-unique model, eliminating inter-

nally competing of!ces, with a company 

ethic of ‘One Team, One Budget, No Board-

ers, No Boundaries.’ Bench’s clients range 

from small venture backed and/or virtual 

companies, to specialized, high growth 

companies (Questor, Regeneron), to large 

pharma and healthcare companies (Sano!, 

GlaxoSmithKline and Baxter International). 

Bench’s business model and the quality of 

its work is paying off. Last year Bench’s rev-

enues jumped 8.6 percent to $7.7 million.

AS LIFE SCIENCES EXPANDS –  
BENCH INTERNATIONAL SITS AT THE EPICENTER 

Recent Life Sciences Placements by Bench International

Name Position Company

Angus Russell Board Director Questcor

Stephen Cunningham, M.D. Board Director Chase Pharmaceuticals

Ludwig Hantson, Ph.D. President and CEO Baxter BioScience (now Baxalta)

John Orloff, M.D. Chief Scienti!c Of!cer Baxalta 

Anne Beal, M.D. Chief Patient Of!cer Sano!

Jean-Luc Butel President of International Baxter International

Rajesh Asarpota Chief Financial Of!cer Questcor

Tharaknath Rao, M.D. Chief Medical Of!cer Prometheus Laboratories

Rob Kloppenburg V.P. Corp. Com. for N.A. Ipsen

Vincent Anicetti, Ph.D. Sr. Vice President, QA Coherus Biosciences
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nies use search today. That was not the case 
50 years ago primarily because it was not 
viewed as being the high-end business it is 
today. The second biggest change has been 
the industry’s gravitation into leadership 
consulting. It’s taking the core business of 
search and broadening the function to in-
clude leadership consulting as well as cul-
ture shaping, management succession, team 
development, or what is now a much wid-
er functional and full HR service. We play 
right into the needs of the boardroom and 
the boardroom’s No. 1 responsibility is to 
see that good management is in place.

ESR: How large do you think leadership con-
sulting and the other ancillary services you 
mention will become at some point?

Roche: In all honesty I don’t know. We 
are relatively new at it. Others have made 
predictions that were way off the mark so 
I am hesitant to give another prediction. I 
will tell you that leadership consulting is 
a “must have” for Heidrick because clients 
want and need these services. Time is a 
great predictor of things and, with these 
new types of services playing such a key 
role with our clients, I would not be sur-
prised if we see this segment growing 
quite substantially in the near future. Our 
industry is quickly moving from identify-
ing leaders to predicting leadership suc-

cess. There’s now science being put behind 
what we do. It’s astounding!

ESR: Gardner Heidrick, the legendary co-found-
er of Heidrick & Struggles, brought you into the 
!rm in 1964. What do you think he saw in you?

Roche: That’s a fascinating question. One 
of the lessons that my recruiting experience 
has taught me is that the people I like most 
are the people I cannot get! The better the 
person the harder they are to get. The per-
son who is always in the market is not that 
captivating. This is how Gardner started 
with me. When he approached me in 1964 I 
was not looking for a job. I was with Kord-
ite which was a division of Mobil Chemical 
and I was the plastics marketing manager. 
And plastics was big at that time. If you 
remember the !lm “The Graduate” young 
Benjamin Braddock was being encouraged 
by his father’s friend to get into that indus-
try. Well, that was me back then - plastics 
was the hottest thing going. Gardner and 
Bob Zabor, a consultant at the !rm then, 
initially tried to recruit me to Millprint 
but I turned that down !rst. Gardner was 
surprised by this and called me. He said, 
“What’s the matter with you? This is a great 
opportunity.” My reply was that I did not 
want to leave Kordite and go to live in Wis-
consin. I actually think Gardner admired 
my “chutzpa” for rejecting the offer and 

as he got to know me a bit more; he took a 
shine to me. He saw that I had an MBA with 
honors; I was a Navy lieutenant, and I had 
a Mobil background, all qualities which he 
liked. He thought subsequently that I might 
be good at search so he tried to recruit me 
to Heidrick & Struggles because he needed 
someone to run the New York of!ce which 
he had just opened. And I turned that offer 
down, too. I did not want to go into search 
and I was happy at Kordite. Plus, I knew 
nothing about search and, as I mentioned 
earlier, it was not the most respected career 
endeavor. But Gardner said, “I will make a 
deal with you, Roche. Accept my offer and 
use the opportunity to !nd yourself another 
job at the same time.” He knew there was 
no better place to be to do that. He was also 
smart. He knew if he could just get me in 
the door and expose me to the business for a 
while I’d latch on to it.

ESR: Quite a leap for Gardner. 

Roche: It was but it wasn’t just plunking 
me down. It involved a heavy amount of 
interviewing. But they checked my refer-
ences and we developed this great person-
al relationship  - a personal human chem-
istry. I think the de!ning factor that caused 
Gardner to settle on me was that he liked 
the fact that I kept saying “no” to him so 
it became a challenge to him. Gardner was 
a remarkable man who possessed amazing 
insight and were it not for his in"uence on 
me in those early years I would not have 
been half as successful. 

ESR: What did you think of executive search at 

the age of 33 back then?

Roche: About what everyone else did - not 
much. And as I mentioned earlier, we did 
not have general acceptance as an industry. 
Even the media were calling us “headhunt-
ers” and we were considered the low end of 
the totem poll in the consulting business. I 
know that Marvin Bower, who built McK-
insey and turned it into a consulting power-
house and with whom we shared an of!ce, 

Kingmaker Extraordinaire (continued from page 1)

Scott A. Scanlon, Gerard R. Roche, Christopher W.  Hunt and Jack Welch  
assembled at the Hunt Scanlon Human Capital Conference, New York (2004)
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gave us a hard time because, on our door we 
had, “Heidrick & Struggles – Management 
Consultants.” And he had on his door op-
posite ours: “McKinsey – Management Con-
sultants.” And I remember the day Gardner 
was introducing me to Marvin he said to 
Gardner, “God damn it, Gardner, get that 
sign off your door. You are not management 
consultants, you are headhunters!”

ESR: Is there a speci!c search assignment that 

you can point to that catapulted you to working 

primarily at the board and CEO level?

Roche: Yes, it was for CBS which, in those 
days, was known as “The Tiffany Network.” 
In my brashness back then I pushed my way 
into securing a meeting with Bill Paley who, 
at the time, was the legendary CEO of CBS. I 
was working on a lower level assignment for 
them but I thought it would make good sense 
for me to meet him. I got lucky and was then 
invited into his inner sanctuary. I was in my 
mid-30s at the time and he liked me straight 
off and we developed a good rapport which 
was not an easy task with Paley because he 
was a tough cookie. Not too long after he was 
a searching for a new president and, since 
he knew and trusted me, he called me back 
in and gave me the assignment which was 
the !rst big break in my career. And over 20 
years I recruited four of his presidents. He 
was not easy to work for and had what I call 
a “broadcaster’s mentality.” If a show at 7:30 
on Tuesday was not working he just got rid of 
it. Same with his executives. Working for Pa-
ley also taught me a lesson early on that I’ve 
never forgotten and that was how to evaluate 
people. In our !rst meeting together on the 
initial president search I asked him what he 
was looking for in the candidate. He stood up 
from behind his grand French poker trading 
desk and, without saying a word, walked 
silently to the window and looked out for a 
few minutes. He walked back and sat down, 
again silent, but he looked me straight in the 
eye. He then rubbed his !ngers together like 
an old merchant feeling the clothes. And that 

was the answer to what he was looking for. 
It was the “feel” and the “touch” and some-
thing mysterious. By the way, what was in-
teresting about the four men I put into CBS 
as presidents, Paley insisted that none have a 
broadcasting background. 

ESR: Back to what Bill Paley taught you, do 

you have that same “!ne touch” quality your-

self when looking for candidates?

Roche: I am very proud to say that I do! 
The successful recruiters will possess these 
qualities: It’s their touch, their sensitivi-
ty, their drive and their imagination that 
makes them successful. And I think that 
is one of the innate qualities I was able to 
fashion over time. Recruiting top talent is 
not just about looking at someone on paper 
or thinking you know everything about 
them because you have asked them a few 
questions about their work history or even 
objectives. The secret sauce, so to speak, is 
taking the time to dig deep into their souls. 
That is really when you discover who they 
are as human beings. Once you understand 
that you can really measure how they !t 
into a speci!c role or organization. 

ESR: Why was your recruitment of John Scul-

ley from PepsiCo to Apple considered a land-

mark assignment for the search industry?

Roche: Sculley was, at the time, the No. 
2 guy at PepsiCo. To start out, Steve Jobs’ 
specs were very, very speci!c. He want-
ed someone with a consumer marketing 
background. He did not want someone 
from the computer industry but he want-
ed somebody who understood consumer 
marketing because that’s where computers 
were going and that’s where he took them. 
This was a key search but it was really 
about the transferability of management 
talent – taking someone who was selling 
soda pop to selling computers. At a certain 
level those skills transfer over seamlessly 
and, I would argue, it is often imperative to 
bring in someone from a different industry 

RECRUITER ROUNDUP

...J.C. Penney has named Marvin Ellison, 
former VP of Stores for Home Depot, to 
become the organization’s new president 
and CEO, following the nationwide search 
conducted by Heidrick & Struggles vice 
chairman John Wood......Stephen Leung 
has joined Boyden’s Hong Kong of!ce 
as a partner in the !rm’s global !nancial 
services practice. Mr. Leung has 20 years’ 
experience in the !nancial sector, most 
recently serving as regional northeast 
Asia sales director for Standard Chartered 
Bank in Hong Kong......A new executive 
search !rm exclusively dedicated to the 
property/casualty insurance industry has 
opened its doors in Prairie Village, KS. 
Cohn Search Group, led by president 
Louis Cohn, has a decade of experience 
in the sector......InterSearch Worldwide 
recently conducted a survey to gauge 
hiring intentions – particularly involving 
cross-border searches – of executives 
among its client companies during the 
year ahead. Among companies with of-
!ces in countries outside of where their 
headquarters are located, plans to con-
duct searches for executives in foreign 
of!ces during the year ahead were evenly 
split. Fifty percent said they were planning 
to conduct searches while the other half 
said they were not......Max Landsberg, 
formerly a partner at McKinsey & Com-
pany, has joined Korn Ferry as a senior 
partner in the !rm’s Leadership and Tal-
ent Consulting practice in London. Mr. 
Landsberg’s experience includes advising 
major global organizations on strategy 
in the consumer, !nancial and industri-
al sectors......Kensington International 
has hired Paul Schneider as a partner. Mr. 
Schneider will play a key role in growing 
the !rm’s talent management business. 
Prior to joining the !rm, he was a partner 
at Strategic Talent Solutions......Glacier 
Bancorp has retained Spencer Stuart to 
advise the board of directors on the search 
for a new president and CEO to replace 
Michael Blodnick. “I am pleased that we 
are retaining an experienced search !rm 
to assist us in this important process. I am 
con!dent we will identify an excellent suc-
cessor to lead Glacier for many years to 
come,” said Mr. Blodnick...(continued on page 6)
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because that candidate brings in a new and 
fresh way to look at the company and how 
to look at its problems and its objectives.

ESR: How were you able to convince Sculley to 
come over from a food and beverage company?

Roche: At !rst Sculley had said “no” and his 
wife had said “no” they didn’t want to move 
3,000 miles away. And he knew nothing 
about technology. But one day I walked him 
around Central Park and I turned to him 
and said, “Would you rather continue sell-
ing soda pop or do you really want to make 
a difference and get into a company that is 
helping change the world?” And I told him 
the West Coast is where that is happen-
ing and, I said, “I am only asking you one 
thing, John, and that is to give these guys 
a chance.” Steve Jobs came to town (Sculley 
refused to go to Jobs so I convinced Jobs to 
"y to New York) and he interviewed Sculley 
and it was all over after that – he hit it off 
with Sculley straight away. And Sculley was 
“sold” on the opportunity right away.

ESR: What was it like to work for Steve Jobs?

Roche: I got to know Steve Jobs through 
a dear friend, Peter Crisp, who ran invest-
ments for Rockefeller because the Rocke-
fellers were the !rst who put up money to 
invest in Apple. I subsequently went out 
to meet Steve and there he was in his blue 
jeans and his moccasins and t-shirt and 
his arrogance, I might add. And I was in 
my Park Avenue duds and my wing tips. 
And I said, “Steve, so much for the prod-
uct, so much for the function, so much for 
the money, tell me what is it in the person 
that you want from the human side?” And 
he looked at me – we were sitting right op-
posite each other with no barrier between 
us  – and he said, “First of all, Gerry, don’t 
bring me anyone here who wears wing 
tips!” So that was my start with Steve Jobs! 
And he didn’t mean it as a joke. 

ESR: Your rivalry with Tom Neff of Spencer 
Stuart has been well-documented – you were 
actually retained to work with Tom in 1993. 

What was it like to work with your chief rival 
and why was this done at the time?

Roche: The reason we were asked to work 
together was that the chairman of the search 
committee, Jim Burke of Johnson & Johnson, 
was smart enough to know that the universe 
of candidates for IBM was limited.  Burke 
did not want any candidates out of bounds 
or not reachable because this was such a crit-
ical hire. Initially I told Burke we can do it 
alone; there are enough candidates out there 
and I can be effective with this. But Burke 
said, “No, no, I want to do it this way.” So 
he brought in Tom Neff and the bottom line 
is that it worked. It was an unusual arrange-
ment and the press wrote extensively about 
it at the time but it was also a landmark 
search that ended with a spectacular choice 
in Lou Gerstner.

ESR: The pundits accused IBM side-stepping 
off-limits arrangements.

Roche: Yes, that’s partly true. And at !rst 
we turned down the idea so Burke said, “Ok 
then, we’ll go to Tom to see if he’ll do this and 
then get another !rm to work with him.” So 
I agreed but I only signed onto the arrange-
ment so long as it was structured where we 
were not hurting any current client. 

ESR: Who’s candidate was Gerstner?

Roche: Gerstner was a very visible guy and 
I knew him personally when he worked for 
McKinsey during the period Heidrick & 
Struggles was located on the same "oor. He 
was the youngest partner ever at McKinsey 
then and had a big career at American Ex-
press before he went over to Nabisco. But 
the thing Jim Burke insisted on was that 
Tom and I be partners. He said, “As far as I 
am concerned you are the ‘Tom and Gerry 
Show.’ And I don’t want you guys compet-
ing with each other, I want you to serve this 
client and that is me.” So Tom and I drew up 
a list of candidates and we then divided who 
could contact each one. But when it came to 
Lou, Tom said he couldn’t contact Lou. So I 
said I can so I went after him. But I did all of 

the work on Lou. I contacted him and men-
tored him through the process and so on. 
Interesting side point. When I presented the 
name of Lou Gerstner to Jim Burke, he did 
not have a clue who Lou was so I presented 
Lou’s background – McKinsey, American 
Express, and he’s running Nabisco for Hen-
ry Kravis. And Burke’s reply was, “You are 
presenting a guy to us who has no experi-
ence in the computer industry; he’s a cookie 
salesman for Kravis. And you want to put a 
cookie salesman into a computer company? 
You must be crazy!” But this was a major 
brick in the concept of the transferability of 
management talent. 

ESR: Getting back to you and Tom, how well did 

you work together from a “style” standpoint?

Roche: The styles were very different but 
they were complimentary. We did not try 
and outdo each other and I still like him to-
day because he listens and I talk! Tom has 
remained a good friend and I kid him often 
and say, “You’ve got potential.” I asked him 
once recently, “When are you going to re-
tire?” And he said, “The day after you do!” 

ESR: How imperative is it for you to spend 

time inside a client company and with the hir-

ing executives (CEO/board directors) to gain an 

understanding of its culture and a feel for the 

position you have been asked to !ll?

Roche: It’s about getting inside their head; 
getting inside their soul; getting inside 
their skin which is critical. It’s about look-
ing at someone in the eye and knowing 
what’s in their heart and soul and what 
motivates them as opposed to what they 
say in their interview, for example. But to 
your point, it’s not just meeting the CEO or 
a board member but it’s visiting with some 
of the other executives and getting a feel 
from their perspective. Getting to know 
the culture is imperative and knowing how 
a particular candidate !ts with that culture 
is the most important thing. Even more im-
portant than what’s on his or her resume. 

Kingmaker Extraordinaire (continued from page 5)

(continued on page 8)
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(continued on page 9)

ESR: What attributes do you possess that 
prompted the client to call you in to handle a 
marquee assignment versus search consultants 
at other !rms?

Roche: There are two answers to this. I was 
in with a client on a pitch for a major, major 
situation. We were last in that day and the 
person heading the search committee inter-
viewing said, “Your rival !rms that were in 
before you used up most of your time. They 
each took two hours instead of and an hour 
and a half so you have little time to present.” 
My reply was, “Relax. We have a presenta-
tion right here today that tells you all you 
need to know about us but here’s another 
presentation that tells you what we have 
done. What we have done speaks so loudly 
you cannot hear what we say. We have a list 
here of searches we have done that !t with 
your industry. Here are the phone numbers 
of the clients we have served and why don’t 
you call them and ask them how good we 
are? Don’t listen to our pitch.” That did the 
job and we got the search in 20 minutes. My 
second point is understanding the deeper 
points about someone. Peters and Water-
man wrote a book and it was to identify 
the characteristics that made the best com-
panies in the world successful. And their 
conclusion was this: “We went in looking 
for programs, practices and procedures. 
But we came out looking for pride, perse-
verance and passion.” And that is how I 

like to approach an assignment. Looking at 
the intangibles and digging deeply into the 
soul of a candidate. And, I might add, I use 
references to the ultimate. 

ESR: Your close friend, Jack Welch, for whom 

you also worked from time to time at GE, is an 

example of someone who retired, walked away 

and did not walk back through the doors of GE 

when he retired. How often are you faced with 

succession issues where a CEO does not want to 

retire but the board wants a change?

Roche: First off I admire Jack for having 
made the decision to leave when he did 
and, as was and remains the case, he’s not 
injected himself into the decision-making 
process at GE or interfered with Immelt’s 
vision. When Jack’s tenure was over he 
moved on and allowed the next generation 
to place their stamp on the company. But to 
your point, I have been brought into very 
sensitive situations where the sitting CEO 
is not ready to go but the board and other 
senior management want a change. Usual-
ly each situation is different and, careful, 
undivided transitioning is the key. Jack, as 
usual, set the model for this. 

ESR: Can you identify a CEO assignment or 

two where the board wanted a speci!c candidate 

but you insisted on someone else?

Roche: First off you never take your client 
on point blank. If he has a suggestion about 
somebody, even if you don’t think it’s a good 

idea, you must very carefully interview 
that person and give them a chance and 
give them objective and straight feedback. 
I end up giving different opinions, differ-
ent options and so on. But what I might say 
is, “Let’s consider this or look at a different 
path.” The danger of arguing with your cli-
ent, especially a board member who is sug-
gesting someone, is that he’s the one decid-
ing on your candidates in the end.

ESR: How often do candidates that the CEO or 
board suggest end up being the choice?

Roche: Often. My commandment is, “In-
side is better than outside, all things being 
equal.” Our job as recruiters is to get you 
the best person possible.

ESR: How often is the internal candidate on 
a CEO search hired? In these instances, where 
there are other inside candidates, how often do 
they move onto other companies to take on the 
CEO post there?

Roche: Very often. I would say a third of 
the searches that I’ve done have us look at 
the internal candidate. As I said earlier, all 
things be equal, inside is better than out-
side. There are three reasons for this. First, 
the surprise element is gone and you don’t 
have to worry about how they will !t in 
because they are already there. They know 
the company, the culture and the people. 
Second, we have found that the inside can-
didate’s internal colleagues prefer that one 
of theirs gets the job. It improves the inter-
nal spirit. Three, it costs a lot more to go 
outside for the simple reason that our fee 
is a lot more if we have to look externally. 
Here’s why. For an internal candidate we 
barely have to increase the compensation 
because we don’t have to convince them 
to take the job. They are already interest-
ed. On an external hire we invariably have 
to kick up the compensation to entice that 
candidate to leave their current position.  
In some instances the company has to offer 
the candidate a lot more to make the oppor-

Kingmaker Extraordinaire (continued from page 6)

CROWNING ACHIEVEMENTS: ROCHE’S TOP CEO PLACEMENTS

Name Position Company

John Sculley CEO & Chairman Apple

C. Michael Armstrong Chairman & CEO AT&T

Paul M. Anderson CEO & Managing Director BHP 

Robert Goizueta Chairman & CEO Coca-Cola Company

Michael D. White CEO & Chairman DirecTV

George M. C. Fisher CEO & Chairman Eastman Kodak Company

Stanley C. Gault CEO & Chairman Goodyear Tire & Rubber Co.

Louis V. Gerstner Chairman & CEO IBM 

Paul Tagliabue Commissioner National Football League

Robert A. Iger Chairman & CEO The Walt Disney Company
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tunity more attractive. So our fee is more 
because that third is higher as a result. 

ESR: There was a well-known situation with 

a Fortune 50 company about 10-15 years ago 

that was a perfect example because the success-

ful CEO candidate was an insider and was se-

lected. But you then helped the two No. 2’s that 

were not selected to go elsewhere. How do you 

handle No. 2’s that don’t get the CEO job?

Roche: For con!dentiality reasons I will 
not name names but I will say this: we have 
had experience working with those who do 
not get the job at the request of the client 
because the client will say, “Look, we are 
going to put one of three candidates into 
the role and the two who don’t get it aren’t 
going to be happy and, second, they are ex-
ceptionally good and are good enough to 
run any other company and we want you 
to help place them.” In a well-known case, 
I did. The same month that the successful 
candidate was selected I was able to an-
nounce that the two “losers,” so to speak, 
were put into two other companies as CEO. 
This was done at the pleasure of the ini-
tial client. But I was brought in initially to 
evaluate all three candidates so, after the 
selection was made, I was then in a great 
position to help them move on.

ESR: Not all of your hires have been for clients. 

Very often you have brought key people into 

Heidrick & Struggles.

Roche: Believe it or not it has been my No. 
1 responsibility. Marvin Bower did the 
same at McKinsey. He spent much of his 
time bringing in great people and I learned 
from his example. Ann Lim-O’Brien and 
Ted Jadick are two examples and are giants 
in this industry today. I was the main per-
son who attracted both of them. The future 
of our !rm depends on those people so it’s 
imperative we keep the talent pipeline full. 
In situations where I am not the lead on 
this I have always made myself available to 
speak to potential candidates to our !rm. A 
talent and leadership !rm survives on the 

Kingmaker Extraordinaire (continued from page 8)

Jack on Gerry: “It’s All About the Chemistry”
As CEO of GE from 1981 to 2001, Jack Welch set new standards on how CEOs 
lead and manage, and along the way he revolutionized the company. One of his 
greatest achievements was identifying and developing great talent, and many who 
worked for GE during his tenure blossomed professionally. One result was that GE 
became a breeding ground, and an incubator, for executive-level talent that would 
from time to time rise up, and out, of GE to run some of the country’s best known 
conglomerates. It was a testament to the importance that Jack Welch put on 

people. During his CEO tenure, one or two trusted talent advisors stood out. Gerry Roche was 
one of them. Here’s why.

ESR: In ‘Straight from the Gut’ you said that 
when you were being considered for the CEO 
post at GE by CEO Reg Jones you took a call 
from Gerry Roche who, at the time, was look-
ing to fill the CEO position at Allied Chemical. 
Was this your first contact with Gerry? What 
were your first impressions of him?

Welch: I had actually first met Gerry in the 
early 1970s when he was conducting a search 
for a mid-market CEO position. I felt very com-
fortable with him and liked him a great deal. 
Several years later, he contacted me about the 
Allied Chemical job you mentioned. Neither of 
these encounters persuaded me to leave GE, 
but my trust in Gerry was well-placed, as there 
was never a rumor about my leaving.

ESR: Gerry recruited from GE more than to 
GE (if at all) so how did you balance your rela-
tionship with him – especially when he would 
recruit away some of your top lieutenants like 
Larry Bossidy? 

Welch: With respect to Larry Bossidy’s 
departure, Larry was a star and was ready 
to run a significant company. I was happy for 
both of them, and our close relationships were 
unchanged.

ESR: When you announced your retirement 
from GE three leading inside candidates were 
considered to replace you. Jeffrey Immelt 
was ultimately extended the job. The other 
two candidates were Jim McNerney and Bob 
Nardelli. What role did Gerry play at that time 
since he ultimately recruited McNerney to 3M 
and Nardelli to Home Depot?

Welch: With respect to the subsequent de-
parture of two of the candidates related to the 
GE succession plan, after we narrowed our 
CEO selection process to three candidates, 
all three were encouraged to talk to Gerry. At 
the time one of them was selected as CEO of 
GE, all three of them had outside CEO jobs in 
their hands.

ESR: Was there an advantage to developing 
both professional, and personal, relationships 
with top recruiters?

Welch: I had wonderful personal and profes-
sional relationships with the two best recruit-
ers of my time – Gerry Roche and Tom Neff 
of Spencer Stuart. It’s all about the chemistry. 
These relationships have been, and continue 
to be, helpful and enjoyable.  

ESR: To what extent do you see social media 
technologies affecting the search process and 
do you think it will ever replace, or significantly 
reduce, the role that someone like Gerry plays 
in recruiting C-suite talent?

Welch: Social media is just another mecha-
nism to gather more information about talent. 
It is complementary to the process – but it will 
never replace the personal touch or evaluation 
skills of people like Gerry.

ESR: I know you’ve played a lot of golf with 
Gerry. How do you rate his game?

Welch: Gerry is a terrific guy and a beau-
tiful family man. As for golf, even at 83, he 
shouldn’t give up his day job for the game!

Jack Welch

talents of good professionals so it is incum-
bent upon me and other leaders in the !rm 
to help that process along.

ESR: At age 83 you seem to be as busy as ever. 

What has kept you so engaged and energized in 

this business?

Roche: You know I am working possibly on 
one of the most important assignments of 
my career right now. I cannot say who the 
client is but it will take us another two years 

to complete it. I’m also on the board of the 

Safe Water Network headed by John White-

head, former co-chairman and senior part-

ner at Goldman Sachs. Our mission is to get 

clean water into the third world which liter-

ally saves tens of thousands of lives, a top of 

the world priority. So, yes, I am busy and I 

love this business and that is what has kept 

me so energized. I am as excited today as I 

was in 1964 or 1984 or 2004.
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L E T T E R S  &  N E W S  R O U N D U P

Reading HSZ Media’s statistics on the small 
percentage of women in executive leadership 
roles – this af!rms my decision to remain the 
CEO of a boutique search !rm. I !nd it iron-
ic that at a time when our clients are asking 
us to !nd female leaders, and research re-
veals that companies with larger numbers 
of women at the top are posting the highest 
pro!tability, that global executive search 
!rms responsible for building world class 
organizations are disproportionately run by 
men. I founded Alta Associates in 1986 and 
today we are the premier executive search 
!rm specializing in information security, 
risk management and privacy. We happen 
to be an all-woman !rm and I believe that is 
a good part of our success. This year alone 
we beat out large global !rms on numer-
ous CISO searches including a retail giant, 
a global payment processor, an insurance 
provider and a major auto manufacturer, to 
name a few. My personal passion for advanc-
ing and developing women leaders led me 
to create the Executive Women’s Forum on 
Information Security, Risk Management and 
Privacy. I believe women CEO’s are unique-
ly quali!ed to excel in executive search and 
make a real difference in assisting our clients 
to develop and retain women leaders. 

Joyce Brocaglia 

CEO 

Alta Associates 

Flemington, NJ

I enjoyed reading the article, “Women in 
Search,” in your last issue. As a veteran of 
several large !rms, it is always fascinating to 
see the cold, hard statistics regarding women 
at the largest !rms. Even though the overall 
percentage has risen, you were right to fo-
cus on the sector leaders and the regional or 
country manager leaders as these roles are 
very powerful. They often control the signi!-
cant revenues associated with “over the tran-
som,” RFP and “who should I team with” 
inquiries from fellow partners. In addition, I 

think all women in the industry owe a huge 
thank you to Judith von Seldeneck for her pi-
oneering leadership and success.

Carrie Pryor 
Managing Partner  
Greenwich Harbor Partners 
Greenwich, CT 

Your recent article#“Women In Search:# The 
New Corporate Gatekeepers,”#was an inter-
esting read. I was fortunate to have found 
the executive search world when I did – 
30 years ago – and to continue to love this 
work.# Cook Associates was founded by a 
woman, Ruth Cook, truly a pioneer in the 
search world back then.#She realized the im-
portance of industry specialization, as op-
posed to functional specialization, and she 
founded the !rm on a national basis, where 
most !rms back in 1961 were regionally fo-
cused. Women have always had a place at 
Cook and many were successful, I believe, 
because the women’s perspective in con-
ducting searches is very powerful.# Female 
leadership characteristics – collaborative, 
decisive, multi-tasking, able to deal with 
dif!cult issues, etc. – combined with good 
training in this business make for a great 
recipe for what makes a successful search 
executive.# Contrary to some of what was 
written in the article, I have found that be-
ing female has been a positive, not a nega-
tive, to winning searches.#As the article says, 
and I wholeheartedly concur, delivering for 
the client is the bottom line. And that isn’t 
gender based.#Additionally, though, we do 
believe that the role of women on boards is a 
clear directive of our clients as the progres-
sive ones know that diversity of style and 
opinion creates the right mixture of chal-
lenge and transformation for companies to-
day. Thank you, HSZ, for articles like these.

Mary Kier 
Managing Partner 
Cook Associates 
Chicago, IL

RECRUITER ROUNDUP

...The newly established board of Darden 
Restaurants Inc. has retained Korn Ferry 
to !nd its new CEO. “The selection of 
Darden’s next CEO is our top priority,” 
said Jeff Smith, board chairman of Darden.  
“With the new board now !rmly in place, 
we wanted to work with a leading search 
!rm that will give us a fresh perspective to 
help identify the best and most appropri-
ate talent for Darden.” Mr. Smith said the 
company will be looking at internal and 
external candidates, which would indicate 
that interim CEO Gene Lee is a possibili-
ty. Former CEO Clarence Otis resigned in 
September after nearly 10 years leading 
the company......Diversified Search has 
appointed Kent John Chabotar Ph D., for-
mer president and professor of political 
science at Guilford College, to the !rm. 
Dr. Chabotar joins the !rm’s education 
and not-for-pro!t practice......West Phar-
maceutical Services has retained Russell 
Reynolds Associates to launch a com-
prehensive search to identify the succes-
sor to CEO Dr. Donald E. Morel. Dr. Morel 
announced his intention to retire at the 
company’s annual meeting in May......Se-
nior executive recruiter Cornelia Kiley has 
opened CLKiley Associates, a boutique 
!rm focused on the alternative investment 
market and the real estate sector. Based in 
New York, the !rm works with banks, asset 
managers, private equity and real estate 
!rms. Previously, Ms. Kiley worked at CT-
Partners as a senior member of the !rm’s 
global real estate practice...... Albertini 
Group and Pena Search Consulting have 
merged into a single search !rm: Kingsley 
Gate. “Each of our individual !rms were in 
high demand for the unequalled quality of 
‘right !t’ candidates we deliver – together 
that has been enhanced dramatically,” said 
Carlos Pena, founder of Pena Search Con-
sulting. Kingsley Gate has opened of!ces 
in Dallas and San Francisco......The Nor-
folk Redevelopment and Housing Authority 
hired Gans, Gans & Associates to recruit 
a new chief executive. Current CEO, Shurl 
R. Montgomery, is retiring after 10 years of 
service...
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