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Hello from Karen & Max

WHAT A FEW months it’s been since our 

last issue. As we went into lockdown, we 

moved quickly to amplify the digital arm of 

everywoman. Fortunately, having been 

operating in this space for many years, our 

corporate partners trusted our vision and 

ability to deliver and we’ve benefited 

hugely from the support and guidance of 

our wonderful advisory board, and, of 

course, our hard-working and committed 

team.

That said, a change of course is an anxious 

one for any business. Our main concern 

was whether our virtual events could 

capture the quality of everywoman’s 

physical events. Our many awards, training 

and networking programmes are infused 

with such an infectious energy and sense of 

purpose: would technology be able to 

replicate that?

Our fears proved unfounded. In June, 

our flagship programme, 

the 2020 NatWest everywoman Awards 

launched digitally for the first time in its 

18-year run. An exceptional line-up of 

speakers, combined with a wonderful 

audience turnout spilled over into record 

levels of interaction on social media. 

This programme is more than just a 

celebration of female entrepreneurs. 

Winning an award is, more often than not, 

just the start of the journey. 

Nothing exemplifies this better than the 

mentorship of 2017 Award-winner 

Whitney Bromberg Hawkings of 

FLOWERBX by The White Company’s 

Founder, Chrissie Rucker OBE. 

Scroll down to page 4 to read what both 

women have to say about what 

happened after the luncheon ceremony.

Meanwhile, the everywomanNetwork’s

virtual coffee breaks continue to bring 

together members from all over the 

world for informal chats on topics 

pertaining to women in the workplace 

and the future of work. And our free-to-

access Leadership and Entrepreneur 

Series of webinars are providing women 

everywhere with direct access to 

exceptional female role models in 

business.

Those female role models – our 

everywoman Ambassadors – recently 

came together on Zoom for the first 

time. The expert insight into the future 

of work by our three esteemed panellists 

forms the basis of our second piece in 

this issue, where we highlight the many 

things we can all feel positive about in 

the current climate and beyond. At a 

time when there are so many challenges 

facing us all, we hope you’ll find this a 

refreshing read. 

Of the many things to feel positive 

about, the one that gives us the greatest 

sense of optimism is that diversity and 

inclusion really are front and centre for 

genuinely purpose-led organisations.

There appears to be a great sense of 

clarity among our partner organisations, 

that now, more than ever, diversity is a 

tangible, business benefit with hugely 

desirable outcomes. We’ll continue to 

roll out new online events and 

destinations for women in retail, 

insurance, risk and more, this autumn 

and beyond. As Stanford economist Paul 

Romer once stated, ‘A crisis is a terrible 

thing to waste’.

Warmest wishes,

Karen & Max
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Women Supporting Women

Winning an everywoman award is a milestone for any entrepreneur, but 

what happens next is often just as transformative for a business and its 

leader. When FLOWERBX was named Brand of the Future at the 2017 

NatWest everywoman Awards, owner Whitney Bromberg Hawkings also 

secured mentorship from Chrissie Rucker OBE, founder of the award 

category’s sponsor, The White Company. Nearly three years on, the 

relationship is still blossoming. 
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EW: Let’s go back to your winning moment at 

the 2017 NatWest everywoman Awards. What 

was that like?

Whitney Bromberg Hawkings, FLOWERBX: 

Honestly, when I look back at the past five years, 

it was definitely up there with the biggest 

highlights! It was quite early in our FLOWERBX 

journey, so having our hard work recognised with 

that particular award, at the amazing luncheon 

ceremony, was an ‘Oh my God’ moment! Just to 

know that our brand had resonated with so many 

people for whom I have such respect, meant so 

much.

EW: As well as being our Brand of the Future –

awarded to a business with huge growth 

potential, your prize involved mentorship from 

Chrissie Rucker OBE, founder of The White 

Company. Was that part of the attraction of 

entering?

WBH: For me, there is no better female 

leadership example than Chrissie. [Before 

winning] I was very much a fan of her products 

but also of her as a strong leader. [Since then] 

I’ve come to know that she’s also gentle, 

compassionate, kind and sensitive. She’s a Mum 

to four kids and I know she would probably say 

that’s her most important role, and yet at the 

same time she’s managed to grow this incredible 

global company and retail empire. Being 

mentored by her was a huge perk. 

EW: Tell us about your first mentoring session 

with Chrissie.

WBH: I met Chrissie at her amazing office with 

Mary Homer, her CEO, and they gave really good 

advice on where we were spending too much 

money. With marketing, for example, they urged 

a more cautious approach, which I really 

welcomed because at that point we were being 

quite bullish. Going global and fast is definitely 

part of my plan, but my thinking went from ‘how 

to grow as quickly as possible whatever the cost’, 

to ‘how do we become a profitable company?’

Q: What makes Chrissie such a great business 

mentor?

She brings experience, she brings success, and so 

much knowledge of what has and hasn’t worked 

for her. She has a really great way of suggesting 

things without telling you what to do – floating an 

idea and letting you reach your own conclusions. 

There’s never been a power dynamic at all; she’s 

never told me what to do – it’s always been, 

‘Have you thought about this...?’ I’ve never 

worked for her, but I imagine that’s how she’s 

brought out the best in her amazing team.

FLOWERBX Founder, Whitney Bromberg Hawkings

Whitney and Chrissie at the 2017 NatWest 

everywoman Awards
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“It was amazing to be 

supported in a 

newsletter which 

goes out to a million 

readers!”

On stage at the 2017 NatWest everywoman Awards
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EW: What does the mentee need to bring to the 

relationship?

WBH: I think being receptive is really important; 

keeping an open-mind about what you’re hearing. 

That doesn’t mean you have to act on everything 

the mentor says – they might work in different 

businesses where different rules apply (we have 

perishability, for example, whereas The White 

Company doesn’t). But listening and digesting is 

essential to getting something out of it.

EW: FLOWERBX was recently featured in The 

White Company’s customer e-newsletter. How 

did that come about?

WBH: Yes, it was amazing to be supported in a 

newsletter which goes out to a million readers! I’d 

seen that they were featuring different people and 

spaces with brand synergy, so I got in touch and 

said that I thought an editorial about how to 

arrange our flowers in their vases would be a great 

story. Within weeks we were in the newsletter, and 

it was such great exposure. The key thing though is 

that it was authentic – our flowers and their vases 

obviously has great context. And our customer is 

similar – someone who wants great, lasting quality 

and understated beauty.  

EW: What’s been the most surprising 

thing to come out of your relationship 

with Chrissie?

WBH: When Chrissie asks for something, 

you say yes – period! I mean, she could 

ask me to walk to the moon and I’d say 

‘Where are my shoes?’ So that’s how I 

ended up biking to Windsor with my 

team – which almost killed me! – to 

raise money for The Prince’s Trust’s 

#ChangeaGirlsLife campaign. Chrissie 

emailed saying this cause was close to 

her heart, so the FLOWERBX team 

ended up raising thousands and 

becoming an ambassador for the 

charity. There’s a perfect example of 

women supporting women. That’s what 

Chrissie stands for. 

EW: Is it important for you to pay it 

forward and mentor others? 

WBH: I’d call myself an unofficial 

mentor to many. I sit on the advisory 

boards of three companies, both as an 

investor and a friend. I feel like I have a 

lot I can add about what not to do, 

especially in the fundraising universe. I 

give a lot of advice about what kind of 

people to look for in investors, how to 

plan your growth and how to value your 

company. I’ve heard so much advice 

from investors, angels and venture 

capitalists, so it’s great to be able to 

pass that on.

EW: What’s your one key piece of 

advice to any fledging entrepreneur?

WBH: If you want something, go look for 

it. Everything I’ve achieved has been 

because I’ve sought it out. Even my 

everywoman Award – I mean, I just 

wanted it so badly. If you’re hungry 

enough, you’ll find the opportunity. Just 

recently, an outdoor advertising agency 

ran a competition for start-ups to win 

spaces at locations like Piccadilly 

Circus, which is literally millions of 

pounds of ad space. I went after it, and 

we ended up on the side of Westfield 

[shopping centre, West London] for two 

weeks! It drastically increased traffic to 

our website, not to mention brand 

awareness. It can be scary and 

uncomfortable to put yourself forward 

for something, especially an award, 

where you have to fill out why you and 

your ideas are so great. But you have to 

get comfortable with it. If you can’t 

convince yourself that your idea is 

great, how are you going to get other 

people to believe you?

“There’s never been a power dynamic at 

all; she’s never told me what to do – it’s 

always been, ‘Have you thought about 

this...?’”
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Chrissie Rucker OBE, Founder, The White Company

EW: What excited you about FLOWERBX 

when it won the Brand of the Future 

Award?

Chrissie Rucker OBE, The White Company: 

I loved the very standout style of 

Whitney’s flowers [inset] and the 

simplicity of what she does that makes 

her so different to other florists. Flowers 

can be very overwhelming for a customer 

who isn’t a polished arranger, so I love her 

idea of keeping it beautifully simple, and 

all her workshops offering inspiration that 

really help take away the fear for people. 

She’d carved out both a business to 

business and a business to customer 

model, and she also had experience of 

working with PR, which is a great 

background to have when you’re starting 

your own business. I was also just really 

impressed with how she was making 

things happen and the execution was 

always to a very high standard. She’d 

really thought through the look and feel 

of her brand and had a very clear idea of 

what she wanted its identity to be. 

EW: Why were you so drawn to 

mentor a young brand?

CR: I feel incredibly lucky because 

over the years I’ve had some amazing 

people mentor me who probably 

didn’t even realise that’s what they 

were doing — sometimes it can just 

be some incredible advice shared 

over a coffee. But what they did is 

they gave me an opportunity to talk 

through things that were on my 

mind, which alone would often help 

me find the solution. I’m thinking 

very specifically about my Chairman 

of 15 years, who was brilliant at just 

getting me to talk. So if having a 

coffee with someone and talking 

through their problems can help, 

then that’s something I love to do. 

“At times like this you just have to 

push yourself to excel at what you are 

doing for your customer.”
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EW: What’s your approach to mentorship?

CR: I think the trick with mentoring is that 

it’s not about telling people how to do things 

or dictating your own experiences or 

solutions; it’s just about getting people to 

talk through their issues and working with 

them towards a resolution. Sometimes it can 

be really simple things like shifting what 

their focus is going to be for the year — going 

from ‘We’re absolutely focussed on 

recruiting new customers’ to ‘We’re 

absolutely focussed on taking care of the 

customers we’ve already recruited’ for 

example, can make a very big difference. I 

was very lucky when I started my business 

because I always had my husband saying, 

‘You can do this!’ But sometimes it’s just 

great to have an outside person by your side 

getting the ideas going. We’ve so many 

fantastic women in this country with their 

own businesses and I think we’re perhaps 

naturally more cautious sometimes than 

men, so if somebody’s got a great idea, I love 

being able to enthuse and say ‘Come on, go 

for it!’

EW: You’ve provided Whitney with access 

to expertise right across The White 

Company. Was that a deliberate move?

CR: Yes. One of the things you benefit from 

when you’ve grown your business is you can 

hire people who bring so much experience 

with them. When you’re starting out you 

can’t do that. So one of the things we do 

with mentoring is we look at whatever that 

business specifically needs help with, 

whether that’s doing finances or learning 

how to hire the right people, defining a 

brand, or marketing, digital, buying or 

merchandising, and then we open up our 

board to them. 

EW: Are there any business benefits of 

being a mentor?

CR: I love meeting people who have their 

own businesses they’re passionate about. I 

love hearing what the story is behind what 

they’re doing, their purpose, their brand 

USPs. What’s really wonderful, when you’ve 

been in business for 25 years, is seeing how 

young businesses are starting. It’s a different 

time, it’s a different environment and 

everything’s so much more digitally focussed 

than when we started. There’s always a 

really lovely energy in the conversations and 

I find it so enjoyable. I get new ideas for our 

business too from all the exciting things that 

they’re doing that maybe we’ve been a bit 

slow to do! 

EW: Retail is going through some huge 

challenges at the moment. What’s your 

key advice for anyone struggling?

CR: At times like this you just have to push 

yourself to excel at what you are doing for 

your customer. You have to check that 

every touchpoint is the best it can possibly 

be — your product; your customer service; 

the way you’re writing your copy and how 

you’re selling your product. For us, the 

switch to digital has accelerated, so we’re 

taking a really close look at the digital 

experience, making sure it’s really giving 

our customer a fantastic experience. 

The White Company newsletter featuring 

FLOWERBX
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The future of work

Six things to feel positive about

Our everywoman Ambassador events are vibrant discussions between businesswomen 

we are so proud to work with in our mission to empower every woman, everywhere. 

And the latest proved no less energetic for being virtual, with our three amazing 

panellists sharing what they’ve learned during lockdown and how these learnings will 

shape the future of work for us all.
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The workforce is still 

collaborating and still focussed

75% of people feel they are 

continuing to effectively focus on 

their work, and are collaborating 10% 

more than they were in an office 

environment. That’s the finding of the 

largest worldwide study into the 

home working experience, by global 

commercial real estate services firm, 

Cushman & Wakefield. Despina 

Katsikakis, its Head of Occupier 

Business Performance, who recently 

helped move a million people back to 

work in China, says that the 

technology being leveraged to enable 

remote working has proved effective 

in enabling people to continue 

working together.

For Jo Rzymowska, Vice President and 

Managing Director, EMEA, Celebrity 

Cruises, working remotely has given 

group sessions a greater efficiency 

and productivity, though she stresses 

that when it comes to brainstorming 

and creativity, teams are missing face 

to face interaction. ‘I don’t think you 

can beat the physical presence. We 

had a four-hour brainstorm last week, 

and it was tough without the natural 

pulses and laughter and chats. [But] 

whilst there are challenges, I think 

the positives outweigh [them].’

1

Trust is the key to remote working success

Having been urging businesses to embrace remote 

working for 25 years, Despina Katsikakis notes that it’s 

taken just two months to gain what she calls ‘probably 

the most elusive part of flexible working: [trust].’ 

Data from her organisation’s global survey shows that 

90% of participants feel they are trusted by their 

managers to work remotely, a factor which has huge 

and positive implications for its future success.

2
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Now is the time to really focus on 

wellbeing

‘The downside of remote working is really 

important to understand, [and it’s that] one 

in two of us feels that we’ve lost out on 

personal connections; we’re not bonded 

with colleagues; we’re not mentored, we’re 

not mentoring, we’re not connected to 

company culture. And half the people we 

surveyed actually don’t feel particularly 

well. Their energy is low,’ says Despina 

Katsikakis. The expectation that remote 

working will continue into the longer term, 

is therefore, placing an increased demand 

on organisations to prioritise the mental 

health and wellbeing of their people. 

‘The screen is a barrier,’ says our panellist 

Nnenna Ilomechina, Managing Director at 

Accenture Strategy, who focuses on helping 

executive teams tackle cross functional and 

strategic issues. ‘People are able to hide all 

sorts of things in the background. Whereas 

in an office [...] there’s only so long you can 

keep that smiley face. We have to find ways 

of very deliberately checking in on people 

[and] about certain interventions. A number 

of companies have a very focussed digital 

effort on wellbeing and whether we’re living 

a purposeful life, and I think that will 

continue.’ 

4

FEATURE

Organisations can pivot and fast when they really need to

‘What would have taken six months in consults happened in two weeks 

and pretty much all [aspects of our] business have continued to run 

really well and I think that’s remarkable,’ says Jo Rzymowska.

For Jo, the lockdown period has been a revelation in how quickly 

Celebrity Cruises has been able to pivot towards connecting with its 

guests, crews and customers using technology. Captains are holding 

virtual quiz nights with customers in lockdown at sea; Head Office is 

offering training to furloughed staff to help keep them connected; 

there’s virtual yoga classes for on-board crews; and the organisation’s 

wellbeing hub, RCL Cares – created specifically to support their trade 

partners at this time of crisis, is providing free access to premium 

everywoman content on some of our core themes: resilience, wellbeing 

and emotionally-intelligent leadership. ‘We’ve had a marriage at sea, 

lots of wonderful things and formed great connections. We will take 

that forward because we’re all getting the benefit from it,’ says Jo. 

Nnenna has had a similar experience at Accenture. ‘Digital 

transformation can be a three-year journey. Now it’s being done in 

three months. We’re consultants so we’re used to working remotely 

already, but not all parts of our business are as mobile as you’d expect 

– offshore call centres, for example – so that was a big challenge. But 

when the pandemic hit, we moved entirely to remote working. Now a 

lot of our clients look to us and ask: “How did you do that?”

3
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5 Remote working is more than just home working

While the majority of people (73%) expect their organisations to continue 

enabling remote working, the reality is more complex than we all simply carry on 

working from home. Cushman & Wakefield expects to see around 50% of us 

demanding a wider ecosystem of places to work, with a flexible approach to time 

spent at home, in offices and in other collaborative spaces. 

The first things that reopened in Hong Kong post lockdown were flex offices —

people needed to get out of tiny accommodations in high density communities 

and establish separate work spaces. And needs are also likely to vary by 

generations; while baby boomers are quite comfortable working at home, the 

situation is different for millennials grappling with home schooling or having 

young children around, or those who live alone and may crave the human contact 

of colleagues. We’re seeing organisations like Barclays utilising space in high 

street branches to create touch down points for local employees. 

‘There’s going to be an interesting blurring of work, life, play, learn, within 

regional communities,’ says Despina. 

‘One of the elements that I think will become really interesting in the 

development of the workplace is how we imagine the local high street and 

communities to provide those places for people to be able to go to and connect 

with others meaningfully, without undertaking long commutes.

‘Certainly in our industry the choices are binary in the real world sense: you own 

an office or you don’t, you’re open plan or closed, you have a desk or you don’t. 

What I say to clients is that we’re moving to a place where it’s no longer binary –

you’re working in an office and at home; travelling to work and not travelling,’ 

says Despina. I certainly am not going to travel on a train to sit in a row of desks 

and do head down work; I’ll travel to collaborate creatively with my colleagues. 

It’s being able to manage those choices and facilitate those occasions so there’ll 

be greater responsibility on management to do that,’ she predicts.
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Inclusion is high up on the 

agenda 

Remote working has given rise, in a 

sense, to a digital equality: ‘We have 

seen in the last two months that 

locational and hierarchical structures 

have been eroded in this 

environment. We’ve seen a greater 

equality of voices... [technology] 

enables introverts to speak up; 

remote smaller countries have equal 

discussion with people who lead 

major parts of the business,’ says 

Despina. ‘But [in terms of inclusion] 

you still have to be invited to the 

call, so there is this other layer which 

is a subtle one but an important one 

to acknowledge.’ 

Nnenna observes more and more 

organisations ‘Are really looking at 

themselves now and asking “How do 

we want to show up?” and “How do 

we want to come out of this looking?” 

[in terms of diversity and inclusion].’ 

With colleagues looking likely to be 

scattered across diverse locations, 

one question mark around inclusion is 

how we ensure the voices of home 

workers are heard, as groups return 

to offices. ‘We can work from 

anywhere, which is fantastic, but if 

you’re [working from home] and 

someone else is on location, do they 

have more of an advantage over you, 

and how do we bridge that gap? A 

smart entrepreneur is going to come 

up with something that allows us to 

be equal [wherever we are].’

Discover more about the everywoman Ambassador 
programme at:
www.everywoman.com/corporate-
partnerships/everywoman-ambassadors
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everywoman in Insurance Forum
Launching 27 July 2020

www.everywomanforum.com/insurance

Following our sell-out 2019 event, this year’s 

Forum is going online, bringing together 

female leaders and male allies from around 

the world to discover practical tools and the 

support needed to increase the number of 

women in the sector’s senior level positions. 

Find out more

everywoman of Influence in 

Technology Programme 
July–August 2020

www.everywoman.com/tech-influence

High-level training is delivered via four digital 

sessions, designed to help further the 

development of credible and impactful 

female leaders.

Find out more

everywoman India Forum
8–9 & 15–17 September 2020

www.everywoman.com/forumindia

Following our highly successful inaugural 2019 

event, everywoman is delighted to be 

returning with a digital offering designed to 

provide women in India with a chance to grow, 

expand their network and learn the new skills 

required to thrive in challenging times.

Find out more

Barclaycard everywoman 

in Retail Hub 
Launching August 2020

www.everywoman.com/retail

With unprecedented challenges facing the 

retail sector, this hub will provide much-

needed inspiration, learning and thought 

leadership for women across the retail 

landscape.

Find out more

Amazon everywoman in 

Transport and Logistics Awards
6 October 2020

www.everywoman.com/tlawards

Returning for its 13th year, this established 

industry event continues its mission to uncover 

female role models, identify male agents of 

change and transform the industry perception.

Find out more

EVENTS

www.everywoman.com/events-awards
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NatWest everywoman Awards
3 December 2020

www.everywoman.com/natwest-ew-awards

In the current climate, entrepreneurs around 

the country are demonstrating their 

flexibility and vision as demand for new 

products and services create an 

unprecedented opportunity for innovation 

and enterprise. In the 18th year of this 

programme, we’ll identify and celebrate the 

inspirational female founders whose 

creativity and resilience will help Britain 

weather the current economic storm.

Find out more

https://www.everywomanforum.com/insurance
https://www.everywoman.com/events-awards/everywoman-of-influence-technology-programme
https://www.everywoman.com/events-awards/everywoman-forum-india-0
https://www2.everywoman.com/l/509781/2020-06-15/3fv3vc
http://www.everywoman.com/events-awards/2020-everywoman-in-transport-and-logistics-awards
http://www.everywoman.com/events-awards
https://www.everywoman.com/events-awards/natwest-everywoman-awards


everywomanPartnerships
everywoman enjoys working with the following organisations.

To discuss partnership opportunities, contact karenmax@everywoman.com
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