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CLIENT-CENTERED REALIGNMENT
ALLOWS FOR A FRESH LOOK AT EXISTING RELATIONSHIPS AND PROCESSES

Collaborate

Reposition or 
Introduce New 
Relationships

Market

Review Competitive 
Landscape

Offerings

Evaluate current 
service and product 

structure. 

Tools

Integrate or Expand 
Technology. 

Insight 

Get Closer to Clients. 

Refresh 

Re-Examine Existing 
Agreements

Sector Access 

Identify New 
Verticals. 

Value Chain 

Examine process and 
delivery models



Understanding 
Unpredictable 
Market Shifts 

That Limit Client 
Delivery Options

DISRUPTION

Positioning As A 
Reliable Resource, 

Generating  
Confidence And 

Action

TRUST

Repositioning 
Resources To 

Deliver On 
Promises

DELIVERY

Assessing And 
Changing 

Delivery Without 
Disrupting Client 

Experience

COST

Repositioning 
For Market 

Capture Risk 
Insulation And 
The Future Of 

Work
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IDENTIFY THE OBSTACLES
SHIFTING MARKET DELIVERY REQUIREMENTS

SUSTAINABILITY



ADOPT A UNIFORM STRATEGYTHAT FITS 
YOUR BUSINESS MODEL

ASSESS

PLAN

ACT

EVALUATE

PHASE 1: Evaluate where people interact with 
your business, how employees engage with 
processes, when partnerships connect, and how 
your clients use your service or product

PHASE 2: Educate 
stakeholders on the 
approach, provide needed 
resources and design 
implementation

PHASE 3: Create useful feedback loop 
that allows for criticism, new ideas, 
and improved tool recommendations

PHASE 4: Adopt 
improvements, 
standardize, update 
education/communication 
tools, and implement 
ongoing tracking.



• Rapidly evaluate actual 
impact of disruption on 
deliverables to clients

• Prioritize client and contract 
needs vs. desires 

• Identify human capital 
capacity to deliver without 
or with minimal disruption 

• Inventory tool needs based 
on repositioned client 
delivery requirements

• Plan approach for immediate 
mitigation

• Establish 2-way 
communication 
protocols that allow 
for input, rapid 
decision making, and 
feedback

• Ask for client priorities

• Educate internal teams 
on process

• Plan external 
communication

• Test client response 
and adoption

• Measure impact on 
Full-Time Equivalent 
(FTE) requirements

• Assess cost of tool 
acquisitions, 
training, and 
ongoing 
management

• Adjust as required

DEALING WITH DISRUPTION
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CLIENT DELIVERY MITIGATIONS AS A PRIORITY

PHASE 1
ASSESS

PHASE 3
ACT

PHASE 4
EVALUATE

PHASE 2
PLAN

• Reposition teams 
to deliver on client 
expectations first

• Adopt tools and 
protocols that 
support responsive 
delivery

• Step into gaps 
where needed



• Identify Information and 
services your client sector 
needs now. 

• Agregate resources, tools 
and information from 
internal/external sources 
then evaluate value and 
adaptability

• Prioritize value to existing 
client base then broader 
market usefulness

• Plan approach for immediate 
disemination

• Establish Credibility in 
your space by 
positioning as an 
available resource

• Identify internal owner 
and measurement

• Create a manageable 
approach and 
schedule

• Create long-term exit 
or maintenance 
strategy

• Make sure data and 
tools remain relevant 
and current. 

• Assess cost of tool 
acquisitions, training, 
and ongoing 
management

• Adjust as required

MAINTAINING TRUSTAS THE 
ENVIRONMENT EVOLVES
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CLIENT DELIVERY MITIGATIONS AS A PRIORITY

PHASE 1
ASSESS

PHASE 3
ACT

PHASE 4
EVALUATE

PHASE 2
PLAN

• Share resources and 
information broadly 

• Respond to industry 
need and client 
requests rapidly. 

• Point to existing 
service and products 
that connect to new 
tools and info

• Provide training and 
reference access to 
existing team.
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*SIDE NOTE
BJ FOGG, BEHAVIORAL PSYCHOLOGIST AND WEB CREDIBILITY 
SPECIALIST, IDENTIFIES FOUR TYPES OF CREDIBILITY THIS WAY

PRESUMED

Assumptions made 
about your brand 
with or without 

actual experience.

REPUTED

An endorsement of your 
company product or 

service. The more trusted 
the source, the more 

weight that 
recommendation carries. 

SURFACE

Simply defined as 
your first 

impression. EARNED

Personal experience 
that turns clients into 

raving fans.

Adapted from: https://scarletroo.com/brand-credibility-online/



• Identify need to reposition 
staff for effective delivery of 
high priority contract items

• Evaluate tools that can 
simplify delivery or increase 
capacity to deliver required 
tasks

• Ascertain key drivers to 
measure cuts vs repurposing 
human capital

• Assess short-term needs 
against sustained delivery

• Evaluate appetite for new 
delivery models

• Plan short-term 
response and long-term 
opportunity capture 
model

• Develop phased 
delivery structures that 
maximize existing 
workforce

• Create additional 
service opportunities

• Streamline low-use/no-
use service and product 
offerings 

• Make sure data and 
tools remain 
relevant and 
current

• Assess cost of tool 
acquisitions, 
training, and 
ongoing 
management

• Adjust as required

MEETING DELIVERYCRITERIA WITHOUT 
CHANGING CUSTOMER EXPERIENCE
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CLIENT DELIVERY MITIGATIONS AS A PRIORITY

PHASE 1
ASSESS

PHASE 3
ACT

PHASE 4
EVALUATE

PHASE 2
PLAN

• Offer substitute 
approaches that 
maintain or increase 
value

• Authorize just-in-time 
deliverable 
adjustment  as close 
to client relationship 
as possible

• Create flexibility in 
payment structure

• Provide training and 
reference access to 
existing team
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*SIDE NOTE
IF/THEN PLANNING AND REACTIVE RESPONSE

Creating the opportunity to re-align contract 
obligations for service or product delivery is a 
critical response strategy. 

Designing “If/Then” planning approaches for 
specific client needs can be used to reposition 
deliverables and save needed revenues as well as 
reduce cash outlay in delivery. 

According to the Harvard Business Review teams 
should be able to:

1. Identify the Goal

2. Breakdown the Goal into Concrete Sub-Targets

3. Identify Action Triggers for each Sub-Goal

4. Create If/Then Responses for each Scenario

Adapted from:  HBR Get your team to do what it says its going to do. 
https://hbr.org/visual-library/2016/08/get-your-team-to-do-what-it-says-its-going-to-
do-hbr-slide-deck

Existing 
Obligation

Redistributed 
Resources

https://hbr.org/visual-library/2016/08/get-your-team-to-do-what-it-says-its-going-to-do-hbr-slide-deck


• Capture input from every 
level of the organization, with 
particular focus on positions 
that touch clients directly

• Compare obligations under 
contract terms with existing 
work functions

• Diagnose existing tool 
capacity

• Assess training needs for any 
delivery transition

• Compare cost impacts and 
profitability vs realignment of 
offerings

• Set minimum service 
standards

• Develop phased 
approach where available 
for internal “ownership 
transition” as needed

• Plan for human capital 
restructure based on 
core competency staged 
from existing client 
obligations to potential 
future market

• Eliminate low/no use 
market offerings 

• Make sure data 
and tools remain 
relevant and 
current

• Assess cost of tool 
acquisitions, 
training, and 
ongoing 
management

• Adjust as required

CONTROLLING COSTAND MANAGING 
PERSONNEL AS AN IMPERATIVE
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CLIENT DELIVERY MITIGATIONS AS A PRIORITY

PHASE 1
ASSESS

PHASE 3
ACT

PHASE 4
EVALUATE

PHASE 2
PLAN

• Start with internal 
culture – over 
communicate

• Re-purpose talent first 
– existing team 
members are fluent in 
your corporate culture 
and can contribute in 
new spaces

• Adopt/expand tools 
that will actually 
deliver on existing 
needs not an 
unrecognizable future 
state



IMPLEMENT AND MONITOR FOR 
IMPROVEMENT

Ending Neutral Zone New Beginnings

Excitement

Motivation

Energy

Anger

Fear

Sadness

Confusion, 

Apathy, 

Frustration
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Time

You will experience stages of success but can obtain normalization if you persist and measure progress

Source: 
Bridges 
Transition 
Model



• Client support of new 
delivery models and explore 
potential expanded service 
opportunities

• Evaluate competence in 
expanded solution provider 
role

• Review talent training and 
capacity needs

• Assess new market 
engagement and potential 

• Evaluate steps in value chain 
from start to finish in new 
models

• Plan credibility drive 
through tool design 
and newly 
experienced case 
study impacts

• Create new team 
deployment maps for 
each service category

• Define success in each 
vertical and sector 
space you service

• Redefine onboarding 
and training models

• Measure client 
owner 
performance

• Review profit 
models in new 
structure

• Capture experience 
internally and 
externally 
throughout 
transition and align 
for future state

• Adjust as required

DESIGNING FOR LONG-TERM 
SUSTAINABILITYAND MARKET CAPTURE
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CLIENT DELIVERY MITIGATIONS AS A PRIORITY

PHASE 1
ASSESS

PHASE 3
ACT

PHASE 4
EVALUATE

PHASE 2
PLAN

• Deepen commitment 
to long term clients

• Identify new 
technology targets 
for expansion drive

• Review risks and 
exposure created in 
transition model

• Invest in team, 
recognize level of 
effort in transition 
and communicate 
long-term viability 



PRIORITIZE

Rapid Impact 
Assessments

ACT

Data-Driven 
Decision Making

EVALUATE

Measurable Design
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SOLUTIONS
AT ITS CORE RAPID RESPONSE REQUIRES DECISIVE DECISION 

MAKING COUPLED WITH CREDIBILITY STAKEHOLDERS CAN SEE.



SOME ADDITIONAL 
THOUGHTS

OPPORTUNITY IN REINVENTION IS YOURS TO DEFINE
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FEW COMPETITORS

DEFINE MARKET OPPORTUNITY
TAKING ADVANTAGE OF NEW POSITIONING. 

$Mid-Range 
Value

Measured market 
approaches with 
limited risks and 

maximum flexibility

OPPORTUNITY TO BUILD

$Highest Value

Broader unknown 
markets include 
higher risk but 
greater reward

FREEDOM TO INVENT

$Controlled 
Growth

Owning your new 
space limits risk 

AND reward 
proposition 



Convenience

Inconvenient

Expensive Affordable

COMPETITIVE LANDSCAPEANALYSIS
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Testing

MAR

20YY

JUL

Assessment/Planning

60 days

TIMELINE
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TWO-YEAR REPOSITIONING PLAN

Deployment
90 Days

Adjust
60 days

Investment
As needed

Evaluate
60 days

Report

2020

Disruption
Ongoing

AUG SEP DECOCT NOVAPR MAY JUN JUL AUG SEP DECOCT NOV JAN FEB MAR APR MAY JUN

Evaluation

60 days

Report

Marketing
120 days

Evaluation

60 days
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• HELPING OUR PARTNERS Create Value Where 
Disruption Occurs.

• PRIORITIZING Innovation Through Collaboration. 

• PROVIDING USEFUL TOOLS AND RESOURCES 
THAT AID IN Solid Decision Making And 
Measureable Market Impact. 

• FACILITATING REAL WORLD APPROACHES TO 
THE Future of Work. 

ABOUT US

We bring decades of experience helping 
clients in diversity management, strategic 

engagement and workforce design.

We encourage our partner organizations 
to prioritize our community’s health and 
safety and remain an available resource.

Should you have any questions or need 
strategic design and implementation 

support, please feel free to contact our 
team at:

(877) 234-9737 or www.iPartnerships.net


