
n good or bad 

economic times 

employee engagement 

remains vitally 

important.  Engaged, 

motivated, loyal 

employees are an asset to any 

organization and numerous 

employee surveys, conducted over 

a number of years, have drawn a 

strong correlation between high 

levels of employee engagement 

and high levels of performance. 

Despite some companies’ best 

efforts to maintain employee 

morale during difficult times, 

corporate cost-

cutting can often 

lead to a decline in 

employee confidence and engagement.  As 

such, the need for organizations to provide 

their employees with the tools to remain 

positive about their own careers and their 

employer’s brand should be made a top 

priority.

However, this may be easier said than 

done.  Keeping employees engaged and 

motivated during periods of uncertainty 

is clearly a tough challenge, especially 

when the media, friends and family are cautioning your 

employees with tales of downsizing and economic 

decline.  Add to that the inevitable corporate cost-

cutting that requires an increased focus on payroll and 

basic benefits rather than “unquantifiable” employee 

engagement initiatives, and you have a potential recipe 

for a disengaged workforce.

But, as IBM founder Thomas J. Watson once famously 

stated, “Business is a game.”  The puzzle for corporate 

leaders is how to achieve more with less but the 

solution cannot be to do nothing.

EMPLOYEE ENGAGEMENT AS AN OPPORTUNITY

The immediate effects of employee engagement 

are clear in relation to customer-facing employees 

(for example, the way a customer might react when 

interacting directly with a motivated employee versus 

the same interaction with a disengaged employee), 

but a proactive employee engagement strategy in 

the current economic downturn can provide a much 

longer-term business advantage – particularly in 

relation to recruitment and retention.

It is short-sighted to think that no-one is recruiting 

right now - in any economy, open competition for 

another company’s star players is a reality.  Many 
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“Today companies are finding it 

difficult to retain talent even in a 

recession….many companies have 

lost skilled employees during a 

slow economy by failing to identify 

that, even in a difficult market, 

the top talent has opportunities to 

go elsewhere.” – Jeffrey Summer, 

Principal PwC Advisory Practice¹
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companies view the economic downfall of their competitors as 

an opportunity to attract new talent to their ranks and, to the 

good fortune of recruiters all over the world, some of those 

high caliber executives who were not previously open to new 

opportunities may now reconsider that stance.  

Therefore, showcasing high levels of employee engagement can 

work to your advantage when competing to recruit top talent.  

If candidates perceive strong loyalty, employee motivation and 

engagement, all of which contribute to a robust employer brand, 

the balance can easily be tipped in your favor as an employer.

Employee engagement initiatives are also a key retention tool.  

Nobody likes to see their talent leave.  Of course, it is impossible 

to entirely prevent your promising executives from moving 

to other organizations but it is possible to make it a tougher 

decision for them.  Traditionally, many companies have relied 

on compensation to build loyalty and prevent attrition but, 

with limited resources, that may no longer be an option.  So 

wouldn’t it be great if your employees hesitated before talking 

to a competitor company, even in a challenging economic 

environment, because they 

were engaged by their current 

organizational culture? Or perhaps 

because they could still see a clear 

path to the executive suite within 

the company for which they 

already work?

Needless to say, companies that 

did not recognize the value/competitive edge that employee 

engagement programs offer during prosperous times are unlikely 

to invest in these new initiatives during uncertain times. However, 

for those enlightened companies that have woven employee 

engagement into the very fabric of their culture and management 

ethos, as well as for those 

companies that have recently 

initiated employee engagement 

programs, this could present a 

period of opportunity.

By not recruiting and 

retaining the best new talent, 

companies will fail no matter 

the economic environment. 

Innovative companies should 

continuously reinforce 

their employer brand and 

commitment to employee 

engagement as an intrinsic part of their economic imperative, 

which will enable them to hire and retain the very best.  

Meanwhile, companies that have developed a reputation of being 

unsupportive of their employees in tough times will have a far 

more difficult time recruiting the highest-caliber executives, and 

current employees will soon look elsewhere for employment.

SO wHAT wORKS?

Key tools for employee engagement will be discussed in more 

detail later, but don’t underestimate the power of recognition, 

trust and communication – all of which can be achieved at little 

or no cost!

Recognition

To be recognized in front of ones peers satisfies a very basic 

human instinct.  Therefore, giving employees public recognition 

can be a powerful management and motivating tool. “Given 

the cost-effectiveness of these plans….employers may want to 

revisit existing plans and/or consider implementation of a formal 

recognition plan as a priority” ²

Communication

Particularly during periods of “crisis” employees require 

information – again, it is simply human nature.  Clarity and 

swiftness of communication are key, and bad news is often better 

than no news at all.   And if the message isn’t all bad then shout it 

from the rooftops!  Either way, set clear expectations and a vision 

for the future, and let your employees know how they can be a 

part of that future.   However, it shouldn’t always be a one-way 

street; employees should have a forum to voice their concerns and 

thoughts as well.

(continued on page 3)

 “Keeping a little ahead of 

conditions is one of the secrets 

of business; the trailer seldom 

goes far.” – Charles M. Schwab

“we see a strong correlation between 

engagement and retention.  we find that 

85% of engaged employees plan to stay 

with their company, compared to 27% of 

disengaged employees” 4



During periods of economic uncertainty very few organizations 

remain untouched.  In today’s economic environment, 

companies that are not downsizing to stay afloat are looking 

for ways to trim costs to stay competitive.  Once you have 

made changes, be they sweeping or tweaking, it’s time to 

turn your focus toward those who will remain with your 

organization and get them refocused and reengaged.  Here are 

five steps to help.

Take Time To Talk To Your Employees

• Be sure to equip your leadership team with FAQs and 

talking points so employees across your organization 

hear the same messages, and that your leaders, not the 

grapevine, become the best source of information.  

• Make sure your “surviving” employees understand the 

scope of the change and why it is necessary to the 

future of the organization. 

• Find opportunities to deliver these messages more than 

once.

Make The Case To Stay: Re-Recruit Your Valued Employees

• Make it personal.  Consider what you can offer your 

employees (Opportunity for a bigger role/additional 

3(continued on page 4)

HOw TO GET YOUR EMPLOYEES REENGAGED: 
Five Steps To Move Your Organization Towards 
Reengagement
AMY M. SOMMER, PRESIDENT,  
AMS STRATEGIC TALENT CONSULTING LLC

Build trust & community

Employees are more open to supporting and adapting to 

significant changes when they believe in the company and 

its leadership.  Highlight organizational values, programs and 

initiatives supported by your organization that go above and 

beyond an employee’s day to day responsibilities - volunteerism, 

mentoring, philanthropy, community support, diversity, corporate 

social responsibility – they all make a difference.  “What really 

motivates employees is not money or position, what motivates 

them is how they feel about the work itself” ³. 

LOOK TO THE FUTURE

We have no real way of telling how long the current economic 

situation will last or whether it will get worse before it gets better 

– but it will get better.  And when it does, employers should gain 

comfort from the knowledge that they did everything they could 

in terms of employee engagement to position the organization 

for what comes next.

For those employees that are retained within the company, 

providing training and development, career mentors, and 

opportunities for advancement are not only a short-term reward 

but a critical long-term investment.  Help these “survivors” to see 

that opportunity can emerge from the ashes.

When speaking of executives who emerged stronger from 

previous economic downturns, John A. Challenger (CEO 

of Challenger, Gray & Christmas, the global outplacement 

consultancy that pioneered outplacement several decades ago) 

is quoted as saying “…These workers are the ones who survived 

the recent waves of downsizing, both by seeking and capitalizing 

on new opportunities and by learning new skills.”

With appropriate support and training, employees can be 

engaged, motivated and well-prepared to face new challenges.  

As in many aspects of life, when people make it through a crisis 

they emerge stronger and better - the same should apply to 

companies.

FOOTNOTES:

¹ PricewaterhouseCoopers – “10Minutes on Rethinking Pivotal 
Talent”, December 2008 (part of the 10Minutes Thought 
Leadership Series)

² watson wyatt’s “The Power of Integrated Reward & Talent 
Management - 2008/2009 Global Strategic Rewards Report and 
United States Findings”

³ Jon Katzenbach quoted in Forbes.com’s “How To Keep Morale 
High when Business Is Down” - Adriana Loeff, October 2008

4 “Low Engagement?” by Christopher Rice, President & CEO of 
Blessing white, as appeared in ‘Leadership Excellence’
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responsibilities? A new project? More coaching? 

Development/Training?  Increased exposure?). 

• Where appropriate, ensure your employees understand 

how their jobs are changing (what will get done differently, 

what work will be added and what will go away). 

• Among the things that have been shown to impact 

employees’ engagement are: satisfaction with work, 

believing that the organization values their contribution, 

and having a good relationship with their manager.  Be 

sure to connect these dots for them.

Get Back To Management Basics

• Emphasize to your management team the importance of 

being an active leader, setting a clear vision, establishing 

goals, and offering direction.

• Ramp up efforts to deliver regular coaching and feedback.

• Lead by example.

• Keep an open door and actively encourage two-way 

communication.

Address Those Who Are Not Adapting to the Change 

• Speak candidly and directly to those employees who are 

disengaged, and review expectations. 

• Find out if there are obstacles in their way (you will not 

have anticipated every complication that comes with 

change).  There may be a simple fix to their problems.

• Listen to what else may be going on with them. Depending 

on what you hear, offer coaching and encouragement 

and/or review the consequences of not delivering on their 

goals.

• Follow-up. 

Determine What Changes In Culture And Systems Are Necessary 
To Support The Change

• Revisit your rewards and recognition processes and make 

sure they continue to support the behavior, results and 

culture you’re trying to build.

• Review your Performance Management and Talent 

Assessment programs to see if they need adjustment.

• Look at your internal communication processes, company 

traditions and events, and what gets celebrated formally 

and informally in your culture to see if any if any changes 

should be made.

• Celebrate small wins and accomplishments that support 

your new direction.

Making changes and getting your organization back on track 

are challenging tasks.  The companies that are winning are 

doing so because they are planning effectively not only for the 

change, but for it’s aftermath as well.   

BIOGRAPHY

Amy Sommer is a senior human resources executive and seasoned executive 
coach, with a successful track record of leading complex organizational change 
in a variety of business sectors including:  media, business services, education 
and financial services. Experienced in a full-range of HR generalist roles, Amy 
has worked at several respected global firms including Time Inc., IBM, American 
Express and Grey Advertising.  

In 2007, Amy founded a boutique HR consulting practice, AMS Strategic Talent 
Consulting, focusing on helping organizations evolve.  Her recent engagements 
have included the development of HR business plans, talent review and succession 
planning, organization design, performance management and executive 
coaching.  Her extensive experience in Fortune 500 companies makes her uniquely 
qualified to work with corporate executives so they may more effectively meet 
organizational goals, address critical challenges and build exceptional talent in 
their organizations.

Amy earned her undergraduate degree 
magna cum laude from SUNY Albany 
and her Masters in Industrial and 
Labor Relations from Cornell University.  
Recently, she appeared as a guest 
on Lisa Belkin’s Life’s Work radio 
show and as an expert in an NBC.
com segment about delivering tough 
news to your boss.  Amy was also 
interviewed for an article in The New 
York Times regarding how to deal with 
people who have lost their jobs.  She 
can be contacted via email at  amy@
strategictalentconsulting.com.

WHY INVEST IN EMPLOYEE ENGAGEMENT?

Whether in the form of reward-and-recognition programs or leadership 

development workshops, research shows that investing in employee 

engagement can have a positive effect on your bottom-line.  Below are some 

key reasons why industry leaders choose to invest in employee engagement: 

The cost of not engaging employees is much higher.  After factoring in 

recruiting, training, lost production and redirecting the efforts of managers 

and employees in their absence, replacing key employees can exceed over 1.5 

times their annual salaries.

A shrinking staff may lead to no staff.  The greater the percentage of workers 

laid off, the larger the turnover rate tends to be—engaging employees and 

staying abreast of key concerns can help with retention.

Organizations with high engagement levels tend to have strong trust in 

leadership, which is especially important during times of organizational 

change or troubled economic times.

If employees are suffering, the employer brand might suffer as well.  The news 

on how an employer treats current employees and those recently laid-off can 

spread quickly, affecting a company’s employer brand.  

Source: Lightspeed Research - The Foresight Group

Searches recently completed by 
Bridge Partners LLC:

Macy’s Inc. - Multicultural 
Advertising Manager

Foot Locker, Inc - Director Visual 
Merchandising Europe

USAA – Executive Director 
Communications

Choice Hotels International – 
Director Franchise Communications

Foot Locker, Inc. - Apparel Buyer

USAA - AVP Diversity

•

•

•

•

•

•
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hen an employee leaves the 

workforce to retire or move to 

another company, organizations 

invest significant effort in 

maintaining and cultivating a 

relationship with that individual, 

in order to leverage their network and increase the likelihood 

of them acting as brand ambassadors.   There is no reason 

why this should be any different when an employee is laid 

off – maintaining a positive relationship with an executive in 

these circumstances, if at all possible, is crucial to maintaining a 

positive employer brand.

Employer branding should be the concern of every member of 

an organization.  From the top down it falls to each employee to 

promote and perpetuate a consistent reputation and a coherent 

employer brand.  However, it is particularly crucial that the 

human resources team present their organization as a reputable 

place to work - both internally and externally, to both current 

and future employees alike.

 

Given that HR is 

often the key point of 

communication in a 

downsizing initiative, 

the manner in which 

employees who are 

leaving the company 

are treated - and how 

they are supported in 

their subsequent effort 

to find alternative 

employment - are both 

essential in maintaining 

the integrity of your 

employer brand. 

How should HR 

proceed when 

communicating a 

corporate decision 

to downsize, without 

jeopardizing the 

employer brand?  One 

perspective is that 

decisions related to 

downsizing should be 

communicated swiftly 

– the logic being that, while rumors are circulating, employees 

are insecure and motivation levels are low.  Another view 

would be that any necessary layoffs should be embarked upon 

cautiously and with mindful deliberation. “A company’s brand as 

an employer is absolutely critical and if they start doing things in 

haste, they can quickly devalue that brand” ².   

Regardless of the approach chosen, former employees are a 

significant source of employee and customer referrals and, from 

a recruitment perspective, high potential executives will still be 

in demand when the economy improves.  As such, organizations 

will need to protect their employer brands so that these 

individuals will still consider your organization, when the time 

comes.   

FOOTNOTES:

¹ SHRM – “The Employer Brand: A strategic tool to attract, 
recruit and retain talent” – April/June 2008

² Robert J Thomas, Director Accenture Institute for High 
Performance Business – quoted in New York Times, Nov 21st 
2008  - “why should recession stop the recruiters?” by Kelley 
Holland

wHEN DOwNSIZING, PROTECT YOUR EMPLOYER BRAND

“HR’s participation in the establishment of 

strategic organizational goals, the workplace 

culture, corporate core values, management 

style and community outreach strongly 

influences the employer brand….In fact, a key 

HR role is to raise awareness of the employer 

brand…from the company reputation to the 

routine experience in the workplace” ¹
In a Towers Perrin International Survey Research (ISR) study of 50 

companies over a one-year period, organizations with high employee 

engagement had a 19% increase in operating income and a nearly 28% 

growth in earnings per share.  Companies with low levels of employee 

engagement experienced a drop in operating income of more than 32% 

and an earnings per share decline of 11%.  

In a similar 3-year study of 41 global companies, Towers Perrin found 

that companies with highly engaged employees had significantly higher 

financial performance, amounting to a 5.75% difference in operating 

margins and a 3.44% difference in net profit margins.

In January 2009 Towers Perrin released a new book Closing the 

Engagement Gap — How Great Companies Unlock Employee Potential 

for Superior Results in which authors Julie Gebauer and Don Lowman 

highlight that the solution to keeping employees focused and productive 

in uncertain times lies in building and sustaining an “engaging” work 

environment that consistently inspires people to devote the time, skill and 

effort necessary to keep their organization delivering bottom-line results.

Gebauer states, “We consistently found that organizations and managers 

get the best from employees when they do five things well: know them, 

grow them, inspire them, involve them and reward them…When these 

five principles are at the core of the work experience, there’s no doubt that 

employees consistently give value-adding discretionary effort — and that 

directly impacts the organization’s financial results.”
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In an October 2008 Financial Times article “Bosses must shore up 

diversity against downturn”, Andrew Hill wrote:

“Crisis and recession will put to the test many projects that were 

easy to pursue during the years of prosperity. Inevitably, one will be 

the commitment of companies to diversity in the workforce.

However deep the downturn, no executives will admit their 

devotion to employing and promoting staff of different background, 

gender and mindset has ebbed…At enlightened companies, where 

diversity has deep roots, the difficult climate should simply reinforce 

a strong culture. But at other companies there is a risk of back-

sliding.”

During times when you have to do more with (a lot) less, 

your company’s diversity and inclusion initiatives might seem 

unquantifiable, and therefore subject to elimination.  Below are a 

few reasons why it doesn’t pay to downsize your diversity initiatives.

Being branded an “Employer of Choice” will carry your company 

through the worst of times—eliminate your diversity-inclusion 

initiatives and both current and new talent will eventually look 

elsewhere for employment.  

Ensuring that your workforce reflects and understands the 

population served by your company will provide a much sought-

after competitive edge.

Companies that view diversity as an intrinsic part of their economic 

imperative and employer brand will emerge stronger than those that 

do not, especially in unstable business environments. 

Staying committed to the initiatives that attracted top talent will 

ensure that they remain loyal and committed to the success of the 

company. 

DON’T DOwNSIZE YOUR DIVERSITY 
INITIATIVES

It is now two years since Bridge Partners LLC published the first 
edition of Insights and, over that time, many major corporations have 
partnered with us to share their thoughts on topics including:

Mentoring & Inclusion  •  Diversity in a Global Environment  •  Boards 
& Diversity  •  Employee Groups  •  Diversity Recruitment  •  Corporate 

Social Responsibility  •  Employer Branding  •  Onboarding

we hope that you have found the Insights content to be relevant and 
useful in furthering your company’s diversity initiatives, and that you 
continue to refer to the online editions via our website:

http://www.bridgepartnersllc.com/insights.html

Recently, Bridge Partners LLC has had the honor of assembling an 
Editorial Advisory Board for our Insights publication.  Current members, 
who will be supporting and guiding us as we develop future content, 
include:

• Rose Fiorilli – Founder & CEO, Rubicon Advisory LLC

• Grace Figueredo - Director workforce Development, United 
Technologies Corporation

• Corliss Fong - OVP Diversity Management, Macy’s

• Diana Lee - Former SVP Human Resources, MTV Networks

• David Orr - AVP Global Executive Staffing & Diversity, wyeth 
Pharmaceuticals

In addition to their key support, we would greatly benefit from your 
“insight” as a reader on how we can develop and improve content 
going forward.  If you have feedback or feel that your organization 
would like to contribute to a future Q&A topic, please feel free to 
reach out to us via phone (212 265 2100) or email tory.clarke@
bridgepartnersllc.com.

ANNOUNCING: The Insights Editorial Advisory Board

WHEN THE TIME COMES TO MAKE CHANGE THAT WILL 
WORK, BE CLEAR ABOUT WHAT YOU ARE TRYING TO 
ACHIEVE

AMY M. SOMMER, PRESIDENT, AMS STRATEGIC TALENT 

CONSULTING LLC

Before you even get started on a downsizing initiative or restructuring, 

be sure to define your objectives:  are you looking to trim costs, 

reengineer the way work is done, or both?  Your answer will dictate 

your path.  Here’s a broad overview:

• Plan, plan, plan. Get the right people involved and work quickly and 

quietly to develop a detailed work map, and communications and 

announcement strategies. 

• Before your announcement, bring in your thought leaders, present 

your case, listen to their concerns, make adjustments as appropriate, 

and ask them to help by leading through this change with you.

• Arrange for personal meetings with the affected employees; treat 

them with dignity and respect (consider how would you would want 

to be dealt with if it were you). 

• Arrange to have people available to deal with unforeseen changes/

complications (you will have them no matter how well you plan). 

• Before employees exit, make sure you have already determined how 

work will get redistributed, what will be done differently, what will be 

outsourced, and what you will stop doing altogether, and have a plan 

to get there.

• To the extent that security concerns are not an issue, allow departing 

employees time to transition their work, say their goodbyes, and pack 

up their things. This time will allow both those who are staying and 

those who are leaving to begin to adjust to the change.  

Clarifying what you are trying to achieve up front and creating a 

detailed work plan to get there, will save you many headaches on the 

other end.  And, remember, the employees who are staying behind 

will be watching how you treat those who are leaving.
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ridge Partners LLC undertook a non-scientific 

survey of our network to identify a small sample 

of organizations that are considered to have 

strong employee engagement programs.  Below are 

excerpts from their respective websites discussing 

how they achieve high employee engagement: 

Molson Coors Brewing Company:

“Attracting, developing and retaining the best talent is our single 

most important challenge. Therefore, we put tremendous energy 

into listening to and acting upon the views of our employees. We 

know that employee engagement has a direct link to our business 

performance. It is an essential ingredient in success across 

industries, functions and operating divisions – bolstering employee 

retention, customer loyalty, customer satisfaction, sales and 

operating efficiency, as well as increased financial performance. 

We’ve seen this relationship within our own company where 

more engaged employees have higher safety records, higher 

performance, and less absenteeism. 

At Molson Coors, we measure employee engagement through 

our Global People Survey, conducted annually in August and 

September. The results are highly anticipated by our managers 

throughout the company, who use them to improve their 

management of our most valuable resource: Molson Coors 

people. ….Engaged employees are motivated, committed and 

demonstrate a high level of energy, drive and enthusiasm in their 

jobs. The annual Molson Coors employee survey is an important 

measurement of that engagement….This helps us to create a 

company where people who are passionate about the beer 

business can work hard and thrive.”

Nokia Siemens Networks:

“…we value employee engagement. We are committed to a 

comprehensive and continuous process aimed at identifying the 

drivers of engagement for our employees to help us focus our 

improvement efforts in the right places.

Our key objectives are to:

• Provide employees with the opportunity for a feedback 

mechanism that will enable Nokia Siemens Networks to continue 

being an employer of choice

• Listen to, involve, motivate and energise our people

• Support leaders in creating real change

….Nokia Siemens Networks follows a well researched and robust 

employee engagement approach that drives employee behavior 

and organizational performance such as employee motivation, 

job performance, psychological well-being, retention and overall 

organizational effectiveness.

It is a combination of perceptions including; emotional attachment 

to the organization – Pride and a willingness to be an Advocate of 

the organization; a rational understanding of the organization’s 

strategic goals, values, and how employees fit; and motivation and 

willingness to invest discretionary effort to go above and beyond.”

Air Products & Chemicals:

“Employee engagement is crucial to our sustainable growth and 

profitability. Our consistent approach to achieve that end involves 

hiring the best talent available in the marketplace and offering 

employees opportunities for development and engagement.

• Finding and hiring the best talent—we have expanded our 

global network of talent sourcing through the use of technology 

and by leveraging employee and educational networks.

• Engaging to understand the business context—we have frequent 

“town meetings” to provide business communications at global, 

regional and local levels on the current state of business across our 

markets and areas of company strategy.

• Engagement Surveys - Having an environment and culture 

where employees are encouraged to share their opinions and 

ideas is critical to our success. We conduct multiple surveys across 

the company to measure and improve employee engagement, 

customer loyalty and internal services. For example, over the last 

several years, Great Place to Work® engagement surveys have 

been conducted in France, Germany, Spain, UK, Brazil, Poland, 

Belgium and the Netherlands. Other internally run employee 

engagement or diversity surveys have been conducted across 

major global functions, businesses and geographies.”

American Century Investments:

“The positive engagement of our people is a source of competitive 

advantage. And, part of the reason American Century® is a great 

place to work….To celebrate the achievements of our people, we 

have an extensive yearlong company-wide recognition program. 

Every employee has an opportunity to be involved because 

anyone can nominate anyone for a Guiding Principle award 

throughout the year. Departments recognize their winners at 

annual department events. All department winners are forwarded 

for consideration for 12 corporate awards. For the ceremony, 

we link all employees via satellite in an interactive program that 

features live simultaneous action at our three main locations…”

EMPLOYEE ENGAGEMENT BEST PRACTICES
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ABOUT BRIDGE PARTNERS LLC
Bridge Partners LLC is a retained executive search firm with an 

unrivaled ability to successfully and efficiently execute senior search 

assignments, bringing to each project a focus on ensuring that our 

clients are presented with a diverse slate of candidates. 

Our reputation has been built on consistently achieving superior 

results in the execution of our assignments.  we are dedicated to 

a client-driven process and believe that process is maximized by 

partnering with the client organization on a relationship-driven, long-

term basis.  Bridge Partners LLC maintains the highest level of ethical 

standards and integrity with both clients and candidates by placing 

their interests first and ensuring that our methodology and process is 

transparent during the entire search process.

DIVERSITY-INCLUSION
we know diversity is a business imperative. As a minority-owned 

business, it is an intrinsic component of what we do. It is a core value 

of Bridge Partners LLC and is embedded in every aspect of our culture 

and practice. 

we provide a higher level of service and raise the degree of expectation 

regarding inclusion in our candidate slates. we recognize that ability 

is the top priority, regardless of race, gender or any other defining 

characteristics and our track record of successfully attracting and 

placing senior level diversity candidates proves our ability and 

commitment to building our clients’ management strength and social 

responsibility. 

All Editorial Content is written by employees of Bridge Partners LLC, unless 

stated otherwise.  It is the property of Bridge Partners LLC and is protected 

by United States and international copyright laws.
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