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In mid-April, POTUS wanted very much for the US economy to be 
“open for business” on May 1, 2020. POTUS was calling this a “big 
bang” approach and well it might be.  Now near the end of April 
many states have begun to investigate ways to open their 
economies.  Citizens are suffering from “stay at home 
exhaustion” and want things to get back to “normal.”  However 
medical experts are advising a slower approach in case a “big 
bang” or early opening brings back the virus big time.    

The next several weeks will tell how the President, his advisors, 
the Governors, and the public approach these challenges.  And it 
got us at Grahall thinking about what the world of business might 
look like “on the other side” of this pandemic.   We will try 
diligently to keep the politics out of this discussion.  

 

 

 

 

In the 1990’s French ad-man Jean-
Marie Dru trademarked the term 
“disruption methodology.” Disruption 
requires breaking conventions to 
accelerate change. 
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Well if  there has ever been a disrupted time it is now.   

The novel corona virus has resulted in the shutdown of 
businesses and institutions around the world while social 
distancing has turned the internet video conferencing into 
schooling, family gatherings, and cocktails with friends.  “Screen 
time” as a concept has never been more relevant and more 
important to… well… frankly, everything.  We send a resounding 
THANK YOU to whomever invented the internet (we know it was 
not Al Gore). 

 

It was humans who “shut down” the economies of nearly every 
country in the world and who now need to find a way to 
seamlessly or if not that, then somehow, some way, some time to 
start it up again.  But we have a unique opportunity to see if this 
“disruption” can result in a better new more creative world.  

 

The virus has certainly (not to anthropomorphize) “favored” 
some businesses while devastating others.  Tech companies, of 
all kinds, some already among the biggest in the world, such as 
the on-line shopping giant Amazon and the entertainment 
company Netflix, are getting bigger.  Tourism, travel, and 
restaurant are all in seriously bad shape.    

 

Mom and pop shops, unless they are considered essential 
services, are shuttered. I know this is a bit dated, but there were 
5.6 million employer firms in the United States in 2016 [and] 
firms with fewer than 500 workers accounted for 99.7 percent of 
those businesses. [And] firms with fewer than 500 workers 
employed 46.8 percent of private sector payrolls in 2016.”  That 
is a big portion of the US workforce.  
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So, what might be creative enhancements we can suggest for 
businesses both favored or damaged by Covid-19, when we get 
to the other side?  We believe it is very much about being 
prepared.  Here are a few suggestions:  

• Get your business online. Setup your website regardless of your 
size of business.   Then, once we reopen relentlessly collect email 
addresses of customers so you can keep in touch and advise of 
sales, products, events, presentations, delivery options, etc. 

• Make sure your leadership is prepared (whether for a disaster or 
a return from a disaster).  Make sure your messaging is 
consistent, and chain of command is clear.  

• Transparency is critical.  Establishing, reinforcing, and expanding 
a vibrant culture of open, honest, and hopeful communications 
will help employees deal with their own concerns and get them 
focused on supporting your organization’s mission. 

• Use all means to connect with your workforce and customers 
personally (one-on-one) or in group meetings whether by 
conference call, FaceTime, emails, video conferencing or social 
media.  Just Do It ALL (to borrow from Nike).  

• Give employees an avenue to ask questions anonymously.   
• Collect and secure PPE.  Create your own stockpile.  This, of 

course, only when the desperate need of medical professionals 
has declined. Unless you are a hospital, you likely do not need 
ventilators, but face masks, gloves, and hand sanitizer would be 
valuable in any circumstance.   If, later this year, you are able to 
secure them, and afterwards you don’t need them, you can 
always donate. 

• Work hard at understanding the needs of your workforce to be 
productive. For example, in preparation for a situation where 
working from home is the only option, collect information on all 
stakeholders (employees, interns, etc.).  Who has Wi-Fi and 
devices, who does not?  How can you bridge that gap in order to 
have a highly productive workforce regardless of the situation 
you find yourself in.       

  



And finally, we thought how our own business, that of consulting, 
can and should change as well.  We need to be thoughtful about 
advising our clients to prepare for unlikely events. Crisis 
management should begin before the crisis emerges. But if 9/11 
and now Covid-19 has taught us anything it is very hard to plan 
for the unimaginable.  Here is what we have been up to.      

For the last several years Grahall has been making an effort to 
“webinize” appropriate Grahall services into the category of 
“Software as a Service.”  Our motivation is to cost-effectively and 
efficiently reach people who have been neglected by the large 
consulting, accounting, and legal firms with high quality human 
resources services.  

One of the many examples of this is the offering of our consulting 
project plans to our clients. Our human resources project plans 
are referred to as Online Solutions. These are the exact same 
project plans we use as consultants. They have hundreds of 
embedded “tools” and reference papers.    

Another example is the Grahall “Paid Fairly” family of websites. 
These are market pricing websites that allow clients to skip by the 
consultants and market price their positions using the most 
sophisticated market pricing tools in the consulting industry.  

Then there is Grahall Omnimedia which is the consultants’ 
storehouse of intellectual property. The reaction from our 
competitors and in most cases our prior employers is, “Are you 
folks crazy?!” Hundreds of research studies, papers, case studies, 
blogs, books, chapters and many other prior to this time “secrets 
of the order of consultants” have been placed on a public 
website.  

For our visual learners we are producing teaching videos on 
topics where knowledge can be transferred successfully within a 
short video.  

 

 



This fall we should have up and running a website for performing 
the most advanced position analysis in the industry that reflects 
over 35 years of consulting industry experience and valid 
numbers at the 90th percentile level.   

Some might think that turning over these analytical tools to the 
public is too risky. Grahall risks the loss of significant consulting 
revenues or there might be risks of misuse of the tools by 
untrained individuals.  But the offsetting benefits are significant.  
Through the use of these analytical tools, more organizations 
than we could reach individually will increase their effectiveness.  

Soon we will make available to be queried directly by our clients, 
a version of the data base we have used to answer clients’ 
questions. This will allow clients to interact directly with our 
proprietary data base to find answers to their most immediate 
questions on how others are managing the HR Function and 
people strategies.  

Perhaps our open approach won’t fit your business style or 
strategy, but unparalleled times ahead are going to require a 
complete rethinking of the businesses that have made a living 
selling “face time” to clients.  We believe the real value will be 
making you as successful as you can possibly be and for us to 
engage with you in a different “new normal” way.    

We are thoughtful about advising our clients to prepare for 
unlikely events such as how can businesses develop human 
resource practices to address closures and reopening, or if your 
organizational culture is ready to face these challenges.   Call us, 
we can help you.   

 

Comments on this article?   
Please contact us at Michael.graham@grahall.com 
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