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Letter from the Editors

Last year the HRBP community globally experienced growing momen-
tum, with HRBPs citing key successes such as growing influence, im-
proved stakeholder relationships, and clearer development goals. It’s 
exciting to see how the potential of the HRBP role continues to evolve.

But if we fast-forward a year from now, what would have to happen 
in 2017 for you and your colleagues to share similar results? Heads 
of HR identify change management as their top objective, and the 
evolving needs of the global workforce are more different in kind 
than ever before—yet the frequency of change initiatives are increas-
ing. The steps HRBPs and HR generalists should take now are critical 
to delivering a year of success and growth. 

We begin this issue by highlighting early opportunities for HRBPs 
to look inward and redefine their own roles in 2017 across key 
talent management initiatives they’re already supporting. Our 
recent survey of over 700 HRBPs and HR generalists revealed five 
key opportunities, given their relative importance but HRBPs’ own 
uncertainty in their ability to carry them out. These include more 
effectively diminishing barriers to diversity and inclusion progress, 
evolving how we identify our future leaders, and setting guidelines 
to help transform your own role.

We also tackle key opportunities for HRBPs to look outward and 
learn directly from the workforce. The war for digital talent has 57% 
of heads of HR at all organizations citing attracting and retaining 
digital talent as the highest or second-highest talent management 
priority for 2017. In addition, the growth of the contingent, or “gig,” 
workforce should prompt HRBPs to take a hard look at how they 
flex their support approach to address the unique needs of different 
contingent workers.

Finally, we speak with HR leaders directly. We feature two conver-
sations with current and former HRBPs—Tom Dalby, HR Director at 
Rogers Media, and Lisa Yates, HR Director of Hospitality Training and 
Development at the University of Notre Dame—and we learn more 
about how their roles have evolved in the past few years. 

Sustaining Momentum in 2017

“ The HRBP role has moved 
from a ‘nice-to-have’ to a 
‘need-to-have’ resource.”

“ We’re more integral  
to all decision making.”

By Brian Kropp, Amanda Joseph-Little, and Meg Zolner
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Infographic of 
the Quarter

How HRBPs Can 
Influence D&I in 2017
CEB collected responses from over 700 HRBPs and 106 heads of HR  
for our 2017 Future of HR survey series. Although HRBPs and heads of HR 
agreed that diversity and inclusion (D&I) was a top priority, our D&I efforts 
still fall short.

By Katy Connealy Weber

Executives Prioritize D&I
80% of business executives strongly support diversity initiatives. Why?

• 80% of millennials say  
highly diverse employers  
are more desirable.5

Candidate  
Attraction

• Diverse teams come  
to conclusions that are  
58% more accurate.3

• Diverse teams are 158%  
more innovative.4

Employee  
Performance

• US multicultural 
consumers’ buying 
power is an estimated 
$3.4 trillion per year.1

• 55% of consumers 
would pay more for the 
products and services of 
a diverse company.2 

Tangible Business 
Advantages
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But Our D&I Efforts Still Fall Short
Only 35% of employees are satisfied with D&I at their organizations. 

Heads of HR Recommend HRBPs  
Focus on the Following

• 34% of HRBPs experience some level of 
resistance from line clients to D&I efforts.

• 76% of HRBPs believe unconscious bias 
influences decisions about talent at their 
organizations.

• Only 45% of CHROs are confident 
their organizations can accomplish D&I 
objectives in 2017.

• When CHROs considered D&I a top 
priority, HRBPs were no better equipped 
to reduce bias at their organizations.

• Embed D&I priorities into 
performance criteria.

• Reinforce D&I-related 
expectations to line 
leaders.

• Communicate the link 
between D&I efforts, 
business strategy, and 
corporate values.

• Be transparent with D&I 
metrics.

• Ensure employees 
understand how they can 
contribute to D&I efforts.

• Establish steps 
employees can take each 
day to improve D&I.

…At the Organizational Level

Accountability Business Alignment Day-to-Day Relevance

…At the Individual Level

HR Functions Struggle to Enable D&I...

1 Nielsen, “Nielsen Releases First Multicultural ‘Super Consumer’ Report,” 18 March 2015. 
2  Nielsen, “Global Consumers Are Willing to Put Their Money Where Their Heart Is When It Comes to Goods and Services from Companies Committed to Social Responsibility,” 17 June 2014.
3 Sheen S. Levine and David Stark, “Diversity Makes You Brighter,” New York Times, 9 December 2015.
4 Sylvia Ann Hewlett, Melinda Marshall, Laura Sherbin, Tara Gonsalves, “Innovation, Diversity, and Market Growth,” Center for Talent Innovation, 2013.
5 Aoife Flood, “The Female Millennial: A New Era of Talent,” PWC, 2015.
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Sustaining 
and Gaining 
Momentum

Five Ways HRBPs 
Can Grow and 
Succeed in 2017
By Meg Zolner

2016 was a year of emerging momen-
tum for HR business partners (HRBPs) 
and HR generalists globally. In our 
inaugural Future of the HRBP Role 
2017 Survey, over 700 of you shared 
your perspectives on your role: its in-
herent challenges, opportunities, and 
evolution. In reflecting on how the 
role has changed in the past three to 
five years, most HRBPs highlighted 
the progress they’ve realized.

“ The HRBP role has moved  
from a ‘nice-to-have’ to a 
‘need-to-have’ resource.”

“ We have more confidence and 
acceptance from the business.”

“We’re more integral to all 
decision making.”

6 HRBP Quarterly
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Even with this momentum, HRBPs recognize work 
still to be done. Five specific priorities emerged 
as those with the greatest gap between how 
important you believe they will be in 2017 and how 
confident you feel executing them.

1. Define Business Unit Culture to Enable 
Organizational Culture Change

 What We Know:

Culture change will likely remain the most frequent 
type of organizational change in 2017. And with so 
many sometimes-conflicting recommendations on 
corporate culture, HRBPs struggle to discern what 
really matters. Is a start-up culture good or bad? 
Which cultural values are most important? As a result, 
HRBPs underestimate their understanding of culture; 
only 22% of HRBPs strongly agree they understand 
the cultures of the business units they support.

 Where to Go (Next):

HRBPs shouldn’t let chatter about culture change 
distract from their roles in enabling its success. 
Instead, they should take advantage of their unique 
vantage point to help identify how culture shifts at 
the business unit level, a place where central HR 
partners often have less clarity. 

To help avoid these potential blind spots, understand 
your client group’s business priorities. Across your 
business unit’s business planning process, push to 
identify the cultural implications, and ensure the new 
culture feels authentic to your business unit:

• As you define strategic plan goals: How would 
you describe our top two or three business 
goals? Do you prioritize speed, innovation, 
customer centricity, or other values?

• As you allocate resources throughout the 
strategic plan: What business priorities, 
projects, and people receive the most 
investment? Least? Are those the elements 
our culture also values most?

75%
of HRBPs have experienced 
culture change in the past 
three years.

76%
of heads of HR are planning 
more culture change in 2017.

Q1 2017 7
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• As you communicate the strategic plan: What 
do employees need to know about business 
goals to perform their jobs well? And does that 
match our messages on culture?

2. Innovate with Talent Data to Engage  
an Evolving Workforce

 What We Know:

Today’s changing workforce (more digital, freelance, 
and technology-enabled) requires different 
engagement strategies. In 2017, 57% of heads of 
HR plan to prioritize attracting and retaining digital 
talent, and 71% of heads of HR plan to increase 
available flexible working arrangements.

time with different in-kind talent data across the next 
two years, such as productivity data as well as data 
from employer review sites and LinkedIn activity. 

These emerging data forms no longer force HRBPs 
to wait for formal engagement surveys or even 
pulse surveys to deliver engagement support. Now, 
you can deliver “just-in-time” engagement support 
that is timely, data-based, and personalized to your 
client group.

For example, if a client asks, “Why are we seeing 
an increase in attrition among this particular critical 
talent segment in our business unit?” you could 
right away:

• Analyze feedback from this critical talent segment 
on recent training and development programs,

• Review business unit employee tenure levels, for 
this critical talent segment and others, and 

• Review feedback on your organization from 
current and former employees on Glassdoor.

HRBPs should also keep five particular methods in 
mind as they apply their judgment to engagement 
data and deliver engagement support in 2017.

Source: CEB analysis.

Source: Aaron Smith, 
“Gig Work, Online 
Selling and Home 
Sharing,” Pew Research 
Center, 17 November 
2016, http://pewrsr. 
ch/2fZliKs; James 
Manyika, Susan Lund, 
Jacques Bughin, Kelsey 
Robinson, Jan Mischke, 
Deepa Mahajan, 
“Independent Work: 
Choice, Necessity, and 
the Gig Economy,” 
McKinsey Global 
Institute, October 2016, 
http://bit.ly/2e8bmCy; 
“The Race for AI: 
Google, Twitter, Intel, 
Apple in a Rush to Grab 
Artificial Intelligence 
Startups,” CB Insights, 6 
December 2016, http://
bit.ly/1oO5UEC.

Five Methods for Applying Your Judgment  
to Engagement Data

Ask the right 
questions.

1 “ What have been our 
historical attrition rates for 
this critical talent segment?”

Understand 
the situational 
context.

2
“ Are there any recent external 
events that could be causing 
talent to leave from this 
location?”

Validate the 
sources of 
information.

3
“ How does this data compare 
to attrition rates of this 
critical talent segment within 
other business units?”

Challenge 
conventional 
wisdom.

4
“ Is it really the location that 
is causing this critical talent 
segment to leave, or is 
something else driving this?”

Prioritize 
critical data.

5
“ What are the main one to two 
data points we should put in 
front of line managers to high-
light our attrition challenge?”

HRBPs already report spending less time on 
traditional engagement activities (e.g., conducting 
employee focus groups, managing workforce 
surveys). With such seemingly disparate workforce 
demographics and needs, it can be challenging to 
figure out what each workforce segment needs 
and how to scalably deliver that engagement 
support. Using talent data to its full potential helps 
achieve that balance.

 Where to Go (Next):

Applying data to HR decisions isn’t new, but the 
tools you have to do this are. Heads of Engagement 
told us they want their HR teams to spend more 

24% of American adults report 
earning money from the digital 
platform economy in the past year. 

Up to 162 million people in Europe 
and the US (20-30% of the working-
age population) engage in some form 
of independent work. 

Nearly 140 private companies 
working to advance artificial 
intelligence have been acquired since 
2011, with over 40 acquisitions taking 
place in 2016 alone.

Trends Within the Global Workforce

Sample Questions



Q1 2017 9

3. Guard Against Unconscious Bias in 
Everyday Talent Management

 What We Know:

HR and business leaders widely agree on the 
importance of diversity and inclusion (D&I), but 
only 35% of employees globally are satisfied with 
D&I at their organizations. While HRBPs should 
support any internal D&I partners on ongoing 
improvements, prioritizing one area in particular—
combatting unconscious bias—will be particularly 
effective for HRBPs. 

such as disengagement or limited participation 
of a minority group, or easy (and early) dismissal 
of bias as a discussion topic. Pair this warning 
sign “radar” with targeted questions to prompt 
your stakeholders to reflect on their rationale for 
a particular promotion decision, performance 
evaluation, or candidate interview.

As HRBPs coach their line partners to recognize 
their biases, they should also help line partners see 
the scale of the issue. Share reflection questions 
with your line leaders and managers, such as: 

• To what extent are other individuals on my 
team like me (e.g., of a similar working style, 
background, ethnicity, gender)? 

• How would I define a successful individual on 
my team? Does that definition prioritize cer-
tain characteristics over others?

• Do certain professional experiences or back-
grounds make me more inclined to recom-
mend individuals for promotions or other 
opportunities?

Source: Richard Feloni, 
“Here’s the Presentation 
Google Gives 
Employees,” Business 
Insider, 11 February 
2016, http://www.
businessinsider.com/
googleunconscious-
bias-training-
presentation-2015-12.

Unconscious Bias Defined: 
Accidental, unintended, or subtle 
judgments made by any individual 
that could be influenced by 
his or her background, cultural 
environment, and personal 
experiences.

Google’s unconscious bias 
training shares that we receive 
11 million bits of information 
every moment, but we can only 
process 40 bits, which means 
99.9% of our mind’s processing 
occurs unconsciously. 

Unconscious bias undermines each of the three 
main drivers of D&I progress: 

• Accountability (employees’ awareness of their 
responsibility for D&I efforts)

• Business alignment (employees’ recognition of 
how D&I efforts connect to business strategy 
and corporate values)

• Day-to-day relevance (employees’ understand-
ing of how they can further organization-wide 
D&I efforts day to day)

76% of HRBPs believe that 
unconscious bias influences 
decisions about talent in some  
way at their organizations.

 Where to Go (Next):

HRBPs’ role in combatting unconscious bias has 
two parts: HRBPs should equip themselves to 
detect and reduce unconscious bias, and they 
should coach their line partners to recognize their 
own inherent biases.

As HRBPs equip themselves to reduce bias, they 
should first identify unconscious bias warning signs, 

4. Challenge Leaders to Think Differently 
About Leadership Needs

 What We Know:

HR leaders recognize the need to shift leadership 
requirements; most HR leaders believe more than 
40% of their leadership roles will change significantly 
within the next five years. Your line partners, however, 
likely do not share that belief. Only 17% of CEOs think 
their successor should have a completely different or 
somewhat different capability profile. Business lead-
ers haven’t yet recognized the talent implications 
of changes in the business environment, which has 
contributed to a global decline in the strength of our 
leadership benches.
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 Where to Go (Next):

HRBPs already influence high-potential (HIPO) 
employee, leadership, and succession management 
processes at their organizations. Uniquely, HRBPs 
can shape the thinking of current leaders and head 
off future leadership gaps through their work with 
HIPOs and other critical talent. Look to challenge 
those line partners about their future leadership 
needs. Ask questions like:

• How do we typically define high performance 
among the business unit’s leaders?

• What do we expect the business unit to be 
doing differently from a business strategy 
perspective two to three years from now?

• How does the profile of leaders in this business 
unit need to change to support changing 
business strategy, including the internal and 
external pressures on that strategy?

5. Say “No” More Often to Become  
a Strategic Partner 

 What We Know:

HR transformation is a priority for HRBPs and their 
heads of HR in 2017. HRBPs cited HR transformation 
fourth on their list of talent management focus 
areas, and 64% of heads of HR plan to prioritize 
new HR service delivery approaches in 2017. HR 
transformation often feels like a priority only heads 
of HR can further, but HRBPs have more power than 
they realize to shape—and transform—their own 
roles.

 Where to Go (Next): 

HRBPs told us (and our research agrees) that 
acting as strategic partners will drive business 
and talent outcomes. Although transforming your 
role requires prioritizing strategic support, even 
the most influential HRBPs want more time for 
strategic tasks. HRBPs told us that having more 
time for strategic tasks was the one thing on which 
they would like to spend more time at work. 

As a result, you must effectively steward your 
own time to transform your role this year. HRBPs 
should establish criteria that determine which work 
to decline or triage to other HR groups. As you 
receive new project or support requests from the 
line or other stakeholders, ask these questions:

• Does this request align with business priorities? 

• Does my job description capture this project 
or request? 

• Can I connect this request to an existing 
project I’m working on? 

• Is there a business risk to not getting this 
request completed in the short term? 

From 2013 to 2016, 
the percentage of 
organizations with a 
strong leadership bench 
decreased four percentage 
points (from 17% to 13%).

“ The most successful HRBPs 
know the business, think 
about the needs of the 
business, and identify where 
there are opportunities for 
HR to offer strategic value. 
They also are…smart about 
saying yes.”

Patrice Matejka
Director of HRBPs, Corporate 

Compensation, and Talent 
Acquisition

BlueCross BlueShield  
of Michigan

Conclusion: Growing and Succeeding  
in 2017 as an HRBP

Like in past years, HRBPs have a unique opportunity 
to further talent and business outcomes at their 
organizations. What’s different this year is the 
scale of those opportunities for HRBPs. Working 
from these five priorities will help you sustain—and 
gain—momentum in 2017 and more effectively 
shepherd the talent within your organizations.
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You’re Invited!

HRBP Foundations  
Masterclass Series

Tune in to each session live to join in the discussion  
with your fellow HRBPs. You will learn about crucial  
aspects of the HRBP role and how HRBPs can position 
themselves for continued success in the year ahead.  
And come back to the replays at any time!

Session 1 
Learning and Mastering 
the HRBP Role 
11 May 2017

Session 2 
Elevating Talent Management  
in Your Daily Work 
25 May 2017

Session 3 
Using Data to Make an Impact 
8 June 2017

Session 4 
Growing Your HR Perspective  
and Career 
22 June 2017
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In the News
Each quarter, our “In the News” stories 
highlight trends impacting the HRBP role.

This quarter, we focus on how the future 
of work will change HRBPs’ day-to-day 
support of talent within their business units.

The rise of the contingent, or “gig,” 
economy raises questions about the  
extent to which our engagement and 
management strategies should adjust in 
order to meet the needs of this particular 
workforce segment. 

In addition, increased demand for 
digital talent globally has strained its 
supply, and HRBPs play a critical role in 
delivering and developing talent that can 
help organizations improve their digital 
capabilities.
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Managing the Gig 
Economy: A Guide  
for HRBPs
By Becca Brown

The gig economy is no longer just a workforce 
trend or cycle—it’s here to stay. HR organizations 
have already taken note, too. With already 
so many changes to the global workforce—
including managing diversity, digital talent, 
artificial intelligence, and more on the talent 
agendas of organizations in the year ahead—it 
can be challenging for HRBPs to determine how 
to treat this gig economy priority relative to all 
these others. With so many far-reaching talent 
implications, clarifying your gig economy strategy 
is a priority HRBPs can’t ignore in 2017.

What Is the Gig Economy?

The gig economy refers to the “uberization” of 
the workforce, or the increase in the percentage 
of the workforce participating in contingent work. 
Contingent workers include:

• Any employee paid by task or by project and 
considered to be in a short-term relationship 
with your organization, which could range 
from long-term contractors to on-demand 
workers like freelancers

• Workers who perform a single-day job

Not only are the characteristics, or quality, of 
contingent work different from traditional work, 
but the size, or quantity, of the contingent 
workforce is surprisingly large, too. Some public 
estimates place the amount of the workforce 
involved in contingent work as high as 40%. 
Another recent study cites 20%–30% of the 
working-age population in the United States and 
the EU (as many as 162 million individuals) as 
engaging in contingent work.¹ With about one 
in four employees today acting as contingent 
workers, HRBPs have to prioritize getting—and 
staying—ahead of the unique implications this 
workforce segment raises. 

How Does the Gig Economy Affect HRBPs? 

The contingent workforce presents new 
management challenges for HRBPs and their HR 
organizations. As you clarify your approach to 
managing contingent workers within your client 
groups, keep some considerations in mind about 
all contingent workers:

• All contingent workers have more unpredict-
able earnings and more limited benefits 
relative to the rest of your workforce, and 
therefore are more sensitive to changes in 
earnings and benefits than other employees. 
As a result, changes to total rewards should be 
managed even more carefully for contingent 
workers relative to the rest of the workforce.

• Contingent workers are also at a higher risk for 
disengagement and eventual attrition, as they 
often feel less connected to the organization 
and its goals than full-time employees 
(who are often more embedded within their 
organizations). Perception is an especially 
important challenge here. Even if contingent 
workers are receiving or entitled to very 
similar sets of benefits or work experiences, 
the higher relative attrition risk still remains 
if contingent workers perceive that gap to be 
larger than it actually is.

• The learning curve is also steeper for 
contingent workers, as they have less time and 
opportunity to learn on the job. Contingent 
workers are typically hired for a specific 
capability or project, and there’s often less 
patience and budget for supporting extended 
onboarding activities and an increased focus 
on specific, immediate project execution.

These three considerations will be important as 
you plan how to adapt your support of contingent 

Source: James Manyika, 
Susan Lund, et. al., 
“Independent Work: 
Choice, Necessity, and 
the Gig Economy,” 
McKinsey Global 
Institute, October 2016, 
http://www.mckinsey.
com/global-themes/
employment-and-
growth/independent-
work-choice-necessity-
and-the-gig-economy.
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workers relative to the rest of the workforce or 
your client group.

However, to maximize the performance of 
your contingent workforce, you cannot treat 
all contingent workers equally. Key differences 
exist even within this employee group. Often, 
those differences present based on two factors: 
1) whether the employee prefers to be a 
contingent worker, or is a contingent worker out 
of necessity and 2) whether the contingent work 
is the employee’s primary source of income or 
supplemental income.

Considering these two factors, four unique types of 
contingent workers present as a result: free agents, 
casual earners, reluctants, and the financially 
strapped. As you support contingent workers 
within your client group, focus on identifying early 
on which categories your contingent workers fall 
into. While you might be tempted to treat all of 
your contingent workforce the same, each of these 
categories have different considerations attached 
to the management of them. 

Managing “Free Agents”

Who are they?

Free agents prefer to work as contingent workers, 
and contingent work is their primary income. This 
is often the most classic definition of a contingent 
worker.

What should I know about them?

As free agents choose to be contingent workers 
exclusively, some characteristics of contingent 
work are likely attractive to them. Often, this 
talent is set apart by the extent to which they 
value the autonomy and flexibility of their jobs 
relative to the traditional 9-5, in-office job. 

How can HRBPs address these considerations?

Focus on their desire for autonomy: CEB 
research highlights the “empowerment paradox,” 
or the tension between organizations’ desire 
for employees to exhibit more discretion and 
autonomy, and employees’ need for specific 
guidance as they navigate their complex 
projects and collaborate with others. Given free 
agents’ relative comfort with greater autonomy, 
how you manage their performance may differ 
from your more traditional employees. Use early 
interactions with your free agents to quickly 
evaluate the extent to which they can truly be 
autonomous at work. If they can, you can counsel 
their line managers to adapt their coaching 
styles as a result and potentially use these 
employees as examples of how to successfully 
navigate complex work environments. If they 
cannot, you may need to flag for their line 
managers that, given the already higher-level 
of autonomy the employee has, they could 
misdirect their performance. You can also step in 
to support additional coaching and performance 
management guidance with these individuals to 
supplement managerial support. 

Primary Income Supplemental Income

Preferred 
Choice

 
Free Agents
30% (49 Million)  

Casual Earners
40% (64 Million)

Out of 
Necessity

 
Reluctants
14% (23 Million)  

Financially 
Strapped
16% (26 Million)

Contingent Workers Generally Fit into Four Segments

Source: 2016 McKinsey Global Institute survey of ~8,000 US and European respondents.
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Managing “Casual Earners”

Who are they?

Casual earners prefer to work as contingent 
workers, but contingent work is a supplemental, 
not the primary, source of their income. For 
example, an individual who pursues additional 
work to gain additional income for a personal 
or family expense, or an individual who pursues 
a particular passion beyond their primary 
professional responsibilities.

What should I know about them?

With casual earners, their contingent work could 
serve a role in their lives similar to volunteer or 
pro-bono work for others—employees using their 
skill set to do this part-time role or maybe trying 
to develop another skill set.

How can HRBPs address these considerations?

Identify—and tap into—what truly drives them: As 
casual earners do not need to pursue contingent 
work, what motivates and engages them likely 
differs from the talent your line partners are 
used to managing. Coach managers of casual 
earners to proactively seek to understand why 
these employees are doing the work in order 
to successfully keep them engaged. Are they 
motivated by this one particular project they were 
hired to do, or is the mission of your organization 
especially attractive to them? Are they looking 
to earn money for an upcoming personal life 
event, or are they just looking for more spending 
money? External benchmarking data, like the data 
in CEB’s Employment Value Proposition (EVP) 
Design Center, can also help you understand how 
the preferences and values of these employees 
compare to other workforce segments globally. 
More practically, this information will also help 
clarify the extent to which you can depend on 
this person, or if they’re more likely to leave after 
project close or a certain life event. 

Managing “Reluctants” 

Who are they?

“Reluctants” prefer not to work as contingent 
workers but are forced to and depend on their 
on-demand work as their main source of income. 
In cases like these, employees may have recently 
lost a full-time position and are working with your 
organization temporarily while looking for a job. 

What should I know about them?

With reluctants, several concerns exist. They 
depend more on your organization than other 
categories and are more sensitive to subjects 
like compensation and benefits. While more 
dependent, they also are less dependable as 
employees, as they are more likely to leave 
immediately upon finding full-time employment 
elsewhere; their ultimate goal is to find a longer-
term solution that would allow them to make 
sufficient income. 

How can HRBPs address these 
considerations?

Share how you’re making them 
more employable, and make them 
aware of full-time opportunities: 
While these employees’ longer-
term futures may not be with your 
organization, it benefits you both 
to develop them. For the employee, 
they are building skills they can list 
on their resumes and that make 
them more employable. For your 
organization, you are onboarding 
and developing talent that could 
easily be treated as a pipeline for 
filling full-time positions as they 
become available. CEB research 
also shows that, as organizations 
develop employees’ skills and 
make employees more employable 

As Lisa Yates, an HR Director 
at the University of Notre 
Dame featured in this 
quarter’s Voices Within the 
HRBP Community, shared 
with us, she’s tried to use the 
contingent workforce as an 
opportunity: “We’re looking 
at [our staffing model 
improvements] as a way to 
develop our temporary [and 
contingent] employees, as 
well as create a pipeline for 
future part-time and full-
time staff.”
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for other organizations, employee loyalty and 
intent to stay actually increase, so don’t shy away 
from investing in these employees.

Managing the “Financially Strapped” 

Who are they?

Financially strapped contingent workers are 
working for your organization out of necessity, 
but they do have another main source of income. 
For example, a financially strapped contingent 
worker could take on a temporary position to 
fill the gap in hours from their other job to cover 
their expenses. 

What should I know about them?

Financially strapped contingent employees are 
in danger of feeling like they have no work–
life balance. Burnout is more likely for these 
workers, so their managers and HRBPs should 
pay particular attention to the emotional needs 
of these employees.

How can HRBPs address these considerations?

Empathize with—and try to emotionally 
support—these employees: Burnout is a serious 
emotional challenge for organizations to identify 
and be able to step in to manage. Burnout can 
diminish employees’ productivity, collaboration, 
and other behaviors that organizations are 
looking for their employees to exhibit. To 
combat burnout within your financially strapped 
employees, equip these employees early on with 
tools to help prioritize their work. Coaching from 
you as their HRBP or their direct managers could 
help them differentiate between urgent and 
important tasks given their job responsibilities 
and feel more comfortable alerting either of you 
when their work output is being affected by their 
widespread responsibilities (both within and 
outside your organization). Finally, setting very 
clear expectations with these employees will 

ensure they feel empowered to diagnose the right 
time to stop working (when they have sufficiently 
executed the project). 

The gig economy is here to stay, and recognizing 
how to effectively manage business units’ 
or organizations’ contingent workers is an 
opportunity for many. By effectively using 
contingent workers, your organization could 
realize several benefits, such as having access 
to diverse skill sets, the ability to flexibly hire for 
specific skill sets based on current needs, lower 
labor costs, and readily available pipelines to fill 
ongoing full-time positions as they open. Even 
with these potential benefits at their fingertips, 
many organizations struggle both to understand 
the size of this population and identify if and how 
to manage talent segments within this group 
differently. With these key principles in mind, you 
as an HRBP can lead the charge to realize true 
economic benefit from the gig economy.
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Battle Plans in the War  
for Digital Talent
By Katy Connealy Weber

The war for digital talent is alive and well. And all 
organizations, even those in non-tech industries, 
must join the battle as the business environment 
grows increasingly digital. In fact, one-third of 
HR executives say it is critical to organizational 
performance that they successfully attract and retain 

digital talent.1 Further, 57% of heads of HR named the 
competition for digital talent as the most or second-
most important priority for 2017.2 As an HRBP, you 
play a critical role in ensuring your heads of HR and 
organizations have the right digital talent battle plans. 

Ultimately, organizations must consider two strat-
egies in the war for digital talent:

1. Compete head-to-head with other organ-
izations. Encourage leaders and managers to 
take this approach if you immediately need 
certain digital skills. The fastest way to acquire 
technically skilled employees is to seek out 
employees who already have digital expertise, 
via your existing recruitment channels or 
referrals from existing digital talent at your 
organization. Competition for these employees, 
however, is higher than for employees with less 
experience in the digital sphere. 

2. Transform existing employees into digital 
talent. Segments of your existing workforce 
could develop as digital employees. While it 
can be expensive to design and deliver training 
that will bring employees up to (digital) speed, 
employers who choose this option can take 
advantage of existing employee loyalty and 
avoid the intensely competitive hiring market. 
Encourage line leaders and talent acquisition 
specialists to use this strategy if you have the 

time and budgetary resources to train a highly 
specialized employee who already knows your 
organization.

Be aware, though, that each strategy has costs 
and benefits. As you help your organization pri-
oritize its digital talent strategies, consider your 
organization’s culture, the immediacy of your digi-
tal talent needs, and your talent acquisition bud-
get. Given your unique line of sight into the line’s 
strategic needs, your organization’s access to the 
labor market, the talent within your organization, 
and the capacity of your talent acquisition part-
ners, you have the main tools and information you 
need to build the case for the right digital talent 
strategy for your client group or organization.

The Battle Plan for Competing Head-to-Head

Of course, tech companies still have innate advan-
tages when they compete against firms from other 
industries. The top tech companies form an elite 
talent club, and membership is exclusive. Top 
tech companies get their talent from each other. 
(Microsoft, for example, is the top source of talent 
for all other tech firms.)3 

Traditional organizations are making  
a few adjustments to compete:

• Recruit employees 
from organizations 
that employ the type 
of talent you need. You 
may find that some tech 
firms have a wealth of 
talent in a specialty you 
require. Some organizations 
choose to target these 
organizations for talent 
acquisitions, hiring away their 
digitally skilled employees. 
This strategy is fast but costly, 

Digital Talent: Employees who possess computer 
or mobile technology skills and who demonstrate 
an aptitude to acquire further skills and grow in 
today’s technology-based business environment
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as you must entice employees to leave their 
established roles. You could also establish tiers, 
or priority levels, of organizations from which 
to seek out digital talent; while it may be too 
expensive to hire talent from the top tier of 
organizations, perhaps it’s more realistic to 
pursue talent from your second or third tiers.

• Use acquisitions to increase the size of your 
digital workforce quickly. If your client group 
or organization is looking to acquire a number 
of employees with similar digital skills, consider 
acquiring another organization that employs a 
large number of digitally inclined individuals. 
But be aware that acquisitions are costly, and 
the uncertainty they create for employees of the 
acquired company can diminish performance. 
Of course, this decision would require extensive 
coordination with your internal corporate 
strategy, finance, and line partners to ensure 
the acquisition is the right decision and aligns 
to your longer-term priorities. 

• Open office locations close to tech hubs. 
Some organizations find their office locations 
aren’t desirable for heavily sought-after digital 

employees. If your organization falls into 
this category and struggles to compete 
for talent as a result, consider this 
option. As an HRBP, you can highlight 
the trade-offs of each decision, as 

well. Although this strategy would 
mean closer proximity to digital 

talent, it would likely require 
remote management 

of a larger number of 
staff, leadership team 
members transferring 
to the new location to 
oversee operations, 
and other implications 
that come with office 
expansion. 

• Get involved at the university level for early 
access to digital talent. Collaborate with 
university career services centers to access up-
and-coming digital talent. Instead of relying just 
on major university recruiting events and career 
fairs (where you pay to participate and still end 
up competing with other employers), sponsor 
your own event through career services. If the 
university is local, they may be able to connect 
you with students who want to stay in the 
area, limiting your pool of competitors and 
providing an opportunity to build your brand. 
The risk with this approach is that there is no 
guarantee you will get the amount of talent you 
want, and since candidates will be relatively 
inexperienced, it can be difficult to know how 
they will perform in the longer term.

• Tap into unconventional sources of digital 
talent. To increase your candidate pool, 
consider loosening your required qualifications. 
Instead of requiring candidates have a STEM 
degree, some organizations have success hiring 
graduates who have technology certificates, 
have participated in technology “boot camps” 
(or workshops), or have pursued technology-
based extracurricular activities. Graduates from 
these types of talent pools often accept lower 
salaries and are more diverse than graduates 
with formal technical degrees. However, as 
these types of candidates may have less 
formal experience in the digital sector, your 
organization may have to spend more to round 
out their digital skill development.

• Maintain relationships with skilled alumni of 
your organization. Don’t rule out previous 
employees as possible digital talent 
candidates. Prior employees may be easily 
enticed to return, and they may be able to 
refer other candidates from their own social 
networks. You and your talent acquisition 
partners may be already familiar with sourcing 
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candidates via employee referral programs, 
and so applying your experience to a digital 
talent pool may not require much effort. This 
option costs relatively less but varies more. 

The Battle Plan for Transforming Existing 
Employees

Your organization’s battle for digital talent may 
take you outside of your organization, but don’t 
miss the talent already with you. Try to identify 
employees who could potentially attain the skills 
you need before entering the highly competitive 
search for external candidates. If you’re looking 
for employees with more specific skill sets, train-
ing existing employees may be especially practical 
and cost-effective. 

Identify two things in existing talent to transform:

1. Look for people with similar skills to a digital 
skill you need: For example, if you require 
a candidate who can program in SQL (a 
language used within database management 
systems), but no such candidates exist, look 
for a candidate who has other data science 
experience, as he or she can likely be taught to 
understand SQL.4 

2. Seek out aptitude and ambition: Ambitious 
individuals who demonstrate an aptitude for 
technical tasks are usually great candidates 
for further technical training.5 The same, 
sometimes-intangible characteristics that 
make these employees high performers at your 
organization will also make them more likely to 
attain a new skill set. 

Once you’ve identified the talent to transform:

• Send employees to outside programming 
trainings. Outside trainings, such as 
programming boot camps and specialized 
software courses, offer excellent external 
training options, particularly if you need 

to train employees in a very specific area. 
These trainings, while expensive, could be 
a good option for a more select group of 
employees you’ve identified. They also make 
employees highly marketable, so consider 
asking employees to commit to a retention 
agreement prior to their participation (e.g., 
committing to repay the cost of the training 
if they leave the company within two years of 
course completion).

• Hire an expert or experts to provide 
personalized training in house. Perform a 
cost-benefit analysis to determine if you need 
this customizable option; consider how many 
employees you need to train. For example, it 
may be more affordable to hire one expert to 
train a whole team in house than to send each 
team member to a boot camp. If you require 
ongoing training and across a variety of skills, it 
may even be beneficial to hire a full-time trainer. 

Whether you decide to provide outside or in-
house training, or a combination of both, your 
learning and development partners should be 
a great resource as you clarify and design the 
right training strategy, given the objectives of the 
training. 

Next Steps

As you guide your line leaders and talent acquisi-
tion specialists through the war for digital talent, 
consider what competitive advantages and 
weaknesses your organization already has. You 
can compete head-to-head with other digital 
employers for ready-now digital talent, or 
transform existing talent, to deliver more digital 
talent. Given the importance of digital talent 
to your heads of HR and the evolving business 
climate, your work on this priority will likely receive 
significant investment and attention. And by using 
these strategies, you’ll be able to deliver digital 
talent for your organization and help win the war. 

1  Matt Dudek, “We Are 
All Digital Employers 
Now,” Talent Daily, 17 
November 2016, https://
www.cebglobal.com/
talentdaily/we-are-all-
digital-employers-now/.

2  “CEB 2017 CHRO 
Agenda Poll,” n = 106.

3  Maureen Mullen, 
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Are Vacuuming 
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November 2016, https://
www.fastcompany.
com/3065986/
innovation-agents/
these-companies-
are-vacuuming-up-
everybody-elses-tech-
talent.

4  CEB Talent Neuron™, 
“Using Talent Analytics 
to Hire Hyper-
Specialized Talent,” 
Talent Analytics 
Quarterly, Q3 2016, 
https://www.cebglobal.
com/member/hr-
midsized/research/
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analytics-quarterly-
three.html.

5  Dee Burger, “How can 
you find digital talent 
that doesn’t exist?” 
International Business 
Times, 12 December 
2016, http://www.
ibtimes.co.uk/how-
can-you-find-digital-
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Peer Advice: 
Making the Most  
of Your On-the-Job 
Development

The HR Business Partner (HRBP) community is an ambitious one. 
When contemplating their next roles, 72% of HRBPs highlight a 
more senior HR management role as their intended next step, with 
a role in HR strategy coming in second at 43%. Those next steps 
may not be too far away, either: 62% of HRBPs want to move on 
from their current roles in the next two years.

By Meg Zolner

However, today’s flatter organizations mean fewer 
opportunities to move vertically—which leads to only 
36% of HRBPs being satisfied with upward mobility 
in their current roles. As a result, successful HR 
professionals today are increasingly differentiated not 
by how quickly they move onto their next roles, but 
by how fully and creatively they can take advantage 
of their current ones. Being able to identify and then 
pursue the right on-the-job development experiences 
is now a core way for HRBPs to get ahead.

As you decide how you want to get creative, consider 
these recommendations your peers shared:

1. Move horizontally early on to gain 
experience in all HR specialty areas.

Globally, the HRBP role acts as a feeder role to 
other senior HR roles. With promotion to an HR 
management or strategy role often following the 
HRBP role, you are responsible for overseeing and 
guiding the successful execution of a wide range 
of HR priorities, from performance management to 

HR analytics, learning and development, recruiting, 
and more. As a result, HRBPs typically come into 
the role with diverse HR expertise: 76% in HR policy, 
strategy, and organizational development; 74% in 
recruiting; 65% in learning and development; 57% 
in compensation and benefits; and 54% in industrial 
and employee relations. In a recent survey, HRBPs 
overwhelmingly highlighted exposure to different 
areas of HR as their top on-the-job development 
experience. 

2. “Go native” and look for opportunities 
to rotate through, or even join, a business 
function.

Learning opportunities also lie outside the HR 
function. Given the relationships and tenure 
many HRBPs develop with their line partners, 
opportunities will arise for HRBPs to “go native” 
and work within the business function they have 
supported or other areas of interest. That business 
exposure can come formally, via a formal role 
transition, or informally, via rotational, cross-
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functional, or enterprise projects. As one HRBP 
shared, the goal should be “expanding your 
knowledge base about the business, how your 
role fits within it, and how the business makes an 
impact or money.” 

3. Your role can feel very different  
with other stakeholders.

Transitioning to a new role is one option for gaining 
development experience, but significant job changes 
don’t have to come with a formal job change. 
HRBPs highlight the importance of supporting 
different client groups as a critical development 
opportunity. Although your job responsibilities may 
remain similar, you’ll gain critical communication 
experience as you flex your partnership style. Of 
the five partnership styles HRBPs employ, three 
particular styles have a significant positive impact 
on your effectiveness: “leading with data,” “thought 
partnering,” and “connecting.” 

4. Become a mentor, and find a mentor.

Traditionally, having a more senior, tenured 
colleague as a mentor grants early exposure and 
coaching as you approach career decisions and 
challenges of your own. However, HRBPs often 
cite mentoring others with less experience as 
important opportunities to sharpen coaching skills, 
which are fundamental for any individual aspiring 
to a more senior HR management role. Our recent 

survey of over 700 HRBPs and HR generalists 
found that 17% of you named coaching as the 
top priority on which you would like to spend 
more time at work. In 2017, HRBPs that prioritize 
coaching and mentoring opportunities will be able 
to develop their skills and maximize the learning of 
others around them. 

While each organization’s on-the-job development 
opportunities will differ, use these principles as 
guidelines to get started. By thinking critically 
about how to grow in your current role, you can 
expand your skill set and stand out from the crowd 
when opportunities to move vertically arise. 

To get started:

• Complete the HRBP Career Diagnostic to 
clarify where you may benefit from on-the-
job learning opportunities, from leading a 
talent review to creating a talent dashboard 
and more. Results are based on what’s most 
important for your current job role and where 
you feel you still need development.

• Use our new HRBP tool—Maximize Your On-the-
Job Learning: A Guide for HRBPs—to discover 
the characteristics of the most valuable on-the-
job learning experiences as well as how you can 
take full advantage of them. 

• Ask your peers about the opportunities 
they’ve learned the most from. Use our HRBP 
Discussion Forum and LinkedIn group.
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The Next 
Evolution of HIPO 
Identification

High-potential (HIPO) strategies have never been under 
more pressure than they are today. In a business environment 
characterized by constant change, most organizations struggle  
to clarify their future leadership needs. So delivering a robust 
bench of future leaders (the role of an organization’s HIPO 
strategy) is exponentially harder.

By Danielle Douglas

HR recognizes organizations must change how they 
find, develop, and support their leaders: most HR 
leaders expect more than 40% of their leadership 
roles to significantly differ within five years. As a 
result of these shifts in leadership needs, fewer 
organizations enjoy a strong leadership bench 
globally (decreasing four percentage points, from 
17% in 2013 to 13% in 2016). The ask for HRBPs is 
clear: shift course to help line clients identify the 
right future leaders. 

HRBPs Already Have a Key Tool  
for Improvement

HIPO identification is the crucial initial gateway 
that funnels talent into our organizations’ HIPO 
pools; it’s the process step that strengthens 
organizations’ ability to develop and support all of 
their critical talent. Across the HIPO management 
process (i.e., HIPO identification, development, 

Ability
to be effective in more  

responsible and senior roles

Aspiration
to rise to more 

senior roles

Engagement
to commit to the 
organization and remain  
in challenging roles

Source: CEB analysis.

Our Model of High Potential

HIPO
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evaluation, deployment, and communication), 
HRBPs spend the most time on HIPO identification. 
As a result, HIPO identification represents a perfect 
opportunity for HRBPs looking to influence HIPO 
program improvements.

How We Identify HIPOs Today

For most organizations, HIPO identification 
includes creating criteria to define what a HIPO 
looks like for the organization, and then applying 
those criteria to identify HIPOs. Often, you as 
HRBPs collaborate with your HR partners to 
collectively and centrally identify a fixed set of 
HIPO criteria and then work with line managers to 
ensure they apply the criteria consistently across 
the organization. Not many HR leaders, though, 
believe the criteria their organizations have 
identified are working; only 28% of HR leaders 
report that HIPO criteria are accurate and relevant 
predictors of future potential.

Context Matters for HIPO Identification

As HRBPs, you’ve likely experienced firsthand that 
varying business priorities—and, as a result, varying 
performance expectations—lead to varying perfor-
mance. In short, the context of employees’ situa-
tions influence their performance—including HIPOs.

Our research highlights that con-
text actually matters much more 
than organizations realize with 
HIPO identification, as only 30% 
of leadership capabilities are 
foundational, or associated with 
success in any situation. The re-
maining 70% of capabilities are 
context specific, meaning that 
they are associated with success 
only in specific situations. As a re-
sult, applying fixed criteria would 
actually miss 70% of the capa-
bilities that determine whether a 
particular individual is a HIPO.

For example, HIPO perfor-
mance could vary depending 
on the external and organiza-
tional environments, teams, 
roles, strategies, and other 
considerations. 

While this may be challenging 
news for your HR partners in 
central roles, it’s an exciting 
message for HRBPs. As your 
business unit or client group 
identifies its own HIPOs, you 
need to use your own unique 
context to help surface the best 
HIPOs for you. 

Should we use agility as a criterion? 

As business and leadership needs 
evolve, many organizations have 
considered the concept of “agility” when 
identifying HIPOs, betting that agile, 
rising leaders can fill a variety of future 
roles. Although agility as a capability 
can support your HIPO identification 
processes, it shouldn’t be the foundation 
of them. CEB research finds that HIPO 
identification processes that prioritize 
agility can lead to three issues:

• Fewer Candidates Available: Highly 
agile individuals are hard to find and 
difficult to develop.

• High Risk of Turnover: Highly agile 
individuals are more likely to leave for 
a different organization. 

• Poor Role Fit and Collaboration: 
Highly agile individuals are spread 
across too many development 
experiences and may be less inclined 
to collaborate.

HRBPs Are Prioritizing HIPO Identification 
Percentage of HRBPs Selecting This HIPO-
Related Activity Within Their Top Two on  
Which They Spend the Most Time

HIPO identification 63%

HIPO development 41%

HIPO evaluation 34%

HIPO deployment 25%

HIPO communication 14%

Context includes 
details specific  
to particular:

• External 
environments,

• Organizational 
environments,

• Business units,

• Teams,

• Roles,

• Strategies, and

• Competitive 
environments.

Foundational 
Capabilities
30% of capabilities 
are associated  
with success in  
any situation.

Context-Specific 
Capabilities
70% of capabilities 
are associated with 
success only in 
specific situations.
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How You Can Be an Agent of Change with 
HIPO Identification

In short, to deliver more high-quality HIPOs, HRBPs 
must help line leaders get a clear picture of the 
context. This can be achieved by leveraging more 
perspectives beyond what is shared centrally. 
Partner with your business unit’s line leader to 
identify where to keep centrally developed criteria 
and where to adapt them considering the context 
of your business unit. Your existing stakeholder 
partnerships will provide the foundation you need 
to make these decisions.

  1. Line Managers: Help Them Help 
Themselves

Current business leaders can help you understand 
how business priorities are evolving. You’re likely 
already working with line managers to identify 
HIPOs, but potentially not in the most productive 
way: HRBPs can benefit by shifting the intention 
of this relationship. Instead of providing those 
centrally developed identification criteria to your 
line manager partners, prioritize working with each 
manager to help them uncover what they really 
need. Your discussion can help clarify the explicit 
(e.g., future business priorities and knowledge 
of past performance of HIPO candidates) and 
the implicit (e.g., team dynamics and nuanced 
performance feedback on HIPO candidates) to 
ensure you’ve accurately reflected what these 
candidates, if selected, will need.

Case in Point: Black Hills’ Business-Driven 
HIPO Identification 

Black Hills, an energy and utilities company, 
has, like many organizations, experienced 
significant amounts of change, both internally 
(with recent shifts to its business model) and 
externally (with recent shifts within the industry 
in which it operates). With so much change, 
Black Hills recognized that its leadership needs 
were changing faster than its HIPO identification 
processes were. To respond, its HR team 
embedded HIPO identification in its talent review 
process and gave leaders the flexibility—and the 
permission—to change criteria as business needs 
and context changed. Key highlights of their 
practice include the following: 

• Before each talent review meeting, HRBPs 
work with line managers to help them adapt 
HIPO identification criteria to reflect their 
current understanding of future business unit 
talent needs. HRBPs ask questions that help 
managers uncover business unit goals, talent 
priorities, execution gaps, and the context in 
which capabilities will need to be applied. 

• Although some criteria are non-negotiable 
and apply to the entire enterprise, each line 
manager determines most criteria based on his 
or her own, unique future leadership needs. To 
stay as true to these criteria as possible, Black 
Hills’ managers identify HIPOs immediately 
after defining their criteria. 

Stakeholders Should Help Define 
HIPOs’ Context

1. Line Managers 

  Specific business unit needs  
and priorities

  Existing business area talent  
and team dynamics

  Knowledge of past performance 
and required capabilities

  Nuanced performance feedback

2. Peers and Direct Reports

  Day-to-day responsibilities

  Perspective into colleague’s 
behaviors, skills, and performance

3. Customers and Clients 

  External perspective  
on emerging needs 

  Extent to which expectations  
are being met 

  Feedback on success and 
satisfaction with relationship 

4. Other Business Functions

  Business and industry trends

  Cross-functional implications  
of strategic priorities
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  3. Customers or Clients: Tell Us What’s 
Important to You

The perspectives of customers and clients can help 
ensure that HIPO identification criteria reflect the 
priorities of the individuals and stakeholders that 
the organization serves. Customers and clients can 
raise needs that are currently unmet or underserved 
by your organization, which can provide leading 
indicators of newly emerged HIPO criteria. And 
testing relationship satisfaction can also help 
HRBPs prioritize the right set of criteria. While 
HIPOs should not be expected to meet all customer 
needs, surveying customer needs can determine 
the extent to which your organization’s current 
HIPO pool addresses those emerging needs. 

  4. Other Business Functions:  
See the Value of the Matrix

Managers are typically—and understandably—
focused on their own talent, and might not have 
the visibility to see future needs of the business’s 
other areas. HRBPs, though, can embed that type 
of collaboration within their daily responsibilities 
and work with other business functions to identify 
ongoing business and industry trends.

Develop New Criteria

Organization Review  
(Part of Organization and 
Leadership Review Prework)

1. Given Black Hills’ strategic 
priorities and your 
organization’s long-term 
strategic goals, what 
are the three to five talent 
priorities for your business 
unit/function?

2. Please list any gaps in 
your current organization 
compared to your long-range 
strategic goals.

HRBP Business Leader Two Ways Leaders Define Criteria

Source: Black Hills Corporation; CEB analysis.

Takeaways provide the filter 
through which managers view 
standard leadership capabilities.

Standard Leadership Criteria 

1. Problem Solving

2. Influence

3. Talent Management

4. Relationship Oriented

5. Collaboration

6. Technical Expertise

Non-Negotiable Criteria

 1. High Performing

 2. Enterprise Leader

• To reinforce the idea that the organization is 
supportive of finding HIPOs best suited to their 
specific needs, managers are instructed to 
identify HIPOs from any area of the business. At 
each talent review meeting, line managers share 
their criteria with other managers in order to 
enable this level of talent sharing. This discussion 
helps each manager gain a cross-organizational 
view into leadership needs and get input from 
others on additional HIPO candidates they may 
not have been initially considered.

  2. Peers or Direct Reports of the HIPO 
Candidate: Walk a Mile in a HIPO’s Shoes

Peers and direct reports of HIPO candidates are 
closer to how work gets done, which gives them 
sharp perspective on day-to-day responsibilities 
and requirements. These stakeholders can help 
uncover HIPO identification criteria as well as 
share information on HIPO selection because they 
are aware of their colleagues’ behaviors, skills, and 
performance in ways others are not. For example, 
HIPOs are typically identified based on technical 
skills, but peers and direct reports can help HRBPs 
get a better understanding of softer skills, like 
leadership skills.

Black Hills’ HRBPs Work with Line Managers to Adapt HIPO Identification Criteria to Reflect Future Leadership Needs

Business 
Leaders

Adapt Standard Leadership Criteria

We recently decided to outsource a portion of our 
work. All leaders must be relationship oriented, 
but our leaders must be able to effectively build 
external partnerships.

Our unit is new and rapidly growing. I need leaders 
who are highly creative and innovative, unlike our 
regulated units.
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By understanding how other business functions 
could react to those trends, you can clarify 
for your line leaders and managers what HIPO 
considerations would best work with those other 
functions. This high-level overview of different 
business area needs also means you can help 
identify the cross-functional implications of 
strategic priorities, which will support your 
contributions to the HIPO identification process, 
among others.

Conclusion 

Identifying HIPOs amid constantly evolving 
leadership needs can be hard. Given how much 
and how often leadership needs change, business 
leaders can’t adequately answer the question of 
what they need their HIPOs to have potential for, 
or what the future will bring. As an HRBP, you can 
use the networks that you already have built to 
help deliver the missing pieces of their leadership 
needs puzzle, ultimately delivering the HIPOs your 
organization needs and building credibility in the 
process.

Learn More 

To learn about designing HIPO 
strategies in today’s business 
environment, read our full study,  
The End of Agility?: Designing a HIPO 
Strategy That Moves at the Speed of 
the Business.
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Craft Your 2017 
Development Plan

Through your participation, you’ll receive  
a personal results report, with a focus  
on how to increase your strategic impact 
across your core responsibilities, including 
HIPO management, talent analytics, 
line leader and manager coaching, and 
performance management.

For teams that complete the Career 
Diagnostic, aggregate reports are  
also available. Please contact your  
CEB Account Director to learn more.

Complete the always-on HRBP Career Diagnostic 
and clarify where to spend your development 
time and effort in the year ahead. 
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How Sharing—and 
Addressing—Negative 
Emotions Actually 
Makes Work More 
Effective 
A Conversation  
About Recognizing 
Our Emotions with  
Dr. Susan David 
By Andrew Karr

In a recent edition of the CEB Talent Angle podcast, we spoke with Dr. Susan David 
(author of Emotional Agility) about how our thoughts and feelings—and specifically, 
how we address them—affect the way we work.

“ To be effective, we need to learn and 
be welcoming of all of our emotions, 
which is very different from what 
society tells us right now, which is 
we just have to be positive.”

Her main finding? Emotionally agile people 
approach emotions with open curiosity rather 
than shut them off. And this holds true even with 
negative emotions like fear, sadness, and anxiety. 
We can sometimes let negative emotions hold us 
back or dictate how we lead or relate to others, so 
how we process and react to our emotions makes 
all the difference.

Emotions Guide, Not Derail
Dr. David highlights that when we leave ourselves 
open at work to listen and learn from emotions like 
we would from any other source of data, we can 
harness their power as directional guidance. So 
HRBPs who focus their communication strategy 
on talking rather than telling allow people to share 
and address possible negative emotions—not build 
pressure under the surface. 
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planned. HRBPs experience this reality firsthand, 
especially as they support change management 
initiatives at their organizations. Dr. David 
highlights that our reactions to any of these 
difficulties can result in a full range of emotions, 
and at the source of those emotions are our values 
and the things we feel are important to us. When 
we try to suppress our own or other people’s 
difficult emotions, we lose the ability to learn about 
ourselves and what we value from the experience.

“ When we smother difficult emotions, we 
aren’t learning; we aren’t learning that, [for 
example,] if an individual in an organization is 
angry about an idea being stolen, fairness and 
equity are clearly key values to that person.”

Two Ways We Avoid Accepting and 
Processing Emotion
In Emotional Agility, Dr. David describes two ways 
that individuals (and organizations) may avoid 
accepting and processing emotions. The first is by 
bottling up the negative and painting over those 
emotions with a positive gloss. This approach is 

“ Almost every single organization is facing 
unprecedented complexity and needs 
agility in their organization…But our 
brains translate ambiguity and complexity 
as a lack of safety…

To more effectively manage emotions, 
communicate in a way that encourages 
talking by supporting peer-to-peer 
interaction, addressing negative emotions 
openly, and building dialogue.”

Creating a culture of open dialogue and more 
meaningful conversations relies not only on a culture 
shift at the organization level but also on individuals 
being better at talking openly about emotions.

Emotions Spread Quickly (and Often 
Uncontrollably)

Too often in organizations, negative emotions 
become contagious. When we feel like everyone is 
upset, we get upset; when we feel like everyone’s 
angry, we get angry. Although organizations often 
partner with their HR teams to set the tone of a 
positive culture, Dr. David’s research finds that 
we can only be successful if we acknowledge the 
possibility of potential negative feelings (about 
any corporate decision or event) and give them an 
opportunity to be shared and addressed.

Accept That Change Will Generate 
Emotions

Whether at work, in leadership, or in organizations, 
not everything will go as smoothly as hoped or 
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common for organizations that typically try to 
overly focus on putting a positive spin on their 
messages when communicating changes. The 
second method is what she calls brooding, or 
dwelling on the negative and embracing a victim 
mentality, rather than looking to accept and learn 
from the experience.

With either of these approaches—trying to 
whitewash the negative or allowing employees 
to brood—we as HRBPs and our broader 
organizational leadership miss an opportunity to 
effectively harness that energy to expose values 
and build a culture of openness. Dr. David tells 
us emotional agility is essential to organizational 
performance, so leaders and HR must develop high 
levels of effectiveness in navigating emotions.

Accepting Emotional Complexity Increases 
Communication Effectiveness
When leaders and HR work together to accept 
the presence of emotional complexity on their 
teams and allow it to appear in conversations, it 
enables people to, as Dr. David puts it, “absorb, 
metabolize, get behind, question, and understand 
the change more effectively.” This makes emotional 
communication skill sets very important for HRBPs 
and other HR partners working with the business.

“ We know that very often leaders will say things 
like, ‘You’re either with me or you’re against 
me.’ But in reality, people don’t just experience 
one emotion. I can be simultaneously happy 
with a change, excited about it, worried, 
anxious, or sad. This characteristic is known as 
emotional complexity and is true for all of us 
as human beings.”

By employing strategies and communication 
methods that validate the presence of emotions 
and seek to understand them (through a variety 
of methods that could range from focus groups 
to one-on-one conversations), our organizations 
will be better positioned to productively manage 
employee emotions. Liberty Mutual’s “Change 
Conversations” show this principle in action.

“ The fact that we still work in 
organizations that feel that they can 
tell people what values they should 
believe in, where these values have 
been constructed in some side office 
somewhere…is just so at odds with 
what we know about human nature 
and human emotions.” 

When organizations think that they can tell people 
to “just believe” that whatever change or strategy 
makes sense and is correct, they do so at their folly, 
Dr. David says. She shares that HR cannot simply 
tell people that a change is something they’re 
excited about or supportive of and then expect 
that people will just fall in line. Yet that’s exactly 
the type of communication most organizations 
use, creating dysfunction and dissatisfaction.

Sample Member Practice: Liberty Mutual’s 
“Change Conversations” are designed to 
prompt, not diminish, honest employee 
reactions to change. Through a combination 
of change reactions group workshops and 
question-based action plans (for employees 
to identify how the change may affect 
them), employees are able to personalize 
and more effectively process their emotional 
reactions to change. Sample questions for 
employees include:

• Why is this initiative important  
to Liberty Mutual?

• What changes could result from  
this initiative?

• How will my peers  
be impacted?

“ Organizations that struggle to effect 
change, struggle in their culture, and 
struggle to generate a sense of enthusiasm 
and engagement are organizations that 
often are not really attending to and 
harnessing the reality of emotions.” 

The CEB Talent Angle is hosted by Principal Executive 
Advisor Scott Engler and produced by Isaac Liu, Hannah 
Muldavin, and Andrew Karr. For more information on 
engaging and energizing employees, listen to the full 
podcast episode on CEB Talent Angle, also available on 
CEBglobal.com and iTunes.
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Although line leaders and managers want HRBPs 
to be more strategic, they too often ask HRBPs 
for help with transactional activities. Meanwhile, 
HRBPs are less confident advising their line clients 
on strategic priorities (like change management, 
workforce planning, and managing HIPOs) than on 
tactical activities like advising on policy. As a result, 
HRBPs can struggle to keep strategic activities at 
the top of their day-to-day to-do lists.

The good news for HRBPs? You have many 
opportunities to play a strategic role and to 
improve the talent outcomes (e.g., employee 
performance, retention) of the business unit(s) 

you support. In fact, the most effective HRBPs can 
improve the performance of employees in their 
business unit by up to 22%. HRBPs usually own 
the talent initiatives that drive these outcomes for 
their business units, offering a great opportunity to 
partner with the line and elevate your status as a 
critical stakeholder for your line client.

Consider all the activities managed by the HR 
function in the graphic below. More than half 
of these activities are responsibilities HRBPs 
commonly own (shaded in light blue). And most 
of these activities can be strategic if executed the 
right way.

Putting the 
“Partner” in “HR 
Business Partner”

Three-fourths of CHROs expect their HRBPs to be strategic partners 
to the line, but less than 20% of line leaders say that’s happening.

Enable 
Organizational 
Effectiveness

Manage 
Organization 

Design

Manage 
Organizational 
Development

Manage Change

Recruit New 
Employees

Source Talent

Assess and 
Hire Talent

Acquire Critical 
Talent Segments

Recruit Executives

Develop Employees

Analyze L&D Needs 
and Investments

Design and Build 
L&D Solutions

Implement 
L&D Solutions

Develop Critical 
Talent Segments

Develop Leaders

Manage Workforce 
Strategy

Interact with the 
CEO and Board

Identify 
and Manage 

Competencies

Review Talent

Develop a 
Workforce Plan

Manage EVP

Manage 
Talent Analytics

Partner with 
the Business

Manage Existing 
Employees

Manage Employee 
Relations

Manage Employee 
Performance

Manage Employee 
Engagement

Manage Mobility 
and Career Paths

Manage Succession

Manage 
High-Potential 

Employees

Manage Diversity 
and Inclusion

Manage Employee 
Rewards and 

Benefits

Design 
Compensation

Deliver 
Compensation

Design 
Benefits

Deliver 
Benefits

Build Total 
Rewards Strategy

Compensate 
Executives

Manage 
the Function

Build HR 
Strategic Plans

Manage HR 
Functional Design

Manage 
HR Staff

Manage HR 
Technology

Manage 
HR Budget

Manage 
HR Vendors

Common HRBP Responsibilities

Activities Commonly Managed by HR Functions
As Assessed Within CEB’s Ignition™ Diagnostic for HR

Source: CEB analysis.

By Raveena Singh
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As you consider the activities you own (or 
at least support) as an HRBP, you should go 
beyond merely responding to the needs of the 
business to challenge your line leaders’ thinking 
and to influence their decisions. You should also 
proactively address challenges and offer solutions 
to your line client long before your line client 
realizes a challenge requires solving.

For example, consider the common HRBP 
responsibility of succession management. To 
drive employee performance and fulfill your role 
as a strategic partner, you can support your line 
client through the process, ensuring they identify 
a slate of potential successors based on leadership 
criteria (which they and the organization have 
determined). This role sounds important and 
reasonable for an HRBP to play when it comes to 
identifying successors. But is it truly strategic? 

Imagine instead that you focus more on challenging 
your line client and expanding his or her thinking to 
ensure a high-quality slate of potential candidates. 
What if you questioned the successor criteria 
favored by your line clients to ensure they’re 
focused on what will make leaders successful in 
the future, and not the criteria that made them 
successful in the past? What if you challenged your 
line client by suggesting employees who were less 
obvious—but no less successful—for the successor 
pool? In this case, the likelihood of your line clients 
viewing you as a critical, strategic partner and your 
impact on the talent outcomes of the business unit 
will be greater.

To make the most of the many responsibilities and, 
therefore, opportunities you have as an HRBP to 
play a strategic role, apply the following principles 
to those responsibilities:

• Focus your line clients on the long-term, not just 
the short-term, implications of talent decisions.

• Help your line clients consider all the possible 
implications of their decisions, whether talent 
related or otherwise, not just the most obvious 
ones.

• Challenge the decisions your line clients make; 
help them arrive at conclusions they would not 
have arrived at otherwise. Set an initial goal 
of successfully doing this at least once during 
each of your upcoming projects with your line 
clients.

• Discuss the impact of talent decisions not just 
on talent outcomes but also on the business 
outcomes your line clients care about most.

• Prioritize not just the requests you receive from 
the line but the broad set of responsibilities 
you own as an HRBP to spend your time and 
energy on those that matter most for your 
business unit. Just because your line clients 
ask you to execute a particular project, doesn’t 
mean that’s the right project to focus on.

• Proactively bring needs and challenges to your 
line client before they bring them to you.

Apply these principles, and you are on your way 
to being the valued, indispensable partner you 
want to be—and that your line clients and heads 
of HR expect.

Evaluate HR Functional Performance 
Across These Core Activities

CEB’s Ignition™ Diagnostic for Human 
Resources allows heads of HR and their 
HR leadership teams to assess HR’s 
maturity across the 38 activities that 
HR functions most commonly manage 
and to prioritize the most important 
activities. Contact your CEB Account 
Director to learn more.
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Support Your Colleagues 
& Train Your Team

These new “train-the-trainer” resources make it 
easier to bring our findings to your own organization, 
whether you’re building an HRBP development 
program, onboarding new HRBPs, or just focused  
on extending HRBPs’ on-the-job learning.

Download the fully customizable HRBP Masterclass 
presentation materials and corresponding speakers’ 
notes, and gather together your peers or team 
for productive discussions on topics such as the 
fundamentals of the HRBP role or making change 
management work.

Make our HRBP Masterclass  
sessions your own! 
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Voices Within the  
HRBP Community
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Tom Dalby
Director, HR; Rogers Media

Three years ago, you were featured in 
our HRBP Success Stories series. We’re 
excited to speak with you again! We 
would love to hear more about how 
your role is changing and evolving.

It has been my experience that, as 
HR program delivery has become 
more sophisticated, HR functions 
have become increasingly specialized. 
With more HR specialists, centers 
of excellence, and shared services, 
there’s less overlap of people and skills 
and new challenges when delivering 
the different programs. If you had 
asked me five years ago, I would 
have told you that an “HR generalist” 
and an HR business partner were 
interchangeable—but that’s no longer 
true. I think the HRBP role has almost 
become its own specialty within HR. 
The HRBP must understand, translate, 
and deliver this wider range of 
corporate HR initiatives to their client 
groups while also partnering with those 
clients to help them meet their unique 
business challenges.

Can you tell us about a recent project 
you advanced in your role as an HRBP?

In the last few years, Rogers has put 
a lot of money and effort into training 
and leadership development at the 
organizational level. My client group, 
Sportsnet (a sports specialty service and 
division of Rogers Communications), 
wanted to elaborate on that by building 
programs that build the business 
acumen needed to be a successful 
leader in the sports media industry. 

One recent success in particular 
comes to mind. I think of it as a 
combination “mini MBA” and leadership 
development program. It’s an eight-
month program with modules every 
two weeks on subjects outside most 
of the participants’ regular day jobs, 
such as finance for a non-financial 
manager, negotiation skills, storytelling, 
marketing, and sales.

We wanted to create a program for 
people who want to rise up in the ranks 
but so far have focused their career 
development on their specific skill set. 
Sportsnet TV producers, for instance, 
exhibit amazing people management, 
creative, and logistical skills and 
embody a “the show must go on” 
mentality. So they have great building 
blocks for leadership, but most haven’t 
learned how to build a business plan, 
devise a marketing strategy, or deliver 
a sales pitch so that their creative 
efforts can be translated into profitable 
business opportunities. 

At the end of the eight months, the 
participants are placed into teams, 
given a real business problem we’re 
facing today, and asked to present 
their recommendations. The quality 
of the results was amazing. The level 
of analysis was comparable to that 
of the full-time teams at Sportsnet 
actually focused on the problems. The 
participants loved the opportunity 
to work cross-functionally and get 
exposure to senior leaders. I highlight 
this project because, with essentially 
no budget, we were able to deliver 

this great program locally that still 
supported the corporate training 
strategy. It was significant bang for very 
little buck.

Did you see any other indicators of the 
program’s success? 

Well, first, it’s definitely one of the most 
strategic HR things my team had been 
asked to do, so it was important that it 
be a success. I knew that I needed the 
commitment of the Sportsnet Senior 
Leadership Team, as they have the 
knowledge and expertise that would 
be the basis of the program. But, 
actually, the quality of the participants’ 
applications was the catalyst for all 
the leaders to commit to doing a good 
job. They saw how much effort our 
employees put into getting admitted 
to the program and so were compelled 
to match that effort to deliver these 
fantastic learning experiences. And, 
with most leaders each handling only 
one module (two to four hours in class, 
plus prep time), that’s not that much 
of an ask considering the amazing 
results we got. Leader commitment and 
involvement were definitely keys to the 
program’s success. 

This has been such a successful 
program, and depending on the nature 
of the business, I think it could work in 
other organizations as well.



36 HRBP Quarterly

It’s great to hear that your work with OAD 
helped to create and formalize new processes 
or guidelines, but now what happens with imple-
mentation of these changes? What have been 
the most engaging and challenging parts of 
implementing these changes in your new role? 

We now are just over six months into the 
implementation of the new structures, new roles, 
and new processes. We are evaluating what is 
working well, and where we still have opportunities 
to make modifications. The part that’s been most 
engaging is to deep dive into the business and 
learn more about the operations of campus dining; 
it’s a very unique and critical department. It has 
been so helpful to have been the HR Consultant to 
the department. I knew the employees, managers, 
and leaders and could bring with me the insights 
and experiences from the Human Resources 
perspective. Now, I get to see the other side—the 
operations side of the business—and it has been a 
great learning opportunity for me to now see both 
perspectives. A positive aspect of this new role 
is the ability to make an immediate impact in the 
organization through training, recognition, safety 
and staffing—and while finding ways to insert more 
“Fun” into the organization and culture. Seeing our 
staff smile is one of the biggest rewards!

The complexity of this particular OAD was 
certainly a challenge—it’s the largest and most 
complex reorganization we’ve done on campus. 
Campus dining has multiple locations, worker 
shifts, languages, and audiences. Now, though, as 
I’m able to live in the operation and make the jump 
into my new role, it’s been a great way to use my 
HR skills to make an impact, make decisions, and 
influence others. 

You mentioned campus dining uses a large 
contingent workforce, which is a workforce 
segment posing many management challenges 

Lisa Yates
Director, Hospitality Training 
and Development; University  
of Notre Dame

A year ago, you were featured in our HRBP 
Success Stories series. We’re excited to speak 
with you again! We would love to hear what 
your current role is and what your current set of 
responsibilities are:

I am currently the Director of Hospitality Training 
and Development for campus dining at the 
University of Notre Dame. My areas of oversight 
are safety, staffing, training and development, 
culture, and engagement. Our department is 
the largest department on campus with 1,200 
employees, including almost 700 regular part-time 
and full-time staff and a contingent workforce of 
almost 500 temporary staff.

Compared to your prior HR Consultant position, 
what seems to be most different in this role? 

The role I’m in now is newly created, so it’s been 
interesting and yet exciting to scope and clarify 
my own role and responsibilities and those of our 
new department. The primary difference of my 
new role is the shift from an HR consulting role to 
a decision-making role within an operation. While 
I was in my last role as an HR Consultant, the 
opportunity came about to lead the Organizational 
Analysis and Design (OAD) for the campus dining 
department. The OAD is a structured process that 
helps departments review, analyze and potentially 
re-organize their departments.

Through the process, the team collected customer 
feedback, sought to understand needs and desires 
of the campus dining employees, and looked at 
the diversity of roles and responsibilities campus 
dining needs to effectively operate their business. 
At the end of the project, a new organizational 
structure was created, along with new departments 
and functional areas in Sourcing, Marketing, and 
Training and Development.
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to organizations today. What do you recommend 
HRBPs should keep in mind as they work with 
contingent workers?

As a whole, the university is very decentralized with 
our temporary labor; every department hires their 
own temporary staff based on their needs. Campus 
dining, too, has many different units all employing 
temporary staff. Our units were competing for 
the same labor and we did not have a consistent 
hiring, onboarding, or training process for this 
workforce. To respond, we decided to create a 
central staffing office. That way, there’s one central 
voice and direction helping workers get the 
different experiences and exposure they want, while 
filling the needs of all our departments in campus 
dining. We’re looking at it as a way to develop our 
temporary employees, as well as create a pipeline 
for future part-time and full-time staff.

The recruitment of contingent workers is a 
challenge; typically this workforce is either looking 
for a full-time job, or they want flexibility and to 
work when it fits their needs. The challenge is 
finding alignment where contingent workers needs 
fit in with our business and operational needs and 
schedules. 

Managing a contingent workforce can sometimes 
feel like managing a revolving door of staff, just 
by nature of the needs of this workforce changing 
frequently. Understanding this, we will be creating 
a training process that is well structured and 
always ready for this natural attrition.

Finally, how did you evaluate this new position 
and know that it was the right next step for you? 
Would you share any recommendations with 
others considering new roles? 

First, understand and know what your passions 
are and what motivates or drives you. For me, 

it’s building relationships, making a difference, 
and helping others. I want to provide expertise 
and experience to help our organization, and our 
people, grow. 

Second, be open to challenging stretch 
assignments; at times they may seem daunting 
or difficult, but see them as growth opportunities. 
Look for those challenges and accept them. 

Finally, throughout any of the work you do, 
developing and maintaining genuine relationships 
is critical. It’s also critical to know and understand 
the business you’re in; this will allow you to gain 
trust and respect, and create ways for you to 
make an impact and value for the organization. By 
getting to know the people and the process on the 
ground level, you’ll be more educated as you make 
career decisions.
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HRBPs’ Top 5  
CEB Resources  
from Last Quarter
These were the most shared, favorited, and viewed 
resources by you and your HRBP peers last quarter.

Below, don’t miss our spotlight on hot topics. 
Check them out and see how they can help you  
in your role in the coming months!

by Katy Connealy Weber
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Spotlight  
Topic Center

Spotlight  
CEB Ignition™ Guide

Spotlight  
Event

HRBP Masterclass Series: HIPO 
Strategies That Keep Pace

Learn how you can create and 
influence HIPO strategies that 
will keep pace with the evolving 
leadership needs of your business 
unit and organization. 

Registration for all three sessions 
is open on our website:

• Session 1: How HRBPs Can 
Identify the Right HIPOs for the 
Future 
21 March 2017

• Session 2: How HRBPs Can 
Sustain HIPOs’ Aspiration to 
Rise in the Future 
25 April 2017

• Session 3: How HRBPs Can Help 
Engage and Develop HIPOs for 
the Future 
6 June 2017

High-Potential Employees

The vast majority of HRBPs are 
involved in identifying, developing, 
and evaluating high-potential 
(HIPO) employees within their client 
groups and organizations. 

This topic is also the focus of new 
research from CEB Corporate Leader-
ship Council™. New HRBP resources, 
informed by this recent research, 
include our HIPO Staff Briefing and 
our new HIPO Masterclass Series on 
HIPO Strategies That Keep Pace. 

Our HIPO management resources 
can help you:

• Identify HIPO Employees,

• Develop HIPO Employees, 

• Evaluate HIPO Employees, and

• Evaluate Your Organization’s 
HIPO Program.

CEB Ignition™ Guide to Creating 
HR Business Partner (HRBP) 
Career Paths

Use this guide to deliver compelling 
career paths for current and aspir-
ing HRBPs, while improving the 
performance of individual HRBPs 
and the quality of career coaching 
from HRBP managers. 

The step-by-step guide will teach 
you to:

• Audit existing HR career paths 
and development experiences,

• Identify line HR support needs 
and HRBP career interests,

• Finalize HRBP career paths and 
development opportunities, and

• Communicate and support 
HRBP career paths and 
development opportunities.
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What’s Next??
These questions may help 
you apply our support to your 
organization: 

• Are these resources new to me? 

• What opportunities can I 
expect to arise when I share 
these resources with my 
colleagues?

• To what extent do my current 
projects and priorities compare 
to those of my peers based on 
this list?

• Might any of the content on this 
list represent an opportunity for 
me to enrich or grow my role?

• What will my bigger projects 
be in the coming two to three 
months? To what extent do I 
feel I’ve used CEB’s resources 
to prepare to execute them?
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Change Management 
Toolkit1

Most organizations want to increase 
employee involvement in change. 
This 16-step toolkit supports HR as 
they work to implement Open Source 
change strategies and progress 
through the following five stages of a 
successful change:

• Assess the need for change,

• Define and set change objectives,

• Plan change communications,

• Prepare the workforce to 
implement change, and

• Implement and sustain change.

HRBP Masterclass 
Train-the-Trainer 
Resources4

In 2016, CEB recognized a need for 
additional HRBP training resources 
and launched the inaugural HRBP 
Masterclass Series. And now, the new 
HRBP Foundations and Making Change 
Management Work train-the-trainer 
resources are continuing to support 
how HRBPs globally share Masterclass 
takeaways with their teams.

These train-the-trainer materials Include:

• A fully customizable training 
deck,

• A customizable training script, 
and

• Presentation samples from 
each of our HRBP Foundations 
Masterclass webinar replays.

Whether to further your own 
individual development or support 
the development of your HRBP team 
or colleagues, these train-the-trainer 
resources can make it easy to learn the 
foundations critical to the HRBP role. 
And look out for more train-the-trainer 
materials coming soon! 

Moving Past 
Unconscious  
Bias Training2

With big names like Google and 
Facebook leading the way, organi-
zations increasingly rely on training to 
mitigate unconscious bias. In fact, 91% 
of the S&P 100 companies currently 
offer diversity training.

But at the end of the day, we must 
ask ourselves, does training ultimately 
reduce bias? Check out our blog post 
to learn more!

The State of the HRBP 
Role Benchmarking 
Report5

We collected feedback from over 700 
HRBPs for our new peer benchmarking 
report, The State of the HRBP Role and 
Function in 2017. To learn more:

• Check out our blog to benchmark 
HRBP responsibilities.

• Access the full report for an 
in-depth analysis of our survey 
results.

• Review a second, complementary 
report, The Year Ahead for 
HRBPs, to learn how we can 
make 2017 a year of success and 
growth.

Help Your Leaders 
Better Manage 
Change3

CEB research tells us that leaders 
are more likely to resist change than 
any other group of employees. This is 
because leaders:

• Are accountable for change 
success,

• Are often excluded from strategy-
setting,

• May lose status in the change, and

• Face conflict with other leaders. 

Read this past HRBP Quarterly article 
to learn how you can help them 
implement change successfully, and 
earn credibility as a business partner.
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About HRBP Quarterly
Supporting and enabling HR business partners  
and strategic HR professionals is a continued 
priority for us. As a result, we are excited to 
introduce HRBP Quarterly, a new quarterly 
publication featuring trends, research insights, 
and peer support for the global HRBP community, 
designed to help you develop your capabilities  
and get your jobs done.

Feedback on what you see?
Which articles in this publication did you find  
most helpful? Is there a topic or type of content 
you would like to see in future editions? Send  
your feedback on HRBP Quarterly to  
mzolner@cebglobal.com today.


