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March 11, 2019

Mr. Steven Pine

North Shore Medical Center

Lauren Janney, MBA
Principal Strategist

Dear Selection Committee,

We are pleased to submit our proposal for the Obstetrics and Gynecology Strategic Plan and Operational 

Model. We read the request for proposals with great interest and were particularly struck by the challenge of 

meeting evolving patient and provider demands. This resonated with us since we have developed a working 

method and set of tools that are uniquely suited to identify what drives patient choice in healthcare. 

Our methodology sets us apart from the typical strategic and operational planning services offered. In 

particular, we have developed a consumer-oriented approach to operationalize new workflows that enhance 

both patient and provider experience while improving efficiency.  In general, our process is characterized by:

• Consumer research – no general or national benchmarks when making make strategic decisions that  

 influence patient choice in your community

• Stakeholder engagement – engage your stakeholders in driving practical change and buy-in

• Targeted, timely information – no “paper weight” studies

• Fast scenario turn-arounds – no waiting for weeks for answers

Because we believe this comprehensive approach is critical to translating the needs of your patients into an 

operational model, this methodology integrates both the strategic planning scope and operational modeling 

scope included in your RFP. We have delineated between the two different scopes throughout this proposal, 

allowing you to choose one portion of our scope and partner us with another consultant if desired. While we 

are prepared to deliver both scopes, we are collaborative by nature and open to partnering.

On a more personal note, I live on the North Shore, represent your target market for this project and have a 

personal interest in the success of North Shore Medical Center. As a consulting arm of Shepley Bulfinch, we 

have built a longterm relationship with North Shore Medical Center and the local community. We look forward 

to further introducing our team and discussing the project with your team.

Sincerely,
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Our design-forward approach to operational and strategic planning creates consensus, 

increases clarity, and builds confidence while managing the risks associated with making 

bold moves in the market. We work collaboratively with stakeholders to identify consumer 

needs, break down traditional orthodoxies, experiment, simulate, and test new ideas. Our 

engaging approach makes change easier, better, and faster.

LENS grew organically from within Shepley Bulfinch, a nationally recognized architecture 

firm. Founded in 1874, Shepley Bulfinch has maintained the notable legacy of challenging 

convention, pioneering visionary design ideas, and collaborating with clients who seek to 

drive measurable change. With the right team assembled at just the right time, a routine 

renovation presented itself as a pivotal moment to redesign and improve the customer 

experience. That is, a new building became an opportunity to rethink the future of a 

business. Architects were natural brainstorming partners for these endeavors, since all were 

equal parts visionary and pragmatic. But what if you don’t need a building?

In 2016, to better serve our clients’ expressed aspirations, the LENS team was formed as 

a separate consulting arm to bring design-forward business strategy to the center of our 

practice. Since then, we have built an impressive portfolio focused on culturally-driven 

growth strategies, innovative operational plans, and customer-centered experiences.

Headquarters: Boston, Massachusetts 

Annual revenue: $46 million

Percent of customer accounts in healthcare: 54%, by revenue 

LENS Strategy is not your typical consulting 
firm. We are a dynamic strategy team built to 
help clients develop breakthrough solutions to 
intractable problems. 

Our Story

SECTION 1: 

COMPANY INTRODUCTION
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Our Capabilities

Our Human-Centered Value Proposition
Our engaging approach makes change easier, better and faster.

 1. Buy-in
We actively engage 
stakeholders in creating 
the solutions, encouraging 
ownership of change 
throughout your organization 

2.  Innovation
We break the pattern of poor, 
committee-based decision making 
by engaging all stakeholders 
in design tools that encourage 
original thinking through 
experimentation and iteration

3. Speed
We drastically reduce both 
risk and the project time-
line by rapidly prototyping 
and testing solutions with 
real users before scaling and 
implementing

Our skills coexist at the intersection of creative and business disciplines allowing us to tackle challenges holistically

Design 
Thinking

Disruptive
Strategy

Change 
Management

Process 
Improvement

Streamline and 
standardize workflows 

to make the work 
better, faster and less 

expensive

 Improve the 
quality of the user 
experience with 

culturally relevant 
solutions

Consumer driven market 
analysis geared toward 
identifying unmet needs 

and desires 
 

Design, test and allocate 
resources that drive 

innovative approaches 
to sustaining and gaining 

market share

Market 
Breakthroughs

Experience 
Design

Operational
Modeling

Strategic 
Planning

• Operational transformation
• Team-based delivery models
• Customer acquisition and retention
• Disruption and innovation 

Challenges we  
are conquering



8

Project Objectives

We understand that Partners and NSMC are looking for an immediate solution to preventing further market 

deterioration of the obstetrics department through the creation of a strategic plan and more efficient operational 

model that meet the following criteria: 

Summary of High-Level Goals

• Gain substantial market share, thus increasing volume of births 

• Improve the perception of NSMC’s birthing center

• Develop an operational model that efficiently helps you meet demand without increasing cost base

• Develop a staffing and recruitment plan to build future capacity

• Build a brand appropriate relationship with Mass General and joint services

Furthermore, we understand that the declining number of births is a challenge that NSMC has struggled with for 

the past decade. The complexity of this particular challenge is rooted in compounding factors: evolving customer 

needs, increasing competition, provider and staff burnout, community perception of NSMC, financial constraints, an 

aging workforce and lack of clarity in NSMC’s relationship with Mass General. To be successful in navigating these 

complexities, we have developed an approach around eight criteria for success.



99

A successful project will:

1. Provide an integrated approach to strategic and operational planning, ensuring the strategy 
is actionable and the operational model meets the objectives of the plan

2. Help you discover competitive solutions to meet evolving consumer, staff and provider 
expectations

3.  Meet or exceed your time line of 90 days by integrating the strategic planning and operational 
modeling workflows to increase speed to market 

4. Provide a practical strategy rooted in local market conditions rather than broad industry trends 

5. Create an operational plan that balances performance criteria including customer experience, 
staff fulfillment, care team productivity and financial requirements

6. Create a road map for implementation that outlines incremental resource requirements as well 
actionable next steps

8. Drive consensus, preparing your organization for action from the board level to the front lines
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SECTION 2: 

OUR APPROACH

Introduction
We have proposed an integrated approach to strategic planning and operational modeling, one that we believe 

will better equip you to meet your speed to market goals, implement an action-oriented strategy, and implement an 

operational model that aligns with the strategic objectives of the plan. 

As with many intractable problems, we believe that a traditional approach to strategic and operational planning will 

fail to deliver a successful solution. For example, best practices fall short of considering organizational and market 

uniqueness, while also lacking the competitive edge required to be successful in today’s market. Historical trends fail to 

predict future needs as markets face paradigm shift. While traditional approaches are useful as high-level analytics, 

we burrow deeper into your systems data and real stakeholder needs in order to identify bespoke opportunities unique 

to you. Our integrated approach is rooted in building a sound strategy and operational plan based on the customer’s 

needs, specifically, The Jobs Theory, described below.

The Jobs Theory

Our approach begins with a clear definition of your business requirements by understanding the practical constraints 

we are working with (i.e. staff resources, capital assets, financial resources, basic profit formulas, etc.). From there, we 

discover the customer “Job to be Done”, a theory that was developed by Harvard Business School Professor and 

author, Clayton Christensen. The job to be done (JTBD) perspective focuses on the factors that causes a customer 

to buy a product rather than relying on the attributes (such as age, gender, or income) that are merely correlated 

with buying behavior. A job to be done typically starts with the words, “Help me...” For example, a first time, expecting 

mother in the first 8 weeks of pregnancy may be searching for someone to help her navigate the anxiety around the 

high risk and unknowns of the first trimester. In obstetrics and gynecology, the job that the customer is hiring you to do 

will change at different points during the patient’s journey. For example, women planning on starting a family in the 

next few years transition to women trying to conceive, women in early pregnancy, etc. It will be critical to identify the 

JTBD at each stage in order to avoid attrition between transitions.

Products and technology come and go, but “jobs” persist over 
time. Organizations that construct their solutions around a 
“job” can achieve market differentiation and avoid disruption.
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JOB TO BE DONE
What “job” do customers need to get done or what problem are they trying to solve?

Customers don’t really buy products or services; they “hire” them to do a “job.”

EXPERIENCE
What are the experiences in purchasing and using the service

that we need to provide in order to get the “job” done perfectly?

OPERATIONAL MODEL
What and how must we operationalize in order to 

capture this market?

PROMISE BRAND
How can we create a brand that 

customers immediately think to “hire”?

Once the JTBD has been identified, we will go on to pinpoint the experiences required to get the “job” done perfectly. 

An experience is defined by a series of touchpoints (in-person, email, apps, phone, etc.) and associated painpoints or 

delights and these are mapped over the course of a relationship. Not only is it critical to understand the current and 

future experience of the customer, but also those of the staff and providers.  

Only once you have a clear understanding of the experience you need to acquire, can you develop an operational 

model. Our operational models are built through a combination of lean methods (identifying waste and inefficiencies 

in the process) and an understanding of the experiences required in order to attract and retain top talent and your 

best customers. We begin collecting systems data via perusing existing data and performing observation immediately 

to ensure that we have a clear understanding of what is operationally effective and why. 

Finally, you must create a brand promise—a new customer focused value proposition that you can deliver on. While 

this is not in the scope of the project, this should eventually be integrated if it is not already part of the platform for 

your marketing strategy. 
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Customer Research

The extent of choice in prenatal care and childbirth along with a decline in the national number of childbirths has 

increased competition. This has, in turn, created a mandate for hospitals in competitive markets to redesign the 

prenatal and childbirth experience around the customer in order to maintain market share. Millennials, representing 

81% of mothers undergoing childbirth in Massachusetts, come with a new set of expectations that you have no doubt 

experienced. Many organizations are just getting a handle on how to meet these needs, and in the next few years, 

these expectations will shift again as Generation Z, now representing 13% of women giving birth in Massachusetts, 

begins to drive the next wave of buying behaviors. 

The information below and at right is pulled from state and national trends, a baseline for understanding consumer 

behaviors until we can dig deeper over the course of the project. On the following pages, we outline how we will 

identify the needs, desires and behaviors of your local, target population.

Millennial vs. Gen Z Characteristics

Gen Z

Activists
Gen Zs are passionate 
about social justice, they 
will align with companies 
who demonstrate the same 
values.

Realists 

Gen Z will be harder to sell 
using pathos marketing, but 
will be more open to 
factually based arguments.

Fiscally  Conservative  
Gen Zs are even more 
fearful of debt. 

Gen Z is less likely to 
publicly post about their 
experiences. Companies will 
need to find more personal 
approaches to market to  
with Gen Z’ers.

Alternate Routes
Many Gen Z’ers might have a 
non-traditional career path 
where they’re in charge of 
their own schedule or able 
to work remotely. Having kids 
may be more feasible.

Brand Values
Gen Z prefers to express 
their individuality and don’t 
care for status recognition 
from brands. They are not 
as likely to make decisions 
based on company’s brand 
value, rather, decisions will be 
informed by where the best 
value (quality and price) is.  

Social Media

The impact of consumerism and customer choice has  
created many opportunities to redesign the care experience.
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Trends in Childbirth

How Millennial Women are Preparing for Childbirth:

Research
With the endless 
resources available 
today, millennial 

women are doing extensive 
research when it comes to their 
pregnancies, often preferring 
blogs and peer review sites over 
provider recommendations.

Technology
Millennial women are 
using technology to 
do everything from 

sharing their pregnancy on social 
media to taking online birthing 
classes. Online birthing center 
tours and apps that monitor the 
fetus’ progress are also popular.

Birth Plans
The implementation of 
birth plans are popular 
with millennial women. 

This is the first generation to widely 
embrace and use birth plans. 
Equipped with their extensive 
research, millennial women want to 
be able to control everything from 
how they give birth, to who will be in 
the room.

81%  
of total MA births  
are by Millennials

13% 
of total MA births  
are by Gen Z

5% 
of total MA births  
are by Gen X

Millennial

Fiscally Conservative
Burdened by debt, Millenials 
have been slower to invest in 
their future.
 

Social Media Butterflies 
Millennials publicly post 
about their pregnancies and 
hospital experiences, 
resulting in organic 
marketing for the hospital. 

Brand Loyalists
Millennials love brands and 
the status recognition from 
using certain brands but are 
also less likely to switch 
providers during rough 
patches.

Optimists
60% of millennials 
have an optimistic  
viewpoint.

Traditional Routes
Millennials are having babies 
later in life this is due, in part, 
by the economic challenges 
of student debt and the 
recession.

Slack-tivists
Millennials care about social 
responsibility, but not more 
than brand or reputation.
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Our research skills pair quantitative utilization data with an equally 
meaningful qualitative understanding of patient, staff, and provider 
needs, ensuring stakeholders feel heard in the process. 

Our qualitative approach includes:

• Workshops with the project steering committee to 

gain leaderships insight into the vision and objective 

of the institution.

• Focus groups with patients, staff and providers 

to uncover behaviors represented as patterns in 

the quantitative data sets. Information from these 

sessions will be synthesized through journey mapping 

exercises and affinity diagramming, including a 

projected focus on future needs.

• Surveys to create convenient, digital opportunities 

for engaging distant members of the community 

(patients, providers, etc).

Our quantitative approach includes:

• Target metrics reflecting the project goals in a 

measurable format. For example, one goal may be 

“the department seeks to increase market share of 

their target population by 20%.” 

• Business metrics used to evaluate the impact on 

the organization’s bottom line. For example, “a 20% 

increase in marketshare improves the hospital’s 

revenue by X%.”

• Process metrics, or leading indicators that help 

leadership evaluate adherence to new standard 

protocols and policies. 

We are aware that a health system of this size can’t engage all stakeholders in lengthy workshops and input 

sessions.  However, we have discovered the integration of qualitative data is essential to validating quantitative 

data and have developed a project organization structure that reaps the benefits from deep dives without a 

lengthy process.

Data Analysis



15

Qualitative and quantitative research report exerpts
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Phasing

Kick-off Current Assessment
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Operations

Strategy

As mentioned in our objectives, we have created an approach that integrates strategic planning and operational 

modeling for the sake of better and faster solutions. We indicate how the two scopes fit together in the diagram 

below. Because we understand you may want to hire us for only a portion of the scope, we have clearly delineated 

the two scopes. Magenta represents all scope related to strategic planning while teal represents all scope related to 

operational modeling. Shared scope remains in black text.  We are intent on working in an integrated fashion, with any 

partner you may choose, to deliver you the highest quality solutions within your time frame.

We have also organized the scope into four phases: Kick-off (2 weeks), Current Assessment (4 weeks), Future Direction 

(4 weeks), and Recommendations (2 weeks). On the following pages you will find a detailed description of each phase.

Data
 Tr

ansfe
r
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NSMC Resource Requirements

Future Direction Recommendation
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Project Sponsor

The Project Sponsors are 1-2 leadership 

stakeholders at NSMC and/or Partners  

who will work closely with our team to 

ensure the success of the project. The 

Sponsors will also be internal champions 

of the effort, responsible for internal 

communication and identification of further 

stakeholder resources. Their involvement is 

for the duration of the project.   

We recommend weekly check-in calls.

Care Team

The Care Team, is made up of a group 

of providers and staff that represent 

a cross section of the obstetrics and 

gynecology service lines. Their role 

is to participate in collaboratively 

designing the care team journey 

maps and the operational model.

Steering Team

The Steering Team is made up of 

Partners and NSMC leadership involved 

in final decision making. They will be 

responsible for making final decisions 

based on recommendations and 

data that the LENS teams presents. 

We will meet with the Steering Team 

at key deliverables and milestones for 

feedback throughout the process.
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Phase 1:  Kick-Off

We will kick the project off with a two-week phase to confirm project goals, roles and make any adjustments 

to the project approach and scope.  

At the onset of the engagement, LENS will work closely with the Project Sponsor(s) to discuss high-level, key 

strategic issues to be addressed throughout the engagement, beginning with a list of guiding questions. We 

will refine and prioritize the list of questions below and adjust the scope and deliverables of the project. 

Preliminary Guiding Questions:

We will also work with the sponsor(s) to confirm roles and responsibilities by creating a stakeholder map 

to determine who needs to be engaged in this effort based on level of influence on outcomes and level 

of interest in the effort. A communication plan will be developed to ensure all stakeholder across the 

organization are appropriately and clearly informed. LENS will issue a detailed data request to ensure we are 

leveraging all existing and relevant information before collecting any additional research.

Data request list:

     •   Any relevant market research studies 

     •   EHR data from the birthplace and office

     •   Previous market assessment reports

     •   History of operational models, improvements across obstetrics and gynecology service lines

     •   Provider schedules

     •   Any existing throughput data or value stream maps

     •   Any existing customer satisfaction survey data

     •   Any staff or provider engagement survey data

     •   Patient referrals to the birthplace

1. 
What is the current 
state of today’s 
competitive landscape 
and what trends will 
shape the landscape 
of tomorrow? What 
strategies will allow 
NSMC to successfully 
acquire market 
share from local 
competition? 

2. 
How do we meet 
patient, provider 
and staff needs 
at different points 
in the relationship 
across obstetrics and 
gynecology service 
lines, particularly in the 
birthplace?

3. 
What operational 
models most efficiently 
ensure the consistent 
and effective delivery 
of these expectations?

4. 
How should NSMC 
deploy current 
resources and what, if 
any, new resources are 
required to implement 
the strategy?
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This information will be packaged and brought to the first Steering Team Meeting for review.

Steering Team Kick-off Meeting Agenda

• Review and revise guiding questions to ensure stakeholders share an understanding of the scope and 
approach to the project

•  Confirm charge and deliverables 

•  Confirm roles, responsibilities and project structure

•  Data request list

•  Present detailed work plan and key dates
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Phase 2: Current Assessment

Each one of these questions frames a body of analysis that will be completed in this phase. Before breaking the 

analysis down into its separate components, we conduct a series of diagnostic exercises. Starting with expert 

interviews, we will interview key leadership to understand the challenge from their perspective, what’s been tried and 

failed and why. In week four, we will also facilitate 1-2 open Stakeholder Kick-off sessions for providers and staff to 

share their experiences, concerns and visions. This will help us understand the socio / cultural challenges we face, 

ensuring we can validate key concerns or tightly held convictions with data. Equally important, it will demonstrate the 

organizations commitment to the physician and employees’ practices — a change management step that will pay 

dividends during implementation. 

The Current Assessment scope of work is framed around answering the three following questions:

1. 
What are the local trends in 
the market? How is NSMC 
positioned within this market?

2. 
What is the customer JTBD? 
How does this influence patient 
decisions when choosing a 
prenatal care provider?

3. 
What operational inefficiencies 
(including painpoints) exist in the 
current model and how are they 
contributing to cost, quality and 
the care experience?

• Define the primary and secondary service areas and review 
current and projected demographics (PSA, SSA)

• Identify opportunities to capture patients across the Partners 
system based on patient origin data 

• Analyze current and projected market volumes by service line 
and service area including outmigration

• Assess the impacts to current and projected capacity based on 
changing market share, competitive drivers, industry trends, and 
emerging technologies

• Assess physician supply, demand, and need

• Understand competitive dynamics, including penetration of 
competitors’ relative service line strengths and weaknesses

• Evaluate fundamental dynamics unique to the service area 
such as physician relationships, regulatory constraints, and 
competitive positioning of other healthcare providers

• Identify implications of system network development, referral 
network, and coordination between Mass General and NSMC

Market Assessment
The purpose of the market assessment is to identify the competitive landscape of the market and NSMC’s location within 

that landscape. Our team will conduct a comprehensive market assessment to evaluate local market data including 

demographics, service capacity, physician workforce, economic and market dynamics, the competitive landscape and 

industry trends. 

We will source our market assessment data from a combination of systems data, Sg2, The Neilson Company and census 

data to determine the following information:
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We estimate that we can capture 250-350 responses within your service area through our Qualtrics membership. 

This, in addition to NSMC and Partners network and our local connections to this market on the North Shore, will give 

us statistically significant consumer data rooted in your market. Our research panel will be further divided into key 

attributes such as basic demographic information, insurance, and stage in the customer life cycle. The JTBD and 

current state journey map will be identified across each of these stages:

1. Women planning on starting a family in the next three years 

2. Women trying to conceive 

3. Women who are pregnant (at various stages)

4. Women who recently had a baby and plan to have another

Customer Research & Current State Journey Map
In the market assessment, we will have segmented the market based on demographics and payer mix — data 

that correlates to your potential market. Through customer research, we will gain an understanding of the causal 

mechanism — what causes a patient to choose where they go for childbirth? We will collect local market feedback 

via three methods of customer research, beginning with stakeholder surveys to establish broad market context, and 

deepening our research via a series of patient interviews that capture the spectrum of survey feedback to identify the 

Job to be Done.  Then collaboratively designing the future state patient experience via a series of focus groups. LENS 

will facilitate patient focus groups to design a current state journey map, an emotional process map that documents 

painpoints, touchpoints and delights. It is important to note that this patient panel will be made up of three types of 

patients that live in NSMC’ s service area:

 1. Current NSMC patients (in the office and birthplace)

 2. Partners HealthCare (Mass General) patients that live on the North Shore 

 3. Patient that are not currently affiliated with the Partners or NSMC systems  
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Observed painpoints and workarounds 
that impact fulfillment and joy in provider 
and staff experience

Benchmarking daily and annual volumes 
against broader industry standards

Time studies capture actual visit times, 
breaking out waiting from value added 
time

Daily staff workflow including team 
communication, information hand-off, 
clinical tasks

Provider schedules

Identification of the 7 types of waste 
and identification of value added and 
non-value added time for each step in 
the process

Daily staff workflow including team 
communication, information hand-off, 
clinical tasks

Roles and responsibilities and schedules 
of staff across the offices and birthplace 
including weekend shits.

NA

Observational Insights Systems Data

Throughput Data

Workflow data

Process Waste

Staffing models

Care Team Experience

Operational Assessment
We will map the current operating model across the continuum of care that influences patient decision making. Thus, 

we will assess data from both the physician offices and the birthplace.  We will begin the operational assessment by 

synthesizing systems data and compliment this through observation to spot operational inefficiencies. This helps us 

collect information that supplements sources like EHR, which often provide faulty operational data (i.e. visit length is 

often skewed based on when the physician closes out the patient chart). Observation also helps us understand the 

causes behind some of the trends we might see in the data. The following diagram illustrates the use of observational 

data in addition to systems data. 

We will also facilitate internal focus groups with care teams to develop a staff and provider current state journey 

map, identifying painpoints and delights in their process, ensuring that we not only design a better experience for the 

patients, but also the providers and the staff. 

Seasonal, weekly and daily trends by 
patient type



23

Deliverables

LENS will distill the market, consumer and operational research into a gap analysis that documents the current 

state and a recommended target state based on a comprehensive set of metrics that capture NSMC’s business 

requirements, user needs and operational efficiency goals. This information will be presented to the Steering 

Committee for approval of target metrics. We will also work with the Committee in this meeting to create a clear vision 

for the future of the obstetrics and gynecology at NSMC.

A Project Discovery Report will be issued, capturing the data analysis through user friendly, visual diagrams that 

clearly identifies NSMC’s strengths, weaknesses, strengths and opportunities related to the obstetrics and gynecology 

program.
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Phase 3: Future Direction 

Strategic Scenarios
At the start of this phase, we will work with the steering committee to define 2-3 potential strategic scenarios (market 

plays) that range from a more conservative to an aggressive approach to gaining market share. We will rate each 

scenario for level of preparedness by evaluating them against the organization’s resources, experience and track 

record of addressing such challenges. Any scenario that receives a medium or high level of preparedness will be 

explored in detail (two are included in the scope of this proposal).

Future State Journey Mapping
A series of patient focus groups (made up of current and target patients) and care team focus groups will be held 

to develop future state journey maps. In the customer focus groups, we will collaboratively design the future state 

patient experience based on their JTBD. The patient focus groups will offer us two types of critical feedback 1) and 

understanding of how patients will respond to each of the strategy scenarios and 2) a set of priorities related to their 

experience with childbirth. 

1. 
What strategies will allow 
NSMC to successfully gain 
market share from local 
competition? 

2.
How do we meet patient, 
provider and staff needs 
at different points in the 
relationship across obstetrics 
and gynecology service lines, 
particularly in the birthplace?

3. 
What operational models most 
efficiently ensure the consistent 
and effective delivery of these 
expectations?

The process of uncovering the future direction for scope of work is framed around answering the three following 
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We will also develop a future state journey map for the care teams, giving us insight into where there might be 

conflicting needs between patients and care teams. This workshop will take between 3-4 hours. At the end of these 

focus groups, we will be able to list the priorities of NSMC’s target patients and care teams to create a comprehensive 

experience that meets the highest priorities of each group. 

Operational Modeling
The internal workshop will take approximately. 2 days’ worth of time (can be broken into various 3-4 hour sessions 

with homework between). The team will consist of 8-24 care team members from the offices and the birthplace with 

the goal of developing an operating model that best supports the strategic scenarios. We will start the workshop by 

reviewing the current data in the Discovery Report and the care team and patient experience journey maps. From 

there, teams will be assigned a scenario and be asked to develop a future state operational model. The models will 

include a set future state functions including: staffing models, high level provider schedules, a future state value stream 

map (process map), and standard operating protocols.  Teams will complete their work with a high-level assessment of 

the strengths, weaknesses and resources required to support their model. 

Following the workshop, the proposed operating models with be further evaluated through computer simulations 

that predict their ability to meet the objectives of the strategic scenarios with the Steering Team. These will be 

documented in a proforma that weighs the following criteria:

1. Patient experience metrics / likeliness to choose NSMC

2. Care team satisfaction

3. Care delivery efficiency

4. Financial impact

Deliverables
The future state journey maps, proposed operational models, and proforma will be documented in an Opportunity 

Report before final recommendations and an implementation plan are developed. 
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Phase 4: Recommendations

Living Strategy
In addition to the proforma, we will build a “Living Strategy”, a dashboard that will allow NSMC to pose “what if” questions 

that can be answered quickly. With every step forward, organizations need to look up, reassess, hone or even pivot the 

original strategy.  We deliver Living Strategies, rather than “paper weight” studies, that feed data-driven insights into 

interactive computer models to ensure strategies remain nimble and relevant in an ever-changing environment.  We will 

also work with the Steering Committee to develop process milestones and incremental resource requirements and map 

these to a high-level timeline. 

Monitoring
Finally, recommend a set of key performance indicators including early indicators that ensure the project is on track. 

These can also be included in the “Living Strategy” as a monitor.

 

 

 

 

Final recommendations and an implementation plan will be framed by the following questions:

1. 
How should NSMC deploy 
current resources and what, if 
any new resources are required 
to implement the strategy?

2. 
What timeline is required to 
achieve various milestones in 
the strategic plan?

3. 
How will NSMC measure, 
monitor and manage the 
implementation of the strategic 
plan and operational model?
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Project Schedule

  Phase 1: Kick-Off

Phase 2: Current Assessment

Confirm Guiding Questions Charge & Deliverables

Confirm Roles, Responsibilities and Project Structure

Identify Customer Segments and Competition

Transfer of Existing Data

Detailed Workplan & Communication Plan

Steering Team Review

Stakeholder Kick-off Session

WEEK 

1 
WEEK 

2 
WEEK 

3
WEEK 

4
WEEK 

5
WEEK 

6

Stakeholder Interviews

*

*

Key

Shared Scope

Operational Planning

Meeting, Focus Group or Workshop

Major Deliverable

Strategic Planning

*
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Phase 4: Recommendations  

Stakeholder Kick-off Session

WEEK 

7
WEEK 

8
WEEK 

9
WEEK 

10
WEEK 

11
WEEK 

12

Consumer Research

Market Assessment

Operational Assessment

Steering Team Meeting &
Discovery Report

Gap Analysis, 
Targets & Vision

Scenario Development & Organizational Preparedness

Patient Future State Journey Map

Care Team Future State Journey Map

Operational Modeling Workshop

Opportunity Report

Scenario Testing

Living Strategy & 
Final Recommendations

Implementation 
Plan
Monitoring 
Plan

*

**

Phase 3:  Future Direction

Articulation of Recommended Strategic Positioning
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SECTION 3: 

PROJECT EXPERIENCE

References

Steven E. Kapfhammer
President and COO
North Shore Physicians Group
Two Corporation Way, Suite 180
Peabody, MA  01960
Office: 978 573 4312
Email: skapfhammer@partners.org

Taraq Mazher 
Director, Clinical Access Center & Customer 
Solutions
Memorial Hermann Medical Group
902 Frostwood  Suite 2:225B
Houston, TX  77024
P: 832.658.6123
Taraq.mazher@memorialhermann.org

Elizabeth Bahnuk, AIA, LEED AP
Director Facility Planning
South Shore Hospital
Part of South Shore Health System
55 Fogg Road
South Weymouth, MA 02190
(781) 624-8000 – main 
Ebahnuk@southshorehealth.org

  

We have worked with Liz Bahnuk for over seven years to provide 

a market assessment determining new service lines across the 

care continuum as a strategy to geographic expansion.

We have also worked with Liz to identify operational solutions 

to compensate for lack of capital for facility improvements, 

helping systems meet goals with out the capital expense.

We have worked with Steve Kapfhammer for over seven years, 

providing operational planning and facility planning (Shepley 

Bulfinch) expertise. We worked closely with Virginia Mason 

Institute to assist NSPG in increasing efficiency, improving the 

patient experience and outcomes and improving provider 

satisfaction.

We have worked with Taraq Mazher for approximately one 

year, providing operational and patient experience services 

to redesign the outpatient experience, increase care team 

productivity and create a template for future expansion.
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SECTION 3: 

PROJECT EXPERIENCE

We have a portfolio of over 100 years of assisting healthcare clients in operational, strategic transformation through 

facility planning. We launched LENS when clients began requesting we offer our approach to transformation explicitly 

for operational and strategic planning. Together, our portfolio includes inpatient care, ambulatory care and physician 

offices and over 50 that focus on womens health.  We also have market experience right in your backyard. In the past 

decade, we have completed more than 10 projects located on the North Shore of Boston. 

In 2013, we completed a project with Partners focused on decanting services such as labor and delivery from Mass 

General Hospital up to the North Shore. As a result of that project, we estimated that up to 25% of patients could likely 

be decanted to a more convenient location on the North Shore.  In addition, we recently completed a confidential 

market assessment on the South Shore that conveniently extends women’s services into the community as a key 

component of the recommendations.

The projects on the following pages highlight our approach to competitive disruption and transformation in 

healthcare. Nowhere has this been more prominent than in outpatient services. Each project is similar to yours in that 

they compete in a competitive landscape, must lower cost of care delivery while improving customer and care team 

satisfaction to remain viable. 



32

To prepare for the workshop, LENS conducted a current state operational assessment. The assessment was developed 

from synthesizing EHR, patient/provider satisfaction surveys and observational data (including time studies and value 

stream maps). This work highlighted the need to improve care team skill/task alignment, develop a long term plan to 

align provider schedules with demand and standardize care team huddles.

Memorial Hermann provides outpatient care for thousands of 

Houston area families. The Innovative Delivery Model will enhance 

population health management while at the same time improving 

the patient experience allowing Memorial Hermann to increase 

marketshare for their target patient population.

At the project outset, LENS facilitated a Deep Dive Workshop to 

create “The Clinic of the Future” through an innovative approach 

to the patient and family experience, care team wellness, and 

workflow efficiency.  The 4-day workshop consisted of over 30 staff, 

administrators, providers and patients. Each team member played 

an important role in challenging current orthodoxies, identifying an 

innovative approach to care delivery.

Case Study 

Innovative Delivery Model

Houston, TX

SHARED GOALS:

Improve the patient experience through 
a customize experience based on their  
needs and values 

Develop a new operational model that 
improves care team efficiency, increasing 
provider throughput by 30%

Memorial Hermann
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Striving Single Scene:
Young, single, mobile 
20-somethings tend 
to be well educated 
and employed in 
entry-level sales and 
service-sector jobs. 

Humble Beginnings:
A racially- and 
ethnically-diverse 
segment, among the 
nation’s least affluent 
raising children as 
single parents. 

Suburban Attainment:
Upper middle-class 
couples and families 
who are college-
educated, with white-
collar jobs.

24% 8% 6%

Patient mix was pulled 
from a 10 mile radius 
around the HubHealth
Site

PATIENT EXPERIENCE DESIGN

"What do patients expect from their 
healthcare interactions, and how can 
we rise to the occasion?"

WORKFLOW DESIGN

"How does working as a co-located 
clinical team create opportunities to 
streamline and enhance our workflow 
and wellbeing?"

Workflow Design                                                      

The six scattered departments had six different ways of 

checking patients in, rooming patients, scheduling their 

follow-up visits, etc. To standardize this, we spent time 

observing in each department to discover specialty 

requirements, process waste, and cultural norms. During 

the workshop, we developed a Value Stream Map based 

on observational and institutional data to determine the 

meaningful differences in workflow. As a result, the group 

was able to standardize staff huddles,  rooming, and 

electronically integrated intake forms.

Patient Experience Design

We had the pleasure of working with six patient representatives 

throughout the course of the workshop. They represented a 

broad set of needs and backgrounds including: Generation 

Z, a mother of four, a senior couple, and a caregiver.  This 

diversity allowed the Patient Experience team to understand 

how patients require meaningfully different experiences based 

on their particular needs. It also allowed the team to identify 

common pain points and delights shared across patient types.
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Case Study
Urgent Care, Primary Care, and Multi-specialty Clinics

LENS has worked closely with NSPG to develop a dynamic modeling tool that 
evaluates simultaneous financial, capital and operational factors related to 
ambulatory care expansion in real time. 

Built as a user-friendly interface, key stakeholders across the organization can interact with this tool with two use cases 

in mind: to initiate a new ambulatory planning effort, and to monitor the impact of shifting strategies in existing clinics. 

This tool is fully transitioned to the owner on an open source software platform as a living, strategic document. It can be 

revisited to assess multiple scenarios during the planning process and respond to shifts in the market over time.

Over the course of the seven projects, LENS has 
assisted NSPG with rolling out and scaling an 
efficient and differentiated model of care. 

Through a series of engaging workshops, we have created a 

robust growth plan to drive greater market share to their Center 

for Outpatient Care. This work has enabled NSPG to expand their 

market reach in the north, consolidate smaller practices into new 

hubs and replace retiring affiliated physicians with integrated NSPG 

doctors.

SHARED GOALS

Standardize workflow to deliver      
care efficiently and effectively

Improve employee satisfaction, retention 
and recruitment

Reorganize care team roles 

Increase marketshare on Boston’s north 
shore

North Shore Physicians Group (NSPG)
 

Various Locations, MA
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The Center is an important element of NSPG’s continuum 

of care in a setting that maximizes patient flow and 

operational efficiency. A series of efficient front-end 

workflows at reception, triage, and registration stations 

were developed to improve cross-coverage and meet 

peaks in demand. Registration was moved to the bedside 

with the goal of reducing door-to-doctor time by 50%. 

Urgent Care Center | Danvers, MA

Primary Care Practices | Beverly, Danvers, and Rowley, MA

Working with North Shore Medical Center and NSPG, we 

developed a program, building design, and planning for 

the proposed Medical Village in Lynn. Programs include 

Urgent Care, Radiology, Outpatient Behavioral Health, 

Infusion Therapy, and Primary/Specialty Care.

Lynnfield Street Medical Village | Lynn, MA

Breakthrough innovations and process 
redesign are centered on the following 
aspects of care delivery. Below are examples 
of some of our work— we would be happy to 
follow up with additional detail.

• Comprehensive, patient-centered care

• 24 / 7 access

• Care coordination

• Team-based care

• Onstage / Off-stage Approach

• Flow Stations

Lean Workflow
North Shore Physicians Group, Primary Care Delivery Model

Identify cross-training 
opportunities to 
minimize fluctuations 
in staff resources

Before After

Lean Workflow
North Shore Physicians Group, Primary Care Delivery Model

Identify cross-training 
opportunities to 
minimize fluctuations 
in staff resources

Before After

Daily Care Team Tasks

The Danvers clinic established a new primary care 

model for NPSG, using staff resources more efficiently, 

improving the quality of patient care, and increasing 

patient and staff satisfaction. A new care delivery 

model was developed during a week-long intensive 

workshop with over 30 key stakeholders.  Care team roles 

were re-distributed and physicians moved out of their 

offices into flow stations. These changes resulted in the 

establishment of a team-based care model. Working 

side by side, medical staff can engage previously under-

utilized care managers with more regularity and provide 

more patients with comprehensive care. The result is that 

physicians now spend more time with patients and less 

time charting after hours.
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NSMC + Partners

LENS Strategy

LENS Collaborator

Project Sponsor

Resource TeamsSteering Committee

OWNER

Team Organization

SECTION 4: 

STAFFING AND PROFESSIONAL FEES

Lauren brings an in-depth 
understanding of local trends 
affecting NSMC’s market. She will 
be responsible for developing a 
strategic and operational plan 
that drives sustainable growth 
through market disruption. She 
will lead stakeholder facilitation 
to drive consensus among diverse 
constituents.

Bryan brings an expertise in 
industry disruption. He will be 
responsible for ensuring the 
strategy built on evidence-
based models of disruption in 
the healthcare industry, helping 
NSMC achieve transformational 
growth through development of 
consumer focused strategies.

Amanda is responsible for 
conducting the current state 
assessments for the strategic 
and operational plan. She 
will  be responsible for data 
collection, visualization, scenario 
modeling, and building user 
friendly, performance monitoring 
dashboards.

Lauren Janney
Principal 

Amanda Levesque
Strategist

Bryan Guerra
Strategist

CONSULTING TEAM
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Professional tenure
LENS Strategy 2016-present

Shepley Bulfinch 2008-2016

North Kansas City Hospital 2007 

Education
George Washington University, MBA

University of Kansas, School of 
Architecture, Design, and Planning

Registrations 
Advanced Lean Training, Virginia Mason 
Institute

Lean in Healthcare Program, GBMP

EDAC Certified

USGBC LEED AP

Certifications

Lauren Janney

“I use human-centered design to solve traditional 
business problems.”

Lauren is the founder and principal of LENS. She has helped clients develop and 
implement innovative models of care that improve efficiency, patient experience, and 
increase market share through innovative growth care strategies. 

Lauren was trained in Lean process improvement at Virginia Mason Institute. She sits on 
the Advisory Board for Emergency Medicine at Brigham and Women’s Hospital. She also 
sits on the Dean’s Advisory Board at the University of Kansas, School of Architecture 
and Design. She co-leads Prescribe Design Boston, which engages the power of 
people-centered design to radically transform healthcare.

Donor Network of Arizona, 
Phoenix, AZ
Organizational Design

Memorial Hermann, Houston, TX
Innovative Delivery Model

Banner Health, Phoenix, AZ
Labor and Delivery Operational 
Modeling

North Shore Physicians Group
Boston, MA
Operational Planning

Beth Israel Deaconess Medical Center, 

Boston, MA
Operational Planning

Bridgeport Hospital, Bridgeport, CT
Surgical Service Line Design

Bridgeport Hospital, Park Avenue  
Outpatient Center, Bridgeport, CT  
Visioning & Program Development

Concord Hospital, Cath / EP Lab,  
Concord, NH
Operational Planning

Hallmark Health, Melrose, MA
Consolidation Strategy 

Mayo Clinic, Scottsdale, AZ
Radiology Experience Design

Partners HealthCare, North Shore 

Medical Center, Salem, MA
Campus Consolidation Plan

University of Houston, Health 2, 

Houston, TX
Strategic and Operational Planning

Boston Children’s Hospital, Boston, MA  
Radiology Workflow Design

JC Cannistraro, Boston, MA
Lean Organizational Design

Houston Community College,  
Houston, TX
Strategic Plan

FoxRock Properties, Quincy, MA
Market Assessment 

KeyBank,Cleveland, OH
Driving Change Executive Education

‘16 - PRESENT

2008 - 2016

Principal Strategist MBA, LEED AP, EDAC

Select project experience
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Professional tenure
LENS Strategy 

Shepley Bulfinch

danger!awesome

Continuum Innovation

Jan Wampler Architects

Howeler + Yoon

Utile Design

Education
University of Michigan,  

M.Arch

Massachusetts Institute of Technology,  

BS Art & Design 

Registrations 
Registered Architect in MA

EDAC Certified, Evidence-Based 

Design Accreditation and  

Certification from Center for  

Health Design

‘17 - PRESENT

2014 - 2017

2013 - 2014

 2009 - 2012

2010 - 2011

2009 - 2009

2009 - 2009

Amanda Levesque, 
Strategist

"I use design tools to bring new levels of clarity to 
complex problems."
As a strategist, Amanda helps institutions discover uncommon insights and make 
confident decisions based on rigorously collected information and reliably designed 
experiments. Amanda’s experience bridges the disciplines of user research, data 
analytics, and strategic planning to tap into key data assets and make their value 
accessible, from operational metrics to user surveys. Engaging and immersing 
stakeholders in activities that efficiently utilize data to frame the project goals is 
essential to her process. Her data analytic methods have been useful both to validate 
current patterns and simulate future scenarios.

Boston Children's Hospital, Boston, MA
Cardiology Administrative  
Planning Study

Clinical Building Renovation, 
Programming, and Planning

Material Management System Design

Radiology Workflow Design

Houston Community College,  
Houston, TX
Strategic Planning

Macalester College, St. Paul, MN
Strategic Space Plan

Marshfield Clinic, Marshfield, WI
New Regional Medical Center  
Facility Planning

Mayo Clinic, Scottsdale, AZ
Radiology Experience Design

University of Houston Health 2, 
Houston, TX
Operational Facility Planning

JC Cannistraro, Boston, MA
Lean Organizational Design

Memorial Hermann, Houston, TX
West University Consolidation

Houston Community College,  
Houston, TX
Strategic Plan

FoxRock Properties, Quincy, MA
Market Assessment and Facility 
Programming

Projects in association  
with other firms

Confidential Client
Innovation center for a multinational  
consumer goods company

AIA, EDAC

Select project experience
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Bryan Guerra

“I help consumer businesses achieve transformational growth through 
development of disruptive innovation opportunities.”
An experienced innovation and strategy enthusiast with a world-class educational background and a passion for design,

brands, and all ideas that are truly creative, inspirational, and groundbreaking

Strategist MBA

267 Commonwealth Ave, 9            BRYAN M. GUERRA guerrabm@gmail.com 
Boston, MA 02116                                             315-480-9921 

SUMMARY 
An experienced innovation and strategy enthusiast with a world-class educational background and a passion for design, 
brands, and all ideas that are truly creative, inspirational, and groundbreaking

EDUCATION
2012 – 2014 Harvard Business School - Master in Business Administration (M.B.A) BOSTON, MA

Areas of Focus: Strategy, Entrepreneurship, Marketing

2007 – 2009 Stanford University - Master of Science (M.S.) STANFORD, CA
Major: Management Science and Engineering 

 Areas of Focus: Innovation, Design Thinking, Decision Analysis, Quantitative analysis

2002 – 2006 Clarkson University - Bachelor of Science (B.S) with Great Distinction POTSDAM, NY
Major: Engineering and Management 
Areas of Focus: Global Supply Chain Management, Mathematics 
Honors/Awards: Sigma Tau Iota, Pi Mu Epsilon, Presidential Scholar, Dean’s List, Clarkson University Merit Scholar

PROFESSIONAL  
EXPERIENCE
2018 - Current  Continuum – Senior Business Strategist BOSTON, MA

Continuum is a global design firm with 30 years of experience creating impactful products, services, and  
experiences that build on a human-centered approach to research, strategy, and design.  

• Future of Transportation Articulated:  Led project team with major automotive company to deliver key 
insights, strategy, vehicle and service-related concepts to exploit opportunities in the future trends of 
transportation, including: electric vehicles, automation, and vehicle as a service. 

2018 - Current  Ghost Insight – Founder/CEO BOSTON, MA
Ghost Insight is an innovation consulting firm that helps VC firms understand the market opportunity of potential 
investments, specializing in uncovering consumer unmet needs and identifying impactful opportunities. 

• New Consumer Brand Growth Strategy:  Led consumer brand and growth strategy exploration for 30 
year old tactical brand, identifying key market segment, insights, and “hero” product. 

2016 – 2018  Breakaway, LLC – Innovation Director BOSTON, MA
Breakaway is a next-generation boutique firm that specializes in investing, and building innovative,  
and impactful brands across industries.  

• Innovation Practice Launch, Process Design, & Direction:  Primary responsibility in joining Breakaway 
was to bring expertise in innovation strategy, in order to build and scale practice alongside current 
brand strategy practice. Within first 6 months of launching, brought in three new clients at $700K and 
delivered innovation growth strategies; 

• New Business: Pitched and won five requests for proposal, including a $300k innovation strategy for a 
major global ice cream brand and a $400K fast casual innovation project; 

• Research Design & Insight Generation: Led & executed the design of qualitative and quantitative 
primary research programs for major consumer brand clients to uncover key consumer, commercial, and 
category insights 

• Strategy Narrative & Articulation: Developed and delivered a series of strategic narratives, including 
footwear, wearables, and apparel category strategies for a major sports & fitness brand 

• Ideation Workshops:  Conducted a series of client ideation workshops to develop new products, 
services, and prototypes, including a new menu item for a major, global ice cream brand 

2015 – 2016 HBX|Harvard Business School – Assistant Director, Disruptive Strategy BOSTON, MA 
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267 Commonwealth Ave, 9            BRYAN M. GUERRA guerrabm@gmail.com 
Boston, MA 02116                                             315-480-9921 

SUMMARY 
An experienced innovation and strategy enthusiast with a world-class educational background and a passion for design, 
brands, and all ideas that are truly creative, inspirational, and groundbreaking

EDUCATION
2012 – 2014 Harvard Business School - Master in Business Administration (M.B.A) BOSTON, MA

Areas of Focus: Strategy, Entrepreneurship, Marketing

2007 – 2009 Stanford University - Master of Science (M.S.) STANFORD, CA
Major: Management Science and Engineering 

 Areas of Focus: Innovation, Design Thinking, Decision Analysis, Quantitative analysis

2002 – 2006 Clarkson University - Bachelor of Science (B.S) with Great Distinction POTSDAM, NY
Major: Engineering and Management 
Areas of Focus: Global Supply Chain Management, Mathematics 
Honors/Awards: Sigma Tau Iota, Pi Mu Epsilon, Presidential Scholar, Dean’s List, Clarkson University Merit Scholar

PROFESSIONAL  
EXPERIENCE
2018 - Current  Continuum – Senior Business Strategist BOSTON, MA

Continuum is a global design firm with 30 years of experience creating impactful products, services, and  
experiences that build on a human-centered approach to research, strategy, and design.  

• Future of Transportation Articulated:  Led project team with major automotive company to deliver key 
insights, strategy, vehicle and service-related concepts to exploit opportunities in the future trends of 
transportation, including: electric vehicles, automation, and vehicle as a service. 

2018 - Current  Ghost Insight – Founder/CEO BOSTON, MA
Ghost Insight is an innovation consulting firm that helps VC firms understand the market opportunity of potential 
investments, specializing in uncovering consumer unmet needs and identifying impactful opportunities. 

• New Consumer Brand Growth Strategy:  Led consumer brand and growth strategy exploration for 30 
year old tactical brand, identifying key market segment, insights, and “hero” product. 

2016 – 2018  Breakaway, LLC – Innovation Director BOSTON, MA
Breakaway is a next-generation boutique firm that specializes in investing, and building innovative,  
and impactful brands across industries.  

• Innovation Practice Launch, Process Design, & Direction:  Primary responsibility in joining Breakaway 
was to bring expertise in innovation strategy, in order to build and scale practice alongside current 
brand strategy practice. Within first 6 months of launching, brought in three new clients at $700K and 
delivered innovation growth strategies; 

• New Business: Pitched and won five requests for proposal, including a $300k innovation strategy for a 
major global ice cream brand and a $400K fast casual innovation project; 

• Research Design & Insight Generation: Led & executed the design of qualitative and quantitative 
primary research programs for major consumer brand clients to uncover key consumer, commercial, and 
category insights 

• Strategy Narrative & Articulation: Developed and delivered a series of strategic narratives, including 
footwear, wearables, and apparel category strategies for a major sports & fitness brand 

• Ideation Workshops:  Conducted a series of client ideation workshops to develop new products, 
services, and prototypes, including a new menu item for a major, global ice cream brand 

2015 – 2016 HBX|Harvard Business School – Assistant Director, Disruptive Strategy BOSTON, MA 

HBX is the online learning platform of Harvard Business School. Launched in 2014, Disruptive Strategy with Clayton 
Christensen is the flagship course of HBX. Built around the concepts and frameworks of Disruptive Theory, Disruptive 
Strategy offers both individual learners and organizational groups the strategic tools to formulate winning strategies 
and think innovatively.  

• Product Design, Launch & Management: Worked closely with Professor Clayton Christensen to lead the 
design, performance, and growth of HBX course, Disruptive Strategy, from the initial product launch as 
an organizational learning tool to an open-enrollment online course serving thousands of management 
professionals 

• Expert Consultation: Leveraged knowledge of Disruptive Theory to consult with clients on how to best 
utilize the course and provide support on complex learning topics 

• Organizational Collaboration: Navigated complex relationships across Harvard University to forge 
partnerships, gain support, and leverage shared resources  

• Strategic Marketing Management:  Formulated and managed annual marketing budget and directed 
4-5 marketing team members to generate over 7,000 new leads  

• New Product Development: Conducted in-depth market analysis and consumer study to recommend 
two new courses for future of HBX Courses learning portfolio 

2014 – 2015 Fahrenheit 212 - Senior Associate, Commercial Strategy NEW YORK, NY 
Boutique innovation consulting firm with offices in NYC and London, specializing in “white-space” growth strategies 
for 
Fortune 500 clients, including Pepsi, Nestle, and Samsung. Senior Associate plays key role in developing the 
innovation  
strategy, managing the client relationship, pitching new business, and owning the commercial impact of the project. 

• Commercial Insight Discovery: Led on-boarding session with executive staff at major global retailer  
to identify key commercial insights uncovering a new market opportunity sized at $100 MM 

• Consumer Innovation: Conducted exploratory and validation research with consumer focus-groups,  
leading to the discovery of an untapped market opportunity of 12 million incremental consumers 

• New Business Development: Assembled, delivered and won pitch for a “store of the future” re-design 
for a  
major global retailer at $1.4 MM 

• Project Management: Designed project management infrastructure and led cross-functional global 
team  
of designers and architects to deliver on key milestones for physical store re-design of major retailer 

• Creative Development: Regularly provide creative direction to team of 3-4 in-house designers to 
generate  
creative materials and deliver on story-telling imagery of innovation strategy 

Summer 2013 MuleSoft - Management Intern SAN FRANCISCO, CA 
 High-growth, pre-IPO tech company, specializing in SaaS integration, headquartered in San Francisco, with over 500 

employees. Selected as first ever Graduate-level intern, acting as an internal consultant, reporting directly to the 
CEO. 

• Process Enablement: Delivered internal HR process improvement strategy to produce a 25% reduction  
in workloads and a $100K cost-saving 

• Sales Operations: Conducted multi-variate regression analysis using Salesforce & Marketo databases 
to identify lead-score enhancements, driving a 20% lift in sales call “hit score” effectiveness 

2013 – 2014 Oliver’s Apparel - Brand Consultant Intern SAN FRANCISCO, CA 
 Collaborated with founding team to launch new athletic apparel brand via one of Kickstarter’s fastest-growing 

campaigns, 
 raising over $270K in funding. Remained with company as a brand consultant during second year at HBS. 

• Strategy Positioning: Directed brand strategy & competitive positioning based upon a competitive 
landscape  
scan, uncovering a key unmet consumer segment, estimated at 1 million consumers 
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• Brand Articulation: Worked with a cross-functional design team to bring brand vision to life  
through innovative packaging, logo creation, marketing collateral & messaging, and video “brand 
story” 

• Materials Sourcing & Production: Managed fabric supplier, pattern-maker, and a domestic 
manufacturing  
facility to deliver initial run of 10,000 stocks of product  

2008 – 2012  American Express Company   
2011 – 2012  Manager, Customer Management – Australia/New Zealand Region SYDNEY, AUSTRALIA 
  

 Promoted to an exclusive regional risk assignment in Australia/New Zealand, in charge of customer management for 
the charge and lending business. The role set policies for consumers and small business cardmembers in the region, 
working across functional groups including: marketing, credit operations, and IT, with global team members across 
Phoenix, NYC, and New Zealand. 

• Technical Innovation:  Implemented innovative first-ever SMS text-message service project to provide  
real-time alerts to card members, generating a 15% reduction in service disruptions and $10 MM in 
savings 

• Direct Leadership: Directed team of six credit operations managers and over 30 Call Center  
Professionals, providing direction, training, and regular feedback to ensure a consistent superior level  
of customer servicing 

2008 – 2011 Manager, Risk & Information Management, Global Commercial Card  NEW YORK, NY 
 One of only three University-hire interns to receive a full-time offer following summer internship. The manager role 

executed on several key underwriting initiatives during the global financial crisis in support of the American Express 
global commercial card. 

• Received Driving Change Award: Designed and implemented an automated underwriting initiative that  
generated an annual incremental $250 MM in charge volume, a 30% reduction in processing time, and  
a 25% reduction in service disruptions 

2006 – 2007 Honeywell International (Aerospace Division) MINNEAPOLIS, MN 
 Supply Chain Leadership Development Rotation Program 

 Selected for exclusive year-long supply chain rotational program, in support of Honeywell Aerospace, located in 
 Minneapolis, Minnesota. Received APICS’ Certification in Production and Inventory Management (CPIM) within 6 

months 

PERSONAL  
Avid sports, health and fitness enthusiast; Enjoy pop-culture, food and wine;  
Keen sense of adventure; owner of english bulldog puppy named Lucy
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Assumptions
1.) These fees assume adherence to the proposed timeline and scope items laid out in the work plan.

2) The fees also assume the following resources are available from Partners & NSMC:  

 Sponsor(s), Steering Team, Care team

Fee Breakdown

Fee by Service Cost

Strategic Planning $ 130,000

Operational Modeling $ 115,000

Total Labor Cost $ 245,000

Reimbursable Expenses  
Out-of-pocket expenses incurred by our firm in providing services are reimbursable and will be charged at actual 

cost, plus an administrative handling charge of ten percent. These will be carried separately and will be billed monthly. 

They include: travel expenses, reproduction, workshop materials, and communication costs such as telephone, fax, 

video conferencing, postage, shipping and courier services. We estimate reimbursable costs will not exceed $14,000 

over the course of the project, or $7,000 for each respective scope.

Professional Fees
We have broken the fee down into phases that coincide with the scope of work. Any additional labor fees or expenses 

are to be reviewed and preapproved by Schlumberger. Invoices will be billed monthly based on the scope complete. 

Invoicing
We have broken the fee down into phases that coincide with the scope of work. Any additional labor fees or expenses 

are to be reviewed and pre approved. Invoices will be billed monthly based on the scope completed. 

Firm Stability
We have been in business since 1874. We are financially profitable with a solid balance sheet. We maintain a 7-figure 

line of credit with a Boston Bank. This credit line has been unused except as a security deposit for our Boston lease.
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We can’t wait to get started.  
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LENS Strategy 857 383 4567

2 Seaport Lane
Boston, MA 02210

www.lensstrategy.com
hello@lensstrategy.com


