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Webinar Objectives

1. Appreciate the role M&A continues to play in growth.

2. Recognize common reasons M&A’s achieve less than 

optimal results.

3. View common M&A cycle and integration strategies.

4. Discover the importance of assessing and predicting “fit” as 

pre-requisite to deal close and determining the integration 

strategy.

5. Compare and contrast traditional approaches to post-deal 

integration to using an organisation design approach.

6. Highlight practical considerations and wisdoms 
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About the presenters
http://on-the-mark.com/meet-the-team 

Mark LaScola

Founder & Managing Principal
Peter Turgoose

Senior Consultant
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About OTM
Our Solution Sets 

OTM is a leader in collaborative organization design and 
business transformation. Now in our 26th year of operation, 
with offices located on both sides of the Atlantic (Phoenix, 
AZ and London, UK), OTM is recognized by many as their 
preferred vendor in providing real, substantive and lasting 
change. Our passion is for collaborative business 
transformation and our work is guided by research, 
evidenced-based and established best practice and 
emerging methodology. Our work achieves a common 
results footprint:

Organization Design and Business Transformation –

Concept through Implementation

Accelerated Change Readiness – Planning through 

Implementation

M&A, Business Integration – Due diligence “fit predictor” 

through implementation

Accelerated Decision Making, Planning and Problem 

Solving – Issue identification through resolution, 

implementation, embed and support

Capability Building – Assessment, delivery and support 

(10/20/70)
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About OTM
Unparalleled Depth of Expertise & Breadth of Experience

Sectors Functions Geography

Aerospace

Defence

Energy

Financial Services

FMCG

Government

Healthcare

Pharmaceuticals & Bio-medical

High technology

IT Software & Services

Logistics & Distribution

Manufacturing

Retail

Telecommunications

Human Resources

Lean

Six Sigma

Legal

Supply Chain

Manufacturing

Operations

Finance, IT

Regulatory

Sales, Marketing

Engineering

Outsourcing – BPO

Skunk works

North America

Western Europe

Scandinavia

Eastern Europe

Latin America

Middle East

South East Asia

South Pacific

OTM Support Offerings
OTM offers a variety of informational, educational and enlightening support services including executive briefings and primers, internal or external 

multi-day, hands-on skill building workshops using real projects, behind the scenes support and guidance, case studies, webinars, conference 

presentations and TED Talks. Contact David Howlett, OTM Global Marketing Director at dhowlett@on-the-mark.com.

OTM has delivered over 400 organization design and transformation projects, in over 35 different countries, on five continents with every type of 

business function and countless industry sectors. OTM offers our customers one of the industry’s most collaborative, disciplined, comprehensive 

and integrated transformation solution. Trained and developed over 5000 executives and internal change agents. 

© 2016 ON THE MARK | www.on-the-mark.com | Not For Distribution 



6

M&A is still an attractive option for growth
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M&A is still an attractive option for growth

The numbers are staying stable despite the small drop in deal value 
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https://www.jpmorgan.com/global/insights/maglobaloutlook

M&A is still an attractive option for growth
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In your experience what factor is most important 

for deal success? (%) of respondents

Well-executed integration plan

The correct valuation/deal price

Effective due diligence, including real-time data 

analytics

Positive economic conditions

9

M&A Successes & Failures 
Case For Doing it Differently 

31%

18%

31%

=57%
39%
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Typical M&A Cycle 

Due 
Diligence

Integration
Model & 
Planning

Implementation Post-Deal
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Five integration strategies
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Degree of integration
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Where It Goes Wrong
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Traditional approach to M&A

a) Legal and 
Finance driven

b) Risk assessment
c) Identify 

potential cost 
savings

d) Deal synergies

a) Determine 
integration 
strategy and 
plans

b) Retain key 
talent.

c) Transition of 
compensation 
plans

a) Conduct 
integration 
work and 
change mgmt.

b) Capture 
synergies.

c) Monitoring 
people-related 
integration 
activities

a) Fix as you go; or 
never fix 

Due 
Diligence

Integration
Model & 
Planning

Implementation Post-Deal

© 2016 ON THE MARK | www.on-the-mark.com | Not For Distribution 



15

Three factors…

1. Absence of “fit” assessment (know what you are getting into) 

2. Take a fragmented, overly people-focused, functionalized 

approach to integration

3. Push downstream and/or delay real integration work until later, 

or maybe never (STS)
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A fragmented, over-functionalized

approach to integration 

1. Top management on-boarding:

2. Data transition and management

3. Payroll

4. Cultural alignment

5. Employee engagement

6. Synergy capture
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A fragmented, over-functionalized approach 

to integration 

1 Top management on-boarding

2 Data transition and management

3 Payroll

4 Cultural alignment

5 Employee engagement

6 Synergy capture

What about all the other points of the star?
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Consider Doing It Differently 
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Org Design work overlaid the M&A process

Due 
Diligence

Integration
Model & 
Planning

Implementation Post-Deal
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Org Design work overlaid the M&A process

1. Conduct Early Fit and 
Integration Predictor; 
As-Is Phase; 
a) Legal and Finance 

driven
b) Risk assessment
c) Identify potential 

cost savings
d) Deal synergies.
e) Comprehensive Fit 

Predictor 

Due 
Diligence

Integration
Model & 
Planning

Implementation Post-Deal
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Strategy 

Value Stream

Structure 

Management 
Mechanisms

People 
Processes

Rewards & 
Recognition 

21

Fit predictor 
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Org Design work overlaid the M&A process

1. Conduct Early Fit and 
Integration Predictor; 
As-Is Phase; 
a) Legal and Finance 

driven
b) Risk assessment
c) Identify potential 

cost savings
d) Deal synergies.
e) Comprehensive Fit 

Predictor 

Due 
Diligence

Integration
Model & 
Planning

Implementation Post-Deal

2. Conduct Foundation 
Phase work
a) Determine 

integration strategy 
and plans

b) Set up 
Comprehensive plan 
to integration
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Org Design work overlaid the M&A process

1. Conduct Early Fit and 
Integration Predictor; 
As-Is Phase; 
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c) Identify potential 
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2. Conduct Foundation 
Phase work
a) Determine 
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and plans

b) Set up 
Comprehensive plan 
to integration

3. Conduct Concept, 
Detailed Design and 
Transition Planning
a) Accelerated Change 

Readiness
b) Capture synergies.
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Org Design work overlaid the M&A process
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Org Design Work Overlaid the M&A Process

Ensuring Integration & Fit

Time

Current State

Foundation

Concept Design

Detail Design

Transition Planning

Implementation Through 
Stabilization 
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Case Study 
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Degree of integration
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Background

a) Large multi-national acquired a product focussed business:
• All about the product

• Fragmented and working in silos

• Underfunded, losing market share

b) Different strategies

c) Different cultures

d) Different ways of working

e) Took 8 months to get to transition planning

f) Implemented over 6 months - 1 year

g) Transition included a significant change of job location

h) Running the business in conjunction with design work
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Purpose & Intent
Nutrition Company A exists… 

• To help mums/parents help raise healthy babies for the first 1000 days (conception – 2 
years) through the provision of the best possible services, advice, and innovative and 
nutritional products & solutions.

• To help deliver long term prosperity to customers/consumers (includes mums, parents 
and babies) and stakeholders, whilst leading the delivery of the Health and Wellness 
strategy of the organization.

• To differentiate through scientific expertise and 

credibility, and the passion, adaptability, loyalty of 

our people, taking advantage of the large scale of the 

larger organization. 
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Gravitational Pull

Customer 
Customer intimate => Segmentation

Products & Services
 Deep specialism, functional 

structure. Pricing higher
“PUSH”

Cost/
Operational 
Excellence

=> Service delivery is common, flatter/ 
horizontal E2E structure

2 3

1

Customer is at the 

heart of what we do
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Design Criteria

# The New Design Design Must …

1 Keep customer at the centre of all decisions through insights, products & services

2 Facilitate a winning culture of teamwork & fun

3 Develop a highly cooperative, networked structure

4 Strive to improve market share to deliver profitable business through a clearly differentiated brand

5 Create clarity of roles & responsibilities

6 Facilitate fast decision-making through alignment & empowerment

7 Create the opportunity for strong leaders to emerge

8 Always evaluate & review to improve

9 Utilise the scale and expertise of the broader organisation  where appropriate
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Current State of the acquired Business

1. 
Marketing

2. Medical
3. 

Regulatory
4. HR

5. Ethical 
Studies

6. Retail 
Studies

7. Demand 
Planning/
Supply 
Chain

8. General 

Management

9. 
Communic-

ations
10. Finance
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Management Mechanism within customer 

segments (S)
# Name Purpose Method Type Who's Involved f

1 MBS 3 year strategic plan
Meeting + 
Reports process

ST
Led by segment lead
Generate demand
Support Functions

Every 3 years

2 ICP 18 month strategic plan Process ST, PL “ Quarterly

3 OMP Yearly operational plan Process PL, DM “ Yearly

4
Quarterly 
Segment Meeting

Quarterly review of progress of 
OMP

Process
(Meetings)

PS, DM “ Quarterly

5 MBP Monthly review of OMP
Process 
(Meetings)

PS, DM
Finance, CCSD, Seg leads, 
demand planning, 1st choice

Monthly

6 I & R Monthly review of I & R projects
Process 
(Meetings)

DM, IS LT, Seg lead + teams Monthly

7 PE Align KPI’s across roles Process AF, PL ALL 6 month

8 Approval Process Governance Process GV
Reg, Med, Marketing, Legal, 
Careline, Digital

Daily
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Gather Insight

Share Insight (Pre-Reads + Presentations)

Situational analysis

Developing SWOT

Planning in practice

Developing Strategies

Testing Strategies + Validation

Operational Plan

-Forecast

-Key Initiatives 

- KPIs

Implementation

Tracking

Evaluation

OMP

Cycle Plan

Project Teams

Cycle Meetings

MBP

Quarterly Review

Quarterly Segment Meeting

Reports

Meeting

MBS, ICP

Role  Segment Lead

Generate Demand

Relevant Supporting functions

Reports

ALL

Lead; Segment Lead

ALL

Segment Leads

Lead by : SL + Teams

Selected Functions as 

appropriate

Finance

Supply Chain

CCSD 

Marking
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accountable for 

strands

Led by segment leads
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Meeting/Report

Role

Segment

Lead
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MTG
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Learning and Wisdoms
From Case Study 

a) Remember that people are expecting change to happen – people own what 

they create.

b) Start by gaining a deep understanding of both companies (using the OTM 

Applied Star Model)

c) Collaboratively develop Strategic Intent (End of Due Diligence and planning)

d) Define the non-negotiables (Integration planning)

e) Plan for attrition

f) Take an org design holistic approach to integration planning and 

implementation 

g) Take a visibly collaborative approach to conducting the integration work and/or 

designing the ‘new’ company

© 2016 ON THE MARK | www.on-the-mark.com | Not For Distribution 



39

Learning and Wisdoms
From M&A Work

a) Get involved upstream – due diligence Phase.

b) Gain a robust, holistic understanding of both company’s operating models from 
the outside-in (Fit Predictor) in due diligence phase as prerequisite to deciding 
integration strategy.

c) Decide integration strategy early Phase 2.  

d) Adopt an Organization Design framework and approach; Sponsors fully 
understand trade-offs of fragmented, sub-optimized option vs design.

e) All traditional M&A integration activities fall under umbrella “alignment efforts” 
including governance and reporting.

f) Integration is key to ensure fit and alignment with strategic intents and synergy 
capture.

g) Put in place robust “Design Governance.” (OTM ©)
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Questions
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Upcoming OTM Events 2016 Q3 & Q4

Visit ON-THE-MARK.COM for more info and register
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What Format Who When, where

STS RoundTable 2016 Conference Conference OTM team 6-9 September, San Francisco

Driving Change Conference
Conference sponsored by OTM, incl.

panel debate, one to one meetings

Mark LaScola and OTM 

team
20 September, London

EODF Masterclass 2 Capability Building Mark LaScola 9 September, Utrecht

EODF16 Conference
Conference with OTM as Gold 

Sponsor
OTM Team 14-15 October, Barcelona

EODF UK London Meeting Meeting with case study
Jilly Atherton NNL and 

Simon Davies OTM
1 December, London

Webinar Ideas please! David Howlett TBC October, online

Executive Briefing 2 hour breakfast briefing OTM team

TBC San Francisco, San Diego, New 

York, Chicago, London, Manchester -

late autumn

Further whitepapers, newsletters & webinars Various – ideas welcome! OTM Team Monthly
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Open Positions at OTM

Position Job Description Link

Senior Consultant www.on-the-mark.com/careers
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Thank you 
www.on-the-mark.com
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