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Part One

Management consulting
In context and how it adds value

Chapter 1

The nature of management
consulting and how it adds value
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Figure 1.1 The managerial role profile

Wickham and Wilcock, Management Consulting PowerPoints on the Web, 4th edition, © Pearson Education Limited 2012



Chapter 2

Consulting: the wider context
and consulting process
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processes Corporate strategy

New
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Operations including manufacturing and purchaSing>
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processes Research and development >
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processes resources development management

Figure 2.1 Firm’s main processes
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Figure 2.2 Examples of the drivers for key risks

Source: The Institute of Risk Management. A Risk Management Standard © AIRMIC, ALARM, IRM 2002. Reproduced with permission.
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1 Initial contact

N

2 Decision to work together

N

3 Preliminary analysis

N

4 Formal proposal

N

5 Project charter

N

6 In-depth analysis

N

7 Implementation

N

8 Delivery

N

9 Follow-up

Figure 2.3 Consulting process
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Chapter 3

The skills of the consultant
and the project proposal



Step 1 Identify potential
targets

.

Product
offering

.
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review

.

Promotion of
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Step 2 ~«—— If not competitive, review

Step 3

Step 4

i If none, review
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:

Project
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Step b

Step 6 —— |f no proposal requested, review meeting

Step 7 ——— |f rejected, try to understand why for next time

Figure 3.1 The selling process
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10

e

IF YOU COMBINE I'M IT SOUNDS
T LIKE TO CON cON AND INSULT, HERE EXPENSIVE
PEOPLE: RND 4 You GET “consuLt”)| || TO AND
LIKE TO INSULT CONSULT | DEMEANING.
PEOPLE.. YQU. ... OKAY.

Figure 3.2 The consultant must always convince the client that the service on offer
is of real value!

Source: Copyright © Scott Adams, Inc./Dist by UFS, Inc. Reproduced by permission.
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Chapter 4

Consulting across
borders and cultures
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Figure 4.1 Correlation between investment and control
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Do Not Change Adapt Develop New
Product Product Product

Do Not Change Straight Product
Promotion Extension Adaptation

Product
Invention

Adapt Communication Dual
Promotion Adaptation Adaptation

Figure 42 Keegan'’s five international product and promotion strategies

Source: Kotler, Philip, Marketing Management, 11th ed., Prentice Hall © 2003, p. 395. Reprinted and electronically produced by permission of Pearson Education, Inc.,
Upper Saddle River, New Jersey.
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Corporate HQ
* Sets initial growth/profit objectives
——» * Reviews/challenges final proposals -
* Sets final budget
Global * Ensures plans implemented Global
operations director <J |_> marketing director
—> ®* Proposes objectives by region * Proposes objectives by category <
* Reviews/amends final proposals * Reviews/amends final proposals
* Ensures plans implemented * Ensures plans implemented
— Y —
Regional directors Global category directors
* Propose objectives within * Propose objectives by category
region to regions/key countries
* Agree final proposals with * Agree final regional category —
countries <€—— proposals
* Propose final regional * Propose aggregated category
proposals to global operations objectives/plans to global
director marketing director
* Ensure plans implemented * Ensure plans implemented
- !
[
Country operating units
* Address proposed objectives
* |terate with regional directors and global category directors
* Agree final proposals
* Ensure plans implemented

Figure 43 A global marketing planning ‘loop’
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Part Two

Project evaluation
and analysis

Chapter 5

Defining the destination,
developing a strategy and
understanding change
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Rational
aspect

|

Logical evaluation

of the value to the

business of solving
the problem

Business problem
perceived by
managers

|

Cognitive
aspect

|

Way individual
managers see the
problem using
cognitive style and
strategy

Political
aspect

|

Differential interest in
solving problem of
individuals and factional
groups within the
organisation

Figure 5.1 T he facets of a business problem
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Not getting to the
right person

Target not completing
the survey

Not going to a
named person

The mailing list details
are out of date

It has not been sent
to enough people

Survey is too long

The language used
is too complicated

The incentives are
not large enough

The information
requested is confidential The respondent is suspicious
or too personal of the survey’s motives

The target is too busy Poor response

It is not clear on how the
interviewee should respond

The person to whom the
completed questionnaire
should be sent is not obvious

Our organisation has
failed to process the
completed questionnaire

to surveys

EFFECT

CAUSES

Survey completed
but not processed

Figure 5.2 Fishbone diagram of the causes of low response to surveys
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The client’s
objectives

Area of mutual interest

The consultant’s
objectives

Figure 5.3 Negotiating objectives
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Need for true ‘consumer electronics’ -
product that fit into ordinary people’s lives

The basic offer /

Products that are mains and pc-dependent

I The entrepreneurial invention

Development, full product design & manufacturing
support for new market categories, new product
possibilities originally in digital storage - optical

storage engines and finished niche products

Source of competitive advantage

Engineering ability to integrate
mechanics and electronics in an
innovative and elegant way using digital
storage in ways not previously used

Understanding the customers’needs and behaviours

How does this
add value & is
it
sustainable?

Figure 5.4 Business model
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Next project

Control

Yes

Improve
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No improvement

:

Measure

<€

Analyse

Figure 5.7 The Six Sigma DMAIC process
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Chapter 6

Evaluating client capabilities
and business opportunities
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Strengths
Things under the control
of managers which will help

the business achieve its goals.

Weaknesses
Things outside the control
of managers which will hinder
the business and prevent
it from achieving its goals.

Opportunities
Things under the control
of managers which will offer
the business a means
of achieving its goals.

Threats
Things outside the control
of managers which will hinder
the business and prevent
it achieving its goals.

Figure 6.1 SWOT analysis
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Level of interest

Low High
Low A B
Minimal effort Keep informed
Power
C D
Keep satisfied Manage closely
cioh (Key Players)

Figure 6.2 Stakeholder analysis (Mendelow, 1991)
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Generic product

made (e.g. PC)

Expected product

monitor)

Augmented product

Potential product
|

is developed or enhanced or

further extending its benefits

What is shipped when a purchase is

What the customer expects they are
buying when she orders the generic
product (e.g. CPU, keyboard, mouse,

Idealised form of the product so that
there is a maximum chance the
buyer will achieve their stated
buying objective (e.g. software,
printer, internet connections)

The growth path of the product as it

strengthened by other products,

The whole product model

Potential product

Expected
product

Generic product

Figure 6.3 VWhole product model
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Pareto Chart of Category
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Figure 6.4 Pareto analysis
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Implementing &
change
7. Bulld onthe change
Engaging & 6. Create quick wins
enabling the
organisation L [
4. Communicate the vision
Creating the
clianane fog 3. Createavision for change
change
2. Form apowerful coalition

Figure 6.5 John Kotter's Change management
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Existing Market New

Existing Market Penetration Market Development

Product

Product Development Related Unrelated
Diversification | Diversification

New

Figure 6.11 Ansoff matrix
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Fgure 3: The 9-Box Grid

Neaw Marke! Partial

Development | Diversfication O ification

Market Limitad Partial
Expanded Fxpanaion Mvarsification | Divacsification

Markets

Market Product Product
t
et Panatration Extension Developmeant
E xisting Modifled MNew
Products
& Services

Figure 6.13 Extended Ansoff matrix
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Figure 6.14 Employee Engagement Survey

Employee Engagement Survey Sample Items

The DecisionWise Employee Engagement Survey contains a subset of research-based anchor questions that
are designed to measure overall engagement. The other questions measure the factors that drive engagement
and satisfaction in anorganization. The survey is completely customizable to the needs of every organization.
The following sample only shows a limited number of the 50 total items found in the complete survey. To see the

complete version, contact info@decision-wise.com.

Strongly . Strongly Don't
MY Job Diisgree Disagree Neutral Agree Agree  Know
2. | have the tools and resources | need to do my job well. O O @) O O (@)
8. Most days, | see positive results because of my work. O O O O O O
11. My work is valued by this organization. O O ®) O (@) (@)
12. | have received the training | need to do my job well. O O (@) O (@) O
13. The amount of work | am expected to do is reasonable. O O O O @] O
Strongly . Strongly Don't
My Team Disagree Disogree  Neutral Agree ", ce”  Know
15. The pecple | work with take accountability and ownership for
19. The people | work with treat me with respect. O O O O (@) O
20. My coworkers and | openly talk about what needs to be done to
be m;’te effactive. o O O O o O
. Strongly .. Strongly Don't
My Supervisor Disagres Distree Neutral Agree “Lo'CY (0L
21. My supervisor belps me understand how my work is important to
e heeineg © o o o o o
25. My supervisor is approachable and easy to tak to. O @) O O O O
26. My supervisor creates a motivating and energizing workplace. O O O O O O
32. My supervisor sets high expectations for our team’s parformance. O O O O O O
: : Strongly Strongly  Don't
My Organization Disagree Diooree Neutral Agree 0OV (T
35. The vision and goals of this organization are important to O (o) (e) (@) ‘®, O
me personally.
37. Thi ization ides attractive opportunities for traini
o d::;g::,em_ provides attr cpportunities aining O @) (@) O O O
39. There are opportunities for my own advancement in this
crganization. O O O O 0 O
40. My opinions are sought on issues that affect me and my job. @) (o) O @) O O
41. This organization cares about employees. O @) O O ®) (@)
47. | would recommend this organization as a great place to work O O O (@) O O
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A Select a few
-«
high
=
.
Business Invest ‘ Remainder divest
growth
rate *

low

liquidate

Relative high low
market share

Figure 6.15 BCG matrix

Source: Boston Consulting Group. Adapted from The Product Portfolio Matrix (1970). The Star, the Dog, the Cow and the Question Mark — The Growth Share Matrix.
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Harmonious/fast Harmonious Harmonious/slow

“To infinity and The Doldrums
beyond’

Technology Pace
Fast

Slow

Global
balance

Catch me if

you can. Chinese copy

Unstable/fast
Unstable/slow

Unstable

Figure 6.17 Scenario worlds
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Chapter 7

Working with clients and teams:
the ‘soft’ skills
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Coach Partner
Reflective Soar
observer

Consultants’ responsibility for client growth
____________________________>

Consultants’ responsibility for task delivery

Figure 7.1 Consultants’ responsibility for growth and results model

Source: After Champion, D.P., Kiel, D.H. and McLendon, J.A. (1990) ‘Choosing a consulting role’, Training and Development Journal, 1 February.
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Effective behaviours

Using
«\QQ/ logical
é& persuasion
V('o Giving direct

and skillful

Listening
authentically

non-content
questions

AR ST Staying open
what | want ying op
PUSH PULL
| patronise or | give in
humour you too soon
| dismiss or | put myself
v ignore you down
% «
2N N\

| attack you

| run away

Ineffective behaviours

Figure 7.2 Push—Pull model
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1. Reserved

\

2. Concrete thinking

Outgoing

3. Affected by feelings

Abstract thinking

Emotionally stable

4. Submissive

Dominant

5. Serious Happy-go-lucky
6. Expedient Conscientious
7. Shy / Bold

8.Tough-minded < Sensitive
9.Trusting Suspicious
10. Practical Imaginative
1. Forthright Shrewd

12. Self-assured

Apprehensive

13. Conservative

Experimenting

14. Group-dependent

=

Self-sufficient

15. Undisciplined

Self-controlled

16. Relaxed

\

Tense

Figure 7.4

16PF Plot Example
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Part Three
Undertaking the project

Chapter 8
Working with the client
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Low High
Level of intimacy with the client company
B -
Consultant is given Consultant is briefed Consultant leads or Consultant is brought
brief and completes and completes most facilitates a client into the company
work without of the work but team: the latter for a specified

further reference to discusses with complete the time to fulfil a task
client until the end client throughout consulting project or job function

Type A Type B Type C Type D

Figure 8.1 Consultant—client interaction
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Chapter 9

Creative approaches for
developing solutions
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Initiation/meeting/brief/ Value created by =~ Small business v. large
progression/reporting/follow-up consulting business clients

/ Types of
client
les Rationale for

Cosi];'tlve Financial planning
Analysis Consulting  consulting Types of
strategies process project
The oli t/ Project
; e clien
Analysing Active _—— log
client —— . learning
business Analysis // pd Tool
. ools
. \ Consulting J/
. 1 / H .
analysis Consultlng skills Time management
Market
research
Analysis/project management/
Rapport relationship building
Team working
Questioning - — Leadership
techniques \ 7 Team dynamics
/ Communication .
Developing roles
Reporting Managing conflict
Verbal .
/ Written Transferable —— EVidence of
Visual Learning outcomes —  Skills

Report writing

Presentations

Relationship

building \

Selling the project aims and outcomes

Strategy/Bus. development
Marketing/sales

Personal \\

presentation Making use of

Objectives Personal
\ development

Distinguish from

Figure 9.1 Example of a mind map
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0 1 2 3 4 5 6 7 8
Y-values

Figure 9.2 Example of a scatter diagram
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250
Before Advertising Post advertising
advertising period

200
150

100 Base line

sales
50
0
1 2 3 4 5 6 7 8 9 10 MN 12
Sales

Figure 9.3 Example of a control chart
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S
A
'?O’O;~ Country operating units
S ®
<, s S
Corporate HQ & O é@ o,
S ® Cx. O,
C’}' /;‘ /L e
& V/ %) ®. 9
N - %, 7, N\ %
Y O A £,
> o)
0 O 2 %
®) O (S (o)
CQ\ ‘b\ /)(" 0@
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(€ %

Objectives by category to countries

Final regional category proposals

Final global category plans

RN

[ [/

C Implementation of plans

Global category terms S — sets

A — agrees
C - carries out

Figure 9.4 Example of a Y-shaped matrix
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Current media effectiveness planning

Mainly
technical
Full insight into market Full understanding of product portfolio Overall aspirations of BU
Neetd to look \ l / Now can they
at more
competitors —> Building marketing strategy rr:;.;z:z;;e
l Internal
i Not sure
Marketing objectives External about
Key this
Good at these l
Internal
Not fully done Marketing comms objectives < Not sure
External about
Some attempt l this
Not done at all L Marketing comms assessment ? Direct media
This is Indirect media
critical!

Figure 9.5 Example of a Process Decision Programme Chart
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Portable
refrigerator
(e.g. for caravans)
A
Free from
mains supply
Make
Domestic larger Industrial
. v ol .
/ refrigerator refrigerator \
Domestic ) . Cold
fridge-freezer Combine Make colder Make mobile transportation
\ Make
ch Domestic larger , Industrial
ange freezer freezer
external .
features Include Combine ~ Cold mobile
rocessin processing
Ie)quipmeni (e.g. factory
Y ships)
Fridge-freezer
that fits with Cold
kitchen decor manufacture

Figure 9.6 A mind map of features analysis on uses for a ‘cold box’
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) Robinson Mason ) )
Points for . . Points against
business transformation

Authority of countries challenged

New global planning system |==
>

Pressure to achieve current financial targets

Should improve profits ><

Cause distraction to daily running of business

. : B
Align business processes
Y o
Behaviour of consultants
New integrated software system |
—1
Led by consultants not client team members
<&
Identify cost savings
y o
Loss of key sponsor and momentum mid-project
<t

Figure 9.7 Example of a force-field diagram
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Chapter 10

Decision-making in the
client context
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Situation
Information
input
What can Interpretation
be done and advice
What should e
be done

What is intended
to be done

Authorisation

/

What is authorised Execution
to be done

What is actually done

Action

Figure 10.1 A traditional model of organisational decision-making
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The decision-making
role

Entrepreneurial
Disturbance handling
Resource allocation
Negotiation

A The decision-making
unit

Decision-maker
Authoriser
Information providers
Resource provider
Influencers
Implementers
Gatekeepers

Feature.s .of the - >
decision

Significance

Involvement

Justification
Communication

Figure 10.2 The dimensions of a business decision
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Strong
_S Logical Rational
© incrementalism planning
o
o
= Guided Emergent
S learning strategy

Weak
Strong Weak
Process orientation

Figure 10.3 The ldenberg matrix for strategy process

Source: Reprinted from P.J. Idenberg, ‘Four styles of strategic planning’, Long Range Planning, 26 (6), 132—7. Copyright © 1993, with permission from Elsevier.
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Chapter 11
Managing the project
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| —
Initial

Client
contact \ meeting

Write
proposal

Agree
proposal

Information Information : Information
gathering gathering : . gathering .
Analysis Prellmm_ary Contlnu!ng :
analysis analysis :

Development

' ; : of report :

Meeting Meeting

Delivery
of final
report

E : ] - with with .
: : : : client client ;
1 2 3 6 7 8 9 10 11 12

Project week

Figure 11.1 A simplified critical path analysis for a consulting project
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Entrepreneurial
. UK economic climate
Key influence of /
founders /
\ Company Power
culture Key . of
challenges retailers
R&D Issues raised at Marketing &
workshops 1 & 2 sales
| New marketing
Now Good skills there ) director
complacent? Planning
/\ Key account
management?
Some good processes Key area of Strategic
Planning missing

Figure 11.2 An example of a page from a project log
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Part Four

Delivering the product
to the client

Chapter 12

Communication skills
and presenting your ideas
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Message
A
Encoding into Noise
medium -
E N ¥
E Transmission
i Receiving and
: decoding
L S —— leseer

Figure 12.1 The communication process
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Effective Right Right

. : : e —>» Right actions
communication information decisions

e e i —— ———— Feedback

Figure 122 Effective communication loop
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Subject: business underperformance

Question: How do | make my business more profitable?
‘Big idea’ Answer: Have a greater proportion of my business with
larger customers

Situation: My market is dominated by fewer customers
Complication: these customers are more demanding and

\want higher margins

A
Y
\\ 4 g \\ f( \\
. i . ? : i i
Q: How do | get more business with Q: How .do ! g?t new customers: %Cljeor;vetrlciaezlnas:éemnsrvg g?osf'i?aeglsel?s
existing customers? A: ldentify their needs and A: Evaluate all busi
: : Evaluate all new business vs.
A: Reorganise sales team develop marketing plan agreed targets
S: Long established sales team S: Very competitive market S: Sales force quite autonomous
. . Pr n mpetitiv . i
(| C:They are resistant to change q C: Products not competitive C: Sales force business bonus based
enough - on new sales
\ J N J N J
~ A
~

Q: How do | reorganise the sales team?
A: Adopt key account management

S: Large customers prefer to deal in this way

\( C:This reorganisation may mean we take eye off the ball
- J

Figure 12.3 An application of the pyramid of ideas
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Own-label
Energy costs rising business not ——
under our control

N\

Changes in Decrease in Factory not Declinin Increasin
customers’ —>»| branded —> at full — ''ng g
: : profits debt
habits sales capacity
IT system Shares Management Chairman
out of —>» \Wastage poorly —<— team -<«— undermining
date rated dysfunctional me

e

.. No united
Organisation
front to
too complex
customers

Figure 12.4 Example of how to relate the issues
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Chapter 13

Learning from success
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Pre-prospects

Prospects <«—

Proposals

Projects

Follow-ups

Figure 13.1 The sales funnel

Source: After Miller and Heiman, in Heiman, S.E., et al. (2004) The New Strategic Selling, London: Kogan Page.
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Chapter 14

Consulting as a career
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Figure 14.1 The key industry sectors for consulting in Europe, 2009 and 2004

Source: Survey of the European Management Consultancy 2009-10, FEACO & FEACO Survey 2004. *Chemicals, Consumer Goods, Automotive, Aerospace and Defence.
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