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» Porter’s value chain;

» Management consulting firm value chain;
» Linkages beetwen activities;

» Competitive advantage and value activities

» Role of Knowledge Mgmt in Management Consulting



Porter’s value chain

Support

activities |

Firm infrastructure

HRM

Technology development

Procurement
Inbound Operations Outbound Marketing & Service
logistics logistics sales
J
I

Source: Porter (1985)

Primary activities

’ Management consulting firm value chain

Support
activities

Firm leadership & other support functions

HRM (excluding recruitment)

Knowledge management

Recruitment

Marke- | g jes | Project | Data Data Advice Imple- Client relationship
ting design Cf)llec' analysis | gene- mentation management
tion ration: assistance
solution | (optional)
for client
J
I

Primary activities




Main differences

Operation-Sales

i

Porter’s value chain MC value chain

First produces and then

sequence
u sells
Operations Delivers products
Distribution Presence of inbound
and outbound logistics
R&D Is about phisical
products
Procurement

Primary activities

It has a big role

TARGET
AUDIENCE

MKTG
TECHNIQUES
(networking;
communicating;
ads &
promotion)

SALES

SELLING TO
EXISTING
CLIENTS

APPROACHIN
G
PROSPECTIVE
CLIENTS

MEETING THE
PROSPSECTIV
E CLIENT

DATA
COLLECTI
o]\

PROJECT
DESIGN

DATA
ANALYSIS

PLANNING
ACTIVITY
AND
APPROACH

DESK AND
FIELD
REASEARCH

ORGANIZING
THE DATA

ANALYSING
RELATIONSHI
PS

RESOURCES

PREDICTING
THE FUTURE

CHECKING
ANALYSIS
QUALITY

First sells and then
delivers

Delivers a service

Lack of inbound and
outbound logistics

Is about knowledge

It has a small role

ADVICE
GENERATI
ON

IMPLEME
NTATION

CRM

ANALYSIS ASSISTING PROJECT

AND CLIENTS EVALUATIO
CREATIVITY MGMT N
TAKING CARE

OF THE CHECKING

UNCERTAINT RESULTS

Y
FOLLOW-UP
VISITS



Support activities

OTHER
KNOWLEDGE
RECRUITING MGMT HR MGMT SUPPORT
ACTIVITIES
MANAGING ICT,
CODIFICATION LEGAL, GRAPHICS,
MKTG & SCREENING STRATEGY DEVELOPING TALENT LEADERSHIP
FUNCTIONS
PERSONALIZATION EVALUATING
IEsNe STRATEGY PERFORMANCES
EXPLORING
KNOWLEDGE (from MANAGING THE
client projects or ALUMNI NETWORK
internal studies)
STORING AND
DISTRIBUTING
KNOWLEDGE

’ Linkages beetwen activities

Talent allows the firm to acquire attractive Client projects lead to development
client projects of new knowledge for the firm

Y

Knowledge development

Recruitment Client services Knowledge

management

N AN

Client projects add to the firm’s New projects benefit from the firm’s
attractiveness as employer knowledge management



‘Competitive advantage and value activities

=
COMPETITIVE | COST LEADERSHIP DIFFERENTIATION
ADVANTAGE
Customer Operational Customer intimacy Product leadership
value excellence (Thought leadership)
proposition
Efficiency of: o marketing Creativity of:
e  project design c sales *  project design
Mostrelevant | . data collection | customer *  data collection
primary value | = dataanalysis relationship e dataanalysis
activities *  advice management | ¢  advice generation
generation © implementation
. implementation
Most relevant Knowledge Knowledge Recruitment of
management: management: creative talent
support - o . .
re-using codified re-using tacit
activities knowledge knowledge

MC Industry new scenario
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The MGMT knowledge - The role of consultants

Management
consultants

Journalistic
publications &

Teaching to managers &
academic publications

Management R
i 2 | Management
education <
Academic research on
Journalistic management &
research on managers’ publications

consultancy &
consultants’

Management
media QSO
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f About the Quarterly -

Careers ) o ) £ E-mail alerts

Sobal Locats Since 1964, global executives have counted - Twitter

oestions on the Quarterly to shed fresh light on their

Facebook

‘ biggest challenges. We continue to shape the -

senior-management agenda ) .
McKinsey Insights

1ent agenda today—and we're

just getting started.
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The Quarterly combines powerful insights from McKinsey with ideas from other world-
leading experts and practitioners to help readers stay at the cutting edge of management
thought, become more effective leaders, and boost the performance of their
organizations. Our content is relevant for senior executives regardless of industry,
functional role, or geography. All of our articles, multimedia, and other content are
available free of charge at this site, where you can explore our latest thinking, review
recent issues, and survey enduring insights on topies ranging from innovation and
growth to change management. The Quarterly also is available in a print edition for
McKinsey clients, who receive early access to our content.




Qur legacy |

TIME-BASED

of 1Nnnovation o

Wae always seek new approaches to tackling
the most complex problems. BCG h
history of innovation that has changed the

1994 way we think of business, a tradition that

1973

THE GROWTH REENGINEERING
SHARE MATRIX BUMPS'INTO STRATEGY

continues today.

Bruce Henderson Jon Isaacs

2000

1968
THE NEW ECONOMICS
THE EXPERIENCE CURVE OF INFORMATION
Bruce Hendersom
Philip Evans and Tom Wurster

1974 1998

WHY CQSTS GO THE DECONSTRUCTION
DOWN FOREVER OF VALUE CHAINS

Bruce Henderson Cart Stern

BCG main contributions to the foundations of
management knowledge

2005
2011

2010

2001 MEGATRENDS:
TAILWINDS FOR GROWTH
THE CHANGE MONSTER IN A LOW-GROWTH
ENVIRONMENT
anns Alison Sander, Knut Haanzes,
2007 and Mike Deimler 2011
THE NEXT BILLION SMART SIMPLICITY

na, James Abraham, Yves Moreux
d Subramanian d

Jeanie Duck

2010

ADAPTIVE ADVANTAGE

Martin Reoves, Mike Dealmier,
Y¥es Morieux, and Ron Nicol

2007

2003
TRADING UP

Michael ). Silverstein and Neil Fiske

PAYBACK:REAPING THE
REWARDS OFINNOVATION

Jim Anarew and Harold L. Sirkin
2013
THINKING IN NEW BOXES

BCG main contributions to management knowledge



The MGMT knowledge - Production and adoption

Adoption of
management
fashion by
managers

2.5%

Management fashion
adoption process
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* COVID-19 is, first and foremost, a glo manitarian

challenge! [McKinsey, 2020]

* ... However its business implications are huge and will last
long calling for a strategic response from the companies

O0000 (@) o ©) (oY Ne)
A @E . ; m BIG DECISIONS FOR CEOs
Resolve Resilience Retu Reimagination Reform RIGHT NO‘/V—AND URGENT

Address the immediate ~ Address near-term Create detailed plan Reimagine the Be clear about how
challenges that cash-management to return business to next normak what a regulatory and QU E STI O N S AB O l ] I TH E
COVID-19 represents challenges and broader scale quickly as i { shift iti 4
to institution’s resiliency issues during COVID-19 situation looks like and environments in TIME AFTER
i lated shut- evolves and implications for industry may shift

how institutions
should reinvent

knock-on effects
become clearer

downs and economic
knock-on effects

McKinsey
& Company

technology, and
business partners

BCG | %



Al as a strategic challenge

Management Consulting companies advice

* Those taking a longer view ha

transforming themselves into learning o

r§an~|za ions that

build their Al muscles over time [McKinsey, 2022]

Organizations seeing the highest returns from Al are more likely to follow
strategy, data, models, tools, technology, and talent best practices.

Share of respondents reporting their organizations engage in each practice,! % of respondents

Strategy [SEISY | Models, tools, and tech | Talent and ways of working

Have a road map that clearly prioritizes Al initiatives
linked to business value across organization

Have an Al strategy that is aligned with the broader
corporate strategy and goals

Senior management that is fully aligned and committed
to organization’s Al strategy

Have a clearly defined Al vision and strategy

Appointed a credible leader of Al initiatives who is
empowered to move them forward in collaboration with
peers across business units and functions

Systematically track a comprehensive set of well-
defined KPls to measure the incremental impact of
Alinitiatives

Have a clear framework for Al governance that
covers every step of the model development process

McKinsey
& Company

@ All other respondents @ Al high performers?
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Al Empowers Employees, Not Just

@BCG



