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Agenda

Ø The management consultancy cycle;

Ø The mktg and sales process;

Ø The client’s perspective for a project;

Ø Inteactions with the prospect;

Ø The role of client’s stakeholders;

ØAssessing stakeholder’s relations with the project;

ØProposal and fees setting;

ØContract items;

ØProcurement models.
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The management consultancy cycle
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The mktg and sales process

Time 

Sales 

process

Successful 
prior project 
for this client  

(Repeat 
Business)

Sales lead Contact Proposal

Marketing 

Cold calling 
(calls to 

create interest 
in value 

proposition) 

Recommend

ation by 

another 

client

Successful 

prior project 

for other 

client 

Contract

P
ro

b
a

b
il

it
y

 o
f 

g
e

n
e

ra
ti

n
g

 a
 l

e
a

d
 Reject Reject Reject

Reputation 

Cost 
savings 

& 
Compet

itive 
advant

age 

A key account principle for
management consultants is to
focus on the most attractive clients.
The maxim is to sell more to the
best clients and to sell bundles of
different services.
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The client’s perspective for a project

To get the client’s business, the consultant needs to understand the client. It is
important to imagine client’s worries (lack of capabilities, reaction of stakeholders
about hiring consultants, scepticism).

2 possible perspectives: a) Functional (consultants are experts); b) Critical (consultants
use rethoric to increase perception of uncertainty and changing; consultants want
clients to catch up management fashion; consultants want to sell more than the current
contract; consultants are supposed to have solutions to all client’s problem; consultants
sell old ideas (or standarized solutions) as new ones; MC firms send juniors to execute
the project -they learn the job at client’s cost
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Establishing contact with the prospect

There is a pre-contact moment in which consultants should thoroughly prepare for the
initial meeting; they needs some understanding of the prospect and its industry.
Before discussing hiring reason, consultants have to build the relationship and
credibility. The consultant should discover what purpose the prospect has in mind with
the consultancy project and the real hiring reasons. Moreover, consultants have to
identify the problem (tasks or people?), the consultants role required and the MC firm
selection process.
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Claryfying and checking the prospect’s definition of the problem

…Consultants need to close the gap
between client’s expectations and
the consultants’ views about what
should and can be done.
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The role of client’s stakeholders

Consultants has to consider the position of the different stakeholders with regard to
the client’s problem and consultancy project.
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Assessing stakeholder’s relations with the project
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Proposal – Project description
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Proposal - Profile of consultants
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Proposal - Terms and conditions
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Setting the fee

Mechanisms to determine fees are:
a) project measurable results on client’s

performance (Success Fee);
b) Lump-sum Cost-based (hours spent +
other costs);
c) Time based (budgeted hours +
contigency provision);
d) Hours spent on the project.
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Contract items

Contract item Brief description of item

Contracting partners Client and consultant

Scope Objectives of project, description of work, time schedule

Outputs Expected results, deliverables to be generated by consultant, e.g. 

reports and (intervention) activities

Inputs To be provided by client and consultant: e.g. time, skills, resources, 

and information

Financials Fees and expenses, billing and payment procedures

Legal Handling of confidential information of client

Liability of consultant for damages caused, limitiation of liability

Protection of intellectual property of consultant

Termination and revision

Dispute resolution
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Procurement models

Procurement takes place within
a personal relationship.

A technical buyer, who are not
inolved in the problem, select
consultants through a rational
and professional process.
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Procurement models - Differences

Direct Procurement Professional Procurement

ACCOUNTABILITY Clients don’t need to be 

accountable to others or to 
justify decisions.

Clients don’t need to be 

accountable by shareholders 
and decisions need to be 

justified.

SCALE ECONOMIES The abscence of a a central 

procurement function 
increase the costs to find 

consultants.

The presence of a central 

procurement function has 
more bargaining power and 

it is cost savings.

BARGAINING TACTICS Problem owner may be too 

caught up in their daily work 
to give time to bargaining 

tactics.

The procurement function

can use the competition 
tactic between consultancy 

firms.

COMPLEXITY The problem owner is more 

focused to find best solution 
than Proc function (focused 

on saving costs).

Centralization of 

procurement carry costs and 
is time consuming. There 

could be a conflict of 

interest with the problem 

owner. 


