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» The management consultancy cycle;

» The mktg and sales process;

» The client’s perspective for a project;

» Inteactions with the prospect;

» The role of client’s stakeholders;

» Assessing stakeholder’s relations with the project;
» Proposal and fees setting;

» Contract items;

> Procurement models.

Course of Management Consulting Prof. Corrado Cerruti



The management consultancy cycle
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The mktg and sales process
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The client’s perspective for a project B —

Client’s perspective

v
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1. Identify | potential —> project 4. Buy
issue . project
supplier/s proposal/s

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
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preparatory el real hiring
research reason

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

Did prospect
clearly
define

problem?

Canyou
clarify the
problem?
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Is prospect’s
definition
valid?

The role of client’s stakeholders

Do further
research
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Share-
holders &
financial
marke

External
business
partners

Client’
supervisors

Client’s
subordinates

Develop a
proposal

Consider
withdrawal

Was wrong
definition
intentional?

Develop a
proposal

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

Govern-
ments &
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NA

NGOs

Internal
peers

Consultants has to consider the position of the different stakeholders with regard to
the client’s problem and consultancy project.
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SIX FUNDAMENTAL BEHAVIORS
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Accenture. They serve as a foundation in how we act and make

Jecisi
a I“ . -~ ol « Es i, :i ll bL I.I_L £,
busi and ,,Iongurm"jbybdlng-nd
! and by 3 ly deli g value.
O-wm Lw-nginglhopowddobdiﬂum
llab: and | g to deliver exceptional service to
dhmlwhumth'ydolmdnul.
Respeot for the Individual - Valuing di y and unique contributions,

fostering a trusting, open md Indum environment and treating each

person ina that vlluu.
lol'oqio ML oting, developing and ing the best talent for our
g our people, d ing a “can-do” attitude and
fi ‘,a llaboratiy nnd lly supportive environment.
~ Being ethically unyielding and honest and inspiring trust by

-ylngwhn\nm-n Mctmgwbohlvionbourwdiutd taking
responsibility for our actions.

behaviors that apply to every one of us, every day: " Sromarene. '"'h";:,',u:,; oot sy oyep. s
brand, ing our to stakeholders, acting with an owner

Meke Your Conduct Count e b o i

Comply with Laws

Deliver for Our Clients

Protect People, Informstion and Cur Business

Run Our Business Responsibly

Be 8 Good Corporate Citizen



\Assessing stakeholder’s relations with the project

Negatively

How can
this
stakeholder
affect the
project?
Positively
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How will this stakeholder be affected

by the project?
Positively Negatively
4. This ) 3
stakeholder 1. This
is unlikely stakeholder
to sabotage is likely to
sabotage
. 2. This
3. This stakeholder
sFak'eholder is unlikely
is likely to to
cooperate cooperate

Proposal - Project description

Consultants
have to take
the action for
aligning the
interests in
order to
prevent from
sabotaging

Proposal
Project Profile of Terms and
description consultants conditions
Under-
- Purpose of Approach to
standing of the project be tak
the problem proj © taken
* Descriptionof < Project ¢ Methods,
the problem to objectives techniques,
be solved * Project desired data
results « Division of roles
* Project scope and
* Time schedule responsibilities
* Workplan
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Proposal - Profile of consultants

Proposal

Project
description

Profile of
consultants

Terms and
conditions

Profile of

Profile of
consultancy

project team

firm

¢ Team members’
competencies
and experience ¢
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Proposal - Terms and conditions

Practice areas’
competences
Previous
reference
projects

Proposal
Project Profile of Terms and
description consultants conditions
Financials Control
* Fee * Procedures
* Payment for
schedule contingencies
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and disputes

General
terms &
conditions

Legal
Ethical
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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
Contracting partners
Scope

Outputs

Inputs

Financials

Legal
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Brief description of item

Client and consultant
Objectives of project, description of work, time schedule

Expected results, deliverables to be generated by consultant, e.g.
reports and (intervention) activities

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

Fees and expenses, billing and payment procedures

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

)

Bargaining power
of prospect

v

N
Product and
brand

differentiation of
consultant
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Procurement models

Direct procurement

model R
q Procurement takes place within
ient . .
a personal relationship.
(problem —>| Consultant P P
owner)
Indirect procurement -
model A technical buyer, who are not
i inolved in the problem, select
Client Client consultants through a rational
(problem |—> Prrzz:';e' LS| Consultant and professional process.
owner) .
function
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\ Procurement models - Differences
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_ Direct Procurement Professional Procurement

ACCOUNTABILITY

SCALE ECONOMIES

BARGAINING TACTICS

COMPLEXITY
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Clients don’t need to be
accountable to others or to
justify decisions.

The abscence of a a central
procurement function
increase the costs to find
consultants.

Problem owner may be too
caught up in their daily work
to give time to bargaining
tactics.

The problem owner is more
focused to find best solution
than Proc function (focused
on saving costs).
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Clients don’t need to be
accountable by shareholders
and decisions need to be
justified.

The presence of a central
procurement function has
more bargaining power and
it is cost savings.

The procurement function
can use the competition
tactic between consultancy
firms.

Centralization of
procurement carry costs and
is time consuming. There
could be a conflict of interest
with the problem owner.
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