
INDEX

4Ps 120–1
‘4Ts’ risk response actions 78–9

accountability 30
action planning tools 95
added value 16–21

to clients 19–20
to consultants 18–19, 21–3
networking 52

alumni associations 48
attitude 37
attributes, consultant 26, 27

BAE Systems 125
barriers to entry 2, 36
behavioural advice 7–8
best practice 3, 4, 19, 37
blogs 42
‘body-shop’ arrangements 67
Boston Consultancy Group 

(BCG) matrix 121–3
brand management 52
brand value 52
British Aerospace 125
brochure campaigns 43
business development 18

‘business link’ breakfast meetings 
47

business plan 97
feasibility 130–1

business process re-engineering 
132

capability 27
cash cow 122, 123
change management 7, 94, 97
change pyramid 123–5
change strategies 126–30
Chartered Management Institute 

special interest groups 47
client-centred marketing 

activities 43–4
client confi dentiality 28
client education 32
client expectations 26, 28
client knowledge 19
code of conduct 29
code of practice 24, 28, 30, 32
command 27
commencement, project, advice 

at 64, 66
communication 37, 71

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X144

company processes 26, 27
competency 27–8, 32, 37
competitive advantage 43
confi dentiality 28, 32, 38
construction industry 72
consultancy process model 

58–62
design and implementation 

process 60–1
evaluate and continuous 

improvement process 
61–2

need assessment and 
recommend process 60

understand issue process 
59–60

consultancy project 
methodology 83–5

consultancy selection process 
53–62

appointment process 57–8
checklist format 54–6
fast-track approach 57, 58

consultant/client relationship 
17–21

contact mapping 52
continuous improvement 61–2, 

90, 132, 133
control 27
cost

added value and 19, 20
of consultancy 22
of project 69–70, 72, 86, 

101
of risk management failure 

76–7
crisis management 7
cultural awareness 28
currency of knowledge 28

customer feedback 86
customer relationship 

management 52

data collection 85–9
data protection 28
decision making 89–93
decision making tools 95, 97
defi nition of management 

consultant 5–6
deliverables 99
development 39
differentiation 37
direct mail 43
directive strategy 128
discrimination 31
discussion management 95
doctor–patient model 9, 

10–11

educative strategy 129
employment 31
enablers 45
ethics 25, 29–33, 38
expert consulting 9–10
expert strategy 128
external consultancy 11–12, 14, 

15

facilitated workshops 97–8
facilitation 37

course (Nick Eve) 95–6
skills 102

fairness 32
fi nance 13
fi nancial consultants 16
‘fi shbone’ diagram 90–1
fi ve forces model (Porter) 

108–9, 110

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X 145

fl exibility 38
Force Field Analysis 91–3

generalist fi rms 15
governance 24–9, 36

health and safety 31
Hippocrates 24
honesty 30
hot spots 45
human resource consultants 16
human resource management 

13

impartiality 38
independence 39
individual development 36–41
industry standards 31
information provision 3
information technology (IT) 13, 

15
consultancy fi rms 16

innovation 37
Institute of Business Consulting 

(IBC) 5, 6, 39
Code of Professional Conduct 

24
Management Consultancy 

Competence Framework 
39–40

Institute of Business Ethics 
32

integrity 30
intellectual capital 41
intellectual property rights 

(IPR) 28, 32
internal consultancy 11, 12–15
International Business Ethics 

Institute (IBEI) 32–3

International Labour 
Organization (ILO) 6

Ishakawa (‘fi shbone’) diagram 
90–1

key performance metrics 6
knowledge 28, 37
knowledge management 46
knowledge transfer and training 

20

Lao Tzu 17, 20, 22
leadership 95
lean thinking 90

Marconi Systems 125
marketing consultancy 41–6
marketing mix 120–1
marketing plan 42
mastery 39
meetings

guidelines, initial 64, 65
networking 50–1

mentoring 30
mission statement 42

negotiating strategy 128–9
networking 46–53

added value 52
cultural/national distinctions 

51
groups 47–8
links 49–50
management 51
meetings 50–1

niche fi rms 16

objectivity 38
openness 30, 32

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X146

organization development 97
outsourcing 7, 15

participant group 96
participative strategy 129–30
passenger group 95–6
passives 45
peer review 30
people-focused performance 8
PEST technique 117–18
PESTLE technique 93, 118
Plan-Do-Act-Review quality 

cycle model 31
Porter, Michael 16
poster campaigns 43
presentations 102–6
pressure points matrix 44–6
prisoner group 96
problem solving 37, 89–93
problem solving tools 97
process consultation 7, 9, 10
process improvement 97
process management 132
product performance analysis 

121–3
Professional Contractors Group 

31
professional indemnity cover 33
professionalism 37
project, consultancy as 67–73
project management 19

variables 67–8
project risk reduction 20
protester group 96
purposes of consultancy 7

qualifi cations 33, 36
qualitative data 88–9
quality assurance 36
quality of consulting 38

quality of project 70–1, 72, 86, 
101–2

quantitative data 87–8

relationship development 64–7
reliability 52
report writing 89, 99–102

conclusions 100
executive summary 99
fi ndings 100
introduction 100
methodology or approach 

100
recommendations 100
references 100–1
scope/limitations of work 

100
supporting information 101

research strategies 85–6
research, undertaking 85–9
resourcing 19–20
respect 30
risk management 73–81

effective 80–1
failure 76–7
objectives 74–5
process 77–8
risk response options 79–80
steps in 75–6

role of management consultant 
3–5

Schein, Edgar 9
scope of project 72–3
self-control 38
self-discipline 38
seminars 42
service 37
shapers 45
six degrees of separation 49–50

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X 147

skills 37
slide presentations 103–4
specialist advice 19
speed 19
standards 38
strategic analysis 130
strategic formulation process 

116–18
strategy consultants 16
structures 95
style 103, 105
SWOT analysis 109–16, 130

talent management strategy 41
teamworking 37
technical advice 7–8
Tier 1 consultancy practices 36
time of project 68–9, 86, 101
track record 19
training 41

transparency 31, 32
trilateral C model of consultancy 

governance 26
trust 30, 38, 50, 52, 57
types of consultants 8–16

understanding
issue process 59–60
product/services 118–19

value
added 16–21, 52
for money 38

Value Chain model (Porter) 
16–17

vision 42
vulnerability 31

website usage 42
workshop facilitation 94–8

Index compiled by Annette Musker

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om


