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Management consultants are all about driving growth but taking none of the credit,
according to Paul Winter, President of the Management Consultancies Association

Unsung heroes driving gro

ehind most suc-
cessful business an-
nouncements and
turnarounds there
is nearly always sol-
id advice from man-
agement consult-
ants who are oftenlong-gone by the
time the CEO gets a standing ova-
tionat the AGM.

That is certainly the experience
of paul winter, President of the
Management Consultancies Asso-
clation who believes that is exact-
ly how it should be.

“Management consultants have a
long, proven history of being a reli-
able source for growth,” he says.

“so whenever you see a company
or organisation has come on In leaps
and bounds you can almostalwaysbe
certain there was engagement with
management consultants involved.
The fact they never get the plaudits
or are never featured in the head-
linesabout the turnaround is fine, it's
what the role isall about.

“we're in the background and
the pats on the back should always
go to the people who show strong
leadership through getting a good
and well-advised management
team around them. A management
consultant will get the job done
and make sure they’re replaced so
someone else can carry on the pro-
gramme when they’re gone.”

Crossover specialists
One of the major challenges a man-
agement consultant has to get over,
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other than accepting a client’s board
will always take the credit, is how the
role actually goes against what most
people are brought up tobelieve.

Management consultants are
hired by boards who want to drive
growth and turn around a business
yet most business people, like ev-
eryone else, expect people to be ex-
perts in justonearea.

“We’re a nation of specialists, we
all growupand thendoa job thatwe
largely stick to,becoming an expert
in thatarea,” reflects Winter.

“The thing is,becoming an expert
can be limiting because people as-
sume that’s all you can do.Manage-
ment consultants are the opposite.
They’re people who are very good
at what they do but they don't spe-
cialise in doing one thing inone in-
dustry.It's all about taking what you
learn and observe in one industry
to another because things are gen-
erally highly repeatable. More of-
ten than not the hugely successful
business turnaround stories come
simply from taking something that
works well in one industry and in-
troducing it into another”

Decisive and early

Hence, most of whata management
consultant will bring to a company
is observing how things are done,
looking at good behaviour and re-
placing the negative behaviour
with something that has worked
elsewhere. Inventing a new service
or product Is almost unheard of,
winterassures, but helping them to

realise that is what they need and
then assisting in its development
and execution isa common task.

‘Management
consultants
have a long,
proven history
of being a
reliable source
for growth’
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This stimulus for growth and
innovation can only come about
when a management consultant
has made an assessment of the
board and unit leaders they are
working with.

“To help a company grow, you've
got to be very canny at under-
standing people and making ac-
curate judgements about them,”
winter reveals.

“You have to figure out where
people’s strengths and weaknesses
are, but crucially you have to estab-
lish who you can trust. You need to
figure out who Is really backing the
process and who you can trust to
carry it through and keep on driv-
ing itonce you're gone.”

The benefit for client compa-
nies is that once they have over-
come the understandable concern
of allowing in consultants toshow
them how todo thingsbetter, they
are likely to have a more success-
ful company and they are more
likely to use management consul-
tants again.

The key, Winter maintains, s to
act early and be reassured when
making thedecisionthatothersina
similar position have done so in the
past and will do so again. The big-
gest risk is acting late and allowing
rivals to steal a march on your busi-
ness and its customer base while
you pontificate on whether some-
thing needs tobe done.
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Boosting
public bodies

If management consultants
have to get used to watching
someone else receive the
plaudits for transformation

The crucial difference betweenthe
two sectors Is that, perhaps ironi-
cally, success in the private sec-
tor can appear very public while
in the public sector it is decidedly
private. Rather than concerning
growth, most current public sec-
tor engagements will be around
efficiencies,points out Winter.

“The public sector, particularly in

“Soalot of the work is inthe sort
of advances that won't really be
very visible outside of the organ-
isation. Of course, public authori-
ties aren't like businesses: they
can’t grow or export themselves as
they’re usually alocal authorityor
government department.”

winter believes that although
the public sector iIs scaling back
engagement with management
consultants, there is still much
‘young bright minds’ can offer
public sector bodies. Ultimately, by
using management consultants
such departments can be assured
they have the benefit of to
the type of people that are unlike-
ly to consider a career in the civil
service but who can leave behind
valuable intellectual property.
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