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RSTRACT 

Client~ engage con ultnnts for many reason~. not ah\ays successful!). Management 
con ulling has been u ed by tirms to sohe lhe many challenge being faced due to 

globalization, ne" technologies and the competithcncss required to operate in such a 
comcxt. Many author ha\c noted that, de pite the significance and size of the industry, 

there docs not cern to be a corresponding!) large wealth of empirical data on the practice 
of management consulting and more so on lheir selection criteria. 

·1 he primary intent of the study '"as to examine the factors innuencing the choice of 

management consultancies among the manufacturing sector in Nairobi. A second purpose 
was to identif) the challenges faced in the selection criteria. This was achieved through a 

descriptive study on the large manufacturing firms. A pilot survey was conducted through 

mten iew in order to confirm their use of management consultanc) sen, ices hence 

forming the population of study. A structured questionnaire with Iikert type of questions 

was administered to respondents through "drop and pick" later basis then analyzed using 

both frequencies and descripti\.e statistics. 

The study found out that both external .!fld internal factors are considered in the selection 
criteria. The factors commonly considered included expertise, experience pricing and the 
reputation of the consulting firm. Although marketing is noted in the literature as a main 

aspect tor consideration in selecting management consultancies, substantial difference to 

be significant to advertising and personnel selling '"as evidenced from the study. This 

could be attributed to image and reputatil.)n disparity to professional services. 

The imernal factors selection criteria considered to great extent included firms' 

e\pectat1ons and perceptions. past expcnence and clients engagements and control. A 

consulting engagement is considered successful if the cl icnt is satisfied that the consultant 
has met expectations and the consultant is satisfied that his/her reputation has been 

enhanced, with expectations of future re\enue streams. Further consultant competence 

was evidenced, as a key factor to selecting a consulting firm hence consultants needs the 
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understanding for target market. The challenges to the selection criteria are discussed as 

consultanC) en. icc. arc mo tl) uni\:crsall) offered. I he selection for specific firms to 

conform to firms' expectations and perceptions is critical. price inhibition; value 

evaluation and lack of general competence are highly encountered in the selection 

criteria. 

'I he research recommended that for policy and practice in management consulting. joint 

ventures between foreign and locally O\\ned firms is necessary to facilitation of 

technology transfer and technical training. The country could also find it necessary to 

commit some areas ofconsultancy services in which capacity is insufficient under certain 

artic les of general agreement for trade in services (GATS) Kenya. The limited demand 

for consultancy services owing to Kenya's small economy. inadequate funding for 

research , ed ucation and training that is to keep pace with information technology. 

improved educational requirements for entry to the profession in comparison to world 

standards is necessary for dissemination of competence in Consultancy services. 
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CHAPTER 0 E: I TRODUCTIO 

J. J Background 

1.1.1 Management consu ltanq in Ken) a 

1 he past decade has seen e:xtraordinaf) expansion in management consultanc}. From an 
estimate of E3SO million in 1987 the turnover had grown to E2.S billion by 1992 
(5chiegelmilch. ct al. 1992). largcl) becauc;e of Government spending. That this spend is 
significant in beyond questions. Management consultants have been responsible for 
gro\'>mg management professionalism as they respond to ne\\ challenges and issues in 
both the developed and less developed world. There is a marked shortage of sound 
professional literature on the subject; little can be identified prior to 1970. 

Management consultancy is now a well developed profession in the developed countries. 
1\ substantial volume of literature is available on their roles. Unfortunately. the role of 
management consultations in Africa, more specifically in Kenya is not significant. This 
situation is unfortunate for the following reasons. It is in a country such as Kenya that 
management consultations face the greatest challenge. that of cross cultural transfer of 
management knO\\ -ho". ·1 he services of these consultations are more needed in Kenya 
than in developed world. This is because they would be helpful in the task of economic 
de"elopmcnt \\hen is slackened b) a shortage of management capabi lity. 

Since consultanc)' firms foster economic development. The government of developing 
countries should show greater concern for the use of consultations b) then curious or 
organizauon. Patton ( 1966) argues that improved productivity is a major goal of 
developing nations as increases generated in Great Britain. Since 1960 are attributable to 
the work of management consultations. these professionals can represent a valuable asset 
in less de\eloped countries. Service firms in general and professional firms in particular 
do not usc marketing as much as manufacturing firms. Kotler ( 1984) has given the 
foliO\\ ing reasons for this. 



In man) case mall sen ice firms {including professionals) do not use management 
technique such ac; marketing because the) consider them expenshc and irrelevant. Man) 
profe sionals a sociation have strict rules against marketing. Acti\ ities such as 
ad\ertising. deal solicitation and federal commi sions arc forbidden b) association codes. 
llo\\c~er, the situation for management consulting firms has changed considerably 
during the past decade; first. the industry has become competitive (Odette. 1982) 

Second. the \icw that marketing is unprofessional and unethical is diminishing. This 
trend originates in l 1.S.A and Britain. Turner ( 1964) argued that the ethical environment 
in \\hich consultant and other professionals work is an important consideration but 
v.hich should not pn:\Cnt marketing. He saw the problem as that of people associating 
aggressive sales promotion and. in particular. advertising with marketing. He 
acknowledged that such practices place any professionals in an unprofessional 
atmosphere. liO\\evcr. he concludes that there was nothing unethical about advertising 
and promotion activities aimed at describing sen ices in terms other than price. 

According to (Kariuki 1975). due to low educational and economic levels the source of 
potential management talent remains extremely limited in Kenya. The managerial 
shortage can be connected through the use of consultants or by hiring of expatriates 
which is very expensive and has been politically sensitive in the past. Consultants are 
e;...pccted to play a greater role in organizational development. (Onymeluk\\c, 1973) 
points out that the failure of many people including practici11g managers, to notice that 
the theorist of formal organization made social and cultural assumptions has made it 
difficult to apply the principles 

if formal organization in non-\\CStern societies. He continues that these principles have 
enjoyed \\-ide popularit) yet social and cultural inconsistencies have resulted when thy 
applied m busmess set in different cultural background. The services of consultants are 
difficult to e\.aluate because the inputs of consulting engagement are mainly human and 
the outputs are mainly intangibles. (Hollander 1987) 
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The economist uney (1988) found that it was mainly the established firms that 
considered some marketing activities unethical and unprofessional. In a bid to establish 
themseh.e • newer firms in the business have dismissed such views as say professional 
challenges fa\ouring grO\\th in service trade as lovelock and wcinbery ( 1988) outlines. 
The) nr~uc that. there has been decline in go,emmcnt of easier envy of specific firms. 
1orc freedom to compete on prices and removal of many geographical restrictions on 
cnice delhcry hence the element of competition. Based on such trend. the macro 

environment in \\hich business operate has had tremendous dynamism. 

De pite the do\\m\ard trend in economy . The globalization effect on industries has been 
devastating. That is "ith the liberalization of the world economy. competition has been 
intensified in major sectors of the economy and this has had pronouns cfTect to third 
world countries. Kenya includes (Economic survey -2002). It has made it clear that many 
businesses have resulted to use of consulting as critical skill to manage strategically 
organizations due to globali1..ation. It is surprising to note that so little attention has been 
put on the: Endca,our to market scnices in view of clients. With progressive 
liberalinllion. the progressive once enjoyed by management consultancy firms in Kenya 
arc eroded and continue to erode as more competitors's come in. The African countries, 
Kenya included are said to be incurring enormous financial cost as they create the 
institutions and implement the standards demanded by the multilateral system (Economic 
survey, 2003 ). In such contest therefore. the decline in government regulations has 
allowed for growth of franchising which is seeing franchise chain displace or absorb a 
vast array of service business in management consultancy. 

Also increased franchising and global technology transfer is affecting standardization to 
enhance service delivery (lovelock and Weinbcl) ). 1985. To enhance the argument. 
Opondo ( I 988) in his sur\ cy of management consultancy as a way of technology transfer 
in Kenya concludes that tactic promotional activities by ICPAK member were common 
unlike its prohibition for member's adverti~emcnt and direct communication as tools for 
marketing to non-client!> to solicit for \\Ork . 
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According to (Odcue, 1982) indigenous consultanc) organization in Ken) a appears to be 
at a disadvant.age relative to non-indigenous firms. This disadvantage is partially blamed 

on the organizational ineflicicnc~ and belief that expatriates consulting firms arc 
supenor. Public organization-, are more interested in reading the consultant report than in 
tmplemcnting their recommendations. rhis is probably due to the fact that the initiative 
for hiring consultants originates from the outside. 

Private organizations; however seem to be benefiting from consultants. Acceptance and 
implementation is generall) high. 

\ltanagement consultancy in Kenya has experienced a rather slow gro\\ th in comparison 
\\ ith some of the professional services such as accounting. architecture and engineering. 
Foreign firms such as price water house coopers, Deloitte and touch, Hawkins and 
Associates account for a large proportion of management consulting services in the 

countr). Like in the case of accounting and auditing services, these multinational firms 
heavily dominate management -consulting services. with indigenous firms accounting for 
a small share (lkiara. 2000). He however notes that. it should not be forgotten, that 
Kenyan professionals largely control the local branches of the multinational firms. 

Management consultancy is well-developed profession in the developed countries. 
(Odette, 1982). A substantial volume of literature is available on their technique as 
budgeting control siphon. data processing systems. job rating. job evaluation and job 

appraisal. sales forecasting and manpower planning. All those techniques at establishing 
rationally and efficiency in the organization. 

Kenyans domestic capacity in the supply of consultancy ser"ices is constrained by the 
existing unfair competition in which foreign consulting firms receive preference m the 
award of government contracts and lack of effective pol icy support (lkiara, et al 19994). 
On the same issues. he adds that negative government attitude, in ability of the small 
firms to attract and retain sufficient qualified stafT due to cash-flow problem. In adequate 
experience in consultancy work. LO\\ managerial skills and a low level of 
professionalism compound situation. 
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This stud) ''ill CO\ er on I) tho c tirrns· that arc regi::.tercd in the l"airobi stock exchange 
and tho c firms traditional!) regarded as management consultants. ·uch finns include 
business and strategy ad" i ers and human resources specialists ( lhe economist sui'\! e). 
1988). The abo' c definition of a management consulting firm excludes finns , .. hich 
prm ide consultanc} services on the side (such as banks and other companies that have in
hou~c consulting teams) that arc available to other parties. 

1.1.2 Ovcn· ie~ of companies registered in the Nairobi Stock Exchange 
The stoc~ C\change is a market that deals in the exchange of securities issued b) publici) 
quoted companies and the government. The major role that the stock exchange has played 
and continues to play in many economies is that it promotes a culture of saving. The vel") 
fact that institutions exist where savers can safely invest their money and in addition earn 
a return is an incentive to people to consume less and save more. (NSE HAND BOOK 
2000). 

Secondly, the stock exchange assists in the transfer of savings to productive sectors. It 
should be appreciated that in as much as an economy can have savings, the lack of an 
establ ished mechanism for channeling those sa" ings in to activities that can create wealth 
would lead to misallocation or waste of those savings. Therefore, even if a culture of 
savings were to be encouraged. the lack of developed financial markets may lead to 
economic stagnation. 

Thirdly, a robust market assists in the rational and emcient allocation of capital, which is 
a scarce resource. The fact that capital is scarce means systems need to be developed to 
ensure capital goes to the most deserving user. An emcient stock market sector will have 
the expertise, the institutions and the means to prioritize access to capital by competing 
users so that the economy manages to realize ma.ximum output at least cost (NSE HAND 
BOOK 2000). 
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Founhl) . stock markets promote higher standard:. of accounting. resource management 
and transparency in the management of businc s. This is becauo;c financial markets 
encourage separation of O\\ncrs of capital. on the one hand. from managers of capital, on 
the other. This cparation is important because \\C recogni1e that people \\ ho ha\'e the 

mone} and Ma) not necessarily have the best busmess ideas. and people '' ith best ideas 
may not have the money. And because the t\\0 need each other, the stock exchange 
become the all-important link. 

Fi fihly the stock exchange improves the access to finance of different types of users by 
providing flexibilit> for customization. This is made possible as the financial sector 
aiiO\\S the different users of capital to raise capital in ways that arc su ited to meeting 
specific needs. I or example. established companies can rai se short term finance through 
commercial paper; small companies can raise long term capital by selling shares: the 

government and even municipal councils can raise funds by floating various types of 
bonds as an alternative to foreign borrowing. 

Lastly. and very important, is that the stock exchange provides investors with an efficient 
mechanism to liquidate their investments in securities. The very fact that investors are 
certain of the possibility of selling out what they hold, as and \'Yhen they want, is a major 
incentive for investment as it guarantees mobility of capital in the purchase of assets. 

There arc other less general benefits which stock exchange affords individuals. 
corporations and even the government. fhese includes: The growth of related financial 

service sectors for example insurance, pension and provident fund schemes that nurture 

the spirit of savings. the check against capital flight that takes place because of local 

innation and currency depreciation. facilitation of equity financing as opposed to debt 
financing. Debt financing has been the undoing of man> enterprises in both developed 
and developing countries especia lly in recession periods. Improvement of access to 
finance for ne'"' and smaller companies. This is no\\ possible improvement of access to 
finance for new and smaller companies. This is now possible on the alternative 
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im~stmcnt market segment (AI \1S 1 fhis canal o be realized through \entures capital 
institutions that arc fast becoming ke) pla)crs in financing small businesses. 

'l he establishment of an effective stock market is therefore. indispensable for any 
cconom) that is keen on using scarce capital resources to achie"e economic growth. 

1.2 tatcmcnt of the problem 

I here have been past studies done on management consultanc) firms but to the best of 
m) knowledge there arc no recent studies that have been done on the factors that 
influence the choice of management consultancy firms in Ken)'a. Enough literature exists 
that argues for marketing of consultant) firms in Ken) a (Odette. 1982; Kase Kende. 
1984.; Opondo. 1988: and lkiara. 2000). little or nothing has been done on clients choice 
criteria to consulting services. Consultancy has become a major area in Kenya. there are 
increased users of management consultant) in the government, private sector, NGO's 
and public sectors. 

This study was motivated by the above observation. it is necessary to investigate the 
client's consultanc) relationship and hence the criterion they usc in choice of consulting 
firms. lh1s .,.., ill fill the gap that exists from previous studies done that mainly focused on 
management consultant firms as a whole. 

1.3 Objectives of the study 

The stud} 's objectives-: 

I) To in"estigate the factors that influence the choice of management consulting 
services b) companies registered in the Nairobi Stock Exchange. 
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I A I m porta nee of the study 

Manugement Con ulting Firms 

It \\ill he b~nclic1al to the management Consultancy firms as they "ill ha' c a clearer 

understanding of clients needs. It \\ill also enable them to formulate strategies \\ith the 

client in mind. The~ ma) also be able to consider ser\ icc oficring compctenccs in mind 

of client.· uccess factors consideration like fitness. consulting. integrit}. client and 

rcadinc s and in~ohement, competence among others. 

Clients 

1 he research findings \\ill enlighten the clients on the most important factors to consider 

when hiring management consultant services. 

cholars and other Researchers 

I he study like\\ ise rna) be of value to economic and other researchers. The finding may 

stimulate and establish ground for further research for academicians. 

Institutions 

I he information gathered on these topics would be able to provide useful teaching 

materials to our management institutions like faculty of commerce and Kenya institute of 

management. 

Regulatory Bodies 

Finally the study may benefit regulatory bodies such as I.C.P.A.K. The findings may be 

useful ''hen setting or re\ ising codes of conduct and association rules. 
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2.0 CHAPTER TWO: LITERAT RE REVIEW 

2.J lntruduction 

I his literature rc\ iC\\ has mo pans. The first part di cusses a pccts of en ice marketing 
in general and professional en.·iccs marketing in particular. It also highlighb each of the 
components of the service marketing mix. This part of the rc' ie\\ suggests the general 
framework under \\hich management consultanc) services are marketed. The second part 
of the literature rc' iew covers management consultancy and is intended to facilitate the 
understanding of the profession. 

2.2 Re\icw of related studies 

A number of studies have been carried out of management consultanq. 'J hrec studies 
ha\lc addressed the subject of management consultanc) 111 Kcn)a. Odene ( 1982). 
Kasckendc { 1984) and Opondo ( 1988). Odette and Kasekcnde studied management 
consultancy and transfer of managerial techniques. (Odette 1982. Kasekende 1984) 
Opondo ( 1988) studied marketing of the consultancy firms. Odette reported stiff 
competition in the management consultancy business. Kasekende ( 1984) noted that 
management consultanc) carried out limited, if any sales promotion. 

In Odeth! lindings. 30% of the non-users .:xpres-.ed Interest in consultanc) services. Both 
studies reported compliant from users and non -users about the high fee charged b) 
consultants firms. Opondo findings v.ere that. full time professionals. owner managers, 
directors involving themsehes directl) in getting clients v.:ith help of associates. Three 
firms which \\ere all members of ICPAK. found the association regulations that forbade 
some aspects of marketing to be a hindrance to effective marketing. !he code forbids 
direct personal sell ing to non-clients. advertising and set guidelines on pricing structure. 
The survey also re"ealed most firms carried out market research informally. 

Odette ( 1982) reported that many potential users of consu ltancy services were not a\\ are 
of an~ consultanc) firms and they had misconcci\ed ideas about them, the> belic,ed that 
consultants \\ere onl~ used b) big firms . He ad,ocatecl that consultanc~ firms should 
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promot~ their sen ices to the co-operative sector whom he found had a low awareness of 

consultancy services. In their studies on management consultancy in Kenya. Odette 

( 1982) and Kasekende ( 1984) implied that consulting firms needed to market their 

sen ices better. The studic ... did not. hm\c\cr. report how the firms ''ere marketing their 

sen tee,, their conclusions \\Cre mainly drawn on inf(mnation obtained from the clients 

of management consulting firms. 

Odette :-;tud} further gi~cs a complete picture as the management consulting firms may 

give a different suggestion that even though competition in the industry was stiff, and all 

firms had to be competitive. local firms \\Crc more disadvantaged b} a bias against them. 

Many firms e:\pressed a reluctance to hire local consultants. Odette ( 1982) said this bias 

\\aS motivated b} lack of professionalism and entrepreneurial skills on the part of local 

consultants, His conclusion were deducted from the information obtained form clients of 

consulting firms. The economist survey ( 1988) was an exploratory study on the state of 

management consultanc} profession in Western Europe and LSA. relative findings were 

that all consultants tndulge in marketing. It established that older prestigious firms did it 

by publishing in business journals, organizing conferences. holding discreet and 

exclusive drink parties for chief executives of client firms and placing their alumni in 

senior management positions from ''hich the) in turn could commission consulting 

assignments. 

Economist surve} ( 1988). Newer categories of firms in the business, especially 

accounting firms were found to be more aggressive in their marketing. They befriended 

journalists to get their names known and sometimes engaged in direct solicitation. Some 

advertised in newspapers and on street hoarding. The stud} also found bidding to be a 

gro"' ing competitive practice. ll is e\ iJent that these start studies '"ore addressing 

marketing aspects and little effort has been sho,\n on the client view. lienee conclusion 

can be made that, most consulting firms rely on their own competence to get business 

disregarding the client's choice criteria of the same. In essence. clients of consultancy 

services vary in different consultations and hence their influence in service provision is 

essential (crucini and Kipping, 200 I). 

10 



2.3 ·en ice marketin~ 

There is no clear definition of service marketing. h has been argued that there is no such 

a thing as ~en.: ice marketing but on I~ marketing in \\ hich the en• icc element is greater 

than the product clement (Stanton. 1981 ).lne problem of definition lies in that marketing 

seems to be O\Cmhelmingl) product oriented and man} service-based companies arc 
confused about the application of product marketing. The core of definition problem is 
that there arc really few if any pure product or service in the market place (Lovelock. 
1966). for instance an automobile has tangible and intangible elements which are both 
marketed vigorous!). yet they arc by definition different qualities. and to attempt to 

comprc-.s them in a single \\Ord or phrase begs the issue. 
\ 

It is difficult to generalize about senice marketing becau:,e service marketing varies 

considembl} along a continuum \\here the mix of product and services changes from one 

end to the other. (Stanton 1981) holds that in theory product marketing and service 

marketing arc essential!)' the same, he however notes that significant differences exists in 

the strategies and practices used in convectional product marketing and service 
marketing. Lovelock contends that marketing management task in the service sector; 
differ from those in the manufacturing sector in several important respects. Among the 

characteristics distinguishing service marketing from good marketing, Lovelock give the 

foiiO\\ing: nature of the product. the greater involvement of ~ustomers in the production 

process. Greater difficulties in maimaining qualit) control standards. the absence of 

inventories and finally the relati~c importance of time factor and the structure of the 

distribution channels 

crvice industries in general and professional firms in particular do not use marketing as 

much as manufacturing firms. Kotler ( 1984) gives the foliO\\ ing reasons; previously 

professionals were faced with full demand and had no need for marketing Most 

profession associations have strict rules against marketing activities such as Advertising, 

direct sol icitation, and referral commission are forbidden by association codes. 
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There are still man) professionals that consider it unethical and unprofessional to usc 
marketing. Usuall) small sef\icc firms (including professionals) do not use management 
Techniques such as marketing because the} consider them expensive and Irrelevant. 

2.4 en ice characteristic 

\ anou author~ lKotlcr 1985 and ~tanton 1981) ha\e outlined four general 
characteristics. "· h ich they hold create special nature of ser\ ices. I hey arc the following: 

Intangibility 

ervices arc essentially intangible. That is they cannot be seen, heard or smelled before 
they arc bought. When a service is bought there is generally nothing tangible to show for 
it even though it has been spent. Sen ices are therefore consumed and not possessed. 

Inseparability 

Services are generally produced and consumed in the same time frame relative to goods 
that arc produced, then sold, and then consumed. Simultaneous production and 
consumption means that the service provider is often physically present when 
consumption takes place. 

Heterogeneity 

crvices arc highly variable as they depend on \\ho provides them. \\hen and where they 
are provided. It is as a result impossible for service industry to standardize output. This 
high degree of variability is the out come of extensive involvement of people in the 
production of service relative to the mechanical production of goods. 

Perishability 

ervrccs cannot be stored. The hours spent idle b) a service provider represents business 
lost forc\er Perishability of a sen•ice hO\\ever becomes a problem only when demand 
nuctuates. There are some exceptions to this generalization regarding the perishability 
and storage of the services. 
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2.5 l)istincthe problem in marketing professionals services 
Kotler and bloom (1984) ha~e identified seven distinctive problems in the marketing of 
professional services. These problems apply to management consultancy by vinue of it 
being a professional service.First in marketing of professional services. and have to 
consider third pan) accountability. For instance, a management consultants has to take 
into account the interest of such third pany panics as investors. government bodies, and 
the go\eming profession association (If the firm is owned by an accounting firm) when 
serving clients .A consultancy firm cannot. therefore satisfy the clients need in isolation. 
There are possibilities of professional negligence suit in the case of rights of third pany 
clients being violated. 

'-.~:condly in buying consu ltancy services. clients face a lot of uncertainty. They cannot 
evaluate the expected performance nor can they evaluate easily the actual performance, 
indeed clients sometimes are uncertain of what problem is and what they want done. 
Many clients engage consultants on a one-time basis and repeat usage of services is not 
high. (The economist survey, 1988). Many of the clients are. therefore inexperienced in 
the selection and evaluation of those services. Client's education therefore becomes an 
important component of marketing. 

Prior experience in this industry is a factor users often take into account when employing 
consultants. This is a problem in two ways. first few firms have experience in all 
industries and thi s becomes formidable obstacle. Secondly for new firms getting any 
clients becomes very ditlicult. A firm cannot promote its newness, in consulting business 
the way a beer manufacturer would promote its new brand. Newness in the case of 
consu ltancy service is in fact a disad\antagc. whereas a new brand beer generates 
excitement and a desire to try it out in customers. a ne" consultancy firm implies 
Inexperience. Prospccti\C clients would in this case want to know what the firm has done 
before employing that particular firm . 

1 here arc very few Consultancy bus inesses that have marketing sections or departments. 
Usually the managing directors. all or some of the professionals have the responsibility of 
getting clients. This arrangement introduces the problem of turning doers to sellers. Many 
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management consultants do not like to consider themsehes as salc~men. Convincing 
them to carry out ale man-like acth hies can be difficult for user.; of consultancy 
sen 1ccs hO\\ t:\ cr. like to meet "ith the persons going to do job prior to the 
commencement of the assignment. In consulting business it is important that all 
professionals to be able to do client liaison duties. Added to the problem of 
um' illingncs .. some othenvisc capable consultants might not be suited to such dutie~. 

Some firm!> try to ohc this problem b) ha\ing more capable and suitable consultants do 
the selling and different people do the work. Krentzman and Samaras( 1980: 135) found 
that this approach promoted suspicion in prospective clients. They rna} fear that salesman 
\-.:hom one meets and the consultant \\ho does the job , .. ill turn out to be all together 
different people. In their \\Ords: "The former rna) be a most impressive man who seems 
to site up )OUr problems quickly and show all the signs of being able to tackle the job 
with vigour and skill. But then on the appointed day, a far less impressive specimen may 
appear to take on the assignment. .. 

The growth of professional firms often stagnates because of the unwillingness of the firm 
to allocate time for marketing. Consulting work is characterized by pressing deadlines to 
be met in almost all assignmentS. This leaves very little time for marketing activities 
during assignments. llowever. this situation can lead to idle capacity when large 
assignments arc completed and more arc in the pipeline. Further. the unwillingness to 
allocate time for marketing is because time spent on marketing is not chargeable to 
clients. 1\n obsession with chargeable duties can however. lead to slow increase of 
billmgs. 

Management consultants do not advertise openly due to ICPAK regulations and 
professional's traditions. The problem of advertising professional services is that the 
eiTect IS unknm,n. This is because consumers are not used to seeking these services being 
advertised. Advertising could infant have a negative impact on profess ionals who 
traditionally ha"e not advertised. This could be due to the effect explained in the Swahili 
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stt)ing .. kizuri chajiu1a.kiba)a chajitembeza ·· \\hich means undesirable products/services 

atherti"c them ehc-. \\hile desirable ones are just bought. 

Lastl), Murkcting is still ne\\ to professional's SCf\ iccs. lhcrc is. therefore a limited 

knO\\Icdgc b~ c about marketing professional services. These problems make it difficult 

for management con ultants to use marketing methods that have \\Orkcd "ilh other 
services and goods. 

2.6 Model' in marketing professional services 

2.6.1 Marketing mix decisions 

Consulting firms can use the service mix. specifically promotion (communication) and 
pncing dccis1ons to carr) out its marketing activities. The way in \\hich these 

components arc cmplo) cd results in a panicular marketing mix. I he composition of that 

mi\ is a ke) factor in the success or failure of marketing efforts (Kotler and Bloom, 

1984). 

2.62 ervicc mix decision 

The most basic marketing decisions a fi rm makes concerns which services or product to 

offer to its target markets. In Consultancy, most firms offer a number of services. These 
make up the service mix. Kotler and Bloom ( 198-t: 130) offered the following definition 
and explanation of the concept of service mix and service line. 

A service mix consists of the set of all service lines and individual services that a 

particular organization makes available to clients .A service line can be viewed as a 

group of services \\ithin a service mix that are closely related. either because they serve 

similar needs, arc made available to the same clients, or are marketed through same type 

of channels. 

A firm 's service mix has certain length and v.idth as illustrated in the figure 2.1. The 

example provided in the figure shO\\S a firm that prO\ ides consultancy in three lines of 

service: Human resources, financial and computer. The finance line consists of designing 

accounting systems and financial planning. A management consultancy firm should 
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decide on it nrca(s) of .:.pccialization. A narrO\\ mix of !)Cf\ ices in" oh C!> :\pccialitation in 

n particular line lor example tinancial consultancy sen. ices only. Conner and Da\idson 

( 1985) ad\ocate~ spccialitlltion and suggests that market entrants should position their 

en: ices to appeal to a spcci fie market segment rather tr) ing to be all things to all people. 

A firm that specializes gains the ad\antage of knowing a fcv. clients \Cr) \\ell 

accumulating expertise on that particular area. 

1\ \\ide en icc mh. on the other hand. gi' cs a lirm a better chance in that it otTers a total 

package to the clients. IIO\\C\er Gum meson ( 1984 ). argues that a total package approach 

is not suitable to consultancy services. This is because clients t}'pically assign specific 

jobs at a particular time. It is common to find a client who requires all the firms sen ices 

or \\ho offers several repeat assignments. It is important for a firm to define its market 

and to shO\\ how its services meet the needs of a particular market. A firm should keep 

analy zrng the market to note the changing needs of clients. This analysis should be the 

basis of service mix extension or contraction. For example, if a firm faces a lot of 
competition and declining fees in the line of human resources consultancy, the firm may 

opt to drop that line and introduce another or retain the remaining ones. Odette ( 1982) 
noted that consultancy husiness v.as still in its infancy in Kenya. Average age of a firm 

was live )Cars. Young consultancy firms in such a situation should consider 

speciali.tation to gain experience and expertise before extending their service lines. 
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en ice mix length 

I lUMAN Rf ~OURCES I riNA~CIAI. COMPUIER I 
-· I me Personal re' ic\\ Designing De' e lopment and 

Width accounting implementation of user 
s~stcms. oriented computer 

application. 
Exccuti\C selection. Financial planning. 
Organization studies and Office Automation 
re\1ves. 

Compensation and Computer performance 
employee benefits. audit 
StafT training 

-

Source: Adapted from Kotler and Bloom ( 1984, p 131) 
Figure 2.1 The length and width of a management consultanc)' fi rm 's ser,ice mix. 

2.6.3 ervice quality 

Gummeson ( 1984) argues that for a professional service to nourish, its staff must look 
upon themselves as professionals and strive to improve their professional performance. 
Firms should strive to maintain high professional performance. Firms should strive to 
maintain high professional standards in assignments. Assignments, which demand a level 
of expertise and field of experience, which a particular firm lacks, should be politely 
turned down and referred elsewhere. The reputation of a firm is more important for its 
success in future than qu1ck k1lllng. 

2.6.4 Service development 

Gum meson ( 1984: I 30) suggests that professional firms should engage in service 
development to keep up to date with market changes. For example. a firm involved in 
computer consultanc) has to keep abreast with the fast changes in that industry. Service 
development can take the following forms Introducing challenging 

17 



A signmcnt enables a finn 's profes ional to disco,cr their trcngth and ''cnknesse 
Encouraging taffs to engage in continuing education like panicipating in academic 
eminars and reading journals. Marketing services where a professional rna~ detect the 

changing client needs and thus adjust his service accordingly. 

2.6.5 Personal selling 

l.aLer and Culley ( 1985: 749) have identified personal selling as'' the oral presentation in 
a conversation '' ith one or more prospecti\e clients for the purpose of getting clients." 
Personal elling i. ''hat is common!~ known as salesmanship. a tenn that may sound 
unprofessional and distasteful to some professionals (Kotler and Bloom. I 984). However. 
in many cases consultants actually use personal selling techniques. Gummenson (I 98 I) 
has argued that. personal selling becomes especially imponant in situations where clients 
demand to meet the actual individual who will carry out the assignment He concedes that 
most professionals arc not born salesmen, but argues that they can learn salesmanship if 
they want or if they drop their negative attitude towards it. 
Gi thogo ( 1985) considers the ability to communicate convincingly, both orally and in 
writing. to be very important for perfonning consultancy services effectively. It is also 
considered to be one of the traits of a good salesman (Lazer and cully, 1985). Wcittreich 
( 1966) also considers it imponant for a firm to be represented by the professional who is 
actually going to do the professional work. I Je further recommends a very subtle 
approach to selling. In this approach the consultant should understand the problem at 
hand thoroughly in order to generate both confidence and further discussion by the client. 
There should be no attempt to close the deal immediately: a consultant should take a 
tentative ·'pass·· at the problem. with further discussion and/or a memorandum. When the 
client's confidence is sufficiently built. through discussions. it should result in an 
ass1gnmcnt of the job to the consultant. Weittrich also advocates that professionals. \\hO 
should also know how to sell. 

Consultants on personal selling assignments should make sure they negotiate with the 
right people Odette ( 1982) found that in about 70 per cent of the cases. the source of 
initiative for hiring consultants was th~ board of directors and managing directors. 
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Ho\\e\er, other individuab such as u ers of the services could influence the hiring 
decisions. For example, in human resources consultancy, preference of the of the 
cmpiO)CCs of the client organizations should be gi\cn more weight in determining \\hich 
con-.uhanc) linn hould pro\ ide empiO)CC con!iuhing sen ic~. I he question of who docs 
the selling depends on the wa) a firms marketing function is organized (Opondo. 1988). 

2.6.6 Relationship management 

Relauon hip management refers to a finn ·s eiTon to have good relationships "ith clients. 

It is pan of personal contact or selling, but a continuing process. It is to the advantage of 
a firm if its asc;ociation " ith clients remains stable for as long as possible. It is easier to 
keep the clients than to acquire new ones (Kotler and bloom. 1984).Connor and Davidson 

( 1985: 20) have suggested the following activities for Consultancy firm that wants a 

positive relationship management: Maintains communications with client organizations 
during and bet\\CCn assignments. Inviting ke) personnel from client organizations to its 

acuvitics such as seminars and social e\cnts. Making personali7ed calls on clients to 
discuss client's need and possible solutions to problems. Responding cffectivcl) to 

acquire the client organization. Personal relationships can become a key consideration for 
client's organi/ations \\hen contracting assignments. An} consultant assigned to a job 

should do his best to enhance social contact bet\\een him/her and the key members of the 

client organization. 

2.6.7 Publicity 

Publicity is the promotion a firm receives in the media but which is not paid for. Kotler 
and Bloom ( 1984:239) have distinguished it from advertising in that. ''Advertisement are 

sent to the med1a and paid for while publicit) is sent to the media and prayed for". 

Publlcll) can be a 'ery effective tool for counteracting the inabilit) of a management

consulting firm to use advenising. A firm can take the opportunity to appear in the news 

as many times as possible. For example. senior staff appointments and completion of a 

training course for cltent organiLation personnel is news-wonh publishing by newspaper 

and or magazines. A firm can also organize seminars. which can be publicized b} the 

media. The firm 's professional staff could take the opportunity to present the papers at 
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such cminars. Thi . if done \\ell. can enhance not onl) their profc ional image but also 
the po sibility of referrals. 

Another etTecti\c means or getting publicity is to publish articles in journals. new paper. 

and trade magazmes. Oa .. ldson (I 982:57) has cited the folio'' ing benefits of publi hing: 

It helps build the reputation (of individualc;/firms and nids the marketing effort. I he task 

of innuencing a client who has read about the firm is easier. The secret of building an 

effective service organi7ation is to have your reputation precede )OU. You can create a 

favorable impression when supplying associates with reprint of the published articles. 

I he articles can be used to infom1 the general and specific readership of }OUr firm's 

activit1es. 

2.6.8 Advertising 

As noted earlier. the use of mass mcd1a advertising b) management consultants is limited 

by: Industry or professional tradition Association codes (for firms owned by accounting 

firms). llowever, the accounting firms try to avoid this problem by advertising 'covertly'. 

Usuall> this is done through their executive selection division. When a firm is contracted 

by a client to recruit personnel, the advertisements for these jobs are designed to give 

expo ·ure to the consulting firms as well. When the firms arc recruiting their own staff the 

ad,ertl';cmcnts are e\en more C\plicit. In such cases the advertisements inform potential 

applicants what the) '"ill be e.\pccted to do. Indirectly the potential clients of the firms 

are also informed what kind of services the consulting firms offers. The I.C.P.A.K. has 

been considering taking action to seal this loophole (The accountant. 1985: 14- I 5). 

George and Berry ( 1981) holds that the perceived risk by bu)ers should be an important 

consideration in the advertising of services. The) argue that consumers arc ver} receptive 

to word of mouth communication in such situations. Management consultants should, 

there fore, capitalizes on the use of communication tools that leverage the word of mouth. 

Satisfied clients should be persuaded to let others know of their experience. 
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Connor and Davidson ( 1985) ha\c categorized t\\O clas_.;es of referral sources: Clients 

\\hO refer a firm to others and non-dient-s. such as bankers, and a! sociation exccuthes 

who refer a firm to their associates. Referrals are an effective means of communication 

bc!cause they arc often gi\cn on a pc!rsonal basis and are likel) to be follo\\Cd up b) the 

person being referred A. firm should. therefore stri\e to culthatc man) referral sources. 

2.6.9 Fee decis ion 

Both Odette ( 1982) and Kase Kende ( 1984) reported complaints b) users and potential 

users that consuhancy seJViccs are too expensive. Krent7man and amaras ( 1980) ha"e 

also identified fear of high charges as a major limiting factor in the use of consultanc) 

services by small businesses Kotler and Bloom ( 1984) have discussed the nccessit) of a 

fee priority. This involves setting fee objectives, which may include: profit maximization. 

market penetration, satis ficing. The market penetration objectives should be used by the 

firms not satisfied with current level of billing (Opondo, 1988). 

Krentzman and · amaras ( 1980), have also discussed three approaches to setting fees. The 

first is the cost oriented approach, which involves calculating the cost it took to provide 

the services and adding on margin fo r profit. The second approach is the demand oriented 

method where the fees are based on what the clients can afford and arc willing to pay. 

This method is useful in differential pricing, since it enables a firm to take o n low fees 

assignments during low business period. The third is a competitive oriented approach in 

which the firm takes in to consideration the competitor prices when setting its own fees. 

The bidding method is an example of competitive pricing. 

There are tv.o issues which consulting firms need to consider when setting prices. First, 

prospectiH: chents are ver) concerned about price. Secondl). the relative absences of 

material data with which to appraise services make price a potentially important index of 

quality. Since in services there is a reason to expect differences in service quality in the 

service provider, consultants can easil) contradict the signals they \\ish to communicate 

about qualit) by setting prices low. 
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2.7 Approaches to marketing 

incc marketing IS nC\\ to service firms and more so 10 management consuhanc) and 
other professionals. man} consultants often claim that the) do not market their scr. ice . 
This is a parado:... gi\en that they ser. e some clients. l11c cconomi t unc) ( 1988) 
reponed that all management consultan~ market their ser. ices but using different 
approaches. 1 he most common approaches to marketing arc; the traditional (technical) 
approach. the 'hard sell' approach and the client-centered approach to marketing. 
Different fi rms practice these approaches depending on their marketing philosoph) 
(Connor and Davidson. 1985). 

The traditional approach assumes that grO\\lh solei} depends on providing services that 
\\ill 'speak' for themselves in the market. A management-consulting firm using this 
approach \\aits for clients to contact them. The firm typically thinks of its services as 
consistmg of a particular mix of expertise. knO\\Iedge. background and experience. rhc 
consultants consider themselves producers or creators rather than marketers of a service. 
Congram and Dumesic ( 1985:8) call this approach. ''the technical orientation to 
marketing". According to this approach the firm typically involves itself in services it has 
defined as needed by clients. The firm 's primary consideration in developing a service is 
based on professional interest rather than market needs. The focus of the technicality
oriented firm is itself and not the needs of the market, since these are based on its own 
perception. 'This approach to marketing b unlikely to produce the desired results in a 
competitive environment where other competitors strive to be clo~cr to client needs. 

The 'hard se ll' approach has been described in various ways b) different authors. Kotler 
and Connor ( 1977. 72) called it ''lunch. dinner and golf marketing". 'lhe~ descrihcd lb 

t}pical activities as Glad handling. winning and dinning. sharp pricing and discounting. 
slick brochures. partner bonuses for ne\\ clients. some discreet bad mouthing of 
competitors. and even direct solicitations and possible referral commission. The above 
activities can mainly be applied to potential business organization clients. Since 
government and international agencies rely mainly on suitability of the proposal and the 
proposed feed to select consultants. the above activities may be of limited assistance in 
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-.ccuring as~ignmcnts. The acti\ ities rna), hO\\C\er. be useful for intelligence gathering 
purposes to enable a firm to present a more suitable proposal and quote the right fee 
(Opondo, 1988). 

Weinrich ( 1966) terms the 'hard sell' approach as an extrinsic approach. The finn's 

primar) emphasis is on e:\tolling its O\\n primar) abilities \ia such devices as: Describing 
a generali1ed approach to most problems (persuasion by method). describing the abilities. 
experiences and qualifications of personnel in the finn (Persuasion by personnel). 
Describing specific problems solved for other clients (persuasion b) success story). 

The emphasis of this approach is getting known b} clients instead of focusing on clients 
needs. The firm assumes that the success is main I) as a result of being well known in the 
market. The emphasis is. therefore. on the firm. its services and its reputation (Opondo, 
1988). Gummesson ( 1981) considers instant marketing to be 'hard sell' approach. This 
happens when a client feels a finn never leaves then alone. For instance a succession of 
consultants from the same firm may invade a prospective client and consultancy find new 
areas of investigation. Krent1man and Samaras ( 1980) found that small businesses in 
particular dislike high-pressure tactics by consultants. 

The 'hard sell' approach is the equivalent of the selling orientation in physical good 
marketing. This approach does not produce long term results as in the long run clients 

expect ·substance 'and not mere talk. 

Drucker ( 1974) has differentiated selling from marketing. He considers the two to be 
antithetical rather than synonymous or even complimentary. He accepts that there will 
always be need for ~elling but states that: the aim of marketing is to know and understand 
the customer so v.ell that the product or services fits him and sells itself. The aim of 
marketing is to make selling superfluou~ and ideally marketing should result in a 

customer who is ready to buy. Although the ·hard sell' approach can be potentially 
damaging to a firms reputation. selling is still an important component of marketing. 
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I he third approach to marketing b the client-centered approach. This i equi\ alent of 

marketing orientation in ph)!>ical good marketing. Conner and Davidson (1985:3) haH! 

defined client~ centered marketing as: Organized and coordinated activities designed to 

de\elop and enhance relationships and manage the tim1's image \\ ith clients and other 

receptl\e and influential people. These clients and other people can be interested in using. 

retaining. and referring the firm and ib sen ices if their needs and expectations arc 
sensed, served and satisfied 

Congram and Dumesic ( 1985) have developed a two-step measure for a first Client 

centeredness. First, the firm analyses the frequency with v.hich it gets clients vie\\ on: 

~en ices they uc;e currently. their sausfact1on \Vith these sen icc Assistance or sen ices 

they need and the image of the firm \.S. competitor! he second step involves the degree of 

incorporation of the findings of the above analysis. This includes: Developing new 

services needed by clients, Improving and redefining services currently offered, 

developing professionals who understand the marketing and Rc\ •sing or reinforcing the 

message the firm communicates to the market place. 

The above measures of client-centered marketing compares closely with Druckers 

( 1974:64) interpretation of marketing. His view is that marketing starts with the 

customers, his needs and values. lie states that: Marketing does not ask," What do we 

want to sell?" It asks. "What does the customer want to buy?'' It does not say, "This is 

\Vhat our product or service does." It sa)~ ... These arc the satisf~tction the customers look 

for, to suit their values and needs. The client-centered firm is. therefore. market driven 

and analysis of the client view is crucial. 

Kotler and Conner ( 1977) consider the client-centered approach to be a professional 

approach. This is because the approach sta) s \\ ithin the boundary of professional ethics. 

association codes and tradition. They advise that the qual it) of v.ork should not sutTer as 

marketing activities increase. This happens if consultants spend a lot of their time 

marketing and compromise efforts on their professional duties. To achieve a balance 

between marketing professional duties. To achieve a balance marketing and professional 
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acti\ ities. Conner and David on ( 1985) ad\ icc profe ional to nppl) the notion of 

Je,eraging. 'I his is the proce!>s of identif~ing and appl)ing the mnllest number of 

acti~ities that can produce the greatest re~lJits. 'That is. a finn hould ensure that e\CI)' 

minute spent on marketing produces desired results. 

2.8 Definitio n o f ma nagement con ulta n~ 

Man) lirm') consider themsei\-CS to be management consultants and actuUIJ) call 

themselves so, but in some cases they are not. For example. man) of the so called 

management consultants in Ken) a are actually training firms. For the purpose of this 

stud> a management consulting firm as defined as follo\\S. 1\ linn whose principal 

activity is the independence practice of management consultanc). \\ hich arrives at its 

recommendation b)' factual investigation (Institute of Management consultants ti.K 

1984:20)?The institute also defines management consulting scr\ iccs as the scr..ice 

provided by an identifying and investigating problems concerned with policy. 

Organization procedures and methods recommending these recommendations. 

2.9 Organi7ing the marketing effo rt in a management 

consulting firm . 

Kotler and Bloom ( 1984) have identified three ways in \\hich marketing can be 

organiLcd in a professional firm. These \\ays appl} to management consulting firms 

because they are professional service firms. First. all the professional staff in a firm can 

be assigned responsibility for the development of the practice. In second method. only 

those who arc talented in marketing are assigned marketing duties. The third alternative is 

to create a marketing department within the firm staffed '' ith marketing specialists. 

Davidson ( 1978) calls the first two methods of organization a ··service trinity". This is 

because the professionals in the firm run sen ice operation. seek to market the services 

and arc equated \\ llh the scr\ icc. He ad\ 1ses against the trinity concept of organi1ation on 

the grounds that few people have the skills to management consulting firms because they 

are professional service firms. f-irst. all the professional staff in a finn can be assigned 

responsibility for the development of the practice. In second method. only those who are 
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talented in marketing arc assigned marketing duties. 'I he third ahemati\e is to create a 
marketing department \\ithin the tirm tnffed \\ith marketing peciali ts. 

Davidson ( 1978) calls the first t\\0 methods of organi:~..ntion a .. crvice trinity··. This is 
because the professionals in the lirm run service operation. set!k to market the sen ices 
and arc equated '' ith the service. He advi cs against the trinit~ concept of organization on 
the grounds that fe,, people have the skills to pia) all these roles success full) . lie 
advocates the use of marketing specialists \\ho can help the service professionals to 
understand the customer's viewpoint better and develop effective outreach stratcg). 
Gummeson ( 1984: 128) on the other hand. ad\ocates that marketing task should be 
performed by all who have client contact that is. all the professionals in the firm. fie 
suggests that in a competiti"c environment ever)bOd) should take responsibility for 
anracung cltcnts. All \\ho have client contact. that is all the professionals in the firm. 

He suggests that in a competitive environment everybody should take responsibility for 
attracting clients. He gives the following reasons to support his vie,v: The prospective 
clients, ever) professional, in the operation of the assignment is in contact with the 
clients. and can see new needs for assistance and social contact between the individual 
professional and the chcnt is important. Mutual understanding and trust. which arc crucial 
for the firm, are fostered by the interaction between the work and the social relationship. 
Every professional has contacts that give him information on what is going on in the 
market. From his friends or from members of associations he may learn of potential 
clients. A corresponding number of contacts cannot be achic\ed by a marketing 
specialist. 

2.10 Ma nagement consultant 

Management consultanc)' qualifies to be a sen ice becau\C it is a profession. ·1 here is no 
common!)' accepted definition of a professional service. Gummcson (1981: 126) has 
hO\\ever provided criteria for identifying a professional service: A professional service is 
qualified, it is advisory and problem- solving C\en though it rna) encompass some 
routine \\Ork for clients, the professionals invol\led, such as management consultants, 
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have a common identity and arc rl!gulatcd by tradition or code of ethic , the SCI"\ icc on 

offer if accepted in'-Oivcs the professionals taking on as!>ignrncnts for client and those 

assignments are themselves the limit ofthe professional involvement. 

The Role and practice of management consultancy 

The institute of management consultants U.K. (1984) recognizes the following broad 

fields as areas in which management consultants are employed: Business administration 

and compan) organitat1on. capital projects. economical planning and finance. operational 

research. industrial engineering and production. markeung. distribution and transport. 

personnel and management training and finally systems and data processing. 

Why are con ultants used ? 

The institute of management consultants. L.K .. has also specified four 

Situations. from which consulting assignment arise. They arc: The need for independent 

and impartial advice on an issue or policy. A consultant being unaffected by 

organizational politics and personality clashes which affect organi1ations from time to 

time is more likely to be impartial. The recommendations he gives are done on the basis 

that it offers the best solutions to the problem posed. The need for extra executive 

manpO\\Cr in the analysis and solutions of identified problems. Managers may face 

problems that require knowledge. experience and training. which may lack. 

Environmental changes may also out space the ability of the managers to keep up to date. 

It is rarely possible for an organization to have staff to meet all kinds of ad-hoc 

contingencies. Management consultants provide special sk1lls. kmw,; ledge and assistance 

on a temporary basis. 

Extra manpower may also be needed in situations where operational managers cannot 

take time ofT their normal duties to carry out necessary studies. further. the problem at 

hand may require a multidisciplinary team of specialist to solve it. Assistance by 

consultants in the implementation of special projects such as the installation of computer 

facilities 1s common examples of this situation. The need for innovation and foresight: it 

is when an organization is doing well, that its leaders can forecast and lay plans for the 
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future '\ew objectives or strategies rna) require ne\\ produc~:. or cr\ icc , additional 

capital equipment or personnel and finance. The plan rna) require import from fields or 

markets unknown to the company's planners The consultants rna) ha\c that additional 

contribution to make 1-..rcntzman and amaras ( 1980) obscr\ c that it is mainl) 

successful firms that use consultanc) services. The Economist Ur\C) ( 1988) contends 

that in practice business organizations often call in consultants for lc!is noble reasons such 

as: Lack of knowledge on what to do next. fashion and prestige, to get a seal of approval 

for a predetermined course of action, and reasons of internal organin1tional politics. such 

as. to strengthen ones factions case fo r a strategy or getting reason to get rid of certain 

managers. 

How do consultants work? 

Fernandes ( 1986) has outlined the process of consulting: It begins with inquiry from a 

potential client or an approach b) a consultant. This mitial contact may result in a 

proposal prepared by the consulting firm. This is a \Hillen statement of the problem, and 

includes methods to be used in investigating the problem, the duration and the cost ofthe 

study. If the client accepts the proposal, the l\vo parties enter into a contract. One 

consultant or a team is then assigned the job depending on its site and nature. At the end 

of the assignment the consultant write a report for the clients. 

2.11 Users of management consultancy services 

The term management is usually associated with business organitations. l·or this reason it 

would be easy for a person to think that management consultants work only for business 

organizations. However, services of consultants are used by non business organizations 

as well. Odette ( 1982) established that the major users of consultanc} services in Kenya 

are the pub I ic sector, \\ hich includes the central and local governments, public 

corporations and countrywide cooperathes. International funding agencies, which 

includes European Fconomic Community agenc1es. United ~ations agencies and 

American aid agencies. Private organizations. \'•h1ch include mainl) large local and 

multinational companies. 
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Kaskende ( 1984) obsen:ed that in f..;.cn)a, the funding ngcncie constituted the most 

lucrative market for consulting firms. I hb is because they u uall) a ign larger job tor 

longer durations. 

The reasons that funding agcncic'> emplo) consultants nrc the ~nme as the reasons 

businCS!i organizations do it. that is for special kno\\ ledge, relevant experience, and 

pertinent advice. 

Caiden ( 1976:5) proposed a measure of the value of consultancy to be: ''the extent to 

which because of the consultants presence something'' as done that otherwise v.ould not 

ha\e been done". lie pointed out that in development management consulting work. a 

successful management Consultancy practice ts a combination of technical knowledge. 

motivation. belief in mission, cultural empathy and an under.-;tanding of local politics. 

2.12 nderstanding management con ultaoq coo umer:"~ clients 

Understanding the nature of consumer bu) ing behavior has been a key component of 

research in making for some consideration time (Eneew. et al 1998). 'J herefore. if 

organi7.ations are to be able to anticipate likely customer reactions to their marketing 

strategies and influence them \\here appropriate, it is crucial to understand their needs 

and motivations of their costumers and prospects (kotler, 2003). In this context then, 

management consultancy firms need the understanding of their client's needs as \\ell as 

their motivations to c;elcctton criteria of consultanc} firms. J he undcrst.mding of 

consumer buying behaviour in the context of serving is still poorl) developed. Murray 

( 1991) and En new et, all ( 19908) noted that in spite of the recent attention that had been 

paid to the field of services marketing relatively less effort had been devoted to 

developing and understanding of consumer bu) ing behavior for ~ef\ ices particular search 

behavior in the purchase dectsion process. 

In management consuhancy, Bttner and Zeithaml, (2002) suggc t that the service 

deliver) gap in quality ranges from client expOectiations ofscf"\iicc offer to compan}'s 

perceptions of clients expectations. Further, even if a firm docs have a clear 

understanding of its clients expectation. there still may be problems if that understanding 
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is not translated into client-dri\en sen: ice designs and standards or matching actual 

deli'\Cr) to the same. Also matching cffecti\CI) firm' promises to actual delivery may 

Var) and hence better understanding of clients' expectations may guide in closing the 

service gaps encouraged (Gro\e et al. ~002). 

In other \\Ords management consultanc) sci"\ ice providers need to be able to close the 

client gap bet\veen e\.pectations and perceptions. To achic\c this ohjccti\e, service guide 

in closing the service providers need to understand how consumer's recognizing such 

diiTercnces is critical for the client on "hich effective service marketing is based 

(\1cLachlin, 1999). 

\s indicated b) Robinson ad Me Larty ( 1998). it is important to understand that before 

even looking at the opportunities and potential clients. there is a need to know exactly 

\\here the consultant's strength and expertise lie. This is because \\ithout this knowledge. 

it will be impossible to target market successfully. 

Turning to the issue of cl icnt approach. need for increased professionalism in the sales 

process IS essential in finding and developing clients. Perhaps mbtakcnly, Robinson and 

\1c Lart) (I 998) noted that many consultants have relied on their technical expertise but 

man increasingly competitive market this is insufficient. Furt:1cr. Mclnchlin ( 1999) 

argues that clients engage consultants for many reasons. not aha,a)s successfully. On the 

same note, to help explain consulting engagement success such factors as: 

Integrity .... In particular in putting clients interests first. client involvement and 

readiness requirements and expectations, client control of the engagement ... partly via 

clear and limited assignments. consultants competence and a good expectations, 

consultant capabilities and consultant type of important (Me l.achl in. 1999:3) 

-\consulting engagement rna) be considered successful if the client is satisfied that the 

consultant has met expectations and the consultant is satisfied that his/her reputation has 

been enhanced: "ith expectations of future revenue streams (Me Lachlin. 1998). 
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2.13 The u e o f consultants 

It is worthwhile to consider why this industr} is seen as incredible. Drucker ( 1979) 

suggests management consultancy as on C\tra ordinary and indeed unique phenomenon. 

lie ... uggcsts t\\0 reasons for th1s as first. management skills. techniques and kno\\ledge 

are best learned through exposure to and experience "ith man) different industrie . 

econd. Drucker observes that C\Ccuti~c·s ~earn for objectives in ights into their 

management problems. Empirical research confirms that client's tum to outside 

consultants primaril) for nev. ideas. proficienc} and impartially/objecti\el) (Ganicker 

and llamood, I 985) in steed and Appelbaum, 2005). 

Bower (I 982) suggests six reasons why hiring external management consultants make 

sense in many situations. First, they argue that they provide competence not available 

elsewhere, have varied experience outside the client and have time to study the problem. 

Further. external consultants arc professionals: independent and have the ability to create 

acuon based on their recommendation'S. rh1s can be said to prm ide an interesting 

glimpse into the industry from the consultants' point of\ icw. On the contrary, it can be 

argued that many skills provided by consultants should presumably be available in large 

organizations as they encounter the problems O\Cr time (groove et at. 2002). Hov.evcr. 

bo\\Cr ( 1982) points about time. professionalism and independence could certain!) vary 

from one situation to another and is an opportunity for consuhnnts to bring perspecti\c 

from other industries. 

While there is a controversy on whether to use internal or external consultants, they arc 

not necessarily expensive than internal consultant. Kelly (I 979) suggests that external 

consultant as actual!} expensive as internal consultants. To add on. they are not 

ncces~ril) a\ailable at the right time and the) can lack the understanding of the client's 

environment. On the other hand, Kelly supports the notion of internal consultancy. going 

so far as suggesting that internal resources ''"ill carry out consulting work in the future 

and that external consultants will be on I) used for special problems and when there is a 

need to augment internal resources. Despite Kell's argument, Canback ( 1999) opinion is 

that external consultants can be cost eOective. available and adept at understanding their 
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client problem and circumstances. Ghen the contc\t of'' h~ management consultants arc 
used. then aspects of the role they pia) in organit.ntion and clients' election criteria i 
essential. 

2.14 The role of both consultant and client 

chem (1990) has identified three broadl} accepted modes of consultation: purchase of 
expertise. doctor-patient and process consultation. Purchase- of- expertise sugge. ts that 
clients are looking for consultants to provide independence per pccti-.:c to bear on 
specific challenges at hand. The doctor patient model has the consultant focusing on 
using diagnostic approach to e\aminc the client organi;ation· problems as strategic and 
emphas11cs the importance of building a strong relationships and de, eloping trust 
between the client and the consultant. Lastly. the process con ultation model considers 
lhe consultant as a facilitator with the client actuall} providing much of the rcle\ant 
expertise. That IS, the client chooses on what to do about the problem. \\ hile the 
consultant provides more of the frame\\Ork and methodology for defining the problem 
and the best possible alternatives. 

To further the issue, turner ( 1982) proposed a continuum of clicnt-<:onsultants' 
relationships with hierarch} of tasks. These ranged from providing information to client, 
solving the client's problem, making diagnosis or redefinition of problem. 
recommending. assisting in implcmcntauon of actions and building consumers and 
commitments around a corrective action. rurner argued that until 1970's, consultants 
tended to work more as suppliers to the client. As management consultant focus on 
higher task categories, the relationships \\ith their clients arc potentia II) becoming 

increasing!) complex 

In discussing consultanC}. the concept of client as the target for helping or change 
process 1s crucial (Schein, 1997). I here is an assumption, for instance, that the client is 
alv.-ays clearly identifiable, when in real it) the question of the client actually can be 
··ambiguous and problematic''. This is because Schein identifies a model for types of 
clients and types of client relationships. which need prior understanding. Included are: 
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Contact clients who are the indi\idual(s) \\ho first contact the con uhant' ith a request. 
questions or issue. Second are intermcdiutc clients - the indi\ iduals or groups who or 
\\hich gets involved in various intervie'' "· meetings and other acth itics a the project 
evohcs. Thirdl} are primary cltcms who ultimately .. o,,n .. the prohlems or issue being 
\\Orked on. the) are t}plcall) ai!)O the ones "ho pay the consulting bill or \\hose budget 
covers the consultation project Fourth arc unwitting clients ''ho arc members of 
organi1.ation or client or client system abo\c, belo'' and laterally related to the primal) 
clients who will be affected by interventiOns but who arc t\\\are they will be impacted. 
Fiflh. indirect clients- who arc members oforganintion ''hn nre aware that the) will be 
affected by the interventions but who arc unknown to the consultant and who may feel 
either positive or negative about these enc~ts. And lastly, ultimate client's as the 
community, the total organization. an occupational group or an) group that the consultant 
cares about and whose welfare must be considered in any intervention that the consultant 
makes ( chein, I 997). 

Thus the concept of client is not a straight fon,ard and different t)res of client may well 
have di fTerent needs, exceptions. in flucnce and degrees of participation in the 

consultancy. The consultant, infact the team. has to be clear a to \',ho the client actually 

is at all times in the project. 

2. 15 Clients- consultant's relationships 

Vogl ( 1999), in steed and Appelbaum (2005) found that clients look for new ideas and an 
objective perspective. There is also an expectation that consultant wi ll transfer their 
compctences to company personnel. Their decisions on \\hich consultant to hire arc 
based on prior performance and the consultant understanding of the potential clients 
need ro fun her. consultants arc cxpen~i\ e as Kretzman and samaras (I 980): Odette, 
1 982; and Kasekende ( 1984) reported on fee dec1sions as limiting factor in the use of 
consultancy services b) small businesses. Therefore. the issues oiTsetting prices and 
relative absence of material data which to appraise services have potential innuencc to 
management consultant) (Opondo. 1988) Since sen1ccs var} in firms. time and 
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indi' idual~. signals to communicate tangibility of consultancy f'\ icc quality can be done 

usmg integrated marketing communication (Groo-..e et al, 2002). Bc)ond price, 

Implementation of the consultant's recommendations and the consultants lacking 

sumcient knowledge of the hiring compan) rna) voice concern~ of the c:\ecuti\cs (steed 
and Appelbaum. 2005). 

2.16 ucces factors of the consultant engagement process 

Since management consultants facilitmc change by introducing surcrior management 

skills at the same time they challenge orthodoxy. They are engaged for provision of 

expertise when problems and opportunities arise which arc out with the skill and 

e:\pcricnce parameters required by the orgamtation concerned (Robinson and Me Larty, 

1988). 

The work undertaken can cover almost an) area to operations from market anal) sis to 

manufacturing process, from marketing wategy to organizing concerned (Robinson and 

Me Larty, 1988). 

The work undertaken can cover almost an) area of operations, from market analysis to 

manufacturing process. from marketing strateg) to organizing the launch of a ne~ 

product into a new market place (Groove et al, 2002). Whilst consultants may utilize 

outside agencies on agreement with the chent consulting permiuing this. close 

management is essential (Payne, 1998). In fact. it is not possihlc for uny consultant to 

cover the whole gambit of consultancy and there is increasing evidence that consultant 

need to specialize. Researchers such as Jones ( 1996) and Payne (1986) examined 

satisfaction measures and identified tumo\er and added value as reflecting consultants' 

1mpact. further, the} suggested that consultants· professional honest) about his/her 

ability to complete the task as crucial and should be brought to client's attention if not 

easy about problem. 

As already indicated, it is important to understand that before even looking at the 

opportunities and potential clients, there is need to know exactly \\here the consultant's 
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strengths and expertise lie (Robinson and Me 1 am 199o) p rh · •· 1 K b · • • • , o • e np m•stn..:cn ) • u r 
(1996) argues that many consultants ha\c relied on their technical and expertise but in an 

increasingly competitive consultants market this is efficient. To guin consultancy work, 

Kearls) ( 1994) in Robinson and Me Lany { 1998) found that invitation for tendering, 

selling on (expanding an assignment) and elling in (active!) prospecting) as crucial to 

finding and de\ eloping clients. This depends on a \ariet) of skills-anal) sis and 
presentation. relationship building. tenacit) and selling. 

\\ hile it is important that a newly formed consultanc) to be ambitious and positive about 

its prospectus. it must also remain realistic. This is because major companies tend to usc 

b1gger. more established consultancies. llowever. the ke) to succe sful consultancy rna) 

be lying on putting together the consulting process. which affects the relationship with 
the client and possible future employment {Kotler. 2003). 

Over the last two decades the world econom) experienced enormous economic, political 

and technological changes (Kotler, 2003; Bitner and 7eithaml, 2004; and Groove et al. 

2002) These changes imposed increased demands on manager fur wider knowledge and 
new skills unheard of in the past and multinationals which \\here predicted to control 

economy started to lose their market share to small and medium sized competitors 

{Drucker. 1997). Managers and owner-managers of the cnterpri es \\ere suddenly 

expected to cope with the changes and to create and implement nc" \\Orking systems out 

of old, in often difficult political and economic environment (Morgan, 1990: in Adamson. 

2000). 

In search for better marketing strategies to counteract the competition. many consultants 

firms have engaged several promotion strategies but despite that, they still face different 

challenges as outlined b) Odette { 1982). HO\\C\-er. c;tratcgic marketing. its 

implementation and evaluation, has traditionall) been exercised in product planning. 

pricing, promotion and distribution strategies {Kotler and Bloom, 1990: Stanton et al.. 

1994). Professional services, however have not emphasi7ed or examined the benefits of 

marketing and therefore need to address such issues as service intangibility. inseparability 
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of production and consumption and hctcrogcncit), or lack of tandardi1.ation {I.:. vans and 
Berman. 1990, tanton et al., 1994 ). The cr\ ice ector is dominated b) intnngibilitic 
and umque experiences; with a connection bet\\cen ser\ icc qual it). snti tied diems nnd 
uhimatel) competitive ad\antagc assumed to exist \Groonroo , 1990; Parn urnman ct al., 

1988). '\evertheless. \\hile scrv1ce marketing docs not include ser\icc planning. pricing. 
promotion. and distribution the Intangible of professional crvice ( uch as accounting, 
legal, management consultancy) also ~nclude the constraint of prolcssional ethics. which 
are imposed in the form of professional standards of conduct. 

The traditional business environment in wh1ch management accounting firms operates 
has recently become more competitive as down turns in economic sectors and 
globalii'ation impact on the abllit) of the firms to control their market (kotler and bloom. 
1990: Groove et al.. 2002). This increased competition and change in professional 
regulations by various bodies, has created motivation for professional lirmo; to de\clop 
marketing programs to gain or hold market share. Accompanying the c compctiti\e 
factors has been an observed decrease in client loyalty. which hao; exacerbated the need to 
make marketing prominent in the overall strategic process of firms in management 
consultancy Groove et at., 2002). Despite the need for the application of marketing 
concepts and techniques; Opondo ( 1988) identified a comparati'e lack of market research 
on the management consultancy profession in Kenya as to use of practice of marketing 

principles. 

2.17 Ad,ertising and image in management consultanc} profc~osion 

The traditional mind set of professional towards advertising is a general belief that it 
undermines the image of the profession including management consuhanc)' (Kubr, 1996). 
This is because image was used as the sole or major competitive tool for obtaining and 

sustaining clients and enabling practice grO\\th. Using such image it fails to rccogni1c the 
gap between their perceptions of image and the client's perception of need and lmagae 

(lac>, 1998). 
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Rc~ognition of this gap can be noted as firms experience a dccrca ing rotc of customer 

lo)all). '"hich can become a threat to u firm's viabilit) (Groove ct al, 2002). I hereforc 

contcmporar} professional image is considered as the mttior component a both the 

consultant and the client can pcrcei\e both status and reputation. 

In practice. professional image is advanced through \\.Ork of mouth promotion and that 

this i., the most significant component in maintaining a lo)al client ba c. promoting 

grO\\.lh in form of ne\\ clients and maintaining an ongoing rc pect in the communit). 

These could be in service quality, creation of comfortable, appropriate physical 

environment for the client as ingredients of successful consultant imag..: (Mangos et al. 

1995). 

2. 18 Market ing tools effectiveness 

In terms of effectiveness. marketing of management consultancy can be done in \arious 

forms. These include yellow pages telephone directory. nev.spapers ad\ertisements 

which can be low. Hence seminars and brochures have been considered more in new 

client generation from professional seminars and workshops (lkiara, 2000). Further 

'oponsorship of academic exhibitions and use of television as a tool or enhancing 

profe sional image can be undertaken at limited amount of exposure time. 

2. 19 Client a tisfaction 

The market competition betv.een management consultants is seen as intensifying. as in 

the competition from other professional performing similar sen ices. The role of 

marketing b)' consultants consequently has increased and intention to identification of 

success has gained dominance. One of the emerging factors of success is seen in client 

satisfaction (Grove et al, 2002; steed and Appelbaum, 2005). Nevertheless, while on 

focus on client orientation by management consultants rna) lead to greater client 

satisfaction: it is also likely to lead to 1ncreased client expectation as the) become better 

informed in understanding differences 1n the1r focus between the service as \.\ell as 

technical expertise. 
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Re~earch in the L K has suggested that clil!nt satisfaction is greater in lnrgcr finns when 
compared in smaller ones (Andrus ct al .. 1990; llugue. 1989; !organ, 1 <>88 in mangos ct 
al., 1997). The satisfaction gap may be due to rc ourccs as the) impact on extent and 

number of promotion strategies. the range of services pro-v idcd nnd the extent of client 
foliO\\ up. However. mobilit) of clients and abilit) to negotiate price ha been on the 
mcreru,c lienee client demands and rclati\c e:-.pcctations \i3r) and therefore the 
dissatisfaction occurs. 

\\ hile most management Consultancy firms tend to use readily quantifiable indicators of 
service performance, both in measuring the success of professional services, efficiency 
measures may as well provide valuable planning and control information to ensure client 
satisfaction are met. Also provision of clients, pre-consumption. consumption and post 
consumption and post consumption perception of the service rna~ be based on reJe,ant 
criteria on decision making in firms operations. and t)pe ofscf\icc quality. This 

information may help clients to make informed decision about appropriate choice from 
the finn's range of services. and help ensures that the) have rcali ... tic e:-.pl!ctations 

(Lovelock, 1991 ~ Zeithaml et at., 1988) Therefore. use of public relations and 
promotional activities can be source of mfonnataon to potential clients about firm policies 
and range of services \\hich clients" may make choice of. 

2.20 Criteria to selection of management consultancies 

The dynamics and consequences of the nature of the relationship bct\\Cen client choice 
cri teria and consultant engagement success ha"e not been adequate!) addressed in the 
consultancy literature (lkiara. 2000). Despite the market sprc•1d or management 
consultanC) form developed to developing countries and most visible firms being 

multinational. nonetheless some broad trends can be identified. Funhcr. despite the 
multinational dominance. unfonunately It is difficult to estimate preci..,cly the imponancc 
of small consulting firms' . HO\\ever lkiara (2000) notes that C\Cn \\tth multinational 

attachments. the} face greater challenges due to unknov.n client ~election criteria that 

need funher understanding. 
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Management consultancies have concentrated on marketing themselves \\ithout prior 
understanding of clients' selection criteria (Opondo, 1988). To address the relationship to 
client selection for engagement success, a conceptual frame\\ork capturing the client 
factors and consultant side can help to bridge the gap as illustrated below: 
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Figure I: factor~ affecting client consuhwn selection criteria 

I Clients 
• Perceptions and expectations 
• Past C\.perience (client 

sausfact1on) 
• Client involvement 
• £ ngagement and readiness to 

chnnge 
• Clients' control 
• In formal networks 

Client consultant 
~election criteria 

Management consultants 
• Expertise/knowledge 
• Reputation consultation 

integrity 
• Integration marketing 

communication 
(efTecti\eness and 
cfficienc)} 

• price 

Source: own conceptualization 

Clients engage con-;ultants for many reasons, not alv.a)S succcssfull) (Me l.achlin, 

1999}. Based on literature and client consultant research intcrvic~s. six universal 

factors could help explain the consultmg engagement success (~tc I achlin. 1999). These 

could help explain the consultant integrit) .... in particular in putting the clients interest 

first, clients invol\ement and read mess to change. a clear agreement concerning 

requirements and expectations. clients control of engagement .... partl~ through clear and 

limited assignments, consultants competence and a good fit along a number of 
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dimensions . . . . including models of consultnncy. client expectation • con ultnnt 

capabilities and consultant type. 

Consulting engagement ma) be considered successful if the client is satisfied that the 

consultant has met expectations and the consultant is satisfied that hi or her reputation 

has been enhanced. \\ith expectations of future re,enue streams (Me Lachlin, 1988). 

Usually various factors are simply mentioned as pan of O\ era II client selection and 

various lla\\ occur in conventional consulting. First. projl!cb rna) be defined in terms of 

consultant's expertise or products, not in terms of specific client-. results to be achieved, 

and also project scope solely determined by the subject to be studied or problem to be 

solved. ignoring the clients readiness for change. 

Consultant integrity is a central notion to cltents needs in that genuine desire to help and 

ser...e the interest of clients increases chances for engagements success (Kolb and 

Frohman, ( 1970) and Putman, ( 1985). Therefore. seeing the client's \\Orld through the 

clients eyes enable consultant to place the client's interest a head of an) other interests 

even the consultants sel f interest. Further, issues of consultant integrity also concern the 

type of client and hence compliment is necessary. 

Consultant, integrity has to be coupled with a client's readiness and involvement to 

change to achieve consulting engagement successfully (Me Lachlin, 1999). Readiness 

would refer to client involvement in the sense of an attitude about the need for change 

and the degree to which it wi ll receive support and enthusiasm. the commitment to a 

project and wi llingness to diagnose and \!Xpcriment (Schein. 1969. und Tuner. 1982). 

Schafer ( 1976) claims that the majority of the frustrations experienced by clients and 

consultants stem from the clients absorption capacity not from \\eakness in technical 

ability. There are limits to the scope. pace and range of innovations a client system can 

absorb and effectively exploit from consultant. He adds, in order to ensure success, each 

project should be constructed to produce a plan that the client is apt to be read). willing 

and able to implement. 
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The t)pCs of promised a consultant can make arc most limitless, ranging from changes in 
ah1tudcs in clients organization to the proper management of a project. 'I here fore. a clear 
agreement bet\\een consultant and cl1cnt, in \\hich both agree on outcomes to he 
dell\crcd is crnical. For profe~s10nal 'en icc like consulting. qualit) i defined as the 
difference bel\\een client perceptions and client e:-.pcctations ofthe sen ice (Zeithaml et 
al.. 1990). A clear agreement helps both the client and consultant en urc crvicc qualit) . 
Hence integrated marketing communications management helps u client b~ forcing some 
clear thinking about promises and expectations and it helps the con ultant to co\er un
realistically high client expectations so that service qual it) is positi\'C. 

Communications helps address service intangibility, like ad\ertising puts the expectation 
intangibles to a concrete perception ofthe service offering. Shostack. (1977) argues that 
since sen ices customers through a process of deduction construe "real it)··. it is then 
impcrati\C for consultant organi:tation to eflecti\el~ manage an~ form of their products 
evidence to enhance and differentiate them in their customers· minds. Therefore a well 
devised integrated marketing communication effort can produce the result. This enhances 
client's awareness of services offering and contributes to enhancing a consultant image. 
which influences the reputation of firms hence client choice. 

A critical factor for consulting engagement success must be a competent consultant 
(Kellogg. 1984: Zeithaml, 1990; Groo\C et al., 2000). Toda~ ·~climate a consultant ha-. to 
hit the ground running because clients want immediate knowledge and experience. 
Competence would include thoroughness, knowing one's limits and acting in accordance 
with one's capabi lities. Even if the previous factors arc rcali1ed, consulting engagement 
requ1re good fit. As consultants play such a variety of roles, a client cannot always be 

certain of getting the right type (Me Lachlin, 1999). 

Often the client's real problem is knO\\ing that something is wrong but not knowing 
what kind of help consultants m1ght be able to pro-.: ide (Schein. 1969). For any 

assignment there should be fit between the capabilities of the consultant and the 
expectations of the client. While clients rna) hire consultants for a variety of reasons, 
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they e\pect that the consultant's cupabilitie) "ill at least match their ituntion and be of 

direct benefit. r-urthcr. a good fit bct\\CCn the client's expectations and the l)pe of 

consultant is required That is match of personality or management t) le. personal 

chemist!) (Mitchell. 1994) and belief )stems (Margoli . 1985). For engagement 

consulting to be success, it is necessary but not sufficient that there be a guod fit bct\\CCn 

client and consultant along a number of dimensions including models of consuhancy, 

clients expectations, consultant capabilities and consultant type (Me Lnchlin, 1999). 

Clients must be clear about wh> consulting 1s being considered and \\h:ttl)pC of 

consultant is expected to do, rather than simpl} with a vague notion that obtaining outside 

help might be beneficial. In particular it is important to decide "hich t)pc of consultant is 

needed. at the ver)' least and be able to as:-.ess the competence and intcgrit) of potential 

clients. For consultant, reputation may be almost e\.Cr) thing but needs arc potential 

criteria for client's selection of a consultant in respect to knowledge and experience. 

Opportunities for management consultancy exist when a potential client is faced \\ith 

problems or uncertainties, which cannot be overcome by his own resources (Me Larty 

and Robinson, 1998). l lowever, unless he is aware that services that may so lve his 

problem exist. he cannot think of using it. It is therefore ob\ ious that Consultancy 

serious!> consider marketing itself for such 3\\.areness. \\hich may influence potential 

client selection criteria (Opondo. 1988). Such methods as indirect communication which 

acquaint a wide and varied range of potential clients with sef\. ices applying to all include 

promotional literature (brochures) mail short on specific subjects. pre s releases , anicles 

in trade and professional journals and participation in 'J V or radio discu ions on topics 

associated with business and industrial efficiency. The purpose of all b to create an 

image of the practice and make a consultant name a household \\Ord in potential client 

circles (Zeithaml ct al., 1988). Hence arc quite effective to client's choice. Direct 

communication like meetings with potential listed clients follow ups to developments and 

problems and keeping an eye on local business affairs help in finding new opportunities 

for promoting practice (Kotler. 2003). Such enhances building reputation that increases 

client's 3\\.arencss and future engagement recalls. 
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An opportunistic approach to consult selection al o influences choice ,criteria. Informal 
talk~ about a reputable consuhnnt lirm in tcrm:s of cxpeni c, competence and models of 
Consultancy cannot be o"erlooked. As con~uhanb look out at all times to take advantage 
of client opponunities as sales fall and nc\\ sources of competition, poh.'fltial labour 
trouble in companies, business meetings or lectures. so do clients ha\c opponunitics to 
take their business such consultant lirnis making follow up hence may mark the starting 
point of an assignment. 

These entire acts as facts for client's decision makers that need to convenience them that 
XYZ and panners, above all others, should be entrusted with the assignment. Wide 
(1996) notes that eve!) client whether established or prospective thinks in results and 
value for money. Before signing on the dotted line. therefore he ha'> to be convinced that 
XY Land panners is the practice most hkely to assure complete satisfaction. 

Management consultancy firms tend to usc readily quantifiable indicators of service 
performance, both in measuring the success of their marketing activities as well as 
measuring success of their professional sen1ces (mangos ct al; 1997). While efficiency 
measures provide valuable planning and control information, the) do not necessarily 
ensure that client expectations are in fact being met. 

Therefore. management consultancy firms can ensure that clients prc-consumption·s. 
consumption and post consumption of the service are based on relevant criteria by 
providing information during the pre consumption decision making stage about the \\a)' 
in which the firm operates, and the type of service quality criteria used. 

This information may help clients make informed decisions about the most appropriate 
choice from the management consulting firms· range of scn·ices und help ensure that 
they have realistic expectations of the servace (loveslock, 1991 ~ Zcithaml et al., 1988). 
The management consultants can use public relations and promotional activities to 
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provide information to potential client. about their policies: in addition to basic 
information about the range of services provided. 

Management consultanc)' ha!> the capabilit) of changing the culture in client firms and 
has the potential to enhance the added value in tcnns of tumo\ er and prolitahility of 
business firms. Its practice is complex relying as it does on intuition as well as anal)sis 
on methods as well as solution. These are clear differences between large and small firms 
in the way that consultancy is managed but nevertheless there is a large field in which to 
practice. Consultants need astuteness in assessing market opponunitie:.. particularly as 
the) manage ass1gnmcnts that arc varied in nature hence different requirements as in the 
manufacturing sector. Therefore. the need for understanding client consultant 
relationships. 
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C HAPTER T IIRF.E 

RE EARCJI METIIOOOLO<:\' 

3.1 Re carch d~ign 

The research project is a descriptive stud} seeking to determine facto.-s that in fluence the 
choice of management consultanc) firms b) compan1es li ted in the Nairobi tock 
exchange. Descripti\e studies arc used to portray an accumte profile of per ons e\icnts or 
situation. Description in management and research has been argued to hu\c a clear place. 
(saunders et al) 

3.2 Population of study 

A census study was done, the populations of interest in this study con istcd of all the 52 
firms registered in the Nairobi stock exchange as per Jul> 2007. This is dw.: to the fact 
that these firms represent almost all the main investment m.1rkct segments in Kcn)a: 
This include sectors like agriculture, commercial and services, finance und investment, 
industrial and allied, alternative investment market segment and fixed income securities 

market segment. 

3.3 Data collection 

Data collected for the objectives of the stud} was mainly primar) data collected through a 
structured questionnaire. 1 he questionna.re had both closed and open-ended que tions. 
The questionnaire made use of choices to be ticked off by rc pondent:. as ''ell as open 
ended questions. Part B which identified factors in fluencing choice of management 
consultancy firm . made use of Likert - t}pe scale to 1dentif) and rank the \arious 

responses. The questionnaire was administered through personal interview conducted by 

the researcher. For a few firms that were not able to avail, time for personal interview due 

to their tight time schedules, •a drop-pick later" method was used. 
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3.4 Data analysis 

The data collected in this stud)' was both quantitati\.e and qualitathc. Before processing 
the responses. the completed questionnaire \\as edtted for completeness and consistt:nc). 
A content and descriptive analysis \\aS employed. The content anal)sis \\as used to 
analyze the respondents view about the factors affecting the choice of management 
consultancy by companies listed in the Nairobi Stock Exchange. The data was then coded 
to enable the responses to be grouped in to categories. 

The data \\3S summari7ed using percentages and was presented in cross tabulation 
formats. Descriptive statistic was used mainly to summarize the data. I his included 
means, percentages and frequencies. 
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CHAPTER FOuR: DATA A. ALY I 
\'\I) fo' INIH NGS 

4.1 Introduction 

In th1s chapter, data pertaining to the factors influenc· th h · · mg e c o1cc nl rnnnngcmcnt 
consuhancies by companies I istcd in the "'Sairobi stock exchange und the challenge to 

the same IS analy:;ed and interpreted. 

A total of 52 questionnaires were distributed to the respondent. uut 0 f,.,hich .. 2 \\ere 

completed and returned. A total of 20 questionnaires were not rc ponded to gi' ing n 

response rate of 6 I .5% and a non-response rate of 38 '5°'o On the section A of nil the 

questionnaires .returned. question 2 had a non-response rate of9.3%. 1 hat is the )Car 

of establishment; some firms did not complete giving confidentialit) of compan) 

profile as reason. 

The objectives were first to determine the factors influencing the choice of 

management consultancy firms by companies listed in the l\airobi stock exchange. In 

the questionnaire it was divided into two sections. ection A \\1\S co.,tahlishing the 

firms profile in terms of year of establishment, ownership status and the number of 

employees in the firms. In section B the questionnaire aimed at e lllhli hing the 

criteria for management consulting section and to what extent the firms considered 

the various variables within each. The respondents \\Crc given questionnaires 

detailing the various both internal and external factors and also the challenge:. and 

asked to indicate the extent to which they selected firms on each variuhlc on a live 

point Iikert scale ranging from 'very gre3t extent' (5) 'to not at all' (I). 

The questions were scaled using 1 ikcrt scale of the range bct,.,ccn 1-5. I he c included 

cale 5" for "ver} great extent", ~cale"4" for "great extent", "3" for "moderate 

extent", "2" for "little extent" and" 1" "for not all." The scores on the other hand \\ere 

to be discussed on the basis of score "J" to mean the factor \\as not considered at all 

while score "3" meant the factor variab le was considered to moderate extent und Jasti) 
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core "5" \\3S to ver> great extent The data obtained through the u e of the 

questionnaires is presented b} use of descriptive statistic and frcqucncie . 

The lindings are presented under the corresponding ques tion thnt \\Crc rni cd in the 

objecttves of the stud). The scores • Little Extent" and " ot nt nil" rcprc cntcd 

factor affecting variable, which is considered to a .. ~lll.tll 1-xtent"(S.I~.). lhi \\8 

equivalent to 0 to 2 5 on the continuous Liker"t scale (0 \I ~2.5). 'I he cores of 

"~1oderate Extent" represented factor affecting selection critcrin \Drinblc thnt is 

considered to a "Moderate Extent''(M.E.). This was cquhalcnt to 2.5 to 3.5 on a 

Likert Scale (2,5<_M.E. <3.5). The scores of "Very great Extent" and "Great 

Extent" represented a factor variable, which is considered to a "Great Extcnt"(G.E.) . 

rhts \\3S equivalent to 3.5 to 5.0 on the Likert Scale (3 s (,(~ <5.0). 

4.2 Company profile 

Section A of the questionnaire aimed at establishing the company's name nnd 

ownership. year of establishment and the number of emplo)ccs each had. 

Table 4.1: Number of years of existence in the sector 

I Number of years in existence Number of firms rercent 
-----; 

Below 24 years I 0 3 1.2 

Between 25-44 years 17 

Bet"'een 45-64 years 
--------------------~---------------------Between 65-84 years I' 
-------+.--------~ 

Above 85 years 

I Total 
------------~-------r.~ 

32 

Source: Response data 

h. h esponded had been m extstence for bctv•cen 25-From Table 4.1 most lirms w tc r 

· h 53 1 ~ and 31 ? 0/o respecti\.ely. Only l\\0 lirms out 44 )ears and belov., 24 years wtt · 0 ·-

of the 32 responded had existed for more than 65 years. 
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Table 4.2: The firms ownership status 

0\\-nership s tatus Number of firm s !Percentages 

Foreign owned 10 p 1.2 
locally owned 12 p1.s --
Partly locally and foreign owned 4 12.6 

-
Government O\\ncd 6 18.7 
I Total ~2 1100.0 
Source: Response data 

From the data of the population under study 37.5% \\ere locall) O\\ned firms. 

\\hile 31.2 were foreign owned, 18 .7 were government O\\ned and 12.6 ''ere partly 

locally and foreign owned as illus trated in Table 4 . 1 above. 

Table 4.3: Number of employees 
I 

~umber of firms Percentages ~umber of employees 

-- -50-75 3 9.4 

76-100 9 28.1 

~bove 100 ~0 62.5 

Total D2 100.0 

Source: Response data 

From Table 4.3, most of the companies registered in the Nairobi exchange have 

more than 100 employees, that is 62.5%, while 28.1% have been 76-100 and lastly 

9.4% had 50-75 employees. 
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labl~ 4.4 : Q,,ner~hip • number ofemplo~cc (Cro s tabulation) 

o .... ner~h•p umber of emplo)ccc; Total 

50-75 76-100 AbO\C 100 
foreign owned I 3 6 10 

Locall} owned I 5 
12 

6 

Partially toea II} and 

foreign owned 
I I 2 4 

povernment owned 0 0 6 6 
. -lfotal 3 9 20 32 

- -
ource Response Data 

From Table 4.4, most firms are locally owned with employees population of above 
one hundred while foreign owned firms had out of the 6 firms employing more 
than I 00 persons. Further the partl)' locally and foreign O\\ned had 2 out of the 4 
firms employing above I 00 

4.3 Factors to criteria o f management consultancy se lection 
Table 4.5: Duration of consultancy use 

..---------- -------r -------------
umber of years (~umber of firms 

1
Perccntagcs (%} 

Le-ss-th_a_n -a >e-a-r --------i 2 16.3 -- -- ________ __, 
1-5 years 

r:--:-=---r-1 0 years 

11-20 years 

Over 20 yea rs 

rrotal 

Source: Response Data 

5 I 5.6 

5 115.6 

8 125 

12 137.5 

32 100.0 

5 1 
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The use of management consultancy service b} large manufacturing firm \&rie . 
T\\0 firms (6 . 3~o) out of the 32 firm -: that responded ha\c u cd for les than a )ear 

and 5 of them (15.6%) bet\\een 1-5 )ears. The range bct\\CCn 6-10 years had 5 
firms ( 15.6%) while I 1-20 years had 8 firms (25%). Further the table indicates 

that of the firms had used management consulting for O\ier 20 years was the 
highest with 12 firms (37.5%). 

Table 4.6 Status of management consultanc) firm s used 

·-Management consultanc}' fi~ Percentages(%) . umber of firms 
status 

I 10 
I 

Local 3 1.2 

\1ultinational 5 15.6 

~oth f-- -
17 53.2 

Total 32 100.0 

Source: Response Data 

The data collected shows that compames li sted in the Nairobi Stock exchange 

prefer the use of both local and multinational firms for their consultancy. The table 

indicates that 53.2% of them use both, while 5 firms ( 15.6%) usc multinationals 

and 10 firms (31.2%) use local firm s. 

T bl 4 7 0 h·p • status of management consultancy firms (Cross a e . : wners 1 

tabulation) 
-

consultancy 
b wnership 

~latus of management 
Total 

firm s 
- -

Local Multinational Both 

Foreign owned 2 3 ~ 10 
1--

12 Locally owned 5 I 6 

Parti all y locall y and 
I 2 4 I 

fo reign O\\ ned 

Government owned I I 4 6 

~otal 9 6 17 32 
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Source: Response Data 

Table 4.7 Indicates that half of all local O\\ncd firm usc management 

consullancies of both local and foreign status while the other half use local 

consultanc) firm s. Local consu ltanc" firm s also are considered in the con!>uhanc) 

service offering with 9 out of the 32 firm s responded gi\.ing their u c compared to 

only 6 firms of multinational status used. 

Table 4.8: Years of existence for companies listed in the Nairobi stock ( xchangc• 

status of management consultancy firms (cross tabulation) 
-~umber of years ofjStatus of management consultanc}'l T 

1 ota 
~xistences firms used 

Local ~\1ultinational 
Both 

Below 24 yea rs 6 I 3 10 

Between 25-54 years 3 I 8 
12 

Between 45-64 years I 3 4 

Between 65-84 years I 2 3 

Above 85 years I 2 3 

rrotal 12 2 18 132 
Source: Response data 

From Table 4.8, firm s of existence for less than 24 )Cars usc management 

I · f 1 1 t t s '1n the ratio of 3·2 to multinationals. I he firms, which consu tanc1es o oca s a u · 

have been in existence for between 25-54 years. use firms of both status while the 

ol er firms o more t an d f h 85 Yea rs rarel) uses multinationals instead the) prefer to 

use both status. 

53 



Table 4 9 a: l"requency of ervices common!) L b • soug11t ) firm regi tcrcd in the 
~airobi Stock fxchange 

crviccs commonly sought fromj 
tonsultancy firms 

'umbers of firms Percent 

Training personnel l2o 62.5 f--- --
Personnel recruitment lt8 56.2 
f--- - ____. --Production- proces-.cs and systems 17 53. 1 ----
Research cases T 11 53.1 

!Information technology 15 146.9 
Retrenchment practice 4 12.5 
Management rcstructuri ng 12 37.5 

Marketing issues 18 56.2 

f7inancing-auditi ng 18 56.2 
I 
\JEMA-speci fication 6 18.7 

- -Total 32 100.0 
-Source: Res ponse Data 

Table 4.9a Indicates that the commonly sought services are training of personnel 
(62.5%), Personal recruitment, Financing I audit and marketing issues '' ith 56.2% 
each, production process and S}Stems. Research 53.1% each . 1 he services fur 
retrenchment purpose and NEM/\-specification are rarely sought "ith 12.5% and 
18.7% respective!). 
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Table 4.9b: Descriptive statistics of services commonly ought hy companies 
IIS!ed tn the '\a1robi 5tock Exchange. 
-

~ ·~ 

erviccs Mean ~td De' iotion 
• 
Training personnel 1.35 .48 - -
Personnel recruitment 1.56 50 

"~ 

- -- - --
Production- processes and systems 1.58 50 

Research cases 1.60 49 
I Information technology 1.47 .50 
Retrenchment practice 1.91 1.29 

1---
Management restructuring 1.72 .45 

~1arketing issues 1.47 .50 
~ 

Financi ng-aud i ti ng ,[ 1. 58 .50 
' 
Source: Response Data 

From the findings indicated on the sen-ices commonly sought, the vari.ltion docs 

not significantly differ between firms (standard deviation of <0.5 for most services 
sought except for retrenchment purpose \\hich is rarel} sought. 

Table 4.10: Firms practice in selection of consultancy services 

J Number of firms 

,..--

!Firms practice in selection criteria Percentages (%) 

I 

!Use the same consulting firm 9 28.1 
' lse more than one because of 3 9.3 
~tisfactQ_r_y outcome ·-

more than one because- of 
62.5 20 

different needs I 

ffotal 
I 
1 32 1100.0 

Source: Response Data 
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As sho"' n in Table 4 I 0 mo t fi · -· • s •rms usc d1ftcrcnt firm for different needs 
(62.5%), and also 3 firms ind1catcct use ol· d'1ft-"rc 1 ,. d · f: c n 1rms uc to un aus actor} 
outcome of the service sought. Further elc\cn (9) • f: · fi · d' d manu acturmg 1rms m 1cntc 
that the)' do repeated consulting to the same firms (28. 1 %). 

Table 4.11 a: Frequency of who initiates the process of using consulting 
I 

Who initiates the process 11\umbcr of firms IPcrcentagcs (; 

~rd of directors 5 -15 6 
-

r·••ging director 12 37.5 

·-~ 

General manager 

I 
3 9.4 

Other senior managers 10 31.2 

~ompany headquarters 2 16.3 
otal 32 100.0 

Table 4.11 a indicates that about half (37.5%) of the firms, it is the managing 
directors who initiates the process of using a consultanc) service Other senior 
manage rs are involved in the decision making process to consulting at 31.2%, 

while board of directors from 15.6 % and a small percentage of multinational 
status in Kenya only 6.3% of them consult the company head quarters to using a 

consul tanC) firm. 

Table 4.11 b: Descripthe statistics of whom initiate the process of using consulting 
-I Mean Std. Dc .. Jation ' 

oard of directors 1.63 1.49 
--

Managing director 1.51 .51 

--
~eneral manager 1.79 .41 

Other senior managers 1.53 .50 
L 
!Company head quarters 1.88 1.39 
Source: Response data 
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Using descriptive statistics for the initiat"eon of con .. ult 'eng · "' Cr\ICC, 1 ble 4.11b 
indicates that the decision making unit docs not .. 3 · ·fi 1 ( d d " r) egm ecnnt y tnn nr 
de.,:1al1on of <0.5] but more to general manager and compan) hendquartcr . 
Table 4.12: Criteria used in selecting management consultanc) SCI"\ icc 

- o( I Number Criteria to selection practice Percentages ( %1 I firms 
Internal factors to the firm I 10 -~ 

31.3 -External factors from consultanc). ;--

!firms 
6.1 

I_ 

Both 20 62.5 
' 

~otal 32 1100.0 
Source: Response data 

According to Table 4.12. more than half of the companies n:gistercd in the Nnirobi Stock 
Exchange use both internal and external factors to their selection criteria (62.5%J. As 
sbown further, I 0 firms [3 1.3%] use mostly internal factors to their firm in selecting 
management consultancy firms while 6.2% use external factors to the consulting linn in 
selection criteria. 

Table 4.13: o~nership • firms practice m selection of consultanc) service ({ross 
tabulation) 

-· -- -- -
Ownership !Firms practice in selection of consultancy services J otal 

- ~more than o:~ Use the samt: ~ecause Usc more than one 
0 

eccau:.c of !consulting firm !Unsatisfactory 
iffcrcnt needs 

-
3 5 ltoreign owned 2 10 

-- 12 
p..oca lly owned 4 2 6 

Partially local ly 
3 4 bnd foreign I 

\\ned 

fovernment I I 4 6 

!__ 

6 18 32 [fotal 8 
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Source: Response data 

Table 4.13 shO\\S that most firms lrrespe t" f . 
. . · c l\e 0 0 '' nersh1p statu use different finn for 

d11Terent needs wnh 18 out of 32 respons .d . e:> ev1 encmg that. U e of the 
firms repeatedly cannot be ignored as 8 fi 1rms out the 32 firm 

me con ulting 

practice that. 
Unsatisfactory outcomes of · 1 service car ier sought also pia) some role c pcciall) for 
locally owned firms. 

Table 4.14a: External Factors cons· d d · 1 · I ere m se ectmg management con!)ultancy firms and 
the frequent)' of the extent. 

Very 

factors xtcnt 

rice 33.6 

Expertise ~5.1 

Experience 53.5 

}mage/reputation 32.6 

Advertising 14.0 

Referral sources 11.6 

ersonal selling 9.3 

Source: Response data 

great ___ ~o 
Great extent 

derate 

1 xt cnt 

139.5 7 . 9 

27.9 

--
41.9 .3 

. 44.2 

16.3 2 

137.2 8 
-

16.3 34. 9 

Little Not at 

~xtent Ill 

() 0 

() 0 

2.3 0 

0 0 

~5.6 7.0 

16.3 7.0 

27.9 11.6 

The first objective of this study was to establish the factors innucncing the choice of 

management consulting firms by companies listed in the l\mrob1 ~tock E~changc. Table 

4.14a, the Listed companies can be said to select firms on the basis of expertise to·' great 

extent (65.1%) and great extent 27.9%. experience plays to a very great extent of firm's 

selection in 53.5% and 4.1% to great extent. Price and image/reputation of the firms pla}s 

to a great extent in 32.6% of the firms choice while advertising, referral sources and 

personal selling 

are either moderately considered or to linle extent. 
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The followi ng Table 4.14b shows finding f h 
. . 5 0 l e C:\tem to which listed comp:mic in the 

Na~rob1 Stock Exchange consider the . · · 
\anous \lanables in selecting mnnagcmcnt 

consultancy firms for their services In e t 1 r. 
. · x erna .actor~ the) include price, experti , 

e\penence. •mage or rt!putatlon of the firm. ad\t!nisinn. rc r.crr.•l 
"" ·~ ource nnd pcr.;onnl 

selling from the Consultancy firms. -

Table 4.14b: External factors to selection cr1"ter1·a [0 · · · · escnpt l\e st:.l~tlctle 1 

Who in itiates the process l 
Mean ~ttl De\ iutinn 

r rice ~.00 
~· 

37.2 

Expertise ~.58 48.8 

' 
Experience ~.37 20.9 

' I 

llmage reputation 13.91 46.5 

~>\dvert i si ng 13 .05 1.31 

Referral sources 
l 

13 .35 1.09 

!Personal selling ~.84 1.1 3 

Source: Response data 

Table 4.14b indicates that companies listed in the Nairobi Stock Exchange consider to a 

great extent the, expertise, experience and pricing of the consultanc) firms with means of 

4.58,4.37 and 4.0 respectively. The other factors are considered tu a moderate C\tent 

hov.ever there is significant variation among the firms Jn their sdcction criteria to 

external factors to their firms. However the factor vanablc per onal selling \\as 

considered to a little extent with mean of 2.84. 
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Table 4.15a: Frequency of Internal factor~ to client cl . · . . 
consultancies. 

s cct•on cmenn of management 

Very great \It ode rate Little Not 
Internal factors Great extent 81 

~xtent extent ~~tent Ill 

.,erceptions and 

F'pectations 
45 .2 40.5 9.5 2.4 2.4 

--- -
Past experience 45.2 42.9 11.9 0 0 

I 
Involvement In 

proposal eliciting 
14 .3 35.7 47.2 ~.4 0 

Control of the process 31.0 42.9 26.2 p 0 

Clear agreement 

r-oncerning requirement 
40.5 40.5 19.0 0 0 

Type of consultant 42.9 35.7 
i--

11.9 95 0 

Informal talks about a 
21.4 21.4 03.3 19.0 4.8 

reputable firm I 

lModels of consu ltancy I' I. 9 r2.9 33.3 7.1 1.8 

s ource. Response data 

As evidenced in Table 4.15a, the firms use internal factor in their election criteria. 

These include to a very great extent to the firms ' perception and e:\pcctation. pa t 

experience, clear agreement concerning requirement and type of con ultant required v.ith 

over 40%. Control of the process, involvement in proposal eliciting and models or 
Consultancy are considered to a great and moderate ex tent b) most firms. 'I he table 

further indicated that most of the factors are considered but to varying e:\tcnts \\ ith 3-4 

finns (2.4-4.8%) not considering some factors at all like models of consultancy. informal 

talks about reputable firms. and perception and expectations. 
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Table 4.15b: Internal factors to r 
c tent selection criteria of management consultancics 

(Oescripmc statistics) 

Internal factors \1ean St. Dc ... •iation 

ferceptions and expectations 4.21 .97 

I -
1

41.33 Past experience i 

.68 

Involvement in proposal eliciting 3.70 .74 

~Control of the process 3.98 .83 
I 

Clear agreement 4.12 .88 

Type of consultant 4.12 .96 

Informal talks about a reputable firm 3.35 1.19 

I Models of consultancy 3.44 98 

Source. Response data 

The internal factors considered in selection criteria also can be elaborated a:s shov.n on 

Table 4.15b. the table indicates that the internal factors to the manufacturing firms is the 

finns past cxpenencc. precipitation and expectation, clear agreement and t) pe of 

consultant use considered to a large extent with means 4.33. 4.21. 4. 12 and 4.12. further. 

control of the process was considered to great extent with mean 3.98 in the selection 

criteria. Models of consultancy and informal talks about a reputable firm are considered 

to a moderate extent \\ith means 3.44 and 3.35 respecti\el). 

61 

~ 

~ 



E exchange in their selectio n of m a nagem t en con uh anc) firms. 

Table ·U6a: Challenges to selectton critena fo . r management con ultmg finn and the1r 
frequenC). 

I -
Challenges 

Ver} great ~1odcrnte Little 
extent 

Great extent ~ot at all 
~xtcnt ~:-.:tent 

I 

Price inhibition 18.6 37.2 34.9 7.0 2.3 

Government 
27.9 16.3 23 .3 25 .6 7.0 

.E_.gulations 

Value evaluation 18.6 51.2 16.3 9.3 4.7 
I I 
Bureaucrac> 16.3 18.6 30.2 ~0 .9 14.0 

Incompatible models 

pf consultancy 
7.0 23.3 41.9 18.6 9.3 

I 
Lack of control o f 

9.3 23.3 20.9 20.9 25.6 
process 

I I 
Lack of general 

23.3 48.8 120.9 0 7.0 
~;ompetence I I 

Source: Response data 

From Table 4.16a, price inhibition, bureaucracy and incompatible mouels of Consultancy 

\\ere faced to moderate extent. Further, value evaluation was considered a challenge by 

half the sample of study (51.2%) to a great extent and 18.6% to a very greut c.xtent. In all 

the variables only less than a quarter considered them not challenging to little and not at 

all extents {<20%). 
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Table 4.16b: Challenges to selection criter·la I' or management con ulting firms 
(de~criptive statistics) 
I 

Challenges Mean Std . De\ iation 

Price inhibition 3.67 .92 

Government 
3.42 1.30 

reswlations 
c~ 

Value evaluation 3.72 1.03 

BureaucraC} 3.16 1.27 

Incompatible models of consultancy 3. 14 1.04 

Lack of control o f process 2.79 1.36 

Lack of general competence 3.81 1.03 

Source: Response data N=43 

The challenges facing selection criteria to management consultanc) :.ignilicantly vttr) 

with different firms. Lack of general competence, value evaluation and price inhibition 

are considered challenging to a great extent with mean.s of 3.81. 3.72 and 3.67 

respective!). The other variable factors are considered to moderate extent ,-.hile lack of 

controls of process is to a I ittle extent of mean 2. 79. 
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CHAPTER FIVE: VMMARY. DISCL 10 '\ \'\D ·o~CLlJS IO'\ 

S.J Introduction 

Management consultancies are among the main carnes of such management concept as 
training and hiring of personnel, marketing rec;earch and promotion among other in 
organit.ations. The consulting mdu5.tr) 1scctor has been internationalized during much of 
the twentieth century (kipping, 1999). but global consultancics experienced particular!) 
rapid growth during the 1990s. and as others have noted, "the innuencc of consulting i 
expanding as business is globaliLed". But while management consulwncies arc known to 
disseminate new management fashions for efficiency and eflcct tvcnc~~ in firms (McLnrt) 
and Robinson, 1998), the actual selection criteria for spectfic finns to oflcr the . en ices 
and thei r outcome is less than certain. ltrst of all. the management con ultancies are not 
of the same kind and diffuse identical ideas. which led to the purpo c of examining the 
factors infl uencing their selection criteria. Further the challenges faced in the selection 
process as finns seek management skill ; techniques and kno, .. ledgc ''hich arc best learnt 
through exposure and experience with dtffcrent companies in many different mdustries 
which typica l executives however lack were examined. 

5.2 Summary, discussions and recommendations 

5.2.1 Criteria to selection of management consultancies 

The stud) aimed at establishing the factors influencing the choice of management 
Consultancy fi rms b} companies I istcd m the Natrobi tocJ... l:.xchang\!. I he study shO\\S 
that mosl of the listed companies have been in existence for more than twenty four years 
while ownership is mostly local. Therefore. it is likel} their selection cntcria arc 
influenced by the experience and exposure during thetr e'Ctstcnce and local cultures due 
to their ownership status. Further. most firms had more than seventy five employees'' ith 
likel} influence on the management consultanc) services to cn:e the management of the 

large number of employees despite of the ownership status. 

Th f t Sultancy services by companies listed in the Nairobi Stock e use o managemen con 

E h · · h th. d ofthe population having used them for more than twenty xc angc vanes wtl a 1r 



)ears \\hile more than half the population had used 
0 

1 • 
. c n u tanc) crvacc for more than 

li\e )ears. The ~tud) therefore. shO\\S that the use of' cont "'II ' • 1 d h n, mg 1 rc ate to t c 
existence of the listed companies their O\\nership status an·l th be f 1 1 

• . u c num r o cmp O)ee • t 
has been noted that Kenyan firms prefer the use of multinational con ult!tnC) firms for 

their services by lkiara (2000). However, among the listed companies, the trend hns 

shifted with most firms preferring the use of both local and multinationals irrc pccti\c of 

the ov.nersh ip status or the years of the firm's existence Further local con uhancy firms 

seem to have a grip of the market with forty percent of the results in the study giving the 

evidence. 

Management consultants can be involved in anything. from sm3llniche part of business 

to looking at a company in it's entire!} (Robinson and McLart), 1998). The justifications 

for utilizing consultants are varied, among the major reasons <~re totul objecti,cJy in 

0\ervie\\ diagnosis of the problems, experience gained O\er the )Car:; in organizations 

and ability to utilize specialist knowledge (Kipping, 1999; Robinson and Mel arty, 1998; 

and Groonros, 2000). Further the management consultants facilitate change by 

introducing superior management skills at the same time as the) challenge orthodoxy in 

firms (Grove ct al, 2002). The list of areas "'hich can be the subject ofconsultuncy \\Ork 

are wide as identified by the institute of management consultants\\ ith main fields of 

management consultancy currently in use as corporate policy and corporate management 

finance management, administration, marketing and selling. production and economic 

planning (Adamson, 2000). further, he adds that distribution and tmnsport, information 

technology, human resource management and management sciences arc inclusive. I hcsc 

categories can be subdivided from the broad spectrum of \\Ork undertaken by con:,ultants 

to the specific fields as these fields do overlap. 

The study results show that, while companies listed in the Nairobi Stock E.xchangc usc 

consultants for varied purposes, most prefer them for training of personnel as \\CIJ ao; 

personnel recru itment. A I so research. production processes and S)stcrm. in formation 

technology and marketing issues play a ke) role to seeking of consultants. I his 

emphasizes the varied list of areas commonly sought for the number reasons of 
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increasing use of consultants. The number ofproble d' · · · 
ms nee mg Jn\C t1gnuon ofthc 

causes and recommendations for necessan remed ,al 8 t' h d r. • • 
• 1 c •on, l c nee •Or nn obJeCli\C 

'iew of\\hat is happening within a compan) as \\ell as out ide, 8 \\CJI ns electing 

personnel especially senior people is quite a role for consultants. I he) nrc nl o regarded 

as having the expertise and time and may be cost effcct1vc (Mcl.nrt) nnd Rubin on, 

1998). 

The study results further shows that personnel performance •~ key to lirrns :-.t1ccc s as 

most firms seek Consultancy to train and hire them, and havmg imprO\ing cllicicnc) and 

effectiveness in firms through consulting for information tcchnolog) . I' rom the finding:; 

though, variation is seeking the services between finns doe:; not differ ignificantl) 

meaning the practice in selecting services is almost similar. The study rc ult:. further, 

emphasizes the usc of different firms for different needs. While a con ullant ha to be 

somewhat a chameleon when undertaking a project and the perfect consultant, if there is 

such a person, needs to be comfortable in many roles (Kubr. 1996; grm e ct al, 2003; 

Greiner & Metzger 1998 and Robinson & McLarty, 1998) it is not possihlc l(>r un) 

consultant to cover the whole gambit of Consultancy requirements. 'I he study results has 

evidence that consultants need to specialize as firms usc different consultnnts for diiTcrcnt 

needs while the usc of the same consulting firm is practical by small percentage. this 

could be due to certain service provided by specific consultants. 

The process of consulting is widely influenced b) senior management as directors, which 

shows that consultant targeting of proposals should be right to the key decision makers. 

Further, the stud} results emphasi.1e the conc;ideration criteria as invoh ing both internal 

factors to the firm as well as external factors from the consulting firm:;, irrc!>pccti~c of 

ownership status. When having examined the criteria, the spec1fic aspects to each other!) 

gave a insight to specific factors innuencing the choice of management consultancics. In 

this study the extent to which spcci fie aspects of companies listed affects the election 

criteria was examined first. The results of the study show that expertise and experience 

I k I t t Also Pricing of consultants and their image/reputation is P ays a ey ro c to a great ex en . 

critical in deciding on the specific firms to engage their consultancy. McLarty and 
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Robinson ( 1998) indicated that, it is important to understand that before e~cn looking at 
the opportunities and the potential clients there 1s need to •·n 1 h 1 • .., 0\\ C)I;UCt ) \\ ere llC 
consultant's strength and expertise lies. \\ 1thout thi~ kno\-.:lcdgc it \\Ould b\: impo iblc to 
target the market successfully. 

A consulting engagement may be considered successful if the client is ntislied th.tt the 
consultant has met expectations and the consultant is satisfied that his/her reputations has 
been enhanced, with the expectations of future revenue streams (McLachlin, 1999). The 
study suggests evidence for the numerous !actors for consulting engagement critcriu in 
order of great extent for the numerous factors for consulting engagement criteria in order 
of great extent as expertise, experience, pricing and image/reputations of the consulting 
finn. The external factors also include advertising, referral sources. and personal s~:lling 
\\hich act to bring management consultanc} marketing costs. they must be regnrded as 
essential investment as evidenced by the study. That is, although regarded to u malh.:r 
extent as compared to expertise, experience and pricing, hO\\ever. the most important 
aspect is that they cannot be ignored . Management consulting itself was shown by the 
study as critical as well with moderate consideration from the large manufactunng s~.:c tor. 

A consulting engagement is considered from both the external and internal aspect of a 
chent. The consultant has to meet some expectations and per~epuons in order to meet 
client satisfactions (Zeithaml et al, 1990). For a professional sel'\ 1ce like con uhing, 
qualit)' is defined as the difference betv .. een client perceptions and client c~pcctation of 
the service (Kotler, 2003; steed and Appelbaum. 2005). From the study results, clicnl'!i 
mtemal factors as perceptions and expectations, past expenence Jnd clear agr\!cmcnt 
concerning requirements to t) pe of consultant pia) a key role in selection of criteria of 
consultancy. Further control of process, models of consultanc) and informal talks uhout a 
reputable firm to clients are also influencing to a moderate extent. 

I add. · · tat'ons and past experience influencing $election criteria, n 1t1on to percept1ons, expec 1 
a clear agreement helps both the client and the consu ltant ensure scrv1c.e quality '"hich 

· d t t'ons (Zeithaml ct al, 2000). f unhcr. forces a clear thinking about prom1scs an expec a 1 
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Zeithaml argues that they help to lower unrealisticall h'gh • · • Y 1 expectation . Add1t1onal factors for clients, relating to selection critena included h · 1 1~ avmg c car 1tne to 
agreements, type of consultants and models of consultancy. Along the consulumt 
dlspla)mg competency in expertise. as th1s process \\ill affect the relation hip v.ith the 
client and possible future employment with a \ariet) of multitude strategies mailnble for 
firms, clients seek efficiency and effectiveness as to procedures as argued b) Mcl..achlin 
( 1999). Hov. ever, given the above both external and mternal factors discus cd, it is 
clear!} evident that the clients need a stronger focus on the firms expertise. pricing and 
efficienC} not excluding procedures for control, agreements and reputations or consulting 
firms. 

5.2.2 Challenges to selection criteria 

From the study findings, price inhibition, value evaluation and lack of general 
competence were evidenced as key factors. The other variable factors \\ere challenging to 
a moderate extent as government regulations, bureaucracy in organl/ations structure!>, 
incompatible models of consultancy and little control of the process. Schaffer (2002) 
argues that the majority of clients that hire consultants and most of the consultants that 
they hire, operates under a model of consulting that does not allow them to achic\C full 
collaboration. Further Schaffer noted that consultants pricing structure 1s inhibitive due to 
costing of some intangible aspects as consulting hours and marketing strategies engaged. 
Opondo ( 1988) found out that price inhibition, government regulations as to promoting 
accountancy services as well as incompatible models of consultancy as key challenges. 

Kenya's domestic capacity in supply of consultancy services is constrained b} the 
existing unfair competition in which foreign firms receive preference in the award of 
government contracts, Jack of effective policy support, negative government attitude. 
inability of the small firms to attract and retain sufficient qualified staff due to cash now 
problems, inadequate experience in consultancy work. low managerial skills and a low 
level of professionalism (lkiara ct al. 1994). This is supported b} the study findings of 
firms selection criteria based on such external factors as expertise. C\pcriencc and pricing 
\~hich are key challenges to the consulting sector in Kenya On contrast to lkiara·s 
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tindings. the foreign consuhing finn h . s are not s 0\\ n as preference to the manufn turing sector selectaon for consultant) services Rather local fi 1 • t 1 • • · arms .1rc ug 1 ) prclcrn--d and lh1 could be attributed to the domination of local O\\ncnch1'n fth 1· II •.. ,. o e •rms u:. we a ma) he control of the consulting firms by locaJ consultancy professionals. 

SJ Conclusions 

In conclusion however, though in external factors to selection criteria im:ol~c marketing 
Consultancy as important skill for awareness. effectiveness and forming perception nnd 
expectations of clients, they were not significantly shown by the stud) results. 'J his is 
bt.-cause through integrated marketing communications ( IMC). consultant!'> not only 
engage awareness increment but also making their services to be percci\cd as tangible. 

Eve I) client, whether established for short or long. thinks m results and 'aluc for mone) . 
Therefore before signing in for an engagement, firms must be convinced that X 'r I :1nd 
partners is the practice most likely to assure complete satisfaction. To ensure that the 
selection practice will fall on certain consultant firm, such important aspects as expertise. 
experience and reputation must be built with IMC for lowering perceived expectations as 
\\ell as checking approach to procedures, models and proof of competence in proposnl 
itsel f. Hence, overcoming the challenges in focus of clients O\\n terms as to pricing, 
n <leis and offer of value for monc) for ensured client satisfaction. That i con ultnnts 
sll'luld possess the talent. skill and experience to achieve the desired results and ghe 
values for money; fully understand their environment as to clients problems and by 
reputation can be trusted to approach the problem and solve it on sound proll!ssional 
lines. 

The manufacturing sector is vital part of the national economy. Most of these firms 
continue to get greater challenges as globalization increases with new technologies. need 
for Oatter and Ieamer structures, for efficiency and effectiveness in operations for 
profitability and to remain competitive. While consultancy firms come in handy in 
ffi · h · · 1 the problems obiectivel) the selection criteria is tacit v.ith o enng t etr servtces to so ve J • 

· · · · · · b fessional firms. In order to turgct the hmued markctmg to mamtam reputation Y pro 
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market successfully, the need to understanding the clients j c ntial in tnppmg nt\\ 

markets opportunities as the) arise. 

The market competition bet\\een consultants is seen as intensif) ing a the competition 

from other professional"> performing similar sen. ices. The role of lccting bct\\CCn the 

\'aried firms leaves firms in confusion and hence more tacit \\3)S de\ i cd to identification 

of factors of success has gained dominance. It is therefore necc sar) to undcrstnnd the 

client selection criteria as \\ell at their challenges in order to de\ icc marketing tratcgics 

to tangibilize their services and minimize !heir endless promise:. which gi'c wide 

rcrceptions and expectations. This would be embraced through engaging the right 

e:\pen•se and considerable pricing to operate competitivel> and prO\ ide qual it) ser\ icc tn 

their clients. One way of doing this is to engage in market research as tot tier clients' 

perceptions and expectations, also the understanding of their colleagues to usc of 

COnsultancy in deciding tactful strategies for growth and adoptiOn to expand and increase 

the market potentials. 

5.4 limitations of the study 

The response rate was not one hundred percent to give full representation of the 

population of study. The results reflect the factors. opinions of consultants' clients 3\ to 

their subjective perceptions of selection criteria. No attempt was made from consultanc) 

firms' view of their critical success factors. The study focused on companies li sted in the 

Nairobi Stock Exchange. The methods used to determine the factors influencing selection 

criteria were not exhaustive or inclusive the same applies to the challenges to be !'election 

criteria. 

5.5 Recommendation for further research 

h ld b · d t to determine the interrelationship bemccn the internal and A study s ou e carne ou 

extern~! factors to the select ion criteria of consultanC} firms. A stud) should also be 

· · · h t significant and critical factors in selection criteria of camed out to mvestlgate t e mos 

management consultant. 
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5.6 Recommendations for policy and practice 

One way in which developing countries like Kenya could dc"clop their con ulting 
rr\.•fessionals is through the promotion of joint \enturcs bemccn foreign and local 
consulting firms with the objective of facilitating transfer oftcchnolog) and technical 
training. It may be necessary for the country to commit areas of consuhanc) SCI"\ icc:. in 
"hich it does not have capacity under certain trade articles as GATS Kenya could. in 
addition, seek financia l and technical assistance to develop local capacity in areas of 
(.J)nsulting that are deficient. Further a polic} could be devised in order to control the 
hiring procedures and systems in place for qualified professionals for dissemination or 
competent consultants and hence consultanC} services. 

71 



REFERE'\CE~ 

Andrus.D. Ou. and Donnell). D .. ( 19.?0) ... Business lient ti fa tion "ith large V , 
mall firm tax serv1ces . Journal of profe\sional ~n ices markecing. 

Vol S. 'Jo. 2, pp 33-38. 

Bitner. M.J. and Zeithaml , Y.A. (2004), Service Marketing, ~1c Gra,,-1 fill. Nc\\ Delhi, 
India 

Bert'), I.. I. ( 1980) .. ervice Marketing is different" Business journ:tl Vol. 30, pp 24-29 

BO\\er, M. ( 1982). "The forces that launched management consulting arc still at \\Ork" 

Journal of Management Consultancy. Vol. I. No I , pp 4-6 

Burton. G. ( 1991 ). "Attitude towards the advertising by Ia\\ )Crs. doctors, und CPA ·s··. 
J ournals management consulting Vol.8. '1\o 2 ppll5-127. 

Canback, S. (I 998), ·'The logic of management consulting (part one)". 
Journal of management consulting vol. I 0. No 2. pp 3-12 

Chase, R.B.( 1978). "Where does the customer fit in the service operation". 
In Lovelock, C.! I (ed) Service Marketing. Caglewood Cliffs, 
N.J. Prentice Hall. 

Connor Jr.C.A and Davidson.J .P (I 985). Marketing} o ur conl!ulting and Professional 
Services. New York. John Willey and sons. 

Crucini, C and kipping, M. (200 I) "Management consultancies as global change agents. 
Journal of organizational change management. Vo1.14, f\:o. 6, pp. 570-589. 

Dearden. J . ( 1978). "Cost Accounting comes to service industries". ll an ·a rd Business 
Review, eptember- October. 

Drucker, p. F ( 1979) ''Why management consultants? "Journal of 1anagemenl 
cieoce. Vol. I 0, No.3. pp. 5-7 

( 1997). "Towards the new organization ... Hessebian. F., Golds~ith, M. 
----and Buckhard, R. The organization ofthe future. Jos ey- Bass. NC\\ )Ork, 

NY, 1-5 

72 



Economic surve) (1998). Republic of Kenya (various is uc Go\emmcnt printer 
atrObl. ' 

- ----- (20?2) ~epublic ofKen.>a (Various i sues, Go\cmmcnt printer 
a1r0b1. 

(20?3) ~epublic of Kenya (Various issues, Go\cmrncnt printer 
a1robt . 

-----(2004) Republic of Kenya (Various issues. Government printer 
Nai robi. 

I nnew A.; Price, L. ; and Zinklan, G. (2001). Consumers. NC\\ York, 
McGraw-llill ; pp. 614-653 

E\ans, J. and Berman, B. (1990). Marketing of services. New York. 

Gatticker, V.E:.. and Larwood, L. (I 985) ··Why do clients employ Management 
Consultants?'' Consultation Summers, 129-199 

Greiner, Land Metzger, R, ( 1983). Consulting to management. Prentice hall, 
Eaglewood Cliffs, New York. 

( 1998), Consulting to management. Prentice hall. 
Eaglewood Cliffs, New York. 

Groonroos, C (1984)" A service quality model and its marketing implication". 
European journal of Marketing. Vol. 18. No 4, pp36-44 

Grove, S.J .• Carlson, Land Dorsch. M.J. (2002). '·Addressmg services intangibility 
Through intergrated marketing communication: An exploratof) study". 
Journal of ervicc marketing. Vol. 16., '-.o 5 pp 393-411 

Gro\e, S.J., Fisk R.P. and John, J . (2003) ... The future ofservtce marketing: Forecasts 
From ten service experts'' .. Journal of ervice marketing. Vol. 17. r\o.2, 

Pp 107-121 
• 

73 



H gue. P. ( 1989). ''Accountants discover \1arketing··. lndu\ lri:a l M :a rkcling Uigcsl. 
Vol. 14; 1\o. 2. pp 87-95. 

I iara. \1. (2000). An 0Hnie"' ofKen)a' T rade in \eniccs Ken)n in titutcof 
public policy research analysis. 'airob1 

lkiara, G.K., Nyangena W.N and Muniira., M.F (1994). ervicc:~ in Kcn)n . 
UNCTA D/CAPAS report August. 1994. 

Jone .... P ( 1996) .. Business link a cr itical commentar) ·•. Local Economy journal. 
Vol.ll, No. I pp 71-78. 

Ka ekende, C. ( 1984). "A study of management cosultancy as a strategy for transferring 
Western Management Techno log) to Ken) a's organil'ations''. 
Unpublished "vtBA thesis. l.Jnivcrsll) of Nairobi. Ken) a. 

Kearsly, M. ( 1994) "The sale Consu ltancy: Cl ients and Consultants views". Proceedings 
Of internatio nal consultancy conference, South Bank Univcrsit). 
Press, pp, 76-83 

Kellogg, D.M. ( 1984). "Contrasting successful and unsuccessful OD Consultation 
rclationship."Group and organizational Studies Vol. 9, No.2 
PpiSI-176. 

Kcll}. R.E ( 1979). "Should you have an internal consultant?''Harva rd Busine\s Rc"ie~ . 
Vol. 57, November/December pp.II0-120 

Kolb. D and Frohman, A ( 1970). "An organi7ational development approach to 
consulting". Loan management con ultanc) conference. South Bank 
universit} press. Pp 76-83. 

Kotler, P. and Bloom, P.( 1990), Marketing profe ional senices [aglcwood Cliffs, 
N.J. Prentice Haii.Jndia 

Kotler, p ( 1984 ). Marketing M a nagement:_ Ana lysis, ~Ianning and control. 
Eaglcv.oods cliffs; N.J. Prenuce hall. lndaa. 

(2003). Marketing Management: Analy is, Pla nning a nd control. 

74 



Eagle\\OOd cliffs: 1\j.J . Prentice hall. India. 
Klc'tzman, H and amaras. 0 ( 1980). ··Can small busines e usc con ulumt r· 

Hanard Bu joess Re\ie\\ . Ma)- June. 

r. t (1996). Management consulting: .\guide to profc ion: lntcmntaonnl 
Labor office. Geneva 3rd Ed. 

• FJ. ( 1998) ... Mark~ting professionals services· Gathering and u~ing intomlation 
From mtemal and external sources ... Journal of profc'l'liunal 
en·ices marketing. Vol.3, No.3, pp 9- 12. 

Lo\elock. C.ll.( 1991 ). Service marketing .Englewood C li ffs. N.J Prentice Ilall. 

I) I. D. I 1982) ··Do consullants improve efficienc} ?''. Management Toda}. 
Jan/ August, Pp 14-1 5. 

angos, N.C., Lewis, .Rand Roffey, B.H (1997). "Marketing accounting 
Services and inter-count:r) and ethical companson·· .Journal 
Of marketing intelligence and planning. Vol IS. 1\.o. I, 
Pp 11-18. 

1angC1'), "\\.C .. Roffe) , B.H and Stevens, J.A ( 1995). "Research note t-.1arkcting 
Accounting services. A cross-cultural comparison". International 
Marketing Review. Vol. 12, No.6 Pp 68-81. 

targolis, F.l I. ( 1985). "Client-consultant compatibility: The client's perspecti ve". 
Journal of management consultant. Vol. I 0, No.4. pp 118-127. 

1baluka. G.S. (2005)."A study of factors innuencing the choice of munagcmcnt 
consulling firms: A case of large manufacturing firms in 

airobi". Unpublished MBA thesis. l ni\.ef'>ll} of!\:uirobi, 
Ken}a. 

Lachlin. R.O.( 1998). "Consulting engagement success". Wo~kjng ~~~r. Facult) 
of management consultant . Uni"ersit)' of Mamtoba Vtt annapcg. 

( 1999). "Factors for cosulting engagement success ... Management 
Decision Journal. Vol. 14. '1\o. 3. Pp 39+404. 

htchell, v. w ., ( 1 994), "Problems and risks in rhe purchasing of consultanc> sef\ ices". 

75 



, .. Service In.dustria l Journal. Vol. 14, 1 o.3, Pp 68-79. 
>• K.B ( 199 1 ). A tes.t ?~ servt~e marketing theory Con umcr information 

Acqutsttton acttvities. "J ournal o f M a rkctino Vol 55 i ' t> 1 
Pp 10-25. ,..,. . ' . 

te,D .. ( 1982) "Ma~agement consulta ncy firm in Kenya•·. tJnpubli hcd M.B.A 
Thests, Universit} ofl'\airobi. Kenya. 

o, G. ( 1988). '·A survey of how management con \ ultanc\ firm in Kc n'u 
ma rket their fi r ms··. Unpublished M B.A.-thcsb Unh:crsfty uf 
Nairobi , Kenya. 

uroman, A. ( 1995). "The status of conceptual and Empirical \\Orkin service~· A 
review and research agenda··. Fron tlic~ of 'len ice conference 

ashville, T.N. 

non, A. ( 1966). Consulting Management. Prentice Hall. Eaglcwoods Cliffs, 
New York. 

P yne, A.r.T ( 1986) ''New trends in the strategy consu lti ng Industry. J ournal of 
Business strategy. Vol. 7, No. I, Pp 43-55. 

Putman,A 0 ( 1985). ··Managing res is tance''. J ournal of ma nagement con ulta nh. 
Vol. I 0, No.4, Pp 75-87. 

R hncll, J M. ( 1966). ''What is meant by services?" J ournal of ma rketing. 
Oct. 1966. 

Rob on, 1 and Me !arty, R. ( 1998). ''The practice of consultanc) and a pr~fcssionnl 
Development strategy" J ou rna I of leade r htp and 
Organizn tional developme nt. Vol. 19, o.S, pp256-263. 

fer, R.H ( 1976) ' ·Advice to internal and external consultants: Expand your client 
Capacity to use your help". Adunced Ma nagement J o urnal. 
Vol 41 , o.4, pp39-52. 

in. E. ll ( 1969). Process con ulta t ion:.l ts ro le in organizationa l Development. 
Addison-Wesley, readmg, MA. 

76 



---- ( 1990) Pr?ces Consultation: Its role in organitational dc~elopment, 
Add1son-\\esle}, Reading \1A. 

---- ( 1997). ''The concept of client from a proce~s consultation pcrspccthc" 
Journal of organizational change m a nagement . Vol. 10. No.3. 

Pp202-216 

h tnck, G.L. ( 1977). '·Breaking free from product marketing''. Journal of Marketing 
Vol. 41. pp 73-80. 

lllllton, W, Miller, K and Layton, R. (1994). Fundamentals of marketing Prentice hall. 
New Delhi , Jnd ia. 

teed, A.J. and Applebaum, S.H. (2005). "The critical success factors in the clients
consulting re lationship.''Journal of management den~lopment. 

Vol.24, No.I. pp68-93. 

Turner, A.N.( 1982). "Consulting is more than giving advice". Havard llusinc s Re\iew. 
Vol. 60.No.S, pp.l20-1 28. 

Vogl, A J. ( 1999). Consultants .......... in their clients ·eyes', Across the board. 
September,pp26-32. 

Wilde, E. ( 1996). " Marketing management consu ltancy". Work study. Vol. 45, 
No. 2, pp 18-21. 

Ztithamal. v .; Berry, L. and Parasuraman, A. ( 1988). ·~communic.a ti.~n and control 
Process in the delivery of serv1ces of quahty •• Journal of 
Marketing. Vol. 24; l\o.2. pp 42-54. 

(1990).Delivering quality sen-ice: Balancing cu!ttomcr . 
------- perceptions and E:\pectations. The free prc._s,l'oc\\ York, N.'r. 

77 



APPE DICES 1 

01\fP \'\IE LISTED I THE AlROBI STOCK EXCHANGE 

CRIC LTURE 

1. l nllever Tea Kenya ltd 

2 1\.akuzi 

3 Rea vipingo plantation ltd 

4; asini Tea and coffee ltd 

CO:\tMERCTAL AND ERVICES 

5. Car and general (k) ltd 

6. CMC lloldings ltd 

7. llutching Biemer ltd 

8. Access Kenya group ltd 

9 Kenya Airways limited 

10. Marshalls (EA) ltd 

I I Nation Media group 

12 1 PS ltd 

IJ 5can Group ltd 

l l Uchumi supermarket 

~ Standard group 

f f~A '\CE AND I VESTME 'T 

16. Barclays bank Ltd 

J7 C.F.C bank Ltd 

18 Dmmond Trust Bank Kenya Ltd 

l9. 11ousing and finance Co Ltd 

20. 1.C..D.C Investment Co Ltd 

21. Jubilee Insurance co Ltd 
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22. Kenya commercial bank ltd 

23. ~ational Bank of Kenya Ltd 

24. ~.I .C Bank Ltd 

25. Pan '\ frica Insurance lloldmgs ltd 

, • tandard Chartered Bank Ltd 

27. Equity bank 

I~Dl TRIAL AND ALLIED 

28. Athi River mining 

29. B.O.C Ken) a Ltd 

30. Bamburi cement Ltd 

31. British America Tobacco Kenya Ltd 

32. Carbacid Investments Ltd 

33. CrO\\n Berger Ltd 

34. Ol}mpia Capital lloldings Ltd 

35. E.A. Cables Ltd 

36. E.A. Portland Cement Lld 

37. East African Breweries Ltd 

~8 ameer Africa Ltd 

39 Kenya oi I Co Ltd 

40. Mumias Sugar co Ltd 

4 Kenya Power and Lighting 

42. Total Kenya Ltd 

43. Unga Group Ltd 

44 1\cngcn Ltd 

LTERNATIVE INVE TME T MARKET SEGME T 

45. Baumann and company Ltd 

6. City Trust I td 

47. Eaagads Ltd 

48. Express Ltd 
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9. Williamson Tea Kenya Ltd 

SO. 1-..apchorua Tea Co. Ltd 

S I. kenya Orchards Ltd 

52. Limuru Tea Co Ltd 
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PPI:l\OIX 2: LETTER OF I TRODl'CTION 

f.PTF..MBER 2007 

Respondent. 

18 \ RE EACH REPORT 

I am. a graduate stude~t at the University oP\airobi. I am conducting a sun c) on fa tor 
mfluence the chotec of management consulting firms: 1\ case of cornpanic 

rtgJ rercd m the Nairobi stock exchange. 

The tudy is for the purpose of a research project. a requirement of the masters of 
Business Administration degree programme. 

Your firm has been selected to be included in the stud}. I kindly request )OU to as i t me 
by filling the attached questionnaire. The information you will pro'.! ide ''ill make u cful 
contribution to the study. I assure you that the information will be treated in strict 
confidence and at no instance in the report \viii your firm be referred to b) name. 

To enable me to complete my project in time, I "ill pick up the quc!!ilionnairc three da)!i 
after leaving it. I hope in that period, you shall have found the time to complete the 
questionnaire. Your cooperation wi II be greatly appreciated. 

Thanks in advance 

Yours faithfully, 
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PPE~OIX3 : QLE TIO AIRE 

f.CTIO'i A: COMPA Y PROFILE 

I. Name of organization ............. . 
2 Year of establishme t · 0 

• • • • • • • • • • • • • • • • • • o • · · · · .. o o o. o o o o o ·oo 0 0 0 0 0 0 

n ···················· 3. 0\\nership ofth_e firm (please tick ap~ji~~bl~·boo~}o .ooooooooooooooooooooooo 

a. Fore1gn ov.ned ( ) 
b. Locally owned ( ) 
c. Partl) locally and foreign O\\ned ( ) 
d. Partly government and locall} owned ( ) 
e. Government owned ( ) 

4 How many employees do you have in the company .............. o ............ .. 
' Who arc the principle shareholders ................ . . ... ............................... . 

.. .. ... ·················································································· 
............. ........... ····································································· 
•• 0 0 0 •• 0 •••••••••• 0 0 •••• ••• 0 0 •• 0. 0 ••••••••••• 0. 0 0 ••••••••• 0 0 •••••••••••••••••••••••••••••••••• 

6. What is your main investment market segment ( please uck applicable box) 
a) Agricultural ( ) 
b) Commercial and services ( ) 
c) Financial and Investment ( ) 
d) Industrial and Allied ( ) 
e) Alternative Investment market segment ( ) 
f) Fixed Income securities market segment ( ) 

Sf:CIION B: CRITERJON USED IN THE SELECTIO OF A MANAGEMENT 
CON UL T ANT FIRM. 

\\haL is the status of management consultanl firms used> (Tick appropriaLcly) 
a. Multinational ( ) 
b. Locally owned ( ) 
c. Both { ) 

So For hO\\ long has your company been using management consultanq 
(fick the most appropriate) 

a) 0-1 }ears 
b) 1-5 years 
c) 5-10 )ears 
d) I 1-20 years 
e) Over 20 years 

( ) 
( ) 
( ) 
( ) 
( ) 

cr\iccs? 
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9. \\hat has been your firms practice in the selection of manngcm~nt consultancy? 
a. Use more than one because of di fTerent need~ ( ) 
b. Use the same consulting firm ( ) 
c. Others (specify) ............................ . .. . .. ...... .. . ....... . .. . ...... . 
................. ········· ..................................... .. ......... ........... . 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 ••••••••• • •••• •••••• • • ••• ••• • 0 .. ..... .. . . . .. .. . . .... . 

................................................................... .................. ....... 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 ••• • •••• • ••• •• •• • •••• •••• • •• •••••• •• ••••••••• • •• 

10. \\ hich consultanC) services have )OU sought in your firm ( fick the appropriate 
box) 

a) Financial and Accounting management ( ) 
b) !Iuman resources management ( ) 
c) Marketing research ( ) 
d) Information Technology ( ) 
e) Strategic Management ( ) 
I) Training and development ( ) 
g) Corporate policy and development ( ) 
i) Others (specify) ................................. · · · · · · · · ····· · · ·· · ···· · · · · · ···· 

.......................... 0 ••••••••••••••••••••••••••••••••••••••••••••••••••• • • • ••• • 

····················································································· 

11. llo\\ would you describe your relationship with the consultants? 
a. Excellent ( > 
b. Very good < ) 
c. Good (( ) 
d. Hostile ) 

12. Who influences the choice of consulting services in your company? Cf ick all the 
applicable choices) 
a) Managing Director 
b) Board of directors 
c) General managers 
d) Middle level managers 
e) Other senior managers 

( ) 
( ) 
( ) 
( ) 
( ) 

I) Others specify ......... · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · · 
·················································· ···· ·· ···· ··· ··············· ······ 

········ ··········· ·········· ····· ··· .......................... ·················· ········· .. 
··············· ·· ·· ·· ···· · · ······· ······· ····· ··· ···· ··· ········ ··· ··· ········ ········· ···· 
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13 In electing management consulting sen.. ices. \\hich criteria or imponant factors do 
~ou consider ? (Tick appropriate I>) 

a) Internal factors to )Ollr firm ( ) 
b) external factors from the consultanc) firms ( ) 
c) Both ( ) 
d) Others specify ....................... .. ........................................ . 

······························ .......................................................... . 
• • • • • 0 0 ••••••••••••••••••• 0 •••••••• 0 0 •• 0. 0 ••••••• •••• • ••• •••••••••••••••••••••••••••• ••• 

······························ ··························· ································ 

14. \~hat key challenges do you encour.ter in the selection of a management consultanc) 
lirm? .. .... .. ...... .... ...................................................................................................... . 

············· ······················································································· 
..... ............................ ······························································· ···· 

IS. lo What extent do management consultant firms innuence your decision in the 
election criteria? 

fo a very big extent ( ) 
To some extent ( ) 
To no extent at a ll ( ) 

u) Which factor do you consider most significant in the selection cnteria of a 
Management consultant firm? Explain.................. . . . . ......................... . 
············ ························ ······························································· 
......................... .. .......................................................................... 
······················· ························· ·· ······················································ 
··········· · ························································································· ·· 

J6.1n }OUr opinion are management consultant firms in Kenya able to identif} the needs 
of their clients? 

a) Yes ( ) 
b) 0 ( ) 
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17 Th~ foliO\\ ing factors a.re considered m management consulting election criteria. 
\\h1ch one do )OU cons1der and to \\hat extent? (I ick appropriate!)) 

f rto~ 
(S) (4) ( 3) (2) (I) 

Vet") great G rea t Moderate Little Not at 
Exttnt Extent c1.tent extent all 

) I xperience ( ) ( ) ( ) ( ) ( ) 
b) Price ( ) ( ) ( ) ( ) ( ) 
c) Reputation ( ) ( ) ( ) { ) ( ) 
d) .\dvertising ( ) ( ) ( ) ( ) ( ) 
e) Referral sources ( ) ( ) ( ) ( ) ( ) 
I) Personal selling ( ) ( ) ( ) ( ) ( ) 
g) Expertise ( ) ( ) ( ) ( ) ( ) 

Others specify ....................... ....... ........................ ......... ............. 

··· ································· ································ ························ 
····························································································· 

18. "I he following internal factors are considered in management consultant cntcria. 

Which one do you consider and to what extent?(Tick appropriately) 

(5) (4) (3) (2) (I) 

Factors Very great Great Moderate Little Not 

Extent extent cxtcnl extent at all 

a) Past experience ( ) ( ) ( ) ( ) ( ) 

b) Perception and experience ( ) ( ) ( ) ( ) ( ) 

c) T}pe of consultancy required ( ) ( ) ( ) ( ) ( ) 

d) Perception and expectation ( ) ( ) ( ) ( ) ( ) 

l) Clear assignment ( ) ( ) ( ) ( ) ( ) 

\o1odels of consulting ( ) ( ) ( ) ( ) ( ) 

g) Reputation ofthe firm ( ) ( ) ( ) ( ) ( ) 

h) Others (specify) .................................. ·.· .. · .... ······ ... ·· ......... ·· ............ 

. ····· ······························································· ················· ···· ······ 
·································································································· 
···· ··································· ··· ·· ·· ············ ······ ········ ···· ·· ······ ·· ·········· ·· · 
······ ································· ··· ·· ··· ·· ······ ······ ···· ······· ··········· ······ ······· ··· 
·· ································································································· 
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19 Which of the follo\\ing challenges do you face in the selection of management 
consultant services in Kenya and to what extent?(Tick appropriate!>) 

(S) (4) (3) (2) ( I) 
Fa~tor\ Very great Great Moderate Little Not at 

Extent extent e\tent extent all 

a) Price inhibition ( ) ( ) ( ) ( ) ( ) 
b) Value evaluation { ) ( ) ( ) ( ) ( ) 
<.) Bureaucracy ( ) ( ) ( ) ( ) ( ) 
d) I ack of control ( ) ( ) ( ) ( ) ( ) 
c) Process ( ) ( ) ( ) ( ) ( ) 
I) Others (Specify) ........................................................................... 

······························································································ 
............................................................................................... 

b) I low do you think the firm wi ll respond to these challages in the future ................... . 

Thank you for your cooperation 
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