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ABSTRACT 

Clients engage consultants for many reasons, not always successfully. Management 

consulting has been used by firms to solve the many challenges being faced due to 

globalization, new technologies and the competitiveness required to operate in such a 

context. Many authors have noted that, despite the significance and size of the industry, 

there does not seem to be correspondingly large wealth of empirical data on the practice 

of management consulting and more so to their selection criteria. 

The primary intent of the study was to examine the factors influencing the choice of 

management consultancies among the manufacturing sector in Nairobi. A second purpose 

was to identify the challenges faced in the election cdtcria. Thi was a hie ed through a 

descriptive study on th larg manufacturing fim1s. A pilot survey was ondu ·t d through 

interview in order to confirm their usc of management consul to scr ices h ·nc 

forming the population of study. A tructured qucstionnair ·with lik ~rt t •pt.: of qu stions 

was admini ·tered to re pondent through "drop and pick" lntl!r basi th~:n anal :.red u ·in ' 

both frcqucncie and de criptive tati tic . 

The study found out that both e tern 1 , nd intt.:m l L tl r. an.: m . td~.?rnl in the scle ·tion 

criteria. h actor c mm n id~..:r~..:d in lu kd ·p rti:-~..:. ~. 1 n~..:IH:t.: pri ·in' ·md the 

rcput tion ofth con ultin finn . lth u h 11. r tin' i 11lHt tin th litualll!'t a~ 'l matn 

,n iderati n in 

tud '. I his l\\lhi 

b ttr ibut 
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was evidenced, as a key factor to selecting a consulting finn hence consultants needs the 

understanding for targeting market successfully. The challenges to the selection criteria 

are discussed as consultancy services are almost universally offered. The election for 

specific finns to confonn to a finns expectations and perceptions is critical, price 

inhibition, value evaluation and lack of general competence are highly encountered in the 

selection criteria. 

The research recommended that for policy and practice in management consulting, joint 

ventures between foreign and locally owned films is necessary to facilitation of 

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

commit some areas of COnsultancy ervices in which capacity is insufficient under certain 

articles of General Agreement for Trade in erviccs (GAT ) K nya. The limit d demand 

fl r consultancy seiVice owing to Kenya's small onomy, inad quat funding for 

re earch, education and training that i to keep pace ith inf)l1nati m k ·hnolog , 

impr vcd educational requirement · for entry to the profcssi n in coinpnrison to \ orld 

standards i · necessary for di semination of competence in con ultanc servic s. 



CHAPTER ONE: INTRODUCTION 

1.1 Background 

Historically, the study of marketing emphasized the purchase and sale of physical 

goods in the private sector economy. Today, despite the challenges in packaged 

goods, the situation of marketing expertise is highly valued by managers of services 

; firms as their whole output accounts approximately half the gross national product 

(Ikiara, 2000). Unlike manufacturing firms in general, professional firms have rarely 

used marketing in particular and Kotler (1984) has been argued this as due to a 

number of reasons. 

Management technique have been con idered expen ive as well as irrelevant by 

small finns' hence extensive usc being left to large ftnns only. ccondly, their 

regulating bodie have governed manag m nt consultan y and therefore, th 

professional As. ociation tandards relating t adYcrtising and promotion ha c b ''n 

prohibitive. An example i' lA International ccounting standards \Vhik Jasti , 

previously profcs ional ser\ice · received full demand and lcs · ·ompctition du' t) 

government regulation . However. the trend has shifted with the fom1cr challenges 

favoring growth in ervice trade a Lovelo k and Weinberg (I l _) outlines. lhc · 

argue that there ha been d clin in gov rnml:nt regul tion and rl:duced standards 

with net effect of easier ntry pccifi tirn1 .. mon: fn.:~dom to t.:ompete on pnces 

and removal o many g )gr, phi n l n - ~r i ~ ddt t.:I~ ' h~.:n ~.: thl: elcmu1t of 

competitic n. B ed th m n: ~..:11\ ir mm~nt in \ hi h busint.:sst.:s 

op r t h 'll mi m. 

rl h u 1\ h \\\ Ill I 

I < ,1 P i 



• lL. 

the general election. Despite the downward trend in economy, the globalization effect 

on industries has been devastating. That is, with the liberalization of the world 

economy, competition has been intensified in major sectors of the economy and this 

has had profound effects to third world countries Kenya included. To add on, the 

economic survey (2002) has made it clear that many businesses have resulted to use 

of consulting as critical skill to manage strategically organizations due to 

globalization. It is surprising to note that so little attention has been put on the 

endeavor to market services in view of clients. With progressive liberalization, the 

preferences once enjoyed by management consultancy finns in Kenya are eroded and 

continue to erode as more competitors come in. 

African countries, Kenya included are said to be incurring enonnous financial costs 

a they create the institutions and implement the standards demanded by the 

multilateral sy tern (Economic survey, 2003). In , uch contest th r fore, the decline in 

government regulation has allowed for growth of franchising which is seeing 

franchi c chain di place or ab orb a va t array of service business in matng 'nH.mt 

consultancy. 

In Kenya, everal studie have been don on management ·onsultanc as a 

knowledge transfer. For in tanc , d tte 19 _) n h:: . that thl:n: ha: l Cl:n increased 

competition due to globalization nd r du, d n.:gul. tion . • nd profl.:sstonal standards. 

For example, he note that tit in th~.: r •ul. ti< ns as marl-.din 1 

profe ional rv1c un ~.:d , nd bt.: m • 

lHtld h\: said 
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were common unlike it's prohibition for the members advertisements and direct 

communication as tools for marketing to non-clients to solicit for work. 

Despite the several studies in management consultancy in Kenya addressing 

marketing aspects little effort has been shown on the clients view. That is, greater 

emphasis has been put on the marketing aspect from the finn's view. Hence, 

conclusion can be made that; most consulting firms rely on their own competence to 

get business disregarding the clients' choice criteria of the same. In essence, clients 

of consultancy services vary in different consultations and hence their influence in 

ervice provision is essential (Crucini and Kipping, 2001). 

Opondo ( 1988) in his survey of marketing of con. ultancy ervtce in Kenya found 

several challenges to management con ultancy. uch included price inhibitions and 

client appreciation of service value received. ln addition, he noted, despit 

multinational attachments of some local finn ' they . till raced sti rr ompdition from 

small management consultancy firms. astl , he found that political pressures in 

tendering and under capitalization that i ·, lack of capital base and resources 1'01 

competitive strength a key challenges. 

ontrasting rc carch report on tor attra ti\ ene .. to ~ •mentation has also Jell 

confu ion a to propo al oli iting hen e the 

acceptanc and implcm nt tion 

that m na •em nt 

indu try b cau 

•, p 111 h.:nn. t)f ·Iients ranQe to 

til n" r tmdo ( 19 \'), n )led 

h: l in 1 t t\1 lr 111,\1\, •cd Sl lOt 01 
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1.1.1 Management Consultancy Sector In Kenya 

Many finns consider themselves to be management consultants and call themselves 

so, but in some cases, they are not. For example, many of the so-called management 

consultants in Kenya are training finns (Ikiara, 2000). For the purposes of this study, 

a managerr:ent-consulting finn is defined as follows: 

A finn whose principal activity is the independent practice of management 
consultancy and which arrives at its recommendations by factual investigation 
(Institute of Management Consultants U.K.l984: 20). 

Also according to Greiner and Metzger in Kubr (1996:65), 

"Management consulting is an advi ory service contracted for and provided to 
organizations by specially trained and qualified person , who a ist, in an 
objective and an independent manner, the client organization to identify 
management problem , analyze such probl m , rec mmend solutions to thes 
problems, and help, when requested, in the implcmcntati n of solutions." 

According to Ikiara (2000), management consulting market miginated from 

then its influence ha · been prcading to other countric . ccond. the largest and most 

visible consulting firms are multinational . , ... hich o cup) top pc itions in almost 

every con ulting market '"'orld . Thirdly: the: n.: supp . edl those ditfusing "lest 

practices" and act a "tr nd tt r. " in th~.: m. na l m~.:nt l~1shion mdustt ·. 

everthele s s m broad tr nd c. n b~.: id~.:ntiti~.: . 'I h ~.:ntir~.: Kc.:n:. n )nsult·mc 

mark t ar ind cd d min t 

i di llcult 1 ultin' 111 ms lki.ua 
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' .. 
and engmeenng. Foreign firms such as PriceWaterHouseCoopers, Deloitte and 

Touche, Hawkins and Associates account for a large proportion of management 

consulting services in the Country. Like in the case of accounting and auditing 

services, these multinational finns heavily dominate management-consulting crvices, 

with indigenous finns accounting for a small share (Ikiara, 2000). He however notes 

that, it should not be forgotten that Kenyan professionals largely control the local 

branches of these multinational firms. 

Kenya's domestic capacity in the supply of consultancy services is constrained by the 

existing unfair competition in which foreign consulting fim1s receive preference in 

the award of govemment contracts and lack of effective policy upport (Ikiara, et al., 

1994). On the same is ue, he adds that negative govemment attitude, inability of the 

mall finn to attract and retain ufficicnt qualified staff due to cash-Oow problem , 

in adequate experience in con ultancy work, low manag rial skills and a low level of 

professionalism compound the situation. 

Management con ·u)tancy i well-developed profc:sion in the dt.!\ doped countrit:s 

( dette, 1982). A ubstantial volume of literature 1 • a\ mlabk on th ·it techniques as 

budgeting control ystcms. data proce ·sing :y ·tem . job rat mg. JOb ~:valuation and job 

apprai al, al fl rcca ting and m np " r pi nning. , II these techmques aim at 

c tabli hing rationality and c 1 ienc , in tht.: r ·miz. tion. 

·r h r ar numb r 

R 

11 
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Selecting personnel, especially senior people, is quite often a role for consultants, 

who may well, be regarded as more independent and objective, in their approach. 

That is, they are considered to have the expertise and time to make a thorough 

assessment of potential candidates as company CEO's and managers. Finally, the 

temporary u.se of consultants for shmi-or long-tenn contracts, may well be very cost 

effective (Kubr, 1996). This is especially the case when the project is not going to be 

permanent feature of the companies' operations. It is too expensive to hire high 

calibre people full time, when salary and fringe benefits are considered. 

Management consultancy in Kenya has had the capability of changing the culture in 

the client firms and has the potential to enhance the added value in terms of turnover 

and profitability (Ikiara, 2000). Con ultants have enabled manufacturing firm 

understanding of the market opportuniti , particularly as th y manage a signmcnts 

of product launches to new market places, rc- branding of product for global 

competition and business restructuring and procc ·scs. l·urthcr, with c< mputcrizution 

company system· and proces. cs ha e been rcvolutionalizcd hence the contribution of 

management consultant as technology transfer mechanisms. 

Despite the low growth in managcm nt con. ultan ·y in Ken) a. there arc five ~cncric 

con ulting purpo. c including a hicvin, rganiz.ltion 1 purJ lt e .• md obJecti\ es as 

well a olving manag mcnt and bu in~.: pr 'bkm .• ~.: mlly. ltknttli ·at \On and 

seizing new opportunitic ~.:nh n in, lc.: min . n1 iml h:m~.:ntin' d1~\I1'~.:s ar' also 

ought ubr, I c ). 

1.1.2 n 0 \\() lh nn 
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product prices as a result of high input costs, decline in investment portfolio and 

infrastructure bottlenecks. 

With the liberalization of the Kenyan economy in 1990's, flooding of the Kenyan 

market with sub-standard imported goods and export market restrictions have 

impacted highly on the sectors output, by saturating the already diminishing market. 

On the other hand, exports markets to Europe and America become unreliable as 

member states impose quotas and total ban for some Kenyan export goods. 

The combined effects of these developments were low investments, under utilization 

of already existing capacity, de-investment from sector and above all, loss of source 

of income for many workers a factorie wound - up and loss of market for 

agricultural goods that were going to manufacturing , ector. 

1 here is therefore, urgent need to enhance the ector's output in order to general' 

more job and create market for locally pr duccd inputs. For the sector to a ·hi ' c 

meaningful !:,TfOwth there is need to addre the challenges, , .. hich giY ·s opp rtunit 

for management consultancy. 



1.2 Statement of The Problem 

~VER~~ i" 'r o,:: NA~fiu~ 
,U 9., KA£1Ei'E UI!IRA _ \ 

Today it is fashionable to talk about the new economy. This is because businesses are 

said to be operating in a globalized economy; that things are moving at a nano­

second pace ,and our markets are characterized by hyper- competition. To add on, 

disruptive technologies are challenging every business; and that bu iness must adapt 

to the empowered consumer. 

Businesses do have problems as they develop. These problems need resolution and 

quite often utilizing the expertise of a consultant has been thought as cost effective. 

Manufacturing sector has not been left behind by the global trend that have left 

businesses in entire need of expertise beyond their resource base. The need for 

efficiency and cost effectiveness, increased productivity due to tiff competition has 

led to companies computerization, and outsourcing for experti . c in senior staff 

selection. Also, training for human resource de\'t:lopmcnt and continuous research in 

the market requirements and ati faction . Further the product life c ·\ ·s hav · 

shortened with the empowered con ·umer in constant search for nC\\ and innovative 

product , high expectation on ati faction 'alue and hen ·c the need for 

manufacturing companie · to keep with the trend .. ln u c of .·uch ticnds, OPJ ortunitics 

lie for management consultancy to provide . c lution to compames fa ·~xl \\ ith 

problem beyond their rc ourc b c . 
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tend to use the bigger, more established consultancies. However, it may be that the 

larger consultancies are short of staff or over committed and may sub-contract some 

of the work. To the client the sub contraction still represents the parent finn and 

hence in low perfonnance to their expectations is not understandable. 

Whereas traditionally professions avoided even using the word marketing, they are 

now seeking better way to understand and segment their customers, to strengthen 

their positions amidst a growing number of competitors. It is therefore necessary to 

investigate the client consultancy relationship and hence the factors influencing the 

choice of consulting firms. 



1.3 Objectives of The Study 

i. To establish the factors that influences the selection of management consulting by 

manufacturing finns. 

ii. To determine the challenges that faces the firms m selection of management 

consultancy firms. 

1.4 Importance of The Study 

There is no doubt that management consulting has been developing into a specific 

sector for professional activity and should be treated as such. The use of the practices 

has enonnous benefits as methods of improving organizations and executives in aid to 

management and practices. Hence, the study of clients' consultancy selection would 

enrich different field a : 

Management on ulting Firm . 

The finding on influences to client choice of consultanc fim1 will do n good j b in 

marketing planning. That i , 1t will contribute to m re und ·rstanding f clients' 

preference and hence trategic o rdination of mark ·tin.,? programs could be 

enhanced (targeting th .. full: . In ddition mnnan m ·nt consultanc 

finn may be abl to c nsidcr s n i ~..: o L"nn • )111pt.:h:n 't.: in mind of ·lit:nts' 

ink lfll ~' · lic.:nt r adin ss and 

li nt msult. nt 1111 t.:h n ' l :nnnn.) 

oth 
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Service Organizations 

The findings of the study may have a potential to offer service organizations ability to 

produce marketing programs that are capable of addressing the inherent problems of 

marketing their intangible products. That is, enable tangibalising of service in order 

increase consumer trust and address the difficult of service organizations of creating a 

concrete and consistent perception of a service offering in the customers mind. 

Regulatory Bodies 

Useful infonnation may be provided for revision of codes of conducts in the 

management Consultancy profession and associated rules of marketing. This is in 

light of consideration of world trends in regulatory bodie and hence the need for 

further understanding of their influence to our local bodie. in future e.g. 1 PAK in 

Kenya. 

cholar and Other Re earchcr 

The research findings may stimulate further re earch in the area of stud 

Also the finding may guide in the teaching of services 111 bu ·ine:s mstitulwno.; 

II 



CHAPTER TWO: LITERATURE REVIEW 

In thi ection both the theoretical and empirical literature arc discus cd with a view 

of enhancing the relationship of management consultancy engagement in light of 

clients' considerations. The conceptual framework gives the theoretical literature in 

relation to variables affecting client choice criteria to management consultancy. 

2.1 Theoretical literature review 

2.1.1 Service Marketing 

In the early 1970's the marketing of services started to emerge as a separates area of 

marketing with concepts and models of its own geared to typical characteristics of 

services. (Grove et al, 2003). Such concept a greater extend to the marketing mix 

paradign, perceived service quality and interacti c marketing concepts to cover the 

impact of customer during the consumption of u. age procc., dr w much con ern for 

research ( ronroos, 1994). He argues further that, situation of long-lasting 

relationships between service provider · and thcir customers arc inhl!r •nt. , tan ton 

( l 981) ha argued that there i till no general ugre 'ment regard in!.!. what service 

marketing is. orne people argue that there i no :u ·h thin!.!. as o.;cn tee mmkcting but 

only marketing in which . cn·ice clement i. h'Tcat r than the produ ·t ckmcnt and this 

ari . c. from the variou dcscripti n of the c ml: pt of cr. icc madL'. 

1 h American 1arkcting 0) tiLt !din I -;cn 1 co.; '\S 

activitic b n fit nd ti llt)\tkd in 

ith •nitit n that )ll\t.: 

lthllll 



Any activity or benefit that one party can offer to another, that is essentially intangible and does not result in the ownership of anything. lts production may or may not be tied to a physical product. 

To di , tinguish n1rth r s rvi c K t1 r (2003) clussifies them on hcthct people 
based a killed labor , profe sionals' plumbers or equipment based like cinemas, 
airlines and vending machines among others. 

2.1.2 Services Characteristics 

Much of the literature to date has been concerned either with the extend to which 
ervices marketing requires a separate approach from the marketing of physical good 

or with identifying specific marketing trategie to deal with the problem posed by 
the unique characteristic of service (Bitner and Zeithaml, 2003). To add on, Beny 
( 1980) note. that, there arc four, common service characteri. tics that a mark t r of 
service has to take into account while de\ eloping a mark tin, program. 'I hat is, 
services arc typically distingui ·hcd from goods on the gn unds of intanJ.!.ihilit , 
inscparatability, heterogeneity and peri ·habilit , which althouJ,.!.h g 1 )ds and s ·rvi · 's 
arc not polar extremes, tend to dominate service· and cr ·all: 1 r 1blcms f r scr 1 ''S 
marketing. 

Although lc 

including th 

pJicitJy r COgnjz d in }jtt; lUfl: tlk •h, I l 'kri ti' l f Sl:r\ I ''S, 
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.. 
isolation is not possible as negligence suits in case of rights of third party clients are 
violated are possible (Opondo, 1988). 

In buying consultancy serv1ces, clients face a lot of unce11ainty, as they cannot 
evaluate the expected perfonnance or the actual perfonnance. In deed, client concern 
for real problem facing them and solution is uncertain which end in engaging 
consultants on a one-time basis and repeat usage of services is not high (Economist 
survey, 1988). Also Adamson (2000) noted that, today operations in enterprises tend 
to reach a bottleneck before owner managers think of engaging on external expertise 
to help. He adds, by then the situation is often difficult to salvage, and the 
management consultants tend to get blamed for the outcomes. Many of the clients are 
therefore, inexperienced in the selection and evaluation of tho e services and hence 
client education become an important component to marketing professional ervices 
( rove et al, 2002). 

Prior cxpcnencc m thi s industry is a factor users oflcn take into ac ·ounl h ·n 
employing con ·ultant ·. This i · a problem first b the fact that fcv. firms huv • 
experience in all industries and thi becomes fonnidable obstacle ( p mdo, 198 ' ). 

econdly, for new firms, getting an client he ·omc. diflicult, u · a finn cannot 
promote its ncwne · in the con ulting bu in~.: the way good can pwmote a new 
brand in the market (Kotler 2003). H~.:nc 
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a challenge. To solve it, some finns engage different people to sealing and actual 

work doing according to competences (Kotler and Bloom, 1984). This approach was 

found to promote suspicion in prospective clients for fear that, salesperson meeting 

and actual consultant doing the job differing in persons is uncertain (Kretzman and 

Samaras; 1980). . In other words, the former may be a most impressive man who 

seems to size up your problems quickly and shows all the signs of being able to tackle 

the job with vigor and skill. Then on the appointed day, a far less impressive 

specimen may appear to take on the assignment (Kubr, 1996). 

Kotler and Bloom (1984) on distinct problems to marketing professional serv1ces 

adds that, the growth of professional firms often stagnate because of the unwilling 

ness of the firm to allocate time for marketing. In this case, management consultancy 

work i characterized by pressing deadlines to be met in almost all a signments. This 

leaves little time for marketing activitie during the assignments. How er, such 

situation can lead to idle capa ity when large a signmcnt. an: complct d and oth rs 

arc waiting (Kubr, 1996). 

The fact that time spend on marketing of . en ices is not chargl.'abl • to ·Ii ·nts 

complicates the ituation and ob e ion with chargeable dut1 lead t 1 slo" in T ·usc 

in billing (Bttner and Zctthaml, 200 ). n th ' me not mana 'l'I11Cnt 'l)lL'Ultants 

especially affiliate to accounting profc . it n d 

clients ( dctte, 19 2). Thi du 
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of individuals in organizations, it also means lost business (Ikiara, 2000). To add 

on, even after delivery of service, customer satisfaction on quality delivery varies and 

due to definitional differences between client and service offer, it is difficult to 

explore all aspects of a service (Grove et al 2002). These problems make it difficult 

for management consultant to use marketing methods that have worked with other 

service or goods. 

2.2 Understanding Management Consultancy Consumers/Clients 

Understanding the nature of consumer buying behavior has been a key component of 

research in marketing for some considerable time (Ennew, et al, 1998). Therefore, if 

organizations are to be able to anticipate likely customer reactions to their marketing 

trategics and influence them where appropriate, it is crucial to understand their needs 

and motivation of their cu to mer and pro pect (Kotler, 2003 ). 1 n this contc t then, 

management Consultancy firm need the under ·tanding of their eli nL' n ds as ' e\1 

as their motivation to selection criteria of c nsultanc firms. The und rstan lin) or 
consumer buying beha ior in the eonte t of sen ices is still po )rl tkv lopl'd . 

Murray ( 1991) and Ennew et, al 199 ) noted that m spit of the n: ·cnt utll:ntion that 

had been paid to the field of en ice marketing. relatiHiy k · dfcrt had b "11 

devoted to developing an under tanding of con umcr bu) inu l dul\ ior fl.n sen ices, 

particularly carch beha' i r in the pur h e d i i n pt ' t: .. 

In managcm nt con ultan itn r 
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for the client focus on which effective service marketing is based (McLachlin, 1999). 

As indicated by Robinson and Me !arty (1998), it is important to understand that 

before even looking at the opportunities and potential clients, there is a need to know 

exactly where the consultant's strengths and expertise lie. This is because without this 

knowledge, it will be impossible to target market successfully. 

Turning to the issue of client approach, need for increased professionalism in the 

sales process is essential in finding and developing clients. Perhaps mistakenly, 

Robison and McLarty ( 1998) noted that many consultants have relied on their 

technical expertise but in an increasingly competitive market this is insufficient. 

Further, McLachlin (1999) argues that clients engage consultants for many reasons, 

not always successfully. On the same note, to help explain consulting engagement 

succc s such factors as: 

Integrity ... in particular in putting eli nts intc.:n.:sts first, li nt invol\ m nt anu 
readiness requirement· and c pcctati n. ·lit:nt contr 1 o tht: ·nga, mcnt. .. 
partly via clear and limited a ·signmcnts, c msultnnt compt:tcnt:c, •tn I t1 ')0 I 
fit along a number of dimen ·ions ... Including m dcls of consultan · . ·li ·nt 
expectations, c n ·ultant capabilities, and c msultant t p~.: ar • 1111p Htant 
(Me lachlin, 1999:3). 

A con ulting engagement may be con. id n.:d . u ·~~.:~ tul if th~ ·lic11t i: atis!icd that 

the con ult, nt ha m t c ·p tati n and th~.: '11 ult nt i. . ati linl that his h ·r 
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professional services are key to Kenyan exports. Infact despite Kenya's slow growth 

in management consultancy industry, it is a key recruiter of business school graduates 

and has become a desirable employer, with curr-ently almost 30 percent of graduate 

in each MBA class attempting to enter the consulting industry (lkiara al, 1996). 

The study of management consulting can be linked to earlier work on organizational 

design consulting. A management definition for consideration can be derived from 

Can back ( 1998) and Steed and Appelbaum (2005), as those who provide management 

advice within strategic, organizational, or operational context, and who are 

in titutionally organized in the firm. That is not sufficient, however to capture key 

point about management consultancy. A more comprehensive definition is: 

Management con ulting i an ad vi ory . ervicc for and pro ide to 
organization, by especially trained and qualiiied per. ons who a. si. t, in an 
objective and independent mann r, the client organization to id 'nti r 
management problems, analyze such problem., and ht..:lp, \\ h n n.:qucstcd, in 
the implemcntati m of s< lutions ( n.:im:r and Mctt 1 r, !99R;65). 

Hence the cmphasi · of management consultants as truly l! ·ternal Ill the lrgani1ation 

enhance the" objectivity and independence," implyin • u finaneial. administmtl\1:, 

political and emotional indep nd nee from the client. 

2 . .1 The u e of on ultant 
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problem. Further, external consultants are professionals; independent and have the 

ability to create action based on their recmmnendations. This can be said to provide 

an interesting glimpse into the industry from the consultants' point of view.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 over time (Grove 

et al, 2002)'. However, Bower (1982) points about time, professionalism and 

independence could certainly vary from one situation to another and is an opportunity 

for consultants to bring perspective from other industries. 

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

are not necessarily expensive than internal consultants, Kelly (1979) suggests that 

external consultants as actually expensive as internal con ultants. To add on, they are 

not neces arily available at the right time and they can lack the understanding of the 

client' . environment. n the other hand, Kelly . uppmis the notion of internal 

Consultancy, g ing so far as suggesting that internal n.;:nur 'C. ' ill can out 

consulting work in the future and that c tcmal consultants ' ill be nl u~cd Cor 

·pccial problems and when there i · a need t augment internal r ·sour, ·s. I •spit 

Kelly's argument, anback ( 1999) opinion i that c. tcmal consultants cun hc ·ost 

effccti c available, and adept at understanding their ·lien! 1 rol h.:m ami 

circum tancc . Given the contt:."t of\\ h~ man lU11cnt • m. ult.mb 11~ used. then 

a p ct ofthc rol they play in rg niz ti n nd dh:nt · ~k ti n ~rih:ri.l is c .. entia!. 
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To further the issue, Turner ( 1982) proposed a continuum of client - con ultants' 

relationships with hierarchy of task . These ranged from providing infonnation to 

client, solving the client's problem, making diagnosi or redefinition of problem, 

recommending, a isting in implementation of actions and building consumer and 

commitment around a corrective action. Turner argued that until 1970' , con ultants 

tended to work more as suppliers to the client. As management consultant focus on 

higher task categories, the relationships with their clients are potentially becoming 

increa ingly complex. 

In discus ing Consultancy, the concept of client as the target for helping or change 

process is crucial (Schein, 1997). There i an a sumption, for in tance, that the client 

is always clearly identifiable, when in reality th question of the client actually can be 

"ambiguous and problematic". "I his is bccausc chcin idcntilks 'l model for t pcs of 

cli<.!nts and types of clicnt relationships, which JH.: ·d prior undcrstandin 1 • lndudcd 

an~: 

ontact client who an: the indiYidu II( ) who fir t ontad the consultant with a 

rcquc t, que tion or i uc. c ond n: intcmlL'<iiah.: cliL·nts - the indi\ iduuls ot •roups 
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consultancy. The consultant, infact the team, has to be clear as to who the client 

actually is at all times in the project. 

2.3.3 Clients- Consultants relationships 

Vogl ( 1999), in Steed and Appelbaum (2005) found that clients look for new idea 

and an objective perspective. There is also an expectation that consultants will 

transfer their competences to company personnel. Their decisions on which 

consultant to hire are based on prior performance, and the consultants understanding 

of the potential clients need. To further, consultants are expensive as Kretzman and 

Samaras (1980); Odette, 1982; and Kasekende ( 1984) reported on fee decisions as 

limiting factor in the use of consultancy services by small busine es. Therefore, the 

issues offsetting prices and relative absence of material data with which to appraise 

service have potential influence to managem nt con, ultancy ( p ndo, 198 ). Since 

services vary in finn., time and individual , sic.nals to communkat t·m •ibilit of 

Consultancy service qu·lity can be done.: using 'ntcgr·1tt: 1 mark tin • eommuni ntion 

( rove ct al, 2002). Beyond pncl:. implcmwlati m )f thc.: · msultant's 

rcc mmendation and the consultants lacking ·ufficicnt kno" I lc.~: of th · hirinu 

company may voice concern of the c c uti\ e PI db mm. - 005) . 
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examined satisfaction measures and identified turnover and added value as reflecting 

consultants' impact. Further, they suggested that consultant's professional honesty 

about his/her ability to complete the task as crucial and should be brought to client's 

attention if not easy about a 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 where the <; 
consultant's strengths and expertise lie (Robinson and McLarty, 1998). Perhaps 

mistakenly, Kubr (1996) argues that many consultants have relied on their technical 

and expertise but in an increasingly competitive market this is insufficient. To gain 

con ultancy work, Kearsly (1994) in Robinson and McLarty ( 1998) found that 

invitation for tendering, selhng on (expanding an a signment) and selling in (actively 

prospecting) a crucial to finding and developing clients. Thi depends on a variety of 

skilL -analysis and pre. entation relation. hip building, tenacity and . dling. 

While it i · important that a ncwl · l'ortnl.!d ~.: msultan<.:v to he amhiti HIS nnd 1 ositiv~: 

about its prospect ·, it must als remain rcali ·tic. This i · bt: ·aus · maj 11 • ll11Jl'llli s 

tend to u e bigger, more e ·tabli hcd con ·ultanck ·. I h.1WL'Vcr. the kL·, t 1 su • • •ssful 
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its implementation and evaluation, has traditionally been exercised in product 

planning, pricing, promotion and distribution strategies (Kotler and Bloom, 1990; 

Stanton et al., 1994). Professional services, however, have not emphasized or 

examined the benefits of marketing and therefore need to addres uch i sue a 

service intangibility, inseparability of production and consumption, and 

heterogeneity, or lack of standardization (Evans and Bennan, 1990; Stanton et al., 

1994). The service sector is dominated by intangibilities and unique experiences; 

with a connection between service quality, satisfied clients and ultimately competitive 

advantage assumed to exist (Groonroos, 1990; Parasuraman et a!., 1988). 

evertheless, while service marketing does not include service planning, pricing, 

promotion, and distribution, the intangibilities of professional services (such as 

accounting, legal, management consultancy) also include the constraint of 

professional ethics, which arc impo cd in the fonn of profc" ional standards of 

conduct. 

'f he traditional business environment m which m;.ma!.!,cnH.:nt ac ·ountin, lirms 

operates has recently become m rc competitive as d nvn turns in l' · momtc ~··tors V 

and globalization impact on the ability of the fim1 · to c mtr )I thdr murk ·t (K.otl Tan I 

Bloom, 1990; Grove ct al.. 2002). Thi incn: c I compl'tition .md chances in 

profe ional regulation by variou b die.: h 
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of advertising by management consultancy firms is implemented currently in vruious 

fonns and is generally of a reserved nature because of past restrictions. With observed 

growth in the recognition of the benefits of advertising accompanied by greater 

frequency and variation in its u e, the trend is expected to continue. 

Opondo ( 1988) noted that management consultancy finns believed that adverting is 

activity that should not be entered into by the profession. However, from the client 

viewpoint, advertising may be seen as an important activity, which may keep the 

informed (Burton, 1991 ). Also while clients may have healthier attitude to advertising 

than the profession, the divergence of view may be categorized to attitudinal gap 

between management consultants and the clients they serve regarding the issue of 

advertising. Furthermore, established firms and recognized as having the following 

characterized of establishment: known reputation , loyal clients, and larger 

advertising budget, may exhibit aggrcs i\1.: and intense eomp 'tition for clients 

relative t smaller and les. established firm.. on. cqu~.:ntl th r is gn:ntcr n' d f'or 

newer and or small firm' to knO\\' clients consid«.:ruti< n in Hdcr to tar • I mark 'I 

·ucccssfully. 

2.3.6 d-verti ing and image in manag ment on ulttmcy profcs ion 
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community. These could be in service quality, creation of comfortable, appropriate 

physical environment for the client as ingredients of successful consultant image 

(Mangos et al , 1995). 

2.3.7 Marketing Tools Effectiveness 

In terms of effectiveness, marketing of management Consultancy can be done in 

various forms . These include yellow pages telephone directory, newspapers 

advertisements which can be low. Hence Seminars and brochures have been 

considered more in new client generation from professional seminars and workshops 

(Ikiara, 2000). Further sponsorship of academic exhibitions and use of television as a 

tool of enhancing professional image can be undertaken at limited amount of 

exposure time 

2.3.8 licnt atisfaction 
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While most management consultancy firms tend to use readily quantifiable indicators 

of services performance, both in measuring the success of professional services, 

effidency measures may as well provide valuable planning and control information to 

'ensure client satisfactions are met AI o provision of Client , pre-con umption, 

consumption and post consumption perception of the service may be based on 

relevant criteria on decision making in finns operations, and type of service quality. 

This information may help clients to make informed decisions about approp1iate 

choice from the firm's range of services, and help ensures that they have realistic 

expectations (Lovelock, 1991; Zeithaml et al., 1988). Therefore, u e of public 

relations and promotional activities can be source of information to potential clients 

about finn policies and range of service which clients' may make choice of. 

2.4. ritcria to selection of Management con ultancics 

he dynamic. and con cqu nee of the nature of th • relationship bt.:twc~n licnt 

choice criteria and con. ultant cnua 'cmcnt success havc not hc n adcquat 1 

addressed in the consultancy litcraturc.: {lki · ra 2000). I c.:st itc.: tiH. mar kc.:t "I r ·:~I of 
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Figure 1: Factors affecting client consultant selection criteria. 
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client results to be achieved, and also project scope solely detennined by the subject 

to be studied or problem to be solved, ignming the client' readiness for change. 

Consultant integrity is a central notion to client's needs in that genuine de ire to help 

and serve the interest of clients' increases chances for engagement success (Kolb and 

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

the client's eyes enable consultant to place the clients interests a head of any other 

interests, even the consultant's self-interest. Further, issues of consultant integrity 

also concern the type of client and hence compliment is necessary. 

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

change to achieve consulting engagement ucce sfully (Me Lachlin 1999). 

Readines would refer to client involvement in the ense of an attitude about the need 

for change and the de1:,rree to which it will rc support and nthusiasm, th 

commitment to a project and willlngnt..:ss to dia 1tlOs ·md c. 1 crimcnt ( hcin , 1969, 

and '[ urncr 1982). chafer ( 1976) claims that thc mai<)rit of th frustrnti )ns 

experienced by client· and c n ·ultants stem from the dicnt's ahs Hpti l11 ·ap·1 ·i t not 

from weaknc<: e ·in technical ability. There an.: limit t) th~: c 'P . 1 n ·c. <llld tan!!,c 11' 
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a process of deduction construe "reality", it is then imperative for consultant 

organization to effectively manage any form of their products evidence to enhance 

and differentiate them in their customer ' minds. Therefore a well-devised 

integrated marketing communication effort can produce the re ult. Thi enhance 

clients' awareness of service offering and contributes to enhancing a con ultant 

image, which influences the reputation offinns hence client choice. 

A critical factor for consulting engagement success must be a competent consultant 

(Kellogg, 1984; Zeithaml, 1990; Groove et al., 2000). In today' climate, a 

con ultant ha to hit the ground running because clients want immediate knowledge 

and experience. Competence would include thoroughness, knowing one' limit and 

acting in accordance with one's capabilitic . E'en if the previou factor arc realized, 

consulting engagements require good fit. A consultant play , uch a aricty of role , 

a client cannot alway, be certain of getting the right typ (Me la ·him, 1999). ftcn 

the clients' real problem is knowing that somdhin, is wron • but not knm' in • \\hat 

kinds of help consultant· might be able to provide ( l:h ·in, \9(19). hH an 

a ·signmcnt, ther should be fit between th~.: capabilities of the C{)Jlstdtant ·md th' 

expectation of the client. While client may hire con ·ult nt fc.11 a' an1..'\. orr asc. ns, 

they e ·pect that the con ultant' capabiliti will at Jc 1 t match thcit ituations .md be 

of direct benefit. Further, a g nth li~.:nt t: p~.: lltilH1. nd th t. 1 cor 
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Opportunities for management consultancy exist when a potential client is faced with 

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

and Robinson, 1998). However, unle s he is aware that a ervice that may solve his 

problem exists, he cannot think of using it. It is therefore obvious that consultancy 

seriously consider marketing itself for uch awareness, which may influence potential 

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

which acquaint a wide and varied range of potential clients with services applying to 

all include promotional literature (brochures), mail shorts on specific subjects, press 

rclea es, articles in trade and professional journals and participation in TV or Radio 

di cu sion on topics associated with bu iness and industrial efficiency. The purpose 

of all is to create an image of the practice and make a con ultant name a hou ehold 

word in potential client circles (Zcithaml ct a!., 1988). Hence are quite effective to 

clients' choice. Direct communication lik m etings \ ith pot ntial li . t d licnts, past 

clients' follow- ups to developments and problems and kec..:ping an c..: ·c on lo ·al 

husincs · affairs help in finding nc-. opportunitic..:s for promotinJ.?. pra<.:tr<.:c (l(otkr, 

2003). uch enhance building reputation that incre·t ·c ·clients' awar ·ness ·md futur 

engagement recall . 

An opportuni tic approach to m ultant 
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well as measuring success of their professional services (Mangos et al; 1997). While 

efficiency measures provide valuable planning and control infonnation, they do not 

necessarily ensure that client expectations are infact being met. Therefore, 

management consultancy firms can ensure that clients pre-consumption's, 

consumption and post consumption of the service are based on relevant criteria by 

providing inforination during the pre-consumption decision making stage about the 

way in which the finn operates, and the type of service quality criteria used. This 

information may help clients make infonned decisions about the most appropriate 

choice from the management-consulting finns' range of services, and help ensure that 

they have realistic expectations of the service (Lovelock, 1991; Zeithaml et al., 1988). 

The management consultants can use public relations and promotional activities to 

provide information to potential clients about their policies; in addition to basic 

infonnation about the range of services provided. 

Management consultancy ha the capability of changing th ultur in clit.:nl fim1s 

and ha'i the potential to enhance the addt.:d value in tt.:nns o turnon~r ·md pro!itat ilit 

of business firms. Its practice i comple rd ·ing a · it d )C on intuiti m us \\ ·II as 

analy is, on method a well a · ·elution . There are clear diffl:rcncc · h ·tw · ·n lar!2, 

and small firms in the way that con ultancy is manag~d but nc\ crth ·less th ·n.~ i · a 

large field in which to practice. on ultant. n d • tukn~.: , . in 1. scsin ' markt.:t 

opportunitic . particularly a the: m n< •c ignm~.:nt that , n: \\ rh.: ~ in natur~.: ht'n ·~.: 
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CHAPTER THREE: METHODOLOGY 

3.1 Research design 

Descriptive study was done. Opondo (1988) had used it in a similar study. 

3.2. Population. 

The population of interest in this study consisted of large manufacturing finns in 

Nairobi, which are categorized by Central Bureau of Statistics (CBS) as those 

according to annual surveys of industrial production with fifty or more employees 

(Economic survey, 2004). Therefore, the list of large manufacturing firms in terms of 

employees' numbers and establishments were the basis (see appendix 3). 

3.3 ample and ample design 

A list of them was to be drawn from the indu trial atl;gories and their numb rs asp r 

2004 report. The firms were contacted thr ugh tel phone \( c )nfinn th 1r ll 

of management con ·ultancy, with two hundred and thtrt lim1s in uirobi on! 70 of' 

them agreed on the u e of management consultanc ht.!nce fonninJ,.!, lh · sump! ' of 

study. 

3.4 Data colic tion procedure and in trum nt 
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Table 3.1 Operationalizing the factors to selection of management consultancy 

Management 

consultancy issues 

Management 

consultancy 

services sought by 

manufacturing 

firms 

Internal factors to 

client finns 

election criteria 

t~ xtcrnal factors to 

client firms 

to 

lcction criteria 

Issues/variables 

• Training of personnel 

• Research in different cases 

• Marketing of new products 

• IT -procedures, processes and systems 

• Management restructuring 

• Personnel recruitment 

• Financing of projects 

• ~eeds/problems 

• Perceptions and expectations 

• Past experience 

• Engagement and readiness to change 

• licnt control of the proces 
• Infonnal network 

• · xpcrti c/knowlcdgc 
• Reputation/consultant integrity 
• Experience 
• Integrated marketing communication (adYcrtising, 

per onal selling, promotions, e ent pon or ·h1p etc.) 
• Pricing 
• Informal sources 

• Price inhibition 

• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 



Integrated 

marketing 

communications 

Control 

assignment 

Efficiency 

of 

"C'flcnt Involvement 

Procedure 

classi tication 

Project cope 

• Advertising 
• Personal selling 
• PR-event sponsorships, media programme sponsorships, 

seminars, presentations etc. 

• Start and precise end of assignment 
• Proposal evaluation 
• Teams involved 
• Client involvement and supervision allowed 
• Every ones induction and contribution 
• Conceptualized on the needs of the market place and 

objective definition of the target areas of interest 

• Routinised procedures 

• Technology 

• Low cost 

• Influences on timing 

• Budgets 

• Latitude 

• Breadth 

• Monitoring 

• Partnership in consultancy 
- -• Who i talking to whom 

• ontrol and leadership issue 

• ubject of study/problem to olve 
• hent readiness to change 

~----~------~----Perception and • Service quality 
• Image expectation 
• Local/global firm 
• Past cxp ricncc in consultation 

3.6 Oat mtly i 

will h u m inl umm 'z 



CHAPTER FOUR: DATA ANALYSIS AND FINDINGS 

4.1lntroduction 

In this chapter, data pertaining to the factors influencing the choice of management 

consultancies by large manufacturing firms and the challenges to the same is analyzed 

and interpreted. 

A total of 70 questionnaires were distributed to the respondents, out of which 43 were 

completed and returned. A total of 27 questionnaires were not responded to giving a 

re pon e rate of 61.4% and a non-response rate of 38.6%. On the section A of all the 

questionnaire returned, question 2 had a non-response rate of 9.3%. That is the year 

of e tabli hment; some firms did not complete giving confidentiality of company 

profile a. reason. 

Th objectives were first to determine the factor influencing the choic of 

management consultancy firm by large manufacturing firm in airobi. he other 

objective wa to determine the challenge encountered in the finn election criteria. 

In the questionnaire it wa divided into two sections. Section A was e tabh hing the 

firm profile in term of year of establi hment, ownership tatu and the number of 

employee· in the firm .. In section B the que tionnaire aimed at tabli. hing th<.: 

criteria for management consulting ection and to what c. t nt th firm. 

the variou \'ariables within each. The respondent ' · rc gl\ <.:n 

detailing th arious both internal and xtcmal fi tl 

a ked to indicate the c. tent to which h y n h ri 

p int li · r1 II' I . 

qu 

n. fh~ 



The findings are presented under the con-esponding questions that were raised in the 

objectives of the study. The scores "Little Extent" and "Not at all" represented factor 

affecting variable, which is considered to a "Small Extent"(S.E.). This was equivalent 

to 0 to 2.5 on the continuous Likert scale (O~S.E<2.5). The scores of "Moderate 

Extent" represented factor affecting selection criteria variable that is considered to a 

"Moderate Extent"(M.E.). This was equivalent 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 Extent"(G.E.) . This was equivalent to 

3.5 to 5.0 on the Likert Scale (3.5~G.E <5.0) . 

4.2 ompany profiles 

ection A of the questionnaire aimed at establi hing the company' name and 

ownership, year of establi. hment and the number of employee each had. 

'J able 4. I: Number of years of existence in the. ector 

1--u..,....m_b_c __ ·r_o_f_y_c_a_r _i_n_c_x_i s_·tc_·n_c_e __ -r-_umber of firm I 
clow 24 years 16 

Between 25-44 year 

Between 45-64 year 3 

4 

.I m thrrn \'hi h b n in 

l.JYo nl 7. nl 

th 



Table 4.2: The firms ownership status 

Ownership status Number of firms Percentages(%) 

Foreign owned 6 14.0 

Locally owned 24 55.8 

Partly locally and foreign owned 12 27.9 

Government owned 1 2.3 

Total 43 100.0 

Source: Response data 

From the data of the population under study 55.8% were locally owned finns, while 

27.9% arc partly locally and foreign owned, 14.0 being foreign firms and only 2.3% 

i government owned a illu trated in Table 4.1 above. 

Tabl e 4. umber of employee 

[Number of employees iN umber of firms Percentage (%) 

~0-75 11 25.6 

76-100 ~ 14.0 

lAbove I 00 ~6 '~0.5 

Total f43 100.0 

S urce: Rcspon e data 

rom ·r ahl 4.3, mo t of the larg m nufacturin , finn h t.: m r th n t 0 

employe that i 0.5% while 14.0% ha\ b t\\ n 7 -1 h I 

5 -75 cmpl 



Table 4.4:0wnership *number of employees (Cross tabulation) 

Ownership Number of employees Total 

50-75 76-100 Above 100 

Foreign owned 1 1 4 6 

Locally owned 6 3 15 24 

!Partly locally and foreign 4 2 6 12 

pwned 

Government owned 0 0 1 1 

rrotal 1 I 6 26 43 

Source: Respon e data 

From Table 4.4, most firms are locally owned with employee population of above one 

hundred while foreign owned firms had 4 out of the 6 finn employing more than 100 

persons. Furth r the partly locally and foreign owned had 4 out of the 6 finn 

employing between 50-75. 

4.3 Factor to criteria of management consultancy selection 

Table 4.5: Duration of consultancy use 

(%) 



Table 4.6 Status of management consultancy finns used 

Management consultancy finn status !Number offim1s Percentages 

Local 16 37.2 

Multinational 5 11.6 

Both 22 51.2 

Total f43 100.0 

Source: Response data 

The data collected shows that manufacturing firms prefer the use of both local and 

multinational firms for their Consultancy. The table indicates that that 51.2% of them 

usc both, while 5 firms (11.6%) use multinational s and 16 finns (3 7.2%) use local 

firm. 

Table 4.7: wner hip* status of management consultancy firm (Cross tabulation) 

pwncrship tatu of management c n ultancy finns jTotal -
1-

Local rrv1Ultinational Both 
- 1-- -

[foreign owned 1 2 3 6 
Locally owned 11 1 12 2~ 

Partly locally and foreign 3 2 7 1~ 

low ned 

~ovcmmcnt owned I 0 0 1 

rota! 16 5 22 4 •. 

ourcc: R ponsc dat 

hie .7 in licatc th t h If of Jll lo I 1Wn fim1 u 



Table 4.8: Years of existence for manufacturing* status of management consultancy 

firms (Cross tabulation) 

Number of years of Status of management consultancy finns used rrotal 

existence Local Multinational Both 

Below 24 years 9 ' 1 6 16 

Between 25-54 years 5 2 11 18 

Between 45-64 years 1 3 4 

Between 65-84 years 1 3 4 

Above 85 years 1 3 4 

rrotal 16 5 22 43 
~ 
Source: Response data 

From Table 4.8, firm of existence for les than 24 years use management 

consultancie of local tatus in the ratio of3:2 to multinationals. The firm, which 

have been in existenc [i r between 25-44 year , u e firm f local tatu while th 

older firms of more than 45 years though few u e firms of both tatu e . 

Table 4.9a: Frequency of Services commonly ought by manufacturing finn 

ought from consultancy firms 

raining personnel 

Per onnel recruitment 

Production - procc 

logy 



each and for research cases 39.5%. The services for retrenchment purposes and 

NEMA- specification are rarely sought with 9.3% and 16.3% respectively. 

Table 4.9b: Descriptive statistics of services commonly sought by manufacturing 

firms 

Services Mean Std. Deviation 

rrraining personnel 1.35 .48 

!Personnel recruitment 1.56 .50 

Production-processes and systems 1.58 .50 

Re earch ca es 1.60 .49 

information technology 1.47 .50 
'::=-- • Retrenchment practice 1.91 .29 

Management rc. tructuring ·-
T.72 .45 

Marketing issue. 1.47 .50 
" 

I· i nanci ng-aud i ting 1.58 .50 
- --ource: Rcspon, e data 43 

From the findings indicated on the ervice · commonly ought, the variation doe · not 

significantly differ between firms (standard deviation of < 0.5 for most cervice 

ou •ht e ccpt for retrenchment purpose which is rarely ught. 

Tahl 4.10: irm practic m election of Consultancy cn'IC 

n ann u 

hn l tl 



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

!Who initiates the process ~umber of firms Percen 

Board of directors 16 37.2 

Managing director 21 48.8 

<Jenera! manager 9 20.9 

Other senior managers 20 46.5 

Company head quarters 6 14.0 

Total 43 100.0 

Source: Response data 

Table 4.11 a indicates that about half ( 48.8%) of the finns, it is the managing directors who 

initiates the process of using a consultancy service. Other senior managers are involved in 

the decision making process to consulting at 46.5%, while board of directors form 37.2% 

and a small percentage of multinational statu in Kenya only 14.0% of them con ult the 

c mpany head quarter to u ing a consultancy firm. 

able 4.1 I b: De criptive statistic of who initiates the process of using consulting 

Mean Std. De\iation 

B ard of directors 1.63 .49 

Managing director 1.51 .51 

General manager 1.79 .41 

Other enior manager 1.53 50 

Comp ny head quarters 1.88 .39 

d t 

h11 th ini ti •ti n til 

ut rn 



Table 4.12: Criteria used in selecting management consultancy services 

Criteria to selection practice Number of firms Percentages(%) 

Internal factors to the firm 12 27.9 

External factors from consultancy 3 7.0 

finns 

Both ~8 65.1 

Total ~3 100.0 

Source: Response data 

According to Table 4.12, more than half of the manufacturing sector use both internal 

and external factors to their selection criteria (65.1 %). As shown further, twelve firms 

(27 .9%) u e mostly internal factors to their finn in selecting management Consultancy 

firn1s while 7.0% use external factors to the consulting finns in selection criteria. 

Table 4. 13 : wncrship * finns practice in selection of con ultancy crvicc. ( ro 

tabulation) 

wncrship 

n 

Finns practice in selection of consultancy 

e more than 

one b cau. f 

Total 



Table 4.14.a: External Factors considered in selecting management consultancy finns 

and the frequency of the extent 

~ 
Very great Great Moderate Little ~ot at rrotal 

extent extent extent extent all 

~actors 

Price 32.6 39.5 27.9 0 0 100.0 

Experti se 65.1 27.9 7 0 0 100.0 

Experience 53.5 141.9 ~.3 2.3 0 100.0 

Image/reputation 32.6 44.2 ~3.3 0 0 100.0 

Advertisi ng 14.0 16.3 37.2 ~5.6 7.0 100.0 
-;::-- -
Referral . ources 11.6 37.2 27.8 16.3 7.0 100.0 

PCrs na l . clling - 9.3 ·-T6.3 34.9 27.9 11.6 100.0-

-ourcc: Res on. e data p 

1 he first objective of th i tudy was to establish the factors influencing the choice of 

management con ulting finn by large manufacturing finns. From Table 4.14a, the 

manufacturing firms can be said to select finns on the basis of experti e to a great 

extent (65.1 o,o) and f,rreat extent 27 .9%. Experience plays to a ery great e. tent f 

firm' · election in 53.5% and 41.5% to great extent. Price and imageireputati n ofth 

firm play to a great extent in 32.6% of the firm choice while adv rtising, n.:fl:IT 1 

ourcc and per onal selling arc either moderately consid red or t littl 

'rl1e ~ !lowing 'J abh: 4.14b hows finding of the ·t nt t whi h m nu 

in 

th h n, th 



Table 4.14b: External factors to selection criteria(Descriptive statistics) 

Mean Std. Deviation 

Price 4.00 .85 

Expertise 4.58 .63 

Experience 4.37 .85 

Image/reputation 3.91 .97 

V\dvertising 3.05 1.13 

~eferra1 sources 3.35 1.09 

Personal selling 2.84 1.13 

Source: Respon e data 

Table 4.14b indicates that manufacturing finns in Nairobi consider to a great extent 
the, expertise, cxpc1ience and pricing of the consultancy finns with means of 4.58, 

4.37, and 4.0 r spcctivcly. The other factor arc considered to a mod rate extent 
h wever there i a , ignificant variation am ng the finn in their el ction crit ria t 
c ·tcmal factor t their fi1m . I Iowever the factor variable per onal elling wa 
considered to a little extent with a mean of2.84. 

Table 4.15a: Frequency of Internal factors to client selection criteria of managem nt 
consultancic 

I ntemal factor 



As evidenced in Table 4.15a, the finns use internal factors in their selection criteria. 

These include to a very great extent and great extent to the finns ' perceptions and 

expectations, past experience, clear agreement concerning requirements and type of 

consultant required with over 40%. Control of the process, involvement in proposal 

eliciting and models of consultancy are considered to a great and moderate extent by 

most finns. The table further indicates that most of the factors are considered but to 

varying extents with 3-4 firms (2.4-4.8%) not considering some factors at all like 

models of consultancy, informal talks about reputable finns, and perceptions and 

expectations. 

Tabl e 4.15b: Internal factors to cli ent selection criteria of management consultancies 

(De. criptivc statisti c ) 

bcrnal IUctors McaniStd . 0 viatTOI 

rccption.s and expectations 4.21 
-

.97 

.68 Past c pen nee 4.33 

iiivolvcmcnt in proposal eliciting 3.7C .74 

Control of proce s 3.98 .83 

~lear agreement 4.Lj ~ . c 

I ype of con ·ultant 4.12 . t6 

Infonnal talk about a reputable finn 3.35 1.1~ 

~odcl of con ultancy 3.441 .9S 
Source: Re pon data 

internal ll1 idercd in ·I tion rit nb 
.I 

th 

11 I h 



4.4 Challenges facing manufacturing firms in their selection of management 
consultancy firms 

The second objective was to detennine the challenges facing manufacturing firms in 
their selection criteria. 

Table 4.16a: Challenges to selection criteria for management consulting firms and 
their frequency 

Challenges Very great Great ~oderate Little Not at rr otal 
extent extent extent extent ~11 

Price inhibition 18.6 37.2 34.9 7.0 ~.3 100 
~vemment regulation - ~7.9 16.3 23.3 ~5.6 7.0 100 
1\laluc valuation - I .6 51.2 16.3 9.3 4.7 100 
~ -- 16.3 -Bureaucracy 18.6 ~0.2 20.9 14.0 100 
Incompatible models of 7.0 23.3 

- ~1.9 - 18.6-~.3 100 
..:onsultancy 

Lack of control of f). ~3.3 20.9 ~0.9 
- 25.6 100 

procc ·s 

Lack of general 23.3 48.8 ~0.9 0 7.0 100 
!comp tcnce 

Source: Rc p on data 

r m Tabl 4.16a pncc inhibition, burcaucra y and in omp tibl m dd 
c n ultancy \' rc aced to rnodcr tt c t nt. }·urth r, •alu 

hal the nmp1 . of tudy ( 

In 11 th v ri hi qu rt r l n 
h 11 n •in t littl 

-

-



Table 4.16b: Challenges to selection criteria for management consulting finns 

(descriptive statistics) 

challenges Mean Std. Deviation 

Price inhibition 3.67 .92 

Government regulations 3.42 1.30 

Value evaluation 3.72 1.03 

Bureaucracy 3.16 1.27 

Incompatible models of consultancy 3.14 1.04 

Lack of control of process 2.79 1.36 
1::----
Lack of general competence 3.81 1.03 

Source: Rc. onsc data N 43 p 

Th, challenges facing selection criteria to management con ultancy significantly ary 

with di ffcrcnt finns . Lack of general competence, value evaluation and pric 

inhibition arc considered challenging to a great extent with mean of 3. 1, 3.72 and 

3.67 respectively. The other variable factor arc considered to moderate c tent \\ hilc 

Jack of control of procc ·s is to a little extent of mean 2.79. 



CHAPTER FIVE: SUMMARY,DISCUSION AND CONCLUSION 

5.1 Introduction 

Management consultancies are among the mam carriers of such management 

concepts as training and hiring of personnel, marketing research and promotions 

among others in organizations. The consulting industry/sector has been 

internationalized during much of the twentieth century (Kipping, 1999), but global 

consultancies experienced particularly rapid growth during the 1990,s and as others 

have noted," the influence of consulting is expanding as business is globalized". But 

while management consultancies are known to disseminate new management 

fa hion for efficiency and effectiveness in firms (McLarty and Robinson, 1998), the 

actual selection criteria for specific finns to offer the services and their outcome i 

less than certain. First of all, the management consultancics arc not of the same kind 

and diffuse identical id as, which led t the purpose of examining the factor 

influencing their selection criteria. Further the challenge faced in th 

process as !inns eck management skills; technique · and knowledge which arc be ·t 

learnt through exp ·ure and experience with different companie in many different 

indu tries \'Vhich typical executive · however Jack were examined. 

5.2 ummar) Di cu ion and Recommendation 

5.2.1 rit ria t lcction of managem nt con ultancie 

The tudy aimed at c tabli hing th a tor influencing th choi 

con ultan y finn by large manufacturin • finn . 'I h 

1 r 1 manuf: turin 1 finn h·t\ 

m tly J, 



manufacturing firms, their ownership status and the number of employees. It has been 

noted that Kenyan finns prefer the use of multinational consultancy finns for their 

services by Ikiara (2000). However, among the large manufacturing finns, the trend 

has shifted with most finns preferring the use of both local and multinationals 

irrespective of the ownership status or the years of the finn's existence. Further local • 

consultancy finns 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 small niche part of 

business to looking at a company in its entirety (Robinson and Mclarty, 1998). The 

justifications for utilizing consultants are varied, among the major reasons are total 

objectivity in overview/diagnosis of the problems, experience gained over the years in 

organization and ability to utilize specialist knowledge (Kipping, 1999;Robin on and 

!McLarty, 199 ; and Groonro , 2000). Further the management con ultants facilitate 

change by introducing superior management kill at the amc time a they challcng 

orthodoxy in firms ( rove et a!, 2002). The list of area which can be the subject of 

con ultancy work arc wide a identified by the Institute of Management on ultant 

with main fields of management Consultancy currently in use as corporate polic and 

c rporate management, finance management, administration, marketing and elling. 

production and economic planning (Adamson, 2000). Further he add that 

di tribution and tran port, information technology human rc ourcc manag m nt nd 

managcm nt cicnccs are inclusive. The e categoric can be subdivid d from tht: 

br, d p trum o v ork undcrtak n by c n ultant t the pcdfi 1 ld tht fi l 

d vcrlap. 

tu i r ult ' th ll hil I r • m nu tu ult nt 



regarded as having the expertise and time and may be cost effective (McLarty and 

Robinson, 1998). 

The study results further shows that personnel perfonnance is key to firms success as 

most firms seek consultancy to train and hire them, and improving efficiency and 

effectiveness in finns through consulting for infonnation technology. From the 

findings though, variation in seeking the services between firms does not differ 

significantly meaning the practice in selecting services is almost similar. The study 

result further, emphasizes the u e of different finns for different needs. While a 

consultant has to be somewhat a chameleon when undertaking a project and the 

perfect con ultant, if there is uch a person, needs to be comfortable in many roles 

(Kubr, 1996; Grove ct al, 2003; Greiner & Metzger 1998 and Robinson & McLarty 

1998); it ts not po. sible for any consultant to cover the whole gambit of con ultancy 

requirements. The study results ha. evidence that consultant need to . peciali7e a 

fim1s usc di ffcrcnt consultants for di ffcrent needs while the u e of the same 

consulting finn is practical by small percentage, thi could be due to certain service 

provided by the specific consultants. 

·r he proccs of con ·ulting is widely influenced by senior management a dire tor . 

which hows that consultants targeting of proposal hould be right to the k y 

deci ion maker . Further the tudy result empha iz the con. id ration ritl:ri 

involving both internal factors to the finn a w 11 a fr m th 

c n ulting finn irrc p cti of owner hip tatu . th 

criteri th 

•, vc an in i •ht t 



A consulting engagement may 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, with the expectations of future revenue streams 

(Mclachlin, 1999). The study suggests evidence for the numerous factors for 

consulting engagement criteria in order of great extent as expertise, experience, 

pricing and image/reputation of the consulting finn. The external factors also include 

advertising, referral sources, and personal selling which act to bring management 

consultancy to the attention of potential clients. Although this involves incurring 

considerable marketing costs, they must be regarded as essential investment as 

evidenced by the study. That is, although regarded to a smaller extent as compared to 

expcrti c, experience and pricing, however, the most important aspect is that they 

cannot be ignored. Management consulting itself was shown by the study as critical 

a. well with moderate c n. ideration from the large manufacturing ect r. 

consulting engagement is considered from both the external and internal a pect of a 

client. The con ultant has to meet orne expectations and perception in order to meet 

client satisfaction (Zeithaml et al, 1990). For a professional service like con ulting 

quality i · defined as the difference between client perceptions and client e pectation. f the 

crvicc (Kotler, 2003; Steed and Appelbaum, 2005). From the tud r ult , lit:nt:' 

int mal factors as perception and expectations, pa t expcrienc and cl ar blf mcnt 

concerning r quircmcnt. to type of consultant play a k y rol in . k til n Iikn of 

con ultancy. ·urth r c ntrol f procc s, m d I. of con ultanc; nd inft 1m 

reputable finn to eli nt ar lso inf1u ncing to a mod rate .· t nt. 

In iti n t 



procedures as argued by Mclachlin (1999). However, given the above both external 

and intern?.! factors discussed, it is clearly evident that the clients need a stronger 

focus on the firms expertise, experience, pricing and efficiency not excluding 

procedures for control, agreements and reputation of consulting finns. 

5.2.2 Challenges to selection criteria 

The second objective was to identify the challenges to management consultancy 

selection criteria. From the study findings, price inhibition, value evaluation and lack 

of general competence were evidenced as key factors. The other variable factors 

were challenging to a moderate extent as government regulations, bureaucracy in 

organizations structure , incompatible models of consultancy and little control of the 

procc. s. chaffer (2002) argue that the majority of clients that hire consultants, and 

most of the con ultant that th y hire, operate under a model of con ulting that doc 

not allow them t achieve full collaboration. Further chaffer noted that c n ultant 

pricing structure i inhibitive due to costing of orne intangible aspect a consulting 

h urs and marketing 'trategies engaged. Opondo (1988) found out that price 

inhibition, government regulations a to promoting accountancy ervice as well a 

incompatible models of consultancy as key challenges. 

Kenya d me tic capacity in supply of consultancy service i con train d b ' the 

cxi ting unfair competition in which foreign firm recci c pr fi r n 

gov mm nt contract , lack f effcetiv policy . upp rt n ' ti' ttltUUl:, 

inability ol the mall tit m to attract and r tain su 

fl pr lcm , in I qu 1tc p ricncc in c m ult 

i:u~t t I, 
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5.3 Conclusions 

In conclusion however, though in external factors to selection criteria involve 

marketing consultancy as important skill for awareness, effectiveness and forming 

perceptions and expectations of clients, they were not significantly shown by the 

study results. This is because through Integrated Marketing Communications (IMC), 

consultants not only engage awareness increment but also making their services to be 

perceived as tangible. 

Every client, whether established for short or long, thinks in results and value for 

money. Therefore before signing in for an engagement, firms must be convinced that 

yz and partner i the practice most likely to assure complete satisfaction. To 

ensure that the selection practice will fall on certain con ultant firm, such important 

aspects as expertise, experience and reputation must be built with IMC for lowering 

percei ed expectations as well as checking approach to procedure , model ' and pr of 

or competence in proposal itself. llence, overcoming the challenge in r cus of 

client's own terms a to pricing, model and offer of value for money for ensured 

client satisfaction. That is consultants should pos e s the talent, kill and experience 

to achic\·e the desired result· and give value for money· fully under tand th tr 

environment a to client · problem and by reputation can be tru t d to approach th 

prohlcm and olvc it on sound profcs ionallinc . 

n m nu cturing e tor i vital part of the national conomy. 1o t o tht: t finn 

ntinu t t greater challeng \ •i th n 

n cd ~ r fl ncr nd le ncr tructurc 

rem in 
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ways devised to identification of factors of success has gained dominance. It is 

therefore necessary to understand the client selection criteria as well at their 

challenges in order to device marketing strategies to tangiblise their services and 

minimize their endless promises which give wide perceptions and expectations. This 

would be embraced through engaging the right expertise and considerable pricing to 

operate competitively and provide quality service to their clients. One way of doing 

this is to engage in market research as to their clients' perceptions and expectations, 

also the understanding of their challenges to use of consultancy in deciding tactful 

strategic for growth and adoption to expand and increase the market potentials. 

5.4 Limitations of the study 

There wcr som limitations to this study. For instance, there pon e rate was not one 

hundred percent to gi e full representation of the population of tudy. The re ult 

rcOect the factors, opinions of consultant client a t their. ubjective perception. of 

selection criteria. o attempt was made from con ultancy firm' view of their critical 

success factors. The study focused on the large manufacturing ector, it 1 po · iblc 

that the other small and medium si1.ed firms may have different opinion as to their 

election criteria. The method used to determine the factor influencing election 

criteria were not exhaustive or inclusive the arne applic to the challenge to th 

election criteria . 

. 5 R omm ndation for furth r r car h 

tudy h uld be arricd out to dctcnnin · the interr I ti n hip 

n th 

ritcri 
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5.6 Recommendations for policy and practice 

One way in which developing countries like Kenya could develop their consulting 

professions is through the promotion of joint ventures between foreign and local 

consulting finns with the objective of facilitating transfer of technology and technical 

training. It may be necessary for the country to commit areas of consultancy services 

in which it does not have capacity under certain trade articles as GATS Kenya could, 

in addition, seek financial and technical assistance to develop local capacity in areas 

of consulting that are deficient. Further a policy could be devised in order to control 

the hiring procedures and systems in place for qualified professionals for 

di cmination of competent consultants and hence consultancy services. 
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APPENDIX 1: LIST OF LARGE MANUFACTURING FIRMS IN NAIROBI 

USING MANAGEMENT CONSULTING SERVICES 

1. Alankar Industries Ltd. 

2. Auto litho Ltd. 

3. Basco products Ltd. 

4. Baumann Engineering Ltd. 

5. Bayer East Africa Ltd. 

6. Beior dorf (EA) Ltd. 

7. Be t Food Kenya Ltd. 

8. Bioft od products Ltd. 

9. Bobmillndustrics Ltd. 

1 0. adila Phannaccuticals 

II. &P hoc Industry Ltd. 

12 bandana Industries Ltd . 

1 olgatc Palmolive (EA) Ltd . 

14. 'olor 'rcations ltd. 

15. 'osmos Ltd. 

16. rown burger (k) ltd. 

17. rown Food Ltd. 

u on & o Ltd . 

19. I ~. Packaging Indu tric Ltd . 

able Ltd. 

21. ·in line indu tric 

22. 



32. Kenafric Industries Ltd. 

33. Kenya Breweries Ltd. 

34. Kenya Wine Agencies Ltd. 

3 5. Mabati Rolling Mills Ltd 

36. Mann Manufacturing Company ltd. 

37. Marshal Fowler Engineers Ltd. 

38. Mastennind Tobacco (K) Ltd. 

39. MidcoTextile Ltd 

40. Mini Bakeries ltd. 

41. Nestle Food Kenya Ltd. 

42. Orbit chemical Industries Lid. 

43 . Patco Industries Ltd. 

44. Pipe Manufacture ltd . 

45. Polythcnc Jndu tries Ltd. 

46. Power I cchnics Ltd 

47 . Premier Food Industries Ltd . 

4 . Prudential Printer Ltd. 

49. Rcckitt Bcncki 'Wr r~. A. Ltd. 

50. 'adolin Paints ( -A) Ltd. 

5 I. 'amecrAfrica Ltd. 

52. ana Industric ltd. 

53. and\ ik Ken ·a Ltd. 

54. ara I ·If uschold & 8 d ar (K) Ltd 

55. ' il 1t night K) ltd. 

5 . lllp:Ul ltd. 

n ''t I td . 



66. Uzuri Foods ltd 

67. Vita foam products Ltd. 

68. Wood products Ltd. 

69. Wrigley Co. F.A. 

70. Zenith Steel ltd. 



APPENDIX 2: LETTER OF INTRODUCTION 

JUNE 2005 

Dear Respondent 

MBA RESEARCH REPORT 

This questionnaire is designed to gather information on the factors influencing the 

choice of management Consultancy finns. This study is being carried out for a 

management project paper as a requirement in partial fulfillment of the degree of 

Master in Business Administration, University ofNairobi. 

Your r . pon. e will be treated in strict confidence and no instances will your name be 

mentioned in the report. 

Your cooperation will be highly appreciated. 

Yours faithfully, 

--------------------------------------

NIB L K G RALDI 
MB T D T 

DR.RA 
PR JE 



APPENDIX 3: QUESTIONNAIRE 

SECTION A: Company profile 

1. Name of the finn (optional) ------------------------------------------------------------------
2. Year of establishment in Kenya--------------------------------------------------------------
1. Ownership of the finn (please tick (" ) the appropriate box). 
i. Foreign owned ( ) 
ii. Locally owned ( ) 
iii. Partly looally and foreign owned ( ) 
iv. Government owned ( ) 
v. Partly Government and locally owned ( ) 

4. How many employees do you have in the company at present?(tick appropriately) 
I. 50-75 ( ) 

I I. 7 6-J 00 ( ) 
111. Above I 00 ( ) 

SE TION B: Factors to criteria of management con ultancy election 

5. For how long ha your company been u ing management con ultan y . crviccs? 
(Tick please) 

i. Le s than a year ( ) 
ii . 1-5 years ( ) 
iii.5-10year () 
iv. 11-20 years ( ) 
v. Over 20 years ( ) 

6. What i the status of management con. ultancy tinn, u cd'? (Tid, nppropriatd ) 
Local ( ) 
Multinational ( ) 
Both ( ) 

7. 'I he following arc thl: con ult n y u i 
firms. \\'hich one h v u •ht in 

I . 

II , 

Ill . 

i '· 

"· . 
I. 

pti n. 

( ) 

( ) 

) 

( 

{ 



8. What has been your firm's practice in the selection of management consultancy? 
(Tick if appropriate) 

1. Use the same consulting finn ( ) 
n. Use more than one because of unsatisfactory outcome of services 

to your needs ( ) 
111. Use more than one because of different needs ( ) 
IV. Others (specify)---------------------------------------------------------- ( ) 
V. ------------------------------------------------------------------------------- ( ) 
vi. ------------------------------------------------------------------------------- ( ) 

9. Who initiates the process of using consulting services in your company? 
(Tick all the applicable choices) 

1. Board of directors 
It. 

111. 

IV. 

v. 

Managing director 
General manager 
Other senior managers 
Company head quarters 

( ) 
( ) 
( ) 
( ) 
( ) 

VI. Others (specify)--------------------------------- ( ) 
VII. ------------------------------------------------------ ( ) 
VIII. ----------------------------------------------------- -( ) 

10. In selecting management consulting ervices, which criteria (or important aspects) 
do you consider? 
t. Internal factor to your firm ( ) 
11. External factors from the management Consultancy fim1. ( ) 
111. Both ( ) 
IV. Others (specify)------------------------------------------------------ ( ) 
V. ------------------------------------------------------------------------- ( ) 
vi . --------------------------------------------------------------------------( ) 

1 1. The following factors are con. idered in management con ·ultancy -;cit! ·tion 
Criteria. Which one do you and to what e:tent (Tick applicabl~ chtH ·c ) 
5. Very !:,treat extent 4.Great e ·tent 3 .. 1 dcmtc c knt 

2. Little extent 1. ot at all 

Factor 

1. Pric 

11 . 

I II . 



12. As the client to management consulting service, the following internal factors are 
Considered in selection criteria. Which ones do you and to what extent? (Tick) 

5. Very great extent 4.Great extent 3.Moderate extent 

2. Little extent 1. Not at all 

Factors Very great Great Moderate Little 
extent extent extent extent 

1. Perceptions and 
expectations 

11. Past experience 
... 

Involvement in proposal 111. 

eliciting 
IV. Control of the process 
v. (Clear assigmnent) 

VI. Clear agreement concerning 
requirements 

VII. Type of consultant required 
--: .. -

VIII. lnfonnal talk about a 
reputable finn 

-. Model of con ultancy IX. 

f-- --
X. Others (specify 

13. Which of the following challenge do you face in selection of management? 
consultancy finns' ervice in Kenya and to what c tent? 

5. Very great extent 4.Great e ·tent 3 .. 1odcrnh.: e tent 

2. Little extent 1. 'ot at all 

Factor 

1. Pric inhibition 

Not at 
all 

ot at 

all 


