Trust me -
I'm a consultant

CONSULTANT REPUTATION

fecessitates an int o of the hard

and soft sides of a number of previ

oushy fragmented functions, The hard

ven by

aspect includes processes

ulatory requirements such as SOX

(Sarbanes-Oxley) or corpor

nance issues and is likely to include
audits, committees and reportng
requirements. The soft aspeet will

include corporate culture; inte

people, and case of commumnication

Creating a process (o manage these

seemingly disparate functions will

bilities, should stm

pinpoint vuln
ulate discussion, and possibly pre-
empt crisis management, which by
definition implies a siege mentality. I
will not, of course, prevent a damag-
ing event from occurring, but it will
propagate the right mindset through
out the organisation and reinforce
the collective responsibility of all
employees.

Potential damage is also possible as
companies seck to outsource func-
associated

tions. The dangers of heing
with the wrong business partner may
wreak havoc on your reputation,

Engaging in expanded due diligence

It is not only companies that need to focus on reputational management.
Their consultants too should look at achieving standards of excellence.
Tom Lambert and Mark Townsend write

ince 9/11 the threat posed by

terrorism has often preoceu

pied the minds of many CEOs
However, commercial pressures are
increasingly forcing companies 1o

look ta new markets to grow busi

ness. New markets mean new ri
ind it is fast becoming apparent that

re pronounced threat than terror
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iation will enhance

itv and contribute 1o

overall | 1 success. A change in

vably affect earn-
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nus and create negative public opin
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rare value and a break

For example, the recent inte
tions by Eliol \|1ilr’i'!. the New York
. have sent tremors
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hint of an investigation. If that i1s not a

ock to the system,

Moody's and other credit ratings

mcies olten simultane lll\'i\ review

credit ratings and debt, eyeing the loss
of business arising from the potential
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k to reputation is no longer an

sible that can be brushed aside

It can sound the death knell of the
Organisation

How a company manages its repu

tation must therefore now move out

raditional role of PR, It
ken a
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Consultants are not
immune
Reputational risk is not only a hazard

for large companics. SMEs and con

sultants also face potential damag

reputation in an increasingly compet
itive markerplace
ating in a marketplace with three or

ling

A consultant oper

four competitors which is strug
to fulfil a contract is likel

) find that

its reputation is pummell
[n the past, some consultancies
both large and small = have taken a

cavalier attitude to reputational risk

on longer and

emph

Too often

longer planning horizons has meant

could take their

that consulta
sometimes inflated fee

long before the poor quality of their

work was able to damage their repu

ration. Since the markert for consul
tancy has grown at an average rate of
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ind disappear

even the meptness that has helped

bring profitable corporates o ruin
las not been enough o damage the

teflon-coated major consulting firm
I the US it has been commuon i
SO o major consultancy advising

client in preparing the case to sue a

wetitor, while that same competi

tor was busy helping another to sue a

further member of the consultin

rernity, So there was a |||1-_;\|l||\||

merry-go-round, in which it appeared
to the innocent observer that consult

ing firms made a substantial share of

their revenues adding their ten
worth to the compensation culture

The fall and fall of Andersen and

the growth of competition have com
hined to make many consulting lirms
begin to address their own weak-
nesses — in some cases for the first
time. Now there is every reason (o

helieve that the Big Four accountancy

firms are back into consulting in a big

way. "Will they be able to protect their
reputations any better than their
predecessors did?' is the burning
guestion.

William Pitt, a man not noted for
have called a new

his modesty said,
world into being to redress the bal-
ance of the old”, The International
Centre for Consulting Excellence

1kes a similarly immodest claim. It

has set out to redress the :'L'|‘.l|[‘|t!n|1
of the consulting profession. We mus!
succeed, because it we fail it will take
more than the current fad of business
process outsourcing to save | he neck
of the goose that has laid such a mul

titude of golden eggs for so long

Our research shows that consult
ants must learn to deliver speedy and
reliable results quickly and economi
cally, or their livelihoods will go the
way of all flesh. There are too many
excellent alternatives to c mnsultancy
18 it has often been practised.

”]L argument 1s as '\'IITI"l" as s
5 I

compelling. Wit

blo

amg
s growing quickly, a reputa-

COVErage |
tion can be destroved in a matter of
n hours. Risk analysis, tol

davs oreve
lowed by action to protect our most
valuable asset is an essential for every
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organisation. Consultants mu

ready both to protect their own pros

perity and play a part in defendir
that of their clients.
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