
1. Introduction

It is for more than the last twenty years the last century
that the world economy recorded an increased growth
in the consulting industry. Driven by the constant
growth in demand, the margins grew to be inordinately
high and the consulting firms were in a position to em-
ploy the best experts in the so-called war for talents Ê11Ë. 

The beginning of this century saw the changes in this
area. The growth of the consulting industry was halted;
it recorded stagnation and even negative results (Figure
1). The old rules of the game did not hold any longer
Ê21Ë. Simultaneously, the customers have become ever
more sophisticated and more demanding, aware of
their importance, and therefore more powerful. This
led to profit rates being reduced and even threatened
the survival of the consulting firms on the market; how-
ever, the consulting sector proved to be flexible enough
and managed to overcome the crisis.

Figure 1. The size of the European management con-
sulting market, 1998-2007 Ê27Ë

In the economic environment in this country, the serv-
ices of the management consulting have been taken
into serious consideration only in the few past years.
The extremely changing business environment, the

globalization effects, an increasing competition on the
market, etc., actually press the firms to change con-
stantly and improve their business operations. In such
a situation it is necessary that each segment of busi-
ness be raised to as high a competence level as possi-
ble, this being the matter of the firm survival. This ac-
tually means that the firms have to do business even
beyond the boundaries of their own knowledge and
time available. It is beyond these boundaries that they
require external aid from the individuals and firms
commanding a high level of professional knowledge
and skills in respective business fields. Such aid to the
firms is provided, among other things, by the consult-
ing agencies and independent consultants.

The amount of intellectual capital in the consulting
firms is of great importance for their business doing.
Besides, these firms usually possess large databases,
highly sophisticated software and advanced telecom-
munication technology, which, together with the em-
ployees, makes a combination of highly desirable but
scarce resources to even the largest companies in some
other fields of work. At the same time, the fact is that
consultants, as professionals whose work is exclusively
based on knowledge, are not really willing to share their
“know-how“ with competition Ê25Ë. All these make the
services of the top management consulting firms highly
expensive and hardly affordable to a vast majority of
the potential consulting services users. The gap is filled
by small specialized consulting firms or individuals.

In understanding any management consulting process,
it is important that the role of the client in the process
be  clearly defined Ê23, p.202Ë. Regardless of the evident
growth in the demand for the management consulting
services, the practice shows that there are certain
grounds for the clients’ dissatisfaction Ê8Ë, the problems
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the client wishes to solve when they decide upon using
the consulting services Ê20Ë. These problems can be
classed into two categories Ê6, p.16Ë, namely:

•  The problem to ascertain the quality of the serv-
ice provider/deliverer (consultant) prior to pur-
chasing the very service, and

•  The validation of the quality of the service upon
its execution.

It is necessary that both these relations be satisfied in
order that the management consulting arrangement
should be fully effective and assessed as successful. 

2. Objectives and methodology

The above quoted problems trigger a question of to
what extent the clients understand what management
consulting is about and what their views of such a type
of service are. It is for this reason that the objective of
this research is to find out the reasons that drive the
client to hire consultants as well as which strategic
competencies contribute to the management consult-
ing high performance. In addition, the aim of this re-
search is to identify the elements the clients regard as
the indicators of an efficient management consulting. 

The research included the review of literature, fol-
lowed by non-standardized as well as semi-standard-
ized interviews with the small and medium-sized en-
terprise owners and managers, but also with the con-
sultants. Thus the matrix of reasons for hiring consult-
ants, of strategic competencies and of management
consulting performance indicators was worked out.
One of the advantages of such a method of research is
the opportunity of generating both qualitative and
quantitative data. The advantage of qualitative re-
search is in that the complex as well as detailed phe-
nomena in the management consulting process may be
observed and understood in a holistic way.

The disadvantage of this methodology, however, is a
possible subjective or biased or insincere answer the
respondent or a client may give; or the sample may be
insufficiently representative, due to the fact that the
data on the actually delivered services of this kind to
small and medium-sized enterprises and entrepre-
neurs (SMEE) is not available or not in order. 

3. Clients’ view of management consulting

The appreciation of management consulting has
grown significantly in the last decade, due to, among
other, the books and papers on the topic Ê10; 17; 4; 5;
19; 7Ë. In the economy of this country, it has especial-
ly been fostered by the state, more precisely, by the
Small and Medium-sized Enterprise Development

Agency, which created a network of regional consult-
ing agencies for the purpose of enhancing the setting
up and improving the work of the small business sec-
tor in the country.

In the provision of the management consulting (MC)
services, the relations between the consultant as a
service provider and the client as a service beneficiary
may be twofold (Figure 2), namely:

•  Direct – direct communication prior to, during
and after the service is provided, and

•  Indirect – the service itself, in the way it is deliv-
ered and absorbed, in its quality, value, intelligi-
bility, satisfaction, etc., is a type of specific com-
munication between the client and the consultant.

Figure 2. Direct and indirect client-consultant 
relationship

The customer (user) purchasing the consulting service
was to a large extent been “taken for granted“ in the
past, often a victim of powerful and convincing manage-
ment consultants. Such an image of a consulting client
was seriously criticized in literature Ê26; 9Ë. The commer-
cial climate, however, has become much more difficult
and demanding for consulting experts. The main reason
for this seems to be the fact that in their work with the
consultants, the clients gain more and more managerial
knowledge and experience, they become more demand-
ing, while the generally sceptical attitude to the consult-
ants is  increasingly present in the business world today.

It is for these reasons that this research is oriented to
the client, i.e., to his understanding and views of the
management consulting activities. A starting point of
the analysis is the need and wish to answer some of the
following questions Ê3, p.186Ë:

•  How and on which basis do the clients “purchase“
management consulting (MC) services?

•  How do they organize to accept “management ad-
vice“ from external experts?

•  How do the firms and their managers benefit
from these services?



•  How do clients in their organizations percieve the
consultants and which are the consequences (of-
ten negative) of such perceptions? 

•  How is the need for external management con-
sulting  services received among the managers in
firms?

•  How can we understand (potentially differently)
the implementation of MC among managers in
different contexts?

•  Which are the consequences of consulting imple-
mentation in the client firm and how did such re-
sults come?

•  In which way and under which circumstances can
consultants help their clients through “learning
and knowledge development“?

•  How do the forms of consultant-client relations
develop over time?

•  Which are the characteristics of “successful task-
ing“ for the consultants?

•  Which are the capabilities the consultants must
have in order that they convince the client that
they are able to provide a quality service and in
order that they really deliver such a service?

•  How do the clients estimate and value the con-
sulting engagement performance?

3.1. What precedes consulting engagement

The activities preceding the consulting engagement are
of great importance for an efficient execution of the
project the consultant is engaged in. Among other
things, they include: the recognition of the need for a
consulting service, the description of the consulting
project task, goals included, the decision on what kind
of service and what type of consultant are required, re-
cruiting an appropriate and qualified consultant, closing
a contract with the consultant or the agency/company. 

Prior to hiring a consultant, the client has to provide
instructions clearly defining what he needs. These in-
structions are actually the job or task description, con-
taining precise and up to the point instructions on
what the consultant is expected to do for the client, as
well as a sort of guidelines specifying the scope and
the purpose of the job under consideration. The aims
of the task description are the following:

•  To enable the consultant to clearly and fully un-
derstand the task he is assigned.

•  To explain what the consultant is expected to do.
•  To explain the importance and the complexity of

the job.
•  To define the obligations of both the consultant

and the client and specify the manner in which
the project or process will be managed.

•  To prevent any ambiguity about what is to be
achieved in the end.

The job description is a basis for closing a contract with
the consultant. The clearer and more straightforward the
task description, the better for both the client and the
consultant. Only if the task description is clear enough is
it possible to monitor the operations and undertake cor-
rective actions in case the work does not procede as
planned. We must, however, also bear in mind that the
task description cannot anticipate every possible situa-
tion. For example, certain unpredicted and unavoidable
circumstances may have a negative impact upon the
work results or the deadlines. The usual questions the
task description has to answer are the following:

•  Why is a certain service necessary?
•  Which are the expected results?
•  Which goals are necessary to achieve?
•  Which methods should be implemented in the

work?
•  Which skills are required?
•  Who has to be included?
•  Which period of time is required to achieve the

goals?
•  Is there a deadline by which the task has to be ac-

complished?
•  Can the products of the process be quantified?
•  How shall we know that the task will be accom-

plished in a satisfactory way?
•  In which way will information be gathered in the

course of the task accomplishment?
•  What will the costs be?

The task description for the consultant can be written
in numerous ways. The following lists only the gener-
al instructions with general points:

•  Description of the situation – general informa-
tion on the project or task context. Here the rea-
sons for which the task or the project are impor-
tant are stated and an insight into broader activi-
ties whose part the project/task is is given.  

•  Purpose – the task or project goal is explicitely
stated, as well as the reasons for which external
aid is necessary.

•  Task or project goals – all individual  goals and
tasks are specified here. How clearly the goals
and the tasks are defined will depend on how well
the problem is analysed and which level of ex-
pertise is required.

•  Project or task description – here the task is
broadly described. Data is given on the client or
the project or task beneficiaries, as well as the ex-
planations as to what/whom  it will affect and the
location where the task will be accomplished.
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•  Timeline – it is important that the date of the begin-
ning and the date of the completion of the project
or task be clearly stated. This is also necessary be-
cause of the budgeting (overall duration, amount of
costs, number of employees), both for the client
and for the consultant. Finally, it is important for
the purposes of monitoring during the process. 

•  Liability – in order that the management and con-
trol be efficient, it is necessary to specify who will
be responsible and for what during the project or
task execution. It is in this way that responsibility is
fostered and  confusion is prevented as to the roles
and responsibilities of the consultant and the team
leader in the organization.

•  Communication – it is important that the commu-
nication channels and who the team leaders of both
parties are be clearly stated in the task description.

•  Authority levels – here the authority for each level
of decision-making in the organization is assigned,
so that the consultant can turn to right people to
clarify certain issues.

•  Qualification and experience required – it is impor-
tant that the knowledge and experience required to
accomplish the task be clearly defined. The con-
sultants’ competences include the skills (technical
as well as those related to certain behaviours),
knowledge, and attitudes. The more accurately the
required competences are described, the easier it
will be to the consultants to evaluate themselves
before they accept the task.

•  Relevant policies – it is often necessary that the
consultant be given an insight into the internal poli-
cies and procedures, but also into the external ones,
important for the project or task execution. In this
way the consultants are given an opportunity to
prepare better.

•  Project or task execution framework – the descrip-
tion of the expected project or task realization.
This includes a list of the most important tasks the
consultant is expected to accomplish. It is on the
basis of these, as well as on the basis of the descrip-
tion of other important elements of the project,
that the consultants can suggest the way they will
work and the methods and techniques they will use.

•  Expected outcomes – focusing upon what the man-
agement consulting process should result in, the re-
sults (consulting products). It is important that the
products be formulated in such a way that they can
be recognized and measured objectively. It is also
important that the expected level of the result or
product quality is stipulated. Here the most impor-
tant indicators are also stated Ê18, pp. 31,32Ë.

•  Reporting plan and mechanisms – in this part vari-
ous types of reports required on different levels of

the task or project execution are stated. In case of
a simple task, only one, final report will be re-
quired. More complicated and longer-term proj-
ects may require reporting in intervals. It is impor-
tant that the form and type of the expected reports
(written, oral, or both), the intervals and to whom
they should be submitted be stipulated, too.

•  Cost-budget – in the majority of cases, the organ-
ization-client will allocate a certain sum for the
job being done by the consultant. In the task de-
scription, however, this is rarely stated, because
the consultants are expected to behave up to the
market laws and offer the best possible quality
for the price offered.

3.2. Strategy and strategic competencies

The comprehension of both broader and immediate en-
vironment, combined with organizational competence,
allows for the formulation of a strategy that will fill the
gaps and improve organizational performance Ê14Ë. The
strategy is a set of rules and decisions guiding the orga-
nizational behaviour and is really intangible and ab-
stract in concept, providing no direct or concrete results
as to the organizational performance Ê1, p.31Ë.

Greiner and Metzger Ê12, p.7Ë defined management con-
sulting as “... contracted and delivered consulting service
to organizations by specially trained and qualified peo-
ple, who objectively and autonomously help the client
organization identify the problems of management,
analyse them, and who propose adequate solutions and
also help implement the solutions.“ According to the
definition, business consulting requires specific compe-
tencies and an appropriate level of knowledge which
will enable the consultants to help their clients identify
and solve management problems in their organizations.

The core business competencies are the skills the or-
ganizations have, those that help them conduct their
business operations Ê14, p.126Ë. The majority of organ-
izations have numerous core competences.

Some of these competencies are more important than
the others. According to the same authors, such busi-
ness competencies which are on a higher level com-
pared to the core competences, are called strategic ca-
pabilities/competencies and are characterised by three
specific features:

•  They present the value for the customer,
•  They are superior to those of the competition, and
•  They are difficult to immitate or replicate.

A unique combination of strategic competencies, not
easy to immitate, can be titled the key or core compe-



tencies Ê15Ë. Hence it can be concluded that the core
competence is not just the summ of individual compe-
tencies, but a combination of complementary skills and
a knowledge base built in a group or a team and result-
ing into a competency to perform one or a number of
key processes on a high level standard Ê13Ë. The rela-
tionship among the competence, strategic competence
and key competencies can be presented as on Figure 3.

Figure 3. Relationships among core, strategic and key
organizational competencies 

By identifying its strategic and core competencies, by
their adjustment to the environment and by their in-
cluding into its strategy, the organization improves its
performance and acquires a long-term sustainable
competitive advantage.

Simon and Kumar Ê24, p. 366Ë analysed the works of
eight academics in order to find out the common char-
acteristics of the consulting all the authors quote in
their works, which the clients mutually take to be
strategic competencies driving the management con-
sulting success. Each author uses his own terminology,
however, some mutual characteristics of the consult-
ing they pointed to are easy to identify. The list made
within their study included any strategic competencies
mentioned in three or more works (Table 1).

3.3. Management consulting performance
measuring

In case the consultant offers inadequate counsel, the
consequences the client experiences may vary, from
the decreasing growth rate, to the crisis situation
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Competence  
No. of 

quotes in 
literature 

Authors quoting competence 

Client-consultant  
communication 

7 
Bobrow(1998), Bowers and Degler(1999), 
Czerniawska(1999), Ford(1979), Hegyi-Gioia(1999), 
Popovich(1995), Riley(1999) 

Client collaboration and 
inclusion 

6 
Bowers and Degler(1999), Czerniawska(1999), 
Dowling(1993), Hegyi-Gioia(1999), Popovich(1995), 
Riley(1999) 

Core competencies breadth 5 Bowers and Degler(1999), Czerniawska(1999), 
Dowling(1993), Ford(1979), Popovich(1995) 

Technical knowledge 5 Bowers and Degler(1999), Czerniawska(1999), 
Dowling(1993), Ford(1979), Popovich(1995) 

Problem definition 
(identification) 

4 Bobrow(1998), Bowers and Degler(1999),  
Ford(1979), Hegyi-Gioia(1999) 

Integrity and honesty 4 Bobrow(1998), Bowers and Degler(1999),  
Hegyi-Gioia(1999), Ford(1979) 

Ability to understand the 
client 

3 Bobrow(1998), Bowers and Degler(1999), Riley(1999) 

Marketing 3 Bobrow(1998), Bowers and Degler(1999), 
Czerniawska(1999) 

Setting reasonable 
expectations 

3 Bobrow(1998), Ford(1979), Hegyi-Gioia(1999) 

 
Table 1. Strategic competencies, from the clients’ point of view, leading to the management consulting 

outstanding performance – academic literature analysis 

emergence, to the bancruptcy of the organization.
Many unfavourable consequences of an ineffective
consulting can be prevented if adequate steps are un-
dertaken in the previous, but also in the current eval-
uation of the consulting engagement effects.

The need for measuring the management consulting
impacts upon organizational performance led to a

complete change in the management consulting un-
derstanding. The activity-based consulting is replaced
by the result-based consulting, as is presented in
Table 2 Ê22Ë. The consulting interventions are con-
nected with the firm’s specific business needs, where
consulting  is viewed as a measurable variable that
ought to have a certain impact upon the firm’s per-
formance. In case the results of the consultant engage-
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ment are not known, the most direct consequence for
the firm is that the firm’s precious assets are being
spent without any chance of control.

4. Research findings analysis

The majority of clients interviewed come from larger
cities (Belgrade, Novi Sad, Ni{, Kragujevac, Subotica,
...). In general, they all have certain attitudes on the
consulting engagement, regardless of the fact that they
do not currently engage any consultants. Some clients
have already had some serious experiences in consult-
ing engagement, with different outcomes.

The industries in which the clients do business vary
from commerce, to manufacture, to construction
works, to tourism and hospitality industry, etc.

The areas of business for which they did or would hire
a consultant also range broadly, from information
technologies, to financial and taxation consulting,
marketing, to strategic consulting, training and devel-
opment, organizational change, etc.

The findings of this research have shown that clients
hire consultanits for varios reasons, but also that they
encounter a lot of ambiguities and uncertainty in this
respect. In conclusion, however, it can be said that
common to all of them is that they expect that the re-
sult of consulting engagement (and cost) be  tangible.
The mutual attitude of (prospective) clients is that the
consultant should focus upon the client’s needs.

4.1. Reasons for consulting engagement

As a result of the reasearch conducted, a set of main
reasons for consulting engagement was  identified.
According to the importance the clients attach to cer-

tain reasons for consulting engagement, seven com-
monest reasons are identified:
1. The need to solve the problem promptly;
2. The need for new, modern solutions;
3. The need for additional help or resources;
4. The need for an independent and objective advice;
5. Achieving or sustaining competitiveness;
6. Insufficient staff to execute a certain project;
7. Insufficient  in-house expertise.

Two reasons dominate the all the others, the need for
prompt solutions and the need for modern solutions.
It is also indicative that the clients lack the in-house
expertise least. Is it really so or the clients still do not
recognize the role and the importance of expertise in
the field of management, is a rather interesting issue
to be researched into in the future.

The reasons stated, generally speaking, point to the
fact that, when they decide to engage a consultant, the
clients demand something  they are not capable of do-
ing themselves in their own firms. To a certain extent
they are then dependent and exposed. Hence the con-
sultants should deal with their clients with the sense of
strong ethical responsibility:

•  They should consider the client’s interests as a
priority;

•  They must provide a real benefit to the client;
•  They must not abuse the client’s trust. 

Summing all the reasons for which the clients hire con-
sultants, the already defined mutual demand for con-
sultants can only be confirmed, the one that Bergholz
Ê2, pp. 29-33Ë formulated  on behalf of all clients: “Help
me, or show me how to improve the business opera-
tions of my firm. I know you have the knowledge I do
not. I cannot ask you directly, but you can find ade-

Activity-based consulting Result-based consulting 

The need for consulting intervention is not  
defined 

Intervention is related to specific business 
needs 

Performance is not estimated Effective performance estimate 
No specific or measurable goals Specific and measurable goals are defined  
No efforts are made to prepare the participants 
in the consulting process to achieve results 

Results/expectations are communicated to 
stakeholders /participants 

No efforts are made to ensure the 
implementation supportive working 
environment  

Business environment is prepared to support 
implementation  

No efforts are made to establish partnerships 
with key managers  

Partnership with key managers and clients is 
established  

No result measuring or cost-benefit analysis are 
conducted 

Resultas are measured and cost-benefit 
analzsis is conducted 

Planning an reporting on consulting intervention 
is focused on inputs 

Planning an reporting on consulting 
intervention is focused on outputs 

 Table 2. Consultant paradigms based on activities and results



quate solutions, without diminishing my feeling of
self-respect. Your feed-back information and advice
may be useful. I count on you to be able to find effec-
tive ways to deliver them to me...“

4.2. Consultants’ strategic competencies – clients’
standpoint

The literature review (Table 1) shows some consult-
ants’ strategic competences identified by the clients.
The research, however, was conducted in 2000, on the
sample of 500 top firms in Australia. The findings nev-
ertheless served as a starting point for this reasearch.
In the business circumstances in the transition coun-
tries, such as these in Serbia, and on the sample of
small and medium-sized enterprises, or entrepreneurs,
the findings are somewhat different and biased.

Twelve strategic competencies have been identified as
a final result of the research and analysis, that the
clients, i.e., the owners and the managers of small and
medium-sized firms identified as important for the
consulting success. These competences are:
1. Innovativeness and creativity
2. Integrity and honesty
3. Rationality
4. Efficient problem solving
5. Expertise
6. Ability to identify problem/opportunity 
7. Client-consultant communication
8. Quality of service
9. Objectivity

10. Value adding to client organization 
11. Knowledge of business environment
12. Colsuntant’s own success

Three strategic competencies identified as most impor-
tant are innovativeness, honesty and rationality. This is
fully in line with the client’s need and wish to get prompt
and modern solutions, which are actually the main rea-
sons for which he purchases consulting services.

Simultaneously, although it is not crucially important for
the client, the need is stressed that the consultant has to
be able to solve his/her own problems, that is, to make
himself successful. Clients simply do not trust the consult-
ant who has not proved to be an expert on his own case.

4.3. Consulting performance indicators – clients’
standpoint

In practice, the client who decides to use professional
business consultants’ services can learn whether the con-
sultant is capable of doing what he is expected to do in
an easy and simple way. He can do it in that he hires

consultant(s) for small projects, which mean not so
much work and not so high costs. If satisfied with the re-
sults, he can continue and extend the collaboration.
Consulting, therefore, is no charade. You can cheat on-
ly once. There are various factors on the basis of which
the clients can decide whether the consulting service is
successful, be it a “pilot“ project, or a small, or a larger
managemnt consulting engagement. According to
clients, the major indicators of management consulting
performance are the following: timely service provision
and achievement of set goals. The indicator considered
by the clients to be least important is the implementa-
tion of the proposed solutions. More precisely, the im-
portance of this indicator increases with an increase in
the number of employees. The management consulting
performance indicators mostly quoted by the (prospec-
tive) clients from the SMEE sector are as follows:
1. Timely provision of services
2. Achieving the set goals
3. Client’s satisfaction
4. Achieving measurable financial results
5. Employee behaviour in the client organization
6. Implementation of the proposed solutions

We see that both financial and non-financial perform-
ance indicators are listed. This is in accord with the lit-
erature Ê16Ë which suggests a balanced measuring of
results, not only financial measurements. Hence each
individual strategic competency is put into a relation
to each of the performance indicators. The result is
that the majority of strategic competencies affect both
financial and non-financial indicators.
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Innovativeness and creativity   •  • • 

Integrity and honesty  • •  • • 

Rationality  • •  •   

Efficient problem solving  •  •   

Expertise  • •  •   
Ability to identify 
problem/opporttunity  • • • •   

Client/consultant 
communication   •  •  

Quality of service  •  •  • 

Objectivity   • • •   
Value adding to client 
organization value adding  •  • •  

Knowledge of business 
environment • •     

Consultants own success    •  •  
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5. Conclusion

Evidently, the users of management consulting servic-
es in Serbia are concentrated in larger cities and come
from various industries. Also, the range of fields for
which they decide upon  consulting engagement is
broad. The number of prospective clients is much larg-
er; they do have certain needs, however, they have not
decided upon hiring consultants, mainly because this
type of services seems too mystified to them. The
management consulting services are not available to a
sufficient degree in less developed regions, which hin-
ders the development of small, mainly manufacturing
firms and entrepreneurs in these parts.

This research has shown that consultants should com-
mand multidisciplinary skills, be competent, creative
and have excellent character traits. A successful man-
agement consulting must operationalize and implement
as many strategic competencies as possible. In the long
run, through the consulting service delivered, these
competences affect at least one, and usually more per-
formance indicators. In practice, on making the deci-
sion to engage a consulting expert, the client’s assump-
tions and demands become expectations. Hence it is of
great importance that the consultants should be capa-
ble of understanding the client correctly and fullfilling
his expectations as accurately as possible.

The smaller the client’s firm, the greater entrepre-
neural spirit and management style; therefore, it can
be taken for certain that the owners and managers of
small and medium-sized enterprises are entrepre-
neurs. They are energetic and they make decisions
fast, hence they  attach most importance to the need
for concrete and prompt solutions. Aware of fast
changes in the business environment, they expect the
solutions offered to be modern and creative. Hence
such clients prefer the consultants that are fast, accu-
rate, innovative, rational, honest and experts.

Time is a key factor and also a consulting service per-
formance indicator. For the client, the timely service
provision, together with achievement of set goals, tops
the list of the management consulting performance
criteria.

There is yet another important point. The clients do
not want consultants who did not prove successful on
a personal plane. They could be said to consider fail-
ure to be contagious. It is for this reason that the
clients consider the consultant image, status and refer-
ences highly important.  The only exemption are the
key consultants. As a complex and subtle process go-
ing on between the consultant and the client, manage-

ment consulting is based on mutual correctness and
usefulness and is a result of mutual trust. The clients
may decide to engage more than consultant, for differ-
ent parts of the project each; however, they wish to
build long-term relationships with one, and only
sometimes with several key consultants. The consult-
ants are necessary for the clients, in that they help
them get a comprehensive view of their business, they
remain with the client for a longer period of time and
take part of responsibility for the client’s business op-
erations. Here, their position is similar to that of a
general practitioner, who remains indispensable, re-
gardless of people increasingly using the services of
specialists to get cured. The role of key consultants is
such that they offer advice in all kinds of situations
and help their client make the right decision. Such
councelling need not be too expensive. It demands
maturity, anticipation and empathy from the consult-
ant, rather than complex administrative procedures. 

Nowadays, there is a difference between the approach
the consultant takes in measuring his performance and
that of the clients’measuring the same performance.
This does not mean that consultants evaluate incor-
rectly, only that they should take more care of what
the clients demand and expect from the services they
purchased. At the same time, the greater the choice
among the alternative consulting services providers,
the more considerate the consultants will become to-
wards the client and the more reasonable their fees,
and the more knowledgeable the clients as to what
they can and what they should expect for the price
they paid. Since the ratio of market power  moves
from the consultants towards their clients, it is impor-
tant that both parties redefine their roles and ap-
proaches. For the consultants, it is a strategic task and
the matter of survival.
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