Faster, faster and still faster!
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The need 1o help clients compete in the breakneck,
dotcom economy 1s a recurring theme among management
consultants with practices of all sizes and disciplines. “Cli-
ent CEOs are asking themselves, “how can I position my
company o utilize the Intermet and e-commerce Lo in-
crease profits?",” said John MeCrea, CMC, managing di-
rector of Renaissance Resource Group, a New Brunswick-
based management consult-
ing firm. “They want to know
which are the best technolo-
gies for their business, and
don't want technology for
technology's sake.”

Hugh Devine, president
of Hugh J. Devine & Associ-
ates, Plainsboro, agreed, ac-
knowledging that electronic
connectivity is having a ma-
jor impact on the products,
services and processes of
most of his clients and “they
are scurTying 1o come up with
fhings that take advantage of \  oine Kasprzak

Renaissance has chosen
to add Intemet consulting and website evaluation, some-
thing it didn't offer five years ago. Devine continues to fo-
cus on traditional qualitative market research tools, but has
adapted them to the new marketplace. “Qualitative re-
search such as focus groups and in-depth interviews can
help clients clarify objectives and focus on a practical
scope of work for their advanced technology and e-com-
merce projects,” Mr. Devine explained.

The Internet economy is increasing the speed at which
consultants must deliver creative, custom solutions. And
with the proliferation of websites and search engines, “cli-
ents are coming to us not for research and information, but
for change facilitation and experience in avoiding pit-
falls,” said John Sturges, CMC, chiel administrative offi-
cer at SWA Holdings, a family of professional service
companies located in Marlboro.

The consultant's role also is shifting as Fortune 500
companies — typical clients for consulting services — are
becoming more sophisticated about new technologies,
According to Michael Hierl, president of The Pacesetter
Group, a Skillman-based consulting firm, “Our Fortune
500 clients are now more experienced in installing new
technology and don’t try to slam the solution in place.
These companics are motivated 1o change and our role as
the consultant becomes one of a partner, not one of an ex-
ternal irritant.”

As consultants become change enablers, many con-
sulting firms are shifting emphasic, offering clients
change management and process improvement capabili-
ties. “Tweaty of our top customers arc spending a sub-
stantial amount on upgrading information systems tech-
nology, both infrastructure and applications. We're
connecting these new technologies to the way their peo-
ple want to work. This improves business performance,™
Mr. Hierl explai

Technology also is affecting the way consultants run
their own practices. *“We often use technology to share
and revise client documents,” said Mr. McCrea. In addi-
tion to email, consultants can take advantage. of group-
ware information like Lotus Notes, to communi-
cate with their clients™ employees and involve them more
easily in project work.

The Internet is making it easier to do background re-
search on potential clients. “Before I visit with a prospect,
[ can go online and check their web page and research
their industry,” said Tom Lombardi, principal of Presenta-
tions Plus, a 10-year-old training consulting firm based in
Eendall Park.

While the Intermnet economy is probably the most obvi-
ous catalyst for change in the consulting industry, the fol-
lowing trends also continue to affect the profession.

B Mergers among clients. Whether it's a pharmaceuti-
cal company merger or AOL merging with Time Wamer,

“When there's a J“said Angela Leilch, president of
Angela Deitch Crmsultlng a West Trenion-based
numpuy "{ud.-l fn-r training arc immediately frozen

structure :s determined. Mergers
.lhu can afect

Mergers reduce the poal of ive clients and in
crease business complexity. For Deitch Consulting, this
complexity has created opportunity, as companies struggle,
to work smarter, “1've gotten a ot of interest in critical
thinking skills training, particularly in the pharmaceutical
and manufacturing areac™ Mg Deitch said. “When team
leaders and don"t have strong problem solving
and decision-making skills, they lose time, money and
customers. Identifying the cause of a pmb'i:mmdmlking
a decision about the best plan of action are eritical.”

B Globalization. “Many of our Forune 500 clients
have had separate U.S., Asia-Pacific and European busi-
ness models,” Mr. Hierl explained. “Now they are trying
to ensure thal processes across countries are compatible.”
Paul Gondek, presidemt of Clinton-based Gondek & Asso-
ciates agreed, saying “Clients’ worlds are b=coming small-
er. They are bess concerned with opportunities that apply
to only onc market or continent, and more concermed with
those that will sutomatically be global ™

The use of global teams is a major trend, and it is stll
important for tzams to develop face-10-face relationships.

’As consultants become change
enablers, many consulting firms
are shifting emphasis, offering
clients change management and
process improvement capabili-
ties.”

There's more demand, therefore, for coasultants who can
h:lphmnmbuﬂdmm:buﬁ:mdlmdn—

Large refineries and paper mills, for example, buy an
enormous amount of electricity and treat tons of water,
These industries have begun cutsourcing udlity manage-

"D.ﬁ‘mntmgmﬂh ortoait for consul

opportunities for tants
mmmmmm::nhdp
manage complex outsourcing armungements,” said
Lovaine Huchler, a professional engineer and president of
MarTech Systems, 3 Lawrenceville-based technical gerv-

L

mbmx:ﬂu employee of that company, then your own

In conclusion, today's business trends — from the In-
ternet to — are all about rapid . Con-
sultants are finding they must be nimble, offering fast, cre-
ative solutions while continuing to shift their practice
strategies.
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