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Executive Summary 

The objective of this study is to respond to a young client company’s request and advise 

them on how best to internationalize and at the same time build a strong position to grasp 

future opportunities at home or abroad. 

 

The study proceeds on the guidelines for CIIM competitive analysis and covers five major 

topics: 

(a) Foreign country selection by both qualitative and quantitative assessments 

(b) Situational analysis including secondary desk research centered on our choice 

(c) Direct research by field surveys and their findings 

(d) Competitive analysis 

(e) Strategy and its execution 

Our desk research provided the information for the foreign country selection and the 

situational analysis carried out next confirmed that choice. For our direct research, we chose 

the field surveys given the geographic distance from the selected foreign country. Two 

different questionnaires were prepared one for the customer companies and the other for 

the competitor consulting firms. 

The market research by field surveys took a lot of our time and longer than expected. We 

sent around 1300 questionnaires to customers and competitors in the UK alone and also 

sent reminders twice. We sent more than 350 questionnaires to companies in Cyprus and 

made several follow up calls. Having a very poor response from the UK customer 

companies, made us search for alternatives. So next we sent questionnaires to company 

executives we had as friends on LinkedIn. Overall, it was a great effort with results below 

expectations but gave us the chance to talk to a lot of people in many industries. 

Going to LinkedIn in our search for responses, there appeared a new opportunity, a new 

dimension for our study. A lot of the companies that responded were from the US and 

Canada. Instead of discarding them, we created new groups so in the end we had four 

categories: The UK, Cyprus (CY), US and Canada (USCAN) and Rest of the World 

(RWorld) thus creating the possibility for comparison of broadly diverse countries. 
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The survey direct findings and the country comparison results are presented in charts 

followed by comments for each country/region and form an important part of this study.  

The top characteristics that customers seek in a consultant come out from the surveys in a 

clear and consistent way. Furthermore, it is worth noting that the customers demand a 

combination of what we termed “Hard” and “Soft” characteristics of more or less equal 

proportions and that Price weighs much less than a consultant’s potential for excellent 

performance.  

One further important finding from the comparison of countries/regions is an extensive 

evidence of similarities in customer demands among regions that subsequently raises the 

question whether in the management consulting business we are faced with a GLOBAL 

customer.  

Strategy maps and strategy canvasses are produced from the competitor survey results in 

the competitive analysis. They show whether strategic empty spaces still exist. A new 

strategic profile is proposed for the new company, and what it takes for it to occupy such a 

profile is subsequently examined. 

Strategy for the new company and its execution are pursued in the following final sections. 

For a young company, we could not treat international strategy alone without considering its 

strategy at home too. So we have two sections one for strategy in general and at home, and 

the other for the company’s international strategy. The report culminates with strategy 

execution by the 7 Ps and with the presentation of an Action plan for the business to realize 

the recommended actions. 

An electronic appendix that can be made available upon request contains all that forms the 

basis of this report including the working tables for the surveys analysis. 

By all we have done, can we offer the advice asked by the customer as to how best to 

internationalize? Which country should the client company select to expand first? Is there a 

viable strategic space empty for the company to occupy? What should the company do to 

move to that new strategic space? What should it remedy as weaknesses or acquire as 

competencies? What strategy should the company employ for its local market and what 
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strategy for its international expansion? What new ideas for action should it embrace? What 

action plan to follow?  

We are confident that to all those questions, our work provides the company with good 

realizable answers. 
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Internationalization of “P&E Sardos Business Solutions International” 

 

1. Objective 

 

The Objective of this project is to provide recommendations including an action plan, for a 

client company to internationalize and at the same time build a strong position to grasp 

future opportunities at home and abroad. 

 

From the start, it was noted that internationalization especially for a young company cannot 

be considered without consideration for the enterprise’s performance and standing in its 

local market. 

 

2. The client organization – a brief introduction 

P&E Sardos Business Solutions International (to be referred to as the company or the new 

company for short) is a Professional Business Service Firm (PBSF) that provides 

management consulting services. 

The company is new and at its first years plans to offer its services mainly through its CEO 

and the use of associates with expertise in supplementary disciplines. Furthermore, it has 

limited funds, and its budget capacity is very small. 

 

Its CEO possesses excellent academic qualifications as well as long management 

experience with large organizations and information technology projects. Furthermore he 

carried out many successful improvement schemes in organizational systems and 

processes. However, he possesses little or no specific consulting experience. 

 

The company has recently started operating from a small office in Larnaca of some 50 

square meters which is the property of its CEO, located in a prestigious block centrally 

situated in the commercial sector of the town.  
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The company vision and mission adopt a global perspective aiming that the company 

should have significant presence internationally. Its owners consider internationalization as 

vital for the future of the enterprise. 

 

Though internationalization has various perspectives and definitions, we adopt here as most 

pertinent to the business’ plans the one given by Welch and Luostarinen (1988) and to 

which Johanson and Vahlne (1977) agree. We quote it from reference 11 that describes 

internationalization as “the process in which firms increase their involvements in 

international operations”. 

 

3. Need/opportunity for the client firm 

The new company cited the following reasons for its wish to internationalize: 

 EU countries offer for Cypriot companies an enlarged market that appears to hold great 

prospects especially with the continuous advancement of Internet and Information 

Communication Technology (ICT). 

 A Cypriot company may operate and establish offices in any country of the EU, transact 

in a single currency in the Euro Zone countries avoiding currency exchange fluctuations 

and operate under common EU rules and regulations. 

 Contrary the Cyprus market alone is very small and has become smaller for the Cypriot 

firms after accession since many foreign companies began operations in the country. 

Particularly significant has been the contraction of the manufacturing sector from which 

the company expects to have its bigger number of clients. 

 Globalized enterprise activities are now being encouraged by most governments that 

welcome foreign investment. Most have opened their borders reduced formalities, 

modernized their laws and made their procedures and processes transparent moving 

away from protecting local firms as inefficient in the longer run.  

 A distinct advantage of services including consultancy is that unlike manufacturing, they 

do not need high capital investment in the overseas countries though of course face 

other limitations. The lack of capital commitment allows them to have significant mobility 
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and to direct their services geographically where prosperity lies and even follow the 

countries’ changes of fortunes. 

 The company sees internationalizing as offering a Cypriot firm a great opportunity 

provided it can raise itself to be a serious competitor in the new markets. 

 

Please see reference 11 which lists on p.38, reasons for SMEs to internationalize. 

 

4. Questions that need answers 

The international venture for a Cypriot company looks attractive though not without risks. 

Many questions arise: 

Which country? What is the competition there? How accessible is that country’s industry? 

What customer will we target? Does our company have the resources? Which entry mode? 

Will we go there with a competitive advantage or will we go there to create one? What will 

be our strategy? What new resources and capabilities will we need? Can we find the 

answers by desk research or will we have to carry out a field market research? 

These and many others ask for serious answers and in the chapters that follow we will 

attempt to do so using known analytical techniques and frameworks from PESTEL to 

PORTER to SWOT to SCENARIOS to STRATEGIC GROUPS to STRATEGY MAPS and 

CANVASSES as well as others. By the findings of our market research, we will try to 

validate our initial hypotheses and fill in the missing dots as to have a sound basis for 

knowing our customers and our competitors and for drafting a new strategy for the 

company’s local and international operations. 

Let’s start. 

 

5. Literature review – Pre-reading 

We began our study by first reading from a number of textbooks and CIIM’s MBA course 

lecture notes. Below we make reference to those we found their content most pertinent to 

our study purpose. We also read some journal articles on the subject. We quote some 



4 
 

selectively below that we think to bring up issues and terminology that are fundamental to 

any discussion on internationalization and have some reference to our study: The Uppsala 

model, internationalization of professional services, internationalization of SMEs, the 

importance of networking and relationships, appropriation issues in internationalizing 

services. 

Below we briefly provide how they are used in the study and some details of their content 

especially for the selected articles: 

International Business: Competing in the Global Marketplace by Charles W. L. Hill 1 

Very informative and interesting reading covers a broad spectrum of issues of concern to 

the firm’s internationalization. We make frequent references to it in the section of our work 

on the international strategy. 

Exploring Strategy Text and Cases by Gerry Johnson, Richard Whittington, Kevan 

Scholes 2 

It is a textbook on strategy covering international strategy too and provides useful 

frameworks for thinking about and developing a strategy. 

We chose to adopt its framework for international strategy when developing the new 

company’s international strategy. 

Contemporary Strategy Analysis by Robert M. Grant 3 

It is a textbook on strategy. We made extensive use of the ideas of this book in our section 

on the development of strategy for the new company 

International Business – Environments & Operations by John D. Daniels, Lee H. 

Radebaugh, Daniel P. Sullivan 4 

It contains useful data, tables, diagrams/photos and some good case studies 

Competitive Analysis lecture notes by Dr. Paris Cleanthous 5 

The structure of this report was based on the framework and guidelines for the competitive 

analysis project.  Furthermore, many of our sections have been influenced by the material of 

these lecture notes 
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Starting a new business lecture notes of Mr. Panayiotis Jacovides 6 

The financial analysis for the new company was carried out on the basis suggested in these 

lecture notes 

Journal article – The Sequence of Operational Modes Used by Finnish Investors in 

Germany 9 

The article is included here because it introduces the pioneering theory of the firm’s 

internationalization process known as the Uppsala model and because it goes further to 

research possible factors that can cause a firm to deviate from or leapfrog its steps. Article 

review: 

The sequence of operational modes refer to the Uppsala internationalization process model 

developed by Johanson and Vahlne (1977) which stipulates that an internationalizing firm 

increases its commitments in the foreign country gradually and by small steps: (1) No 

business operations (2) Exports (3) Local sales subsidiary (4) Manufacturing subsidiary. 

There are however factors like (a) existing market network relationships, (b) top 

management changes and (c)  product characteristics that can leapfrog the stages in the 

Uppsala model. The article seeks to find why some firms deviate from the model and 

researches a number of hypotheses as to the factors that can give rise to such deviations. 

H1: the three factors just mentioned, H2: an experienced firm, H3: large firms, H4: earlier 

international experience, H5: Global company and H6: industrial goods versus consumer 

goods.  The article considers the evidence for almost all these hypotheses as inconclusive. 

Journal article - Does the Uppsala internationalization model explain the 

internationalization process of professional business service firms? 10 

The interest here is on the examination of the applicability of the Uppsala model to service 

companies. 

The article on the basis of the Uppsala process lists four steps for the internationalization of 

professional service firms with analogous increased firm’s commitment. Those are: (a) initial 

stage: external agent, (b) participation stage: representative office, (c) establishment stage: 

joint venture and (d) network expansion stage: branch offices and other joint ventures 
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Master thesis - Internationalization Process of SMEs: Strategies and Methods 11 

The article is included here because it deals with the SMEs internationalization and expands 

considerations beyond the Uppsala model. 

The article lists three prevailing theories: (a) Uppsala model, (b) Network theory and (c) 

International Entrepreneurship theory. It contains some interesting definitions and diagrams 

for its research results. It gives some reasons for SMEs to internationalize and points to the 

significant influence of market knowledge on the firm’s internationalization. It gives particular 

mention to the INVs (International New Ventures) and their managers’ international 

awareness. It separates between proactive and reactive reasons of internationalization and 

examines the importance to it of a number of variables.   

Note: A number of concepts from almost all the CIIM MBA courses though not expressly 

acknowledged were used in developing this report  

For a detailed reference of the sources used, please refer to the bibliography at the end of 

the report. 

6. Contacts and sources of data for the preliminary research 

Some main players in the internationalization of companies in Cyprus are: 

 The Ministry of Commerce and Industry and its Trade Centers in the foreign countries 

 The Cyprus Chamber of Commerce and Industry 

 The manufacturers, traders and services that take their businesses abroad  

 The foreign embassies in Cyprus 

As a starting point, their websites were examined and where thought necessary meetings-

interviews with them followed; minutes were kept which are included in the e1-Appendix 

(CIIM project Interviews-local Comp-KEBE-Ministry).   

6.1 Ministry of Commerce and Industry 

• Examined their website 

• Interviewed the head of the Promotion of Services abroad Ms. Themis Papasolomontos 

on 5/11/14  
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• Interviewed the head of the Promotion of Manufactured products abroad who is also 

responsible for the Ministry’s Trade Centers abroad Ms. Tsaggarides on 5/11/14 

6.2 Cyprus Trade Centers with responsibility for various countries or regions 

Emails were sent to these centers requesting information followed by telephone calls with 

some, to find out what sort of help these centers can provide to a company that plans to 

internationalize in their country or region.  

What was asked of them was to send us a market research for management consultancy or 

other relevant information. In a second email they were requested to provide information on 

specific topics for the country comparison. 

Some responses were vague and inadequate, some were promising (USA) but never 

delivered and some, namely those of Germany and UK were excellent. Especially 

constructive were the communications by email with: 

Costas Dafos (Cyprus High Commission Trade Centre, London),  

Efie Athanasiadou (Cyprus Trade Center Berlin, CY embassy) 

6.3 KEBE 

• Studied their website and programs 

• Talked with Marios Tsiakkis, Leonidas Paschalides, Alexandros Ioannides, Stalo 

Demosthenous, Maria Constantinou 

• Interviewed the Director of the Department of International and Public Relations Mr. 

Leonidas Paschalides on 13/11/14 

• Interviewed the Director of the Department of Industry Mr. Andreas Andreou 13/11/14  

6.4 Embassies 

• Examined their websites – most in our opinion have a poor content 

• UK embassy gives more emphasis on issues of concern to the British companies that 

intend to internationalize to Cyprus 

6.5 Interviews with successful export Cypriot firms 
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 Prepared Questionnaire and topics to be covered in the interview 

 Sent letters on 29/10/14 to businesses that won export awards in recent years 

requesting an interview with the company CEO. Chosen companies were:  

 Manufacturing firms: Alco Filters, Elysee Irrigation, Medochemie 

 Service firms: Oxford Tax Solutions, Hyperion Systems, KPMG 

 Conducted interviews and minutes were prepared for the following: 

• Elysee –CEO Panos Protopapas on 7.11.14 

• KPMG – Andreas Christophides interviewed on Tuesday 2.12.14 

• Special  interview topics were prepared for Medochemi on their CEO A. Pittas’ 

request but interview was finally canceled 

• Alambra dairy products – Owner’s son Petros Petrou on 11.2.15 (interview 

conducted after their filling in the customer questionnaire; minutes were not kept) 

6.6  Concluding points of the interviews 

Reasons for expanding abroad 

Some main reasons for the interviewed companies to expand abroad were the limited 

Cyprus market and the fact that Cyprus did not offer a stable market. So they went to 

foreign markets to enlarge their market and to solve the problem of security of demand. 

Market research 

Those that we interviewed did not conduct a detailed field market research beforehand 

though they carried out some form of desk research on the internet. However, all admitted 

the importance of prior market research. 

Building relationships 

Instead, they gathered market knowledge through their participation in foreign trade 

exhibitions and built relationships by meeting exhibitors, locals and visiting prospective 

clients at their premises during the exhibitions. Such relationships were for some the very 

cause to start exporting. 
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Secretive behavior 

Many of the companies approached but did not accept to be interviewed, were reluctant to 

share information either because their CEO or executives were very busy or they 

considered the topics of their company’s success as secret. 

Other issues mentioned as relevant or important to the international business:  

Exports, company’s physical presence in the foreign country as a next step, the importance 

of approach, local agent’s broad responsibilities, hidden corruption, impairing the country 

trust giving a bad name to the country of origin, inability of a company to meet increased 

production levels after entry into a foreign market, underestimating management time, 

strategic alliances, and bad debts.  

Large service firms 

Large service firms like KPMG move differently in their international service exploiting their 

vast advantage in their many areas of expertise as well as their extensive geographic 

network of offices that can help introduce their internationalizing expert office in the foreign 

community. Also they have the resources to play the game at an earlier stage and at a 

higher level identifying customers once country trade agreements are completed. Also 

instead of firm promotions they focus on building market awareness. 

The aids to CY firms that seek to internationalize 

The Ministry of Commerce and Industry as well as KEBE operate a variety of programs that 

aim to help the new internationalizing company. They organize trade fairs and exhibitions as 

well as trade missions and forums and in reverse when a foreign country sends trade 

delegations to Cyprus, they notify and encourage their members to participate in the 

organized events. The ministry provides some financial assistance to those companies that 

participate in internationalizing foreign events. Also KEBE together with the EU commission 

run an EU-wide online platform for enterprises that seek partnerships. 

 

However from what we have been told and found out, the aids and assistance offered to 

Cypriot firms to internationalize when compared with the UK and US, in our opinion are 

lacking. Unlike their foreign colleagues, Cypriot firms do not have ready access to 

 Export-Import insurance schemes  
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 Real market research data or other relevant information 

 Assistance from International Management Companies 

 Veteran people with experience in internationalization that could offer them practical 

guidance 

However, it must be said that there is a general sense of wishing to help in almost all the 

above agencies in Cyprus. But as they do not address specifics, their real help to the new 

prospects is thus limited also given the bureaucracy necessary even for that small financial 

support they provide. 

7 Foreign country selection 

7.1 Foreign country challenges 

Going to a foreign country is not an easy trip for a company. In its way to new opportunities, 

it will find obstacles, it must work to overcome. It will face issues like language, religion, 

ethnicity, acceptance, type of government, laws and regulations, different systems and 

processes, bureaucracy, different country culture, values, mentalities and ethical standards 

and other country factors to which they would need to adjust. 

Most of these limitations are neither insurmountable nor forbidding provided a company 

does its homework beforehand, and its people are ready and willing to learn and adapt to 

new situations. Of course overcoming some obstacles may take longer than others like for 

instance learning a foreign language. But sometimes even a few words, can take you a long 

way. 

 

7.2 A critical question 

Which foreign country shall the company go to?  

To answer it, we conducted a secondary (desk) research making use of publicly available 

socio-economic and other data. 

7.3 Sources of country information 

In our work, we examined and used many of the following: 
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1) CIA/the world factbook:   

https://www.cia.gov/library/publications/the-world-factbook/ 

2) Export Britain – British Chamber of Commerce –  

2.1) Evaluating the Opportunity:  

      http://exportbritain.org.uk/journey/evaluating-the-opportunity.html 

2.2) UK Market snapshots:  http://exportbritain.org.uk/international-directory/#ms 

2.3) Trading Internationally:     

      http://www.britishchambers.org.uk/business/international-trade/ 

3) EU – Small business portal: http://ec.europa.eu/small-business/index_en.htm                

    SME internationalization portal:   

    http://ec.europa.eu/enterprise/policies/sme/market-

access/internationalization/index_en.htm#h2-1 

    Promoting International activities of SMEs:     

    http://ec.europa.eu/enterprise/policies/sme/market-

access/internationalisation/index_en.htm 

    https://webgate.ec.europa.eu/smeip/ 

    Asean IPR SME Helpdesk – country factsheets:  

    http://www.asean-iprhelpdesk.eu/?q=en/country-factsheets 

    http://search.worldbank.org/data?qterm=Cyprus&language=EN 

4) The World Bank –  

World Development Indicators 

http://databank.worldbank.org/data/views/variableselection/selectvariables.aspx?source

=world-development-indicators 

Global Economic Monitor (GEM) 

http://databank.worldbank.org/data/views/variableselection/selectvariables.aspx?source

=global-economic-monitor 

5) US Department of Commerce: http://www.commerce.gov/ 

ITA (International Trade Administration): http://trade.gov/ 

https://www.cia.gov/library/publications/the-world-factbook/
http://exportbritain.org.uk/journey/evaluating-the-opportunity.html
http://exportbritain.org.uk/international-directory/#ms
http://www.britishchambers.org.uk/business/international-trade/
http://ec.europa.eu/enterprise/policies/sme/market-access/internationalization/index_en.htm#h2-1
http://ec.europa.eu/enterprise/policies/sme/market-access/internationalization/index_en.htm#h2-1
http://ec.europa.eu/enterprise/policies/sme/market-access/internationalisation/index_en.htm
http://ec.europa.eu/enterprise/policies/sme/market-access/internationalisation/index_en.htm
https://webgate.ec.europa.eu/smeip/
http://www.asean-iprhelpdesk.eu/?q=en/country-factsheets
http://search.worldbank.org/data?qterm=Cyprus&language=EN
http://databank.worldbank.org/data/views/variableselection/selectvariables.aspx?source=world-development-indicators
http://databank.worldbank.org/data/views/variableselection/selectvariables.aspx?source=world-development-indicators
http://databank.worldbank.org/data/views/variableselection/selectvariables.aspx?source=global-economic-monitor
http://databank.worldbank.org/data/views/variableselection/selectvariables.aspx?source=global-economic-monitor
http://www.commerce.gov/
http://trade.gov/
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US Commercial Service: http://www.trade.gov/cs/ 

BusinessUSA: http://business.usa.gov/ 

6) KEBE (Trade Associations, Chambers of Commerce): http://www.ccci.org.cy/ 

7) Statistical Service Cyprus: 

http://www.mof.gov.cy/mof/cystat/statistics.nsf/index_en/index_en?OpenDocument 

8) EU SMEs factsheets:  

http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/index_en.htm 

http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/performance-

review/index_en.htm 

9) EU Commission Trade Export helpdesk - Statistics Imports-Exports:  

http://exporthelp.europa.eu/thdapp/display.htm?page=st%2fst_Statistics.html&docType=

main&languageId=en 

10) EU enterprise magazine- mission for growth/internationalization: 

http://ec.europa.eu/enterprise/magazine/articles/mission-growth-international-

issues/index_en.htm 

11) Eurostat, Your key to European statistics:  

http://ec.europa.eu/eurostat/web/main/home   (home page) 

http://ec.europa.eu/eurostat/web/international-trade/data/main-tables 

http://ec.europa.eu/eurostat/data/browse-statistics-by-theme (thematic maps) 

12) IMF Data mapper: 

 http://www.imf.org/external/datamapper/index.php 

IMF WEO Database:  

http://www.imf.org/external/data.htm 

http://www.imf.org/external/pubs/ft/weo/2014/02/weodata/index.aspx 

13) ECB statistics:  

http://www.ecb.europa.eu/stats/html/index.en.html 

Euro area statistics:  

https://www.euro-area-statistics.org/ 

14) OECD data: http://www.oecd.org/statistics/ 

OECD data - BETA: http://data.oecd.org/ 

15) UN data: http://data.un.org/ 

http://www.trade.gov/cs/
http://business.usa.gov/
http://www.ccci.org.cy/
http://www.mof.gov.cy/mof/cystat/statistics.nsf/index_en/index_en?OpenDocument
http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/index_en.htm
http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/performance-review/index_en.htm
http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/performance-review/index_en.htm
http://exporthelp.europa.eu/thdapp/display.htm?page=st%2fst_Statistics.html&docType=main&languageId=en
http://exporthelp.europa.eu/thdapp/display.htm?page=st%2fst_Statistics.html&docType=main&languageId=en
http://ec.europa.eu/enterprise/magazine/articles/mission-growth-international-issues/index_en.htm
http://ec.europa.eu/enterprise/magazine/articles/mission-growth-international-issues/index_en.htm
http://ec.europa.eu/eurostat/web/main/home
http://ec.europa.eu/eurostat/web/international-trade/data/main-tables
http://ec.europa.eu/eurostat/data/browse-statistics-by-theme
http://www.imf.org/external/datamapper/index.php
http://www.imf.org/external/data.htm
http://www.imf.org/external/pubs/ft/weo/2014/02/weodata/index.aspx
http://www.ecb.europa.eu/stats/html/index.en.html
https://www.euro-area-statistics.org/
http://www.oecd.org/statistics/
http://data.oecd.org/
http://data.un.org/
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http://data.un.org/Explorer.aspx?d=ENV 

16) The world bank: http://data.worldbank.org/ 

17) Bank of international settlement: http://www.bis.org/statistics/index.htm 

18) World Trade Organization:  

Home page: http://www.wto.org/index.htm 

Services: https://i-tip.wto.org/services/(S(t3le1o3tuperts5ccvho02k2))/default.aspx 

Statistics: https://i-tip.wto.org/services/(S(t3le1o3tuperts5ccvho02k2))/Search.aspx 

19) ILO: http://laborsta.ilo.org/STP/guest 

 

NOTE: Country figures exhibit some variations depending on their source and the year they 

are available. However, those effects are minimized by having data for all countries from the 

same source at least for each element (row in the comparison table). Example, Table 1: 

Source Inflation for 2013 

MarketLine 2.5% 

CIA factbooks 2% (est) 

WorldBank 2.6% 

 

7.4 Assessing the attractiveness of the countries 

 

The country attractiveness was analyzed in two dimensions: 

 The opportunities and threats that a country presents in general (externals of SWOT). 

We tried to categorize them in terms of the PESTELE framework 

 The industry competitive forces in terms of reactiveness and clout. To assess them, we 

used the survey results for the country selected for the company’s internationalization 

while we used some own estimations for the other countries. 

 

We carried out the attractiveness analysis for the following diverse countries though for 

some countries some data on specific issues were not found:: 

Cyprus, UK, Germany, Greece, Iran, China, Vietnam, Brazil, Mexico 

 

Country information was collected mainly from the sources listed previously. In the country 

http://data.un.org/Explorer.aspx?d=ENV
http://data.worldbank.org/
http://www.bis.org/statistics/index.htm
http://www.wto.org/index.htm
https://i-tip.wto.org/services/(S(t3le1o3tuperts5ccvho02k2))/default.aspx
https://i-tip.wto.org/services/(S(t3le1o3tuperts5ccvho02k2))/Search.aspx
http://laborsta.ilo.org/STP/guest
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comparison table reference is made to the source of information in the column ahead the 

country data. For information we could not get from the sources, we asked the Cyprus 

Trade Centers if they could supply it. Having filled in the data in the table, we then estimated 

scores on their basis for each of the summary headings for each country (yellow and green 

shaded rows in the table). In the final step, we proceeded to evaluate quantitatively the 

country attractiveness for comparison purposes (blue shaded row). 

 

7.5 Criteria for evaluating country opportunities and threats 

 

The information gathered is presented in two categories: 

First, those indices that are considered to relate to opportunity for the company in terms of 

the country’s economic strength. The higher the economic activity level, the greater we 

expect the opportunity for sales and business growth.  

 

Second, those indices that are considered as threats and are judged by how much they are 

below par: Country conditions in Political, Social, Technological (infrastructure), 

Environmental, Legal and Ethical matters. For this set, the right level of standards should 

secure normality in conducting business whereas poor standards would create problems for 

business. For example, democracy is conducive for business while a dictatorial system 

presents a threat. A country high ethics is supporting business while poor ethics is 

sabotaging it. We thought Ethics to be of significance for businesses, and we included it 

separately as the last letter of our PESTELE analysis. 

 

The data were collected and presented along the following headings in tabular form: 

 

1.          OPPORTUNITIES FOR SALES 

1.1        General market assessment 

1.1.1     General -Market dimensions 

1.1.2     Prosperity - Buying power Indexes 

1.1.3     Economic stability - Long term view 

1.2         Foreign market sector specifics 
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1.2.1      Prospective client firm economic environment 

 

2.           RISKS  

2.1         Political stability 

2.2         Social stability 

2.3         Other Social factors 

2.4         Legal system and enforcement 

2.5         Ethical standards 

2.6         Environmental respect standards 

2.7         Communications (Technological) 

2.8         Infrastructure (Technological) 

Note: Section 1 on Opportunity (Economy) constitutes the first E in the PESTELE while 

section 2 represents the rest of the letters. We thought Ethics was an important 

consideration in International business and represented it by extending by an extra letter E 

the normally known PESTEL. 

7.6 Country assessment comparison table  

The table entries were obtained from the sources listed above. The shaded yellow, green 

and blue rows show relative evaluations done on the basis of the data above them (own 

judgment). We will use the figures of those assessments later on for a quantitative country 

evaluation along the PESTELE framework. Enlarge table to see descriptions more clearly or 

see it in e2-Appendix (A11-CIIM Country comparison calculator). 
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Table 2 Country comparison assessment 

 

COUNTRIES UNDER CONSIDERATION CY Ranking UK Ranking Germany Ranking Greece Ranking Egypt Ranking Iran Ranking China Ranking Vietnam Ranking Brasil Ranking Mexico Ranking

1.           OPPORTUNITIES FOR SALES Ref.

1.1        COUNTRY ECONOMIC AND MARKET ASSESSMENT

1.1.1    General -Market dimensions

              Poulation in 1000000 inhabitants 1 1.172 63.743 23 81 10.776 86.99 16 80.84 1355.692 93.422 15 202.657 6 120.286 12

              Urban population (% of total) 1 67.10% 79.60% 74.90% 77.30% 72.30% 53.20% 31.00% 85.20% 84.60% 78.10%

               Labor force in millions 1 0.443 30.15 20 44.2 4.918 27.72 797.6 1 52.93 11 107.3 6 51.48 13

               Budget revenue in billions 1 8.799 1023 1626 106.2 45.7 47.84 2118 42.82 851.1 291.2

               Budget expenditure in billions 1 10.04 1112 1626 116 (2013est) 80.4 66.38 2292 50 815.6 324.1

               Taxes & other revenues 1 40.40% 41.10% 33 45.30% 43.7%(2013est) 17.40% 177 11.60% 19.40% 169 25.20% 125 38.90% 47 21.90% 148

Exports 1 $2.42b 813.2b 5 $1493b $30.39b 24.81 71 $61.22b 2210 1 128.9 34 244.8 23 370.9 17

Imports 1 $4.747b 782.5b 5 $1222b $28.31b 59.22 50 $64.42b 1950 3 121.4 33 241.4 23 370.7 16

Stock Exchange- Market value of publicly traded shares 1 $2.853b(2011) 3019b 4 $1184b(2011) $44.58b(31/12/12) 63.49 47 $141b(2012) 6499 2 38.2 55 1230 8 525.1 22

Stock of DFI abroad 1 $12.110b 1884b 2 $1871b $43.31 $3.645b 541 15 5.3 (2008) 179.6 25 141.2 26

Stock of DFI home 1 $28.53b 1557b 2 $1335b $40.10b $41.45b 1344 4 84.61 44 663.3 12 435.3 19

Revenue Public % of GDP 4 39.1%(2012) 36.10% 28.20% 42.70% 29.1%(2009) 11.6%(2011) not given 26% not given

Expenses Public % of GDP 4 44.2%(2012) 42.10% 28.30% 53.80% 22.5%92009) not given not given 26.70% not given

Labor force with tertiary education (% of total) 4 41.50% 38.10% 28.10% 29.10% not given not given not given 17.20% 23.30%

            Labor force by occupation:

            Agriculture 1 8.50% 1.40% 1.60% 3.50% 29% 16.90% 33.60% 48% 15.70% 13.40%

            Industry 1 20.50% 18.20% 24.60% 16% 24% 34.40% 30.30% 21% 13.30% 24.10%

            Services 1 71% 80.40% 73.80% 80.50% 47% 48.70% 36.10% 31% 71% 61.90%

      Self employed total (% of total employed) 4 16.6%(2012) 14.60% 11.60% 36.80% not given not given 65.30% not given 33.70%

      Self employed % of last annual change 4 -7% 2.80% -0.85% -0.82% not given not given -0.20% not given -2.90%

      Population youth (dependent) <15 years 4,14 not covered 17.60% 12.90% 14.20% not covered 18% 22.70% 31.90% 28.50% 27.90%

      Population elderly(dependent)>65 years 4,14 not covered 17.50% 21.90% 19.70% not covered 8.90% 6.60% 9.40% 6.40% 6.90%

     Overall score on General-Market dimensions - opinion 6 9 10 6 3 7 5 8 8

1.1.2    Economic Prosperity - Buying power Indexes

               GDP (purchasing power parity)in millions 1 21.62 130 2387 9 3227 6 267.1 51 551.4 28 13390(2013) 3 358.9 39 2416 8 1845 11

GDP per capita PPP 1 $27200 (2012) 37300 34 $39,500 $23600 (2013est) 6600 144 $12800(2013) $9800(2013) 121 $4000(2013) 168 $12,100 105 15600 88

GDP growth rate 1 minus8.7% (2013) 220 1.80% 152 0.5% 185 minus3.8% 216 1.80% 150 minus1.5% 208 7.70% 14 5.30% 51 2.30% 137 1.20% 170

Inflation 1 0.20% 2% 71 1.60% minus0.8%(2013est) 9% 205 42.30% 2.60% 100 6.80% 187 6.20% 180 4% 81

Commercial bank prime lending - interest rates 1 7.00% 4.40% 157 2.80% 7.1%(2013est) 11% 66 12% 5.73% 132 10.50% 55 26.90% 2 4.70% 155

     Overall score on Prosperity-Buing power indexes - opinion 8 9 10 7 3 8 4 6 7

1.1.3     Economic stability - Long term view

Public debt 1 113.1 91.10% 20 79.90% 175%(2013est) 92.20% 19 18.70% 22.40% 134 48.20% 70 59.20% 50 37.70% 100

Gross National Saving as % of GDP 1 8.40% 10.50% 132 24.7% 12.20% 12.30% 125 30.30% 50% 4 38.40% 12 14.80% 110 21% 77

Budget deficit 1 minus 5.7% minus 3.6% 138 0.10% minus4%(2013est minus4.5%(2013) -2.10% 89 -4.20% 153 1.60% 21 -2.50% 105

Unemployment 1 17.40% 7.20% 76 5.3% 27.90% 13.40% 131 16% 4.10% 32 1.30% 6 5.70% 54 4.90% 45

Unemployment-youth 1 27.8(2012)% 21% 55 8.1%(2012) 55.3%(2012) 23%(2008) 5.50% 135 15.40% 82 9.40% 113

           Military expenditure (% of GDP) 4 2.00% 2.20% 1.30% 2.50% 2.10% 2.10% 2.20% 1.40% 0.60%

           Overall score on Long term Economic Stability 4 7 10 4 6 8 7 6 6

Economic estimated overall on goodness dimension 18 25 30 17 0 12 23 16 20 21
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1.2          CANDIDATE FOREIGN COUNTRY MARKET SECTOR SPECIFICS

1.2.1      Prospective client firms economic environment

New business registered ( per 1000 people aged 15-64):density 4 22.5(2012) 11.00 1.3 0.8(2010) not given not given not given 2.2 0.9

               Trade % of GDP (Imports+exports in goods & services) 4 99%(StServ) 61.60% 85.30% 63.40% not given 50.30% 163.70% 27.60% 64.20%

Manufacturing, value added (% of GDP) 4 4.9%(StServ) 9.70% 22.20% 8.50% not given 31.80% 17.50% 13.10% 17.80%

Manufacturing, value added (annual % growth) 4 minus9.8%(StServ) 0 0.30% -3.60% not given not given 7.40% 2.70% 1.40%

Industrial production growth 1 -12.70% -0.30% -3.50% -5.20% 7.60% 29 5.00% 56 3% 99 3.50% 83
Manufactures exports (% of merchandise exports) 4 47.00% 63.30% 82.80% 31.30% 12.10% 94.00% 74.70% 36.40% 76.20%
Manufactures imports (% of merchandise imports) 4 49.00% 73.10% 66.40% 45.40% 62.10% 55.00% 76.50% 72.30% 79.10%

Merchandise trade (% of GDP) 4 38.00% 44.70% 70.80% 40.80% 35.50% 45.00% 154.10% 21.90% 61.20%
Merchandise imports (current US$) 4 6309 655.319b 1188884 62149 49000 1949992 132032 250447 390965
Merchandise exports (current US$) 4 2022 541.594b 1452711 36593 82000 2209007 132032 242177 380189

?Industrial production constant US$, seas,adj in millions 4 2249 101356600.00% 19706 5894900.00% 4008352 not given 519035 382154

?>>   growth compared with last year 4 -12.50% 0.14% -3.20% -10.00% 9.70% not given 2.20% -0.50%

?Growing Profitable firms - Commerce growth for imports+exports 9 -10.40% -3.40%

?Exports+Imports Merchandize constant US$, seas, adj in millions 4 not given 2635100 88969 161734(2012) 3295546

?>>   growth compared with last year 4 not given -1% 1.40% -11.80% 6.50%

     Overall score on Prospective client firms - opinion 6 8 9 7 4 10 9 8 10

1.2.2     Business Sector Activity level in the foreign country

                Services etc value added (% of GDP) 4 72%(St.Serv) 79.20% 68.4%(2013) 82.40% not given 46.10% 43.30% 69.30% 61.70%

                Services etc value added (annual % growth) 4 not given 1.90% 0.1%(2013) -1.60% not given 8.30% 3.84% 0.90% 2.70%

               Trade in services >> (% of GDP) 4 47.7%(2013) 17.90% 15.70% 21.50% not given 5.90% 13.10% 5.60% 4.10%
Service exports (BoP, current US$) 4 7235 297504 261011 37289 not given 215107 10500 39135 20115
Service imports (BoP, current US$) 4 3268 182655 324533 14772 not given 331494 11900 86340 32135

          c) Consultancy contribution to GDP % (Market size-M-70/GDP*100) 7 1.26% 0.7344 *

               Consultancy growth in terms of GDP% 7 minus4.6%(StServ) 6.3%(TC) *

d) No. of people employed in consultancy 3827 500000 *

Competitors clout (%GDP of M-70*No. employees/labor force*1000*growth factor)0.10 0.09 * * *

     Overall score on business activity level in the country - opinion 7 8 10 7 4 9 8 8 8

Foreign market sector specifics overall on goodness dimension 13 16 19 14 0 8 19 17 16 18

Opportunities for sales overall scores (1.1 - 1.2) 31 41 49 31 0 20 42 33 36 39
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2.           RISKS 

2.1         Political stability

Government type 1 √ √ √ √ Theocratic republic Chin Communist Party Communist Fed Republic Fed Republic

Government's challenges from other power sharers 1 yes no no yes no People's Congress

Political overall distance (estimated) - SCORE OPINION 3 1 1 5 7 4 7 3 4

2.2         Social stability

Good uniformity of wealth spread - GINI index 1 31(2012) 32.3 104 27(2006) 34.30(2012) 30.8(2008) 116 44.5(2006) 37.6(2008) 78 51.9 16 48.3(2008) 24

Social contribution (% of revenue) (good social welfare system) 4 23.4%(2012) 20.60% 54.80% 31.60% 18.7%(2009) not given not given 25.30% not given

Monthly Minimum wages 11 700 1500(2015) 684 not covered not covered

population below poverty 1 N/A 16.20% 15.5%(2010) 20%(2009 est) 22% 18.70% 6.10% 11.30% 21.40% 52.30%

Health expenditure as % of GDP 1 7.4% (2011) 9.30% 37 11.1%(2011) 9%(2011) 6% 5.2%(2011) 6.80% 8.90% 47 6.40% 97

HIV-AIDS people living with it as % of total population 1 0.09 0.13 48 0.08% 0.08 0.057535192 0.40% 23                 N/A 0.20% 115

Major infectious diseases risk very high intermediate

Education expenditure as % of GDP 1 7.3% (2010) 6.20% 36 5.1% (2010) 4.1%(2005) 3.7%(2012) not given 6.30% 5.80% 49 5.10% 72

Literacy 1 98.70% 99% 99.00% 97.30% 85% 95.10% 93.40% 90.40% 93.50%

Ease of doing business index - bureaucracy 4 62 9 13 65 132 93 72 123 43

Documents to export+import -bureaucracy number required 4 12 8 8 10 18 13 13 14 8

Strikes /1000 workforce-good industrial relations (TradeCenter) 19 bad obsolete data 1.847 bad obsolete data bad obsolete data bad obsolete data

Social overall distance (estimated) - SCORE OPINION 4 3 2 5 6 4 5 6 6

2.3         Other Social factors

Religion same or different? 1 Chr Ortho 60%Christ/26%none same Chr Ortho 90% Muslims(Sunis) Muslim Buddhist 18%, Unaffiliated 52%81% none,9%Buddhists,7%CatholicsCatholics65%-Protestants22%Roman Catholics+other Christians

Language same of different? 1 Greek English Germ Greek Arabic-English-FrenchPersian53% Chinese & Mandarin Vietnamese,English as 2ndPortugese Amerindian-Spanish60%,Amerindian30%

Neighboring countries tensions(none,minor,medium,rather big,big) big none none medium medium big minor minor none

Internal stability problems yes

Other social factors distance (estimated) -SCORE OPINION 3 1 2 3 4 3 5 4 3

2.4         Legal system and enforcement

Legal system 1 Supr-Distr courts Fed courts Supr-Admin courts Religious legal system Supr-Subord courts Civil law Civil lawSupr-Sub courtsCivil law

Strength of legal rights index 0=weak 12=strong 4 7 7 6 3 2 4 7 2 7

Procedures to  enforce a contract - number of procedures 4 43 29 31 39 40 37 36 44 37

Laws and competition regulations covering industry (patents)-work issues (discrimination)

Patents applications from residents 4 4 15370 46620 628 0 535313 382 4804 1294

Legal system and enforcement 3 1 2 3 5 4 5 5 5

2.5        Ethical standards

Children out of primary school 4 968(12) 7244 12667(12) 2968(11) 3468(12) not given 121992(12) not given 291066

Children out of primary school %growth 150% 75% -51% not given 200% not given -28%

Child labor 15 none given none given none given none given none given 16%(2006) 3%(2009) 5%(2009)

Corruption level no. of cases /1000 inhabitants TC 0.086790123

Crime recorded by the police per 100000 inhabitants 11 6802.90102 7404 18016.3326 not covered not covered HIGH&VIOLENT DRUG TRAFFICKING

Political influence on industry and vice versa

Ethical overall distance (estimated) - SCORE OPINION 3 2 2 3 4 3 4 5 5

2.6         Environmental respect standards

Environmental legislation and enforcement

CO2 emissions (Kg per PPP$ of GDP) 4 0.3 not given 178.5 Mt 0.2 0.3 .5 (2010) not given not given not given not given

Proportion of land covered by forest % 15 18.7%(2010) 31.80% 30.30% 6.80% 21.90%

Sustainability – level of industry acts sustainability

Environmental overall distance (estimated)- SCORE OPINION 3 1 1 2 5 6 6 6 6

2.7         Communications

mobiles per inhabitant 1 0.94709898 yr 2012 1.288125755 18 1.32962963 1.23923534 0.719445819 0.811393738 1.435058123 8 1.22534134 6 0.837886371 13

internet user connections per inhabitant 1 0.37022184 yr 2009 0.807053324 7 0.804012346 0.4613029 0.101608115 0.286938331 0.250283659 17 0.374929067 4 0.257885373 9

Communications overall distance (estimated)- SCORE OPINION 3 1 1 2 5 3 2 2 3

2.8         Infrastructure

Airports 1 15 460 18 539 77 319 507 14 45 96 4093 2 1714 3

Railways in Km per 1000 inabitants 1 none 0.258130305 17 0.518283951 0.23645137 0.104428501 0.063436238 3 0.028173235 63 0.140819217 10 0.014249372 16

Roadways in Km per 1000 inhabitants 1 17.0699659 6.187785325 16 7.962962963 10.8537491 2.459995052 3.028996999 3 2.211823767 24 7.801181306 4 3.139683754 18

Road density (Km of road per 100 sq km of land area 4 140.6(2011) 172.3 180.2 88.6 13.1 42.8 not given 18.6 19.1

Waterways in Km per 1000 inhabitants 1 none 0.050201591 32 0.092185185 0.00055679 0.010514597 0.081139374 1 0.504485025 4 0.246722294 3 0.024109206 34

Infrastructure overall distance (estimated)- SCORE OPINION 2 1 1 2 4 2 2 2 2

OVERALL RISK FACTOR (2.1-2.8) 24 11 12 25 0 40 29 36 33 34
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7.7 Market competitive forces influencing country selection 

Please see our section on competitive analysis section 15.7. That section’s summary survey 

results table was used to group reactiveness and clout by country. Opportunity and Risk 

were estimated from the country comparison table.  The modified opportunity is the 

opportunity adjusted to account for the competitors’ reactiveness and clout. 

Fig. 1 Country opportunity modified by risk 
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7.8 Our country selection 

The UK comes out as our choice of foreign country our client company should expand to.  

It presents twice as many opportunities than the home country and at the same time is less 

than half risky. Compared with Iran for example, the charts show that the UK has one and a 

half times less modified opportunity but is significantly, by four times, less risky. 

 

8. Industry analysis 

8.1 Market definition (What business are we in and who are the direct/indirect 

competitors?) 

Our client’s business is in the Management Consulting including the coaching and training 

of managerial staff for customers at home and in selected foreign countries. The company 

will aim to have a balanced portfolio of client sizes gradually. It has resolved not to provide 

any technical or company incorporation advisory services. 

Direct competitors:  

Management consultancies that offer advisory services in management either by general or 

specialized expertise in various management fields as well as service firms like 

accountants, lawyers and IT that have gradually added management consulting in their 

repertoire of services. 

Indirect competitors:  

(a) Consultancies in the wider spectrum that are in the general advisory services and which 

though they do not have a proper management consulting section, they go beyond their 

normal expertise to offer management services as well.  

(b) Retired management experts that worked with consultancies before. Though not 

properly registered, they will not refuse to offer consulting services. 

(c) Client companies themselves that have developed own expertise and when needed they 

seek and get advisory services from within the company 
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8.2 Choice of markets: 

 

8.2.1 Market characteristics (attractiveness) 

The market characteristics are described and assessed by the following tools or 

frameworks: 

 PESTELE: Political, Economic, Social, Technology, Environment, Legal and Ethical 

matters for assessing the general external environment 

 PORTER’S 5 FORCES: Rivalry, pressures from Suppliers, Customers, New Entrants, 

Substitute products for assessing the industry environment pertinent to the company 

 CAGE FRAMEWORK: Cultural distance, Administrative and political distance, 

Geographical distance and Economic-wealth distance for determining closeness of 

match between countries and the company 

 

8.2.2 PESTELE assessment 

 

Its topics are copied from the summary sections of the country comparison table referred to 

in section 7.5 and will be presented in quantitative form in the next section. 

Table 3 PESTELE assessment 

 

 

 

 

 

 

 

 

 

 

 

• Political 

Political weakness overall distance (2.1) 

 
• Economic 

General-Market dimensions (1.1.1 of table)     

Prosperity-Buying power indexes (1.1.2) 

Long term Economic Stability (1.1.3) 
Prospective client firms  (1.2.1) 

Business activity level in the country (1.2.2) 

 
• Social 

Social weakness overall distance (2.2) 

Other social factors weakness distance (2.3) 

• Technological 

Communications weakness overall distance 
(2.7)  

Infrastructure weakness overall distance (2.8) 

 
• Environmental 

Environmental weakness overall distance (2.6) 

 
• Legal 

Legal system and enforcement weakness (2.4) 

 
• Ethical 

Ethical weakness overall distance (2.5) 
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8.2.3 The country comparison calculator 

 

The topic summaries are extracted from the country comparison table and their scores will 

be used to provide a quantitative country assessment in terms of the PESTELE framework 

Table 4 Country comparison calculator 

             COUNTRIES UNDER CONSIDERATION CY UK Germany China Iran Mexico Greece Egypt Vietnam Brasil 

     General-Market dimensions (1.1.1 of table) 6 9 10 7 3 8 6  5 8 

     Prosperity-Buying power indexes (1.1.2) 8 9 10 8 3 7 7  4 6 
               Long term Economic Stability (1.1.3) 4 7 10 8 6 6 4  7 6 

Economic Goodness dimension 18 25 30 23 12 21 17 0 16 20 

     Prospective client firms  (1.2.1) 6 8 9 10 4 10 7  9 8 

     Business activity level in the country (1.2.2) 7 8 10 9 4 8 7  8 8 
Foreign market sector specifics on goodness dimension 13 16 19 19 8 18 14 0 17 16 
ECONOMIC OPPORTUNITIES 31 41 49 42 20 39 31 0 33 36 

              Weaknesses - Risks:           

Political weakness overall distance (2.1) 3 1 1 4 7 4 5  7 3 
Social weakness overall distance (2.2) 4 3 2 4 6 6 5  5 6 
Other social factors weakness distance (2.3) 3 1 2 3 4 3 3  5 4 
Legal system and enforcement weakness (2.4) 3 1 2 4 5 5 3  5 5 
Ethical weakness overall distance (2.5) 3 2 2 3 4 5 3  4 5 
Environmental weakness overall distance (2.6) 3 1 1 6 5 6 2  6 6 
Communications weakness overall distance (2.7) 3 1 1 3 5 3 2  2 2 
Infrastructure weakness overall distance (2.8) 2 1 1 2 4 2 2  2 2 
OVERALL RISK FACTOR  24 11 12 29 40 34 25 0 36 33 
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8.2.4 PESTELE analysis for candidate countries versus CY 

 

For clarity, only five countries are shown. Left-hand side shows country opportunities-

strengths (Economic) while the right-hand side presents the threats. In both respects, two 

countries come out: Germany and the UK. 

Fig. 2 PESTELE in chart for candidate countries vs. CY 

 

 

 

8.2.5 PORTER Industry analysis 

The content of this section is taken from reference 7. For the complete content, please see 

e3-Appendix (Management and Marketing Consultancy 2015 MARKETLINE(3)) 

 

Management Consultancy Market 

Exit costs in this market are fairly low; in a knowledge-based market there is no need to 

offload large quantities of expensive production machinery, for example. This also reduces 

rivalry by lowering the cost of failure.  

Further, a strong rate of value growth in the United Kingdom market in recent years has 

worked to ameliorate rivalry. 

Very strong market growth in recent years has encouraged new entrants, and overall the 

threat from new entrants is deemed moderate 
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Barriers for new entrants in the Management Consultancy Market 

Track records - This presents a significant barrier for new, unproven companies. 

A high degree of specialist and proprietary knowledge, with established companies 

developing a high degree of in-house expertise, further disadvantaging young businesses.  

 

Competition 

Firms in developing economies, might therefore, find the primary threat from new entrants 

comes not from local startups but by established international players expanding abroad. 

Competition on price: There are significant similarities between management and marketing 

consultancies; many employ similar methods, and depend on similar IT infrastructure, for 

example. These similarities drive up rivalry by forcing market players to compete on price 

when their services are not otherwise sufficiently differentiated.  

Table 5 PORTER 5 forces 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(4) New entrants 
• Reputation is extremely important 

and works against start-ups 
• Start-ups however can focus on a 

particular aspect of the market 
(niche) 

• Large foreign firms however can 
enter the market having the 
resources and reputation on their 
side 

Threat from new entrants is moderate  

  
(5) Substitutes 
• Consultancy services are fairly 

dispensable 
• Customers may establish their own 

consultancy department (backward 
integration) 

      Threat from substitutes is strong 

(1) Rivalry 
• Low exit costs 
• Differentiated and niche competitors 
• Strong growth (past and future) 
• Large firms taking a big share of the 

market turning their resources into 
more expert tools and more areas of 
expertise 

Overall rivalry is assessed as 
moderate 

 
(2) Suppliers 
• Large ICT firms supplying specialized 

proprietary software tie the 
consultancy receiver 

• Market supplies enough and good 
professionals to man consultancies 

Supplier power is judged as strong 

 
(3) Customers 
• Buyers’ backward integration 
• Dispensability of consulting if in hard 

times 
• Low switching costs 

     Buyer power is strong 
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PORTER’s 5 Forces driving competition in the management & marketing consultancy 

market in the United Kingdom, 2014 – source MARKETLINE reference 7 

Fig. 3 PORTER 5 Forces 

 

 

Quote from MARKETLINE 7 which eloquently explains the forces and their intensity 

“Low exit costs and players' ability to differentiate their services by focusing on a particular 

market niche temper rivalry in this market, and strong growth assists further. Overall rivalry 

is assessed as moderate. 

The high likelihood of buyers' backward integration, market players' dispensability in most 

situations, and low switching costs, all work to drive up the power of buyers in vis-a-vis 

market players. Buyer power in this market is strong.  

Supplier power is also high, largely as a result of high switching costs for market players, 

as well as suppliers' scale: large multinational ICT firms like IBM often dwarf the 

consultancies they supply, for instance.  

There is a moderate threat from new entrants to the management consultancy market, 

as although reputation is extremely important, which works against startups, it is possible to 

carve out a niche in the industry, for example by focusing on a particular aspect of a market.  
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Finally, there is a strong threat from substitutes, because under normal circumstances 

consultancy services are fairly dispensable to the majority of potential buyers, and buyers' 

backward integration always poses a significant risk.” Unquote. 

 

8.2.6 CAGE framework 

Assessing the UK and Germany by the CAGE distance criteria. Score of 10 shows most 

closeness to the company. 

Fig. 4 Comparison of closeness to the company of the UK and Germany 

 

 
 
As expected the two countries are close to the company. However, the very crucial criterion 

of spoken language, as well as the company CEO’ studies in the UK bring the UK closer to 

the company for selection. 
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Table 6 A detailed assessment of the distance between the company and the UK 
country 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(1) Cultural distance 
 
 Historical ties, the big influx of the English 

tourism in CY and the Cypriot students in 
UK 

 Common Christianity based religions 
 English language widely used in CY 
 Country knowledge from each side. The 

UK bases in Cyprus, the large Cypriot 
community in the UK 

 UK institutions regulations and standards 
widely adopted in CY 

 Both countries members of EU and the 
Common Wealth sharing common 
European values 

 The CY consulting firm operates on the 
basis of knowledge gathered from English 
theories and books  

Therefore cultural distance is judged as 
short 

 
(2) Administrative and political distance 

 
• Free unimpeded trade within EU 

countries 
• Democracy  
• Similarity of the legal systems. CY 

Laws based on UK Laws 
• UK is a law abiding and enforcing 

country 
• UK has a very good legal system 
• Transparency, competition and rights 

are respected 
• Both Governments want to build further 

economic and other ties 
• Governments say will not subsidize 

home companies 

Therefore administrative and political 
distance is judged as short 

 

(3) Geographic distance 
 

• Decreasing air fares shorten absolute 
geographic distance with plenty of flights daily 

• While for heavy goods air travel adds to costs 
considerably (lengthen distance), for services 
has only very minor effect (reducing distance) 

• Web, email and skype communications see no 
distance at all. 

Therefore geographic distances is judged as 
short 

 
(4) Economic distance 

 UK is a more wealthy country and more 
prosperous in industrial and services activities 
industry value added as % of GDP: 
10,6%($2,3b) for CY 
19,8%($517b) for UK 
Services value added as % of GDP: 
87,1%($18,5b) for CY 
79,6%($2083b) for UK 

 UK has a good reputation for its product and 
services and thus enjoy wider and higher 
acceptance for its products 

 GDP per capita (current $) in 2014 was 
$45603 for UK (growth from 2010: 18,9%) as 
compared with $27194 for CY (declined from 
2010 by 10,7%). 

 Disposable income is higher for UK 

      Therefore economic distances is judged as  
       moderate and in favor of the UK 
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Fig. 5 RADAR Display for the CAGE for other candidate countries considered 

 

 

8.2.7 Key Drivers & Scenarios 

From the SWOT analysis, we select possible happenings that might create major 

opportunities or threats for the company reference 5. We present some examples below: 

(a) Opportunities 

Globalization (for you and the client) 

Host country prosperity 

Cyprus problem solution (prosperity and new markets) 

Web growth and development 

(b) Threats 

Regulation, Licensing, home trade protectionism 

Host country exit from EU 

Ethnicity-nationalistic rise 
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Conflict or soured country relations 

Host country instability (political or other kinds of national disaster) 

Scenarios are developed for a multiple combination of happenings that might occur in the 

rather long term horizon and could have a major impact on the company. Two such 

important scenarios are presented below: 

Table 7 Scenarios 

Scenario 1 

Host country prosperity vs. country 

conflict or soured relations 

Host country prosperity 

 

Low 

 

High 

Country 

Conflict or 

soured relations 

 

Low Wait Strengthen 

international 

presence 

High Get out Risky 

 

Scenario 2 

Host country exit from EU vs. CY 

political problem solution 

Host country exit from EU 

No Yes 

CY political 

problem 

solution 

 

No Strengthen 

international 

presence 

Stay and face 

harder conditions 

Yes Increase 

resources to cope 

Repatriate? 

 

8.3 Secondary desk research on competition in the UK and CY 

8.3.1 Competitor clout 

What is the competition that awaits you in the targeted country? 

We may say that in general, competitors especially in the EU: 

 Have bigger operations and wider and richer experiences 
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 Have more assistance resulting from the nature and size of their industries and 

universities. Also, their governments seem to offer them greater support. 

 Many have a long history of operations from which they gained knowledge, 

experience, and reputation. 

 Some have operations abroad that enhances their profile further. 

 Possess a home advantage when faced with a foreign firm. 

 

The above assertions for competitors call for the need to carry out an in-depth competitive 

analysis. 

 

8.3.2 The UK 

Market players 

We extracted information from MaketLine report on UK management and marketing 

consultancy Jan. 2015 7 but the content was rearranged. 

Big Corporations 

The leading management and marketing consultancies are multinational companies with 

exceptionally strong brand images.  

These larger organizations are more able to expend resources to remain competitive vis-a-

vis their rivals.  

The large companies benefit from economies of scale, combined with a vast knowledge 

pool spanning many industries and sectors. 

Examples of the large leading companies with offices all around the globe: 

Table 8 UK Big Consulting leaders 

Company Revenue 
in $bn 

Includes 
Accts-
Audit 
services 

ROA No. of 
Employees 

Accenture 30.0 No 16.9% 319000 

Deloitte Touché Tohmatsu 
Ltd 

34.2 Yes   

KPMG International 24.8 Yes   

PricewaterhouseCoopers 
International Ltd 

34.0 Yes   
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Please refer to a brief description of Accenture in the e4-Appendix (Accenture as typical of 

big consulting firms) that exemplifies the big firm. 

Some of the large consulting firms operating in the UK in alphabetical order 

Accenture, Alvarez & Marsal, Archstone Consulting, Bain & Company, Booz & Company, 

Boston Consulting Group (BCG), Celerant Consulting, Deloitte Touche, Ernst & Young, 

KPMG Consulting, Kurt Salmon Associates (KSA), Marketing Analytics (Nielsen), McKinsey 

& Company, PriceWaterhouseCoopers (PwC), Proudfoot Consulting, Roland Berger 

Strategy Consultants, Solving Efeso,  Unisys Consulting    

Smaller Firms 

Smaller players often do have the ability to differentiate themselves in this market, by 

focusing their work on a specific industrial niche, or serving a local area, for instance 

(tapping a regional or industry specific niche).  

Smaller firms with more specialist services are able to successfully compete in the market.  

Attributes sought from all, big or small, firms 

A good track record of improving cost-efficiency is a distinct advantage in this market.  

Internationalization strategies are in increased demand in Europe as many firms look 

overseas in the face of stagnating domestic markets.  

A high degree of specialist and proprietary knowledge. 

Some comments 

For the UK the annual growth rate for the market: 

Period Annual Growth rate 

2010-2014 7.6% 

2014-2019 6.0% 

 

a. For the UK, operations management is the largest segment of the Management & 

Marketing Consultancy Market accounting for 46% with second the Information 

Technology at 20.6% 

b. In a European perspective, Germany accounts for 35.9% while the UK has the 2nd 

largest share of 21.9%  

http://www.accenture.com/
http://www.alvarezandmarsal.com/
http://www.alvarezandmarsal.com/
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http://www.kurtsalmon.com/
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http://www.rolandberger.com/
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http://www.solvingefeso.com/
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http://www.unisys.com/unisys/
http://www.unisys.com/unisys/


32 
 

The UK market for management & marketing consultancy- 

all data taken from MarketLine report Industry Profile report Jan 2015 7 

Fig. 6 The UK management and marketing consultancy 

 

UK MANAGEMENT & MARKETING CONSULTANCY MARKET

UK Management & Marketing Consultancy market size, growth and growth expectations

Year Size in $m % Growth

2010 20326.4

2011 21322.3 4.90%

2012 22814.9 7.00%

2013 24768.1 8.60%

2014 27231.2 9.90%

2015 est 28157 3.40%

2016 est 30007 6.60%

2017 est 32002 6.60%

2018 est 34162.3 6.80%

2019 est 36459.9 6.70%

UK Management & Marketing Consultancy market - category segmentation for 2014

Category Size in $m %

Operations management12533.3 46.00%

Information technology 5620.8 20.60%

Corporate strategy 3002.4 11.00%

HR management 2792.9 10.30%

Other 3281.7 12.10%

Total 27231.1 100.00%

A European perspective for Management & Marketing Consultancy Market for 2014

Country Size in $m %

Germany 44630.7 35.90%

UK 27231.2 21.90%

Spain 13903 11.20%

France 12002.2 9.70%

Italy 3864.8 3.10%

Rest of Europe 22582 18.20%

Total 124213.9 100.00%
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8.3.3 Cyprus 

CY consultants 

The data were extracted from KEBE company data base 8: category: Consultants - 

Management and Human Resource, topic: Services, showing data only for its members. 

They are categorized to produce consultancies operating by town and by type of firm 

Fig. 7 CY consultants 
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8.4 Summary of assessment of the foreign country (UK) attractiveness to entrant 

PESTEL analysis is evaluated as good and positive. 

PORTER industry analysis shows moderate to strong forces. Moderate comes from rivalry 

and new entrants while strong threats from suppliers, customers, and substitutes. The latter 

threats do not have their origin in the targeted country but rather they are generated at a 

global level. Industry growth plays a significant role for the first two and for this reason the 

company must watch growth trends to ensure they are continuing. Any reversal in this 

respect will impact these two forces negatively.  

CAGE analysis is rather positive. 

SCENARIOS – The happenings that may give rise to negative scenarios must be watched 

to enable the company to act early along the suggested lines. 

SECONDARY DESK RESEARCH FOR UK AND CY provided data in more dimensions but 

without different implications for the company.  

 

OVERALL evaluation of the targeted country’s characteristics (attractiveness to the entrant 

company) is moderately positive with the main threatening forces coming from the industry. 

However, these forces do not originate in the country of interest but rather have their origin 

globally. 

 

8.5 What are the sources of competitive advantage in the industry? 

What are the Critical Success Factors in International Business?  

We thought that it would offer us a wider perspective at this stage and give us access to 

more data if we would tackle the subject in the broader sense of the international business 

to which international management consulting is a part. A broader perspective would also 

enable us to avoid a too narrow approach. 

 

We researched the subject in a LinkedIn group discussion in which 534 comments were 

made by mostly consultants and other people with international experience. For details see 

e5-Appendix (A1-Critical Success Factors in Intern Bus) 

8.5.1 CSFs results together with their weights from research on LI: 
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We examined the comments of the discussion and kept a count of mentions for each factor 

suggested by the participants as leading to success (CSFs) and as a result produced the 

following table: 

Table 9 CSFs ranking 

No. Critical Success Factors (CSFs) 

No. of  
mentions 
(weight) 

1 CULTURE & COUNTRY MATTERS 40 

2 COMPANY STRENGTHS & READINESS 24 

3 LOCAL PARTNER 18 

4 MARKET RESEARCH, ASSESSMENT, SELECTION 18 

5 PRODUCT 18 

6 RELATIONSHIP 10 

7 DISTANCE REDUCTION 8 

8 CUSTOMISE PRODUCT 8 

9 

INTERNATIONALIZATION STRATEGY AND MODE OF 
ENTRY 

7 

10 MARKETING & PRICING STRATEGY 7 

11 COMMUNICATIONS 6 

12 TRUST 5 

13 SUPPORT 4 

14 BRIBES 3 

15 INTERNATIONAL EXPERIENCE 2 

16 LOCAL COMPETITORS 1 
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Fig. 8 Critical Success Factors Weights
in International Business
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8.5.2 CSFs from the Marketline research 

We then turned our attention to the more specific subject of management consultancy in the 

UK and referred to the Marketline research report 7 that dealt specifically with the 

management and marketing consultancy in the UK. From it, we extracted two significant and 

specific sources for management consultancy namely: 

(a) Reputation that the report considered so important that its lack was thought to present a 

significant barrier for new unproven companies and 

(b) The high degree of in-house expertise developed by established incumbent 

companies.  

The CSFs found from LI as well as the Marketline research 7 will form the basis for creating 

the customer questionnaire that we present in the chapter on market research section 12. 

 

9. Customer segment analysis 

 

9.1 Which are the key industry customer segments? 

The size of customers was considered as most appropriate for the criterion of customer 

segmentation. There may be other criteria that will come out of the survey, but we do not 

expect them to provide as strong differentiation as the size. Four segments were adopted in 

line with the prevailing EU relevant definitions: 

Companies with 250 employees and above: Big 

Companies with 50 to 250 employees: Medium 

Companies with 10 to 50 employees: Small 

Companies up to 10 employees: Very small or Micro 

9.2 Customer Segment Profiles 

We go straight to the results of our primary market research. What are the characteristics of 

the customer segments in terms of attributes they demand from consultants when grouped 

by size and when by type of industry? Which of the two methods of segmentation more 
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clearly distinguishes one group from the other? The graphs below provide the answer: 

Fig. 9 – Consultancy characteristics ratings by client companies of different size 

 

Fig. 10 – Consultancy characteristics ratings by client companies of different type of industry 
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Fig. 11 Worries ratings by client companies of different size 

 

Fig. 12 Worries ratings by client companies of different type of industry 
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In conclusion: We may say that the above graphical analysis shows that a clearer 

segmentation is achieved when size groups the customers. 

9.3 Customer segments and the profiles of the two extreme segments of the Big and 

the Very small (Micro)  

When the two groups are compared with each other, they produce two tables. First a 

differentiation table that shows where they differ and second a similarity table showing 

where they behave likewise (which characteristics they have in common). The recorded 

data below are extracted from the survey results. 

Table 10 Differentiation table 

The Big shows higher 

scores for demand in 

the following 

characteristics: 

Type of 

Characteristic  

The Very small (Micro) 

shows higher scores 

for demand in the 

following 

characteristics: 

Type of 

Characteristic 

Reputation Hard Fits his experience to 

client’s skill level 

Soft - 

Approach 

Network of associates Hard Gives his personalized 

attention 

Soft - 

Approach 

Image – firm’s physical 

appearance 

Hard Gets consultancy 

CEO/top managers 

personally involved 

Soft - 

Approach 

Innovation Areas of 

management 

expertise 

  

Change management Areas of 

management 

expertise 

  

Industry specific 

expertise 

Type of  

consultancy 
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Specialization in areas of 

management 

Type of  

consultancy 

  

General management Type of  

consultancy 

  

 

Table 11 Similarity table 

Both groups Big and 

Very small show 

equally 

High demand for  

Type of 

Characteristic 

Both groups Big and 

Very small show 

equally 

Low demand for 

Type of 

Characteristic 

Consulting experience Hard International experience Hard 

High ethical standards Hard Low price Hard 

Action and results 

oriented 

Soft - 

Approach 

HR Areas of 

management 

expertize 

Looks at problems with a 

new perspective 

Soft - 

Approach 

Internationalizing Areas of 

management 

expertize 

Easy to contact Soft - 

Approach 

Accounts – Audit 

services together with 

management 

consultancy 

Type of office 

consultancy 

Strategy Areas of 

management 

expertise 

Technology focused Type of office 

consultancy 

Operation effectiveness Areas of 

management 

expertise 

Freelance Type of office 

consultancy 
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Marketing Areas of 

management 

expertise 

  

 

 

9.4 Which segment the client firm should focus on 

We would if it were possible like our client firm to focus on the group of big customers which 

provides a richer experience and a more profitable prospect. However, we are aware of our 

client’s initial weaknesses that would make such an approach to that group very difficult. 

The group of small customers is more approachable for the company at the early years than 

the bigger clients. It will give it the opportunity to enrich its consulting experience that will 

enable it to target and attract the bigger groups later on. 

We will, therefore, suggest that our client adopts a staging approach starting first with the 

small customers and proceeding then to target the big ones as well. Its aim should gradually 

be to build a more balanced portfolio in customer sizes. 

 

10. Company analysis 

10.1 Company Background 

        Initial elements of strategy 

The company is a Professional Business Service Firm (PBSF) that provides management 

consulting services. 

The company is a new and at its first years plans to offer its services mainly through its CEO 

and the use of associates with expertise in supplementary disciplines. Furthermore, it has 

limited funds, and its budget capacity is very small. 

 

Its CEO possesses excellent academic qualifications as well as long management 

experience with large organizations and information technology projects. Furthermore, he 
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carried out many successful improvement schemes in organizational systems and 

processes. However, he possesses little or no specific consulting experience. 

 

The company has recently started operating from a small office in Larnaca of some 50 

square meters which is the property of its CEO, located in a prestigious block centrally 

situated in the commercial sector of the town.  

 

The company’s competitive advantage centers on its owner CEO’s capabilities and 

enthusiasm and is anxious to move fast to cover any needs or weaknesses.  

The company vision and mission adopt a global perspective aiming that the company 

should have significant presence internationally. Its owners consider internationalization as 

very vital for the future of the company. 

 

10.2 A firm with plans to internationalize must be in good position to compete and 

grasp opportunities 

We earlier explained the reasons that make competition tough for the Cypriot firms in any 

targeted foreign EU country. In our opinion to increase its chances of doing well and 

surviving the competition, the company should satisfy some necessary prerequisites before 

attempting to go abroad?  

• Are its operations on par with the excellent companies of its kind? 

• If not, is it capable of correcting its shortcomings and achieve excellence?  

• Does it have the necessary capacity, funds and willingness to raise its standards to 

what is required? 

• Does it operate successfully in its local market? 

To some of the above questions, the company though it has the necessary potential, cannot 

for the time being answer with YES. It is obvious that work needs to be done to identify what 

the company needs and to draft a course of action towards its goals. 
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10.3 What are the current objectives of the company? 

The company is young, and its current objectives are rather general. It wants to do well in its 

home market and also go abroad. The company wishes to build a position that will enable it 

to grasp opportunities that might arise in the future in the country and internationally but it 

describes itself as a low-risk taker. In its field of management consulting, it has been 

welcoming all categories of customers. The company will offer its services through its 

founder CEO and a small network of expert associates. Notwithstanding the fact that it lacks 

the necessary funds, it wants to move aggressively to increase its customers at home and 

abroad.   

It is within our responsibilities as their consultants to advise the company how to make their 

objectives SMART something that is dealt with in section 17.1 in the chapter of future 

strategy. 

 

10.4 What is the current strategy and how is it delivered? 

Some elements of the company’ strategy appear in the brief description of the company’s 

background in section 10.1. 

However, as we are dealing with a new company, there is little real substance to describe 

current strategy given that both the future strategy and its execution, receive a lengthy 

exposition in the strategy sections 17-20. 

10.5 What are the company’s capabilities? 

As previously mentioned, the company’s capabilities coincide with its CEO’s abilities and 

some on the main ones are described below: 

 Managing: Long experience in management and administration coming from the long 

years of service of its CEO as Area manager in a big organization with responsibility for 

around 500 staff. 

 Managing projects: Again its CEO’s long experience in project management and 

engineering practice including project design and implementation as well as leading 

innovative IT business projects 

 Management knowledge: Good academic qualifications 

 Lean systems: Their design and application 
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 Soft skills: People’s skills, negotiating skills, communication skills, learning agility 

 Cross-cultural capabilities: Acquired from participation in international conferences, 

seminars, training schemes and workshops 

 Achieving with little funds and resources: Acquired from many years in NGO 

chairmanships 

 Ambition to excel and offer value to clients in an ethical manner: Testimony from 

previous employment 

10.6 How well does the company perform financially? 

The company is new and has not yet produced any real financial statements. However, an 

all-around financial analysis for the company in a 5-year framework is presented in section 

16 and covers the following: 

(a) Cost analysis, section 16.1 

(b) Sales income forecasts, section 16.2 

(c) Income statement, section 16.3 

(d) Break even analysis, section 16.4 

(e) Balance sheets for the first three years, section 16.5 

(f) Ratios, section 16.6 

(g) Cash flow analysis, section 16.7 

 

11. Summary of the situational analysis and implications for the client 

Where does the situational analysis lead to? The implications for the client company are 

typed in italic. 

11.1 PESTELE 

This framework helps to classify countries in terms of Opportunities and Risks.  

Competition clout and reactiveness are brought in and are accounted for in the concept of 

modified opportunity (presented earlier in the chapter of foreign country selection). 

Depending on what level of risk is acceptable, the company can choose the country that 

offers the biggest opportunity. 
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For our client company that wishes to avoid high risks, two countries from those examined, 

seem to stand out: Germany and the UK. 

11.2 Geographic advantage 

This criterion requires that the foreign country contributes to the creation of the company’s 

competitive advantage. Such a criterion would further restrict the countries to those more 

advanced in manufacturing, services and trade.  

This criterion leads to the same two countries Germany and the UK. 

11.3 CAGE 

As expected the nearest countries to the company are the European countries.  

When the crucial criterion of spoken language is considered, the UK comes top. The 

company CEO’s studies in the UK add further to the UK advantage. 

The UK assessment in the CAGE framework: Cultural distance: SHORT, Administrative 

distance: SHORT, Geographic distance: SHORT, Economic distance: MODETATE AND IN 

FAVOR OF THE UK 

11.4 PORTER forces 

PORTER industry analysis shows moderate to strong forces. Moderate comes from rivalry 

and new entrants while strong threats from suppliers, customers and substitutes. The latter 

threats do not have their origin in the targeted country but rather they are generated at a 

global level. Industry growth plays a significant role in moderating the first two threats and 

for this reason the company must watch growth trends to ensure they are continuing. Any 

reversal in this respect will impact these two forces and the company negatively.  

11.5 Key drivers and scenarios 

Though scenarios are best for analysis of cases that have a long-term horizon, we consider 

them here to be useful to prepare the company for some possible future happenings or 

risks. When taken into account they help the company connect the dots in the future quicker 

and more effectively. 

Of the scenarios developed, scenario 2 has real possibilities to happen, and contains the 

most difficult choices for the company; Choice 1 to stay and face harder conditions and 
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Choice 2 to Repatriate. The company should, therefore, follow the circumstances that lead 

to this scenario and be prepared with solutions before they happen. 

11.6 The company 

The company has significant strengths, is young and ambitious but has shortcomings too 

which it should work to overcome. Its objectives are for the time being rather vague and 

need to be expressed in the so-called SMART way. The need for the company to draft a 

sound strategy to achieve its goals is also apparent. Though the company has no financial 

results yet, it must prove that its plans are based on sound economic logic.  

 

12. Market research (direct) 

12.1 Customer Survey 

For a successful future, the company as mentioned earlier must attract the right customers. 

It must, therefore, act strategically first assessing the needs of its targeted customers and 

then designing its services to meet them in the best way.  

To determine customer needs a field market research additional to the desk research was 

thought necessary. 

12.1.1 Strategic marketing diagram for the design of the customer survey 

The design and aim of the survey are to provide answers to the following issues presented 

in the diagram below. In the case of a consultancy, one should bear in mind that the 

attributes of its product/service cannot be differentiated from the attributes of the 

consultancy itself. 
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Fig. 15 Design diagram for the customer questionnaire 
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12.1.2 Objectives of the field survey 

The survey’s prime goal is to find out what the market needs are. The survey has been 

designed following the course lecture notes of reference 5. More specifically, it is hoped that 

the results will help to:  

 Identify what customers demand from consultants and against which they evaluate 

them   

 Provide segmentation of customers in meaningful ways to serve company’s purpose. 

 Map the consultancy features that customers demand and value  

 Find out how customers feel about employing a foreign consultant and what conditions 

they attach to their acceptance 

 Find out which means the customers are using to search for consultants 

 Find out whether the customer size relates to the size of the consulting firm they would 

choose. 

 Find out if customer needs in the home and foreign countries differ  

12.1.3 The hypotheses to be addressed 

 H1 - Consultancy attributes for success – the assumption is that they are  

       more related to the actual Product-service hard characteristics: Q5 – Q11 

 H2 - A small consulting firm local or foreign, cannot out win the big consulting      

       firms when the game is played on the hard attributes: Q5 – Q11 

 H3 - The small firm should focus on approach and check whether approach attributes    

        are valued by its customers and whether they attract a sizeable segment: Q7 & Q8 

 H4 - A client company’s preferences are correlated with their own size when selecting a  

        consultant: Q5 & Q11 

 H5 – Big Consulting Firms by their sheer size have greater attractiveness: Q5, Q6 & Q11 

 H6 - A consultant’s expertise in internationalization can be used to attract customers  

        given that internationalization is reported to be in increased demand in Europe:  

        Q5 & Q9 
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 H7 - Foreign consultants are not out of consideration in a customer’s choice and are  

        accepted provided they offer a competitive product and have no problems in        

        communication: Q3 & Q4 

 H8 - The importance for a consultant to have good presence on the internet:  

        Q12 & Q18 

12.1.4 General survey topics 

12.1.4.1 Who is the survey addressed to (what is the target group, Why)? 

All potential client companies from manufacturing, services, trade and logistics but excluding 

any in the consulting business. The UK and Cyprus were chosen as the main target 

countries for the surveys. 

12.1.4.2 Will the survey be representative of the general population? 

The number of respondents required: 

Sample statistical estimation (from MBA Statistics lecture notes) 

Formula: n = (za/2 * σ/Β)2 

n = sample size (no. of cases sampled) 

α = error 

1-α = confidence level 

σ = population standard deviation 

B = bound on the error of estimation 

Sample calculations of n=size and B=error of estimation 

for σ= 20 or 10 and with confidence levels 95% or 90% 
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Table 12 Combinations of statistical parameters and sample sizes 

 

Selection:  

Case no. 1 is selected requiring a sample of 32 cases with an error of estimation of 7 cases. 

To have 32 questionnaires successfully returned, the number of the surveys to be sent is 

estimated below: 

Estimated success response rate No of questionnaires to be sent 

10% 320 

5% 640 

 

For the UK survey, some 700 companies were selected to receive the questionnaire. For 

Cyprus, we had much fewer companies around 250 as we estimated a higher response 

rate.  

12.1.4.3 Lack of interest of recipients: 

A serious problem was expected to be the lack of time of company executives. Therefore, a 

major challenge for us was how to secure some acceptable response rate. We tried hard to 

simplify the questionnaire as much as possible and to make its response time less than 10 

minutes. 

12.1.4.4 Randomness 

The companies for the questionnaires were selected at random like for example, the first 

20% odd numbers of each letter category of a catalogue listing UK companies or by some 

Case 

No.
B n σ 1-α za/2

1 7 31.36 20 95% 1.96

2 5 61.47 20 95% 1.96

3 7 7.84 10 95% 1.96

4 5 15.37 10 95% 1.96

5 5 43.30 20 90% 1.645

6 3 120.27 20 90% 1.645

7 5 10.82 10 90% 1.645

8 3 30.07 10 90% 1.645



52 
 

other similar method. A prerequisite for selection was that the company should provide an 

email address. 

12.1.4.5 Countries selected for the questionnaire:  

The UK was the country of our primary target. Cyprus was used to offer a comparison with 

the local situation and also to serve as a mirror for the UK in the case that the number of 

responses from the UK companies were inadequate. 

However, in the process because of poor responses from the UK, we thought it necessary 

to ask for responses from our LinkedIn friends, consultants, and company managers. That 

gave us the opportunity to collect responses from the US – Canada region and some from 

other countries quoted here as the Rest of the world. 

12.1.5 Development of the questionnaire for customers – How its structure was 

thought 

From the results of the desk research on the Critical Success Factors (CSF) in International 

Business described earlier in section 8.6, the CSFs were categorized into those that lend 

themselves to Direct Market Research and those to indirect desk Market Research. Those 

selected for primary field research were then analyzed in terms of action topics for which 

answers should be sought by placing appropriate questions in the survey. We also ensured 

that the questions will provide answers to all the set hypotheses and the relevant survey 

question for each hypothesis is shown in section 12.1.3. 

12.1.6 From CSFs to the survey questions: 

A detailed description of the topics for CSFs with their corresponding survey questions is 

presented in the Appendix (From CSFs to survey questions) 

12.1.7 Aims of questions 

Q1-4: They aim to find out customers’ attitudes-disposition towards consultants as well as 

towards foreign consultants. 

Q5 -11: Central part of questionnaire 

They form the central part of the survey and ask questions to find out what the customers 

value as well as what are the things that worry them. Their aim is to select information on 

the basis of which to formulate successful consulting products. 

Q12 and Q18: They aim to find out how the client companies search for consultants to 
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employ. 

Q13 – 14: The questions are addressed to those that hired a consultant before and aimed 

to find out their afterthoughts to reinforce earlier survey findings or raise new points not 

covered by the survey questions and options. 

Q15 – 19 except Q18: These are demographic questions that aim to form some basis for 

segmentation. 

12.1.8 A brief description of the questionnaire’s content 

Q1: Attitude towards consultants 

Q2: Free expression of what customer value in a consultant 

Q3: Attitude towards a foreign consultant 

Q4: Conditions that customers would attach when employing a foreign consultant 

Q5: Hard characteristics of consultants ranked by customers 

Q6: The price effect on the customers’ demand for the hard characteristics 

Q7: Soft (approach) characteristics ranked by customers 

Q8: The desirable balance between soft and hard characteristics 

Q9: Areas of management specialties ranked by customers 

Q10: Worries of customers when employing a consultant 

Q11: Types of consulting firms ranked in desirability by customers 

Q12: How customers search to find a consultant  

Q13,14: Free expression of views by those that employed a consultant before 

Q15: Company’s age 

Q16: Company’s type 

Q17: Company’s size 

Q18: What extent does the company use ICT  

Q19: Respondent’s locational details 

Note: Please refer to printed Appendix A for the full customer questionnaire 

12.1.9 Expectations from the questionnaire’s responses 

Check validity of our hypotheses 

The answers to the questionnaire will validate or disprove the hypotheses we set at the 
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beginning. They will show whether the strong values in approach that we hypothesized as 

important for the newcomer to bring into play, constitute critical success factors and whether 

such soft attributes are indeed asked for by the customers. A yes will mean that they can 

provide a basis for differentiation. 

Customer segmentation 

The survey results will show which criteria provide for the clearest customer segmentation; 

whether those relate to size, age or type of industry or may be other performing criteria. 

Customer needs 

The answers to a large number of questions of the survey will show the customer needs in 

consultancy attributes that are critical in the making of their desirable product/service. 

Note: Remaining part of the puzzle 

To complete the picture answers are needed about competitor strategic groups and their 

possible profiles in order to link them to the identified customer needs. Our next step will 

therefore be the Competitor survey that will aim to give such answers. 

12.2 Field survey for competitors (consultancy firms) 

12.2.1 Objectives of the survey:  

 Find out what does the industry supply to satisfy market needs 

 Find out whether the size of the consultants determine in some way the size of their 

clients 

 Assess by what characteristics can they be grouped strategically (size, industry 

specialty, extent of multidiscipline firms, overseas capabilities) 

 Mapping the characteristics for consultancy in order to evaluate empty spots in the 

strategy canvas and retaliation power 

12.2.2 The hypotheses to be addressed 

 H1: Large consulting firms offer more advanced services but at a higher cost, 

impersonalized service, less friendly approach, worse communication and that because 

of those drawbacks they would attract only a particular group of clients - Questions from 

Q5 onwards 



55 
 

 H2: A new consulting firm even of very small size can out win the medium and small 

consulting firms, provided it will raise its services to an excellent standard. Strategy 

canvass results 

12.2.3 To who is the survey addressed? 

All possible consultant competitors big, medium, small and very small firms in all the 

countries selected for the customer survey. 

12.2.4 Statistical issues:  

Considerations of how to achieve an acceptable sample of respondents were 

addressed to in the customer section and same apply here as well. 

12.2.5 Methodology of drafting the competitor questionnaire 

Some attributes thought to be critical and differentiating for consultancies of all sizes (small 

to big) were represented on a RADAR diagram together with contemplated values for these 

attributes in the two extreme cases of big and very small consulting firms. See diagram. 

Fig. 16 Methodology of designing the competitor questionnaire 

 



56 
 

The purpose of the survey is to validate our contemplated values that are based on our 

hypotheses. We generated therefore for each of those attributes one or more corresponding 

questions, and that is how our survey was structured. The questions in draft form are shown 

in blue next to each encircled attribute in the above diagram. Their replies will provide good 

grounds to estimate a good figure for that attribute. The only exception was the “low fees” 

attribute for which it was thought more appropriate not to ask a direct question but try to 

estimate it as a function of other attributes. 

The questions have been refined and trimmed to take less than 10 minute completion time 

to improve response rate. The complete questionnaire is included in the printed Appendix B. 

12.2.6 Important attributes, the questions that address them and their expected 

scores – Table 13 

No. Attributes for Consulting firms Question Anticipated scores for 
 

Big firms Smaller 
firms 

1 No of staff Q1 High Low 

2 Multidiscipline Q3 High Low 
3 Market share Q8 High Low 
4 Size of office building Q4 High Low 
5 Home and foreign experience Q5 High Low 
6 Firm’s clients size home and 

abroad 
Q6 High Low 

7 Size of customers Q7   

8 Low fees * LOW HIGH 
9 Retaliation-Reactiveness Q9   

10 Reputation Q10 High Low 
11 Approach Q11,12,16 LOW HIGH 
12 Flexibility Q13,14 LOW HIGH 
13 Communication easiness Q15, Q16 LOW HIGH 
14 Experience home and abroad Q5, Q6 High Low 
15 Visibility Q17 High Low 
 
Remark:  

(1) The optimum is for a firm to score high at all the above attributes 
(2) * For low fees no direct Q but estimated as a function(Q1,Q3,Q4) 
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12.2.7 A brief description of questions 

Q1: Staff numbers in employees and academically qualified personnel 

Q2: Types of customers served  

Q3: Type of consulting firm whether in general management, industry-specific, specialties in 

management areas or consulting on top of services in accounts & audit and others 

Q4: Office image 

Q5: Firm’s no. of customers at home and abroad 

Q6: Years if operation with home and foreign customers 

Q7: Categorization of firm’s customers by size 

Q8: Consulting firm’s market share 

Q9: Possible retaliation by the firm 

Q10: Customers’ feedback by number of positive & negative reviews 

Q11: Firm’s approach – where or how meetings take place (personalized, flexibility, 

responsiveness) 

Q12: Firm’s approach in formulating the goals of the consulting project (personalized, 

flexibility, responsiveness) 

Q13: Client’s possibility at the several stages to change deliverables (flexibility) 

Q14: Accommodating the client’s demands and to what degree (personalized, flexibility, 

responsiveness) 

Q15: Consulting firm’s response times (responsiveness) 

Q16: Telephone answering system whether automatic or by human operator (human, 

friendly, accommodating) 

Q17: How well the consulting firm is doing at various forms of presence (office building, web 

presence, etc.) (Firm’s own assessment) 

Q18: Respondent’s locational details 

12.2.8 Expectations from the questionnaire’s responses 

(1) Our hypotheses: Check their validity 

(2) Strategic groups: Strategic groups may be formed by the size of the competitor firms 

the most apparent and certain characteristic. But we will explore other characteristics if 

they can offer a clearer segmentation. 
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(3) Strategic group profiles: Profiles for the consultancy’s strategic groups will be 

prepared in terms of their rated attributes. 

(4) Strategy maps and canvases: The results will enable us to produce strategy maps and 

strategy canvasses to distinguish strategic groups and to show empty spaces for the 

success of the new company. 

(5) Correlation with the customer questionnaire: Another important aim will be to 

correlate the results of the Competitors’ questionnaire with those of the customers’ 

questionnaire and gain a new perspective on how to link customer firms with consulting 

firms.  

(6) Linking new entrant’s strategic profile with customer needs: With reference to the 

strategic marketing diagram of section 12.1.1, for example, is the new strategic profile 

identified for the new company, in demand by customers and how is it linked with those 

attributes identified in the customer survey as customer needs? 

Fig. 17 Contemplated production of strategic maps 
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13  Execution of the planned market research and the efforts to secure responses 

Two separate questionnaires were prepared. One for the customer group and the other for 

the competitor group. Both questionnaires were modified a few times for shortness, were 

sent for comments to our CIIM fellow students that we considered improving further the 

questionnaires. The final questionnaires were made to require less than 10 minutes of the 

respondent’ time. 

13.1 For the UK market 

Initially, our target respondents were companies in the UK the country selected for the client 

company’s foreign expansion. For the customer survey: companies from manufacturing, 

services and trade and for the competitor survey: Management consultants. 

Because of the geographic distance involved, we chose the questionnaire as our research 

tool, and the email as a means to communicate it to the respondents. Also, to finalize the 

questionnaire, we interviewed some local company owners-managers two from 

manufacturing and one from trade. 

We sent some 670 emails to the customer group and some 600 to the consultant group. 

Because the response was poor, we chose to send them reminders sending the 

questionnaire twice more. 

Finally, we received the following responses from the UK groups: 

UK customers: 4 responses but only 2 proceeded to complete the questionnaire to the end. 

UK consultants: 21 responses 

13.2 LinkedIn friends from the US – Canada region and some other countries (Rest 

World) 

After sending them twice reminders, we thought that we could do no more to increase the 

responses from the UK. So we turned our attention to company managers and consultants 

we made friends on LinkedIn separating them again into two groups, the customer group, 

and the consultant group.  

Some responses that were from UK respondents were classified with the UK group. The 

rest were categorized as US and Canada (USCAN) and Rest of the World (RWORLD). The 

responses we had were rather good as follows: 
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 US – Canada (USCAN) Rest of the World 

Customer group 12 4 

Consultant group 25 5 

 

13.3 For the Cyprus market 

After that, we turned our attention to Cyprus for two reasons. First Cyprus is the local market 

for the new company and will be used as a base for comparisons. Second Cyprus market 

might be used as a mirror reflecting attributes sought for in the two UK questionnaires since 

it was becoming apparent the lack of adequate response from the latter.  

We sent 247 customer questionnaires to selected Cypriot companies from manufacturing, 

services and trade and 100 competitor questionnaires to consulting companies and had the 

following responses: 

Customer group: 29 

Consultant group: 26 

13.4 Total responses 

 UK CY USCAN RWORLD TOTAL 

Customer 

group 

4 29 12 4 49 

Consultant 

group 

21 26 25 5 77 

 

13.5 A new possibility: With the above developments that resulted in collecting data from 

four different countries/regions, we saw that there arose an interesting opportunity for a 

wider country/region comparison. 

We are aware that the number of respondents in some cases is far from satisfactory. 

Nevertheless, we proceeded to evaluate the results and draw conclusions that, of course, 

must be seen and judged in the light of the limited number of responses. 

13.6 Sources searched for respondents’ emails: 

For the UK: Companies in the UK - Free Company Information and Official Company 
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Documents of every United Kingdom Limited Liability Company: for some 50% of emails 

Other sources for the other 50% of emails, as listed in the Appendix (CIIM project – UK 

comp links-300315) 

For USA, Canada and the Rest of the World: LinkedIn 

For Cyprus: KEBE catalogue of members 

 

14 Findings from market research 

Customer and competitor survey results: Please see separate booklet for the results on 

all the topics of this section. Their brief description is given below: 

14.1Customer survey results 

14.1.1 Findings in graphs from the CY customer survey (p. 1 of booklet) 

14.1.2 Comments (CY) (p. 16 of booklet) 

14.1.3 Findings in graphs from the US – Canada customer survey (p. 27 of booklet) 

14.1.4 Comments (USCAN) (p. 42 of booklet) 

14.1.5 Comparison of findings from the CY and US – Canada surveys (p. 53 booklet) 

14.1.6 Comments (CY-USCAN comparison) (p. 58 of booklet) 

14.1.7 Overall assessment of all customer surveys (p. 61 of booklet) 

14.2 Competitor survey results 

14.2.1 Findings in graphs from the competitor surveys for CY, UK, US – Canada, and  

           Rest of the world (p. 69 of booklet) 

14.2.2 Comments on the competitor survey results (p. 96 of booklet) 

Note: For the overall assessment of the competitor surveys, please go to the section of the 

competitive analysis.  

Because of its significance, we present here below the overall assessment of the customer 

survey (section 14.1.7) contained in the separate booklet.  

14.3 Overall assessment for the customer surveys findings 

 

The surveys clearly show how customers rank and rate important consulting characteristics. 

Such characteristics are consultants' hard or soft attributes, the management areas of most 
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interest to them, the type of consultancy office they would go as well as the worries they 

have when employing a consultant.  

The combination the customers seek between what we termed “hard” and “soft” 

characteristics is shown to be very balanced. However, in another question the customers 

are shown to put much greater emphasis on a consultant’s performance than on price. 

The ranking of a consultant’s characteristics for all surveys is shown to be the same or more 

or less the same in almost all the characteristics examined. And this sameness is 

irrespective of the client company’s age, size, type of industry or whether they employed or 

not a consultant before. It is also independent of country origin for the cases examined. 

In particular for Cyprus and the diverse and far away region of US-Canada, the similarities 

in the attributes that customers demand from consultants, are shown to occur to a great 

extent and degree. We acknowledge though that some deviations exist minor in our opinion.  

These observed similarities raise an important question as to whether the management 

consultancy industry is now faced with a GLOBAL customer. Our survey comparison results 

show some remarkable evidence. Chart 14.3.1 below is also relevant. 

Customer segmentation is examined in terms of characteristics demanded on the basis of 

customer size, chart 14.3.2 below, and industry type, chart 14.3.3. We found that the basis 

of size differentiates the segments more clearly. 

Chart 14.3.4 shows a quantitative assessment of what all customers said that they valued 

about consultants when had the chance to express their thoughts freely. The relevant 

question was placed at the beginning of the surveys so that the survey closed questions do 

not influence the respondents. Though sometimes the respondents expressed the attributes 

they valued in different words, those attributes were equivalent to the ones in the closed 

questions of the survey. 

From the findings we generate two important diagrams: 

(a)    The industry forces that shape the customer’s choice for consultancy (14.3.5) and 

(b)    The pricing diagram that relates price to performance, approach and worries (14.3.6) 

The first diagram aims to describe on one page all the issues appropriately weighed that 

come to the customer’s mind and influence the decision on the choice of consultant. The 

diagram presented shows attribute weights for Cyprus.  

The second diagram is intended to be used for price setting. The price to charge is found 

through the price-performance line the slope of which is defined by the ratio of the two and 

is taken from the survey results (ratio of the price performance combination).  

The less desirable space (more downward) the company operates in, the less price it can 

demand and charge. 

For the presentation of the two diagrams, please go to sections 14.3.5 and 14.3.6. 
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14.3.1 Are the consultancy customers Global in character with little or no differences 

in their demands in the various countries? 

 

Fig. 18 Characteristics and worries of consulstancy clients among countries
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14.3.2 Are there any strategic customer segments in terms of consultancy 
characteristics demanded?  
Should they be considered in terms of client’s size or type of industry?  
 
14.3.3 Customer group profiles 
Fig. 19 Differentiation of customer segments by size 
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Customer group profiles 

Fig. 20 Differentiation of customer segments by type of industry 
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14.3.4 What customer say in their own words that they value in consultants  

(done at the beginning of the questionnaire when the respondents are free of influence from 

the set questionnaire questions and answers) 

 

 

 

The first top consultant’s characteristics in the customers’ words are: 

Knowledge (11 mentions) 

Experience (11 mentions) 

Honesty (10 mentions) 

Integrity (5 mentions) 

Ability (5 mentions) 
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14.3.5 THE INDUSTRY FORCES SHAPING THE CUSTOMER’S CHOICE FOR CONSULTANCY -CY SCORES  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

HARD FEATURES 

-PERFORMANCE- 

Consulting experience 

High ethical standards 

Reputation 

International experience 

Low-price services 
Network of associates  
in other countries 
Image - firm's physical 
appearance 

 

PRICE VS PERFORMANCE 

 

0% 50% 100%

1

Low price Excellent performance

SOFT FEATURES 

-APPROACH- 

Is action and results  
oriented 
Looks at your firm's  
problems from a new 
perspective 
Fits his expertise to the 
client's skill levels and 
 needs 
Gives his/her personalized 
attention 
Is easy to contact and  
exchange views 
Gets consultancy's CEO  
and/or top managers  
personally involved 
Shows emotional  
intelligence-understands  
people's feelings 

 

WEIGHT 
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7.28 
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that also provides management  
consulting 
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High charges for unforeseen circumstances 

Implementation beyond our resources 
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Fig. 22 
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14.3.6 Pricing diagram in terms of 

Performance, Approach and Worries from 

customer feedback 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pricing diagram explanation:  

Space “A” denotes the desired space to operate in and is defined by excellent scores in performance as well 

as excellent scores in approach. This area is identified by moving along the line with a slope of what was 

found by the survey as the right combination of approach vs. performance. 

Downward pull: However the degree of worries shown by arrow forces “C” pulls down the space from “A” to 

“B”. The bigger the worries, the more the downward pull. 

Price setting: The price to charge is found through the price-performance line the slope of which is defined 

by the ratio of the two as measured by the survey. The less desirable the space (more downward) the 

company operates in, the less price can the company demand and charge. 

 

Soft features -  

Approach 

Worries 

Price 

Hard features - 

Performance 

ppPerforPePer

PApproach 

A 

C 

B 

7.56 
6.96 

5.76 4.76 

Excellent 

Score 

Excellent 

Score 

Best price 

Less than 

best price 

Fig. 23 



69 
 

15 COMPETITIVE ANALYSIS 

15.1 Do the survey results prove our hypotheses and do they meet our initial 

expectations? 

The results of the survey produced some straight answers to some of our questions and 

hypotheses.  

Hypothesis 1 that the big firm lags behind the other groups in soft characteristics is not 

proven, and the results show the opposite. 

Hypothesis 2 for whether a new possible strategic profile exists, it required more in-depth 

analysis to answer it.  

The firms’ size is considered as the most appropriate criterion for segmentation, and we 

thought of no other that could readily be seen as a good alternative.  

 

15.2 Two questions predominate 

(1) Can the consultancies when grouped in terms of size produce strategic groups that show 

distinctiveness in firm’s characteristics and behavior?  

(2) Can the results produce strategic maps to show empty spaces for a possible new 

combination of attributes or services that can be utilized by the newcomer? 

 

In search of answers to the above questions, we proceeded to: 

(a) Quantify the results of the surveys attaching appropriate weights to the several 

options/answers of the surveys.  

(b) Link the topics of the two surveys for customers and consultants with each other and 

furthermore devise some formulae to relate and weight the topics of significance to the 

topic we want to assess.  

(c) Normalize each topic to the same scale; for our purpose the 0-10 scale was selected 

 

15.2.1 Quantifying the results in answer to (a) 
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Please refer to the e6-Appendix Scanned questionnaires showing weights to question 

options. 

 

15.2.2 Linking the two surveys and devising appropriate formulae in answer to (b) 

15.2.2.1 Linking the topics/questions of the two surveys: 

 

Note: Same color in the two columns indicates linkage 

 

 

 

1st Survey How the 2 surveys are linked 2nd survey

Q1: Attitude towards consultants q1: No of employees

Q2: Your 3 most important values in a consultant q2: Type/size of customers you target

Q3: Would you consider a foreign consultant? q3: Multidiscipline extent

Q4: Your conditions for having a foreign consultant q4: Office building size

Q5: ValueHard Characteristics of consultancy q3,4,5,6,7,10,17 q5: Customers at home and abroad

Q6: Balance between Low price and Excellent Performance q6: Years of operations with home and foreign customers

Q7: Value Approach Soft characteristics of consultancyq11-16 q7: Sizes of customers you serve

Q8: Balance between Approach and Performance q8: Market share CLOUT

Q9: Value areas/fields of service/expertise of consultancyq3.1,3.2,3.3 q9: Retaliation response REACTIVENESS

Q10: What worries you? q11,13,14,15,16 q10: Reviews positive and negative

Q11: Value types of consultancies q3 q11: Approach at the very start of assignment

Q12: How would you find which consultant to employ?q17 q12: Approach at the setting of assignment goals

Q13: Have you had a consultant before? q13: Flexibility - what stage client's changes are permitted

Q14: Provide main benefits and complaints q14: Flexibility - degree of change recommendations to accommodate applicant

Q15: Demographics - company age q15: Response time

Q16: Demographics - your type of industry (Manuf, Service, Tradings) q16: Human response

Q17: Demographics - number of employees and managers q17: Visibility

Q18: How digital is your company? q17.2,17.3,17.4 q18: Location

Q19: Demographics - location
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15.2.2.2 FORMULAE DEVISED AND USED IN THE ASSESSMENTS  

(with reference to Excel data taking the 6th row as an example) 

(1) Hard Characteristics 

Unweighted Rating (AQ6, AR6) =SUM(E6,G6,M6,O6,P6,(W6-Y6)) 

Weighted Rating (AO6, AP6) = 

0.1*E6+0.05*G6+0.6*(9.52*M6+7.28*O6)/16.8+0.15*P6+0.1*(W6-Y6) 

Item Characteristic 
spreadsheet 
location 

Characteristic 
description 

Weight from 
survey 

Weight 
estimated 

1 E6 Multidiscipline  10% 

2 G6 Office size  5% 

3 M6 Home 
Customers*Years 

9.52 60% for both 
3&4 

4 O6 Foreign 
Customers*Years 

7.28  

5 P6 Customer Size  15% 

6 W6-Y6 Positive Reviews 
minus negative 
Rev 

 10% 

  

 

(2) Soft characteristics 

Unweighted Rating (AS6, AT6) =SUM(AD6,AH6,AJ6,AL6) 

Weighted Rating (AZ6, BA6) =0.35*AD6+0.35*AH6+0.15*AJ6+0.15*AL6 

Item Characteristic 
spreadsheet 
location 

Characteristic 
description 

Weight from 
survey 

Weight 
estimated 

1 AD6 Approach  35% 

2 AH6 Flexibility  35% 

3 AJ6 Response time 
Communication 

 15% 

4 AL6 Human 
answering 
system 

 15% 

 

(3) Performance unweighted (AU6) =(0.7*AR6+0.58*AT6)/1.28 

Performance weighted (AV6) =(0.7*AP6+0.58*BA6)/1.28 

Note: The factors for the formula were obtained from the results of the customer survey 

for CY enterprises and adopted for both CY and UK as the survey participants of the 

latter was thought insufficient. 
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(4) Selection Score (AX6) unweighted=0.48*(10-AW6)+0.75*AU6 

Selection Score (AY6) weighted=0.48*(10-AW6)+0.75*AV6 

 

Note: The factors for the formula were obtained from the results of the customer survey 

for CY enterprises and adopted for both CY and UK as the number of the participants of 

the latter was thought to be inadequate. 

 

 

(5) Price (AN6) weighted and normalized =50% constant + 50% dependent on 

attributes 

=5+0.5*(C6+E6+G6+AM6)/4 (normalized data for 10) 

Low Price =10-AN6 (normalized data) 

Item Characteristic 
spreadsheet 
location 

Characteristic 
description 

Weight from 
survey 

Weight 
estimated on 
the 50% 
contribution 

1 C6 No. of 
employees 

 25% 

2 E6 Multidiscipline  25% 

3 G6 Office size  25% 

4 AM6 Visibility  25% 

 

(6) Lack of negative reviews(Y6) =10-X6 

 

15.2.3 Normalizing data in answer to (c) 

We have the following progression for the scores of the concepts from                                

unweighted to weighted to normalized: 

(with reference to Excel data taking the 6th row as an example) 

 
Scores for 

Unweighted 
linking of 
characteristics 

Weighted linking 
of characteristics 

Normalized to scale 
0-10 all ratings 

Hard 
characteristics 

AQ6 AO6 AP6 

Soft 
characteristics 

AS6 AZ6 BA6 

Performance AU6 AV6 AV6 

Price  AN6 AN6 

Low Price   10-AN6 

Selection AX6 AY6  

  AW6 (calculated 
price for selection) 
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15.3 Example of typical Excel data for each question 

Table 14  

 

 

Q9: What would you be inclined to do if a new consulting firm from home or abroad appears to be gaining market share of some significance to you?

Q9 aims to associate a number of retaliation measures with consultancy strategic groups. It also seeks to find out the degree of inclination for retaliation for each strategic group.

Weights 1 1 2 0

Lower price Other measuresLower price & other measuresNothing Other ResponsesLower priceOther measuresLower price & other measuresNothing Total ScoreRetaliation-WA Rating

CY-all 0 13 5 2 5 25 0 13 10 0 23 1.15

CY-A 0 12 1 2 3 18 0 12 2 0 14 0.93

CY-B 0 0 3 0 2 5 0 0 6 0 6 2.00

CY-C 0 0 0 0 0 0.00

CY-D 0 1 1 0 0 2 0 1 2 0 3 1.50

UK-all 0 13 1 6 1 21 0 13 2 0 15 0.75

UK-A 0 10 1 6 1 18 0 10 2 0 12 0.71

UK-B 0 2 0 0 0 2 0 2 0 0 2 1.00

UK-C 0 0 0 0 0 0.00

UK-D 0 1 0 0 0 1 0 1 0 0 1 1.00

USCAN-all 0 7 3 7 8 25 0 7 6 0 13 0.76

USCAN-A 0 7 2 5 6 20 0 7 4 0 11 0.79

USCAN-B 0 0 0 1 1 2 0 0 0 0 0 0.00

USCAN-C 0 0 0 0 1 1 0 0 0 0 0 0.00

USCAN-D 0 0 1 1 0 2 0 0 2 0 2 1.00

WORLD-all 0 2 0 0 3 5 0 2 0 0 2 1.00

WORLD-A 0 2 0 0 2 4 0 2 0 0 2 1.00

WORLD-B 0 0 0 0 1 1 0 0 0 0 0 0.00

WORLD-C

WORLD-D

All 0 35 9 15 17 76 0 35 18 0 53 0.90

A-all 0 31 4 13 12 60 0 31 8 0 39 0.81

B-all 0 2 3 1 4 10 0 2 6 0 8 1.33

C-all 0 0 0 0 1 1 0 0 0 0 0 0.00

D-all 0 2 2 1 0 5 0 2 4 0 6 1.20
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15.4The survey results in a summary spreadsheet for CY and UK 

Table 15 The data we used for analysis to reach our conclusions: 

 

 

 

 

Q1 Q3 Q4 Q4-N Q5 Q6 Q5&6 Q5&6

No.EmployeesNo.EmployeesMultidisciplesMultidisciples-NOfficeSizeOfficeSize-NCustrsH CustrsH-N Custrs F CustrsF-N Yrs H Cus*YrsHNYrs F Cus*Yrs-FN

New Entrant 19.16 32% 2.60 66.80 70.50 3.92 3.59

CY-A 1.56 1.50 11% 1.10 2.00 4.00 23.33 0.78 3.11 0.10 3.00 0.23 2.47 0.03

CY-B 10.20 10.00 80% 8.00 4.20 8.40 130.00 4.33 221.00 7.37 4.80 2.08 4.40 3.24

CY-C

CY-D 200.00 10.00 100% 10.00 5.00 10.00 300.00 10.00 300.00 10.00 10.00 10.00 10.00 10.00

UK-all 40.20 0% 2.10 15.48 7.62 3.33 0.64 1.67 0.32

UK-A 1.22 0.60 0% 0.00 1.94 3.89 5.28 0.53 0.83 0.08 2.94 0.19 1.22 0.03

UK-B 11.00 5.50 0% 0.00 2.00 4.00 65.00 6.50 22.50 2.25 4.50 3.66 4.50 2.53

UK-C 0% 0.00

UK-D 800.00 10.00 0% 0.00 5.00 10.00 100.00 10.00 100.00 10.00 8.00 10.00 4.00 10.00

Q7 Q8 Q9 Q10 Q11 Q12

Cust SizeBigCust Size SmallMkt share Mkt share-NRetaliationRetaliationReviews +Rev+ N Reviews - LackRev- N Approach1Approach1 -NApproach2Approach2 -NApproach N

8.58 1.15 10.00 0.67 3.30 1.75

3.20 6.80 6.14 6.14 0.93 4.67 9.56 5.31 0.53 9.47 3.25 9.00 1.73 8.67 8.83

5.20 4.80 5.67 5.67 2.00 10.00 8.40 4.67 1.00 9.00 3.60 9.97 2.00 10.00 9.99

6.50 3.50 30.00 10.00 1.50 7.50 18.00 10.00 1.00 9.00 3.00 8.31 1.00 5.00 6.66

5.76 0.75 7.37 4.09 0.38 9.62 3.78 1.84

5.40 4.60 4.90 3.27 0.71 7.10 6.50 3.61 0.28 9.72 3.75 9.38 1.88 9.38 9.38

6.80 3.20 15.00 10.00 1.00 10.00 9.00 5.00 0.50 9.50 4.00 10.00 1.50 7.50 8.75

10.00 0.00 1.00 10.00 18.00 10.00 2.00 8.00 4.00 10.00 2.00 10.00 10.00

Q13 Q14 Q15 Q16 Q17

Flexibil 1 Flexibil 2 Flex Flex N Resp time Resp tim NHumanAnsSystemHumanAnsSystem -NVisibilityN

3.16 2.36 6.90

3.22 7.15 10.37 7.16 2.61 9.49 2.50 10.00 6.34

2.40 5.33 7.73 5.33 2.30 8.36 1.80 7.20 7.48

4.50 9.99 14.49 10.00 2.75 10.00 2.50 10.00 10.00

4.67 2.38

4.50 6.60 11.10 7.93 3.42 9.99 2.28 7.59 5.09

6.50 5.83 12.33 8.81 2.50 7.31 3.00 10.00 7.01

4.00 10.00 14.00 10.00 2.50 7.31 3.00 10.00 10.00

Price N HARD CHAR weightedHARD CHAR weighted-NHARD CHAR unweightedHARD CHAR unweighted-NSOFT CHAR unweightedSOFT CHAR unweighted-N

8.00 8.50

6.62 0.46 0.49 4.40 0.79 35.48 9.68

9.23 3.12 3.32 22.59 4.07 30.88 8.42

10.00 8.58 9.14 47.50 8.56 36.66 10.00

8.00 8.50

6.20 0.47 0.53 3.40 0.71 34.88 9.35

7.06 2.67 3.04 12.49 2.60 34.87 9.35

8.75 8.20 9.32 42.00 8.75 37.31 10.00



75 
 

 

 

The answers we set out to find, are presented below in a graphical form. They plot the 

results for Performance (calculated by a formula devised as explained earlier) versus Price 

(calculated again by a formula) for both the CY and the UK cases.  

To test the sensitivity of the adopted weights and factors in the formulae and to have also a 

more analytical picture, we additionally do the graphs by  

 Using unweighted data and 

 Using solely either the hard or soft characteristics instead of Performance. 

 

15.5 Strategy maps 

15.5.1 CY strategy maps 

 

 

PERFORMANCE unweightedPerformance weignted dataPRICE-N calculatedSELECTION SELECTION weighted charaSoft Char weihtedSoft Char weighted-N

8.50 8.00 9.80

4.82 4.64 3.3 6.83 6.70 8.52 9.65

6.04 5.77 5 6.93 6.72 7.70 8.72

9.21 9.53 10 6.91 7.15 8.83 10.00

9.80

4.62 4.39 3.3 6.68 6.51 8.69 9.06

5.66 5.79 4.8 6.74 6.84 8.74 9.11

9.32 9.63 10 6.99 7.22 9.60 10.00
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15.5.2 UK strategy maps 
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15.6 Strategy canvas 

15.6.1 CY strategy canvas 
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Fig. 31 UK - Soft Characteristics vs Price 
by weighted data
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The distinctiveness of the four groups lies in the first part of the canvass that relate to the 

hard characteristics. Therefore, this is the space that presents the opportunity for a new 

profile for the newcomer to adopt provided of course that this is examined and found to be 

viable. 
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Fig. 33 CY - Designing the strategic positioning for the 
new entrant on the Strategy canvas
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15.6.2 UK Strategy canvas 

 

 

Again the distinctiveness of the four groups lies in the first part of the canvass that relate to 

the hard characteristics. Therefore, this is the space that presents the opportunity for a new 

profile for the newcomer to adopt provided of course that this is examined and found to be 

viable. 
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Fig. 35 UK - Strategy canvas 
exhibiting the groups' profiles and empty spaces
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15.7 Competitors’ characteristics 

15.7.1 Defender’s reactiveness 

The defender’s ability to react to a new entrant when losing market share depends on 2 

(a) the importance of the particular market to the defender as well as to 

(b) the defender’s degree of coordinating power for its international subsidiaries (globally 

integrated as opposed to a multi-domestic strategy) 

15.7.2 Defender’s clout 

The defender’s clout is said to be 2 

(a) Analogous to its market share in the competing arena of the particular country 

(b) Influenced by its connections to other powerful players 

15.7.3 Defender’s reactiveness and clout in the UK 

There are some big consultancy offices that have large slices of market share and among 

them have almost all the market. Some of the most important names with brief descriptions 
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Fig. 37 UK Strategic groups and the strategic positioning 
of the new entrant by  RADAR view
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are given in the industry analysis section 8.4.2  

Our competitor survey had two questions Q8 and Q9 relevant to competitive reactiveness 

and clout: 

Q9: What would be your reaction to a competitor that gains market share of some 

significance to you?  

Q8: What is your firm’s estimated market share?  

15.7.4 Our survey results for market share (Related to defender’s clout) 

(a) The larger firms have larger market share 

Some 43% of the respondents for the UK (24 responses) and some 32% of all surveys(74 

responses) stated that they did not know the figure for their market share 

(b) In our opinion, some of the numbers given for market share were overestimated by the 

respondents 

(c) For the UK, the SMALL consultancy has three times more share than the VERY SMALL 

category (24 responses) 

(d) For all surveys (74 responses) the proportions for market share among the various sizes 

of consultancies are: 

LARGE to VERY SMALL: 6,75:1 

MEDIUM to VERY SMALL: no data 

SMALL to VERY SMALL: 1,62:1 

15.7.5 Our survey results for retaliation (reactiveness=inclination to retaliate) 

(a) None stated that will retaliate by lowering prices alone 

(b) They will retaliate by taking other measures excluding price: 

UK: 67% of 21 responses 

All surveys: 68% of 76 responses 

(c) Few also will retaliate by Lowering prices coupled with other measures: 

UK: 5% for 21 responses 

All surveys: 12% (76 responses) 

Exception the larger firms that will do so 2 out of 5 responses: 40% giving more teeth to 

their retaliation 
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(d) Do nothing option is a sizeable part. However, we even expected it higher, given that the 

majority of the respondents were very small firms (18 out of 21 for the UK and 60 out of 

76 for all surveys): 

UK: 29% do nothing corresponding to a reactiveness (retaliation inclination): 71% 

All surveys: 20% do nothing corresponding to a reactiveness: 80% 

15.7.6 Defenders’ reactiveness and clout for the four strategic groups in consultancy 
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15.8 Summary of findings and implications for the client company 

15.8.1 The size criterion for strategic groups and profiles for consultancies 

The profiles and maps produced on the basis of consultancy sizes show sufficient 

distinctiveness in our opinion in characteristics among the four adopted groups. Therefore, 

we consider the criterion of consultancy size to serve the purpose of strategic mapping. 

15.8.2 The new empty strategic space and positioning 

A new strategic space appears to be available. This space as mentioned earlier comes 

mainly from the part of the hard characteristics and can be summed up for the client 

company in the following motto: 

“Operate to be a Small Plus consultancy in the hard characteristics while in approach and 

promotion characteristics perform Big.” 

So this space appears to be feasible but for the new company to occupy it, it will require the 

company to achieve significant improvements in areas for which progress is hard. We 

analyze further below. 

15.8.3 Is such a strategic position in demand by the customers? 

To answer it, we establish first the connection of the hard and soft characteristics between 

the customer and competitor surveys. 

(a)The links for “hard” characteristics between the customer and competitor surveys      

Table 16 

 Customer survey top 

three customer 

demands for hard 

characteristics  

Competitor survey topics on hard characteristics that 

correspond to the customer demanded characteristics 

in the previous column 

1 Consulting experience Q5 

Q6 

Q7 

Q8 

Number of customers at home and abroad 

Years of operations with home and foreign customers 

Firm’s sizes of customers as a percentage of total 

Firm’s market share 
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Our interpretation allows the hard characteristics of the two surveys to be linked as 

equivalent to each other. What, therefore, applies to one set, applies readily and to the 

other. We can thus answer the heading question for the consultancy research by going to 

the overall results of the customer surveys and state that the consultancy’s hard 

characteristics are in the greatest demand. We make such a statement since the equivalent 

part of the customer survey showed that the hard characteristics of Consulting experience, 

High Ethics, and Reputation received the highest scores from 8 to 10 for all countries and all 

customer groups irrespective whether they were differentiated by age, size or type of 

industry. 

(b) The links for “Soft characteristics between the customer and competitor surveys      

Table 17   

 

2 High ethics Q17 

 

Q10 

Firm’s performance at Corporate Social 

Responsibility 

Firm’s positive and negative reviews 

3 Reputation Q10 Firm’s positive and negative reviews 

 Customer survey 
first five customer 
demands for soft 
characteristics  

Competitor survey topics on soft characteristics that 
correspond to the customer demanded characteristics 
in the previous column 

1 Is action and results 
oriented 

Q12 
Q13 
 
Q14 

Approach2 – way of formulating goals 
Flexibility1 – permits clients to make changes to 
deliverables 
Flexibility2 – fits customer circumstances and needs 

2 Looks from a new 
perspective at 
problems 

Q14 Flexibility2 – fits special circumstances, needs and 
feedback 

3 Fits his experience to 
the customer needs 

Q14 Flexibility2 – fits special circumstances, needs, and 
feedback 

4 Gives his personalized 
attention 

Q11 Approach1 – top consultants go to the client’s 
premises 

5 Is easy to contact and 
exchange views 

Q15 
Q16 

Response time 
Answering system 
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The logic of interpretation is the same as in (a) of the preceding section. What we found in 

the customer survey for the soft characteristics can be transferred to the consultancy survey 

linked topics. One important finding was that customers highly demand such “soft” 

characteristics in a combination with hard characteristics of approximately 45% to 55%. 

Hence, we may conclude that both the hard characteristics and the soft characteristics of 

consultancy are in high demand by the customers and any high performance in those by 

consultants will effectively address customer needs (see marketing strategic diagram of 

section 12.1) 

15.8.4 Is the proposed new profile feasible? Can the desired uplifting in those 

characteristics be achieved?  

The next question is whether the new strategic positioning (shown in red in the above 

diagrams) for the new company in the competitive space of the strategy canvass, is 

feasible. On answering this question we note the following: 

(1) Approach (soft) characteristics is more an attitude and culture issue that the client 

company seems to have in good amounts. 

(2) Hard characteristics is a different story. For the client company to achieve the 

performance marked by the red profile line, it requires significant uplifting in many of the 

hard characteristics like for example: 

(a) The multidiscipline nature of the new entrant’s business to be strengthened 

(b) The customer base for home and foreign customers as well as the years of 

experience with each of the two groups to be increased 

(c) Experience with the bigger size customers to be gained 

(d) Positive reviews and customer satisfaction to be increased  

(e) Office image to be continuously improved 

All the above are very hard to achieve and surely cannot be done overnight.  

15.8.5 Measures that need to be taken 

We outline briefly below suggestions of how we propose that the client company must go 

about it to achieve the uplifting of characteristics that define its new strategic profile: 

 



88 
 

(a) Strengthening the multidiscipline nature of the new entrant’s business 

Through strategic alliances with partners in other disciplines as for instance with accounts-

audit firms as well as law firms. 

(b) Increasing the customer base for home and foreign customers as well as the 

years of experience with each 

Gaining experience should form the prime objective of the client company. It should move 

fast to attract and gain customers by even sacrificing profits temporarily. It must also devise 

a suitable strategy that is explained in the end chapters of this report. Emphasis must be 

placed on its marketing strategy especially for short term results (increasing as much as 

possible the public exposure of the company). 

(c) Gaining experience with the bigger size customers 

Gradually but fast, the client company must strive to attract the bigger customer and avoid 

being overwhelmed with the very small to small customers. Its aim should be a balanced 

customer portfolio. 

(d) Increasing positive reviews and customer satisfaction 

Especially at the early times, customer satisfaction must serve as a beacon for the 

company’s actions. The company should try to cash such satisfaction not so much with 

money as with positive reviews building the stronger possible base for its reputation. 

(e) Improving office image  

The company will start with a small office of 50 square meters. However, it is expected that 

in the 4th or 5th year when new staff will be hired, new office space will be needed, and this 

requirement of prestigious physical presence should be borne in mind. 

(f) Achieving both hard and soft uplifting while maintaining low costs. How? 

The business model of the company will play a major role as well as its product that will be 

stripped of reporting bureaucracy while its lean operating system will be devoid of frills and 

nice-to-haves. Those and similar working features will all contribute to lowering or restrain 

costs during the proposed uplifting. 
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15.8.6 Should the new company worry about competitors’ retaliation? 

At the early years, the company is too small to receive attention from the incumbent 

companies with the big clout. The very small or small companies though shown to be 

reactive have much less clout to show (see diagrams 15.8.6). However, the new company 

should take its steps towards its goals carefully avoiding provoking its competitors 

unnecessarily. 

 

16 Financial analysis for the new company 

An all-around financial analysis for the company in a 5-year framework is presented on the 

lines of the framework of reference 6 and covers: 

(a) Cost analysis, section 16.1 

(b) Sales income forecasts, section 16.2 

(c) Income statement, section 16.3 

(d) Break even analysis, section 16.4 

(e) Balance sheets for the first three years, section 16.5 

(f) Ratios, section 16.6 

(g) Cash flow analysis, section 16.7 
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16.1 Costs analysis 

 

Table 18 

 

 

 

Costs Analysis 

(a) Investment Costs 

S/N Cost Description Remarks Remarks

Year 1 Year 2 Year3 Year 4 Year 5

1 Buildings 0 0 3000 5th year renovation UK office

2 Furniture and Equipment 1000 300 IT equipment 1st professional 2000 2000

3
Company incorporation & regulatory 

obligations

0 0

Existing company 0 600 UK registration etc

4 Share capital investment 0 0 0 0

5 Website development 0 0 0 0

6 Trade mark papers and materials 500 0 0 1000 UK image

7 cars 0 0 personal car 0 0 employees use own cars

8 Others 0 0 1000

Total 1500 300 2000 1600 6000

(b) Operational / Administration Costs

S/N Cost Description 

Remarks

1 Associates fees accord. to no. of cases 1000 2000 2000 5000 3000

2 Rent 5000 5000 operating from home office 5000 5000 13000 New UK office +8000 5th year

3 Water & Electricity 600 650 650 700 1600 New UK office +1000 5th year

4 Salaries 22100 27000 CEO & 1 professional 40000 40000 60000 5th year CEO & 3 other professionals

5 Promotions - brochures etc 650 0 650 0 1650 UK office +1000

6 Travelling and other expenses 200 300 400 2500 5000

7 conferences/workshops 500 600 700 800 800

8 Sundries 200 200 300 400 500

Total Amount 30250 35750 49700 54400 85550

COSTS Fixed Investment costs Operational costsTotal

Year 1 1500 30250 31750

 Year 2 300 35750 36050

Year 3 2000 49700 51700

Year 4 1600 54400 56000

Year 5 6000 85550 91550

Annual Expenses (Euro)Snnual Expenses (Euro)

Cost (Euros) first 2 years

Years 1 - 2 Years 3-5

Annual Costs (Euros) in years 3-5
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16.2 Sales income forecasts 

For detailed analysis please refer to e7-Appendix: A1-CIIM project – Financial Analysis. A 

tabular and a graphical synopsis of results are presented below: 

 

Table 19 SALES SCENARIO for best and worst cases 

SUMMARY OF YEARLY REVENUES  

YEAR BEST 
SALES 

REVENUE 

WORST 
SALES 

ANNUAL 
EXPENSES 

Year 1 42000 20000 31750 

Year 2 75000 43000 36050 

Year 3 96000 55000 51700 

Year 4 146000 84000 56000 

Year 5 164500 120000 91550 

 

 

 

 

 

 

 

 

 

0

50000

100000

150000

200000

Year 1 Year 2 Year 3 Year 4 Year 5

EU
R

O
S

Fig. 40 SALES REVENUE SCENARIO FOR 
BEST AND WORST CASES VERSUS COSTS

BEST SALES REVENUE WORST SALES ANNUAL EXPENSES



92 
 

16.3 Income Statement for each year of the 5-year period 

Table 20 

 

16.4 Break even analysis 

Table 21

 

 

YEAR 1 2 3 4 5

REMARKS

SALES -WORST SCENARIO (€) 20000 43000 55000 84000 120000

VARIABLE COSTS (€)
1000 2000 2000 5000 3000

partners@250euro each 

for each study

GROSS PROFIT (€)
19000 41000 53000 79000 117000

OTHER INCOME (€)
0 0 0 0 0

OTHER EXPENSES (€) 0 0 0 0 0

ADMINISTRATION COSTS (€)
29250 33750 47700 49400 82550

Company

internationalisation

OPERATING PROFIT / LOSS (€) -10250 7250 5300 29600 34450

FINANCIAL INCOME (€)

FINANCIAL COST (€)

PROFIT / LOSS BEFORE TAX(€) -10250 7250 5300 29600 34450

TAXATION (€)

NET PROFIT/LOSS(€) -10250 7250 5300 29600 34450

NET LOSS NET GAIN NET GAIN NET GAIN NET GAIN

Break Even Analysis 
YEAR 1 2 3 4 5 REMARKS

SALES INCOME(€) 20,000.00 43,000.00 55,000.00 84,000.00 120,000.00 

VARIABLE COST (€) 1,000.00 2,000.00 2,000.00 5,000.00 3,000.00 

FIXED COST (ADMIN.) (€) 29,250.00 33,750.00 47,700.00 49,400.00 82,550.00 

TOTAL COSTS 30,250.00 35,750.00 49,700.00 54,400.00 85,550.00 

PROFIT BEFORE INTEREST AND 

TAX(€)
-10,250.00 7,250.00 5,300.00 29,600.00 34,450.00 

BREAK EVEN POINT (% ON SALES) -51.25% 16.86% 9.64% 35.24% 28.71%

-51.25%

16.86%
9.64%

35.24%
28.71%
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Fig. 41 BREAK EVEN POINT AS % ON SALES  
WORST SCENARIO 
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16.5 Balance sheets for the first 3 years 

Table 22 

 

 

Table 23 

 

 

Table 24 

 

Balance sheet Year 1 Balance sheet Year 2

Assets fixed Share holders fund Assets fixed Share holders fund

PPE 1500 shares 10000 PPE shares 10000

shares premium 0 total previous 1500 shares premium 0

retained profits -10350 depreciation -450 retained profits -4150

Total fixed assets value 1500 Total fixed asset value1050

LT liabilities LT liabilities

Bank loans 12000 Bank loans 10000

Current assets Current Liabilities Current assets Current Liabilities

Cash 8150 Overdraft Cash 7800 Overdraft

A/R 7000 A/P 5000 A/R 15000 A/P 8000

Inventory 0 Tax obligations 0 Inventory 0 Tax obligations 0

16650 16650 23850 23850

Balance sheet Year 3

Assets fixed Share holders fund

PPE shares 10000

total previous 1050 shares premium 0

New minus year's depreciation1550 retained profits 7270

Total fixed asset value 2600

LT liabilities

Bank loans 8000

Current assets Current Liabilities

Cash 14670 Overdraft

A/R 19000 A/P 11000

Inventory 0 Tax obligations 0

36270 36270

Balance sheet (assets) growth

Year 1 16650

Year 2 23850

Year 3 36270
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Note: for recordings of data please see e-Appendix: A1-CIIM project final – Financial 

Analysis 

16.6 Ratios 

Ratios Analysis - Basic 
Formulas 

     

Ratio Formula  Year 1 Year 2 Year 3 Comments  

ROE Net Income / 
Owner’s Equity  

2928.57% 123.93% 30.69% Start up: large 
fluctuations expected 

ROI Net Income / 
Investment  

-683.33% 2416.67% 265.00% Large ROI as 
investments in 
consultancy are small by 
the nature of the business 

Current 
Ratio (%) 

Current Assets / 
Current Liabilities 
x 100 

                   
3.03  

                  
2.85  

                  
3.06  

 
Good 

 

Quick Ratio 
(%) 

Current Assets – 
Inventory / Current 
Liabilities x 100 

                   
3.03  

                  
2.85  

                  
3.06  

For services Quick ratio is 
the same as Current ratio 

Receivables 
Day Ratio (in 
days) 

Trade Receivables 
/ Sales x 365  

                
127.75  

              
127.33  

              
126.09  

Must improve to at least 
half of their shown figures 

Payables 
Day Ratio (in 
days) 

Trade Payables / 
Gross Purchases 
x 365  

                      
60  

                     
82  

                     
81  

As long as we don't 
receive pressures, we 
keep them so 

Gross Profit 
Ratio (%) 

Gross Profit / 
Sales x 100  

-51.25% 16.86% 9.64% Start up: large 
fluctuations expected. 
Must do better 

Net Profit 
Ratio (%)  

Operations Profit / 
Sales x 100 

-51.25% 16.86% 9.64%              >>     

Debt to 
Equity Ratio 
(%) 

Debt (LT+ST) / 
Equity      (>1 = 
Bankruptcy)      

-34.29 1.71 0.46 3rd year better. Lower 
than 1 indicates financial 
stability 
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16.7 Cash Flow analysis 

Table 25 CASH FLOW & OVERDRAFT   

 Year 1 Year 2 Year 3 

Receipts 20000 43000 62000 

Expenses 30350 36800 50580 

A/R 7000 8000 4000 

Cash Flow 
Deficit 

-17350 -1800 7420 

Generated cash 
from operations 

8150 -350 6870 

Opening 
Overdraft 

0 -9200 -11350 

Closing 
Overdraft 

-9200 -11350 2940 
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17  Future Strategy 

17.1 Analysis of objectives – How could they be achieved? Are they attainable? 

The organization’s objectives should be Specific, Measurable, Achievable, Realistic and 

Time lined (remembered by the acronym SMART) 5 and are briefly given below: 

 

17.1.1 Our objectives  

The objectives of the company were set in a 5-year framework and were characterised by 

growth in Cyprus and another foreign EU country. A differentiated product will be offered 

from the start, but it will be continuously enriched as the time goes by, and new experience 

is gained. In the first couple of years, the company will aim at the small customers for it will 

be the easier group to accept the company and in this way try to meet its essential purpose 

of gaining experience. Gradually the target will shift to the bigger group customers: 

Our objectives in more specific terms are timeline as follows: 

Year 1-2 

Rapid growth of local client companies in the first two years mostly in the very small or small 

group of companies 

 During the first year the company to employ one new qualified graduate in Business 

Administration or Marketing 

 Also In the first year the company to become certified in coaching by the HRDA with the 

purpose of becoming more known to the Cyprus companies through its presentations 

utilizing the occasions as advertising and promotion. 

 By the end of the year 2, the company to have carried out around 30 consulting cases 

 Note the company has already established a good network of expert associates in 

accounting and audit, economics and law 

 Estimated annual earnings and profits of worst scenario for this period: 

Year Consultancy  Coaching  Total 
Revenue 
€ 

Profit € 

 No. of cases Revenue 
 € 

No. of 
cases 

Revenue 
€  

  

Year 1 6 15000 2 5000 20000 -10250 

Year 2 15 35000 3 8000 43000 +7250 
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Total for 
Years 1-2 

 
21 

 
50000 

 
5 

 
13000 

 
63000 

 
-3000 

 

Year 3 

 In the third year the company to internationalize its consultancy activities in one EU 

country by first working with associates or agents in the foreign country and later years 

by establishing its own office. 

 To employ its second qualified professional additional to its CEO. 

 To look for the medium or bigger customers having ten such clients as a target.  

 Estimated earnings and profits of worst scenario for this period: 

Year Consultancy Coaching Total 
Revenue 
€ 

Profit € 

 No. of cases Revenue 
 € 

No. of 
cases 

Revenue 
€  

  

Year 3 18 45000 4 10000 45000 5300 

 

Year 4 -5 

 By the end of the 5-year period the company to hire its 3rd professional at its Cyprus 

Office and one professional at its foreign office numbering in total four professionals 

including its CEO at its Cyprus office and one professional at its foreign office 

 It is aimed that by the 5th year, the company to have performed some 100 consulting 

cases with at least 20 for its foreign office customers and 20 to 30 cases for the bigger 

customers. 

 End of year 5, the company to move to a new larger office in Larnaca or establish 

another office in Nicosia besides that of Larnaca. 

 Estimated earnings and profits for this period: 

Year Consultancy  Coaching  Total 
Revenue 
€ 

Profit € 

 No. of cases Revenue 
 € 

No. of 
cases 

Revenue 
€  

  

Year 4 24 72000 4 12000 84000 29600 

Year 5 36 108000 4 12000 120000 34450 

Total for 
Years 4-5 

 
60 

 
180000 

 
8 

 
24000 

 
204000 

 
64050 
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17.1.2 How could they be achieved? Are they attainable? 

The answers are yes they are realistic, achievable and SMART and the way for the 

company to achieve them is described in detail in chapter 20 on the execution of the new 

strategy and its sections on: 

20.1 The 7ps to deliver the strategy 

20.2 New capabilities for the company to execute the new strategy 

20.3 The action plan to achieve the objectives and the other ideas and  

        strategic options generated for the development of the company 

 

17.2 What are the strengths, weaknesses, opportunities and threats?                

17.2.1 SWOT Analysis 

The external environment was analyzed earlier using the PESTEL framework and from that 

analysis the “external” opportunities and threats for the consulting industry were identified. 

These opportunities and threats are used as inputs for the SWOT framework, but some 

additional ones will be added since we are now focusing not on the industry but the 

company. The company’s external environment has other layers as it is, for instance, the 

competition that is not a threat to the industry, but it is a threat to the company. 

SWOT is a tool for the internals of the company and one of the requirements for the 

company is to relate the opportunities and threats to the company’s strengths and 

weaknesses. Strengths should be used to exploit opportunities and weaknesses should b 

remedied to minimize exposure of the company to threats as well as provide when 

corrected, additional needed competencies. 

We also note that the big majority of the strengths and weaknesses of the company are 

identified with its owner-founder CEO. 
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17.2.2 SWOT analysis summary - Table 26 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

STRENGTHS 

Sound management knowledge-experience 

Inspired leadership 

Excellent academic qualifications 

High ethics 

English language (spoken and written) 

Cultural adaptation good (studied in UK) 

International meetings presence in a 

number of EU and non-EU countries 

IT competency (Internet, email, Skype, SM, 

ERP, GIS) 

Doer, achiever attitude 

 

WEAKNESSES 

Little consulting experience 

Own limited funds 

Industry networking low 

Expanding to foreign countries before 

getting well established at home 

OPPORTUNITIES 

Globalization and the Global Customer 

Democracy, Transparency and less 

Bureaucracy 

Fair competition – open market 

EU membership and unified laws 

Country prosperity and industry growth 

Host government attitudes and policies 

Nationalistic flare is little 

Technology advancement especially IT and 

the Internet 

Other: 

 

Solution of CY political problem 

A host country’s favorable policies for CY 

Rich countries coming out of isolation and 

embargo 

THREATS 

Host country economic downturn 

Country instability political or financial 

Country conflict or soured relations 

between host and home countries 

Rise of nationalism 

Exit EU membership 

Limitations or bringing charges to the use 

of internet 

Superiority and market power of the bigger 

well established consulting offices 

Other: 

 

Deficiencies in democracy or open market 

Viral diseases 

Bribes and poor ethics 
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17.3 What ideas have we generated and what are the priorities? 

Ideas generation and prioritization 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 43 Ideas generation 

Note: The recommendations of section 15.8.4 of the competitive analysis have been duly 

accounted for, in the above new ideas 
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17.4 What strategic options are available to the company and which ones should be 

pursued? 

We list the strategic options available with activities for each prioritized by their impact and 

cost. Each activity can be broken into a series of facilitating actions: 

17.4.1 Options 

Option 1: GROW 

Activities ranked by priority  

(1) Employ a qualified graduate in marketing to promote direct selling locally 

(2) Expanding overseas – Stage 1 - Work initially with an associate to avoid establishing an 

office from the beginning 

(3) Expanding overseas - Stage 2 - Establish a UK office 

(4) Select and employ outstanding staff 

Option 2: DIFFERENTIATION 

Activities ranked by priority 

(1) Increase your consulting experience by doing consulting work with small client firms at 

low demanding terms 

(2) Design an innovative business model 

(3) Increase consulting experience by working with customers of the bigger size 

(4) Select associates of the highest caliber at reasonable pricing 

Option 3: OPERATIONAL EFFECTIVENESS 

Activities ranked by priority  

(1) Educate and train staff 

Option 4: PROMOTION 

Activities ranked by priority  

(1) Direct selling in the UK by an associate or agent. From feedback, draft new measures  

(2) Direct selling locally in CY. From feedback, draft more new actions  

(3) Web site improvement  

(4) Branding your product  

(5) Increase and exploit positive reviews demonstrating customer satisfaction  

(6) Improve and maintain respectable offices 
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X - Option 5: DIVERSIFY 

Expand into consulting in other technical or energy sectors 

17.4.2 Evaluation of the generated strategic options 

Table 27 Strategic options evaluation 

 STRATEGIC OPTIONS 

Key 
evaluation 
dimensions 

Grow Differenti
ation 

Operational 
effectivenes

s 

Sales & 
Promotion 

Diversify 

Ability to 
achieve 
objectives 

 
5 

 
5 

 
3 

 
4 

 
0 

Strategic fit 5 5 3 4 1 

Execution 
risk (less) 

2 4 5 4 2 

Sustainability 4 3 3 3 2 

Overall 
scores 

16/20 17/20 14/20 15/20 5/20 

Both the above diagram and table show that option 5: Diversify, should be discarded while 

options 1: Grow, option 2: Differentiation, option 3: Operational effectiveness and option 4: 

Sales & Promotions should be pursued. 

17.4.3 Breakdown of options activities into actions 

This step is necessary to enable a more specific reference to action and thus achieve a 

more effective execution. This analysis is presented below together with brief descriptions of 

purpose where thought necessary. 

Option 1: GROW 

The option of company growth is critically important to bring new customers and revenues 

and to set in motion the development of attributes like consulting experience and reputation. 

Activity 1.1: Employ a qualified graduate in marketing to promote direct selling locally 

Create a scheme of service to outline main duties and responsibilities of the position – What 

you want the new hire to do. 

Create the successful candidate’s profile  

Post vacancy 

Evaluate and interview candidates and select the most suitable for the job. 
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After employment, train the new staff in the company’s culture. Explain his scheme of 

service, your expectations and the method of evaluation. 

Activity 1.2: Expanding overseas – Stage 1 - Work initially with an associate  

Working with an associate will avoid establishing an office from the beginning and incurring 

high expenses that could be difficult to offset by the low initial revenues. 

Find a good associate. Use the internet, get London CY embassy to help. Travel there and 

interview and select the associate. 

Register the company and get necessary permits or memberships for UK operations 

Draft an agreement that shows both yours and your associate’s requirements and 

expectations, the lines that define the agreement and how in the case of difficulties you will 

break the contract. 

Invite the associate to your CY office and visit his office to establish greater understanding. 

Take care to develop guidelines as to how the first UK consulting case was treated and 

processed. 

Activity 1.3: Expanding overseas-stage 2 - Establish a UK office 

We expect that after a two-year period and to capitalize on the stage 1 work, we would 

require establishing our own office. The new office will serve to accommodate the new staff 

and to provide the prospective customers with a more specific company identity. Be 

prepared and have the financial resources to operate with a loss for the next one or two 

years. 

We will try to convert our associate into regular staff or if not possible hire new personnel. 

Search and Rent a new office at locations where other consulting services have their offices 

and connect it to all necessary utilities 

During the initial period travel frequently to stay close and offer guidance to the new office 

operations 

Design and undertake a vigorous marketing promotion campaign with direct selling being its 

vanguard. 

Activity 1.4: Select and employ outstanding staff 

New employees will be needed both in CY as well as in UK London office. Our expressed 

policy is to hire only outstanding staff and to achieve it; we may even repost our vacancies. 
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Create schemes of service to outline primary duties and responsibilities of the positions – 

What you want the new hire to do. 

Create the successful candidates’ profiles  

Post vacancies 

Evaluate and interview candidates and select the most suitable for the job giving particular 

weight to references and character. 

After employment, train the new staff in the company’s culture. Explain the scheme of 

service, your expectations and the method of evaluation. 

 

Option 2: DIFFERENTIATION 

Activity 2.1: Increase your consulting experience 

Increase your direct selling activities by new staff to get new clients 

Do consulting work for small client firms at low-demanding terms 

Do training and coaching as a way to increase your public exposure and for your consulting 

company to get to be known in the industry 

Get consulting work through other established bodies that control and distribute funds 

Activity 2.2: Continuously improve our innovative business model 

Our business model is innovative in design.  

From the industry cases we handle we should see what parts work well and what need to be 

changed or altogether deleted and strive to improve it continuously by every new 

experience we gain home or abroad. 

Activity 2.3: Increase consulting experience by working with customers of the bigger 

size 

After an initial period with small customers and after gaining sufficient experience, the 

company should move to gain wider experience that only comes from working with the 

bigger customers and should target purposely to this end.  

Activity 2.4: Select associates of the highest caliber at reasonable pricing 

For working philosophy, culture, to permeate efficiently in all our company, our staff should 

possess the highest qualifications in all respects and must value what the company offers 

as a working environment. 

At every opportunity of vacancies, we must aim at selecting the best-qualified people. 



105 
 

Especially for Cyprus the current financial crisis offers good opportunities to find such staff 

and at reasonable salaries. 

Option 3: OPERATIONAL EFFECTIVENESS 

Activity 3.1: Educate and train staff 

We want our workforce to contribute significantly to supporting and enhancing the 

company’s competitive advantage. Therefore, our staff should be trained to acquire the 

capabilities that the company needs and that they will distinguish them as regards 

professional knowledge and skills, work enthusiasm, culture alignment, learning agility and 

customer care. 

Training will be regularly given on topics like: 

Management specialized areas and consulting  

Gaining consulting experience by real cases 

Financial statements, profits, revenues, and calculated risks 

Web media and IT systems 

Lean systems and Effectiveness at the workplace 

Activity 3.2: Provide incentives and rewards for practical results 

Incentives and rewards will be given to those that show by real examples how they applied 

their knowledge for the benefit of the company. 

Option 4: PROMOTION 

Activity 4.1: Branding your product 

Our business model is uniquely different in the emphasis of consulting process steps in a 

way that we believe appeals to the clients’ needs judging from the survey results. This 

business model together with our highly qualified staff and the company’s consulting 

experience (subsequently reputation too) will form the basis for our branding.  

Activity 4.2: Website Improvement  

The survey results showed that one of the most popular ways used by the customers to find 

a consultant is a search on the internet and to assess a consulting company, they will go to 

its website. To maintain an effective website is a low-cost measure.  

We intend to build on it and continuously improve the attractiveness of our website 

Activity 4.3: Direct marketing and personal selling in the UK by an associate or agent 
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and later by staff 

This task will constitute the main function of our new associates and later on our employees. 

We will print reference flyers for use by our people when visiting the prospective clients 

We will rank the potential clients for visits by profile criteria. 

Our associates and later on our staff will select and visit prospective clients 

Follow-up procedures will also be established 

Activity 4.4: Direct marketing and personal selling locally in CY 

A similar procedure to the above will be followed with slight variations to suit local conditions 

Activity 4.5: Draft new promotion campaign from feedback received  

By our direct marketing and specifically personal selling, we aim at two things. First to obtain 

customers for our services and second to get customer feedback on their needs and wants. 

This second part of listening to the customers is as important as the first. 

We will use the customer feedback to enhance our product/service and even to form a new 

service or change our business model in part or as a whole. 

Activity 4.6: Increase and exploit positive reviews 

Customer satisfaction should be a principal company goal.  

The company should encourage customers to send feedback; the expected positive reviews 

to form a main promotional weapon that the company should strive to utilize effectively. 

Activity 4.7: Improve and maintain respectable offices 

Physical presence is sometimes used as a proof of what the company is. 

Though the company will start at small premises, after some time and when employing new 

staff, it should expand to bigger and more prestigious offices. 

X - Option 5: DIVERSIFY 

Expand into consulting in other technical or energy sectors 

Next questions: 

Does the company have the capabilities to perform the required actions identified above? 

Can we timeline them assigning responsibility for each and present them in a coherent 

Action plan that will allow for effective execution? 

We will answer these questions in the next sections 
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18 New Strategy – What should their future strategy be? 

18.1 What is strategy? 

We express strategy in three ways which though different in specificity and emphasis, they 

are not different as to what strategy involves. 

18.1.1 Strategy by way of top business statements 

A company’s strategy statements in hierarchical order are 3: 

The mission statement is the basic statement of organizational purpose; it addresses 

“Why we exist.” 

A statement of principles or values states “What we believe in and how we will behave.” 

The vision statement projects “What we want to be.” 

The strategy statement articulates “What our competitive game plan will be.” Collis and 

Rusktad argue that this should comprise three definitive components of strategy: objectives, 

scope (where we will compete) and advantage (how we will compete) 3. 

In terms of those components, we express below the new company’s new strategy: 

Our Mission 

To provide high-level advisory services for the customers to fulfill their mission and goals 

sharing with them our expertise to help them utilize resources effectively and add value to 

their company. 

Believing that successful companies lead to prosperity and stability and that international 

trade is a force for business growth and peace, we are committed to always do our utmost 

best for our clients to achieve growth and profitability at home and abroad in an ethical 

environment. 

Our Values 

We trust and respect our customers as well as our people and associates. We are forward 

looking, action and results oriented adopting lean, transparent and flexible work procedures. 

We pay great attention to the organizational learning agility and the continuous development 

of people and business together, while respecting society and environment.   
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Our values are embedded in our ethical code publicized at our website and by which we 

commit ourselves to abide in all our daily works. 

Our work model 

Our work model is based on the way of construction of the grand Gothic cathedrals. By that 

model all craftsmen good or less good were trusted to work and to build autonomously 

provided that they followed the cathedral’s master plan.  

In the same way, we trust and encourage all our people to make their contribution to the 

company’s goals working autonomously and responsibly along clear master lines. 

Our vision 

We aim to position our company among the names of those excellent consulting firms that 

offer high-level professional services in a variety of industries with specialties in 

management areas critical to the business success. 

Our vision is to become a world-class enterprise that provides uniquely excellent advisory 

services that aim to generate the highest results and satisfaction for our clients with whom 

we like to build trustworthy relationships. 

Our strategy statement 

(a) Our objectives 

Our objectives are SMART described in detail the earlier chapter, section 17.1.1. Here for 

the purpose of the strategy statement we quote them in a more generalized sense: 

 To achieve our vision in a series of steps by yearly goals.  

 We focus on the home market during our first years but after that we internationalize to 

other countries, the UK being selected to be the first. 

 Our growth in foreign markets will be achieved first by the use of associates or agents 

and then by establishing organically our own offices 

 We will utilize our internationalization to the UK to form a competitive advantage. The UK 

will add a wider industry experience to our consultancy while that part of the consulting 

work done in Cyprus will help to reduce costs for the UK customers. 
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 ICT systems and their effective use in the company are important tools in achieving 

coordination of activities in the two countries; they will enable the timely integration of 

business processes irrespective of country origin. 

 To select and hire the best professionals that will also espouse the company’s culture 

 To achieve a very rapid growth in revenues but keep profits modest and adequate to 

finance operations in all our offices  

 

(b) Where we will compete 

Our service will be customized to the client needs with an emphasis on execution that will 

produce for our client their desired results. We focus on business management and design 

our services to meet our client’s highest expectations. Though we will operate at home for 

the first years, we soon plan to expand in a series of foreign countries. 

We choose to serve the big customer as well as the small one, the international customer as 

well as the local one. We will do our utmost to put at our customers’ service our way of 

Competitive Advantage and our commitment to excellence. 

We use direct marketing and personal selling to expand our customer base.  

For our international activities, coordination is key, and we use IT to facilitate it.   

The more revenue we generate, the lower will be our percentage profit that we promise to 

keep modest and reasonable and such as to fund improved operations in all our offices.  

Who we are and our reputation are portrayed at our website. 

(c) How we will compete - Competitive Advantage 

What we can do best with a difference from others 

We listen to understand our customers’ needs and respond to those effectively, generating 

new ideas worthy of their consideration. Our consulting experience, management expertise, 

and valuable partnerships will ensure our recommendations are sound and fitting. 

Furthermore, our strategic approach to our client company’s potential and their customers’ 

needs will produce highly relevant recommendations. Through our uniquely practical 

approach, we will deliver to our customer an action plan with all necessary roles and 

responsibilities defined for implementation. We respect our customers’ and their employees’ 

time, so our work is done ethically, efficiently and expediently. 
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18.1.2 Strategy as the long-term direction of the Organization 

Long-term gives the meaning that strategy involves a complex set of activities that can only 

materialize over time. 

Direction has the meaning of selecting from choices of how to go about from your start point 

to your ultimate goals (vision) i.e. selecting choices to win 

The Organization we are dealing with is very important, and any strategy must take into 

account its resources and capabilities to create a competitive advantage (CA). It must also 

consider its structures, culture and systems for an effective delivery of purpose. 

 

18.1.2.1 The two natures of strategy 

We may think of strategy as having two natures and it is important to understand how the 

two co-exist. One involves the route to a target and resembles a journey, a path, and the 

other involves a competition that is confined in space and time as the play of a game. Both 

natures coexist at any given time, and both the route and the how you play the game must 

be chosen right for a sustainable winning strategy. It is a battle of short-term (competitive 

game) and long-term forces (direction, journey) claiming the company’s resources. 

The above would suggest that strategy cannot be represented in a two-dimensional plane 

like as if the path was its only nature. But because a play of a game (competition) occurs at 

the same time, an additional dimension is needed for complete representation. Thinking 

beyond the two dimensions complicates the grasp of strategy as most of us have been 

accustomed to think and understand things more readily in two dimensions.   

A simplified version of the above concept is to think of strategy as a series of states or 

positions (rectangles) and trips (arrows) advancing to the realization of the Vision of the 

company. See diagram below: 

Fig. 44 Strategy as a series of states and trips towards the Vision 
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Each state or position (rectangles) is defined by objectives that the company has achieved 

to enable it to be there. Within that state, it now competes (plays the game), while it has its 

eyes on the next set of objectives. Those new objectives the company is constantly trying to 

meet to advance to the next state (position) and so on. 

18.1.2.2 Strategy design 

The above model to serve the design of strategy should be accompanied by the following 

considerations: 

1. Present position and Pressures on your position by new needs in the industry 

    Hence the need for change, the need for to move elsewhere that calls for strategy 

2. Strategic positions – where you think you should be as a series of sets of  

    objectives to be reached that lead to the Vision 

3. External Environment having favorable and unfavorable conditions 

    PESTEL – external environment assessment 

4. Industry environment 

    PORTER 5 forces – industry attractiveness assessment 

5. Internal environment – your strengths/ammunition for the game and journey 

    SWOT analysis – your strengths and weaknesses 

6. Critical Success factors analyzed into competencies and strategic capabilities       

    that you need for the journey/game  

7. Field reconnaissance - Strategy milestones in terms of wins to achieve and  

    obstructions to overcome 

8. Competitors claim on each of the states and the ultimate WIN position     

    Competitive analysis 

The Strategy is the overall optimum path/journey you plan and take, starting from the 

present

company's 
position

strategy 
trip 1

Time 1 
objectives

strategy 
trip 2

Time 2 
objectives

strategy 
trip 3

time 3 
objectives

strategy 
trip

Vision 

state
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present position to the final WIN-VISION future position while competing and winning the 

game at each of the several states (positions). 

18.1.3 Strategy as the company’s answers to various important business choices 

I consider this definition especially for a business strategy to have more bones and be more 

appropriate. Quoting from reference 5 to form strategy, answers to three important question 

must be given: 

Who shall we target as customers and who shall we not? 

What shall we offer these customers and what shall we not? 

How can we do all this effectively? (What activities do we perform and what activities do we 

not perform?) 

We described earlier the new company’s objectives and in the strategy statement we 

described the Where we play including the Who and What as well as How we play 

(Competitive advantage). 

18.1.3.1 Strategy as a series of choices you make that enhance your chances of 

winning. 

Classical choices as mentioned earlier are for the WHO, WHAT, and HOW, particularly for 

the competitive business strategy. But if we see the strategy as a corporate affair, choices 

for a winning strategy are not confined only to the previous three aspects. For instance, 

WHERE you play, WHICH growth strategy, WHICH vehicle you choose are all important 

choices that alone or in combination with other choices can produce a win. 

Also not any choices even for the classical strategy choices qualify themselves to be a 

strategy. Only the choices that produce the results that increase your prospects of winning. 

Therefore, the answers to these questions must be differentiating, resourceful, inspiring and 

have a sound ECONOMIC LOGIC. 

Not all three need to be present to the same degree.  

The two WHO and WHAT are closely connected as the WHAT should appeal to the WHO 

and the two when aligned form what is called STRATEGIC MARKETING.  

HOW you offer the WHAT is also crucial. HOW you do things can bring real benefits, appeal 

to customer needs and wants and can become a winning differentiator and thus qualified as 

a component of the strategy. HOW includes the competencies you need to develop and 
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which become the basis of your ECONOMIC LOGIC and your COMPETITIVE 

ADVANTAGE (CA). 

18.2 New strategy for the client company in the light of the market research results 

The new company’s strategy in terms of choices utilizing the results of the market research: 

Who:  

Those companies that care for implementation of changes for improvement i.e. those with 

high orientation for action and results and  

Not those whose interest centers on having another report to equip them to play office 

politics and then rest it on one of their shelves. 

This component of consultancy of action and results oriented has the highest overall score 

for client’s value in both the CY and the US-Canada surveys. The results of the surveys also 

show that client companies almost of all sizes or ages and all types value this action and 

results orientation the most. In fact in the CY survey this overall comes 1st jointly with 

another and 6.7% higher than the 3rd characteristic. In the US-Canada survey, again the 

action and results orientation comes top with 5.6% distance ahead of the 2nd. 

The above survey findings show that this targeted characteristic is widespread in the 

customers’ demands and is also valued the highest by all the customer groups. We may, 

therefore, conclude that a product designed to have it as its strongest element will look 

attractive to almost all groups of customers. 

What: 

The above emphasis on the action and results feature does not mean that that alone will 

suffice. From the survey, it has come out what attributes are valued by customers in a 

consulting service/product. Therefore our product formation will be based on those survey 

findings and will include the following components: 

Hard characteristics: Consulting experience, High ethics, great Reputation 

Soft characteristics (approach): Has a new perspective on problems, Fits his experience to 

the client’s needs, Gives his personalized attention 

Management areas expertise: Strategy, Operational effectiveness, Identify and solve 
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specific organizational problems 

Customer worries: Take care to alleviate and not provoke customer worries 

In response to customer needs, the heart of our consulting product will be an action plan. 

That is a Timeline with responsibility for each action assigned to a specific functional head 

and not another report of generalities. In the end, we will offer our client only the peeled 

fruit: the action plan. The action plan will be reasoned and justified to the interested parties 

by presentations and discussions. 

How:  

Values sought after by clients from the survey results:  

(1) Consulting experience  

(2) Action and Results orientation               Reputation  

(3) Character (Ethics, Approach) 

Centered on these values is the new company’s competitive advantage that describes how 

it will compete and what the company can do best with a difference from other competitors. 

Please see section 18.1.1 (c). 

Timing (Staging):  

The big and medium firms have more complex organizations and thus have more needs 

and face greater challenges thus offering wider and more sophisticated consulting 

experience. These two groups, however, cannot be reached now when the company is at its 

early years of existence without a well-established reputation. 

Easier this time it will be for the company to reach the very small and the small companies 

and gradually build its way to the bigger companies after collecting both experience and 

good reviews to establish a high reputation 

Economic logic:  

Though we are aware of the survey results that price is not the most crucial, the company’s 

costs and prices will be kept low. We will strive to avoid lengthy reports and bureaucracy, 

and we will employ other experts as associates when needed (outsourced services) instead 

of having experts as regular full-time staff. 
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19 International Strategy for the new company in the UK 

19.1 Internationalization drivers 

19.1.1 Internationalization drivers in general as quoted from reference 2 

Market drivers 

• Similar customer needs  
• Global customers 
• Transferable marketing 

 
 

Cost drivers 

• Scale drivers 
• Country-specific differences  
• Favorable logistics 

 
 
 

Government drivers 

• Trade policies  
• Technical standards 
• Host government policies 
 

 

 

Competitive drivers  
(relating to globalization)  

• Interdependence between countries 
• Competitors’ global strategies 
 

 

 

 

 

 

 

 

 

 

A critical facilitator of internationalization 
is standardization of market 

characteristics 

Companies from smaller countries such 
as the Netherlands tend therefore to 
become much more international 

No Government allows complete economic 
openness and transparency varies from 
industry to industry with agriculture and high-
tech industries related to defense likely to be 

particularly sensitive 

A company with a loosely coordinated 
international strategy is vulnerable to 
globalized competitors because it is 
unable to support country subsidiaries 
under attack from targeted subsidized 
competition 
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19.1.2 Internationalization drivers for the new company for the UK 

Market drivers 

• Similar customer needs 
• Global customers 
• Transferable marketing 

 

 

 

 

 

Cost drivers 

• Scale drivers 
• Country-specific differences 
• Favorable logistics 

 

 

 

 

 

 
Government drivers 

• Trade policies 
• Technical standards 
• Host government policies 

 

 

 

 

Competitive drivers  
(relating to globalization) 

• Interdependence between countries 
• Competitors’ global strategies 

 

 

 

 

 

• Our market research showed that customer needs in CY, UK, US-Can and rest of the 
world are similar, and all rank and rate consultancy attributes more or less the same  

• The ease and  degree of internationalization of the big 4 in various regions  of the world 
provides convincing proof for the global customer 

• Our market research showed that customers use the web extensively to search and 
select consultants 

 

• We do not have economies of scale but bigger scale of the market which for small 
countries like CY is of significant importance 

• CY+ provides lower costs for professional and other staff 
UK+ offers larger industry and variety, high and specialized demand, high competition, 
universities and research close by (clusters) 

• Logistics have minor implications for services. The internet, email, Skype lower impact 
further 

• No compulsory licenses for consultancy, and no limitations to foreign practitioners 
• No technical or other standards 
• Host government supports free open markets, avoids market interventions and 

welcomes and encourages competition  

  

• CY provides lower costs for the basics while the UK will provide more advanced 
and specialized knowledge. Allocations of functions as for instance customer 
requirements survey, marketing will be done by UK subsidiary. Transfer of 
requirements from the UK to CY office will also form a constant loop in the production 
process 

• Global competitors can quickly crash a company that operates only in CY 
market. But if the company operates successfully in markets of significance to 
them as the UK, its retaliation power increases thus gaining more respect  
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19.2 Geographic sources of advantage 2 

(1) Locational advantage (Porter’s Diamond) 
(2) International value network 

 

 

 

 

 

19.2.1 Locational Advantage – The determinants of national advantage: Porter’s 
Diamond 
 
Fig. 45 Porter’s Diamond 

 

 

 

 

For a company without a country advantage going out to other countries to configure 
an advantage through other countries advantages is probably the only long-term 
solution 
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19.2.1.1 Sources of Locational advantages for the new company located in Cyprus 

and expanding to the UK 

(1) Firm strategy, industry structure, and rivalry  

Strategy: Utilize the better of the two countries in a coherently integrated production process 

using: 

CY: Low-cost qualified professionals and other personnel 

UK: Industry structure and rivalry sharpen skills and universities and research centers keep 

people current 

(2) Factor conditions 

CY: Lower than UK costs would permit lower pricing, EU member, Eurozone member, 

English speaking people 

UK: Universities and research centers producing new knowledge, good infrastructure and 

sound legal system, EU member, English language prevailed as the language of commerce 

and industry and spoken as a home language in big parts of the world including Ireland, US, 

Canada and Australia.  

(3) Demand conditions 

CY: No advantage 

UK: High as the UK is one of the leading industrial nations. All the consultancy big four firms 

have London offices. 

 

(4) Related and supporting industries 

CY: Professional services make possible partnerships and universities have started to 

supply professionals and knowledge.  

However, the lack of major industries is a serious drawback for the company to gain 

experience and capitalize on it by internationalizing. 

UK: London is one of the biggest financial centers. Financiers, auditors-accountants, 

Lawyers, Technology and other professionals including industrialists and consultants are 

represented in good numbers. 

Its universities and research centers supply professional and current knowledge. 
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19.2.2 Locational advantages - The international value network 

• Cost advantage 

It would come from the part of operations in CY 

• Unique local capabilities 

It would come from the part of operations in the UK 

• National market characteristics 

The CY more basic and lower cost approach will contribute to forming a low-cost product 

especially for the smaller firm clients in the UK whereas 

The UK more demanding approach and higher reputation will add to the company’s 

attractiveness to more CY customers and will also enable the company to offer more 

sophisticated solutions to the more progressive and ambitious firms in CY. 

It will also lend the company a higher reputation that the company will need later on in its 

expansion to other foreign countries. 

 
 
 
 
 
 
 
 

19.3 Strategic business model to exploit locational advantages in both CY and UK 

  
Fig. 46 Strategic business model 

CY: 
basics

office preliminaries
Coordination

UK: 
more advanced functions

Marketing

Customer 
requirements survey

Handing back by UK 
elements of work for 

completion by CY

Exchange of views and 
knowledge

For a company without a country advantage going out to other 

countries to configure an advantage through other countries 

advantages is probably the only long-term solution 
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19.4 Choice of international strategy 

To define the company’ choice of strategy we alternatively use two different 2x2 matrices. 

One showing Pressures for local responsiveness versus Pressures for cost reduction 1 and 

a second one showing Configurations of activities versus Coordination of activities 2  

Fig. 47 International strategy in terms of Local Responsiveness and Cost Reduction 

 

Fig. 48 International strategy in terms of Configuration and Coordination of activities 
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19.5 Scale of entry 

Below the statements describe the advantages and approach for the two main types of 

entry quoted from reference 1  p.489 

P&E’s choice for scale of entry is dictated by its limited resources and is indicated below by 

encircling the relevant statements: 

• Large-scale entry 

• Signals strategic commitment 

• Strategic inflexibility may have value 

• Competitors’ reactiveness must be assessed 

• Risky but could yield early mover advantages, market share and other benefits 

• Small-scale entry 

• Learn, gather information and proceed 

• Reduces risks but also the possibilities for benefits 

• Difficult to build market share 

Hill further advises a business based in developing nations entering foreign markets (Hill 

p.490) as a late entrant with limited resources (small scale entry) to:  

• Learn  from the entry of foreign multinationals by benchmarking their operations and 

performance against them 

• Focus on market niches that the multinational ignores or is unable to serve effectively 

if it has a standardized global product offering 

• Pursue its own international expansion strategy having improved its performance 

through learning and differentiated its product offering 
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19.6 Timing of entry - first or early movers versus late entrants 

P&E’s choice of timing of entry in the UK is without choice a late entrant. The company 

should pay attention to the encircled relevant statements below quoted from reference 1  

p.487. 

• Beware of first or early mover advantages 

• Strong brand name and big market share 

• Sales volume enabling the first mover to exploit experience curve ahead of rivals 

• Switching costs that tie customers 

• Learn from the mistakes of pioneers 

• Exploit market potential created by the early entrant’s investment  

• in fields like customer education 

 

19.7 Which type of entry mode? 

To some degree, it depends on the company’s particular circumstances 1 p.500. The entry 

mode favored for P&E is encircled, of course with some qualifications that will be explained 

in the immediate next sections 19.7.1 and 19.7.2: 

Circumstances Favor entry mode Avoid 

Nature of Core 
Competencies 

  

Technical know-how Wholly owned subsidiary Joint ventures 
Franchising, Licensing 

Management know-
how 

Combination of franchising 
and subsidiaries to control 
the franchisees 
Subsidiaries may be wholly 
owned or Joint Ventures 
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Degree of pressure for cost 
reduction 

Combination of Exporting 
and Wholly owned 
subsidiaries 

 

Type of international 
Strategy adopted 

  

Global standardization Wholly owned subsidiaries  

Transnational  Wholly owned subsidiaries  

Multi-domestic   

International   

 

19.7.1 Generalized advantages and disadvantages of each entry mode 

The advantages of low development costs and risks are decisive factors for our choice that 

is encircled below in the table quoted again from reference 1 p.499: 

Entry Mode Advantages Disadvantages 

Exporting Ability to realize location and 
experience curve economies 

High transport costs 
Trade barriers 
Problems with local marketing agents 

Turnkey contracts Ability to earn returns from process 
technology skills in countries where 
FDI is restricted 

Creating efficient competitors 
Lack of long-term market presence 

Licensing Low development costs and risks Lack of control over technology 
Inability to realize location and 
experience curve economies 
Inability to engage in global strategic 
coordination 

Franchising Low development costs and risks Lack of control over quality 
Inability to engage in global strategic 
coordination 

Joint Ventures Access to local partner’s knowledge 
Sharing development costs and risks 
Politically acceptable 

Lack of control over technology 
Inability to realize location and 
experience curve economies 
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Inability to engage in global strategic 
coordination 

Wholly owned subsidiaries Protection of technology 
Ability to engage in global strategic 
coordination 
Ability to realize location & 
experience economies 

High costs and risks 

 

 

19.7.2 Entry mode for the new company in the UK market 

The choice is influenced by the foreign country’s tradability and the new company’s extent 

of competitive advantage 2. In the table below the choice is encircled. 

Fig. 49 Entry modes 

 

In our particular case the chosen mode can be interpreted to include country agents whose 

operation is in some way licensed.  
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19.8 The role of the company’s subsidiary in the UK 

According to reference 2 the role of a subsidiary is influenced by (a) the level of local 

resources and capabilities available to it and (b) the strategic importance of the local 

environment. The table below shows the possible choices together the chosen option for 

P&E encircled.  

It is noted that the subsidiary will start as what is termed in the diagram as a black hole. But 

as the company grows, and more resources are made available to the subsidiary, it will 

gradually move to the position of strategic leadership. This position is in line with the 

ultimate transnational (global) strategy of the company. 

Fig. 50 Role of subsidiary 
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20 New strategy execution 

20.1 What do they need to do to execute the new strategy? (7 Ps) 

 

Fig. 51 - 7 Ps one page picture description 

Target market 

Who is the customer aimed at; what is our value proposition and how we will form that; and 

where we will play; Those issues have earlier been thoroughly described (section 18.2) and 

we will serve no purpose to repeat them here. 

Very briefly the main points in terms of the 7ps are presented below. 

Product  

A branded consulting service distinguished by its unique process in the product formation 

and its value creation that involves two countries, has a results-and-action orientation and 

uses technology to facilitate coordination of activities. 

Our products are claimed to have the highest quality and are accompanied by a bank 

guarantee for complete customer satisfaction. 
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Our product components 

1. Emphasis on results and actions in recommendations 

2. Value network between two countries is a crucial part of the business model and 

governs the product/service formation leading to a service with enhanced industry 

experience and at the same time low cost. 

3. Low costs are realized by cutting frills and nice-to-haves and by the use of expert 

associates when and where necessary avoiding their costly regular employment 

4. Bank guarantees accompany all our services 

Place  

Our emphasis will be on direct marketing in combination with personal selling to reach 

selected businesses categorized by type and hierarchized each time by the company’s 

purpose.  

We list some of the main distribution channels that will provide touch points for the 

customers 

 Direct marketing in combination with personal selling 

 Internet - Company’s website, Reviews and references by satisfied customers, Social 

media posting business articles to enhance company’s reputation, Email briefings. 

 Training and Coaching forums 

 Conferences and Forums  

 Enterprise premises- Office physical appearance 

 Specialized offices that search for customers on our behalf in return for fees 

 

 

Physical Environment  

Our aim is to have a prestigious office where staff will operate in a proper office environment 

and have at their disposal all necessary ITC equipment to facilitate their effective 

performing. Though the company will start at a small office, it will gradually move to a larger 

office. We desire our office to serve as a symbol of our goals and of what we are. 
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Process 

The Company’s Value Network and Chain are designed to create efficient operations. They 

are presented in the diagrams below: 

 
Value network of the strategy plan to exploit locational advantages for both CY and 
UK (also shown and explained in section 19.2)  
 
Fig 52 Value network and business model 

 
 

From promotion to contract award: 

Fig. 53  

 

CY: 
basics

office preliminaries
Coordination

UK: 
more advanced functions

Marketing

Customer 
requirements survey

Handing back by UK 
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completion by CY
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From contract to final reccomendations: 

Fig. 54 

 

People 

The quality of the company’s people reflects to a great extent the quality of its product. 

Therefore, the company should constantly aim to hire top talented people that will be 

attracted more by its culture rather than the salary.  

Employees must endorse the company’s Vision and Mission and exercise at all times 

professionalism living and exhibiting the company values and culture.  

Promotion  

From the survey results, we saw that web ads are the least preferred to by customers while 

searching the internet is among the three top. 

 Internet presence – described previously under Place.  

 Positive reviews collected and posted on our website as a promotional tool that is looked 

for seriously by prospective customers. 

 Free initial advice will be provided as a way of making the company known. 
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 Promotional emails will occasionally be sent with caution to selected groups of 

customers attaching for their attention some of our articles or activities in their areas of 

interest. 

 Reach an understanding with our collaborators to promote each other 

 Public Relations, Publicity, and Sponsorship 

 Make use of specialized offices that will promote the company in its search for 

customers 

 

Price  

We saw the results or the surveys that price is not among the highest concerns of the 

customers while worries about deliverables and communication are. At the early years 

market penetration and development are more important for the company than the sheer 

size of profits. Our main objective is to offer value to our clients at possibly lower and 

certainly not higher price than the competition.  

For pricing, the new company will use the pricing diagram method we developed in section 

14.3.6 as well as the Value map (price-performance plot), but not the cost plus method. 

Evaluation of competitor’s prices needs more work to be done and will seriously be taken 

into account. Costs will be followed but will not be used for pricing. Some pricing/costs 

related policy features: 

 Costing and not pricing of our services will be based on the Value chain described 

earlier  

 Administration costs will be kept as low as possible.  

 Pre-work unless extensive will not be charged 

 Payment scheme: 30% down payment on signing contract, 50% distributed in two 

installments along the project timeline and 20% after completion and satisfaction of 

customer 

 Bank guarantee for successful completion of the project will be a distinguishing feature 

of our services.  

 Special cases for large contracts will include other terms 
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20.2 What new capabilities do they need? 

The company’s capabilities are identified to a great extent with those of its founder CEO and 

are analyzed in the table below. 

We first identify the success factors for a consultancy and then as shown in the table, we go 

from the Success factors at the left-hand side, to their component competencies and from 

there to the Capabilities needed to achieve them.  

At the right-hand side of the table, these Capabilities are assessed through VRIN whether 

strategic and whether the company has them or should endeavor to acquire them. 

20.2.1 Analyzing the success factors in terms of competencies and capabilities 

 

Table 28 Success factors analysis 

No. 
 

Success 
factors 

Competencies 
(combined 
capabilities) 

Capabilities/resources 
for 

Strategic 
 (VRIN) 

Firm 
has 
it 

Firm 
needs 
to 
acquire 
it 

1 Large 
customer 
base 

Make and offer 
Service with the 
right Attributes 
and degree of 
Excellence 

Consulting experience v  v 

Ethical character/behavior  v  

Highly qualified services  v  

Learning agility  v  

Drive to excel v v  

Drive to offer value to 
clients 

v v  

Growth  v  

Taking risks v  v 

People’s skills v v  

Marketing-
Promotions 

Recruiting the right people  v  

Sales effectiveness v  v 

Generate profits to fund 
needed actions 

v  v 

2 Prestigious 
office 

Revenue and 
profit earnings to 
fund prestigious 
buildings  

Generating profits to fund 
needed actions 

v  v 

3 Geographic 
spread of 
offices 

Coordination Top management’s talent v v  

Deployment of IT systems v  v 

Designing and operating 
good organizational 
systems 

v v  

4 Qualified 
and 

Organizational 
internal strengths 

Successful designing and 
implementation of 
effective organizational 

 v  
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Talented 
staff 

to attract such 
people  

internals like structures, 
systems, culture and HR 

5 High 
Reputation 

Excellent service 
in every way with 
positive reviews 

Same as no. 1  
(1st section) 

   

6 Society’s 
respect 

Devising strategic 
CSR initiatives 

Understanding community 
needs and successfully 
marrying them with those 
of the Organization  

 v  

 

Note: Yellow highlighted are the capabilities that are considered strategic, but the firm does 

not have them and needs to acquire them 

20.2.2 Strategic capabilities 

Table 29 

Those that the company does not have and 
should strive to acquire 
 

Those that the company has in good 
strength 
 

1 Consulting experience 1 Drive to excel 

2 Taking risks 2 Drive to offer value to clients 

3 
 

Sales effectiveness 3 People’s skills 

4 Generating profits 4 Top management’s talent 

5 Deploying of IT systems 5 Designing and operating effective 
organizational systems 

 

The strategic competencies that have been identified as lacking in the company should form 

an immediate and top priority for the company to gain. Furthermore, the necessary actions 

to acquire them together with the actions needed to develop the strategic options of the 

generated new ideas (sections 17.3 & 17.4) should form the backbone of the company’s 

Action plan that is presented at the end of this chapter. 

20.2.3 Non-strategic capabilities 

Table 30 

Those that the company does not have and 
should strive to acquire 
 

Those that the company has in strength 
 

 NONE RECORDED 1 Ethical character 

  2 Highly qualified services 

  3 Learning agility 
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  4 Growth 

  5 Recruiting the right people 

  6 Successful designing and 
implementation of effective 
organizational internals like 
structures, systems, culture and HR 

  7 Understanding community needs and 
successfully marrying them with 
those of the Organization’s. 

 

 

20.2.4 Competitive Advantage 

The strategic capabilities and more so the competencies should form the basis for the new 

company to build its competitive advantage (18.1.1 (c)) which because of its relevance, we 

state again below: 

We listen to understand our customers’ needs and respond to those effectively, generating 

new ideas worthy of their consideration. Our consulting experience, management expertise, 

and valuable partnerships will ensure our recommendations are sound and fitting. 

Furthermore, our strategic approach to our client company’s potential and their customers’ 

needs will produce highly relevant recommendations. Through our uniquely practical 

approach, we will deliver to our customer an action plan with all necessary roles and 

responsibilities defined for implementation. We respect our clients’ and their employees’ 

time, so our work is done ethically, efficiently and expediently. 

 

20.3 Action Plan 

Actions here pertain to those needed for the critical development of the company. They 

include those to implement the strategic options activities (sections 17.3,17.4) as well as 

those necessary for acquiring the “success” competencies or strategic capabilities identified 

as lacking in the company (section 20.2.2). 

Table 31 Action Plan 
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Strategic options 

and Activities 

(objectives) 

 
 

ACTIONS NEEDED 

(to achieve activities - objectives) 

 

 
 
 
Action 
assign
ed to 
 

 

Date to 

comple

te 

 

1 Option: GROW 
 

  

 

 
 

 
 

1.1 Employ a qualified 
graduate in marketing 
at the local office 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1.1.1 Create scheme of service 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A 
 

Oct 15 

1.1.2 Create successful candidate’s profile B Oct 15 

1.1.3 Post vacancy C Oct 15 

1.1.4 Evaluate-Interview-Select candidate D Nov 15 

1.1.5 After-employment training activities E Jan 16 

1.2 Expand overseas – 
stage 1- Work initially 
with an associate 

1.2.1 Find suitable associate  June 17 

1.2.2 Travel – Interview – Select associate  July 17 

1.2.3 Get work permits  July 17 

1.2.4 Draft agreement for associate  Aug 17 

1.2.5 Exchange visits with associate  Sept 17 

1.2.6 Establish guidelines by the first few UK 
cases 

 Oct 17 

1.3 Expand overseas – 
stage 2 – establish a 
UK office 

1.3.1 From associate to staff  June 18 

1.3.2 Rent new office  June 18 

1.3.3 Travel and stay close to UK operations 
initially 

 Jun-Sep 
18 

1.3.4 Design and carry out a strong 
marketing/promotion campaign that will 
include direct selling 

 Jun-Sep 
18 

1.4 Select and employ 
outstanding staff 

1.4.1 Create scheme of service  When 
needed 

1.4.2 Create successful candidate’s profile  >> 

1.4.3 Post vacancies  >> 

1.4.4 Evaluate-Interview-Select candidate  >> 

1.4.5 After-employment training activities  >> 

2 Option 2: 
DIFFERENTIATION 
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2.1 Increase our consulting 
experience 

2.1.1 By direct selling, new staff to get new 
customers 

 Jan 16 

2.1.2 Do consulting work for small clients at 
low demanding terms 

 
 

Nov 15 

2.1.3 Do training and coaching to gain 
exposure 

 Jan 16 

2.1.4 Do consulting work through established 
bodies that distribute funds 

 Nov 15 

2.2 Continuously improve 
our innovative business 
model 

2.2.1 Improve business model from feedback 
of industry cases 

 Ongoing 

2.3 Increase consulting 
experience by working 
with customers of the 
bigger size 

2.3.1 Target and sell your services to the 
bigger clients even at a cost 

 Jan 18 

2.4 Select associates of the 
highest calibre at 
reasonable pricing 

2.3.1 At every opportunity select best people  Ongoing 

3 Option 3: 
OPERATIONAL 
EFFECTIVENESS 

    

3.1 Educate and train staff 3.1.1 Classes training in management 
specialised areas, consulting, financial 
statements, profits and risks as well as 
workplace effectiveness 

 Ongoing 
when 
needed 

3.1.2 Training by doing with real customer 
cases to gain and improve consulting 
experience in the real industry  

  
>> 

3.2 Provide incentives and 
rewards for practical 
results 

3.2.1 Design an incentives/rewards system 
that encourages application of new 
knowledge and skills in practice 

 Mar 16 

4 Option 4:  
PROMOTION 

    

4.1 Branding our product 4.1.1 Our product is innovative by business 
model with emphasis on action and 
results. 
We must therefore properly promote and 
develop it as a brand that will 
differentiate us. 

 Dec 15 
Updated 
in each 
year 

4.2 Improving our website 4.2.1 Continuously improve the attractiveness 
of our website 

 Ongoing 

4.3 Direct marketing and 
personal selling in the 
UK by an associate or 
agent and later on by 
staff 

4.3.1 Prepare reference flyers  Sep 17 

4.3.2 Rank the prospective clients for visits by 
profile criteria. Use the results of the 
customer survey 

 Sep 17 

4.3.3 Calls and visits by our agents or staff to 
prospective clients 

 Oct 17 
onwards 

4.3.4 Establish follow up procedures for 
gaining customers 

 
 

Dec 17 
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4.4 Direct marketing and 
personal selling locally 
in CY 

4.4.1 As above 4.3.1 to 4.3.4   Mar 16 

4.5 Increase and exploit 
positive feedback 

4.5.1 Design ways to incentivize customer’s 
submitting feedback 

 Jan 16 

4.5.2 Promote customer positive feedback in 
as many ways as possible 

 Mar 16 
onwards 

4.6 Maintain respectable 
offices 

4.6.1 Rent new offices in London  Jan 19 
Jan 20 4.6.2 Rent new offices in Larnaca or and 

Nicosia 
 Jun 20 

4.7 Use customer feedback 
to draft new promotion 
campaign and improve 
product 

4.5.1 Use customer feedback to draft new 
promotion campaign and improve 
product for CY 

 Jun 16  

4.5.2 Use customer feedback to draft new 
promotion campaign and improve 
product for UK 

 Jan 18 

 

 

21. Conclusion 

Our recommendations for the client company are presented in an action plan containing 

specific actions with each given a completion time and assigned to specific personnel. 

Execution of the plan and regular feedback are vital and the company’s CEO will have the 

overall responsibility for successful outcomes. 

There are good reasons for the new company to internationalize including some strategic 

ones. Internationalizing to the UK is recommended however not before a couple of years of 

operations locally that will contribute to developing and honing the company’s capabilities to 

make it more competitive. The company’s internationalization is treated in an integral 

manner with its local operations and not separately. 

The UK is selected as the first foreign country for the new company to internationalize on 

the basis of a quantitative PESTEL analysis with its results adjusted to account for the 

strength of competition. Industry PORTER and cultural CAGE among other tools together 

with a brief analysis of the company were used to complete the situational analysis. Overall 

the analysis supports the internationalization to the UK as a feasible proposition but not 

without certain conditions for the company to satisfy beforehand. 

The company should heed and include in its product design the customer survey findings. 

These findings showed a clear, consistent ranking of the features the customers seek from 
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consultants and a balanced demand for what we called “hard” and “soft” characteristics. The 

company should also acknowledge that the characteristics that customers demand can 

provide a basis for customer segmentation in terms of their size at least for the two extreme 

sizes the very small and the big customer groups.  

A remarkable similarity in the degree of characteristics demanded by customers of vastly 

diverse geographies was revealed in the comparison of results of the CY and US-Canada 

surveys, the only two we had an adequate number of respondents.  

Such similarities are leading to the opinion that the consultancy customers can be described 

as GLOBAL. Such a line of thought will make expansion to other countries for the company 

and others, easier and favor the value network that is proposed for the company’s model. 

Empty strategic space on the strategy canvas for the company to fill and to position itself 

uniquely has been shown to exist by the results of the field surveys done for consultants in 

both UK and CY (competitive analysis). However, for the company to do so, it must 

undertake a series of difficult actions to uplift its profile characteristics especially in the 

“hard” domain, adopt a sound strategy with new ideas generated and grouped into strategic 

options, and fill in its voids of strategic competencies.  

The client company is finally presented with an analysis of strategy. Recommendations are 

made for what its strategy should be including its international one, and how to execute its 

designed strategy using the framework of the 7 Ps and an Action Plan. 

The recommendations are supported by a company’s financial analysis for a 5-year period 

which show that financially the years ahead for the company will not be easy and must be 

handled with the greatest care. 
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14 Direct Findings from market research 

14.1 CY Customer survey results 

The answers for each question are first analyzed by Charts. Four different charts are used 

consistently for all analyses: by company age, size, type of industry and whether they 

employed consultants before. 

Comments follow after all the graphs presentation and for each question. 

14.1.1 Findings in graphs (CY) 
 
Q1: How would you describe your attitude towards consultants? 
Aim: To assess the attitude of respondents towards consultants so that it is taken into 

consideration when assessing overall responses 

 

0.00% 20.00% 40.00% 60.00% 80.00% 100.00% 120.00%

Positive

Neutral

Very positive

Negative

Very negative

CY - Attitude towards consultants
by company age 

Old(15) Mature(4) Young(1) Very young(5) All respondents(29)

0.00% 20.00% 40.00% 60.00% 80.00% 100.00% 120.00%

Positive

Neutral

Very positive

Negative

Very negative

CY - Attitude towards consultants
by company size

Big(1) Medium(7) Small(9) Very small(8) All respondents(29)

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00%

Positive

Neutral

Very positive
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Very negative

CY - Attitude towards consultants 
by company's type of industry

Other(0) Trading(7) Services(6) Manufacturing(12) All respondents(29)

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00% 70.00% 80.00%

Positive

Neutral

Very positive

Negative

Very negative

CY - Attitude towards consultants 
by Employed and Not employed consultants before

Not empl cons before(3) Empl cons before(22) All respondents(29)
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Q2: What do you value most in a consultant? Give three values, if possible in 3 

words. 

Aim: To find out consultants’ attributes that first come to mind with respondents freely 

expressing the values they seek or appreciate in consultants. 

 

 
 

 
 
 
 
 

Wha t CY custo me rs  sa y mo re  o fte n 

the y va lue  in a  co nsulta nt Ha rd  sk il l So ft sk il l CY me ntio ns

Knowledge H 7

Experience H 9

Honesty S 5

Integrity S 3

Ability H 1

Professionalism H 3

Trustworthiness S 3

Expertise H 0

Objectivity S 2

Knowhow H 3

Teamwork H 1

Listener S 0

Reliability S 2

consistency S 2

Willingness to help S 3

Cost effective H 0

Creative H 0

Dedication S 0

Competence 1

0%
2%
4%
6%
8%

10%
12%
14%
16%

CY customer survey: Respondents say in own 
words what's most valuable for them in 

consultants HARD

SOFT
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Q3: Would you consider employing a consulting firm from another country? 
Aim: To find out the chances of employment of foreign consultants  

 

 
 
 
 

0.00% 20.00% 40.00% 60.00% 80.00% 100.00% 120.00%

No

Yes

Yes with some conditions

CY - Would you employ a foreign consultant? 
Answers by company age

Old(15) Mature(4) Young(1) Very young(5) All respondents(29)
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Answers by company size

Big(1) Medium(7) Small(9) Very small(8) All respondents(29)
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Yes with some conditions

CY - Would you employ a foreign consultant? 
Answers by company's type of industry

Other(0) Trading(7) Services(6) Manufacturing(12) All respondents(29)

0.00% 20.00% 40.00% 60.00% 80.00% 100.00% 120.00%

No

Yes

Yes with some conditions

CY - Would you employ a foreign consultant? Answers 
by Employed or Not employed a consultant before

Not empl cons before(3) Empl cons before(22) All respondents(29)
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Q4: What would such conditions be for you?  
Aim: To find out which sets of conditions are required for employment of foreign consultants 

 

0.00% 20.00% 40.00%60.00%80.00%100.00%120.00%
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Consultants in cooperation with local
firm

Consultants have an office in my country
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Not empl consult before Empl cons before(7) All respondents(7)
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Q5: When selecting a consulting firm for your business, how important do you judge 
the following characteristics of the consulting firm? 
Aim: To rank a set of “hard” characteristics of consultancy from most to less desirable 
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International experience

Low-price services

Network of associates in…

Image - firm's physical…

CY - "Hard" Characteristics of consultancy in 
demand - by company age

Old(15)

Mature(4)

Young(1)
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All respondents(25)
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All respondents(25)

Linear (All
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Q6: What balance would you seek in your candidate consulting firms between "their 
offering a Low Price" and "their prospect for Excellent Performance"? 
Aim: To find out any sought after combination in consultants between Low price and 

Excellent Performance 
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Q7: How would you like your consultant to approach your project? Rate the following 
in importance. 
Aim: To rank a set of “soft” approach characteristics of consultancies from most to less 

desirable 
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Is action and results oriented
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Fits his experience to the…

Gives his/her personalized…
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Q8: What balance would you seek in your candidate consulting firms between “their 
having an Approach that is right for you” and “their providing prospects for Excellent 
Performance”? 
Aim: To find out any sought after combination in consultants between Right for you 

approach and Excellent performance 
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Q9: If you were to employ a consulting firm, rate the importance of the areas of 
service in which you would need your consultants to work on. 
Aim: To rank a set of functional areas of management consultancies from most to less 

desirable 
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Q10: To what degree do the things below worry you when choosing a consulting 
firm? 
Aim: To rank a set of worrisome thoughts when choosing consultants 

 
 

0 2 4 6 8 10 12

They might assign some of
their junior staff to handle…

High charges for unforseen
circumstances

Implementation of
recommendations may be…

Not having a direct contact
with the consultancy's…

After-payment problems in
communication

Recommendations may not
be appropriate for your…

CY - Worrisome thoughts when choosing 
consultants by company age

Old(15)

Mature(4)

Young(1)

Very young(5)

All respondents(25)

0 2 4 6 8 10 12

They might assign some of
their junior staff to handle…

High charges for unforseen
circumstances

Implementation of
recommendations may be…

Not having a direct contact
with the consultancy's…

After-payment problems in
communication

Recommendations may not
be appropriate for your…

CY - Worrisome thoughts when choosing 
consultants by company size

Big(1)

Medium(7)

Small(9)

Very small(8)

All respondents(25)

0 2 4 6 8 10

They might assign some of
their junior staff to handle…

High charges for unforseen
circumstances

Implementation of
recommendations may be…

Not having a direct contact
with the consultancy's…

After-payment problems in
communication

Recommendations may not
be appropriate for your…

CY - Worrisome thoughts when choosing consultants 

by company's type of industry

Other(0)

Trading(7)

Services(6)

Manufacturing(12)

All respondents(25)

0 2 4 6 8 10 12

They might assign some of
their junior staff to…

High charges for unforseen
circumstances

Implementation of
recommendations may…

Not having a direct contact
with the consultancy's…

After-payment problems in
communication

Recommendations may not
be appropriate for your…

CY - Worrisome thoughts when choosing consultants 
by Employed or Not employed consultants before

Not empl cons
before(3)

Empl cons before(22)

All respondents(25)

Linear (All
respondents(25))



11 
 

 Q11: Rate the following types of consultancies as to the degree that they appear 
suitable for your needs. 
Aim: To rank a set of types of consultancy firms as to the degree of suitability 
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Q12: How would you find which consulting firm to employ? 
Aim: To find out how people look to find a consultant to employ 
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Q13 Have you used the services of consultants before? 

Q14 From your use of consultants, provide in a few words the main benefits you 

received as well as your biggest complaints if any 

Aim: To find out whether the actual experience of respondents freely expressed reinforces 

or diverges from earlier results pointing in some way to the validity of the set survey 

questions and options. Also to identify and watch for what traps to avoid. 

CY customer complaints from those that employed a consultant before 
 

 Complaint Reported by customers in 
 

CY USCAN UK 

1 Generalists trying to apply a one 
size fits all solution, while charging 
a premium. 

 v  

2 Not committed to the results of 
their recommendations 
 

 v  

3 Do not want to be 'told what to 
do'... 
 

 v  

4 Want someone to work together for 
the success of the form - 
partnerships 
 

 v  

5 They were not severe in their 
criticisms 
 

v   

6 Problems with delays in delivery 
and lower than promised quality 
 

v   

7 Not understanding our priorities 
 

v   

8 Lack of experience in our business 
field 
 

v   

9 Inadequate expertise in the area 
that they have been hired 

  v 
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CY customer benefits from those that employed a consultant before 
 

 Benefits Reported by customers in 
 

CY USCAN UK 

1 Knowledge beyond our current 
means 

 

 v  

2 Different outlook 

 
 v  

3 Like it when they can improve an 
idea 

 

 v  

4 Improvement 

 
 v  

5 An expert view and independent 
advice not biased by inward 
looking thinking 

v   

6 Becoming more 
efficient/competitive 

 

v   

7 Solutions providers for everyday 
problems 

 

v   

8 Assisting in organizing and run the 
business in a more appropriate 
and manageable way 

 

v   

9 Help us move forward, achieve 
our goals 

 

v   

10 Better organizational skills 

 
v   

11 Revenue growth 

 
  v 

 
 
 

Demographic questions (see the section for comments): 

Q15 on age of the respondent’s company 

Q16 on type of the respondent’s company 

Q17 on the size, number of staff, of the respondent’s company 

Q19 on locational details of the respondent’s company 
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Q18: Which of the following are used for business in your company? 

(Tick as many as applicable) 

Aim: How digitally conversant is the respondent’s company to assess the potency of digital 

means of communication. It also links with Q12 on how people look to find a consultant to 

employ 
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14.1.2 Comments (CY customer survey results) 

General comments 

The analysis of the survey responses is presented for each topic (question) by four separate 

charts that categorize results by  

 company age (Q15) 

 company size (Q17) 

 company’s type of industry (Q16) 

 employed or not employed a consultant before (Q13) 

Upon examining each chart carefully, some useful observations in the form of comments 

and conclusions may be made.  

However, attention is drawn to the limited number of respondents in some categories, and 

the weight of their results must be seen in conjunction with their limited number of 

respondents.  

Before expressing judgment for deviations, some of the related categories were also 

considered together as for example old and mature, young and very young or big and 

medium, small and very small to validate further that judgment. 

To do a written detailed explanation of all deviations for each of the categories would be 

laborious and of little use.  

 

How to use the charts 

When the company addresses a client firm to obtain its custom, it may be useful to go to the 

charts and check which things appear valuable to the client firm and which do not and 

adjust its offer and approach accordingly.  

 

Comments on each particular topic (question) 

Some observations on each topic (question) are made below: 

Q1: How would you describe your attitude towards consultants? 
 
Aim: To assess the attitude of respondents towards consultants so that it is taken into 

consideration when assessing overall responses 

Comments: 

Attitude of the overall survey sample (29 replies) 

Very positive: 7%, Positive: 45%, Neutral: 38%, Negative: 7%, Very negative: 3% 

The composition of the sample in this respect is considered acceptable. 
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Q2: What do you value most in a consultant? Give three values, if possible in 3 

words. 

Aim: To find out consultants’ attributes that first come to mind by the respondents freely 

expressing the values they seek or appreciate in consultants. The question was placed at 

the beginning, to avoid the questionnaire influence on the respondent. 

Comments: 

Respondents that answered: 23 while 6 skipped it. 

The CY respondents’ top three characteristics: 

Experience 14% (9 mentions) 

Knowledge 10% (7 mentions) 

Honesty 8% (5 mentions) 

 

The above values are thought to be in line with the survey results and even show that the 

respondents distinguish and appreciate soft characteristics (Honesty). 

 

Q3: Would you consider employing a consulting firm from another country? 
 

Aim: To find out the chances of employment of foreign consultants 

Comments: 

Respondents that answered: 29 

Answers: Yes: 34%, Yes with some conditions: 28%, No: 38%. 

Overall some 62% will employ a foreign consultant with or without some conditions. 

No is prominent if the Very small firms (8) and for those that have not employed consultants 

before (3). 

Yes is prominent in the Medium firm (7). 

 

Q4: What would such conditions be for you?  
 
Aim: To find out which sets of conditions are required for employment of foreign consultants 

Comments: 

Few answered: 7, most skipped: 22.  

Answers:  

Consultants speak English: 57% 

Consultants in cooperation with a local firm: 29% 
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Consultants have own office in the clients’ home country: 14% 

Consultants speak my language: 14% 

 

Therefore it appears that in the market in question, a foreign consultant is broadly accepted 

if he speaks English and cooperates with a local firm. 

 

Q5: When selecting a consulting firm for your business, how important do you judge 
the following characteristics of the consulting firm? 
 

Aim: To rank a set of “hard” characteristics of consultancy from most to less desirable 

Comments: 

Respondents that answered: 25 

Range of scores from 6.2 to 9.5. 

Ranking and ratings of the “hard” characteristics of the overall sample (25): 

(1) Consulting experience 9.52 

(2) High ethical standards 9.08 

(3) Reputation 8.17 

(4) International experience 7.28 

(5) Low-price services 7.28 

(6) Network of associates in other countries 6.92 

(7) Image - firm's physical appearance 6.20 

 

Three groups may be distinguished: 

Rated Very important with score above 9: are the first two on Consulting experience and 

High Ethics 

Rated Important with score 8 – 9: is the one on Reputation 

Rated less important with score around 7 and below: are the remaining four characteristics 

The analysis of the above characteristics by the four categories supports to a great extent 

the above ranking and ratings though there are deviations that one must take into account 

when researching for a specific client or purpose.  
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Q6: What balance would you seek in your candidate consulting firms between "their 
offering a Low Price" and "their prospect for Excellent Performance"? 
 
Aim: To find out any sought-after combination in consultants between Low price and 

Excellent Performance 

Comments: 

Respondents that answered: 25 

The results from the overall sample show that in the final decision, Low price weighs some 

39% while Excellence in performance 61%. 

The additional analysis by the four groups shows good consistency with those figures. 

 
Q7: How would you like your consultant to approach your project? Rate the following 
in importance. 
 

Aim: To rank a set of “soft” approach characteristics of consultancies from most to less 

desirable 

Comments: 

Respondents that answered: 25 

Range of scores from 6.9 to 9.4. 

Ranking and ratings of the “soft” characteristics of the overall sample (25): 

(1) Is action and results oriented 9.36 

(2) Looks at problems from a new perspective    8.8 
(3) Fits his experience to the client's skill levels  
     and needs 8.76 

(4) Gives his/her personalized attention 8.72 

(5) Is easy to contact and exchange views    8.4 
(6) Gets consultancy's CEO and/or top  
     managers personally involved 7.48 
(7) Shows emotional intelligence - understands  
     people's feelings 6.92 

 

 
 

More significant are thought the first 5 with scores above 8. With scores below 8 are the last 

2 considered of less interest to the respondents.  

The analysis of the above characteristics by the four categories supports to a great extent 

the above ranking and ratings though there are deviations that one must take into account 

when researching for a specific client or purpose.  

For example Trading (7) and Not employed a consultant before (3) scored higher on the last 

three characteristics than the rest categories of their groups. 
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Q8: What balance would you seek in your candidate consulting firms between “their 
having an Approach that is right for you” and “their providing prospects for Excellent 
Performance”? 
 

Aim: To find out any sought after combination in consultants between Right for you 

approach and Excellent performance 

Comments: 

Respondents that answered: 25 

The results from the overall sample show that in the final decision, Approach weighs some 

45% while Excellence performance 55%. 

The additional analysis by the four groups shows good consistency with those figures. 

 

Q9: If you were to employ a consulting firm, rate the importance of the areas of 
service in which you would need your consultants to work on. 
 

Aim: To rank a set of functional areas of management consultancies from most to less 

desirable 

Comments: 

Respondents that answered: 25 

Range of scores from 5.7 to 8.2. 

Ranking and ratings of the functional areas of management consultancies in the overall 

sample (25):  

(1) Strategy 8.24 

(2) Specific organization's problems 8.16 

(3) Operational effectiveness 7.88 

(4) Technological improvements 7.63 

(5) Marketing 7.56 

(6) Innovation – new products/services 7.32 

(7) Change management 6.92 

(8) Human resource (HR) matters 6.2 

(9) Internationalizing the business 5.72 

 

Three groups may be distinguished: 

A – Rated Very important with a score above 8 or near: are the first three on Strategy, 

Specific organizational problems, and operational effectiveness. 

B – Rated Important with a score below 8 or near and above 7 or near: are four on 
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Technological, Marketing, Innovation and Change Management. 

C – Rated by far less important with score around 6: are the remaining two on HR and 

Internationalizing 

The analysis of the above characteristics by the four categories supports to a great extent 

the above ranking and ratings though there are deviations that one must take into account 

when researching for a specific client or purpose.  

For example Trading (7) scored much lower the management area of Internationalizing 

while together with Services (6) scored higher than manufacturing some other management 

areas. Also, those that did not employ a consultant before (3) valued much less the areas of 

Internationalizing and Human resources while valued more almost all other areas of 

consultancy. 

The deviations in some of the four categories may reflect the different ranking of some 

characteristics of the group, but it is thought that such deviations are not overall of 

significance. Also, some must be seen in the light of the limited number of responses. 

 

Q10: To what degree do the things below worry you when choosing a consulting 
firm? 
 

Aim: To rank a set of worrisome thoughts when choosing consultants 

Comments: 

Respondents that answered: 25 

Range of scores from 5.0 to 6.8. 

Ranking and ratings of the worrisome thoughts of the consultancy customers in the overall 

sample (25): 

(1) Assign junior staff to handle the project 6.8 

(2) High charges for unforeseen circumstances 6.4 
(3) Implementation of recommendations may be beyond your  
     resources 5.8 
(4) Not having a direct contact with the consultancy's senior  
     officers 5.21 

(5) After-payment problems in communication 5.2 
(6) Recommendations may not be appropriate for your firm 
     size or type 5 
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Three groups may be distinguished: 

A – Worry much with score 6-8 or near: are the first two on Assigning junior staff and High 

charges for unforeseen 

B - Worry with score 5,5-6 is the one on Implementation beyond resources 

C - Worry less with score 5 - 5,5 are the last three on Not having direct contact with seniors, 

After-payment problems and Not appropriate for the firm recommendations. 

The analysis of the above characteristics by the four categories supports to a great extent 

the above ranking and ratings though there are deviations that one must take into account 

when researching for a specific client or purpose.  

The less worrisome group appears to be the Services (6) while the greatest worries relate to 

the Trading (7). Also, the group Not employed a consultant before (3) has bigger worries on 

almost all fronts than the group that employed a consultant before (22). 

The deviations in some of the four categories may reflect the different ranking of some 

characteristics of the group, but it is thought that such deviations are not overall of 

significance. Also, some must be seen in the light of the limited number of responses. 

 

 Q11: Rate the following types of consultancies as to the degree that they appear 
suitable for your needs. 
 
Aim: To rank a set of types of consultancy firms as to the degree of suitability 

Comments: 

Respondents that answered: 25 

Range of scores from 4.6 to 8.9. 

Ranking and ratings of the types of consultancy firms in the overall sample (25): 

(1) Industry-specific consulting expertise including your  
     industry 8.96 

(2) Specializations in various management areas 7.16 

(3) Accounting-audit services with management consulting 6.36 

(4) General management consulting      5.80 

(5) Technology-focused consultancy      5.80 

(6) Freelance consultant      4.63 

 

Four rankings are distinct: 

A – Very suitable with score 9 or near: the type of consultancy that is industry specific 

including in the respondent’s industry. 

B – Suitable with score 7 or near: Consultancy with specializations in various management 

areas 
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C – Adequately suitable with score 6 or near: Accounting-Audit with management 

consultancy, General Management and Technology focused 

D – Less suitable with a score below 5: the type of a freelance consultant. 

The analysis of the above characteristics by the four categories supports to a great extent 

the above ranking and ratings though there are deviations that one must take into account 

when researching for a specific purpose.  

The old and mature seems to consider much less suitable for them a consultancy of general 

management or a consultancy that offers management together with audit-accounting 

services. 

The group Not employed a consultant before (3) considers much less suitable a consultancy 

with general management, a consultancy that offers management together with audit-

accounting services or a technology focused consultancy. 

The deviations in some of the four categories may reflect the different ranking of some 

characteristics in the group. Also, some must be seen in the light of the limited number of 

responses. 

 

Q12: How would you find which consulting firm to employ? 
 

Aim: To find out how people look to find a consultant to employ 

Comments: 

Respondents that answered: 25 

The responses in the overall sample (25) show by percentage of respondents: 

(1) Ask friends and/or fellow company owners/managers 56% 
(2) Ask the Commerce and Industry Chamber for advice and 

contact details 48% 

(3) Ask my accountant 48% 
(4) Search the internet, make a short list of consultants and go to 

their websites to evaluate them 44% 

(5) Ask/invite consultants or their agents to discuss the issue 44% 

(6) See what competitors have done and imitate them 16% 
(7) Look for consultants' ads in the magazines or in my 

professional association's paper/bulletin 16% 
(8) Arrange to meet some of the host country's consultants 

during organized trade missions or similar events 16% 

(9) Look for consultants' ads while surfing the web 4% 

 

The five top ways of looking for a consultant are by far the more significant. 
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Q13: Have you used the services of consultants before? 

Aim: To categorize respondents by those that employed a consultant before and those that 

did not. 

Comments: 

In the survey sample (25): 

Employed a consultant before No. of companies % no. of 
companies 

Yes 22 88% 

No 3 12% 

 

 

Q14: From your use of consultants, provide in a few words the main benefits you 

received as well as your biggest complaints if any 

Aim: for those that employed a consultant before to express freely three main benefits or 

drawbacks they had from their experience 

Comments: 

Respondents that answered: 7, skipped: 22 

While we may say that the benefits are those that one usually expects from a consultant, the 

complaints deserve to be noticed so that consultants should exercise care to avoid such 

traps. 

In them, we can discern the general spirit of the questionnaire, some indication of its 

pertinence. 

 

Q15: How old is your company? 

Aim: demographic data – company age 

Comments: 

The sample (25) had the following categories in company age: 

Company age - 
Years old 

Nickname in the 
study 

No. of 
companies 

% no. of 
companies 

1-5 Very young 5 20% 

6-10 Young 1 4% 

11-20 Mature 4 16% 

21 and above Old 15 60% 
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Q16: Which general industry does your company fit into? 

Aim: demographic data – company’s type of industry 

Comments: 

The sample (25) had the following categories in company’s type of industry: 

Company’s type 
of industry 

Nickname in the 
study 

No. of 
companies 

% no. of 
companies 

Manufacturing Manufacturing 12 48% 

Services Services 6 24% 

Trading Trading 7 28% 

Logistics Logistics 0 0% 

Other Other 0 0% 

 

Q17: Provide the staff numbers of your company for the following categories: (Click 

the appropriate button for each row) 

Aim: demographic data – company size by number of employees 

Comments: 

The sample (25) had the following categories in company size: 

Company Size-
Staff employed 

Nickname in the 
study 

No. of 
companies 

% no. of 
companies 

1-10 Very small 8 32% 

11-50 Small 9 36% 

51-250 Medium 7 28% 

251 and above Big 1 4% 

 

Note: Q13, Q15, Q16, and Q17 are used to categorize responses for further possible 

segmentation analysis 

Q18: Which of the following are used for business in your company? 

(Tick as many as applicable) 

Aim: To find out how digitally conversant is the respondent’s company in order to assess the 

potency of digital means of communication. It also links with Q12 on how people look to find 

a consultant to employ. 

Comments: 
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Respondents that answered: 25 

The responses in the overall sample (25) shown by percentage of respondents: 

(1) Internet 100% 

(2) Email 100% 
(3) Social Media(LinkedIn, Facebook, 

Twitter or others) 64% 

(4) Document management 48% 

(5) Enterprise Resource Planning (ERP) 24% 

(6) None 0% 

 

By far the most used in all companies are the first three. 

 

Q19: Please state the city/town, postal zone and country where your company is 

located 

 

Location  
characteristics 

Answers by no. of 
respondents (25) 

Answers by percentage 
of 
respondents 

City/town 25 100%  

Postal zone 19 76% 

Country 25 100% 

 

Because separate surveys were used for each different country wanting to secure absolute 

accuracy for country location, the answers here were used only for verification to a second 

degree. However, the answers may prove useful for any kind of geographic dispersion of 

results. 
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14.1.3 Findings in graphs (US – Canada, USCAN, customer survey) 

Like the CY case, the answers to each question are first analyzed by Charts. Four different 

charts are used consistently for all analyses: by company age, size, type of industry and 

whether they employed consultants before. 

Comments follow after all the graphs presentation and for each question. 

Q1: How would you describe your attitude towards consultants? 
Aim: To assess the attitude of respondents towards consultants so that it is taken into 

consideration when assessing overall responses 

 

0.00% 20.00% 40.00% 60.00% 80.00% 100.00% 120.00%

positive

Neutral

Very positive

Negative

Very negative

USCAN - Attitude towards consultants 
by age of company

Old(5) Mature(2) Young(1) Very young(1) All respondents(12)

0.00% 20.00% 40.00% 60.00% 80.00% 100.00% 120.00%

positive

Neutral

Very positive

Negative

Very negative

USCAN - Attitude towards consultants 
by size of company

Big(2) Medium(1) Small(2) Very small(4) All respondents(12)

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00% 70.00%

positive

Neutral

Very positive

Negative

Very negative

USCAN - Attitude towards consultants 

by Employed and Not employed consultants before

Not empl cons before(2) Empl cons before(7) All respondents(12)

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00% 70.00%

positive

Neutral

Very positive

Negative

Very negative

USCAN - Attitude towards consultants 
by type of industry

Other(0) Trading(0) Services(7) Manufacturing(2) All respondents(12)



28 
 

Q2: What do you value most in a consultant? Give 3 values, if possible in 3 words. 

Aim: To find out consultants’ attributes that first come to mind by the respondents freely 

expressing the values they seek or appreciate in consultants. No charts but see comments. 

 

 

 

 

 

 

Wha t custo me rs  va lue  in a  

co nsulta nt Ha rd  sk il l So ft sk il l USCAN mentions

Knowledge H 1

Experience H 1

Honesty S 4

Integrity S 1

Ability H 1

Professionalism H 1

Trustworthiness S 1

Expertise H 3

Objectivity S 1

Knowhow H 0

Teamwork H 1

Listener S 2

Reliability S 1

consistency S 0

Willingness to help S 0

Cost effective H 1

Creative H 1

Dedication S 0

Competence 1

0%

2%

4%

6%

8%

10%

12%

14%

USCAN customers say by their own words what they 
value in consultants

HARD

SOFT
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Q3: Would you consider employing a consulting firm from another country? 
Aim: To find out the chances of employment of foreign consultants 
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USCAN - Would you employ a foreign 
consultant? Answers by company age

Old(5) Mature(2) Young(1) Very young(1) All respondents(9)

0.00% 20.00% 40.00% 60.00% 80.00% 100.00% 120.00%

No

Yes

Yes with some conditions

USCAN - Would you employ a foreign 
consultant? Answers by company size

Big(2) Medium(1) Small(2) Very small(4) All respondents(9)

0.00% 20.00% 40.00% 60.00% 80.00% 100.00% 120.00%

No

Yes

Yes with some conditions

USCAN - Would you employ a foreign consultant? 
Answers by company's type of industry

Other(0) Trading(0) Services(7) Manufacturing(2) All respondents(9)

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00%

No

Yes

Yes with some conditions

USCAN - Would you employ a foreign consultant?
Answers by Employed or Not employed a consultant before

Not empl cons before(2) Empl cons before(7) All respondents(9)
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Q4: What would such conditions be for you?  
Aim: To find out which sets of conditions are required for employment of foreign consultants 

 

 

 

0.00% 20.00% 40.00% 60.00% 80.00%100.00%120.00%

Consultants speak english

Consultants speak my language

Consultants in cooperation with local firm

Consultants have an office in my country

USCAN - Conditions for accepting a foreign 
consultant - Answers by company age
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Q5: When selecting a consulting firm for your business, how important do you judge 
the following characteristics of the consulting firm? 
Aim: To rank a set of “hard” characteristics of consultancy from most to less desirable 

 

 

0 2 4 6 8 10 12

High ethical standards

Consulting experience

Reputation

International experience

Network of associates in…

Image - firm's physical…

Low-price services

USCAN - "Hard" Characteristics of consultancy in 
demand - by company size

Big(2)

Medium(1)

Small(2)

Very small(4)

All respondents(9)

Linear (All
respondents(9))
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Linear (All
respondents(9))
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Q6: What balance would you seek in your candidate consulting firms between "their 
offering a Low Price" and "their prospect for Excellent Performance"? 
Aim: To find out any sought after combination in consultants between Low price and 

Excellent Performance 
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Q7: How would you like your consultant to approach your project? Rate the following 
in importance. 
Aim: To rank a set of “soft” approach characteristics of consultancies from most to less 

desirable 

 

0 2 4 6 8 10 12

Is action and results oriented

Fits his experience to the…

Gives his/her personalized…

Looks at problems from a…

Is easy to contact and…

Gets consultancy's CEO…

Shows emotional…

USCAN - Approach Characteristics of consultancy in 
demand - by company age

Old(5)

Mature(2)

Young(1)

Very young(1)

All respondents(9)
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USCAN - Approach Characteristics of consultancy in demand - by 
Employed or Not employed consultants before

Not empl cons
before(2)

Empl cons before(7)

All respondents(9)

Linear (All
respondents(9))



34 
 

Q8: What balance would you seek in your candidate consulting firms between “their 
having an Approach that is right for you” and “their providing prospects for Excellent 
Performance”? 
Aim: To find out any sought after combination in consultants between Right for you 

approach and Excellent performance 
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Q9: If you were to employ a consulting firm, rate the importance of the areas of 
service in which you would need your consultants to work on. 
Aim: To rank a set of functional areas of management consultancies from most to less 

desirable 

 

0 2 4 6 8 10 12

Strategy

Operational effectiveness

Technological improvements

Marketing

Innovation - new…

Specific organization's…

Change management

Internationalizing the…

Human resources (HR)…

USCAN - Areas of consultancy in demand
by company age
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Young(1)

Very young(1)

All respondents(9)
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Q10: To what degree do the things below worry you when choosing a consulting 
firm? 
Aim: To rank a set of worrisome thoughts when choosing consultants 

 

0 2 4 6 8 10 12

High charges for unforseen
circumstances

Assign junior staff to handle
project

Not having direct contact
with consultancy's senior…

After-payment problems in
communication

Recommendations not
appropriate for your firm's…

Implementation of
recommendations beyond…

USCAN - Worrisome thoughts when choosing 
consultants by company age

Old(5)

Mature(2)

Young(1)

Very young(1)

All respondents(9)
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Q11: Rate the following types of consultancies as to the degree that they appear 
suitable for your needs. 
Aim: To rank a set of types of consultancy firms as to the degree of suitability 

 

0 2 4 6 8 10 12

Consultancy with industry
specific expertise including…

Consultancy with
specializations in various…

Freelance consultant

Technology focused
consultancy

Accounting-audit services
with management consulting

General management
consulting

USCAN - Suitability of type of consultancy
by company age

Old(5)

Mature(2)

Young(1)

Very young(1)

All respondents(9)
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Q12: How would you find which consulting firm to employ? 
Aim: To find out how people look to find a consultant to employ  

 

0 1 2 3 4 5 6 7 8

Ask friends and/or fellow company…

Search the internet, make a short list of…

Ask/invite consultants or their agents to…

Look for consultants' ads in the magazines…

Ask the Commerce and Industry Chamber…

Arrange to meet some of the host country's…

Ask my accountant

See what competitors have done and…

Look for consultants' ads while surfing the…

Where do companies look for when they wish to employ 
a consultant? (Answers by company age)

Old(5) Mature(2) Young(1) Very young(1) All respondents(9)
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Q13 Have you used the services of consultants before? 

Q14 From your use of consultants, provide in a few words the main benefits you 

received as well as your biggest complaints if any 

Aim: To find out whether actual experience of respondents freely expressed reinforces or 

diverges from earlier results pointing in some way to the validity of the set survey questions 

and options. Also, to identify and watch for what traps to avoid. 

USCAN customer complaints from those that employed a consultant before 
 
 

 Complaint Reported by customers in 
 

CY USCAN UK 

1 Generalists trying to apply a one 
size fits all solution, while charging 
a premium. 

 v  

2 Not committed to the results of 
their recommendations 
 

 v  

3 Do not want to be 'told what to 
do'... 
 

 v  

4 Want someone to work together for 
the success of the form - 
partnerships 
 

 v  

5 They were not severe in their 
criticisms 
 

v   

6 Problems with delays in delivery 
and lower than promised quality 
 

v   

7 Not understanding our priorities 
 

v   

8 Lack of experience in our business 
field 
 

v   

9 Inadequate expertise in the area 
that they have been hired 

  v 
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USCAN customer benefits from those that employed a consultant before 
 

 Benefits Reported by customers in 
 

CY USCAN UK 

1 Knowledge beyond our current 
means 

 

 v  

2 Different outlook 

 
 v  

3 Like it when they can improve an 
idea 

 

 v  

4 Improvement 

 
 v  

5 An expert view and independent 
advice not biased by inward 
looking thinking 

v   

6 Becoming more 
efficient/competitive 

 

v   

7 Solutions providers for everyday 
problems 

 

v   

8 Assisting in organizing and run the 
business in a more appropriate 
and manageable way 

 

v   

9 Help us move forward, achieve 
our goals 

 

v   

10 Better organizational skills 

 
v   

11 Revenue growth 

 
  v 

 
 

Demographic questions (see the section for comments): 

Q15 on age of the respondent’s company 

Q16 on type of the respondent’s company 

Q17 on the size, number of staff, of the respondent’s company 

Q19 on locational details of the respondent’s company 
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Q18: Which of the following are used for business in your company? 

(Tick as many as applicable) 

Aim: How digitally conversant is the respondent’s company to assess the potency of digital 

means of communication. It also links with Q12 on how people look to find a consultant to 

employ  

 

0 2 4 6 8 10

Internet

Email

Document management

Social Media(LinkedIn, Facebook, Twitter or
others)

Enterprise Resource Planning (ERP)

None

Digital orientation of companies by age

Old(5) Mature(2) Young(1) Very young(1) All respondents(9)
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Enterprise Resource Planning (ERP)
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Digital orientation of companies by size
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14.1.4 Comments (US – Canada, USCAN, customer survey results) 

General comments 

We repeat what was said in the CY case. The analysis of the survey responses is presented 

for each topic (question) by four separate charts that categorize results by  

 company age (Q15) 

 company size (Q17) 

 company’s type of industry (Q16) 

 employed or not employed a consultant before (Q13) 

Upon examining each chart carefully, some useful observations in the form of comments 

and conclusions may be made.  

However, attention is drawn to the limited number of respondents in some categories and 

the weight of their results must be seen in conjunction with their limited number of 

respondents.  

Before expressing judgment for deviations, some of the related categories, were also 

considered together as for example old and mature, young and very young or big and 

medium, small and very small to validate further any judgment. 

To do a written detailed explanation of all deviations for each of the categories would be 

laborious and of little use.  

 

How to use the charts 

When the company addresses a client firm to obtain its custom, it may be useful to go to the 

charts and check which things appear important to the candidate and which do not and 

adjust its offer and approach accordingly.  

 

Comments on each particular topic (question) 

Some more general and conspicuous comments on each topic (question) are made below: 

Q1: How would you describe your attitude towards consultants? 

 

Aim: To assess the attitude of respondents towards consultants so that it is taken into 

consideration when assessing overall responses 

Comments: 

Respondents that answered: 12 

 

Attitude of the overall survey sample (12) 

Very positive:8%, Positive: 58%, Neutral:34%, Negative:0%, Very negative:0% 
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Q2: What do you value most in a consultant? Give three values, if possible in 3 

words. 

Aim: To find out consultants’ attributes that first come to mind by the respondents freely 

expressing the values they seek or appreciate in consultants 

Comments: 

Respondents that answered: 11 while 1 skipped it. 

The USCAN respondents’ top three characteristics: 

Honesty 12% (4 mentions) 

Expertise 9% (3 mentions) 

Listener 6% (2 mentions) 

 

The above values are thought to be in line with the survey results and show a strong 

presence of soft characteristics (Honesty, Listener). 

 

Q3: Would you consider employing a consulting firm from another country? 
 

Aim: To find out the chances of employment of foreign consultants 

Comments: 

Respondents that answered: 12  

Answers: Yes: 42%, Yes with some conditions: 25%, No: 33% 

Overall some 67% will employ a foreign consultant with or without some conditions. 

No comes from some of the old firms, the big and medium, the manufacturing and from 

those that have not employed consultants before. 

 

Q4: What would such conditions be for you?  

Aim: To find out which sets of conditions are required for employment of foreign consultants 

Comments: 

Few answered this question (3) and most skipped it (9).  

Answers:  

Consultants speak English: 0% 

Consultants in cooperation with a local firm: 0% 

Consultants have own office in the clients’ home country: 67% 

Consultants speak my language: 67% 

It appears that in this market, a foreign consultant is widely accepted if he speaks clients’ 

language and has an office in the clients’ country. 
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Q5: When selecting a consulting firm for your business, how important do you judge 
the following characteristics of the consulting firm? 
 

Aim: To rank a set of “hard” characteristics of consultancy from most to less desirable 

Comments: 

Respondents that answered: 9 

Range of scores from 4.33 to 9.44. 

Ranking and ratings of the “hard” characteristics of the overall sample (9): 

(1) High ethical standards                                                       9.44 

(2) Consulting experience 9.22 

(3) Reputation 8.44 

(4) International experience 7.11 

(5) Network of associates in other countries 6.78 

(6)Image - firm's physical appearance 5.78 

(7) Low-price services 4.33 

 

Three groups may be distinguished: 

Rated Very important with scores above 9: are the first two on Consulting experience and 

High Ethics 

Rated Important with a score 8 – 9: is the one on Reputation 

Rated less important with a score around 7 and below: are the remaining four 

characteristics. 

The analysis of the above characteristics by the four categories supports to a great extent 

the above ranking and ratings though there are deviations that one must take into account 

when researching for a specific purpose. Further, the effect of the small sample (9) must be 

considered.  

It is worth observing that the first top 3 characteristics: High ethics, Consulting experience, 

and Reputation received the top score 10 by the old, the big, the manufacturing and those 

not employed a consultant before. 
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Q6: What balance would you seek in your candidate consulting firms between "their 
offering a Low Price" and "their prospect for Excellent Performance"? 
 
Aim: To find out any sought after combination in consultants between Low price and 

Excellent Performance 

Comments: 

 

Respondents that answered: 9 

The results from the overall sample show that in the final decision, Low price weighs some 

25 - 39% while Excellence performance 75 - 61%. 

It is noted that the component of the low price when deciding for a consultant weighs less in 

Old (20%), Big (18%), Med (0%), Manufacturing (9%) and Not employed a consultant before 

(9%). 

 
Q7: How would you like your consultant to approach your project? Rate the following 
in importance. 
 

Aim: To rank a set of “soft” approach characteristics of consultancies from most to less 

desirable 

Comments: 

Respondents that answered: 9 

Range of scores from 7.1 - 6.9 to 9.8 - 9.4. 

Ranking and ratings of the “soft” characteristics of the overall sample (9): 

(1) Is action and results oriented                                              9.78 

(2) Fits his experience to the client's skill levels and needs 9.78 

(3) Gives his/her personalized attention 9.11 

(4) Looks at problems from a new perspective 8.78 

(5) Is easy to contact and exchange views 8.22 
(6) Gets consultancy's CEO and/or top managers 
personally involved 7.67 
(7) Shows emotional intelligence - understands people's 
feelings 7.13 

 

More significant are thought the first 5 with scores above 8. With scores below 8 are the last 

2 considered of less interest to the respondents. 

The analysis of the above characteristics by the four categories supports to a great extent 

the above ranking and ratings though there are deviations that one must take into account 

when researching for a specific client or purpose.  
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An observation is that manufacturing (2) scores significantly lower on the last two attributes 

of Consultancy CEO’ involvement and Emotional Intelligence. 

 

Q8: What balance would you seek in your candidate consulting firms between “their 
having an Approach that is right for you” and “their providing prospects for Excellent 
Performance”? 
 

Aim: To find out any sought after combination in consultants between Right for you 

approach and Excellent performance 

Comments: 

Respondents that answered: 9 

 

The results from the overall sample show that in the final decision, Approach weighs some 

49- 45% while Excellence performance 51 - 55%. 

The additional analysis by the four groups shows good consistency except for 

manufacturing (2) that puts more weight on Excellent Performance (75%) and less on Right 

for you Approach (25%). 

 

Q9: If you were to employ a consulting firm, rate the importance of the areas of 
service in which you would need your consultants to work on. 
 

Aim: To rank a set of functional areas of management consultancies from most to less 

desirable 

Comments: 

Respondents that answered: 9 

Range of scores from 5.0 - 5.7 to 8.67 - 8.2. 

Ranking and ratings of the functional areas of management consultancies in the overall 

sample (9):  

(1) Strategy                                            8.67 

(2) Operational effectiveness 8.11 

(3) Technological improvements 8 

(4) Marketing 7.44 

(5) Innovation - new products/services 7.33 

(6) Specific organization's problems 6.88 

(7) Change management 6.78 

(8) Internationalizing the business 5.33 

(8) Human resources (HR) matters 5 
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Three groups may be distinguished: 

A – Rated Very important with scores above 8: are the first three on Strategy, operational 

effectiveness and technological. 

B – Rated Important with scores below 8 and above 7 or near: are four on Marketing, 

Innovation, specific organizational problems and Change management. 

C – Rated by far less important with scores around 5: are the remaining two on 

Internationalizing and HR. 

The analysis of the above characteristics by the four categories supports to a great extent 

the above ranking and ratings though there are deviations that one must take into account 

when researching for a specific client or purpose.  

The manufacturing (2) as well as the Not employed a consultant before (2) attach more 

weight to the majority of the characteristics than the rest of their groups. 

There are significant differences in the scores among the various ages as well as sizes of 

companies 

The deviations in some of the four categories may reflect the different ranking of some 

characteristics in the group. Also, some must be seen in the light of the limited number of 

responses. 

 
Q10: To what degree do the things below worry you when choosing a consulting 
firm? 
 

Aim: To rank a set of worrisome thoughts when selecting consultants 

Comments: 

Respondents that answered: 9 

Range of scores from 4.44 - 5.0 to 8.13 - 6.8. 

Ranking and ratings of the worrisome thoughts of the consultancy customers in the overall 

sample (9): 

(1) High charges for unforeseen circumstances 8.13 

(2) Assign junior staff to handle project 7.22 
(3) Not having direct contact with consultancy's 
senior officers 6.11 

(4) After-payment problems in communication 5.56 
(5) Recommendations not appropriate for your firm's 
size or type 4.44 
(6) Implementation of recommendations beyond your 
resources 4.44 
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Three groups may be distinguished: 

A - Worry much with scores 7-8 or near: are the first two High charges for unforeseen and 

Assigning junior staff. 

B - Worry with scores 5-6 or near are two on Not having direct contact and After-payment 

problems. 

C - Worry less with scores below 5 are the last two on Not appropriate for the firm 

recommendations and Implementation beyond firm’s resources. 

The Old (5) and the Very young (1), the Big (2) as well as the Medium (1) appear to worry a 

lot more than the rest of their groups.  

The deviations in some of the four categories may reflect the different ranking of some 

characteristics in the group. Also, some must be seen in the light of the limited number of 

responses. 

 
Q11: Rate the following types of consultancies as to the degree that they appear 
suitable for your needs. 
 
Aim: To rank a set of types of consultancy firms as to the degree of suitability 

Comments: 

Respondents that answered: 9 

Range of scores from 4.1 to 7. 

Ranking and ratings of the types of consultancy firms in the overall sample (9): 

Industry specific consulting expertise including your 
industry 7 

Specializations in various management areas 6 

Freelance consultant 6 

Technology focused consultancy 5.89 

Accounting-audit services with management consulting 5 

General management consulting 4.11 

 

Three rankings are distinct: 

A – Appropriate with a score 7 or near: the type of consultancy that is industry specific 

including in the respondent’s industry. 

B – Adequately appropriate with a score 6 or near: Consultancy with specializations in 

various management areas, Freelance and Technology focused. 

C – Less appropriate with a score 5 or below: Accounting-Audit with management 

consultancy and General Management. 

Manufacturing has very little liking for freelance consultancy and small for technology 

focused by contrast to services that appear to like them more than the average. The same 

happens with those that have not employed a consultant before. 
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A freelance consultant scores more for the very young (1) and Very small (4)  

The deviations in some of the four categories may reflect the different ranking of some 

characteristics in the group. Also, some must be seen in the light of the limited number of 

responses. 

 
Q12: How would you find which consulting firm to employ? 
 

Aim: To determine how people look to find a consultant to employ 

Comments: 

Respondents that answered: 9 

The responses in the overall sample (9) show by percentage of respondents: 

(1) Ask friends and/or fellow company owners/managers 78% 
(2) Search the internet, make a short list of consultants and go to their 

websites to evaluate them 67% 

(3) Ask/invite consultants or their agents to discuss the issue 67% 
(4) Look for consultants' ads in the magazines or in my professional 

association's paper/bulletin 33% 

(5) Ask the Commerce and Industry Chamber for advice and contact details 22% 
(6) Arrange to meet some of the host country's consultants during organized 

trade missions or similar events 11% 

(7) Ask my accountant 0% 

(8) See what competitors have done and imitate them 0% 

(9) Look for consultants' ads while surfing the web 0% 

 

The three top ways of looking for a consultant are by far the more significant. 

 

Q13: Have you used the services of consultants before? 

Aim: To categorize respondents by those that employed a consultant before and those that 

did not. 

Comments: 

In the survey sample (9): 

Employed a consultant before No. of companies % no. of 
companies 

Yes 7 78% 

No 2 22% 
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Q14: From your use of consultants, provide in a few words the main benefits you 

received as well as your biggest complaints if any 

Aim: for those that employed a consultant before to express freely three main benefits or 

drawbacks they had from their experience 

Comments: 

Respondents that answered: 6, skipped: 6 

While we may say that the benefits are those that one generally expects from a consultant, 

the complaints deserve to be noticed so that consultants should exercise care to avoid such 

traps. 

In them, we can discern the general spirit of the questionnaire, some indication of its 

pertinence. 

 

Q15: How old is your company? 

Aim: demographic data – company age 

Comments: 

The sample (9) had the following categories in company age: 

Company age - 
Years old 

Nickname in the 
study 

No. of 
companies 

 

% no. of 
companies 

 

1-5 Very young 1 11% 

6-10 Young 1 11% 

11-20 Mature 2 22% 

21 and above Old 5 56% 
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Q16: Which general industry does your company fit into? 

Aim: demographic data – company’s type of industry 

Comments: 

The sample (9) had the following categories in company’s type of industry: 

Company’s type 
of industry 

Nickname in the 
study 

No. of 
companies 

% no. of 
companies 

Manufacturing Manufacturing 2 22% 

Services Services 7 78% 

Trading Trading 0 0% 

Logistics Logistics 0 0% 

Other Other 0 0% 

 

Q17: Provide the staff numbers of your company for the following categories: (Click 

the appropriate button for each row) 

Aim: demographic data – company size by number of employees 

Comments: 

The sample (9) had the following categories in company size: 

Company Size-
Staff employed 

Nickname in the 
study 

No. of 
companies 

% no. of 
companies 

1-10 Very small 4 45% 

11-50 Small 2 22% 

51-250 Medium 1 11% 

251 and above Big 2 22% 

 

Note: Q13, Q15, Q16, and Q17 are used to categorize responses for possible further 

segmentation analysis. 

 

Q18: Which of the following are used for business in your company? 

(Tick as many as applicable) 

Aim: How digitally conversant is the respondent’s company to assess the potency of digital 

means of communication. It also links with Q12 on how people look to find a consultant to 

employ. 

Comments: 

Respondents that answered: 9 

The responses in the overall sample (9) shown by percentage of respondents: 
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Internet 100% 

Email 100% 

Document management 89% 
Social Media(LinkedIn, Facebook, Twitter or 
others) 78% 

Enterprise Resource Planning (ERP) 33% 

None 0 

 

By far the most used in all companies are the first four. 

 

Q19: Please state the city/town, postal zone and country where your company is 

located 

 

Location  
characteristics 

Answers by no. of 
respondents (9) 

Answers by percentage 
of 
respondents 

City/town 9 100%  

Postal zone 5 56% 

Country 9 100% 

 

Because separate surveys were used for each different country wanting to secure absolute 

accuracy for the country location the answers here were used only for verification to a 

second degree. However, the answers may prove useful for any kind of geographic 

dispersion of results. 
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14.1.5 Comparison of the findings of the Cyprus survey (CY) with those of the US – 

Canada (USCAN) survey 

BY CHARTS 
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14.1.6 COMMENTS ON CY - USCAN COMPARISON 

The comparison results are grouped into two categories. The first group includes those 

questions for which CY and USCAN survey results are in good agreement while the second 

includes those for which the two survey results show critical differences.  

1st Category: Same kind survey results: 

As a general comment, it is noted that the similarity of the scores between the two surveys 

CY and USCAN is in most cases remarkable. Similar results with minor exceptions were 

shown in the following topics: 

Q1 on company attitude towards consultants 

See comparison chart Q1 above, the two results are in pretty good agreement. 

 

Q3 on the possibility of a company employing a foreign consultant 

 

See comparison chart Q3 above, the two results are in pretty good agreement. 

 

Q5 on “hard” characteristics of consultancy in demand 

 

See comparison chart Q5 above. 

The only exception the score on the Low Price which for USCAN is considerably  

lower and is in line with the result of Q6, which shows the same for Low Price. 

 

Q7 on “soft” approach characteristics of consultancy in demand 

 

See comparison chart Q7 above, the two results are in pretty good agreement. 

 

Q8 on the sought after combination of right-for-you approach and  

      excellent performance 

 

See comparison chart Q8 above, recording similar combinations: 

Geographic 
country/region 

Code 
 

Sought-after combination 

Right-for-you approach Excellent performance 

Cyprus CY 45% 55% 

United States 
and Canada 

 
USCAN 

 
49% 

 
51% 

 

Q9 on areas of consultancy in demand when choosing a consultant 

 

See comparison chart 9 above. Exceptions: the area of Specific organizational problems 

and the Human Resources (HR) that USCAN recordings are lower. 
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Q10 on worrisome thoughts when choosing a consultant 

 

See comparison chart 10 above with the two results considered to be adequately in 

agreement. 

 

2nd category: Differentiated survey results 

Q2 on what the customers say in their own words that they value in consultants 

Both surveys convey the importance of the mix of soft and hard characteristics. The USCAN 

respondents seem to place more emphasis on the soft characteristics (Honesty, Listener) 

while the CY respondents on the hard ones (Knowledge, Experience). 

Q4 on a company’s conditions for employing a foreign consultant 

On this topic, the two survey results are exactly opposite.  

CY demands by a significant majority English speaking and cooperation with a local firm 

while  

USCAN demands 100% own language speaking and to have an office in the foreign 

country. 

Q6 on the sought after combination of low price and excellent  

      performance 

 

Low price features less prominently in the USCAN respondents than in the CY ones 

Geographic 
country/region 

Code 
 

Sought-after combination 

Low price Excellent performance 

Cyprus CY 39% 61% 

United States 
and Canada 

 
USCAN 

 
25% 

 
75% 

 

 

Q11 on suitability of types of consultancy to companies 

 

See comparison graph 11 which shows that In the USCAN results the slope is almost 

horizontally leveled meaning that all types are more or less equally attractive. Even in this 

case consultancy with industry specific expertise is top like the CY results but with less 

prominent score=7 for the former as against close to 9 for the latter. 

In the CY results, there are differences in the preferred suitability of types, with management 

consultancy with specific industry expertise leading followed by the consultancy with 

specialization in different fields of management. 
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Q12 on where the companies look for consultants 

Three of the top five ways of looking for a consultant are common in both CY and USCAN. 

These are Ask friend, Search the internet and Ask/invite consultants to discuss. 

The other two top that feature in the CY but not in the USCAN are the advice from the 

Commerce/Industry chamber and the advice from the company’s accountant.  

The difference in the results here relates to the country different way of living. 

  

Q13 on the digital orientation of client companies 

There is a greater extent of employment of digital tools in the USCAN survey something to 

be expected as the US and Canada are considered more technology-advanced countries.   
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14.1.7 Overall assessment of all customer surveys 

The surveys clearly show how customers rank and rate important consulting characteristics 

described as hard or soft, the management areas of most interest to them, the type of 

consultancy office they would go as well as the worries they have when employing a 

consultant.  

The combination the customers seek between what we termed “hard” and “soft” 

characteristics is shown to be very balanced but in another question they are shown to put 

much greater emphasis on a consultant’s performance than on price. 

The ranking of a consultant’s characteristics are shown by the surveys to be the same or 

more or less the same in almost all the characteristics examined irrespective of the client 

company’s age, size, type of industry or whether they employed or not a consultant before 

and irrespective of country of origin examined. 

In particular to the two countries/regions for which we had survey data, that of Cyprus and 

that of the diverse and far away region of US-Canada, the similarities in the attributes that 

customers demand from consultants, are shown to occur to a great extent and degree 

though some minor in our opinion deviations exist.  

This raises an important question as to whether the management consultancy industry is 

now faced with a GLOBAL customer. Our survey comparison results show some important 

evidence. 

From the findings we generate two important diagrams: 

(a) The industry forces that shape the customer’s choice for consultancy and 

(b) The pricing diagram relates price to performance, approach and worries 

The first diagram on one page aims to describe all the issues appropriately weighed that 

come to the customer’s mind and influence the decision on the choice of consultant. The 

diagram presented shows attribute weights for Cyprus. 

The second diagram is intended to be used for price setting. The price to charge is found 

through the price-performance line the slope of which is defined by the ratio of the two and 

is taken from the survey results (ratio of the price performance combination).  

The less desirable the space (more downward) the company operates in, the less price it 

can demand and charge. 

The two diagrams are presented in the next section on overall results and comments 
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1. Are the consultancy customers Global in character with little or no differences in 

what they demand in the various countries?
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2. Are there any strategic customer groups for consultancy (in terms of 
characteristics demanded)? Should they be considered in terms of client’s size or 
type of industry?  
 
Customer profiles - Differentiation of customer groups by size 
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3. Customer profiles - Differentiation of customer groups by type of industry 
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4. What customer say in their own words that they value in consultants  

(done at the beginning of the questionnaire when the respondents are free of influence from 

the set questionnaire questions and answers) 

 

 

 

The first top consultant’s characteristics in the customers’ words are: 

Knowledge (11 mentions) 

Experience (11 mentions) 

Honesty (10 mentions) 

Integrity (5 mentions) 

Ability (5 mentions) 
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5. THE INDUSTRY FORCES SHAPING THE CUSTOMER’S CHOICE FOR CONSULTANCY (CY SCORES) 
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6. Pricing Diagram in terms of Performance, 

Approach and Worries from customer 

feedback 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pricing Diagram Explanation:  

Space “A” denotes the desired space to operate in and is defined by excellent scores in performance as well 

as excellent scores in approach. This space is identified by moving along the line with slope of what was 

found by the survey as the right combination of approach vs performance. 

Downward pull: However the degree of worries shown by arrow forces “C” pulls down the space from “A” to 

“B”. The bigger the worries the more the downward pull. 

Price setting: The price to charge is found through the price-performance line the slope of which is defined 

by the ratio of the two as measured by the survey. The less desirable the space (more downward) the 

company operates in, the less price it can demand and charge. 
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14.2 Competitor survey results 

 

Notations used in the competitor survey graphs and comments 

Prefix CY denotes results for the survey for Cypriot respondents 

Prefix UK denotes results for the survey for the UK respondents 

Prefix USCAN denotes results for the survey for US and Canadian respondents 

Prefix REST WORLD or R. WORLD or WORLD denotes results for the survey for 

respondents from other countries/regions different from the above. 

Prefix ALL WORLD or ALL denotes results from all respondents irrespective of 

country/region taken together as a survey sample 

Strategic groups for consultancies on the basis of no. of people they employ (size) 
see also Q1 comments: 
 
A=Very small firms with employees up to 10,  
B=Small firms with employees from 11 to 50  
C=Medium firms with employees from 51 to 250 
D=Big firms with employees from 251 and upwards 
All= all population of all groups 

 

Combined notations: 

Country prefix + Strategic group 

examples: 

CY-A= Cypriot group A 

UK-B= UK group B 

USCAN-C= US and Canadian group C 

REST WORLD or for short WORLD-D= Countries other than the above group D 

All-A or A-All= All countries (CY, UK, USCAN, WORLD) group A 

All-All= All countries (CY, UK, USCAN, WORLD) All groups (A, B, C, D) 
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14.2.1 Competitor survey results in graphs 

Q1: What are the staff numbers of your firm? 

Q1 aims to show the existence of clearly defined strategic groups in terms of the numbers of 

employees. 
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Q2: Which customers does your firm serve? 

Q2 aims to show whether the different strategic groups target different sizes of customers and if so, 

which type? 
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Q3: Which of the statements below best describes your firm  

(Degree of Multi-disciplined)? 

Q3 aims to identify fields of services offered by different strategic groups 
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Q4: How would you describe your firm's office in terms of the following regarding size and location? 

Q4 aims to find whether size and location centrality is connected with specific groups as well as to 

identify which office sizes relate to the various strategic groups 
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Q4 also aims to identify which office sizes relate to the various strategic groups  
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Q5: Provide the number of customers at home and abroad 

Q5 aims to establish a connection of this important issue with the different strategic groups 
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Q6: Provide your firm's years of operations with home and foreign customers 

Q6 aims to establish a connection of this important issue with the different strategic groups 
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Q7: For each of the following sizes of your customers, indicate its percentage in terms of your total 
customers 
Q7 aims to establish a possible connection of customer size with the different consultancy strategic 
groups. 

 

34%

28%

18%

20%

CY - Customer sizes for all 
consultancy groups

CY-all Very small

CY-all Small

CY-all Medium

CY-all Big

41%

27%

17%

15%

CY - Customer sizes for consultancy 
group A

CY-A Very small

CY-A Small

CY-A Medium

CY-A Big

14%

34%

14%

38%

CY - Customer sizes for consultancy 
group B

CY-B Very small

CY-B Small

CY-B Medium

CY-B Big

15%

20%

40%

25%

CY - Customer sizes for consultancy 
group D

CY-D Very small

CY-D Small

CY-D Medium

CY-D Big

21%

22%

23%

34%

UK - Customer sizes for all 
consultancy groups

UK-all Very small

UK-all Small

UK-all Medium

UK-all Big

23%

23%
24%

30%

UK - Customer sizes for consultancy 
group A

UK-A Very small

UK-A Small

UK-A Medium

UK-A Big

0%

32%

23%

45%

UK - Customer sizes for consultancy 
group B

UK-B Very small

UK-B Small

UK-B Medium

UK-B Big

0%0%10%

90%

UK - Customer sizes for consultancy 
group D

UK-D Very small

UK-D Small

UK-D Medium

UK-D Big



77 
 

 

 

 

 

UK-A Very small

UK-B Very small

4%
12%

17%

67%

USCAN - Customer sizes for all 
consultancy groups

USCAN-all Very small

USCAN-all Small

USCAN-all Medium

USCAN-all Big

8%

13%

18%61%

USCAN - Customer sizes for 
consultancy group A

USCAN-A Very small

USCAN-A Small

USCAN-A Medium

USCAN-A Big

9%0%
10%

81%

USCAN - Customer sizes for 
consultancy group B

USCAN-B Very small

USCAN-B Small

USCAN-B Medium

USCAN-B Big

0%0%0%

100%

USCAN - Customer sizes for 
consultancy group C

USCAN-C Very small

USCAN-C Small

USCAN-C Medium

USCAN-C Big

22%

13%

13%

52%

USCAN - Customer sizes for 
consultancy group D

USCAN-D Very small

USCAN-D Small

USCAN-D Medium

USCAN-D Big

9%

20%

17%

54%

REST WORLD - Customer sizes for 
consultancy group D

WORLD-all Very small

WORLD-all Small

WORLD-all Medium

WORLD-all Big

10%

28%

21%

41%

REST WORLD - Customer sizes for 
consultancy group A

WORLD-A Very small

WORLD-A Small

WORLD-A Medium

WORLD-A Big

0%0%0%

100%

REST WORLD - Customer sizes for 
consultancy group B

WORLD-B Very small

WORLD-B Small

WORLD-B Medium

WORLD-B Big

20%

21%

19%

40%

All WORLD - Customer sizes for all 
consultancy groups

All-all Very small

All-all Small

All-all Medium

All-all Big

24%

21%

19%

36%

ALL WORLD - Customer sizes for 
consultancy group A

All-A Very small

All-A Small

All-A Medium

All-A Big

10%

24%

15%

51%

All WORLD - Customer sizes for 
consultancy group B

All-B Very small

All-B Small

All-B Medium

All-B Big

0%0%0%

100%

All WORLD - Customer sizes for 
consultancy group C

All-C Very small

All-C Small

All-C Medium

All-C Big

17%

14%

23%

46%

All WORLD - Customer sizes for 
consultancy group D

All-D Very small

All-D Small

All-D Medium

All-D Big



78 
 

Q8: What is your firm estimated market share? 
Q8 aims to associate market share with the different consultancy strategic groups. 
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Q9: What would you be inclined to do if a new consulting firm from home or abroad appears to be 
gaining market share of some significance to you? 
Q9 aims to associate a number of retaliation measures with consultancy’s strategic groups. It also 
seeks to find out the degree of inclination for retaliation for each strategic group. 
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Q9 continued 
 

 

0

0

0

0

13

12

0

1

5

1

3

1

2

2

0

0

5

3

2

0

25

18

5

2

0 5 10 15 20 25 30

CY-all

CY-A

CY-B

CY-C

CY-D

CY - Retaliation measures by strategic group

Responses

Other

Nothing

Lower price & other
measures

Other measures

Lower price 0

0

0

0

13

10

2

1

1

1

0

0

6

6

0

0

1

1

0

0

21

18

2

1

0 5 10 15 20 25

UK-all

UK-A

UK-B

UK-C

UK-D

UK - Reataliation measures by strategic group

Responses

Other

Nothing

Lower price & other
measures

Other measures

Lower price

0

0

0

0

0

7

7

0

0

0

3

2

0

0

1

7

5

1

0

1

8

6

1

1

0

25

20

2

1

2

0 5 10 15 20 25 30

USCAN-all

USCAN-A

USCAN-B

USCAN-C

USCAN-D

USCAN - Reataliation measures by strategic group

Responses

Other

Nothing

Lower price & other
measures

Other measures

Lower price
0

0

0

2

2

0

0

0

0

0

0

0

3

2

1

5

4

1

0 1 2 3 4 5 6

WORLD-all

WORLD-A

WORLD-B

WORLD-C

WORLD-D

REST WORLD - Reataliation measures by 
strategic group

Responses

Other

Nothing

Lower price & other
measures

Other measures

Lower price

0

0

0

0

0

35

31

2

0

2

9

4

3

0

2

15

13

1

0

1

17

12

4

1

0

76

60

10

1

5

0 20 40 60 80

All

A-all

B-all

C-all

D-all

ALL WORLD - Reataliation measures for the all 
responses by strategic group

Responses

Other

Nothing

Lower price & other
measures

Other measures

Lower price



81 
 

Q10: Provide the number of positive and negative reviews received from customers for the last 2 
years 
Q10 aims to identify a possible connection between positive reviews and strategic groups. 
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Q11: How does your firm arrange to discuss with clients the goals and approach of the consultancy 
project at the very start? 
Q11 aims to relate approach to strategic groups as part of a two-step process (Q11: 1st step – 
Approach1). 
 
Approach1 as an overall WA rating 
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Q11: Another representation of approach1 by each type of initial approach 
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Q12: Before formulating the goals of a consultancy project, which of the following best describes 
what you do? 
Q12 aims to relate approach to strategic groups as part of a two-step process (Q12: 2nd step – 
Approach2). 
 
Approach2 as an overall WA rating 
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Q12: Another representation of approach2 by how they assess the goals of the project 

 

15

11

4

0

5

4

0

1

5

3

1

1

25

18

5

2

0 5 10 15 20 25 30

CY-all

CY-A

CY-B

CY-C

CY-D

CY - Types of approach2 by strategic group

Responses

Other

Tender/Contract

Preliminary audit

16

14

1

1

3

2

1

0

2

2

0

0

21

18

2

1

0 5 10 15 20 25

UK-all

UK-A

UK-B

UK-C

UK-D

UK - Types of approach2 by strategic group

Responses

Other

Tender/Contract

Preliminary audit

13

12

0

1

0

7

3

2

0

2

5

5

0

0

0

25

20

2

1

2

0 5 10 15 20 25 30

USCAN-all

USCAN-A

USCAN-B

USCAN-C

USCAN-D

USCAN - Types of approach2 by strategic group

Responses

Other

Tender/Contract

Preliminary audit

3

2

1

2

2

0

0

0

0

5

4

1

0 1 2 3 4 5 6

WORLD-all

WORLD-A

WORLD-B

WORLD-C

WORLD-D

REST WORLD - Types of approach2 by strategic 
group

Responses

Other

Tender/Contract

Preliminary audit

47

39

6

1

1

17

11

3

0

3

12

10

1

0

1

76

60

10

1

5

0 20 40 60 80

All

A-all

B-all

C-all

D-all

ALL WORLD - Types of approach2 by strategic 
group

Responses

Other

Tender/Contract

Preliminary audit



86 
 

Q13: Are the clients permitted to make changes to the deliverables they agreed with you initially 
without any economic implications for them? 
Q13 aims to relate flexibility to strategic groups as part of a two-step process (Q13: 1st step – 
Flexibility1, Q14:  2nd step – Flexibility2). 
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Q14: To what degree would you as a firm, be willing to change your recommendations from what 
you think they should be, in order to cater for the following 
Q14 aims to relate flexibility to strategic groups as part of a two-step process (Q14: 2nd step – 
Flexibility2, Q13:  1st step – Flexibility1). 
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Q15: What is the maximum response time prescribed by your firm for the following? 
Q15 aims to relate response times to strategic groups 
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Q16: Does your firm have an automatic telephone answering system or does it instead have a 
human operator to answer the clients' calls? 
Q16 aims to relate the incorporation of the human factor as reflected in the answering system of the 
firm to the different strategic groups. 
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Q17: Rate realistically and to your best estimate how well your firm is doing at the following (see 
survey question): 
Q17 aims establish the degree of various consultancy's visibility measures in the different strategic 
groups. 
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14.2.2 Comments on the competitor survey results 

Q1: What are the staff numbers of your firm in the following categories?  

 
Q1 aims to show the existence of clearly defined strategic groups in terms of 
the numbers of employees. 

 

 
Strategic groups:  
A=Very small firms with employees up to 10,  
B=Small firms with employees from 11 to 50  
C=Medium firms with employees from 51 to 250 
D=Big firms with employees from 251 and upwards 
 
These groups are shown clearly distinguished by the results of the survey. 

 

 
Group B - the small companies has on average about 10 times more 
employees than group A - the very small companies, group C 10 times that 
of group B and the bigger consultancies in strategic group D 10 times that of 
group C. 

 

 

Q2: Which customers does your firm serve? 
 
Q2 aims to show whether the different strategic groups target different sizes of 
customers and if so, which type? 
 
All strategic groups aim mostly at all customers. 
Next in ranking for their targeting comes the big customer and the industry 
specific niche customer with the rest of the customer types following closely. 

 

Q3: Which of the statements below best describes your firm? 
 
Q3 aims to identify the areas of services offered by the different strategic 
groups. 
 
Multi-disciplined consultancy describes the firm that provides management 
consultancy plus services in accounts-audit or legal or finance. 
The sample of the survey for the UK had none such firm while for USCAN very 
few (5% for group A -Small firms). 
By contrast, the survey sample for CY had a multi-discipline content of 100% 
for the big D firms, 80% for the small B firms and 11% for the very small A 
firms. 
 
The type of service most possessed by consultancies appears to be 
Management Consulting with Expertise in the Fields of Management like 
strategy, operations, etc. The next two types but considerably less offered 
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except for CY consultancies are management consulting with industry-specific 
expertise and management consulting in general management.  

 
 

Q4: How would you describe your firm's office in terms of the following? 
 
Q4 aims to identify the office building characteristics relating to the various 
strategic groups. 
 

The bigger consultancies have larger offices, an expected logical fact. 
 
It appears that many big consultancies have their own building, but some of the 
smaller firms also stated to possess their own building.  
 
The majority of the very small firms, strategic group A, use part of a building 
with space area less than 100 sq. m. 
 
Q4 also aims to find out whether Location centrality is connected with specific 
groups. 
 
Though a greater percentage of the big consultancies D and C have their 
offices at a central position, centrality of location is also found in some of the 
very small firms A as well as in small firms B.  

 

Q5: Provide the number of customers at home and abroad            
 
Q5 aims to establish a connection of this important issue with the different 
strategic groups. 
 
Overall the number of home and foreign customers are in line with the size of 
the consultancy and, therefore, its strategic group. The bigger the firm, the 
more customers it has both home and abroad. 
 
One point worth noticing is the result that the Very small consultancy in all 
countries/regions had much fewer foreign customers than local customers. All 
other groups seemed to have more or at least roughly the same numbers. 
 

 

Q6: Provide your firm's years of operations with home and foreign 
customers 
 
Q6 aims to establish a connection of this important issue with the different 
strategic groups. 
 



98 
 

For all and especially for CY and the UK, the bigger consultancies in strategic 
groups D and B (for C no data) have much more years of operations both with 
local as well as with foreign customers. 
 
Again it is noticed that the very small consultancy group A have fewer years in 
operations with foreign customers in line with the preceding section findings. 

 
 

Q7: For each of the following sizes of your customers, indicate its 
percentage in terms of your total customers 
 
Q7 aims to establish a possible connection of customer size with the different 
consultancy strategic groups. 
 
For all the countries/regions in each survey sample, there was an adequate 
percentage of each customer category except for the "rest of the world" region 
where the number of respondents were few. 
 
In general the bigger consultancies have more big customers; group D and C 
have more big customers than A and B. 
 
The Very small A and the Small B strategic groups are not out of the game for 
the big customers and seemed to manage to obtain a considerable number of 
them. 

 

Q8: What is your firm estimated market share?                                       
 
Q8 aims to associate market share with the different consultancy strategic 
groups. 
 
Market share may be said that is in line with the size of the consultancies. 
Thus, strategic group D has many times the market share of the smaller firms. 

 

Q9: What would you be inclined to do if a new consulting firm from home 
or abroad appears to be gaining market share of some significance to 
you? 
 
Q9 aims to associate a number of retaliation measures with consultancy 
strategic groups. It also seeks to find out the degree of reactiveness (inclination 
for retaliation) for each strategic group. 
 
Some interesting findings: 

The bigger consultancies are more likely to retaliate. 

None will retaliate by reducing prices. 
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Very few will do so by both taking other measures and lowering prices. 

The big majority will retaliate by taking other measures. 
 

Q10: Provide the number of positive and negative reviews received 
from customers for the last 2 years 
 
Q10 aims to identify a possible connection between positive reviews and 
strategic groups. 
 
The bigger consultancies as expected, are doing a lot better at the 
positive reviews than the rest of the groups. 

All groups have but a minor number of negative reviews. 
 

Q11: How does your firm arrange to discuss with clients the goals 
and approach of the consultancy project at the very start 
(Approach1)? 
 
Q11 and Q12 aim to relate approach to strategic groups as part of a two-
step process (Q11: 1st step – Approach1, Q12: 2nd step – Approach2). 
 
Q11 shows that overall there is no significant differentiation on approach1 
for the different strategic groups. 
In all the surveys by far the most used method is the one that the 
consultancy’s CEO or top managers visit the clients at their premises to 
start the process. This visit at the clients’ premises is shown right for all 
groups, but group D will send its consultants not necessarily its top people.  

 

Q12: Before formulating the goals of a consultancy project, which of 
the following best describes what you do (Approach2)? 
 
Q11 and Q12 aim to relate approach to strategic groups as part of a two-
step process (Q11: 1st step – Approach1, Q12: 2nd step – Approach2). 
 
Q12 shows that overall the larger firms D scored lower at approach2 than 
the rest of the groups and the Small firm B a little lower than the Very 
small A. However this finding is weak and not consistent when examining 
individual countries. 
In all the surveys, the most used method to formulate the goals of the 
project is by far the preliminary audit. This is shown true for all groups 
except the larger consultancies in group D that for them the preferred 
method is to keep in conformity with what the contract/tender stipulates. 
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Q13: Are the clients permitted to make changes to the deliverables they 
agreed with you initially without any economic implications for them? 
 
Q13 aims to relate flexibility to strategic groups as part of a two-step process 
(Q13: 1st step – Flexibility1, Q14:  2nd step – Flexibility2). 

With the exception of CY consultancies,  
Small firms B show more flexibility1 than the Very small A. 

Big firms D show less flexibility1 than the Very small A and the Small B. 
 
For CY consultancies, the Large firm D demonstrates significantly more 
flexibility than the rest of the groups. 
 
 

 

Q14: To what degree would you as a firm, be willing to change your 
recommendations from what you think they should be, in order to cater 
for the following 
 
Q14 aims to relate flexibility to strategic groups as part of a two-step process 
(Q14: 2nd step – Flexibility2, Q13: 1st step – Flexibility1). 
 
Willingness to adopt recommendations to fit customer special circumstances 
and needs received slightly higher scores. 
 
The larger consultancies, strategic group D, in all countries/regions, scored 
higher on all flexibility2 measures, something that was thought otherwise 
before the survey. 

 

Q15: What is the maximum response time prescribed by your firm for 
the following 
 
Q15 aims to relate response times to strategic groups. 
 
Emphasis on prompt responses both for providing answers by phone and for 
arranging meetings appears to be a practice adopted by all groups. 

 

Q16: Does your firm have an automatic telephone answering system or 
does it instead have a human operator to answer the clients' calls? 
 
Q16 aims to relate to the incorporation of the personal approach in the firm’s 
responses as reflected in the answering system of the firm to the different 
strategic groups. 
 



101 
 

Answering phones directly by team members appears to be a dominant 
practice in all strategic groups. 

 

Q17: Rate realistically and to your best estimate how well your firm is 
doing at the following (see survey question) 
 
Q17 aims to establish the degree of various consultancy's visibility measures in 
the different strategic groups. 
 
The overall ranking in importance also showing their overall WA rating next to 
them: 
1. Reviews (7.25) 
2. Website (6.37) 
3. Physical presence (6.18) 
4. Corporate Social Responsibility (6.17) 
5. Social Media (4.72) 
6. Web ads (3.83) 
 
Worth noticing is the following:  
 
In the UK, CSR and Social Media receive less attention than the rest of the 
visibility measures whereas Web ads are far less used both in UK and 
USCAN. 
For the UK Reviews and Website scored higher than in the rest of the 
groups.  
Reviews are predominant in the UK and USCAN while in CY they received 
their lowest scores. 
For all except CY, Web Ads receive by far the lowest attention. 
For CY, Physical appearance and Web Ads receive higher attention than in 
the rest of the countries/regions. 



i 
 

Appendices: 
 

Printed form: 

Appendix A - Customer survey questionnaire 

Appendix B - Competitor survey questionnaire 
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