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EXECUTIVE SUMMARY

A wide range of enterprises have created or supported internal groups that provide professional
services of a consultative nature for the enterprise itself. Although the service offerings vary widely,
internal groups share important characteristics; they are oftentimes considered "internal consulting
organizations" by the enterprise and their clients.

Internal consulting groups provide many services that are comparable to those offered by external
consulting organizations. Nevertheless, generally speaking, widely accepted operating models and
business strategies of external consultancies are not relevant to many of the concerns of internal
consulting groups. Additionally, due to their focus on the company they serve, internal groups often
have few opportunities to develop relationships with their counterparts working in similar
organizations within other companies. This leaves an experiential knowledge gap that, if harnessed,
could be leveraged to optimize the internal consulting groups’ value.

Objective

Internal consulting organizations operate within some of the largest and most respected global
corporations. Although they may have very different charters and provide a wide range services,
these groups contemplate many of the same points (e.g., size and structure, service offerings, value
articulation, etc.) as they set their strategies and execute their daily activities. What is taken into
account when strategic and operational decisions are being made? These decisions would be
enhanced by sharing information and insights with peers in comparable organizations. To date, this
data source has been underutilized.

Satori Consulting, Inc. was engaged to explore the value of leadership level-interaction across
internal consulting organizations, identify internal consulting leadership peers in various
organizations, and facilitate information sharing.

Based on sponsor input, three primary focal points were established to focus efforts on what was
deemed to be important to internal consulting groups:

e Value Proposition and Assessment: What results are they expected to achieve? What services are
offered? How do they articulate the value that they deliver (i.e., quantitatively, qualitatively)?

e Relationship Development and Management: How are internal services groups positioned within
their companies? How do they interact with their client base and other external parties? How do
they source and maintain their support (i.e., internal backing and sponsorship)?

e Size and Structure: How are internal consulting groups structured? What reporting relationships
are in place and why? What is the optimal staff makeup and why?

The primary objective of Stage 1 of this initiative was to collect information relevant to these points
and synthesize it to create useable data regarding the range of structures, business models,
operations, services and value propositions in use by internal services peers. The secondary
objective of Stage 1 was to achieve a level of common understanding and insight to frame
subsequent Stages, providing context and scope for more detailed and more specifically focused
analysis.

Approach

Representatives from seventeen companies and twenty different internal consulting services groups
across a variety of industries participated in the information sharing exercise. The selected
companies were large multinational corporations, with average annual revenues typically ranging
from $1,500mm to $15,000mm, and employees numbering between 40,000 and 356,000.
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Information gathering occurred in person or via telephone interview, guided by a rigorous protocol.
Also, a Peer Network session was conducted, through which the above mentioned topics were
explored interactively.

Results & Analysis

As internal consulting services groups operate within a spectrum of different organizational contexts,
unsurprisingly, the organizational structures of these groups vary. This report does not set out to
recommend a universally 'optimal' business model for internal consulting groups, but rather
identifies a set of interrelated operating levers and parameters that impact a group's decisions
regarding operations and structures, in the context of their roles and responsibilities.

4

It should be noted that this report covers the first stage of the initiative. The final number of “stages’
remains unknown; nonetheless, subsequent stages are anticipated during which the group would
focus on more specific topics.

Presentation of Our Findings

In this report, we have arranged our findings as described below for greater clarity. Initial sections
present an overview and high level analysis of the entire data pool; whereas the sections following
provide supporting evidence, arguments and data.

¢ Internal Consulting Group Topography: The topography graphic displays the distribution of all the
participating groups when charted with respect to the range of work focus /project types (Y axis),
and the range of service offering types (X axis) encountered during the study. Data elements such
as group size, the presence of an engagement methodology, and the presence of cost based
metrics are indicated as well.

e Business Models: From the group data, we define six distinct business model typologies, and
describe them in terms of value proposition/assessment, relationship development/ management,
and size/structure. Noting that some companies span important elements of more than one
model: thus we identify participant groups that employ aspects of each model to a noticeable
degree.

e Business Model Levers: For each business model, the organizational and operational levers that
influence the implementation of the business models are examined, and the preferred
configuration identified.

e Study Observations: Group data, business model aspects, and business model levers are
synthesized into 'Observations' summarizing the most prevalent findings. These are detailed
further in the remainder of the report, supported with examples groups and evidence, as well as an
analysis of implications and conclusions. The findings support eight Observations addressing the
following topics:

- Observation #1 - Type of Work

- Observation #2 - Group Size, Service Offerings and Positioning
- Observation #3 - Methodology and Metrics

- Observation #4 - Group Composition and Skill Mix

- Observation #5 - Project Origin and Sponsorship

- Observation #6 - Client Engagement Management

- Observation #7 - External Vendor Relationships

- Observation #8 - Approaches to Measurement

e Appendix: Please note that the appendix contains data useful for reference or further inquiry,
including the Key Questions explored during Stage 1.
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Study Participants

The companies participating in this study are anonymous in this report, and are referenced
throughout this document by Company numbers and group names as below. The table below is
provided for cross-reference purposes. Additional information on each company and group can be

found on page 36, Participant Company Profile Data.

Participant Industry Group Focus

Company #1 Insurance Management Consulting

Company #2 Consumer Products Corporate Affairs

Company #3 Pharmaceutical Research and Organizational Effectiveness

Company #4a Information Technology Workforce Research

Company #4b Information Technology Strategy and Change Management

Company #5 Banking Internal Consulting Services

Company #6 Consumer Products Organizational Effectiveness

Company #7 Insurance Business Support Services

Company #8 Pharmaceutical Talent Management and Organizational
Effectiveness

Company #9 Retail Brokerage Corporate Technology Program Management

Company #10a Retail Brokerage Reengineering and Technology Services

Company #10b Retail Brokerage Risk and Systems Management

Company #11 Media - Broadcasting Six Sigma

Company #12 Consumer Products Organizational Management Development

Company #13 Pharmaceutical Organizational Effectiveness & Consulting Services

Company #14 Media - Film and Video People Development

Company #15 Retail - Toys and Games Organizational Effectiveness

Company #16 Retail Brokerage Education and Development

Company #17a Pharmaceutical Organizational Development

Company #17b Pharmaceutical Organizational Development
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INTERNAL CONSULTING GROUP TOPOGRAPHY

The Internal Consulting Group Topography charts the distribution of the participating groups with
respect to their position along the range of work focus /project types (Y axis), and the range of
different service offerings (X axis). Group size, the presence of an engagement methodology, and
the presence of cost based metrics are indicated as per the legend.

Y axis = Primary work
focus/ project types

Organizational / Human

Resource Development

* Projects center around
implementation of
corporate OD / HR
mandates, processes
and programs

Organizational Effectiveness

4

#4

@ #17a
[5)

#14 #16 #15
© o o

Legend

@ Company

© Havean engagement
methodology

©  Have cost based
metrics
O GroupSize 1 -9

Group Size 10 - 20

O Group Size 21 - 30+

* Projects center around
implementation of corporate
strategic initiatives and the
resulting business
requirements

Revenue Generation / Cost
Effectiveness

* Projects focus on revenue
production or cost savings
for business clients and
themselves (these groups
often chargeback to clients
for services)

#12 48
® o O
8 #17b
0
#3
. #6 #13
#10b
#10a Q@
©°®
#9 #11
©
#5 #4

»
>

Definite / Specialized Set of
Service Offerings

Ad Hoc / Broad Range of
. Senice Offerings

Xaxis = Range of
Service offerings

* Group specializes in specific
service offerings, often
related to driving change and
development programs

¢ Group performs a wide
spectrum of services to
meet business
requirements, often

including ad hoc projects

Y Axis Explanation and Examples

The Y axis is not intended to represent a continuum, but rather displays three distinct categories of
work focus / project types that the groups in the study tended towards. A group's placement on the
chart can be somewhat fluid with respect to work focus, particularly over time, or during
organizational transitions.

e For instance, groups that perform work under an OD / HR mandate (plotted in the far upper left
quadrant), could find themselves performing more in an OE capacity in certain business or
organizational circumstances, such as a merger or acquisition.

e Some groups in the OE band likewise can tend upwards towards OD / HR expertise, when
implementing certain strategic corporate initiatives, or in response to organizational resource
constraints. These groups can also tend downwards towards revenue generation / cost reduction
work as required by the business or organization.

CONSULTING
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e Groups focused on revenue generation and cost reduction are placed at the bottom of the Y axis in
this topography. These groups often perform a great deal of OE-type work, however the primary
focus of projects is still on return-on-investment, cost-savings, or defined benefits realization.
Although they may provide business strategy planning and process improvement services for OD /
HR counterparts or clients, it is less likely for these groups to tend towards developing or
maintaining an OD / HR capability or expertise.

X Axis Explanation and Examples

The X axis represents the range of the breadth of a group's service offerings from 'specialists' in a
dedicated set of services (left end of the X axis), to 'generalists' who perform a broad spectrum of
services offerings depending on business requirements (right end of the X axis).

e Groups on the far left of the X axis often have a particular specialization or expertise related to
driving change and development programs across an enterprise.

e Groups on the far right of the X axis often have developed a range of services or capabilities, and
will scope consulting projects collaboratively with clients, so as to address specific problems or
opportunities. These groups will require a larger critical mass of staff and will deploy an explicitly
results-focused measurement architecture.

-y
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BUSINESS MODEL DESCRIPTIONS & COMPANY EXAMPLES

This section outlines the major business model typologies found in interview data and identifies
examples of the groups that employ aspects of these models. Some companies span important
elements of more than one model and will be referenced multiple times.

Business Model #1 - Methodology Based Model

e Value Proposition and Assessment: These groups can articulate the value of their work, through
both quantitative (e.g., cost reduction, cycle time reduction, profit improvement) and qualitative
(e.g., project priority, impact, and opportunity) means.

e Relationship Development and Management: Groups in this model have formal engagement
and/or project management methodologies either currently in place or planned for near-term
implementation. They often have toolkits and templates used uniformly across projects.

e Size and Structure: These are often large centralized groups led by individuals who have done
significant up-front theory based planning around engagement methodology. They require a
position within the group that maintains, updates, and provides ongoing education for those using
the methodology.

e Company Examples: Company #11, Company #7, Company #9, Company #6, Company #2

Business Model #2 -Empowered HR Generalists (with OE skills) Model

e Value Proposition and Assessment: If value is tracked, it is usually via customer satisfaction
survey results.

e Relationship Development and Management: These groups leverage the HR generalists or
divisional representatives when managing the expectations of clients. This is not necessarily a
proactive model of client engagement - more ad hoc project work may happen autonomously with
less oversight from senior level HR or OE management.

e Size and Structure: Groups in this model tend to be decentralized, 'hub and spoke' structures.
They will often include HR generalists located within the business divisions, who operate as point-
of-need OE specialists. These groups often have rotational programs, change programs and/or
tool sets to assist the HR generalists.

e Company Examples: Company #17a, Company #8, Company #14 (to some degree), Company #12
(to some degree)

Business Model #3 - HR Initiative-based model

e Value Proposition and Assessment: These groups define, document and report their value often in
terms of the yearly strategic objectives for the HR initiatives they own.

e Relationship Development and Management: These groups usually fall under the HR purview and
have responsibility for cross-divisional HR processes.

e Size and Structure: These groups define their operating goals based on corporate HR initiatives.
Often their top priorities will be projects arising from their work around implementing core HR
processes (e.g., training, performance management, PeopleSoft HR implementation).

e Company Examples: Company #14, Company #12, Company #15, Company #8, Company
#16

Business Model #4 - Strategic Initiative-based Consulting model

e Value Proposition and Assessment: These groups define, document and report their value often in
terms of the yearly strategic objectives for the initiatives they own.

e Relationship Development and Management: These groups are usually in direct contact with the
highest levels of corporate leadership, and have responsibility for cross-divisional processes.
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e Size and Structure: These groups define their operating goals based on corporate strategic
initiatives.

e Company Examples: Company #13, Company #3, Company #6, Company #17b

Business Model #5 - Leadership Pipeline (rotational program) model

e Value Proposition and Assessment: The value of these groups usually incorporates metrics around
performance of the leadership program.

e Relationship Development and Management: These groups tend to have more formalized
processes for managing client expectations.

e Size and Structure: Groups in this model recruit their staff based on leadership potential. At
minimum, part of their structure is dedicated to the administration of 'consultant' development,
and they tend to operate rotationally.

e Company Examples: Company #5, Company #11

Business Model #6 - Metrics (financial results) Model

e Value Proposition and Assessment: Groups that follow this model either must show an operational
“profit” or break-even financially. They tend to have very specific success measures and metrics.

e Relationship Development and Management: These groups are usually in direct contact with the
highest levels of corporate leadership. They also tend to have formal documentation, tracking and
reporting processes (reporting upward at a minimum, but usually back to the client as well).

e Size and Structure: These groups focus on recruiting heavily experienced and/or degreed
individuals. Most of their staff have experience working in a “profit-center” model, either within a
business unit or as an external consultant.

e Company Examples: Company #1, Company #10 (both groups), Company #11, Company #7,
Company #9, Company #4b and Company #5 (to some degree)

-y
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BUSINESS MODEL LEVERS

This section examines the configuration of organizational and operational levers that influence the
optimal implementation of the business models described in the previous section.

Business Model #1 - Methodology Based Model

This model best applies if your group is expected to transfer consulting skills across your group,
business clients or 3rd parties and:

e deliver consistency of service to clients while using a large pool of fungible staff with less
experience (e.g., 0 to 5 years)
e empower line clients with consulting skills

The optimal configuration of organizational and operational levers required to implement this model:
Model 1 Methodology Based Model

Lever Optimal Placement

small (1+) large (30+)

Group Size

M

single Fx cross corporation

M

Scope of Influence

none, common single/formal

Methodology

M

specialists generalists

M

Degree of Specialization

definite/narrow ad hoc/broad

Range of Service Offerings

M

business managers D-Level C-Level

M

Level of Executive Support

centralized decentralized/deployed

Organizational Placement

Organizational Reporting HR / Finance / Cther Corporate Function / Any*

|
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Business Model #2 - Empowered HR Generalists (with OE skills) Model

This model is particularly relevant if your group is expected to:

e maintain a broad, cross division focus with limited Organizational Effectiveness resources (i.e., due
to downsizing or new business acquisitions)
e rely on non-OE resources to perform organizational consulting work within business divisions

The optimal configuration of organizational and operational levers required to implement this model:

Model 2

Lever

Empowered Generalists

Optimal Placement

Group Size

Scope of Influence

Methodology

Degree of Specialization

Range of Service Offerings

Level of Executive Support

Organizational Placement

Organizational Reporting

11

small (1+) large (30+)

M

single Fx cross corporation

M

single/formal

.

none, common

specialists generalists

M

definite/narrow ad hoc/broad

M

business managers D-Level C-Level

M

centralized decentralized/deployed

- ]

HR / Finance / Other Corporate Function®

© Satori Consulting |All Rights Reserved
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Business Model #3 - HR Initiative-based Model
This model is particularly relevant if your group is expected to:

e build and implement human resource and human capital development programs / processes in
the business divisions

e standardize, own, and maintain human resource and human capital development programs /
processes across multiple business divisions

The optimal configuration of organizational and operational levers required to implement this model:

Model 3 HR Initiative

Lever Optimal Placement

small (1+) large (30+)

Group Size

M

single Fx cross corporation

Scope of Influence

M

none, common single/formal

Methodology

M

specialists generalists

M

Degree of Specialization

definite/narrow ad hoc/broad

Range of Service Offerings

M

business managers D-Level C-Level

Level of Executive Support

M

centralized decentralized/deployed

M

Organizational Placement

Organizational Reporting HR* / Finance / Other Corporate Function

-y
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Business Model #4 - Strategic Initiative-based Consulting Model
This model is particularly relevant if your group is expected to:

e implement corporate business strategies globally
e scope project work in collaboration with business clients, and respond to resulting variable service
needs

The optimal configuration of organizational and operational levers required to implement this model:

Model 4 Strategic Initiative
Lever Optimal Placement
small (1+) large (30+)

Group Size

cross corporation

Scope of Influence

none, common single/formal

Methodology

M

specialists generalists

M

Degree of Specialization

definite/narrow ad hoc/broad

Range of Service Offerings

- ]

business managers D-Level C-Level

Level of Executive Support

M

centralized decentralized/deployed

- ]

Organizational Placement

Organizational Reporting HR / Finance / Other Corporate Function®

|
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Business Model #5 - Leadership Pipeline (rotational program) Model

This model is particularly relevant if your group is expected to develop and provide experience to
future line leaders for the business organization

The optimal configuration of organizational and operational levers required to implement this model:

Model 5 Leadership Pipeline
Lever Optimal Placement
small (1+) large (30+)

Group Size

M

single Fx cross corporation

Scope of Influence

M

none, cormimon single/formal

M

Methodology

specialists generalists

Degree of Specialization

M

definite/narrow ad hoc/broad

Range of Service Offerings

M

business managers D-Level C-Level

M

Level of Executive Support

centralized decentralized/deployed

Organizational Placement

Organizational Reporting HR* / Finance / Other Corporate Function

|
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Business Model #6 - Metrics (financial results) Model

This model is particularly relevant if your group is expected to:

e deliver return-on-investment (ROI) or cost-savings to client
e achieve financial “break-even” or profit

The optimal configuration of organizational and operational levers required to implement this model:
Model 6

Lever

Metrics

Optimal Placement

15

Group Size

Scope of Influence

Methodology

Degree of Specialization

Range of Service Offerings

Level of Executive Support

Organizational Placement

Organizational Reporting

smatl (1+) large (30+)

M

single Fx cross corporation

M

none, common single/format

M

specialists generalists

M

definite/narrow ad hoc/broad

M

business managers D-Level C-Level

M

centralized decentralized/deployed

HR / Finance* / Other Corporate Function

|
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SUMMARY OF STUDY OBSERVATIONS

Analyzing the data collected around the Key Questions?, the project team made the following specific
observations. When referenced below, a 'small group' is considered to have fewer than ten
employees, and a 'large group' refers to those nearing thirty or more employees.

Observation #1 - Type of Work
Work / projects taken on by the groups generally fall into three broad categories:

1. Groups that focus on work related to the advancement of an organizational development
mandate, including leadership development and change enablement.

2. Groups that perform a spectrum of service offerings. Some of these groups define their work
in terms of corporate strategic initiatives, but nearly all perform ad hoc projects based on
requirements surfaced by their business clients.

3. Groups that focus specifically on work that is driven primarily by the need to enhance
operating profit or demonstrate a particular return-on-investment (ROI).

Identified in Key Questions 2.3 and 2.4:

2.3  How are project opportunities acquired, evaluated and prioritized? (i.e., how does one
determine the ‘right’ work?)

2.4  How are projects staffed, assigned, managed and operated? (i.e., do internal consultants
participate in the whole project cycle or just certain phases?)

Observation #2 - Group Size, Service Offerings and Positioning

Internal consulting group sizes range from single sole practitioners to over thirty team members.
Generally, the large groups offer a range of services to their clients and engage with clients in a
variety of ways. By contrast the smaller groups tend to focus on one or two specific service offerings.
The large groups therefore face a unique set of issues relating to prioritization of work, branding, and
managing client expectations by determining what types of work they will and will not do. Small
groups, who are often focused on specific core processes, often have neither the luxury nor the
burden of managing client expectations around the breadth of services they offer.

Identified in Key Questions 1.3, 2.1, 2.3

1.3  How do internal consulting groups manage client expectations about what they do, and
position the group within the organization? How do internal consulting groups guide
clients to deliver the strategic corporate vision?

2.1  Whatis the purpose and mission, as well as the organizational composition (skill mixes,
background experiences, areas of expertise), of internal consulting groups? How do these
groups attract and retain top talent?

2.3  How are project opportunities acquired, evaluated and prioritized? (i.e., how does one
determine the ‘right’ work?)

1The team developed a framework of Key Questions to insure that the most useful information was
solicited from peers during data collection. Further detail on the Key Question Framework can be
found in the Appendix section of this report.

-y
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Observation #3 - Methodology and Metrics

Regardless of size, groups with specific, formal engagement methodologies tend to be in an
advantageous position regarding articulating measures of their value and their impact on the
business (often quantitative, and top-line or ROI-focused).

Identified in Key Questions 2.2, 3.1

2.2 Which internal consulting groups have a common engagement methodology and/or tool
set; how did they develop it, disseminate, support and maintain it?

3.1 How do internal consulting groups measure, define and report the value they contribute to
the client and the organization?

Observation #4 - Group Composition and Skill Mix

Groups without formal engagement methodologies are, in general, comprised of consultants with
deep expertise, knowledge of previous methodologies, and extensive consulting experience (typically
10+ years). As a result, these consultants are more flexible and can be expected to work more
autonomously than when the group is accountable for a formal organization-specific methodology.
However, when a group does not have a formal methodology, it runs the risk of a lack of consistency
across client engagements.

Identified in Key Questions 1.2, 1.3, 2.1, 2.2

1.2  How do internal consulting groups interact, get support and buy-in, and do business with
their clients and third parties?

1.3  How do internal consulting groups manage client expectations about what they do, and
position the group within the organization? How do internal consulting groups guide
clients to deliver the strategic corporate vision?

2.1  What is the purpose and mission, as well as the organizational composition (skill mixes,
background experiences, areas of expertise), of internal consulting groups? How do these
groups attract and retain top talent?

2.2 Which internal consulting groups have a common engagement methodology and/or tool
set; how did they develop it, disseminate, support and maintain it?

Observation #5 - Project Origin and Sponsorship

For most groups, the majority of work originates from corporate leadership. Some groups acquire
work both from the corporate leadership and directly from the business client. Regardless, executive
sponsorship is the key to success, and a major factor for prioritizing work. Correspondingly, when
reporting to corporate leadership, many groups make an effort to quantify and report value (e.g.,
benefits realized and ROI), as well as client satisfaction and usage tracking measures.

Identified in Key Questions 1.1, 1.2, 3.1, 3.2

1.1 How do internal consulting groups communicate and sell/present their services to
corporate leadership, their clients and external parties; and how are communications
channeled to the rest of the organization?

1.2  How do internal consulting groups interact, get support and buy-in, and do business with
their clients and third parties?

3.1 How do internal consulting groups measure, define and report the value they contribute to
the client and the organization?

3.2  What metrics do groups utilize to measure success on individual projects and as a group?

;.
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Observation #6 - Client Engagement Management

Small groups tend to participate in the initial phases of project work and pass off implementation to
the business units. Larger groups often participate in the end-to-end project lifecycle. These larger
groups generally have an administrative staffing or Team Lead position that is responsible for
making assignments from a pool of relatively fungible consultants to staff projects.

Identified in Key Questions 2.1, 2.3, 2.4

2.1  What s the purpose and mission, as well as the organizational composition (skill mixes,
background experiences, areas of expertise), of internal consulting groups? How do these
groups attract and retain top talent?

2.3  How are project opportunities acquired, evaluated and prioritized? (i.e., how does one
determine the ‘right’ work?)

2.4  How are projects staffed, assigned, managed and operated? (i.e., do internal consultants
participate in the whole project cycle or just certain phases?)

Observation #7 - External Vendor Relationships

Groups' relationships with external vendors range from developing partnerships that serve the
business client to directly competing with them for business. One group in our study manages the
external vendors' contact and interaction with the client by essentially 'subsuming' them into their
own group for the duration of their engagement. In this way, the internal consulting group operates
as the ‘prime contractor’ to the client while the third party service providers operate under the
internal consulting group's brand, identity, and methodology. It should be noted that this relationship
is supported by a formal engagement methodology.

Identified in Key Questions 1.2, 2.2

1.2  How do internal consulting groups interact, get support and buy-in, and do business with
their clients and third parties?

2.2 Which internal consulting groups have a common engagement methodology and/or tool
set; how did they develop it, disseminate, support and maintain it?

Observation #8 — Approaches to Value Measurement

Groups' approaches to measuring value contribution include tracking usage, measuring client
satisfaction (via formal surveys or informal feedback), quantifying ROl or cost savings, and
calculating consultant day rates. All the groups' leaders struggle with the pros and cons of which
variables to measure to determine culture change, impact on business, and/or ROI.

Identified in Key Questions 3.1, 3.2, 3.4

3.1 How do internal consulting groups measure, define and report the value they contribute to
the client and the organization?

3.2  What metrics do groups utilize to measure success on individual projects and as a group?

3.4  How do internal consulting groups manage their financials to clearly line up with the value
they deliver?

Open Key Questions

The data gathered during this stage was not considered to be acceptably significant to reliably
address Key Questions 1.4 and 3.3.

1.4  How do multiple internal consulting groups interact with each other across a global
organization? (i.e., virtual or physical interaction, program management office, etc.)

3.3 How are success measures tied to internal consulting groups' budgets?
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OBSERVATION #1 - TYPE OF WORK

Work / projects taken on by the groups generally fall into three broad categories:

1) Groups that focus on work related to the advancement of an organizational development mandate,
including leadership development and change enablement.

2) Groups that perform a spectrum of service offerings. Some of these groups define their work in terms
of corporate strategic initiatives, but nearly to the rule than one billion all perform ad hoc projects
based on requirements surfaced by their business clients.

3) Groups that focus specifically on work that is driven primarily by the need to enhance operating profit
or demonstrate a return-on-investment (ROI), for the business.

Key Questions 2.3 and 2.4

2.3  How are project opportunities acquired, evaluated and prioritized? (i.e., how does one
determine the ‘right’ work?)

2.4 How are projects staffed, assigned, managed and operated? (i.e., do internal consultants
participate in the whole project cycle or just certain phases?)

Example Groups & Evidence

Our survey of internal shared services groups identified a variety of group functions encompassing a
spectrum of service offerings. A given group's position with respect to the three categories of work /
project types we identified can be flexible - respondents reported that historically, their groups h