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Hodnotovy retezec poradenske

organizace

— Prodej predchazi vykonu

— Produkce sluzeb namisto
fyzického produktu

— V distribuci - chybi vstupni a
vystupni logistika

— R&D o0 znalostech nikoliv o
fyzickém produktu

— Recruitment nahrazuje
nakupovani, nakup jako

utakavy mala role

nnnnnnn
logistics
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Cinnosti poradenské organizace

Primarni ¢innosti

* Marketing

* Prodej

* Projectdesign ... s NN ommo s assie eeoc

EXISTING FIELD AND CLIENTS EVALUATIO
° Sbv d t AUDIENCE CLIENTS AP:;BZCH REASEARCH THE DATA CREATIVITY MGMT N
er da
MKTG
- Analyzadat s e s,
y (networking; RESOURCES RELATIONSHI
communicating;  PROSPECTIVE - UNCERTAINT RESULTS

ads & CLIENTS Y

* Tvorba rad promotr

* Asistence s prcTiNG rouowur
. V4
implementaci

ANALYSIS
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Cinnosti poradenské organizace

Podpurné ¢innosti
« Nabor

OTHER
KNOWLEDGE
RECRUITING HR MGMT SUPPORT
* Knowledge - ue - AcTvTES

MANAGING ICT,
m an ag e m e nt CODIFICATION LEGAL, GRAPHICS,

MKTG & SCREENING STRATEGY DEVELOPING TALENT LEADERSHIP

. Rizeni lidskych zdrojli
» Leadership a ostatni INTERVIEWING Y PERFORMANCES
podpurné funkce Lo

KNOWLEDGE (from MANAGING THE
client projects or ALUMNI NETWORK
internal studies)

STORING AND
DISTRIBUTING
KNOWLEDGE
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]I%onkurencnl strategie

poradenske orga

Strategie

« Brain consultancy
« Software-based /
consultancy

* Procedure consultan
« Grey hair consultancy-

High A )
) i Management
Software-based consultancy consultancy
\ ) as a product
Level of
codification of a (& B
consultant’s oced
solution i {1 copsubancy Management
Gy J
consultancy
Brai ( 2 as a service
g Grey hair consultancy
Low consultancy
. J
. >
No Familiarity of client's High
problem to consultant

nizace

Hodnota pro klienta (Client
value proposition)

Inovativni reseni (product
leadership)

Nizké naklady reseni
(operational excellence)

« Uzky vztah mezi klientem a
poradcem (client intimacy)

COMPETITIVE | COST LEADERSHIP DIFFERENTIATION
ADVANTAGE
Customer Operational Customer intimacy Preduct leadership
value [ excellence (Thought | ip)
propositi
Efficiency of: arketing | Creativity of:
g sales project design
Most rele t data collection customer data collection
primar y value data analysis relationship data analysis
tivities | *  2dvice management | *  advice generation
generation | |+  implementation
impleme: n
Most relevant | <"o*1ed ge | Knowled ge | Recruitment of
management: | mana gement: | creative talent
support .
sing cod g
tiviti wledge | knowled g




Outsourcing

— Outsourcing primarnich €innosti - Ano Ci ne?
— Pripadova studie EVALUESERVE
https://www.evalueserve.com/

— V ¢em je rozdil pro management firmy pfi outsourcingu
primarnich Cinnosti vs. sekundarnich?

— Jakeé jsou argumenty pro a proti outsourcingu primarnich
cinnosti

— Jaky dopad ma outsourcing primarnich Cinnosti na
poradenstvi?
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https://www.evalueserve.com/

Outsourcing

Support
activities

Firm leadership in-house ‘ Other support functions outsourced

AN

HRM (excluding recruitment): in-house

1,

e,
<%

Knowledge management: in-house

Recruitment: in-house

Marke- Project
T Sales: .
ting:in- | . design:
house h in-
ouse
house

Data
collec-
tion:
out-
sour-ced

Data
Analysis:
out-
sourced

Advice
gene-
ration:
solution
for client:
out-
sourced

Imple-
mentation
assistance
(optional):
outsourced

Client relationship
management: in-
house

Primary activities
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Business model poradenske

organizace
— A business model describes the rationale of how an

organization creates, delivers, and captures value, in
economic, social, cultural or other contexts (Business

Model Generation, Alexander Osterwalder, Yves

Pigneur, Alan Smith, and 470 practitioners from 45
countries, self published, 2010

— Business Model as the blueprint of how a company

does business (Osterwalder et al., 2005)

04.12.2020 I\/I U I\I I


https://en.wikipedia.org/wiki/Alexander_Osterwalder
https://en.wikipedia.org/wiki/Yves_Pigneur

Business model poradenske
organizace

Target customers Revenues

Customer value
proposition

Value-adding N\

activities

Organization \

T

Competences

Employee value
proposition

3
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Business model poradenske
organizace

— Zakladni prvky business modelu

— Jakou pozici bude mit poradenska firma na trhu
Cilovi zakaznici, cilovi zameéstnanci
Jakou hodnotu nabizet zakaznikim, typem poradenstvi, role poradce

— Jaké kompetence je tfeba rozvijet a vyuzivat s ohledem na

hodnotu pro zakaznika
Jaké Cinnosti (value-adding) budou vykonavany za ucelem tvorby hodnoty pro
zakaznika
Jaké kompetence jsou nutné pro uvedené aktivity
Jaka organizace muze rozvijet a zajistit poZzadované kompetence

— Jak pusobit na pracovnim trhu (jak se umistit)
Na jaké zaméstnance se zacilit s ohledem na potfebné kompetence
Jaké hodnoty nabidnout témto zaméstnanciim
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Sketching ideas

— Offering — description of the

product or service offered to The Really Big Idea Sketch Pad . E.%?é&%iﬁ-_‘e?%??f?f ______ i

customers e gt e ot . o this ’ ’
_ Customers — Who should g -------------------- people (CUSLOMET e %:::::::::::::::::::::

be the user of the offering? | S—— L S L R A _____________________
_ Value proposition - Why e

would be the offeri ng e e

T pecific knowledge
do they bring to the table?  do they bring to the table?

proposition |

valueable for the customer aiections core

competency Offerj_ng L R

— Infractructure - core

competencies, people

What type of offering is Name and describe it... Sketch it or otherwise help
envisioned? i.e. commodity, people visualize it ...
good. service, or experience?

— Financial viability

th 3 h To download and print copies of this sketch pad  visit: This work is licensed as part of the DIY Innovation Toolkit™ under @@ @
e innographer oo ] et ot/
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The business model canvas

TheBusinessModd Canvas "™

Designedby:

KeyPartners WP | KeyAdivities gi
S

What Key Activities do our Value
Propositions require?

Our Distribution Channels?
Customer Relationships?
Revenue streams?

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquiring from
partmers?

Which Key Activities do partners perform?

motivations far partnerships: ;Mcgsﬂli_eé
Optimization and econcmy Pljb::‘;:zl e
rabileim Salviy

Reduction of risk snd uncenainty

Acguisition ol particular resources and acthities Platform/Metwork

Key Resouirces

What Key Resources do our Value
Fropositions require?

Our Distribution Channels?
Customer Relationships? Revenue Streams?

types o resurces

Phiysicsl

Trtellectiial (brand patents, capyrights, dats)
Husfihan

Financial

ValuePropasitions

What value do we deliver to the customer?
Which one of our customer’s problems

are we helping to solve?

What bundles of products and services

are we offering to each Customer Segment?
Which customer needs are we satisfying?

charatteristics
Hewness
Perfarmance
Customization
“Getting the Job Done”
Diesign

Brand/Status

Price

Cot Reduction

Rigk Reduction
Aceessibility
CoveniencelUsability

Custame RdatfmaﬁpsQ

For whom are we creating value?

Who are our most Important customers?
What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?
Exarnples

Persanal scitance

Dedicated Personal Assistance

Sell-Sendice

Automated Services

Codnmiunities

Co-creation

Channhels

Through which Channels do our
Customer Segments want to be reached?
How are we reaching them now’
How are our Channels integrated?

Which ones work best? Which ones are most
cost-efficient? How are we integrating them
with customer routines?

ehanel phage:

1. Awareness: How do we raise swareness about ous company’s
products and services?

2. Evaluation: How do we help ustomens evaluste our
GTGANEABAAS Value Propositan?

3. Purchase: How di we allow Cstmens i purchase specil
produdts and servicss?

4, Delivery: How de deliver a Value Prop Lo Cusl

5. After sales: How do we provide past-purchase eustamer

suppart?

Customer Segrents

How are they integrated with the rest

of our business model? How costly are they?
Mass Market

Miche Market

Segmented

Divessilied

Multi-sided Platiormo

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?

Which Key Activities are most expensive?

s your business mare:

Cost Driven (leanest cost struciure, low price walue prapasition, MAaximurm aulomation, exlersive ousourcing)
Vialue Driver (locused on walue crestion, premium walue proposisorn

sample characteristics:

Fixed Costs {salaries, rents, uiilities)

Variahble costs

Econarnies of scale

Economies of scops.

D4.12.2020

rypes
Pasel sale
Usage fee
Subseription Fees

Licensing
Brokersge less
Advertising

RevenueStreans

For what value are our customers really willing to pay?
For what do they currently pay? How are they currently paying?
How would they prefer to pay? How much does each Revenue Stream contribute to overall revenues?

dyramic pridng

List Price Negotiation] bargaining)
Product festure dependent  Yield Management
Customer segment dependent Real-time-Market

fixed pricing

Lending/Renting/Leasing Volume depenident

wwahusinessmood generation.com

T sk b o L the Craseies Covmce  drrbusion Baes Alks 1) sraarmd Ussmas.

o @OO® ®
o mand & beraer 13 Cobaris Commane, 171 Sacond e, fuits 300, G Srancecs, Culfamis, S S5A

Tawiewa copy ol his koan, e,




Eden McCallum

* Business Model Gallery

Key Partners

€00+ high calibre independent
congulan s, most of whom hany
baen with a tog tier consulting
campany and atso do have
inchustny expariencs

Key Activities

l Business development
Customer ralabanship
MR GHETIRN]

I Project managarment

Consultand selection and
M nRGETIen

Key Resources

lﬁ.mln clienis
l Metwork of consulans

Image: The Eden MeCallum
businegss model has baan covansd
axtensively in the press, academic
jourmals and business books

Value Propositions

High quality consulting a1 kwer
R=e

Fhenitility to choosa from a pool of
congultants

Consultanis with expevience in
consulting and industry

High quality projects with
iriblrgsting clhonis

High flexibiity and full contred of
tirmineg and type of wodk
Consultants ang independaent, but
still part of a team

Mo intemnal responsibdities (admin,
salas, ..}

Customer Relationships

Long standing and close
relationshigs with both chients and
consultanis.

Customer relationship theaugh a
Clhignt Ditsctor / Managr

Consultant redationship thraugh a
Consultant Managemeant leam

Channels
| oirect setiing, word of mouth

| Wabsite, word of mouth

Customer Segments
| Fortune 100s & 500s

| Independent consultants

Cost Structure

Very bean as consullans ara independand

Ko need for large olfices 1o host the consultants

| Business development

Revenue Streams
| consutting tees

I Relevant for Chents [l Relevam for Consultanis.
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McKinsey & Co. QP Business Model Gallery

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
I Alumni Education and training of Consuling: individual, judgement Lo tarm, often parsonal, A multitude of ndustries and
CMploeS based and tadored analysis and relationsips SECIONS
advice. Providing axpertise the
l Hestaech cusiomer usually lacks. [ Long term praject based
] Recruiting Spocial consulting Services: I Shorter projects
= McKinsey Implaman tation
IS:rm'.lamandsduﬁmdwehpnmnl - Mokinsey Recavery &
Transtormation Sericos
Data & Analytics
Key Resources Channels
I Image, beand and repulation l Personal contacis
Human Capstal: Specializl expern Dadicated solutions website:
knugradicle in indusinios and hitp isohlRng. mekins ey cominda
functional practices L1
lGlnba.lpfmm
Dredheated saftwara, IT and
solulions axpers
I Inteleciual propety: a.g.
Cost Structure Revenue Streams
| consutants | consuiting tees wsually per diem)
| suppont and research statt | subscriptions and fixed prices per deliverable output
I Indrastructure
| cicbat presence

B Consulting Business [l Solutions and Sendces Business Description by Business Model Galery. Canvas by BusinesshModelGaneraticn.com



MC’s fundamental business model has not changed in more 100 years. It has always
involved sending smart ousiders into organizations for a finite period of time and asking

them to reccomend solutions for the most difficult problems confronting their clients.

Now, the same forces that disrupted so many businesses are starting to reshape the
world of consulting. Early signs of this pattern in consulting industry include increasingly
sophisticated competitors with nontraditional business models that are gaining
aceptance. However, we are still early in the story of consulting’s disruption.

The stability’s factors of MC industry:

AGILITY OPACITY

(this allows MC are being eroded [ LGIutEUERa UL UEHIR T,
firms to move by the market clients to judge a
smoothly from big consultancy’s performance
idea to big idea) in advance)
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Trzni tlaky

Shifting from
integrated to
modular
solutions
Knowledge
and data more
accessible than

Clients hire
former

consultants

in the past

Market
pressures
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________________________________________________________________________________________________________________|
Consulting on the Cusp of Disruption — A checklist for self-
disruption
No challenge is more difficult for a market leader facing disruption than to turn and fight
back to disrupt itself before an upstart competitor does. All was developed and acquired

for its initial success become sea anchors when it ati 2 mpts to change course. Let’s
explain 6 elements to success in self-disruption:

Deploy on
the to
P Have a
the leaders .
Create an came from separate Have an Have a Unwavering
autonomous the resource independent new profit commitiment
business unit relevant allocation I e I model by the CEO
rocess
schools of P
experience
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Rozvoj novych business modelu

CONSULTING: THREE BUSINESS MODELS

The traditional solution-shop
model is at risk of being
disrupted by other models.
Here are the main differences
among them.

SOLUTION
SHOP

= Structured to diagnose
and solve problems whose
scope is undefined

= Delivers value primarily
through consultants’ judg-
ment rather than through
repeatable processes

= Customers pay high
prices in the form of
fee-for-service

EXAMPLES
McKinsey, Bain, BCG, IDEO

20 Definujte zapati - nazev prezentace / pracovisté

VALUE-ADDED
PROCESS BUSINESS

« Structured to address
problems of defined scope
with standard processes

= Processes are usually re-
peatable and controllable

« Customers pay for output
only
EXAMPLES

Motista, Salesforce.com,
McKinsey Solutions

Accenture, Deloitte (both
moving toward solution shop)

FACILITATED
NETWORK

» Structured to enable the
exchange of products and
services

= Customers pay fees to the
network, which in turn pays
the service provider
EXAMPLES

OpenlIDEOQ, CEB, Gerson

Lehrman Group, Eden
McCallum, BTG
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Co napomaha ,,disrupci”
stavajicich business modelu
poradenstvi

— Labor intensive - rely on humans as the fundamental source of research,
analysis, recommendations, process definition, process management, and
facilitation.

— Billable time-based business model. The fee structure underlying most
consulting services is tied to billable hours or days, which encourages
lengthy, overstaffed engagements to maximize revenue.

— High margins. The cost of "goods" in consulting refers not to products but to
people. The billable rates of junior consultants in most large firms far exceed
what they are paid by the firms in which they work. Value pricing models also
dramatically increase the profitability of many projects and firms.
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Co napomaha ,,disrupci”
stavajicich business modelu
poradenstvi

— Time-bound value. With the increasing pace of change, the moment a
research report, competitive analysis, or strategic plan is delivered to a client,
its currency and relevance rapidly diminishes as new trends, issues, and
unforeseen disrupters arise.

— Knowledge commoditization. The models, templates, and tools of the
consulting trade have historically been kept "secret" by consultants and
locked away as intellectual capital. The "democratization" of just about
everything, including management information and knowledge, will continue
so that anyone can access and apply "best practices" on their own.
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Disruption introduces an incumbent to a new journey.

Disruption is ...

A trmes AL ey

Dutectatida Chear Inewiatre Naw mormal

Faire sgnofa Emergonce Critical mass || AL scake g

with lots of of a validated of adopton mature
nose model

W

v
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Organizaéni struktura ’&% :
»

— Divizionalizace
— Zodpovéednost za vysledky - sdilena (one-firm

model) vs. oddelené (warlord model)
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Ekonomika poradenske

organizace

— Pevna cena

— Cena na zakladé nakladu — pevna ¢astka
(prémie ) plus naklady

— Cena na zakladé vykonu — honorare podminené
vysledky tzv. kontingencni honorar
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Ceny

— Pohybuji se od 500 K¢ za hodinu konzultace

— Personalni audit cca 30.000,-

— http://www.alium.cz/images/PDF/new2standart.p
df

— http://www.mr-consult.cz/cenik/

— http://vtconsult.webnode.cz/cenik/
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’ =
Poradenska smlouva V’

— vystupem faze vstupu, nasleduje po schvaleni
nabidky
— vhodné vyhledat pravniho poradce

— formy uzavirani smluv:
»ustni dohoda
»pisemny souhlas s dohodou
»pisemna smlouva

— smlouva s pevnou cenou; S cenou stanovenou na
zakladé nakladu; na zakladeé vykonu; motivacni
smlouva
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Pisemna smlouva

— smlouva o dilo

— inominatni smlouvy - umoznuje ucastnikum
smluvniho vztahu uzavrit | takovou smlouvu, ktera
neni upravena jako typ smlouvy

— Ctyri podstatné nalezitosti smlouvy:
»strany
»predmet
»lhuta, termin nebo jinak vymezeny ¢as plnéni smlouvy
»cena
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