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Presidentôs Message 
 

It is hard to believe that CMC-BC is 
already one year into its two-year plan, but 
the good news is that we are making 
steady progress. I am especially pleased 
to report that Consulting Conference 2010 
was a great success. Over 100 delegates 
came to hear our keynote speaker, 
Dr. Alan Weiss. Participants got 
interesting, relevant, and practical 
information that, if applied, can help them 

turn their consulting practices into thriving consultancies in any 
economy.  

Consulting Conference 2010 also provided a tremendous line 
up of other speakers and topics and every one of our speakers 
was excellent. Conference delegates agree that the 
conference theme ñCharting a Course to Valueò met its 
objectives. Photo moments and presenter materials will be 
posted to our Conference website soon. Please visit the British 
Columbia home page on CMC-Canada‘s website for more 
information: http://www.cmc-canada.ca/
provincial_institutes.cfm?Portal_ID=3.  

With our success with Consulting Conference 2010, we are 
looking forward to 2011 and are busy planning next year‘s 
Consulting Conference to be held in Victoria. A date will be 
announced this summer. Stay tuned. 

In addition to our conference, we have realized other 
successes during the past year. Our goal of improving value of 
CMC-BC to our members, of which Consulting Conference 
2010 was a key project, also included the following initiatives: 

¶ An MOU was signed with the Victoria Foundation to engage 
CMCs to participate in the Foundation‘s Community 
Advisors Program. Thank you to Mitchell Temkin, CMC and 
Bert Zethof, CMC for initiating and achieving this member 
benefit for CMC-BC. 

¶ Our Stakeholder Relations group is working on the 
development of an online assignment portal with BCIT. 
Once completed, the requirements definitions of this project 
may be applied to our CMC-BC website. 
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Have an idea for an article? 
 

Have a story to tell? 
 

Want to report on what’s 
happening in your 

consulting community? 
 

Contributions to BC-Notes are 
welcome and appreciated. 

 
If you have a perspective on 

management or the consulting 
profession that you would like to 
share with other CMCs, please 
contact the BC-Notes editor: 

mail@cmcbcnews.com  
See Presidentôs Message on page 2 

http://www.cmc-canada.ca
http://www.cmc-canada.ca/provincial_institutes.cfm?Portal_ID=3
http://www.cmc-canada.ca/provincial_institutes.cfm?Portal_ID=3
mailto:mail@cmcbcnews.com
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Presidentôs Message, continued from page 1 

¶ We have contracted with Number 41 Media 
for the development of our own CMC-BC 
website which will link to CMC-Canada‘s site. 
We anticipate our website to be live by 
January 1, 2011. 

¶ And we continue with our BC-Notes 
newsletter – four publications in the past 12 
months (including this one); but we will be re-
evaluating our method of delivery with the 
launch of our website. Thank you to our 
dedicated editor, David Forrest, CMC, for his 
exceptional work over the past year. 

¶ And of course we continue providing chapter 
PD events. In the past year, Victoria held 
seven events, Vancouver five, and Kelowna 
four. I am grateful for the excellent work that 
continues to be done by our chapters under 
the leadership of Satnam Sekhon, CMC, Bert 
Zethof, CMC, and Deb Bourne, CMC. 

With regard to the second goal in our strategic 
plan, enhancing organizational sustainability, we 
have achieved the following: 

¶ An agreement between CMC-Canada, CMC-
BC, and the Health Care Leaders Association 
of BC for delivery of the Essentials of 
Management Consulting course to leaders in 
HCLABC. We see this as a three-way win for 
our respective organizations. Thank you to 
Mike Thompson, FCMC for his untiring work 
in securing this agreement. 

¶ We have completed a roles and 
responsibilities document for all Institute and 
chapter roles and we anticipate that this will 
serve as a model for future councils. 

¶ We have also started development of 
policies for CMC-BC. The expense 
reimbursement policy (including travel) and 
a sponsorship policy have been approved by 
council, with other policies to follow. 

The third goal of our strategic plan is to grow our 
CMC-BC membership. Successes toward this 
goal include: 

¶ We have been actively engaged with the 
Association of Professional Biologists where 
there is widespread interest about the CMC 
designation. In May, Chris Jones, FCMC and 
Michele Vincenti, CMC attended the APB‘s 
AGM in Kelowna and presented information 
about management consulting and the CMC.  

¶ We have committed to participate in an 
―Education Day‖ workshop that will be 
sponsored by Nexient this fall. This workshop 
will allow us to showcase the CMC brand to 
leaders and executives from organizations 
such as KPMG, IBM, PMI, and others, as well 
as the Provincial Government. Allan Seckel, 
the Deputy Minister for the Office of the 
Premier is expected to be the keynote 
speaker at this workshop.  

¶ Our Stakeholder Relations group continues 
working with educational institutions in this 
province with regard to CMC accreditation 
through post secondary institutions.  

In addition to the above initiatives, over the past 
year, CMC-BC‘s membership increased by eight 
percent. We welcomed 26 new CMCs. We now 
have 419 members of which 341 have their 
CMC or FCMC designation. Congratulations to 
our new CMCs and welcome to CMC-BC. 

And this year at our AGM, CMC-BC honoured 
Mike Thompson with the FCMC designation, an 
honour that is bestowed only on a select few 
who work steadfastly to promote and support the 
CMC designation. Congratulations again, Mike. 
Well done! 

Once again, thank you to all of our hard working 
volunteers for their dedication and active support 
of CMC-BC over the past year. We could not 
have done any of this without you.  

Have a wonderful summer. 
 
Mary Colak, CMC 
President, CMC-BC 
 
Questions? Comments? Concerns? 
Contact me: 
mncolak@shaw.ca 
250-658-4873 Â 
 

Business Development Bank of Canada 
 

In this issue‘s featured conversation with Joy 
Playford (see page 3), she says BDC is the 
largest employer of independent consultants in 
the country. There are great opportunities, she 
says, to apply the special skills of CMCs. The 
Bank maintains a roster of qualified consulting 
professionals. Visit its website here to learn more. 
Contact details for local offices throughout British 
Columbia are listed here. 

http://www.cmc-canada.ca
mailto:mncolak@shaw.ca
http://www.bdc.ca
http://www.bdc.ca/en/branches/british-columbia/default.htm
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By Keith Jones, CMC 

 
Post-Recession Productivity Challenges 
of Canadian Businesses 
 
An interview with Joy Playford, CMC 
Regional Director, Special Markets,  
Business Development Bank of Canada, 
Kelowna, BC. 

 

We connected with Joy 
Playford in May at her 
Business Development 
Bank office in Kelowna to 
learn more about her views 
on the productivity of 
Canadian businesses and 
the need for Canadian 
companies to grow in order 
to more fully engage in 
global value chains. Joy 
applied her university 

studies on accounting in financial services joining 
the BDC in 1979 as an account manager. BDC 
has three core service areas: venture capital, 
financing and consulting. Joy‘s career has 
involved all three. She is currently involved in 
coaching, capacity building and consulting 
internally, as well as developing strategic 
partnerships and alliances in western Canada and 
the north. 

Canada's potential is as an entrepreneurial 
nation. Almost all Canadian firms (99.7%) are 
either small or medium in size — companies with 
less than 500 employees — and this is where we 
need to focus our attention in making 
performance improvements. So the question is: 
what are the characteristics of these firms and 
what do they really need to do to improve their 
performance?  

While entrepreneurial firms are prepared to take 
risks, they lack resources — usually capital, time 
and talent. We are not lacking firms with a vision. 

Smaller firms are naturally much more 
constrained in their ability to invest in their 
business in many areas such as new 

technologies or different market expansion 
initiatives. So while these firms may be more  

 

agile, they have to be very strategic in where they 
invest. One way we can help them is to transfer 
learning from the approaches that have been 
used very successfully by sophisticated 
multinational companies to their customer 
relationships and global supply chains. 

CMCs can help entrepreneurial firms raise their 
systems, processes and decision making to a 
level that allows them to participate in those 
global value chains. To do this, consultants need 
to take a longer-term view of the client 
relationship, and have a deeper understanding of 
a client‘s strategic positioning relative to its goals. 
We need to step back and look at the strategic 
and longer-term opportunity for a company and 
how we can add value.  

BDC can assist in providing companies with 
capital loans. The Bank is also the largest 
employer of independent consultants in the 
country. It maintains a roster of qualified 
consulting professionals. 

The Bank now has 28,000 SME customers. Last 
year its loan portfolio grew from $13B to $17B 
and it completed 3,000 consulting mandates. This 
is a very high rate of growth — the largest in 65 
years of Bank history — helping to fill gaps in the 
market created by the recession. Companies had 
much more limited access to capital for 
investments in innovative technology and market 
expansion. 

The recession and post-recession have forced 
Canadian SME companies to focus sharply on 
what they need to do to be successful in a highly 
competitive global economy —particularly given 
the strength of the BRIC nations and their 
associated global supply chains.  

CMCs have a big role to play in helping firms to 
think their way through a world that is constantly 
changing — a world that offers numerous 
opportunities, but also many risks.  

Who better to help entrepreneurs integrate 
effective change into their organizations than 
CMCs? We need to reach out to the business 
leaders around us — helping them to compete 
and succeed in an increasingly global reality. 

Keith Jones is a principal at Innovation Expedition 
Consulting Ltd. in Victoria. Â 

Interview: Joy Playford 

Listen to the audio of the interview here 

http://www.cmc-canada.ca
http://cmcbcnews.com/2010-06-interview-with-joy-playford.htm
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By John Thorp, CMC 
 

Understanding the concept of enterprise 
value and working out how to achieve it  

 
All enterprises, large or 
small, private or public, for 
profit or not for profit exist 
to deliver value to their 
stakeholders, be they 
owners or shareholders of 
private companies, 
recipients of services from 
not for profits, or taxpayers.  

In the last few years, the 
nature of enterprise value—

and how to achieve it—has become a subject of 
much discussion. The current global economic 
situation should be a catalyst for even more focus 
on this topic. Beyond the current situation, the 
increased interest in value management has 
been driven by a number of factors including: 

¶ The poor track record of capturing value 

¶ The changing nature of value, with a greater 
contribution coming from intangibles 

¶ The increased complexity of value creation, 
resulting in great part from the pervasive use of 
information technology (IT), and globalization 

¶ Increased transparency, often driven by 
regulation such as the Clinger-Cohen and 
Sarbanes-Oxley acts in the US. 

In the last five years more than 70 books have 
been written about this subject. Yet, in a 2006 
survey of 150 senior executives worldwide, the 
Economist Intelligence Unit, in conjunction with 
Deloitte, found that the notion of value creation 
and preservation through investments in business 
change is still usually treated as an implied 
principle, and not a conscious and pervasive 
tenet guiding behaviour. 

The impact of such wishful thinking is particularly 
visible in the case of investments involving IT—
investments that are increasingly no longer about 
technology, but about organizational change. The 
failure to realise business value from investments 
in IT-enabled organizational change is a symptom 
of a wider malaise—one that presents managers 
with significant new challenges. 

 

 

The track record for implementing any major 
change successfully is terrible. The success rates 
of business process reengineering, and mergers 
and acquisitions, two examples of major change, 
are no better than those quoted for investments 
involving IT. 

Root causes for this poor track record include: 

¶ Failing to recognize that the leadership 
challenge today is one of continually 
implementing change—major cultural change 

¶ The inability to define or articulate clear and 
focused strategies to set the direction for 
change—with clear and shared understanding 
of the value-driven outcomes that the 
strategies are intended to achieve 

¶ Failure to acknowledge, surface, and come to 
grips with, indeed often denying, the 
complexity of strategy execution 

¶ Mere measurement of value creation, rather 
than tight linking of the measurement to the 
actions required to achieve the outcomes—
―focusing on the scorecard rather than. the 
game‖ 

¶ Lack of senior management attention or 
commitment—abdication of accountability for 
value to lower organizational levels, often 
without clear operational targets 

¶ Governance processes that are woefully 
inadequate to manage what is, in most cases, 
―an uncertain journey to an uncertain 
destination‖ resulting in: not knowing what to 
measure along the way; not surfacing and 
tracking assumptions; and not sensing and 
responding to changing circumstances in a 
timely or well-considered manner. 

The concept of value relies on the relationship 
between meeting the expectations of many 
differing stakeholders and the resources used in 
doing so. Stakeholders may all hold differing 
views of what represents value.  

The aim of value management is to reconcile 
these differences and enable an enterprise to 
achieve the greatest progress towards its stated 
goals by selecting and executing investments, 
and managing its assets with an affordable use of 
resources and an acceptable level of risk such 
that overall value is maximized. 

Why Value Management Matters Today 

See Value Management on page 6 

http://www.cmc-canada.ca
http://www.deloitte.com/dtt/research/0,1015,cid%253D121635,00.html
http://www.deloitte.com/dtt/research/0,1015,cid%253D121635,00.html
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From TopConsultant.ComðMay 11, 2010  
 

New marketing report finds consulting firms 
grappling with their key differentiator.  

Consulting industry struggles to find 
something different to say  

Consultants have never had a reputation for 
being lost for words, but a new 
Sourceforconsulting.com report, in conjunction 
with Dow Jones, has found that finding 
something distinctive to say is the single biggest 
marketing challenge across the UK‘s £8 billion 
consulting industry.  

The report, Marketing consulting firms in the new 
decade, which surveyed[1] marketers, 
managers/partners and consultants from the 
consulting industry, also found that procurement 
and preferred supplier lists were big concerns.  

Some of the other key findings from the report 
included:  

¶ The challenge of finding something different 
to say grows as the firms get bigger.  

¶ Nearly two-thirds of those surveyed see the 
role of marketing as more important to the 
consulting industry than it was five years ago. 
In larger firms (Tier 1[2]), this figure rises to 
almost three quarters. However, the increased 
importance amongst larger firms isn‘t 
translating into increased expenditure. 

¶ Opportunities are being missed through a 
focus on downstream marketing activities like 
communications.  

¶ More than half of those surveyed agreed with 
the general statement ‗we could do a lot more 
if we had better information tools.‘  

Ed Haigh, report author and Head of Content 
and Marketing at Sourceforconsulting.com 
commented: ―Consulting firms‘ attempts to shout 
‗pick me!‘ louder and in more exciting ways than 
their competitors—as well as their declining 
belief in the effectiveness of marketing as firms 
get bigger—hints at the need to do more than 
simply increase investment in their marketing 
function. 

 

In fact, the report findings suggest that a 
fundamental reappraisal of what marketing is, 

and what it can achieve might be in order. This 
is about a shift in the marketing paradigm itself, 
from one that focuses on differentiation to one 
that delivers it.‖  

The report also found that the marketing 
priorities for the industry are expected to shift in 
the future, and there is the following consensus 
from firms of all sizes:  

¶ Spend more timeðDeveloping online 
content, thought leadership, case studies, PR, 
planning, market/client research and industry-
specific marketing 

¶ Spend less timeðDeveloping brochures, 
advertising, sponsorship and direct mailings 

Conflicting views on the importance of 
marketing  

Running through the report is evidence that 
different groups of people in consulting firms 
have conflicting views. Consultants reveal 
themselves to be the biggest believers in 
marketing that a firm has, while only 38 per cent 
of marketing people within those same firms 
appear to think that marketing is important to 
consultants at all. And while marketers are 
warmer to the idea that management think 
marketing is important (76 per cent), 
management offer an unequivocally supportive 
view of the importance of marketing.  

Ken Sickles, Director of Product Strategy, Dow 
Jones, commented: ―If finding something 
distinctive to stay is indeed the biggest 
challenge, then what is the solution? The answer 
of course is the thing that differentiates firms and 
consultants from one another—knowledge and 
expertise. Of course knowledge and expertise 
are gained through experience, and the 
acquisition of information. Information about the 
industry in which you work, and the news, 
trends, technologies, and events that are 
shaping that industry.‖  

The report also found that input from consultants 
– vital for effective marketing – is hard to come 
by and of varying quality when it arrives. Broadly 
speaking, consultants are happy talking, at 
events for example, but not so happy writing 
case studies, thought leadership or blogs. Â 

Consulting Industry Struggles to Find Something Different to Say 

http://www.cmc-canada.ca
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Value Management, continued from page 4 
 

Value management is not new—its origins go 
back a number of decades, yet its promise lies 
largely unfilled today. McKinsey has reported that 
well-implemented value management practices 
can typically yield between 5 and 15 percent 
increase in bottom-line results, yet the 2006 
survey mentioned earlier found that: 

¶ 31% of respondents said there was no 
alignment or only some alignment of strategy 
with processes and systems 

¶ 47% said there was no alignment or only some 
alignment of behaviour of employees with 
processes and systems 

¶ Only 14% have all the necessary processes to 
achieve significant value creation in their 
project portfolio 

¶ Only 39% integrated their project/program 
tracking into their ongoing performance 
management process 

¶ Only 16% completely agreed their companies 
can respond quickly to changes in the 
economic, financial, and business environment 

ValIT™ from the IT Governance Institute provides 
proven practices to help enterprises address the 
issues described above. In a recent Forrester 
paper, Craig Symons stated: ―Organizations 
struggling to execute IT strategies that deliver 
business value and to communicate this value to 
stakeholders should evaluate Val IT as a tool for 
improved value delivery.‖ 

Although primarily targeted at investments 
involving IT, these practices apply across the 
board in most, if not all, business change 
investments, whether or not involving IT. 

While it may initially seem daunting to target the 
achievement of some or all of the above 
hallmarks of good value management practices, 
an increasing number of successful companies 
have actually committed to such a culture 
change, and are achieving results from their 
efforts. 

Studies by Deloitte show that among others, 
Domino‘s Pizza, The Chicago Mercantile 
Exchange, and Logitech have all embraced some 
aspects of value management, and integrated 
these ideas into the way they do business. 

 

Notable New Books 

 

The Design of Business: Why Design 
Thinking is the Next Competitive 
Advantage. by Roger Martin. Harvard 
Business Press. 
 

Innovation is about seeing the 
world not as it is, but as it could 
be. It‘s about exploring really 
―wicked problems‖ whose 
solutions can‘t be found in past 
experience or proven by data. 
Contrast this with most 
companies‘ obsessive reliance 
on efficiency and predictability 
— and it‘s no wonder 
breakthrough innovations are 

so rare. But innovation and efficiency don‘t have 
to be at odds. In The Design of Business, Roger 
Martin unveils a new way of thinking that 
balances the exploration of new knowledge 
(innovation) with the exploitation of current 
knowledge (efficiency) to regularly generate 
breakthroughs and create value for companies. 
The Design of Business maps the route followed 
by successful design thinkers in business, 
science, and the arts. 

Roger Martin is dean of the Rothman School of 
Management at the University of Toronto. Â 
 

 

Effective value management practices enable 
enterprises to better understand what value is, 
how it is created, and to ensure that value is 
actually being created and sustained. This is 
particularly important in the case of IT-enabled 
investments. CIOs should be actively working 
with their peers to improve value management 
practices in their enterprises. 

Enterprises who embrace and improve their value 
management practices will not only improve their 
chances of surviving the current downturn—they 
will be well positioned to thrive as the economy 
improves.  
 
John Thorp, CMC is an internationally 
recognized leader in the field of value and 
benefits management. Â 
 

http://www.cmc-canada.ca
http://www.mckinseyquarterly.com/Putting_value_back_in_value-based_management_1523
http://www.forrester.com/Research/Document/Excerpt/0,7211,42585,00.html
http://www.forrester.com/Research/Document/Excerpt/0,7211,42585,00.html
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COUNCIL MEMBERS 

 
CMC-BC Institute Council 2009-2011 

Contact Information 
 
Mary Colak, CMC 
President 
mncolak@shaw.ca 
 
Simon Wong, CMC 
Past President 
simonwkwong@yahoo.ca 
 
Russ Grabb, CMC 
Vice President 
russ.grabb@boc-group.ca 
 
Neill McRae, CMC 
Registrar and National Certification Committee 
Representative 
neillmcrae@uniserve.com 
 
John Glover, CMC 
Professional Conduct and Discipline Chair 
jcglover@telus.net 
 
Justin Stephenson, CMC 
Secretary 
justeph@telus.net 
 
Connie Siu, CMC 
Treasurer 
csiu@telus.net 
 
Stephanie Slater, CMC 
Marketing and Communications Chair 
stephanie.slater@royalroads.ca 
 
Teri McEachern, CMC 
Stakeholder Relations Chair 
teri@leadershipintelligence.com 
 
Peggy Snelling, CMC 
Membership & Professional Development Chair 
infotrope@shaw.ca 
 
Mike Thompson, CMC 
Director-at-Large 
mcjt@shaw.ca 
 
 

BC-Notes 

 
Publication Calendar and 
Contact Information 

 
BC-Notes is published four times a year — in 
September, December, March and June. Articles, 
tips, announcements and other material are 
welcome, and should be submitted by the middle 
of the preceding month for each issue (August 15, 
November 15, February 15, May 15).  
 
Photos of CMC-BC events are appreciated. 
Please provide captions. 
 
Please send submissions to 
mail@cmcbcnews.com 
 
The newsletter is edited by: 
 
David Forrest, CMC 
david.forrest@ieconsultingltd.com 
 
Keith Jones, CMC 
keith.jones@ieconsultingltd.com 
 

 
 
 

 

Have a great summer ~ see you in the fall! 

 
Put your writing talents to use. 
Promote your consulting practice. 

Share your ideas. 
 

Become a contributor to BC-NOTES.  

http://www.cmc-canada.ca
mailto:mary@rimsolutions.ca
mailto:simonwkwong@yahoo.ca
mailto:russ.grabb@boc-group.ca
mailto:neillmcrae@uniserve.com
mailto:jcglover@telus.net
Mailto:justeph@telus.net
mailto:csiu@telus.net
mailto:stephanie.slater@royalroads.ca
mailto:teri@leadershipintelligence.com
mailto:infotrope@shaw.ca
mailto:mcjt@shaw.ca
mailto:mail@cmcbcnews.com
mailto:david.forrest@ieconsultingltd.com
mailto:keith.jones@ieconsultingltd.com

