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Business Intelligence 
Using Smart Techniques
Charles Halliman (Information Uncover,
Houston, TX; 2001; ISBN 0-9674906-2-6)
$49.95

This is a fascinating guide to exam-
ining the business environment for

threats and opportunities—and one
that concentrates on analyzing business
information, not just finding it. The
main subject is how to mine text from
publicly available online sources to
retrieve information that’s current and
relevant to a company’s business, and
how to turn that into useful knowl-
edge. Real examples are included; and
a fictional company is created to show
readers how to do environmental scan-
ning, text mining, competitor analysis,
scenario analysis, simulation analysis,
and more. With the extraordinary
amount of data available today, and the
techniques in this book, consultants on
strategy can quickly find abundant
information and convert it into busi-
ness intelligence that can be used to
recommend ways their clients can gain
a competitive edge. Since knowledge
really is power today, this should also
give those consultants a powerful edge.
Halliman is a business intelligence con-
sultant and former Fortune 500 man-
ager and NASA engineer. He writes
with authority, in a clear and direct way
that makes one want to dig in and dig
up something that’s surprising and use-
ful.

The Harvard Business School
Guide to Careers in
Management Consulting
2002 
Maggie Lu, Editor (Harvard Business School
Press, Boston; 2001; ISBN 1-57851-581-5)
$29.95

As the management consulting in- 
dustry continues to grow and seg-

ment, so do the opportunities.And so
does the uncertainty for new MBAs
about what a career in consulting might
mean. Here’s a new edition of a guide
to help recent graduates with that,
written by faculty, alumni, and students
from Harvard Business School. The
book contains information on the man-
agement consulting industry today, e-
commerce consulting, how to decide if
management consulting is the right
career, management consulting vs.
careers in investment banking or oper-
ating management, being a summer
associate, reflections on the first-year
recruiting process,detailed profiles of 50
top management consulting firms, and
an annotated directory of other resource
material.

What’s Holding You Back?
Eight Critical Choices for
Women’s Success
Linda S. Austin (Basic Books, New York;
2000; ISBN 0-465-03262-1) $14

Linda Austin is a psychiatrist, profes-
sor, associate dean, and host of the

nationally syndicated public radio pro-
gram What’s on Your Mind? Her thesis
here is that the glass ceilings that hold
women back are no longer mostly
external barriers, but psychological glass
ceilings that women unconsciously
have in their minds.These influence all
the decisions women make in their
work and are far more life-defining
than any external barriers. Here, in
brief, are seven psychological issues she
discusses that most determine women’s
ability to achieve all they can.

■ Channeling Motivation. Some women
are derailed by too much by anxiety,
while others are inspired by meaning
they find and define within the scope
of their world.

■ Learning to Take Risks. Some retreat
too much to safe and dependable activ-
ities such as nest-building, while oth-
ers invest some of their energy in
moderately risky activities that add
spice and interest to their lives, and also
invest some energy in big, audacious
goals that may lead to great achieve-
ment and satisfaction.

■ Focusing Intelligence. Some achieve lit-
tle because they spend their intelligence
on too many subjects,while others pur-
posefully stimulate, nurture, direct, and
focus their intelligence into generating
unique contributions.

■ Shaping Work Life. Some spend all
they have solving the problems of oth-
ers,while others find the best and most
interesting problems to solve and invest
themselves there.

■ Competition. Some compete for prizes
of limited intrinsic value that others have
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dangled before them,while others com-
pete to achieve their own thoughtfully
chosen and ambitious goals.

■ Handling Difficult People. Some people,
perhaps most, take a swing at their ad-
versaries, while others reconfigure the
interaction to support their accomplish-
ments and disarm their saboteurs, or
simply ignore the baiting and move on.

■ Handling Failure. Some people give
up when they fail, while others re-
group, reassess, rebound, and persevere.
The capacity to persevere is utterly
essential for high achievement.

Austin knows her subject very well,
and her thinking and writing are clear,
accessible, wise, and encouraging.We
highly recommend this to all our read-
ers, not just to women or consultants
who work with female managers.

How to Say It: Choice Words,
Phrases, Sentences, and
Paragraphs for Every
Situation
Rosalie Maggio (Prentice-Hall, Paramus, NJ;
2001; ISBN 0-7352-0234-6) $16

Even those of us who write a lot
must often write in an unfamiliar

format.We may know how to write
reports for clients, but writing to adjust
an invoice is onerous if we haven’t done
it often.This book is a practical, easy-
to-use guide, grouped by 50 kinds of
letters and complemented by an excel-
lent review of letter-writing mechanics,
writing tips, grammar and usage, fre-
quently misspelled or confused words,
redundant words and phrases, correct
forms of address, and more.To get help
for writing a particular letter, just use
the index of a thousand entries to find
the right chapter, read the brief intro-
duction, the occasions for that kind of

letter, what to include, what not to say,
and what format to use.Then use the
lists of words, phrases, sentences, para-
graphs, and the sample letters to con-
struct your letter.There’s good help
here for announcements, apologies,
appointments, appreciating or recog-
nizing others, birthdays, collections,
complaints, contracts, e-mail, faxes,
follow-ups, fundraising, get-well notes,
inquiries, instructions, introductions,
invitations,memos, orders, recommen-
dations, references, refusals, résumés,
sales letters, expressing sympathy,
thank-you notes, and plenty more.Al-
though much business and social inter-
action goes by phone, fax, e-mail, or in
person,“the well-written letter remains
a staple of business success and one of
the strongest connecting links between
human beings.” With over 1.5 million
copies sold of previous editions, this is
the best-seller in its class.We’re glad to
finally find a book that really helps
when we’re at a loss for words.

a group of 11 companies, all of whose
members display the primary traits
you discovered while the direct com-
parisons do not possess those traits?”
He concluded that “the probability is
less than one in 17 million.There is
virtually no chance that we simply
found 11 random events that just
happened to show the good-to-great
pattern we were looking for.”

That seems to be a good answer to
my question about sample size. If there’s
something wrong with its logic, I don’t
see it. So let’s lay that concern to rest.

A second question is this:While it’s
logical to conclude from the findings in
the book that all the GTG companies
have certain characteristics in common, is
it logical to predict that all companies
with the same characteristics will become

great? I think not.All companies with the
GTG characteristics may become great,
but that is by no means a sure thing.

Third, Collins says his findings apply
to all organizations, yet his study was
confined to stable, mature, successful
businesses. He did not study new ven-
tures, small companies, troubled busi-
nesses, schools, hospitals, governments,
armies, or charities. So,will all of his pre-
scriptions transport well to other kinds
of organizations? Probably not. For
example, the leaders that Collins found
right and necessary for his GTG com-
panies may not necessarily be right for
all organizations. Sometimes the situa-
tion calls for an Eisenhower, and some-
times it demands a Patton.

Fourth, Collins defines the charac-
teristics of GTG leaders in terms of the
results they achieve, but tells us little
about the skills required to achieve those
results. Rather, he makes the common

error of typing people by personality and
generalizing from that to performance.
For more than 35 years I’ve studied the
professional literature on what makes top
performers in business and have assessed 
in depth the skills and performance of
thousands of key people in 500 different
businesses in 40 different industries. I’ve
found no correlation between personal-
ity and performance.The correlations are
all between skills and performance.And
personality and skills are by no means the
same thing.

Fifth, the book’s three great ques-
tions, What can a business be the best in the
world at? What are the people in the business
passionate about? and What are the economic
drivers in the business? are fascinating and
useful in many situations. But not all.

For example, when Chrysler hired
Lee Iacocca in 1979, there was no time
to ask and answer those three questions.
The essential mission was already defined
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by circumstances.Chrysler had an imme-
diate need for capital that wasn’t avail-
able in the commercial marketplace.
Iacocca got it from the government.That
capital was absolutely essential to giving
Chrysler the time and the resources to
turn the company in the right direction.

It is, without doubt, incredibly pow-
erful to concentrate on a simply stated
strategy and to use that to guide all deci-
sions and efforts. But different situations
require different questions to discover 
what that strategic focus should be.

■ Some,such as college presidents or hos-
pital administrators, will find Drucker’s
great questions Who is our customer? and
What is our business? much more on point
than the questions Collins prescribes.

■ Other organizations are essentially de-
fined by their charters.Unlike Kimberly-
Clark,which could sell all its paper mills
and switch to consumer products, most
nonprofit organizations can’t change
their customers. For such organizations,
the primary questions are What do our
customers need and want that they don’t
already have, that we can provide with the
resources we have? What will our customers

need in the future? and How can we get pre-
pared to deliver that?

■ Some, such as commanders in battle,
best begin by asking What are we trying
to accomplish? and What people and resources
will we need to do that? In those cases, it’s
first what and then who, not the other
way around.

■ And others, especially those creating
their own enterprises,may be best served
by asking With whom do we want to work?
What do we want to do for and with those
people? and How do we want to do that?

Perhaps I’m assuming that many
who read Good to Great will be naïve.
And surely many of these issues are very
complex with no simple answers. Even
so, because Collins did not qualify some
of his assertions, he can be misunder-
stood.That leaves readers open to being
misled, albeit unintentionally.And that’s
my real concern—especially because this
is such a powerful and otherwise excel-
lent book.

Despite my reservations, I highly rec-
ommend this book to all our readers—
particularly those working with mature
businesses that are not achieving all they
could.Other readers will want to be care-
ful.Good to Great is an exciting and inspir-
ing book, and (with the qualifications

noted) most of the prescriptions are rea-
sonable and sound.They are basic princi-
ples that—if consistently applied with
focus and discipline—dramatically increase
the odds that a business will succeed.And,
not incidentally, these principles are just as
true for individuals in business as they are
for organizations in business.All manage-
ment consultants and their clients will
benefit from mastering this material well
enough to discuss and apply it wisely.

Notes
1. Collins also provides a good deal of use-

ful information about how to implement
these six steps, but I do not have space to
summarize that here. I have done so else-
where, and that’s available from this
reviewer for the asking.

2. This is not what Collins calls it. I’ve elim-
inated some of his terms here and else-
where (for lack of space to define them),
while retaining and using many of his
words and phrases in my summary.

3. Same as above.

Curt Kampmeier CMC (CurtKampmeier@

aol.com) works with owners of business and 

professional firms in the U.S. and Canada to

make better decisions about strategy, marketing,

key people, and leadership. He has been an 

independent management consultant since 

1973 and is Associate Editor of C2M. 

6 6 CO N S U LT I N G  T O  M A N A G E M E N T

“Should I call that management consultant, sir?”
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