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This is for all human resources people who have opposed silly
management policies, exposed illegal and unethical conduct, and
who are unafraid to speak their minds—corporate politics and
powerful executives notwithstanding. In other words, it’s for those
who have fought the good fight. You know who you are.
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his is the first book I've written (of more than 20) focused

solely on internal consulting. There are two reasons for that.

First, the publisher asked me to do it. Second, as an indepen-
dent consultant, I've often competed against internal resources for pro-
jects, and I figured “Why provide help to the competition?” In
actuality, I've worked hand-in-glove with a great many exceptional hu-
man resources professionals, trainers, internal consultants, and other
organizational change agents over the years. They are some of the best
colleagues I've had, and I've learned more from them than they've
learned from me. So perhaps the third and best reason for this book is
actually payback.

What I often hear from internal people when I'm hired by an ex-
ecutive is, “Thank goodness you're here. You'll tell them the same
things we’ve been saying for years, but at your rate of pay, they’ll listen
to you!” Unfortunately for the organization, that’s been all too true.

My intent in this book is to demonstrate that internal consulting
is more similar to external consulting than it is dissimilar. But the in-
herent advantages of being a part of the culture are often sacrificed in
the name of the fad-of-the-month, the latest guru, and other dalliances
into worlds strange and far away—and not of the least interest to line
executives (and not of the least relevance).

As 1 write this I've just read a book review of something called
Guiding Change Journeys, largely panned by Training magazine. It in-
cludes advice on getting senior managers to sit together, close their
eyes, and meditate; there are “archetypal change journeys”; “karmic
loops”; and “dragon charts.” There is simply too much of this stuff cir-
culating in the human resources community. It's laughable to the rest
of us, but its killing internal change agents.

One final word: I offer here the best of my advice gained over 25
years consulting to Fortune 1,000 organizations of every type. I don’t

o



