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S
entiment has de-
clined dramatical-
ly in recent weeks. 
A survey of senior 
management con-
sultants, conducted 
for the MCA by Ip-

sos Mori, shows a rapid increase in 
the proportion of those who expect 
the economic climate to deteriorate 
over the next year.

For financial services compa-
nies, the task now is to navigate a 
clear path out of the fi nancial cri-
sis towards a more responsible and 
successful future. At the same time 
there is the diffi  cult job of reconcil-
ing the immediate needs of busi-
ness customers with the require-
ment to build up capital. The sec-
tor’s leaders are heavily engaged in 
this process and are reaching out to 
politicians and the wider public. 

Some people argue that this jour-
ney must lead to a smaller and less 
ambitious financial services in-
dustry; they think that this is part 
of the re-balancing of the economy 
that they advocate. 

We must profoundly hope that 

these doomsters don’t have their 
way. Financial Services is and must 
remain a vital source of competi-
tive advantage for the UK economy. 
We won’t achieve a new and sus-
tainable balance for UK plc just by 
shrinking one of our most success-
ful industries.

Close finance link

1
The role of management con-
sultancy has been intimately 

linked with fi nancial services in re-
cent years. The sector remains the 
largest user of consulting services 
outside of government; in recent 
times, we have seen a signifi cant 
bounce-back in demand.

After a diffi  cult year in 2009, MCA 
members reported an increase in 
fee income from fi nancial servic-
es companies of around 24 per cent 
in 2010, with banks leading the way. 
Fee income from the sector grew 
further in 2011 for nearly three quar-
ters of MCA member companies.

This rate of increase is, perhaps, 
not surprising. There is a massive 
amount of change underway in 
banking and insurance, much of 
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‘SMEs have perhaps 
traditionally thought 
they weren’t the type 
of company to bring in 
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changing’
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it complex and demanding. And 
the consulting industry off ers a 
wide diversity of services, exper-
tise and insight that is proving to 
be invaluable.

Code assurance

2
Recent years have also seen big 
changes in management con-

sultancy. All MCA member compa-
nies have signed up to our Code of 
Practice and submit an annual 
statement of compliance. They rec-
ognise that clients are increasingly 
looking for quality and commit-
ment, and expect consultancies to 

maintain the highest standards of 
behaviour and service.

There is also an increasing fo-
cus on value and the return on 
investment that consultancies 
can generate.

Clients are increasingly contract-
ing for consulting in ways that get 
away from simply paying for time 
and materials, and focus instead on 
the achievement of defi ned results. 

Our recent research suggests 
that, across the consulting industry 
as a whole, the typical assignment 
generates benefi ts for clients that 
are equivalent in value to around £6 
for every £1 spent in fees. By work-
ing eff ectively together, clients and 
their consultancies can ensure that 
they capture this value — and more.  

Like fi nancial services, the man-
agement consulting industry is a 
major asset for the UK, and for Lon-
don in particular.

We generate export earnings, we 
make our own economy more com-
petitive and we generate jobs here 
at home. The industry has proved 
that it is resilient in tough times 
and able to adapt for the good. 

Alan Leaman, Chief Executive, 
Management Consultancies Association 
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The word ‘crisis’ normally fea-
tures in any news broadcast or ar-
ticle about the fi nancial services 
sector and so it is not surprising 
that consultants within the bank-
ing sector are fi nding clients re-
quire calm, independent advice. 

As crises are never a time for 
reasoned thinking, those involved 
in the day-to-day running of a fi -
nancial institution are beginning 
to bring in consultants to ask ‘dif-
ficult questions’, according to 
Chris Cooper, Founding Partner of 
Challenge Consulting.

Asking some fundamental 
questions of a bank, to ensure it is 
in better shape going forward, is 
the antidote to a crucial mistake 
many fi nancial services compa-
nies had made in the good years, 
Cooper believes.

“A lesson most banks are learning 
is that prior to 2008 it said ‘bank’ 
above the front door,” he says.

“Banking isn’t rocket science, 
you don’t actually make anything 

complicated. It’s all about deal-
ing with numbers. It’s about tak-
ing on risk, balancing that risk 
and charging accordingly for 
that risk. The very fact that we’ve 
needed so much banking regula-
tion shows that banks could not 
be trusted to look after their own 
best interest. They’d forgotten 
they were banks, they built ev-
erything on a model that things 
would always work out, they 
hadn’t balanced risk, they hadn’t 
managed their exposure.”

Time to act
Cooper believes the more forward 
thinking banks are currently seeing 
they have a ‘window of opportuni-
ty’ to ask consultants what position 
they are in and ‘how far from good’ 
they might currently be.

“Telling banks that banking is 
all about balancing risk by man-
aging it properly and charging ac-
cordingly may sound pretty obvi-
ous,” says Cooper.

“However, we don’t really get in-
volved on the micro level of whom 

they’re lending to and what the 
forms look like. We ask the more 
fundamental questions such as 
what their exposure is to diff er-
ent sizes of companies and each 
industrial sector in diff erent re-
gions. The biggest one of all, the 
real acid test for us, is how do they 
know when it’s time to stop.

“There have to be measures 
in place, there has to be a strong 
form of control or banks will just 
continue to keep moving further 
and further away from where they 
should be.”

Branding advice
The next few years will see a lot of 
this activity expanding as banks 
work on their brands and initiate 
programmes to get to know cus-
tomers better, Cooper predicts.

With Virgin buying Northern 
Rock, Cooper foresees fi nancial in-
stitutions will be calling in consul-
tants to see what the impact will be 
and how they could sharpen their 
brand image to compete better and 
have their name mean something 
for consumers to help it stand out.

With a new name on the high 
street, that is traditionally seen as 
a challenger brand, carrying on as 
normal will not be an option.

Chris Cooper
Founding Partner, 
Challenge 
Consulting

BALANCING
THE BOOKS

 ■ Question: Why are banks 
calling in consultants to help 
them through the current 
economic diffi culties?

 ■ Answer: They are realising 
there is a window of opportunity 
to get top advice on getting 
back to basics and managing 
risk better
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The size and scale of the merger and 
acquisitions seen in the personal fi -
nance sectors over the past handful of 
years are at a scale where they can tru-
ly be described as once in a generation.

Given that most people in-
volved will probably never have 
been responsible for executing 
mergers of anywhere close to a 
comparable size, it will come as 
little surprise that most are call-
ing in management consultants.

Phil Dunmore, Managing Direc-
tor at PIPC, has been involved advis-
ing the likes of RBS and Lloyds. He 
claims that when two sides come 
together an independent, guiding 
hand can ensure that eff orts are di-
rected towards building a strong, 
combined company and potential 
rivalries between the two boards 
and senior managers avoided.

“The fi nancial services providers    
know consultants who’ve seen 
through major mergers and ac-
quisitions before will have the ex-
perience and won’t be swayed by 
the internal politics of either or-
ganisation,” he says.

“They need impartiality and inde-
pendence of focus from consultants 
who are not seen as being from either 
camp and have the one goal of seeing 
through a successful integration.”

Success plan
Dunmore’s advice, and the plan 
which he believes management 
consultants can bring to banks go-
ing through large-scale change, in-
volves several steps.

“First a management consultant 
will ensure there is an agreement 
on what the fi nal company is going 
to look like,” he says.

“Then you’ve actually got to start 
integrating systems so the bank can 
operate as one, you can optimise lat-
er but you have to get going or noth-
ing will get done. You also need a 
plan, that might well change, but 
you have to have a plan and you also 
need people that are accountable for 
each part of it. You need leadership 
and accountability but, most of all, 
you need honest communication at 
every level of the company. People 
need to know how change will af-
fect the company and them.”

The years that have recently 
passed and the ones immediately 
ahead will see bank heads make the 
biggest decisions they will ever be 
confronted with. Those decisions, 
Dunmore insists, are more likely 
to be for the better if they are made 
with the impartial advice from ex-
perts who have been in similar situ-
ations many times before.

Keeping mergers 
politics free

 SEAN HARGRAVE

info.uk@mediaplanet.com

Unprecedented mergers 
are being kept on track by 
independent consultants 
free of internal politics

NEWS
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Bernie Levins, Head of Financial 
Services consulting at PIPC

US Foreign Account 
Tax Compliance Act 
(FATCA) 

Retail Distribution 
Review (RDR)

 ■ This review aims to tackle the po-
tential confl ict of interest that could 
occur as a result of selling commis-
sion-based products. The impact of 
this regulatory change will be felt 
by product providers and the Inde-
pendent Financial Advisors.

 ■ The US Government has an-
nounced measures to identify US 
Nationals seeking to use off -shore 
facilities to avoid domestic tax li-
abilities. Institutions providing 
banking services to those liable for 
US tax must identify these custom-
ers, provide details to the US tax au-
thorities and in certain circum-
stances, withhold an appropriate 
amount to cover any liability. 

How do 30% of the FTSE 100  
   solve their regulatory, operational  
      and technology problems?

           They ask Protiviti.

© 2011 Protiviti Inc. An Equal Opportunity Employer. Protiviti is not licensed or registered as a public 
accounting firm and does not issue opinions on financial statements or offer attestation services.  PRO-1211

protiviti.com

Phil Dunmore
Managing Director, 
PIPC

Vickers Report/
Independent 
Commission on 
Banking

 ■ The recommendations from 
this report are currently being 
reviewed by the Treasury. While 
much of the reported focus has 
been on how to split Investment 
and Retail Banking activities, it 
also addresses other issues such 
as improving the effi  ciency by 
which customers can switch ac-
counts from one bank to another. 

FINANCIAL DISTRICT
Consultants are helping 
banks go ‘back to basics’ 
to guide them through the 
economic difficulties
PHOTO: SHUTTERSTOCK 
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INSPIRATION

Skilled consultants in 
constant demand

The management consultancy 
industry, like any other, is evolv-
ing in the current period of eco-
nomic difficulty. 

The biggest impact on consul-
tants has been a decline in the 
public sector work which has 
seen a large-scale move from 
public to private work. Neverthe-
less, a recent government report 
did underline the value consul-
tants can provide to central and 
national authorities and so the 
trend is not seen as permanent.

So, today’s management con-
sultants are far more likely to 
find themselves working in the 
private sector and, here, flexibil-
ity is the key, advises Alan Lea-
man, Chief Executive of the Man-
agement Consultancies Associa-
tion (MCA).

What are the priorities?
In his experience, management 
consultancy agencies are now 

prioritising hiring consultants 
with demonstrable skills who 
have the potential to move be-
tween roles, companies, sectors 
and countries at short notice.

“I think we’re going to see 
more of the growing trend for 
management consultants to find 
themselves being asked to work 
abroad,” he says.

“While I think most are con-
fident we will see some growth 
in the UK, a lot of consultancies 
are actively expanding their op-
erations in areas showing bet-
ter growth than their tradition-
al strongholds in the UK and USA. 
So there is a lot of activity in the 
Middle East, Asia and Africa.

Adapting to change
“There are obviously very dif-
ferent customs and cultures 
in each country within these 

areas and so consultancies are 
looking for people who can show 
they are flexible and adaptable 
to cope with doing business in a 
totally different way from what 
they have been used to.”

Make yourself stand out
Hence, if Leaman were to pass on 
advice to any young person con-
sidering a career in management 
consultancy, it would be to learn 
a language. 

In addition, there is a single 
buzz word consultancies are us-
ing to describe the type of can-
didate that will always stand out 
from the crowd. 

“Authenticity is the word every-
one’s using for the characteristic 
which is really in demand,” he says.

“Transparency is very much in 
demand with colleagues and cli-
ents. Nobody wants to work with 

someone who doesn’t give them 
the full picture; nobody wants 
the wool pulled over their eyes.”

Efficiencies in demand
Richard Stewart, Managing Di-
rector of consultancy recruit-
ment agency, Mindbench, agrees 
that people skills are very im-
portant in the current mar-
ket which is proving buoyant 
as small and medium consul-
tancies have continued to hire 
through the entire year.

“The large firms reached their 
yearly hiring targets early on and 
are now generally more cautious 
given the uncertain economic 
outlook,” he reveals.

“The smaller and mid-size con-
sulting firms continue to hire in 
significant numbers. The firms 
with specialist expertise in the 
areas of cost reduction — includ-
ing BPR, supply chain and pro-
curement, continues to be high 
demand. This is as a result of the 
needs for corporates to cut costs 
in a tough market. Likewise, 
firms with expertise in risk-re-
lated areas of financial services 
are in high demand as the level 
of regulatory legislation affect-
ing banks continues to increase.”

 ■ Question: Has demand for 
consultants suffered with the 
economic downturn? 

 ■ Answer: Driving effi ciency 
programmes is actually 
boosting recruitment demand 
for fl exible, skilled consultants 
– but mainly in the private 
sector

SEAN HARGRAVE

info.uk@mediaplanet.com

SHOWCASE

‘Authenticity is the 
word everyone’s 
using for the 
characteristic 
which is really in 
demand’
Alan Leaman
Chief Executive of the MCA

QUESTION & ANSWER

 ■ How has the credit crunch 
and economic turmoil 
impacted the financial services 
industry’s requirement for 
consultant services?

!
Before 2008 fi nancial servic-
es companies weren’t look-

ing at their cost structures or 
overall strategies in the same way 
as other sectors, such as manufac-
turing and retail were. Times were 
good so it was understandable.

However, for the past three 
years or so they’ve been starting to 
seek guidance on cost and strategy 
to help them become more com-
petitive. Diff erent companies are 
at diff erent stages on the journey.

 ■ What sort of areas are 
financial services companies 
looking at?

!  The big one, that I’m in-
volved with, is systems. 

There are savings and effi  ciencies 
to be made across any company 
but the fi nancial services compa-
nies are very keen on engaging 
management consultants to look 
at the computer systems they 
have in place. 

When the economic situation 
was a lot better they were invest-
ing in expensive bespoke systems 
that were built virtually from 
scratch. This makes them expen-
sive to maintain because it’s such 
a specialist job. So, there’s a lot of 
work going on helping banks to 
pick where they can rely on more 
generic computer systems. This 
enables them to save money as 
well as lowers the risk they expe-
rience by only a select few IT ex-
perts being able to maintain spe-
cialist systems.

 ■ What about the overall 
strategic picture?

Strategy, in the past, wasn’t 
central to purchasing deci-

sions but it most defi nitely is now. 
Financial services companies are 
taking a far closer look at what 
they invest in and if it delivers on 
their strategy. 

I think a lot of companies realise 
they are not diff erentiated enough 
and so everyone’s waiting to see 
what happens when Virgin takes 
over Northern Rock. Will it be an-
other challenger brand? So we’re 
seeing a lot of management con-
sultancy activity around defi ning 
what each company stands for, 
where it sees itself going and how 
it can focus entirely on the cus-
tomer at the same time as appeal-
ing to new customers bases.

Tim Kerr, 
Director, 
Novo Altum

!

UNDERSTAND 
THE DEMAND

2
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STAND OUT FROM THE CROWD
Alan Leaman, Chief Executive 
of the MCA, discusses 
the growing demand for 
management consultants with 
demonstrable skills
PHOTO: PROVIDED BY THE MCA
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 ■ Traditionally, the 
public sector and global 
enterprises have provided 
the main demand for 
management consultancy 
services. However, 
changes in market 
conditions and how 
modern consultancies 
are now prepared to work 
is helping to open up the 
SME market. 

Certainly, Stella Bowdell, Head of 
the Institute of Consulting, is no-
ticing an increased interest in 
small and medium businesses to 
hire experts they might have previ-
ously considered too expensive or 
not suited to a company their size.

“SMEs have perhaps traditional-
ly thought they weren’t the type of 
company to bring in consultants, 
but that’s changing,” she says.

“A lot of company heads are re-
alising that if you bring in con-
sultants it’s actually a lot better 
value than going to the lengths 
of hiring someone. If they know 
they need a part of the business 
turning around or refocused, and 
they haven’t got the skills inter-
nally to see to it, then bringing in 
an expert for a pre-determined 
length of time is actually really 
good value. They don’t need train-
ing up and you’re not committed 
to employing the person or peo-
ple once the project is finished.”

In safe hands
One of the big advantages that 
working with management con-
sultants will provide for the 
board of an SME is they can allow 
directors to get on with the day 
to day running of the business 
while an expert, with a fresh pair 

of eyes, addresses the business 
concern they have. 

At the same time, it would 
appear that flexible billing is do-
ing more than any other change 
in the industry to give SMEs the 
confidence to bring in consul-
tants. For many small company 
directors there has always been 
a fear that they could be faced 
with a large bill and not necessar-
ily have all their objectives met. 
However, Bowdell is finding that 
many consultancies are now will-
ing to offer tempting assurances.

“Payment by results is certain-
ly something we’re seeing a lot 
of,” she says.

“It’s because consultants are 
normally so talented and that 
they’ve got results in the past 
for similar companies looking to 
achieve similar goals that they 
can go in with full confi dence and 

SMEs opening 
up to consultants
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Innovating 
through fresh 
eyes

Against the backdrop of an 
economic downturn and 
many goods and services 
being commoditised, stand-
ing out is crucial. 

Hence, the driving force behind 
many new engagements with 
management consultants is com-
ing from companies looking for 
a fresh pair of eyes to help renew 
their off ering and help diff erenti-
ate them. 

“If you leave milk in the saucer, it 
goes sour,” sums up Huw Hilditch-
Roberts, Director in Charge of the 
Institute of Consulting.

“That’s why companies are ea-
ger to step back and re-evaluate 
what they do and the best way of 
getting that new perspective is 
someone who’s had experience in 
helping other businesses innovate 
in diff erent industries. Sometimes 
the clients have a clear idea where 
they want to go but often they 
can’t see the wood for the trees 
and need someone to come in and 
guide them.”

According to Hilditch-Roberts, 
this can include a wide variety 
of areas. It could be a consultant 
coach improving performance 
and helping executives discover 
new routes to market, or an IT spe-
cialist improving the bottom line 
through more cost-eff ective sys-
tems which allow the business to 
become more agile and improve 
speed to market.

Innovation does not necessar-
ily mean new goods and services, 
then, but can also include chang-
ing processes or ways of working 
which enable the end product to 
be improved and more attractive 
than rival off erings.

SEAN HARGRAVE

info.uk@mediaplanet.com

ensure they are paid by results. 
Quite often this could mean that 
rather than a consultant saying 
they need so many days, they’ll 
actually explain that it will prob-
ably take between a range of days 
to complete the work and they on-
ly need to be paid if it’s completed 
to the client’s satisfaction.”

Niche firms
Also, with the rise of boutique con-
sultancy agencies, she is observ-
ing that SMEs who may have been 
put off  working with a large fi rm 

now appear happy to have the op-
tion of engaging a smaller agency.

By contracting a small team 
of consultants who are experts 
in the niche area where the SME 
is seeking to improve, they can 
proceed with greater confidence 
they have dedicated experts and 
that, crucially, they will contin-
ue to deal with the same person 
or people once an agreement has 
been signed.

‘SMEs have perhaps 
traditionally thought 
they weren’t the type 
of company to bring 
in consultants, but 
that’s changing’

Stella Bowdell, Head of the 
Institute of Consulting
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PROFESSIONAL INSIGHT
Management consultants are all about driving growth but taking none of the credit, 
according to Paul Winter, President of the Management Consultancies Association

Unsung heroes driving growth

B
ehind most suc-
cessful business an-
nouncements and 
turnarounds there 
is nearly always sol-
id advice from man-
agement consult-

ants who are often long-gone by the 
time the CEO gets a standing ova-
tion at the AGM.

That is certainly the experience 
of Paul Winter, President of the 
Management Consultancies Asso-
ciation who believes that is exact-
ly how it should be.

“Management consultants have a 
long, proven history of being a reli-
able source for growth,” he says.

“So whenever you see a company 
or organisation has come on in leaps 
and bounds you can almost always be 
certain there was engagement with 
management consultants involved. 
The fact they never get the plaudits 
or are never featured in the head-
lines about the turnaround is fi ne, it’s 
what the role is all about.

“We’re in the background and 
the pats on the back should always 
go to the people who show strong 
leadership through getting a good 
and well-advised management 
team around them. A management 
consultant will get the job done 
and make sure they’re replaced so 
someone else can carry on the pro-
gramme when they’re gone.”

Crossover specialists
One of the major challenges a man-
agement consultant has to get over, 

other than accepting a client’s board 
will always take the credit, is how the 
role actually goes against what most 
people are brought up to believe.

Management consultants are 
hired by boards who want to drive 
growth and turn around a business 
yet most business people, like ev-
eryone else, expect people to be ex-
perts in just one area.

“We’re a nation of specialists, we 
all grow up and then do a job that we 
largely stick to, becoming an expert 
in that area,” refl ects Winter.

“The thing is, becoming an expert 
can be limiting because people as-
sume that’s all you can do. Manage-
ment consultants are the opposite. 
They’re people who are very good 
at what they do but they don’t spe-
cialise in doing one thing in one in-
dustry. It’s all about taking what you 
learn and observe in one industry 
to another because things are gen-
erally highly repeatable. More of-
ten than not the hugely successful 
business turnaround stories come 
simply from taking something that 
works well in one industry and in-
troducing it into another.”

Decisive and early
Hence, most of what a management 
consultant will bring to a company 
is observing how things are done, 
looking at good behaviour and re-
placing the negative behaviour 
with something that has worked 
elsewhere. Inventing a new service 
or product is almost unheard of, 
Winter assures, but helping them to 

This stimulus for growth and 
innovation can only come about 
when a management consultant 
has made an assessment of the 
board and unit leaders they are 
working with.

“To help a company grow, you’ve 
got to be very canny at under-
standing people and making ac-
curate judgements about them,” 
Winter reveals.

“You have to fi gure out where 
people’s strengths and weaknesses 
are, but crucially you have to estab-
lish who you can trust. You need to 
fi gure out who is really backing the 
process and who you can trust to 
carry it through and keep on driv-
ing it once you’re gone.”

The benefi t for client compa-
nies is that once they have over-
come the understandable concern 
of allowing in consultants to show 
them how to do things better, they 
are likely to have a more success-
ful company and they are more 
likely to use management consul-
tants again.

The key, Winter maintains, is to 
act early and be reassured when 
making the decision that others in a 
similar position have done so in the 
past and will do so again. The big-
gest risk is acting late and allowing 
rivals to steal a march on your busi-
ness and its customer base while 
you pontifi cate on whether some-
thing needs to be done.

‘Management 
consultants 
have a long, 
proven history 
of being a 
reliable source 
for growth’

Boosting 
public bodies
If management consultants 
have to get used to watching 
someone else receive the 
plaudits for transformation 
in the private sector, then 
public sector work only 
deepens the requirement 
not to expect positive 
headlines and awards.

The crucial diff erence between the 
two sectors is that, perhaps ironi-
cally, success in the private sec-
tor can appear very public while 
in the public sector it is decidedly 
private. Rather than concerning 
growth, most current public sec-
tor engagements will be around 
effi  ciencies, points out Winter.

“The public sector, particularly in 
the current time of austerity, is main-
ly looking for efficiencies,” he says.

“So a lot of the work is in the sort 
of advances that won’t really be 
very visible outside of the organ-
isation. Of course, public authori-
ties aren’t like businesses: they 
can’t grow or export themselves as 
they’re usually a local authority or 
government department.”

Winter believes that although 
the public sector is scaling back 
engagement with management 
consultants, there is still much 
‘young bright minds’ can off er 
public sector bodies. Ultimately, by 
using management consultants 
such departments can be assured 
they have the benefi t of access to 
the type of people that are unlike-
ly to consider a career in the civil 
service but who can leave behind 
valuable intellectual property.
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realise that is what they need and 
then assisting in its development 
and execution is a common task.

Paul Winter
President, 
Management Consulancies Association SEAN HARGRAVE
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When financial services firms need branding and communications to help drive business 
strategy, change or growth they enjoy the benefits of our specialist, unified approach.

At Living Group we bring together the four disciplines of design, digital, PR and  
annual reporting in one firm – delivering proven success across multiple channels.

From integrated communications planning through to award-winning creative work, projects 
run more smoothly, budgets stretch further, schedules are kept – with impressive results.

We’d love to discus how we could help you with your financial communications and review 
the benefits and results that we can deliver.

If you’d like to talk further please contact Nick Smith on 020 7739 8899  
or email nick.smith@living-group.com

www.living-group.com

Joined-up financial communications…
at the heart of your business success.

Living Group 
Tea Building, Studio 2.10, 56 Shoreditch High Street, London E1 6JJ 
T: 020 7739 8899

Living Group Asia 
Izi, 151 Hollywood Road, Central, Hong Kong 
T: +852 3711 3100
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ACA was established in 2002 and is the world’s largest independent compliance consultancy.

ACA operates from 12 offices across America and Europe with a team of over 120  

compliance professionals, a third of which are former FSA, SEC, FINRA, NSA, Stock  

Exchange or US State regulators.

ACA’s 700 clients include hedge, long-only and private equity fund managers, large  

mutual complexes, banking and asset management institutions, trust companies,  

brokers, smaller boutiques and other wholesale finance companies.

Amongst our clients are: seven of the world’s top ten private equity firms; more than half  

of the top 100 hedge fund managers; six of America’s top ten private equity real estate 

firms; and two thirds of Europe’s most prominent start-up hedge fund managers .* 

ACA also provides independent Governance, Risk and Compliance (GRC) solutions  

for fund and company Boards.

*All noted from independent sources

To discuss further:

FSA Support – Ron Weekes, 

ron.weekes@acacomplianceeurope.com

SEC Support – Kristina Staples, 

kristina.staples@acacomplianceeurope.com

Tel: +44 (0) 207 659 4050

www.acacomplianceeurope.com

FSA and SEC Registration | Independent Compliance Support | Board Governance

We specialise in FSA and SEC compliance.
So you don’t have to.




