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A welcome from the team of the FM Consultants 

Council to the second feature of “Here’s How”. This 
guide was developed to support our members and the 
wider IFMA network in selecting, engaging, and working 
with an FM Consultant. 

 
In this supplement we will explore the key inputs to 
develop, deliver and win the business case for hiring an 
FM Consultant. 

 
In this supplement we aim to provide the foundation for 
understanding the reasons why, and setting the roadmap 
how, to get an FM Consultant on board. An established 
tool in organizational decision making, the business case 
is at the heart of any successful project getting approval 
whether formal, or informally presented. 

 
According to Jim Whittaker, “Our new FM challenge is to 
provide greater transparency and accountability while 
managing external and internal driving forces” (1) 

Jim’s comment above highlights the drivers that push FM 
Professionals to understand what they need, who are the 
influencers and who are their potential detractors.  

 
Develop 

What information is needed? Does the business case 
align with the organization’s goals?  Does the business 
case support the organization’s strategic facility plans? 

 

Identify why a FM Consultant is needed and do the 
research required to locate the FM Consultant who has 
the right experience, know-how, and other skills to 
provide the services required. 

 

In the “How to presentation” Stroup/Fanelli (2) noted 
that the qualitative content of a business case lowers the 
outcome of approval whilst quantitative groundwork will 
be more favored by upper management, especially when 
it impacts the bottom line. 

 
It’s been our experience that FM Professionals will find 
the usual challenge in developing, delivering, winning (or 
losing), a business case for their annual Opex or Capex 
facility budgets on a routine basis. Packaging is 
everything! 
 

There are various popular methods to develop a business 
case. The Harvard Business School (3) has offered some 
additional tips on whether the business case needs to be 
more quantitative or qualitative: 

 Know the need: 
What happened? What is needed?  How do we 
make what we have better? What is the impact if 
this need is not approved?  These questions 
require a well written analysis backed by 
numbers showing the return on investment if 
approved and the possible negative monetary 
impacts if not approved. 

 What’s important to your audience: 
Is it financial? Is the need to manage or harness 
growth, a competitive edge or address 
imperatives in the organization’s core business? 
Organizations focused on the bottom line will 
want more research on real monetary costs and 
benefits. 

 Drop the pennies: 
How does the case meet the needs of the 
stakeholders? Make use of informal meetings, 
and monthly reporting to advance the identified 
need and support for your business case.  
Determine the role of being persuasive in written 
and verbal communications.  

 What delivers best: 
Is it a formal business case document?  Is it a 
presentation?  What tools are needed to match 
the method the business case is being 
submitted, vetted and decided on? 



 
 
 

Deliver 

Now that you have competed your business case, it 
needs to be reviewed and submitted (or presented) to 
the decision makers. 

The key here is to complete an option analysis that 
makes the answer to the question an inevitable yes to 
whether to hire an FM Consultant. 

Packaging is everything! 
 

Win 

How does your business case look for an FM 
Consultant? 

Know your audience.   

Does the business case align with your 
organization’s goals?   

Does it align with the organization’s strategic facility 
plan? 

Does the business case have the right balance of 
quantitative and qualitative content? 

Do you have a champion for the case in upper 
management?   

 

ASK US!  Reach out to the IFMA FM Consultants 
Council for resources, articles and of course – 
consultants! 
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