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ing past the crowded
reception on the manicured
lawn of the Bangkok Peninsula
Hotel, toward the lights of the huge
city, IIC Partners Chairman Urs
Wiithrich says simply, “Size is not
enough.”

As the leader of one of the top 10
executive search organizations in the
world, Wiithrich should know.

IIC Partners now lists 59 offices in
35 countries, covering the business
capitals of five continents. More
importantly, in his view, revenues will
surpass $100 million for the first time
in 2006, and likely by a fairly wide
margin.

But as 80-plus IIC partners and
consultants meet at their 2005 annual
general meeting in Bangkok, and
prepare to celebrate their 20th
anniversary next year in Rio de Janeiro,
Wiithrich is pressing his board of
directors and general membership to
develop plans for what he calls ‘Next
Steps’.

“We've outgrown the need to place
more dots on the map,” Wiithrich says.
“We have very strong coverage in
Europe, Asia/Pacific and the Americas.

search-consult ISSUE 25 2005

We will continue to add locations,
selectively and strategically,
and we always welcome expressions
of interest from potential new
members. But geographic growth is
no longer a primary focus for IIC
Partners.”

“We have the size
and the intellectual capital

within IIC to compete
for very senior search
assignments against
the higgest integrated
search firms and the
hest of the houtigues.
We frequently

do that very
successfully - but

not frequently enough
in my view,”’ he says.
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“The reason is simply that, by their
very nature, integrated search firms
are able to focus their marketing efforts
on a few key cities and sectors — and
they have a single brand.”

THE ADVANTAGES OF BEING
LOCAL

IIC’s network of homegrown search
firms, meanwhile, offers the
advantages of local knowledge and
long-established access to business
leaders in every country where they
operate. Eight practice groups lead
strategic marketing initiatives,
providing technical skill sets and
industry experience equal to the best
of the competition, in his estimation.

Increasingly, he says, IIC has the
critical mass necessary to raise the
profile of the shared brand. “We won’t
be signing up David Beckham or Tiger
Woods for TV ads,” he smiles. “Frankly,
it wouldn't be the right approach, even
if we could afford it.”

Instead, he says, IIC convened a
special two-day session in Bangkok to
involve all AGM delegates in crafting
‘Next Steps’ for the organization. To
facilitate this effort, the Ziirich-based
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