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- SVENSK SAMMANFATTNING - 

 

Den traditionella marknadsföringen med sin marknadsmix har länge varit den 

dominerande marknadsstrategin där fokus har vilat på att placera produkten på bästa plats 

och till ett så förmånligt pris som möjligt. När det rör sig om tjänster finns inte samma 

möjligheter; företagen måste ta till sig nya markandföringsmetoder för att på bästa sätt 

marknadsföra sina tjänster. Är tjänsterna dessutom ”osynliga”, måste konsulten skapa ett 

löfte och kunden måste känna förtroende. Ömsesidiga relationer blir då av högsta vikt, 

och fokus läggs istället på kundens behov snarare än på företagets egenintressen. 

      Syftet med denna uppsats var att undersöka hur managementkonsulter effektivast 

marknadsför och säljer sina tjänster. Vidare var syftet att se hur stora konsultbolag skiljer 

sig mot små. Teorier inom traditionell- respektive relationsmarknadsföring användes för 

att få en djupare inblick kring ämnet. Inledningsvis intervjuades 4 konsulter för att kunna 

konstruera en enkät som senare skickades ut till 25 olika konsultbolag. Resultaten 

analyserades sedan för att få fram vilka marknadsföringsmetoder som var de mest 

frekvent använda och vilka faktorer som påverkade valet av metod. Likaså studerades 

och analyserades likheter och skillnader mellan stora och små företag.  

      Forskningsnivån inom ämnet är inte markant utbrett, och tanken var därför att testa 

teorierna och eventuellt bekräfta eller opponera dem. Resultaten från studien visade sig 

stämma hyfsat bra med teorierna. Slutsatserna är att ju mindre produktifierade tjänsterna 

är desto mer relationsbaserad marknadsföring bör tillämpas. De företag som endast 

arbetade med lösningsbaserade konsulttjänster tenderade att lägga mycket tid på att 

involvera kunden i processen. Dessa konsultbolag ansåg att rekommendationer och 

referenser var det mest effektiva sätten att nå nya kunder samt fortsätta med nuvarande. 

Traditionella marknadsföringsaktiviteter användes till en mycket mindre grad, och ansågs 

vara tidskrävande och ineffektivt. Skillnaderna mellan stora och små konsultbolag var 

färre än likheterna. Ett svar på detta kan vara att konsultbolag konkurrerar på ett 

annorlunda men mer jämlikt sätt än företag som säljer produkter. Det är inte det största, 

och det mesta kända konsultbolaget som blir starkaste konkurrenten, utan det är de som 

skapar bäst förtroende hos kunden. På så sätt spelar företagets storlek mindre roll, och 

valet av marknadsstrategi påverkas ej.            
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- SUMMARY - 

 

The traditional marketing with its marketing mix have for long been the dominating 

marketing strategy, where focus have been on placing the product at the best place with 

the best possible price. When it comes to services, the possibilities are not the same; the 

firms must adapt new marketing methods in order to sell and market their services 

effectively. If the services are “invisible” as well, the consultant must create a promise 

and the client must feel secure. Mutual relations then become important, and focus is 

instead put on the client’s needs rather than the firm’s own interests. 

      The purpose of this thesis was to examine how management consultants most 

effectively sell and market their services. Further the purpose was to discover how big 

consultancy firms differ from small. Theories within the traditional - respectively 

relationship-based marketing were used in order to get a deeper insight in the subject. By 

way of introduction four consultants were interviewed to facilitate the construct of a 

questionnaire, which was later sent out to 25 different consultancy firms. The results 

were analyzed with the objectives of finding out which marketing methods that were 

most often used and which factors affected the choice of method. In addition, similarities 

and dissimilarities between big and small firms were studied.  

      The state of the art within this subject is not very broad, and the thought was therefore 

to test the emerging theories and thereby support or oppose them. The results from the 

study showed to support the theories to a high extent. The conclusions are that the less 

productified the services are, the bigger effort is needed on relationship-based marketing. 

Those firms who only sell solution-based consulting tend to put much time on involving 

the client in the project process. These firms considered recommendations and references 

to be the most effective ways of reaching new clients and continue with existing ones. 

Traditional marketing activities were used to a much smaller extent, and were considered 

to be time-demanding and ineffective. The differences between big and small firms were 

less than the similarities. An answer to this might be that within the consultancy business 

the effectiveness is not made through the market share or the numbers of clients, i.e. how 

big the firm is; instead it is the special expertise and unique knowledge that every 

consultant keeps that makes them compete equally on the market no matter the firm size.   
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1. INTRODUCTION 
 

This part contains a short introduction to the subject of the thesis, followed by a 

problem discussion and the purpose of the thesis. The objective is to raise interest for 

the subject and highlight what the thesis will be about.   

 

The business environment today is more dynamic than 50-60 years ago. People are more 

stressful and both people and companies seek new challenges. These changes during the 

last century have led the business to a new direction; the service industry. The 

globalisation arise demands for new products and services, and companies more often 

demand advises from third part to be able to manage the fast changing market. Still, there 

have always been demands for second opinions and advises, however, it is just recently 

people have discovered the opportunities to make a business in the matter. It was not until 

the 1960s that management consultancy firms started doing business on the Swedish 

market, Andersson (2001:15-16, 20). 

      Consultants are seen as experts with the knowledge needed to solve organisational 

problems, Furusten (2003:18). The general definition of a consultant is any professional 

who provides assistance to others, for a fee, Biswas & Twitchell (2002:6). For a 

management consultant in particular, the definition is the same but researchers tend to 

add that it is a person who investigates different kind of problems and then recommends 

actions and solutions to implement the recommendations. The management consultancy 

business is very broad, and management consultants can be experts in different areas, 

McLarty & Robinson (1998:256-257). What they sell is not a tangible product; they sell 

their ideas and expertise as well as a promise, Alvesson (2004:102). 

       

For a long time the traditional transaction marketing strategy have worked well and been 

successful. However, several researchers (Grönroos 2007, Zineldin & Philipson 2007, 

Ward & Dagger 2007, Alvesson 2004 etc.) argue for the importance of relationship 

marketing. It distinguishes from the traditional transaction marketing by including the 

client in the process and develops a close relationship. Firms who use this strategy tend to 
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put focus on maintaining the relationship in order to get future project from the client. 

Within the transaction marketing the focus is put on a transaction with any client and the 

process is often short and formal, Grönroos (2007:285). Some researchers (Grönroos 

1007, Pelham 2004 etc.) argue that the traditional marketing approaches are limited in the 

service business, while others claim that the relationship is developed through different 

steps with the traditional marketing approach as a ground base, Zineldin & Philipson 

(2007:233), Duncan & Moriarty (1998:1). In addition, some researchers state that the 

relationship strategy is not new, it has only been least understood, Zineldin & Philipson 

(2007:229). The line between the traditional-based and the relationship-based strategy is 

thin, but there are some distinct differences.  

      Management consultancy firms in general seem to have close relations with their 

clients. However, there is also a need for the consultants to develop their skills and 

expertise through new clients and new experiences. The latter strategy cost more and 

demand more efforts, yet many firms consider it as an investment, Alvesson (2004:103). 

What it is that affect the choice of marketing strategy seem to be many factors; the size of 

the company, the visions and objectives of the firm, as well as their reputation on the 

market. The main objective with any marketing is to get the client to a purchase; however 

the ways to get there are several and differ between different kinds of firms.  

 

1.1 Problem Discussion 
Clients may demand different things today and firms must consider other aspects now 

than before. Traditional marketing strategies have worked well, and are still useful in 

many industries today. The question is if it is still useful in the service industry and more 

particular in the management consultancy business where there are no tangible products? 

Is there a special need to create close relationships with the clients in order to be able to 

sell the services? The management consultancy business is very spread, mostly because 

there is no universal definition of what a management consultant do. In this thesis, the 

focus is put on management consultants who only offer their expertise and knowledge, as 

well as solutions, i.e. who do not sell any tangible services or products. In this type of 

business, the clients cannot test the services, hence they must relay on the firm and their 

promises about effective solutions. There are many ways to reach potential clients and to 
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get profitable projects, and therefore it is interesting to find out what small (2-40 

employees) and mid-sized- to big management consultancy firms (40 or more employees) 

consider being the most important aspect when marketing their services. In addition, does 

their location geographically and the type of consultancy firm have an impact on the 

strategy decision? Some firms include other than just management consultants, and this 

might affect the marketing methods. In addition, what is it that differ small consultancy 

firms from mid- and big-sized?  

 

1.2 Purpose 
The main purpose of the thesis is to understand what affect the choice of marketing 

strategy among management consultancy firms. Further, the objective is to find out 

through the empirical data which marketing methods are considered most effective by 

management consultants. In addition, the empirical study will determine if there is a 

difference between small and mid-sized to big management consultancy firms, and if so, 

what that difference is.  

      An underlying purpose is to get a better understanding of the management consulting 

business, which will help to broaden the view of marketing strategies as well as to open 

up the mind for today’s marketing principles.  

 

1.3 Practical and Theoretical Relevance 
Today it is important to understand not just the market and the clients’ needs, but also the 

clients’ thoughts and expectations as well as the business itself. Before promoting its 

services to specific clients or jumping into a relationship with them the firms must 

understand the clients’ behaviours and what factors result in certain outcomes. Once this 

step is done, the firm can focus on their strategies to reach the potential client, whether it 

is an indirect marketing approach or a method of maintaining a relationship. The findings 

in this thesis will hopefully remind firms of the important steps that need to be taken into 

consideration for becoming successful. In addition, some firms may find it interesting to 

see that different firms use diverse approaches for different purposes but with the same 

goal in mind. 



- marketing strategies for intangible services - 
 

 - 4 - 

Since limited research was found in the specific subject of marketing strategies within 

management consultancy firms, this thesis will hopefully contribute to further research 

within the subject. Participants included in the thesis should reflect upon the findings and 

optimistically consider their own firm’s marketing approaches. Further research is needed 

in order to reach findings that will result in fundamental changes. However, this thesis is 

a good start and firms as well as students and lecturer may find the results interesting. 
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2. THEORY 
 

This part seeks to make a state-of-the-art statement about relevant theory and based on 

this choose a more precise research question. The chapter starts with theories within 

the service industry and is narrowed down to theories about the management 

consultancy business.  

 

The marketing concept within the service business can be described as a philosophy. The 

service firm should, as firms in any business, focus all their marketing activities on the 

clients’ needs and demands. Social restrictions like norms, laws and agreements must 

also be considered. This view is called the market view, which differs from the 

production view where the activities are geared toward technology and product processes, 

Grönroos (2007:264). It is not essential to sell what the market in general demand; 

professional service firms have recognised the effectiveness of selling what specific 

clients want. The broader the target gets, the thinner impact the company make. Intimacy 

is the key word when selling services, according to Ferguson (1996:19-20).  

      For service companies, two aspects are always stressed; to maintain long relationships 

and gain new clients. To maintain relationships, interpersonal skills are required and 

should constantly be developed, and in order to gain new clients it is important to focus 

on critical skills needed in the process, Ferguson (1996:49). Much research has shown 

that the focus of marketing for a long time was put on attaining clients rather than on 

retaining them. In addition, research has also shown that it cost more to find new clients 

than to maintain existing ones. The cost can be up to nine times more, Ward & Dagger 

(2007:281); Duncan & Moriarty (1998:3). There is no universal marketing strategy that 

works for all, hence it is interesting to discover what factors affect the choice of 

marketing strategy. This chapter seeks to discover the differences between strategies and 

the reasons for the choice. In what situations and under which circumstances might one 

approach be better than another?  
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2.1 Moving from Transaction Marketing to Relationship Marketing 
Several articles highlight the importance of building relationships with clients. The 

subject has increased in interest among authors, since the principles of marketing were 

build upon tangible goods and how to best sell them on the market. The market itself is 

constantly changing, and people can realise that the demands and needs are different 

today. Many firms focus on selling services instead of tangible goods, which demand 

other qualifications and efforts. The question is if the old traditional market strategies 

still can be used effectively when providing services, or if there is a need for more 

modern strategies?  

 

2.1.1 The Marketing Strategy Continuum 

Grönroos (2007) presents a marketing strategy continuum containing two different 

strategies. Placing relationship-based marketing at the one end, it is reasonable to place 

transaction-based marketing at the other end. Transaction-based marketing means that the 

firm concentrates at one transaction at the time with any client, without trying to create a 

relationship with that client. According to Grönroos, the transaction-based strategy is the 

old traditional marketing strategy, while the relationship-based strategy is a more modern 

and new approach, Grönroos (2007:285). The relationship-based strategy is often referred 

to as the new paradigm in marketing, Zineldin (2002:547). The question of whether 

relationship marketing actually is a new approach in marketing has been discussed by 

many researchers. According to Zineldin and Philipson, the relationship-based approach 

is one of the oldest approaches in marketing, but one of the least understood. While 

transaction-based marketing focuses on the sale and finding new customers, relationship-

based marketing seeks to create a relationship with existing clients from the start. 

However, the main objective and goal of any marketing approach is to create exchange; 

hence the two approaches have many similarities, Zineldin & Philipson (2007:229,233). 

Some firms may use elements from both strategies, but one will probably be the 

dominating one, Grönroos (2007:285); Pelham (2006:176).  

       

Service providers have close contact with their clients on a daily bases, hence it is easy to 

believe that the relationship-based strategy is used much more than the transaction-based 
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strategy within service firms, Grönroos (2007:286). However, this aspect will be viewed 

through several authors, as well as through different angles. Appendix 1:1 shows 

different outcomes depending on strategy choice.  

 

2.1.1.1 The four Ps; still useful or old and limited? 

A firm that becomes dominating on the market has of course a huge competitive 

advantage. Especially big firms having the capacity of handle it. To reach there the firm 

must chose a marketing strategy and implement it well. For a firm who chooses a 

transaction-based approach the most effective way is to combine the strategy with the 

marketing mix. The marketing mix with its four Ps has been well used in transactions 

with products and services. This approach has been very successful, and still is. However, 

the four Ps were from the beginning introduced for goods and tangible products, hence it 

can seem too restrictive for services, according to Grönroos (2007:287-288).  

      Some authors state that the marketing mix still makes a huge impact on modern 

marketing strategies. General criticism against the theory is that it does not consider 

relationships or the people involved. When the theory was first introduced in the 1960s 

by Burden the purpose was to describe important elements of a marketing program, 

Zineldin & Philipson (2007:231-233). The final four Ps that McCarthy simplified from 

Burden’s work presented the most essential aspects for marketers to be able to satisfy 

their customers better than their competitors. It was when sales-orientation shifted to 

marketing-orientation that the theory developed. With this in mind the authors suggest 

that the marketing mix is an important ground base for all marketing, even for 

relationship-based marketing. Duncan and Moriarty (1998:1) agree and propose that the 

marketing mix have been the instructional guideline for most marketing. Each of the four 

Ps consists of sub-activities which all are likely to encourage and create relationships. 

Without consideration of the four Ps an organisation cannot create and achieve a good 

relationship with a client, Zineldin & Philipson (2007:231-233).  

 

Firms that choose the relationship-based approach must let the clients become co-

producers in the service process, Grönroos (2007:287-288). This involves maximizing the 

client’s involvement as well as customizes offerings, and is called relational exchange. 



- marketing strategies for intangible services - 
 

 - 8 - 

This is important in order to better fit the client’s needs and demand, Hunt et al. 

(2006:76). These interactive marketing activities can be described as the activities outside 

the marketing mix. It is the interactive marketing that will be the dominating focus in the 

relationship-based marketing process. Some variables in the marketing mix are important 

in the relationship-based strategy too, but to a much smaller extent and they are not useful 

to support the interactive activities, Grönroos (2007:287-288). Duncan and Moriarty 

mean that all elements in the marketing mix, i.e. the four Ps, each send messages. 

However, the messages do not intend to be persuasive, which implies that there is rather a 

one-way communication than a two-way. One-way communication is more common in 

transaction-based marketing, Duncan & Moriarty (1998:2). 

 
2.1.1.2 The importance of nurturing the resources 

Another important factor when seeking potential clients through strategic marketing 

strategies is the price issue. The only thing that keeps the client attached to the service 

provider in transaction-based marketing is the service itself, the image of the firm and the 

brand. As soon as another competitor offers the same type of service to a lower price it 

becomes dangerous for the firm, Grönroos (2007:288). The success of a firm and its 

possibilities to maintain competitive advantage lies in the firm’s resources. The resources 

are tangible and intangible entities that will result in market place positions if the firm 

handles and develops them effectively, Hunt et al. (2006:76-78). This implies that in 

transaction-based marketing the price sensitivity is high. On the contrary, a firm that 

pursue a relationship-based marketing strategy can create more value for the client than 

the actual service alone, hence the price sensitivity is not as high with this strategy, 

Grönroos (2007:288). Relationship-based marketing involves creating the best value out 

of its resources; hence it is even more important to nurture the resources when using this 

strategy. The relationships become relational resources as soon as they affect the firm’s 

ability to effectively provide offers with greater value for some market segments, Hunt et 

al. (2006:76-79).    
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2.1.1.3 The importance of feedback from clients 

For the continuing progress and development of a firm it is important to be aware of how 

clients and others perceive the firm on the market. The client satisfaction can most easily 

be monitored by looking at the market share and to ask ad hoc clients about their 

satisfaction. Using transaction-based marketing, the client satisfaction can directly be 

monitored, Grönroos (2007:288-289). Traditional marketing often involves market 

research and sale results to monitor the success of the firm’s marketing strategy. The 

focus of the observation is put on numbers and market share only, Duncan & Moriarty 

(1998:4). If the firm uses a relationship-based marketing strategy, the client satisfaction 

can be observed through its client database. The observation is focused on personal 

reactions and opinions directly from the clients; however this feedback is not always 

truthful. Still, without a client database the firm can never get as complete information as 

needed about the clients, Grönroos (2007:288-289). Today, technology makes it easier 

for firms to monitor their success among clients. This is one of many aspects that separate 

relationship-based marketing from traditional marketing, Duncan & Moriarty (1998:4).  

 
2.1.1.4 Two-way communication is more effective than one-way 

Many aspects differ depending on which strategy the firm is using. It is up to the firm to 

decide which one fits best, and which one is most effective. For service firms in general, 

it seems to be more effective to use a relationship-based strategy, mainly because services 

are intangible ‘offers’. In addition, Ward and Dagger (2007:282) mean that in business 

where the client easily comes in contact with the service provider, relationships are more 

likely to develop, Grönroos (2007:33-35). One-way communication is not as effective as 

a two-way, hence communication and cooperation can help firms to focus their efforts on 

acquiring, retaining and grow relationships with their clients. According to Duncan and 

Moriarty, communication enables new marketing approaches to differ from the 

traditional ones. The new approaches emphasize two-way communications, Duncan & 

Moriarty (1998:1).      

       

This implies that a service firm must go beyond the traditional marketing approaches in 

order to become even more competitive on the market. However, the degree of 
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relationship-based marketing depends on, among others, the relevance for the client as 

well as for the type of services provided by the firm, Ward & Dagger (2007:282, 286). 

The marketing strategy continuum shows how unclear and thin the lines between 

traditional transaction-based marketing and relationship-based marketing are. Many 

aspects are considered in both strategies. The main aspect that differ transaction-based 

marketing from relationship-based is that the relationship view use a two-way 

communication instead of a one-way. This strategy is also able to create value and 

experiences, along side the services. It is an interesting approach; hence it seems 

necessary and important to go deeper into the relationship concept. 

 

2.2 The Concept of Relationship Marketing 
Many researchers suggest that relationship marketing results in better service quality and 

lower costs. Firms creating long-term relationships with their clients find it easier to 

retain the clients as well as improve their profitability, than firms utilizing a transaction-

based approach, Pelham (2006:178). The principles of relationship marketing are that 

successful business relationships enhance client satisfaction and thereby develop the 

performance of the firm, Chumpitaz Caceres & Paparoidamis (2007:842). The 

importance must lie in obtaining a share of the client business rather than a share of the 

market, Ward & Dagger (2007: 281-282).  

          

Today relationship-based operations can be spotted in almost every organisation. As 

Zineldin (2002:547) points out, management and marketers need to reconstruct their 

methods for keeping clients. ‘Relationships’ are very complex, both in practice and 

theory, and less understanding of it leads to fewer possibilities of influencing its 

development, Ward & Dagger (2007:281, 287). Firms must understand how relationships 

are created and what factors that can affect it.   

 
2.2.1 The Relationship Lifecycle 
Client relationships can be created and developed through a four stage marketing 

approach. It is the client relationship lifecycle that contains four phases, which together 

develop the client relationship, Grönroos (2007:284,269); Zineldin (2002:550).  

 



- marketing strategies for intangible services - 
 

 - 11 - 

Each of the four levels in the relationship lifecycle implies a high level of cooperative 

efforts and an exchange of information, experiences and values. Zineldin, as many other 

researchers, compare the relationship with a marriage or romantic relation. Zineldin 

(2002) quote Levitt (1983) stating “how good the marriage is depends on how well the 

relationship is managed”. Through Kanter (1994) he states that relationships between 

firms, just like marriages between couples, begin, grow, and develop – or fail. What is 

different between a marriage and a business relationship is that a firm can have 

relationships with several potential partners at the same time. The relationships should be 

considered as a portfolio of relationships, since every relationship affects each other, 

Zineldin (2002:552).  

      The four phases are the discovery phase, the development phase/basic relationship 

phase, the commitment phase, and the loyalty phase/ongoing strategic business 

relationship. Appendix 1:2 shows the lifecycle with its four phases that together develop a 

strong relationship.  
 

2.2.1.1 Creating interest and a relationship 

In the initial stage, the discovery phase, the partners are interested and attracted to each 

other. They identify their needs and want to initiate a strategic relationship arrangement, 

Zineldin (2002:552). The objective of marketing is to create interest in their services. 

Effective marketing approaches are advertising, sales promotion and public relations, the 

so called traditional marketing functions. Traditional marketing activities includes 

making promises for the clients, who’s experiences are built upon expectations of the 

service provider. These promises must correspond to the clients’ needs, values and 

wishes. In addition, word-of-mouth communication starts here, and it is this 

communication that spread if the promises are fulfilled or not, Grönroos (2007:284). The 

critical aspects is whether the partners discover that the relationship is working 

effectively and successfully or if it does not answer their demands, which either lead to 

the next phase or the client leaving to competitors, Zineldin (2002:533). 

      In the second stage, the development phase, the interest from the clients and promises 

from the service provider should be turned into sale, Grönroos (2007:285). The client has 

already agreed to a solution, Zineldin (2002:553), and the focus lies in making the client 
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accept the offers to make a purchasing decision, Grönroos (2007:285). The goal is to 

create the relationship and discover whether the relationship will be mutually beneficial, 

Zineldin (2002:553). The traditional marketing activities are still useful, mostly in terms 

of sale, but interactive marketing activities become more useful at this stage. These 

activities start whenever the client gets in contact with the firm’s resources, Grönroos 

(2007:285). Because of the interactions the partners will gain more knowledge about each 

other and understand each other’s norms. If the outcome turns out good, the relationship 

will probably develop and they can move to the next stage, Zineldin (2002:553). 

 

2.2.1.2 Keeping and maintaining the relationship 

In the third stage of the life cycle, the commitment stage, the promises must be fulfilled 

and long-term client relationships should be achieved. The traditional marketing 

approach have very little, if any, affect here. Instead it is the interactive marketing 

activities that are responsible for success or failure. The service firm’s objective is to 

make the client realize that the firm can satisfy their needs and that they can feel trust, 

Grönroos (2007:285). The firm is willing to offer the client more and facilitating services. 

There is a relational continuity between the partners, Zineldin (2002:554, Grönroos 

(2007:285). 

      The last stage, the loyalty phase, contains a strong and loyal relationship. The goal is 

to maintain and stabilize the relationship. The partners do not need to have as close 

contact as before, since expectations, involvements and strategies have been well 

managed in the earlier stages. This loyal client relationship helps the firm to identify 

them selves and build a network of clients as well as to continuously strengthen networks 

through interactions and communications. Client databases are useful tools for firms to 

keep a memory of every client and their needs, Zineldin (2002: 554-555).    

 

2.2.1.3 Managing the lifecycle 

The service provider must, at any stage of the life cycle, have a clear and strategic plan 

for dealing with the loyal client, in order to become competitive, Zineldin (2002:555). 

Many firms put a lot of emphasize on traditional marketing activities. Firms make 

promises to clients that are not generating the quality expected, Grönroos (2007:285). 
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However, it is not enough to just introduce the client to its services; the firm must show 

what value they can offer the client, Zineldin (2002:555). When clients are lost the firm 

must replace them with new clients. It always requires more effort and a bigger budget 

for traditional marketing activities; hence the focus should be put on keeping the clients 

and put effort and money on effective interactive activities. In addition, there are no 

traditional marketing activities that can ensure that the clients will stay with the firm, 

Grönroos (2007:285). 

 

The model is a useful tool for firms to describe, manage, adjust and suggest marketing 

strategies. From a strategic marketing point of view, the lifecycle model helps to 

understand the behaviours of the partners at each stage, Zineldin (2002:552). Because 

relationships are complex and divers, they must follow the steps in the lifecycle. A 

relationship cannot just be created without efforts to constantly refreshing and nurturing 

it. There are still some aspects that affect the clients’ perception of the firm, and it is 

important to understand them as well. These will be presented in the following.   

       

2.2.2 The Relationship Theory 

Relationship-based marketing is based on a high level of cooperation and trust with 

existing clients. In addition, it is based on the principle that value creation, trust and 

commitment are mutual, which implies that the clients will stay loyal as long as the level 

of client satisfaction is high. Through cooperation between the partners the client 

satisfaction can be achieved to high levels, Chumpitaz Caceres & Paparoidamis 

(2007:837). To understand how a relationship develops and grows is not enough; firms 

must also understand what strengthen the relationship and keeps it going. 

       

2.2.2.1 Technical and functional dimensions 

The relationship theory by Grönroos suggests that relationships include many more 

aspects than just the client’s purchase from the supplier. Various aspects of service 

quality are far from the only aspects affecting the loyalty. Satisfaction is based on many 

dimensions, and quality is just one of them. The perception of the quality is often made 

through a comparison between what the customer consider the service should be and 
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what the actual service provider offered, Chumpitaz Caceres & Paparoidamis (2007:837, 

840-841). Appendix 1:3 shows how the technical and functional dimensions create 

relationship quality which in turn results in loyalty.  

 

The technical dimension in the model reflects the result of the service itself, while the 

functional aspect consider the way the service is provided. This includes, among others, 

attention and professionalism. The model provides an image between the two dimensions 

that influences the quality perception depending on if the customer considered the service 

to be good, bad or neutral. Therefore the model becomes dynamic in that sense, since the 

image perception changes over time. The model suggests that the client is not only 

interested in the outcome of the service process, but also in the process itself, Chumpitaz 

Caceres & Paparoidamis (2007:840-841).   

       

2.2.2.2 Quality, commitment and trust 

Relationship quality is considered to increase as satisfaction, trust and commitment also 

increases. These dimensions have shown to have an impact and effect on the loyalty as a 

relationship outcome, Chumpitaz Caceres & Paparoidamis (2007:842-846). Research has 

also shown that the relationship itself increases client satisfaction and loyalty to the 

service firm, as a perception of quality, Ward & Dagger (2007:282).  The commitment 

arises when the buyer or the supplier consider the relationship them in between to be so 

important that efforts must be made to maintain it in the long term. However, there is a 

need for mutual benefits from the relationships; a relationship-based marketing strategy is 

only useful when the rewards overweight the costs, Hunt et al. (2006:77).       

 

The extent to which clients and service providers trust their channel partners affect the 

longterm orientation. In fact, trust is a very important indicator in relationship 

commitment, Chumpitaz Caceres & Paparoidamis (2007:842-846). This is supported by 

the ‘commitment-trust’ theory presented by Hunt et al. (2006) which argues that clients 

want relationship partners that they can trust, who share the same values and agrees with 

them in certain aspects. For the client, they propose, trust is associated with reliability, 

integrity and competence, Hunt et al. (2006:75). To maintain success in relational 
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exchanges, trust and commitment are essential variables in influencing client loyalty, 

Chumpitaz Caceres & Paparoidamis (2007:842-846).  

 

2.2.2.3 Making the relationship last 

It is suggested by many authors that the client satisfaction increases if the client uses the 

same service provider several times or if the service is provided over an extended period 

of time. In addition, the relationship strength would grow over time. Ward and Dagger 

(2007) made a research about these assumptions and found that it is true in highly 

personal services, and where the client receive the service from the same provider several 

times and for long periods of time. In general, it is the duration, the frequency and the 

importance of the relationship that determines its strengths between the client and the 

service provider. Therefore, the service provider must understand which dimension/s the 

client finds important in order to develop the ‘right’ strengths of the relationship. 

However, it is not always easy for the service provider to know this. The service provider 

has no or very little control over the client’s inherited experiences, and it is hard to 

measure individual perspectives, Ward & Dagger (2007:282,285-286). Using a 

relationship portfolio or a client database helps to keep direct knowledge of the client’s 

satisfaction level, Hunt et al. (2006:76).    

 

2.2.2.4 A stable relationship still needs to be developed 

Using this model, research has shown that the functional quality dimension which include 

communication and delivery, and the technical quality dimension which involves the 

actual service provided, have a direct effect on relationship satisfaction. However, some 

researchers still argue that trust and commitment only reflect the level of commitment, 

without driving and developing it, Chumpitaz Caceres & Paparoidamis (2007:842-846, 

854-855). These arguments are probably true in both ways. If a client feel trust for a firm 

and is committed to its services, it can depend on the fact that the firm has provided good 

services and showed the client consideration. However, more efforts are needed to keep 

the client in the longterm. This is probably what some researchers and authors mean; 

that ‘just’ trust and commitment do not develop the relationship; it just keeps it stable. 
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Since the market is changing and value perceptions fluctuate, a stable relationship is not 

enough.     

 

2.2.3 Critics and Conclusions of Relationship Marketing 

The nature of marketing constantly changes. Traditional external marketing is of course 

still useful, however today the marketing process is much broader and more effort is 

expecting of the whole organisation. To develop existing client relationships the 

importance lies in an ongoing exchange of services, and information, as well as social 

exchanges, Grönroos (2007:463). A relationship can never develop and strengthen if the 

stages that built it are week. Relationships demand ongoing efforts, from the beginning of 

stage one to as long as the relation is of mutual benefice. As Wilde (1996:20) stated, this 

impleis that without the traditional marketing from the first place there would be no client 

to keep and no relationship to maintain.   

 

2.3 Consultancy Services 
The focus so far has been on the service business, and how to reach potential clients 

through different methods and considerations. Service firms like airports and 

hairdressers provide their customers with intangible offers but still ‘visible’ things. 

Management consultants do not have visible offers, since their knowledge and expertise 

in terms of advises and methods are their offerings. Perhaps there are even other aspects 

for management consultancy firms to consider since they distinguish themselves from 

general service firms?    

 

When purchasing a consultancy service it is rather the person than the individual service 

that is being bought, Arndt & Firman (1981:185). In general, it is difficult to sell and 

market professional service offerings. The clients feel insecure of what the firm delivers, 

and the firm may find it hard to know what it is the clients need and demand. Since the 

firm’s offerings are not products that can be tested before hand, the firm must sell a 

promise, Alvesson (2004:101-102). For consultants it is essential to be able to handle 

social relations, not only for reaching and keeping clients, but also in a symbolic sense. 

Many clients prefer to stick with firms they have experience of, hence the importance of 
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nurturing relationships, Alvesson (2004:100-101). The consultants’ job is to sell 

appropriate services to the clients in order to solve their problems. By providing the 

‘right’ solutions at the right moment value is being added to the consultant-client 

relationship, Pelham (2006:175).  There are different methods to reach strong 

relationships, but a broad network is a good start. Surveys have shown that consultants 

reach and keep clients mostly through personal selling, and less through market activities 

used by the whole consultancy firm, Arndt & Firman (1981:185-189). 

  

2.3.1 Marketing Strategies for Consultancy Firms 

A client often asks for help only when it is needed. A consultant seeks to provide help all 

the time. Consultancy firms, both big and small ones, use a combination of methods to 

reach potential clients. In general, it is the size of the consultancy firm that decides which 

methods are being used more frequently, but normally all the methods are used to some 

extent, Andersson (2001:67-68).  

      The marketing process includes both advertising and personal contact. The cheapest 

and easiest approach for a consultant to get projects is when the client turn to the 

consultant, Arndt & Firman (1981:196-198), or through recommendations and referrals. 

‘A good job leads to another’, Lindberg (2000:125). For this to happen the consultant or 

the consultancy firm must be well known on the market, or at least in that specific client 

segment. The first step to get there is to develop a good marketing strategy, which will 

cost lots of money but in turn can generate profit in the long run, Arndt & Firman 

(1981:196-198). 

 

2.3.2 Indirect and Direct Marketing Approach 

There are two general types of marketing approaches consultants often use; indirect or 

direct marketing. The indirect marketing strategy focuses on making the firm more 

known on the market and strengthens their reputation. The direct marketing is focused to 

one or several specific clients and the approach should result in an inquiry or offering, 

Lindberg (2000:133). Appendix 1:4 presents the different activities that are useful when 

using direct or indirect approach.  
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Turning to new clients through indirect marketing activities are much more expensive, 

however it can become a good income later. This is not always the case though. Many 

firms make the mistake of putting a lot of energy on attracting new customers but then 

they tend to put less emphasize on maintaining a strong and lasting relationship. This is 

what is called ‘the second act’ by some researchers, i.e. the step a firm must take to keep 

their client once managed to get them. It is the brand that attracts a client, but it is the 

meaning of the brand and the client’s experiences that will strengthen the bond with the 

firm, Berry & Parasuraman (2001:132-133).  

 

2.3.2.1 Group communication 

For a consultancy firm to increase their market share they can attract new clients, do 

more business with existing ones, or reduce client declines. The two latter ones both 

include direct marketing towards existing clients, Berry & Parasuraman (2001:132-133). 

Often all these three approaches are combined with each other, McLarty & Robinsson 

(1998:258-259). 

       

The first approach, indirect communication, is also called group communication, Wilde 

(1996:18-19). It is used to strengthen the firm’s image through commercials and 

advertising directed toward a large group of clients. The goal of the firm is to make 

potential clients aware of their firm’s quality and thereby remember the firm. Hopefully it 

will result in future business with the client. There are different ways the consultancy 

firm can use. The firm must have good contact with the media. Over all the indirect 

marketing approach should highlight the firm without turning to specific clients. 

However, the firm can control and choose their promotion and marketing so that it will 

interest a specific type of clients. The line between the indirect and direct marketing 

approach is not thick. Shortly after the indirect approach the direct approach should start, 

Lindberg (2000:143-144).  

 
2.3.2.2 Individual communication 

The second approach is direct communication or individual communication. This 

approach is the follow-up to indirect communication, and more specific clients are the 
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target. The approach includes meetings or friendly lunches. The consultant presents its 

services and seeks to get projects. This can be both formal and informal; the importance 

lies in making a good relationship with the client. A consultancy firm can also use a more 

detailed direct communication approach. What this suggests is a full day seminar. The 

subject for the seminar is chosen before hand, and the participants pay a fee for the 

presentations, materials, lunch and hand outs. It can be an expensive approach for the 

firm to reach potential clients, however many consultancy firms see it as an investment, 

Wilde (1996:18-19). Shortly after the seminar the consultancy firm must do follow-ups 

for potential clients. However, giving away too much information at the seminar reduces 

the opportunity to contact the client afterwards, Ferguson (1996:21).  

      Professional firms in general prefer the seminar approach because it is an opportunity 

for a firm to present their most essential issues for the client and in the same time 

demonstrate their knowledge and expertise. These events also help the firm to develop 

their tools for better marketing, Ferguson (1996:22).  

 

2.3.2.3 Hidden marketing 

The third approach is called the opportunistic approach which is also a form of direct 

communication. The focus lies in ‘being out there – at the right place and right time’, 

Wilde (1996:18-19). Alvesson calls this type of marketing ‘hidden marketing’. The 

consultants keep their eyes open for new possibilities and try to convince their client that 

they need their services. Many firms also tries to get more projects during existing ones, 

by marketing them selves through existing clients. However, consultancy firms must be 

careful when they seek for possibilities. The clients can get irritated and thereby ‘close’ 

the relationship, Alvesson (2004:103) To keep existing clients, more efforts are needed 

than just keeping a strong relationship. The consultancy firm must invest in sales 

management programs which include constant learning and developing. Training in terms 

of improving listening skills, diagnostic skills, and problemsolving skills, are necessary to 

develop and maintain close partnerships, Pelham (2006:178). In addition, clients expect 

the firm to be up-to-date and use modern solutions. Clients are looking for services that 

make a significant difference to their business. Making a client feel special is a keystone 

to any strong relationship. The activities does not need to be complicated or expensive, it 
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is enough to give the client that little extra they did not expect, Ferguson (1996:53). 

Overall, consultants gain advantage if they are aware of every affair that occurs in the 

business. When an opportunity comes the consultant should be the first one the client 

meet and thereby the first they turn to for help, Wilde (1996:18-19). 

 

2.3.3 Potential Clients do not always Need Help 

It has been suggested by many researchers that the traditional marketing approaches 

with advertising, commercials etc. are more expensive than keeping clients by 

maintaining the relationship. Turning to new clients requires more effort and money. 

However, there are some firms that prefer the ‘promiscuous’ approach which means that 

the firm constantly seeks new clients in order to develop and get more experience. The 

experiences will help the firm in future business. Some firms want many clients and seek 

to get more, but it is easier to focus their attention on existing ones. After all, it is the 

existing clients that generate profit and they are the firm’s most important asset, Alvesson 

(2004:103). 

      Consultants are often regarded as salepersons who always seek to sell their services. 

This can create irritation and suspicions among the clients. As mentioned before, 

relationships are created through several stages not just over a short period of time. 

According to Alvesson many consultants loose their clients because they try to force the 

relationship on the client. They make the mistake of thinking that the client’s organisation 

must be reconstructed, which is not always the case, Alvesson (2004: 105). The line 

between an eager consultant and an irritating consultant is very thin. A client who 

considers a consultant to be irritating and hard will probably not stay with the firm and 

might as well spread bad word-of-mouth information. A consultant must always focus on 

the client’s needs, not its own needs.  

 

2.4 Discussion 
Transaction-based marketing has long been the dominating marketing strategy. The new 

‘paradigm-shift’ is to use relationship-based marketing, where the importance lies in 

developing a close relation with the client as well as including the client in the process. 

However, the relationship-based marketing approach is according to many researchers 
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not new but has not been practised as much before. Today, there are many more service 

firms than before. Services partly need other marketing strategies and approaches to 

reach clients than general tangible products need. Selling a service often means selling a 

promise, and in the same time the service provider must generate confidence and trust to 

the client. Hence, all selling must seem easier if the seller and the client have a strong 

relationship. 

      Before firms start to think about potential clients they need to understand how 

relationships are being created and developed, as well as what factors influence the 

maintenance and the strength of it. These considerations will help the firm to develop 

their strategy and understanding of the most effective ways to reach potential clients. 

However, the ways to get there can differ depending on what services the firm provides. 

      For management consultancy firms the services include knowledge, expertise and 

experience. Management consultants sell intangible and invisible services. Therefore, 

they often sell themselves rather than the service. The consultants can use many different 

ways to market them selves and sell their services, but in general the approaches are 

either indirect or direct towards the clients. Some firms consider new clients to be an 

important asset, while other strongly focuses on maintaining relationships with existing 

ones. It is suggested that factors like the size and the reputation of the firm, earlier 

experiences etc., decides which strategy fits best.      

 

2.4.1 The State of the Art 

The relationship marketing theories are now the dominating paradigm, since they are 

general accepted by many authors and researchers (Grönroos 2007, Zineldin 2002, 

Zineldin & Philipson 2007, Hunt et al. 2006, Ward & Dagger 2007, Pelham 2006, 

Chumpitaz Caceres & Paparoidamis 2007)  There are many empirical studies made on 

relationship-based marketing (Grönroos 2007, Zineldin 2002, Pelham 2006, Chumpitaz 

Caceres & Paparoidamis 2007, Ward & Dagger 2007), and therefore they are generally 

empirically validated. Little research was found specifically about marketing strategies 

for consultancy services, hence these cannot be considered generally accepted. This 

means, that they are emerging theories, which have to be validated with new empirical 

studies. The objective of the empirical research is to find out what type of methods small 
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and mid-sized to big consultancy firms use to reach potential clients, and which ones 

seem more effective. The dominating and emerging theories suggest that relationship 

marketing is the dominating strategy within the service business. Firms providing 

services in general, use a combination of approaches to sell and market their services. 

Consultancy firms in particular are using either indirect or direct approaches, which are 

similar to transaction-based and relationship-based marketing. Transaction-based 

marketing as well as indirect marketing approaches tend to include more active marketing 

activities, while relationship-based marketing and direct approaches include more 

interactive marketing methods. Perhaps there is a difference in marketing strategy 

between small and mid-sized to big management consultancy firms?  

 

2.4.2 Research Questions 

* When consultancy firms sell and market their services, which strategies do they 

consider as being the most effective in terms of finding new clients and getting new 

projects?  

* Is there a difference between how small management consultancy firms sell and market 

their services compared to mid-sized and big management consultancy firms? 

* If there is, how do they differ?   

 

2.4.3 Hypothesis 

It is suggested in the theory that for service firms in general it is more effective to use 

relationship-based marketing strategies, mainly because services are intangible ‘offers’. 

Consultants, and especially management consultants, come very close to their clients. 

They have to sell a promise to the client, and the client must feel secure with the 

consultant. In addition, it is suggested that one-way communication is not as good as two-

way. 

 

Hypothesis 1: Service providers and especially management consultants put more time 

 and effort on interactive marketing methods than active marketing 

 activities. 

 



- marketing strategies for intangible services - 
 

 - 23 - 

Research has shown that consultants reach and keep clients mostly through personal 

selling, and less through market activities used by the whole consultancy firm. Authors 

argue that the cheapest and easiest approach for a consultant to get projects is when the 

client turn to the consultant, or through recommendations and referrals. It always requires 

more effort and bigger budget for traditional marketing activities. 

 

Hypothesis 2: Recommendations and referrals, as well as personal sale, are the most  

 common methods that the consultants use to sell and market their services. 

 

It has been shown by some researchers that it is the duration and the frequency of the 

relationship that determines the strength between the client and the consultant. Firms who 

focus on relationship-based marketing therefore consider it important to make business 

with old and existing clients.   

 

Hypothesis 3: Firms who focus on relationship-based marketing work longer with the 

 clients as well as put effort on nurturing the relation to a higher extent 

 than those who use active marketing activities, i.e. more transaction-based 

 marketing.  

 

To continue to be competitive on the market the firm must understand and be aware of 

how the clients perceive the firm. The theories suggest that within traditional marketing, 

the success of the firm can be observed through market share and sale result, i.e. numbers 

and market share only. Within the relationship marketing, the firm often keep a client 

database, and observations are focused on personal reactions and opinions directly from 

the clients.  

 

Hypothesis 4: Firm who are more traditional marketing oriented, i.e. who use the active 

 marketing activities more frequently, evaluates and get feed back through 

 research and numbers. Firms who are more relational oriented, get feed- 

 back and evaluates through direct contact with the clients as well as 

 through a client database. 
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The final statement that is observed from the theories is that consultancy firms, both 

small and big ones, use a combination of methods to reach potential clients. It is the size 

of the firm that decides which methods are being used more often.  

 

Hypothesis 5: There is a difference between small and mid- to big consultancy firms 

 when it comes to marketing their services.  
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3. METHODOLOGY 
 

This part seeks to describe the steps and methods that developed this thesis. It presents 

the process of obtaining information, collection of the empirical data, and how the 

theories have been selected, along with the value of the study.  

 

3.1 Methods of Obtaining Information 
The information gathered for the empirical study partly comes from semi-structured 

interviews. Four consultancy firms took part in the interviews, two of them were small 

firms (2 and 10 employees) and the others were big ones (900 and 1300 employees). The 

interviewed people were management consultants employed in the firm, i.e. they were 

not self-employed. The reason for this was that the answers should reflect the whole 

company. Self employed consultants who belong to virtual companies might not see them 

selves as belonging to the company to the same extent as consultants who actually are 

employed by the firm. After all, a mix of the two forms of companies could have made it 

more complicated and therefore I decided to only include those consultants who are 

employed by the firm. The two big firms are well known globally and were chosen for 

this reason. The small firms were found on the internet through eniro.se. Emails and calls 

were used to get in touch with a management consultant in each firm. Since there are 

plenty of small consultancy firms in Sweden it was not necessary to call them, instead 

emailing was enough to get interviews. However, for the big consultancy firms, it was 

necessary to call and push to get an interview, therefore emailing was not an alternative.  

      The other part of the empirical study contains answers from a questionnaire that was 

sent out to consultancy firms around Sweden. The firms were found from a database 

called Företagsdata as well as from different Internet pages. Phone calls were used to 

reach the respondents, which did not necessarily had to be management consultants. 

Organisational consultants, business consultants and other consultants who work with 

solution-based consultation could also participate in the study. 25 respondents are 

included in the study. 10 are mid-seized and big firms (40 or more employees) and 15 are 

small (2-20 employees). The questionnaire was spread to firms in big cities (>350 000), 
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mid-sized cities (approx. 75 000 – 200 000 inhabitants) and small cities (approx. less than 

75 000 inhabitants). The table below shows the number of respondents from each firm 

size and city size. 

 

Table 1 

                   City size    

                     (inhabitants) 

Firm size  

(employees) 

 

Approx. 

<50 000 

 

Approx.  

75’-200 000 

 

 

>350 000 

Small sized (2-20) 4 3 8 

Mid- to big sized (>40) 1 0 9 

  

The method used to book interviews was effective even though some companies did not 

want to participate. To reach respondents for the questionnaire was much harder though. 

The criterions for the respondents were that they worked with solution-based services, 

were employed by the firm and that the firm contained at least 2 people. More than 60 

respondents were contacted by phone and promised to answer, yet only 25 did. With 

fewer criterions and broader business dimensions, i.e. include other service providers 

than just ‘management’ consultants, it would have been easier to reach more respondents.    

 

3.1.1 Quantitative and Qualitative Information 

The main part of the thesis contains qualitative information. For the empirical study, a 

non-parametrical method is used. Quantitative information was collected through the 

questionnaire and the results are gathered and presented quantitatively, but then analyzed 

qualitatively. The answers from the interviews are presented and analysed in the same 

way. A combination of qualitative and quantitative information presents the results with a 

clear view (quantitatively) and an easy presentation (qualitatively).   

 

3.1.2 Operationalizing 

The interview questions were semi-structured with pre-decided questions, and the 

respondents could answer freely. The questions focus on the firm’s values about 
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marketing strategies and what they consider the most effective aspects when trying to 

reach potential clients. Questions 1-3 are introduction questions. Number 4-6 and 12-13 

seek to discover if the consultant use transaction-based or relationship-based marketing 

strategies, as well as if it is an indirect or direct approach. Questions 7-9, 14 and 16 

consider relationship-based marketing. There is also a focus on the promiscuous approach 

mentioned within the direct marketing approach for consultancy firms through questions 

10-11 and 15. The last question is considered to be a control question and should end the 

interview. The purpose of the questions was to get knowledge related to the theories 

through the questions. The objective was to get a good base for developing the 

questionnaire. Appendix 2:1 shows the interview questions.  

       

The questionnaire was constructed electronically using Query & Report. The aim of the 

questionnaires was to supplement the interview answers, but also to get deeper results, in 

order to get as valid information as possible. Efforts were put in developing the questions 

in a way that risks of misunderstandings were excluded. The query was checked by a 

consultant and some other people before it was sent out. The respondents could only 

choose one answer for each question. The questions were constructed so the respondents 

had to choose the method ‘used most often’ or the statement they ‘agreed with the most’.  

      The first five questions are questions about the city size where they work, the 

company size and if there are other consultants than management consultants in the firm. 

These questions are useful because these are factors that can affect the respondents’ 

answers. The rest of the questions concern marketing. Most of them seek to discover if 

the respondents use mostly traditional marketing activities, i.e. active marketing 

activities, or relationship-based marketing i.e. interactive marketing methods. Active 

marketing activities have been chosen through the theories and are assumed to be 

connected to traditional transaction-based marketing. The same goes for interactive 

marketing methods, which are assumed to be connected to relationship-based marketing. 

The first questions that directly concern active marketing activities and interactive 

marketing methods are questions 6, 7 and 9 which is about what type of marketing 

activities or methods the consultants are using. Question 7 is concerned with which active 

marketing activities are being used more often. Question 9 is about which interactive 
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marketing methods the consultancy firm is using. In question 13 all the activities and the 

methods are put together and the respondents had to evaluate how effective the activities 

and methods are. This question can be considered a type of control question. Question 14 

seeks to discover hot the consultants get most of their projects. The question contained 

both solution-based consulting and product-based consulting, and the reason for this was 

to separate those who sell solution-based services from those who sell productified 

services. Question 16 is connected to question 14 and examines if the consultants prefer 

to work with existing clients or new ones, and whom they actually work with mostly. 

Another question that directly concern transaction-based and relationship-based 

marketing is question 18. This question is about what the consultants consider that strong 

relationships respectively new clients mostly generates. The question was a matris in the 

query, and the respondents could chose between 9 alternatives. The five first answering 

alternatives are connected to ‘strong relationship’ and the five last ones to ‘new clients’. 

‘Experiences’ belongs to both. Question 17 is sort of a complement question to those 

questions that concern ‘interactive marketing methods’. It seeks to discover how the 

consultants keep and maintain a strong relation with their clients. This question already 

assumes that all consultants try to cooperate with their clients, and therefore this is not 

included in any of the alternatives. Question 20 is sort of a control question to those 

questions that concern active marketing activities. The respondents had four specific 

marketing activities that they had to evaluate with four alternative options.  

      It is also of relevance to examine to what degree the consultants are up-dating and 

engaging in the marketing process. There are three questions in the query that directly 

concern this. Question 8 leave the consultants to tell how often they up-date commercials, 

posters, campaigns etc. Question 10 is about whether the consultants arrange network 

meetings on their own or if they mostly go to those arranged by others. The last question 

that concerns this issue is question 23. It examines whether the consultants are keeping 

information about the clients and the projects and to what extent they use a client 

database.  

      Knowledge development and advancement of skills are important in order to continue 

to be able to satisfy the clients’ needs. Therefore, this issue is of great importance. The 

first question concerning this is question 19, which directly asks what the consultants do 
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to develop their knowledge and skills. It seeks to find the most common method the 

consultants are using in the firm. Question 21 and 22 is about to what extent the 

consultants make evaluations after a finished project and how they collect feedback from 

clients. 

      Then there are ‘other questions’, which are questions that might be interesting to 

consider in relation to other questions. Question 11 and 12 concern how many new 

projects a consultant in general works with at the same time and for how long the 

consultant work with it in general. The last question is number 15, which asks how many 

new clients in general the consultant have each year. Appendix 2:2 presents the 

questionnaire.       

 

The questionnaire contained 23 questions with 2 to 9 answering choices each.  The 

interview questions were constructed before the questionnaire questions, and the 

interviews were made before the questionnaire was sent out. The answers from the 

interviews help to construct the questionnaire, which would provide a deeper insight. The 

objective was to create a query that was easy to answer and not time demanding, by 

keeping the number of questions down as much as possible. The questionnaire took 

approximately 10 minutes to answer. 

      The interviews took approximately 30 – 40 minutes and contained 17 questions. 

Questions starting with ‘how’ or generated ‘yes’ or ‘no’ answers were avoided in order to 

get as clear answers as possible. Sometimes other sub-questions were added but the focus 

was put on the 17 chosen questions. 

 

3.2 Primary Data 
The primary data come from the empirical study were the respondents from the 

interviews and the questionnaire were consultants working in the consultancy firm, 

selling mostly solution-based consulting. The consultants needed to think about general 

circumstances. Since some firms might have other consultants than just management 

consultant, the respondents had to answer for the whole consultancy firm (if it only 

included management consultants) or for the whole department for management 

consultants.  
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3.2.1 Sampling 

For the empirical study, the focus was put on getting as reliable and trustworthy 

information as possible. From theories about management consultancy it could be 

understood that many consultants work and operate similarly. Therefore, I judged that 4 

management consultancy firms were enough to interview in order to construct the query, 

and thereby draw reliable conclusions about my research questions. In addition, 

approximately 65 consultancy firms received the questionnaire with the purpose of 

getting responses from at least 30 firms. The whole population of management 

consultants in Sweden is hard to calculate. First, there is no general definition of what a 

management consultant do. Secondly, my definition of a management consultant, which 

is a person who offer solutions and advises for a few, are included within other positions 

too in the consultancy business, for example organisational consultant, strategy 

consultant, business consultants etc. In addition, some consultancy firms include 

management consultant even though the main part of the firm includes other consultants. 

The Monte Carlo sample was not used; instead all companies that fulfilled the criterions 

were gathered. This method took plenty of time, however phone calls were the most 

effective method that could be used and in the end I believe that there was no other 

possible method that could have been more effective.  

      What was also discovered when searching for respondents was that many consultancy 

firms are virtual companies, which means that the consultants are self employed but work 

under the same company. These could not participate in the study, and therefore a 

number of consultants were excluded. The time and effort spent on searching, calling and 

reminding respondent to answer took more than expected. Realising the work with 

getting respondents it would have taken very long time to reach many more respondents. 

When observing the answers gradually the conclusion was made that 20 or 30 

respondents would not make a very big difference, therefore I judge that the 25 

respondents included in the study are plenty enough to make a valid analysis on it. 

Inferences can be drawn from the analysis made on it and thereby answer my research 

questions.  
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3.2.2 Validity 

The degree to which the measurements measure what they are intended to measure 

determines the validity of the empirical study.  

      The research questions are clear and easy formulated, and the objectives of the 

theories and the findings are to answer the research questions. The theories were the base 

for the interview questions, and the answers from the interviews constructed the 

questionnaire. The research questions were developed from the theories; hence the 

measurements were constructed with the same base as the research questions. This 

means, that the measurements are aimed to, in any aspect, develop the answers for the 

research questions. The construct of the measurements were well planned and organized, 

since much effort were put on avoiding misunderstandings and easy formulations. The 

questions were tested by other people before they were used. Emphasize where also put 

on formulating the questionnaire in a way that excluded misunderstandings. 

       

The theories used in the thesis seek to provide a clear understanding of marketing 

strategies in the service business. The intention was to collect enough information and 

knowledge in order to create hypothesises. These hypothesises lead to the answers of the 

research questions. Over all, the construct of the measurements are developed so that the 

purpose of the thesis will be measured and responded. 

      In addition, there are a number of intermediate variables that might affect the 

answers. To limit the risk of this, the query contained certain control questions and the 

choice of respondents were chosen so that there would be a fairly even spread from small 

to big firms.  

    

3.2.3 Reliability 

The reliability is the extent to how precise the measurements measure what they intend to 

measure.  

       

All the answering alternatives in the query are considered to cover all possible answers. 

The questions concerning marketing in the query were constructed so that the consultant 

would easily be able to answer the questions. This means that the consultant did not have 
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to have good knowledge and special insight in the marketing department within the firm. 

The questionnaire is constructed in a way that it should cover all aspects that are 

important in order to understand the choice of marketing strategy. Another thing that 

enables the respondents to answer honestly is the fact that everyone is anonymous in the 

study. This provides trust-worthy answers which makes the study even more reliable. In 

addition, there is one question in the query that considers what type of services the 

consultants sell. They had to choose between four alternatives, where one of them was 

‘only productified services’. Those who answered this alternative were excluded from the 

study. This selection adds to the reliability in the sense that all respondents sell solution-

based services, and therefore answer the questions from the same circumstances. 

      The construct of the questionnaire provides a good base for the study, and thereby a 

reliable outcome. The same study made in the subject would get the same results. 

 

3.3 Revision of the Chosen Methodology 
When seeking to get enough respondents and have an equal spread between the cities, the 

focus were put on finding consultancy firms in different sizes and from different cities. 

The first objective was to collect 30 answers. Therefore, 15 of them would be mid-sized 

and big companies, and then 1/3 of those would work in big cities, 1/3 in mid-sized cities 

and 1/3 in small cities. The same system was tried to be reached for small consultancy 

firms. A list was made in order to better organize the number of respondents. When 

searching for the companies, several Internet sites were used. Two specific criterions 

needed to be filled; the number of employees must be more than one, and the firm must 

have some type of solution-based/management consulting. However, it turned out to be 

very hard to find big firms in small cities. Even when firms were called that had 

departments in small cities the operator put the call through to the main office, which 

almost every time anyway was located in a big city. Therefore, the spread between small 

to big cities was not very large. In order to include these circumstances the numbers of 

respondents on each answer alternative is shown in the tables as percentage. This gives a 

better division when comparing different aspects.  

      Another thing that did not turned out as expected was the equal spread between the 

different firm sizes. 15 small firms are included but only 10 big. From the beginning the 
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purpose of the thesis was to compare small and mid-sized firms with big ones. However, 

it was too hard to find big firms and therefore this was revised. Instead, the purpose is to 

compare small firms with mid- to big firms.  

      The above mentioned circumstances revised the methodology as well as the research 

questions. This will, maybe to some extent, affect the reliability when comparing small 

firms with mid-sized and big firms. Other than that, these circumstances have been 

considered and the study is made through awareness of it.   
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4. EMPIRIC 
 

This part seeks to present the empirical data collection qualitatively as well as 

quantitatively. The questions from the query are divided into different groups 

depending on their appearances. The tables present both the answers from the 

interviews and the answers from the questionnaire.  

 

The empirical data consist of four interviews and one questionnaire that were sent out to 

consultants around in Sweden. The interviews included questions concerned mostly with 

transaction-based marketing, relationship-based marketing and knowledge development. 

The questionnaire was constructed after the interviews, which permitted the development 

of a more profound questionnaire. The questions in the query are not formulated exactly 

in the same way as the interview questions; however they are built on the questions and 

the answers from the interviews. It is the questions from the query that are presented 

here, but the answers from both the interviews and the questionnaire.  

      The primary objective is to discover which methods the management consultants use 

most frequently, thereby getting a better insight in what aspects are considered important. 

The second objective is to search for dissimilarities between mid-sized to big and small 

consultancy firms. Another objective is to include variables like firm size, city size and 

amount of management consultants working in the firm, in order to include aspects that 

might affect the outcome. These objectives will be guiding the analysis so that the 

research questions can be answered easily. In this empirical part, the objectives will only 

be presented in tables. The whole empirical part refers to appendix 2 where the interview 

questions and the questionnaire are shown. 

 

Four interviews and 25 questionnaire respondents are included in the study. The 

interviews had open questions and what I found most relevant mentioned during the 

interviews are presented here. In some tables more than one alternative is marked from 

the interviews. Each question in the query was compulsory, i.e. the respondents must 
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answer all questions in order to deliver the results; therefore there is no internal loss. 

Each table shows the percentage of the respondents that have answered which alternative.  

 

4.1 The Answers 
The first five questions concerned the consultant him/herself and the firm they were 

working in, as well as the city they worked in. Table 2 shows how the respondents 

answered.  

 

Table 2  
Participants 

 
Questions 

Small Firm 
1 

Small Firm 
2 

Big Firm  
3 

Big Firm 
4 

The 
Respondents 
N = 25 (%) 

 
The city I work 
in is: 

 
Small 

 
Big 

 
Small 

 
Big 

Big              68,0 
Mid-sized    12,0 
Small           20,0 

 
The company I 
work in is: 

 
Micro 

 
Small 

 
Big 

 
Big 

Big                 20,0 
Mid-sized    20,0 
Small             36,0 
Micro          24,0 

There are other 
consultants than 
management 
consultants in 
the firm 

 
No 

 
No 

 
Yes 

 
Yes 

 
Yes              40,0 
 
No               60,0 

The percentage 
of management 
consultants in 
the firm is: 

 
100 % 

 
100 % 

 
10,7 % 

 
29,6 % 

100%           56,0 
75%               8,0 
50%               4,0 
25%             12,0 
10%             20,0 

The 
management 
consultants in 
the firm mostly 
sell: 

Only 
solution-

based 
consulting 

Only 
solution-

based 
consulting 

Mostly 
solution-

based 
consulting 

Mostly 
solution-

based 
consulting 

A1               32,0 
A2               60,0 
A3                 8,0 
A4                    0 

 

4.1.1 Transaction-Based versus Relationship-Based Marketing 
Most of the questions seek to discover if the respondents use mostly active marketing 

activities or interactive marketing methods. Therefore these questions will be presented 

first.  
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The active marketing activities are focusing on putting effort and money in order to reach 

clients. The purpose can be both reaching new clients and remind existing clients of the 

consultancy firm, but the objective is always to strengthen the firm’s name. The 

interactive marketing methods seek to maintain relations with existing clients. Table 3 

shows what the four firms as well as the respondents answered to the question of which 

marketing type is being most frequently used. 

 
Table 3 

 
Q 6 

Small  
Firm 1 

Small  
Firm 2 

Big 
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
Active marketing 
activities X   X 36,0 % 

Interactive  
marketing methods 

 
 

X X   64,0 % 

   

Even though the respondent may answer that they used mostly interactive marketing 

methods, they might still use some active marketing activities and therefore all 

respondents are included. Table 4 shows how they answered.  

 

Table 4 
Active Marketing 
Activities  
(Q 7) 

Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
Newspapers, radio or TV 
commercials 

     8 % 

Campaigns 
 

  X   8 % 

Posters, advertisement 
 

  X   4 % 

Circular of brochures and 
promotions letters X  

 
  28 % 

Recruitment ads 
 

   X 12 % 

None of the mentioned 
  X   40 % 
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The same thinking as in table 4 is used here; even though they did not choose ‘interactive 

marketing methods’ in question 6 they might still use some. Table 5 shows how they 

responded. 

 

Table 5  

Interactive 
Marketing Methods  
(Q 9) 

Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
Network meetings  X  X   4 % 

Seminars with potential 
clients 

    16 % 

References 
 X  X  36 % 

Recommendations X   X 24 % 

None of the mentioned 
 

   
 

 20 % 

 

In question 13 all the activities and the methods are put together and the respondents had 

to evaluate how effective the activities and methods are. This question can be considered 

a type of control question. For example, if one respondent have answered that they most 

frequently use TV-commercials but then answer that this type of marketing activity is 

only little effective, then there is lots of room for discussing and analysing that answer. 

Table 6 shows how the respondents evaluated the activities and methods.  
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Table 6 
Q 13 

(Matris) 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
A1        A2        A3        A4 

Circular of 
brochures and 
promotions letters 

Little 
effective 

   48         40         12          -       
%         %         % 

Recommendations 
from existing/ 
earlier clients 

Very 
effective 

Very 
effective 

Very 
effective 

Very 
effective 

 4            -          24          72 
%          %        %          % 

Campaigns and 
posters 
 

  Fairly 
effective 

Very 
effective 

88          8            4            - 
%          %        %          % 

Newspapers, radio 
or TV commercials 

 Not at all 
effective 

 Not at all 
effective 

 72         24         12          - 
%          %        %          % 

Seminars  Very 
effective 

 Fairly 
effective 

 4           32         56          8 
%          %        %          % 

Network meetings  Very 
effective 

 Very 
effective 

12          24         60          4 
%          %        %          % 

Personal sale of 
services directly to 
specific clients 

Not at all 
effective 

Little 
effective 

   -            8           24         68 
%          %        %          % 

Recruitments ads    Very 
effective 

52          36         12           - 
%          %        %          % 

 

The interviews were made before the questionnaire was constructed. Therefore, when 

constructing the questions of the query some alternatives had to be added from the 

theories, in order to cover all possible answers. However, some of the added alternatives 

were never mentioned during the interviews, which result in empty boxes in table 6. 

 

Question 14 seeks to discover how the consultants get most of their projects. It is only the 

solution-based services that are of relevance here. Table 7 shows how the respondents 

answered. 
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Table 7 
Q 14 

Solution based 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
Existing clients X X  X 44 % 
Recommendations   X  48 % 
New clients  

 
 
 

 
 

   8 % 

   

Question 16 examines if the consultants prefer to work with existing clients or new ones, 

and who they actually work with mostly. Table 8 shows how the respondents answered. 

 

Table 8 
 

Q 16 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
Prefer and work mostly 
with existing clients 

  X  24 % 

Prefer existing clients but 
work mostly with new 
ones 

      8 % 

Equal division but prefer 
existing clients X X   56 % 

Equal division but prefer 
new clients 

   X   8 % 

Prefer new clients but 
work mostly with existing 
ones 

      4 % 

Prefer and work mostly 
with new clients 

    - 

 

Question 18 is about what the consultants think that long-lasting relationships 

respectively new clients mostly generate. When making the interviews this question was 

divided into two questions. The consultants revealed what each of the two could generate 

mostly, and therefore several alternatives are marked. For the respondents in the query, it 

was only possible to choose one alternative. Table 9 shows what the consultants though 

long-lasting relationships with clients mostly generate.  
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Table 9 
 

Q 18 
Long-lasting 
relationship 

Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 

Loyalty and trust   X  20 % 
Good reputation X  X  24 % 
Continuing/ future project X X X X 28 % 
Direct and honest feed 
back from clients 

 X   - 

Experiences       4 % 
Fun projects and 
increased motivation 

    12 % 

New knowledge  X   - 
Broaden client base       4 % 
New opportunities       8 % 

 

Table 10 shows what the respondents though that new clients mostly generate. 

 
Table 10 
 

Q 18 
New clients 

Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 

Loyalty and trust     12 % 
Good reputation     16 % 
Continuing/ future project   X X 16 % 
Direct and honest feed 
back from clients 

  
 

  - 

Experiences       8 % 
Fun projects and 
increased motivation X X X    4 % 

New knowledge X X   12 % 
Broaden client base X X X    4 % 
New opportunities    X 24 % 

 

Question 17 seeks to discover how the management consultants keep and maintain a 

strong relation with their clients. Table 11 shows what the respondents answered.  
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Table 11 
 

Q 17 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
No focus except for being 
nice 

 
X 

 
 

 
 

 
 

  4 % 

VIP arrangements    
 

X   4 % 

Offer Christmas gifts etc  X X    4 % 
Close email- and phone 
contact 

 
 

 
 

 
 

 88 % 

 

In question 20 the consultant needed to evaluate four specific marketing activities. The 

interviewed consultants only needed to answer if they thought traditional marketing 

activities were necessary and effective or time demanding and ineffective, therefore 

several alternatives are market in the table. Table 12 shows how the respondents 

evaluated the marketing activities. 

 

Table 12 
Q 20 

(Matris) 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
A1        A2        A3        A4 

News papers, radio- 
or TV commercials 

 A4    -            4          12         84 
%          %        %          % 

Campaigns  A4 A2 A2 
 

12         16         16         56 
%          %        %          % 

Posters and 
advertisements 

 A4 A2 
 

A2 
 

 -            8           4          88 
%          %        %          % 

Circular with 
brochures and 
promotion letters 

A2 
 

A4  
 

  4          24         32         40 
%          %        %          % 

 
4.1.2 The Degree of Effort Put on Marketing 

There are three questions in the questionnaire that directly concerns updating and 

engaging in the marketing process. 

       

The first question is question 8 which concerns how often the consultants update 

commercials, posters, campaign etc. Table 13 shows how they responded. 
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Table 13 
 

Q 8 
The 

Respondents 
N=25 

Once per year - 
2 – 3 times per year 24 % 
4 times or more  4  % 
Don’t use it 72 % 

  

The consultants that were interviewed did not get this question specifically, however 

small firm 1 and big firm 4 said they updated once every second year respectively once 

per year. Small firm 2 did not use any of the mentioned activities and big firm 3 could not 

give any information about this. 

 

Table 14 shows how often the consultants go to network meetings arranged by others, 

and table 15 shows how often they arrange the meeting by them selves. The alternatives 

are constructed in a way that it most likely includes all possible answers. Table 14 shows 

how the respondents answered.  

 

Table 14 
 

Q 10 
Network meetings arranged by others 

The 
Respondents 

N=25 
1 – 5 times per half year 52 % 
Once per month 12 % 
2 – 5 times per month - 
6 times per month or more   4 % 
None of the mentioned alternatives 32 % 

 

Table 15 shows how often they go to network meetings arranged by them selves.  
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Table 15 
 

Q 10 
Network meetings arranged by themselves 

The 
Respondents 

N=25 
1 – 5 times per half year 60 % 
Once per month  4  % 
2 – 5 times per month - 
6 times per month or more - 
None of the mentioned alternatives 36 % 

 

The interviewed management consultants did not get the question if they arrange them or 

if they go to meetings arranged by others. It was only small firm 2 and big firm 4 that 

said that they used network meetings as a marketing method, but they did not answer if 

they arrange them on their own or go to meetings arranged by others. 

 

The last question that concerns this issue is question 23, whether the consultants are 

keeping information about the clients and the projects and to what extent they use a client 

database. Table 16 shows how the respondents answered this question. 

 

Table 16 
 

Q 23 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
No, we don’t collect any 
information     12 % 

Collect information about 
projects in folders etc. 

      4 % 

Collect all sorts of 
information about clients 
in folders etc. 

 X   12 % 

Collect information about 
projects in a data-based 
system 

    20 % 

Collect all sorts of 
information about clients 
in a data-based system 

X  
 

X X 52 % 

 

4.1.3 Knowledge Development 

There are some questions in the query that concern this aspect, and they will be presented 

here. 
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Question 19 directly asks what the consultants do to develop their knowledge and skills. 

The interviewed consultants mentioned several methods, and I judge that it is interesting 

to present them all in the table. Table 17 shows how they answered.  

 

Table 17 

 
Q 19 

Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
Various projects and new 
clients X    36 % 

Seminars and conferences  X X  16 % 
Internal education  X X X - 
Use each other as peer-
rewiev 

    32 % 

Individual and personal 
goals   X    4 % 

Other     12 % 
  

Question 21 is about evaluation. In this question the respondents could answer openly if 

they made a type of evaluation that did not respond to any of the alternatives. It could be 

interesting to see what that is, instead of just choosing ‘other’. Big firm 4 used both 

questionnaire and quality check to the same extent and therefore both of them are marked 

in the table. Table 18 shows how the respondents answered. 

   

Table 18 
 

Q 21 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
None       4 % 
Sends out a questionnaire 
once or twice per year   X X - 

Quality check in the end 
of each project    X 56 % 

Calls a while after the 
project is done X    36 % 

 
Other, saying:  Constant 

evalua-
tion 

    4 % 
Constant 

check 
 

Table 19 shows how the respondents collect feedback from their clients. 
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Table 19 
 

Q 22 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
Don’t get any feed back X    - 
Constant evaluation 
during the project 

 
 

X  
 

X 
 

56 % 

Questionnaires    X    8 % 
Discuss or asks directly to 
the client     36 % 

 
4.1.4 Other Questions 

The rest of the questions can be interesting to consider in relation to other questions. If 

for example there is no difference between mid-sized to big and small firms from two 

questions then a third question can highlight certain aspects and thereby find 

dissimilarities.  

 

Table 20 shows how many big projects the management consultants in general work with 

at the same time and table 21 shows how many small projects they work with at the same 

time. 

 
Table 20 

Q 11 
Big projects 

Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
One at a time   X  60 % 
2 – 6 projects  X  X 40 % 
7 – 12 projects X  

 
  - 

13 – 20 projects     - 
None of the alternatives     - 
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Table 21 
Q 11 

Small projects 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
One at a time     - 
2 – 6 projects X X   96 % 
7 – 12 projects   X X   4 % 
13 – 20 projects     - 
None of the alternatives     - 

 

If the respondents answer ‘none of the alternatives’ then the assumption is that they do 

not have small or big projects, which one is depending on which question they choose 

that alternative on. The same principal is used on question 12, which concerns how long 

they work with each project in general. The alternatives should cover all possible 

answers. Table 22 and 23 shows how the consultants responded.  

 

Table 22 
Q 12 

Big projects 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
1 – 10 weeks       4 % 
3 – 6 months   X  36 % 
6 – 12 months    X 36 % 
1 year or longer X    24 % 
None of the alternatives  X   - 

 

Table 23 
Q 12 

Small projects 
Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
1 – 10 weeks X    48 % 
3 – 6 months  X X X 40 % 
6 – 12 months     12 % 
1 year or longer     - 
None of the alternatives     - 
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The last table, table 24, shows how many new clients the consultants in general have each 

year. Big firm 4 could not answer this question and thereby there is no information about 

this question from that firm.  

   

Table 24 

 
Q 15 

Small  
Firm 1 

Small  
Firm 2 

Big  
Firm 3 

Big  
Firm 4 

The 
Respondents 

N=25 
1 – 2 new clients   X    8 % 
3 – 7 new clients  X   64 % 
8 – 12 new clients     20 % 
12 – 20 new clients X    - 
21 new clients or more        8 % 

 



 

 - E - 

 
 
 
 

- Chapter 5 - 
 
 

Marketing Activities and Marketing Methods 
Client Focus 

The Difference between Small and Big Consultancy 
Firms 
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5. ANALYSIS 
 

In this part the findings from the empirical data is analyzed and examined. The 

theories are used in comparison to the findings in order to validate the emerging 

theories.  

 

The objectives are to discover the marketing approaches mostly used by the consultancy 

firms, and to understand what factors lies behind the choice of marketing strategy. 

Another objective is to discover how small firms differ from big firms. When it says ‘big 

firms’ in this part it involves mid-sized firms as well. In order to validate the emerging 

theories, some hypothesises have been developed through the theories. The analyses were 

made in SPSS, and the tables are cross tabulations comparing two questions each. Both 

the number and percentage of respondents is presented in the tables. Small and big firms 

are aggregated in the tables, but the difference in company size will be considered later. 

There are mainly two questions that are analysed with the other questions; the type of 

marketing approach (question 6) and company size (question 2). Some tables are put in 

appendix 3 since it would take too much space to put them all in the text. Those tables 

that are shown in the text contain questions that are of bigger relevance for the analysis, 

and then the other tables in the appendix are analyzed to a smaller extent. In addition, if 

none of the respondents have answered one of the answering alternatives, then this 

alternative is excluded from the table.   

       

5.1 Marketing Activities and Marketing Methods 
From a quick overview of the theories one can assume that in most of today’s business, 

and in particular in the service business, relationship-based marketing is dominating. 

There are many arguments for why this strategy is better than the old traditional 

marketing strategy, which have been used and worked well for the last decades. Yet, 

there are plenty of researchers stating that traditional marketing affect relationship-based 

marketing and that without traditional marketing there would be no client to continue the 

relationship with. However, the main focus in this study is not if today’s consultancy 
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firms use transaction-based or relationship-based marketing. The focus is to discover 

which marketing approaches are being used most often and what the firms consider 

important. The approaches are divided in traditional- and relationship marketing, hence 

the analysis uses these types to validate the answers, by looking at them from different 

angels and including several aspects.  

 

5.1.1 Type of Marketing Approach Used by Consultants   

The first hypothesis concerns which type of marketing strategy, i.e. transaction-based or 

relation-based, that are the dominating one among the consultancy firms. In addition, the 

connection between those firms who use mostly active marketing activities and the 

transaction-based marketing approach, as well as the connection between those firms who 

mostly use interactive marketing methods and the relationship-based marketing approach, 

is examined deeper.   

 

Hypothesis 1:  Service providers and especially management consultants put 

more time and effort on interactive marketing methods than active 

marketing activities. 
  

                * Q6 and Q2, appendix 2:2 

 

Table 25 shows that 64 % of the respondents use interactive marketing methods more 

than active marketing activities. In addition, both small and big firms mostly use 

interactive marketing methods. This outcome is not very surprising; the theories assume 

Table 25* 

Type of marketing approach * Company size Crosstabulation

3 6 9
30,0% 40,0% 36,0%

7 9 16

70,0% 60,0% 64,0%

10 15 25
100,0% 100,0% 100,0%

Count
% within Company size
Count
% within Company size

Count
% within Company size

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Mid-big
companies

Small
companies

Company size

Total
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it and of the interviewed firms two answered that they mostly used active marketing 

activities and two answered interactive marketing methods. The difference in percentage 

between the two approaches in the table is not major, but the answers give a clear result.         

       

There are some aspects relevant to include here. The choice of marketing strategy might 

be affected by aspects like the type of services the firm provides or the size of the city 

where the firm is located. Concerning the type of services provided by the firm, the 

theories suggest that the degree of relationship-based marketing depends on the type of 

service that is provided. There was no concrete description of which services that 

generates higher degree of relationship marketing; however one can assume that the more 

solution-based services the higher degree of relationship. This assumption is based on the 

proposition that when a service provider does not have any tangible products to offer they 

must sell a promise. The client cannot test or see the service; hence the client must feel 

secure and trust the service provider. If the consultant manages to build a relationship 

with the client, there is a better chance for closing a deal. The answers from the query 

support the suggestion. The results show that the more solution-based services within the 

firm the more frequent is interactive marketing methods used as a marketing strategy 

(appendix 3:1).               

      Concerning the size of the city, there was no statement about this in the theory. 

However, it is still interesting to examine if this aspect affect the choice of marketing 

approach. An assumption is that firms who are located in bigger cities must compete with 

more competitors and might therefore need marketing activities that helps them to reach 

out to bigger client areas. However, the results from the query oppose this assumption, 

since the majority of those who work in big cities use interactive marketing methods 

while the majority of those who work in small cities use active marketing activities 

(appendix 3:2). The reason for this outcome may be that firms who are located in small 

cities are not as well known as those in big cities. Therefore they need to use marketing 

approaches that helps them to reach a broad client base outside their geographical area. 

This is most easily reached with active marketing activities.  

 



- marketing strategies for intangible services - 
 

 - 51 - 

5.1.1.1 The reason for using one of the two marketing approaches 

The purpose of using active marketing activities is to reach a large group of potential 

clients. The interactive marketing methods are more often used to keep existing clients or 

reach a more specific group of potential clients. It is easy to assume that when using 

active marketing activities the consultants get most of their projects from new clients, 

since reaching new clients is one of the objectives with traditional marketing activities. 

The same suggestion goes for those who use interactive marketing methods that they 

should get most projects from existing clients by focusing on relationship-based 

marketing. Getting projects from recommendations and referrals can be reached from 

both strategies. From the interviews it could be revealed that none of the four consultants 

got most of their projects from new clients, even though two of them mostly use active 

marketing activities. Table 26 shows that, in similarity with the answers from the 

interviews, those firms who use active marketing activities do not seem to get most of 

their projects from new clients.                
 

               

                * Q6 and Q14, appendix 2:2 

 

Instead the majority (55,6%) get most of their projects from recommendations and 

referrals. Firm who use interactive marketing methods get most of their projects from 

existing clients (56,3%), as assumed. Yet, 43,8 % get their projects from 

recommendations and referrals, which means that the majority of all respondents get their 

projects from recommendations and referrals. In order to get new projects through 

Table 26* 

Type of marketing approach * New projects from Crosstabulation

2 5 2 9

22,2% 55,6% 22,2% 100,0%

9 7 0 16

56,3% 43,8% ,0% 100,0%

11 12 2 25

44,0% 48,0% 8,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Existing
clients

Recommen
dations and

referrals

New clients
through active

marketing

New projects from

Total
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recommendations and referrals the main objective is to spread good word-of-mouth. This 

must come from existing clients, since new clients are not aware of the firm yet. The 

question arises then, what purpose lies behind the active marketing activities?  

       

There are still other aspects that can affect the reason for choosing one of the two 

marketing strategies. By examine these, the understanding for the choice of marketing 

approach may become clearer. Some firms might find it important to reach a certain 

amount of new clients each year, either because they want to broaden their client base, 

develop their skills or for other reasons. However, the majority of the firms have 3-7 new 

clients per year, which seems that the type of marketing approach does not affect the 

amount of new clients per year (appendix 3:3). Another aspect that is interesting to 

examine is what the respondents consider a new client mostly generates. A firm who 

considers new clients as very profitable will most likely focus their marketing on 

reaching new clients, i.e. on traditional marketing activities. The respondents from the 

query who use mostly active marketing activities answered that most profitable with a 

new client is that it leads to continuing projects and good reputation. However, what is 

odd is that those firms also answered this on the question of what a strong relationship 

mostly generates, which suggests that active marketing activities are not used by the 

firms because it leads to more important possibilities, or generates better outcomes 

(appendix 3:4).  

       

The desire for working with new clients might affect the choice of marketing approach. It 

has been shown that firms who use active marketing activities do not reach more new 

clients than the firms who use interactive marketing methods, as well as most of their 

projects do not come from new clients. However, it they prefer to do business with new 

clients it is reasonable to use active marketing activities in order to reach a broad target 

group. Conversely, the results from the query reveal that the majority of those firms 

prefer to work with existing clients, but do business mostly with both. Only a small 

percentage prefers new ones (appendix 3:5). Some authors in the theories state that some 

firms prefer the promiscuous approach, which is a direct marketing approach used to 

reach new clients in order to better develop their skills and knowledge base. However, 
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according to the authors these firms or consultants who consider it developing with new 

clients do not always put effort on actually reaching new client. It cost more and it takes 

more effort to reach new client, while it is ‘easier’ to do business with existing clients. 

There seems to be some similarities between the theory and the outcome from the 

respondents.   

      The respondents could evaluate four active marketing activities in the query. These 

evaluations are interesting to include because it will get a better understanding of what 

activities the firms believe is necessary, and then to see if they also think that these 

activities are effective. The majority of those firms who use active marketing activities 

consider commercials, posters and ads, and campaigns to be time demanding and 

ineffective. For the last activity, circular of brochures, the majority consider it to be 

necessary but least effective. None of the other firms considered any of these activities to 

be necessary and effective, which is not surprisingly since they focus on other marketing 

methods (appendix 3:6). Over all, the answers from the firms who use active marketing 

activities are not consistent with assumptions based on traditional marketing. Since the 

majority of the respondents use interactive marketing methods, as well as since the 

answers from these firms are more consistent with the relationship-based approach, the 

focus is now on put on these firms. 

 

5.1.2 The Most Common used Interactive Marketing Method 

It is revealed that the consultants mostly use interactive marketing methods rather than 

active marketing activities. What are then interesting to discover is which interactive 

marketing methods that the firms mostly use. The focus is put on the firms who use this 

marketing approach, however the other firms are included in the tables as well.   

 

Hypothesis 2: Recommendations and referrals, as well as personal sale, are the 

most common methods the consultants use to sell and market their 

services. 

 

There are four interactive marketing methods the respondents could chose between, and 

they could also chose ‘none’ if they used another one or did not use it at all. The majority 
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(43,8%) of the firms who use mostly interactive marketing methods answered that 

‘references’ are the most common method. ‘Recommendations’ is also a common used 

method among those firms (31,5%).  The majority (44,4%) of the firms who use mostly 

active marketing activities answered that seminars are the most common method used. 

Surprisingly none of the other firms answered this method. Table 27 shows the answers.        

 

                * Q6 and Q9, appendix 2:2 

 

It is not unexpected that those firms who use mostly active marketing activities answered 

‘seminars’. It is considered as an interactive marketing method, mainly because it is a 

direct approach towards specific clients. But even though the method is relationship-

based, it is still useful for firms who want to reach new potential clients.  

      Among the five active marketing activities, circular of brochures are the most 

common activity used by the firms who use mostly active marketing activities (appendix 

3:7).  
 

5.1.2.1 Effectiveness of the interactive marketing methods 

What is interesting to examine is how effective the firms consider the different interactive 

methods to be. The respondents could evaluate the methods from ‘not at all effective’ to 

‘very effective’(appendix 3:8). It is only the interactive methods’ evaluations that will be 

analyzed here, since those are the ones that are mostly used by the firms. 

       

The majority of the firms (81,3%) consider ‘recommendations’ as very effective. This 

method was not chosen as the primary method used, however one has to consider the 

Table 27* 
Type of marketing approach * Interactive marketing methods Crosstabulation

0 4 2 1 2 9

,0% 44,4% 22,2% 11,1% 22,2% 100,0%

1 0 7 5 3 16

6,3% ,0% 43,8% 31,3% 18,8% 100,0%

1 4 9 6 5 25

4,0% 16,0% 36,0% 24,0% 20,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Network
meetings Seminars References

Recomme
ndations Other/none

Interactive marketing methods

Total
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content of ‘recommendations’. Recommendations are something that relies on how good 

the firm provides its services, and it is the clients that evaluate the firm and decides if 

they want to recommend it to other potential clients. Often, when this happens, it leads to 

business and the client already feels secure with the consultant because the firm was 

recommended. The suggestion is therefore, that this method is considered very effective; 

however it is not a method the firms can chose to always use.  

      Seminars are considered to be fairly effective by the majority of the firms (43,8%), 

but the frequent use of it did not seem to be very high. An assumption is that seminars 

can be very effective, both from a time perspective and money perspective, as well as for 

reaching potential clients. The reason for why it is not used more often is probably 

because these seminars only occur a couple of times per year. This assumption is the 

same for next method; network meetings. Both networks meetings and seminars are 

according to the theories effective ways to broaden the social network as well as to meet 

potential clients. The results from the query shows that network meetings occur 

approximately only 1-5 times per half year. This support the suggestion that it only 

occurs a couple of times per year, hence other methods that can be used more often 

becomes important. The majority of the respondents (62,5%), as well as two of the four 

interviewed consultants, consider network meetings as fairly effective. 

      Another method that has not been mentioned in the other questions is ‘personal sale 

of services directly to potential clients’. The theories suggest that this method is the most 

common used by consultants. However, none of the interviewed consultants thought it 

was effective, as well as none of them used it. Since the theories suggest that it is a 

common method it must be included in the questionnaire. Looking at the results from the 

query it is revealed that the majority (81,3%) actually believe that this method is very 

effective. 

 

Table 28 shows how all the activities and methods are evaluated by the firms. The result 

supports the outcome that most of the consultants in this study consider the interactive 

marketing methods as fairly or very effective. Since this marketing approach also was the 

approach that the majority use it is not surprisingly that the consultants consider them to 

be effective.    
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Table 28 

Summary Not at all 

effective 

Little 

effective 

Fairly 

effective 

Very 

effective 

Campaigns, posters & ads X    

Commercials X    

Recruitment ads X    

Circular of brochures  X   

Seminars   X  

Network meetings   X  

Personal sale   X  

Recommendations    X 

 

5.2 Client Focus 
As mentioned in the theories, it is not enough to have a good strategy that reach potential 

clients, or have an effective method that creates relationships with the clients. What is 

important after these steps are done is to nurture the relationship that makes the client 

want to continue buying the firm’s services. 

 

5.2.1 Frequency and Duration 

A relationship becomes stronger if the relation between the consultant and the client 

strengthens, as well as if the client feels that value and quality is added. The process 

becomes friendlier, and delivering value is as important as delivering good services. In 

addition, many firms include the client in the process, which also can affect the duration 

of the project process. Firms who use transaction-based marketing do not focus on this to 

the same extent, according to the theories. In transaction-based marketing the focus is put 

on the transaction rather than the relation with the client, hence the process is shorter.  

 

Hypothesis 3:  Firms who focus on relationship-based marketing works longer  

 with the clients as well as put effort on nurturing the relation to a 

 higher extent than those who use active marketing activities, i.e.  

 more transaction-based marketing.   
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The duration of the process affects the strength of the relationship, according to the 

theories. Logically, bigger projects should take longer time than small ones, therefore 

small and big projects are separated into two tables here. Table 29 shows that the 

majority (44,4%) of those who use active marketing activities spend 3-6 months in 

general on big projects. The majority of those firms who use interactive marketing 

methods spend 6-12 months in general on each big project. This support the theory that 

those who use interactive marketing methods are more relation-oriented and the duration 

of the projects are longer than for those firms who use active marketing activities.   

 

                * Q6 and Q12, appendix 2:2  

 

The assumption about the duration should be the same for small projects. Table 30 

reveals, first of all, that smaller projects do take shorter time, 72% of all the firms spend 

3-12 months on bigger projects while 88% of all respondents spend 1 week to 6 months 

on smaller projects. In addition, 66,7% of those who use active marketing activities spend 

1-10 weeks on small projects while those firms who use interactive marketing methods 

spend 3-6 months on each small project. Once again, those firms who use interactive 

marketing methods spend longer time on each project than those who use the other 

approach.  

Table 29* 

Type of marketing approach * Duration of big projects Crosstabulation

0 4 3 2 9

,0% 44,4% 33,3% 22,2% 100,0%

1 5 6 4 16

6,3% 31,3% 37,5% 25,0% 100,0%

1 9 9 6 25

4,0% 36,0% 36,0% 24,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activit

Interactive marketing
methods

Type of marketing
approach

Total

1-10 weeks 3-6 months 6-12 months
1 year or

longer

Duration of big projects

Total
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                * Q6 and Q12, appendix 2:2   
 

Another aspect to consider in order to test the hypothesis correct is whether the 

consultants work with several projects at the same time. Working with only one project at 

the time would mean that this client got all the attention. Within transaction-based 

marketing, this is not the primary focus. Therefore, those firms who use active marketing 

activities probably work with several projects at the same time. This might be the case for 

the firms who use interactive marketing methods too; however an assumption is that it 

seems harder to have a close and strong relation with several clients at the same time. 

Close and strong relation is in this sentence referred to the type of relation the clients and 

the consultant have during a project process. In addition, the size of the project must also 

affect the number of projects at the same time. It seems logical that smaller projects can 

easier occur at the same time than bigger projects. Table 31 shows the outcome.  

 

 

Table 30* 

Type of marketing approach * Duration of small projects Crosstabulation

6 3 0 9

66,7% 33,3% ,0% 100,0%

6 7 3 16

37,5% 43,8% 18,8% 100,0%

12 10 3 25

48,0% 40,0% 12,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activitie

Interactive marketing
methods

Type of marketing
approach

Total

1-10 weeks 3-6 months 6-12 months
Duration of small projects

Total
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                * Q6 and Q11, appendix 2:2 

 

For the firms who use active marketing activities the results are as expected; one big 

project at the time. However, those firms who use interactive marketing methods work 

with 1-6 big projects at the time. This means, that the assumption is opposed which 

implies that relationship-based firms do not seem to have fewer projects at the same time 

than transaction-based firms. In order to be sure of the opposition, it is necessary to see if 

the outcome is the same for small projects. Table 32 shows the answers.  
 

                                * Q6 and Q11, appendix 2:2 
 

Table 31* 

Table 32* 

Type of marketing approach * Number of big projects Crosstabulation

7 2 9

77,8% 22,2% 100,0%

8 8 16

50,0% 50,0% 100,0%

15 10 25

60,0% 40,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Only 1 2-6 projects
Number of big projects

Total

Type of marketing approach * Number of small projects Crosstabulation

9 0 9

100,0% ,0% 100,0%

15 1 16

93,8% 6,3% 100,0%

24 1 25

96,0% 4,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

2-6 projects 7-12 projects
Number of small projects

Total
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The outcome is much clearer here and the majority of all respondents work with 2-6 

small projects at the time. The assumption is not supported, which implies that 

relationship-based firms have no problem with keeping a close and strong relationship 

with several clients at the same time. 

       

5.2.1.1 The efforts put on nurturing the relationship 

There is one more aspect that is interesting to include before supporting or opposing the 

hypothesis. When it comes to nurturing the relationship, those firms who use interactive 

marketing methods should put more effort on this than those who use active marketing 

activities. However, this is only true if the connection can be made between ‘interactive 

marketing methods’ and relationship-based marketing, as well as between ‘active 

marketing activities’ and transaction-based marketing. So far, the connection has been 

clear between ‘interactive marketing methods’ and relationship-based marketing. When 

the respondents got the question of what effort the firms put on keeping a strong relation, 

the majority of all firms answered that they focus on keeping close email and phone 

contact. All of those who use active marketing activities chose this alternative, while only 

81,3% of the other firms answered the alternative. The rest of the firms, 18,7% is equally 

divided on the three other alternatives which are ‘no focus except for being nice’, ‘VIP 

arrangements’ and ‘Christmas gifts’ (appendix 3:9). It can be suggested that firms who 

use interactive marketing methods put a little more focus on different ways to make the 

clients feel special, than those who use active marketing activities.  

 

5.2.2 Evaluation and Feedback 

Staying competitive on the market is a way of marketing strategy too. The purpose is no 

longer to reach potential clients or maintain existing ones, instead the purpose is to 

respond the client’s expectations and be able to provide up-dated and modern solutions. 

The firm needs the client’s help with this, either through research or direct opinions, in 

order to monitor their success. For the consultants to develop and broaden their 

knowledge base, they can use other methods on their own. 
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Hypothesis 4: Firms who are more traditional oriented, i.e. who use active 

marketing activities more frequently, evaluates and get feedback  

through research and numbers. Firms who are more relational 

oriented, get feedback and evaluates through direct contact with 

clients as well as through a client database. 

 

Evaluation is important in order to know what the clients think about the result of the 

project, as well as how the process went. There is no assumption about firms who uses 

interactive marketing methods should evaluate or get feedback to a higher extent than the 

other firms, since evaluations and feedback is something that is necessary no matter what 

type of marketing the firm uses. However, sending out questionnaires is not very 

relationship-oriented since it as a formal way of asking a certain amount of clients. 

Therefore, those firms who use active marketing activities are suggested to more likely 

use this method, instead of calling each client and ask directly. Quality check is not 

categorized to the same extent, because it is both a formal method but personal in the 

sense that it is directed to a specific client. Table 33 shows how the consultants get 

evaluation.  

 

                * Q6 and Q21, appendix 2:2   
 

The outcome was not totally as expected, since none of the firms who use active 

marketing activities use questionnaires as a way of evaluation. The majority of all firms 

Table 33* 

Type of marketing approach * Type of evaluation Crosstabulation

1 0 5 3 0 9

11,1% ,0% 55,6% 33,3% ,0% 100,0%

0 2 8 5 1 16

,0% 12,5% 50,0% 31,3% 6,3% 100,0%

1 2 13 8 1 25

4,0% 8,0% 52,0% 32,0% 4,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activiti

Interactive marketing
methods

Type of marketing
approach

Total

None Questionnaire Quality check

Calls a
while after
the project Other

Type of evaluation

Total
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make instead a quality check in the end of each project. The second most used method is 

phone calls, which was not expected to be that popular among the firms who use active 

marketing activities.  

       

When it comes to collect feedback, the primary assumption is that questionnaires seem 

more used by firms who use active marketing, while constant evaluation and discussions 

directly with the client are more relationship focused. However, after the outcome from 

the evaluation aspect the assumption have changed. It seem more logical to expect that 

those firms who use active marketing activities collect feedback from the clients through 

constant evaluation rather than through questionnaires, which might be the case for the 

other firms too. Those firms who use interactive marketing methods are also more likely 

to discuss and ask the client personally, than the other firms are. Table 34 shows how the 

consultants collect feedback. 

 

                * Q6 and Q22, appendix 2:2 

 

The answers support the assumption, but some answers are a little surprising. The 

percentage of ‘discuss and asks directly’ is bigger for firms who use active marketing 

activities than for firms who use interactive marketing methods. However, constant 

evaluation seem like a popular method to use among the consultants and this is not very 

strange since it makes the consultant aware of how the client perceive every step during 

Table 34* 

Type of marketing approach * How to get feed back Crosstabulation

4 1 4 9

44,4% 11,1% 44,4% 100,0%

10 1 5 16

62,5% 6,3% 31,3% 100,0%

14 2 9 25

56,0% 8,0% 36,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Constant
evaluation

Question
naires

Discuss or
asks the

client directly

How to get feed back

Total
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the project process. What can be said from these findings in the two tables is that 

evaluation and feedback is very important for all the firms, and the type of method used 

to get and collect it is not connected to what type of marketing strategy the consultancy 

firms use.  

 

It is also interesting to discover how the consultants manage to develop their skills. The 

promiscuous approach mentioned earlier is connected to relationship-oriented marketing 

and seeks to develop skills and broaden the knowledge base through new clients and 

projects. The respondents could in the query chose between five methods and one 

alternative named ‘other’. 33,3% of those firms who use active marketing activities are 

using each other as peer-reviews, and 22,2% answered that new clients and new projects 

is a good way of developing and advancing. Instead it is the majority of those firms who 

use interactive marketing methods (43,8%) who answered that they most often develops 

and broaden their knowledge base through new clients and new projects (appendix 3:10). 

This support the assumption even more that those firms who use interactive marketing 

methods are more relationship-oriented than those firms who use active marketing 

activities.     

 

5.2.2.1 The extent to which the consultants are keeping a client database 

The hypothesis also suggests that firms who are more relationship-oriented use a client 

database to a higher extent than those who use active marketing activities and more 

traditional approaches. The theories suggested that technology is what separate traditional 

marketing from relationship marketing. However, even those firms in this study who use 

active marketing activities are considered to be modern, and the assumption is not 

therefore that these firms collect information in folders etc. to a higher extent than the 

firms who are more relationship-oriented and use interactive marketing methods. The 

assumption is that the majority of all respondents use a client database, but it seem more 

likely that firms who use interactive marketing methods collect all type of information 

instead of just information about the projects. The base for this assumption is that these 

firms want to know as much as possible about the clients, in order to better fulfil their 

needs on a friendlier basis. Table 35 shows the outcome. 
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                * Q6 and Q23, appendix 2:2 
 

As expected, the majority of the consultancy firms use a client database. However, firms 

who use active marketing activities seem to collect all types of information, and not just 

information about projects. Still, the assumption was that firms who use interactive 

marketing methods probably collect all information, but the table shows that it is only 

50% that do so. Instead, 18,8% collect information about the projects only, and the same 

percentage do not collect any information at all. For the other firms, 22,2% collect any 

information in folders, and the same percentage collect information about projects only, 

in a client database. These findings oppose the assumption but support the suggestion that 

today’s firms are rather modernized and that the type of marketing approach do not affect 

the extent of information collected about the projects and clients. 

 

5.3 The Difference between Small and Big Consultancy Firms 
The second part of the research question is if there is a difference between small and big 

consultancy firms, and what that difference is in that case. Question 2 has been 

reorganized in SPSS so that there are only two variables; small companies and big 

companies. This question will now be used in cross tabulations with the other questions 

in order to support or oppose the hypothesis. 

 

 

 

Table 35* 
Type of marketing approach * Collect information Crosstabulation

0 0 2 2 5 9

,0% ,0% 22,2% 22,2% 55,6% 100,0%

3 1 1 3 8 16

18,8% 6,3% 6,3% 18,8% 50,0% 100,0%

3 1 3 5 13 25

12,0% 4,0% 12,0% 20,0% 52,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

No we don't
collect any

Collect info
about projects

in folders

Collect any
information
in folders

Use a client
database to
collect info

about projects

Use a client
database to
collect any

info

Collect information

Total
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Hypothesis 5: There is a difference between big and small consultancy firms 

when it comes to marketing of their services. 

 

The theories suggest to a little extent that the marketing approach depend on the size of 

the firm. The first table below is the same table that were used in the beginning of 

hypothesis 1.  

 

The table shows that both big and small firms mostly use interactive marketing methods. 

Since it has already been shown that the majority use interactive marketing methods, it is 

not surprisingly to find that the majority of small and big firms also use interactive 

marketing methods more than active marketing activities. What is interesting to examine 

therefore is if the aspects (questions, answering alternatives etc.) that are connected to 

either of the marketing approaches, which have been shown so far, will differ when 

comparing small and big firms. However, when comparing small with big firms there is 

no considerations to how many use active marketing activities and how many use 

interactive marketing methods, i.e. the focus is put only on comparing small and big 

firms with different aspects. The analysis of previous hypothesises have created the 

assumption that transaction-based marketing is connected to active marketing activities in 

this study (although to a small extent), as well as relationship-based marketing is 

connected with the interactive marketing methods. Some of the aspects mentioned under 

hypothesis 1-4 are here highlighted and analyzed.   

       

Company size * Type of marketing approach Crosstabulation

3 7 10
30,0% 70,0% 100,0%

6 9 15
40,0% 60,0% 100,0%

9 16 25
36,0% 64,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Active
marketing
activities

Interactive
marketing
methods

Type of marketing
approach

Total
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5.3.1 Interactive Methods or Active Activities? 

It was earlier shown that the majority of the consultants get new projects from 

recommendations and referrals, and the minority from new clients through active sale. 

This is also the expected outcome here since most of the firms use interactive marketing 

methods, i.e. are more relationship-oriented. The answers reveal that big firms mostly get 

new projects from existing clients while small firms get it from recommendations and 

referrals (appendix 3:11). These two alternatives are connected to ‘interactive marketing 

methods’ and the outcome was expected. 

      In the question of what was considered most profitable with a strong relationship, of 

those who use interactive marketing methods 75% were divided on loyalty and trust, 

good reputation, and continuing projects. It is revealed that big firms consider mostly 

loyalty and trust as well as good reputation (30% on each) as most profitable, while small 

firms consider continuing projects (33,3%) to be most profitable with a strong 

relationship (appendix 3:12). It is easy to assume that big firms care about their 

reputation to a higher extent than small firms. This is based on the belief that bigger firms 

are more often mentioned in the media and are well known by many people, and 

therefore they need to have a strong brand and answer expectations. Concerning the 

question of what is most profitable with a new client, it was discovered that firms who 

use interactive marketing methods considered new possibilities as most profitable. For 

big firms, there is an equal division between loyalty and trust, good reputation, 

continuing projects, and experiences (each 20%). For small firms new possibilities were 

considered as most profitable with new clients (46,7%). This implies that new clients are 

considered to generate many different aspects by the bigger firms (appendix 3:13). In 

addition, if a new client is profitable in many different aspects, as the big firms have 

shown in their answers, then one might assume that big firms prefer to work with new 

clients before existing ones. Surprisingly this assumption was not supported, since 60% 

of the big firms work with both existing and new clients, but prefers existing ones. 53,3 

% of the small firms also work with both but prefer existing ones (appendix 3:14).    

 

The relationship-based marketing can be observed in the smaller firms’ answers to a 

higher extent than from the big firms’ answers. For example, continuing projects and new 
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possibilities are typical things within relationship-based perspectives. Good reputation 

and experiences are aspects that affect the firm’s place on the market, which is more 

transaction-based than relationship-based.  

 

5.3.1.1 The interactive method mostly used 

Since it is discovered that the majority of big and small firms use ‘interactive marketing 

methods’ it is interesting to see which method the firms prefer. Active marketing 

activities become less important here, but what can be noted shortly is that the majority of 

the firms chose the alternative ‘other/none’ on the question which activity they use most 

(appendix 3:15).  

      When analysing the methods under hypothesis 2 the conclusion was drawn that 

network meetings and seminars are considered as very effective methods by the firms, 

but since there only occur a couple of them per year the firms must rely on and use other 

methods. Therefore, the assumption is that these methods are not the most used methods 

either by big firms or small ones. Instead recommendations and references should be 

often used methods. Table 36 shows the outcome. 
 

                * Q2 and Q9, appendix 2:2   
 

As expected, references are the method most used by both big and small firms. However, 

small firms use recommendations too and to a higher extent than big firms. When the 

consultants evaluated the methods, both big and small firms evaluate recommendations as 

Table 36* 

Company size * Interactive marketing methods Crosstabulation

0 2 4 2 2 10
,0% 20,0% 40,0% 20,0% 20,0% 100,0%

1 2 5 4 3 15
6,7% 13,3% 33,3% 26,7% 20,0% 100,0%

1 4 9 6 5 25
4,0% 16,0% 36,0% 24,0% 20,0% 100,0%

Count
% within Company
Count
% within Company
Count
% within Company

Mid-big compan

Small companie

Company
size

Total

Network
meetings SeminarsReferences

Recomme
ndations Other/none

Interactive marketing methods

Total
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very effective. Seminars as well as network meetings are considered fairly effective by 

the majority of both small and big firms. Personal sale are as well considered by the 

majority of both small and big firms as very effective (appendix 3:16). 

 

5.3.1.2 Duration and frequency 

If the assumption is correct that small firms tend to use more relationship-based 

marketing, then the aspect about the duration of the projects should support the 

assumption. The smaller firms, which seem to be more relationship-oriented, are assumed 

to work with the projects for a longer time than big firms, since their focus is put on 

including the client in the process as well as to nurture the relationship during the project. 

Table 37 and 38 shows how long the firms in general work with the projects. 3-6 months 

for big projects are most common among big firms, and 6-12 months are most common 

among small firms.  

  

                * Q2 and Q12, appendix 2:2 

   

Looking at table 38, one can see that big firms only spend 1-10 weeks on the smaller 

projects, while the majority of the small firms spend 3-6 months. The assumption is 

supported that smaller firms spend more time on the projects than bigger firms. 

 

 

 

 

 

Company size * Duration of big projects Crosstabulation

1 5 1 3 10
10,0% 50,0% 10,0% 30,0% 100,0%

0 4 8 3 15
,0% 26,7% 53,3% 20,0% 100,0%

1 9 9 6 25
4,0% 36,0% 36,0% 24,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

1-10 weeks 3-6 months 6-12 months
1 year or

longer

Duration of big projects

Total

Table 37* 
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                * Q2 and Q12, appendix 2:2 
 

When it comes to frequency, or the numbers of projects the consultants in general work 

with at the same time, the answers show that there is no difference between small and big 

firms (appendix 3:17). In addition, both small and big firms focus on close email and 

phone contact to keep a strong relation with the client (appendix 3:18).  

 

5.3.1.3 Evaluation, feedback and client databases 

The dissimilarities between small and big firms seem less than the similarities when 

looking at the cross tabulations. Also when it comes to evaluations and feed back, the 

firms are similar in their answers (appendix 3:19).  

      When the analysis was made on those who use active marketing activities and those 

who use interactive marketing methods, the conclusions were that the type of marketing 

approach the firms are using have no or very little impact on the way they evaluates and 

get feedback. It was also shown that those who use interactive marketing methods 

seemed to collect information only about the projects while the firms who use active 

marketing activities collected any type of information to a higher extent. If there is a 

strong connection between small firms and those who use interactive marketing methods, 

then the answers should show that small firms tend to collect information only about their 

projects to a higher extent than bigger firms. Appendix 3:20 shows the outcome. As 

expected, the majority of both firm sizes use a client database to collect information, but 

the smaller firms collect any information about both projects and clients to a little smaller 

extent than big firms. This result is also supported by one of the small firms that were 

Table 38* 

Company size * Duration of small projects Crosstabulation

6 3 1 10
60,0% 30,0% 10,0% 100,0%

6 7 2 15
40,0% 46,7% 13,3% 100,0%

12 10 3 25
48,0% 40,0% 12,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

1-10 weeks 3-6 months 6-12 months
Duration of small projects

Total
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interviewed, where the consultant explained that because they are such a small firm, they 

can easily have close and ‘friendly’ relations with the clients. This depended on the 

circumstance that it is always one consultant that does everything that concerns the 

project. What this mean is that in bigger firms, there are often a few people who have 

different responsibilities or ‘roles’ during each project, and therefore the clients might get 

in contact with more than one consultant during the project process. When the firm is 

smaller it becomes easier for the client to get to know the consultants, and keep a strong 

relationship with the consultant who leads the project. Therefore, smaller firms might not 

store and save all information they get, because they know the client well enough 

anyway.  

 

5.3.1.4 Development and advancement 

The last thing that one might assume differ small from big firms is the way they develop 

and advances their skills. Bigger firms may have more possibilities to develop their skills 

through internal education located on other geographical parts where the firm has other 

departments, while small firms may only be located at one geographical place in Sweden. 

However, this does not assume that small firms do not have internal educations within the 

firm, instead it assume that bigger firms often have more possibilities to join different 

educational programs within the group. Any other assumptions are hard to make. Table 

39 shows how big and small firms mostly develop and advance their skills. 

 

                * Q2 and Q19, appendix 2:2 
 

Table 39* 
Company size * How to develop and advance Crosstabulation

5 2 0 0 3 10
50,0% 20,0% ,0% ,0% 30,0% 100,0%

4 2 8 1 0 15
26,7% 13,3% 53,3% 6,7% ,0% 100,0%

9 4 8 1 3 25
36,0% 16,0% 32,0% 4,0% 12,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Various
projects and
new clients

Seminars and
conferences

Use each
other as

peer-reviews

Individual and
personal

goals Other

How to develop and advance

Total
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Surprisingly none of the firms answered that they develop mostly through internal 

education, since that alternative is excluded from the table. Instead, big firms develop 

most effectivly through various projects and new clients, while small firms most often 

use each other as peer-reviews. It is logical that small firms use each other as peer-

reviews since employees in smaller firms seem to have a closer and stronger relation with 

each other, mostly because it is easier to get to know everybody in the firm. However, 

this opposes the assumption in this case that small firms are more relation-oriented since 

it is those who are relationship-oriented that would most likely develop and advance 

through new clients and new projects. Both the theories and the results from the earlier 

analysis suggested this. Concerning the big firms, just because they advance mostly 

through various projects and new clients does not mean that they do not have internal 

educations. This might happened often, and is appreciated, but various projects and new 

clients highlight another type of advancement and development, the one that arises when 

people face new challenges and inexperienced areas. Development is very individual, and 

even though the firm offers good courses or support, the employees have different things 

that inspire them and make them motivated, which then lead to development. 
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6. CONCLUSION 
 

This last part compiles the findings from the analysis made on the theories and the 

empirical data. In the end, the research questions are answered.  

 

There are several things affecting the choice of marketing approach. When comparing 

those firms who use active marketing activities with those who use interactive marketing 

methods, the purpose was to discover if active marketing activities are connected to the 

traditional transaction-based marketing, and if interactive marketing methods are 

connected to relationship-based marketing. Through the analysis it got more and more 

clear that those firms who use interactive marketing methods are more relationship-

oriented than those who use active marketing activities.  

      The other purpose of the analysis was to discover which aspects that affect the choice 

of marketing approach. As the theories suggested, the type of services that the firm 

provides do affect the extent of relationship-based marketing. Consultancy services that 

are ‘invisible’ need more relation-oriented marketing approaches. In addition, firms that 

are located in smaller cities tend to use more active marketing activities, than those who 

are located in big cities. There was also an assumption that those firms who use active 

marketing activities tried to reach other possibilities. However the findings imply that 

there is no connection between marketing approach and desire for new clients, or that 

they prefer to do business with new clients. The majority of these firms also consider 

existing clients to generate the same possibilities as new clients.  

      The findings show that 64% of the consultants use interactive marketing methods 

more than active marketing activities. This is also supported by the outcome from the 

evaluations the consultants had to do on each activity and method. All of the active 

marketing activities were consider time demanding and ineffective, however some of 

them were still considered necessary. On the contrary, all of the mentioned interactive 

marketing methods were considered effective to a high extent by the majority of all 

respondents. The methods that were considered most effective were recommendations, 

references and personal sale. All these were not the methods mostly used; instead it was 
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references and seminars that were the two interactive marketing methods that the 

majority of the firms mostly used. In addition, most of the consultants’ new projects came 

from recommendations and referrals. It is also concluded that the firms who use 

interactive marketing methods spend longer time on the projects, which support the 

theory that these firms are more relationship-oriented.  

 

There were other aspects that were taken into consideration. Among these are the amount 

of projects the consultants work with at the same time, as well as how they get 

evaluations and feedback. Those firms who use active marketing activities often only 

have one big project and 2-6 small ones at the same time, while firms who use interactive 

marketing methods always have 2-6 projects at the time. In addition, these firms put more 

effort on nurturing the relation with the clients through different methods, even though 

only to a little higher extent than the other firms. Evaluation and feedback is considered 

important by the majority of the firms, however the method used to collect this feedback 

and evaluation is not connected to the choice of marketing approach. Most of the firms do 

a quality check in the end of each project in order to make sure the client is satisfied. 

When it comes to collecting information, all the firms use a client database; however, the 

firms who use active marketing activities tend to collect all types of information to a 

larger extent than the other firms. An answer to this might be that firms who are more 

relationship-oriented collect information all the time through personal meetings and 

friendly discussions. In that way the consultants get the information needed in order to 

satisfy the client. The other firms do not have the same close relationship, and therefore 

they have to store and save all type of information so that they can find it easily when it is 

needed. 

 

The second part of the research question is about the difference between small and big 

consultancy firms. As most of the firms use interactive marketing methods it is not 

surprisingly to find that big firms get most of their projects from existing clients and 

small firm from recommendations and referrals. For small firms it seems more important 

that a strong relationship generates continuing projects than loyalty and trust as well as 

good reputation, which big firms consider is profitable. New clients, on the other end, are 
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profitable for big firms in the sense that it leads to continuing projects, good reputation 

and experiences, while small firms see the possibilities it can generates. Both small and 

big firms prefer to work with existing clients, as well as both big and small firms consider 

recommendations and personal sale as very effective interactive marketing methods. The 

method mostly used is references, also by both firm sizes. 

      There are many similarities between small and big firms. The number of projects a 

consultant work with at the same time is not connected to the size of the firms, as well as 

the majority keeps close email and phone contact with the clients as a way of keeping a 

strong relation. In addition, evaluation and feedback collection is not affected by the size 

of the firm, as well as the majority use a client database to collect information. However, 

the big firms collect more information about the projects than the small ones, and this is 

the result of ‘friendlier’ approaches used by the small firms. In addition, consultants in 

big firms develop their skills mostly through new clients and new projects, while 

consultants in small firms have a tendency to use each other as peer-review. What can be 

concluded here is that smaller firms are to a little higher extent relationship-oriented than 

big firms.   

 

6.1 The Answers to the Research Questions 
The marketing strategies that the majority of the consultants consider most effective are 

recommendations and referrals, as well as personal sale directly to specific clients. This is 

the outcome of those firms who use interactive marketing methods, which are what the 

majority use when selling and market their services.  

      There is, to some extent, a difference between small and big consultancy firms. The 

main difference seem to be that big firms collect more information about their projects 

and clients in client databases, than small firms do. Consultants in big firms develop their 

knowledge base mostly through new clients and new projects, while consultants in small 

firms mostly use each other as peer-reviews when seeking to advance their skills. In 

addition, smaller firms seem to have a little tendency of being more relationship-oriented 

than bigger firms.   
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6.2 Own Reflections 
 

The results of this thesis validate the emerging theories and the expectations were to 

some extent answered. Concerning the marketing approaches mostly used by the 

consultancy firms the belief was that there would be a larger difference between those 

who used active marketing activities and those who use interactive marketing methods. 

However, this outcome instead proves that the traditional marketing strategy still affect 

today’s marketing approaches and that the two have many similarities. It also becomes 

clearer to understand the nature and the construct of the more modern relationship-based 

approach. There are probably other approaches and methods used by the firms that were 

never mentioned in the study. Most likely these methods are the firm’s important assets 

in terms of competitive advantage and client awareness. Unfortunately it would be hard 

to make the firms reveal them; hence there was no consideration for this. 

      Concerning the differences between small and big consultancy firms the expectations 

were not totally supported. There was a belief that bigger consultancy firms would be 

clearly more traditional marketing oriented, and small firms clearly more relationship-

oriented. However, the theories did not suggest this and the interviewed consultants did 

not give any hints about this, yet an underlying assumption though the outcome would 

turn out like that. Instead the theories suggested that the degree of relationship-orientation 

depends on the type of service the firm provides. The results from the analysis made on 

the answers validated this and showed that the more solution-based services the more 

effort were needed on relationship-oriented marketing. Thereby, the size of the city did 

not affect the choice of marketing strategy to more than a small extent. Consultancy firms 

differ a lot from companies who sell products, and those firms must rely on their own 

expertise, solutions and ideas. Product companies compete with their products, and 

brands, and a big company is often considered a stronger competitor. Within the 

consultancy business it seems to be the special bond with the clients or the awareness of 

how to make clients feel comfortable, that rather determines the strength of the firm.  
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1. Theory Chapter 
 
Appendix 1:1  

The Marketing Strategy Continuum by C. Grönroos, 2007, p. 286 
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Appendix 1:2  

Zineldin’s Relationship Lifecycle (ZRLC) by M. Zineldin, 2002, p. 550 

 



 

  XIII  

Appendix 1:3  

Relationship Model by C. Grönroos. R. Chumpitaz Caceres & N.G. Paparoidamis, 2007, p. 
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Appendix 1:4  

Activities within the indirect and direct marketing approaches by A Lundberg, 2000, p. 134-

135 
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2. Methodology Chapter 
 
Appendix 2:1  

The semi-structured questions used in the interviews 

 

1. Does your firm put much time on marketing? How much?  

2. Are you working with several projects at the same time? How many per week? Per year? 

3. For how long do you work with a project? 

4. Which methods for getting projects do you consider most effective? 

5. Do you get most of your projects through existing clients and thereby recommendations/ 

referrals or through active sale and new clients? 

6. Is there something you consider of greater importance when reaching potential clients? 

7. Do you focus on having a strong relationship with every client? 

8. What do you consider that a strong relationship can generate? 

9. What effort do you put on maintaining a strong relationship? 

10. What do you consider that new clients can generate? 

11. Do the management consultants in the firm focus on developing their skills? Which 

methods are you using for developing and advancing? 

12. Do you consider marketing necessary and profitable or time demanding and ineffective? 

13. Do you prefer to work with existing clients or new clients? Motivate. 

14. Do you do some kind of follow-up after a project is done? How does that work? 

15. Is feed-back from the clients something that the consultants consider useful? How do you 

collect feed back from them clients? 

16. If you are keeping a client base, what type of information do you keep on them? 

17. How do you prepare yourselves before marketing your services? 

 

Numbers of employees in the firm: ____________ 
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Appendix 2:2 

The questionnaire 
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3. Analysis & Conclusion Chapter 
 

Appendix 3:1 

The degree of solution-based consulting (question 5, table 2) 

 
 
Appendix 3:2 

City size (question 1, table 2) 
 
 
 

 

City size * Type of marketing approach Crosstabulation

6 11 17
35,3% 64,7% 100,0%

0 3 3
,0% 100,0% 100,0%

3 2 5
60,0% 40,0% 100,0%

9 16 25
36,0% 64,0% 100,0%

Count
% within City size
Count
% within City size
Count
% within City size
Count
% within City size

Big

Mid-sized

Small

City
size

Total

Active
marketing
activities

Interactive
marketing
methods

Type of marketing
approach

Total

Type of marketing approach * Type of services Crosstabulation

1 8 0 9

11,1% 88,9% ,0% 100,0%

7 7 2 16

43,8% 43,8% 12,5% 100,0%

8 15 2 25

32,0% 60,0% 8,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Only
solution-b

ased
Both, mostly

solutions
Both, mostly

products

Type of services

Total
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Appendix 3:3 

New clients per year (question 15, table 24) 

 

 

Appendix 3:4  

Most profitable outcome that a new client generates (question 18, table 10) 

 

Most profitable outcome that a strong relation generates (question 18, table 9) 

 

 

Type of marketing approach * New clients per year Crosstabulation

1 5 2 1 9

11,1% 55,6% 22,2% 11,1% 100,0%

1 11 3 1 16

6,3% 68,8% 18,8% 6,3% 100,0%

2 16 5 2 25

8,0% 64,0% 20,0% 8,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

1-2 clients 3-7 clients 8-12 clients
21 clients
or more

New clients per year

Total

Type of marketing approach * Profitable with strong relations Crosstabulation

1 2 3 1 1 0 1 9

11,1% 22,2% 33,3% 11,1% 11,1% ,0% 11,1% 100,0%

4 4 4 0 2 1 1 16

25,0% 25,0% 25,0% ,0% 12,5% 6,3% 6,3% 100,0%

5 6 7 1 3 1 2 25

20,0% 24,0% 28,0% 4,0% 12,0% 4,0% 8,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Loyalty
and trust

Good
reputation

Continuing
projects Experiences

Fun projects
and

increased
motivation

Broaden
client base

New
opportunities

Profitable with strong relations

Total

Type of marketing approach * Profitable with new clients Crosstabulation

0 2 3 0 1 1 1 1 9

,0% 22,2% 33,3% ,0% 11,1% 11,1% 11,1% 11,1% 100,0%

3 2 1 2 0 2 0 6 16

18,8% 12,5% 6,3% 12,5% ,0% 12,5% ,0% 37,5% 100,0%

3 4 4 2 1 3 1 7 25

12,0% 16,0% 16,0% 8,0% 4,0% 12,0% 4,0% 28,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activitie

Interactive marketing
methods

Type of marketing
approach

Total

Loyalty
and trust

Good
reputation

Continuing
projects Experiences

Fun projects
and

increased
motivation

New
knowledge

Broaden
client base

New
possibilities

Profitable with new clients

Total
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Appendix 3:5 

Prefer to work with (question 16, table 8) 

 

Appendix 3:6 

Evaluation of four marketing activities (question 20, table 12) 

 

 

 

Type of marketing approach * Prefer to work with Crosstabulation

0 1 7 1 0 9

,0% 11,1% 77,8% 11,1% ,0% 100,0%

6 1 7 1 1 16

37,5% 6,3% 43,8% 6,3% 6,3% 100,0%

6 2 14 2 1 25

24,0% 8,0% 56,0% 8,0% 4,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Prefer and
work with
existing
clients

Prefer existing
clients, work
mostly with
new ones

Work with
both, prefer

existing
clients

Work with
both, prefer
new clients

Prefer new
clients, work
mostly with

existing ones

Prefer to work with

Total

Type of marketing approach * Commercials Crosstabulation

1 1 7 9

11,1% 11,1% 77,8% 100,0%

0 2 14 16

,0% 12,5% 87,5% 100,0%

1 3 21 25

4,0% 12,0% 84,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Necessary
and effective

Necessary but
ineffective

Time
demanding

and ineffective

Commercials

Total

Type of marketing approach * Campaigns Crosstabulation

2 2 2 3 9

22,2% 22,2% 22,2% 33,3% 100,0%

1 2 2 11 16

6,3% 12,5% 12,5% 68,8% 100,0%

3 4 4 14 25

12,0% 16,0% 16,0% 56,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Necessary
but time

demanding
Necessary

and effective
Necessary but

ineffective

Time
demanding

and ineffective

Campaigns

Total
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Type of marketing approach * Active marketing activities Crosstabulation

1 1 1 3 1 2 9

11,1% 11,1% 11,1% 33,3% 11,1% 22,2% 100,0%

1 1 0 4 2 8 16

6,3% 6,3% ,0% 25,0% 12,5% 50,0% 100,0%

2 2 1 7 3 10 25

8,0% 8,0% 4,0% 28,0% 12,0% 40,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activitie

Interactive marketing
methods

Type of marketing
approach

Total

Commercials Campaigns
Posters
and ads

Circular of
broschures

Recruitment
ads Other/none

Active marketing activities

Total

 

 

 

Appendix 3:7 

The active marketing activity mostly used by the firms (question 7, table 4) 

 

Type of marketing approach * Posters and ads Crosstabulation

1 0 8 9

11,1% ,0% 88,9% 100,0%

1 1 14 16

6,3% 6,3% 87,5% 100,0%

2 1 22 25

8,0% 4,0% 88,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Necessary
and effective

Necessary but
ineffective

Time
demanding

and ineffective

Posters and ads

Total

Type of marketing approach * Circulars with broschures Crosstabulation

1 3 2 3 9

11,1% 33,3% 22,2% 33,3% 100,0%

0 3 6 7 16

,0% 18,8% 37,5% 43,8% 100,0%

1 6 8 10 25

4,0% 24,0% 32,0% 40,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Necessary
but time

demanding
Necessary

and effective
Necessary but

ineffective

Time
demanding

and ineffective

Circulars with broschures

Total
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Appendix 3:8  

The interactive marketing methods’ evaluations (question 13, table 6) 

 

 

Type of marketing approach * Recommendations Crosstabulation

0 2 7 9

,0% 22,2% 77,8% 100,0%

1 2 13 16

6,3% 12,5% 81,3% 100,0%

1 4 20 25

4,0% 16,0% 80,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activities

Interactive marketing
methods

Type of marketing
approach

Total

Not at all
effective Farly effective Very effective

Recommendations

Total

Type of marketing approach * Seminars Crosstabulation

0 2 7 0 9

,0% 22,2% 77,8% ,0% 100,0%

1 5 7 3 16

6,3% 31,3% 43,8% 18,8% 100,0%

1 7 14 3 25

4,0% 28,0% 56,0% 12,0% 100,0%

Count
% within Type of
marketing approac
Count
% within Type of
marketing approac
Count
% within Type of
marketing approac

Active marketing activi

Interactive marketing
methods

Type of marketin
approach

Total

Not at all
effective Little effectiveFairly effectiveVery effective

Seminars

Total

Type of marketing approach * Network meetings Crosstabulation

1 3 5 0 9

11,1% 33,3% 55,6% ,0% 100,0%

2 3 10 1 16

12,5% 18,8% 62,5% 6,3% 100,0%

3 6 15 1 25

12,0% 24,0% 60,0% 4,0% 100,0%

Count
% within Type of
marketing approac
Count
% within Type of
marketing approac
Count
% within Type of
marketing approac

Active marketing activit

Interactive marketing
methods

Type of marketin
approach

Total

Not at all
effective Little effectiveFairly effectiveVery effective

Network meetings

Total
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Appendix 3:9 

Effort for keeping a strong relation (question 17, table 11) 

 

Appendix 3:10 

How to develop and advance (question 19, table 17) 

Type of marketing approach * Personal sale Crosstabulation

0 6 3 9

,0% 66,7% 33,3% 100,0%

2 0 14 16

12,5% ,0% 87,5% 100,0%

2 6 17 25

8,0% 24,0% 68,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activiti

Interactive marketing
methods

Type of marketing
approach

Total

Little effectiveFairly effectiveVery effective
Personal sale

Total

Type of marketing approach * Keep a strong relation Crosstabulation

0 0 0 9 9

,0% ,0% ,0% 100,0% 100,0%

1 1 1 13 16

6,3% 6,3% 6,3% 81,3% 100,0%

1 1 1 22 25

4,0% 4,0% 4,0% 88,0% 100,0%

Count
% within Type of
marketing approach
Count
% within Type of
marketing approach
Count
% within Type of
marketing approach

Active marketing activitie

Interactive marketing
methods

Type of marketing
approach

Total

Don't
focus on it

VIP
arrangements

Christmas
gifts etc.

Close email
and phone

contact

Keep a strong relation

Total

Type of marketing approach * How to develop and advance Crosstabulation

2 2 3 1 1 9

22,2% 22,2% 33,3% 11,1% 11,1% 100,0%

7 2 5 0 2 16

43,8% 12,5% 31,3% ,0% 12,5% 100,0%

9 4 8 1 3 25

36,0% 16,0% 32,0% 4,0% 12,0% 100,0%

Count
% within Type of
marketing approa
Count
% within Type of
marketing approa
Count
% within Type of
marketing approa

Active marketing activ

Interactive marketing
methods

Type of marketin
approach

Total

Various
projects and
new clients

Seminars and
conferences

Use each
other as

peer-reviews

Individual and
personal

goals Other

How to develop and advance

Total
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Appendix 3:11 

Difference between small and big firms: how the consultants get new projects  

 

Appendix 3:12 

Difference between small and big firms: most profitable outcome that a strong relation 

generates 

 

Company size * New projects from Crosstabulation

7 3 0 10
70,0% 30,0% ,0% 100,0%

4 9 2 15
26,7% 60,0% 13,3% 100,0%

11 12 2 25
44,0% 48,0% 8,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Existing
clients

Recommen
dations and

referrals

New clients
through active

marketing

New projects from

Total

Company size * Profitable with strong relations Crosstabulation

3 3 2 0 1 0 1 10
30,0% 30,0% 20,0% ,0% 10,0% ,0% 10,0% 100,0%

2 3 5 1 2 1 1 15
13,3% 20,0% 33,3% 6,7% 13,3% 6,7% 6,7% 100,0%

5 6 7 1 3 1 2 25
20,0% 24,0% 28,0% 4,0% 12,0% 4,0% 8,0% 100,0%

Count
% within Compan
Count
% within Compan
Count
% within Compan

Mid-big compa

Small compan

Compan
size

Total

Loyalty
and trust

Good
reputation

Continuing
projects Experiences

Fun projects
and

increased
motivation

Broaden
client base

New
opportunities

Profitable with strong relations

Total
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Appendix 3:13  

Difference between small and big firms: most profitable outcome that a new client generates 

 

 

Appendix 3:14 

Difference between small and big firms: whom the consultants prefer to work with 

 

 

 

 

Company size * Profitable with new clients Crosstabulation

2 2 2 2 0 1 1 0 10
20,0% 20,0% 20,0% 20,0% ,0% 10,0% 10,0% ,0%100,0%

1 2 2 0 1 2 0 7 15
6,7% 13,3% 13,3% ,0% 6,7% 13,3% ,0% 46,7%100,0%

3 4 4 2 1 3 1 7 25
12,0% 16,0% 16,0% 8,0% 4,0% 12,0% 4,0% 28,0%100,0%

Count
% within Compa
Count
% within Compa
Count
% within Compa

Mid-big comp

Small compa

Compa
size

Total

Loyalty
and trust

Good
eputation

Continuing
projects xperience

un project
and

increased
motivation

New
knowledge

Broaden
client base

New
possibilities

Profitable with new clients

Total

Company size * Prefer to work with Crosstabulation

3 0 6 0 1 10
30,0% ,0% 60,0% ,0% 10,0% 100,0%

3 2 8 2 0 15
20,0% 13,3% 53,3% 13,3% ,0% 100,0%

6 2 14 2 1 25
24,0% 8,0% 56,0% 8,0% 4,0% 100,0%

Count
% within Company 
Count
% within Company 
Count
% within Company 

Mid-big compan

Small companie

Company
size

Total

Prefer and
work with
existing
clients

Prefer existing
clients, work
mostly with
new ones

Work with
both, prefer

existing
clients

Work with
both, prefer
new clients

Prefer new
clients, work
mostly with

existing ones

Prefer to work with

Total
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Appendix 3:15 

Difference between small and big firms; which of the active marketing activity is mostly used 

 

Appendix 3:16 

Difference between small and big firms; evaluation of marketing activities and marketing 

methods (8 tables) 

 

 

Company size * Active marketing activities Crosstabulation

0 2 1 1 2 4 10
,0% 20,0% 10,0% 10,0% 20,0% 40,0%100,0%

2 0 0 6 1 6 15
13,3% ,0% ,0% 40,0% 6,7% 40,0%100,0%

2 2 1 7 3 10 25
8,0% 8,0% 4,0% 28,0% 12,0% 40,0%100,0%

Count
% within Comp
Count
% within Comp
Count
% within Comp

Mid-big comp

Small compa

Compa
size

Total

ommercialCampaigns
Posters
and ads

Circular of
broschures

Recruitmen
ads Other/none

Active marketing activities

Total

Company size * Circular of broschures  Crosstabulation

5 5 0 10
50,0% 50,0% ,0% 100,0%

7 5 3 15
46,7% 33,3% 20,0% 100,0%

12 10 3 25
48,0% 40,0% 12,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Not at all
effective Little effective Fairly effective

Circular of broschures

Total

Company size * Recommendations Crosstabulation

0 1 9 10
,0% 10,0% 90,0% 100,0%

1 3 11 15
6,7% 20,0% 73,3% 100,0%

1 4 20 25
4,0% 16,0% 80,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Not at all
effective Farly effective Very effective

Recommendations

Total
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Company size * Campaigns and posters Crosstabulation

9 1 0 10
90,0% 10,0% ,0% 100,0%

13 1 1 15
86,7% 6,7% 6,7% 100,0%

22 2 1 25
88,0% 8,0% 4,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Not at all
effective Little effective Fairly effective

Campaigns and posters

Total

Company size * Commercials Crosstabulation

8 2 0 10
80,0% 20,0% ,0% 100,0%

10 4 1 15
66,7% 26,7% 6,7% 100,0%

18 6 1 25
72,0% 24,0% 4,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Not at all
effective Little effective Fairly effective

Commercials

Total

Company size * Seminars Crosstabulation

0 2 7 1 10
,0% 20,0% 70,0% 10,0% 100,0%

1 5 7 2 15
6,7% 33,3% 46,7% 13,3% 100,0%

1 7 14 3 25
4,0% 28,0% 56,0% 12,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Not at all
effective Little effective Fairly effective Very effective

Seminars

Total
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Company size * Network meetings Crosstabulation

1 1 8 0 10
10,0% 10,0% 80,0% ,0% 100,0%

2 5 7 1 15
13,3% 33,3% 46,7% 6,7% 100,0%

3 6 15 1 25
12,0% 24,0% 60,0% 4,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Not at all
effective Little effective Fairly effective Very effective

Network meetings

Total

Company size * Personal sale Crosstabulation

1 2 7 10
10,0% 20,0% 70,0% 100,0%

1 4 10 15
6,7% 26,7% 66,7% 100,0%

2 6 17 25
8,0% 24,0% 68,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Little effective Fairly effective Very effective
Personal sale

Total

Company size * Recruitment ads Crosstabulation

2 6 2 10
20,0% 60,0% 20,0% 100,0%

11 3 1 15
73,3% 20,0% 6,7% 100,0%

13 9 3 25
52,0% 36,0% 12,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Not at all
effective Little effective Fairly effective

Recruitment ads

Total
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Appendix 3:17 

Difference between small and big firms; Number of projects a consultant work with at the 

same time 

 

 

 

Appendix 3:18 

Difference between small and big firms; keeping a strong relation 

 

Company size * Number of big projects Crosstabulation

6 4 10
60,0% 40,0% 100,0%

9 6 15
60,0% 40,0% 100,0%

15 10 25
60,0% 40,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Only 1 2-6 projects
Number of big projects

Total

Company size * Number of small projects Crosstabulation

10 0 10
100,0% ,0% 100,0%

14 1 15
93,3% 6,7% 100,0%

24 1 25
96,0% 4,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

2-6 projects 7-12 projects
Number of small projects

Total

Company size * Keep a strong relation Crosstabulation

0 1 0 9 10
,0% 10,0% ,0% 90,0% 100,0%

1 0 1 13 15
6,7% ,0% 6,7% 86,7% 100,0%

1 1 1 22 25
4,0% 4,0% 4,0% 88,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Don't
focus on it

VIP
arrangements

Christmas
gifts etc.

Close email
and phone

contact

Keep a strong relation

Total
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Appendix 3:19 

Difference between small and big firms; evaluation and feedback 

 

 

 

Company size * Type of evaluation Crosstabulation

0 2 6 2 0 10
,0% 20,0% 60,0% 20,0% ,0% 100,0%

1 0 7 6 1 15
6,7% ,0% 46,7% 40,0% 6,7% 100,0%

1 2 13 8 1 25
4,0% 8,0% 52,0% 32,0% 4,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

None Questionnaire Quality check

Calls a
while after
the project Other

Type of evaluation

Total

Company size * How to get feed back Crosstabulation

4 2 4 10
40,0% 20,0% 40,0% 100,0%

10 0 5 15
66,7% ,0% 33,3% 100,0%

14 2 9 25
56,0% 8,0% 36,0% 100,0%

Count
% within Company size
Count
% within Company size
Count
% within Company size

Mid-big companies

Small companies

Company
size

Total

Constant
evaluation

Question
naires

Discuss or
asks the

client directly

How to get feed back

Total
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Appendix 3:20 

Difference between small and big firms; collect information 

 

 

 

 

 

 

 

 

Company size * Collect information Crosstabulation

1 0 0 2 7 10
10,0% ,0% ,0% 20,0% 70,0% 100,0%

2 1 3 3 6 15
13,3% 6,7% 20,0% 20,0% 40,0% 100,0%

3 1 3 5 13 25
12,0% 4,0% 12,0% 20,0% 52,0% 100,0%

Count
% within Company siz
Count
% within Company siz
Count
% within Company siz

Mid-big companies

Small companies

Company
size

Total

No we don't
collect any

Collect info
about projects

in folders

Collect any
information
in folders

Use a client
database to
collect info

about projects

Use a client
database to
collect any

info

Collect information

Total
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