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1. RESERACH OBJECTIVES OF THE PH.D THESIS „THE MARKETING  

    CONCEPT OF THE CONSULTING - THE MANAGEMENT AND MARKETING   

    ISSSUES OF PROFESSIONAL SERVICES” 

 

In the last 15 years we have been witnessing the rebirth of a profession in Hungary. Similarly 

to the international practice it has become general that companies with business problems turn 

to consulting firms. The relationship between the development of the economy and the 

direction of the consulting industry is very strong, this is what we could experience on the 

road to the market economy. It’s enough to consider the role of the consulting firms in 

building the economic institutional system, the company restructurings or the privatisation 

processes in the 90’s, and in the improvement of the competetiveness of the Hungarian 

companies. 

 

By nowadays the consulting profession has become the key player of the economic life, both 

in terms of innovative power and the economic competetiveness. It cannot avoid the attention 

of an expert dealing with the consultancy, that the management and marketing characters of 

the consulting firms are very specific. 

  

The basic idea of my thesis is that the professional services are different from the traditional 

service areas in many aspects, therefore both in the development and the implementation of 

the marketing strategy another approach is necessary. The main objective of my dissertation is 

to explore and explain the special characteristics of the professional services and based on that 

analysis to elaborate the marketing concept, the effective marketing mix of the consulting 

business, also taking into account the specialties of the Hungarian consulting market. 

 

With the help of my thesis I have the ambition to give such a summative evaluation about the 

3 consulting fields – audit, management consulting, legal advisory – which could be 

considered as stop-gap, since there are no Hungarian publication in such an interdisciplinary 

approach.  
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The dissertation is structured as follows: 

 

• After the introduction I deal with the professionalism and the overall characteristics 

of the professional services, I treat the special literature of the profesional services. 

• The next chapter gives an overview about the international and the Hungarian 

consulting market, I analyse the specific markets, characters and tendencies of the 

different consulting fields. 

• One main line of the thesis is the empirical research, wherein I outline my 

hypothesis, the major research methods- and results. 

• The other important point of my thesis is the elaboration of the consulting marketing 

concept, which has been modelled. 

• Finally I sum up the scientific results of the research, I formulate my thesis and 

outline the further directions of the research. 

 

 

2. THE RESEARCH METHODS  

 

 

The topic of my thesis and the way of raising the problems cover different scientific areas, 

such as the strategic management, the organizational behaviour and the marketing.  My basic 

approach is from the viewpoint of the marketing. 

 

2.1. Secondary research 

 

In the elaboration of the subject I rely both on the international and the domestic publications. 

While the international special literature is very rich, the Hungarian one is fairly poor, the 

theoretical background is almost entirely missing, considerablel publications are only in the 

field of the management consulting. 

 

The foreign publications deal with the special characteristics of the professional services, the 

strategic management issues, the decision making process, the client relationships and the 

marketing practice.  
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The Hungarian consulting publications deal primarily with the management consulting 

services, the audit and the legal advisory services are fairly neglected areas. There are 

publications mostly dealing with general tendencies of the consulting market, management 

and operational issues of the management consulting industry, the marketing issues are hardly 

touched. However there are some special Hungarian topics, such as the demand of SME’s and 

the consultancy activity related to the European Union. 

 

Besides the publications I’ve also utilised my press monitorings of several years and my 

experiences with multinational consulting firms. 

 

2.2. Primary research  

 

First direction of my reasearch is the exploration of the marketing characters of the consulting 

firms. Since there were no previous researches related to both 3 consulting areas, I adopted an 

exploratory research method focusing on the marketing nature of the consulting services and 

on revealing the  the major relations. 

 

In order to explore the special characters of the consulting market I conducted in- depth 

interviews with 

 

• managing partners of 25 consulting firms 

• marketing managers of 5 consulting firms. 

 

Therefore the research is mainly qualitative, although I’ve also used quantitative techniques 

during the interviews. In the in-depth interviews conducted between September and 

December of 2004 I was focusing on the special management issues, the factors of the 

competetiveness, the client relationships, the attitudes towards marketing and the marketing 

practice. 

 

I ’ve decided on those methods because the qualitative and confidential character of the data.  

       

The primary researches made it possible to highlight the differences in the 3 consulting areas, 

which should be taken into consideration in their marketing as well. 
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The other direction of the primary research was the corporate research. In order to get 

information on the attitudes, behaviour and expectations of the managers related consulting 

services, I relied on the results of the surveys conducted among the managers of 

 

• 152 small and medium sized companies and 

• 25 large corporation (TOP 200). 

 

Different survey methods were applied: 

 

• on-line research between 15-31 October of 2004 related to the 152 SME-s, 

• structured mail interview between 15March- 15 April of 2005 in case of the 20 large 

corporation (TOP 200) and  

• in-depth interviews with the managers of 5 companies belonging to the TOP 200 

companies. 

 

The in-depth interviews were primarly focusing on the corporate motivations, the role of 

consulting services in the decision making process and the loyalty issues. 

 

 

3. THE SUMMARY OF THE SCIENTIFIC RESULTS OF THE THESIS 

 

I consider the thesis formulated on the verified hypothesis and the theoritical novelties as 

scientific results of the research. 

 

3.1. Thesis  

 

Thesis 1 

The attitudes of managers towards consulting is basically positive, they consider it as a 

useful activity. 

   

At the beginnings it was certain resistance aginst consulting, what was gradually decreasing 

during the years. The reason for the slow expansion of consultancy among Hungarian firms 

were the negative attitudes deriving from the bad experiences in the period of the planned 
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economy. The works dealing with the history of the Hungarian consulting business all touch 

the effectiveness of the organizational institutes and the successes and pitfalls of the foreign 

consulting firms working in Hungary under the  non market-oriented circumstances.(Czabán-

Susánszky 1994),  (Juhász 1982), (Antal 1967).  At the beginning of the 90’s those negative 

experiences were still influencing the acceptance of the foreign consulting firms, a couple of 

successful projects were neccessary to recognize the importance of those companies. 

 

In terms of consulting marketing it is important to know the attitudes of the (potential) clients. 

Based on the special literaure and my empirical experiences I formulated hypothesis 1, 

namely the company managers consider consulting services not any more as a necessary but 

unuseful activity, but as a helpful activity. 

 

The hypothesis1 were justified by the research conducted among the SME-s and the large 

corporations as well. 

 

Chart 1 The attitude toward consulting 

(n= 152) 

Ratio of respondents who agree with the statement 
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The managers of SME-s expressed a positive opinion about the consulting services;a major 

part of them (57.2%) consider it as a way to increase efficiency, another important part of 

them (42.1%) consider it as remunerative investment. It’s important to emphasize that a 

relatively broad group attach a high added value to the consulting services. 

 

The attitude related to the consulting services is even better among the top managers of the 

large firms, 12 of them said that it is a remunerative investment and 7 that it is a good help in 

improving the effectiveness of the companies. The large corporations already have a wide 

range of relationships with consultants, their opinions are based on their own experiences, 

while the smaller firms in lack of own experiences formulate their view based on prejudices 

and information from others. 

 

The consulting marketing had undoubtedly a general market building role in the previous 

years, which was built on the improvement of the image. By now the consulting industry has 

got a good reputation, so the marketing has other functions as image building, however 

because of scandals – like the Enron case which led to the collapse of the world leading audit 

firm, Arthur Andersen – it is important to redeem and maintain the good image of the 

profession.     

    

Thesis 2 

The consulting firms are characterized by client relationship based strategies and consider 

the client retention as major sussess factors. 

 

One of the key issues of the publications analysed was the strategy of the consulting 

companies. There are a lot of different views, one opinion is that the strategy of consulting 

firms is changing related to the projects (Mintzberg 1978).  By others (Maister 1993) the 

strategy is a very important tool in the competition, on the corporate level it defines certain 

priorities and competences, leaving enough space for the individual decisions. 

 

The majority of the authors adapts the Ansoff growth strategy (Forsyth 1999), some of them 

recommend the strategies based on the portfolio matrix (Kotler-Hayes-Bloom 2002). We can 

also find strategic approach based on the scope of activities and the size of the client (Poór 

2005). 
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Among the different strategies I find the strategies built on the consultant-client relationship 

as most appropriate (Lowendahl 2000). This approach makes a distinction among client 

relation based strategies, solution or output based strategies and problem solving or creativity 

based strategies. 

 

Hypothesis 2 – Hungarian consulting firms mostly have client relation based strategies – was 

justified by the primary research. The survey revealed the dominancy of this strategy, among 

the 25 consulting firms 18 have this type of strategy. The base for growth is the relationship 

building by the senior consultants. This strategy means that partners and senior consultants 

spend a lot of time with the clients, and the organizations of the consulting firms are flexible. 

This is underlayed by the Hungarian practice. 

 

Table 1  Breakdown of consulting firms by their strategies 

(Number of answers)* 

 

 Clent relation 

based strategies 

Solution based 

stategies 

Problem solving 

strategies 

Audit firms 4 2 - 

Management 

consulting firms 
12 2 5 

Law firms 2 - 2 

Total 18 4 7 
* Consulting firms with different service lines named two kind of strategies.   

 

The two BIG 4 consulting firms have client realation-and solution based strategies as well. 

Their resources are mainly organizational, they put emphasize on the development of  the 

methodologies and the marketing. The role of consultants in the business development is 

smaller, the organizations are more formal and the top management has a greater authority. 

The measures of success are turnover/profit and client/project prestige. The retention of 

consultants is of great importance, since they are qualified to develop the new methods and 

solutions. 
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The 3 law firms follow client relation based and problem solving strategies, differing by the 

different service types. 5 marketing consultants specialized mainly in qualitative researches 

also have problem solving strategies. 

 

The reasearch seems to justify the other part of the hypothesis too, namly the companies 

following client relation based strategies are concentrating on client retention. Firms with a 

client relation based strategy mentioned client retention as single measure or among the first 

three measures of success. 

 

Th research has not only verified the hypothesis but also called the attention to a very exciting 

connection, showing a relationship between the strategies and the competencies. In the 

success of consultants there are both organizational and individual competencies. It’s an 

important strategic issue how companies use their competences. The owners of the consulting 

firms emphasized the importance of competences in the client relationships, they said that 

competences are the most important tools in client aquisition. 

 

In case of medium and large consulting firms the organizational and individual competencies 

segregates, however there are close connections between them, individual competencies are 

strengthening the organizational ones and vice versa.  The research results show that in case 

of smaller consulting firms the organizational competences are more weak, and the possibility 

of control over the individual competences is smaller. 

 

Another relation was also revealed by the research, the connection between the specialisation 

and the competences. In case of specialized consulting services the role of individual 

competences are high in the selection of consultants as well. 

 

Thesis 3           

In the decisions of the potential clients wether they need outside consulting assistance the 

expectation of knowledge transfer has great importance.  

 

By now knowledge has become the most important resource, at the same time knowledge-

based client relationships has come to the front. There are a lot of authors dealing with the 

different aspects of knowledge, such as the tacit and explicit form of knowledge (Polányi 

1967), the conversion of tacit and explicit forms (Nonaka, Ikujino, Takeuci 1995), the 
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intellect of the organization (Quinn, Anderson, Finkelstein 1996). The importance of 

knowledge based client relationships are analysed by many author (Lahti-Beyerlein 2000), 

(Dawson 2000), Sjoholt 2001). 

 

Based on his researches one author is underlying the strong motivation of companies for 

special skills and knowledge.(Tonge 1999). By a Hungarian empirical survey most of the 

companies turn to an advisor because of the knowledge and the special experiences of the 

consultants.(Pelczné Gáál-Szadai 2003). 

 

The audit service is a good example for the growing importance of knowledge management. 

The co-operation between the client and the auditor is very strong, the tool of value creation is 

the knowledge transfer.  

 

Based on the researches mentioned before and my empirical studies I formulated the 

hypothesis 3, decalaring that in the client relationships the kowledge based relations are of 

great importance, the knowledge transfer has a significant role in the decision making about 

the consulting services. 

 

The motivations of the firm verified my hypothesis. 

 

Table 2  The motivation of companies for the use of consulting services 

(7= very important, 1 = not important at all) 

 

7 6 5 4 3 2 1 
Motivations 

points given by the respondents 

All 

respondents 

Average 

point 

Lack of special 

expertise 
39 19 11 7 6 5 8 95 5,32 

New knowledge 19 24 26 10 16 8 5 108 4,77 

Decreasing risk 7 19 18 23 11 17 4 99 4,20 

Efficiency reasons 14 23 18 19 15 17 12 118 4,18 

Objectivity 7 10 18 28 23 9 8 103 3,94 

Lack of time 9 12 15 15 11 25 13 100 3,62 

Legal regulation 20 8 6 7 15 16 46 1185 3,13 
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The companies don’t strive for employing specialists within the company, for not regular 

tasks requiring special skills they use outside consultants. This means for consulting firms that 

it is worth to develop special skills, since the demand on special knowledge is important. 

 

The results of the in-depth interviews also strengthen that the specialization is very important 

in the selection of consultants. Many companies don’t use consultants for operational business 

problems, they look for a solution with internal experts, while in cases calling for special 

expertise they turn to advisors. As an example we can bring the case of a big multinational 

bank with an internal legal team solving routine problems.The legal tasks related to big 

transactions are done by outside legal advisors.  

 

The results also show that the role of knowledge transfer is strong, the second most frequent 

motivation of companies in working with consultants is to gain knowledge with the help of 

consultancy. This all means that consulting companies should develop an efficient knowledge 

management and knowledge transfer, since the companies expect from a consultant not only 

to get solved their business problems but to gain knowledge as well. 

 

In the survey among the TOP 200 companies we asked the managers to rank the motivation 

factors of using consultants. Outside objectivity was ranked as first, followed by gaining new 

knowledge. The objectivity is very important for them because the decisions they make has a 

very big and long term impact on the future of the company, therefore they need the 

experiences and objective „eye” of the consultants. 

 

Thesis 4 

Client loyalty is determined not exclusively by performance parameters, the management 

and organizational interests play also an important role in the loyalty of the clients. 

 

As ikt was illustrated before the client retention has an outstanding role in the professional 

consultancy. Due to the intangible feature and confidential character of the service client 

retention is less costly than client aquisition. The research verified the dominancy of client 

relation based strategies, which is characterized by client retention. 
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Therefore it is important to know what are the considerations of clients in the evaluation of 

consulting works, what are the factors motivating clients to work with the same consulting 

firm again. This is important because those factors are the elements of client loyalty. 

 

My hypothesis was that besides the performance there are other influencing elements as well. 

(H5) 

 

Table 3  Evaluation of consultants’ performance 

(Average ranking) 

(6= very important, 1 = not important at all) 

 

Performance parameters 
Consulting sample 

n=25 

SME sample 

n= 141 

TOP 200 sample 

n=25 

Problem solving 1,71 1,48 1,60 

Co-operation 2,63 2,33 3,55 

Access 3,79 2,53 4,45 

Dead-line 4,00 2,78 4,05 

Communication 4,00 2,54 4,45 

Added value 4,20 1,50 2,90 

 

 

Apart from the company size the top managers of the companies included in the survey, judge 

the performance above all on the problem solving capability and the added value of the 

service. The third aspect is the co-operation. The evaluation of the other aspects doesn’t differ 

significantly, however the access to the service is important for the SME-s and the dead-line 

for the TOP 200 firms above the average. 

 

Added value was meant as extra benefit for the clients besides the problem solution. This 

benefit could be some contribution to the business and marketing objectives of the client in 

form of performance improvement or cost saving. The knowledge transfer, by what the client 

understands the business process better is an added value itself. The development of the client 

business relationships could be also a value added service.    

 

 13



The consultants believe that their performance is mainly judged by the problem solving, the 

co-operation and the availability. In this aspect there were no differences by size and service 

area in the opinions. 

 

There is an important difference between the consultants and the clients in the role of the 

added value. There is also a significant difference in the aspect of availability and co-

operation and further less important divergence is observable concerning the impact of 

communication. Among the TOP 200 companies the communication plays a much less 

important role in performance evaluation as it is thought by the cosultants. 

 

There is no doubt about it that the knowledge of clients’ opinions are of great importance to 

the consultants. In case the client is not satisfied, the client retention and referred work is  

impossible. 

 

Chart 2 The active components of loyalty 
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The interviews with TOP200 managers called the attention to another imporatnt factor. The 

consultants are judged by its flexibility as well. It is very important for clients to take their 

business and management motives into consideration.  The interest of clients is to present 

their business activity to the steakholders further to the accounting terms also by their real 

contents. Besides professional flexibility the time aspects are also important. Another aspect 

is the labour-cost what could be strongly influenced by the methodology. Beyond the factors 

mentioned before clients also require quick responses for questions arising in their operations.           

 

Thesis 5 

There is a relationship between the decision making process of the clients and the 

consulting competences. 

 

The other exciting topic of the publications is the decision making process and the selection 

criteria. The Webster-Wind model (Webster-Wind 1972) could be considered valid in the 

consulting business too, decision is made by the buying center, the elements of decision 

making process are: arising the problem, decision on need for consultants, information 

gathering, call for proposals, decision, evaluation. (Kotler-Hayes-Bloom 2002).   

 

Table 4 The selection criteria in the decision regarding consulting services  

(7= very important, 1 = not important at all) 

 

7 6 5 4 3 2 1 
Selection  criteria 

Points given by the respondents 

All 

respondents 

Average 

points 

Proposal 93 29 10 4 3 1 4 144 6,29 

Trust, personal 

impression 
67 44 16 10 2 2 4 145 5,97 

Consultant  57 35 24 14 9 - 3 142 5,66 

Firm references 34 41 35 19 6 5 3 143 5,35 

Fee 28 38 36 29 5 3 3 142 5,24 

Dead-line 30 35 36 25 7 6 5 144 5,09 

Firm image 14 34 30 30 18 13 4 143 4,58 
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The basic strategic manegement issue is the management and control of competences. 

 

Individual competences include the knowledge, capability and skills of the consultant, among 

others professional knowledge and experience, problem solving capabilities, creativity, 

analysing and communication skills.  

 

Organizational competences include databases, processes, procedures and company culture. 

There is a strong interrelation between individual and organizational competences, the 

individual competences strengthen the organizational competences, so much that in case 

consultants leave the consulting firm in large numbers the organizational competences could 

be hurt. Often comptences can develop on team level, which is based on individual 

competences. 

 

All of these interdependences have an outstanding role because competences are intangible 

and only partionally controlled by the companies. (Itami 1987) There are different strategies 

concerning the control over the competences; linking the professionals more tightly to the 

firm, minimizing the dependence on the individual professionals, increasing the 

organizationally controlled competence resources. The competences must be in accordance 

with clients’ expectations. We can find a good example for competence management in the 

Hungarian consulting history, the AAM Informatics Consulting firm could recover and 

continue its activity in a realatively short time although a large number of professioanls left 

the company. 

 

Based on the researches a strong relation is observable between the competences and the 

decision making process, what is proving my hypothesis (H6). The corporate interviews show 

that while in the selection phase the organizational – image, firm references, firm history etc.  

– in the consulting process the individual competences dominate the process. It means the 

great importance of individual competences in the client retention. This is less valid among 

large multinational consulting firms, because their consultant selection policy is primarily 

determined by their international commitments, even if the Hungarian subsidiary company is 

not satisfied with the consulting partner, they are not in the position the make a change and 

select another firm instead of the world wide partner of the mother company. 
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Thesis 6  

Professional marketing activity could be recognized only at the BIG4 company, at the other 

groups of consulting firms we can only find the beginnings o fthe marketing. At small- and 

medium sized consultants marketing has not been integrated into the organisation, 

marketing is mostly done by the owners/managing directors. The marketing tool- kit is quite 

poor, mainly focusing on communication. 

 

Among the 25 consulting firms there are only 5 (including the BIG4) employing a marketing 

person, two of them with law firms, one with a Hungarian MC firm. In other firms, like the 

Hungarian audit firms and all the MC companies marketing activities are conducted by 

managing partners. In lack of separation of the proprietory, professional and managerial lines, 

the time of the managing partners to spend on marketing is very limited.Further limitation is 

the lack of marketing qualifications what doesn’t allow them to make a really efficient 

marketing work.. 

 

The marketing mentality is demonstrated by the research results showed in the following 

table. 

 

Table 5  Breakdown of respondents by their opinions on the role of marketing 

(1= true, 9 = false) 

 

1 2 3 4 5 6 7 8 9 
Respondents 

points given by the respondents 

All 

respondents 

Average 

points 

1. statement 1 3 6 - 3 1 3 1 1 19 4,42 

2. statement - 2 7 - 5 - 5 - - 19 4,47 

3. statement 1 2 1 - 4 - 5 3 3 19 4,57 

4. statement 1 4 1 - 1 3 7 2 - 19 5,26 
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1. statement: Marketing doesn’t have an important role in consulting, the relationships 

matter. 

2. statement: Marketing doesn’t have an important role in consulting, level of 

performance matters. 

3. statement: Marketing only has operational roles in consulting, like brosures, ads, event 

organization. 

4. statement: Marketing doesn’t have a role in consulting concerning strategic issues. 

 

The answers show that consultants believe that mostly relations and performances matter. The 

in-depth interviews reflect the views that marketing is considered important in terms of 

company success, but managers held the performance and the relationships as the main base 

for the business success. Those types of marketing tools are considered by consultants as 

important, which contribute to the relationship building, the demonstration of competences 

and the firm reputation. 

 

Table 6  Opinions about the imporatnce of marketing tools 

(7= very imporatnt, 1 = not important at all) 

 

7 6 5 4 3 2 1 
Marketing tools 

Points given by the respondents 

All 

respondents 

Average 

points 

Participation on 

conferences 
7 6 9 1 2 - - 25 5,60 

Lectures 4 6 9 5 1 - - 25 5,58 

Websites 3 7 6 2 5 1 1 25 4,76 

Client events 2 3 8 6 5 1 - 25 4,52 

Seminars 6 9 4 4 2 - - 25 4,32 

Media relations 1 3 8 5 2 5 1 25 4,08 

Brosures 4 3 6 4 5 3 2 25 4,04 
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Compared to the small and medium sized advisors the marketing of the BIG4 means a regular 

and much conscious activity, always based on a marketing startegy. Marketing is viewed in a 

business development sense, the partners and managers give the internal client base of the 

marketing. Another big difference is that BIG4 companies expend care on the targeting, the 

conscious client building, while Hungarian consulting firms don’t have such kind of long term 

attitudes. 

 

The motivation of BIG4 marketing is to strengthen the reputation, the competence and the 

credibility of the firm. They apply all kind of marketing tools which are appropriate to 

differentiate themselves from their competitors. 

 

3.2. Theoretical novelties of the dissertation  

 

Beside the above characterized 6 thesises I designed the marketing model of the professional 

consultancy, what is considered by myelf as a theoretical novelty of my dissertation. 

 

The model connects the marketing environment of the consulting firms, the possible 

marketing strategies and marketing tools with the decision making process of the clients. It 

also calls the attention to the importance of the marketing information system and the role of 

the marketing mix – 7C –  in the  different phases of the decision making process. 

 

The model’s primary objctive is to analyse the relationship between the marketing mix and 

the decision making process. The basic approach of the model is how to influence efficiently 

the decision making by the marketing tools. 
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Chart 3 The marketing model of consultancy 

 

 

 

 
 

 

I believe that the following two moduls of the model are also original scientific results: 

 

• integrated marketing strategy approach, 

• the marketing mix concept of the consulting. 

 

Based on the special literaure and my own researches against former startegic approaches I 

recommend to elaborate the marketing startegy of consulting firms by 8 strategic dimensions. 
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Chart 4 Dimensions of integrated marketing strategies in consultancy 

  
      

1 The scope of strategic planning:  frim, geographic area, division/service, target 

group 
   

  

2 Growth strategies: Market penetration, market development, 

service development, diversification 
   

  

3 Market objectives: Whole market, few segments, one segment 
   

  

4 Strategic positions:  Market leader, challanger, follower, niche 
   

  

5 Network position:  Local, international, global 
   

  

6 Benefits:  Quality, brand, methodology, competences, 

language of communication 
   

  

7 Market behaviour:  proactive, reactive 
   

  

8 Resources, competences:  Client relation based, solution based, problem 

solving strategies  
      

 

 

 This integrated strategy means the design of the marketing strategy by the above mentioned 8 

dimensions, namely it recommends to consulting companies to develop such a strategic 

profile which is based on those dimensions. The elements of the integrated strategy 

interrelates strongly, the decisions in each dimension are determining the character of the next 

step. 

 

In my opinion both the 4P (McCarthy- Perreault 1960) and the 7P model (Booms-Bittner 

1981) could have an interpretation to the consulting sector, but the key issues, the priorities of 

the strategy could hardly fit into those strucures. There are two reasons behind that; in course 

of the consulting service we sell knowledge and the service has two special characters such as 

the client orientation and the interdependence. 
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Upon such considerations I worked out a marketing mix model, what i try to introduce into 

the professional services terminology as the 7C: 

 

• Core activities 

• Calculation of fees 

• Consultants 

• Clients 

• Competences 

• Communication 

• Co-ordination 

 

The main components of the mix elements: 

 

• C1 Core activities: core-and supplementary services, the consultant as part of the 

service, quality, consulting process, branding 

• C2 Calculation of fees: fee calculation, communication of fees to the  clients 

• C3 Consultants: human resources, client relataionships, active client policy 

• C4 Clients: clients as references, knowledge of decision making process 

• C5 Competences: control over the competences, management of individual and  

                    organizational competences 

• C6 Communication: loyalty, client retention, targeting 

• C7 Co-ordination: co-ordination of the projects and the client relationships 

 

The research results show that the marketing tools used by the consultants correspond to this 

approach, however the marketing activity of the consulting firms aren’t conciously designed 

along those elements. 
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