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INTRODUCTION 

This paper addresses the methods used and the factors 

considered by industrial firms to select consulting engineering 

firms. It is intended to provide a basis for formulation of 

guidelines leading to effective marketing of consulting 

engineering services to industrial firms. 

The authors designed a marketing research study to identify 

and evaluate the following aspects of consulting engineering 

services marketing: the dimensions of the industrial market, 

including the types of services needed and the frequency of need; 

perceptions of attributes and reputation which distinguish and 

differentiate consulting firms; marketing tools which can be 

effectively utilized to increase the client base; and the 

processes used by industrial firms to select a consultant. 

The instrument for the research is a questionnaire which was 

sent to industrial firms in the heavy industrial Great Lakes 

region. It was targeted toward industrial categories which are, 

or will be, subject to Federal Pretreatment Standards. 

Robert J. Carey is General Manager of R.J. Carey Engineering 

Consultants, New Bedford, Massachusetts. James A. Brunner is 

Professor of Marketing, University of Toledo (Toledo, Ohio). This 

paper is based on a Master's Thesis by Mr. Carey while a graduate 

student at the University of Toledo. 
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BACKGROUND OF THEORY AND RESEARCH 

The marketing of services in general, and consulting 

engineering services in particular, is a field of study in its 

infancy stage of development. Consulting firms that are embarking 

on marketing efforts have little guidance on how to plan and 

control the marketing program. With very few exceptions, service 

marketing is not taught at the university level of academia and 
r 

is not the subject of published research. Two or three books 

regarding 

available, 

architectural/engineering services marketing are 

and authored by marketing consultants. Also, a 

handfull of articles and papers have been published in various 

industrial trade journals which present the advice and opinions 

of persons with experience in this area. 

While the value of this available literature is not being 

questioned, it is believed that the field of study can be, and 

needs to be, improved through empirical research. Only in this 

way can a viable basis be established upon which marketing 

guidelines can be formulated. Therefore, many of the questions 

which are addressed in this study are based on factors which the 

authors of the available literature have considered to be 

important. 

The reason for 

service marketing is 

this lack of development of the field of 

uncertain. With regard to engineering 

services marketing, it can be postulated that the following two 

factors have contributed to the pr·esent situation. 

First, the market for consulting engineering services has 

been growing rapidly for the past twenty years as a result of 

increased government regulations and funding of civil 

engineering/public works projects. Therefore, ample opportunities 

have existed for new consulting firms to enter the market and be 
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successful; the pie has been growing. The need to aggressively 

compete against other firms in order to grow and survive was not 

crucial to the success of a firm. 

Second, professional engineering ethics have included the 

generally accepted principle that an engineering firm should be 

able to generate a sufficient amount of demand for its services 

on the basis of goodwill and performance. 

Therefore, marketing has been considered to be at best, 

unnecessary and unproductive, 

unethical. 

and at worst, deceptive and 

Recent environmental (in the broad sense> changes have 

occured, however, which are causing consulting engineering firms 

to reconsider marketing and the importance of it. The first such 

change is a significant decline in funding programs for municipal 

civil engineering/public works projects. Therefore, municipali

ties are reducing, postponing, or eliminating many projects due 

to lack of funds. As a result, consulting engineering firms are 

competing for market shares of a smaller pie. Some firms are 

being shaken out of the market; others are becoming more austere. 

Survival is a key strategic concern today - marketing might 

represent the difference between success and failure. 

The second key change is that industrial firms are facing 

increasing pressure to improve their pollution control 

procedures. The Clean Water Act, The Clean Air Act, The Toxic 

Substances Control Act, RCRA, and the Federal Categorical 

Pretreatment Standards are placing requirements on industrial 

firms to assume responsibility for their emmissions, effluents, 

and solid waste. Therefore, the need for engineering services is 

increasing. 

Finally, most, if not all, professional fields are changing 

their ethics standards to allow the use of promotional activity. 

This includes the consulting engineering profession. 

Numerous seminars have been held recently regarding 
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marketing. The engineering magazines and journals are including 

more.and more articles and papers on marketing. Consulting firms 

are expanding their staff capabilty for marketing matters. 

Clearly, marketing of consulting engineering services is no 

longer taboo. 

As a management science, crucial to the development of 

marketing is empirical research. This paper presents the results 

of one research study. Much more work needs to be done to 

increase the understanding of marketing and the benefits it can 

provide to consulting firms. 

PROCEDURES USED IN THE STUDY 

A close- ended five page questionnaire was sent to 400 

industrial firms. The questionnaire included five sections, with 

the first section being a screening section to identify the 

firms. The firms are identified on the basis of size, industrial 

category, and need for consulting engineering services. Responses 

to later sections of the questionnaire may correlate with 

responses to this section. 

Section 1 of the actual questionnaire asks the respondents 

to identify the attributes and reputation factors of a consulting 

firm that are considered to be important. Section 2 concerns the 

consulting firm's promotional program. Section 3 concerns the 

types of services which are needed by industrial firms. Finally, 

Section 4 concerns the methods used to select consulting firms. 

The responses to the questionnaire were analyzed with the 

assistance of a statistical software package developed by McGraw

Hill called SPSS (Statistical Package for the Social Sciences). 

The frequencies, mean, and median of all responses were analyzed. 

Also, where appropriate, cross classification analysis, including 

Chi-square analysis of independence and Pearson Correlation 

Coefficient determination of linear relationship, was used to 

analyze and evaluate the responses. 
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POPULATION AND SAMPLE 

The population for this research was industrial firms within 

a 100 mile radius of Toledo, Ohio, in the middle of the heavy 

industrial Midwest. The firms employed at least 50 persons, and 

were in categories with SIC <Standard Industrial Classifications> 

Codes which would make them subject-to the Federal Categorical 

Pretreatment Standards. 

Cluster Sampling was used to select most of the firms for 

inclusion in the study. The clusters consisted of industrial 

firms in selected counties. Within the clusters, all industrial 

firms in the population were included. In addition, same firms 

were included in the sample based on their notification to the 

U.S. EPA, through the RCRA Manifest program, that they are 

involved in either the generation, treatment, or disposal of 

hazardous materials. 

ANALYSIS OF RESULTS 

Nature of ResQondents 

Seventy questionnaires, representing roughly a 17¾ response 

rate, were completed and returned for analysis. This is not 

unusually low for this type of survey, particularly since a 

follow up letter or other means to increase the response rate was 

not practical due to time and cast constraints. 

The size of the firms ranged from 9 employees to 7000 

employees, with a mean of 610 and a median of 150. The median is 

more useful in this case because a few very large firms created a 

sharply skewed distribution of the number of employees which 

distorts the results. In fact, 23¾ employed between 150 and 200 

persons. Of those firms which intend to use consulting 

engineering services in the future, the median was 200 employees. 

Therefore, for purposes of this study, "small" firms employ 200 

or less, and "large" firms employ more than 200 persons. 
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The largest single categorical group of respondents was 

Fabricated Metals (24Y.). The next largest group was Rubber and 

Plastics (10Y.l, followed closely by Paper (9Y.) and Miscellaneous 

Manufacturing (9Y.l. The other groups were relatively evenly 

represented. Table 1 summarizes the groups of respondents. 

I!!t!l!!! 1 

Industrial Groups and Frequencies 

§!:.Q!a!Et 811 Resg_ondents E!a!t!a!!:.!!! !.!a!!!r.a 

1. Fabricated Metals 24 7. 32 7. 

2. Rubber and Plastics 10 7 

3. Paper 9 4 

4. Miscellaneous Mfg. 9 7 

5. Food and Kindred Products 7 4 

6. Stone, Clay, Concrete, Glass 7 11 

7. Chemi·cal 6 7 

8. Primary Metals 6 4 

9. Transportation Equipment 4 7 

10. Lumber 3 0 

11. Industrial Equipment 3 0 

12. Electrical/Electronics 3 0 

13. Petroleum 1 4 

14. Instruments 1 0 

15. Other 7 14 

100 7. 100 7. 

Roughly 417. of the respondents have used consulting 

engineering services in the past. Coincidentally, 41Y. also will 

need to use a consulting firm in the future, but not the same 

firms which have used these services in the past. Eighty-nine 

(897.l percent of the firms which used consulting services in the 

past intend to use them in the future as well. A surprisingly 

large number of firms, 577., have not, and will not require 

consulting services. This is surprising because the questionnaire 
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was targeted at firms which are potentially in need of 

engineering services. A possible reason for the high percentage 

of "non-needers" is that it was relatively easy for them to 

indicate this by simply completing the first page of the 

questionnaire. Therefore, the "non-needers" may have responded in 

greater relative numbers than those in need of consulting 

services. In any case, 30 firms have indicated that they have or 

will be in need of consulting engineering services, and have 

provided valuable information concerning the marketing of these 

services. 

11 Non-needers 11 

The primary reason for an industrial firm not to need 

consulting engineering services is that they are able to receive 

similar services from other sources, such as corporate 

headquarters or equipment vendors. Thirty-six (367.l cited this 

reason, followed by 267. and 217. who cited no wastes and no 

improvements planned, respectively. 

A strong correlation was found between the size of the 

industrial firm and the responses to this question. A review of 

Table 2 shows that 817. of the large firms need engineering 

services but are obtaining them from staff engineers or other 

sources. 

need for 

On the other hand, 577. of the small non-needers have no 

engineering services at all <no wastes and no 

improvements planned). 
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Reasons Cited for Not Needing 
Consulting Engineering Services 

8§2laQ!1 {;;!_:!;.§!! !Qt.el be!:9§ §me!.!. 

1. Corporate/Vendor Assist. 36 7. 62 7. 30 7. 

2. No Wastes 26 0 32 

3. No Improvements Planned 21 0 25 

4. Staff Engineers B 19 6 

5. Unfamiliar With Consulting 3 9 2 

6. Waiting For Regulations 1 9 0 

7. Other 5 0 6 

Totals <rounded-off) 100 7. 99 7. 101 7. 

Attributes e!l!! Regutation 

Consulting firms are evaluated on the basis of tangible 

attributes, which are verifiable through either documentation or 

observation, and reputation, which, on the other hand, is intan

gible and subjective in nature. 

According to the respondents, the most important attribute 

of a consulting firm is the completenesss and quality of a 

proposal. The proposal demonstrates that the firm understands the 

requirements of the project in question, and has invested a 

significant amount of resources and interest in obtaining the 

work. Closely following in importance are the relevant experience 

of the consultant, and a working relationship with the 

consultant. This indicates that industrial firms tend to have a 

strong loyalty to a consultant, particularly if they are satis

fied with the quality of the services being provided. 

The overwhelming least important attribute was the 

promotional efforts o( the consultant. This is not surprising in 

light of the importance accorded quality and loyalty. Also, it 

may be that the industrial firms are not familiar with 
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promotional efforts of consulting firms. Obviously, the proposal 

was not considered to be a promotional effort. This will be 

commented on later. 

Other attributes which were considered to be very important 

were cost of services, recommendations/referrals, scheduling, and 

geographic location. 

Generally, the size of the firm did not significantly affect 

the responses. A possible exception would be cost of services, 

which was considered to be more important to the smaller firms 

than the larger firms. 

Table 3 summarizes the rank and relative importance of the 

attributes of a consulting firm. It would seem, based on a review 

of these responses, that entry into the industrial market for a 

consulting firm does not necessarily favor the large established, 

full service firms. In fact, a small firm which specializes in a 

particular area might be in a very competitive position. 

A reputation for providing "State of the Art Know-how" and 

maintaining confidentiality rank as the most important factors. 

The large firms considered confidentiality as most important. The 

small firms cited state of the art know how as most important. 

Adherence to schedules and budget and respect for client's input 

were also considered to be very important. Large firms considered 

cost adherence to be more important than meeting scheduling, 

probably reflecting the impacts of bureacracy on 

budgeting flexibility. 

reduced 

Two of the least important reputation factors are low cost 

and standardized designs. This finding, combined with earlier 

discussed findings regarding the importance of quality and 

experience, clearly shows that the industrial firm is looking for 

a consultant that is technically proficient in the service area 

in question. Also, because past use of the consultant and 

confidentiality are so important, it is very likely that an 

industrial firm will stay with a consultant that they are 
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satisfied with, and are not likely to change consultants without 

good reason to do so. 

Table 4 summarizes the relative importance of the factors 

influencing a consulting firm's reputation~ 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

11. 

12. 

!s9l51 ~ 

Attributes of a Consulting Engineering Firm 

Attribute 

Completeness/Qual. of Proposal 

Relevant Experience 

Past Use of Consultant 

Cost of Services 

Recommendations/Referrals 

Scheduling/Begin Immediately 

Geographic Location 

Range of Services 

Staff Tenure 

Years in Ooeration 

Size, Facilities, Resources 

Promotional Efforts 

Bsn!i 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

ImE!.ortance 

Extreme/Very 

Very 

Moderate 

Slight 
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I.2!2l!s1 1 

Reputation Factors of a Consulting Firm 

Reautation Ea£:t.9t: Bank lmE!ortance 

1. State of Art Know-How 1 Extreme/Very 

2. Confidentiality 2 

3. Adherence to Schedule 3 Very 

4. Adherence to Budget 4 

s. Respect for Client Input 5 

6. Y. of Repeat Business 6 Moderate 

7. Standardized Designs 7 

8. Low Cost 8 

9. Contract Flexibility 9 

An analysis of whether the relative importance of the attri

butes and reputation will change in the future indicated that any 

changes would be minor and insignificant. 

Promotional !991§ 

The quality of documents such as reports and contract plans 

and specifications are considered to be the most important 

promotional tool. This is surprising because there was some 

apprehension, in designing the questionnaire, to listing quality 

of documents as a promotional tool. However, documents are a 

tangible result of a firm's services, and are often used 

internally by clients to promote a project. The selection of this 

as the most important promotional tool lends further support to 

the finding that industrial firms are primarily interested in 

firms that exhibit high quality services. 

Indirect, or passive, promotional tools such as high quality 

documents, goodwill, and trade memberships, are considered to be 

more important than direct promotional tools such as telephone 

calls, visits, and brochures/promotional literature. Therefore, 

the consulting firm which effectively uses these indirect 
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promotional tools may be positioning itself very competitively 

without pursuing an advertising or direct promotional program. 

The only significant differences in the responses on the 

basis of size was goodwill. The larger firms considered goodwill 

to be the most important promotional tool; slightly more 

important than the quality of documents. 

Clearly, by the time that documents are used by an 

industrial firm to review a consulting firm, the industrial firm 

is already familiar with the consulting firm, and the project is 

being defined. Goodwill and trade memberships/participation are 

the best ways to promote the consulting firm to prospects with 

projects which have not been defined or identified. Consulting 

firms tend to compete for projects against firms which have 

relatively similar levels of goodwill and trade memberships. 

Therefore, a distinct advantage is not necessarily present to a 

particular firm; a prospective client may still seek a 

competitor's services. Since direct promotional tools are the 

only way to actively plan and control a program to identify 

prospective clients, they may still be important to the 

consulting firm; while not being important to the prospective 

client. 

Of the direct promotional tools, letters and litera

ture/brochures appear to be the most effective. Perhaps this is 

because the prospective client can review the material at their 

convenience, as opposed to visits and telephone calls. 

Advertising is the least effective means of promotion. 

Industrial firms are contacted by one or two consulting 

firms per year by visits and/or telephone calls, and three to 

five firms by letters and literature. Therefore, very little 

direct contact is engaged by consulting firms. While the cause 

and effect is uncertain, it may be that the low contact is why 

the industrial firms do not consider direct promotional tools to 

be important. 
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Table 5 summarizes the relative importance of promotional 

tools. 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

Is!t!l!at § 

Promotional Tools Used By Consulting Firms 

Igg!. 

Quality of Documents 

Goodwill 

Trade Membership 

Letters, Literature 

Personal Visits 

Telephone Calls 

Trade Advertising 

Yellow-Pages 

Bi!nls. 

1 

2 

3 

4 

5 

6 

7 

8 

ImE!,ortance 

Very 

Moderately 

Slightly 

§t!!tY~ gf Marketing ReE!,resentative 

The respondents indicated that it is relatively important 

that the consulting firm's marketing representative be a 

Registered Professional Engineer and also manage the project. 

They want the marketing representative to demonstrate an 

awareness of the technical nature of the client's problem. Also, 

if the marketing representative also manages the project, the 

client is assured of attention to the client's project, and a 

working relationship with the leader of the project team. What 

the client does not want is, to quote a cliche, a "dog and pony 

show 11
• 

Larger firms considered it to be more important than the 

smaller firms did for the marketing representative to be a P.E •• 

The smaller firms tend to have a less formal 

technical/engineering staff, and therefore, do not require that 

the marketing representative be prepared to discuss technical 

matters concerning the project in question. 

Cross cl assi f i cation analysis indicated that the industrial 
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firms which consider years in operation of a consulting firm to 

be important, also considered it important that the marketing 

representative be a P.E. Also, firms that consider low cost and 

standardized designs to be important, also felt that the 

marketing representative should manage the project. A strong 

correlation was found between the importance of the marketing 

representative to be a P.E. and the size, promotional efforts, 

and range of services. Finally, there appears to be a strong 

correlation betwwen the reputational factors of low cost, repeat 

clients, standardized designs, and opportunity for client input 

with the P.E. status. 

Table 6 summarizes the importance of the status of the 

marketing representative. 

Importance of Status of 
Marketing Representative 

ImE!ortance f.,_!;;.,_ 

Extremely 147. 

Very 28 

Moderately 38 

Slightly 3 

Not Important 17 

1007. 

.!::!s!!H!9gc ' 

7'r. 

31 

41 

10 

10 

997. 

The respondents indicated that the most commonly used method 

of selecting a consulting firm is to use the same firm they used 

the last time they needed consulting services. However, this was 

not a majority method, because only 31ll. of the resondents 

indicated that they used this method. Twenty one percent of the 

firms indicated that they checked their files for literature on 

firms who have previously expressed an interest in assisting them 
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on engineering matters. Referrals from business associates is 

another commonly used method to select consultants, used by 19Y. 

of the respondents. Interviewing of prospective consulting firms 

is used by 19Y. of the firms. 

Responses to this question lend further support to the 

finding that a past relationship with an industrial firm, and 

goodwill, are two of the key success factors for a consulting 

firm to obtain work with an industrial firm. However, there tends 

to be a discrepancy between an industrial firm tending to check 

their files for information on consultants, and their indication 

that direct promotional efforts are not important. Perhaps this 

implies that if an industrial firm has prior knowledge of a 

consulting firm through promotional literature, it will consider 

the firm for selection. However, if the industrial firm has the 

opportunity to consider more than one consulting firm, the 

promotional material may not be a key success factor in the final 

selection process. In other words, the promotional material may 

serve to get the consulting engineering firm" in the door". 

Requests for Proposals <RFP) are not commonly used. This 

indicates that industrial firms are not likely to advertise the 

fact that they need engineering assistance, particularly if the 

services in question are of a sensitive nature. It is not 

surprising when it is recaHed that confidentiality is considered 

to be so important. 

Yellow pages advertising is rarely used by industrial firms 

to select consulting firms. This supports the finding that 

advertising is not an effective method of promoting a consulting 

firm to the industrial market. 

Large industrial firms are significantly more likely to 

select a consultant that has been used in the past than are the 

small firms. Perhaps the reason is that they are more likely to 

need the engineering services on a more frequent basis, and 

develop a satisfactory working relationship with the consultant. 
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Also, it is less risky, more confidential, and convenient to do 

so. 

Table 7 summarizes the usage of the various methods to 

select consultants. The percentages do not sum to 1007. because 

more than one method may be used. 

I!1!t!.!.!el Z 

Methods Used To Select Consulting Firms 

~glbgg ~ 

1. Select Firm Used The Last Time 317. 

2. Check Files For Literature 21 

3. Business Associates Referrals 19 

4. Interviews 17 

5. Professional Org'zation Referrals 10 

6. Visit Consultant's Offices 7 

7. Requests for Proposals (RFP) 4 

8. Yellow Pages 

9, Other 1 

The respondents were asked to indicate which types of 

services they need, and the frequency of need, Environmental 

services were the most commonly cited services. Because the 

survey primarily comprised firms that may have environmental 

concerns, this was expected. Water/wastewater treatment, environ

mental monitoring, and toxic waste management are all used by 

over 607. of the firms. Also, the demand for these services is 

expected to increase significantly in the near future. 

The large firms had a greater tendency than the small firms 

to need environmental monitoring services. The small firms had a 

greater tendency than the large firms to use toxic waste 

management services. 

Air pollution control is also needed by a large percentage 
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of the firms. While the respondents indicated that the need will 

no increase in the future, recent regulatory changes may tend to 

increase the need. 

Structural engineering, water supply, drainage, and solid 

waste management services are needed by less than half of the 

respondents. However, they expect that the need will increase 

slightly in the future. 

Site engineering, transportation/roadways, and landscaping 

are all aspects of site development. These have not been needed 

very much in the recent past, and are expected to be needed less 

in the future. This response is not surprising considering that 

the survey was conducted a few years ago, in 1982, when the 

economy was in recession, particularly in the Midwest, and indus

trial capacity was very underutilized. It may be that if the same 

question was asked today, the responses would be significantly 

different. 

A secret to success in any business is to provide a service 

or product in need. However, needs change with time and events. 

Therefore, long range success depends on a firm's ability to 

sense need levels and changes in these levels so that it can 

position itself to respond accordingly. Demand analysis is one of 

the primary purposes of market research and should be conducted 

on a frequent basis. In fact, the responses to this section of 

the survey may already be outdated, and should not be assumed to 

be reliable for purposes of future services planning. 

Table 8 summarizes the past demand or need for services, and 

anticipated changes in the demand level, The past demand is 

based on frequency of need during the last five years (prior to 

the survey>. 
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Lat!.!.~ § 

Demand for Consulting Services 

Past Demand E!!!.!!r::~ !lg!!!s![!Q 

5 Times or 6 Times or 

b~§§ t'.19!:::~ 

1. Env'mental 62l/. lOl/. Iner. Significant 

Monitoring 

2. Water/Waste- 65l/. 3l/. Iner. Significant 

water Treat. 

3. Toxic/Haz. 62l/. 6l/. Iner. Significant 
Waste 

4. Air Pol'tion 52l/. 3l/. No Change 

5. Structural 41l/. 6l/. Iner. Slight 

6. Water Supply 38l/. Ol/. Iner. Slight 
& Drainage 

7. Const. Mgmt 31l/. Ol/. No Change 

B. Solid Waste 28l/. Ol/. Iner. Slight 

9. Site Engr. 21l/. 3l/. No Change 

10. Trans/Roads 10l/. Ol/. Deer. Slight 

11. Landscaping 7l/. Ol/. Deer. Slight 

Persons Reseonsible fQC Selecting Consulting Firms 

Various stages of decision making are involved between an 

industrial firm and a consulting firm, and can be summarized as 

follows: 

1. Determination of Need 

2. Identification of Prospective Consultants 

3. Evaluation 

4. Selection 

5. Post Selection Liaison 

These stages will not be discussed in detail, but are listed 

to make the point that different tasks and responsibilities are 

required, and may involve various levels and segments of the 

industrial firm's organizational staff. The consulting firm must 
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recognize this and be prepared to design their marketing program 

to relect it. Various aspects of the marketing program must be 

directed towards the appropriate decision makers. 

According to the survey results, the plant manager, plant 

engineer, and general manager are generally responsible for 

consulting engineering matters. The plant engineer tends to be 

involved throughout the decision making process. The plant 

manager is primarily involved in the preliminary stage of need 

determination, and the final selection process. The general 

manager is involved in the later stages of final selection and 

post selection liaison. 

The involvement of the industrial firm's technical 

personnel in the preliminary stages of selection indicate that 

the industrial firm is probably prepared to discuss technical 

details regarding the project with the consulting firm's 

marketing representative who makes the initial contact with the 

industrial firm. Therefore, the representative must be prepared 

to address these technical matters. In the later stages which 

involve the general manager as decision maker, it may also be 

advantageous for the marketing representative to also be a good 

communicator, particularly if a formal presentation is involved. 

CONCLUSION 

Industrial firms typically select consulting engineering 

firms that can demonstrate technical proficiency. Confidentiality 

is also very important. The industrial firms tend to be very 

loyal to the consulting firm, particularly if the past 

relationship is favorable or satisfactory. 

The consulting firm that has little or no experience with 

industrial clients faces some barriers that must be overcome. 

However, opportunities do arise from time to time. If an 

industrial firm becomes dissatisfied with the services they are 

receiving, then they may decide to change consulting firms. Also, 
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if their needs change, or they are seeking engineering services 

for the first time, then the barriers are minimal if the 

consulting firm can demonstrate competence. Further, the size of 

the consulting firm, and the range of services it provides are 

very minimal factors in the selection process. Therefore, the 

opportunity does exist for a small consulting firm to compete 

effectively against larger firms on the basis of quality. 

The consulting firm that seeks to take advantage of these 

opportunities must position themselves such that they are 

considered for selection. The best ways to do this are: 

1. Provide the needed services 

2. Generate Goodwill 

3. Actively participate in professional organizations 

4. Distribute promotional literature 

The goodwill is typicatly generated by favorable recommendations 

and referrals. Professional memberships are effective because 

they allow the consulting firm to be aware of current trends in 

the profession, demonstrate an involvement in advancing the 

quality of engineering services, and are an effective means of 

socializing with the prospective clients. The promotional 

literature, while not necessarily important to the industrial 

firm, do allow the consulting firm to demonstrate an interest in 

assisting the industrial firm, describe the available services, 

and are available to the industrial firm to review when they are 

in need of services and looking for qualified consultants which 

provide the services. 

The consulting firm must exhibit technical competence in a 

direct manner. The quality and completeness of a proposal, and 

documents such as technical reports and contract plans and 

specifications, are tangible indicators of a consulting firm'.s 

ability. Another method of exhibiting competence is to provide a 

Registered Professional Engineer as a marketing representative 

for discussions with the industrial firm. 
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Finally, the industrial firms that responded indicated that 

the following services are demanded frequently, and the demand is 

likely to increase significantly in the future: environmental 

monitoring, water and wastewater treatment, toxic/hazardous waste 

management, and structural engineering. 

H~drocarbon Processing. 

Carefully". B.G. Johnson 

Production Engineering. 

(March 1977), 28-33. 

Pollution Engineering. 
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