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ABSTRACT

This research study intends |ooking into the
vari ous problens and prospects of marketing faced by
consultancy service firns in N geria using Ahnmadu
Bello University Consultancy Services (ABUCONS) as a case
study. Marketing aspect of consultancy services is the
focus because marketing thinking and practice is seen
to be gradually noving into the service industries.

Anot her reason is because narketing in professional
service firns helps the firns in neeting unprecedent ed
chal | enges they m ght face.

In carrying out this study, witten texts were
consulted in order to have an overvi ew of vari ous
aut hors-vi ew poi nts on marketing of professional service
firms. Also, the consultants at ABUCONS were asked vari ous
questions in order to identify the specific nmarketing
probl ens they encounter.

It is interesting to note that nost of the probl ens
they identified are very much intune to what the various
texts enunerated as problens mlitating agai nst marketing

i n consul tancy service firns.



vi.

ACKNOWLEDGEMENT

I owe a debt of gratitude to numerous people, whose
sugrestions and encouraging criticisms contributed in
no small way to the succegsful complebion of this work,

My sincere thanks goes Lo my supervisor, Mr. John
Ayuba, who despite his enormous responsibilities took
much pains to read every bit of this work and offered
useful corrections and helpful suggestions.

I will also like to register my profound pratitude
to Mr. D. Iornem of Kaduna Tolytechnic, for making
available to me 3oﬁe relevant texts., And also to Mr,
Mike Ikupolati for his academic assistance throughout
the duration of the course.

Worthy mention also need be made of the following;
Mr. Fatai Belo-QOsagie, Miss Evbakoe Aligbekaen and Miss
Ann Agbi for the enormous moral support and care they
gave me throughout my course of study., Thelr friendghip
has been a source of inspiration.

My profound gratitude also poes to two of my female
colleapues, Miss Fatima Hasgan and Mrs Patience Onyia,
in whom friendship has prospered rather than being just
colleagues. _ _

My sincere thanks also poes Lo Prof. and.Dm-(MrS)
I.A. Gambari for their continued guidance and valuable
advice. May almighty Allah continue to shower on them

his abundant blessings.



vii.

Another thanks goes to Mr. Anthony Agekamhe who
helped greatly in putting the work throush despite the
short notice given him. I am indeed very grateful,

Finally, as human beings are prone to error, I
accept the responsibility of any error in termg of

facts and figures that may arise in this project.

RONKE SUIBAT ONIYANGI



viii.

TABLE OF CONTENTS

Tible IR B I A B R I I I T I B R R O I S T

DOOLETEELOR s wavs ey iuwe e wnsven s s
Coxtification cessenvanssissnsndsinnnsvine
Dedicabion cervervesnsestectrrnconrsesenes
BUREDGOE i sousewmanansi s Ensiossiowsisne s od
Acknowledgement ceesesessessscvssvesescnss

List Oi‘ Tables @ % ad 2 888 e s

CHAPTER ONE

l.1 Introduction eeecsccocrcsssencoconsocensne
l.2 Statement of Problem secececceccccccress
o3 e of Bl seasqercres s s tboesporwseses
1.4 S8ignificance 6f BE0UdY sescssovissesvoaii
1.5 Propositions sescccsesesscocscessoncsscse
1.6 MethodOlogY ssovasnuessrasssorepesssoses
1.7 Definition of Concepts ssecececcccecenss

1.8 gtructural Organisation of Work ........

CHAPTER TWO

HGView Of Literature CRCRC RS B A B I A IR B

CHAPTER THREE: DATA ANALYSIS

3,1 Background History of ABUCONSeeeerweosces
3,2 Scope and Opefations of Ahmaddu Bello

University “Yonsultancy Services (ABUCONS)
3.3 General Problems of Markebting Consul-

tancy SGPViceS "W e e ®as ®ean v e b bedaon

Page

i
11,
iii.
iv.
V.
i

Xe

b 5

22.

25

29.



ixo
Page
3.4 Marketing Problems in ABUCOHS eeeeeeessso. 31

5.5 Summary of J21['1&:]_:;‘8_'}_.r_-j R R R I R R I R R L A 39

CHAPTEI: FOUR

4.1 GOHClUSion e e das st e e s asBse et sBee e s teaah 41.

4.2 Recommendation Y R R YT 45.

Bibliography ;--otto‘.o..ottoaa-...-onol.. 45.

Apl)endix TR I I D L A B B B I O B B O I BB O B O 48-



Table

8

3.2

3.3

Dol

Xa

LIST OF TABLES

ATe Problemg Encountered in
Ob‘baining 01ient8?. LR B I I R N

The Promotional Techniqgue in Uge
by the Organisabtion svevevoesess

Formula for sharing Net Revenue

Problems Encountered with their
Mﬁrketing Tec:’lni ques Svecsere e

32

34

79.



1.

CHAPTER ONE

1:1  INTRODUCTION

Consulting, once a limited phenomenon now spans
all fields and occupation. Management consulting is
an exciting growth industry. Although, its roots go
back to the early 1900s when il had a dominant engineer-
ing orientation, it was not until the 1960s and 1970s
that consulting began to take off as a growth industry.

Today, we find consulting spread across a wide
variety of industries and services. IVery economic
sector both produces consultants and increases its
demand for consultants. Another reason for consulting's
bright outlook is the riging interest of agpiring
consultants. People want to use their hard earned
knowledge, in addition, they want to gain the financial
and psycholigical rewards of being their own boss. The
growth of consulting industry can also be attributed to
the faet that consulting is almost immune to economic
changes. This is because, either during recessionary
or inflationary economic periods, consultants are still
being sought for, During periods of strength growth
and inflation, organisations have money to spend and
consultants are sought for two major reasons. One
reagon being that they can afford the consultants and
the other is that consultants can advise them how to
spend their money'effectively. However during
recessionary periods, organisations turn to consultants

11 A
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for advice on how to cut costs, save money and weathep
the economic storm.

The tTechnolofical exrlosion of the twentieth
century has also increased demand for expert advice in
all sectors of the economy. To meet this need for
information, consulting has become one of the fastest
growing careers in the country.

To meet the expanding demand for a Variety of
services, the consulting industry as a whole has
spawned many new firms that specialise exclusively in
a few disciplines, single industries. It is clearly
not a monolithic industry dominated by a few giants,
but rather a plethora of large and gmall firms operating
at the national and local levels, all positioned to
appeal to a certain kind of clientele, Some of the
peculiar features of consulbing practice are as follows:

Firstly, consulting is an independent service.
This is characterised by the detachment of the consul-
tant which is a major feature of his role. But this
independence means at the same time that consultantsg
enter into a very complex relationghip with their
client organisations.

Consulting is also essentially an advigory
service. This means that consultants are not recruited
to run organisations or take delicate decisions on
behalf of managers. They are advisers and their respon-
sibility is for the quality and integrity of their
advice, the clients carry all the respongibilities that

accrue from taking it.
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Thirdly, consulting is a service providing
professional knowledge and skills relevant to practical
mgnagement problems. An individual becomes a manage-
ment consultant in the full sense of the term by
accunulating considerable knowledge of varying manage-
ment situations and problems and acquiring skills
needed for problem salving.

Fourthly and lastly, consulting is not a service,
providing mirgcle solutions to difficult managerial
problems. It will be an error to agsume that once a
consultant is brought in, 1ife becomes easy for manage-
ment,@ongulting is difficult, systematic and disciplined
work based on the analysis of hard facts and the search
for imaginative but feasible solutions.

The above features were enumerated to enable us
gain an insight into what a consulting practice is like,

However, with its phenomenal growth, congulting
is 8till at an adolescent stage venturing eagerly
into the future. Consulting is a complex, elusgive
industry and occupation. In Nigeria, the local
consulting profession is still a youns one. There is
however, a general trend towards a greater use of
consultants. This is in no doubt because consulting
can play a useful role in industrialisation, economic
and social development generally. It can accelerate
the transfer of management expertise and help to design
and introduce management gsystems adjusted to the local
getting. It thus helps to enhance the country's
managerial competence which is one of the key condition

to effective development.
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.Hafing @éined an insight into the oririn and
importance of consulting, the main focus of the research
study need be mentioned. As earlier on stabted, consult-
ing has many facets but this study intends focussing
only on the marketing aspect of consulting. Marketing
of consultancy services is considered the most important
because consulting activities is more or less a consultant-
client relationshin where often Uimes the clients agk
the consultants either to think for them or help them
think or help them improve their thinking process.
Therefore, without succegsful markebing that is gaining
new clients or ret ining old clients, bthere iz likely
to be little businesgs walking in their door.

Conaultan¥ts have therefore realised that consulting
is an intangible service as there is no fanciful package
for the client to see, touch or smell, hence various

avenues necd be advanced for markebing it.

1l:2 STATEMENT OF THE PROBLIM

Overtime, it has been found that congulbants
unnecessarily dislike marketing, !Most importantly, they
avoid marketing because they view it ag an isolated
activity that occurs at the start of an engagement, It
is pnatural To most consulltants to agsume that effective
consulting skills, combined with a Tew satisfied clients
should lead to an endless stream of new clients. Therein
lies the marketing failure of mogt consultants and

consulting firms.
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It is often very unusual to find consultants
bring highly developed marketing gkills as well as
professional competence to the development of their
practice. Often times, they continue to concentrate on
developing their gskills rather than developing new
marketing skills.

Hence a fundsmental problem congidered by this
study is estimating the importance of marketing in
consultancy firms, bearing in mind the general negative

attitudes of consultants to marketing.
Another problem will be finding out the major

problems in marketing consultancy services.

N AIM OF STUDY

This study aims at finding oub major marketing
problems of consultancy firmg in view of its importance
to consulting practice.

The study also agims at finding oub why congultants
often experience difficulty in finding clients.

Thirdly, the study aims at finding appropriate
strategies for consultants in Nigeria.

Finally, it aims at finding out the peculiar
marketing problems of Ahmadu Bello University Consultancy

Services (ABUCONE).

1.4 SIGNIFICANCE OF STUDY

This study is considered important in view of the
relative importance of marketing in any product or

gervice firm. It is also considered important because
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marketing has been found to yield various benefits into
a consulting practice, These benefits include helping
to focus on business and effortg and also makines the
consulting firm visible to its clients and also help
ABUCONS adopt appropriate marketing strateglies that will
enable it generate more profit.

It is also hoped that this study will be of use
to future researchers who might be interegted in this

field of study.

1:5 PROPOSITIONS

These are not hypothesis because the research is
a case study of a particular orpanisation. In view of this,
the research gtudy intends to fofus on how the company
perform its functions in the following areas:
(i) What aspect of consulting they deal in,
(ii) How are their clients obtained?
(iii) How are old clients retained (referrals)?
(iv) Manpower supply,
(a) the number required, the number obtained
because of cost involved.
(b) training of their existing personnel,

1:6 METHODOLOGY

-

This research study adopted the use of two methods
of data collection namely adminigtered questionnaire and
documentary methods. Thege methods were used to enable

the researcher gain insight of situations that might later
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on be tested by other techniques and also provide a
supplementary data that might help findings by other
techniques.

The guestionnaire method was chosen for the gimple
reason that the method will permit maintainance of
respondents and high tesponse. TIn the quegtionnaire
method, some of the questions were in fixed alternatives,
the reason being that such questionnaire structure is
easy for respondents to answer and it also ;jives broad
coverage of answers to the questions. Other quegtions
were in open-ended form 8¢ as to give respondents freedom
of expression, reasoning of values and arguement.
However, for analysis of the data, no special mathematical

tool will be used.

137 DEFINITION OF CONCEPTS

Various definitions of the major concepts of this
research have been advanced by various authors, indivi-
duals and organisations. Some of the definitions will
be enumerated and the ones adopted for the purpoge of
this study are:

A. CONSULTANCY SERVICES

The Ingtitute of Management Consultants in United
Kingdom defines consultancy service g5 "the gervice
provided by an independent and qualified person or
persons in identifying and investigating problems
concerned with policy, organisation procedures and

methods, recommending appropriate action and helping to
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implementlthese recommendations"l This definition
shows consulting to be a special service to which managers
can address themselves if they feel a need for help in
problem solving.

The Association of Consulting Mmnagement lingineers
also defines consultancy services as "the professional
service performed by specially trained and experienced
persons in helping managers identify and solve managerial
and operating problems of various institutions of our
society."2 They are also of the view that consulting
services focuses on the manageriai oPerating and economic
performance of these institutions.

Another definition is that"it is a professional

service that help managers analyse and solve'practical

problems and transfer successful management practices

] 2
from one enterprise to anotner."”

Also Greiner and Mertzger define coﬁéultanéy
serviceg "as an advisory service contracted for and
provided to organisations by specially trained and
qualified persons who assist in an objective and
independent manner, the client organisation to identify
management problems, analyse such problems, recommend
solutions to these problems and help when requested in the

,
implementation of solutions."L

1. Kubr M: Management Consulting: A Guide Lo the
Prolession. PagC 7.

2. Advertising Brochure - New York Association of
Consulting Management FIngineers Inec, page 5.

3. M.8. Xutner - University Education for Management
Consulting.

4, Greiner L. & Mertzger R ~ Consulting to Management

page 7.
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However, for the purpose of this research, the

definition that will be adopted for consultancy

service is that "IT is a manggement service performed by
trained and experienced persons for the purnose of
agsisting their clients in improving their methods of
doing business."

B. MARKETING

Marketing has been described as the management
function which organises and directs all those business
activities involved in asgessing and converting customer
purchasing power into effective demand for spnecific
product or service and in moving the product or service
to the final consumer or user so as Lo achieve the profit
target or other objectives set by a company.

The Marketing concept ig often based on the belief

that every buginess must firgt consider the needs of its

customers and then gear the resources of the comnany to

satiafy those needs at a nlanned level.

Since thie research focuses on marketing consultancy
services it is necessary to point out that marketing
activitieg in consulting differs entirely from its other
functions. It is in marketing of consultancy firms that
the firms find itself in contact with external entities
(competitors and clients) which have independent existence,
The firm'g survival depends upon how well it manages to
adapt to the market conditions influenced by the activities
of these external entitites.

However, for the purpose of this research, the
marketing definition that will be adopted is marketing

"ig the total effort directed at convinecing your clients
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to satisfy their needs and wants through the services

of consulting firms.

1:8 STRUCTURAL ORGANISATION OF WORK

The entire research project is structured into four
chapters.

Chapter One entails a detailed discussion of the
entire project. It enumerated the aims of study, the
significance of study and meaning of the key concepts of
the research.

Chapter Two deals with a review of related literature
of the research. The various views upheld by various
authors were discussed and also some of the problems of
consultants and their general negabtive attitudes to
marketing.

Chapter Three dealt mainly with the analysis of
data. The chapter also discussed the scope and
operations of Ahmadu Bello University Consultancy
Services (ABUCONS) and the history behind its inaugura-
tion. Also data obtained through written texts and
interviews were analysed.

Chapter Four is the concluding chapter where the
conclusions and summary of the entire Tesearch was made
and recommendations were advanced towards an improvement

of the marketing efforts of ARUCONS.
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CHAPTER TWO

REVIEW OF LITERATURE

Marketing is considered very important and there
is the general belief that any organisation in which
marketing is absent or incidental is not 2 businegs and
should never be run ag if it were one. o important is
marketins in an organisation that Peter Drucker (1982)
referred to it as the distinguishing and the uniqgue
function of the business. Marketing is also considered
an egsential businegs discipline that test the company's
service or product against the customer's willingness to
buy at a price that is not only accepted to them but
also generates an acceptable profit to the company. As
such, marketing thinking and practice has been gradually
moving into service industries, H.G. Elam and N, Paley
(1978) are of the opinion that"marketing and its functions
are becoming increasingly mowe central to the firm and
that the relationship to technolopy and increased
competition from all sides is making the marketing role
increasingly critical in the service industriessﬁ'nlthouﬁx
in all, the role of marketing in service industries is
still limited.

Unfortunately, the professional literature contained
little on the marketing of professional services., This

ig because most consultants attribute their success in

1. Elem H.G & N.Paley: Marketins for the Non-Marketing
EBxeculive, page 28.
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thelr services.fo simply "performiﬁg good work"., This
is undoubtedly true but not very definitive.

Various reagsons are advanced for the seriey of
problems encountered in marvketing consultancy services,
James J. Mahon (1978) ia of the view that "unlike most
commercial products which usually take Langible form,
consultancy service firms are invested with a depree of
abstract trust and credibility that borders on the
ethereal; therefore efforts to market them must take
cognizance of this".e Another muthor who holds a similar
view is Thomas ban R.E. (1978). -lle opined"that marketing
of professional services ig difricult because services
are poYe abstract than products".5 For instance, it
is difficult to describe management consulting as a buginess
to someone who has never experienced the consulting
relationship. Another problem acenrding to him in pricing..
Pricing in consulting firms is often baged on value rather
than on cost and value is generally determined by the
customer and to some extent by competition.

Another problem iz that most consultants, like
most professionals do mot understand the importance of
marketing, consequently they do not markel their gervices
well. This situation stems from various factors advanced
by various authors. R.E,Kelley (1981} advanced two main
factorg. One of it is that wmost consultants have no

Praining in marketing and when called upan fo market their

2. Mahon J.James Marketing of Profegsional Services, p.i4.

3 Thomag Dan R.E. Strate is Different in Service
ndustries. Harvand Business Review

July-August,
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services, professionals often disrepard marketing.
gecondly, most professional aggociations often hinder
markebing until recently they banned advertising as
unethical, thus many consultants condluded that the ban
extended to all forms of marketing.

Phillip Hotler and Richard Connor (1975) identified
three main barriers in marketing consultancy services.
Firstly, is the disdain of commercialism whereby
professionals think of themselves as businessmen and
show hostility to any suggestion that they are motivated
by money rather than service to their clients. gSecondly,
Agsociation Codes Ethics which has erected stringent
rules againgst commercial behaviour, Thirdly, is equating
marketing with selling. This occurs because of the bars
against selling, therefore consultancy service firms
show 1little interest in the subject of marketing, having
made the error of equating marketing with selling.
Therefore, in identifying the role of marketing in
consultancy services, P.Kotler and R. Connor (1980)
advanced this definition of nrofeggional service marketing
which goes thus, "Profegsional services marketing consists
of organised activities and programs by professional
services firms that are designed to retain pregsent clients
and attracting new clients by sensing, serving and satisfy-
ing their needs through delivery of appropriate services
in a manner consistent with credibable professional
goals and norms."

Marketing im consulting also looks at the big
picture of informing the public of their services.

As earlier on stated, consultants generally dislike
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narketing. Most importantly, they avoid marketing,
because they view it as an isolated activity that occurg
at the start of an engagement. However, to their surprise,
marketing is the lifeblood o the consulting industry.
Consultants would rather consult than sell, They often
agsume that effective consgulting skills combined with a
few satisfied clients, should lead to an endless stream
of new clients. Therefore, it ig very unusual to find a
consultant bring highly developed marketing skills as
well as profegsional competence to the development of
his practice. They often times concentrate on developing
their skills in their areas of specialisation rather
than developing new marketing skills.

One fundamental problem in marketing of consultancy
services is the existence of a reluctant market place.
For a prospective client to admit that a consultant is
needed i8 a difficult decision and even if the prospective
client recognises a problem and admits to the possibility
of using a congultant, it is still a big step hiring one.
This is because of the considerable suspicion towards the
value of consultants and prospective clients are often
confused by the vast market place ol consultants, However,
consultants do not make it any easier for prospective
clients, because consulbtants not only congider it dis-
taateful for them to stoop to selling but they feel
time is limited for their actual activity of consulting
and selling time cannot be billed to a client.

Foremost also, consultants consider consulting as
an intangible service. To them, there is no fancy package

in consultancy services for the client to feel, see or
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touch., R.O0, Mertazger and L.L. Greiner identified two
bagic avenues for marketing an intangible service namely
the direct and the indirect approaches, Rach of the
approach invelveg a great deal of ingenuity and skill.
The direct marketing approach concentrates on image
building and is largely the domain of the bigger and
longer established consulting firms., Such consulting
firms strive for an image of high quality and a full
range of consulting services. This arproach is low key
and subtle. The market comes to the consulting firm
because of its impeccable reputation, real or imagined.
The reputation been planted consciously by the firm,
Although this approach is seen to be good, as its used
by big consulting firms, there are however, some obvious
problems associated with it. One is the imspoken
realisation that indirect marketing requires a long time
to build up subtle awareness and trusting relationship
in the market place. Another problem is the enormous
cost involved te support the lensthy process.

The direct marketing approach lean more towards
the smaller firms. This approach requires contracting
large numbers of people, To be successful in direct
saleg therefore, the consultant requires straight forward
skills in stamina, perseverance and easy sincere talk,

However, whichever approach is adopted, it requires
that the market plan must be conceived, designed and
executed efficiently.

one of the key facts of life in consulting learned

over the yearg is that the higher in the organisation one
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goeg for initial contact, the better the chanceg of
obtaining a client. Also, the begt way in which to
develop businegs is to understand thorourhly as possible,
the business issues of a client's market place. This
effort however takeg time and to digsipate effort over
several markets leads to insufficient knpwledge of any
one market and resultgnt failures as prospective clients
see through a congultants superfaciality.

Another important asvect of marketing consulting
serviCes is knowledge of one's competition., This
information is vital for large or small firms because it
provides an awareness of what one is faecing in a bidding
situation. Often times, large Consulting firms with high
overheads and large businegs development expenses like
ABUCONS tend to bid higher on a given proposal than do
small local consulting firms.

As earlier on discussed, marketin: in consulting
takes one step further, because it forces the consultant
to examine the interrelationship of the three essential
elements of a marketing program unamely: your services,
clients and competitors. Moreover, it focuses attention
on the clients rather than the firm's services.

Philip Kotler, a highly Trespected marketing
professor, outlines three main marketing orientations:
product, selling and marketing.

The 'product' orientation agsumes consumers
will respond favourably to good products o sServices
that are reasonably priced, Companies with a 'gelling!’

orientation assumes that consumers will normally buy
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enough of the company's products or services with a
substantial selling and nromotion efforts. The selling
orientation does not auestion the adeauacy of the products
or services, rather a firm develops methods to push them,
at high volume to produce profits.

The 'marketing' orientation demands that the
pompany must perform two key tasks, One one hand, the
company must determine the needs, wants and valueg of a
targeted group of consumers and on the other hand, the
company must adapt its organisation to deliver the
desired satisfactiong more effectively and efficiently
than its competitors, The key to profits under the
marketing orientation is constant generation of consumer
gatisfaction.

In esgence therefore, marketing femiliarises
one with one's clients and also helps to bring the
consultant closer to their competitors. The end result
of such marketing orientation is a consulting practice
with focus and direction. Often times, consultants
neglect the future, HowWever, consulbtanlg with a marketing
orientation realise that certain sctivities are necessary
today to insure a steady flow of work. These consultants
identify future clients and what is n€cesgary to secure
projects with those clients,

Major advantages accrue to consulting practices
when they market thelr services, One of such is that
it provides the firm with visibility among potential
clients and potential sources of clients. The style and

content of a firm's marketing effort will help communicate
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who they are and what they do. Marketing of consultancy
services also allows the firm to reach and educate their
clientg, Many clients do not know how to use consulting
services or why such services are important to them,
however, through planned markeling; efforts you can overcome
your client's ignorance. The adverse effect of not
marketing is that the consultant will reduce their
exposure and opportunities to gain new clients,

Another agpect of marketing consulting practice
is selling. This has however been identified as the most
difficult because most consultants admit that they
experience difficulty in finding clienbg and selling their
services, Infget, consultantg find it so difficult that
they disguise it as "businegs development"™, Bubl one ghould
make no mistake about this general belief, because
consultants whether they like it or not nust sell their
services. Infact, the ability to obtain new clients is
an esgsential requirement to make partnership in most
consulting firms, Infact, so important is gelling in
consulting buginess. that there is a general belief that
to lagt in any consulting businegs, the consultant must
become proficient in selling.

Most consultants avoid selling becsuse they do not
undergtand the selling vprocess. lhey often view it as

activity

an isolateds that occurs at the start of an engapement,
Once the project is sold and the consulting bepins, they
believe the selling is over. They do not realise that
consultants should always be selling., Infact, a client is

not 'sold' until he or she is satisfied. Uongultantsg
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unnecessary dislike to selling can also be attributed
to the stereotypes of sales veople and their images.
The image of sales people oozes with deception and manipu-
lation, pitting buyers, which often times, the consultants
dislike. Consultants also avoid selling, because they
have no training in it and lacking faith in their abilities
makes them unconfortable, since it directly contradicts
their image as experts.

However, in a more positive light, selling is a
personally rewarding experience, Selling allows one to
help someone in need. Through the selling efforts,
clients can relax, knowing that competent consultants are
solving their problems. Thisg however cannot occur unlesg
consultants sell their services. Selling requires a
certain orientation. gSellinpg at its best is a mubtually
satisfying interaction in which bolh sides win. This is
because clients needs are met on one hand and on the other
hand, consultants generates income, enZages in his or her
profegssion and reaps pergonal reward for helping the client.

Successful selling demands more than proper attitude,
The selling situation begins with marlketing efforts and
if these are executed effectively then selling involves
making the consulting services available.

Therefore, selling is a continual and integral
part of a consulting practice. If the consultant
demonstrates his competence and concern for the client
at all times, then selling is no more than and extension

of consulting practice.
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Apart from the general negative attitude of
consultants to marketing, relunctance on the part of
the prospective clientg also constitute a problem.
A result of this is that nmany a nanagement hag gone badly
astray by applying the same ruleg Uhat have served well
over the years. The reluctance of the prospective client
to hire a professional consultant is because management
hag far less experience in buying profegsional services
than it has in buying goods and eguipment, This makes
all the more important a betiter undersbanding of the buying
and selling of professional services,Warren J. Wittreich
(1966) opined that various buying and selling concepts
are necesgary in the solving of this problem. Ile suggested
three basic concepts which nust be borne in mind by either
a buyer or a seller of services. The concepts are

(i) minimizing uncertainty

(ii) understanding problemsg and

(iii) Dbuying the professional.

By the minimization of uncertainty a consultancy
service must make a direct contribution to the reduction
of the undertainties involved in managing a business. The
consultaent must take into account the impact of its
performance on the clients business. To understand the
probdems, the consultancy service must come directly to grips
with a fundamental problem of the business purchasging
that service. The third concept explains the fact that

a professional service can only be purchaged meaningfully

from someone who is capable of rendering the service.
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Finally, it is a widely held belief by conzultants
that clients will come to them without any organised
effort on their part, simply as a result of achieving
a good Teputation. They would like to believe that they
do not have competitors or that other firms are not
ageressive and cultivating the same pool of clients.
whether this believe is right or not, this Tesearch

write up will try to examine.
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CHAPTER THREE

DATA ANALYSIOS

5.1  BACKGROUND HISTORY OF ABUCONS

One of the main areas of increaging prominence of
Nigeria's higher institutions today is their consulting
units. There is no doubt that the extended concept
of consultancy holds sway in most higher institutions.
Quite apart from the profit motivation that is forcing
cash strapped institutions to examine all options, the
Nigerian society has become desperate and is now looking
more geriously to the vast repository of largely unused
knowledge available in its higher ingtitutions for
solutions of its multi-faceted problems.

The main area of consultancy units in higher
institutions activitieg is project development., The main
factor promoting the trend is the realisation that for
projects with modest capital requirements, orojects by
the consultancy unit is not only feasible but infinitely
more profitable than mere congultancy. These factors are
therefore affecting the traditional definition of
congultancy in institutions as mere purveyors of advisory
services. However, it is in light of this new focus of
consultancy units in Nigeria's higher institution that
this study was augumented. Focus will now be made on the

scope and operations of ABUCONSe
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3.2 SCOPE AND OPERATIONS OF AHMADU BELLO UNIVERSITY
CONSULTANCY SERVICES (ABUCONS)

ABUCONS was inaugurated in response to the
challenge to Nigeria's difficult economic situation and
the call by the Federal Military Government on the
country's universities to explore and utilise their congul-
tancy capabilities for any available consultancy jobs
in the country, instead of such jobs being farmed out
to foreipn firms whose performance could at best parallel
those of our indigenous talented experts.

ABUCCHNS was established by the Universgity Council
in order to coordinate consultancy activities amongst the
various Departments of University. In promoting such
orgpanised consultancy work, the university expects to
generate revenue to beef-up the institutiod 8 dwindling
finances., This of courge is consistent with Federal
Military Government's directive urging universities to
embark upon revenue generating ventures like consultancy
gservices, for which they have unique advantage since
universities are repositories of composite skills and
knowledge usually employed in congsultancy services.

As such ABUCONS is expected Lo scout for congultancy
work, publicise consultancy service Cagpabilities of
the whole university and generally make proposals to
attract funds to the university in exchange for
professional and expert services.

ABUCONS provides quality and professional services
to both private and public sectors of the economy in
order to impress the relevance of higher education policy

on the country's developmental needs and provide
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complimentary funding for Ahmadu Bello University, Zaria.
ABUCONSfu;fil these objeectives throush an organised and
formidable team of experts in certain fields of expertise
as represented by the teaching, research and service

units of the entire Ahmadu Bello University. The combined
expertise of ABUCONE is about 2,000, including 1,600 highly
skilled ABUCONS profegsionals and 400 support technical
staff.

Ahmadu Bello Univergity, Zaria, consists of
acadenic faculties and institutes, catering for both
basic and professional education. ABUCONS depends mainly
on the widespread talents available at the university
to execute consultancing projectgs. ABUCONS is a mulbti-
disciplinary consulting firm that applies its comprehend
sive services to regional projects for a variety of
private, institutional and sovernment clients,

ABUCONS provides among others, these professional
services:

(a) Agriculture

(b) Management

(¢) Environmental Design

(d) Management

(e) ZEducational

(£) Legal

(g) Medical and Pharmaceutical

(h) The Arts

(i) Idbrarianship and Library Service

(3) Computer Sciences and

(k) Natural gciences.
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The aims and objectives of ABUCONS includes:

(i)

(ii)

(iii)

(iv)

to provide technical, professional and other
expert services to all tiers of government
(Local, State and Federal Governments),
parastatals, the private sector and to inter-
national organisations. ©Such services would
take the form of feasibility reports, a

wide range of specialised profesgional services
such as socio-economic serveys, running of
staff development programmes, refresher coursges,
workshops, etc.

to manufacture and supply esgsential goods and
services to the general public areas where

the immediate public are not adequately
satisfied would be given priority e.g.
scientific/pharmaceutical products, etc.

t0 nrovide Wniversity staff who are able and
willing to provide consultancy servi ces

a legitimate avenue for making additional
income in conformity with Iederal Government
decree on private practice.

to enhance and make more applicable the academie
programme of the university through the
involvement of academic staff and in the
planning and execubion of consultancy jobs.

By providing consultancy services, academic
staff would be encouraged to undertake research
projects of immediate relevance to the

country, thus leading to a mutually beneficial
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relationship between teachine research and
practice.

(v) to contribute significantly to the financial
resources available to the university and
make suggestions for the optimal investment
of part of funds generated.

(vi) to undertake any other functions that may

be prescribed from time to time.

In order to realise the opjectives set above, ag
many members of the univergity community as are able to
provide services required by clientg would be involved
in the various programmes. The major orpans of ABUCONS
are:

(a) The Management Board of ABUCONS,

(b) Group Management Committees,

(¢c) Project Teams and

(d) Central Coordinating Unit.

The Management Board of ABUCONS is the maJjor policy
making body of the unit. It is composed of the Vice-
Chancellor as the Chairman, Depubty Vice-Chancellor,
five management committee chairmen, one member of Senate
selected by Senate, the Burgar and the Executive Director
of ABUCONS.

The Group Management Committees are divided into

Sub=-Comnmittees
five Management/and they cater for consultancy service
activities.

The Project Teams are often get up by the Group
Unit sub-committees on an adhoc basis and whenever projects

are obtained. After being constituted, the project team
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ghould liaise directly with the Central Coordinating
Unit as an executive arm. Such direct link between
ABUCONS and the nroject team is vital to speedy
execution of nrojects by reducing unnecessary levels of
bureaucracy in the decision making chain.
The Central Coordinating Unit is the Directorate
of ABUCONS gand it comnrises of the administrative, account-
ing, secretarial and supportings professional staff who
are responsible for the day to day running of the main
office. The Directorate should nongsess a corp of seasoned
professional and technical staff who should be regponsible
for technical and profegsional matbers. HoWever, becsuse
of the difficulty in attracting such profegsionals
to serve on a full-time bagis at ABUCONS, willing
professional staff from the relevant management groups
are deployed for limited periods of time. The selection
of guch professional staff is based on the recommendation
of the respective management groups, This hag as its
major advantages, amongst which ig.substantial reduction
of costs through the utilisation of in-house resources
and it also permits the replacement of unproductive staff.
In all therefore, ABUCONE is expected to yield
benefits to the university community as well as the world
at large. This is because the univergity and its staff
through this consultancy firm would be a@ble to avail
themselves of the opportunily of earning additional
income, while the external world benefibtg from the

expertise of the university.
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It would be recalled that this study is directed
towards an explanation of how #hmadu Bello Univergity
Consultancy Services (ABUCONS) markels its services,
the problemg encountered and the prospects it envisages
for consulting practice in Nigeria.

This hag made the focus of the invegtigation to be
on a critical analysis of marketing in ABUCCNS. In
this regard, data collected were analysed with use of
quanlitative and quantitative methodsg of data analysis.
Thirty (30) questionnaires were administered and the
results are analysed in this chapter.

The general problem of this research stems from the
fact that most consultants do not like marketing, Most
consultants deny a role to marketing, They often like to
assume that 'hungry' clients will naturally search out
their God-riven talents. They also forget that competition
within the consulting industry is intense and that many
clients hold a skeptical view of congultants.

These and other problemg identified will be

course .
discussed in the / of this chapter. This data analysis
is structured by first identifying the general problems
of marketing professional gservices, secondly by
identifying the marketing problems neculiear to ABUCONS

and finally by giving a summary of analysis.
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23 GENERAL PROBLEMS OF MARKETING CONSULTANCY SERVICES

Congsultants often like to think of themgelves as
removed from business development regponsibility in the
practice of their professions, They would also like to
believe that clientg will come to them without much
orpanised effort on their part, but simply as a result
of achieving a good reputation, They also like to believe
that their comnetitors or other firms are not aggressively
cultivating the same pool of clients.

Also two main barriers to marketing have algo
being identified and are:

(a) Disdain of Commercialism - This refers to
the hostility of most consultants when they are referred
to as buginessmeén. This is usually because most
consultants hate to be seen as molivated by money rather
than gervice to clients.

(b) Equating marketing with selling - because
of the bans against selling, consultinacy service firms
show little interest in the subject of marketing, having
made the error of equating marketing with selling,

Thegse two barriers, coupled with the attitude of
congsultants to marketing makes them ill-equipped gngd
unable to cope with the significant forces they face
namely; changing expectations of clients and increased
competition.

Another nroblem is that many consultancy firms
turn to some form of marketing in order to achieve their
objectives. Such objectives include gufficient demand,
sustained growth and profitable volume. And often times

they practice minimal marketing in order to avoid or
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minimize congcious development of a marketing program.
The firms feel that through ninimal marketing, they will
attain their objectives by rendering the best quality
service to existing clients, They also reason that a
high quality of service will lead to satisfied clientg
who will place their new business with the firm,
Furthermore, that satigfied clientg will recommend the
firm to others, thus leading to a subgtantial inflow

of new clients.

This logic seems quite appealing, bul unfortunately,
it has a decreasing tenable philosophy with consulting
firmg. One of it is that it places too much confidence
in the agsumption that quality speaks for itgelf and
this in marketing circles is known as "better-mouse-trap-
fallacy". Minimal marketing also agsumes that competitors
are not practicing the stronger forms of marketing, butb
in actual fact, an increasing number of firms are. It
assumes that the firm will deliver distinctively better
gservices than the competitors, bul gseveral other firms
will and thus., no firm may strike the client ag
particﬁlarly exceptional in this regpect. Another
drawback of minimal marketing is that it is a reactive
rather than a proactive approach to marketing opportuni-
tieg. This is because the firm does little to shape
its future clients or services.

The eneral negative attitude of consultants to

marketing also constitutes another problem of marketing
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congsultancy services. This attitude stems from the fact
that most consultants have no training in marketing
and unfortunately much of what they read on marketing
is essentially of a theoretical nature. And often times,
the congultant has difficulty in btranslating such
theoretical considerations into practical reality,
thus his frustration builds. This atimes, results in the
consultant loosing confidence in self as he gets dis-
couraged, depressed and too frequently, begins to
auestion his competence in the very areas,he has the
preatest gkills.

Having identified the general problems of marketing
consultancy services, the peculiar problems of ABUCONS
will be discusged. It is hoped that at the end of the
research study., some gpecifics that consultants may

adopt in marketing their services will be suggested,

3.4  MARKETING PROBLEMS IN AiMADU BELLO UNIVERSITY
CONSULTANCY SERVICES (ABUCONS)

ABUCONS, like most other consultancy service firms
does little or no marketing at all, It is their belief
that clients will always come to them because of the
reputation of Ahmadu Belle University. Aside from this,
gome obher marketing problems were identified through
the course of study. The various problems will be
digcussed under various subtopics. It ghoulld however
be noted that these problems were identified bagsed on the

quegtions asked (See Appendix for qQuestionnaire).
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(1) CLIENTELE PROBLEM

At ABUCONS, jobs are obtained throuph contacts
and competitive proposals. Also, through departments
writing proposals leadin to job procurements, However.
such departmental efforts are often notified to the
relevant management committee which would in turn
register or document the project wilh the central
coordinating unit.

This method of job procurement looks quite in place
but the regponses obtained were far from being good.

The regpondents were asked whether they often encounter
any problemg when soliciting for clientg, and their

responses is ag shown in the table below:

fable 3.1

Are Problems Encountered in Obtaining Clientg?

RESPONSE GRADING ABSOLUTE VALUES PERCENTAGE

Yes 24 80
No 6 20
Total 20 100

From the findings 80 percent of the resgpondents
arreed that they encounter problems in soliciting for
clients, Of the reagons advanced was the fact that some
clients already have their lon# standing customers and
are unwilling to do business with any other consulting
practice. This in essence means that the clients are

resistant to change. Another reason is the gtiff



33.

competition they face in the market place especially
with private consultancy firms. This is because most
times in the market place there is the presence of what
I will refer to ag the 'Nigerian IPactor', that is,
bribery and the highest bidder gets the job. This
however works against ABUCCNS most timeg because they
are not an autonomous consultancy firm and therefore
operate withi;?¥2te from the university. So, they often
depend on their 'sugar-coated' toniues as their bargain-
inf power.

Another method of soliciting for clients is by
making the public aware of their existence and the kind
of services they render, This is done by ABUCONS through
the organisation of workshops and seminarsg and these are
often given extensive media converage., ABUCONS also
consider their brochures ag very egssential for obtaining
clients gince it contains the guidelines and procedures
for the consultancy services they render and often times,

these brochures are used as a back-up device,

\\ b9 2D
(2) PROMOTIONAL PROBLEMS

The promotional techniques available for use by
consultancy firms are limited. This various marketing
technigaes inclddes; referrals, brochures, saleg
presentation, published articles, speeches and mailing
lists. However, different consultants hold differing
opinions concerning the effectiveness of these methods.
It i8 not suprising that they find certain methods

ineffective, since most consultants market poorly.
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From the result of findings, it was found that
ABUCONS adopts mainly personal sellini; and referrals
as their major marketing approaches. This is observed
in the table below:

Table 3.2

The Promotional Technique in use by
the Organisatlon

RESPONSE GRADING ABSOLUTE VALUES | PERCENTAGE

Advertising 3 10
Personal Selling 1% 4%, %3
Referrals 14 46.66

Total 30 99.99

o —

Advertising is in very little use because it is
considered unprofeggional and rather too expensgive.

ABUCONS rely much on referrals than any other
promotional technique. Referrals is the term used for
past and present clients in the consulting industry.
Referrals is often in use becaguse they are of the belief
that referrals from past clients are of course the bpest
possible prospects.

However, this referral approach regults into
a certain amount of dependency on the part of the clients
and this is not a healthy sgituation. This is because
long standing relationship may result in dependency
hostillty where some client managers may start perceiving
the consultants ag performing the work that rightly

should have been theirs. Also when a congultant continues
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to perform major assignments for a particular clientele,
it means he has failed to agsist the client in developing
its own internal capabilities to perform the agsignments
in question., The unhealthy consequen@ie on the part of the
consulting firm is that they start loosing motivation
and edge for developing new business,

From the findings also, it was observed that
personal contacts also accounts for 47,%3% percent of the
promotional technique in use. Personal contact is
also given prominBnce because in most consulting practices
it is the skill on which the initial growth of a firm
swins. Personal contact as a use of procuring Jjobs is
more common in the various departments of the university,
gince they are involved in the procurement of jobs, Most
of the time, the departmental jobs comes through the
staff, through their personal contacts. Jobs secured
this way are often properly recorded at the Group
Management Committee and then with the Central Coordina-
ting unit. However jin such cases, the sharing formula
for the net revenue relatively favour the individual
procuring the jobs in order to provide incentives for

further efforts.

(3) LOCATIONAL PROBLEMS

ABUCONS is situated on the Campus of #hmadu Bello
Univergity in Zaria. Since Zaria is nol a commercial
city, most of the jobs they procure are often outside
the town, This poses a problem to the firm, since
most of their clients have to be contacted through mails

and telephones. This methods are however very expensive.
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Atimeg too, sales representations are made, to familiarise
clientg with their capabilities and where the job is
already obtained, they are made to keep the clients
informed about the up to dabe activities of the firm
on the assignment.

Apart from the large financial outlays involved,
the location of ABUCONS also has other drawbacks, Among
which is in the fact other institutional consultancy
units like the University of Ibadan and University of
Lagos often gets the jobs before ABUCONS since they are
located in big commercial centres and they obtain the

jobs at very little or no cost,

(4) PRICING PROBLEM

In most consultancy firms, what to charpge and
how to charge are often the most troublesome gquestions
the consultant faces. It is however, a known fact that
pricing policies are very critical in any consultancy
service firm.

It would be recalled that the main purpose of
establishing ABUCONS is as an alternative revenue
peneragting avenue in order to supplement the dwindling
subvention received from the IFederal Goverument,
hence a need to look at their pricing policies,

The procurement budget at ABUCONG aim for profit
margins between 3%0-40 percent. Therefore several ways of
costing consultancy jobs are in use. IHowWever, three

principal methods were identified as the most favoured.
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They are the fixed cost basis, the time-basged approach
and the cost-plus approach.

The fixed cost basis method is where a percentage
of the egtimated investment cost of the eventual
project or the benefits accruing therefrom is charged.
This approach is often in use for projects in engineering
and the civil and construction industries where the rates
are regulated by the relevant professional practice bodieg.

The time-based approach is where The client pays
a basic retainership and a variable sum, computed at
agreed rates for the time gpent by its staff on the
project, In this gpproach the client is made to take care
of all expenses incurred throughout the duration of the
project,

The cost-plus agpproach is where the consultant
carefully computes anticipated costs (expenses) of
executing consultancy jobs and adds to such costs as
adequate profit margin. This approach is the most
intrtcate.

0f these three methodg, the cost-plus method is
most frequent in use at ABUCONS. At ABUCCNS, the rates
cheargeable depends partly on the clients ability to
pay and on the operating policy of particular units.

Aside from the amount to be ciharged, ABUCONS also
places much emphagis on sharing of profit., ABUCONS
operates sliding scales with respect to amounts accruing
to both participants and consulting departments and a
correasponding graduated scale for the amount due to the
univergity depending on the value of net receipts from a

project. See Table 4.3 below:
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Table 3.3

Formula for sharing llet Revenue (in Percentages)

Honoraria or Profit | Project Broup ABUCONS(on
Partici- Manarement behalf of
tion (on behalf | the Univer-

of Depts. siti
" A s 1
Honoraria of 33°/5 335/ 3%5/35

up to N10,000

Net Profit up to

100,000 30 50 40
Net Profit
¥100,000 and above 20 20 50

Source: Adapted from Guidelines and Procedures for
Consultancy Services at Ahmadu Bello University
Zaria, page. 8.

(5) STAFFING PROBLEM

Research findings at ABUCONES indicates the lack
of quality staff Bo handle aspects of their jobs. ABUSOND
do not possess permenent quality staff in handling their
jobs, rather they depend more on staff from various
departments . This could pose a problem to the firm
especially with the increaging exodus of most university
lecturers to the private sector.

Even for thie untrained staff that exists at the
firm, no training or staff development programmesg is

organised for them,

(6) INADEQUATE AUTHORITY

ABUCONS is a subsidiary organisation of Ahmadu
Bello University. Zaria. Therefore, it is not an

autonomous organisation, hence it has an independency
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problem. ABUCCONS has inadequalte authority, thus they
are handicapped as to taking certain decisions on

their own, unlike the private consultancy firms.

Fe 5 SUMMARY OF ANALYSIS

Having identified the various problems of marketing
at ABUCONS, it is evident that the whole problems boils
down to their deficient and inappropriate marketing
techniques. As a result, more than 70 percent of the
regpondents attest to Tthe fact that the marketing
techniques in use by ABUCONS often encounter problemg.
See Table below:

Table 3.4

Does the Organisation encounter any
Problems with their marketing Techniques

Response Abgolute Percentages
Grading Values
Yes 2? 75- 53
No 38 26,66
BOTATL 50 99.99

Various reasons were (jiven for this, most of which
emanates from the problems identified above. They also
indicated that another reagon they encounter problemg
is because their marketing techniaoues appear too
sophisticated for the socio-cultural environment within
which they operate. The general reason however, is that
marketing techniques in the counsulting industry is

limited and most times, they found out that mogt
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congulting firms adopt the same techniqueg.

Despite pll the odds apaingt marketing in the
consulting industries, there ic still a general
congensus that the prosgpects of the industry is
bright . From the findings, various reasons were riven
for this general thought.

Among the reasons advanced includeg the fact
that since Nigerian government is now insisting on self-
reliance in all the facets of its national 1life, it
means indigenous professional practitioners will now
obtain increasing patronage. Another reason is that, it
is increasingly becoming avparent that the trial and
error approach often adopted by clients in tackling
their problems is not effective. Thus, there is the
increasing awarenegs for a need for gcientific approach.
Thus, there is the increasing awareness for a need for
scientific approach, hence with time, clients will start
seeking assistance from the appropriate nplace, that is,
consulting firms,

Bearing in mind all the above points discussed
as militating against marketing of consultancy firms,
it is hoped that the researcher hag been able to justify
the claim that most congultancy firms are faced with
marketing problems and lLhat such problems is a direct
consequence of their marketing techniques.

In the next chapter, suggestions on how such
problems coulll be solved are raised and it is hoped
that they will be of use to future researchers in

similar field of sgtudy.
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CHAPTER FOUR

4.1 CONCTLUSTION

This study has tried to explain the problems and
prospects of marketing consultancy gervices in Nigeria
using a cage study of Ahmadu Bello Universgity Consultancy
Services (ABUCONS).

From the analysisiﬁﬁéy and manner by which ABUCONS
markets its services were highlighted., It was observed
from the findings, that most of their marketing problems
stems from the way they market their services and the
attitude of the consultants to marketing. One of the
problem ig in the fact that most of the consultants
interviewed feel little or no need for marketing,
they hold the view that clients will always come to them
because of their reputation and public image. In a
consultancy firm, this view is attenable where the firm
undertakes continuous steps to increase their overall
market visibility and reputation. This is because
atimes, many consultancy firms have a distorted view
of their image and are even suprised to discover how
they are actually perceived and talked about by their
competitors.

The investigation also revealed the negative
attitude of the consultants and that they ignore the
business agpect of consulting, hence congultants do not
feel a need to market their sgervices. lbwever, with the
increasing awareness of the need for consulting and
hence the egtablishment of many consulting practices,

congsultants are now developing markeling strategies
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like
becauge they feel a need to sel%;evoryone else,
Also, apart from marketing being seen as necessary;ﬁglso
yields tremendous pay~offs to the consultancy firm and
without marketing, the congultants source of clients and
revenue will dwindle. Beyond obtaining clientgs,
marketing also has hipgh internal value to the organisation.
Through marketing, a good image is egtablisghed and the
quality performance of the organination leads bto a
growtlh cyele. As you become known as a repubabvle
congultant, your client base expands and higher fees can
be charged. A Tresult of thig is an increaged revenue
and as such ABUCONS will be seen as achlieving the
aim of its existence.
Another conclusion drawn from the regearch
problen
investigation as militating against marketing in ABUCONS
is the independency problem. This means that ABUCONS
is answerable to Ahmadu Bello Univergity, Zaria. A
regult of this is that the authority of consultantg over
the operations of ABUCONS is limited and this invariably
affects their competitive pogture in regards to other
private consultancy practices.

In all therefore, most of the problems of marketing
in ABUCONS can be gald to be internal, that is, they
originate from within, both from the consuiting firm
itgelf and Ahmadu Bellp University (Its parent organisa-
tion).

However, despite all these problems, btine regearch
findings still conclude a very bright future for consultancy
practices in Nigeria because of the new orientation of

the Nigerian gociety in the rationalization of their
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economic¢ choiceg hence the need to gseek management

and technical expertise.

4,2  RECOMMENDATIONS

Consultancy firms that want Lo grow and prosper
will have to shed their negative attitudes to marketing
and confront marketing issues and challenges. No
consultancy firm can bage its future on minimal or casual
marketing.

In regards to the locational problems faced by
ABUCONS, it is recommended that branch offices of ABUCONS
should be established in the various commercial centres
within the country and even abroad since they engage
in international businesses. These branch offices
should serve as collection centres for procuring ;jobs.
The offices could also be granted the authority
to carry out consultancy ,jobs of a maximum profit level.
This will help reduce the costs involved in going to
golicit for clients or even helping the clients (where
jobs are already Engaged%tg%%east with the developments
of their jobs,

It also recommended that ABUCONS be granted
autonomy. This will enable them compete effectively
with firms in the private sector and this could also
increase their quality of work and even pive the
consultants a sense of commitment since they know that
the univergsity depend on them for their revenue
subvention. Also by gpranting them aulonomy, the consul-
tancy firm will be able to operate like a limited
liability company and can thus golicit for financial

loans to carry out its activities.
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As regards staff development, various training
programmes could be organised for their members in
matketing planning and sales building. Also, seminars
which they often organise as a promotional device for
ABUCONS could be used as training of consultants.

It will also be necessary for a marketing
plan to be devised since it is found very egsential
to the success of a consulting practice. Apart from
it being necessary, an effective marketing plan also helps
create demand for services,

Also, a time when consultants can rely on their good
reputations and business will flow in ig rarely the case
today. A Carefully planned and implemented marketing
effort plays a crucial role in the development of every
consulting practice. The option whether to engage in
marketing of consultancy services no longer exigts,
rather the option relates to the gbeps one may take in
developing an effective marketing program.

Finally, it is an agreed consensus that congulting
has a future. For the future, government, business and
other consumers will geel, pay and value people with
information and congultants are bthe people with

infermation.
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APPENDIX

FIELD SURVEY ON

PROBLEMS AND PROSPECTS OF MARKEITNG CONSULTANCY

FIRMS IN NIGERIA.

A CASE STUDY OF AHMADU BELLO UNIVERSITY CONSUL-

TANCY SERVICES (ABUCONS)

QUESTIONNATRE

Dear S£ir/lMadam,

The above study is in partial fulfilment of the
requirements for the award of Masbers Degree in Business
Administration.

Your responses to the questionnaire will help indicate
the problems and prospects of consultancy firms in Nigeria,
Emphasis will however be on marketing ol consultancy
services.

Please bear in mind that any information given
will be treated as confidential and there is no way you
can be identified.

Thanking you for your anticipated cooperation,

Yours sincerely,

Ronke S. Oniyangi

Research Student

Bept. of Business Admin,
Tnstitute of Administration,
Ahmadu Bello University
Jarla,
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SECTTION A

(Please tick whichever is appropriate)
SEX: Female /7 lMale / 7/
AGE: 20 - 29 [/ 7
30 -39 [ 7
40 - 49 Z:::7
50 and above /7

DE:LDAE?.TMI':NT-ut-...oo--no--...cn-.a.o.o.olca...-
RM]K-.............'l‘..'.'.'...l.'l.'.........

HIGHEST EDUCATIONAL LEVEL ATTAINED
Univergity Degree or Equivalent /7
Diploma or Equivalent )/
Any other, pleage specifyicccsescesssssss

. % & 8 8 % % 8 8P e 8w s e

SECTION B

How long has your organisation been in the consultancy

business?

1-2years [T

3 -~ 4 years / /
5 and above [T

How does your organisation obtain its clients?
Please SpeCify cevecocecsscccsrecesvcesennccosacncanne
FPPEEPHEEAEEIRAANES S A DEOEERES RS LTSRS SEAELAN S 000800
What convincing techniques does your organisation
adopt in persuading your clients the need to make
use of your ServiCes: eceeveccccsesccsscsscccssscncasnse
g T T I I IImm T T T s T I

B 8 & 8 & 8 B 8 8 B Be s AR s B A EE R s s h R E RS s AR R e
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Do you often encounter any problem(s) in soliciting
for clientg?

Yes

-
No —
If angwer to Question 4 is Yesg, specify what kind
of DEODLEBI ) wues ok FRRETERLGEED IS IdRE e S
niuon 9B 98RO BB Rl B SRR AR PP BT REEE
I L T T T e T T T TTTIIT T T I e
Since consultancy services is still an entirely new
phenomenon in Nigeria, how do you make the public
aware of your services and ils importance? Pleage
SPECLLY ecvevecovcscsrececnsecscccasrecascenrsovenses
GERBES S EESSEN SIS SRRV VAV S EET RS
Gae b 8K NN ENARA S R SR O S S SRS EATE R
What kind of organisation makes the most use of your

ser¥icesg?

Private L7
Public [ 7

Government CoTrporation /7
wWhat promotional method does your organisation
adopt in reaching your clients?

Advertising [/ /

Personal Contact )}y /

Referral /= 7
How does your organisation get o their customers
and how convenient do your customers find the
loocgtion of the orgsnistlon? sisseesesssdoososiveese

@ ® ® g B8 g P E R RS EP AP @A RE PR ARE s F e B R R AR,

CRE I B B B B B B B R B B DR O B I B R O I T TR S R I T R T .
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What pricing techniques are use to cost projects?

" B TR R R R R E RS E R R R R R R e
& & 8 8 2 8 88 W A a8 P W e a8 e ® e s e E e e SR e P s e

Does your organisation encounter any problems with
her marketing techniques?

Yes VA

N0 i

If Yes Yo guestion 11 above what kind of problems?
Please BPECLLY ssevcvcasevesvssctcsscnccssnsonssones
IR ER TR RPN EREEROsaNssts e e ressansttossseane
N A N O ST RO
eI ee s P aetNEss 80 et slines ottt iostnsststotssses

LU B R O BB B I B B R R B B BB R N B BN B O B B O LA B BT B DL T O N B B LA

Do you forsee any prospects for the consultancy
indugtry in Nigeria?
Yes

No

1

Whatever your answer to Ouestion 1% above, please
indicate WRY? .seccsococnsenesssnroocecsascnsscsee
R PP
D R PI I ID R e L -

@ 8 8 8 B P 8 & B B 3 @A EF B AR PR e e e R R R e



