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UUProfessional Services Management Journal presents: 
Stasiowski on…   Differentiators That 

Don’t Work  
February 4, 2005, No. 239    Very Personal Advice for Design Firm Principals 

“Guerrillas seize on the consulting industry’s lack 
of marketing differentiation to produce precise, 
cogent statements of their specialized expertise — 
that’s what makes the telephone ring.” 

     —Jay Conrad Levinson and Michael W. McLaughlin 

When you set up a marketing plan for your firm, it is important that you focus on how to 
distinguish yourself from the competition. Unfortunately, much of the marketing material 
I review looks virtually identical, and does little to grab the client’s attention.  

There’s a great new book out that tackles this subject called “Guerrilla Marketing for 
Consultants,” by Jay Conrad Levinson and Michael W. McLaughlin. In the book, 
Levinson and McLaughlin offer the following list of differentiators that simply don’t 
work with clients:   
 

1. Quality service. Every client expects consultants to provide “quality” service. Every 
competitor will make this claim, thereby neutralizing its impact. 

2. Best price. Most clients do not hire the cheapest consultants to handle their 
toughest problems. A study on the impact of varying pricing methods showed that 
almost 50 percent of the professional service firms trying this strategy reaped no 
measurable increase in sales.  

3. Methods, tools, and approaches. If you hire a carpenter, you expect that 
tradesperson to show up with all the tools needed to complete the job quickly and 
efficiently. Clients expect the same from consultants. A study on effective 
differentiation strategies of professional service firms showed that 40 percent of 
firms that boasted new techniques and tools to deliver services ended up with 
dismal marketing results. 

4. Service responsiveness. It is a waste of your breath to promise clients quick 
responses to questions or on-time and on-budget project performance. Client who 
pay high consulting fees expect quick service, and they will pressure you to provide 
it. 

5. Credentials. Many firms stress the academic pedigree of their team to show why 
they are special. However, most clients couldn’t care less where your team was 
educated; they want to know what your team has done that relates to their project. 
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6. Importance of the client. Some consultants stress how important clients are to the 
firm’s business and promise them special attention. Clients will often shrug off this 
offer as hype unless they have a special status with your firm that confers benefits 
to them not extended to others. 

7. Testimonials. Don’t provide clients with testimonials. Instead, show them your 
complete client list and invite them to call whomever they wish. Clients will 
contact the firms they know and put more stock in the opinions of their trusted 
network members than praise from unknown clients. 

8. FUD. Consultants often try to convince clients that there is an urgent need for a 
specific service by instilling fear, uncertainty, and doubt (FUD) in their minds. 
Clients routinely see through this ploy and will stop listening if you try it. 

Stay tuned for more tactics on how to distinguish yourself from other firms. If you’re 
interested in “Guerrilla Marketing for Consultants,” go to www.wiley.com for more 
information. 

 
 

Coming Soon — A/E/C Business Development Seminars 

Join us at PSMJ’s A/E/C Business Development for Principals and Project 
Managers seminar, the only program specifically created to infuse A/E/C firm 
leaders with innovative methods to approach business development as an integral 
part of your firm’s strategy, proven to drive up profits, retain clients, and secure 
more projects! 
 
You’ve been in business long enough to know that it takes a lot more than just a 
creative marketing plan to develop new clients and maintain competitive edge. You 
need real, tested and effective tools that will actually yield you more work! From 
getting an RFP, to developing your plan of attack to execution, this is the course 
that teaches you exactly that and more! 
 
And there is more! Get a custom strategy for an RFP you’re working on right now. 
On Saturday following the seminar, from 8 am to 3 pm, join a small group of your 
peers and get an instant incisive strategy! Space is limited to ten attendees for this 
optional third day, and at only $395 this opportunity is not to be missed. 
 
PSMJ’s A/E/C Business Development for Principals and PMs is being held     
in six cities from March though April 2005. Call PSMJ’s Education Department at 
800-537-7765 or 617-965-0055 for more information, or visit www.psmj.com for    
a list of cities and the complete brochure. 
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