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, n RACT 

Thic: thcc:is is 11 research on hm uildin consullancy ftrms in Ken •a en• r 0111 th ir 

marketing manag ment in spite of the apparent inadcquat kilO\ lcdl!C. slowness and rigidity to 

accept changes b the consultants themscl cs. c mpoundcd by th strict p• ~ so;ional thics by 

th profe sional bodi son overt mcth ds of marketing 

ll i hypothesised that marketing by the firms has been 111 fTcctive and hence the poor 

performance by m st ofth min the light of the appar nt increase inn d for the s rvtces. 

This research is based on information oltained from building consultants. potential 

clients for building nnsultanc services narncl •; building contractors. building de eloper and 

t\'Jinistry of Public Work d partments as well as marketing consultants 

In order to hav a basis for the research a review of lit r11turc 111 marketing has been 

done Thio; I •ins wir It th definition r what mark ting is conceiv d ro l c by di fTerent p ople. 

from the various d finitions an OJ er11tional definition of''marketing" ac; used in this research has 

en clcv loped 

Th research v:tluat s eli~ r nt to Is of mark ling generally (111d how th can c used 

in mf!rketing ofservic sin generf!l f!rl<lthcn nf!rro' s down on marketing oft uilding consultancy 

servi es. The uniquen c;s of mt~rk ting or service in eneral and building cons1lllancy services 

in particult~r hac; also c n apprais d 

The diiTicllltics of using some marketing tools developed in the litcrt~tur rcvtcw for 

buildin conc;ultt~nc s rvices is hi 1hlighted and ht~s also been discussed in this r search. f-rom 

h d finitinn or I lilrk ling as \V II as a g ncral appraisal or the lllfll kctin prC1CCSS together\ ith 

th nHllk ring 1110d Is in re 'llrd to the unique problem of marketing of building con ultnncy 

s rvt s a con cplual th oreti al mark tin model for bt~ilding consul anc services hils been 

dcvelnped fnr the research 
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alirv and lhics se m I b major factots that caus u111qu ma• ring prollem of 

luilding c nsuhan sin K n a and therefore. th c;c '' o aspc Is are con"tclcr cl t • thcr 

lo t1 I a kg• md th 1 " arch. th th sis pres nlalion starts I y xt ndin the 

uenc• al ack round of h1tildin consullanc . h_ doin this it helps In fo us n th professional 

invol d in building cons dtanc. r and th it con tribution as ' ell as the instil ttiotlal frame' ork in 

' hich lh 01 1 ate rhe v lnt i n and d velopmcnt of professions has also l en discuc;sed in 

orde1 to mdersl and I h ist n e of 1 lain rest ri t i ns ' hich are ex r is d b. c rtain 

profi ssional bodies 

tott~l of 72 building cnnsult an y firms. comprisin of 12 'onsulting Engineering firms, 

_7 Qut~nlit • Sur c_ inu fitms and ll rchitectural fitms we• inlet JC\ ed tsing qu stionnair 1\ 

.uro 1p of polrnlial c li ents mp11s111 or I uildin c ntractors. d elopers and th1 d pmlment 

.fini"t' or P thlic Works • 1c also int rvi ' ed using qu stionnai1 s Tn addition th tes <uchcr 

1 ctsonall int tvie' d 4 mark tin• res a1 h firms throu•h p r ont1l in lcrvi ' s 

Th dt1ta II cled was ant~ lysed manual!_ to ilSC inlet fl' Ill lion as ' ell as qui ken the 

ompletinn nf the r s arch Th data hi h c uld n t I anal s d through quantitative mean 

\ as r• c;cnted in the f(mn of d s ripti 11 

r1 0111 th rcs11l ts of th data int 'I r ·tat ion in this study it 1s llPJ ar nt that most huildin 

cons titan · fi11ns do not mark I th it set vic s fli ti I · This ish rtt1se of lack of appreciation 

hv som I tilding onsullants of the rotencv of som m;uketin• tools as w II <1s the fact that, 

rhos consultants whn know and wish to use these tools can n I do c:o h a 1s of s 111 

r '\ltic-tions imros d h th r sp tive professional bodies It is th refnre r commended that 

h11ilclinu nsultants should b du at d in the ar a or mark tim.!. and also som rc. tticli e 

profi ssional h •-Ia s t hal hindet market in of ilding consultan . services sho rid b 1 'P alcd 

and c:uttahl sa~ guards a ainsl alusc offre r marketing rc ulati ns shou ld he 11<1 ted 
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ark tin I<\ h h tsin ~c; un lion thai id nti i s tlsl mer n Is ani ants 

rmin s hi h tar L mark ~s th r ani ati n an h s s r d si ns ap r priat 

an 1 r ra mm and ails th 

r ani ati n to thin nd s rv th usl m rs . II ntif in us m r ne d 

r d t and s rvi s, ri in , listril 1 in ani pr m tin th m ff ti ly make. it as for 

1nark 1 r 1 s II th ir 1 r du ts . 

Th aim of mark I ing is L mak it as f r mark t rs t t ust m rs. ' h aim is 

kn w an I md rstan I th tstom r s II that t h 1 r d 1c r s rv i fils f r th pur s 

r hich it is int n I f ran J henc s lie; itself {Kotl · . I 92 p.S . Mt\ k lin is th 

ss m a which th cl 01101111 S IS 

anti iJ ated r nlar d and satisfi d throu h th n, pr m ti n, x h( 11 and 

ph sica! dis ril Jli n S\1 h o Is an I s rvi, s. Mark tin in I Jd s a tivi i s, that ar 

r I d l th ns 1mer. A s q en e f the. acti iii s kn wn a · fun ·ti ns inciJcl 

cf terminin hat th ttslom r ants an I in wh am mls th m ans . f r a hin lh 

mer llVlll th bu 1 h pr clu 

Th s II r f s rvt s has th a me adv rtisin an s lling pr bl m Ill d mand 

rea 1 n a lh tl r f th in that h mu. 1 i nlr luc 11 w alur s f th s rvic s l 

th ust m r an 1 ur lh p r ha of his rvi s rather han f his mp tili n 

( ailot· W . .J. 1 8 , . 248 ). s is th as with lh s II r f g lh 

f lh un1v rs fsllrs f . rvi s. ~he onl ess ntial d if rene 

rvi has n st r nc rn d ith he trans~ r f till . rv1 s h r 



ma b a fivi i s 1 n fi 5, r s~ti. fa ti ns that ar ffer d r r ~~I v h r 

h r i~ n han tan ihl g de; hi h in th tangil I 1 ran r tit I 

h sustain d X uti n f n th u h th d n l p lSS S. rnat rial 

~ 1bs anc n r mv lve a trans~ r 11 h ~ppl i <tlion r marl< tin kills and 

ols . , 111 r th mark tin t Is us d in I u ~ rms of ad rt is in . A lv rt is in is 

nal, trt1d and 

ive away j rnals, casi nal televi i n c mmerci<tl and ~h fr aclv rti in availalle on 

. it h ardin partly compl ted Juildin , plant su h as wer ran s v hie! s and sit 

offic s. e ic in, ti Jlions, j st lik th se cone rn d with h mark tin r ds, must 

tnak a profit to remain in bu ine, s, and thi. inv lves ex han c which r quir btainin as 

w II as r taining ustom rs. 

Th r lisati n f th n· d for th devel r rncnt of marketing mana em nt am n the 

build in pr ~ ssional s h a CJ 1antity surv y< r , archil ct and en ine rs e ms n 1 t be 

II dcvel p I. ' his i. appar nl fr m th eneral lack r l<n wled a t Lh s 

pr ~ s1 nals among th p tenti< I b 1ilding clients. r h~ teen Is rv d t y s v ral build in 

l rofessi nals that in spit of th imrortan rk d n hy them many dev lop rs d not kn w 

or a pr ciat 1 r fessional s rvi s rna b du I th natur 111 intan it I and 

invisil le unlik th of th ntracl r. . It is th re~ re mm n 1 se a eli nt htaining 

h lildin constru ti 11 a lvi · fr m a mal rials tpJii r or <t c nlra t r ( ton P.A. l 8(} p 

I 7 . Jlow v r reputal I , such "ad is rs ,. ar , they ar m stly s II their g d 

an I can not a I a s t xp led giveth m t econ mica! lution. Most ntract rs ven 

when they ha cl tanl d o es1 eciall wher the b sin s w uld 

els wher . he nl p pi wh ar trained and are th ref r exp ct d t provicl 



h Jilding adv i cluti n. h ic < r r Iiane . mat 'riaL and · mtra t >r . 1 r< vi<;i< n u 

c;igl . lll~p I i< 11 flllcl t~rl itrfltinn tl '< r I in ll ' d (If'(' the i nd 1 nd 111 I r , c;c;i lllfll 

• )Jl<) Jltfllll<; . 

Th ah > ' ~at· nl affair~ Ill al <; thett th r IS ~1 ( Ill j 1111 'd ll cl I< r h 1ildin' 

ns lllnnts t thH th I' (Ill f th ir . r ic c; tn l b tlrr kn ' 11 tn th ir 1 nt ·nt ial mark 1. 

Tl ns lllnnlc; I n 1 alwa s llav tar 11 lh a jlllr .i hs . Th 

uantity c; rv , 11 fir hit tc; to a fJIIIr'J h .. Th t\rchil ls 

ma tar l h li nts lir tl , I fn u. 111 n instiluti ns u has hClnk . t\t tim s til y 1111 ht 

lo< k at nth r onstdtant .. . 'om ns u It a n ts mark 1 a<; a t a Ill an I 1 h u 1·111 cln jol s 

th r . [::a h firm In it's own appr ach tho h i r sp tiv of til ma111 pro id r of th 

.1 l s. th c nsum r sh uld al ays l lh kin . Thi.s is l aus h cl rmin s th urr nt and 

f 1111r 11 \: of .i bs thro 1 h his < \ n d man I and rc rnrn nc!CIIi n f th ·c nsultanls t 

others . 

Th nstructi< n inlustr 1s triparlit 111 natur ompnsltlg f d si n rs. < ntmctors 

· nd the li nl. Th I si n rs ar th prof ssi nal I m nl in th rinily and ar th ms I s 

dh idcd int a nttml r o ser arat roups c pro~ ssi nals, ench I alin with th irs gm nt f 

lh d c;ign J rnr . sionals h r ar · p 1 lc with I arn d sr 'Ci(tlic;t skill in an ar a< f 

I uil lin onstructic n as 011str 1 ·ti n 1 r c ss . 

In a 1 a1 r rr s nt d t th /\1\K 1 ra tic _ . Mba ' <l .1 . S. b. rv 

1hr1t til I uillin pro~ ssi'1nCIIs ar osing th ir mark h ir ovn failur as n t d. 

(i) Th r is ' n ra I f am 11, d v lop r" me rnlll 

th q1alit _ ofsr c; ,. nd • I I I the pr r s. i< llS lo th s Cl t . 



(iii 

IV 

(v) 

(vi) 

h ight n I I h I in s lic;c::(ltis a ti n ith 

th nc;tru ·ti 11 relat d rr f sc;ions an I rr ;1 ·hall llfH' I th 

fltl\lr r' ro 

'h r ha 11 a c:;r at r r rls c 11 • rJllll rrup ~ rrnng 111 111 

on rllltl tlrquisition r .i he; and n in lh administrali n n 

rir>l in m n y fr m the eli nt . 

Th r is an imr r ssi 11 <; I that pro~ ssionals tak mall s to mu h into th ir 

own hands to a 11 111 thflt th pr fessi nal ar 

t h i r 111 a i n 1 rm n c f than th · <1 Ivan m 111 f s ial lut . 

Th 11 maintain rul s and 1 racti s h 1. ff l is l 

r s rr om tilion f1ncl li eralisal i 11 of thr industr fnr xamplc the 

r s rt tion l us s m 1 r rn li nal tools like <tl rtisin ani a fix d . ale of 

f ac; s t ut in ap 25. 

Th r h a h n s 1 a r II i n lations < f misdir ·lion in d 'Cisi n makin 

c n r n i n g pro j c I w h r p r f cs s i o n al s 't r i n v < I v d . · < r a m pI e . d i i n 

on rn Ill im1 I m ntat i n nf th pro." Is wh i h ha e turn d < ut I he vi w d 

as nat i md lic;ast rs. Pr j Is such n urkwel h_ drn- lectric r w r ration. th 

pr os d K n r~ tim s m lia trust h adquart r .<~. th 1 r p 1s d mark 1 plaza 

whi h was supp 1s d I< b n put I ic ar park . 1 h 111 I r ro llld 

J V~lll j ar I m; shop( in mall wlti h \ a . 111 p 1<; d to he d Oil Cl 

r cr ali Jl rulli park <tnd olh r pr ~ ssionals ha I c n 

inv lv I "''to I slopp cl after puhli 

4 



vii m I it of tr <; an th han in na ttr of m lh d f hnical 

achi v m nt ha. f th ch ri sh f 

practi which earli r g n rati ns saw fit in th ircum an s f th Jaw to 

lay do n a ~ undati n f pr fe ionali m. For e ample cqu'ring 

nat skills requir a lot f lrainin in 11 ges which inv lv payment 

urn f m n y nd the yard tick (! r u c ss in Ji ~ em e 

m n tary reward unlik in the pa t wh r gl ry and h n ur IS d to h the 

den min at rs (Ml a a J. . 1 9 ). 

Th ab v calls ~ r m r use of ome mark tin tool by the buildin con ultants to 

enhance their pu lie ima . Th s co lld be done y the u e f f r exarnpl pu lie relations 

hich has b n term d a th m st i m rtant and ef~ clive t 1 of marke in service by 

contrib ting t ward g d cause.. Imp rtanl a ve all i t d velop g d quality and timely 

ompleti n ta~k whi h are ta k f mark ing ( Talukhaba 199 ) 

he apparent lack f appreciation f marke ing amon building pr fes ionals i not 

miq 1 in th s n the id a of mark tin has traditi< nalJy been not 

only ~ rei n ut cr tasteful. Aft r all ha d ct r~ Jawy r quantity urv y r, engineer or 

architect w rth hi alt w uld ven n ed t' go ut hu lling ~ r 1sine s? Whil this view 

ight in many pe pie's mind it is radually re edin before the forces 

f ec n rnic reality . As m r pr ~ mp tition (! r cu~t mers 

harpenin alth 1 h th re ar fact r r stricting pen comp ti ion. Am n the o tacles 

encounter d In mark ing r rvic s are stri t ethical and I gal c r s rain s buyer 

ncertainty n d t } e p rc ived a having experienc · limi ed c1· fferentia ility 

immea ura 1e enefits f adv r isin and all a tin ime to the marketing a k . 

5 



1. IR 

hi s ld c;ti at I h · I tildin n. lit· nts nducl d th ir marketin 

ssi nal h li c; r~nd appar nt 

n~ultants, p I ntir~l h ilclings 

mana m nt in spit th r sl i ti ns im1 

Ia k f mar tin m<lnag m nl c;killc; . II as ll 

clients an I mr~rk tin p rts It a ut th statu. 1 an I h w it c uld h impr v cl in ord r 

t r ti tnllrk tin manag m nt pracli 

1\ as al ati n 1ilding nsultan y in K n a in li al s that 111 pit f th 

m r as in mand ~ r mpr I h ) IS in and in frast ru 1 ress r ~ r ffi ien and 

tildin onstru ti 11 as m r t tilding I v lo1 rs b m 

al 1 for th 1r tnon I lllcllld f r mstru ion ns It n s rvt · ~ llpp ars 

JllSUC)Iainal I (Mo h( h .J.I9 An. ~ nha T .. J. ... . 9 . Gi hung II. J 3) . h 

I h m a i n r <1 so n s w h , u i I d i n co n, u II a n t s a r fa J1 i n llf f 

nstrJ ti nmat rial. 

i i) Th s r 1 ec; fth prof ssi nalsar unaff rlabl 

iii · h t hi r I ' as< n II h that th rrsp tiv I i nts ma ha 

alt rnati s fth pr f ssi nal ser ri s. 

r her ar no I< mall rr r c;sionCliS Ill th mark I 01111 ( rc I t th .I h 

avl1ila1 I 

) Th so ly I es n 1 s m 1 ~ I th n I for the pr s n of th s 

pr nalc; ar a n ssary e p ndit 1r ·. 



a h rinJ! < f t uildtn pro~ s~i nalc;, a rnf s~ional l;'lm 'Ill~ at tit th 

r c;tat of th h appro al f s 1 Jstandard pl(ln c; 1 y th i ty 

tannin and d v lo m nt s cion f th ·it c uncit in Nairobi and th r t Jrl an ntr c; . 

S m c; ar : 

.. ... . I sc; than . 0% f all b tilt sir 1 t tr is Nair \ i ar 1nn I ' p 1 t h ar n t 

n1 ml r~ f 1r As~ ciati n (At\K hnin11nn Q, Kniru hnchin durin~ 1 9~ AAK 

A nnun I gen rnl m tin g) 

...... It m th 'it ouncil offic rs have allow d tn much work don by n n-

prof ssionals to h in Nairobi t th d trim nt lf it r sidcnt and 

nvir nment(Arch. Dr. Reul en utis . pr ss c n~ r nee I 95) 

...... It is unf rtunate that o 1r uilding c nsultants luwe k pt q 1i t 011 the onslrHJght of their 

pr fe si nali m by Plan mak rs (t rm r ferrin to peopl with n pr fe si nal till s) it is 

mfortunat that in Nair i that nly ahout 25% fall built structure. , re y th prof ssi nals 

tRnl y 1\ urng AAK Lun h on nf n Nnir hi llof I 199~) 

Th ar just hut a f w xampl c; f some of thes tssu "'S. Wh r as all th 

onsuttants s m to hip all the I lam on th ity plannin an d 'lopm nt c ntrol s tic n 

f th m s 111 o su g st that th nsultant h uld lo k for a means f making th 

1i nts t th con lltant th r than mpulsi n hy th .ity authorities. This s ms t t e 

a c;e1fish id a n t half of th uil Jin c nsultants. 

ntil th 1980's th mark tin a tivit had n ry ri us plac in 1 h agenda of 

most profesc;i nal c nsultants. As th ra f thrivin lusin ss am an nd du t th ris 

in th n trnh r of r ist r pr ~ ssiontlls an I c mp titi n f r jol s stiff n I pr(l tic s b an 

to th n cl t vel p n r::tl manag · ment kills s 1ch as mark ting and u in ss 

7 



plnn 1i II ow \ 1 ar ·d aile; I y c; rn prtl ·titi< ll ~ lc r th r •td rn c;ti ·· In t1 ·traditional 

1\ nv r 1 wnnl\ ma1 · tin nd ~'' i ti' rul " of til r c I 1\<il nal inc; i uti nc; c; ill in 

for · ~~~ that th r • "' a n 1111 l r f d ·plv h ld mi~ )ll • ptinrl<i nl 11 th 

apJ rnpriat n •c;c; and 1alr ol til n lrtl llltlnap. ftl Ill c;kills and in r rtic JIClr nwr . ling. 

rhic; ~ me; <l I · 1 r ·v 1l1ing th · <1ppli ·;1tinn < s )lllc c ll c;kill~ ·mhra ·II v a c;i1 ·ahlt· pnrt 

c f th' I uilding prnfcc;c;ic n (t ttlln ·n , .I. I I J). 

T a c;urp i<i111g rwrnl ·r. mllr ·tin s 11 s rwn ' lllOIS o c; ·I lin huc;in ss 

lull h ·c; fltHI Cll·~rn<lll~hip . rt mark tin tc; tflll ht (lc; a s 'fi<HI<i c;ul.i ·t tc1 th ·r (llll f 

I uc;in~c;c; lll:lllfl rc; clllcl c thrr pn I sc;innalc; in (llrlH c;t v ·r oth ·r ind11c;trv in me c;t ol th 

lllf\ < r Jniv c;iti ·c; <lll II rc;in·c;. c; he I ar unci th \ rid (Barr ·t P.S ., 1nl '" .R. PP. 80 

J) Til· Ia ·k o 111<1 k tin in th c;yllr1hi at th' K n ' (Ill \ Jniv rc;iti s trainin th fut rr 

I uilling r ro csc;ionalc; (liHI alc;o in th rro sc;i nal arne; ~ lhhi . ~ me; 1 1111 I rc; · )n' the 

, · c 111 dar ~· I · 1 hat nw r k t i n g for t h I 11 i I d i n s r vir • c; i c; 1 11 t t 

I 11 Jl)t) I th nc d to d 'V ·I 1 h It ·r mark t ing s:stcms h T< m a c;11l j ·t of d ht~t in 

husin c;c; r t f·c;c;ionc; . Th · Kcnv;1 (iov 'rl llll rH ac; under pr ssw· h. th de nor <1 

Iii rflli<i llH <;t f h ·" ~ tore; nlthr r ·orH Ill . Th·lih·ralisr1ticll1nli·i s w·r· moc;tl , in th 

form 1fpric· <i'ttin in I I I th lllflrk t f r a11d or nin 1 up cf mark 1 \\hi·h w r 

I r inuc;l I h ill 1 gi I 'Jl Ill< ll( I nl I S lfl(\11\ . St (\ lllflll It r I . th ·lw ir rnall of til llilrkrtillg 

c;c r ll\'f1 i~ q1r I d ac; h~1vin lt1111 111 I at tll;lt lirn thai " Th locCI I inclt~tr: ic; <itill 

lfflJ 1 lin with th' c;ud I 11 < 1 11111 of th d lu 1 of lllllH diti . pnur111 111 . l h ht~ttlc fc r 

c; rrvi\al ic; rangin . It ic; nn I< n r tH 11gll to pia flll adv rtis 111 nt in th pap rani he p 

for til h c;t " 



Inef~ cti and ina pr priat mark tin mana ment l he h Ji 1 Ill on tHants i not 

nl restrict d in K n a. H 

with more on qu n 

lg an ri i ity 

fr q 1 ntly and 

pin than in dev 1 r d · untri s. In dev 1 ped 

c un ries s tch as ritain and th ni d tat s of America chan e hav n ffected 

ula i n v rning marketing manag ment f th c n Iltants ( K t1 r P. 

pp.45 1977). 

In Kenya th c ncept f marketin mana m nt is tiJI ld fa hi ned in the en e that 

i ha not chan d fr m he f rm that wa inherit d from the ritish c I nialist . Few firm 

have tried t ad pt som to 1 f mark tin which could e m re ffectiv hut this has b en 

with . m ri k f ing again t. th pro~ ssi nal thics. ft i. a c mmon 

phen men n ~ r pr f s i naJs ~ r xarnple to negotiate th ir ~ , t take part in c rnp titi n 

t win tenders a a the cas f r K nya Wildlife ervic s (KW ) pro· t which were 

sp n ored y th lnt rnational vel pm nt A . istanc (I /\) in I 92 (, fan lnrd 2 -1 -92). 

Many cons ltan n l fully ad pted chang t th ir mark ting managemenf 

and the f 11 win w r cit d y me practi ing c n ultant (t\11yamba .J .T. t al 199 ) 

in a practice c nf ren e in 199 as he tik I reason for thi tat f affairs; 

(i) y orne on ullants that quali y tands ~ r all th mark tin that is 

n cessary that is p l ntia1 client will ek the s rvi provi I r if his rvic s 

are g d. 

9 



iii 

vi) 

li f s 111 ns tltant hat th 1 e of Sill sc; promo i ll t 1s tch a 

adv rtisin an rc; nat II in, is I ra 111 lh ir firm' tma and th 

th y f~ r. 

La k f apJ reciati n y the principal r nsultit g firm f th im rtan f 

mark ling in relation J\ISln mana ement du natur of th If 

i nal ack r nd 1hich d n l hav mark tn in th ir curri 1lum. 

in p licy arn n uilclin c n ultant which ha 

i n r d th comm r ial realities f the real w rid, haract ris d by increas d 

om titiv ne w rid wid and p rhaps delib rat ly exhil its rath r a real 

nin t nth c nlury iv ry t wer m ntality wher " entlem n d n 't p it th ir 

hand with c mmercial matter ' ( I< tl r P. 1987 P. 45 ) . L gal and 

instituti nal restricli n d n t permit uiJdin consultants mark t 

lh m lv s using s me of th c nv nti nal t eans of mark ting ch as 

ad rti ing a1 s appeals p rs nat olicitati n, pric ((! ), cu t mer 

a si tan 

purchase 

whi h includ s fr e advic and nhan in nfid nc during 

gtvJn a guarantee. Th rul the uil Jin ns tltants · 

pIt all the firm in a strai ht ·ack t and ea h firm has v ry little t mark 

th rns lv s as dif rent fr m their c mp tit rs. It 

c n ultants o tak y inn vatin th tr rvic a th y can n t 

ea it m municat th 11 w rvic dev lopm nl l pol nlial li nts. In th 

pa. t h r hav n a 1 f r 1 rl I failur s in huilding pr j ts duet it her 

t clmicaJ r fin ncial r in man pr ~ ts hich ar I on y n n 

pr fe si na1 as list d in a numl er fin lance n th next pag 



an h us s Ill i .. ta Nair i ar era 111 u Ia k f rop r 

~ 111da i r V 1. fi N . 73 .. 1 . I t. 8 

i i Ia r m r f I n ff a Ki tun rimary ch h landard p . 11, 

29/1 I/R 

(iii) Pall in a11 kill. 1i ld r and injur thr her aily Na i n page 4, 4- 10 -

R8) 

rns t indicat th f 1 f mtapp I mark t hich 111 l 

hav suf~ r d as a r ult f non inv lv m nt f Build in 

It is clear that th r is a n ed t chan e marke ing mana em nt y the uildin 

c n Jtant5. rn air ad re<1lis this and hav efti t d som limit d 

han . Mark tin mana m nt b b lildin c n uHant ne s I he refin yst matis d 

and ins it tli nalis . Th w rk f this r earch i a c ntributi n to the e aspect . 

It is th con nti n of thi tudy that mark ling f uildin rvice has 

en in f~ c iv and that i why many firm have p r~ rm d p rly. 

Th a v stat ha. i h r J n au d y in tituti nal fram w rk rnin th 

perati n f Jilding c nsultan firms lack f appr pria e mark ting kn ' 1 d y the 

prac i ing pr ~ , si nal 

c n ultant . 

r y h lack f ppreciati n f the n c ity ~ r mark tin y 

I I 



1.4 

Th re rch ri find ut h w th uiJdin con ultant mbrac the 

f tn tion f mark tin in th ir tsi n ss mana m nt. 

In d ing thi the r ear h r wit!: 

t . sta tish m th ds f mark tin urr ntly u ed l y b ilding c n ultants. 

2. Inv ti at n th difficul i . faced y the c n ultant in mark ting their rvice . 

3. ind ut how the huifdin c n tllants urm unt their cljfficulti in marketing. 

4. ind u th feelin f practi ing on ultant n the xisting y-law and the legi Jati n 

ov rning their marketing envir nm nt. 

5. f-ind out h w lient view the urrent marketing mana em nt practice f building 

c n ultants. 

fl. T sug t an eff c iv meth d f marketin managem nt for building con ultant . 

1.5 SIGNIFICANCE F TliE STUDY 

t the imp rtant r Je played by the c nsultan s in the uildin indu try the 

imp rtanc f h w th y surviv and mana their bu in an not be under ti mated. It i 

als imp rtanl l un rstand the deveJ 1 rn n f b 1. ine in r Ia i n t the ui I ding indus ry 

a to draw a c nclu ion a h w the buildin c nsultant can be able to 

incr ase th ir bu in s th re y creating m r empl ym nt. elt r means f reaching and 

ucalin b 1ilding li nt re uJting in en ging q alifi d pr f sionals will mean b tter 

hou s which ar str tcturally afer and l hnically m re functi nal as pp I to tho done 

y p p e ma qu rading a pr 

12 



th f th r t . 
' 

(i vel king lu in ~ hil ph am n th huildin 

c ns tl ants. 

nsultanc .. p licy y rid in h 

gap b tw n th c rr nt heory and th curr nt prac i 

iii th under tandin a t why c rtain thing ha p n r r~ rm th way 

rec mm ndation be made in an a mpt t impr ve pra ti e and make i mor 

ada tive t f tt tr d vel pm 'nts in the marketing envir nm nt. 

Th re earch ame up with r omrnendations n h w marketing an e d ne in a 

etter way and h ped tha by loing s< it w uld prov ke fur h r re earch in o th area in 

relati n t th 1 ine, s i sue raised. 

It is h ed tl a this re earch 1n marketin will help in pr v kin pro~ ssi nal in 

hinking ri u ty a ut rat gic planning as it provide a g tiding ph.il phy. mpany 

tra egy h uld v lve ar md erving the n e s f imp rtant c ns mer gr 1 

If m re pr fes i nat in thi c 111try ar ngag d in c n tructi n projects more 

aving would e reaJi ed fr m high quality w rk and this w uld r suit in ett r utili ati n f 

the national r sourc s. n true i n in ustry ha a high mu tipJi r ffect in the per(! rmance 

f the ec n my in rm of it i n t th d m , tic pr d 1ct ( . . P) gr s 

d m tic ca ital ~ rmati a w 11 a mp1 ymen . If he nati nal ec nomy 

t d thr 1 h m r fficient 

will mean a healthy an m re vi n tr tclion ind 1 try which i a fertil 



r un [! r h tildin c nsul ancy and h nc th n1fican f th mar tin an I thi 

r arch. 

The r ut . fr m thi r rch can u d t giv r c nun nda i n t the 

die f c n dtant e u d in makin meaningf II r vi i n f ap 525 in 

the fu re and th de f practice. 

1.6 • IIODOLOGY 

Thi st tdy an wi h the review f th r lated literatur in the u ject. Thi h lped 

t ar icu1ate the c n ep f marketing in th area f u ine management. The lit rature 

review d wa from pu 1i hed textb k in the fi ld f marketing magazin j urnal 

p 1 li hed y vari u profe . i nal b ie paper pre n ed in seminars to practi ing 

pr fe si nal as w 11 a ch 1ar1y w rk. 

Th r earch r out t c 11ect in forma ion n h w uifding on ul ants c nducted 

th ir arketing managem nt h w kn wl dgea le they were n certain lh retical ideal 

iss 1es relat to mark ting a w 11 as h w they felt a ut fact rs affecting their marketing 

man gemen practice. 

Thi in~ rmati n was l e g t dir tty fr m the b tildin nsutancy firm . 

T supplement th resp n s t fr m th c n ultan h re earch r et ut to 

c rr rat wheth r inde wha th c n ultant fel wa n ces ary in th ir mark ting effort 

wa h ld in h ame way y the poten iat b tilding client 

c IJect d in~ rmati n n th eli n kn 

rvic . The re earcher 

. i nal s rvic offered y 

th bttildin c n ultants. The r earcher als collect d in~ rmation n ·he view f the 

14 



pot nlial hnildin li ntc; f th p tain s i nal c; ~n I hat th 

c;c;i nfll<\ o lid I t impro th 

h r c; t~r h als< aim tin an inf rmati n n e sar r mark I in f 

I uilding rvi rs hi h o II I ha c I n I I ut l v ith r th 1ns tltants or lh 

pot ntial huillin eli 111: f ran rrt~sc n in th ar ;:t of huil ling 11 ultan rnark tin from 

th mark tin p rts . 

All h data J<; d in this r ar h 'aS ltain d fr m fir rt r r llS s fr m thr 

gr q c; f pr ~ ssi nt~ls, nsurn rs ( li nts an I mark tin.. p rts. 

This Jata ish n t rm · d a. 1 rimar 

Th prof ssi nals om ri . d quantit surv y rs, n ine rs and ar hit ~ .ts. Th lisl f 

nsulting inns wa. lrawn frotn p tusin lh list from th A.A.K, and 

on from archite Is <llld qu<lnlil b ard of r istration. Th list fr m th A.A. K ~h ws that 

ther ar 57 uantity Surv 111 firms, l R _._, in rs and I 1 Ar hit tural firms . Th list 

g I r 111 the r hit , urv rs t car I r gistrati n li t d lists 70 uantity 

S rv m inns an I 90 Arch it tural 42 ons It in ~ngi ne ri n firms ar t ist d in a 1 ist 

fr m the ~ n 111 rs B ard R i. trati 11. r ss h ckin thr h th cl 1111 nts a 

nsi li. t as dra 11. A list f firms ot in t rm f nurn rs was, 0 ut~ntily 

. urv . ing finns, ( • 11 . lliin rnginc ring firms fill I 118 Ar .hit tural firms. Th r was a 

p ssil ility tha h r ar a numb r f unr gist r .d firm. whi 11 w re n t list d in ith r f 

thes lists , whi h w th r for nof in lud I in this l dy. 

1e to th similarity t' t uit lin ons Jltancy usin ss, a sampl of ildin 

ns 1 an . was t<lk n as a go d r pre. entati n r all th firm . . he res arch r s t ou t 

tak a sampl of on lh ire! 3% o all t h firms ~ rm I he lis thd h had com pi I d. 



Th n'\ultin inns r ar an I in alphal ti al th i nam s. s I rt 

th firms th irst fi rn n th lic;t a. d th 11 th ll 

i k th f urth. his pr ss ski 1 ing r o firms as rep <ll d thr 1gh ut lh list. rt 

initial! I( nn d that. if a r 1 c ns c 75% as 11 a 'hi d art r a lminist rin h 

que. t ionna ir c; th firms tak in t h s in h sampl s and 

int rm dial 1nns ar sk ipJ d 111 il c; 1 h a r Sl ms rl<; a hi v I. pr . s 

ld l ref at r th irms takin th third siti 1 if a r p ns f 75% was n t 

achi v cl h th inns taking h s on I p siti n, until the 75% tn(lrk as (I hi d. 

Aft r a !minis rin h q ti nn ir s t th first set of inns h r SJ 

or as nl , (ab ut 8% arch it ctural firms 1t f th tar l d 9 r sp ncl d was g t 7 

ab t 2 % ut th 

p 

'P l J 

d 14 

1antity , 1rv yin firms r s nd d an I nly (at ut 

,n me ring firms. T m thi. p orr . pons th 

res rs< nal1y and ask the qu st i ns v rt ally 

a. w I I as mit s m <1 ' st i ns hi h ha I h n pr in 111 led but h ex I si n 

with r suits . · his x I 1sion as arrant J as m rh r spon nts 

had omplain I f th len th f th nnfl.ir s. ""'inflll a t tal of 12 nsulti n 

n 111 rin firms, 7 ant if , 1rv 111 trtn. and . 1\ r ral firms r sr nd d. 

rou l r 1t nt ial I i nls was omp s d of tllr . ul · buil lin 

per. , g v rnm n and 

h minisfr rks (M PW was ts d t r pr s nt h 

llHlJ r eli nt. Th fiv cle1 flrlm nts 111 lh mini ·try rn d ' ith lh I v I pment f 

ildin s and hirin f JlS I tanfs r tak f Lh ministry. These 

Jeparlments r ~ I ctri al ~ n in ring. M hani al ~ ngine ring . tru tural En ineerin 



"n1t f etc; a HI q lrHl iti c; and hi t ur . h h ad f d pc Jl1 n c; \\' n h 

qu c;ti n1a1 "1 fill n l half f h 1r P" m nt 

II wac; on I hr dq nrtm nt. hirh r SJ i~ lh \141nlit . urv ~ ing, 

Archi ct 1r En in d 'f>(Him ·nts. Th ~ did " e1ft r a 1 t f 

rc;uasi 11 an I movi n t vcr man r<i. Th h adc; of d •pe1r mente; who r fus d cit d 

onfid ntialit_ as th maj< r r ac; n an I all th th r offic rs r q 1ir d rmJSSJ< n from th s 

ivin an in~ rrnati n. Th a~k J th r s arch r tc . k nni..,c;i n fr m th 

rman nt c; r 41r , h did not r c;p ncl 'to n I ttcr · kin p ·rmission to onch1 l th 

r ~ <1rch in th <; d partm nts . 

Th ·ontract< rs w r sci ct d from th M I W I 94 li . t t f c ntractors which had 

12 . 4 lic;t I nntra tore; . h numl r )f contra tore; w r R9, I 1 II, 1 I 8, I 7. J 7 I 220, 

H f< r at gc r' sA, I, , , I, ·., f-, , and H re ctiv I . Th c mtractors' ·r set t·d in 

t rmc; f th firc;t 5 fi ms thai o rat in Nnirol i I apr ar in a h fll g r . Th numl r f 

contractorc; p r catr or as ttlk n t h fiv . The numh r f contractors '''as tak n 

miformly in r sp t f th numb r of contra t rs 1 r cat 11\IS th 1 m ti ~ in any 

cat ory IS novn t< b fairly standard. 1\ w It as th fn ·t !hat lc ' r ate or f 

contractor ha I ss r quir m nt for c nsultan s rvi s which m nt I ss c;i nifi anc . 

Sinc~thcr t\ ht ri c; thi~ i s a tal of 40 firms. II a r ~spon<; o 75% was n 

41Chi \ cl f r or th n t firm to app ar on lh list '··as sci· I d until such a 

r c; nc; is achi 1. 

h buildin )rl ractors sr ciall y tho flow r cal g ri s w r v ry un rfltive 

tlnd in rn st a" c; "mic;pla cd" q 1 sti nnair s m v"n ''rnisplacr I" up t two r pia em nt 

f qu stionnair s. Thi" act f mi~tlacin q 1 c;tionnair s' as e n a.c; a del it rat· ffort 1 
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th c ntra o 1pl t • the 1 ~li nn~ircc; . · h was h n 1111l r f · 

ntr( ctors IH Ill th q 1 sti nna·r s I, I ,2 4,5,5,4.2. fr m th ca ori 

tivcl < l1dlin 24. ' hi h a CiO% th ampl . 

1\ list of mft.j r uildin cv lo rs and c rp )ratione; whi h ar known to h lild 

regular! \ r dr a\ n from th urr nt h rsin ss dir cor and onslr\lction r vi 'W ma fl7ine 

of I o J to t 4 that sh \! th rna· r pr< · ts hat h;"~ b n unci rtflk n in th o rntry. 1\ list 

f s ven n r ani ~Citi ns wcr s t ct I and n rally . t rrn d ~s I v lo1 rc; . To lcct 5 

pers who r pr c; nl d 2 % of th r ani sat i n f r m t h I i c; t t h 17 n am s of t h 

devcl pers at rand m samr lin~ t chniqu wa us d. This involved writing narn f 

mpani s 1n sma ll pi c c; of pap r and f tding th m. The r s< ;tr ·h r th n I sed hi ye 

C\nd picked five C\l rand m and tH t d lc wn th ir narn "S . Thre nth r nam "S w r pick d and 

not I to b rsc I t rcpl~c th firms pi ke I nrlicr in ca of Ia k of r SJ n~ I y som . 

Thr (f %) f th )ltilding d rs fr m th fir t lc t 1 i k d did not r SJ md and 

had to h r pltlc d with th thr whi h had b n t llsicl fc this purpos . 1\ II the 

de lo rs who r SJ1<1nd d nl did ~ aft r th r s ~r h r . at d wn I) fl Jminist r the 

qu c;ti nnai rl all . 

Th c ns lltf\ntc; qu c;ti nnaircs ' r similar for th thr roups f C< ll'\Ultants . Th 

q r c;ti nnair c; c mpris d ' o " ti ns . The first s · tion \\ ~ an OJ ·n n I I s tion s kin 

r th pini n of th pror ssi n<1l' n th various issu s in their mark ting "itrat gi s f\nd 

cnvir nm nl. Th data in this s clion is an~l s d and pr s nt d in the form of narrativ . 

Th nd s' lion of th q t sti nn"ir s whi h ha cl , d nd 'd qu stion~ test the 

kno led c of th nsultant~ 1 various i"isu s r lat' I t rnark ting, \ h s knn vi dg was 
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I i m c r Ill g . ·1 h i" " i n is an a I s d i n s i m 1 I c; I at is 1 i ( I t Is m <t i nl 

111 ans and n ral! c; an I this dal< is pr s n I in tal11lar fnrm. 

all 

It is It that numual data intcq r ati n f r sear h fin lin s ull I appr ifl 

th qufllitativ natur th variabl s und r in sti ati n. 

h in~ nnflli n fn m h field is anal s d p n ml a naly. is for 

i ns i d n 

r f ssi ns. 

This h Its l find 1 an 1 cr an i c; that ar lik I th r 

his h Ips lh r a I r t a h of th slu I vtlriall s 

s parat ly a. th r lat to ach r ~ ssion and dr<lw an relati nship b tw n th 111 asil 

an J I art h n summaris 

he li nts r int rvi d thr 1gh the admini trali n fa que tionnair whi h als 

arr h two sections . mplc rs f uilling ons Jltants. lh d I pers 

n ra 1 rs find th to f~ r s 1ppl m ntary informati n lo th 

h lilding w r th main s of th study. 'h th I i nl 

n f h fG r hy th various mark 1 ing nals . h 

se nd s cti n s ks th 1r fc lings nl ut h rr ~ .. i nat . rvi · s and h w til y an l to 

kn th 111 I tt r. 

Th q stionne1ir s fr m th li nts ar <1nal s d tn<lnuall with imJ I sta isti " ' to I 

su h as 111 ans and p r ·cnta san I ar pr s nt d in talular ~ rm . 

· ur mark tin firms w re ct d ba. d n a ran I rn sarnplin pr ss of making a 

I is I f 11 firms o p ari 11 in Ill 1sin s fir t ry th sam n 111) r f r th a rearing on 

the mark tin f K n a ma aztn ( ok nt f l9 4 and I 5. The names c f 

th s trm n in ap rs hi 

th inf rmation g t as o h ts I 

I and f r pa rs v r th n pi k I sine 

suPJ I m nt th in~ nnati n l fr m th lit rat re 

r view and th th r rimary data. A amp! f r r wa taken as suf i i nt du t0 the 



q 1alila ive nat 1 f h info mati n r uir dl. Aft r n 1u tin th int rvi f th fir t 

firm th r . a ch r dis red tha th r ar ~ If t p of n1ark tin firm . Th se firm 

p ciali as ts f mark tin nam I · r m ti n adv rti~in marketing 

r . ear h etnd p 1 li r lati ns. he fir t finn vi it happ ned t ha e n a mark ting 

r rch finn and re p ndent t giv him a li. t of a 1 ast two 

firm in ea h f f firm . h r earch r th n pick d ach firm that 

appear firs in alJ ha tical ord r in ach r up. AIJ th marketin firms r sp nded t the 

in erview an Jltimately ~ ur firms on fr m a different gr up f adverti r public 

r lati n mark tin r earch and prom Li n re p nd d. 

A dir ct r r a . eni r mana r who had to b an xp rl fr m each firm wa tak n l 

repres nt th firm a ed n th deci i n f th manag men . he exp rt' wer ora1Jy 

intervi w d with h aid f a iding qu stionnair . he XJ rt 's r pons s h lp d to 

up rt th 11terature r viewed in t rms of th ir xp riences nd h applica iii y of me of 

h marketin t I currently u h in~ rmati n al h Jp d t find ut wh ther there 

ere her means f mark ling that wer ug e ted y the mark lin ex rt l a d n their 

ex ri nee. The in~ rma i n fr m the marketing xp r 

narrati e . 

r pr ented in the ~ rm of 

The hyp the i f the re arch as te ted y c n idering he avera e ore of the 

con ultan f th id I mark in to 1 devel ped in the c nc p at 

marketing peel. If th av ra core is gr ater than 5 % th hypo hesi is 

r~j c ed and vi 
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I. 7 PE_ 

Th c; t 1 cl y \ a c; , a r i I o 1 f Ill irnl i . Thic; tts h r111s t lmoc;l all h I 1ildi11g 

rr ~ c;c;j 11tllc; <llld tn t r ling rls fl I C1S I h r · h oth 'r r asnn is thai th 

f c;si nal~i r rat in in Nairol i I nd th If . fVI c; lc lh 'A hoi 

s rvt c; ar r quir d. 

ir 

lhcr than th o r(lph i al ar a hi h as r s ri te I t Na irot i t h r was n th r 

r c;tri ti 11 as ~ r xan11 I lh c;i7. o th inn or the ag f lh sam . 

The r s ar h di I nnl ov r th r rofe sionc:1ls who ar <lis cl s I r lat d t th 

build in pr j cts <HJ h ac; alu rs. 1 roj I mana ere; and to n plann 'rs. "hie; ic; b t1 1s th s 

r rofcssionals (lf rn cl ru I s and r gulati n~ which ar d i fer nl as th l I ng to 

I if~ r nt pr f ~siomll r anisatic ns as w 11 as th ra t thai th ir participntion in th a ·tutll 

r r )d I lion r I uillin s is minimal. h project mana Ill nt is 11 '\V in K n 1(1 and is 11 >I 

ov rn .d l y xisting . lfltUI s. 

J u to th similaril of h variall unci r tud f lllrirk tin rnanag m nt l 

1 uilding c nsultants samples w r tak n I r res 111 th wh Je por ulati n of Ill onsultants 

in th induc;lry. 

This stud n rail ' inv< lv I th neral 1 ra ti, of marketin mana m nl h 

build in nsultants. The st 1d did n t inv stigate in d tail th nt of th 11n rta11 f 

<1 h f the m<1rk tin to Is thlll hav he n dis u d in th fie! I nf ons ltan markclin lls 

mpar I i h h rs . ., g n ral ass tmption in this st 1 ly we1c; that all th f 

vital import<~n lc mrtrk ting mana m· nt as iscuss I in th a c mr an in lit ralur and 

c;tablic;hin th pr f a h t th liff r nt l pes of c n ultin firms 'as n 1 

n c ssary for this stu I . he quan itati analysis required stC1bli h uch a r suit wa 

not f (lsibl c nc;i lering th r s ur e at til is1 osal f thi. stud . 
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n, 1 rm r indi id 1al that r id s pro~ . c;ional I p rt 

servi an is s ha n ie und rstanclin and c nsiderabJ n nee. 

The ' n.l pr ~ si na1 i~ at tim s d t mean th sam a c ns 1ltant in thi s 1dy. 

Mnrk f peopl or or ani ati ns ith n ds t b sati ft d, wh ha th n s ary 

supporting financ availabl an th 

ali faction f their n ds. 

f commitm nt n c ssary to sp net m ney in 

Mark ting id ntifying wh th eli nt are finding out fr m th m what th y b li v their 

need are r ani ing capital and to t th eli nt com t y u and 

sati fying their n d . 

Mnrkefin tni set f t I u ed to manipulat demand uch a prod ICI, pr nta j n and 

pr mo i n. price and channel f d liv ry. 

Pr duct a ood r scrvic produc d f r c nsurnp ion y he mark t. 
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ARK TIN 

2. I .0 1arl(cti ng I fin d 

1 he t\m rican mt~rkctin <Win it~tion. r pr lienting mt~rk ting pro c~;sionalli in th 

l Jni I Sttttcs and anad<1 stales tht~t "mt~rk ling ic; th proc ss of rl<~nning. ttnd cuting the 

cone ption . pricing. promoti1 n t~nd clic;tr ihution of id as. ondli an I c;erviccc; to cr ttl 

hangcli thttt satili y individual and orgtlni~;ationttl ol jectiv s" (Arncricau larl<cting 

c; o i:tfion. pp 2 I . I (iJ) . 

According to ax II R.(i I (pp.() I mark ting ic; the pr c c;~; that lin ·s th 

prod rcer~; ttnd conc;um c; h ent~h ling transactionc; f xchttn c 1 take 1 lac to the mutual 

and cc ntinuing h n rit of loth pmlirc; . 

Similar! /\mar hand I ttnd arandharajt~n 13 . (pp ], I 79 orrohorat this ' ith 

their <;ttl t 111 nt that "marketing ic; p rfonnanc of busin ss a tiviticc; thttt dir ·t the flow of 

goode; and c; rvic c; frnm the produc r I th onc;urncr in order to ~;atic;fy th • nnc;urn rand 

~•ccnm1 lic;h the rirm'c; ohjrctiv c; ". The go on to r inforc th c;tat mcnl hy c;tlying thtlt 

"rnt~rk tin nalles trall'i<l tionc; of hang to tak plac to th mutual nnd ontinuing 

I ncfit of th hu 1 r ttnd ~; II r''. 

Kotl I r . (pp s. I 75 clrrinrc; rmuk tin 1 giving th tlims (lf lllilrk l inJ?, hy 'il<llin that. 

" 1a keting aims <ll hrin in nhout voluntar 1 exch<lng c; of alu c; with the t<lrf! 1 rnt1rkcts . 

n lc; <liHI cl c;irec;. and on using f~ eli pricing. communicatic n ;~nd dic;trilutinn to infnrm. 

motivate ar c1 c; rvic mark ts ." 
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11 an th r cl finilinn K 1 I r P. (pp . 5, I 2 c;upp0rtc; hie; arli r cl rinition I v c; t~ling thai 

the aim or mark in_g 1c; 10 knm ' and undero;land the ustomers o;o \•ell I hill the produ I or 

fi c; \ II forth · 1 urpoc;c it is inl ncl cl ;mel hence o; lis itself " 

ll rkO\\ 111 I ~. N . K rin . R .. Rud I ius W. (PP I 1989) d fin mark tin I • 

lon · in tilth ltlc;ks ( r llltlrkclin . rhe sial thai "mark ling r rc c;c; has(\\'( lac;ks. lh fire;( 

ing loa c; o; conslllner demand wd lh second i to salic;f • cono;um r d mand " 

The aho d fini ions h1 in_g I c;urfacc the cone pi of llHH k ing as I cin <1 huc;inec;c; 

philmoph gov r11111 rh \ hoi h h~\Vinur of cnmm r ia l organi ationo; towardc; rh 

cons11111 r public. Th m<~rkclin 1 r css th r forr inv lvcc; straiC'gi · t~ll plannin . d i r ·ting 

and conlr llin lhc appli alion of an nl rpric; 's ffnrt to th p l()j cl . makin pr<l rilllllll c; 

vh i h ill produce cnnc;um r <;<II is act ion ( mn rch:wd I) , V :u·mHihanl_g an ILJ. pp . J 

1 7 In this regard nwrkctin involves lh in1egrt1lion o f all huc;in c;o; acli\'ilicc; into il 

unifi d c; Sl Ill f iiCiion 

The fac t thai lll(lfl l d finitiono; nr llltlrk ling isl c;u' <;I that th. pro cc;s of 

marketing ic; o;o ncomp:~.c;sing lhfll no one d rinition il l surri Th d •finirinnc; however 

hnv on common ~ Cllurc in lh<tl tlr y o;uggcsr I\ o s ts of actorc; rlr giv rs rlllcl lh ltlkcrs 

thfll io; rh produc '" nr c;cllcn; Clll one hand t~nd cnnc;um ro; or h11y rc; on 1he nrh ' I In :1 

s nnmnrv of lh t~l o d finitionc; marketin an be r gardcd as determining hy rhc produc r 

what rh conc;tml r · nlc; and in \ ht~l amountc;. th 111 anc; of r a ·hin rhc wns11111 r with rh 

product and h<n: ' to convin !h uc;lom r to hu_ the 1 rod 1c1. 

This hf1p! r hno; die; usc;cd c; 111 bilsic con pis in the (lrca of m:1rk tin!! . I t 

c; •c;t 11atic<tll p1 c; nlc; t~rinus ronccptc; of markc 1ng as u ed in th I road ·st s nc; of 

h 1sin c;c; mana 111 nl th 11 ernplifir'i th s<un with a riti al look "' 111arkctin 

manag. rncnt h h 1ildin c ns Jllanrc; . 



Th 1 1 O\ •ing rc;c;u s arc u nc;id d as an aid to th dis uc;c;ion . 

Ci) EvollltiOII or mmk 1111?-

(ii) Imp rtanc of mark tin ro I uc;in sc; managcm nt 

Ciii) he 111t1rk ling procc s 

Civ llniqu n ss o m;ukctin niJ rof sc;ic nal s r\'1 cs ac; ·omJ ar d with the 111ark till' of 

go< dc: 

(v} niq 1 n ~c; of mark ting of b 1ildin con ullnnc s 1 vic ·s fiS a c;p ial c;1 c ~ r 

market in of s ·rvic c; 

Markctinp. ma11ag mcnt mod Jc; 

Jn dis uc;c:ing rh ahov cnn pte; , constraints which hind r marketin mt~na emc11t of 

h luilding consul anc, c; rvic c; hav I c 11 stablish d. Th c; constraint<; logcth r with 

rh cmanatin!! from I gt~l and ethi al conc;ideratinn. which a1 dic;cussecl Jar ·r in hapt r 

rhre r'ali7 th • mflrk ring manag 111 nt t ols that suhscqu ntl form th c nt1r < r discuc:sion 

and r search . 

2.2.0 •, olution_o_L l ariH•ting 

llic:tnr • and anrhropologv provid man e. flrnpl c; f 1 nnmi s hac; d 11eith 1 n 

market nor on C'Clf11111 rcc . ln man cc mmunitie. c chan e 

with differ 111 rcc;ourccs hac; be n a tradition. llono 1r Ji s in 

•n ·omm11niticc; 

ing. rcc iving imJ oc; s a 

burden . Th r is con1r tition 1 c; who an show th moc;t g 11croc;i1 . 1101 who a11 111:1 • 

th biggest ain. Thi kind of hang is 1101 COI11111Crcia l. I uring th period or lowc.'it 

onomic d v lnpm 111. a 1 pica I arhcr r , hunt r or cui II a tor pre vided for all his family 

needs . The rcfJuir m r11s or individuate; w r ver fe\ and c uld I c met within the ramil 's 
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immediate n ironrn nt. As soci ty ad anc d population increa~ d and carcit and ch ic 

h cam the non 1 and als at the c;;une time indi idual ' needs and req 1ir m ntc; increao;cd . 

A s ci ti 'i m v d from 1 si. I nc I vel f e istenc th n d f r exchan e of 

g sand servic scam up. Hall \a R.J, Hancock .S (pp.4 1964) hav inted out 

that marketin is on of th ial economic phenom na ' hi h ic; vid nt ' h n a s i ty 

m v s from subsist nc 1 lif~ r nl a iliti sand ood , 

e change ensu c;, and mark tin c;tr 1ctur of c; me dimension d v lop. Throu h ut history 

th is relati nship be w n tracl rand pr clu er has chan ed with devclopm nt of tc hniqu and 

chang s f th con mi • p ' er f parties. The propensi "to truck. art r and e chang 

one thing ~ r an ther" (Adam Smith's word ) ha n e altcd into the principl of 

ci ilization th doctrin f fr c trad , ' hi h ha taught that th pursuit of self inter st by 

in ivid 1al i I th h n fit f s ict a a wh 1 . 

In order to link th buyers and ell rs fore change t take pia e a stem f kn wing 

th bu er and hi ne cl~ a \ ell as c nvincin him to u had to b dev lop I. Marketing 

•;tarted as a s stem f i ntif ing the doull coincid nc of wants . /\s te hniqu s of d in 

th a o e ccam m r ad anced th function f rnarketin n d t that of pr rn ting 

o;ale , advertising and market research. Toda thi function ha. roaden d I includ aJI 

activiti s r latin to cu tomers, produ t de eloprn nt, u Lomcr communicat i n and 

customer rvi e . he ran of 1 roduct changed ha e increas d fr m a primary level 

characteri ed y a ricultural pr l1ct , thr ugh as condary level characteri ed d minanc 

of manufa tured pr ducts to tertiary le cl characteri ed by d minance f mark ling f 

service . 
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h . oluli n of rnarke ing f h 1ilding c n~ul anc rvic s can h rae d al ng ide 

that of mark tin f 0 Is. In K n •a durin the times f hartcr ec nom , !wildings w r 

u~uall si mpl stmc ur s mad f mud and ticks ' allin 'J ith a thatch r f c ering. 

cialisati n in c nstm tion ' as las d n b th ender and ag . Th 

as d and herefor th r ' as n n d l sp cialise in de i n. n rring this tim ntri uti n 

ard r alisati n of uilding sl 1cture was n voluntary asis an th skills er a undant 

due l th simp! t hnolog r uired. As th s cicty develop I from sui i. t nc lev I I 

producti n I vel th natur and m de of 0nstructi n chan ed . lndu trial rev luti n br ught 

ith it n material and requirem n s for fact r structur . h ah ndant skill of 

slowl di appeared as p pie iali ed in olh r area . A th skill of 

c n truction hecame carce, a way of finding \ h sess whi h skill s b m neces ary. 

r anisali n began evolving and us of title I 

skill ecam restricted. 

ses ed a certain 

lay the availa ilit of p pie ' ith kill in uilding consu ltancy is n t a pr lem. 

Ther i a I t of c mp tition at the mom nl in th c nstructi n indu try ~ r j b huilding 

consu ltants as professions s 111 I have hecom overcr wded. Th deman ~ r con ultancy 

s ic s g 11 rat d by the c n~trucli n inclustr s ms 11 t to h to com~ rta Jy 

u tain all firm~ in the mark t. Thi . slate of affair has se n c n ultanls in uilding 

c n tr tcti n advocating ~ r mor ag rcssi Is f marke in hith rt r ard a. unethical 

in or r to wn cu t rn rs and an ad~ptation to rn mor con rn d with eli nt care in order 

win and k p clien 

Th m dern tr nd in marketing is that it has h orne more innu ntial and per ua ive 

and two differ n r 1t s ha e I n lak n in o de; mark ting (Jlritmmica, pp.S 3) . none 
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hand . th chann lc; di~;trihutinn hav h n c rnpr sc; d i .. rh n 11nl of int m liar i 

ina! pr du r and final c nc;um r ha h 11 ci r ac; cl (nri anni ~ pp.S. 3) . 

1 his hac; h n thro r h mr gerc;, panc;i 11. co- p ration and voluntar ti c; . ( 11 th oth r 

n th cmc;ull<~n ' c; n a rnor or I c;c; c;imilar hs rva1ion can 1 ml\ I as th 

f rnark in lc; stat d abov fh r have n r nt callc; to str n th ·n nat 

h di s oth at In a! and intrrmtti nal le Is. for arnpl ·ails t r italis th 

comrn n alth asc; i<1tion f c;urv ynrs <111d land c nnomic;tc; ( Sl ~. th str n th nin of 

frica llnion f r hitectc; ( I J/\ , callc; G r th formati 11 of a contin rllal Union of 

uantit Sur vnrs. Th r c 111 19 rmatic n of the lnstitut of uanlit ' • urv ore; of 

n a (I SK ar juc;r lur a ~ w of the indicators. · short n th 11 lh 

and the c nc;ultan s. onc;ultantc; mainl ngin rc; and quantil' c;ur eyorc; ant to b 

appoin d at th sam tim ith lhe lead onsu ltant (rnostl he Archil and dir II h th 

c lient unlik as the tr<1ditio11 hac; h 11 where rh hav I en ornmrssron d on th 

r cornm lldiuion of th 'lrchit ct. Th s onsultant ( 11 in ers and quanl il s rrv rs \ant 

have dir 1 rnrn11nication rith lh e-li 111 and th ir r I . recog nised as full pr ~ ssional 

r le, not ac; c;ubsicliar particip<lntc; in h ffo l to clr r as th inr 11 diariec; . 

2.3.0 !!_n rtan .J>f 1\larl tin 

2.3. 1 Linl<iu~ fh proclu r wifh th onsumrr. through mark lin~ 

he m c;t imp rlflnt r ac;onc; for mark ting in a husi11 . 1rganisati 11 s me; to be: t 

link th produc r ith the nnsumer ~ r x han to tak place, t in reac; pro it . tor duce 

11n rtaint and 1 g n rat 11 \ huc;in sc; . 
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Fr11111 1t' d ·linitionc; l11tl hil'' • h n gi,rn fll th • 1 gi11nir11' nf tl11c; rhr~pt r. it ran h 

cn11r-lucl d ha rh c;ingl moc;r important r ttc;on fc1 lllilrk tin 111 buc;i11cc;c; 11 :111tl 111 rll ic; In 

Iii~ rhr n cht ·rr ;\lld conc;runer orr. 1 h:JIH!C' to til place . Wirhn rt th rnnc;umcrc; ' 1111\\ in~ 

"""' th 1 r Pdu · rc; h:tve I here ' •nuld he 110 chan' 

I 1 ·r ic; c;om COlli ntion hy <;(llll building cnnc;ullan c; tl ill nn nr th fCfl<illll<i for 

Ia ·~ of 'IHllt •h jc he; I v c;nnlC' nne; rlt :mtc; ri ·need f1nm tim· In tim· ic; I ;we; c;nm 

potrn i<1l elirntc; fir ig1 Nfllll 11 pro ec;c;i 11<1 'l c; rvic c; t~nd arc timid wh 11 the hmc to uc;c 

th n {(;ith ung rJ . 19 J (:-~.). nyn mhn T . .J .C. I . ) Th c;c pro~ c;c;inn:-~lc; ndvcnt fnr 

de\ IOJilH.'III 0 111 ;me; nf cdunlling thee; lllllil!JpCd lllflrk ., I in nrming th '111 of th rflll r 

c; n ic c; th • ' :1r <~pal lr In pffcr <111d •hat th )' c;hould oc;( The prnccc;c; of cd11rating 

eli ·nrc; nr rt~th ·r directing eli nlc; In,. here th c; n ir c; t~r • ic; f\ frrnrtinn nf ma k ling 

2.3.2 In r ac; ing pm fit h. marl<cling 

fflrkrtillf! ct~n incrcac;r profit in t1 hrrsin c;c; organ1c;atinn rf it ic; 11rried nut prop rl 1 • 

I hie; ic; 1 t~m it t1 ·rc; ac;" mctlnc; nf link in moc;t cf~ ctiv I flll a ·riviti ~of a hrrc;incc;c; c;uch 

fie; pl:wnillg . c;lim: lin . pur rhilc;i n and adminic;tration to th • n· de; f th li '* li 

'iiiJ!f.!C<ilc; f1 ·han r ill e ic;ting c; rvic s <111<1 i lcntiricc; fl( 1 ntial clcm;111cls f< r 11 '\\ c; ·rvic ·c;. In 

c;o clning it h ·lpc; 1 1 c int nut where the gr al c;( profit can h nht<llll d in hnrh th c;h rt and 

th ln11g 1 rm (B:1goni R .P. Pg JO. 1975 

In nvt1 h 1ildin conc;ult<~nlc; c; m lo ht~vr In c;om lit I r I nt tried rn e 1 nd rh 

ran of c: rv 'rrc; lh ·y nff r to ope with th han ~ in d mand /\r hit er e; rak hri fo; . 

mt~kc dcc;ign c;. hrlr ill c; I rting onlnwlnrc; and cln rhc n nlract aclminic;rralic n Th quanti! • 

c;u ' vorc; prcpt~l th • ~ ac;ihility c;tudir . c;timatr'i . ost plan~. make inl rim , · t~lut~rionc;, nnd 



pr par co nil act clo 'lllll .,,., amnn~ nth ·r du ies . :ngm ro; d -;i 11 th o;tnrt 111 al lcmrnts. 

civil . me ·hanical at cl nrk'i . Th r'c s ms In ist ri idir ' h' ono;ullal ts to cling 

to th ir trmlit ional rol c; while v nturing In nth r new roles . Th ·r ar a r w ·nno;ultanto; who 

ha ·c I fl their t1aditional rnlr to '>P iali-:r in ne' rnlco; in order tn addrco;o; rh ·m<; I c; In the 

tn<trk t situation I 11 r . Th r seems to e ic;t s m r ' r hit clo; for ampl who 

1 cialisc inc rtain ;nt·ac; lik • :1 < mti s. int ·rior d ·sign <lr brief dtvclopm ·nt. ' hil • thr ~:1111 • 

thing is apparent r r quantit c;nrveyorc; . Th r ilr ry few quflntit survcynrc; if any ' ho 

sp ialis in for <11111 le d ,. lnpm nt appraisal. c; rvic .'> or civil nginc rin work . Th 

c;am ·an h said for 11 in crs .. , here ar er few ngrn ers whn sp cialic;c in for . ampl 

c; ru tmill clec;ign nr plumbing install<1tinn . Th consu llant c; ncldreso; lh new s ·rvic 

Cf!Uir m<:rll hy nff ri11g th m•, c;crvic as a suhc;idinry or an aclditintl to their traditional 

rnlcc; In a mrt<;h 11 consultantc; c; em to a 1 g. nera ll as jrt k n nil trades in :11 1 ar as rl'llliC I 

In th rr pro so;i n without sp cialisatinn . 

Mal S. and St k R (pp. 5, I 9J) ad ncf\t s for firm. tn ctlrr. nut mt~rkct rec;carch 

;md rind out ' hich <trcc:t they ·an do b It r thc:tn others . Once they find out the ' should go 

nh act and cone ntrtltc th ir rcso rrccs in this arec:t in order to c<;tnh lish a cornp litive dgc . 
cw r their compct itnr . Thic; ind of r cognition c; me; to be Ia ·king in cono; titan . firm 

n ratin inK n 'c:t . 

2.3 .. ' Reducing tmcca·faint.' hy marlt ting 

arkctin Ctln reduce 1111 rtc:tint 1 in a busin ss. B c;~us · of the activity f athcrin 

mar · l infnrmrttion :11 d other forms of rnark I int IIi nee. huc;in ss trcnclc; rtr r ' 'ca led 

arlicr and h rtcr infnrmt~tion ic; t~vailahlc on ' hich to ha'ie de ·io;tons. t.<;I0111 rc; c:tr taken 

-;t m:uicall ' . co 1111 d. d c;crihcd. th ir needs categorio;ecl, th ir attitud c; , valu s and 
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h ha 10 11 ami n cl it cl 11 lea of !I nf C't!Ch I ltlrk t c; Clll de I r d ( Ut~goni R.P, pp . 

litn huildi lf! cnllstllltlllf<; c; Ill In r act in r <:pone; to. inc:t ~d n a rinj! in 

antic11 tltum of. th 1 g in£ 1 1ar ·r t situt~ti 1. It is unfo11nnrtt th;-~t r\ ·n qut~nlit 

'ho arr mnrc knn •I clg al I 111 th I irlcl f ron mice; t1 ·t 1 10r 1 I c;c; in lh sttm' a 1 ac: 

1 to lt1c k ol ncl qurtl 1 1t1rk I r sc;,r h it 1s com1non to rind h tir 

r cruilm nt 111 11 me; h n 11 ' jol c; ht~vc cnmc and quick lav of ' h 11 jnhs at finished . 

1ark I r c; m r h nm h lp l<l 1 I an mt111 1 o ,, r 1 c; urcc, fnr <Imp I ' h n to hir n -.: <;laff 

h w lllfln.' t1nd ' h 11 to send p opl n I a and lak holiclt1 c; f r parln rc;. This an also 

h used t no' ' hi h offic qutpm 111 I hu • deprn lin on ho 1 long th y will h r qui rcd 

and cnmparin this \ •ith th air rn:~t iv of h11 ing. lly rrnp ·r an(ll •sis f 1iwr l fa tors 

a ~ cti11g on 'c; 111<11 k 1 it is 1 < ssihl ro trll short 1 nn as w II t1<: long rc-rm ma1 k 1 demand~. 

2 . .3. , 11 ratinJ! n " nmrl< t c; h: m ~u· Jc tin• 

<~rk ting "" nl~o hrlp to 1! 11 rt~l nrw lusi11 ss h -c;u1s . th rnaj r pt11t of an• 

pr p r ma1 clin <1 ·ti ·it • ic; th t~clivc c; king nul c f new lllfll · 1 c;c tors It primflril puts 

the firm llltlllrt rrs n11 the orr ·nc;i . nctin in , nticipati n < r flllcl nnl rca tin In cv nts. 

• i h r , PI . 1 Rll 

111 lh h gi11ning f h car I 0 tlnd snon thcr aft r lh ·r cr fran I i fforts b 

<;Om K nyitn luilcli 1, cc nsultt~nts I< or 11 up 11 " ' ollie s i11 rh Pr ~ rcntial Tracl 

(P . r. re ,inn. This it<; because of th sir n the11in of th trading h ln k in the 11.1011 "~ 

veil <1<: lh slump in clrm(lnd of th lon1l indus rv . Th c; • efrmrc; ' · r snc 11 In I r c;up rc; d d 

thnse ' PllSIIItitlll<; II\ illj2 In <; 011 1 11 lllttrk (c; in th s( lith fll /\fri '(Ill countri <; or 

Namibia (111 I S Hllh 11ra . l"h tlhO\(' "cr pns it i indicat rs of th c n~u l tan firms 

111ark lin ll"ort <I flclivclv c; kin~ (llll 11 lllfll k I c; ctorc;. 



In n <;tllnmary rli;H k 'IIIII' ic; impm tanl h cauc;e it hclpc; to acror1plio;h the hu~IIIC'~'i 

nrganic;ation c; mcrall c;trat ·gic nbj r tive hv anal •c;ing npJH"~ttunitiec; . ric 111 tar t mar~ctc;. 

d ·v lnp'n' a rnark in tlli and 11mnagi11, effort~ . Thic; is lt-eauq· it lnPk~ intn pnc:c:ihlc 

Ull10ict I '" •n c;hort tcr r 1 <.'OII'illlllCr w I fflr as it foe m c; 01 rnrn pan 1 pml it<;. one; 1111 r 

"<mtc; and c;o·i ·ty'c; int ·rcc;tc; 

l.J.S f111p nrt nncc nf m nt·k •tin s.: to hn in ec; orJ!n lli c;a fi ono; 

Mark tin hac; h · n c;ilicl tc h a t'nrn ·rstonc of c;om of 1hr tnnc;t c;u T ·~ c;ful huc;1n c;<; 

''rganic;;Hir nc; li IB~t. PrP tcr ;111d (iahlc and •· nrc; (l<otl r r . pp.J. 197()) I h fililtn • nf 

the rnar kct ran h · a 111ajor und< in 'V 'II for a c;urr ·c;c;ful husint -; or ganic;atinn 'I he ahm 

pointe; can he ·mplili d h 1 th followin oh'i rvationc; which hav Ia ·n plt1cc in the 

l lnit·d St:tt c; ol t\nH ri a. l1 "" artirl . Markrtin t-. lyopit1 (IIIW. Julv Au 1960). 

I hcodm I evitt phc; rv ·d that in th liS rail rnt~do; did not SlOp In\ in!! ht ·auc; · th' n·cd 

lor pac;c; 11 rt nnd fr i •ht lranc;pnrtt1tinn d rlincd . That grew. Th · rnil ronde; run into tn,rhl 

nnt h · ·auc; • th • 11 • d ' (lc; fill 'd hv Pth •rc; (care; , tr r kc; . a ropl;ul('" · v 11 t·l·phnncc;) , hut 

h ·cauc; • it "ac; not fill ·d hy the n1il rnnd hue; in c;c; itc;clf. Th I 1 otlwrc; t<lk • ruc;tnmcrc; lrorn 

th 111 hcca11c;' th y a-;c;urncd th ·me; h "' to he in ntil road luc;inec;c; rather than in 

tran~r Prlt1111111 IHtc;inc<; I he re<l'itlll thev drrin cl th ir indus trv wrnngl ' wac; h ·auc; th Y 

'' n· r;1il rc ad ori 'lll'd inc;! fld 11f hcing customer oriented (marl.. ·tin• ori 111 dl (Ch np111n 11 

.J.F. Ech1nnl C., P.N. 19<14. 

It ic; nhc;crv I th;ll production of rncwi .'i in lloll wpod I t.S bar ly ·-;c;:~p d h ·ing 

tPtally nnqui c;hcd hy ·levision t\ctun lly all ec;tahlishcd companirc; went tht<1U ,h drac;ti • 

r ·or!!illliStltinnc; nnd '111111(' c:impl: cli'i<IJlfW;I d. All nf thcrn j!Ot intn troullc I •r;lUc; ( r thei r 

r 1ynpi:r . h11 IHl h 'C<lll'i • ol T. \ ' inrnadc; c; in milro:1dc; . I Jollvwond \\Ton dv d fined it c; 
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nbjcc tvcc; thor h th1\l it w~c; in the huc:inec;c; ol movi -makin ' h n it vac; actu<tll in th 

ntcrt<~inmcnt huc;incsc; . Mcwi c; impli <I "I cific lin itcd pro lr tc; This prnduc <I de ptiv 

·ontrntm nt. whi h rr 111 the h ginnin I d produc r o vi w T. a<i a tlm·al. I lolly-. ood 

C0fl1 d <llld r n 'CI d T. . as a Lhr at -.vh ll it should ha C be 11 \ clcom d as flll opJ ortunit 

o panel th cnt rtain1n nt business. II<HI I oth th rail roads and !lolly\ ood h n nwket 

Prient d than prndu ·t ori nt d th , could not ht~ und r on th liscal pr hlems that the 

und rwent ( ~hapmau .J.F. Efh ani .P. pp.24, 1964) . 

It has h en ohc; rvcd that in as n.s rord ' as on of th most hrilli<tnt and sene; less 

mark terc; in th m ricr~n histor (I vitt T . If BR .f JI-A ug, pg 77. I %0) . II wac; 

c; nc: I s I m1s h r fused to give th custom ran thin but a hlack ar. lie as brilliant 

h cause h fac;hion d a rroducti n syst ·m d signed to fit the 1mrk 1 needs . lie ic; h~bitu(IJJ 

elchrat d nr one rcac;nn. his production g ni IS . llo vcr. hi e: rct~l g niuc; was mark ti ng . 

1any rc pi think h "(lc; aile to ut his c;elling pri e and therefore s II milli ns of ~500 

cars h cauo:; h ic; in nt i n of ass rnhl I in had redur d coste; . tually he inv nt cl th 

;tc;c; mhl lin h came h on lttd c1 that at 00. h could c: II millionli nl arc; . Ma s 

rro lnction ' tt<; lh r c; rlt 1101 thl' au. of his lo pnc s. 

Nnthinp. r<111 ·orrolwr<ttc ·ord's t11(1 k ting g niuc; hcller than his op rnting philnc;ophy 

tl'i h • prcc;c; d it S\1 ·cin tl "mrr l"'li ~ i~ In rr1lurr flw pr ic-r, ·t fcrllllllll"rnfinn~, •1n1l irnt"'"' lhr nrfidt•. 

!!" nl. :orl nnrlt o; In 1111111 ... IIH• ,. prir•· . \\1<.' cln nul hnflrrr nhnuf , . .,, , , nt' " p1 ;.-,., fun· · fh<· rn<f< •In\\ n . The mnrc 

u~u:1l 11:1)' 1 In fnlu· then ~ ~ anr l tldrrmirw lhe p.-ic:<· hul "h:1l i~ the nn1l In ltnl"' I he r11~h if il tl"lh ~nu fh nl ~·nu 

rn n nnt mnn11fndur 111 a pric:t· lhaf :1 t•rntl 1d c:nn he ~nl1l." (Jienr_ Ford pp . 146- 147,1 23). 
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The r . ultc; nf fail 1re t rient a tmsin sc; 1 th mark 1 ol c; rved in rh il d amplec; 

are just hut illuc;tratinns of th nc; quenc " f failur () mark ling rienl d. The 

failure to mient luc;in ss s lik huildin consultancy ca n I ad lo th huilclinp. n~ultanl 

performing pnorl , r en total failure in the h 1c;in s and hen rhe importan e of 

rna ketin in buildin c n ullanci s busin ss mana em nt. 

2.3.6 n nefits of 1ark ting to fh onsum rs 

In a free nl rprise c nom_ marketing inject. an lement of tr comp titian 

bet\ een rroducrs in the mflrk 1 rta and ens 1r ~ the consum r obtains the h st products at 

h I w st pri e. ark tinp. <Jic;o h Ips in in r asing th numl r o ch i cs for th nsum r. 

Marke ing h Ips to brin products \ here the cons 1111 r ne ds th 111 and fiVailin the same 

wh r thev are req 1ired . (Berko' it7. E. et nl pp 2 1 R9) 

Mark ting fm consultnn y servic scan help to nlight n he lients sn that the can 

kno\! ' the range of c;ervi s that ttr offer d y different < nsultants . the locari n nf dif~ rent 

cons Jltants and th f th \! ou ld pa , f r th servi es . 

2.4.0 ~T,_,_h=-....=~=~.,.~= 

From the d finitions of mark tin g1v n and the imt ortanc alta h d to 

marketing it is important 10 look a h w ma ketin is carried out. 

Th marketing prn ess is consid red in this st 1d in an <~II - mbracing i w. th<ll i , it 

i~ consid red ac; a l11sin ss phil s ph 

to finis its c nc;um r puhlic. 

erning the helm i ur r a comm rrial org<misation 

Th mark ting pr esc; 111 ol s directin the now f good and s rvi es fr 111 the 

producer 10 I he on~ 1111 r and accomplishing the firm's ohj ctives (t\mnr hand O, 

Varnndhnntjau ll pp. 3, 197 ). In s I ing it enahl s lr(lnc;actions of c han e to take 
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plt~cr to th rnutunl nnd n ntinuing I nefit n I r lh pnrtr ( the prnd11c rand the c nsurncr ) . 

l'he rnnrk t ing prncr"" thcrf'for invnlvc<; •;tr;.11 gi all y plannin • . directing t~nd nntrnlling the 

t~pplicfl tinn rf nt f' rpric: ffnrt to U1 profit making progrflnllnec; 'hi h i ll prnvidr 

rJr io;; l<t<;k invol •co;; th<.' in teJZ,rtlti 11 of fllf huc;in c;c; :lC (iviti eo;; inl a 

un ified c;vc:t rn of" tion . The marketing process ic; there fore t1 c;p ial rmrna m nl frnction 

juc;t like or t1 nic;ing , c;tnl"fin fim111rin nncl ( ntrnllin (J<nll r P . nn trong (; , pp.3 

·io;;h r (pJ . I. I Rtl). hao;; broadly divid d 111<1rk ling into a ti iti " <I" folio c;; 

rirstl , . an acti il I <tc;cd Oil ra ' I<; ;-rnd rflr tc; gath ring lo h lp mark ling. s concll . a 

delil rat ly n ordir at d (ovcrvic\ ) art ivit _ In the rntllltl, m nl of mark lin' pr gramm . 

l'h first activily an r rrrcl "" " m<1 rk t rro;c~trr h " flrlcl rile c; coni on as '' mar el 

planning " . ~ hec; two broad pro ec;c; c; invol v d in mt~rk tin itr discusc:rd <1h ad an I th n a 

onceplualmarketin~ rno 1·1 for building no;; rlt t~nlc: io;; d velop d . 

. 4.1 1nrl< I R c; :wch 

M arket reo;earch '" con rn d ith gelling mt~rk ting in ormatic n to used r r 

marke t plann ing 1mkctin r set~ rch thrr fmc <Ill r du · uncertain! ~11 1d rncr <~se th 

lik lihood of h c;ucc c;<; or a lltl tin dccic;ion 

ark tino rcc; arch i11v< lv <; r rug I he 111<1 rk 1 i 11 f' IIV i rnnrnr n f that is I hr 

mark tc;, n rc;tnrn rs . on1p lifnrc; <1 11cl th mt~ ro cnvironm nt. By revi win the mark 1 th 

r t~rch in 'OI'es i lrntifvi11g ho th rnajor rnark r tc; flllcl se 111 nl s of th m<~rk Is fiS II as 

1 he pr s 111 t1ncl 1 e ·ted future "i7c and IHtrtiCI rio;! i s nr ea h mt~ rk t and market s grncnts . 

11 r vie 1ing. th ·uc; t rn rc; lh • markrtin, r search c; k<; to find nut ho customers and th 

r •blic ferl f \J ards the husin <;<; N g.anisation , lh prrc; Ill an I p 1 d future stat of 
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tt'ilotn r 11 ·cdc; nnd • prc1a1inn " w II "" facH rc; thnt innuen · · th uc;tnllt rc; purr hi-1" 

he <.Pill( • iiPI c; '1 .,, of m;~rk 'I r c; • 1<. h in' nh· ~ lttlCiut out tlw nr •anic;;1111 11 ., 

1nai<H ·pm, ' 11101" and ~Ill\ f JIUI • 11 ncl c; I h rnacro rnvironnte 11 '1 ,,. 1 a In 1k at r·lcvatll 

rkv·l 'fll1l 'Ill In d•mngrt~phv . -rc nnmv . 1 hnoln y. < , . rnm 111 iltHI c rl ur that will aft cl 

1h huc;in c;c; c 1p.;~nic;;,rinn 'c; 'ii lual ion . (l< off r. P. 11g 46, 1975) . 

. , h · \! hnlc p1 n ·cc;c; of llli1 r kC'I i 11 ' rec;c(lrch hac; he n I 1 o l'fl dr wn (Hcri<O wit, E. , 

I · crin R.A. lh1clcliu <; \\ ' pg I , I< R9) IO c;j Sl pc; t~nd ·prcc; 111 d l v lh<' ant 11y111 

JlECIDh <tli c;hown in th • dia 'ram I lm 

J) 

rfin. the rntl km. l-rn11ncratc the dcri~in n 

nhjccli\ 1·c; ·ml';lraitll'i factorc; . all rnatf\ . ., 

1111 · rfaintics 

1 J 
lcknlif v 1h • c;oltlliPn 

implctn 'Ill pl<tll ~ ] 

I rp. ~ . I i\ 1arl<et ing IT carch 

· S urcc: ll kowii7C 1· ... Kerin ItA .. Rud lius \ .pp . l45 . 

z .4. I. I . D<.•fi 1w the 1 rnhl 111 

I cfinin th • pr nhknt of nl<ll kct re<; <1rch itl\'olvcc; id ntifvitH! itc; ohjn :ll' c; . Sntn· of 

lite nhicctivcc; , 0uld I incrcaqnp. r vcn 1 c; i11ld pr<lfitc; . di coveting wh;tl ronsunt·rc; arc 



awa of and thci1 <~nl<; and finciing out wh a c;ervice is not s llinJ!" II. Th c nc;trt~intc; in 

d fining a prohl m ttr rec;tri ri nc; plac d on 1 ot ntial solutionc; h nalur ami importnncc of 

the prnll m . ' onc;lrt~ints often r quire a 1 rc;on to mak as umptinnc;, or c njun 111r s aho 1 

factorc; o sit11atinns that c;imJiif the 1 r hlcm enough to allm it to h c;olvcd ' ithin thec;e 

riteria or v(l luttling proposed r;olutions to th pro! I me; measu of c;u c c;s . 

2.4 . 1.2 E.nnm rnt cl i ion fa to1 ·~ 

.. 
/\llern<ltiv c; and 1111 nainties comhin to gi tl outcom nf a clccisi n. 

Allernalives are th n 11nh r of sol11tion avai lahl snl ve lllt'l rket i ng prot lc ms . 

1 Inc rtaintie t~re th un ntrollahl fa tors that the de ision maker cannot make. ~ r 

xample it is difficult lo know even aft r ac;kin consum rs wh ther the can hu. c;om thing 

the lmve 1\ vcr thought r t efor . 

2.4 . t 3 ' olle ·t Data 

llect in enough rei vant information to mak a rational , i nfnrm d decic;ion 

c;nm times simpl m ans using nes kn wledge ' immediately (flel'l<owitz !. . , K rin R.A, 

Rud luis W. pp.l5l, 19R ). At other tim si t enta ils oil ling t1n enormous am unt f 

information at great XJ n e. The data collected are facts and rig 1r s pertinent th 

problem and this c uld ither h prrrnary or secondary . Primar, data ar 1hose f(l l'i an I 

igurcc; which (lr ne an I direct! oll cted from the fi ld hile secondar , daHl ar thos 

vhich have alread b en r ord d . 

The rhree omrnon survey techniques used in market research are mail surve s, 

i ntervi . I I phone a ncl ohser at ion. (Fi~her. . pp. II 1986) 
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-· . 1. 1(1 ntif. • , olutio11 

' I he solution to th m<~rk tin pr hi m in rr. C\rch IS th h st all rnali that hac; he n 

nti 1ed fr m the facts and fip. 1res ot. The data g t is anal 7 cl to find out the all rnl'ltiv s 

h<lt b st m ct the mcasur of c;u ess . 

2.4.1.5 n ,. lop < llfl impl Ill nt plan . 

ft r a soluti >11 h<ls h n found th n it is d I p d and implemented . Th goal i I 

use both f~ c ti planning and xecuti n t achieve f1 su .c ssful marketi ng pro ramm 

(fieri( wit:1. ~. N. J< dn R. Ru I ill W pg 174. 1 8 ) 

2. .1.6 Eva luate I h R c; ult 

he aluation stag of marketing r search inv I es valwlli ng the de isi n itself. 

That is comparing th actual rcc;ults ith plans and makin cnrr clive a tion if n c ssary . 

he aluati n proc ss alc;o in < lves evahi<Hing the decis ion pro css us d. his in olv s 

hangin the <~ctiviti s in one or m r st rs us d in r a hing a decision, such as altering the 

melh d.s used to define the prot I m. coli 1 data 0r impl m nt th plan . 

In a l uilding onsultan , mark t r s arch can h us ful to identify: 

I. Th hu in ss opf>Orluniti s in t rms of e isting ne market sectors ::~nd ar as f 

profitable hu. in ss gro th 

2. Potential clients b mark l s ct r 

J . nor anisatiom;' o n siren the; and v eakn ss s 

4 . rn1 etitors who th are , th ir ta tic . strengths and w akn sses 

S. li nt 's uniqu n de; an I requir ments 

6. The business 11 ironm 11t in whi h the business organisation perat 

7 . The ffectiv n c;s f mark ting to Is find t hniqu s that are used . 
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A ca~ual hs r ntion c;e m~ to indicate that building nc; lltanc firms do n l carr 

ut mark t r sear h. hie; is indicated h th way pro~ ssionalc; c;eem to arr o tl th ir 

usin c;c; \! ith ut s gm ntin certain sectors 111 l rmc; of their pro ital ilit . s veral building 

c n ultants en I up reacting to situati ns in tead of acting in anticipati n. spe iall where it 

ncerns th f~ ct 1f c nomi p rformanc on the construction industr and Ia k of p t-

s rvic evaluation 1 try and und r<;tand th clients pe pti n of a succ ssful undertaking . 

her seems t I e v r littl roll up afler final a count and 1 aymenls are settled in 111 sl 

on truct ion projects . 

ll seem a~ if man consultants ar r sultinf! 1 the use of omputers in their offi e to 

assist them to arry our t chnical tasks only ' hile rh omputers in consultanc ofri ec; can 

used to anal 7e data got for mark ling research and helping to fo IS on th market 

situation. 

uildin onsulrants and quantit surve 10rs in patticular ar generall known to be 

ry k en in lr ing to get information in t rms of n d v lopm nt in th pro~ ssion for 

e ample n w 111ateria ls in th 111ark t Rnd th ir pric s. llowev r i s ems not common to see 

analysis by c nsultan firms of past tr nds in busi ness especially in th fa of economic 

climate in anticipation of future e ents . V er few firmc; also seem to know lh or anisation 

of their comp titor in t nne; of their mana ement structure although it s ems ther is a 

general kno lcdg f performanc of th comp titor firms in bu~iness. Firms en rail 

don't seem ke n 1 establish th sour nf the comretitiv adv<mtage that th ir com1 lit rs 

have over them. although there s ms toe ic;t a g n rat knowledge h the firms manag ment 

of how their mp tit rs arc performing . 
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2. .2.0 Marl<. tin Planning 

fh r suits of rnarketin r search ar er important for mark ling planning. 

Marketing plannin is a c; I of steps \1 hich are qualitativ and when und rtaken in a 

s -; ematic 'a produ a c;tatem nt of int nt for vari u tim fram s. Tt involve addresc;ing 

th review of the rnMk I r sear h. mostly the e ternal fa tors that (lr like! to affect 

h 1sin ss acti ity during a tim fnune whi h is cono;id red of r I vance. S m of the fac or 

ar econ mic, politi al and social. ln her ord , rnarketin plannin involv plan 

CAmpaign of actions n c;c;ar to correct identified weakn ancl achiev a r ed bje lives 

id ntified in the mark l r se(lr h. 

M<1rk I planning inv lves a firm d iding on business tacti s t empl tlnd preparing 

a I ient package both in t rm.~ f form <mel c nt nt in which it is pres nt d. The cl ienl 

packag hould h c no;id r I in terms of succes in producin eli nt stlli.c;fa ti n. Market 

planning also involves pr paring operation guid lines. appr priat snles and promotional 

activit programme and t udge. II the fl ve hav to b seen in the light of manpo er and 

skill requirement and a ailal ility . 

Ju t lik market r s <~rch lh rlans formulated during mt~rk ting planning shoulo he 

monitored and revi wed in the light of ondi i ns en ountered and perf · rmance achieved. 

Variance etw n plann d and actual p rf rrnance shou ld be ch keel. New inforrnalion to 

help the ac ur<1c of assumptions made in planning are ought. The new information h uld 

be matched to che k hether it supp rts or ntradi ts the mark t research conducted. The 

effectivenes of prom tiona! a tivities should e in estigated, and the performance f 

c mpetitors sh uld e evaluated ace rding t what is expected. 
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M::trk l Ianning is very imp rttln in husines., organisation . ft., main aim is to 

improve a busines organi alion 's p r~ rmance. lis involvem nt in e arninin pportunities 

that are like! o bee rn a aila le and preparin op rtunitics that ar . or :u likely to 

become helps to pr pare appro riale plans of acti n. A u iness firm' futur depends n 

reten ion of pr fitahle business hy means of rep at ord r the profilal lc continu<ltion of 

xisting ervi es pr usine s activity r y the id ntification and g neralion of n w usiness 

f rofitable nature. 

Market planning is s potent that orne f the tools and t hniques 1s d in planning 

trate y ar c nfused by many people to e the \ hole marketing funcli n in t talit . These 

are mainly the al and prom ti nal t Is 1ch a advertising. public rel<ltions, pres ntati n 

and sell ing techniques c rp rate identity and pricing. Thi can upported hy entiments 

shared y many p ple. ichunge H (199 A). puts it that "Marketing has en under 1 d 

t mean ad ertising, a vi w which di play ignorance y u in s pe pie." In di p lling the 

myths of what marketing i fisher N. (pp. 5 1986) p ints out that som people take 

marketing t he basi ally the arne a s lling while others take rnmketing to b~ about client 

"ent rtainrnent," glo y br chures and sm th talking sal men . He clear! state that the 

a ov are n t true and says that elling i nly one a p ct f marketing and it req lire a 

different et of kill from tho e need d in mark ling. A ut lient enterta inment and 

rochures. Fisher a that entertainment, r ch 1r s and .sal manship can l e important to I 

of marketing, ut th are not them elve part of u ines. marketing. Burges R.A, (pp. 7 

I 79) corrob rates Fi her' stat rnent y p inting ut that I some p pi lling i 

-;yn n 111 •s mark ling while thers think of it as a st rident orld of adverti ing . He 

p int o rt that the e are jusr funcli nal acti ities with an nrgani7.ali nal tit I f marketing. 
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2 . . J.O _!arli nn 
Th re ar c; al ;tpproach c; ro mark ting In moc;l ac; c; rh s a1 prnr1ch dep nd 

< n the use of on or a comhinari n of th tools of mr1rketin marketing toni is a mrth d 

c f allracting the c nc;urner to th go d or c; r icc h ing o fered . Th mo. I common toolc; of 

marketing. us d are: ad er ising . put licit . presentrltion and sellin te hniqu c; , 1 ri ing and 

corp rate id ntity. • hes tools of m::trkelin ha 0fl n he n mic;t::tk n ac; the rn<1rketing 

function . Thec;e toolc; are discuc;c;ed l rien on ho th ar used f r mark ling . 

2.4.3. 1 Arh· rtisin~ 

Advertising ic; an paid form < f 11 n personal pr sentati n of goods . servi ' s r ideas 

(Hedwwtiz g_ . KE:'vin , E.A, Rudeui. W pp. 41l5, 1 89) . The word pai I in d finition 

dic;ting rishes advertising from puhlicit and non p rsonal separates it from p rsonal selli ng . 

The principal media used for c:~dverlis ing are maga1.in s. n w paper-; . trad papers. tel ision 

a nd radio , hill h <~rdc; and direct mail. 

h main object iv c; of ad ert is in are: 

ir lingth p tenlialcli ntsiO\ h reth goodsorserviccsare . 

Perc;uacling the potential li ntc; to ac;k for c;pcc ific product or 'lervic 

J) Pr du in dire t . al c; h th eli nts call in direct! to ndors . 

In rcac;ing clicntc; cl 'lir . to lrarn ah ut som feat rr s of the c;rr ic sorgo d. 

5 ounlering ad ere; puhli it cr ated h th cornp titors and to huild institutional 

good ill. 

(, ) lnfnrllling pol ntial eli nts on hal th re rs 111 th market m rec;pon.c; to rh rr 

p r hi Ill . 
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Builling nc;ultantc; ha ot a hmt~d rt~ngf' f media that h v c lid us fo 

act er ic:in . onc;ultantc; can uc; pnc;t rc; on C'ClllStnr lion c;if c: . n ' papcrc: . hni al . 

rrofec;c;icmal. trad and gi -a a journtt ls . I I isinn and radin cnmmer ialc: . sit hnardin 

ptlrtl; compl 1 d building<; . plants such fl<; ran s. v hicl s. sit offi('cc; and c;it notic s. 

R r ltt1hly huildin c nsulttlnts are r strict d from l'ldY rtising ovcrtl hy I -Ia c; 

overning th ir pro~ c;c;i nfll ccmd u t nhan 

( 1\ r 525 of rhe laws nf K 11 It\ . 

in rchit ts and uantit Sur rc; 'h;:tpl r 

Relo are c;om of lh restrict d tid crtising rrt~ctic s. 

1) BL. 4 . .4 

2 BL 4.6 

. ) 13 . 4.7 

) BL.24 .R 

5) BL24 .9.1 -

()) 131.. 4.9.1 

7) Bl •. 24 . .4 

R) Bl ,. 4 .9 .5 -

Nam and pr ~ ssi nal ffices appearin 11 I II r head tn an firm 

concerned \! ith th b rilding industr '· 

d rtise r lout professional servic s r mak flnnounc mente; in lh 

pr s . 

Ins rtion of illustrt~tions and d scriptions of\! nrk hy 1 ublishers . 

E hibit nam ulsid ffic in lentatious ay . 

llow hoth nam of th firm l'llld th member or having description 

other th;:w professi nal affi s, qualificatic ns. '>ervi s r 11d red ani 

acldr s es on sit n tic t oard . 

Site noli e of mor than 50mm height with an ost ntalious ~ rrnat. 

Mnr than on notic hoard on sit 

N ti e board before or flfter the commen ·ment of normal 1 nilding 

or rt~tion or after pra tical ·ompl tion . 

Th Ay-laws ar 1101 the onl hindran c to advertising of building onsultancy 

"crvic c; . dvcrlic;in of services lik thme of consu ltants should t ca reful! don oth rwise 
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it can backfire. P rt are c;till unusec1 to c;e ing or hearing ad rtic;ing for man_ pro~ sional 

servi es and the might n t lik 11. lients and c mpetitors c uld int rprct adv rtic;ing b a 

firm tl'i s 1ggec;tin th;:ll itlackc; ompeten e (nloom P. ,pp.J07 , 198) . 

Rloom . P.N. (pp.108, J R9) urges that advertising~ r c;crvic c; mi ht not I 'orth 

the xpemes in urr d. I lie; ontention is that pro~ sc;ional t ric-all need rn rea h a ver, 

narr w audienc , hich ill n tic ad rlis menrs onl at th very infr qu nl times it needs 

the • ervi c and whi h requir s mplicated explanations f th c; rvices . II advocates r r 

mor cost cf~ cti e r rs nat selling. seminars or ther prom tiona! approach c; ac; oppmeclto 

t~d ertising. 

2.4.3.2 Pnblicit. 

Thi. is a c rnpl mcntar to <ldvertisin . It is th conscio IS effort on the part of a 

business or anisation to ommunict~le relevant informati n that will he to its advanta e. 

Pub licit u. ually don b way of new releac; and ne . conferences. M t firm 

rnarketin go d. ha e ot put lie relations manager to help and direct their puhlicit efforts . 

111e m . 1 ommon rubli relati ns ffort i th continuous attempt to htflin ditoriaf 

vera , such as favoural le omm nt or article ah 11 a firm 's activitie or c; rviccs in th 

rres . . television or radio . 

2) 

Some pr ss r I as c; cou ld in fuel h folio ing informr~ti n to the puhli 

Ne ser ices hein laun heel . 

cnuin impro 

3) Ne ommission<; or tenders won recently . 
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p lication r e isting c; r ic s o c; lv fl kn n hroni pr hi m . for am I n 

material o help and olv co I an I time verrun . 

Bi name li nts r tend rs won. 

6 Acqu isi ion of an o er. e s commi i nor tender. 

7 A sue es ful r search or de 1 pment proje t recent! ompl ted with a r search 

oct . 

8 f-irms annual tmnover r sui or rep rts or key staff r rganisati nat change . 

9 N prod 1ct ion . d ign or computer pr es (e.g . c mput r aid d d ign and 

comJ 1ter aid d takin off). 

10) N w lit rature or promoti ns .g . p ns r hip of sp rl, ph ilanthropic gestures or 

exhibitions . 

II) ntrihuting :micles in pro~ sional j urnals . 

12) Pr s nting te hnical paJ rs in seminar and c nferences. 

The rules go ernin rati n of buildin c nsultant are not ver trict on pullicity 

ac; on ad ertising . Th r ar h ever a few restri tions as illustrated in the following by-

law of the /\ .A. K hich oh.i cl t the follov ing pra tic s; 

I 81 , 24.7 lnserli 11 f illustrali ns and des riptions f work l y publishers . 

) B .24. I 2 -

_ Bf.. 24.2 1 -

"ucc sc;fu l r C~lllt 

Take part in compet ition not all w db A . /\ .K . 

Accept inc;truclions for pro~ ssi nal w rk on the ha is that if a 

not attai n d a redu ti n of fee laid d wn in ar proved scale of charges 

will l made or that no fee ill h charged . 

orne building c nsultant. seem t recogni e the wer f publici and make u e of 

pr fesc;ional magar.in s. From lhe researcher own observation there ems to be re ular 
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ont il utnrc; ol t~rli I s in 1 rofcssinnal ma a1in c; flncf the sam an he s 11 for c; 11inars at d 

(Onfcr n cc; r 'la ird tc the cons ructi n industry Thcr however r m<~inc; to >c c; •e11 a 

llcctive pul licity ffort hv join t cnnstrltants for ample contrihut rng towards phil<1nth ro1 ic 

·nurses nf provic;ion ( f shell r for th homcle as can be c; · 11 in lin with "Kit\10 Cha 

% rit~ " an orf!anistttinn which though not a branch nf I aw So ·i 1 of K nva it . app ars 

c;ucccc;c; ful 1 th in it s rrorts t nsur that ju'ltic is don in all as s and ltn ere; ar 

r sp 1 d and rcco nised . In an arti I of marketin nf pr ~ sc;innt~l s rvic c; nppearing in 

th 'onstruction R vi '. ( ay -.lun 199. Trtlukhnha A.A. conclucl shy savi nE! that p rhlic 

relations is perhaps on c th most important and fficient tools C' mark tin 1 prnfessional 

scrvic s. 

2.4.3. Snl pr .s ntnnon 

Pr c;entatinn ic; the order- etting s I ling r rnces • and itc; hjecti s ic; to onv rt a 

proc;p ct into il customer hy r filing a desir for the product or c;ervice. (ll rl<o\\if7. F:.N, 

Kerin R. , Rucl line; W, pg 44 198 ) . Pirrant R.J . (pg 8 199J) o s rvcc; 1 hat ther flr 

many fum sfnri s of consullants taking sal s teamc;' h n making a pres ntation to t1 client, 

11f 11111 ·h "n r111ning <mel airing", hack po k 1 (mon ). jin ling. 1v r- on riel ·nl c;t;llcm nts 

<rhoul being "1h r ighl inn for 1hc i< 1 ", but fh whol pr c; nlntion •;om ·hm Ia ·kin 

conviclion. pnlish ~mel th onfid nc that omes from doing th hom·' ork lhoroughl . 

Ja . . (p~ R5. I 990) t~dvic;cs th<\1 the ~Cll c; team should he w II r h <t sed. ttch 

111ernh r k nmvin h<tt his contribu tion ic; precis ! 1 and how il fit s info the c vcra ll 

pre tliClti< 11. for hm long he should talk for and th sort of things the eli 111 ic; lonking for . 

d hung ll . (pp 7, 199J A) ohsrrv s that lll<lrketing or 1 rnr sc;ional scr ic s mostl 

cl pen<lc; on pbhlic r lations wh re the I ad cons rltt~nt s lecls meml er of his t ttm . The 
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l i nl ma , chn c;r the I ad conc;u ltant lhrnuJ!h r c rnm ndati n. hi r IM innc; nr ~ n 1 r 

working relation. nrnp tilion for pro~ ssional . rvic s \ her jud " ar involv d ar \'Cr 

nue in Kenya . ., hec;e stat men Is hav some und rl ing truth in rh tn hut tiC ·ording to 

nchach 1.(1 95). it can h cl iphered that this ic; onl common for naive pri at clients 

handling small proj etc; ho in spite nf eing th majorir . th ir rontrihulion towards th 

vnl ue nf total cons tn1 tion IS ver, small . E p riencecl pri at lients , orporationc;, 

government. non g v rnm ntal rganisations I th , I cal and ~ r ign . and sponsors in many 

ases require technical presentations to help o e alnate the right finn to give th job. It 

th refore folio\ s that I uilding conc;ultants should b sensitive and adapti to the client's 

needs in order develop good un erstanding of the client compan and its uniquen ss . The 

sncce. c;ful consultant in a pres ntation is likely to I th one ho look at the proposed 

projec in relation to a client's hminess and ther perhaps external factorc;, as \: ell as th 

nmpl tc project in its wn ri ht ( tkinc;on .J Atl<itson .J . . pg 105 J 985). 

2.4.3.4 Pdcing 

From a m<trk ting p int f vi w the pric is the val1e pia don a good c r servi hy 

customer at c;nme point in time (Kif ra E. Wnnmgi Jl . . pg I I I RR From th 

foregoing pri e gn s I man nam s - rent . fee. fare, inter st. 1 remium. h norarium 

salary. age <1nd en hrihe. All these name add UJ to on thing : hat con<;um rs ptl f r a 

product or serv1c firrn b selling it prices higher, th same or I er than that of 

nrnpetitors' establishes itc; basic relation to the comp litiv market (Logan . pg 25) . For 

~orne pr ducts an incr ase in pri may rcc:ult in an increase in sal s revenue \ hil for thcrs 

i ma result in a decrease. 
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Pri 

Pri 

h r pric chan s In total rev nu in thr drmanci situatinnc; ar c;hn\ n in 

t1e dia rnm 1 lo\! . 

n emnnd 

in reas c; 

Tabl 2. I E la<;t i it y of cl ma ud 

Source: Kihera K.N, Wanlingi B. '. p I 2 l98R 

terminrtnl<; of elt~c;ticit are availahilit of c;ubstitutes . imt orlanc nf th W du Is in 

cons 1111 rs budget , urg nc of con<;umer's n ed <1nd its' relations tooth r n ds . 

Building onc;ultancy s r ic s hav nl perfect suhslitut in th s ns that one firm's 

c;ervi e can he c;u c;tituted wholl with an ther . In some cas s lients can do a a ' ith 

c nc; 1ltants altog th r and ille all get desi ns from similar proj cts d 11 h. th ir friends . 

IIO\! ever in planned 1r an areas th us of c nsultants su h a architects and 11 in ers are a 

mandatory r quirem nl in th planning b - law . Sine the cost nf construction out\! ei h 

that f consultan y scr i es it w uld e m logical to assume tha the price of d v lnpment 

co t is Ia ti and in cases ' her the pr fessional fee affe t he total d vel pmenl cost 

c;ubstantiall then the huilding consultanc fe is Ia. tic in the scns that costs are 

low mor d vel pm nt ill result Mo hache J. ( I Ci) corroh rates his y sa in that one 

nf the reasonc; h I uildin con ultants are suffering in the market is ecaus their ervic 

t~re unafforda I . J3 varying th 1r fee the building onsullants ther ~ r can affect the 

ciemand for theirs rvi s. 
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<\om nl th nl 1 eli c; of 1 ricin a ma imisin profi . target -r turn . c;~lic;fa tor 

prnfi c; cac;h -n , . c;al c; ~ m •tl1. in r ac; mflrk I c;har "i. maintain ~;hare f th mark 1 t111d 

m 1 nmp titinn (J ih r~ F .. , \ ~rin~u R. · , pp. 135, I R8). 

l:l1Cimi ing Prnntc: 

I hie; ic; an at mp tn r-rc e th hi hec;t 1 c;c;ihle profile; ~lflcl an I ra 1 i c; cl it h r in t h 

c;hort n th I ng run. 

:-~r~ I r turn. 

i rm c;tru tur lh ir pric sin cml r to ach i v apr d t rmin d r IUrn or inv c;tment or c;al s. 

The finm lt~r~ t mt~y 1 r s I tl"i a c rtain p r ntag r turn on sal s . c;tl 1 %. 

nt ic;fn tor·~· prnnt c; 

h r ar m~ny firmc; hich d not aim to ma. imis profi s. inst ad th c;et profit 

ohje ti v s at I v lc; \: hi h arc vi v cd ac; salisfa tory to o-. ncr t1nd lop nHIIlagcrn nt 

(Ifill hr·nndt r. 1, pg RR. I I . 

S me firms c; I priccc; tn r c ive ·ac;h sp nt n capitt~l ac; fac;t as posc;ihl . 

• nics (;ro' th 

Sine the funcl(lm ntal g al f may firms is In row c;om firms I jcctiv c; in pri ing ic; to 

rrnmot grov th . 

In r ac; 

Th ic; ic; to in reac; t1 firm's r I at iv posit inn in I ott~! c;al s within a produ t or induc;tr ran . 

tnintnin 1arlt t hnr· 

The attempt h r i.e; I hold on v hat th firm hac; . 

. I 



fnrk f Competition 

I h 1rm in thic; e<l'l ;uljuc;tc; itc; proc c;c; ach tim a ·omp titor all rc; his pr ic . 

fluildin cc nc;llltnntc; :~r dic;ad anlttfted h n it com s tn the uc; of pricing ac; t1 lo 

lnr mt~ k ling This ic; I tl\l c th c;cal of fcc ic; c; 1 h ' th rcsr criv prnl c;c;inn'c; I y '""'" · 

~om res rir ionc; c: 1 nut in th ode ol pr<1ctic; for r hit·cts and 0 rant it . ~ur · vors whi ·h 

;1re Cf ro;id r d nc; prnl c;sinnal mic;con luct as r g:~rdc; fee ar : 

Bl 24 I 11 mpl to c;upplmll 111 mh rc; or compete hy mcanc; of reduction of ~ c~ or h 

other in rc mcnts . 

BL 2 0 • I c iat . h har ing I ss than the r comm ncled charg s lnid del\ n frorr rhe 

c;ca lc or fc \ . 

IlL 24 21 1\c 'CPI instru tion'i for 11ro~ ssion:1l work nn th h;rc;is th;rt if a sue cc:sful 

rc ~illlt is not allained ;~ reductic n of ~ laid do' n in th approv d c;calc of ·har!!C ' ill I 

made m that no ~ Ji ll he charg.cd. 

1\s hash n stnt d hcfor . th t~l ov ic; a hindranc to mmk rinr,. Mocha h .1 . (1 9 5) 

h11s noted thtll on of the re(lsonc; h hu ilding consultanlc; are out of mark 1 ic; h ·a rc:r th 

" rvi cc; the , c ffcr <H' unaffnrdablc. Th above s ntimcnts nrc c;har d h: Mht~ t1 J . ~ . 

(iichunge II. (llld An crmhil J.T. · . (1993) ' ho seem to con ur with the icl <1 that th c;cal of 

fcc charg d c;houlcl I lihernlis d and I ft to th mark 1 ~ rces . The dan~cr nf this an nol 

how v r h 1 rt 1111111 ntion cl . It is nnt d that customers per · ·iv a stron cr r lationc;hip 

hctw n price and QU<dit' of services than of o ds (Ru htott 1\ .M. :lr.'\011 I>..J. , pp . 19, 

t98li) . It i<; (llso difficult to hav a common has for the cost of cons tlt:lllC)' services 

I ('C(\ll<; r the intan ihilit _ and n ihilit and so ~ s ar like! IO differ consiclerllhly from 

one prnfessinn<ll I< anoth r as it ic; difficult to put value to c;uch thinp.c; tiS skill . ·xp rtis and 

\ nlu 



2.4. .5 orpornt fdentit 

ng efor Adam mith advanced the n ti n f rfect competiti n in revolt again t 

vemment re utated trad , randing r marketing wa inaugura ed b a British king to 

pre ent chea and windlers fr m utting ut sh ddy merchandi and hiding ehind 

anonymity. By markin craft men put an identif in mark on their products, the King c uld 

ca ch one wh adulterated the go d and on craft man and con umer began to demand the 

word with such and such a mark (Ranet E.M pp. 11 19) . 

The p wer of the rand shifts competition fr m th monotony for e ample of oap 

competing again l an ther mer ap. It, ~ r example attach a name l mmodity which 

c nn te "th skin y ap; or "Thi i the ap": or for " m with 

p wer foam" oap. The main aim of developing a corp rate identity is t di. tingui h one 

firm from hers offering the similar services. 

Each company sh uld be concerned a out it identity and image fit elf that exist m 

the mind and eyes of it cu tomers i empl yee , the financial w rid, the media and lhe 

public at large (Fisher.N pp. 144, 1986). orporate identity is tl1e name which a firm is 

given in usines circles to the way in which it i the sym oli m f various kinds in which it 

manife ts the nature f enterpri e t th se who live in H and deal with it (Fisher N. pp. 146 

1986) . rp rate identity involves services and product that are offered by an rgani ation 

variou environments within which the an organisation perate , and methods of 

communicati n. 

Fish r N. (pp. 146 1986) p ints ut that organi ati n that do n t oncisely project a 

personality or identity will u uatly appear bland perhaps mediocre, certainty imilar to other 

organi ation d ing the arne thing. 
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Th corporate id ntit can I communi ated h the us f I Iter heado;, nv I ec; 11nd 

tal c;ymh lc; , vic;iting carcJc; and orporate c;heets, us of ullicit 1 lc; highlighted earli r. 

advertic;ing a'i veil ac; promoti nal activiti s like c;ponc; rship. prec; nation. ao; well ac; the 

d c;i n f s r ice. interior 11nd 

a ti udc and ehavi ur . 

teri r aspects of firm ' c; offi Cal p a ran ompet nee 

n of h prohlems which have een noted in mark tin of serv ic s is differenti<1tion 

(Bloom P. , pp. 106 1 84). It is difficult for e ample to distingui h the services ffered 

b • n q 1anti sur c or from th oth r consid ring that lh quantit surv yors have 

un er on similar training and undertak n similar aminali n . It ic; important ther fore ~ r 

con ultan to c ndu t market research of the attributes eli nts hink mak a r articular 

con ltant's s rvice differ nt and mor attractive than that f omretitors . Th consu ltant 

should then I k for means f commu ni ating and c;tt~hlishing th mselv s as assessors of 

the d sired attri tt s. he I uilding onsultants should develop and ommunicat a 

dic;tinctive p rs nalit image ~ r th 1r services, ' hich appeal to both pn fe ionals and 

peopl they want to s rve . 

Maistcr H . (pp. 5, 1982) advis buildin c nsultan s to ernphasi7.e n thr e 

attributes or p r onttl it ~ atur s to set th mselves apar : 

- " gre hair": 

- "more rains ": 

- c;uperior pro cdur 

m re pcrience, speciali arion. ere libilit and c ntacts 

I tter solutionc; t problem 

asual ohs rvt~tion shows thai ome consullt~ncy firms are tr ing t address 

thems lves to the issu c;. Pro~ ssional in the construction induc;tr are trying to addr s the 

isc; 1e of d velop ing a c rporal idcntit b trying adju lo 1 hn I gical advancement 
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np ra ti< nal in < th r c 11111ri c; ·hirh wi ll grrall _ i1ff c t th i r mi1rkrling . !"hie; an be 

i lluc:tral d hv the number o firmc; ' •hieh hav a CJuirrd artifi cit~l int llig nee Ionic; c;u h as 

cornpu terc; i 1 h ir offirrc; ac; ' II ac; in ·c q ort~liclll of lllnd rn i nformt~ ion t hnc log_ c;uch tiS 

tel fa and mobil 1 I pllC1n c; for par tn rc; to communi at ·v n hen th <lr 111 r the 

office . • , h re or it app arc; pnrd 111 for /\r hit etc; and ngin rc; to 1r 10 a quaint and put 

inlou. e omp lfer ni<led d sign ( '. 1\ .1) syc;lernc; in their ar ·hire 11ral prarli s and like 1se 

CJ mntit_ c;urveyorc; c;hould ploit p rl c; •c:tCIIIC: . ., h se ma, " rve tiC: mt~rketing tools as 

there se me; to evo l 1 Cl lrencl for 11c;c of /\rlifi it~! int ll ig n c . Th re ho ver c;till remains 

lo h n h m nwd · .c:ofr\J t~r rackflg c; m rc suited to th lo('tl l si fu<1fi n coming from the 

dom . lie huildin n mtlllantc; . 

Th ·nnc:truction indu tr 'c; mt~r tc; arr ·cr ola til d r In the high s nsiti vil that 

th ha · to h CP tlOillr r p rformnnrr of olher c; lore: . h ic; mnk s mark 1 ing rlanning for 

conc;lru lion c; rvi .s m r clifficu ll hul rnor nee ssa , It ic; mor n c c:s<u b <we; the 

re urccc; of an practice are finilc and ca n h ('Cl'; il inter hang d with nih r fi'nn c; . It is 

very di fi ult for a firm In adapl rapidl y t •wdclen cha ng s. r:fl rl arnin and rcc;ulting 

t~ nt i ipatinn of ht~n in the mt~rk t ct~c; c; t~nv imptl 1 lh<tt th · ht~llf!CS ha ve nn the firm 1 he 

firmc; ~hould th r f'nr tr In a ·t in a111icipttlion or ·erlt~ in cnndiliou.s in an tll mpl to control 

1h ir d stin sand h ;;1 knnwlrdf!<' n nrnpc itn c; _ l ·ailur 1 plm1 mi hi mean re<lrting to 

rhan e or ir 11111s1anc <: ·hrn it ic; alrcad ton lt1 l or 111 a hurried <1nd ill cnnce i ed 

in fnnnatinn whi h lr<tv rc, cr pmc;il lr opliow; nr c;nllrli HIS . Thi.-; I ad to loc;c; nf lh finn·~ 

comr titivr edg in 1he market place . 
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Aron II .' th rc are th ee c;cl oolc; f thought ma_ he identi i d in th lit raturc thnt 

sugg sl that markctin~ of s rvic c; is dif rent from marketing f o ds t ' t~rrant s paral 

a tention . ne school of thou ht argu s that c;ervic marketing is n sp ial cac;e h ca11c; of 

the very nntur of c; rvic s hich m an. that most normal marketin prn ti c; arc not 

direct! appli ahl t th /\m ri an Mark ling /\c. o iation ( MA) ecinl c nferenc on 

service marketing in 19R I this point f view was presented by Lovelock: " .. . . I make no 

claim that marketing of s r ices ic; uniquelt different from that f ph ical goods . If the two 

ere unique! dif~ rent this wonlcl raise seriou doults as to the coh renee or marketing as a 

functional area of management. M cont ntion is simply that a different manag rnenl 

approach is needed in servic s markeling ... .. . lt is m contention that marketing 

Management ta ks in the servic sector can be differ ntialed from tho ' in n1anufacturing 

sector along two dimensions. The first relates to the eneric difference between ervice 

roducts. The second concerns the mana ement environment r 

content within hich marketin task must be fanned and executed" (Loveloc < • pp.S, 

f 981). 

The second scho I of th ught rene ts that apart from he f fundam ntal marketing 

principle • most mark ling ic; situation specific and is determined hy particular characteristic 

of an industry. lien only limited generalisa ion is possible be it about market in f oc d 

or marketin of s r ices (Turn bull P. and J wi'i B, vol 6 o.J, 1982) (L w~ n P6 

83). 

The third . ch of of thought apparent in the literature ar ues that servic mark ting as 

heing simrl one ap lication of basic marketin prin iples and not a distincti i sue. Enis 
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and Roering e presc;ed rhi r sition at 1\ Asp cial conferen· in t9RI : " .. ... Pcrhap 

rather than attempting to form tlale a uniqu er ice pro ss a more fruitful approach 

ould he to build n the' 11 develop -d ani accept d marketing tradition . hvim1sl the 

ratio f langihle and intangibl I mente; v<tri s uhslantially but el mente; o ClCh <tre present 

in all produ Is . C.omequentl . one g neralisecl strafe formulation pro ess ould suffice 

for all produ s 

marketed. Whal is marketed is a bundle of benefits. often inci'-!:Ou,_dl!.!..n'-0--~"'-'--~~ib=le and 

intan ible as eels" (En is B.M ~ud Re dn~ f<.l. pp . 3 1981 . 

Each of th cho Is f thought can be given a viab l ju tifica ion according o a 

given stand point and specific ample. Out the all have a common thread which ic; I ased 

upon degrees r levels of generali ation in relation to applica ilit . Ruston A .M and Carson 

.J , (pp.2 1, 19R5) in r ing to develop a c nceptual framew rk for market ing of services 

suggest that whilst there are general marketing concepts. appr ach~s and theories of 

univer al applicahility, when it comes to actual the proc s of marketing , adaptation f th e 

generali ati ns is required lo uit different . circum lances . The ab v 1. illuc;trated 

diagramaticall on th ne, t pa e. 
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of g ds marketing 

lnd 1strial 

g cis 

marketing 

nsumer 

g ds 

mark ting 

INDUSTRIAL PE JFI 

echniquc and c ncepts of 

service marketing 

onsumcr 

s rvices 

marketing 

MARK ~ TTN ' 

Industria l 

servic 

mark ting 

STT ATI N SP J Tr-T MARK ETING 

Pig 2 .2 '- er· ic marl{eling in ontext 

* onr :Rushton A.M .. arson D..J . 1 p.2l 1985 

The ultimate outcome of adaptations sugge ted by Ru. ht n A .M . and ar on D..l . i 

renected in the situati 11 specific practi s. In this situation, although th marketing concepts 

and many t chniqu s are uni rsal. the marketing pra !ices are often unique to that situation . 

Ru h1011 A .M . and arson D . .J . (PP. 22, 1985) hav p inted ut that there is a c nsiderable 

degree of c mmonality in mark ting pra lice a ross 11 urn r o ds . industrial g ds, 

consumers rvice and industrial ervices. It . hould h rememl ered that hecau e both goods 

and service.c; marketing are derived from the one h d of general marketing theor . there are 

al 0 many areas 0f omm nality . 

The rn t frequently cit d and wide! · el of erv1c characteristics which are relevant 

and significant fr 111 marketing per pective a compared to g ds ar inlan ilit , 



heter gen it _ perishtll ilit _ inc;ep~rahilit f producti n and consumpti 11 , stri t ethi al and 

le ~I constra ints as ' II a'i In r 1111 taint '· 

2 .. 1 lnfangil ilit: 

r ices nr intangibles. " 1\ good is an ohj t. a vi e. a thin . hil a s rvic is a 

leed . a per~ rmanc . an f~ rt " (8 IT • , I 84 . 

Th r 1. d ul I intan ibilit of s rvices , hecaus unlik a o d a s rvi can n t be 

tou hed and it is diffi ult to rasp 111 nlall (ll Cson t ~I f< 78). S rvi cann t be 

e perienced throu h an of th c; n. es prior to purchas s. ervi es. unlike oocls, cannot be 

own d. Servic are 011 tnn d not possessed. his make. it diffi ult ~ r mark ters to 

demonstrate and des ribe a w II ass 1 th pric hich d m nslrat s a valu for mon . Tt is 

also difficult l sl a n w ser ic ~ r ccmsum r ace plane since the cannot t ll be~ re 

hand whatth servi is like. 

Mark tin difficulties or ser i es due to intangihilit of servic s are those of 

ommunication and ahi li t to conduct mMket r arch . ual intangibil it of services mak s 

decisi n making difficult ~ r rust m rs. as they may r r eive a high I v l of risk in ervic s 

purchase hich mak c; them pr ~ r to c;e k servi informali n fr m p rsontll acquaintanc 

rath r than from ma k I r-dominated c;our es and they may find s rvices diffi ult to valuate 

(lluttlc F, pp237 I R ) . 

Fr m the ~ r oing it s ms th(lt c; rvic s (lr ha the conom ists call creel 11 e g ods 

in that purchasers must ria great faith 1 th se ho sell to th m. Pro~ s ional ervic scan 

usually lack attributes that a lu er ca n confident! • evaluate I fore or ev n afr r making a 

purchase. Wh n nsurn rs huy a n ' ofa set for example the can sit n it, touch it and 

c m are pri es I efor nwkin a de ision . Aft r alin in a r c;taurant. the xperien it elf 
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j<; IISUtiiJ no11~h t tr.ll di1 n ,.._ ' •hcther the tH hflppv •ith th ir m ;tl and th 1 for 

h th r th ' ' oulcl 1 r·turn h <1ho c; 1m I <>u_gg st 1 h;t 1 t h market r of pro~ •:ional 

<>c-r vice<> c;h 111ld tr v to 111t1k th c;c vic " "PP ar t<~ ng. ihl 

improve ltlll it ilil I _' rnpht~c;ic;'ng. on lh rcc;u ltc; ot th 

Th mmk I rc; nt c; r ir ~ 111 ight 

c; rttlh than th actufll offer. 

n ar hite t might or amplr mphac;i7 11 <I 11101' f 111Ctinmd bu ilding (111cf a h 1ilding 

hich ic; mer aec;thetirall ' fiJI alin_g . I h qmmtitv c;ur vor ran cmphac; i7r on sav111~5 fiS 

w II <t<; vatu for 111m '· 

2.5.2 Ru Cl' 1111 rtainf .1 

an r pi fir ignorflnl of c; r icr and ar ti mid ' h n th y ha to us th m. 

Oft n the_ -.r unc;urc if th V hn vc In II~<· them rtl (1 11. I ~ • n if thr' re ognic;c th ir nerd. th 

mt~y e ntertt~ in th \ rnn icl ac; ahout what th scr ir s may C( s1 and v ht~l the pro~ sc:ionals 

C<lll do forth 111 (Rioom r. .. pp. 104. 1 R Ev 11 11 the uc;tnm rs find nul ' hfll the 

11 cl to knn •. lh y mav stil l lrwk the 1 T llllirttl c;kills nee c; c;ar ' tn <l'i'i c; how imporlt~nl it ic; 

fo a r ro~ ssionfll to ht~ r dcnti(!lc;. cxpcricnc els. or quipm 111 and skills 

ncc sary t 1sc th q 1ipmen1. Mor o' r 1111 rtainty continucc; v n t~ft r th - s rvicr hac; 

heen rendered. sine laymen ar nerall unable to lctcrrnin for xample h lher <l cas 

;tc; pi (ld I Jrc p .r l_ rtn ctudil d< n thornu_ghl .. t~ huildin d c;i 11 d sa ~ I nr "' sur i al 

prncedur handl <I ·omp 1 nlly . 

The luycr 1111 Clln in y is 11101 for c; rvi cs 1lwn for g cis mos t! du In inlangihilil 

nf service.c;, vhi h meanc; lh Ia of Iangil le Mlrilut s lhal an h C1s il 

.~ .3. lletcro~en if .Y 

Rect~ 1c; c; rvi cc; t~r al aye; r rfnr111 d and in oh· n human el mcnf e n if onl on 

thr pnrt f the us r . th ra nnot th rcfor he c; lfllld<lrcfised in the S(lme W<lY as g.o d 
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<Ruc;hton . I.. m· on O .. J. pp.22 I 85 . 1\ s rvic is al 'a c; ~ubj I to t;Oill varia ti n 

in r r ~ rmance (Sn c; r 

performanc is lr 111 I difficult (Rathm II .J.M. ,pp.32 1 66 . In th rlhscnc of tan ibl 

allrihute . it is hard to establish otj tive standar Is of send c pr duct qu;~lit . equal! . 

qufllit i" hard for con umers to assess prior to and c 11 flfter, purchtls (Rutl 

F. pp .237, 1989) . 
• 

Due to lack o h tnogen it , u er uncertainty ma incretlse a consum rs ct~n not b 

sure of the same qual if for th s<~me purchase. 

The prollern of er ice firm not h ing aile t distinguish therns lv as different 

from their comr titon; calls ~ r erv ice firms I look for ways and m tllls of ttpp arihg 

cfirfcrent from others < ffering sim ilar er ices. ln mark ling it is importan t to as ur the 

consumers of the qual it of the product that they areal ut t purchac;e. Qu;~ l it assuranc i 

therefore ver' imp rtant in marketin f ui ld ing c nsultanc serv1ces in ord r to enhanc 

he client confidenc to eng;~ th consu ltant. In the ca. e wh re the eli nts insist that th 

want the same ervices like others before them, the clients can b mad to ~ el that the 

pack<tgc that the ar l in is tt cuc;tomised on and ther ~ re their purchase is uniqu and 

specially made forth m. This C<ln help lients to understand and appreciate th . differ n es in 

the s rv ic s of~ red t the dif~ ren! eli nl a w II as enhance th ir confid nc ~ r th ir 

rurcht1se. 

2 . .4 Ins pan1hi1ity 

c;ervice unlike a g od has the problem fin epara ilil . rhis is he ause a c;ervice 

can no ex is I ilhout its provider. 
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Fad c; rvic muc;t I e produc d an indi idual profec;<;ional. \! ho e \ ork an n t e 

delegated unlec;s t another profe<;siona l and al the val nf the h man judg mcnt in th 

pro isi n of servic cannot he replac d \ ith mechanical r non mechanical 111 (IllS perfecll . 

lluman ·ud mcnl and p rience ar very imp rtant in th provi ion of c;er ices. his 

limits lh capacit of the providers of th ervices. Th re i. also th n d for parti ipation 

of the cu. tomer during the purcha e pr c s f r e nrnple in his statement of the hrief. the 

buildin client ha t state clearly and onci ely e act! what he" ant 

2.5.5 P ri habilit 

er ices can n I h pro u ed ef re the are required and then lor d o meet the 

demand unlike od (Ru hton A.M .• arson A.J., pp. 23. l9RS) . This m ans that if a 

service is 11 l uc;ed when it is available then the rvice capacil ts -.: ac;t d. Th major 

pr hlem for marketing r ult ing from thi is ho\ the market rs of ervice, manage the 

demand so that i is p rienc d at th wanted tim s and q 1antiti ( <ott r P. fllooom 

P. ., pp. I 84) . Ex ess demand for . ervic .s ma need to he general d to 

period . N w demand rna ne d to b enerated to fill th ea nal or irre ular over-

capaci t . oods n th other hand. an be manufactured in lt~rge quantiti durin p riod 

of I 11 demand and stored to I old hen the demand will e cc d the production capacit 

Price differenliati n ~ r c; rvic " have been sugg sled (l<otler· P. filoom P. . I 84) 

as a wa to mana th d mand during different periods. ervic r>r viders ca n incrcas fee 

durin high demand peri ds l r du the demand and lower th ir fee during 1 ' demand 

period to inc eac;e d mand. 
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2.~.6 tri t thi ~I and gat con. traintC\ 

arketers f d and commercial servic 'l ar mostl free to su ar- oilt, soup up 

r seal down their of~ rin s to please he customer. a~ I on as they oh - health and safely 

re ulati ns (Bloom P . . pp. 103 1984 . . me e ampl s are; 

isterine ... .. the mouth wash that fight m rnin br ath and leaves our hre11th lean and 

fresh h0urs longer than the number l o mouth a h. 

The Bic d bate ..... here is no debate ab ut ne thing; I ic i. the best. 

T ss i the number ne h use wa h ...... Pick T and l s awa the r st. 

he marketin f services i not carried u a for the d illu trat d above. Ethics 

and standard disc urage profes i nat firm from kn wingly marketing ervices which while 

"pi a ing" cu t mer , might mi lead r eventually harm customers or third parties . Thu 

Ia yer usually a id claiming that th y can \vin c rtain l pes f uits h Iter than thelt 

competitors, edi orial consultan t tend not l arantee their ability to get articl placed irt 

sp cific pullications. Similar! . ac untan resi t an client pre sure to overlo k financial 

irregularities and such activities that w uld not only hurt the interests nf th client but al o 

lead to fo mal complaint frcm1 th third partie lik inve.c;t r . Do tors also d n't give 

guarani e for their treatm nt nN laim pu licly to he b tter than others in th ir profession. 

2. . 7 Need to h per· eived ns haviug exper-ience 

The sell r of pr ~ sc;ional s rvices unlike oods n ed to b per ived as having 

experience. T3 cauc; hu ers of profesc;ional servi es t~re often 111 rtain about lh criteria I 

use in selecting a r ~ ssional. the tend o focus on on quesli n: Have 11 d n it before? 

(Bloom P .. 104 19R4). Using an xp ri n d professi nal mak a risk purcht~se seem 

les risky (Uio m r .. pp. JO .19~4). 1\m n Lher things if, anything goe.c; 'r ng, a 
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u er rna ~ id I ing >lamed by hi ~uperiorc; or famil for choosin[t an anpr en 

pr ~ ss ional . 

he r quiremenl for p reates th prohl m ~ r pr ~ ~sional or anist~tions . 

rirms vilh e perlis in limited areas ften have difficulty diversifying into new lin f 

ork . "Newn " in prof~ ions is n t n rly a favourable an attitude as might e f r a fl 

drink. A ne c;ofl drink in o th market mi ht m an a differen taste and create demand by 

curious c n urner . 

From the a o e disc ssion if appear that the profe ional firm ma overcorn the 

pro lem f perience h recruitin p pi 

wi th e peri need fi ms. Re r litin people p 

es ing the ne ded xperienc r l 111 rgmg 

in the ne e.~sary experi nee might bring 

in the problem f j ea lousy and per nal connicls among new and old workers in the firm . 

There is als the risk f tw firms n t blending well in a merger r joint venture a reernent . 

S the step o h tak n should be ' ell considered and implemented . 

2.5.8 lmm ac;urahl h nefit of adv rfising 

Marketing of profes ional . ervi s ha th pr blem of imm a urah l b nefits of 

ad ert ising (Jlloom r. . pp. 107 1984). Adv rLising is gen ra il a ver useful to I ~ r 

helpin an or anisa ion differ ntiate and sell it products. Man profes i nal organisations 

still har their memh rs from op nl adv rlisin forth ir s rvic s. 

Blo m P.N . (pp. 107 f 84) has it that even if advert ising was allowed b rno I 

pro~ c;si nal instit lions it rna backfire and it rnt~y n I e worth the exp nse. Thi i 

I ecause peopl are still unus d to s eing or ha ing advertisement for mosl pro~ si nal 

servic and they ma not lik the idea. lienrs. r even referral sources could interpret 
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advertising h a firm ac; sugg stin~ that it lacks cmnp tcnce. Bl m .N . further su 

thai e I n if t~dverlising \:as ace prahle h h h pol ntial clients and legislati n it ma not 

orth thee p nse hec::~us pro~ c;si nals I 1pically need to reach er narrow audi n 0 
which 

ill notice the ad ertis mens onl at er infrequ nt times il nc ds t11e servi s and hich 

requires ompliri\l d e plimati nc; of th c; rvice . fie ad cat c; for more ost effe live 

meth ds nf marketit such as p rs nat s llin and seminars or th r 1 romolional 

t~pproaches 

Fr m the a ewe it apJ ears that the m st to ical wa to approach marketin f 

pro~ sc;i nat c; rvi es ould be by the profec;sional firms s arching ~ r clos r t chniques of 

identif ing a arget audience that can b rea h d ' ilh low cost sp ia lised puhli ali ns. he 

con ultanc I firms could monitor the r suits of this appr ach h tracking c;uch areas as · 

numb r f inq11iri s r c ived and r c pt i ily of clients I s II r rallc; . 

2.5.9 onv r1ing docn:; into s II rs 

Whether or not advertising is used . p rsonal s lling should play a big role in 

marketing of pr fessional servic s (Bio m P.N. pp 107 1984) . Traditionall . professional 

s rvice rganisalions c; em to I ave marketin almost x lusivel to the hands f their most 

seni r partn rs xhil it a nt'tir for it 0 hile I rhnical tasks arc left to th thers . With 

difficult in getling jobs increac;ing du to increase in the num r of competitors it appears it 

w uld he prudent 1 chang this apJ roa h l hroacl ning participati n of marketing 11111 ng 

the memb rs or the staff. 
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Bin m I . . (pp. t07 I 8 hac; p inl d ou tha eli '* pre~ r courted 

p rs ns ho a tuall erfonn th tac;kc; . ustomcrc; for c; r rc c; g 11 rail ~ I uncomfort::~ le 

u ing from pe pl rhey will ne er se a ::~in or from officiate; ho nl c; II . 

W eld . a rnanag m nt c nc;ultant to archite ts and engine rs , has stCiled, " clients 

for building COI1SUII CII1 d monc;tral d a I ar prefer n fnr marketing 

r ani ation compnsed of clo er d ers" i.e. thoc;e ell in flddition l doing t chnical 

ork. Wh r the profesc; ional makin the sfll an asc;ure the client that he r he ill e 

per onall in ol d. to a cr dible d ree. durin the e e ution f th pr ject rnak the 

client mor happ (Well o PP. 152 I RO) . 

Th ahov probl ms all for I rilding c n ullan s to think f wa c; and 111 an. of 

vercoming this marketi ng prnhlem. Building consultants mi ht verc me th ah ve 

problems h onsid ring mark tin sk ills when r cruitin their c;taff. Thus , other things 

rema ining q ral in lrding competen at p rforming the pr ~ sc;ional tac;ks, the applicant 

who xhil its an inl rest and has the potentit~l for s llin should I e given pr fer nc in the 

recruitm nt. The mana m nl of th consultants an also inc rp rat ales training 

program into staff de elopm nt pro ram. . Th can leach profess i n<~ls basic mark ting 

<;kills uch ac; id -ntifyin and qualif in ads . s imulating r ~ rrals . courtin pro 1 eels, 

making pr s ntations. ne otiatin d als , clo in sal s and managing relati nships . The 

managem nt ca n encourage mark tin b making it m re r ardin F irms ca n give 

bonus , rai s in salaries, pr m l ions . new ofri es and other r wards t those wh orin in 

and retain eli nls . 

Jrnpro in <; lling ski lls of j unior staff an have its ov n danger in the en. e that the 

staff can opt to lea e 1he firm w ith some of h al 1ed eli nts to op n up thei r wn 
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con ullancieo; . Th r ic; alc;o fl cl<tng r of c 11p tition for li nt a• 1ong the firm'c; prnf c;o;iont~l 

c; ttlfl r <lling ill -will and r due· co-0p ration <tncl <tlc;c too n11tch tim lllt'ht I · d vnt ·d to 

c;eJiing (ll the t' pcnc; nl <]tltllity p I fo llltlll(' of th ~ rvicC!\ which ic; tl vital tool of 

Ill<~ rk rt i 11 J! . 

rv<llin to(! many hourc; hy the partn rc; making c;pccrhr c;. c;crvinp 111 prcc;ti 'inuc; 

co 111111 ill c; . d i 11 i 11 ith important contact<: or taking other a ·tionc; which ·an c;uppnrt the 

marketiny. effort mi 1ht fc(ld to negl ct 0f c;crvices rrovid d and therefore defeat lh purpose 

that it is -;uppmed l<l c;ervc. Thi-; ca llc; for a careful balancing (lf th · tim I ' the 1 artnero; . 

rio;h r . 19R c;ug csted that th uc; of mark tin c;upp rt npcrts hv luilding 

con•"tltt~n c; can help in thcir m~rkcting effort II c;t ron j!ly c;uggec;tcd th uc; of the 

m;:1rk tinge pert<: in th fnllc' ing ·irrumc;tt~nccs in ord r lor ap maximum hl'n·fil'; : 

Ci Where c; nic r ~t<1ff of a rirm h<tve insuffic:i nl or no cxperi nee in th • ar a· of 

m<~rkcl in 

Cii) Wh rc the cnnsul1a11 firm is not lt1rge nough to w<~rrant fu ll tim· 111t1rkctin t·xp rt 

(iii) Where the x ic;tin~ Sttlf f hav mt~jor commitm ntc; in other areas 

( j ) Where there ic; a need o brin in new id <1<; 

(v) Where th r ic; a need to c;harp n ic;ting ski lls in cert(lin flreas l ike market reset~r h. 

aclv r isin . CClfJ orate imt1g d elopm nt and training 

(iv) Whcr the onc;ultant •s ngul~ cl in rganisationt~l presc;urcc; or poliri ~ and th r is 

lack nl oh'ccrivity :1nd freedom in decic;ion makinl! . 

Bloom P.N . hac; c;u g .c;ted that the prore. c;ionflls sh uld c;pencl some of heir leis trc 

tim mcialic;ing with prmp ctivc and xic;ting clientc;. or rrfcntll source<: <1 r stn11r<1nts. 

country cl1hc;. political roupc;. ci i nrganistltinns <111(1 trade as ociation m ·etings. Thes 
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<: t g.cc;tton<: of mark ting a not <lll emhracin and thcrcrnr cnn tHII he c;aid to I c totally all 

tl e marketi 1g thnt ic; n <led. In K n a c;ome huilcling. conc;u ltan c; lmve pcrfor mccl dic;mallr 

\\'hil oth rc: have to all _ wound up h caus of the pmtnerc; j0ining groupe: that arc not 

political! ri!!,ht. 

2.6.0 

mar_!< _tiu _pf: nic • 

Th huildin consultant nr likely to fm:r unique challcn rc; more 

frequent ly that t~ffect them m r int ns than do mt~rk 1 r of oods and nnn-profec;c;ional 

<: viccc: . Snm o the prohl me; '\tatcd arli r. tho" of: c;t rict thintl and l·gal conc;traints. 

nnture of th onstru tion induc; try. lu_ er uncertt~int <1nd n d to h perc iv d ac; ha ing 

experience. limit cl differ nliahilit 1 , limit d tim for marketing and converc;ion or do rs into 

c; II rs a f~ 1 the building consultants as plained in th f llowing dic:cussinn . 

2.6.1 ntur of th onc;fru lion imluc;fry and it ff cl on marketing of cnn. ultnnt_ 

c;ervice 

l nlike all th other pre fes iont~l services. huildin onc;u ltanc c; rvic ar no! 

direct. h n a ustnm r eatc; in th r staurant the r ri n 'C its If can tell th c rstnm r 

\11cther th y a c hapJ .'and the. ould r turn or aft r a I g.al rrrr o; ·ntation a eli nt can tell 

' ·hethcr th cao; as ell mitigated r not hecauc;c it in olvec; th r c:ults ar judged hv the 

pcrfonnanc of on pn1~ '\c;ional. h natur of th construction ind •str ic; such that c;rv ral 

h11ilding onsultanc c;er ices ht~ v to he combined w ith th constru tion management 

c;er tc s from th con ractnr in < rder to ld the eli nt lt~ngillc gains. It therefore sc rn 



difficult f r th eli n s I evaluate and ap rti n h c dit f g od ork f r 1e service 

that he r . I i als difficult f r e ample. f, r eli nts 1 ah•atc \ 1h re the cr dil for 

a tr ICturall tahl building c;hould he gi en, tha heth r it ic; 11c; a r c;ult of the ngin rs 

de i nor h rkrnanship . imilarl an a stheticall appe(llin building will 

difficul t ay whether it r suit from th good work of the architect r th w rk of the 

contract r . Th 1 ' er con tn•cti n c st or he general econom in c nstru tion i difficult 

to e aluale and deci e wheU1er he are due to the work f th go d c ntract adrnini lration 

y he uantily surv or or by the mana ernent n sit y the contractor. 

In ther words the nature f the con tructi n indu try di or ing de ign from 

conc;tmc ion as ell as the requirement f r a c rnl ination f v ral prof ssionals to produce 

the final h dlding make it difficult for marketer f c n ultan ervi s. The professionals 

ha e n clear cut oundary in the eyes of the client in the sen that the profe i nal w rk 

as a team . The Architects rth do role combines the d ign res onsi ility with that of the 

uantity urvey rs r le has mer ed as yet a f 1rther 

management responsib.ility whose ru e i to c - rdinate the oth r management 

re p nsibilities. The above cenario makes it difficul for ui lding c n ultant to market 

them elve as indi idual prof~ s i nalc; a no ingle ervice can al oe be able to directly 

realise eli nts salisfacli n. 

2.6. Leg::tl and thirnl con id n1fi01"' in marl< fing on utc anc rvice 

B lilding c nsullant are fa ed with legal and thical cons raints that are enforced by 

pr fessional s i ti s certification b arcJs and the government. Th ~ II ing ar lh major 

g verning bodi s that g vern lh rali n f uilding on ultants; The Architectural 

1\ so iation of K n a 1\AK , The Institute f ~ngin rs of Ken a (1 .. K , The Board of 
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R ic;tration f Archil<' I and ( uantit 

for ~ngin ere; (11Rr 

rrv o c; (BOR ( S . <tnd h Board o R ~istr<ttion 

h luildin onc;ullanl" g v rnin h li c; ha e got rut c; t ermn th 1 rntion o~ 

the cons rllantc: as nc;hrined in vario•~ d umcnlc;. Th i\r hit cts and Quantity ()ur c ms 

have to ol c;er e th rchit clc; and ()11antit S 1rv yors chapl r (('1\P 5 ') of th l(IWS of 

Ken a). Th Eng in rc; ha to adh r In the En in rc; hapt r ( A P 5~0 of the lav c; f 

Ken a) . ~a ·h pr fec;c;ion<~l h<~ c; to adh re to th < nstiluli< n o th pr ~ ssion<~ l organis<ltion 

that th belong to. Th re is also th principl s f rr lfes i nal ondu 1 <~nd od of thics 

for i\AK ac; ell as on for IE m rnbers . 

Th rul s etnd r gulationc; ni111 to hrin honour and r spe 1 to th rcc;pectiv 

prof ssi ns and in so doing d n( 1 all l the us f rtain tools and te lmiqu whi h arc 

rhou ht to I mean h imt~ge of the pr fessi ms. . u h mark ling tools a advertising. 

redu lion r lhr ~ al 

r c;pecti r hoardc; . 

fees . loulin for clientc; and omp lition ar not all ed h the 

2. (l .J flu. r· unc rtnint)' in mnrl< tin~ of hnildin~ 011 ultan •. nic c; 

M an. building nnsu ltan y li ntc; Ia k thr 1 cli nica l skillc; n c c;c;ar , In ac;c; s hm: 

unportanl it is in 1 nne; o 1 rformanr it i, for pr ~ c;sionals to htlv 

np ri 11 I V(' I. c; hac; h en '\latrcl e<lrli r man · li nts ' ant conc;uJtnntc; ,. ho ha e 

xpcrienc in th ir ri ld of sp cialic;(l lion and in xr ri 11 to many li nt.s im1li c; lark of 

k11n •led . Thic; m<1k c; it difficull fn new conc;ultantc; fo rnflrkcl th msel s as thev are 

r onc;ider cl naiv . I lo vrr. hflt man lmildi111 client<: do nn rra lis is that an building 

prnj ct ic; unifJU in itc; o 11 •a F., 1 ri nee should ther fn e not I prcc;umcd to I · a 

c;uh,c;titut to an tlnalytical mind. 1\ opd pro~ s.c;iona l c;hou ld ht~v an amtly ti al mind o;o as 
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not to h tempted to uo; -; 1 o;tanda do; lut iono; . · p ri nc t~ncl intuition ar vi tal ingredi nts 

in making a g cf huilcling c nsultant lut their val re can I e out~ eighed hy an anal tical 

mind. 

2.6.4 Homog n it.' of building on. ultan n-ic and rna.-!< ting 

Build in ons ltants ha standardised ser i · s due to th ir trainin . 1 his mak s it 

difficult l dif~ rentiat rvices. whi h is er important in marketing. 11te building 

consu ltants ha g I a prohl m f distinguishing th ir practices. rom thos of their e rand 

compel itor . The profc siomtl I odies. th<H is the A K and the I ... K . are suppos d t oversee 

the st i t adh r nee to th ode of practi <~nd settin of examinations L enabl individuals 

to practice as r gistered profe ionals in th <~reas of huildin consullanc 

2.6.5 llo ation of tim to mad< ting nf I uilding onsultanc. scrvi s 

II huilding r fat d project have a definit starting period and definit c rnpletion 

elate . This mea ns thflt there is v ry littl lim I ft for mark ling tiS pressing d fld lin s h;w 

to he met in all assignm nts . 

2.6.6 onver ing doer·<; into seller. of hnildin~ con uHancy r ic 

The employm nf of pro~ ssioit(IJ rmuketers to assist in mark ting of building 

Consultancy services is difficult (IS has h 11 indicated earlier . .Jicnts prefer to dettl with 

people who ctt n I oth s II the services and perform th rn . The mflin mark ling pr blem h re 

is that unlik many other service the issues in olved in building con ultancy are in mo l 

c(lses l t chnica l to h underst od b non-profess ionals. Thi c; means thttt mark tin f 

h ilding c nsultanc servic seems to be nl via le if it is undert.aken 

respective area of uilding consu ltttncy services. 
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Fr rn th ~ regoin litera ure reviewed it i evident that marketing f consultancy 

ervices i o in with compte relati n hip , and o ~et ith im erfect kn wledge 

that deci i n are ft n y he r intuiU n rather than rali nal analy i E perience and 

intuiti n are vital ingredient in marketing but their value can e enhanced by ~ective 

analy i . ue to the reliance of human judgement and uniquen f variou marketing 

ituati n it i impo si le to derive marketing "law " in the same manner the law f physic , 

that is replacin crealive function f marketing with formula. . H wever marketoing can 

bee me more and more fa science. Thi i y using the analy i f in~ rmation neces ary 

in marketing. neralized in~ nnati n can ercome the u e f trial and error efforts which 

have hitherl een neces ary. he various model f marketing of building consultancy 

ervice have een reviewed in the next chapter. 
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M 

Thio; chapter r vie' •s the variouc; models f marketing management that C(ln I e u ed 

~ r marketin of h lilding consultan . ser ices. ~ch m del's p ints of treng.th and 

weakn s h(l e h 11 e alualed and ultimately an ideal theor ti al model for the study has 

been developed . 

The four models valuated here are ;-

( i ore s stem mod I 

(ii) Input· output mod I 

(iii) Systems ap roach model 

( i ) h concep11al marketing. model 

3.1 

In this model the firm of consultants is related tCl the m<1rket throu h a set of four 

basic no s . Th rinn dispatch s s r ic s and commu nications to th mark t ; in return it 

recei vec; mCln y and information . The inner loop is an xchangc r 111 ney for the ervices : 

the larger out r loop is an e cht1nf!e of information . This relationship ha.c; heen illustrated 

bclo . 

C lllllllllnicat ion 

ousultanq Marltet 

Mon y t 

Information 

Fig 3. I m· rst m. mod I 
* Source : adapted from ( Kotler P. f 970, p. 136) 
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Th onl\' ad anta~ of this mod I is that it is simtl and it depicts the neral linkage 

h 1\ nth mark t and th con<:ultnnc . 

h main limitatiom of the m del are; 

I. he mod I is too elem ntar or deceptiv I simple. The m dern marke ing system 

' 
req ire addilional consid rati ns l ike egmentation f clients , presentati n ,and 

price . 

. The model is sales ori nt d as it focuses on th mark t as an outl t of it's produce . 

. The model assum sa loscd s stem a it do s not onsidcr the environment-. hich 

constrains th deci. ion making. 

4. he model doe not consider th client who should h the f cus of any pr ducti n. 

This m d I i a furth r r inf< rc m nt f the core sy tcm model. ll prepares a diagram of 

inputs and outputs . he mod I ;._ illustrated by the diagram bela 

l upu s Output 

.. 
Price Target sales gr th .. 

Target return on sa l s 
II> 

Sales cal ls 
arget ret 1rn on investm Ill .. t\dv rtis in 

Target profit share f) livery p l ie 

Population gro" th .. 
dis osall in com .. Ser ic 

ul tural fa tor Packagi ng .. 
ost outlook Pric 

M ark tin response .. 
onsu mer dea Is 

Cotnp titi 11 oullook 

rig 3.2 ln putc; - u tputc; mod 

* ource: adapted from ( K otle•· P. 1970 p. 40 ) 
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I< in lu ·n T rr;uk the firm usc-; rhe ric · . c;al " calls . mlv rr i'iin • c edit 1 c lie '· 

deli,·cr J olil V I ( innucnce the COil<;lllllCr the firm use'i prndn 1 thar<~ctcri'ilicc; . packaf!ill(! . 

rricc cu-.tnmcr dcnl" . nncl cu'itom r adv rti'iing. 

The input'i li-;ted at the I fr r pres nt nne possible-.: a , to classify the Ia tors nlfectin 

rhc firm'c; mark ting de isions lislcd on lhe right. 

The mod llws the following ad vantages : 

I . It considers rnMketing as t~n nr en sysl rn unlik th c1 r · marker in!! model. ., hi'i i~ 

h cauc; it consicl rs the en ironmcnl's effect on the system . Th surviv:-~ 1 of an 
I 

orr.ani'irttion d p •nds 011 hm w II il fits inrn an envi rnnmcnl. 

2. I t ;lllows th d rio •mcnt of appropriat marketing tools in relation to markctinp. 

activities I li r errorm d. 

3. Thr model considers more f:-~ttors lhanthe core mar ·ctin!! mod ·I <mel ic; therefore 

more reli:-~hl • fiS it is based on more information . 

4. The mo<iel onsiders the consumer in it's ecisi< 11 making al thnu h he is not th 

central focus . 

5. It ·onsid rs rn arketing management as a process rather than as a discr ct i. olalcd 

action invol ing two' a_ now of information I elween firmc; nnd the mark t. 

1 he limitation of lhe model arc : 

I . The mo I I do c; nor have a ~· dback syslcm . ·n1is makes il difficult fnr ·orr live 

act ion to h t<1k 11 where there arc deviations . 

2 . Th · rn d I docs not have sci objectives nr yard. ticks for cnntn I 1 rPc sc; . l'hi'i 

m<~kes it difri ·ult to augc he marketing. efT cti enes . 
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I h mod I do s not have a ~ d~ n ard c;ystem. h . r df n 'ilrd yc;tcm cnhan es 

th evaluation of he alread '\CI oals . Th feed~ rward activit is" r llu e directed 

control pro ss in hich information is r d into the transformation process to help 

mark ting mana ement ' tem c pe with probl m that arc likel to <~rise in the 

o11rc; of operation of the system. 

h m d I must he rnade to fit each individual firm<; oals as it ha c; n tanclard 

approach to prohl 111 solution. 

5 . The 111od I do s not eem to fo us on any c n raJ ohjecti e. Th m 1d I therefore 

d c.s not shm the order in which inputs are fed into the sy<;tem. Thic; make the 

mod I to app ar just like a gen ric situation of marketing approa h. 

Th inp 1t - ou(J ut model mak -s it difficu lt to va lua te thr 1 rodu ·tivit ' of marketing 

inputs . This i~ becaus the ( utrut is iven in 1 rms of dif~ r nr fact rs which have t I 

combin d to gi - ither a suit<lhle trad marketin mix or a c nsumer mt~rkctin mr 

3.J a J mach to marketin 

Mark ting is a syst m hy d finiti n. if we accer I W hst r's di tion:1r d - fin it inn of 

s <;tern as "an asscml lage of obj ·ts united h some form of r ular int raclion or 

inl rdepend nc ". ljects in this cas <~repricing, promotion . sal sand distribution. 

Th objcctiv of the s tern approach in marketing management is to pro ide a 

complete "offer ing'' to th market rather than 111 rely a pmdu l. If th purp se or the 

huc;iness is to cre<~ t e customers af a profit., then their n cis or the cu. tomers must be 

carefu l! all nded to , c must stud what the custom r is h11 rng r wantc; to buy . rather 

than what c are tr ing to s II. 
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In rhe consumer 1 roducts for instance one has to un<i rsr;wcl that the customer u •s 

nut ition not hr ad . I aut: (not cosmeti . . armth (nc t 1 I) 

illustra tion of the c; _ stems approach to marketin 

Cll NEt 

nn n 'IAII'.S 

I RKFHNG 

"" 11 1s·m ·11n 

l'l~lllllllj! 

fiU<I ·~ling 

Contml 

"""ht~fion 

SYS II· IS 

Source: adapted from A dl r· L. J 969, p I 06 ) 

•. tem 

11 I he II I ptl C is a II 

The uc; of th s stems theor can hrin consid rahle advan ages. It offers ; 

I . 1\ metho lological problem sc- lving orientation ith a l roader frame f reference o 

har all t~spe ts of rhe 1 rohl ms are e amin c1 
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2. Co-ordinated deplo •m 111 c fall he rnarketin 

• . ( it rat r rfiricn and r OflOil l f marketing op rttl ic ns <lu to prot ·r 

co-orcl i nat ion . 

. Qu icker re ognitinn nf impcndin 1 rollemc;. made pos<;ihl h hctt r 

underc;tandin of compte inlerJla y f many tr nds and forces. 

5. It is a m anc; of qualitati ely verif ing r suits and as seen. a timulus tc 

inno at ion . 

heal nve functi mil ben - fits result to: 

I . 1\ de per p netration o f markets 

. An e. len i n of services. inc the c;ystem ecks out c< mpatibilit among 

independ nt s stems. 

3. Le~sening. of comp tition or str•ngthened capac ity to ope' ith competition . 

Th real c;ituati n in th applicat ion f th yst m apprnach leads to aw some 

difficultie in i t' c; utili '<Ilion. Th following are om of th ifficulties in the a plica tion of 

the s c;tems approach . 

. ystcms approach req m s a lot of time to imp! menl. This is beca us it requir s 

dcvelopm nt o f mathematical models and testing of data netw rks again t histor ' · 

·n, s rs tems model. d to it's mplicalion . is expensive in t rmc: of manpo' er 

r quirccl. It r quirec; rnanpow r with x rtiont~l intellectual ahilit . cone 1 tual c;kills t~ncl 

sr·cia l ised ed tcat ion . This manpow r is ceedingl in short UJJI . 

II requ ir s man reople to mak the model. This is hecausc th prollems are comrlex 

t~nd the • in ol call lements of the business tht~l on man's knowledge alone ca n not solve 

them ac; on p rc;on mi ht lack nough kno ledge. lo Is and c nl rol. 
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t lnlike other business f me ions where tandardiz.ed approache to the pr blem are 

availa le , s stem must he tailored to the indi idual situat i n of each firm . 

Som un ·ertaint alwa s remairi and this ha t b deall with on the basis of 

pers nal ·uclg ment and c perience . 

here is scarcit of hard data for example how many people c me across 

advert isem nt and the numl er of times that they do. lt i for example difficull lo measure 

how a firrn' rep uta ion for serv ice affec client l uying hehavi ur. 

3.4. The conce tual marl<etin model 

ue to the drawbacks encou ntered in the >ther m dels eva lual d an ideal model the 

following factors were cons idered to be f importance in devel ping an id al model without 

the shortfa lls experi need in others 

I . The 111 del had to be geared towards the clients satisfacti 11. In the final analy i a 

con u I tanc firm i not ell i ng services u 1 rather cl iehts at i fact ion . 

2. The model had to iden if customers and their individual n eel . 

3. The me del had to take into con ideration the external envir nrnent hich in mo·t 

ca es cau e devit1tion between there ult and pro·ecti n . 

The modef had to displa that there i clear identification of th consu ltant nature f 

busine s. 

5. he model had to how thai the firm of c 11 ultan have to identif th ir comp tit r 

points of stren th and eakness . 

6. T he model had lo sh w a feedhack lo p that help the firm in reorgan i ing and plan 

for future and build in organisational nex ibilily o a to meet t1ncl c pe with the 
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chan e. It h lp<; 1 monit(1r and re " plans in li ht of conditi ns enc unt red and 

performanc achie ed. 

7. he model had to consid r that the firm has to prepare th client a package both in 

terms of forrn and cont nt. 

Th model had to consider that the con ultanc I firm prepares appropriate • ales and 

promotional a tivit pro ram and hud et. 

he major elements of the marketin s s em fir the eli nt, the ma keting mix, 

c nstruction r anisation and th en ironment. 

The clients are the peor le r the organisations ith needs to be satisfied. wh have 

the nee sttry supporling finance a ailal le. and with the level of commitment necessary to 

-;p nd the 111 ney in the satisfa tion of their needs . The cl ients ho form the market hould 

then he clear l identified sect r h 1 s ctor quantified in l nns f existing and potential 

bu iness , and a decisi(1n taken as t what se tors to conccntrtttc on . Sectors can be in terms 

of ser ices f~ red or 1 ~pe of li nl. 

Marketing mi is govemed b service and product pl<~nning, pr sentation and 

promotional activitie.s. fee structure and ··hfl.nnels of delivery. I t is a set r all services tha a 

particular rganisati n mak s nvailahl to the l i nts . 1\ narrow marketing mi means 

specialisa ion. firm sh uld cl fine a m<lrk land c;how how it's s rvice.o; meet the needs fa 

p(trlicular market. Pr sen tat ion t~nd promotional a ·t iviti s are service packag. , advertising 

personal selling (tlld sales promotion. I n mo I cas the market place determines the price 

howe er the fee stru ure of the consultants is set by the 1\ct of parliament and stipulated in 

' ap 5 5 of Ia of Ken a. 
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·n1 onstru ti )11 1r ~ni . ation ic; a non-marketin resource "hich dete mines 

marketing. It incl td s techniqu s and m thods of th pr st m, I cation the 

organi at ion . pul lic image and pro~ s ional e perti e in the rgani. ation. 

The husines nvironm n in 'vvhich the organisation c p rat s will naturrtll inrluence 

it' p rformanc he firm till not 111 uence th<' envin nmen it can onl ' adapt to take 

adva ntage of th pre aili n . ituation . T he micro envir nment has fac tors g. n rail will~in a 

nationa l e 0nom that renect a c;ociet in terms f p liti al pol i . c; cial va lues. panerns of 

age and wea lth dist ribu tion . The mi ro en ironment includes fa l rs such as traditiona l 

practic and r lalionships. sup liers of oods and <;ervic s and demand unit . 

An eff cti e marketin management model should aun at a isfying a client. The 

hasi r remi<;e in the 'itud is that a client is a rational cc nsumcr and will onl hire a<; rvice 

if he perceives lhat he will b in a b ll r po iti n aft r the purchase. Mor cu tomers for 

goods. te hnical lind profcssionfll servic s t~re on in homes , factories, fartns, recrc<ltional 

a tivitie b personal recommendation tht~n h sal smen in their calls, or h retailers in their 

displa s. Not withstanding th po er of t~dvertising the power of the spoken 

recommendation is I far m r power ful. The p w r or th poken word is a potent factor in 

sal making and it is 11 c ssar to r co ni ., first that a cu tomer's friend ar commonly in 

the same s cial. incom , voct~ t io nal. interest and age gro tp . R p at ales sh uld at ays be 

aimed at the uilding consultqnl'i . A sa tisfied cus tomer is the h st adverti menl. 

llnfulfilled promises lead t di c;<;atisfaction . The firm marketin its pr ducts sh uld aim at 

'>atic:f ing the li nt and mflking the client feel that if he d cs nnl make the purcha he 

lo ses the heller choi e. 
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\Vithnul 1 rnp r kno\ I d c in th fi ld rf mark ting hv huildin!! ((lll<illllanto; it i'i 

dil tcull fnr them In carry 0111 h ir mark ling mana cmcnl in a \\ell de,·clnpcd manner. 

Since m<~rkctin of huildin cnn'iultanc service i c;o invol d "i1h compl tclalion~;hips 

;111d <;Cl hcs 1 '' ith imr r~ 1 knov ledg and so ma k ling of building. con~;ultan , c;cn ices 

, ill in mmt cases he hy sh er intuition than hy a rntinnal ant1l sic; . I her · tlrc 1\\n stngcs that 

~rr likcl, to hinder th • fr c mcwcment of the mark· ing rnanagcm nt pr · c;c; . Th • c c;ta •cs 

arc the sttlgc wh r th firms plan for th services presentation . 1 rtllllOtiont~l m:tiviti s. f c 

c;t JCture and dcliv r cha rm I. and the s cond one is here a firm i~; required to de clop a 

marketing plan and marketing mix . 

n1 lttwc; go eming th operation of building nnsultantc; in Ken •a restrict usc of 

<1dvcrti ing \\hich is on of the mnstu~; fultnols f promotion while the f c 'ilrllcturc is c; 1 

rm all firmc; . The t ixed fee structure also interferes \: ith the de clnpmcn l of a marketing pl<1n 

and markctinv. mix . 

The fac tor~; discussed nhovc are inter r fa ted as hown b lo . 

l.!t-rtlif) b< r.<inc•• 

•• r ' l""'r1,1mti~. 
cl'llct1. I ~~~ ' ' " 
m.utet rc~Rtch 

li rnl~ (hy m~rl\cl 

1h ir 1---- - _. 

I n 1rn•mh 111 

, . ·lilit 

I < C~I to• ll idl'r ~ l'"" 

' '111\t tlt\lt. 

I 1 t llll 1 1 l tt~ ~ 

fl llltlfr.•l hi 
I r.ulilh•rL11 '-'r...:.al:..:.li::..<<:....' ___ _. 

--~ 

pl~11nir\l! &: 
prc:;cnl rirm. prom111i nall-- -
activiric . • rricclrcc ~ruciure '-'-'--"--'--:-'--~-' 
delivery Clmnucl 

l>nclup m~rkcrinJ: 

m~rkcring mix '" 

Clienl 
<at15r llinn 
(Hcpt·al 
Snlco;} 

NON 
c fl ' 
1\1111 
VI' 

('II II' 

IIIII 
\' I 

1-i!! :I . Con · pfunt mnrk<'fing model of Building ' on. ultanc. larl< eting in J< rnyn 

~ource : daptcd from Normnn f- . 198<1 
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People in mark ting ar alva_ c; ompetin with oth c; ''ho arc rr · to llli • n w 

c;tra t gicc; nnd ing nin•s tacticc; to try nnd achie c th ir ol je tivcs . ark tin quilihrium is 

he cone that 111 st ff ·ti I charact ri e a marketing situation in it 's overall form . Thi 

ic; a sta 1 of mt~rk t ( ll'illa II 111 a <I na 111 ic stat ) in ' h ich ·ach compel itt r is art i ng to 

ma i11i1c his nhjcctiv 

• nsultants takin part in markctin hould think not onl what they ' ould <io if the 

' orld sh uld hold still. but also wh<lt their strt1te ies would he 111 the ev nt that the 

cnmpctitnrs c;hnuld react intclli ently ' ith count r strategies . Thi met~ns that clll id al 

11ark tin model for th consultants should include all factors that help 10 fo us on the 

satislacti0n of th client. Ea h licnt sh uld e a focal point a an indivi l1al with unique 

requirem nts nnd fe dh<lck of the rc ults hould h e aluated. 

Th ·on ptu(ll nH del d vc lop d (tho e will h' uc; cl to ·valuat dat'1 collec t d from 

the rcset~rch . Th • va luation process is done by cnmpar ing th • r spons s got from the field 

in th light of what ic; expected from thic; ideal model. 

To add esc; th fire; objective f stablishin the methods and e Lent nf th marketing 

methods that arc c •rre111ly uc;cd the research \ ill he co nsid rin~ th c;cr\'IC s pl;mning. 

prec;cntalion and prnmotinnal activities h ing used h different cone; 1llanto; . 

To addresc; the second ohj ctiv on investi 111in diffi ulti c; fac d by conc;ultants rn 

their mark ling manR mcnt the res arch will hr consid ring the cnvironm nt factors as 

hi hlight d in the model whi ·h arc politica l. leg;ll COit~iderat iom . ecom mice;. tcchnolog . 

dcmngraph ' and traditional practice as ell as the (1 tivitics f th, competitor~ . 
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T addr ss the third objective of hov uilding con ullanl 'i o;urmounl their difficulties 

111 marketing . the re earch ill to king at the servic s pl<111in prc'\entation and 

promotional acLi itie.c; but this time on a sec ncl pha e after the feedback . 

c tahlish the feelings f practi ing· c n ultanl on the existing by laws and 

legis lat i n overnin their perali n. this i an o erall look at the whole mod I relatin to 

the arious factors highli hted. 

f-irm which practice marketin ffectivel should consider the ahov factor in their 

I u ines mana emen operati n . The study set out lo inve t i ate whether the following 

factors are considered by the I uildin con ullants in their marketing nurna ement. These 

factorc; are id ntifica lion of business npporhrnities , client s p.mentation. competition , 

en ironment. marketing mix services Ianning and prom ti nat a ti ities . 
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10 . LE ,/\ LITY AND ETJJJ , IN J< 1 1\ 

Introduction 

·n1 is cha ter e t nels 1 h neral background of b ilding con ultanc in Kenya. It will 

help t f, u on the prof, sional inv >lved and their r I in uilding pr jccl a well a the 

instituti nal fram w rk in which they op rate. In order t unci rstancf the e i tence of certain 

r tricli ns exercised b cert;lin profe! c;iont\l ocfi s it i important t unci rslan I the ev lulion and 

devel pmenf of the vario 1 profes ions in lved in uilding pr jects. 'n1 f, II ' ing aspects ate 

c n idered in thi chapter: 

(i 

(ii 

(iii) 

(i ) 

(v) 

Professi nals inv lved in I uildin projects 

"voluti n. devel ment and contribution of t uilding profession l the 

c ns uction industry 

galit and ethi s in marketing management 

alit and thi sin I ilding consuhan y 

Pr fessionali. m. re istralion and regulation of building pr fl 

K nya. 

nal in 

The con truction induc;tr embraces a wide rang of loo ely inte rat d roup of 

ex nsultants that collective! d i n and manage a wide range f building . The d ign of 

uilding , th ir structur . ea h e1 arate service. the acousti • landscaping and indeed all 

ther elements gi e ri e to th need f, r s parate pr f, ssional skills. Similarly 

management may be r ken d wn int the work f t •dgeting. scheduling, contracting 

urveyin timatin planning. purchasing, accounting and man management pecialist . 
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Pro id d the d si n rs use traditional construct i n arran cment pro~ ssionali ation 

pro ides he primar means of co-ordinating their indep ndent wo k. 1 radilional 

con<;truction means an established method of construction in ' hich the functional 

performanc f lh end r>roducl is und rstood, the pall rn tlnd rol ar rca<;onahly 

c nsisten . the mat rials. mponents plant and equipment ne d are a ailahl and local 

c n tructi n teams are well ~practi ed in the kill required . ....ssen iall . traditi nal 

construction ammg ment provides details which are well kn n. In th 1 raclitional 

c nslruction arrang ment there are thr main divis ions of consultants: architects . quantity 

s 1rveyor t~nd engineers. 1l1e change in need r r buildin s and demand f, r more 

di er ified services ha led to the emergence f flew roles and involvement of more 

consullantc; such as project manager . land surve ors. plt~nner. and valuation surve ors. 

4.1. t Architects 

Architects are usually re arded as leader f building team . l11e architect's first 

tac;k after appointment is to discuss with the employer his huilding requirements . 11tis 

begins ith a list of 11 eels commonly r ferred to as the hri f. Wh n h th site details and 

principal building requi rements t~re kno n. preliminary designs t~re 1 repared including 

estimates as part of the proposal. Arter approval h the emplo r. an outline planning 

application will l e submitted . preparation f ketch design. and approximate estimates is 

prepared. The tructural and services schemes ei ther by consultants or sr ecialist sub

contractorc; are then carried 111. 1l1e architect Lc; involved in the preparation of working 

drawings and invitalion for lenders for specialist suppliers and sub-conlract< rs. During 

the preparation of bills f quantities U1e architect maintains clo e contact wllh the quantity 

surveyor in givi ng pecifications. In ome neg tiated contracts architect help in 
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rec mmending. contra tor c; that th 

·n1 archil ct super ises the constnr tion of " ork and gi ~ the contract r such 

instnrcti ns as h cons iders nc ssar in relation to th e ecution of th ' ork . The 

architect may issue an variations required although h cann I insist on unreasonahl high 

standard f workmanship . going far eyond that which c uld reasonally c 111 rnplaled 

from con racl document without the contract r' consen . T he architect acts as an expert 

a !vi er and agent for th employ r. Tn h is capacit as agent of the employer. th archite I 

nters into many c rltractual I ligations. ranging fr m the acceptClnce of a t ndcr to 

ariations or rking drawings. 

he architect<; certif interim pa menls during the con !ruction process and the 

final account at the ewl of JX ~e t. The architect ~ cures the rerned ing of dcfe ts at th 

end of the dcfccLc; l ial ilit perio I. 

he am unt of sr ecialised knowledge required for the design of a modern. 

complex building i so great . that the architect ill almo 1 certain! need as istance from 

other speciali~tc; . 

. I . 2 Quantif . m· 0 1 

uant ity surveyors ar pro~ ionall train d. qualified and e peri need in the 

Mea of constructi n · osl. c nstructi 11 management and con tru lion comnurnie<~tions . 

The quantity surveyors use plan , specificati r ami details prepared by architc s and 

produce docum nts kno n as hills of quanliti s (13 s). of all materials and labour 

required l produce the h rildin . Thi document is us d hy the contractors to prepare 

their timates ~ r lhe w rks. While the work proce ds the quanlit , surve or ch cks. 

measures and val es the actual materials used, and a ree with the contractors the . l of 
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an amendm nt~ t the pr ject. ( n completion of th project the quanti! urve or agr e 

on the final ac ount with the contract r. 

rrom the incepti n of a new bui lding proj l, the quanti! survey r can gi e 

practical a vice on I ikely cost of the scheme. lie can ad i e n cornparati e c of 

ahernati e Ia -outs. mflterials and methods of constructi 11 . lie c.1n als a<;s s<; how I n 

it wi ll take 1 build and produce estimates f future maintenance and runnin costs . 

Th quantit surve or pr duces a realistic budget and cost tlan sho ing th · 

distribution of co ts o er the various elements . I planning h lp all m 111 ers of the 

d sign team t arriv joimly at practical designs for the project and keep within lh 

hudgel. I f d sign are changed the quantity sur e or will as. ss the c l irnplicati n . 

Co t planning impr ves the economy standard and better value for money is reali<;ed and 

<tlc;o minimises the ri . k of oversp nding on some elements and th refore leads to a 

halanced design. 

The quantity surve ror can advise n the t form of contract for a pecific 

project. ntracting arran emenls ran e from competiti e tenders to n otiated 

tenders and each specific project needs an individu(\1 olution. 

lhe bills of quantities prepared y the quantity urveyor h lp l gi e a uni~ rm 

hase for c ntraclors to tender. The bills f quanliti red rce th time required hy each 

contractor t prepare hi o n bills fr rn which to price. 

The quantity sur eyor provide is trained and is therefore ex ecled to give frank , 

sound and practical advice n ontractor selection. The quantity survey r con iders 

industrial relations records pa I p rforrnance in meet in tandards and time tar 'ets and 

quality management in making recommendati n to the empl er on the contractor. 

s 



In 111 ~~ c nstruction pro·ects the contrt~cl r is paid month! . 111 q rantit 

SUI\ y r valu s all th ' ork done p r month and pro ides a r ommenlati n for ·erlificd 

pa ment. 

4. J. on 11fting .... ngin rs 

'onc;ultin Engineers ar pecialists in structura l w rk ivil and me hanical and 

lc trical en ineering servi s. 1e architect's kn ledg an I p riencc in lh se 

pecial ic;ed area. will norm all he ins r rfici nl to co er these fun 1 ions effective! Th se 

cor suiting en in ers n nnall r 

Mechanical r electrical en in rs. 

rate independent! either as trucrurt~l . ivil 

tructura l engineer m ligate and advise upon such basic data as the bearing 

capacit of the r 111d on ' hich the I uilding i to be erected . ·n,e structural engineer 

prepares necessar d ign . specifications and other rele ant d umenls n the 

approximat si7, and material for vanmrs structural mernl ers of the huildin and 

generall guid s archit cLc; and oth r mem er of the d i n team in th e i s 1 • • When 

final d sign is a reed and working drawin are prepared. the structural en in er prepares 

hi own d tailed drawin urin construction he checks that the correct L re and 

quantity of mat rial. are u d and that the rkman hip is satisfacr r . 

Mechanical en in en; rrepare the ne sar design . specifications and other 

rele ant d uments <md som tim brain qu tation for the w rk . and ubmits a report 

on mechanical s rvrcc . Th mechanical services encomr a s m thuds of control ling the 

internal en ironm nt l y means f heating, entilating and air conditioning. They als 

d~l with plumbing <111d drainage installation a w II as lifts and boilers. 
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Til electrical engin r~ prepare the n es~ar d igns. r cifica ion and ther 

relevant documents and at tim s htain quotations for th r t~nd submit a r port. 1 h 

I ctrical engine ring servic s enc mpass electri al suppli s ~ r lightin t~nd m chanica! 

and po'>' ering oth r servic in the building. 

4. I .4 th r on ultant 

In the com le construction pr jects today there are er many consu ltants \ ho 

are involved. , me new rot s have emerged and more sp cia l i ation ha occurred even 

amon ex istin pr ~ ssions. ndscape archite 1 , interi r d igner . I rief consultant 

and ac u tics con ultants ar ome f the new pr fessi ns that have emer ed from the 

orthodo role f the architect. •n iromnelllal ngineering is an emergent r le for the 

eng111 ers. 

Pro·e t managers ar emplo ed in s m larg pr jects to relieve the ar hitect 

some of th duti s f pr ·ec mana emenL Project rnanaget plans. manages and control 

all the work of the huildin team on behalf f the client . TI1ey assess em Ioyer' 

requir ments. plannin p tential, ad ice on ite a qui ition , general viability. appointment 

of consu ltants and U1eir fees financing of pr ~ ct. type of uilding c ntract and the 

eli p sal of c mpleted investment if at plicable. Project mana ers ta li h 

communicati ns , all statutory and I al c nsents as ,, ell as seeking the approval of final 

dcs i n. Pr j cl managers 1 lt1n finan ing and cost control, o crsee contract pro re.c;s and 

liase durin contra t on pro r ss, ost and cash n ws with the building c nsu ltt1nts 

in olv d in apr j ct. 1l1e pr 'eel manager oversee and control the handov r of building 

t~nd assoc it~led faci lities. 
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Land c;u rors are mrl ed in building 1 roj c as 'if eciali t advic;crc;. and 

n rma ll car -out prelilllinary sur e s of land. servic . I velc; and oth r sali nt feature 

, hich mi ht affe ·t a subs qu nt I uilding n th land they usual! h n r luc seal 

plans f th ir surv s for otherc; to use. 

Build in surve or are special isle; in the constructi n of buildings and p rformance 

f the material fr m which they are made. Buildin urve ors deal with ace un and 

the ass sm nt f th huildin durin its functi nal life. The I uilding urve rs can e 

empl ed in life cycle co ling. i~ cycle sting inv lv s the examinati n f initial 

capital costs and f uur op rating co 1. of a compl le building or parts fa huilciing vera 

selected period f time. in rder to determine th mo. t effe ti ve design option. 1l1e 

bu it din urve repare a project d o l stirnate over th operative life of a uildin 

in luding initial acqui iti n r pr v i i n and sub equent running or maint nan e costs. 

l11C Jifl cycle C ing f different designs help ive different alternatives to designer 

basing their decisions on the affordabili ty and th hoice e ween initial costs and running 

co Lc;. 

4.2.0 .=.:.~=-'=<-=.::<..:..=a<.:..:=~=~""'o~n'""tr,_,·i~b~u-"!ti~o""n,_,o~f Buiidin Professions 

The pattern in which rofessions and pro~ siona l bodie.c; are rganisecl ha taken 

different e oluti nt~r , trends in differ nl c untrics. In Kenya . th pattern has evolved 

from traditions an I praclire acquired from colonial tim s. 

·n1 pr fess i n(ll traditi nal nvenlions in Ken a have riginc; in British 

profes i nal traditions. but th original patterns have been innuenced ignificantl b 

social economic and politica l d velopm nt and in ·rcasing c mplexi t or the condition. in 



which h ildin pr es s take plac . 1erefore to under land the d vel pment of 

pr fes ions in Ken a, it i necessary I' I k at the general ev luti n f the arne in 

Britain, takin a rief hist ry of the developthent : 

urin the middle ages in Britain the earli st phas f pr res i ns w re within a 

church . ivil ervants were memher f the ecclesiaslical rcter who a umed pecial 

functi ns . 1\l that time educati n wac; d r t church, and d r t church at that time 

meant the d r to profl ional life (Bo. er J. 1973 ) . 

Maintenance and pr motion within the profession was als by way of 

ecclesiastical preferment. It is said that a that time, it wa cheaper for a king, a ishop or 

tem oral magnate to reward hi phy ician, his I al adviser r agen by a can nry or 

reel ry reward than by large salaries. At that tim ervice t ociety was referred to as 

ervice t od and mankind. The relative table c nclition in hid1 industry exi ted 

during this peri d in Britain did not create conditions ft r change in the organisation 

pattern of pr fl si n . 

The industrial revolution with its increased demand on industry including the 

uilding industry led to large cale industrial rgani1ati ns which resulted in the ft rmation 

of increased num er of profession . With these emer ed such profes ion a. tho f 

architectc; , engineer , accountan ecretaries and ankers. (llOJ'er .J., 1973) 

4.2. J The Pro~ 

The trainin , meth ds and statu of the uildin de igner have varied greatly 

thr 1ghout the course f western civili ation. rom the first it was neces ary to have 

some c nlr lling hand in the Ia -out and organisation of uilding works . The degree of 

skill required , and the phil s phy ehind the aesthetic principles and tructural techniques 

employed varied greatly fr m ne era to the next. 
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Th devel ment of what may e termed th pro~ i nat ide f th uilding 

ind stry in ngland has I en h wn l ha e temm from the craft guild f the middle 

ages. rr m these uild cam the d vel pment of th master mason and ca enter, 

elected fl r their r ani in , ractical and a U1eti abiliti L carry ut the d i n and 

erecti n f buildings . These ere the ~ rerunner of the architectural pr fl sion as it i 

kn wn today. 

any formal training and onl the m t f, rlunate received any tuition at all . Many came 

into architect rre fr m the i ion f clerk f w rk , mason r carpenter while other 

approached it fr m painting and sculpture. Pupillage does not appeat to have existed 

before 1750. As kn wl dge of arGhitectural principles was part of the ducation of a 

gentleman, there was a common bond of kn wledge etween the architect and the client. 

ll1e nly in titute at the eginning of the nineteenth century, where pupil could 

receive instruction. additi nal to that received in th ir ffic was the R al Academy of 

Art. In I 3 I , lhe Architectural ociety wao:; Vi unded fl r the "ad ancement and diffusion 

of architectural kn v I dge. th qualificati n being a minimum f five years' rudy in an 

' 

architect'<; office. I s main ncern wcu wi01 educati nand it remained little more than a 

library for tuden until it was merged with the ir titute of Briti h Architects in I 42. 

By I 32 architec wer findin c nditions between econ mic pr ures on one 

hand and competiti n fr m th rnscrupulou n the her intolera le without sorne mean 

f delining their po iti n and pu lie image. Tw ear later the institute was ~ unded, 

and thi ave the pro~ sion the example and tJ1e stirmrlu needed. Societi modelled on 

the in tit 1te prang up in the provin and many f them are lill very much in ex istence 
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loda . In I R 0 rh lnc;tillll ~' of nriric;h Archirr ct.s rccciv d rh Ro al p<llrnnag ancl 

I ecom Ro al lnsrirut of Rritish Ar hit ·1s (RinA . In I 87 I rh first Rl A m ering t 

eli . u s pro~ sc;ional practic . slcllldarclic;ation of fe c; and stand;mlc; of professional condu t 

was held ar d it ' ac; pac;'\ed in lhic; m eting that lh mern ere; pro~ siomtl resp ctahilit 

wa. h ld nf rnor imp rtan than pro~ ssionalle llllical q alificalions . 

R gistra ion of ar hit ct'\ wa<; hotl posed from wirhin th RIBA 's rank for 

man ars afler it 'as ret~lised 10 he of prime n essit , to th prof! ssion . In I 5 RIBA 

al sorh d th s iely 0f Architects and I he Archil cts J\ t 193 I was passed. This set u 

the eparal h d . th Architccl's R gislration Council of the United Kin dom. which 

mt~intained a regist r f archil ts . 

4.2.2 Th ft:-nsm· ,. ami 111· 01 . 

urin he middle ages building projc Is or I uildin or anisations of any siz 

emplo ed swrr to make pa m nr.c; for w<~ges <md mill riRI and ro k p accounts. During 

the ,re.:1.t ·ir < f I nd 11 in theSe ent -enth entury. the 'measure and vatu ' sy tem of 

ettling pa ments was uc;ed and this a e irnpelu to measuring and the emplo m nt of 

epa rate m asures Rnc1 was th - roor of mod rn quanl it y surv yi n . Arch itectc; ' ere 

inundated ' ith cl si n ' ork and had no lime I sp nd rn a uring their own builclin s. In 

16 rat I s were r rhlished for 111 t~suring mar rials and labour. The usual practice wac; 

~ r two measurers 10 b flppointed , one for ach 1 arty 10 the wntmct. By 1770 he ills 

of quantiti s egan lo e mRde. Meac;urin sur or w re apt ointed on a part time basis 

to a1 pi ""l11e I .ondon Mod of M a sur in " to Ia r me<~c: rremenrs and adjust quanl iti s. 

Mttn quantity sm eyors ' ere emplo 'ed in the offic 

org.anisationc; and ~c; such were pre lucl d fr rn m rnl rship of Rl 
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orne fonn of <\'IS iation o lid I of n fit n I onl to tho e 'iO empl I hut also I 

the pr (! ion ac; a whol . T11is occurr in 19 R and in 1941 ll1e In titute f uanlit ' 

Su e ors wac; incorp rated. mem rship eing gain db pra tic qualification . In 1942 

the profes ional 

memb r. hit . 

4.2.3 Th ~-n~in 

aminati ns \) ere in rp rat d a'i a prerequisite to prof~ ssion11l 

Engineering_ first came to the for in the ears b tween 00 13. . and A . D. 00. 

T11is was th p ri in ' hich Rome d minated the W st rn civilis d world. During this 

time, nly on n vel melh d of production appeared. the blowing f glass. 

Techn 1 gical advances of pr ious ages were applied and devel p d. ngin ering was 

the only a. peel f technolog in which an intelligent man could participate and the m st 

imp rtant centre fits devel pmenl was Alexandria. 

Engineering techniqu s continued to devel p thr ughoul urop , peciall 

England thr ughout the Sixteenth and Se enteenth enlllri culminating in th innnen e 

expansi n of the indu trial revolution t1nder the innuence of the Roman empire and spread 

f hristianit . I was ,. ell into the Nineteenth 

engineer becam r s ecta le. 

ntur when th profession of lh 

The rai. ing of any pro(! sional status com s from within. and consequ ntl it is 

nee s ary for a bod f individuals t e isl LCl make r 11 and en(! rce their l ervance. 

This led t the formation of he intitu ion f i il Engineers in 1771. In 1818 lh 

(! undations of the ociet which was to ec me the instiluti n f i il Engineers were 

laid . In I 7 the r in(i reed concrete ommiltee m t and (! rmed the concrete institution 

in 1908. In 1920 the fir t e aminalion was c nducted and in 1922 th o unci! ot d for a 
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chan eo name to the Instil lion of , t uctural .ngineers and in arch. 19 •. the Ro_1al 

harter wn. ranted . 

Mechanical En ineers such a.s railwa "11 ineers. were too I us in early cars of 

he ineteenth entury to I th r ab ut pro~ ssional status . hani s' institut s and 

mutual impr< vement societies' re springing 1p and th spirit of I t1rning' as <;tirrinf_. In 

I R46 th initial move ere made at a meeting in Queen 's h I I. Birmingham . and in the 

following ear the institution was formal! established. The l nstituti n of Mechanical 

Engineers remained a Binnin ,ham ociety ~ r man cars an I m mbership r mained 

fairly static . /\ppli ·at ion for Royal chart r was made immedi<1t I ' after th institution 

moved to London in I 9 9. 

The institution of Electrical F:n ineers was a short lived forerurm r of the 

Elect rial I societ~ of London in I R I . The society f Telegraph Engineers wa.'> formed in 

I 871 . The word " Electricians" a. added I at r as the memher~hip hroadcned and 

sulm~qu ·ntly the reference to the tele rt~ph was dr pp d and " ·lectrical ·ngine rs" a.c; 

adar ted. The R( yal .hartcr as grant d in 1921 . 

4.3.0 D 

The histor of th huilding professions in Kenya is art of the history f British 

c loniali. 111 . When the empire build r came to Ken a in the Oth. entur . the. 

hrough with them luilding ·ons 1ltants. Up to as lat as <rrl 1 Twentieth ntury 

construction in Ken a did not ex io;t in a manner that c uld be re o nised as an 0rganised 

s stem t I termed as an industry {Wells .J 197R ). Many uildine.<; were huilt of mud 

and wooden r le.<; ith thatched r f. he supply f the buildin materials was at undalll 



and had no r cumar cost hile lal ur wa~ ea ily avai lahlc fmm volume rli and 

mammoth ta'iks were e ccuted cc mmunall . The techno! g us d was simple and in 

man case<; cl signs w r cu ltural Ja d . The huildin s w re n t lon - lao;tin <1ncl so 

constructi n as a common phenomenon and the skill used ' re simple to learn and 

everybod • had a hance to learn. In 111 st c mmuniti th re were s 1 roles for li fferent 

members of the ornmunit during c nstructi n process s hased on both gender and age. 

t Js of I ricks. stone and mortar is a fairl y re ent developm nt in Ken a although it was 

introduced alon the coastal to ns f Kenya as early as the ~ifte nth :entur '· The us of I ricks 

and ston s was res r eel for the few people ' ho lived on ah "island" of ' efl lrh and arnuen e 

I asica11 the Portugu se and the ral s. in such towns a. Pate . Mombasfl and Malincli . 'T11e 

labour used I y the Arabs and Portu ues was main! lave labour tlt almo. t no cost. Art~bs were 

used in orks that required skilled craftsmanship flnd su1 r is r , rolcc; . 

·ne wider sprel'ld f the use of I lock and st ne and mortC1r developed inlnnd 

during the time f colonisatic n whi h c incided with the time for the sprcnd or 

hric;tianil . M i sionaries u. d tone. hlocks (most I cia and mortar to build school . . 
hosr ital . churches and missi n centres. ll1e missionaries designed their wn huildin s. 

pnrcht1sed th ir wn mal rials or ol tain d them locally and b ilt the st ructures th mselv s 

with fe, hands from local communities. on oluntar hasis. llnlike the /\rats and 

Portugu se ho \! ere onl interested in trade the rnis i nari s had a for si ht of 

perp wit ns ell as th ' clfar 0f Africans flnd th n eded to e panel their rnissi ns. In 

preparat ion~ r this th missionaries trained a numl er of Africans in o;k ills as i<~ted with 

111odern luildin s as work pr eeded in ne mi sions . I J e er the train in ' as 11 I to a 

<;u\ stanlial nurnl er enottgh to brin faster de el pment and this was compo rndcd h the 
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reluctance f s me pe pie to I for modern buildings which they perceiv as I 

e pensive as ell as detached from th ir tradi ional d igns, and valu . T mo t 

c mmuniti hou eh ld were h me.~tead kin of envir nmenl rather than a h u e which 

w uld confine all mem ers of the h u ehold t e under n r f, which was cultural! 

unacceptable. ·n,e m ern con. Lruction wac; al o inhi 

material ~ r cot lruction. 

lack f con enti nal 

At the heginning of the Twentieth entur the con tructi n industr received a greater 

h st than any otJ1er i had e er received before at a . The imp rtation f the Indian railway 

uilders popularly kn wn as "coolies" rought in a large suppl of ui lding craftsmen. l11e 

Kenya Uganda railwa br ugllt in people with le hnical kills uch as architects , quantity 

survey r and engineer to dev I the infrastructure. The rail ay demanded large cale 

e ploitation of resources which called for opening up f quarr i s for ballast as well a~ timb r 

ard for rail ay lip ers. These pr duct were to later used ~ r other sectors of c n truclion. 

l11e end of the Sec nd World War and ub equenl r sett l ing f the war veterans in Kenya saw the 

increase in demand for more conventional hou ing. The war veteran came with their retirement 

benefits and so they had the a ility to afford decent h u ing. 1l1c c Ionia! g vernment at the time 

e panded it constructi n f administrative centres and o the qualified profi sional like quantity 

surve or arch itects and en ineer.; were hired from the ex- ldier wh had served in the 

c n trucli n department of lh army. 

A earl as 1 the Architects and Quanlit urveyor Act had been passed on 

the lin of the Architects Re istration Act f Britain enacted in 19 I . ne f the earliest 

quantity urveying firm in Kenya- Arm tr ng & Duncan dates to early 19 0 . 1 n 1955 

the East Africa Institute of Architects wa started modelled n Lhe R yal Institute f 
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rchitec s. ·n1e In titu ad pled the Brili h 1c;lcrn f c ntra ting wh r a p tential 

I uilding own r s I etc; th ar hitecl. \Jiho sel 1. other con. ullants. Thi s stem has 

h wever been Ill d i fied over time. 

Training of uilding prof~ ions in Kenya w. rr p ndence cours offered 

b parent hodi in England or r sidua I training in ,ngland . l.ater in the I 95 the Ro al 

echnical oil ge Nair hi c;tarted courses in urve lin and archilecture alth ugh e am 

' ere tho e of ar nt bodi . Th first de ree c urse in Building ·conomics wa launch d 

in 1967 in th renamed Jni ersit liege of Nairobi and raduates left th .olle e in 

197 . 

It was in the sam ear 19()7 that the local branch s of Royal lnstitut of 

hartered Surve ors(RI S). R al Institute of Buildinl Architec (RJI3A) and member 

of East African lnslitute f Architects (EAT/\) came t get11er to form the Architectural 

Associati n f Kenya (AAK c mprising Architects Quantity Surveyor . T wn Planner 

and En in rs. he AAK pn duced the fir. t I at tandard Meth d f Measurem nl 

(SMM in I 69 hich was ba ed n the Rl S 196 editi n. The edition was revi eel t 

melric in 1972. 1l1e /\K ha: b n pr rnoting and regulating the devel prnent f 

huildinp, r lated prof~ sc;ions in Ken a and in c;o cloin il keeps in 1 uch with oth r 

professional b eli s I internalionally such as the ommonwealth l n. titute f 

Architects ( AS E),the Ro at In titute of hauered Surveyors (Rl ),the Institute of 

Jngineers of Ken tl ( I ·K) . 

The Institute f 13ngineer of Ken a over"ee the devel prnen and regulati n f 

Engin ering relatecl professions of m rnl er . Both bodi s have heen mandated by Acts of 

Parliament. 1l1e ArchitecLc; and Quanlit urveyor Act i hapter 525 of Laws of 



Kenya. \1 hil th Engine rs 1\ is hapt r 0 f Laws f Kenya . l11ere are als t ards 

of regi tration for ea h profession and m m >ers ar eligible fi r r istra ion on the prove 

of qual if ing in th ir fi ld I e aminations set and marked by th irrespective profi ss ional 

I odies. 

4.4.0 

l11e old te tament clear! admonishe.s Jews and hristians a ain t the 1s f li 

and slander. Th rd commanded Mose " You shall n t deal falsely nor use I ie l 

anther" Le 19: 11. The Psalmist rep rts, " t 11 tthe slander esta lished", in the 

n w Testament. hrist ians are told " I 1 every ne peak the truth with his neighbour " 

Eph 4:25 J 1s arne; " I tell ou on the day of judgement men will render ace unt for 

every careless word that the •tter. for by your word you will e condemn d Math. 

12:3 37. The advertisers are r sponsihl to the m11ltiple n i hi ours. respon. ible to the 

owner . l the emplo ees and the client.. They hav th r pon ibilit ~ r objecti e truth . 

Thirdl the are responsi le for preparing advertising messa es with a c;ense f respect ~ r 

their audienc . Th nfucian religion has ac ordingly devel 1 ed a view which 

sa net ioned appeals to an or all the s ven pas ion j y, anger, sorro\! . fear, love, hatred 

and d ire) as a means f persuading eo le to follow the four princi1 les f charity. du 

neigh 1rc; propert ' and wid m (Kot ler 1967 p. l 2 ). 

Ace rding to Arist tl a truly human act stem from a rational per n who 

recognises what he d s. Phil ophers such ac; 1\ric;totle and 1\quinas thought of 

merch<~nts ac; 1111 roductiv t~ncl RCC!Uisiti ferchantc; were seen as taking ad vt~ ntage f 

help I sc; customer through buying "cheap " and "selling dear" . In modern times marketer 
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are accu ed f getting p opl to ll what rh y d n t n 

ictims of high pr ssure and s metim s d eptive , ell in 

'Y . ust men; are seen as 

an· T. . 1961 p.2f ). 

Time h noured pr fes ion uch as medi in , archi ecrure and quanti! urve ing 

are touchy abou marketing activity and it i in mo t cas s con idered un thical. In thi 

way the public can nor accu e the professi nal f trying to create more u in ss than the 

"natural" level of need for their ervi . Furd1er the ban all ws the pracliti ners to think 

themselves as "pr fes i nal people" and not t engage in anythin like bu in s activit 

(I<otier P. 1975 p. 5) . 

A philo opher t\norld Toynhee in an article entitled " Is Marketing Morall 

Oefensi le" ( ugene .J .K. f977) argu that tools f marketing such as advertising are 

m rally defensible. He p ints our that advertising like many ther techniqu s available to 

man is neither m rat nor immoral. Is music immoral because it awakens emotion ? Is 

el quence imm ral becau e it p r uades? is the ca es tJ1e gift f writing immoral\ ecause 

it can arou e people to acti n? N . Yet el quenc . music and writing have een used ~ r 

evil purp e. 

Advertising delih rat ly stimulates ur desires , whereas e perienc . m died in 

feaching of religions, tells us that we can n t be good r happ unl s we limit ur desire 

and keep them in check. Ad ertisement makes tatemen , no in order t tell the trutJt but 

in order to ell g en when its statements are n t fat e, truth is n t their 'ective . 

tn mo t case ad er ising i intentionally hypnotic in effect. 1 makes people uggestible 

and d ile. 
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arketin hac; b n critici ed in ther areas as ing a wao;te of public mone , 

t in intruc;ive as it pri c; into 1 rsonal affair due to the mark t r search that has l 

nder aken and it i als s11id \ manipulative. 

Per uasion i m rea matter f slrate than manipulation, that is it i s f 

arra ing 1 gical fore that the p pie them elves decide what hey want them t do, 

rather than a lually changing pe 1 1 's I ical limitati ns f r i lance but also can 

prohibitively lime c n uming and expensive. 

Peopl are hard to (i ol ut th re is not ju t the danger that sl selling will be 

detected and time ruining but als that particular a tempt is likel impair all ther m t 

honest. Any appreh nsion on the pari of he buyers that omeone is attempting to sell to 

them omething with ut letting them know it and giving them a fair hance to make their 

wn decisions will most likely create r sistance. T3y the same tok n lling that d< noll 

seem to hide it elf r pretend to he something dif(i r nt is reassuring so lon as it does not 

go over o the pposite extreme of pushing pe ple to buy through blatant pressure 

techniqu which a ain will make them feel they do not have a chan e l make their wn 

deci ion n the rati nal basis thal is o nee ssar l them. 

fn per uasi n man has the resp rtc;il ility to pr · ent frulhful information and t help 

other think rationall . Advertisement must hot b -pas or render inoperative man' 

reflective powers and so man should be I ft I tnake hi fr will (Garret .. J. 1 61 P.27) 

Techniqu which aim at circumventing otential cusl mer mind and reas n in order to 

gain 11 n-renective. semi consci u or uncon ci u resp ns are immoral. Thus the 

-; tandard t b prom ted in per uasion i man' ali nal proces es and any technique 

which "by-pa'\Ses" or demeans reason is unethical ( Krngc•· 1966 pp 294) 
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Jt c;eems that, I uil 111 consul tan can he di ided into lw ptlrts; 

(i The part which deal with kills, that is with ein well qualifi , knowing our jo and 

kn wing how o carr ur j in business like manner hich can b called the echnical 

a peelS and 

(ii) The part which relat a creel or artie! of faith . l11e stance one lak in the 

c;ociety. The consideration f ur profe sion as a v alion, which eslabli hes our walk in 

life and, as common! express d our dut to society hich can I e called the m ral 

a peels. 

All rgan isations must have an ethical foundation Without which there is n basis ~ r 

d ing usiness. enerally there are ~ ur types of elhi ; 

-th se generally accepted tandards and practices based on h ly cripture s principl . 

-tho e enacted and enlarged hy associali ns 

- th e with legal backing 

- those that are insisted on by leadership of firm or practice, or individual partner. 
I 

1l1e general! accepted tandards and practic s t as d n holy scriptures principles 

are based n mosaic decalogue. hese ar becomin mor and more a target of ratings of 

w rshipping and less and le.c;s a base for setting standard against (Fisher N. p 1986) 

The ethics enacted and en~ r ed h <lssocialions are usually arrived at as a re.c;ult 

of compr mtse, numerou reports , c mrnittees and debate. They are thu very general in 

na ure. 

1l1e ethics ena ted and enlarged l y lega l acking over I ally enforced c es of 

practice and in ssen e call for practiti ners to be law al iding citizens. ll1ese are the 
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e 1i laid d wn in th ct of arliam Ill, for example h e ered th Architect 

and Quanti! s rveyor Act ( chapter 525 f he Ia\! f Kenya r th se in th ngineers 

Act { hapter f the law of Ken a ). 

Th ethi that are insisted upon by the leader hip of the firm r ra tic s relate 

the conduct f the member f staff of a particular firm . These are enforced the firm 

throu h i s managem nl. orne examples are how the staff h uld relale with the clients , 

their manneri. m. m de of dr ssin and approach t clients. · 

In the first meeting f the R at fnslitute of Briti h Architect {RIBA) in 1871 it i 

noted that the meeting was to eli c s profl ional practice, landardi ati n of fees and 

tandards of pr fessi nal c nducl and it appeared in the mee ing that prof~ ional 

respectability was f more im rtance than all other matters uch as prof~ si nal technical 

qualificati n (Boyer .J. 1 73 p. 227 ). 

The pr fessional building con ullant have traditionally I een regarded as having a 

special place in the society. In practisin their pr fes ions these professioha1s; 

I . Proudly proclaim their quasi-judicial functi ns . imparlialit and their inle rity and in 

return the clients had con fidenc in their profl sions, acceptin their advi and 

willingn and fre dom to hav their affair managed the professionals 

2. 1l1eir standard of conduct was hased n courtesy, h nour and ethic with the profes i naJ 

man always acting as if he was lhe "loco 1 arent " advi ing and guiding. 

3. Their purp 

g d. 

in life was t f< II w I heir pr fl si n in pursuit f knowled e and public 

4. ll1ey e p elect to I e consulted and heir advi e to be accepted 

5. 1l1ey had fiduciary inter 1 in their clienLc; interest a if they were his wn 
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6. as in a po it i n of true; I, h n sl . int grit and their in lep nd 111 ju gem nt 

er param unt . 

7. of confidential information f, r 1 r11 nal gains had l h pr vented and hence the u e 

of standard fe . pre hihili n of s If advcrtiseln nt and ·omp lit ion. 

111 e were the qualiti ional were t relate t and th c n lruction 

indu tr had to emulat . 111 standards were set er a c ntur ag as we have n from the 

ev luti n of pr fe: sions and wer to he u ed a tandards to uid the practic . Profl i nali m 

wa t e an endeavour t uphold the standard. hy s ial philo ph which the anclity 

of moral ethi and ial alu s. 

Mo 1 ethical and le al r tricli ns ed in Kenya t ay ar ba ed n th British 

form . However in Britai11 thee rul s and regulations ha pr ved to e utda d in the 

face of the pr sent economi and ocia l realities . t\l fir t a pr fl sion(t l was re arcled as a 

rson wh sh uld take full perc;onf11 responsibility to those they rvc. includin full legal 

liability ~ r I ss caused y (IllY failur . It ha howe er pr ved imp sille for lhe firms to 

guarantee that claim. will b mel inc the amounts in qu lion ould be h nd the 

resourc s of prof, ssional partn rshiJ . 

4.6.0 

tn Kenya the use of the till Ar hitect , uantit Surve r, M chanica! En ineer, 

Structural n ineer i il ~ngin er and ~ Jectrical En ineer are r tricted b A ts of 

Parliament tope pie wh have a Univ rsit de r~ or equivalent academic qu<~lificati n. 

J n ad iti n it requires practical exp rience under upervisi n f a qualified prof, i nal. 

Thi is t ted b an exarninati n nducted y th ap r priate pr fes ional in tituti n. 
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I he u of :tt at li which i1 clue! c; the ahovc itlc io; alsn r ~;tri ·ted and rc; nf style 

C< nraining an ' o th words or phrac;c ~architect" . "arch it clllre'' . "arrhitr ·tural ". 

"quant it: survc_•nr " or "quantit sur eying" i rec;trictecl in 1\P 525( (I ) of he I .a' s of 

l<cn a. An 1 crson who cnntraven s the pro ic;ions of this suh ·s ction i gu ilt of an 

nffcnc and ic; lilllle o a fine n l ceed ing Five ll10uc;and Shillin AI 525(3(2)). 

Without prejudice In th pn' rs of the Allome (iencrlll. pr ccdings of such nn offence 

ma I inc;tituted h an person hn is au lhoric;cd in that I half whether ·n rally or 

spcci ficall ' · b th I oard of registration of Architects and Qwmtity Surv yor AP 

5( (3)) . 

n ' person who. h th r or not is oth. rwise qualified as or to I e an r ngineer nf 

any dcc;crirrinn nor rcgic;tered under ~ ngineers A t hapt r 5 0 of the Ia' s f Kenya" hn 

pretend. to b a rq~istcrcd ngine r or a registered technician engineer, or 1c; s in any 

wa , th style nr title describing hi occupation or his buc;in ss or <~ ny other name. style, 

title addition or d script ion impl ing whether in itself or circumstances in' hi h it is used 

such a person is <lll en inc r : r in any way holds himself out In b an eng in ·cr of any 

dcc;cription is uilt of an nf'fln c t\P 50 (20(1)) . Any person' ho contr<lvcne the 

provisions of this suhscction ic; gui lt y of an offence ilnd is liable to a fine not xcecdin 

Twenty Thousand Shillings or lo imprisonment for a term not e ceeding two year nr 

hnth. n , p r~on rcl!istcrcd as graduate technician ngincer or rild mt engineer 

pretends to he a registered n 111 r of a registered ngineer ' ho prctendc; to act as 

registered onsu lri n engineer is guilt of an offence AP 525 (20(2)). Such <1 per on is 

lial le to a lin not e ceeding T' nt, Thousand Shillings r imprisonment for a term nnt 

c cetling t' n e<~rc; or hoth (20 ( 2) ) 
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'I h noa d nf Archil tc; and 0 mntity Sur e ors fr m tilt t tim . c;u 1'ect to 

confirmation h, the inic;t r r sp n ille for mat rc; r l<lling to r 1hlic works. rnt~k l -

lawc; for he following: 

Kenya. 

I . I cfinition of unprn~ ssional c nducl and th mcxle or inquir into the method 

o d :1ling with c;uch c nduct and pemtlli s whi h ma be imposed 1pon till ' 

meml cr fo 111d guilt nf such an of~ nee. 

2. I tcnnining the s ale of fees harged I tlr hitects and C]Uflnlit ' survc •or for 

prn~ c;sional ad ic;e, ser ices rendered and ork done. 

. I !old in xaminations authorised or permitted in the Act and carrying into 

effect an c;cheme or curriculum for education in architecture or quantity 

survcyirt . 

4. t:or pres rihing the conditions under which pers ns r isterecl und r the Act 

111~1, r ractise as limited lia ilit c mpanies. ttncl for r quitin professional 

indernnit inc; •ranee in the cac;e of unlimil d c mpanies and private finm . 

. For prcc;crihing th proc dure to he fi II •.vcd b p rsons applying for 

rcgistmtinn . 

Ci . For instru tionc; and orders onducive t the maintenanc t~nd impro,· ment of 

c;ttlt 1s nf flrchit ts :1nd quantit c;urveyors in Ken_ a. 

7. r{1r tide 1 tinn of common seal and manner in' hi h such a seal rmm h fi cd 

t ;111.' instrument. 

·n,c mflk ing of h -l(lws h the hoard prnvidccl 111 A 11 :25 5(5) of I .a\ s of 
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ny pers n \! h has been re i tered un er the n ineers Act hall, if he intends to practi e in hi 

pr fcs ional capacit , require , in addili n to such regi \ration , an annual licence. l11e ·ngineer 

Regi. trati n Board c nducls inquir n acL'> r omi ion amountin t impr per r di raceful 

conduct in apr fessional respect 5 0(15 t . 

The 13 ard of Registration of Architec and Quantity urveyors may at any time 

direct the name of a per on be removed fr m the register where uch a per n fails to 

notify hi current addres to the re i trar requested hi name to e removed been found 

y the 8 ard to e guilt of mi conduct members wl pass away AP 525 12(11 (I)) . 

Rest ration f rnem er t the register can be made where the member had een 

u pended or where he \i ins an appeal as provided in A P 525 l or where he pay a 

fine imp ed by the ard. 

l11e Engineer Registration Board may at any time direct that d1e name f a 

pers n e remo ed from the register where uch a person fail t h tify his current 

address to the registrar , requ st d his name to e removed, een fout1d to be guilty of 

such misconduct as described in ection is f the Act Engineer Act ot failed to renew 

annual licence i u d by the l3 ard ena ling him t practice as an Engiheer or member 

wh pas es away AP 530(1 ). Res oration of mem ers lo the register can be made 

when terrninati n of a u pensi n of the effect f registratioh hall take effect. and for 

payment y the person concerned such fee, no'l exceeding the fee paya le on application 

for regislrati n a the 0 ard may determine AP 525(14). 

Ther have I een many arguments again t the restriction to buildin related 

consultancy and conduct f uilding c nsullan . It is h wever clear that there i no 

restriction to p pie who practice with ut use of the r tricted tilles as tated earlier. 
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me e le practice b impl referrin to hem elv ~. , d i n c n ultants , huildin 

n. ultants . uilding desi ner • b tilding pr ~ect manag r an other titl 1 is rncaJ 

with knowled e in con tru ti n can practise as a buildin co ultant ilh ut 

being n the register. pro ided the d n t term l11em el as an Architect . uan it 

Survey r r Engineer. Ther is a difficulty h wever when me practic without 

he till in con incin cliento; of hi c mpetence in hi area of perati n and thi limit 

the trend. The pe pie practising buildin consultancy without eing on the rcgi ter are 

u ject t c mm n law. 

A man sect r f the econ m ecorne more li erali ed me buildin 

consultan are ac;king for m re freed m for e ample the newly ~ rmed Institute of 

Quantity ur e rs of Kenya is advocating for licen ing f p pie with diplomas I act as 

professional ut nder certain limitati n ·ust as nur s and clinical fficer ar operate 

medical clini . l11ey al o advocate the arne treatment for p pie like Architectural 

raughtsmen and technicians with training in various field f building con tructi n. T11e 

Register d profes i nal are arguing ~ r relaxing f orne rules and codes of prof~ sional 

c nduct pecially tho e dealing with the mode an manner of competition. , ince the 

Seventeenth entury ~ ngli h ommon Law has been h tile to an_ restraint to the trade. 

The f, II win are me illustration from leadil1g cases in Britain n which Ken an cac;es 

have been b rrowed or modelled with me of th e cases b coming precedence in 

pas ing ·udgement f C<\S in Kenya . . 
in 161 th guild of taitm· of lpsw1ch tried to top a man who ' as nof a 

member of their guild ot tailor of Tp ' ich fr m pt ing hi craft in town. 

ord of<e then hief Justice ot Kings b n h court h ld , 
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" t common law no mnn nn h pmhihit d fr·om wo.-r ing nt an. hn ful 

tJ·ad for · fa, ahhor icllen . the moth r· of all viJ.. .... and th ,. for th 

ommon law abhor monopoli 

an: lawhal tr·ade". 

' hi 11 prohil it an. form of ' orldng in 

Prima faci her f, re . all r ~friction on tl1e s 1ppl f and servic are unlawful a~ 

Lord enning aid in Petrofina Vs Martin 1966. 

"A n.' ont.·a t ' hi h inter fer with the fr e er i e of a trade or 

busin s r t.-icting (a man) in the wor)( he may mal\ with oth ,. i a 

contract in r straint of trade". 

Member f pro~ sional odi s have of course. a ntractual relati n hip one 

ret Macnaghten t~id in the lead in ca e of 

Nordenfelt V Maxim Nordenfl It guns and Arnmuniti n "o. td 19R4)· 

"All int r·f rene with individual lih rt . of a tion in trading and all 

r traint. of h·ad .... ::u· ontnu· to pnhlic poli " 

The pharmaceutical ciet Dick on 196 case t~ro e wh n maj rity f 

mem ers agreed t restrict hat good co Jld be sold in a chemist's sh p hich on of the 

directors refus . 

ll1e h us of the lords laid d wn with emphasi the right of one mern er t 

r train U1e rp ration rd Reid aid ; 

"If a parti nlnr r std tion on his acfiviti s go s h yond anything which 

can ,. asonahl h r lat d to the maintenan of prof sional honoua· m· 

tandanl th ou..t 11111 t h aile to int rv n " 
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I rd pjnhn put said that omc vie s of the ouncil ar unlawful. th cann 1 

cap fr m the consequcnc<'s hat n ' form that lY using uch phr~ as ~ indin in 

h n ur" or "gu idanc .. The must he jud ed 

rd H c;on. 

th 1r a s, n t their w rds . 

"If th rul is bad ac; being unr :1 onahle re traint to trnd , it will in :tny nf 

he ou id the limit impos d on th c;o i t ". 

1l1e Ill no oli c; commic;sion pr lirninary inquiry int provis ion of 1\r hitectural 

architects to abandon c;cale fi rather than face a full tnonop li c mmis ion 

inquiry. 

Mr .Ju~ti e M e Neill in R stricti e practic ~ court held that the 197 harter f 

Royal in titution of .hartcred Sur eyors. it. Jy la\.l sand regulations con titul cl a multi

lateral a reement tween th 111 ml rs which was registrabl under R tri ti e Trade 

practic 1\ct I 76 as an "agr ement hetween two or mor· p r ons arr ing on 

hu in s ..... in th uppl. of .r;e r i s" under s ti n II of Lhc 1\cl. 

Jn Britain professional ocicties are l iflin th ir restTicti ns on advertising 1 allow 

mem er f fair opportunity to mpete virh and to c unter claims of their comp itors. 

Like in Ken a. in Rrirain onstruction rofessionalc; are regulated h Acts of Parliamen 

with statui r l odies set up to determine who ma c er i e that particular trade and in 

what manner. nlike in Ken a. the Acts or tatut r 

authori d 1 re ulate he pro~ c;sions. The pr hibition which cert<~in b di s like R yal 

institut f ritish t\rchitect.s. Royal l nstitu of .hartered urveyors impos on their 

members not t <trr ul cert<~i n a ·tivities have al\i ays I en unlawful (Parris .f. 1986) 

Meml ere; ha h en haml 0071ed int accept in them as valid exercise f heir functio1 s. 
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DATA 

This chapter c ntains tJ1e research finding which are pr ented und r l\ ecti n . 

The fir t ecti n i n data got from uilding c n ultanl wh are the c re r thi tudy while 

the econd i fr m the devel per contractor , Mini tr f Pu lie W rks departmen and 

marketing e per s. 

1 n the fir t secti n, the findings from each group of profes i nal i presented and 

analyzed in relation l the objectives and hypothesis under suitable heading identified in the 

the retical framew rk . Th e heading are the features which characteri e effective 

performance of marketing management. At U1e end of each heading a summary f the d1ree 

group f nsullant.s that is the Architects, uanlily Survey r and onsulting ngineers as it 

relates to the findings un er the heading is made. 1\t the end of lh pre enlati n f findings 

from the c n ullant a general . ummary i made for the pr res i n involved a it rela es to the 

data c llected. n1is summary als encompasses lhe second part of the analysi which is the 

interpretation of the anal i for the con ultant in general. The idea behind this analy i i to 

evaluate whether fea ures characterising marketing management f bui ldin con ultanc firms 

compare well with those uggested in the the retical model. ln total 12 con ulting en ineering 

firms. 27 Quantity Surveying firms responded . 

The second secti n is a presentati n f the suggesti n made y vari us group of 

p tential client n their pinic111 on v hat uilding consultant can do 1 reach them . ft also has 

resp nses fr rn marketing experts on h w the pr fessional can improve n their marketing 

management in rder to reach their rnarke eller. Th pre entation in thi section is done 

under each group f r tential clients and marketing e perts. 
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ue I the qualitative nature f the variahl under inve~tigation in thi~ c;tud the 

r searcher ~ und it m st appr 1 riate to analys the data manuall . his ale; implied that it 

could be eas ~ r th reader to comprehend and understand each of the c;tud ariables 

separate! and c nsequen I draw an relati n hip h tween them easily and clea I . 

Tables have been used to condense th research findings as much a. p s ible while 

a era es and percentage have een used to show the relali nship f altribut s in terms of 

prop rti n. in vari 11 part . 

The ~ II wing are the t jectives ac; set out in the first chapter and th corresp nding 

headings that the have been addressed in marketing mana ement. 

Esta lishing methods of marketing currently used by the huilding c nsultanl has been 

addre sed under; 

Identification of busines opport 111itie 

lnv ligating on the difficulties faced 

services ha been addressed under: 

lient ati facti n 

the building consultants in marketing their 

Finding ul how th b 1ilding onsultants surmount their difficulties 111 marketing ha 

been addre ed under; 

I ient care. 

Finding ut the feeling f practi ing con ultant on the exi ling y-law and legislati n 

governin their mark ting manag menl has been addres ed und r: 

ompetitor and marketing environment. 
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To fin J ou h ' 1 the eli ntc; vi th curr 111 mark ling practi e r huilling conc;ullantc; 

has IJe n addr s ed under; 

Marketing plannin , promotion an pre cntati n as II as r p ns s fr m p tenlial 

Building clients. 

All the ab v findin s t ether with the r o;p no; s from th p tential t uilding client 

and marke ing e pert<; will b used to h lp to c me up with a uggesti n ran cffective method 

of market in mana em nt for building onsultan s rvic s.' 

The qu stions ask d to on ultanl. und r this h ading r geared t ards findin ul 

hether b ilding nc;ultant knmv h to pick a lead that can res llt to a business contact as 

ell a h w th identif th s 1 ads. It also pr c; nt th meanli of knowing li nts ancllhat of 

receiving rec mmendation and the irnportan e c f th se rn ans. 

5 .1. J Id ntification f us in s oppm·itmit i s b. the onc;u1ting Engine rs 

elow ar th r spons s of th m~tjor clients for the tw lv c nsulting engine rs wh 

rec;ponded? 

core 5 2 I ll igh T tal Total 

Sor s Clr s per 
ll igh Rank c Ill 

I ienl type TOTAL 

State agency 4 3 I 34 19% 

orp rate li nt 4 5 8 1% 

lnternati nat ag nci s 4 4 8 I (1% 

ommunily client 4 4 4 2 16% 

Pri ate client R 4 52 8% 

Total 18() 100% 

Tall 5.1 Ji nts for ·m•sulting ngin rings nri 

* urce: ·ield survey I 995 
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Tn g. 1 the tnwls. th 1111111h rc; or nms arc multipl i " •ith th rank thrtt the' gav th 

pani ular pe f li nl. Since the rank ing as from the moc;t important! eing giv n the 1 \ sl 

integer th In es t r<~nk ao; h nee giv n the high st c; 01 . This means ~ r type of li nts 

rankec1 as 1. ~ . .4 and 5 the c; res wcr rt\ ani d in th npposit dire lion <IS 5 . .. . and 1 

respe tivel_. The n 11nhr1s ell firms ,.,, rc mullit l i I with th c;cor hal corr spcmd d ith 

their nmking to 1 th lottJI scnr . l fltima l I thr high r the lol<ll s ore the mor importa nt a 

tvpe of eli 111 \las . ., his 1 p of illlal sic; "" uc:ed for t~ll th suhscqu 111 d<ll<l wher ranking 

c;yc;tem w<~c; 11. d. 

he pri va t eli 111 ic; th reforr th most imporlt~nl lien! for ns lit i ng Eng ineerc; 

followed I v corporal lientc; the st<tt agcnc is 1hird ' hile th international agcn iec; and 

com munit clients had equt~l scor 111 the points <1 11d so 1<1ke lh fourth <mel fifth p< sitions 

' spective l 

Regard in 1hc q11cstion of ho\ consulting Engin rs ot their potential clients the 

following respnns s \i ' 1 fH t: 

( i lntrod iiC iiOil by f1 icndc; 75% 

(ii) Prinrmcclia l(l .7% 

(iii) Publ ic r lat ions 58 % 

(i lntrcxluction other consu ltantc; 1.7%. 

Regt~rdi ng th quec:tion hether Consulting Fngin rs o1kcd w ith the sam team of 

on. ulra nl s on mosl proj rrc; 1h following rcc; t one; c; \ ere got: 

% of' Oll<>llltiflg rngin rs rked v ith the c;f!me tram of consultants in m c;t or their 

rojectc;. 1lte mC~in r ac;on for this ' as h cause th join d hflnd'i wi th oth r consultants to 

lc hhy ror the <1ppoint•ncnts ac; a t anL 1 he 17% of 1h conc; ul liiP engi neers lln did not work 

"'ith rhc sam 1 am f consult::tnls in mos1 of their r• ojecls gave lwo r asonc;: 
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(i) Th eli nrc; in moc;t ca s did their t~ppoinllnents and rhereforc the could not 

innu n th Ciel clionofother t ammeml rCi 66. 7% 

(ii) The nature f th pr ·ects that the are in olv d in variec; h nc w(lrranting 

different tc~rn 111 mh rs 1.7%. 

he folio\! in ere the rcspons for hich peopl recommend the consulling engineer to 

their potentit~l clients. 

Clroup of people Scor s 

s 4 3 2 I 

Architects 6 I 2 

Qu<w ity Sun•eyorc; I 4 

ontrt\ctors 4 () I I 

Engineers 6 2 

Pat ·1 ients 6 

Otherc; ( ·riend , hanks) 2 2 7 I 

T TAL 
---

Tahle 5.2 Pcopl who ,·ccommcnd onsulting Engineer. 

* Source: Field 11 rvc.v 1995 

I I igh tnt a I <;cor s T 11al cor c; 

= ll igh rnnk r r c nt 

T TAL 

ol 2 % 
-

9 I % 
-

41 16% 

() IR% 

() 18% 

9 I % 

252 1()0% 

Th mnst important snurce f recommendation for comulling t'n in ·crs ar the, 

/\ rchircct followed 1 past eli nts. fell ' ~ n ineers and uantity Surve ors rank third and 

fourth resp ctiv I whil contra tore; ame out as last. 

Regnrdin which nc' sparer, journals ami maga7ines consulting ng111 ring firms 

hnught it wt~s found that 

11 the consulting ngin ering firm buy th thrc main daily n ws1 ap rs that is th 

K enya Times . I ail Nation and the .'tandard. 2% of the onc;ulring Engineering firms 

c;uhscrihe 1 several professi · nal journals and mag<~7ines . The main rea ons rnr hu ing the 

newspapers and j urnals w re; 
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( i) ke h mr lo c s " ell infl rm 16.7% 

( i i) To kc mploye s nl nain I 25% 

(iii · o k p th eli n c; huw \! hilc th y wail t 111 t the consultt~nls o 1 7% 

Th r ' as no 111di ation thtll n in ere; can et mt~rk ling infnrmati n or jo 

opport miti c; fr rn n ' srap rs and ma a1in ~ 

R ardin how man p pi in the firm ensur that lh finn oltains work due to their 

management skills it ' as r aled that; 

/\11 h onsulting en ine ring firms cle1 ndcd onl on their partn rc; lo obtain \ ork . 

No consulting 11 in ering firm had a pr ~ ssional with marketing mana m nt skills and the 

main rcac;on fl r this "a. that th firms partners ~ It hat such a p rc; n ' ould 11 t l nee s ary 

for their mark tin I caus ' hat counts mmt in oht(lini n nrk is th c;tanding or firms 

principals. 

Oelow ar th rankings for fa tors that C'ons llting Engin rs I rmed as im rtant to be 

considered' hil r commending c nc;ultantc;. 

ract r Scores ll igh r l ta l = Totnl 

8 7 6 5 4 I II igher rank Sc r % 

" 7 3 4 I % 
--- -
n R I I R 21% 

·- r---
c 8 8 20% 

I I I I q 18 . 4% 

E 7 2 2 I 5R I % 

r I () 5 8% 

, 
8 66 15% I 

II I I 2 2 5 9% 

I TOT L 432 100% 

Table ~.3 •a tor that m· on. icl ,. db onc;ulting • ngin t' rin finns ' hile 
,. omm nding onsultant 

Sour : rielcl S 1r 199 Se legend on the n t pt~g 
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Ke 

A - The firms i?c i 11 te m · c; of penn tin ntl • mplo d s it~ ff 

8 - ·inn's exp rienc in c;imilar 'oh 

- Technical and rmmagcrial knowlcd c and c p ricncc 

0 - ·inns Curr nt Workload 

uality f Super isi n 

r: - Range. of\ ork that the firm i capahle o per ~ rm 

G - r:i rmc; reputation in rclat i n to past client 
I 

1 I - Professional fe ·harge . 

Tahle 5. indicates lhe folio ing as the order of importan f factorc; c n idered y 

·onsulling En ine ring firms while re ommending c n ultants starting from the mosl 

important. 

·actnr %Score 

(i) r:inn ' experience in 1 rms of imilar · bs 1% 

(ii) echnical ami managerial knowledge and e perience % 

(iii) Finn's reputatinn in relation to past clients IS% 

(iv) Qualit of per ision 13% 

(v) he firm 'c; si7e in terms f permanently empl yed staff I % 

(vi) Ran e of work that the firm is capable to perform 9% 

(vii) Profes i nal fee charg d 8% 

(vii i) · inns curren \! ork load 4% 
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5.1.2 

The r !lowing re the resp nses for the major clients of the quantil surve ing 
c;ervic 

lienl t p Scor s Total Total 
High l tal 
score = 

5 4 3 2 I high rank scores 
per cent 

State agency 2 6 7 7 72 17.77% 

orp rate client 7 10 l 105 25.9 % 

International 16 I I 4 I .96% 
agencies 

mmunity li llt 5 7 6 9 62 15 . 1% 

Private eli nt 18 6 t2 30.37% 

T TAL 405 l OO o/1 

Table 5.4 li nt typ for Quantity unre ing enric 

our e: Field sm· ey I 5 

The ~ flo ing is the irnportanc of the client f r quantit surveying ser ices tarting 

f om the most imr rtant 

Percentage core 

(i Pri va t client 3 .37% 

( ii C rporate clients 25.93 % 

( ii i) Slate ag ll 17.77% 

( iv mmuni ty client 15. 1% 

(v International agen i 10.62% 
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Regarding th qu stion of h quanti! -surv yin firms l lh 1r p 1 nlial cl i nls lh foil win 

respons ere got: 

he main melh Is that quantity- urveyin firm ' cited lhttt they used to kn w their 

p tential client wer : -

(i) hrough pr ~ nat as ciati ns t4.8% 

(ii) ·r iends in ther discip lines 18.5% 

(iii) Politician 22.2% 

(iv) Architects 4 .7 

(v) ng111eer 7% 

(vi) ret low quantity surv yors 14 .8% 

vii) lnt ra I i 11 in sc ia I funcl ions 118.5% 

Regarding the questi n whether quantily-surve ing firm worked with the arne team ot 

consultants on m st pro·ect the following resp n es were got: 

67% f quantit surve ing firms orked with he am team f consultants in mo l of 
I 

their pr jects. The main reasons given for the quantity urveyor w rking with the arne team 

of consultanlc; in mo t project were: 

(i They I ked for jobs together a a team 59.2% 

(ii They pre~ rred work with team m mber that they are well-acquainted 

with.42% 

3 % of quan ity s 1rveyors did not work with the same team of consultants in m t of 

their projects. The main rea n given wa :-

(i The sele ti n of consu ltants depend n the client. 

M t of the firms , which did not work with the ame team of consu ltant n most 

project , were the nes whose main clients were not private or anisations. 



his suggests that ~ r private clien in m t case. the client nly select the lead 

con ultanLc; \ h in turn selects hi d si n team. 

he ~ II wing were the r pon ~ r pe pte wh rec mmend the uantit - urveying 

fi rm to their p tential clients. 

c res T TA 
I ligh score 

Group of pe pie 6 5 4 3 2 I = High rank 

1\ rch itects 7 9 6 5 12 

Quantity urvey r l 24 2 5 

onlract rs 2 I 9 l 

ngineer 4 4 12 3 4 82 

Pa t Clients 2 6 I 9 109 

ther .(Friend 2 4 21 49 
Banks) 

TOTAL 528 

Tahle .5: r opl ' ho recommend uantity sun ying finns 

* om·c : ' ield nrve 1995 

T TAL 
Scores 

percent 

24 % 

10% 

21% 

16 % 

21% 

9% 

100% 

The importance of articular gr up of people ih recommendin quantit urveying 

fi rms y the quan ity surveying firms are tartin from them sl important are shown below. 

otal sc re % 

(i) /\rchitec s 24% 

ii Pat lien s 21% 

iii) ntracl r 21% 

(iv) ngineer 16 % 

(v Quanlit Surveyor 10% 

(v i) thers fri nd 9 % ( !hers-partners friends and financial institution ) 
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Re ardin th qu sti ns as of which newspap rs, .1 urnal<; and rna a1in <; th quantity-

surve in firmc; 

8 % of quantit surv in firmc; u newspaper and rna a1in . h man1 rea n for 

u in new aper and maga7in are; 

(i k p t 1e memh r<; of sraff informed of curr n n w 7 % 

(ii) get information n n w devel pmenl in the c nstruction industr 14.8% 

(iii) t view f lher pr fl ssi nal on certain is ues 14. % 

(3 % of quanti surveying form which mean 9% f all firms which buy 

new papers and ma azin m nti ned that the uying of new apers and maga1in s helps then1 

t n certain ccasions. 

Regarding h w 111any person the quantit -surveying firm depended n to o lain work 

for the firm· 

All the quantity-surve m firms depen ed only on their partner to tain work. N 

quantity-sur e ing firm had a profe nal with marketing mana ement skills 1 d marketing 

for the firm. The main reas ns fl r thi wa · 

(i) employ uch a per on .5% 

(ii Mana ement p lie n t t empl y uch a per n 2 . % 

(iii) uch a per n w uld n l be effective in the firms marke in effort 7% 

(vi mall s iz f the firm in terms of ' rkload that it can hand I II% 

n the ~ II wing pag were the rankin f factor that quantity-surve ing firm felt 
were to c n idered ~ r recommending consultant to clients. 
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-

c r .s T< T L Scm s 
--· 

ra lor R 7 6 3 I Scor s percent 

A I 6 - 14 3 104 .75% 
- - ·- -

B I I 1 I 172 I . 14% 

c 6 3 9 4 1 150 14. 7% 

9 7 II 70 6.57% 

E - 3 9 9 Ill 10.41% 

r- 6 3 141 13 . % 
r-- - - -

G 4 9 3 () J Jl 1 15 14.92% 

Jl 4 9 3 6 - I I 1 14 .92% 
fr-

II T TAL 1066 100% 

T~hl 5.6: F~ ton:; onc;id red hy Qn~ntity , urvcyors whil ,. omrnencJing onsultnnt 

*Source: r:i lei surve 1995 

Ke' 

1\- The ri ms si7 · in tenns of pennan ntl emplo cd 

R - ·inn's e 1 ri 11 ·e in itnilat job 

·· Tech nica l and 111anagerial knowledge and exp nence 

D - f'irm 's 11rr nt ork load 

E - Quality of sur ision 

P - Rang of ork a firm is C<lpahle I perform 

G - Finn 's rer ut<~tion in r lation t p<~c;t lients 

II - Prof ssionnl fee ch<~rged . 

The folio in is th orcl r of importan e c f th ft1ctors that qut1ntit surveyors 

considered lo lw of import(lnce whi le rc omm nding building consultants: 

raclor_ Percen.ta e score 

( i ~ inn'c; e r eri nee in similar joh 16.14 % 

(i i) Firm'c; rep111 ati n in rrlation tn ptlsl c lientc; . 2% 
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(i\ Ran of w rk a firm ic; capt~hlc to p rform 

(v uantil ' f ""I rvic;ion 

(vi) ·h firrnc; c;j7 in termc; of pcrmt~nently ernplo eel c;taff 

(vii) Finne; current workload 

(v) Prof ec;c; i na I ~ char cl. 

I . 7% 

11. 2% 

10. 1% 

9.75% 

o.57 % 

14.92 % 

5.l.____k!_ ntifi a tion f hu in c; OPJ>ortuni tie __ h fh A r· hit tura l •rnn 

The foi l ing ere th rec;pons s ~ r th major eli ntc; of th archil turt~l firms . 

111 I p ll igh r total Scor 

h r c;c r nt 

% 

17 

5 26 44 

14 88 

4 157 11. 27% 

L 502 100 

Tahl£' 5. 7 li nt t:p fm· r· hil tu n tl (' I"Vi 

• Sour : fi Jd Ill"\ " 5 

Th ~ llo\ in is th nrcl r of importance of li ntc; for ar hi1cctural c; rvic s. 

(i) Private client 31.27% 

( ii) orporal I icntc; 1.91 % 

(iii) tat a f1 y 0.5 % 

(iv , rnrnunil ' cli Ill 17.53% 

( ) International agenci s 8.76% 



Reg;mling the qu s ion ac; o ho" archil crurt~l firmc; ~<ll their h lildi11g clicn c; rh 

folio\ in m !hods ,,. r stilted . 

Th main m thode; lhat archil c ural finnc; uo;ed to knm.' rh ir clients' • r 

(i) r rsonn I < 111a Is ~7 . % 

( i i) 

(iii) 

(vi) 

(v) 

l11trodu ·tion from previouc; eli nls 

Rep at orders from past clients 

Introduction h friends .% 

Advcrtise111ent in 11 \ spap r 

(vi) Social irller<tction .2% 

(vii) Market research .2% 

(viii) Lobi ying JR . % 

0.3% 

I. % 

Regt~rding the question wheth r archil ctural firms worked with the same I ;:un of 

comullants 11 most of their rro_iect the foil ing r spons ere g< I. 

61% of architectural firm did not \ ork with th same team f consultant on rn sl of 

thei r proj cts. h main reasons given for archil ctural firms nol working \ ith the same team 

of conc;ultants or their proj ·t \ er :-

(i) Th firms felt that working with different groups of conc;ultnnts wac; mor enrichin 

IR. % 

( i i) Th · cl i ntc; pr fcrred to sclc t the design t am m mbers 5. % 

(iii) Conc;ultantc; are a1 point d dcpendin 011 th narur of the project. Jn.:l% 

J9% of nr hitcct rral firms ork d with th st~rne team or consultants on most or thei r 

projc t. ll1 main r asons for this are: 

(i) The team members look ~ r jobc; together 

(i i) The team memb rc; und n;tand each th r hcllcr . 



ns of the firms, •hi ·h did 11 1 ' ork with th sam 1 am of cono;u ltants nn mo I 

n s \ hos main cl i nts " er the non privat rSlttni~ations This s 1ggest.s 

that for pri at lient in mo t cas s c; teet th lettd consult<tn l hn in turn c;elc to; nth r mcml r 

of the design team . 

The ~ Ito i ng er t h responses for p orle ' ho reconun nd arch it ctural firms l 
their cl i nts . 

Group of Scmes I I ighcr total Total 
scores 

pcor le (i 5 4 - I = hi her perc nl 
rank 

Architects 2 15 l(i 58 8.4% 

Quant it , 16 3 II 2 I DO 18.8 
urveyor 

Cont r<~ clorc; 6 16 9 9 I . % 
~· 

Engineers 5 21 () I I Q 18.6% 

Past 'I ie11ts 29 4 19 _8% 

Others 8 () I 90 13 % 

TOTAL 693 100% 

Tnhle 5.R Group of p opl' who rc omm nd Ar· hitc tural fin11 o; fo huilding clicnfc; 

*Sourc : R c;ear h r's field surv I 954 . 
The importance of the gr up f pe pie ho recnmm nd Architecturnl firms c:tarting 

from Lhc moc;t important is as sho n below; 

Grou of clients Percenta e scores 

( i) Past el i IllS 2 % 

(ii ) Quant it Surve ors 18.8 % 

(iii) Engineers 18.6% 

(vi) on Ira ·tors I .2% 

(v) ther friends politicians 13 % 

(vii) Ar hiteclS. 8.4% 

I () 



Regarding whi h nev. c;pap r 

folio ing r spons c; \! ere ot 

urnalc; and maga7inec; archil ctural rrms houg.ht the 

79% of all "' hit tural firms hu 1 n sptlp rs nnd tn;-tgf\7111 s. Th mtlin rca om; ~ r 

huy ing n \! spapers and mag.a1i n c; are-

(i 

( ii) 

(iii) 

To get information n current ne\ c; .5% 

To keep in~ mcd on cons ru I ion and mat rials 9% 

T keep clients huc;y \ hile th wait to me t the con ultants 6. % 

Th r wac; no suggestion tha bu in of n sptlp rs and journt~ls "" I a sourc of 

informati n n markets for archil ctural servic s. 

Regarding the question as to how man rnern rs of the firm nsured tht~t th firm 

ohlt~ined \ ork the foil in respon \! er got. 

/\11 architeclurfll firms depended onl on th ir partn rs to obtain work . N 

architectural firm had a profec;sional with mark ting rnanagem nt c;kills t contril ute toward 

the firms marketing manag m nt ffor . The main r asons iv n for lack of such a p rson 

were: 

(i) 

( ii) 

Lack f enou h rnon t empl y uch a per on % 

he firms did n I c;e he ne d for such a p rs n in heir rgani ali n. 61% 

On the foil wing pa e are the fact r. that architectural firms c nsidered while 

recommending a consu ltant. 
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rae tor cores IIi h r total T T L 

8 7 6 5 4 2 I sc r = higl er coree; per cent 
rank 

8 5 8 I 7 12% 

B 4 5 12 4 16 1 % 

c 12 B 2 2 18% 

D 4 2 24 2 % -
- 4 15 6 196 16 % 

r 4 4 16 4 5 I 4 II % 

I I 2 4 8 2 17 14% 

II 4 5 8 16 80 7% 

TOT L 1187 100% 

ahle 5. Factor that Ar· hit t n·al firms on. id r d as important 1 for 
,. conun nding a con. ultant. 

* Source: Researcher's field surve 1995 

Ke • 

I\ - The size in terms of permanenlly emplo ed staff 

R - rirm' e p rien in similar j h 

(' - Technical and mana erial knowledg and exp r ience 

D - rirm 's current' orkload 

E Quality f supervision 

F - Range f w rk a firm i capable to handle 

1 - ·inns reputation in relation to past client 

I I - Profes ionat fee charged 

n the ne t page is the order of im rtance of the factors that are con idered I y the 

architectural firm wh ile recommending consultant . 
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i) Techni at and manag rial kno ledg and experience 18 % 

ii) uality of uper isi n 16 % 

(iii) inn' reputati n in relation L pa t client I % 

( iv) Firm's exp rience in similar j b 14 % 

(v The si1.e f the firm in erms f permanently empl yed taff I % 

vi) Range f work a firm i capa I to per~ rm II% 

vii) Firm's current work! ad 8% 

(v iii) Professional fee charged 7 % 

5.1.4 Identification of Business 0 ortunities b Consultanc firms 

he following is a summary of the types f clients for building consultancy services 

ranked in order of their iJnp rtance in term of total f the firms and the rank they gave to 

part icular clien . 

ENG Q AR II 

Private client 51 l23 157 332 30.5% 

.orporate client 8 I 5 II 253 23.3% 

tate Agency 34 72 103 209 19.2% 

Community client 2 62 88 178 16.0% 

I nternati nal a enc 28 43 44 115 10.5% 

T L 1087 100% 

The ab ve imp rtance of eli nts ha shown to be true 1 all building con ultanls . 1l1is 

could be ecause of the nature of services are con umed together and therefore their demand is 

deri ved demand and the con umpti n of each ervice is upplemented with an ther s 

cons un tion. 
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1 he main me hods f knm in p t ntial eli nls ~ r uildin consultan s wcr -;imilar. 

uantil Sur eyorc; in mos instances w rk d ' ith lh -;ame group f nsullantc; more 

than the o h r c n ultants, ~ !lowed by archil cLc; and n ulting ngin rs , r last. l11e 

abo e servati n se ms I explain wh quantity c;ur e ing firm sh wed th I ast t tal of the 

percentage f the r up lf p pl wh rec mmend the quantit urv ying firm rnin froll1 

other pr fe.~ i nat that i a total. f 44% ~ II wed y Architec 4 % and consul tan 

ngineers 54%. Th se totals were t b addin the p rcentage contri ution f each r up f 

profe. sional t a particular roup f nsullants. Wher the c n ultant work as a gr up in 

most in lances it is e p cted L indicae a les er r liance of j 1 s fr m ther nsultants, since 

their source for j h i alread well esta lished. 

The following were the group of pe pie who re mmended uildin consultant 111 

order f their importance. 

N QS R II T taJ Scores Score. r cent 

Contract r 41 10 92 242 16.43% 

Past lients 46 10 I 4 2 .69% 

~ngineers 4 82 129 57 17.45 % 

uantit urvey r 29 5 I 0 212 14. 9% 

rchitec s 61 12 s 245 I . % 

there; (friends f ar ners, p litician 2 49 90 16 II .4 % 

T TA 147 IOO o/c 

Pa l clients ranked hi hly as s ur of re mm ndation ~ r jobs. The consultant 

wer am ng them elves the c nd mo t imp rtant c; ur f recommendations for con ultant 

in other profes ionc;. onsullan s in the arne professi n were tanked a lac;t among 

architectural and quantil surve in firms as our of recommendati n. ngin r ranked as 
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third in rec mmendin fello engine rs ~ r johs. 

,en rally newspap rs journals and maga1.in s "'er s en as of no imp rtance in getling 

jobs for huilding consultant . alth ugh most building consultancy firms bu n wspapers 

maga1ines and ·o 1rna1s. 

The factors that \ ere considered to be of importance h c nsultants in iving 

recomm ndations ere ranked as ~ II w . starling form lhe most imp rtanl. 

(i T hnical t~nd managerial 
Kno ledge of th firm 

(ii Firm's experience in similar joh 

(ii i irm' reputati n in relat ion t 

Past clients 

(iv Quality of supervision 

(v) Range of w rk a firm is capa~ le 
to per~ rm 

(v i) Th firms si7 in terms of 
Permanent! emplo ed Staff 

(v) Pr fess ional fee char e 

(vi Firm's current workload 

E C1 QS A Rrll Totals Sc res er cent 

88 150 2 9 447 16. % 

89 17 169 4 0 I 6. l % 

66 159 170 95 14.71% 

I 58 l I l l 96 5 l 3. 59 % 

34 I 4 I l 4 9 I I . I % 

4 l 4 I 7 285 I 0 . 61 % 

5 159 80 274 10.20% 

18 70 92 180 6.70% 

T TA 2685 100o/c 

Tahl 5.10 Fa tor, con idered a. importan b con. ultants b.' ~ lim consu1h'lnls 
h for r mmending on ultants. 

~ Source: R earch r' field urv y 19 5 

n he ne page are the methods that uilding n ultant used to gel their potential building 

clients 
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1 thod Qc;; rch otttl T tal% 

Fri ndo; 9 

Print m d i::~ 

7 

5 

lntera tion in social clubs I % 

7 6% 

---------1--
Market re earch . % 

----
In trod ucti ll f r 111 past cl i IllS 8 6. % 

6 6 12 10. % 

4 

I --T- ,-.A- L-1-

Tahle 5. 1 I 
"' ource: Re ear her'c; ri 

The r suits a s em not l compar w II with th factors that th s c n ultants 

consid r to b of im1 ortanc h il iving re mrn ndation to client as well as th gr up f 

ho r nun nd th I uilcling consultants. 

This is cleduc from th fact that hil past eli nts wer them limp rtanl gr up who 

recommend d c nsultants ( .69%). th wer n 1 ranked highly whil nsidering meth ds 

that th cons\lltant. us d t g t li nts. In lot~tl past lients r p at orders got " rank of (6% 

::~nd intr luction from past clients 1 tt rank f (6.8%) th f whi h tol<lll d I (I .8% . At 

the same tim fri nls and politicians had a scor of 11.4% as roup of people who 

recomrnen consultt~nts this group had a total r 2 .I% as methods that luilding con ultants 

uc::ed to know c1 i n s. I.e., rr i ndc; 18. R% and loll ying through p I iticians I 0 .• %. 

II th consultants d p nd d holl on th ir partners I obtain w rk 
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5 .2. 0 Cl i 111 ati f t ion 

·r h dat:l 1 r s nr f! meier this h ading is (ltl hn fi ms mak sur th<ll th rli nt ic; 

the r ('I I a k . ., h qucsri liS Sltlfl h in sti til ing wh th r lh 

finns appt iat th c;atic;fa tinn of h ir mark 1 ing mana ern nt. 

5.2. J onsuHing !..n,gin .-ing fi n n . li nt sat isfn t ion 

f ih '' lve < nc;ulting ngin rc; that responde I % did not r sp nd to th qu stion 

nn ' hat thcir m1ssr n as. 

Engineering c; rvt 

% o th<> firmc; r o;poncl d that th tr mlsstnn was ro pro id 

% stat cl th ir mic;c;i(ln as I ing on of pro t iding hi h q 1ality 

service in order l< satisf th ir li nts needs. f-rom a mark ling perspectiv nly 25% or the 

firms wer marketing ori nt d in stalin th ir mission as lh y ronc;ider d th ir li nts 11 

fi ro;t. 

50% f the rirrnc; had tll I ast on job in th past two y tlrs from th ir ~ rmer l i nls 

recornmendati n. To corrol orate the slat m nt that th thr lirms whos mission as lo 

satisf th nl •ere mark 1 ori nled m re than a half f th ir curr nt rkload as b 

rec n11n nd<ttion from ast li nts or from pa. l lients . 

All th comulting n in ring rirm. had ar on point or anoth r cl l in cJ a .i< b ffer 

from a li nt afl r h in app(lint d. Th main reao;ons iven for r fusing a joh f~ r afler b in 

appoint ari d t~nd in ·lud d lients of~ r c flow fc , fear thallh l icnt mi ht r fuse to 

ra. :m I incomp t llC f nth r d si 11 team 111 mhcrs . 

5R% of the firms hi h hav r ~1sed jol s after I eing offered hav I een ap1 roach d 

a ain b th sam ·li nt in the c;am m ilnorher prnj I. I I •ever no rirm s 1ggested an an wer 

as ro h th samr lient had I< c rn again . The abov s erne; 1 su g . t that refusin to 

ac ept a j h from <t 1i nt an r being of r d is not ount r produc!iv in lhc mark in of 

conc;ulting engineer in c; rvt s. 
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5.2.2 ' Jj ' II(<; nfi fncfiOII h~ fhc (}11:-tllfif)' , Ill'\ ) ill,l! fintl 

( f th IW 111\'- 'iC V 11 () Iilii! it • 1.\urve. in fil me; th:ll rec; nndc·d. II % Ill th. firm~ did ll t 

r c;pond to the q 1 c; ion of ' httl th i mic;c;ion wt~c; . % f th firmc; mic;c;J<lll wac; fn r nd r 

quantitv c;urvcvin nncl hnildinp. nnnmicc; c; rvi t•c; ~"!,. of tlw lirm'c; mic;c;inn wflc; 1<1 ·or1<l11 I 

lttc;inec;c; 2 ~ of C)u;mtilv Survc ing flrm'c; mic;c;inn ' ac; to flVC qut~nt itv c;unc\'IIIJ! and 

luild in conomi c; c; rviccc; in nrdrr to improve the built nviroJHll nt ttnd c;:1tic;f thr eli nt. 

I rom nmmkctinJ! r·•c;lc·tive _()% o th Iinne; whm mic;c;ion \\ac; to c;atic;fv th eli 111 r 

mt~rke t ing mi ned . c;inc th collc;id ., d th ir ·li nts' c;atic;f<~r ion ac; th m;-tin roc J'i of th ir 

huc;in c;c; acti it 

R4% of the quantit -c;urvc inJ! f1rms httd at lcac;t on joh in the lac;t two ycarc; from 

r -cnmm ndation I rom tt 1 ast client. To corr hnr<1t the c;tatemcnt that the linm whose mic;sion 

\\';~c; to c;atic;f ' ·li ntc; wrr mnr mark 1 ori nt cl 1-t% o th ir ·urr ·nt ' orkload wa.c; <1 r sull of 

pac;t eli ntc;' r -mnm ndtttion . 

tl % of th qut~ntit c;urvc •in• firmc; httv • til on· p int t'r <HlOih r d · ·lin d tt joh afl r 

h 111~ arpoint d . ' f he lllttill rt'a'i011'i they have given ford' lining the 'ohc; Ofl 'I include: 

(i ~uspicinn th:ll he li ·nt '< uld not afford th ir I 

(ii) li 111 did m 1 ' ic;h to ptt ' in c.:nc;h hut in ·xchttnge of other considcr<1tion :md -eli nt 

nff red low ~ e 

/\II the eli ntc; '•hn quantity-c;urvc ing firm. dcclin d to i1 ept h ir jobs off r never w nt I ack 

to th c;ttnl nnc;ultalll'i for c;imilar c; 

7 r nf th ahnv quanti! c;urve in mnc; 'ill!!ge t d hankmptcy (the eli nt w nt 

httnkrupt aft r 11ncl·rtakin thr project) ac; 11 ret~c;nll why the rlientc; \ h< c;c \\ nrk th ' de lined 

till ·r the orr r 11 t•r <1111e I ark \ hil th nth r five did not h;wc an 'illf! I 'itinnc; Th al 0\1 

c;c ·•nc; to 'itiJ!!!Cc;t that rcfuc;in~ tn ac pi a jnb of~ r for quantity c;urv ing c; n ic ~ ic; not good 
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for quanti! survc ing firmc; ac; it concerns full e johc; . lit -. v r it t~pp arc; prud nl to rcfu~ 

to fl CC pt a jol from clients \ ho s ms t e crien 'C prnhl m \ rith mnney Thic; ic; SIIPI nrtcd 

l _' the su gestions 1. 72 % of the quanti! _ -surveying firms that tlw li nts vhose Wtlrk the 

declined n ver am I ack t lh m because they I ccome hankr11pl. ·n,is ould sug est that 

c;omr licntc; ' ho ould not affnrd th cost for conc;tru tion tried to engage quantit surv yors 

in a desperate aft mpt hoppinp, that lh y will turn their drearm int realitv throu h their 

c;crviccs . 

5.2.3 li nl sati-.fa tion hy the Ar hit tural Finn. 

f the thirt - hree architects that re ponded 9% of the firms did not r sp nd to the 

quest ion of what their mission ' as . 18% of the firms stated th ir mission as a mc.1ns f 

111aking a livelihood . 45% f the firms stated their missi n a 1 r vi ion of /\r ·hitectural and 

planning services while 27% of the firms stated their mic;sion ao; h in to pr vide the h st 

c; r viccs as perth ir lients' requirements . Prom a marketing perspective th 27 % firms who e 

n1issiPn as to pr vide ervicrs to their lienls requirernenl<l were marketing ori 111 d c;ince 

they focused nn th eli nt. 

64 % nf the arch it ctural firms have be11efit d at least one in the last y ars hy gelt ing 

inhs through rccomm ndation from past clients. l'inns wh se mission ap1 ared mark tin 

nrient d had ()1% nf th ir curr nt work load r sullin from rccomnH.'ndntioll from past lients. 

55 % nf th ar hitectural firms hild at le.~ t once declined a jot after b in apt ointed by 

;) cl ir nt. ., he 111<1 in r (' ;l<;(lll'i ivcn (I<; to hy flrchitcc s declin d a jot or~ r included 

( i) The clientc; h inS?. ton demand in~ on their requirements. 

(ii) C lientc; failur to honour th ir part of the agreem nL mostl pa ' Ill nt and interruption of the 

r rof?.rc c;s or work . 

(ii i) Failure to agree on fe rith th li n as well as appar nt lack f s riou. n son th part of 



tl e client. 

8J% of the clientc; hoc; joh f~ r to th Consultt1nl h<HI I n d clin d httd ttppr ttched 

th <;atn t~r hit ct a <tin afl r his declin for a joh offer. 1l1c mttin rettsons ug c~t d for the 

client ttpproachin a11 archite tural firm which h<t<l declin d a job offer includ his recognition 

of th ir high qur~l it \ ork a11cl failure to a ree with oth r arch it ctural firms. The aho c se ms 

to c;ug.gest that d lining a job of~ r after 1 in appoint d has no c; ri us marketing 

con<;equenc s for architectural firms. 

5.2. Sati<;fndion of ' li ntc; 11 clc; hy fluillin~ ·on ultan y Finne; 

In a summar it appe<~rs that enerall building consultants in stating their huc;ines 

mio;<;ion do not aim at satisfying th ir lient. Thio; io; supported hy th vid nc thttt only 

( 5% of th building consultan y firms c;tatin their missions geared towardc; achi ving ·lien! 

sa tic; faction. In thic; ac;p ct t\rchit tural firms were h tier markelin~ ri nted \Vith 27%, 

Quant it Su ve 'Ors er se ond with 26 % whil 'onsultin En inc •rs w r third with 25% f 

thei r comul "" ies missions I ing m"rk ting oriented . Their diff rene s cr h 

min imal. 

61 % of th onc;ultan y firms h"d ben fit d in tting jobc; within th lasl two ears 

th rou h r ommcndation of pac;t eli nts . he firms hose mi~sion (I<; mt~rkcting oriented 

shm ed that the had an aver(lge of 60% of lh ir curr nl workload ith r dir ·tl or ind irectly 

fr0111 pac;t li nt<; . 

Th "hn <;C ms 1 hav twn indicalions that is; 

(i) lt shows the prirn"CY of being market in ricnted and 

(i i) It show th imporlan e of the past lientc; as a p t ntial source of job in future. 

f17 % of all I uilding crmsultants sampled had ttl nne r oint declined a jnl ffer from a 

past cl i nt. % of all eli 11 s whose j b offer ' as declined b consultanc ' firms went to the 
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c;ame firms I ask ft r the S(une servic s a1 lher tim . II wev ron indi idutll r roft ssi ns, n 

client turn d awa h a qutlntity sur in firm approached th same quantity c;urvc ing firms 

again for the quantit sur ing servic s. whil flrchitect show d a high r rate of eli nts 

v. hose i h ffer had h n declin d appr aching th m again as compared 10 ons 1lting 

: nginecrin finm (8 % a compared to 5 %). 

The ah correlated ilh the number of private cl icnts in bu in rvi es from U1e 

consultants. l11 re ar more peculiar reasons that can cause pri at eli nts to I e turned away 

than corporate eli nts hich eems to xplain th second att m1 t to appr ach th cons 1ltant 

for a second time e.g . hi h rat of ins lvenc , inde isiveness 1 • 

5.3.0 are 

The data un ler this heading is that of q 1 stions relatin to findin 0111 wheth r the 

conc;ultancv firms cared ah ut their clients and if th did ho,. they did it. In order to 

inve<;tigate the former the qu stions raised tried to find out whe her con ultalll'i tr t give their 

clients what the' ret1ll need. rather than what th think r asc;ume the \ ant. or what ha 

hecn c n<;idered traditional! est~ r th clients . 

5 .3. I ( li nt are h. on ulting '-"~in ring finns 

% of the conc;u ltin en in ring firmc; do n ir market in any on fonn. 

I 

fhe main reas ns suggested for n t s gmentin their market 

(i) The did n t sc c;egmentation f th market ac; imp rtant to th 1r busine s 

management. 

(ii) Their market \!as t small and l y se m ntin it the ' uld e limit in th ir already 

con trained market. There is n firm that sa' marketing c; gmentati n as important in 

mder 1 know it clienLc; b tter so that the firm can con cntral its resources 

accordin I in r er to c;erve iLc; clients lt r. 
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- % f th cons 1lting en ineerin firms did not r spond to tl q sti n as to h heir 

clients go to them . % f the oth r finn re p ncled that til ir lien go to th Ill ins! ad f 

their comp titors h cauc; th ir firm had the qut~lificati ns n cessar to carr out the 

engineering w rk at hand . h remainin ~ ur ( J% ga van in t indicate 

that their eli nt to them hect~u th kn w that th 1er \! as n 

ind i ati n that an_ or th firms car d for their li nl. and I ientc; w nt th r he a us they 

knew tht~t the \! ould I ewell tt~k ncar of or thatth firm would consider th ir int r l. Non 

o f the firm indica! d that it pro ided ust mis d servic s \ hich made clients ~ I cared ~ r 

and hence their ing t th firm. 

3 % of the c n ulting ngineerin firms did not keep a I i. t of pa 1 cl i nts. ·n, main 

reason g1v n ~ r not keeping I i ts of past client a that the ~ It I hal such I ist wer of no 

value to them . 67% of the firms k ep li sts fpast lienrs . The l\ o main reasons hich 'ere 

suggested fork eping such lists were for rec rd purpo eJ of th firm and for inclusi n of such 

I ients in their s with the list f pr j Is handled . Ther was no firm that kept u h lists for 

post performa nc alualion in order I a sess ho their service had been perc i ed h the 

c lie nt and to sho the client that th firm cared for rh s rvic it had pr ided. 

From th fore oin therefore the ngin ring firms did not care for th ir eli nts in 

terms of s gmenting the clients in rd r t understand them heller. providing a cust mised 

c; rv ic or h con ucrin a post p r~ rmance evaluation . 

5 3.2 1i nt m· h. Quantit. nr·ve ing firrn 

97 % f the quantit - urve in firms did not e ment their markets at all. 1l1e main 

reasons gi ven for not segmentin th ir markets were tha the market was to small and so n 

11eed to eg1nent the market; rh rs felt that uch segmental ion would he co tl I their rrice 

whi le other feltlhat segrn nlation w uld reduce their rnarke . 22% f the quantity-survey.ing 

14 



firmc;, hich segm nt the mark I onl . do so in tcrmc; of t p f the client. he main reas n 

"1gge ted for e menting th mark t in terms of the lient w r : to id ntif: pot ntial clients 

and to dic;criminate thoc;e wh are diffi ult lo pa from tho e wh pay asily in order l projecl 

the firms· cash now. h r wa. n quantit -surv in firm that felt that scgm ntin the 

market in terms f lhe clien s w uld help t kno clients ett r in order to impr ve the quali y 

of service to th m. 

4% f the Quanti! Surveyin firms did not respond as to 'h lien go to them 

inst ad f g in to their comp titors. 67% of th finn had lhe pini n that li nts o for their 

ser ices instead of comretitor' b cause hey offered I etter quality service. 4% of he firm 

had the pinion that mo t of th ir eli nls go for their services I cau e they harged a I er ~ e 

than lh recommended seal . 26% f the firms responde I that their eli nt ' ent to them 

because the pent s me time to listen to their pr blems and made sure that th ir clients were 

happ ith the servic s they offered. These firms can be aid from a marketing ersp clive to 

be the ones wh ich are marketing oriented becaus they care ah ut their clients feelin s toward 

their erv1ces. 

15% of all quantity surve ing firm did 11 l keep a li t of their past clienl. 8 % of all 
qmmtit - urve ing firms kept the list f pa. t eli nts. he reasonc; given why the finm did n l 

ke p the lis s f pa eli nts er ; th firms fell that s rch li ls are of no importance to th m and 

the firm had never thou hi of it. 1l1e rea<;on. given by th firm • which kept li ts f past 

client are li ted belo : -

(i hey were important as referenc ~ r future pr~j ct . 

(ii) The list of past eli nts was important ~ r record purp 

(iii) nl was important for inclusi n in Vs of the firm . 
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N trm fl It or us d th list f past client for p sf performanc e aluation in rder to 

<~sses how clients perc ived their past c nsumpti n of the firm's s rvic s in ord r to address th 

consumer needs in future . 

From lh aho e th quantity sur m firms did n I carr ~ r th ir eli nt in terms f 

segmenting the eli tlls in ord r to und rstand them heller. proviclin a customis d s rvic or 

through a pot perfc rmance e aluali 11. The 26% of !he firms , hich sho' d li nl car nly, 

did sol y providing customised s rvice. By gauging the firms on lh three parameter of client 

care nsed . the av ra e t tal cust mer car is reduced I 9%. 

5.3 .3 ~lient at· b. •·chit tuntl linus 

64% of all ar hit rural firms did n 1 segment their market in an 

reasons given h the firms for n t egm nling their markets were· -

(i) Th linns believ d in the pirit of free enterprise an competition 

( i i) Th jo s er v ry ~ w and s gmentii1 the market this w uld reduce their market 

even more. 

( ii i) The egmentation of the market i of no use to the marketing management. 

6% th archile tural firms segmented th ir mark ts. All th firms which segm nted 

thei r markets. did s in t nns of the l 1 o client that they had. The main r ason the firms 

~a e ror segmenting their mark I were that it was important to se m nt the market in terms of 

the type of the client in ord r to anticipate payments and plan future cash nows sine s m 

cl ients do not honour the fee not prornpll whi le other d n l pa at all. N archil ctural 

firm had the opinion that segmenting th market ' ould help ro kn w the clients and their 

requirement<; I etter in rder to irnprove the service pr vided to them. 

150 



% of th <It( hilecttll<ll ltn 1 did nnt i · till npintnn ~c; I< hv th it e-li 1 1 '· nt fc r lh ir 

c; n tree; inc;l ad c f th ir rom tilorc; ·1 h m(lin rc~c;c nc; 1\ 11 il'i to' h\ li .nt <:; g for c; rv i cc; 

of pt~rti 1111 <~I 1nnc;' c;r vicrc; • re: 

(i Th eli tll'i kn ' · th<~t th "y ' ould t hi~h Qllalit y c; rvi " 

(ii lhc eli nlc; kn lh'll lh ir \ nrk' 011ld I d liv r don tim 

(iii) Th eli ntc; kn ' c r thr n nc;11lt~nt 'c; r pul~lion through pr vic uc; eli tHe; nnd 1 romotionnl 

net ivi t i c; f lh firm . 

(iv) rh eli ntc; ~ arcclto<~l prn<tch tar r 1rmc; . 

36% of Ill tlrchit IUrfll firtm II lhtlt the ir clir ntc; Ill for lh ir c; 'I ·i C'i inc;trad < f 

lhmr of th omp lilot c; h C<lll'i 1h v nrw tht~l I he \vnull J?.!'l 1 c· r c;on<~l all ntion (lllcl h nc 

cnrrd forth ir eli nts. 

II Archil ctu ral firms k pin list of paoc; t clirntc; . Th 1ain 1 asons gi n fork eping a 

lic;l of pt~sl lirnt wer : -

(i) l ·or ISC in c; in future 

(ii) ror future OllfilCI \dlh lh eli Ill ~ r <lllOih r j h 

(iii) F r rrccHd pmpnc; c; r lhc office in cac; nf inquirrc; in ftllm 

I % nf lh it" c; kepi li c;lc; c f 1 ;~c;l eli nlc; In th purpno;ec; of ontact ing h eli nl to 

find nut ho th uc;c of the huilcling hac! turned cml 1 he for rc or I purpoc; c; in cac;r orh r 

eli ntc; would lik to ma et quiri c; ahn11t the building in futnre. Frnrn a mark ling 

rerc;prcti 'C lhc I % nf lh fir me; rhirh k pi lic;tc; of pac;r eli ntc; for c;t va luati n 

Pf'r orrnan c \ 1NC m<Jr k ting o icnt r d . 

-rom the ahn r architectural me; lid n t ·ar for th ir eli nts in t rntc; nf c;cgm ·ntin 

I h d ient. in ord r to serve them h 11 r. 1 rovide a cus tom ic;cd s rvicc or I il p< sl performance 

r ·a ltmtion. ( r thr l() % nf the fi1mc; whi ·h g<lvc• eli ntc; pcrc;nnal all n1inn nnnc of th 111 
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" ' glllcnt ·d tlw tn;tr 'I in nr I · In 11111k o;tand ;mel "t' n till' eli n I 11 r t~nd tnt c;td ·rmp th:ll I 

'l kept a lic;t pf pa 1 ·lit·ntc; thtc; J!i"t' :111 :lvcra t or 1(,1, of h · 1 m~ "hit h l ar d for th ir 

llit•JII \\ h ·n thl' tllll· · pat illll ·tcrli rit d em li r ;u ronc;id 'red . 

5 3 llulldhtJ! onc;ullnu ~ finnc;' clirntc; en 

In '\ttllltll:ll v it i apparl'nl th Cit nn huildillJ' ron ui!Ci nl ltrm tell tha ., ' l'lll'llllnp '' th 

ma1k 1 in any nn · ma11n·r "oul I he impmt:mt in ordr tn nnd 1 land th r lil'nl hr tcr 

15 'k nt the h lildinj! ·nno;ultanto; o;p 111 timt· tn li c;t 11 to th ' tr It ntc; ' fHt,hlcmo; innrd r to 

c;cn c thcr 1 1 ' tc (,% nf th · luildinr cnnc;ulrCinlo; wh<' hCippcn tn lw nrcl itcl rml firmc; kept A 

fic;t of pa.o;t <:lirrllc; lor pnc;l ,·aluatinn p'rlo rnan · 

·r he ill w indicntrc; that when eli 111 ca'rc 111 mt~r ct ill(! '" rnnc;idcrcd 111 I ·rrnc; 1 f 1hrc 

p;-~r:-~111 I rc; n;nncly c;cgrn ruing i1 market in ord r to und r~land th · cl ient h ' ll<:r. pro\' iding A 

rnc;turn·d" r\'lc: <mel pmt perlnrmilnn· c,·alunti<lllth· ;nnfl(!t' r li ·nt arc""" 7'+ . thnt ic; l% 

frn111 .,. lll'lllin the market . 15% from cu~llllm·d c; n •icc and(,% from JXl'it c i'lhmtl n 

pert orrnillll' ·. 

f he ilrrhitcTtc; had the h c;t 1 ·rlormancc in tcrmc; nt li '111 tare with all firm<; kcl'pin~ a 

lic;t nf 1 ac; t ·lit•nto; ancl \\ilh :111 :t\' ra · PI J()CX toln l clit·n c:lll' l11c rt•ac;nn for thic; cnuld 

c plain hl' fact that th mmt impnrtnnt o;nurcc for 1! ttin' prow<'" or nrrhit 'CI'i that io; 2R% 

""" r:-~c; rli·nto; unlike that nr )uantit •Sunc ore; _I% and nmulting ·ngin··ro; 18%. 

5,4.0_ ·umpctltc)r'i nnd fnrlcctine Em it·onntcllf 

I h • q11 '"linn .; n <:~rd lnlht• 'Pil'tllralll~ urull·r thi-; h ·ndin• lrird In find Pill "hnt 

n1 n r~clir • dini ·11lti ·.; nnd hall·r1~ "h11ilclin~ on .;ultnnt<: fnc d inth ·ir marl- ·trrtu II lc;o 

trird to find out what tlw rnr ultnnt<: did In <:tlrllHlllll iiiH'<: · 111:11 ·tint! clinicultit'" nnd 

challcn • c; r nic; d if' nny 



5.4. I onc;;u lt ing omp titors ~nrl 1arlt ting · m iromn nt. 

r,c;"'o of all nnc;ulting Engin en: c;tat d that th rc at dirTi r nt moclcc; < f ompetilion in 

different c;;eclorc;; flh rm11k tc; Jfo\ cr onl l % ofth c; firr1c; whi h 111 """ 20 R% of all 

the firms' r ab le to lic;t ea ·h sector and its rnnd of competition fh Vi% \\ho did not think 

hnt thcr are diffi rent rnnd ~of competition said that th servrc c; the offc nr ~imile~r and 

hence the c;imilarit . in marketing irrespective oft he se t r 

II o11su ltin En ine rs c;erv all sectnrc; of the market 

<i7% nf all on~u lting Engin rs r sp nded thatth fair eel I II r' ith th 1 riva 

eli nls than wi th th publi 

The major challen sin mark ling · o11su lt i 11 nginccr in, firms ' r . 

(i) I ,a k of time <i% 

( i i) I I i d1 cost of mark t i 11 ' 15% 

(iii Profcc;siona l rul ~ ov rnin th op rati 11 ofthcc; 1 ro fe~sio nalc;; 55% 

(iv { Jnfairness in marketing by other consu ltant s Cj2% 

(v) Proving that nn firm is di fferent from nth rs ft ring similar c; rvicc~ 5 % 

7R"/n of all ' one;; riling En incer in, firm~ ' ere not doin • an thin • al out their hnll n • c; in 

marketing\ hil th r mnindcr w r ; 

(i Sellin 111011 v ac; id to I rsecl fo r h ir mark ling rrort 
L 

10% 

(ii T.ctl ing nt I ac;t one pcn1n r to und rtakc most ofth mark ling effort for the 

lirm 12% 

He;% nfall tile onsultin• F.11•in ere; flit that their mar ling' as threat ned h .. 

(i th r cons ill ants hoar not members of the sam prof~ sc;i n 

partie 1larl. a1 hit Is t~nd quantit sur ring sol1tions 

(ii on-professionals masqu rading ac; pr fcc;c;;ional~ c;% 

RR% nfth com:11ltin' n ineers did nnthin al outth thr at fa 111 them 

I . 



<>2°~ ofllten ~It hat th i• profi c:c:ionall 0dv' ac; capahl ofm etin1 allth hr nts tha 

, •ere facing th m while R% diet not anc:, r 

100% of all conc:uhin ·n ine '" fo• c;aw comp tition ac; bee ming tou~hcr in fi1tur 

c;o" of all conc:ultin!l :n,in '"market d th ir c:e•vicec; uc:in traditionalm anc: c; 1ch as I II r 

headed pap r. ompl m ntar. sli1 s. so ial conla tc: . I 

rhc remaining. I '1% did not i market d th ir c:cr ic c: as th i• 

reg.ar ed this infi rmation as th ir firm 'c: c:ecret which th cou ld not divul' IC'Ithc rec:carcher 

R% of all cone; lltin En in ers did not " ant to us other methods that th v knew that 

th •r ompcti tnrs •sed b cause. 

(i) o. % felt that their m thods' ere un thical 

(ii) J5% felt that th ir m thods' e1e s •p rior to thos ofth ir co1n1 til rs 

~.4.2 qu:llllify c:urvcyin~ rinns ompcfitors :wd marl<rfinJ! c"'·imnmcnf 

8 5% of a II qua ntit - urve. in firms staled that th 1 are difll 1 enl modes of compel it ion 

in dif~ rent scctorc: ofth mark 1 

""""of all the consul ancies could not clear! distinguish the diffe1ent 111ndec; of 

ompctitinn in differen t c; cton: fthe 45% cons •ltanc ' fi1mc: which clic:tin uish d 

difli r nt c:cctcH c; th fo li o\ in ;ue the differ nt mod c; stat d per s ctor p r eli nt. 

(i 

of fc 

(ii 

(iii) 

P1i at eli nt P1 s ntin hi •h qua lity' 01k and public r lations ;unounl 

100"1, 

Co-np 1ate li nt hi h quality' • rk 4011 11. p 1 li 1 lnlions 20% 

r •hli sc to t hni al pres Illation 65% 

1 he I '1% of the firms. vhich did not think that th 1e a1e difTerenl modes of 

competition. had th opini n that' hat matt r d most in an s ctor' as personal 

contact 

/\II quanti!. -surveyin firms s r ed in all these 1 rs 0f th mark 1 
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%felt that the rubli sector was th on tha th v rer(; rm d est in whil th 

rest resp nde that the privat clientc; er their hest mark Is 

he major challenges ited y quantit_ su e_ in firms in nu11 k ting are: 

(i Re rulations b professional asso iations 7<i% 

(ii) Distin uishin individual firms fiom ffi.rin'. imilar services in the 

indu try 70% 

(iii onvincing clients to ive the firm an pportunit to pro e firm 's 

e1vices 60%. 

0% of the quantil -surveying firms were not doing an thing a out their 

challenges in marketin while 40% were· 

by; 

(i lmprovin on their contacts with the eli nl 20% 

" sing th profi ssional I od th lnst itut of uantity Surveyors f 

Ken a (I , K to ask for repe<tl of the ap 525 ofthe law ofKenya 

70%. 

(iii) lmpr ving on the qualit f w rk I 0% 

8 %of all quanlit -surve ing firms felt that their market was eing threatened 

i) Other cons dtant in the uilding industry' ho were ffering their 

s rvice.c; while they wer not profe sionals in the area 80% thi r up ot 

p ople in luded Archite ls and ngine •s 

(ii Non 1 rofessi nals 20% 

6 %of quantil survey1n firm did nothing ab utthe threall their marketing 

profes ion. 

20% of the quantit -sur e Ill firms stated that the. strive to impr ve on their 

qualit . to out do other pe pie tryin lo offer similar services. 
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I 0% of the q •ant it -c: 1 e in firms tried to raic; cl\ arcn c;s of then d to get 

pr fessional c;er i es fr·om q •alified conc:ultantc: and' ere carn1 ai ,nin throu h th 

professi nal l d 

h temaining I 0% er askin for more 1 rotecti n from the gov rnment 

through legislation b ado1 ting tnor sttin ent ntl s protecting the pr fe ion 

90% of all quantit v-surve in firms foresa om etition increasin, in f1tture. 

I 0% ofquantit sur e in firms marketed usin trt~ditional met~ns ofusing 

trt~ppin s su has communicati n artifa t , of th s 2<i% suppl m nt d their marketin 

fli rts hy f1i rin high q 1alit. ' ork after l ein a ard d a job 

65% of th quantit. -surve ing firms did n l want to use other meth ds of 

marketing that th . knew that their competitor us cl The did not ' ant t u e lhem 

cause: 

(i 50% felt that these other m tho s' r to expensive and time 

COllSUllllll 

(ii 40% fell that these melh ds were un thi al. 

(iii 10% felt that their firm 's were stil l small and hence other methods were 

no suitable for firms like th irs 

5.4. f'Chitcchmtl firms ornprlifors :wd marl< fing cnvit·onm nt 

4<\% of all the arch it ctural fitms stat d that th re are difli rent m I hods of 

marketin applicable l different ector f the rnarke 

The different sectors in term of client and methods of marketin li sted were· 

(i Public lient T chnical pr p sal 80%, profes i nal ~ e 20% 

(ii 

(iii) 

Private client Profe ~iona l fee char ed I 0% 

... oq orate eli nt 

25% 

chni al proposal 75%, professiollal fee charged 
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The remaining )<i% 0fthe archite t 1ral firms' er of th opini0nt hat their se ice 

marketi ng\ as similar inespccti v 0f I he sector 'that the s cd and h nee did not justify 

difTerentm thods 0f market in, 

All the architectural firms ser ed in all the sectors ofthe market 

The major hallen sin mark ling b. th archil ctural firms were. 

(ii 

(iii) 

l ligh cost of marketing 0% 

Unfair means 0f marketi n <1dopt d oth r competito rs 

Distin uishin fi rms from ot h rs offering sim ilar servi 

0% 

s 40% 

There' as no architectural firm thai indicated that it was doing anythin about the 

chall n s that' ere faci n, the firm 

The maj thret~l ft~cing the ar hite !ural fi rm cit d by 50%i n mark tin were the emi 

professional that 1 o d as Clrchitects and charged low r fee and ere therefore more 

attractive to the p0tentit~l cli ents these wer main I drau tsrnan 0% 

he followi ng ' ere the wa s that the firm s folio ed to encounter their threat ; 

40% of the architectural firms fi It that to a hi h level hey 

' ou ld be C'llle to eliminat e the ornpelitiion compl el 

20% oft he architectural firm fi It th <lt the , wer helpless since only th use oftitles wa 

1 rolecl ed and not en agi ng in I h practi e 

40% of th archit cclrr t~ l firms felt that\! ith time mor and more enli ,ht ned cli ents 

' ill be inv0 lved in building 1 rojecls and they wi ll alwa. insi ton a qualified 

professio na I 

81 % of I he architectura I firms marketed I heir se1 ices using traditional means such a 

social int raction. to in and omrnunication artifacts 

7 % of the archit ect rral firms did not want to use ther methods of rnt~rk ling thallhey 

kne that thei r cornpet i on; used because; 
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(i hev fcl tha hC'ir mC'thncls 'CI c; tpcr ic r to th c; oft he ornp titors o % 

(ii hev lilt that oth r lll<'lhocls us d hv th comp ttlnrs re dr 'r<~ding to th 

prof! ssion <~nd unethi <~I J7% 

S. . 'ompcfitor·c; :lllcf m:lrl<eting nvironnH'III of rrhilcrlund lim1. 

n5% of all th huildin ons11ltants sl<ll d that there\\' tc diffl rent methods of 

ro mpctition in difTer nt sc tors ofth market 

110 7% of all cone; dttlntc; wcr Hhle to sltll thr difTe•cnl s tors and th mode of 

competition in a h se tor 

It as a1 parent that the privat c; ctor li nts \ er mot c nee• ned about the II e 

charged whi le the pul li and the corporate eli nts' cr more c nc rn d al outth qualil of 

work for CJ tantity c; 1rvcvin' flnd at ·hit ctural c; tvi es his ould he pla inecl by the fact that 

lh prival eli nl is b.' far much srmdlcr comJHllcd to th otherc; in terms oflinan i<1l outla and 

capital smttcC's and hiss nsiti vil tmwncls coste; ofth s r rc c; 

l<i% of the othct consultflnts stated that du to the fa tthat th s tvtc sofTer d I all 

sectors are similar the Ill thode; of contp tit ion in allth sect )rc; ar the sam 

J\11 th onsultants s tved in t~ll these tors of th llHllk 1 l'his s ems to indi al lack of 

c;pecializalion for all building consultan ts Th m~jor hall ng s to rmrk ling b building 

co nsultt~nls \) re cited to he. 

(i Rules andre ulations p.o erning th marketin~ or rations ofhuilding 

( ' llll 'i lllt" Ill !'l .f I 1'',. 

(ii) l fnl~1ir in lh "''<IllS ol ·on1petitionnscd h fellow ons rltt~nls J4% 

(iii illicultv to disting tish firm from othc1 c; fTerin, similar set vices 5 I .1% 

(i ) J-li .(!h osl of 111ft I k tin • 2"5 

( ) Lack of time for rmu ctin I 5% 
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rh nmjm thrct~l tht~l conc;ullt~nts faced ' iiS fiorn huilchrH! consuhnntc; in 

dirli r nl profi c;c;i ns trvin11. to orli r service<: in nth r profcsc;innc; ilc;" II tl" frpm <;en i 

r1 ,n1, o nil huildin11. consultant" did m thing tlh< uttltc mark tinu challenge tht1t 

the 111 I in th 'ir work n ironm nt while the same numt cr did 11 !hint! aiH utthc tlu at 
'-

tl tll fi It thnt their prnctic s f:~ c d 

111% ol'th consultants fi It that their re<;pective profi ssion<~ll odics' er doin' 

enou•h to o rnl r th ir marketin' thrett l<; and hallcn 'es \! hilc 10% felt that b 

imt rovin11. on th qut~lity of the s rvic s thatthcv oft red thcv 1 -oulcl he nhlc In clri\'C· 

out all competition 

(J(,0 ri of nil consultants forcs;nv the pos<;ihility nfstiff·nin• competition in thl' 

futu rc 

RR R% nfallluilclinu consult«nls mark ted th irs rvi c; thrnu11.h traditional 

mcanc; c;uch as pen:on<1l contacts. ommunication artifacts a-; w II as markin11. r lt1tccl 

activities 

Tl 11 'o or all consultant<; did not ' anllo use other methoclo; that they knew their 

com1 ctitors us d bccaus : 

(i) 1 h ' ere ofth opinion that the comp tilorc; method were inferior to the 

Pncs thalthc were usin 1 . % 

(ii) The felt that other methods of mark tin 'cr Inn e pcnm·c 17% 

(iii) fhev re •;Hd d them thocls that th ir c mpetitnr s used t~" unethical~ 01o 

Th above s rns to under~cor the conc;ervati e nnturc nfhuilding onsultilnts 

towards their approCl h to marketing management in spite ofknc wlcd •e ofth 

han ec; in lllflrkctin 1 environm nl and ornpctition 
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5.5 n _1 a rl~tin Planning r .-omQ.tiOJI aud Pr ent at ion 

., he data I rr<>cnt d under thic; hending. rclntc In how firms projc ted their f J(llrC 

mm keting g.ottls cltld d ns to reach their 1 roj ctio nc; . It also pres nts hO\ huildin 

comulla11<.:y fir111s real :l\ t~ren sc; nf th ir firms' c; rvic c; and how h pt~ck and d liver their 

c; rvices . 

5 . <; I f nrket ing Plnnnin,:: P t·omotion ami Pre nfnfi on by Cnn ult in f! 'Algin <'ring Ii n n e; 

J"hc folio ing' r the main' a'S, in hi h consulting n~ine ro; market their o;crvic '>: 

(I) Introduction thro 1 h friends 

(ii) C 'ontacts in so ial functions 

(iii) Sending out firm 's c. v. to potential lienLc; 

25% of the onsullin engine rs did not know other mmkrtin m thode; that can h 

uo;cd for 111arkcting th ir c;crvic s other than the 011 c; that th y uo;cd '111 111<1in reason f< r not 

k11m .... ing other m -thods of market ing was that th firms had not hoth ·reel to find ut. 

7 % f th co nsullin~ ngin erin!! firms knc of other methods of 111<1rkcting hnt did 

not use them. The main r as ns for 110t using oth r methods that th consulting firms knew 

were : 

( i) The 111 thcxls w rc un thical (71 %) 

(ii) ~c 111 firms felt that som 111 thncls w re not sui table for thei r parti ular firms . ( IR%) 

(iii) ~nmc firms felt that other mcthndo;' ere ton cxrenc;ive for their firms to <1ff< rd . (II%) 

Th follcn ing w re lh mflin featur s that c;om onsulting ngin crin)! !irm med to 

clic;tinguish theme; lvcs from oth rc; of~ ring similar c;crvices . 

(6R %) 

(ii) Maintenance of strict prof c;c;ional conduct (32 %) 
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I JO\! v r 75% of the o11s •It in n~in ers coul not II the features th<~l distin uish 

hei inm from oth c; offcrin~ similar ser ic s. 

II lh C nsulting ~~~ i11 rs v r associat d ' ith a pro~ ssional I odv. fhe rn<~rn 

casonc; for being associated ith a pr ~ ssi nal 11 dy r for th firms I k p info rn d of 

the d ve lopm nl in th pro~ ssion . 

All the c n'iullin F.ngin crs 11 o ra ed th ir st~ff o join professionttl r~anist~tions . 

The rnain wa s th<~l cnnc;ulting ngin ere; cnco 1rag their staff are: 

( i) Subs rihin for luh m mh rships 

( ii) ,iving the mernh ro; of staff tim to participal ins ial or anisations. 

h main reasons for joinin this kind of organisations v er : 

(i) o get to rne t poterllial li Ills 

(ii) To entertain their rn mh rs of staff. 

n the n I p<tg . Table 5. 10 lists s rne communicationc; art facts that an he uc; d in 

m<~rkcti ng of building consultan s rvi sand the number of firmc; vhich us d th 1\rlcft'lcts. 

161 



en l\111 'lr TION ~~~ On nnt llon ' t u<r hut Wnulllnnt 'OfOlnltt I 

R IIT r rs Ilk In 11<1' 
\\C \\OUid lil<r en 

n '¥ n n '{. n 

"' 
(I 'f 

I C'IIN hc:~cl('tl f"lJ'C' 
I 100'¥ 

- --- ,_ 

r "f11J'Iirncnlar} ~lir 12 1 00~ 

>r C'tl r n clnpc< 12 1 00~ 

-
llu inr« e:~r~l 0 7 ~ 'l 1 5% 

CiC'f'l("f"l "" h llrt 
. 12 IUO'.l li7~ 

Fr>ltlc~ li7% ,, 'X 

r ,c~ 4 151. II 67 ~ 

l'rr•k• l I i< I) 5 l 25 ~ 

f-
rltrot I i<l< ' 51. Q 51J. 

c1« I dlcr< 4 H 'l 4 ) IJ. .j J 'X 
- r- ·-

roolrii•Hc ~rticlc< in ~"" unh C) 75% 1 \ ~ 

1\C)C: llnwinl!< 9 .S'l 3 25"1 

<;J'Im<nr<hir Q 75 % , 25 'X 

C'"ont rrhutc In l!••td e:~u<c< 4 51J. 4 3)\{. 3'J 

Curriwh1n1 ilnt I IOO'l 
1-

r~INl<lnr< l! (>7% 4 J 'l 

F•hihilinn R 117% ,, J'l ' 

lli.10C'\ q 75'l 1 25 1 

<:ilr ""'•<c l10:1rtl I IOO'l 

,,, lt>£,.,rtt• 4 H 'X 4 JJ'J. 4 33 'X 

chrrti<c I'll 1'1lllio. 1 12 100% 

111'1,..~' nn ycllnw 1'-11!1:'< n f 12 IOO'J 

l'rf:'l< IC'Ic:a~ I IOO'J 

l'•hlili•y durinj! <lart anti end nr 12 100\J. 

I<~~ I I l O 122 1(> 0 0 

Tahl 5.12 omnmni alion ~r1efacts for on. ulting n~ineer. 

So tree: R s arch r's field surve I 95 

162 



2.5% of the communication art fact~ ere us d h at least 25% of th consulting 

engine rin firms. Assumin!t hat all th communie<~tion art facl" were s os d t b u ed 

all the consultin engineerc; that is tw I e conc;ullin ngin rc; p r artefa t his means that 

c nsulting engin rs were c;upposed u e comrnunicali n art fac 2RR tim s (N . f 

consulting engine ring Iinne; (12) no. f artcfactc; (24 . Hm ever the total f c nsulting 

ngineer<; u~in comm 111i ~lion artefa ts is IIR . Thi~ means that communi ion artefac o; are 

u"ed nan a rag of 45.1% (I 0/288 100 b onsullin Engi11 ering firms. 

everal firms' ould have liked louse ome communi alion artefacts hut could 11 t do so 

because of certain reas n . B<t ed n a calculation similar t the one ab e, the number f times 

that the c nsulting ngineers \) ould have wanted to us som ommunication artefact out f the 

e peeled 288. were 6. Thic; means 1 ~ % (36/288 x ) f all communication artefacts that 

c nsulting engineers desired to use lut they could 1101 use. Th main r asons for not using 

c;orne com1i1unica.ti n art facts b, some consu lting engine rs ere:-

(i) ll1e pr fessi nal ethics did not all w the use of uch t ol 

(ii The to ere to expensive ~ r the firm. 

ll1er ac; no indie<~tion hy an . con ultin engine ring firm that it would not like to u e 

a particular communication artefacl. 

11 the ne t pa e Table . I I list som activities that are related markeling and 

corr p nding indication in 1 rm r the num er of firms which use. do nol uc;e, d n use ut 

would like to use. ' ould n t lik to use and lh s which did 11 l c rnmenl. 
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rn lllrs 11 1\ 'TI' I) TO 1/\ Krn r. '"" olo ""' 11 I n ll<>lll<c \ nnlol 0 

IIIII 'Ntld ""' lilrr I I· r 

like IO to U5e 

n ~ n ~ " Nn ... n '{. 

( uo•tint <1ifli •~•I fet' in re lntinn In f! I~ of rhr 11rm• Q 7~~ 1 ~I(, 

""" n ..... ~ation 

Q••ming difli renl fcc for ~m" I pc n( l1<1ilcfine in 4 3% 4 J\l 4 3% 

_d.jJ!Cll:llL~" 

Qornlint! tliffcrcnt fc-c for the ~1111 rvrc of clienl i11 1 J:l% 4 1 N ,, 'J. 

r~;rr~~~• ..... ,.. 
Qm>ting lower fcc~ for joh~ nf rtnin clit'nt• (c I! 

I I OCl~ 

nc client~ . old clienl~, olhcrs .) 

r!!nlinting fcc it h eli .... 0 75\l 25'1-

T1 3' 'inl! ~~"~" ~ nr itllcr <I ill n company con meet 12 IOO'l. 

.,. i1h rnn<lmcti n imh o<:~ry .1! . mn<lt11 inn nr 

malcrials manufacturing 

r hihiting 11.111le nf lh rirm (lltl~idc lhc linn I 100% 

n<l~n•••:~,.r~ 

lnclndine hnth Mille of th pwf< <<if'nnl< nnflllt 12 I OO'l. 

......firnts..O.u.sil.c.J.Kll.icc...boaats 

lncluclinc the li 1 nf I he services !lffcred nn ~il 17. 100% 

1-oolitl:..ho• n-1 • 

lnchuling prnfl'~<innal affixc.< nn ~itc nnlic tx-~rd 12 100% 

llnvinl! •itc nn1icc h~>:trd< ~>f more than 50mm in II 67'1- 4 13% 

"ci•hl wj1h ostcnlaliuuwru "' 

II ~\ inl! mnrc lhan nne nnticc hrmnlc101 <ilc II (,1~ I 3 % 

lla\' illl! notice oo.~rd on ~ il hcfnrc nchml M fi7% 4 J % 

1-... conuncna:mcol of ae1ua l buildio.tWllork< 

fla,·inl! notice hoards nn ~itc ~ ncr practic::ll 12 100% 

COIUillctimt 

T~king part in cnm1 e1ilion wi!looul th COlt< nt n !he <I 13% I 33% 4 3% 

AAK 

1 i~rl~ in)! l~•ildinj! d sil!n• n11 ~ilc noli e h••~nl~ . 12 100% 

Tnl~l I - Ill! 7..7 3 

TARLE 5.1 Mn.-1< ting ~cti v ili s h. on. ultinJ! ~ngin r"S 

"' Source: Res arch r fi ld surve 
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Cono;;ulli 1g n in rc; uc; d 19o/,: of all th "' n act i' i 1 c; A c;<;tfllllllJ! that nil the 

mflrkcling r lal d a ri iticc; nrr c;uppoc; d to I uc; d I ' conc;ult in • ngin ere; th;ll ic; t' lvc 

conc;ulling 11 in rc; r r mark ting rclat d activitv th tim s that n nsultin nr.ir rc; us d 

mmk ting related :-trtivity ar rxpe ted to totnl to IQ~ timec; tiel\! rr (1 tntnl or t\ . lve 

conc;ul in ngin·crc; trc; d market in rclat d a ti itirc; , ll'<tllc; an avcmg of ( lh (I / 19 I(Xl 

m~ k till!! r l:~tccl ~ ti viti c; :~r mcd b nc;ultin F nginccr c; . 

All the mark ting r lat cl a ti iti c; ' r not used b all rirmc; at th c;flm tim On 

:1 \TfflJ!C 7 % (I. R/ 19. I 00 markrtutg r I ttl cl activiti c; ' •ere 1101 rc;ccl hy conc;ulting 

cngin ere; . 'I h main rcao;;on for not uc;ing th s m(lrkcting related activit ir e; ' ac; lhnl th 

prnl c;sinnal cthi ·c; did not allow th uc;c of c;uch a tiviti s. 

1 here wac; no cnnc;ullin eng in 1 in firm whi ·h indi atcd that it would nnt lik In uc; a 

pa rticular mt~rketing rclat d activit" . rhio;; c;uggcc;t.c; th<H all the ;"Jho c m;"Jrketing rclnl cl 

:-~cti\ iti c; w rc d c;irnhl f0r mark tin of nnsulting n in rings rvic c; . 

There ' re some mMkcting r lal d activiti s which conc;ultin ngin ere; prec;sl 

c; ra t d that th ould like I us hut could not uc; th 111 du to som r a on . )n nvemg 14% 

( _7/ 19 '< 100) of all mark ling rclat cl a tiviti s ahov ·ould nnt lw uc; d h , tit finm which 

Wfl nl d to uc; lh m. The mnin reason for 11ot uc;ing 1h c; mark tin r lat d" rh·iti c;' hirh th 

fi rmc; wish d to uc;c juc;t like thoc; of not uc;i11g ' ac; tha t th pr r c;c;ional thi c; did 11ot 1 rm it 

the uc; of c;uch mflrk tin r lat d activiticc; . 

='.S.2 fm·keting Phmning, Promotion and Pr s nt nfi on I .' Qmmtity Survl'_y ing finm 

l11 f0llowin ' cr th main ' a c; that quantit -surveying finm mark t th irs rvic s in 

order of i1111 ortan . 

f i ) 

f i i) 

Self lntrod 1ction thro rgh I llcrs t~nd V's 

lntrodu tion through fri ndc; and third parti c; 
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(iii) I ohh inf.! thrnu h politicin11~ (2.%) 

(i ·) lntroducti n thrn 1 h fl llnw con~ultants main! ar hitects ( I%). 

R% of th Qmmtit Sur in~ firms kn w other method~ of marketinf! that can h uc; d 

for marketing nf huilclin con~ult<~ncy ~crvi es l i r th ir~ while 5 ~ % of othrr~ clicl not kn w. 

·nc firms . which n w other 111ethods of mnrketing oth ·r than th 011 s the 11scd , did n 11 us 

thec;e methods mflinly h ausc-· 

( i) ( ther marketing 1 1ethc d~ wer 1111 •thiCfll (63%) 

(ii) Oth r mnrk ting methods wer int~pprorrintc forth ir firm (J7%) 

Th firms . which did not know other methods of ma kctin~ milinly . did nnt know 

hccmtsc th y hnd 11 r bother ci to fi11d out. This can h c rrol orated h th' fact that tw lvc 

finnc; did not give an ans\ r to that qu stion while four rirmc; found it vflgu and 41% 

rtc;pondcd that th ' did not know h cnuc; th did 1101 know. 

The mt1i11 fl t1lur <; that quantit _ -sur in finm used tn dic;tinguic;h th ir firrn.c; from 

others of~ ring similar s rvic s w(lc; 

Cl) unli of wnrk ()()% 

5<1 % of quantil sur e 111 firtm could not h wever t lith fcatur s that dic;tinguish th ir 

firms from oth rs offering similttr s rvi cs as lheirc;. 

8 % of the quantily-smveying firms are associt~ted I either nnother firm or professional 

ac;sncialion. I lm cv ·r out o thes onl % ar t1sso iatcd ln nth r firm~ ;til the others arc 

asc;nciatcd to rm~ c;c;iont~l associatiom. Th main reasons f< r quantity c;u rvcyin firms 

a.o;c;ncia ting with other-; firms and profession:\! associations are; -

(i) To ohtain ork tend red in other cnuntries fore ampl ' ork tend red in portion 

ca n h o;uhlet o a local firm (42 %). 

( i i) To obtain mat rial on professional dcvelopm nl (. 0%) . 
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(iii To c;uhlcl work t other firms in order to off load th urden on th firmc; taff in 

Nd r to mt~intain qualil work . (28%) 

ll1c finm. ' hich \!ere n t relt~t d to other mm and profC'c;c;ional or t~nic:t~tionc;. felt that 

<;Uch affi1iat ion ·oulcl not he of an , hen fit to their firm . 

89% of th quantity-s 1r eying firmc; encoura e their tncmh r of stt~ff to join c; ial 

or{!anisationc; h J<;in c;orne of the follm ing methods. 

(i) Paying sui scription to luhs ( I %) 

(i i) 

(iii) 

Giving 111 mh rs of staff time to tt~ke pan in such organi ationc; 

erl t~l nco 1ra emcnl (5fi %) 

The main reasons for en onraging such membership were; 

(2. %) 

(i) To allm 111 mh rs to rcla and th rcfore improve on their producti it in the ffice 

Iii) To helpmemh r to me 1 p tential clienl.c;. 

The I % of th firms. which did not en ourage th 1r members of c;tt1ff to join c;oc ial 

nrg<mi<;ationc;. did not do so becaus of th folio ing reasonc; - : 

(i They felt thai thr firms c;hould not interfere with the meml ere; nf taff fr e time (47%). 

Cii) The firms did not have mone to ncourt~ su h memh rship t~nd the related cost 

(27%) 

(iii) Such relationc;hip wou ld not he f any benefit to th firms (2o%). 

On th tt~h l 5. 12 ic; a l ist of som communication a t facts that can h us d in mt~rketing 

nf luilcling conc;u ltan servic c;. Th 11111nh r of firms , ' hich us . dn not us . do not usc du 

tn sn111 rcac;ons hut ' ould lik to us . would not lik to 11se and thm who had no ommcnt 

h;~vc h en inserrcd in the tahle . 
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71% of the communication artefactc; wer used I at least II o/, of th quanti! survc ing 

firms. ssuming that all communication art facts ' cr c; 1pposed ICl he uc; d h all consulting 

nginec rs thr\1 ic; twenl s vcn quantil surv yin firms using ea h ilrl facts this mcanc; th<ll 

Quant i! Survc rc; ' ere s 1pposcd to use thcs arlefa ts a t tal of (i R tim s (No. f uantity 

<\urve ·i ng Iinne; I 7) No. f mmuniC<ttion artef(l ts ( )1 . llowever th totttl numh r of 

times that Quanti! Surve ing firms usin communi ation art facts is 222. 1l1is mcans that 

conJmunication artefacts ' r us d on an ;w rag of 34% (22 /648 I 00) l quant it 

o;urve. in firms. 

<;om quan ity-surve ring firms w uld ha e lik d to IS some comrn micati n artefacts 

hu t they could not do so heca 1se of certain rcas ns. llc;ing a calculalinn like th on al ovc a 

total of 16 out of the expected() 8 was got from the numb r f firms' hich \ ould ha liked 

rn use ~orne commmication iHt facts hut did not use this . 1l1is means 26% (168/648 ) f 

ro111munication artefactc; were: -

(j) 1l1e use of such artefact ' as not permitLed by the pr fessional ethics 

tii) II was too expensi e to use c;uch cotnmunication artefacts. 

4% (25/648 x 100) of all communication artefacts were not want d hy the quantity 

~u rveying firms in th ir mark ting managem nt. 

( 11 tabl . I are s me of the marketing activities that are related lo mark ling and th 

rnrrcsponding indication in terms of the numt r of firms which u e. do n< I use, d not us but 

wo11ld like to Ulie and thoc; with no comrnen . 
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21% of mar in rei at d activiti s were not uc; d at all hy quantity sur e in firm . 

/\c;•mming hat all th marketing related activiti were supposed to e u ed all qut~nlity 

surve ing firm thi means a t tal of 32 quantil . urv ing firms 1 ing marketin related 

activity w uld have een achi ed (No f marketing acti iti (16 N . of quantil urve in 

firmo; (27)) . However a t tal of 89 wa achi ed whi h indicates a 2 % (9 /4. 2 

marketing related activities stat d above by quantity .surve ing firms. 

) use f 

54% (2 2/4 2 100) of marketing rdated activities stated a ove were not uc;ed by 

quantil surve in firm . The main rea. n f r quantity surve ing no using mark ling related 

t~ctivat s tal ab ve' ere: 

(i) The pr fe sional ethia did n t all w the u e or such acti ities 

Cii) l11e u or such marketing activities i unn c s ar t the practice. 

I % (58/4 2 100) of all niarketing related activiti that the quantil surve in firms 

\ ould have wanted to us <lid not use because the w r un thical to fh firm's a cording I the 

rchitectural 1\ s ciati n f Ken a's regulati ns. 

nl I% (5/432 x I 00) f the marketing relat d activities were not desired h the 

qu<~ntity urveying firms . 

5 .5.3 _Mark ting P1annin , Promotion and p,. nfation by Ar hit ural Finn 

Th ~ llowin were the main ways that archil ctura l firm mark t theirs r i s: -

(i) Pers nat conlac~ (I %) 

(ii Lob ing throu h politi ians (48%) 

(iii) Letter of intr ucti n f the ervices ( 5%) 

( i ) I ntroduct i n throu h friend and co Ilea u (7% 

85 % f th architectural firms knew f other methods f marketing that can e used for 

rnarketing of services like their . but they did not u e them . The main reas n f r n t u ing 
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other method er : 

(i Th ther m th s w r un thical ( 4%) 

(ii) th r methods tlr l o xpen iv for the firm to afford (25% 

iii) ther meth ds were not appr priat for th ir firms an therefore would not be 

pr ductive (21% . 

1l1e 15 % of firms . which did not know of th r methods of marketin other than the on they 

uc;ed. did not know he<Atuse: 

(i) 1l1ey had n t othered to find ut 

1l1e main features that ar hit ctural firms used to dislingui h them elves from oth rs offering 

similar ervices were: -

(i) They offered m re attention lo their client (5 % 

(ii) 1l1ey offered beller quality than their competiL r 47%) 

However 52% fall architectural firms could not tell th main features that distin ui h 

their firms from others offering similar s rvic . 

39% of all architectural firms are n t ass iated with an ther firm or as ociation. The 

reason for n t eing affiliat d with. ther organisati ns is ecause the firms did not find any 

need for uch as ociati n. 

61 % fall architectural firms were affiliated with either other firms or an a ocialion. 

The main rea ons ~ r uch affiliati n were: 

(i) 

(ii 

To keep informed f the devel pment in the pr fessi n 

o help the firms get johs 5%) 

(47%) 

(iii) To exchang infl rrnati nand idea on the latest design and technolo 18 %) 
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I % of mchil ctural mm did not ncourt~g lh ir m mh rc; to join sc ial or anic;ations. 

1lte main reason ~ r not encouraging. meml ers of c;taff not to join c; cia ! organic;ations is: 

(i 

(ii 

Th firms· ~ It thai it W(IS not their responsihilit 

Ill ir I isure (51%) 

Th finn. di I n 1 hav mon (4Q% 

th rn ml rc; of c;taff n 

79% of e~ll ar hit clm<t l Iinne; ncour<t ed lh ir m ml rc; of Sltlff l .1 in ocial 

o ganisati m;. h tnflin wtlvs of n onrt~ging m mherc; of Slflff ro join c;ocinl organic;ations are: 

i) Pa ing suhc; riptions or pari the eof for thr assoc itlti ns (5 %) 

(ii) iving worker tim to all nd rh social functions (47%) 

he firms. hich ncouraged lh "ork rs to j in so ial or anic;alions, did so in order t 

(i) H I the 111 mt -rs enjoy th ms I s and h pr clu I ive to the firm )8% 

(ii) E rose the finn to a icier t~udienc . ( 7%) 

(iii) Improve 011 ruhli r latiom; ( 5%). 

Tahle 5.14 lists of son1 omn111nication arteft~ tc; that 'an b us d in marketing of 

building consullan ser ic s. Th number of firms , which usc. do not use. lo not us due to 

c;ome ree~sonc; but nuld lik to us . voulcl not Jik 10 us and 1hos wh ha I 11 comm nt have 

been ins rted in the talle. 
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21% ommuni ation art facts re not uc;ed at all by any of the architectural firm . 

c;c;um in~ that all comnmnication t~rtefact-. re supposed ro h uc;ed b all the architr tural 

finm this would mean thirty three architectural firms using th 1 ent four ommuni ation 

t~rtefacts which m an communic(lfi n (lrt fa ts h ing us d to (I total of eight hundr d and fifty 

eigh t. On a erage 41 % ( 25F7Q2 ) of all marketing communication artefactli w re used y 

architectural firm . 

24% (I 71792 100) of all communication artefa w re n I us d b archit clural 

nrm . The main rea ons a to wh thes communications artefacts were n t used are: 

( i) 

{ii) 

ll1e artefacts were not all \! ed b prof~ ion::tl ethic 

ll1e firms had not th ught of using them (37%) 

(45%) 

(ii i) ll1e firms had no enough money t be used for the purp s ( 18%) 

nl 4% (291792 of all communication art facts wcr not desired ~ r use y 

architectural firms . ll1is means that the architectural firms wished to u e rn c;t (9 %) f all 

communicati n artefacts. 

n Ia le 5. 15 s me of th marketing activities that are related t marketing and the 

corresp nding indication in terms of the nurnl er f finn which use. do not u e. d not use but 

would I ike to use and th e \! hi h would not cornrnent. 
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I _% of allth mark ling related activiti were not Ulied at all h th archil c lurt~l firms. 

c;c; 1ming that all th mark tin r lated activities \i er s d o he uc; d thic; m anc; that each 

of the marketin r Ia ed activit was s rppo d to I used hirt thre limes. tis m anc; an 

e peeled total of fiv hundred and l\ ent eight i e pected (No of market in act iviti I( 16) 

o . of architectural firm ( 1. H wever at tal f 123 i recorded forth firms which used Ute 

ahove marketin related activiti , which mean a 2 % (12 /52 ) x I ) us r all marketing 

related activiti . 

Ba ed on the prin iple used abo e 53% (278/528 X 100 marketin related activities 

' ere not used. 

llte main rea n ~ r 11 tu ing th marketing related activiti s listed a ve were either it 

wa unethical t d or the firms did n t find 01e need for d ing so. 

9% (50/52 x 100 fall the marketing related activitie which the firms want d to use 

c uld n t e used due to certain reas ns. 

nl 2% (8/528 x I 0) of all marketing related activiti s wer not de irahle for use by 

archite tural firms . 

. 5.4 Building onsnltant ' Mark ting planning promotion and pr entation 

Th re i a eneral indicati n that building con ultan s u e similar ways I et them elves 

kno n to their potential eli nts. Architectural firm kn w more method (85 %) that are 

applicahle to a usin ss like theirs whi h th did not u e foil wed by quantity s rrveyor 48%) 

and lastly the eng in rs (25 %). The reason ~ r thi uld be related I the fa l that the past 

cl ients ha e got rn r weight for rec mmending clients for Architectural firms followed by 

quanl it s rveyor and th n lasll ' consulting engineers. ll1i could have the implication that 

architects have to kn w of more a'y of marketin because th y deal with eli nls wh vary 

greatly whit building con ltants are generally more h m geneou in terms of their educa i nat 
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hackgr und and professional requirem nt . 

aj rit (61 %) of th huildin con ultan profe ionals did not know f th featur 

that distingui h their firms from others offering imilar rvice 75%. n% ancf 5 % for 

ons lting n ineering. uantity Surve ing and Architectural firms respectiv I . M t of the 

firm which knew thou ht f their quality as the main feature which dislin ui h their firm from 

other offerin similar services. 

A hi her prop rtion ( I %) of consulting en ineer as associated with a pr fes ionat 

body followed h quantity surve ing firms (85%) and th n architectural firms (61 % . hi can 

also be explained hy the reac;on c;ugg st I earlier of consultin en ineering finn relyin m re 

(54%) on fell w c nsultant . followed by quantit surve ing firms (50%) and then architectural 

firms (45.8 in getting recommendation . 

Wl1at has been stated al ove eems to be corr b rated by the observation 01at a highet 

proportion of architectural firms encourage their member of taff t join social clu followed 

by quantity urve in firm and then con ulting engineering firm . The abo upp rted y 

the fact that cia l organisation are l ikely meeting plac s for 1 tential individual clients who 

can recommend the consultant . 

All the above expectations are gi en more weight by the fact that Archil·ectural firms use 

y far more c mmunicati n artefacts proportionally ~ II wed by quantity surveying firm and 

consu lting engineers (41 %, 4%, 45.1% respectively) . M t of the c mmunication artefac 

which were not u ed at all were not used ecause they were construed to e unethical r lack f 

funds to u e th e artefa ls ' hich were thought a t expen ive for U1e firm. 

A lower roportion for u e f marketing related activities was recorded than that of 

commtmicali n artefacts. The main rea on c uld t e becau e allth marketin related activities 

are not allowed by the AI\K h -laws. 
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·1 h rchitc tc; t~nd th 0 Jrtnlily <-itt v •ore; ht~d th highcc;t II'\ of th mnrketing relat d 

activiti s' hile the ' onc;ulling l ·ngin r'\ wer last. ( . % . . %. IQ % resp tiv lv 

5.6.0 Pot ntial Buildi!tg _J i nt 

1io; is a rres -ntation nf the r c;rnnc; s of nrS!,anist~tion'l. hich fnnn t1 major mrtrk 1 for 

huilding onc;ultanc services . Th thr e roups lhat re con. id red to r pr enl ttll th 

pot ntial building li nls' cr . Dcpt~rlm nts of th minislr of public orks and housing hi h 

represent the lov rnm nt . building. d lop rs. and th contrttctors . 1l1e qu stionc; !hal wer 

being respond d to in thic; c;e linn tried In find 0111 how lh pol ntial clients tl m to know of 

r<~rtic ular luilding consultants and th ir sug esti ns to the consnltants on v ht~t th y ct~n do in 

order to he known by th s g.ro 1ps. 

5.6.1 Minit:;h ·y o f Puhli Wod ts 0 p~u1m nts 

Th thre ministr , f pnllir ' ' rks depart Ill nls i .e. /\rehire ·tural d pMtlll 111. Contractc; 

find qut~nl it ie.c; t111Cl structural I partm nl c; opiniot1 thfll qut~l ity f lhc final pro duel th most 

ill1porlt~ nt factor in a building d elopm nt. 

The ministry o Puhli Works hir s privat rons11ltnnls vh 11 th · <~vaii<Jhl · prof< ssinm~l 

r so11 1 s in the d partm 111 arc in acl qmll . 

/\II Ministr f Puhli ' rk" dcpflrlments kef 1 lic;lc; of I 1ilcfing onsultt~nls lc cnsur lhat 

c;ervice" are r nd red h pro~ c;si nt~ll 1 qualified and mp I 111 cnnsult<mt~ . These li~ts ar 

clra\ '11 from applica tions scnl tCllhc ministr t by the rrofl ~sinnals . 

The requir mente; for hni lding cc n'\ul tanls to h inrl11d d in rh liSI or onsultanls in th 

Minic;lr nf Public W0rk ar : 

(i) The finn~ 11111Sl ha,· prof~ ssionals who arc qualifi d and regist red I y the I oard of 

regic; tration ~ r en~in crs or archi tects and qumllit <;J Jrvc •ors a~ lh cas 111ay he. 
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Cii) I h ir huc;rn c;c; Clirrm) lllll'il I • r •ic;lcrrd ami 1 1 ·r;UirtJ1 und ·r rh In 

n1 lie;( of huifdi11 CClll'illlttlll(<; \\'fl<; 11(1( rc·vic; <f Oil t1 rrgul:\r htlo;jc; f 1r fllf 'Oil'illflall('i hilt 

th' firmc; ' f artinrfa 'i <lr' Updated 'ilh 'I illlllUally or hi illlllll:rlfv In r Ocrl lh • thilll l''i ill firm~ 

Cilf arity on t~pplicminn hy the lirm . 

CnnDct llt'l' in lcrmc; nt p rc;<mn·l 111 rrtt'i in relation rn th ror 1pk it~ nl rhr prpjcct 

\\rfC conc;id red to h · ot prin1r impnrl<lll in c; leering huildin I cone; dta 1 c; hy nnnic;rry of 

public workc; d parrmcn s. 

Minic;lr ' of Puhli \ 1orkc; d pnrtrn nrc; c;l;llcd political 1111nt renee a<; Pill' nt thr rcac;ons 

hat illfcct c; lcctinn ot huilclinp. conc;uh;-mlli . \ nrk mcrf<,ad n11 huilcling cnnc;ufrancy lirmc; can 

;~lc;o lc<td Inn firm nol I ·ing award a building wn~wltanc 1 joh 

I ih ralic;atinn ol rhc milrk trn• llHIIIilP,CilH'nt pr;t ·tic c;n rh:rr huilclin' conc;ullantc; cnn usc 

c;ornc ol the rcc;rr ictcd markcrinp. rnolc; like ncp.nriarinp. fcc advcnic;in 1 111 rhr media and 

hillhn;ml 1 •• ' ;I'; ilclvncar cl ;~c; a r<llil: ' hv dcpanm ·ntc; in rhc lin i try ol \ nr ko; . 

Illegal and uncrhical lllcans ol 'itcuring conmtic; ioning nl "nrk and ll 'il' 1 I hrilcc; as well 

ac; reliance Oil poli ical fmlront~p.c to p.e1 jot c; ' q: regarded il'i c;nrnc of' rhc dic;ac;trous pracriccs 

hy buildin• comuflilrHc; ill heir rn<ukcling managcmrnl and ~rratrgy . lnprnl<''i'iional ·conduct 

udt ac; cnlludinp. wirh Otllraclnrli to defraud eli ·nl's rno11 1 wac; hlamcd ali nne of the rCCI'iOIIS 

"h clic111s lome faith in building ntlsulrants. 

'I ht· folio'' ing \\'tiS rhc Cldvio;c to huildin 1 c< rmrflanl.'i in< rdcr lo avoid nmlpracticc ilnd 

impro c rh ·ir ch;llt ·c of' inning jobs in rhc mini c;tr d ·pari mente;; 

li) ·1 h • lirtn'i c;hould milinrain pro~ c;c;ional inrcgrirv hy "''nidinf! lllilfpnlctic · and adhere to 

rod . or nndllcl. 

(ii) Th • firmc; ~;ltould rc ic;l r ' irh rhc dcpilrtmcnl<; 1 sulrnitling t1 derailed C.V . sh wing 

th ir ct1pacir •. 
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II e analvc;ic; of th r c;ponc; c; h r helm ar I tt cd on ttclding up 1h 1 talc; 01 the rank · 

1ha1 ach atlrihute wac; iv •n ~inc th rankinp wac; c;u pp c; c1 '" I fmm lh nu,c;t important 

I ing iH·n h I( '' c;( int r i . nr h ing ran d ac; nn (I) I he low c;t ra1 \\ "" he IC giv 11 

the high \I c;core '' hich wac; equal 1 th highec;t in th 1anl\ing. c;vc;tc111. I h numl r of 

firm~. ' hi h ga a rmrticular c; or 1 cr fa tor . wac; mul ipli clout to ivc th • total c;corc. 111 

111 •h r 1hc totalc; 111 ant the more th importance an aurilute wttc; onsidered to I l'hic; kind of 

anal,s ic; has I -en ll'iCd throughout thi" section' h ·rc nmkin syc;t 111 ' nS uc;cd 

Helm arc the rec;u lts nf th ranking n c;om actorc; that th ' linisl r' of l'ullir workc; t~nd 

houc;ing departm nlc; conc; icl r d before c;horl listing conc;ultant c; in nrd r of in1portanc (c;tarting 

from 1 he most i mpnrtant) 

<;core () 5 4 

1 ac torc; 
--- -- --

(inod rcjutation nc; [lnnn rc; and .. I 
organ ic;erc; 
--
Prcvinuc; c I ncn· with the I -
consultt~nl 

s i7e or th rir111 I 

-- -
r·ricndly co-nr cration I - -
fl r viorc; wnr ex pcricnc Ill 

c;imi lt~ r prnj ·c t 
1--- --

., rack record 

J ~ I 

1- -

- -

1--

I I 
f-

I I 

f- - I--

I 2 ....__ 

TOT L 

Tot ill 
c;core 

17 

I 

-----.-

II 

Q 

R 

--
J 

(,1 

., ( lin I 
SCI 

... 7 

--
-

IR 

15 

I"' 

5" 

10 

1re % 

, ,. 

"I, 

0% 

TnhleS.IR •n to• on icl r dhy H P' cl p;u1mcnt hefor c;horilis1ingc·onultnntc; 

~ourcc· R searcher's fi ld Survey I QQ_ 

Bt~c; d nn a c;imilar clllnl _ 'ii'i. on 1h folio' •ing 11" c; arc the ranking.s of c;omc means f 

knowing huildin con. ultnntc; 
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Scon• (j s d 2 I 

lc:~nc; ufknmvin• con ul :utt-. 
- - ·-- -- -- - -

I ircc nr i s/s it c nnlicc .. I 
I oards 

-
T adcj urnalc; I 

1- - - ----
Cnnl<lcl wi th orh r I ' profcssinnalc; 

----
Social functions ' 
Cnnrrih Il ion of ani lcs 2 ' - - - --t-
Pnc;itionc; held in ' 2 
prnfession<1 l ao:socim ions 

- --
II TOTAL 

Tahir 5.19 1 :1 11 of lwowiug huilding cono:ultant" hy 10PW 

<\ource: riefd s trv y 1995 

fol:tl 'l- ot:1l 
ro•r ror 

--
15 .. 3% 

-
" I ~ --
10 I(') % 

--t- - -
10 16 ,, 

--
<) 14 % -- --
(1 10 % 

--- 1-

5J 100 ~, 

n,e fofln in ar lhe facrors that need to be considered while a~.: :mling a job fnr conslrucrion 
Cnnsultancv in order or itnportancc (starting from lhc lllOSt imponanl) 

Srorl' II 7 (l s l I Toi;JI ·y ol;l l 

S orr% 
Factors 
- t-- - ,_ -
Technical (llld manag rial 2 I 21 .. 0 % 

knowledge and xper1cnce 

r:inns si7 in terms or I I I . _Q 19 % 

permanently employed starr --
r:irmc; reputation in relation I ' I 18 17% 

10 past cl icnts 

Profess ic nt~l fcc c hr~ rg.ed .. I 15 15 (,. 
- -

Firms currcnl work load I 2 15 15 % 

Finns cxp ri n c in similar I 2 10 10 % 

pmjccls 

Quality or supervision 2 I 
~ 5 "~> 

Range of work thcll the firm I 2 
,., 

r 

is capahl In perform -
TOT L 198 100% 

~ 

T:thl • 5:20 htctm. onsi(Jrr r1 h~· MOPW whil nwnrdingjoh lo onsullants 

~nurce: r:ield S '"' I Q5 
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le lll<tin c;ugg S i II 10 building onc;ul!an S from dcpartlll Ill$ in th 1inistry Of p rhlic 

Workc; on \Vhfll they ho rid do in nrd r lo irnpro c m thode; f reaching 111 rc clicntc; WfiS lo 

educate the ornrmrnily about !heir rvic ~ throu h r I vanl media and amtnp.e interviews n 

radio and tel vision. 

5.o.2 lluildin~ D rlop r 

Below are the factorc; that 1he five huildin d velop c; that responded consider in terms of 

importance in a huild ing project. 

Fact ore; Scor - I Total T tal 

Sc re -;core o/o 

Co t con rol I 2 I 27% 
----
Cornr let ion of projec 2 I ... _6% 

in time 

Qual it or th final I I I 17 % 
product 

Structurttl stal ility I I 2 I 13 17 % 
~ - --

esth tic appeal I 4 () R% 

T TAL 77 1 OOo/1 

Tahlc 5.21 Fa for conc;iclcrccl hy cl vrlop t 'S in huilclinJ! pm.i<'cfc; 

·~ Source: Field Surv I 9R5 

Four (RO %) out of the five building d lop rs approt~ch d t~rchilrcts first when the 

wanted to conc;tru t whil one (20%) approached quamit surve nrs. 

0 % f th building devel p rs had htrildin consultants in perrnan nt cmplo rncnl in 

their nrgani. ati n. Th building onc;ultants in rnplo m nl t y I uilding dev I pers" re 

(i) Quanti! surve ors 

(ii) rchit cts 
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uilding d velop r wh did not have building con~ultantc; empl ed h th ir organic;ati n 

did n have th m I ecau. e: 

( i) 1e th u ht that th w r an tlllll c c;ar 

( ii) 1l1e could cac;il hir con<;ull<~n , firmc; to of~ r th s c; 

t\llth I 1ildin develop rs thought that it was 11 sar for their r anisations I have 

huildin con ultan in perman nt emplo ment y the firm. 

0% of the uildin dev topers kept a list of buildin consultants in th ir or ani ation. 

1c main reasons h th s build in d vel pers kept th li of building c nsultants were; -

(i) Th li t , er ed as a hand s urce of quick reference inca e. fa quick n d for a 

consultant 

(ii) To en ure that only consu ltantc; wi h the required capacit can h engaged in the 

rgan i at ion's proje I. 

The nam of the uildin n. ultant incl ded in the developer lists were mainly gol 

after e aminati n of leuers f introducti n and ' Vs nt l the r anisalion b th building 

conc;u Ita nc firm . 

Th luildin conc;ultants wh ar in lud in lists of th h 1illin d v lop rs must he: -

Ci) Pro~ s i nail and techni all qualified to han II the projects f th nature that the 

organisati n und rtak . . 

(ii) Regic;tered under the law. 

h li t f Juilding onsultants as re ised a. and when n idered nece sar by the 

or ani. ati ns or in case of an application t do so the buildin con ultan Iinne;. 

The 6 % f the huildin develot rs who clid n t keep a li.t f t uildin consultants did 

nnt do s h cau e th did n 1 think that . u h lic;t wer neces ar . They nft 11 had a firm 

which the had worked with h fore which they preferred I ntinue w rking \! ith and in cases 
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of an n ed ~ r chan es they ould ao;k th ther consullanto; th d al ,. ith t re mmend 

an th r firm. The eneral fe ling a that there" as n n d of chan in c no;ultanto; ~ rever 

new pr i ct ao; il " as I tt r I deal " ith ono;ultanlo; ' h un I ro;tood th or anisations or rations 

better. 

1e m I im ortant factors hil s I ling building c nsultant w r : 

(i) and dili ence in carr ing out the" ork. 

(ii) ll1e c nsultancy firms c mmitm nt to lu y 

1e profesc;i nair; ad i e that building develop rs " anted from the building con ullantc; 

w re th conv nti naltradition<JI s rvic • c p 1 d from the r sp ti cons lltanls. 

No services offered b uilding c no;ultants were thought not to I e important y th 

building devel pers. 

1\11 the buildin developers ~ It that th building consultants should acti ly participate in 

advertising theirs r ices as in the media and n gotiating c nc;ultanc fee. ll1e main reasons [I r 

the al e w to make the pr [I ssi nal to h known b It r and 

competition in their busin s es in orcl r t improve on th ir effi i nc . 

i nj ct an I ment r 

No building c nsultanl who ha e b n appoint d 

take up their app intrnent. . 

building de clop rs ha e failed to 

Regarding the qu stion a to what building clevel pcrs ' ould nsider as a di astr us 

practice by luildin consultant , which hind r th ir marketing mana ement. 60% of th 

de el per stat d that th most di astr u ra tice b uilding c n ultants in their marketing 

management hash en unpro~ ssional practic of colluding with ontra tors to defraud the client 

of mone . This hao; I d to th ir I o;s of credit ility among builclin devel pers. Ito ever th 

other 40% could n l rn nlion any disastr us practic . 

nth ne t page ar the factor thai ar con id red hile selecting uilding consultants 

1R5 



. c re 6 5 3 I T ta l otal 

Factor 
c;core scor % 

-
r r v ious c p ri llC ith 3 I I 27 26% 
the con ultantc; 

- r- --
l'revi u work e p r ien e 2 27 26% 
Ill im ilar project 

T rack rec rei I I 17 17% 

Good repulati 11 and I 2 I I 13 I % 
planner 

Fr iendly co-op ration 2 2 I I I I I % 

Size f the firm 2 7 7% 

I TOTAL 63 100~ 

T~hle 5.22 Fa tors onsidcn 'd b. de elopers I cfor . hm1listing onsnltanf 

* <;ource: ield Surv y I 995 

llte following is the order of importance of the meanc; f knowing bui lding consultants 

that were sug ted by th bu ilding dev topers (starting from the moc;t imp rtanl} 

Mea nc; of kno ing S ore 6 5 
co nsultanL'i 

ontact with other I 2 I I 
pro fe siona l 

'oc ial Funct i n 2 2 

Trade journal I I I 

ontril uting artie! s in I I 2 I 
rro fes ional journals 

Pm it ionc; h ld in I I 
pro fess ional associations 

I irector ies/Site notice I 
hoards 

TOT 

Tahle 5.23 M an of lmowing con. ullant. b huildin develop r " 

• Source: ~ ield urve 1995 

• 

18() 

I Tot~ I 
c re 

-

t 2 

2 

18 

I 

4 6 

L 10~ 

Total 
cor % 

22% 

22 % 

21% 

17% 

12% 

6% 

100~ 



1l1 folio' in ar th ft~ tnrc; that the huilding d v I p rc; consider b for awarding a j 

for construction onsultan (st arling from the most imp rttltll) 

-

f-act r Scor R 7 6 5 4 I Total Tnt a I 
s r sc r 

% 

· inns repulati n in I R 16% 
relation t 1 a I ct ients 

T echnical ami 2 6 15 % 
mana erial knov ledge 
and e peri nee 

Quality of superv ision 2 2 I 26 15 % 
--

Range of " ork that I 25 14 % 
the firm is ca ahle to 
per~ rm 

-
Pro fessional ~ I 2 I 23 I % 
charged 

Firm· s e peri nee in I 3 I 2 1 12 % 
sim ilar project 

rirm ' c; current \! ork 1<> II % 
load 

Firm '. size in 1 rms r f I 9 4% 
perm a ncnt I mplo cd 
stall 

--- f--

TOT L 177 100% 

Table 5.24 • a tm"' considered h. huilcling d velop r I for· ommi ioning onsultants 

"'Soli rc : riel <I Sll rv y I Q95 

The c;uggec;tiC:lllS n what build in consultants c;hould do in rder to impr ve th ir 

methods of reaching m re eli nts are: -

(i) I laving d Jcational prograrm thorou h th media 

(ii) Reducing their seal of fee in orcl r for lh ir servi cc; lo I c mor affordable. 
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5.6.3 Building ontrndor. 

l11e ~ !lowing are som of lh fact rs that the t enty- ~ ur buildin c ntractor that 

responded consider lo be of importan e in a huilding proje t (starting from the m . I imporrant) 

Scor 4 2 I T tal Total score 

F<lctor 
sc re % 

ost contr I 15 3 I 8 % 

Completion time ~ r the 5 II 8 9 26% 
project 

Qutl lity of the final 4 7 1 87 4% 
project 

tructural stability 12 12 6 I % 

Ae thelic appeal 12 12 3 10% 
' TOTAL 360 100~ 

Table 5.25 Fa t01-s onsid red h , contn·l tors in a huildin proje t 

"' Source: f-ield Surv y I 995 

55 % of contractor appr ached quantity survey rs while ten (45 %) approached 

arch itects when they want I undertake a building proje l. 

14 % of the building contract rs had building consultants in their emplo rnent. The 

following ere th I uilding c nsultants who were employed uilding ontractors a tr 

percentage of the total number of professional empl yed . 

(i) antity Survey r (7 %) 

(ii) ngineers ( 15 %) 

(iii) Architects(6%) 

111e building c ntractors who did not have uildin con ultants in their mploym nt did 

not have them becau e of the following reasons: -

(i l11ey felt that their w rkload did not warrant the employment f such con ultants 

(ii) 1l1ey did n I se the n ed to have u h consultants in their ernplo ment 

(iii) The fell that th salari f these profes ionals were too high and 
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therefore i \ as mor ec nomical to hir conc;ultants onl hen th n ed ~ r theit 

s rvic s <1ros . 

Buildin contract rs did not in general keep a list of building c n ultant but th uilding 

con ultan who hired c nsultan y ervic had a workin relation with particular firms which 

they worked with on a regular ba i . 

111 rn t im rlant factor. considered by building c ntractor efor . electin uilding 

consultants were that· 

ll1c c nsultanls nuld perform qualit work in order for them to make profit fr m a partlculat 

project and gel a repeat rd r fr m the same eli nt or 

Future . 

recommendati n for other jobs in 

All the building contract rs required the conventionaltradili nal profe sional services of 

the b ilcling ns ltan . 

There was no profes ional er ice that uilding c ntraclors felt was n t neces ary. 

All the building contractors felt that there was a need for building consultants to be 

involved in active advertisement in the media and negotiatin their fee in order I win more 

clienlc; . The rnait reasons for this were:-

(i me con ultanls are unn cessaril exp n lv 

(ii me consultants are not known and would e better kn w if they adverti. ed ir1 

the media. 

(iii orne builtin conlraclor did hot know th ran e of services th<~t some 

c nsultants offer. 

Fee was the main reas n tl1at hinder ome building contract r from awarding jo to 

c;nme consultants . Some consultants stick to th scale of fees allowed in lheir pro~ nal 

odie . which are l o high ace rdin I building contract r .. 
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11te ~ !lowing were th resp nses regardin the qu . tion as to what the contrtlctor 

c nsidered a a eli as r us pra ice y uilding c nsultan in their marketing mana ement. 

Som of the disac;trous practic s by building consultants in their mark ling managem nl 

and strate ies ' ere: -

(i) me consultants talk m re of profes i nalism and the importance of their 

inv lvement in building projects while they offer very little. 

(ii) emanding a down payment even before they produce work and endin up with delays. 

Below is order f importance of the fact r thai arc c011 idered while h rtli tlng 

building consu ltants by building contractors (starting from the most imp rtant) 

Factors Score 5 4 3 2 I Total 
sc re 

Prev iou experience with 6 6 R 4 114 
the consultant 

Previ us work experience I 5 6 Ill 

in similar project 

Track record 8 5 4 4 109 

ood reputation as 8 10 6 98 
planner and rganisers 

Friendly c -operation 2 20 2 50 

ize of the finn 4 4 16 36 

T TA 518 

Table 5.26 Factor onsider·ed h contractor while hortlisting con ultant 

"' Source: Field survey 1995 

Total 
core% 

22% 

21% 

21% 

19% 

10% 

7% 

100% 

On the f, llowing pa e is the rder of importance of some f the means of knowing building 

c0nsul tant ( tarting fr m the mo t important) 
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<;core (i ~ 4 3 2 I Ia I Tor I ~ 

Jean of kno" ing con ultnn s cor cor 
% 

Social functions 9 7 5 118 % 

Direct ries ite notice ard 9 5 5 114 2 % 

Trade journal 2 7 7 8 91 lR% 

p iti n held in r fes i nat 2 5 6 2 2 I % 
associati ns 

ontri uti n of articles in 1 8 5 10 50 I % 
pro fessional journals 

Contact with other prof~ ionals I l 6 5 II 49 I % 

T TA 504 100% 

Tabte 5.27 ean r lmo\ ing con ultan b build in g on tractors 

ource: Field urve I 99 

Below are some f the facror that the uilding c ntract rs take into 

considerallon efore selecting their building consultant . 

Score 8 7 6 5 4 3 2 I Tolal Tohll 
Fador cor score 

Technical and 10 8 4 2 170 19% 
Mana erial knowledge 
and experience 

Profes i nat fee charged I 8 5 I 16 19% 

Firm' current 
workload 

2 8 8 5 I 157 19% 

Firm's reputation in I 4 10 7 2 I 13 I % 
relation to past clients 
Firm' exper ience in I 
similar project 

l 4 I I 13% 

Firm's size in term f 3 4 8 6 61 7% 
permanent! employed 
staff 

Quality f upervi ion I 5 5 7 56 6% 

Range f ork rhat rhe 5 4 8 7 55 6% 
firm is capable to 

perform 

TOTAL 893 100% 

Table 5.28 Facto corl ider d by contractors ' hil awarding a job to con ultants 

ource: Field urvey 1995 
19l 



The folio in sugg stions ere made f what huildin conCiultcml. should d in 

order to impr v on their meam of r t~ching mor eli nts. 

(i) l11e~ should participate inJ uhli activities such as charitahl f r t~nio:;alionc;. 

(ii rom te their erv ices in the m dia 

(iii) 1 erate from offic s, which can b easily located. 

5.6.4 G n ,-at Opinion of Potential lil'nts G n ntH~· on mark ting h. 

building on ultan s 

enerally th p tential lient of building consultant i. e. uilding de 1 pers. 

Ministry of Public W rks departments and contractors had different w ights for 

different factors that they considered in building projects. The Mini try of Public 

Work con idered high quality w rk at a score of ( 0% as he most imp rtant factor 

while building devel ers and contractor felt that cost f the building project was 

more important at sc re f 30% and 27% respectiv ly. n1is could bee plain db the 

fact that most building developers and contractors are bu iness enterpri es with the 

motive of makin profit verriding all others. 

All he p tential client consid r professional qualifications 1 I e of prim 

importance bef< re c mmis ioning them. While the Ministr f Pu lie W rks kept a 

I ist of consultants who had mad ubmis ion to th departments for consid ration 

building devel per and contract rs g nerall relied n past contacts and 

recommendations and preferred 1 w rk with building con ultants that ~1e have 

worked with b ~ re a pp ed to new on s for e ery ne project. 

n the next page i!\ a summary of the means of kn wing I uilding c nsu ltan 

hy build ing devel p rs . 
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1~ or k nowing (' nsul t:mf~ t PW% D .V% ~ ·~ . L% 

- -- -
c;ite n ice 00(1 d<; 6 J 52 17.3% 

--
rade journals 18 60 0% 

-- -- -
ith oth r rofl s~iona ls 16 22 10 48 16% 

s ial functions 14 2 20. % 

10 '- .7% 

12 10 3R 12.7% 

Tot al 300 100~ 

-
Tahl 5.29 mnrmu of fA tor· used b. pof nti ::. l clients to kno' I uildiug 

onc;ultant 

"'. ource: · ield urve 1995 

ll1e followin were th factors that w re consider d b pot ntial clienl.c; b for 

MOP\ % 0 •. % ~o T% TOTA TOT 1.% 

--
led e 20 15 19 54 17.6% 

f-irms nent staff 19 4 7 30 9.8% 
-- - -

lion to pt~st 17 16 13 46 15% 

cl ien 

-
/\mount harged 15 13 I 47 15.3% 

15 I I I 45 14.7% 

in similar proJe s 10 12 13 3. 11.4% 

5 15 (i 26 R.S% 

jo; capable t 4 14 6 24 7.8% 

perform 

Total 307 100% 

- --
Tahle 5. 0 urnmarJ of factors con. idercd by pot ntial li nfs whil awarding a 
joh to con ultan 

• <:;ourc : i ld Surv 1995 
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111crc we• c<lll~ I y ,y~ f th ontracu r~ and ()(l"~ o the clevcl(lp r~ for 

luilding consultantc; o :1dv rlisc their ~crviccs c;o that they c<~n h 11(1\ n ., h ahovc 

under~cnrcc; he fact hat n nc;ult;mtc; t~rc not known est ·cinllv in rh w1 rk that they 

perform. 'l11ic; is c; 1ppnrt d hy ::.n h~ rvation seen earli r th<~t consul tnntc; in different 

J!mup arc the c;econd major source n recommendation to other J!roups. Thic; mct~ns 

that l\ client rarely kno\ c; n full cnnc;ulttlnc, I am and knnwc; one roup. ' hich 

introd JCC'i nth rs to him. 

l .;1ck of 1 oncc;ty. which has I d to loc; of credihilil . hac; h en dc~cril d as" 

dic;aslrouc; practice h huildin ·onsultants . b Clll the group of pol rllial clicntc; . 

The fnlh1\vin is a sntnmary 0f fa lore; consid ·red hy building <I ·vclopcr'i 

hcrore c;hortlistillf!. ·omultnnts . 

Fnc1or; lOP\\'% J>E 

- - ~ 

(inn<.! reputation ;tc; plann ·rc; and 111 ganis ·rs 7 26 
-

Prcvinuc; txp ·ricncc with the cnnsullanl 2 6 

<;in· nf tht· linn 18 17 
-
Fril'ndly c•H 1 cratinn 13 

Pr · io IS work cxperi ·nee in similar project II 

l · inn~ tr:~ck r ·cord 7 

Tnht 5Jl . 11Hll11 :ll)' or fa fore; COit'\icJ red h. pof 
con•mlf nntc; 

.. <:;nu rce: Field Surve 19 

% ON'l q. tOT I. TOTAL~ 

2 24 .9% 

_J.J% 

t R.C1% 

I .ll% 
- - -

ll.J% 

M.O.I .W dcpart m nt.s consid r d ood rcpul111ion of building conc;ul tanc 

firms as planner<; and organisers 1 1 of rno t importance whit b 1ilding developers 

and C<'ntractors ccmo;icl red rr vious work c peri n c to be of most before 

cmnrnic;sioning t1 huilding nsultant. ll1is c rrohorfltcs ah observa tion made earlier 



th<tt huilclin c< 111ra lor" and d v lop rc; pr fer to work with consullaltcy fi lllS that 

the ' have worked with h for \ hilc 1 n P. W. cl panmcnt <; c:rl ct d COil<;tdtnnc I 

firms dcp ndin(! on th ty1 of proj cl and the capal ilil of th cnn'iultanc. finm 

.( .P.\ . dep;utment-; and h tilding contr:Jctor-; nn idrrc<l firm 's reptlllltinn 

in relation to pas lie nt.s I< he most impNilln fnr a firm ' hil building developer 

considered linn repu ation in r lation to past client to I of utmost importan whil 

commi c;i ning a huildin onsultanl. 

5. 7.0 Mnrlu~tin Coa sultm.!L 

Th rcspc nsc" here ar bas d on interviews cnncluctcd with \'<lr iou<; marketing 

COl sultanc linm . 'l11e four marketing on ultanc 1 firm visited were dif~ •rent in 

te rm-; of th ·ir sp iality in marketing. Th four <;pccialic;(ltion 'hich mt1rk tin, firms 

undertake arc 111ark tin research, pr motion . public rclatinnc; and aclv ·rtiscment. 

5.7.1 MnrltctiiiA Research consultnnts 

Mark ling res ttrch firms general! • help to gath r in~ rmatinn on conc;umer 

necd c; . '!11cy <1lso undertake nllectim1 of infnrmatinn to eva luate con<;tlfnrrs' 

perecptinn of a product or service. Th ma keting r scttrch fi1rn'i 1111dcrtake t sting of 

the <;<de c r a n ' prndu 1 10 h lp and stahl ish the nt~rk 1 concfit inn<; . 

1l1c lnaj<'r challcn e of rnarketin of uildin onsullancy c; rvices fm: d I y 

nwkc ting r sear h linns is the fact th t~t a service an not I e produced as a <;ample. 

whi h can he 1 st din rhc fi ld . I noranc onth pnrt of 1 rnfessionalc; was nls( nn the 

fc rcl'ronl. 1\ mmk ting. research exp rt lament d th(lt in a marketing seminar 

nr!!an ic;ed h 1 Mark tin Socict of K nya in 19Q for profcsc;ionals. m building. 

c nsultant turn d up in spit of the fa t that lett rs ' ere s nt to th t\t\k s ·r tttriat 

and advcrtisem 111 rut in the ne-. SJ1(1pcrc: . I low v r. mark ling r search pcrts felt 

I 5 



that they could e involve I h building con~ultants in the follm •ing activili s: -

(i To evaluate the perception of services that a uildin con ullan firm has 

offered on rece nt! compl t d proj cts 

(ii) Galh r information on client requirements and needc; in order to inform t1 e 

building cons llt<mtc; what to empha. ise on i 1 th ir package of s rviccs . 

·n, follm ing was the advis to building c nsultants from a marketing research 

fi rm , ' luilding con ultan s should join the Marketing A ociation of K n a so that 

the can appreciate the potency of marketing and realise that marketing is not ·ust the 

cmplo ment of a single or a com ination of a few marketin tools in order to trap a 

cl ient in the short run '. 

5.6.2 Ptthli Relations 

Pu lie r lat' ns firms aim al helping a compan to impro n i s pul lie image. 

' ll1ey help I arran e for the creation of a spac in newspapers containing a me age, 

" hich t;eems to corn from outside the firm with the ~itn of d veloping a corp rat 

image. 

fhe major challeng that marketing c nsulting firms specialisi n in public 

relat ione; sa for building consu ltancy servic s marketing was that , whereas advcrtisin 

is restrict d in rn l professions public relations i all wed but still ver n1an finn 

kne\ the difference I el\J cen the tw . Many profe sional are very appr hen ive of 

h ing construed to be conduct ing thei r bu ine. s in unpro~ sional manner I y 

1111dertakin publi relatione; . 

The put lie r lation firms ~ ll that in this era characterised b gen ral I s of 

faith in many pro~ sions including buildin Consultancy due t malpra li . building 

c n uJt;tntc; h uld en a public r lalion firms in ord r to d velop a corporal image 
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fnr indi i tal firmc; of huilding c nc;ultimcy b the conc;ultantc; showing their po ili c 

contribution to t h comtru t i n indu I r . 

111c ad vis the of marketing r search firm . pe ialising in public r lations as 

that 'Buildin onsultants should keep net w rking in rdcr to keep in touch in 

relevant mark I group. through meditl and being wh re pe pi t~r (social fin ti ns). 

contributing to worthy causes and sponsoring pr ~ ssional r laled eminars and 

ork h ps . 

. 7.3 Ad e11ise1· 

Marketin exp rLc; sp cialising in advertic; menls help to pr xluce ad erti emcnl 

to be aired on Lh radio, view d n the television or rrint d on poster and 

newspap rs . The adv rtisers help t talk to the media in order· for the clients to ot tain 

dic;counl . 

ll1e maJor challenge that adverti er face when dealing with marketing of 

ervices like building c nsultancy s rvices were the restricti n to use adverti. cment y 

professional thics. 

l11e advertisers felt that they c uld help building c nsul!ants to produce logo 

fnr their firms, which can help to attract clients. 

The advise lo building consultant from adverti<:ers was for the restriction for 

ad ertisin to be rem ved o that uilding con ultant can make use of adverti ing, to 

ratse awarene of what they offl r and c unt r any adverse publicity from d1eir 

competitors . 
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5. 7.4 Promotion finn 

Marketing con ullanc firms speciali in in prom ti n undertake the Ia k of 

taking roduc direct! l the pe pie. l11e d lhi for example d vel mg 

contests and is uing free sample t parli ipants or winn r f cont 

The rnaj r challenge that marketing expert firm speciali ing in romoti n aw 

for uilding con ultancy services was the nature of ervices in the sehse that arnples 

can n t be given ut. The fear at o pointed out U1at ther wa y many uilding 

consu ltants t undertak promotion due t ignorance as they think tha it will be 

mistaken to be adverti ing. 

l11e pr rnoti n firm felt that the co td help building consultan by showing 

some products f building con ultan s like drawings, phot graphs and models. 

l11e ~ 11 wing was the advice from promotion e pert " t others talk advertise 

by doing high quality w rk" 

5. 7.5 Gen •·at Marketing on ultants opinion marf{eting of buildin cor ultancy 

ervic 

The foil wing were the general feeling thai came out form the marketing finn 

e perts interviewed in the fi ur types of marketing consultancy firms. 

(i) The building con ultancy firm sh uld offi r high quality work in order to win 

their clients confidence. 

(ii) l11e uilding con ult.an hould carry them elv in pr fessi nallike manner in 

order to instil confidence in theit client . lient eva luate the ex ected ervices in 

term of qualification f the pr fessi nals e perience level , the way pr fess ional 

present them elves h paper locati n f the office, I ks of the ffi ces a th are U1e 

only vi i le attribute that eli nls can use l evalual the perceived services. 
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(iii) The uilding nsultantc; h uld alway how that the care y offering a p t 

service evaluati n or folio\! up. A marketing research expert said that after d ing 

work with every u ine s deal with a client they send a ervice evaluation 

questionnaire not only to see h w their ervice has eetl perceived but to show that we 

care 
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HA tR . 

D 

Thi hapter ontainc; the th rne f h stud in~ c;umrnary. it alc;o pr c; nts th 

marketin managem nt f11n ti ns whi h ha e h n r vi wed. and th main findin s of 

the stud ' in r lat ion to th ohje tiv c; and the h 1 oth sis of th c;tud . I 1 in lud c; 

conclusi nc; t ase l on th anCll sic; 111 h prccedin chart r and ultimate! the 

recommendations of th stud:. 

6.1 

This re ear h has h n has d on h rilding conc;ultanls and lh ir marketing 

management. In this regard. it has I n evid nt that rnarketin rm111ag m nt manifests 

i self in carefully formulated program . . not ju 1 random a lions of one pflrt ~:eeking to 

achie e hie; d ired objectiv of selling his product. his means thfll the marketer 

seeks to of~ r benefits to the target market of uffici nt allra ti en s l pr u e 

oluntar e change . 

The primar function of all th building onsultanls wh th r large r small was 

raised in th first chapl rash ing I obtain new work an I toe ecute e isting on . 

'l11e need for chan building consu lt~nts in rder for them to achiev their 

hasic goal wac; <~lso raised. ·n1ic; \) as emphasis d b lh mentioning of the increasing 

compelili en ss in h market plac for huildin onsultants. the end of the fir t 

chapter on thing as made vident and thai was in addition to I eing skill d in th ir 

rec;pective rr ft ssion.s F:ngin rs. r<ml it . ors and Archil ts must al o a quire 

a kno led or vttri us rnark ti11g mttna em nt a tiviti s whi h althou h ali 11 t lh ir 

training, ma vital to th c; rrvival of their pra tices. 
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T facilitate lh und rstanding of the mmketing con cpl b tter th second 

chapter pr nted lh d finitions of mark ting and its applicabilil to huilclin 

consu ltan y firms . Th rrim<~ of mMkcting <~c; brou ht ut ,. ith a cl arm c;sag !o 

building c nc;ultants as to the I enefit f marketin and rh likel shortfalls for Ia k of 

effectiv marketing. Among th r fa lor rais I was that huilclinp. consultantc; firms 

ha e to have raison cl'etr . and rry to plain what they do. Each h11ilding nsult"nc 

firm ha to kn w it 's purr c; . val res. 1 nels , b l i fs , outl ok and sch I f thou ht. 

By the nd of th second chapl r it had h en proven thai marketing is more involving 

than just the applicati n of ome marketing tools. It was al o evident that marketing is 

neither degrading nor philt~nthropi , tiS it ic; a means to an nd. 

provided ith hal th \ ant b cauc; this improves the odd 

organisati nal survi al in" omp titive clim(lle. 

li nls are onl 

f long term 

third chapter was introduc d vhich sho ed hm the mark tin needs. which 

were estal I is heel in th second chapter. are met. n1es marketin needs are met t 

embracing mark ling fun tions in dif~ r nl 'a s. ll1e different marketing function led 

to a fourth chapt r in whi h som differ nt mark ting models w re vahrated each with 

its point or strength and weakness. To conclucl this chap er a cone ptual mt~rketing 

mod I as de lop d from th tools discussed in th chapter. 

1\. had I en indi at d in the first chapter mt~rketin managem nl problems 

e r rienced b buildin nsultant~ r s rlt d I oth from ft~ctor 

::tncl c;om from the va h profess i nals have c nduct d themselv s. t\n apr raisal of 

he professi nals invol cd in huildin proj c s wac; d nc in th fourth chapter 1 geth r 

\ ith some thical an le al restrictions erning the huilding professionals , to address 

lhe conduct or pro(! s ionals. 13 th nd of the hapter it was ev ident that marketing 
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llilll<l 111c111 Gtn h rttrriccl out ' ithout ompromi<;ing 011 pro(! " it nat th k " :1flhntt h 

~ t c clhi . ._ and k •etl rc<;lrirlinnc; h<HI nP valid h;tc;ic; in th rn11111 rcial :11 i c; o 

tndav's luc;it ss and c;hould he dic;c<trd d to pave wttv fnr tt'i of n (lr mtt ct11 u lc; 

and techniques . 

·n,c fi1llowing ic; et c;ummttr of finding from the tfth cht~pl r. 

R J!flrding the id lltifiGtlion of h l'iill sc; OPI nrlttniti c; n Oll'iUIIan , fi lll'i th 

following Ph'ier\'al ion<; w r mmlc : 

ll1c ord r of itnpnrtanc f th p 'i of eli IllS for hu ifcfin COI1'\II IIt111CV '\L'rviccc; 

c;tetrting from th moc;l import<~nl wac; pri ate eli 111. c rporttrc . stat a 

communit eli 111 and international eli nt 

Th order o imporl<~llrc of p opt whn r n111111 nd huilclin rnmultf!ntc; 

c;ta rti ng from the mmt imp< rl<~nt is past ·licnts 23 .fi9% . Cnn'iullilll! J·ngin r'i 17 5% . 

rchi tcctc; ln .6. %. Cnntrttctor'i 16.4. %. Ouantity Surv •ore; 14 lQ ~. th nth r'i \\'ho 

ir fuel d frirndc; and pnliticianc; 11.4% . 

f1H· fn tore; that w rr con'iid r d to h of irnportance ' hit recommending nmultetiiL'i 

<;ttlrting from the most import:lllt <1r . Tcch11i <1l <111d Man<~g ri;tl f th 

finnln .65 %. Iinne; ' rxp rirnrr in c;imilar johl6. I%. Iinne; r rutilt ton in rclntinn to pnc;t 

dicnts l4 .7'7r- . qut1lit _ nfsup rvic;ionthatthc firm off ·rs I. 5o. rnn • c fwork thatth 

firn ic; c<~r ahlc to 1 crform l I .5 %. pro(! ""ional fe char cl 10.2 "1 nncl firm 'c; -urrcnt 

work lnrtd o.7%. 

111 111 •thn<lc; rh:~t building onc;ulrantc; uc;ed to get their potcnti<tl clicntc; c;tnrting 

frotl th llln<il wid ly uc;cd ' cr . Introduction h. nth r con"uhantc;25 .C,%. intrnduction 

h, frie nds IR.R%. intrnchrctinn ilnd r pill orcl rc; from pac;l lientc; I ~ R%. interaction 

in ~<X'ii11 duhc; I %. lol h •in through polilicianc; 10.3% . print 111 di:1 o.R% . public 
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r lationc; (i %. market r o;ettrch 4.J% ttnd professional ass iatiom" ~ %. 

Th re se ms to he an inconc;ic;ten bet" n the imponam: f the roup of 

people who rcw111111 ml on<>llllants and th methods that lh cnnc;ul tant.c; uc; ·d to get 

jC'Ihc;, which su gc-;t an effccti encsc; of the m thods. emplnved . nsid ring lh 

mcth ds mployed and the ir11portanr of lhe eli nt as n limiting fa ·tor the scor c; th:~t 

sl ou ld he t:~kcn ill . pflst eli nts 12 .R% . con ultants 25.6%and friends arc limit cl to 

the importance of 11.4% this a crages to 49.8%. 

one rning client satic;fa tionl huildin consultant 

It ' as vid 'Ill that onl • 25% of th conc;ultanc firms had th ir milllli! n geared 

tnwardc; eli nl c;ati<>ft1ction. The firmc; whos mission ac; gcart·d towardc; client 

satisfaction had had 60 % of the curr nt ' ork load from the rccnmmcndntion of pa.c;t 

clients ' hilc 63% had I enefited gcttin(! johs from pnst clients in the last two ' :m. 

67% or nil consultanc firrm had turned away clientc; at on time due I! various 

rcac;onc; . 

·one rninf! lienl car . 

No wnsullant sc 111 nted his or h r mt~rk t ill nrd r to c; rv his or h ·r lien! 

hflll r. Onl 1 % of the huildin consultants c;pcnt tim to lic;tcn to their rli ntc; in 

cml r to c;crv th 111 1 II r. Onl 6% of th building nnsuhm11s k pi a lic;t nf pr1c;t 

clients for pmt p rf'mm;mc evaluation . When client em was evaluated on the basis 

of these thr e pararneters i. . Sc meming the client in order to c; rv particulnr eli nts 

11 r. providing custom is d c;ervice nnd 1 oc;t pcrformnnce C\':lluntion the avcrfl c 

client care wns 7% 

'onccrning ·nn1p titnrc; and mark ling environment. 

Onl 4 . 7% of the build in onsultantc; were t~hle to id ntify the dif(i r nt 
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1 mrketinp, c;cct(lrs ami the 1 H.•thnclc; of nmrkctinp, that ar mm I • ap li al I to a h 

s ct r II huildin conc;ultmll'i or rated in all c; tors in th nmk 1. Th irli ulty of 

distinguishing on firm from nth rs fferin imilar c; rvic s qp; r ardcd hv 51 .1% 

of the con<;u ltants ;tc; the major challcll 1C in their mark ling mann t·m 111 clf'o1t 

(i "',. of he h rildin consultant" eli I nothin ah 111 thi" and oth r chall n c; as 

well ac; thr ate; thnt thev 'itt\ in th ir marketing nvironrnrnt. 

RR 7% of all huilding cormrltants marketed their c; rvirc s uc;in tlfulitional 

r 1 thode; of marketing. 73% of fill consultants did not want to usc oth r llH.'thpds 1 f 

markc ing that th y kne\ thatth ir ompctitorc; used . 

'on· ming building onsultants mark tinp. planning and pmmotion . 

All huildinp, consultants us d similar wa ''i to mak th ir firm to their eli nts . 

Cil% of the firrnc; did not knPW hO\ (0 distinguish th ir firms from Oth rc; f~ rill 

c;irni lar c;ervic c; . 

Ruildin conc;ultant.c; used 40% of th communicntion artefa t. Th 

communication artcfaclc; that\! r notus d' ere consid red as 1111 thical. 

22% of th mark ting related t~ctiviti s wer uc; d I building consu lt ante; . l11e 

(lvcrngc ll'ic of nrnmunication Clrt fncts t~nd mark ting rcl(l! d <~ c ti iti s wt~s ~ I "'r.. 

Cone rning potential building li "'" th folio\ in c;ummar y can h drawn. 

D i f~ rent clients had dif~ rent cmphasic; on the factors that the comic! red to 

I e of importan e nf consulting firms . All th'c pot ntiCII clients con idcr d a firm ' c; 

al ilit as an or anic; rand plann r hefor "" rtlic;tin it for t~ward of j hs at an a rag 

of 24 .3% v r other fa lore; . 'l11c finm pClst and track r cord ' cr not c; n 

as nf majo importanc ac; the had av ra score<; of II . % an I l.3% r sr ctivcly . 

I ir ctoriec; C'lfld site noli c hoards w r impc rtant f< knowin huihlinf! 



cc 1" rltnn" h 10PW depar1n1 nts and contr::t tor" at Jl%ancl 21"? c;pe ti lv . while 

de\ clopcr5 rank d c: ial fun t ions as of prime import an e at 22% rankin . 

echnical t~nd manag rial p ri n of the luildin 011'\llltanc fir rnc; were 

generally of prim import::tn to th eli nl h fore awM lin!! a j h to huildir g 

consultant at 17.(i % rnnk . others' ere profe iont~l ~ 

firm" reputation in relation to pa'\t lient" a I % scor . 

hargl'd <11 I .3% '\t:nr <111d 

Marketin consul ante; ' int r i we; can I round cl up with th ft,llm ing 

conc lmion. 

Mt~ rketing consultants were of th opinion that building consultants c;hould opera! in 

proressional lik mann r and th should strive to improv on their preo; ·ntation. 

C! rpnrate imag Ill cl eli nt ct1re in order to improve on th mt~rk tin mt~nagcmc nt. 

Ra e; d n the information pres nted in the nnh chapter. th objectives 10 

th is study wer addressed and the hypothesis was 1 sted for concluc;i1 ns I h dr<~wn . 

() 2 ~ouclu. ion 

On the I nt and rn thods of mt~rkcting current! us h building onsultants. 

was est.,bl ished tht~t onl• a few firms had w II es tablished mark ling management 

s c;l ms in lh ir ons ltancie . In addition m st of the marketing mana enlrnt methods 

uc;cd were th traditional methods that emphasic; d on making cc ntactc; \ ith fellm 

cnnc;ultantc; and potential clients b elling invol ed ins ial cluhc; . 

llowever th rc was a gen ral appreciation of th need to use oth r m thods of 

marketing but th r!\e of the~e method was hindered I y pro~ sc;i nal thics and 

avtlilt~hilit, of rcs1 urces. Th abo e implie thnl marketing m !hods of buildin 

cnnsllltan c; rvices are still traditi n<ll ;md there ic; cr little utilisation of the recent 

dcvel pm nt.s in th information technolog syst m as has happened in other 
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industrie<i. 

Re ardinJ! dirficulti s faced h building consul tants in m~rk tin th ir s rvic c; 

it ,.,,.as realised that th r ar both probl ms which are endemic in the s st m and som 

nf wh ich are fr 111 th way the pro~ ssionflls hav conduct d thcms I cs. 11 ' as 

vidcnt that some marketing tonls and 111 thod e; of markel in . which I uilding 

conc;nltants wic;h d to us h caus the. thought that th y could have been m re 

effectiv . 'e not used h ca 1se the ere r c;trictcd hy th pr ~ s.sionfll regulations as 

heing unethical. The ah< ve restrictions were mostl_ aired by buildin1 consullants and 

also some potentifll eli nls s tggec;tcd certain ways of marketing such as negotiating fees 

with clients and ad ertising as some useful market ing rnflna ement practi s. The 

issue of In ·k of credibility on th side of pro~ ssimmls was a major hindn1nce to 

marketing. raised I , the pot nti~l building el i nts and some fe, constJit<lnts. It was . 
established that some huilding onsultants fo md it difficult to con 111 clients h cause 

some clients h licved that these c nsultants \! ould coli 1de with lh contra I< rs to 

rnisappropriate the project mone 1 , du to past experience that the eli nls had with the 

conc;ul tants . 1l1e ahov implies that 1 uilcling consult<1nls face diflicullies in marketing 

nf th ir ser ices h ca ne; th could not practise th ir discr lion in usin an n1c1hod of 

rtwkcting that the thought ' ould h appropriate without consicl in profcc;c;ional 

hicc; . 

oncerning h( w buildin consultant s surmounl thcit diffi ulticc; in m<1rk tin it 

as stahli<ihcd that most building consultanLs did nothin to urmounl th prohlemc;. 

This \vas c;upport d b h consultants responses that the pr blems thai affect th 111 do 

sn to all of them gen rail and equall and can not be addres ed indi iduall . ·n, re 

\Ver no suggestions from comultanls for exa mple that they adhered to professional 
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code of ethi so that the can change the I ad imprcc; ion cr atcd 1 y ()he c; . !\ g 

numher of he firms surmounted their marketing diffi ulti s h discr tl noating some 

profec;sional e hicc; such as negotiating fee with client . • me I uilding c nc;ultants 

hoped lha ffering qualit ' work the r would crc:1tc a ood name for their 

consultanc firms and overcome the prot lem of los'i of redi ilit . f3y hi h qualil 

work finm hoped to distinguish thcms tv s from others offerin similar s rvic c; . It 

can therefnr b aiel that there app ars to I a neral attillld of <1ch firm onclucting 

il's marketing effort on it's own with ul general group effort. From the prohlcmc; that 

have heen revealed it is evident that individual consultanc firms effort mi ht not 

good enough ns c;om pwhlem<> like in<>titutional rules r quir group effort. lligh 

q mlity work will not t~lso be a sufficient means of overcoming. the marketing 

difficulties . This is h ausc afler I eing r ad to ffer high qualit service th building 

consultanc firms should go out and find a means or showing the potential eli nts that 

the firm's s rvices are of high quality and convince th 111 to I uy the high q 1alit 

<>erv ices. 

On th fe ling<> f practisin c nsultants on the existing b Ia' s and le i~lt~tion 

governing th ir mar ting manag ment it \ as cvid nt that most huildin consultants 

were not in fav ur f c;ome e isting b -laws . I I ever a f ' conc;ultants from old r 

firrnc; felt that th regulations are in order. This could b because of the rigidity to 

chan~e that older p ople are said tc have or hidden fearc; of loosing some of their 

clients t new firms . Thes ac;sumption appear more valid when one considers that 

thec;e nlder firms did not give concr te r a.sons as to hy these b -laws should r main 

in place other tht~n sayin that there are likel to I c some abu s h the consult<tntc;. 

ll1e consultants could n I sa a tl • whi h abus s but said it ou ld cheapen th 
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profession if c n~ 11tants go touting for th ir serviccc; . M sl huilclinf!, c-onsultants feh 

that m sl instit 1tional r II c; er loll!!, o' rclue for o rhtllll and c;hc 1ld there~ r he 

changed . Man , c nc;ultantc; admitted to I e at the moment nouling som of these 

regulations in th ir pra tic s in order 1 maintain and v in eli nts . Th al e is a clear 

indication that s tn instituti nal b -laws ar not p pular " ith th huilding consultantc; 

as the affect their marketing mana ment f~ rt. 

f-rom th conclusions hich ha been tated in the 1 rec:edin paragraphs has d 

on research findings fr m data collected and anal sed in the precedin chapt r . it io; 

apparent that building con ultant did n t mark l their services errecli el a per the 

thenretical mod I devel r d as can bed rived from: 

Identification of usiness opportunities by building c n ullanlc; , wher there is a 

clear incon istency h tween the order of the people who recommend Building 

consu ltants factors considered to he f il)lpnrtanc whil rec mmending consultant. 

and th metho Is that building consullan s u ed l g l their p tential lien! . his is a 

clear indication of the deficien y of them thods us d. which gives a core f 49.8% or 

the o;cores for this paramet r . 

onccrning eli nl sati faction b the consulting firms , it was vidcnt that nly 

_5 % of the firms had their mission gear d towards client s<~tisfaction. 

oncerning eli nt care, onl 15% < f the huilding con ultt\nts stat d e Jlicitl 

lht~t the srenl tim 0 listen tn lh rohlems or their li Ill instead or offerin the 

con entional solution hich lhey thou ht " ere appliC<'lhl from their c nsulfanci in 

the industry. 

on crning com pet it ore; and mark tin environm nt. on! r 40.7% nf the 

h11ilding conc;ultt~nls were ahle ro idenrif different mark tin sectors and th marketing 



me hod applicalle to e:~ch . All the conc;ullantc; op rat d in all '\ectorc;. hich jc; 

ap arent lack of pecialisation of consolidating all the finn 's resour e. in a niche that 

the firm had a com1 arative advantag o er others. RR.7% of the finm c;till pr<lctis d 

traditional means of marketing. 

, ncerning marketing planning and prom ti n it is apparent that all building 

consultants used similar m thod in mark ling plannin and promolion . f3uilding 

consultants only used 31% of all c mmunication art facts and mark ting r lated 

act iv iti s. 

rom the a ove, gauging the effectiveness of marketing on the fiv parameters tated. 

it can be concluded that marketing by building consultt~nts i heing. carried ut on an 

averageof{49% 25%+15%1-40.7%+ 1%}/5 = 2. 14 %. incethi isl sthanthe 

50 % average set ut in th m th I gy to reject the h p thesis th n hyp thesis that 

" Marketing f uilding c nsultancy ser ices ha be n ineffective" and the rider t the 

hypothesi that "the a ove ha been cau ed by institutional framework governin 01e 

operation f uilding consultilncy firms, lack of appropriate marketing kn wledge by 

the practic;ing professi nals r b the Ia k f appreciati n of the nee ssity ~ r 

marketing y c nsult11nts" is accept d. 

In c;umrnary a good many building conc;ultilnts ar arti ts not analysts , in their 

mark ting management. r r them , marketing i an art form, and . it s med. they 

really do not imagine it can he any th r way. l11eir temperament is timid to system, 

order and kn wledg c ncerning 11011- nvenlional me;~ns f tnflrketing of services. 

l11e revel i11 tradili nal 111 thods of marketing huilclin ollsultan servi es and do 

not ngage in fact g.athcrin for hetter planni11g. 'l11 y do not helie e in rilten plans 

in th ir mark ting 111<1nagem nl and fe.-1r to p nd 111 mey lor marketing. ca r e th y do 
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ll<ll as~ ss lh lik ·ly r ~ultc; nl their c;p !Kling. II is th cfor not ca y t . II th vilhtc 

of marketing t~nd in particular the n n traditional \l a s f marketing. II mi ht tak lot 

of time. perience and man fn tc; to innuencr their thinking, hut \ ith shorta f 

.i hs man , s m k en to try out 11 w methode; of marketing for th ir practice hul 

pro(! ssionalism and professional a s iation hav played a real role ac; hindrances t 

mark ting. 

6.3 Recommendation 

fn the earlier discusc;ion of this 1lhesis. various ways re sug ted though 

impli illy . f olving marketing management pr Item of 1ilding Consultancy 

c;er ic . hese suggestions came out in the context of tud settin , the literature 

r i w. c nc ptual framework as w II as dilta pre.c;entation and analysis . 

The explicit recomrnendati ns of this tud based on th datt~ conclusion based 

on data analysis fr m th field findings are: -

I . Building onsultt~nc firms should try to prove to their p tential cl i~nts of heir 

a ailahilit , affability and at ilit in their market in managcmenl. 

Building consultan firms should change their allil1tde towards 11 n traditional 

means f marketing and I e op n minded to change. 

3. Profec;sional organisations sho tid relt1 some h laws. which restrict marketing 

a ti it o that the building consultants can rationali their m thods ilh 

regard to fee del rmination. negotiiltion <mel collection. 

Pro~ ssional association<; should encoura!! their member to learn m re at out 

marketing mana emenl by rganising seminars related to n1arketin . 

5. Pro~ ssional organi ations should do puhli it for their pro~ sions lhrou h 

seminar and contribution 1 philanthropic causes . 

10 



6. Mark ting sho rid I taught <l'i " ·ours inlmildin pre fcssionals urs sat th 

uni ersity and hould also be e amined in th prof sional e arm. 

7. Profes ional a sociation hould poli e and orin di iplinl-lry action or help 

9. 

clien to recover for damag s ari in ut of rnalpra tice huilding 

consultants <~s these malr racti I t~rllo loss of faith in huildin consullilnts. 

Buildin consultanc firms hould he on the ~ refr nt in C( ndemnin all is ue 

in the s iety that can advers ly affect the devclopm nl on land in order t 

improve on their public image. 

Building con ultan 

management experts. 

firms should employ the . ervrce f marketing 

10. Building consulranc firms should consider their rractices as perpetual 

c ncerns and 01erefore look for ways of diversifyin th ir s rvices 111 the 

bu ilding industry to increase th ir !urn ver and hopefully th ir profit. 

11 . h pro~ sional as ociations should think of af uards <~gain t alms b 

uilding con 1ltants i n case of a repeal of some r stricti h -law . r<~ftin of 

conditions f c ntract wh re th bui lding nsultanls hav to declar all their 

intere ts in con tructi 11 for example in materie~l manufacture or c nlracting o 

Uta! th c1 ienl r lead consultants can decide wheth r the can c ntin 1e t ha e 

the ervices of th same con ultanl in one pr ject but with different interest . 

In u h a ca a difrer nt consultant can prepare the list of tenderer and do the 

lender analys is. 

II 



6.4 r a for ·urth r R ar h 

l hie; <;I ICI\ f' 11 ::Ill' imolv~d the Cll r<tl pr:l ti((• of rn::~r ting Jnt\llt\ 111 Ill h 

huil<ling rc nc;ulltllllc; It did nnt inv c;tirnt in cl t;-tiltl r trnt of th imp lrlnnrc of 

ettrh th mm k tin tnolc; th ::~ t hnv hc•rn clic;ruc;c; cl . I h gc1wral ac;•wmrtion in th 

c;tud "" that <t tl thr tO< lc; d velopcd nr of vit<~l importflnce tc' rmu k ling 

lllflll<t em nr. It ic; rrom mcncl ·d th rll ;~ c;tuclv h c m ri d 0111 to in ·cc;tigatr th 

import;~nr of CtlCh f th c; 1m11k ting tonic; as thrv on · 111 111<1rk .ting of h 1ilcling 

c nsu ltancv 
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IR ... 

Dear ir, 

I am a postgraduate stud nt in thr dl•pa11m 111 of Buildi11g E((momic and Mrmogem 111 ot the 
niver ity qf Nnimbi, cnndurting a res arrll elllit/ed " MARKETIN OP n ILDING 
(} ll.JTA y SERVI ES IN T<ENl' II. 

n1is is forth pu17 os of pan fu!fi/m('llt qf the requirements of n ma~t rs Degree in Building 
Management. 

Your firm has l een se!Prted tn he inrlud('(/ in thr stud\ . As n re.wlt. I kind~v request ou to 
a .fist me b_ ompl ting the af!arhed questionnaire to make a useful rontribu1io11 t tiH' stud 
1-thich is vital to building ronwltants inth ir l usiness. 

To enable me to complete the re earrh in tim , I nm requestin~ \ 'Oil to return I he queslionnnire 
witlri n one week by \1 hich I hope \'Oil shall have found time to complete filling it. 
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a sucre s. 
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igned: ______ _ 
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~_]'10 

I RKETI I E VrR 

I. When did ur fi1111 s art np rating ....................................................... .... . 

2. What can 011 sa, is thr mission of your firm ......................................... .. 

... ...... ..... •••• 0 •••••••• •• • •••• ••••• • •••••••••••••••• •• ••••••• ••• ••••• •• ••••••••••••••• •••• •••• • •• • ••••••••• ••• 

3. What is th form of rour huc;in ss. 
i Sol propri orship 

(ii Partn rship . No. of persons ..... ..... ......... .. ......... .. ..... ..... . 

(iii pri vare ornpany 

(iv) Limit d cornpany 

4. Jrnpl ees rn y ur c tnpan in terms of 

mnher 
Directors 

Partn r 

Ass ciates 
Re ister d prcl~ ssionals 

uppor1 staff 
- Re ept ioni ts 
- ecretaries 

-Typist 

- Messengers 

- nv rs 

- I hers (. pe ·ify) ....... 

~tionatity 

5. Am 11g the office fa ilities that ar used on a day to da basis in carr ing out the offi e 

operatiom. pleas indict~t . 

Facili No. 
Computer 

Telephone 

Fax 
Printing machin s 
Photo c pyin machines 

thers 

I leads . .... . .. . ines ...... 

specif ········ ·· ············· ·· ······· ··· ........................ ········ ··········· ·- ··············· ··· ··· · 

6. Wh are our major clients(Rt~nk lhcrn in rder of importance) 

( ) tate a enc 

( ) orporate cl i nts 

() International agenci 

() ommunit lien1 
( ) Private I i nt 
() thers ( pee if .................................................... ............. ....... .... .. ... . . ·· ··· 

7. Jlow do , u g. t to kno , our Potential 
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. II \V d ur client t t know of O\J.. ..•••........•......................•. 

9. What ectors f the mark 1 do ou c;erve (eg. facl r I uildings institu tional uil ing , 
pr ivate and ublic huildin s el . ) . 
.... ..... ... .... .... .......... .. ....... ... ........................................ .. .. .... ....... ..... .... ... ..... . 

10 Whnl is our mtljor m~r I h c; ·tor ................................... ....... ··· ··: ............. . 

II . What ic; ur future mark l e pectatinn in term of: 
Con1petilion ..... .. ......... ..... ..... .. .. ...... ......... .................. · ·. · ....... · .. ·. · .... · · · · · · · · 

········ ···· ·· ··· ···· ··· ·· ········ ··········· ··············· ··· ····· ·········· ···· ······· ······· ·· ·· ········ 
emand ................... ... ........ .......... .. ............ .. ......................................... . 

··· ··· ··············· ··· ·············· ·········· ···· ·································· ····················· 
Natur f the clientele ......... ................................ · ......... · .... · .. · · .. · · .. · .. · ........ .. 

····· ·· ······· ······· ·· ··············'······························· ··· ······· ·· ······ ... ... ................ .. . 

12.(i) o ou segment your market in terms of 
(a) , ographietlliO<A'llion VF .. S I NO 
(b) Type or onslru lion YF"" I 0 
(c) Type of eli nt YE I NO 

(d) An 1oth r ( pecif ....... ................. ..... . .................................. YE I N 

(i i) f f your ans er for 12(i) is yes in any one case, why do you egm nt our market in 
the manner oh have tated .. ........... ........ ....... ..... ......... .............. .. 

(iii) lf all your answers for 12(i) are no. why do y u not egrnenl y tlr market ........ .. .. .. 

. (i I pr fila ilit 1 more in some sectors eg. factory building . institUtional buildings, 
rivate r pu lie building than in others Y • I 

ii) I f yc~ arrmP the mark 1 sectors in terms of th ir profitability .................. .. 
(i ii) If lh answer for 13(i) is no, why do you think proritability docs not differ with 

sectors .. .. · ... .. ... ................. ......... ... ... ... ...... ....... ... .................... ... . . 

t4 .( i Are ther different mode of competition eg. presentation ,fee. public relati ns, othet 
in different sec or Y 1 I NO 

(ii) If ye ~ r Q. 14(i)li 1 each eel rand its m de .. 

···· ·· ········ ········· ··· ····· ··· ··· ··· ···· ···· ···· ····· ······· ···· ·················· ····· ····· ······ 
(ii i) If your answer for Q. l4(i) is no, why i them de of competition irnilar for all 

ectors . ..... .................. ... ............................................................... .. 

. I fo \! do ynll f:~ ir in ·:1 ·II s ··tor <1s if ·oncct·hs ·ofnJ> ·1itiot1 
....... ....... ..................... .. .... ... ....... ..... ....... ... .. ............ .... .... ... ..... .. ......... .. 

16. What is our maj r challen in marketin our firm ........................ .. .... . 

17. What are you doing a out your maj r marketing hallenge .. .. .................................. .. 
18. (i T there any threat in your market fr m olh r quarter eg qua i - pr fessi nal 

Y IN 
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If the answer to . 18(i) ic; s h n anc;w r the following 
h is the thr at. .... ................................................................................. . 

( ) Are you d in an thing a an individual or as a group al Jt the tlirca that o are 
facing ES I 0 

c) tf the answer to (b) i y s. whttt are .you doing a ut our threat.. ................ .. 

{d lf the answer t (b) is no, why are y u not doin omethin about ur 
threat. .................................................................................................. . 

19. Wha trends can fore n in the competiti 11 ................................................... . 

20. flo d you market ur ervices ................................................................... . 

21 (i . Do ou kn w ho your c mpetitor mark t Y 1 S I N 

(ii) tf y h w d our competitor market. ............................. .... ... ......... ...... ...... . . 

{iii tf U1e an wer for Q. 2 t (i) is no, Why do you not know of h our c mpetitor 
rnarket. .. ...... .. ..... .. ........................................................... ..... ...... . ...... .. . 

22 . Jf your c mpetitors use different methods from y ur why do y u n t u e the same 
meth d as they do .... ..... ... .................... ..................................... .... .. ............. . 

23.(i)Do you know f other meth ds f marketing that can be u ed in a busines !ike y ut . 
YES I NO 

(ii) If yes 
a) which methods are these .... .. ........... ............... . ..... .............. ... . . .. .................... . 

(b Why d you not u. e the same methods that your c mpetit r use. ... ..... .... ...... ..... · 

(iii) If you d not kn ' ther method of marketing, why do ou 11 t kno ......... .. .. . 
........ .... .... ....... .. ... .. ....... ........ ............ ..... ........ .. ... ..... ... ......... .. ....... ..... .. 

24. What d y u con ider as the ma· r factor t be c nsidered in th marketing of ervices 
like y urs . . ... ... ........ ..... ............. .............. ...... ............................................. . 

25. Number the ~ II wing factors in the order of their importance in market in 
) Promoti nal acti itie 

() ee 
() uality 

26. til your pinion , Wh do your client come to you instead going t y ur c mpetil r . 

..... . .. ...... : .. . ....... ..... ... ··· ··· ····· ·· ·················· ··· ·· ············································ ·· · 

27 What features di tin uish your firm from others offering imilar servic s 
·· ············ · ........................... .. .................. ..................... ........... .. ... ............. . 
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_ . II w man~ im s has your firm hen ritecl in getting _job" in th la'il wo v aro; from pao;t 
cl•cttt''> r comm ndarions. . . . ... ... . ....... ... .. . . . .... .... . ...... ..... .. ......... . ............... . 

_9.(i) I lave you er declined to do a job for a client after b ing appointed (PI tl'i • tick) 
0 

(ii) If es . 
(a)' h did ou d lin to doth joh ........... ... ........... ................. ........................ .. 
( h I las the client e er appr0ach d you t~gain YK I 0 

c What d yo think is the reason for your an wer a 0ve ...... .. ............. ... · .. ........ . 

(ii) If the ans er lo Q. 9 (i is No, ar there an circumstances that would make ou 
decline a jot ffer YF.A I 0 

(iii) If the answer to Q.29 (ii) is yes. under what circumstances ould ou d cline a j b 

offer . .................... .. ... ................ ... ............. .. .... .. ... ....... ... ...... .. . ..... ... ........ . 

{iv) If your an wer to Q 29 (ii i no. wh would you not decline to take tip a jol offer from 
a cl ient ...... . . ..... . ....................... .. ......... ...... ... . ........ .. ...... .. ........ .............. .... . 

_ (i Is ur firm affiliated to an other firm or r>rofes ional association Y • I 0 

(ii) If yes. 

(a) Which profe sionall ody I firm is our finn affiliated t 

( ) f hat benefit is the afriliali n I member hip l your firm ...... .. .......................... . 

(c If your lirm i ani lialed to anoth r firm. ' here is the headqu~~rter ............. .. ... .... . 

iii) Jf ur an wer for Q 0 {i) is no 

(a) what are th reasons fot your ahswer a to why firm i not affili<lted to any 
pr fes ional body or firm . 

t (i) y ur firm encoura e it memh rs of taff to j0in ocial rganisations Y iS IN 

(ii If yes , 

(a). How does it enc urag this .................... .................. .. ......... .. ... . .. ........... . 

(b Which organ isali n .... ... ............ .. ...... .... ..... ........... ......................... ... .. . . 

(c) f what benefit is su h tn mbership t you ............... .. ...................... .. ... ....... . 

(iii) If the an wer to Q I (i) is no, 
(a) Why d y ur organisati n encoura it member to j in ocial organi ari ns 

2 (i) Do s your finn work with the arne team of con ultanl in mo t cases YE I 
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(ii ff yes -. hat are lh rea nc; ~ r thic; .......... .............................. ... ..................... . 

(iii) If the an wer for Q I (i is no what are lh r a 011 

··························································· ·· ······· ········ ············ ···· ·················· 

. (i Does ur firm keep a list of pres nt and flt\SI clien s 
R I 0 

(ii). If yes, 111e r all. ...... .. .. ....... ..... ....... ..................................................... . 
(iii). why does your firm keep uch a list ............................................................. .. 

(i ). If your firm does not keep ali t of clients it has deal with. wh does it n t keep such 
a I i t. ................ . 

4. Rank the foil in peopl h recommend ou l n w clients in order of importance by 
he number of times that they do, starling from the most important 
{ ) Architect 
() Quatltily sur eyors 
() Contractors 
( Engineer 
( ) Pa t clients 
() others ( specif ) .......................... . ....... .... ................ .. .......... .... ............... . ... . 

5. Which new papers , journals. and magazines does your finn buy 

36. Why doe y ur firm u the new papers you ha e li ted a ve .... ... ................... .. 

7.(i). D es our firm encoura e its memb rs t contribute articles in pro~ ssionaljournal 
YES / 0 

(ii) If yes. of what b nent is it toy Jr nrm ......................................................... . 

(iii) If no, wh does it n t encourage .. .. .. ..... ............. ..... ..... ............................... .. . 

38. How many persons in our firm en ure thatlhe firm o tains' ork due to their marketing 
management kill ( lick in the ( )) 

( ) ne partner I Ot; ner 
() ome of the partners ( h w many ) ................ .. ........ ..... ........... . .. .. 
() ne etnplo ee 
() ther ( pecify) ............ .' ................................. . 

39. If y ur firm does n t ha e a partner r empl yee with marketing mana ernent skill what 
are the rea ns(lick in the( )) 

(} small ize of the firhl in terms of lhe work load it can handle 
( ) . ck f enough m 11 y to em pi . such a per n 
() Management policy n l to empl such a per on 
() thers ............... . .................. . 
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. Ran he fl llo ing fact rs that need l he con idered while recommending a conc;ultant 
in order of imp rtance stating from the most imp< rtant 

() he lirrn'c; ize in terms of permanent! mplo ed taff 
rirm'o; experience in c;imilar jot 

{) T chnical and managerial kno ledge and perienc 
( ) Firm curr nt work loa 

) Quality r supervisi 11 

() Range f work that th firm i. capable lo perform 
) Firm r putation in relation t past clients 

() Pr fessional fee charged 

41. What ha beer1 your firms biggest bstacle in marketing ...................................... . 

2. Whal are y u doing ab ut it. ..... ..... ......................................... ....................... . 

I 

3. bo you c n ider your firm as successful I not succes ful in the light f the mission stated 
earlier Y I NO 

4. What can you say ha been Lhe single most important attribute to your current 
state. .. ................................ . ....... ... ....... ..... .............. ... ....................... . 

. List the number f projects handled in the last five years and the clieht 

State Corporate lnternational agencies Private Other total 

1989 
I 
1992 
1993 
1994 
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SE tiON n 

RKETiNG TR . GIES f ON ULTAN Y MARt<E 
· a li t f some communication artifacts that can e u ed in marketing of ervice like 

building con ul tant . Al the end of each art ifact itl the ()provided please indicate 
(1) you use 

(2) y u d n t use 
(3 y u do n t use but v ould like to use 
(4.) y u would not like to use 
(5) no comment 
Give •·easons 

le ter headed tlaper ( ) ... ... . ..... . . . .. ! .. ...... . ...... . ... ..•.•.. .......... •.•..........•...•........•. .. .••• 

lementary slip ( ) ....... . ... . ... . . .. .. .... . .... . ....... ... .............. ..... ..... .............. ......... . 
ed en vet ope ( . .. . ..... . ... . ... . ... . .. .. . . . ............ ...... .... ............................... .... ..... . 

B i s card ( ) .... ... .... .. ... .. ... .... .... . ......... ... .............. ... ............................ ... ...... . 
F I er ( ) ....... oo ooo· ··o .. o. o· ·· . . o . . o .. .. .. . . .. 0 0 ···o· ·· o····o·· ...... ··o····o······o·· ..•... o ........•... . . .... 
C ers ( ). ·····o ·· ·o·o· · · . . ... . .. .... . ...............•.••.... . ......•..•.••.. . •. . ..•............••...... .. .... . .• 
General brochure ( ... . ... . .. ... ... ........ .. .. . . . . . . . . ... .............. ... ... ..... .. .............. ......... . 

~ec li ts ) .. .... ..... .... ........... ...... .. ... ...... ...................... .... .. .............. ... ......... . 
d e · eon radio , newspapers. L v 0 or journal ( ) .. ................................................ . 
ien li rs 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0. 0 0 0 0 0 0 0 0 0 0 0 0 0. 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0. 0 0 0 0 0 0 0 0 0 0 0 0. 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 00 0 0 0 0 0 

ear on yellow pages oftelephone I tJsiness directory() ....................................... . 
release ( ) . .. .. . . ... . ... .. . .. ...... . . ..... . . .. . ... . ......... . ...... 0 •••• •• •••••••••• : • •••••••••••••••••••••• 

'city in the media during tart. progress or end of project ( ) ......... ....... ............ .... . 
letter .......... ... .. . ..... ....... .. .. ............... .. ....... .... .... .......... ... .................... .. . 

in s. BQ . amples( ) . . .......... . ... ... .. . ...... . ................. ............. ... ...... .. .............. . 
tographs of past pr ~ects ( ) .. . . . ..... .. ...... .. ............ ............................................ .. 

C 1 ri uting articles in journal ( ) .. .. ...... ................ .. .. .. ...... ............ .. .... .. ....... .... 00 .. . 

C<ii ender ) ........ .. ....... .. ... ..... ... .. ... .. ...... ... ............ ..... .... ....... .. .... ... .. ..... . 0 ••••••• .' •• • 

r con truct ion tecllt1ology seminars or popular national events like games 

• u e h1 ne t good cau es e. disabled persons fu llds ( ) ............ o ... o ............... .. 

E 1 itions ( ) .. .. ...... 0 • •• • •• • 0 •• • •• •• •• •• ••••••• •• • • • • 0 • ••••• 0 •• • • • • •••••• • ••• ••••• •••••••• • •• ••••• • • • 0 •••• 0 •• 

o T ( ) •• , o,.,, .. ,,.,, . .. . . , , . ... ,, ,, . . .. • •,, , •, , ........ . . . ,. •,, •,. •, .. ,, .. • •. •, ............. , .. , ..... ,,. o, .. ,, , 
~r:.e 'ce b ards ( ). 0 . 0 0 0 0 0 . 0 • •• • 0 0 0 0 0 0 0 ooo 0 0 0 0 0 0 0 0 0 0 0 0 0 00 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 • • •• 0 0 0 0 0 0 0 0 0 00 0 0 0 0 0. 0. 0 • • 0 0 • • 0 0 0 0 0 

· ·e ut Diaries ( ) .. .. . .. .... .. 00 ••• • • • • 0 • • 0 •• ••• • • •••••••••••••••• •••• •••• •••••• ·o· . ... ....... ..... .. .... . .. . 

Be w is a list of some acti v ities that are related to marketi11g . Please ihdicate in the ( ) 
ro · ed ( I) you use 

(2) you do not u e 
(3) you do n t use but would like to use 
(4) ou would not like lo u e 
(5) no comment 

gi e reason for your choice in the spac ..... prov ided after e ery qtle tioh 
Quo ing di f ferent fe in relatio11 t goal of the firm alld prevailing demand situation 

) reasons .. 0 ••• • ••• •• ••• •• • 0 • ••• • • • •• • • 0 • •• • ••• • • • •••• • •••••• • •••• •• • • •• •• •• 0 •• •••••••••••••• • ••• • •••• • •• • • 

--Qu ting different fee for the a me typ of building in different areas ( ) .. .. .... 00 
...... 
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M RKETJN , TR TR ,JE.. 1 l ,TA RK ~ 't 
Below is a li l of s me communicati 11 artifa ts that can b u ed in marketin f ervice. like 
tho e of uilding consultant . Atth end f each artifact in the () pro ided please indicate 

(l)y 1ue 
(2 you do n t u e 
( ) you do n t use hut would like t use 
(4 y u would n t like t u e 
(5 no comment 
Gi c rea on 

l er headed paper ( ) ............... .. ........ .. ..... ..... ........ .. .... .. .... . .............................. . 
1nple1nentary lip ( ) ........................................................................................ . 

Marked envelope ( . ....... .. ..... ...... ............... .. ............ ..... ... . ...... .......................... . 
Busine . card ( ) ....................................... ....................... . .. . .............................. . 
l==olders ) ................................................... ......... ....................................... .... . . 

ver ) . ..... .. ............ . ................................................... .. ............................. . 
eneral brochure ( ....................................... ........... .......... ...................... ... .... . 

Pr 1ecl I i t ( ) ................................ ....... ....................................... .................. . . 
Advertise 11 radio . ne spapers. t.v . or journal() ................................................. .. 
Client lis ( ) .. ......................................................................... ....................... . 
Appear on ell w pag s ft le hone I us in ss dir ctor ( ...................................... .. 
Press release ( ) .............................. ........ .. .... .... .......................... : ...................... . 
Publicit in the media during start, rogre s rend f r ~ect ( ) ................................ . 
New I tter ............... ................. .. ........ .... .................................... .............. .. . . 
Drawing BQs.samples( ) . . .............. .. .......... . ...................................................... .. 
Photographs f past pro'ects ( ) ... ................................. .................................... . .... . 

ontril uting articl s in journals ( ) ........................................................................ .. 
a lend r ) ............................................................................. ... ...................... . 

. p 11sor construction tc hnolog s minars or popular national ev nts lik am s 
() ................................................................................. ............................. .. 
Contribute money to d catl<; s .g dis(lhl d p rsonc; funds ................................. . 
::.xhi iti n ( ) .... . ... .. ........... . ........ ..... ....... .... . .. ...... ...... . ...... . ... . ......................... . 

. V ( .............................. . .................................................................... .. .. .. . 
ite n lice boards ( ...... ................ .. ...................... ... ................. ........................ . 
,ive out Diaries ( ) ................... . .... .... .. ......... .................................................... . 

B I w i a li 1 f ome (ICtivities that are r lated to marketing . Please ihdicate in the ( ) 
pr vided (I you us 

(2 you d 11 t us 
( ) y u d n t u b t would like t use 
(4 'OU w lid not like to u 
(5) 11 comm nt 

and give rea 11 for your ch ice in the spac .. . .. ro ided after ery qu ti h 

1. Quoting different fee in r lati 11 tog ale; of th firm and prevailin d mand siluntion 
() reason ... .. ............ .. .................. .. ..... . ........ ......... .. ... .. .... ···· ······ ..... · ...... ·· · 

2. uoting differet1t fe r r the ame p r
22 
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. Quoting differ nt f e for the same t pe f clienl in differ nt geogra hical area () 

4 . Quoting low fee for j b f certain clients ( eg. new clients old clients others 
( ......... .. ................ .... .......... .... ............. ....... ................ ......... .......... · .......... . 

5. Negotiating fee with clients() .......................................................................... .. 

. (i) Ita ing shares or intere t in firm or company concern d with building indu try such a 
con lructi nand manufactur ing f building tnaterial ( ) ........................................ .. 

(ii) In case you would like to hav intere t in a company concethed with building indu try 
which type of o mpany would u like l flave interest in ............................................. . 

7. xhibiting the name f the compan , ou'tside the office,.ostentatiotlsly 
( ) ............................ ......... ........................................................................... . 

8. t11cluding bo h the name of the profes lohal and the firm on ite liolice board ...... 

····· ·· ················ ······· ······················ ·················································· ··············· 

. Including the li t f the services offered on ite notice boards 
( ) .... ...... ..... .. ......... ............. ........ .......................... . .................................. .. 

10. Including professional affixes n site notice oards ( ) .................................. .. .... . 

ll. t-taving site n tice boards more than 50 mm. in height with o tet1latious format ( ) 

12. lla ing more than ne n lice board n ite ( ) ..................................................... . 

I . !laving notice ards 011 site before actual c mmencement f aclm\1 uilding work () 

14. l-laving n lice hoard on site aflet practical cornple ion ( ) ..................................... · 

15. Taking part in cornpetiti n without the consent of the A.A.K () ............................ . 
..................................... .. ....... ................... ...... ......... .. ............... .. ... ... ... ... 

16. i playing uilding design on site t1otice b ards () ........................................... .. .. 
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APPE otx n 

tro A tn • F R MiNi TRY F P n 

Dear ir 

i am a postgraduate studellf in the Dep011me111 of Buildin Economics and Managemellf, at tlze 
Uni ersit_ of Nairo i condu ring a resear, h entitled " M RKETI OF n I b!J G 
CO ULT NCY SRR I ,S I KE YA " . n1e pmpose of this is panial fulftlmem of the 
requirements of a master. begree i11 Building Management. 

Your depmtment has I. en sele ted as one of those 1 hich engage building con ultants 1H 
various projects. 

To enable me to omplete the research in tim , I am reque ting . m1 to return the que rionnaire 
1 ithin on week by whi hI hope you shall hm e.fOimd time to complete .filling it . 

Your assistance 1 ill be great/ ' apprerinted ill making this research 
su ces.iful. 

You rs 

Faith u/1 

* LLI WJLL BE TR • AT D 0 10 • Tt LY * 
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171e ministry n.( puf fir ll 'ork.\ pr()l•irles os H'r' fl as rommi~.siom nnd nd1 i'ies olhrr rlepannwnH on 
rommi inning of lttilding ronmftrmt.L 7lle main oim of this que timmoire is to get information 
m1 vo ,.;ous n 'ipect. !lwt relot e 10 com miss ioni llR o.( huilrli llf? cm1 'iff It rmts. 

SE TI 

I. What d ou consider as th · 

following 

most impor ta11L factor in a huilclin project amc ng th 

( ) ·c c;t control 

() 
( ) 
() 
() 
( 

'ompl ti n time f0 the pn j t 
Structural stahilil 
A lhetic app al 

ual it f lh final produ t 

thers (sl ci f ) .. .. .. .... .. ........ .. 

Jnd •ha ircumstances doe ou1 department com mission pri va e onsultants • 

...... .... ... .. ..... . .. . ... ... . . .. ..... . ... . .. . ......... .. ·················· ··········· ·········· ·········· ······· 

o 1 nsid r it n ssar • for an d ptlrlm Ill lik ourc;; have building con ultantc: 
ed ac: p rman nf m tnh rs of starr for it 's l1tildin proj t:;; YE.<; I NO 

. I ynu ccp a list of build in ' ronsultan s in nur dcp:utment 
I c 

5. 1f es. lly do ou keep such a list ...... ........ .... .. ....... ..... ....... .. .. .... .... ............. . .... . 

n.lf not p t\ list of huilclin!! COil'\ll llants . 
(i \.J h , dn rnu not p such " li~l. .. ................ .. ............ . ...... .. ........ . ............. .... . 

(ii . o •ou think a li~l of s lcctrd huildinl! consu ltants ' m tlcl be i111portant to our 
d par tJnctlt .. .. . .. ... . .. .. ...... . ... .. .. .. . . . ....... ... ..... .... ....... ... .. .... . .. ..... ... .. ... .. .. ............. . 

7. rr ur organic;;ation keepc;; a list of building consultanlc;; ho' (I u get th names of the 
cons tltant s to iwlude in th l ist ................ .... ............... .. ........... . .......... ... ............ .. 

' hal r quir 111 nt are here to he met b the huildin c nsultants b fore they are eligible to 
h 
enlist d ......... .... ............. ...................... .. ................. .. .. ..... ... ...... ... ................. . 

Q. llo oftrn 

10. What d 
consul ants 

you rev is thr l ist of yc ur huildin ' cono; tlltants .. .. .................... .. .. . .. . 

u percciv as th - most important factor while select in the following 

Quantity surv < r . .... ... . . .. ........ ...... ..... . ... .. ...... .. ... . . . ............ ... .... . . . ........ . . . ... ... .. . 

rchit 1 •••••••••••••••• • •••••••••••••••••••••••••.•••••••••••.•••.••• •••••••••••••••.•.••• • ••••••.• • •••••• •••• • 

En ineer .. ..... .. .. ........... ... ........ . ....... . .. . · . ............... .. .... · . ...... . . ...... ..... .... . ..... .. .. 
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II . ll :w you ev rapt oint d a cons 1ltant who declined tn take ur the npp< intmcnt 
YE I 0 

\ _. If y ·s . ' lmt r <1 < nc: u id he.' i c ....... ... ............... ......................................... . 

13. Would ou ap roa h such a consu ltant in future ES I 0 

I . ivc reasons ................ ... .. ....... ....... ... ............... .. ............ : ........................... . 

15 . Arc there any reasons that hinder our department from electing certain consultt1nts 
. ~ I N 

16. If yes. give th reasons .................................................................................. . 

17 . Wha can b dc111e about the reasons ...... .... ..... ...................... .. ........ ...... ............. . 

I R. The ovcrmncnt ad iscc; on p li . would you prop se "Iii ralisation " of the mark tin 

manag. ·m 111 pra tic h building consultants ( . h usc of c; lllll' of tht• rcwictcd I< 1lc; lik 

negotiating fcc. <tdverti sin in th media and l>illl oard etc.) 
YE. I < 

I Q. Which professional ad ise would rou like to ct fro111 the follcl\ ing consultants: 

Quanti! .' 
S\lr,·e 'Or'i . .............. ...... ...................... ..... .... ......... ................................. . 

1\rchitcctc; ...... .. ........ ... .... .... .. ..... ...... .... ...... ..... ... ... ............. .. .. .. ................. ... .. 

I nv.inc •r ......................... . .................. . .............. . ......................................... . 

~ 0 . Do ytlll think that there arc 'inmc service that arc offc eel I y snme consult:tnts that ou can 

d<l ithnut. V K I 0 

_ I. tr the answer is y s fnr the question above. which pro~ c;c;ional advic; cnn ' 0 1 do 

\\ ith llll ... . .. ········ ............................................... . ...................................... . 

.., ., What \\'(lllld 'Oil consider ;~c; distlstrnus pr:tctic h , luildin • collsullants in thci marketing 

m;mag ., 1CI11 nnd c;trat {!ics ...................... .... .............. .... .......................... ........ . 

.., _. Wha t cnn you ndvisc c nsultanls to do in ord r to tl\'oid s~1 c: h prncticcc;.. ... ............... . 

• • ~ • .. .. 0 • • • • • • 0 • • • • • • • ••• • 0 .................... j • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 ••• ••• ••••••••• 0 ...... t • ••• 0 •• 0 

2 . What ould ou Cldvisc COilSUittllll. to do in ordc to ilnpnl\'C their <.:hanccc; or hcin 

commissioned j ~ hy your department.. ..................... ..... .......... ....................... .. .. 
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. E TIO B 

llc;c th following informal ion to ans' ' r qu c;tion and 2. 

On a scale of I to 5 ran in from . 

1. f-c;c;en ial. 2. cr i mporta nl. J . Important. 

4. C)uit important. 5. Not important. 

1 Indica the importe1ncc of h folio' in ftl tor ' hil c; lectin <1 r no;ultanr h ' cnr rin the 
corrcsp nding number in the hrack tc; 1 ro ided () with the optionc; iven ab 'l'. 
(i) . ion<l rc'llllttli 11 a'i plann rs and org<misers ( 
(ii) . Si1 nl the 1rm () 
(iii . Prc,·iouc; xp ricn ilh th c nc;ul ant () 
(i,· . f-ricndl c op ration () 
(v . Pr vk111" work xp riencc in sim iiM roj ct () 
(vi) . Track 1 ord ( ) 

_ I low important do •o11 think the following. oulcl he in knowin' 

l tildin~ nnc;ultants 
(i) rrade journal () 
(ii) ( 'ontac ' ith oth r p1 ofessiomrls ( ) 
(iii) I ir uorics () 
iv) Sc ·iallunctionc; () 

(v Site notice he a1ds ( 
( i) . (' n ril,tllinn nl article-; i 11 ro~ sc;innal jo rrnal. () 
( iil J>oc;itionc; held in prn~ sc;inmtl n'i.sn ·iation.s () 

• . 1~;111 1 hl' f(,flowi 11 ' facto• c; 1 hal 11c cl In h cone; icl r d whil :l\ ·ani i ng. a jc1h 1 n• consiJU ·t ion 
onc;uiWllt'\ in nrd r of impc rtan hv ins rti11• 11111111 r I In ( c;tartin!! lrnm the mmt 

imr ortt~nt l 

() f'irrnc; c;itc ill I 1111<; c f p rnH\11 ntl 1 111plo d SI<Jff 
() I c h11ica l and m;ma rial kno' I dg and pen n 
( ) . Finne; (' r ri IIC in c;imilar ' rnjecrc; 
() . Firm ' c; cu r 111 \ 'Ork load 
( ) ( llfll if )' I f' <; IJf vic; ion 
() Ra11 c of wo1 k rhat the finn ic; ca ahlc tn 1 rfc11111 
( ). Firmc; rcpurar ion in r I at ion to pa<;l rlicnrc; 
() . Pro~ c;c;ion<~l lc cha g d 

Ciive sug!! c;tions on ' hat and hO\ huildin cnnc;ultant .s c;ho tl< do in rei r 1' improv th ir 
Ill thnd~ or rcflchill mor licnls ............... ... ............... ............ .. ............. .......... ... .. 
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APPR DIX III 

n 1L01 0 TRA TORS Q E. TIONN IR ·. 

DNtr sir, 

l nm a po51p,raduate studelll in the Depm1ment of T3uilding Ecmlf}mirs and Mn11ngeme111. nt the 

nil•er ity of Nairobi rondurting a rrsenrch entitll'd " M RKRTING OP n 1/.DINC 
co s /.,T. N l'. RRli/CES IN KENYA II. 

111e purrmse of thi~ is pmt fulfilmellf <?{the requirements of a mnsters Dep,rN' i11 nuilding 
Mnnagement. 

l'nw rom1 nn.\ has /Jee11 selerted OJ rme of those ll 'hirh e11goge building rmtsultonts i11 l'mions 

proj cts.To rnnble me to romp/ete rit e research in time. I om reque.'iting you to retum the 
questionnnire withi11 nil<' llfrk b) whi h I hope )oU 'illo/1 hm•e found time to romplete 

completin~ it. 

l'oHr ossiston e ll'i/11 e ?,rMtl\ Of/ r doted in making t/t i,~; 

Youn, 

·oirlt{ul"· 

Si 11 d: ----

P. l l lltiNGtJ 

f .A. STt ENT 

wt LL nE TR I TED ONFJJ> ~NTI t.L '!: 
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SE 'TtO"l A 

I. llnw many tim s on avera •e docs your companv unclenakr building on'\lructitlll proit'tls 
per \Tilr . . . .... .. . . . .. . .. . . . . . . . . . . . . . .. . . .... .. . .... .. .. .... ...... ... . . . . .. . 

-· R:rnk thr loll< "'in • rartnrs in urtlcr ol their impnnanrc in a hu iltlirw prnkr t. 
( ) Cm cnntrol 

()Completion tim ror lh project 

() Structural '\lahi lit 
( ro;thcti :rpJ al 
( ()11ality nl the final prn<lucl 
() Other'\ . SJ crify ............. . 

I. \ hen you \\':1111 to umlcrt:lkt· :t proj -ct ' hich ·ono;ultant do vou approarh lire;! tn achieve 
ynur aim ar Hill the lnllowi np. 
() C)uanlity urv yor 

() Ar hi1c 1 
( ) ~ 1 ruc1 ural r ng i nccr 
() ( 'ivil cn•inrcr 

() Oth '" o;pc ·ify ............. . 

·L no \'(l\1 h;\\'C hllilclin' (.'(lll<;llllantc; in pcrman Ill '111ploymenl h~ \'0111 (.'Olllp;lll\ YF$ I () 

" . It y " \\ h ith (lll ''\ 
(, II vnu do IHl h;l\' 
I h ' Ill 

c · nn<;t~ltant'\ mplnved I \ your comp:rny why d<lr ' I \'nu '1111 In • 

. Would \ 'Oil ron<;idt·r it llcn·<;c;my fnr an cntnJI111Y like ynurc; P hnvc huilcllll!l rnnsultilnls 
l' lllplnvcd a<> p ·rm;1nrn1 111 ·mh ' 1'\ ol St;'ln for itc; huilding pmj ·c ts YI·S I NO 

H.(i) I o yn11 k cpa lic;t nl building cnn-;ult<Hllc; in ytntr company 
'ES I 1() 

(ii) If the anc;wcr to () .R(i) i~ ycc;. 
(a) Why do vnu keep -;uc:h a li'\1. ...... .. .......... .. .. . ············ ····· .. ·· ·· ········· . ............ . 

(h) . lim cln you JCt the ll;'tlllt:S of the cormrllmllc; In include in the li-;t ...... ........... . 

(c) . \ lwt r ·quir mcnl~ arc th rc to l met h the huildin• conCiultarH-. 1cf re they arc 
·ligihlc to he nli<;tcd ......... ... . .. ........ . ...... .. ... ...... .. .. ........................ .. ..... .. 

(d) llcm oltcn do )Oll rl' vi<;c th lic;t ol y< ur h tildin~ ron" lltilnl · 

2. 0 



rii) .Jf VOII de llOt kc p Cl lis of huildin cnnc;ull<lll '\ 

(a) . \ hy do ynu 1111t kcq c;m:h a lic;t. .. ... . . ...........•..... .................... 

b). I o •nu think a lic;t of c; Icc ted building <.:onc;ultant'> "cHild h · impmt<tnt to Clllr 

'(llllp;my \' t;:._c:; I () 

4. What dn y<nt perc ivc ns the nfost important f<1 ctor while sckctin the fnllt1wing cono; uh:tnt~ 

<)uanlity o;urvc rorc; ...... .. .. .. .. .......... .. ..... .. ...... .. ... . .. .... .. . .. .. ..... . .• 

n.:hitcc: tc; ................. .. . ......................... ... ...... ...... .... , ................ . 

('ivil nginccrc; .. ··· ·········· ··· ········· ······ ··· ··· ······ ····· ·· ····· ········ ···· ······ 

St uclltral cngin rc; .... . ...... .. ........ ...... ..... ........................................................ . 

Other cnno;ultalll'i (c;l ccif ') ·- ........................................ ................ .. 

10. llo" do ynu !! ·t to kqnw ol huilclin• t:nllsult<lltts.. ............. ..... ..... : .... . 

II Which prof c; , intw1 <~d ic;c would . nu lik to •cf from the tnllowing conc;ultanlc; 

()IIC\111 it y 
'illfVC_'Cll 'i ..... ... ........................ . ............................................................... . 

rchitcrtc; ........................................ .. ......................... . 

l·ngin rli .... . .......... .. ....................... .... .............. .. . .................................... ... . .. 

1 ~ I o \'PII think th re <tr '\omc c;cn ieee; that r1rc offered h c;omc huildin!! n,mulw•Hc; that ynu 
C<lll do\ ith otlf YE, I () 

l . If the an " r ic; C'\ 11hovc which prof c;c;ional c;crvi ·cc; can you do" ithou1 

1·1. W(lnlcl yo11 like to c; • the building · nn~lrltantc; citing :tr li ' ·I , ill\ nh eel in ad vcrti~ing 

tlwir 'il' l' ir ·~ <1~ in th 111 dia ;md n • 1tiarin th ir c;ntl · <,f fer in nrd r to , •t IIHlf rliL' \11" 

YES I 0 

I 5 What arc yn111 r <l 'ionc; lor •o 1r iiiiSWCr in quec;tion 1 al n' l' 

1( . !lave vou •ve 1 <1ppoin1 d wno;ulr ;mt whn <Iedin cl hll:t l' 111 the a1 pointlllL' llt YES I 0 

I 7 tr \'(''i. wh;tl rc;tc;Onli did they giH· .............................................. .. 

I X. \ nulcl ynu <~ppnmch c;uch a conc;ullant in fu1m YE. · I 0 

19. ii c reason'\ ................................. . . . . ....................................................... .. 

20 . Arc there any fl'i( nc; thtll hinder your c 111pany frnm electing cenain YES I 0 

-· 7 



21 .I ryes give the reasons . ... .. . . ... . . . . . .. ..... .. .. . . .. . ......... .. ....... .. ... ....................•........ 

22. What can he done at o 1t the reasons ... . .. . . . ...... ... ..... . . . ........... .. ...... . .... .......... ....... . 

23. What would you consider as disastrous pra tice by l11i ld ing wnsultcllllS in their markclin[?. 

mana cmcnt and strategies . ... .. ... ... . .. . .. . ..... . . . .... . . .. .... . . ... ......... ... ............... . . ... . 

SE TJON ll 
' lsc the following information to an wer questions I and 2 

n" cal ranging from I to 5 ie .. 1 = Not important 

2 = uite importr~ntJ = important 4 = r important 5 = 1-.ss ntial 

l . lncli ate th importan e of th foli o in ft~ct rc; while" lectin a consultflnt by entering the 

corresponding number in the brackets pro icled () v ith th options given above. 

(i) . lo0cl reputation as planners and organi,.er () 
(ii) . Si? nf th rirm () 
(iii) . Pr i usc perienc with the consultant 

(i ). fori ndl c 0p ration () 

(v . Previnu work experience in similar project () 

(vi) . Track record () 

(vii) Rccnmmcndation I a fri nd ( ) 

1. I I w important dn you think the folio in would 

I in kn )\ ing o building consultants 
i . Trad journal ( ) 

(ii) . ' ontact ~.: ith o her prnfessi nals () 

(iii ircc tori s ( ) 

( i . Soc ial function<; ( ) 

( ) .. itc notice h< ard () 

( i) . ·ontr ihution of Mticles in professionaljourntlls () 

(v ii) P0'\ it ion c; h ld in prnfl ssiPnal assn ialions () 

J. Rank the foil \ ing fac tors that nc clto h conc;icler cl hil a t'lrdin a joh for co11strurti n 
consullanc b marking l toR from the most imp rtant. 

( } . Firms c; i7 in terms ( f pennanentl mployed staff 

( ) . T echnica l and manag rial know! dg and e pericncc 

( ) . f-irm perience in ')imilar rroiecls 

() Firrn ' c; current v ork load 

( ) . Q 1al it of supervision 

( ) . Ran e of ork that the firm is capablr to perfnnn 

( ) . Finne; reputation in relation to ra t clicntc; 

( ) . Professional fee charged 

4. ~i ve suggestions on what and how huilding con<;ultants should do in order to impr ve their 

111 thnd of reaching m r lien s ..... . ....... .... . . . . ..... .. . .. .. . .. . ........ .. ..... . .... . 
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APPENOIX tv 

Q EStt NN IRE, FOR BlnLht G bEV t l OPERS 

Dear sir. 

I nm n postp,rndume sturfenf inrhe L epmtment of nuildin!!, Eronomirs and Mnnngemenf. nt the 
Unil •er ity of Nairol i conducting n research entitled " M RKETIN , OF 11 nnTNG 

ONS 1/ .T. ' Y SRR I ES IN kENYA ". 

The PII'7)()Se of rhis is pn11iol fu((ilment of the requirements of n mnsters egree in Ruilrfin 
Mann g emenf . 

Your OI'J~nlli.mtion hns IJeen seler!ed as nne of !hose which C'llf',nge lmildi11!!, ronsttltnnt.s in 
vnrious proierts. 

To ennMe me to complefe !he resenrch in time, I am requesfing you ro refum !he questionnaire 
ll'ithin nllf wrek I\' ll'flirh I hope \'nu shn/1 hm·e found time to romplete.{illiflf! ir . 

011 r a.ui.Hnnre wi II he !!. rentlr appreciat rd in mnki ng this 

re enrrh .wrces!i{lll. 

Yours. 

Faithful/\'. 

Sign d: -------

r. Mil ' ll liN i\1 

( M.A. ST ENT) 

AI L INFORMATION WILL llE TR ~ATEO ONFII ENTIA .L 
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SE TIONA 

I. !low man ' times docs our orgallisation undertake building conc;truction prniccts p r . car 

.. ······ ·· · ·· · ·· ······· ··· ···· ·· ······· ··· ·· ··· ············ ···················· · ······ ····················· 

. Rank the following fa ·tore; in rder nf their importance in a huilding proi ct 

( ) .ost control 

() ~ompletinntime for the prn·c ·t 

()Structural stahi lit ' 

( ) sthetic app at 

() Quality of h • final product 
( ) ()thers . spec if . . ......... .. ....... . .. ...... ... .. . . . .. . ... .............. . ..... . 

1 . When •ou w<~nl to construct which consu ltant d y u ap roach llrc;l In achi ·vc our aim 

( ) Quantity sur e or 
() rchitect 

( )Structural engineer 

(} Civil engineer 

() Other. (. pecif ) 

4. t)o you have 1\lildin!! onsultants in p nm111en1 employment h your or anic;ationYk /NO 

5. 1 r . cc; which ones ................................ . ....................... . .................................. . 

6. II you do not ha cnnc;ull<~nl~ employed hy nur rirm . hy dnn't ou emplov them 

7. \ ould you conc;idcr it n c;c;ar for an organic;ation like ours 10 have huilcling consultants 

cmplo cd ac; p rmancnt Ill mh •rs of staff for its building proj CIS Yf~ I {) 

R. C i > f n :cut k cr a list nf' building conc;ulttlnts in our nrgani. at ion E. I 0 

( ii . II 't'S for() R (i). 
(a). \ hy do ou keep such a list ....................................................................... .. 

Ch) . flow do you el the 11t1111cs of th consultants to include in the list. ..... . ............... . 

( ). Wht~t requirem nls ar there lo h met h the buildin ronsultt~rll c; hclor he 1 arc 

cligille tn h enlisted . . ............................ .. ................. .. ................................... .. 

(cl . I lo v nf!cn do you rev ise the list of our building ·onsu ltants .................... .. .......... . 

............ ................. ............ ....................... .............. .................................. .. 
iii).lfthc answ r to Q. 8.(i) is no ic., ou do not keep t1 list of'huildin conc;ultants 

(a) Why do 'Ott not ke 1 such a list .......... .. ............. .. ....................................... .. 

(I ). tr ou do not ke p a list of selc ted building con ultanls do you think a list or selected 

hu i !ding. conc;ultants would he important to 
240 
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q_ What do . ou 1 r e1v as the most important factor while c;elcc.ting the fnllcm in consu ltnllto; 
uantit • su e or ................................................. ····· .. · · ·· · · .... ...... ... ........ . . .. 

rchitect ......... .... .... .. .... . .............. .... ........... .................. ..... ............................. . 

Eng i ncer ............... .. . .... . ...... .. . .... .......... .. ........................................................ . 

I . I low do ou t to know building consultants .... ..... ..... .. .............................. . 

f)uantity surveyors ....................................................................... .................... . .. 

r hitec s ................ .. ... ...... ................. ... ....... ... ...... ..... ........ ..... ... ................... . 

Engineers .. .. ..... ....... . .............. . ............... . ............... .. . .......... . ....... .... . ............ .. . 

12 Do you think that the1 c som pn fessional services offered by some buildin!l comultants that 
yo 1 ca ll do without YE.. I 0 

13 . If yes . ic . th re arc snm profc. sional servic c; that y u can do without. \ hich scrvi · s can 
•ou do witht ut.. ... . . . . . . .. . .. . . . . . .. ... . .. . . . . .. .. . .. . . . . . .. .. ........ .... .. . . . . . . . . . . .... . ............... . 

14. W uld ' Oll lik to sec building consultants actively part icipating in :tdvcrtisin th ir 
c;enrices as in them dia . l ill! oards . etc. and negotiating th ir cono;ultanc fcc YES I NO 

I. Wha arc rour reasons for . our answer ahov .............................. .................. . 

16. I lav ou vcr appointed onsultants' ho declined to take up th appointm ntYES I 0 

17. If ye .. ,. hat reason did the give ...... ...... ..... ........... ..... .... ......... ............. ...... . 

18. Would ou approach such a consultant in futur YE...~ I 0 

19. iive reasons for our answ r abo e ........ ... . . . . ....... ....... . ............. .... ......... .. .. .. 

_ . Are th r any reasons that hind r our organ i. at ion from selecting certain onsultants 
E I N( 

_t . lf yes give the reasons ......... .... ..... . . .. .... ..... ............................ .. ..... ................ . 

22. ht1t ca n he don about the r t~sono; ......... ..................................................... . 

2 . What ' ould ou nsider Rs disastrous 1 ractic h building consultants in their marketing 
management and strategi ·" · ....... ...... .......................................... ...................... . 
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SEC'TIO n 

\ lc;c the folio" in infnrmati 111< an<;' 'I questions I and _ 

On a scale ran i ng from I to 5 ic . 

I =Essential. 2 - Ver important. 3 = Imp rtant . 4 = Quite important. 5 = Not important 

I . lncl ict~te the importfln e of th following fn ·tors whil s I ting a cnnc;ultant hy entering the 

cc rrcc;ponding 11111111 cr in the hrack Is provided () with the options giv '11 <1hnvc . 

Ci . Clnnd reputation ac; plann rc; and or anic;ers 
(ii) . <)i7 of th rrm 

(iii) . Previous e peri nee' ith th consultant 
(i ·). Friendly root erati n 
(\ . Prcvio '" wruk e 1 ericncc in c;imilar project 
(vi). Track rc or<l 
(\ ii) RecnnllnetHiati n h 1 a friend 

() 
() 

() 
( ) 

() 

() 

( ) 

llrm imt ortant do you think the fnll< \ving would 
h in kll(n ing of build in consu ltants 

i). Trade jottrnal () 
(ii) . ·ont<Kt ',ith nth r profrc;sinnals 
!iii). Di1c ·tc ri ~ () 
(iv). ~ot: ial Junctions ( 
( v). Site not ic I om cl ( ) 
(\ i . C<,ntrihuti< 11 of <lrticles in prol'csc;i< nal journals () 
(\ ii Positions held in pro~ sc;ional assn·iation () 

J . Rank th following. fnctors th(lt n cd In >e con id red while t~warding a job for constru tion 
nnsultanr h 1 marking 1 In R from the most important. 

( ) rinnc; si7r in ten IS nf permanent! • cmplo cd staff 
( . cclu ical ancl n1anagerial knowl d and xpcricn ·c 
( ). rinnc; c pericn e in simil<lr rrnjecls 
( ). Firm's current c rk lnacJ 
( ). Qnalit O( Sill crvi<:inn 
( ). Ran c of\ ork that the 1rm is Cilpahl to perform 
() . Finns teputatinn in rclr1tinn to past clients 

. rn fcc:sinn<Jl fcc charged 

. 'i,·e sugg stinm c111 ,·hat and how huildin consultant hould do in ord 'r to impro c their 

mcthnds nf reaching more client.s 

························· ·········································································:·· ·· ·· ··· ······ 

tl 



PPRN I IX V 

I. What ran e of ser ices do you ffer ................... ........................ ...... ................. . 

2. Who are our major lients ... ...................... ........ ....... ....... ...... . . ........................ . 

. T o · u offer ma keting s rvic s for professionals r i es YE.. I NO. 

4 . 1f es' hat do 011 d0 in d tilil. .............. .. .......................................... ... ..... ...... . 

5. Wh ar your maj r pro~ s<;i nal client-; ........................................................... . 

6. Wh 

7 . re there oth r profe-;sklll<ds that o 1 think ct~ n b n - 11 from y< m servic c; _ ••••••• 

9. 1f y u d n' t off r metrketing ser ieee; f r profess ionals why do . ou not. .............. . 

10. n ro 1 think vou an he of any us to I uilding c< nsullanc ' consult(lnts .. SIN 

11 . If es what ca n yc 1 lo for them .... ...... ....... ......... ......... ...... .... . ........................ . 

12 . If no what would ou advice them .......... ........................................ . . ......... ... .. . 

. Whflt do you think ic: the mfljor obsta I of marketing of professional service .......... ...... . 

···· ·········· ··· .. .................................. ..... ............ ..... .. ...... ................. ............. . 

14. Can oil sug.gcsl he' I he prohlc111 you hfl c 'illll d a hew <.:all ll cwercc m ... . .. ... .......... . 

. What chall n cs do you forese in marketing of 1 rofessional . crvic sin f Jt 1r .. ... 

···· ···· ········· ·············· ··· ······ ······· ··· ·········· ········· ·· ········· ·· ············· ·· ····· ·········· 

16. What is our ad vi e in li ht of thes fu 1r hflllenges ... ... .......... .................. _ ..... ........ . 


