
Building a Brand-Driven
Consulting Firm

What works in B2C marketing isn’t necessarily effective in the B2B 

world. At the same time, we live in a dynamic business world and 

many practices that were thought to have been ineffective in B2B 

industries are now proving to be very successful. In this eBook, we  

go over the guiding principles for driving B2B business growth, but 

leveraging many of the best practices traditionally considered to be 

unique to B2C. 



In this eBook, we provide the latest guiding principles 
for how small consulting firms can drive growth by 
defining and creating a strong brand and bringing it to 
life operationally. Brand positioning will help consulting 
firms more easily execute practices such as thought 
leadership, expertise marketing, human capital, and 
knowledge management. Branding is often seen as a 
necessity for only large organizations or highly visible 
firms. The benefits of a strong brand play an enormous 
role in growing the business and even improve the 
quality of services overall. 

There tends to be philosophies and beliefs in the brand management world that are simply not true 
today, much like with marketing. Throughout this eBook, we will look to debunk the following myths:

Brands are just for the big guys (like McKinsey, BCG, Accenture)

Branding is all about communication (logos, taglines, visual identity)  

Building strong brands costs millions of dollars and takes many years

Being highly specialized is suicide for small consulting firms

If we are a small organization, the personal brands are much more important—not the firm’s brand

Social media is ineffective and irrelevant for professional services
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To what extent would you say your firm has a brand?

We don’t really have 
a brand. It’s basically 
our company name

We have a very strong 
brand. It differentiates 
us in the marketplace

We have a brand. It has 
meaning beyond merely the 
name of our company
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We believe a strong brand is a powerful way to differentiate your consulting firm. So, how would you 
rate your company’s current brand-building capabilities? 

The first step to creating a powerful brand is to understand what a brand exactly is and what it does. 
A brand is much more than a name, a logo, a tagline, or an ad. 

...your client’s strongest initial reason
to believe that your firm is the right fit 
within all the possible candidates. Many, 
if not all, of your potential clients will 
start their evaluation process from some 
previous knowledge and initial, 
high-level research. Once they gather a 
list of possible consulting firms, a strong 
brand will differentiate you from the rest 
of the pack. 
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Compared to your competitors,  
how would you rate your company’s 
brand-building capabilities?

?
B2B companies with 3-year CAGR  
of +15% believe their brand 
building capabilities are a great deal 
stronger than their competitors*

79% 

What is a Brand?

A brand is... 

Consulting Firm’s Brand

Partners’ Relationships

Relative Influence

Awareness

Consideration

Engagement

Loyalty

Advocacy



If your consulting firm has a well-developed and strong brand, your services will immediately shine 
compared to the competition during the Awareness and Consideration stage of the customer journey. 
A strong brand makes clients feel comfortable and they will be easily inclined to believe that you truly 
are the best at what you do. 

...the basis for organizing and operationalizing your overall strategy. A crucial part of creating a strong 
brand is developing a clear, thorough brand strategy. 

...a filter for your firm’s own decision making and long-term strategizing. When you go through the 
steps to create a framework to develop your firm’s brand into a clear, powerful one it causes a ripple 
effect that naturally forces your partners to focus on what matters most. 

Once you have created a strong brand, you will be able to easily answer difficult questions like which 
clients to focus on or what kind of customer experience is best for your clients. A strong brand 
depends on creating focused operational goals and processes, which results in easier and more 
consistent decision making for the firm’s partners.
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A brand is... 

A brand is... 

Which clients/prospects
should I target?

High-growth, middle-
market companies in 
the technology sector

What should my
service offerings be?

Business strategy, 
supply chain, change 
management

What is my ideal
engagement model?

Highly iterative 
processes, deep 
client integration

What kind of experience
do I want for my clients?

High-touch, senior partner 
involvement, knowledge 
transfer



The different facets of your brand strategy will play a role in many aspects of strategizing and running 
your firm. Once you create your brand strategy, it will carry the guiding principles that organize many 
other crucial pieces of your business. 

Take a look at the example below. Once a firm’s  brand strategy is carefully thought out, other 
important questions and organizational behaviors easily fall into place:
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Human 
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Areas

Thought 
Leadership

Expertise 
Marketing

Client 
Experience

Market 
Offerings

Brand 
Strategy

Human 
Capital

Knowledge 
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Thought 

Leadership
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Complete 
Solutions



The journey small consulting firms have is not an easy one, but we often see clear brand strategies 
greatly impact the entire organizational process. A strong brand strategy produces really positive 
results after going to market and plays a pivotal role in continuing business  growth. 

So, now that we understand the overall purpose and operational benefits of a brand let’s look through 
the necessary steps and processes needed to create an effective, strong brand for your firm. 

One of the most important aspects of developing your firm’s brand into a strong, powerful one is 
clearly understanding the voice of your clients. If you are able to really know how your clients think 
and where they see value, you can craft a value proposition and brand strategy that effectively grows 
the business. In order to do this, though, the first step is to thoughtfully and strategically target your 
ideal market.
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Target Selection

Brand Strategy Operationalization Go-to-Market

▪ Target Selection

▪ Brand Positioning

▪ Professional Associations

▪ Speaking Engagements

▪ Proprietary research

▪ Content / Social

▪ Practices & Offerings

▪ Client Experience

▪ Engagement Model

▪ Pricing Structure

▪ Content / Assets

▪ Performance Management

Voice of Client Strategic Intent



It’s easy to think that narrowing down your focus and shrinking your target market will make growing 
business harder. This can be true in some cases, but the reality is that if you do the proper research 
and thoroughly think through who your best audience is then growing the business will actually 
become more efficient. You will have to sacrifice reaching some possible customers in order to better 
connect with the one’s that will help grow your business in the long run. It is a difficult business 
concept to execute, but the results will be well worth it. 
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How would you describe your approach to targeting clients?

It’s broad—we sell 
to pretty much 
anyone willing/able 
to buy

It’s very specific—we 
pursue certain buyers 
w/in select companies

So-so…we target 
companies, but not 
individual buyers (or vice-
versa)
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Sectors Companies Functions Levels Mindset

Our Target Client

▪ Professional 
Services

▪ Consumer 
Goods

▪ Healthcare

▪ Middle Market 
Businesses

▪ Fortune
1000

▪ Marketing

▪ General 
Management

▪ VP and above

▪ Corp/BU Leader

▪ Obsessed with 
driving business 
growth

“The essence of strategy is 
sacrifice”

—Michael Porter
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Brand positioning is similar to target selection in that it will sharpen the overall focus of your firm and 
drive better results. In order to find the optimal brand positioning for your firm’s brand, you will go 
through a series of processes highlighted below that, in the end, sharpen the overall focus of your 
organization.

In order to decide what the best way to position your brand so your target audience is more easily 
compelled and driven to buy, you need to clearly organize and explain your services. This is key to 
eventually crafting a powerful brand positioning, and will also help your firm stay focused on where it 
adds the most value for clients. 

For example, this is how we at FullSurge have decided to best offer our services and organize them 
within our organization: 

Brand Positioning

Organize Service Offerings

Target Growth-driven brand and marketing executives

Frame of 
Reference A strategic consultancy

Benefit Helps clients achieve enduring business growth through brand-building, 
marketing and innovation

Reasons To 
Believe

Strategy-first 
Philosophy on 
Brand

View brand as a 
lens for business 
strategy

Zero-in on Issues 
that Matter Most

Relentless focus 
on only core 
business issues

Dedicated, 
Senior-Partner 
Teams

Highly 
experienced and 
engaged delivery 
team

Flexible Business 
Model

Adaptable to 
clients’ 
organizational 
realities
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As a small consulting firm, it is also very important to decide what your optimal engagement model is. 
Properly positioning your brand will depend highly on the way your engagement model comes 
together. So, how will you offer services in a way that differentiates you from the competition and 
adds the value your clients need? 

For example, a small consulting firm can have the following engagement model: 

Curate an Engagement Model

Brand Positioning

Value Proposition

Portfolio & Architecture

Customer Segmentation

Customer Experience

Naming & Messaging

Brand Growth Brand Metrics

Brand Strategy Brand Development

Project Approach
▪ Voice of Customer (VOC) 

orientation

▪ Iterative processes

Staffing Configuration
▪ Small teams of highly 

experienced and deeply 
engaged senior partners

Client Integration
▪ High degree of client 

integration (vs. “black box”)

▪ Senior-level sponsor and 
ongoing involvement

▪ 25-50% dedicated core 
team member
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How well does your firm market itself today? It’s one of the most important questions to honestly ask 
yourself. 

We consistently see the marketing strategies below strengthen many small consulting  firm’s brands 
and grow their reach. If done strategically, choosing the right partners and creating value for potential 
clients pre-engagement your firm will be in great position to grow the business: 

Go-to-Market Strategy

Small consulting firms often struggle to decide the best way to price their services. There are many 
different models, and they can all work very well. What’s crucial to creating a proper pricing structure, 
though, is carefully thinking through these three aspects of pricing: 

Create a Pricing Structure 

Philosophy
▪ Price based on value of work to 

client (as opposed to cost of 
work to FullSurge)

Terms
▪ Fixed Fees based on agreed -

upon SOW (as opposed to 
Hourly Rates)

Special Cases
▪ Consider contingency-

based fee structure

▪ Based on pre-determined
in-market metrics

▪ Accounts for downside and 
upside potentials

How well does your firm market itself today?

Not well…we don’t 
do very much in the 
way of marketing 

Extremely well…we’re 
active in both traditional 
and online marketing

So-so…we speak and write, 
but don’t do much online 
(or vice-versa)
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Professional Associations

11
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Speaking Engagements

Keynotes, Presentations, Workshops, Tutorials, Webinars 
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Proprietary Research

Target: Brand and Marketing Executives
Research Objective: How do Brand, Marketing and Innovation drive Growth?
Cost: ~$7,500

>15% 3-yr CAGR

21%

79%

+

541 Respondents 16 In-depth Interviews

6-month Editorial 
Calendar
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Social Media

Groups Content

Analytics

Events

Blog Posts

Content

Online and social activity has driven NEW visitors

• 81% increase in session traffic in September

• Total referring domains improved 200% in September and October

• Total referring pages improved 150% in September and October

• Backlink domain rank increased from 36 to 46 (30–70 = average)

• Domain rank is equal to or greater than competitive benchmarks

• Several high-potential, qualified client leads
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Many consulting firms do not see branding as a worthwhile aspect of the business and don’t spend 
time and resources on it. Many firms even go the route of developing strong personal brand’s instead 
of focusing on the firm’s own brand. Throughout the years, we have guided and watched consulting 
firms go through careful, strategic brand development projects with the goal of strengthening the 
firm's brand. The results are enormous. A strong brand has similar results for small consulting firms as 
it does for large organizations—valuable client’s relate with the company much more efficiently and 
growing the brand becomes intrinsic to the overall organizational process. 

There are many misconceptions when it comes to branding a smaller consulting firm. Throughout this 
eBook, we hope to have provided more clarity on how to best create a strong brand for your firm and 
have left you with these guiding principles: 

For a small consulting firm, your brand is your business. It should ultimately define and drive 
everything your team does. 

Voice of the Client (VOC) is critical. You need independent, objective, and unfiltered input from 
the market. 

You need to “sacrifice” to win by narrowly defining your expertise and dominating it consistently. 

Choose your agency/consulting partners carefully, and only work with those that really 
understand your business. 

You have to create a strong digital profile and presence. Although engagements aren’t won online, 
they can easily be lost online. 



Feel free to reach out to us via email, phone or social media.

1603 Orrington Avenue, Suite 600
Evanston, IL 60201
(312) 239-8985

FSinfo@FullSurge.com

@FullSurge

FullSurge on LinkedIn
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