
In February’s “Professional Development”
column, Jennifer D. T. Kruschwitz, an 
engineer specializing in optical coatings,
described the pros and cons of consulting as
a career choice. This month she offers advice
on how to connect with potential clients.

Now that you have laid the founda-
tion for your consulting business,

it’s time to get the word out. This column
describes a number of promotional
strategies aimed at marketing your 
services and attracting potential clients.

The printed brochure
To generate consulting work, you should
always have brochures to mail to col-
leagues, contacts, companies and anyone
else you feel will benefit from the infor-
mation. Your brochure should be easy to
read, eye catching and interesting. The
simplest and most cost-efficient style is
the triple-fold: it’s easy to create and easy
to mail. A bigger brochure is always a
possibility, but the increase in size will
come with a higher price tag in terms of
both printing and mailing.

The brochure is an invitation to
potential clients to use your services.
Jon Spolestra, author of Marketing
Outrageously, recommends use of the
“slide” format shown in Fig. 1 in the first
installment of this column. The headline
leads the reader to the sub-headline,
which in turn leads to the first paragraph.
Before the reader realizes it, he or she has
read all the way to the bottom. Build
identity with your audience by explaining
who you are, what you do and the kinds
of projects you have completed. Try to
explain the benefits of your services in a
way that makes the customer want to
contact you immediately.

Your brochures and business cards
should be seen. Give them out as often as
you can. Create a mailing list of potential
clients that includes contacts made
through networking at expos, meetings
and seminars. Ask for referrals from col-

leagues and others in your network, but
stay away from purchased mailing lists:
they are costly and the return on invest-
ment is always low. The most promising
potential customer will be one with
whom you have already developed a rap-
port. Send out your brochure, business
card and a short cover letter to everyone
whose name you insert in your contact
database. Make sure you follow up with a
quick phone call. This telephone call is
key to finding out about potential work.
Without follow up, you may never know
if the contact has actually received your
information.

Ask your contacts if they would prefer
to receive an e-mail copy of your
brochure. Electronic transmission saves
you money in printing and postage. But
don’t send unsolicited e-mail, since it can
be construed as spam. With e-mail, as in
the case of the printed brochure, follow-
up is the best way to solidify the relation-
ship with a potential client.

The online brochure
Your Web site should be an expanded ver-
sion of your print brochure, and just as
interesting and eye-catching. It should be

easy to navigate and not take excessive
time to load. If you have hired a consul-
tant to create the site, be ready to give
him or her a catchy phrase or title that
describes what you do (fewer than five
words if possible), a one-sentence
description and a list of key words that
describe your abilities. If you need help
creating a list of key words, visit competi-
tors’ Web sites or other sites that share a
common theme with yours. Check out
their key words by viewing “page source”:
the title, description and key words are all
listed at the top of the page code. Another
suggestion is to add commonly mis-
spelled technical descriptions to your
key-word listing (i.e., fluorescence -
flourescence). If your name is difficult to
spell, include the common misspellings
in your key-word list as well (i.e.,
Kruschwitz - Crushwitz). You never know
what a potential client is going to type
into a search engine to find you. Your key
words have to represent as many search
term combinations as possible.

Get linked
Now that your business is connected to
the Internet, it’s time to attract potential
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clients to your site. The easiest way is to
link your business to sites that promote
consultants. WorkinOptics.com, for
example, created by OSA as a search
engine for jobs in optics and photonics,
also offers free advertising to consultants.
Just register under the “Consultant
Directory” option: Here, without paying
a fee, you will be able to provide a
description of your services, your contact
information and Web site. OSA mem-
bers’ listings are identified with the OSA
logo and receive priority sorting when
consultant search results are displayed.

Another avenue is individual sites,
related to your business, that offer user
“links.” Get your Web site linked to sites
supporting the software you use, supplies
you purchase or other consultants who
would benefit from a business connec-
tion with you. (Remember to offer recip-
rocating links to cooperating
businesses!) A little bit of Web surfing to
find linking opportunities in your scien-
tific discipline may get you a stronger
link to your potential client’s Internet
community.

The last area to link to is the Internet
search engines. Although all the high-
traffic search engines offer free listings,
the lead time is shorter if you pay a fee.
But do not feel that you have to pay to
have a high ranking on the engines. Your
title, description and key words will be
the main variables that most search
engines use. The first few text lines on
your homepage will also be used by some
engines. Even if your site does not come
up in the top 20, as long as the person
searching can scan the listings and get a
clear understanding of what your site
represents from your title and descrip-
tion, you will get visitors. The more visi-
tors you get through the search engine,
the higher your ranking will go within
the search engine. Some search engines
increase your ranking if you are linked to
other sites, so establish links before you
add your URL to search engines.

Get published
A very effective method of attracting
potential clients is through publications.
Authoring a refereed technical paper adds
to your credibility as a consultant.
Present papers or posters at conferences
as often as you can. Volunteer to preside

over conference sessions in your area of
expertise. The more exposure you get in
your field, the better for your business.
Authoring articles in scientific and tech-
nical magazines (e.g., OPN) are also good
ways to gain exposure to a large audience.
If the work that you do is confidential or
you do not have time to write a long arti-
cle, review a book in your field. Book
reviewers are always sought by authors
and publishers.

Volunteer
A great way to network and gain expo-
sure is to volunteer for a professional
society. You can become an editor or a
reviewer, join an editorial committee for
a journal or magazine, help on a manage-
rial committee or volunteer for a techni-
cal advisory position. Besides meeting
people, you may find out about contracts
and requests for proposals that you
would otherwise have missed.
Remember: your commitment to your
volunteering position is a reflection of
your commitment to your business.
Don’t overcommit or spread yourself too
thin. Always be professional and produc-
tive: you never know who may be watch-
ing. There is no better referral to a
potential client than one that comes
directly from your professional society.

Conclusion
In the two articles in this series I have
described the logistics of forming a con-
sulting business. It starts with the dream,
the business framework and marketing.
Other aspects that need to be considered
include incorporation (predominately for
liability issues), insurance (both health
and professional) and tax law. These top-
ics are too broad to cover in the space of a
magazine article. For more information, I
advise you to read The Scientist As
Consultant, by Carl J. Sinderman and
Thomas K. Sawyer, and The Overnight
Consultant, by Marsha D. Lewin.

I wish you luck in your new venture.
And remember: success is a journey. Set
your course and enjoy the ride!

Jennifer D. T. Kruschwitz (jkconsult@kruschwitz.
com) is senior optical coating design engineer at
her own company, JK Consulting, Rochester, New
York, www.kruschwitz.com.
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