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Branding to me means building an awareness of your company.
Most people think that in order to accomplish this, one simply
advertises more and sends out more press releases. Quite the
contrary, in fact, a great deal of planning needs to occur long before
any implementation can begin. You must apply these three distinct
necessary phases in order to get results: gathering, assessing and
implementation. I will briefly elaborate on these in three articles.
All of them can be helpful to small firms, and incur little expense.

1.GATHERING1.GATHERING1.GATHERING1.GATHERING1.GATHERING
DatabaseDatabaseDatabaseDatabaseDatabase
My observations over the past thirty years of consulting are that few
firms have a database commensurate to, or in proportion to, the
wants and needs of the firm. For a small firm an average sized
database should be around 4,000 entries. I like the software ACT!. It
will accomplish all of the tasks required and is relatively inexpen-
sive. Groups should be established such as; sub-consultants, clients,
media (a minimum of 150 press contacts). Each group is then
subdivided into specialty areas. For instance, a client main group
would have developers, brokers, and architects as sub-groups. There
should be groups for party invites and holiday cards. It goes without
saying that the program should interface with PDAs, produce
reports, letters, labels and a myriad of other administrative tasks.
The WHYThe WHYThe WHYThe WHYThe WHY: A database is your lifeline to possible new clients, your
peer groups, your media contacts, and your lost memory. This will be
used to track your contacts, support your direct marketing efforts, and
act as the key organizing mechanism for your entire effort.

BudgetBudgetBudgetBudgetBudget
Every single aspect of the marketing dollars spent must be compiled
in one place. Start with these categories: memberships, advertising,
sponsorships, photo shoots, awards, employee and client gifts, and
parties. For this phase, just get the data entered. Use Excel and learn
how to do hyper-links and pivot tables to link all of your charts.
The WHYThe WHYThe WHYThe WHYThe WHY: Budgets track marketing expenses and they act as the
skeleton to the marketing plan. Without one, you will often cut
marketing back when you need to be expanding your identity
outreach the most.

TrackingTrackingTrackingTrackingTracking
Set up more Excel charts. Here are a few: proposals (submitted, won
and lost, ‘thank you’ sent), articles & publications, speaking engage-
ments, and press releases. Part 2 will address “assessment.”

With over 30 years of experience, Ms. Mendell, president of Win Spin CIC,
Inc., a creative intelligence consulting re-branding, re-imaging and public
relations corporation, is known for her award-winning campaigns. She has
written hundreds of articles and speaks at national conferences. In 2006 she
was nominated as Woman of the Year for the Washington Women in Public
Relations. She can be reached at: mmend125@aol.com.

items can be measured for trade
shows, websites and customer
events.

Measuring sales also is crucial to
assessing marketing ROI tools.
One of the simplest ROI tactics to
implement is asking prospects
“How did you find out about us?”
This enables you to learn from
prospects what efforts are working
and reaching them. Be sure to
record your sales information.

How to Measure Marketing ROIHow to Measure Marketing ROIHow to Measure Marketing ROIHow to Measure Marketing ROIHow to Measure Marketing ROI
There are five steps to measuring
marketing ROI that you can begin
implementing immediately. First,
set measurable marketing goals
that include quantification, dead-
lines, purpose and an action plan.
Second, use multiple measure-
ment tools. Third, agree on what
is being counted such as identify-
ing what you are trying to mea-
sure, what data you are collecting
and what data will look like in
the final report. Fourth, use exist-
ing measures before creating new
ones. Finally and arguably most
important, effectively communi-
cate and present ROI findings. It
is important for your team to un-
derstand how marketing efforts
impact the bottom-line positively.
While tracking marketing efforts
to show ROI takes some time and
money to implement, the results
will mostly definitely be realized
when you sit down to make your
next year’s marketing plan.

Wendy Ward is Vice President of
Constructive Communication.
With degrees in English and
marketing, Ward is the author of a
variety of articles in the design,
construction and facilities manage-
ment industries. She can be
reached at 614-529-6551 or
wward@constructivecommunication.com.
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A summary report based on interviews with 43 SMPS Fellows regarding their in-
sights and predictions was done on behalf of the SMPS Foundation
(www.smpsfoundation.org). It was created to find out about the future of market-
ing professional services, the potential impacts of changing market forces on our
industry, and how marketers and their firms can best prepare for the future.

Given the comprehensive long-range view of this group — the Fellows are all
senior leaders in their firms who average over 30 years of experience — the
responses were not confined to marketing alone.  The respondents contemplated
the future holistically, assessing its impact on all aspects of the A/E/C sector and
A/E/C firms.

The report, titled A/E/C Visionaries Foresee the FutureA/E/C Visionaries Foresee the FutureA/E/C Visionaries Foresee the FutureA/E/C Visionaries Foresee the FutureA/E/C Visionaries Foresee the Future brings up a number of
issues that you and your firm may be grappling with or will face in the near future.

Technology and TransformationTechnology and TransformationTechnology and TransformationTechnology and TransformationTechnology and Transformation

The transformational impact of technology on the A/E/C business was a dominant
theme throughout the Fellow’s responses. Ron Garikes, Executive Vice President/
COO of Karlsberger Laboratory & Technology Group, succinctly summed up the
increasing impact of technology upon our industry: “Technology will continue to
advance at an accelerated rate and will radically change not only the A/E/C indus-
try but industry across the board.”

In the view of the Fellows, technology will force fundamental changes in how
A/E/C firms do business and how they market, including:

   Offices will become virtually paperless.
   Qualifications and proposals will all be transmitted electronically.
   Negotiations and contracts will be handled primarily online.
   Printed brochures and marketing materials will become dinosaurs,

      everything will be in digital form.
   Face-to-face contact will be minimized.
   Teams will increasingly become virtual since work can be

      accomplished almost anywhere.
   The expectation for rapid responses will escalate exponentially.

The greatest impact will be on how we communicate among ourselves, within our
teams, and particularly with our clients. The risk is that ‘tech’ will replace ‘touch,’
an essential component of our business, which is based on relationships and face-
to-face interaction with clients, potential clients and colleagues.

By Michelle Fitzpartick
GAZING INTO THE CRYSTAL BALL: MIXING TECH WITH TOUCH
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Finding and keeping qualified
professionals is a major concern
of business leaders in the A/E/C
industry. Recruiting qualified,
skilled personnel has become so
critical to the life of a firm that
filling key positions has become
an integral part of many A/E/C
firm’s business plans and strategic
marketing plans.

The reasons for this phenomenon
are two-fold. There are fewer
young people entering careers in
the built environment, and exist-
ing, experienced professionals are
retiring and leaving the industry.
Enrollments in architectural
schools is decreasing and even
though there is an increase in
young people seeking engineer-
ing degrees, they are moving
away from the built-environment
into other more lucrative techni-
cal fields. Architecture and engi-
neering in the built-environment
is simply not paying the starting
salaries of other industries.

To combat this trend, A/E/C indus-
try leaders are thinking outside-
the-box to find, hire, train and
keep qualified professionals.
Creative and innovative ap-
proaches are being developed,
which center on the following
key company initiatives.

Building a recruitment cultureBuilding a recruitment cultureBuilding a recruitment cultureBuilding a recruitment cultureBuilding a recruitment culture
within the firmwithin the firmwithin the firmwithin the firmwithin the firm
The leadership and commitment
to building a recruiting culture
within a firm must come directly
from the top. The firm’s leadership
must create the environment
that promotes education and ad-

vancement not only for the firm’s
existing and new staff members,
but also for young people who are
considering entering the industry.
Several strategies to use include:

 Allowing senior technical staff
with paid leave to teach at local
colleges and technical schools.

 Forming partnerships with col-
lege/ technical school deans by
sponsoring academic events,
competitions, and providing
mentoring opportunities for stu-
dents, and promoting staff in-
volvement in these programs.

 Making recruitment activities a
part of every employee’s perfor-
mance review.

 Integrating marketing and hu-
man resources into a team effort
to secure skilled, qualified
personnel.

This positive recruitment culture
works to secure skilled staff
members for the firm. It also
serves to keep valued professional
staff members with the firm.

Recruiting at colleges,Recruiting at colleges,Recruiting at colleges,Recruiting at colleges,Recruiting at colleges,
uniuniuniuniunivvvvversities, and tecersities, and tecersities, and tecersities, and tecersities, and technicalhnicalhnicalhnicalhnical
scscscscschoolshoolshoolshoolshools
Identifying and securing qualified
professionals requires a planned,
proactive approach. The company
culture and top-leadership sup-
port and encouragement give
creditability to this planned ap-
proach.

Approaches used for universities,
and technical schools include:

 Participating in school spon-
sored job fairs.

 Creating design and/or engi-
neering design competitions.

 Creating internship opportuni-
ties for rising 3rd and 4th year
students.

 Sponsoring lunch-and-learn
technical events at the office for
student organizations and the
classes.

 Allowing university/technical
school alumni organizations to
use the company’s facilities for
meetings.

 Offering significant scholar-
ships ($10,000 plus) to deserv-
ing 3rd year students in the dis-
ciplines needed.

 Collecting permanent phone
numbers of graduating seniors
and following up with a phone
call to the family home after 5
years to inquire about their suc-
cess in the industry. (Strategy,
the student, after 5 years, is
trained and may be ready to
move up.)

 Creating a monthly newsletter
outlining the staff resources
needed and distribute the news-
letter internally and externally to
local college/technical school
professors and industry organi-
zations.

To effectively work industry/
trade organizations, several
ideas include:

FFFFFINDINGINDINGINDINGINDINGINDING     ANDANDANDANDAND K K K K KEEPINGEEPINGEEPINGEEPINGEEPING Q Q Q Q QUALIFIEDUALIFIEDUALIFIEDUALIFIEDUALIFIED     A/E/C PA/E/C PA/E/C PA/E/C PA/E/C PROFESSIONROFESSIONROFESSIONROFESSIONROFESSIONALSALSALSALSALS: P: P: P: P: PARARARARARTTTTT I I I I I
RRRRRECRUITINGECRUITINGECRUITINGECRUITINGECRUITING F F F F FROMROMROMROMROM E E E E EDUCDUCDUCDUCDUCAAAAATIONTIONTIONTIONTIONALALALALAL I I I I INSTITUTIONSNSTITUTIONSNSTITUTIONSNSTITUTIONSNSTITUTIONS     ANDANDANDANDAND I I I I INDUSTRNDUSTRNDUSTRNDUSTRNDUSTRYYYYY

By Peter Ashton Lyon



1-800-537-7765                               3                             3                             3                             3                             3

   No   No   No   No   Novvvvvemberemberemberemberember, 2007, 2007, 2007, 2007, 2007

To assure that your tech does not overwhelm
your touch as you plan your firm’s future,
start thinking about technology in new ways.
Do not think solely in terms of what you
need or how much it costs, but how a
particular technology can enhance your
relationships, communications and collabo-
rations with clients, colleagues and staff.

The first barrier that many firms throw up
is ‘This will cost too much,’ or ‘How will
we manage more technologies?’  How-
ever, there are many Web 2.0 tools
available today that will enhance and

possibly even improve your communications if handled correctly.
Most of these tools are either inexpensive or free and require little
more expertise than being able to use a Web browser.  Some of the
tech tools your firm should consider during your annual and/or strate-
gic planning are:

     Web-based virtual meetings that can bring clients and teams
together at a much lower cost than travel.

    ‘Webinars’ or webcasts that can be used for project presenta-
tions — including to the public — and for in-house training as well
as many other situations where you need to communicate to a
broad or spread-out audience.

    Podcasts and on-line video that allow the recipient to view the
content when and where they choose.

    Blogs, which can be used for projects, for team collaboration or
for groups — such as community stakeholders — who are interested
in a particular subject.

As you enhance your ‘tech’ to increase your ‘touch,’ consider doing
surveys or interviews with your early adopters to assure that the
new tool is achieving the desired results and identify areas for
improvement. Once you get the bugs and processes worked out,
roll out the new tool throughout your firm with support for the new
users and endorsements from your testers. This approach will help
to assure widespread and effective use of the Web 2.0 tools that are
the best fit for your firm’s communications needs and style.

(For copies of the Executive Summary and the full report, go to
info@smps.org or call 703-549-6117.

Michelle Fitzpatrick, CPSM, is a Principal with Marketivity Inc., a strategic
planning and marketing consulting firm based in Portland, Oregon and
Portland, Maine.  (www.marketivity.com).  She can be reached at
503-224-1655 or michelle@marketivity.com.  

GAZING INTO THE CRYSTAL BALL: MIXING TECH WITH TOUCH
(CONT. FROM COVER)

 Allowing technical staff mem-
bers to present technical papers
and/or make presentations at
organization meetings.

 Sponsoring events that allow
firm leaders to distribute com-
pany literature and/or profile the
firm during organization meet-
ings.

 Placing classified or display
page advertising in professional
organization’s publications.

 Incorporating internet/website
recruiting through search en-
gines as well as through the
company website.

Part 2 will address finding qualified
professionals among business part-
ners, clients and competitors, and the
strategies and ethical considerations
involved. Part 3 looks at initiatives
firms use to keep their skilled work-
force and sustain their firm’s growth.

Peter Ashton Lyon, Assoc. AIA,
FSMPS is Chief Marketing Officer
with U.S. COST, Inc. which is head-
quartered in Atlanta and provides
world recognized construction cost
estimating, value management, con-
struction scheduling and a well es-
tablished portfolio of software
projects including SUCCESS-Estima-
tor and SUCCESS-Design Exchange.
Peter is also serves on the Board of
Trustees of the Society for Marketing
Professional Services Foundation. He
also serves on the Board of Directors
of the Professional Services Manage-
ment Association and is the AIA Rep-
resentative and Chairman of the QBS
Georgia Steering Committee. He can
be reached at plyon@uscost.com, or
770-481-1631.
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and their firms will haand their firms will haand their firms will haand their firms will haand their firms will havvvvveeeee
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actually enhance theactually enhance theactually enhance theactually enhance theactually enhance the
interinterinterinterinteraction with clientsaction with clientsaction with clientsaction with clientsaction with clients

colleagues and staff.colleagues and staff.colleagues and staff.colleagues and staff.colleagues and staff.
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By Wendy Ward

One of the most touted terms in
the business world is ROI (re-
turn-on-investment). This term is
used to track a variety of differ-
ent initiatives but many fail to
properly measure the ROI of
their marketing efforts. Often,
people find it difficult to track
these efforts; however, measure-
ment is critical to gaining sup-
port from upper management
and ensuring your efforts are
providing results. Measuring
marketing ROI will help guide
those efforts and allow for
proper planning in future years.

Why Measure?Why Measure?Why Measure?Why Measure?Why Measure?
ROI measurement helps to de-
termine your clients’ and pros-
pects’ perceptions of your brand
image and overall performance,
especially compared to your
competitors. By quantifying
achievement of specific goals
and targets, ROI can help ensure
that your strategy is effective.
Many companies fail to evaluate
activities such as advertising,
public relations, and trade
shows, and continue to do the
same items each year because
they have always done them.

For example, consider a con-
struction firm that exhibits ev-
ery year at a major trade show.
This activity accounts for 20
percent of their marketing bud-
get each year and they con-
tinue to go despite the fact that
they have never received a
qualified lead from the event.
A clear evaluation of the tac-
tics in place will help ensure
that your efforts are producing
results.

Finally, sales leads generated
through individual marketing tac-
tics should be quantified and
qualified in order to prioritize
marketing investments. This can-
not occur if ROI is not being
measured.

Roadblocks to MeasurementRoadblocks to MeasurementRoadblocks to MeasurementRoadblocks to MeasurementRoadblocks to Measurement
Often, marketing and sales profes-
sionals don’t know how to mea-
sure marketing ROI. One of the
reasons for this is that there are
few successful examples that can
be easily followed. Internal track-
ing systems can hinder ROI mea-
surement as well. If a marketing
plan does not exist or contains un-
clear objectives tracking efforts
can be very difficult.

Finally, firms often do not properly
budget for ROI measurement, be-
cause they incorrectly assume that
it should be free. While there are
many cost-effective ways to track
efforts, some will require money
and time. Even when efforts are
measured, firms fail to track every
project and only sporadically
evaluate marketing efforts.

What Can Be Measured?What Can Be Measured?What Can Be Measured?What Can Be Measured?What Can Be Measured?
Marketing can be measured ei-
ther quantitatively or qualita-
tively. The first item that can be
measured is marketing output
activity, which quantifies the out-
put of the efforts. Placements
quantitatively measure the out-
come while awareness qualita-
tively measures customer recall
of the output. Attitude qualita-
tively measures the influence that
the output had on a customer’s
behavior. Contacts quantify the
initial behavioral response. Fi-
nally, you should examine sales

with the overall marketing in-
vestment against the results.
For example, measuring place-
ments includes evaluating im-
pressions of how many people
received a direct mail piece or
saw an advertisement. To evalu-
ate this, you multiply the circula-
tion number by 2.5. For measur-
ing ad dollar value for public re-
lations efforts, multiply the length
of the article by the ad rates.
Since media coverage is earned,
many experts argue that it is more
credible than advertising, so it
should include an additional mul-
tiplier of 10.

The content analysis for public
relations includes examining the
content for prominent placement,
picture and key message inclu-
sion and lack of mention of com-
petitors. The PR piece should be
evaluated to see if the majority of
release, direct quotes, company
name, service name and contact
information is included.

Measuring awareness requires
much more effort, such as using
surveys or other tools to deter-
mine if anyone remembers seeing
your marketing communications.
This is because it measures out-
comes and not output. Similarly,
measuring attitude requires track-
ing studies, snapshot surveys and
focus groups.

To measure contacts, you need to
evaluate it for separate marketing
efforts. For example, for PR/adver-
tising/direct mail, you can mea-
sure the number of placements or
pieces mailed, ad equivalencies,
response rate, conversion rate,
average order and cost. Similar
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Branding to me means building an awareness of your company.
Most people think that in order to accomplish this, one simply
advertises more and sends out more press releases. Quite the
contrary, in fact, a great deal of planning needs to occur long before
any implementation can begin. You must apply these three distinct
necessary phases in order to get results: gathering, assessing and
implementation. I will briefly elaborate on these in three articles.
All of them can be helpful to small firms, and incur little expense.

1.GATHERING1.GATHERING1.GATHERING1.GATHERING1.GATHERING
DatabaseDatabaseDatabaseDatabaseDatabase
My observations over the past thirty years of consulting are that few
firms have a database commensurate to, or in proportion to, the
wants and needs of the firm. For a small firm an average sized
database should be around 4,000 entries. I like the software ACT!. It
will accomplish all of the tasks required and is relatively inexpen-
sive. Groups should be established such as; sub-consultants, clients,
media (a minimum of 150 press contacts). Each group is then
subdivided into specialty areas. For instance, a client main group
would have developers, brokers, and architects as sub-groups. There
should be groups for party invites and holiday cards. It goes without
saying that the program should interface with PDAs, produce
reports, letters, labels and a myriad of other administrative tasks.
The WHYThe WHYThe WHYThe WHYThe WHY: A database is your lifeline to possible new clients, your
peer groups, your media contacts, and your lost memory. This will be
used to track your contacts, support your direct marketing efforts, and
act as the key organizing mechanism for your entire effort.

BudgetBudgetBudgetBudgetBudget
Every single aspect of the marketing dollars spent must be compiled
in one place. Start with these categories: memberships, advertising,
sponsorships, photo shoots, awards, employee and client gifts, and
parties. For this phase, just get the data entered. Use Excel and learn
how to do hyper-links and pivot tables to link all of your charts.
The WHYThe WHYThe WHYThe WHYThe WHY: Budgets track marketing expenses and they act as the
skeleton to the marketing plan. Without one, you will often cut
marketing back when you need to be expanding your identity
outreach the most.

TrackingTrackingTrackingTrackingTracking
Set up more Excel charts. Here are a few: proposals (submitted, won
and lost, ‘thank you’ sent), articles & publications, speaking engage-
ments, and press releases. Part 2 will address “assessment.”

With over 30 years of experience, Ms. Mendell, president of Win Spin CIC,
Inc., a creative intelligence consulting re-branding, re-imaging and public
relations corporation, is known for her award-winning campaigns. She has
written hundreds of articles and speaks at national conferences. In 2006 she
was nominated as Woman of the Year for the Washington Women in Public
Relations. She can be reached at: mmend125@aol.com.

items can be measured for trade
shows, websites and customer
events.

Measuring sales also is crucial to
assessing marketing ROI tools.
One of the simplest ROI tactics to
implement is asking prospects
“How did you find out about us?”
This enables you to learn from
prospects what efforts are working
and reaching them. Be sure to
record your sales information.

How to Measure Marketing ROIHow to Measure Marketing ROIHow to Measure Marketing ROIHow to Measure Marketing ROIHow to Measure Marketing ROI
There are five steps to measuring
marketing ROI that you can begin
implementing immediately. First,
set measurable marketing goals
that include quantification, dead-
lines, purpose and an action plan.
Second, use multiple measure-
ment tools. Third, agree on what
is being counted such as identify-
ing what you are trying to mea-
sure, what data you are collecting
and what data will look like in
the final report. Fourth, use exist-
ing measures before creating new
ones. Finally and arguably most
important, effectively communi-
cate and present ROI findings. It
is important for your team to un-
derstand how marketing efforts
impact the bottom-line positively.
While tracking marketing efforts
to show ROI takes some time and
money to implement, the results
will mostly definitely be realized
when you sit down to make your
next year’s marketing plan.

Wendy Ward is Vice President of
Constructive Communication.
With degrees in English and
marketing, Ward is the author of a
variety of articles in the design,
construction and facilities manage-
ment industries. She can be
reached at 614-529-6551 or
wward@constructivecommunication.com.
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The best compliment I ever re-
ceived from a prospect was this:
‘I truly enjoyed talking with
you; you are so…real!’  The
timing of the compliment was
excellent. Unknowingly, this
prospect had shared his senti-
ment during a networking con-
ference, directly within earshot
of my firm’s CEO. Shortly there-
after, we converted that pros-
pect into a client-for-life!

Since then, it is my goal to be
deemed as ‘real’ within all
contexts of my professional
and personal life. What does
‘real’ mean, and why is it valu-
able to prospects, clients, and
co-workers?

Let’s start with the definition of
business development. In its
simplest form, it cannot be dis-
puted that business develop-
ment is, in fact, sales. A softer
side of sales — a potentially
more strategic and multi-fac-
eted approach — but it is sales
nonetheless. The stereotypical
sales personality – aggressive,
pushy, single minded – is one
that people within our service-
based A/E/C industry guard
against. Business developers
often need to overcome the
guarded perspectives by
quickly establishing a comfort
level and a true human-to-hu-
man connection. Otherwise,
we are forever faced with the
uphill battle of getting others
to trust our intentions.

In the context of this article,
what constitutes ‘realness’,
and how can we best commu-

By Anne Scarlett
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nicate in a manner that will
make us truly connect, hu-
man-to-human?

Be accessible: Be accessible: Be accessible: Be accessible: Be accessible: Accessibility
involves not just the literal
sense of being available and
responsive to phone calls,
emails, and other outreach. It
also means to be accessible in
terms of communicating on a
similar plane. For example, be
selective when using industry
jargon. Does your audience
really understand what you are
saying, or have you over-
whelmed or intimidated them
in an effort to impress?

Be empathetic: Be empathetic: Be empathetic: Be empathetic: Be empathetic: Oftentimes, a
client does not want to feel
like he/she is alone. He/she
wants to know that there are
others who share problems
similar to their own. Within
your business development
approach, shape your re-
sponses to remind clients that
while their organization is cer-
tainly unique, the crux of their
problem is something that you
have previously witnessed
(and resolved) for other cli-
ents.

Be humble:Be humble:Be humble:Be humble:Be humble:  While we wish to
be viewed as a hero and hero-
ine to our clients, we are in-
deed human. Our firms will
occasionally make mistakes,
and we do what we can to re-
solve those errors in order to
deliver the highest quality of
services. Stating that you or
your company will ‘save the
day’ rarely communicates the
message of ‘realness’. Being

(selectively) forthcoming will
work to your advantage. Note:
within your language, you
should still emphasize the value
that clients glean from your ser-
vices, while simultaneously re-
maining down-to-earth.

Be giving:Be giving:Be giving:Be giving:Be giving:  As business
developers, we were taught to
listen carefully and do only
about one-third of the talking
during dialogue with pros-
pects. However, that one-third
must be meaningful. Some-
times, when prospects are
sharing their challenges, it is
important to toss out some-
thing about you or your
company, assuring them that
you, too, are sharing informa-
tion. Preferably, it will be
anecdotes (rather than a sales
pitch) that go beyond your
promotional material. You
may offer advice for free.
Don’t make prospects feel they
are baring their souls and
getting nothing in return; upon
reflection they may feel
vulnerable or regretful for
over-sharing.

If you seek to be ‘real’ then
strive to eliminate any pre-
tenses, ego-driven airs, and
‘we’re-always-right’ attitudes.
To assist in re-shaping your
style, identify a role model
that you consider ‘real’ –
someone that is a natural at
earning trust, and making
others feel comfortable and
connected. Study that person
carefully. What works for
them? What do they say or
leave unsaid? What non-verbal

(cont. on bottom of next column)
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cues do they use? What are
their character traits and how
are they exhibited to prospects
and clients? Document your
observations, and then use
them as inspiration so that
you, too, can be that ‘real’
person that clients seek to
build relationships with, and
award business to!

Anne Scarlett is president of Scarlett
Consulting, offering A/E/C industry-
specific marketing expertise. An
advocate of relationship-building
through effective communication
and networking, Anne has provided
leadership to organizations such as
Corporate Real Estate Women
(CREW). She is also past president
of the Chicago Young Executives
Club (YEC). She can be reached at:
773-251-8132, or e-mail at
anne@annescarlett.com. Her web
site is  www.annescarlett.com.

KEY BENEFITS OF ENTERING AWARD PROGRAMS SPONSORED

BY PROFESSIONAL ORGANIZATIONS

Recognition of one’s design work
through design awards can be a
rewarding personal experience
and a prestigious professional
experience for a firm. But is the
effort worth the accolades and
accompanying prize, where there
is no guarantee of success? The
answer is yes, if one is willing to
go the distance in a marketing
quest that is purely overhead on
the surface, but may hold the po-
tential of capturing the attention
of a prospective client, or group
of clients.

The initial decision to enter must
be based on whether the pro-
gram entered is important and
recognizable within the specific
design discipline. Next, one must

consider the cost of assembling
and preparing the entry as re-
quired by the program rules.
Next, consider the time required
to prepare the materials against
the firm’s workload, as it can
take hours, days and even weeks
to prepare properly. Also con-
sider how many awards one can
seek within the year, again bal-
anced against the workload of
the firm.

FFFFFirst the materialsirst the materialsirst the materialsirst the materialsirst the materials
One needs two sets of project
descriptions; the first, a basic list
of the project team, manufactur-
ers list, square footage, and so
on. This must be fit into the word
limitations of the award submit-
tals. Second, you must have
good photography at the ready,
or all is lost in seeking design
awards. Good graphic design
will also help in making the ma-
terial clear to the jury. It also
helps to know details about who
will be judging the awards and
what their criteria and prefer-
ences might be.

Key benefits include:
 Exposure to potential clients

and businesses locally and glo-
bally.

 Coverage through media, web
sites, exhibitions, international
trade fairs, annual publications
and promotional material.

 Expert feedback opportunities.

 Best practices benchmarking.

 Corporate positioning as an
innovative leader.

 Networking opportunities with
design-related professionals.

 A conduit to government agen-
cies that shape design policy.

 Peer recognition.

MeasurMeasurMeasurMeasurMeasurable Outcomesable Outcomesable Outcomesable Outcomesable Outcomes
Participants in design award sub-
missions could benefit from:

 A permanent sponsored profile
for all entries, complete with im-
ages and company details.

 Articles published in the lead-
ing mainstream trade publica-
tions.

Expert FExpert FExpert FExpert FExpert Feedbaceedbaceedbaceedbaceedbackkkkk
Often, a detailed summary of the
judges comments and citations
are provided.

Printed Promotional MaterialPrinted Promotional MaterialPrinted Promotional MaterialPrinted Promotional MaterialPrinted Promotional Material
Entry may be featured in the offi-
cial program of the specific
award presentation distributed to
members of that specific design
industry.

Local Exhibition OpportunitiesLocal Exhibition OpportunitiesLocal Exhibition OpportunitiesLocal Exhibition OpportunitiesLocal Exhibition Opportunities
There may be an annual exhibi-
tion of finalists co-located with
the awards presentation function.

Assessment CriteriaAssessment CriteriaAssessment CriteriaAssessment CriteriaAssessment Criteria
While it will be different for each
type of design category, general
awards criteria includes:

* Innovation
* Visual/emotional appeal
* Functionality
* Quality

KKKKKEEPEEPEEPEEPEEP I I I I ITTTTT R R R R REALEALEALEALEAL     (((((CONTCONTCONTCONTCONT.).).).).)
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By  Joanne G. Linowes
When you conduct a training
program in-house, you expect
to see results – sharper skills,
better communication, more
technical competence, more
successful management and
administration. The great mis-
conception, however, is that
by simply offering courses and
having staff participate, results
will be what you are expect-
ing. To make change happen,
to make learning “stick,” to
make the new skills even more
valuable to your firm, your
training program needs well-
constructed courses/seminars
that go beyond standard sub-
ject matter.

Behind-the-scenes of putting
together courses and seminars
is the corporate desire to pro-
vide a training program that is
worth the investment and
proves as maximum value to
both the firm and the individu-
als. Good skill-building
courses need to be enhanced
by being sprinkled with the
secret ingredients. Keep the
corporate overview in mind as
you add:

Ingredient # 1: Attention-Ingredient # 1: Attention-Ingredient # 1: Attention-Ingredient # 1: Attention-Ingredient # 1: Attention-
GraspGraspGraspGraspGrasp

Grasping attention of adult
learners doesn’t just happen
because they need the particu-
lar information. Regardless of
how valuable the course par-
ticipants find the subject mat-
ter, regardless of the need to
bring certain skill-sets up-to-
speed, you know it is a finely

honed art to provide quality,
results-driven professional de-
velopment experiences.

Your personnel are busy with
billable activities. When they
take time to participate in
training courses, seminars,
lunch-and-learns, etc., the ses-
sions must grab and hold at-
tention, deliver information
succinctly, and maximize use
of time.

The secret ingredient that
moves a class from “just fine”
to “really terrific” is the inclu-
sion of adult-learner-tech-
niques. Training consultants
advise that course construction
integrate techniques to enliven
subject matter so it “sticks”.
Noticed only subliminally by
course participants, these tech-
niques focus on strategies and
motives for how adults learn.

Adults, like kids, learn best
when information is delivered
in a format that makes it easy
to acquire the new skills. This
varies as each of us absorbs
information differently. Some
people absorb information best
when it is delivered visually.
Some listen best. Some prefer
to get their information
through tactile approaches like
models, manipulatives, and
props. Still others prefer expe-
riences like role plays and
practice problem-solving.
Various lecture styles impact
how adult’s best grasp con-
cepts and facts. Some learn
best via storytelling, some by

lists of details to memorize,
some by analysis.

Areas to note include: ar-
rangement of the classroom,
blend of mixed media and
mixed instructional styles, var-
ied use of time, repetition of
key skills in differing formats.

The secret ingredient for ter-
rific seminars and classes is to
engage every type of learner.
Going forward, design classes
and seminars that build-in
multiple opportunities are able
to grasp attention and rein-
force new learning.

Ingredient #2: BusinessIngredient #2: BusinessIngredient #2: BusinessIngredient #2: BusinessIngredient #2: Business
Development FocusDevelopment FocusDevelopment FocusDevelopment FocusDevelopment Focus

You can admit it! One key un-
derlying motive of your in-
house professional develop-
ment or continuing education
program is to enhance busi-
ness development. Every
course, and any course can
help contribute to bringing in
business, just by adding a few
key promotional elements.

Consider that tomorrow’s suc-
cessful firms need to build a
corporate culture that encour-
ages business development at
every staff level. Therefore,
your personnel need to be
armed with motivating con-
cepts and practical techniques
they can comfortably, easily,
sincerely, and proudly use to
help grow the firm. This in-
cludes ways to weave busi-
ness development into daily
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Joanne G. Linowes, Linowes
Executive Development Interna-
tional (LXDi), is nationally recog-
nized for coaching winning
presentations and providing in-
house training in communications,
train-the-trainer, and marketing
skills for design and construction
firms since 1986.  Contact Joanne
to learn how training programs can
be of value to your firm.
www.lxdi.com  jlinowes@lxdi.com,
or call  508-359-1011.

interactions and routine meet-
ings.

These are not generic tech-
niques – they should be
crafted with the expertise of
marketing, training, and busi-
ness development consultants
to reflect your firm’s strategies
for success and bringing in
new work. All this, of course,
must be subtly and expertly
intertwined within the “regu-
lar” subject matter of the
course – even those on techni-
cal, design, HR, administrative,
IT, and scientific topics. Make
your seminars/classes incorpo-
rate your broader agenda for
business development.

Use these two secret ingredi-
ents, not the regular fare.
When you take the extra effort
to strategically and profession-
ally add them to your training
events, when you allow your
larger vision to introduce new
approaches that go beyond
simply offering a range of
courses to fill skill-gaps, the
yield is effective, well-received
skill-building that contributes
to employee satisfaction and
business growth.

GGGGGOOOOOTTTTT     TTTTTRAININGRAININGRAININGRAININGRAINING?????     PART 3
CONT. FROM PAGE 8.

MY MY MY MY MY TTTTTOP 14 MARKETING ISSUESOP 14 MARKETING ISSUESOP 14 MARKETING ISSUESOP 14 MARKETING ISSUESOP 14 MARKETING ISSUES
By David Golab

1. Voice mail 1. Voice mail 1. Voice mail 1. Voice mail 1. Voice mail - make it easy for me to call you back. Experienced
marketers skip, or zip through their phone number so fast you can’t
write it down and frequently they don’t speak clearly. 

2. Return calls2. Return calls2. Return calls2. Return calls2. Return calls - answer phone calls and e-mails promptly.

3. Business cards3. Business cards3. Business cards3. Business cards3. Business cards - keep them handy and hand them out - I’m sur-
prised at the number of “marketers” who don’t carry enough.

4. Taking but not giving4. Taking but not giving4. Taking but not giving4. Taking but not giving4. Taking but not giving - information is a valuable resource, sharing
rightly implies that both parties are giving.

5. Be creative5. Be creative5. Be creative5. Be creative5. Be creative - don’t just do the same old, same old - keep it fresh.
If something doesn’t work - try something else.

6. At networking events6. At networking events6. At networking events6. At networking events6. At networking events - make it your job to introduce people who
don’t know each other. This is one of the most productive things you
can do. People will be thankful and you will be seen as a leader.

7. Plan your pitch7. Plan your pitch7. Plan your pitch7. Plan your pitch7. Plan your pitch - at a networking meeting or client visit, plan your
pitch ahead of time, but be flexible enough to go with the flow.

8. Talk without action is nothing8. Talk without action is nothing8. Talk without action is nothing8. Talk without action is nothing8. Talk without action is nothing - the marketing profession is full
of good talkers who don’t follow through with action. Avoid being
near this type, or being one yourself.

9. Use moderation while marketing9. Use moderation while marketing9. Use moderation while marketing9. Use moderation while marketing9. Use moderation while marketing - and don’t drink and drive.

10. Use of “Out of Office Auto-Reply” on your e-mail 10. Use of “Out of Office Auto-Reply” on your e-mail 10. Use of “Out of Office Auto-Reply” on your e-mail 10. Use of “Out of Office Auto-Reply” on your e-mail 10. Use of “Out of Office Auto-Reply” on your e-mail - market-
ing is a time sensitive business.

11. Have a unique value proposition11. Have a unique value proposition11. Have a unique value proposition11. Have a unique value proposition11. Have a unique value proposition - know what makes your firm
different, why clients should hire you, and be able to answer those
questions in one quick sentence.

12. Measure and track your results12. Measure and track your results12. Measure and track your results12. Measure and track your results12. Measure and track your results - if you can’t track results, it’s
not worth doing.

13. Personalize your communications13. Personalize your communications13. Personalize your communications13. Personalize your communications13. Personalize your communications - it will greatly improve
your response rate, and improve first impressions.

14. Know your client audience14. Know your client audience14. Know your client audience14. Know your client audience14. Know your client audience - be able to tell what distinguishes
them, and what their individual needs and preferences are.

David Golab is Director of Marketing for Superstructures, an architecture
and structural engineering firm dedicated to exterior building restoration. He
can be reached at 646-437-1350 or dgolab@superstructures.com.
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The Marketing Communications
Awards program (MCA), one of
SMPS’s premier events, is an
opportunity to acknowledge
outstanding promotional mate-
rial produced by A/E/C firms.
This year 195 firms submitted
over 350 entries in 18 catego-
ries judged by over 70 jurors.

“The program is a great oppor-
tunity to increase marketer
professional awareness. The
entries and winners highlight
the marketing trends and
stimulating cutting-edge de-
sign that is at work across the
profession,” according to MCA
Program Chair Kim Niedzielski,
senior marketing manager,
HGA Architects and Engineers,
Minneapolis. ”Holiday Piece,
Special Event, Web Site, Target
Market, and Corporate Identity
were among the more com-
petitive categories this year,”
she said.

Additionally, a jury of industry
leaders and national trade
magazine editors selected the
annual Best of Show, and
People’s Choice winners, as
well as a winner for the new
Adobe Merit Award. A full list
of award winners and their en-
tries can be viewed at
(www.smps,org/awards/
mca.htm). The 2008 MCA pro-
gram entry deadline is April 7,
2008. Details will be available
at www.smps.org in January.
Awards will be given out at
Build Business: Innovate to
Elevate, the 2008 SMPS/PSMA
National Conference, August
6-9, in Denver, CO.

SMPS SMPS SMPS SMPS SMPS AAAAAwwwwwards Sets ards Sets ards Sets ards Sets ards Sets A/E/CA/E/CA/E/CA/E/CA/E/C
Marketing Communica-Marketing Communica-Marketing Communica-Marketing Communica-Marketing Communica-
tions Standardstions Standardstions Standardstions Standardstions Standards

There is often a disconnect between what we offer our clients and what
they are buying, how we present our qualifications and how they inter-
pret them, and how clients use a two-tier selection process, yet we sell
only to one. The first tier is the sorting out by objective performance cri-
teria; e.g., the number of similar projects, accuracy of cost estimates,
quality of the documents, the list goes on and on. Since most firms
are expected to perform well in these areas by clients, there is still
little to distinguish one firm from another.

Competitive strategies that design firms use include size, location and
experience, yet all of these can be countered very easily. No firm
even gets close without relevant experience. Technical superiority
and design excellence are difficult attributes to prove and clients
don’t believe these claims anyway.

The second tier is purely subjective, and perception of value is para-
mount, and this is where firms must identify and establish clear
differentiators. Conventional wisdom used to point to the “FAB” ap-
proach - features and benefits as the key to winning the client’s project,
and rightly so. But, it’s not enough. The reason is simple. Clients disre-
gard features altogether. Unless you’ve been living under a rock, you’ve
heard of the “so-what?” rule. This question, posed at the end of every
claim, leads to the unanswered question, “where’s the benefit?”

This is the starting point for clients. They never talk about a firm’s fea-
tures as being a reason for having hired them, only the benefits they re-
ceived as a result. What the client really wants is to know how the
features translates to benefits, and further how these benefits can pro-
vide reduced risks for them and their projects.

Features beg the question, “what’s in it for me?”

Benefits link the feature and provide the answer.

Risk reducers further reassures the client of how the benefits will mitigate
the risk of anything going wrong, provide better coordination of the
project, lessen the chance for errors, lower the possibility for liabili-
ties, assure they will get latest solutions, and so on.

Benefits linked to risk reducers should be part of every business
developer’s lexicon, and an integral part of every proposal from the
cover letter, executive summary, approach, resume and project descrip-
tion. They must prove that your stated benefits are real by adding
substantiating facts. This is often the difference between winning or
losing the project.

From Marketing To Win: PSMJ’s Guide to Developing and Improving Market-
ing Materials for A/E/C Firms. For more info call Bruce Lynch at 800-537-
7765, or go to www.psmj.com/publications/?id=117.

TTTTTHEHEHEHEHE F F F F FAB AB AB AB AB AAAAAPPROPPROPPROPPROPPROAAAAACHCHCHCHCH     ISISISISIS P P P P PASSÉASSÉASSÉASSÉASSÉ,,,,,
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Judging the Society for Market-
ing Professional Services MCA
program is truly an educational
experience. Not only is it an op-
portunity to view and examine
the creative work of such a
cross-section of A/E/C firms na-
tionwide, but a chance to glean
comments from the delibera-
tions of the judges who repre-
sent the top marketers, business
development consultants, writ-
ers, journalists, editors and cli-
ents involved specifically in the
A/E/C industry.

Pete Kienle, past president of
SMPS and CMO, McKim &
Creed, PA, was one of the 70
judges this year, and observed,
“creativity is alive and well in
the A/E/C industry. Given the
daily need to produce marketing
proposals and pieces within
frightening deadlines, I am
amazed that marketers can clear
their heads long enough to de-
velop such creative pieces. And
what usually wins is simple con-
cepts, well written and dis-
played, and implemented in a
high quality fashion.” He added,
“the short list of the best pieces
falls out through critical review,
and the open discussion of the
marketing principles applied.”

In the advertising category for
example, Alexander Brown, Di-
rector of Marketing for Balfour
Beatty Construction noted, “ad-
vertising has traditionally not
been embraced by our industry,
so I was pleasantly surprised by
the number and quality of the
entries.”

“A few entries rose effortlessly
to the top. These campaigns car-
ried a clear, consistent message
from ad to ad, were graphically
appealing and connected with
the reader on an emotional
level. While the top entries
tended to have well-defined tar-
gets and objectives, almost
none measured the effective-
ness of their ads. The big excep-
tion to this was the winning en-
try. In fact, it was this strategic
approach that secured them the
top spot,” Alexander added.

GenerGenerGenerGenerGeneral comments fromal comments fromal comments fromal comments fromal comments from
judges of the Best of Shojudges of the Best of Shojudges of the Best of Shojudges of the Best of Shojudges of the Best of Showwwww

The ‘Best of Show’ judges had
the difficult task of picking one
winner from all the first place
winners in all 18 categories.
Comparing brochure to bro-
chure, or direct mail piece to
direct mail piece is a much
easier task, and this led Ann
Looper, Director of Public Rela-
tions, American Society of
Landscape Architects (ASLA), to
comment: “I was fascinated by
the innovation and creativity
displayed in each category. Just
when I thought I had seen what
had to be the very best among
the winners, I’d find the next
category’s winner just as effec-
tive and appealing but in a to-
tally different way. From the
memorable holiday greetings to
evocative project proposals,
each winner displayed clear
messaging, visual appeal, valu-
able information, and impres-
sive results.”

Richard A. Belle, Chief Market-
ing and Communications Of-
ficer, American Council of Engi-
neering Companies (ACEC), de-
scribed the challenge of compar-
ing the best among the best. “I
was impressed with three things.
The first was fidelity to the client;
those pieces that understood the
client, and understood the mes-
sage, then effectively put that
message across. The second
thing was the level of creativity.
The third was those that really
showed a little different thinking,
and were a little unorthodox.
The ones that really worked sold
their message to the client. They
were especially creative, un-
usual and  provocative in a very
positive sense. They really made
me sit back and think twice
about them. And that’s the pur-
pose of any PR effort, is to re-
member it after you’ve finished
reading it.”

Kristen Richards, Editor-in-Chief
of ArchNewsNow, felt the same
way, but noted that the overall
impression she had was, “not
only the care and thoughtful-
ness that each winning piece
displayed, but how thought-
provoking they were. More
than I’m used to seeing. Really
good stuff.” Kristen also com-
mented that her motto after the
judging is “we don’t do can’t.”
She was referring to the OPUS
Group’s series of ads which
used evocative headlines
paired with innovative photo-
graphs. Check it out at
SMPS.org/mca/htm.
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