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Build Business is a premier experience that happens once a year. Top-level 
speakers, educational programming, and networking focused on building business are 
only found at this A/E/C event. Held in Washington, DC, in July 2019, Build Business 
will feature game-changing content in business development, marketing, and 
leadership. Join your peers who are passionate about learning, eager to collaborate, 
and ready to surpass expectations to make our industries great.

buildbusiness.org

buildbusiness.org
WASHINGTON, DC | JULY 31–AUGUST 2, 2019

Build 
Business

WATCH FOR OUR CYBER MONDAY SPECIAL AND EARLY DISCOUNTS FOR THE BEST RATES. 

EXPERIENCE
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EARN CPSM CEUs  
Look for the feature article with  
the SMPS CPSM logo. 

To earn one CEU toward  
Certified Professional 
Services Marketer (CPSM) 
recertification, go to the 

CPSM group library on MySMPS and access 
the “Recertification Materials” folder. Questions 
about the article will be available in the 
“Marketer CEU Articles and Questions” folder. 
Questions? Contact SMPS at 703.684.2271.
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STORY BEHIND THE PICTURE  |  Flatiron 
Crossing’s many water features and dramatic 

lighting yielded the best images in the twilight hour.
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BUSINESS
TRANSFORMED
THROUGH
MARKETING
LEADERSHIP.
Whether you’re just getting started or at the pinnacle 
of your career, SMPS provides the resources and 
connections to help you make a difference. Through 
our programs, research, and network of over 7,000 
members, together, we are leading the transformation 
of professional services firms to compete successfully 
in the modern marketplace.

smps.org



For those who know me, you know I am a bit of a numbers guy. 
In addition to directing the marketing and business development 
for my firm, I also oversee the financial and IT aspects. By the 
time this issue is published, my term as SMPS president will be 
roughly 1/12th complete. It’s crazy to think about!

Speaking of numbers, there are some great ones that relate to the 
recent Build Business conference in San Diego. Here are a few:

 1,030 Total number of conference attendees—this is a record

 257 First-time attendees

 91 Marketing Communications Awards (MCA) finalists. There were 
287 total MCA entries this year, the most since 2008.

 23 Striving for Excellence submittals

 21 Individuals who walked across the stage as Certified Professional 
Services Marketers. That group is only a fraction of the close to 
60 professionals that became certified this fiscal year.

 10 Submittals for Chapter President of the Year

 2 Fellows that were recognized

 1 Deserving Marketing Achievement Award recipient. 
Congratulations, Carla Thompson, FSMPS, CPSM!

The conference was full of award winners, and I am amazed by all of the knowledge and 
talent we have in our Society of more than 7,000 members. This issue focuses on all of 
those recognized at The Evening of Excellence. While not all of the MCA finalists can be 
Award of Excellence winners, I encourage you to take the time to study each one and 
read the jurors’ comments (available at smps.org/mcagallery). You will be enlightened 
and, hopefully, gain new ideas as you work on your marketing efforts this year.

SMPS also launched its new brand identity at the conference. The brand is aspirational 
to our vision: Business Transformed Through Marketing Leadership. We feel it’s 
important that our organization continues to grow and that professionals look to SMPS 
as the standard for A/E/C marketing and as a welcoming community of professionals. 
We flipped the script and created a new brand that is bold, professional, and 
empowering. It creates a solid foundation for the future. We hope it inspires you to join 
the marketing-led revolution!

Lastly, the board and staff will be working hard this year on the action items in the new 
strategic plan, but we can't do it alone. We will be looking for several volunteers to help 
with those items as well as other tasks that come up throughout the year. If you didn’t fill 
out the recent volunteer form, please let HQ staff know how you would be willing to help.

Until next time!

ABOUT THE  
SOCIETY PRESIDENT

Chris Rickman, FSMPS, 
CPSM, joined ZFI Engineering 
in 1990 as a CAD technician. 
Since then, he has worked 
his way into a leadership role 
and is now the executive vice 
president and chief operating 
officer. He is also one of 
the largest shareholders in 
the firm. His duties include 
coordinating all of the 
marketing and business 
development activities, 
managing the daily business 
operations, and overseeing  
the IT needs.

Chris became a Fellow of 
SMPS in 2013. He has served 
many leadership roles in the 
Society locally, regionally, and 
nationally, including President 
of SMPS Oklahoma in 2006–
2007. In 2011, he was honored 
by The Journal Record by 
being selected as one of 
Oklahoma’s top “Achievers 
under 40.”

He enjoys spending time 
outdoors and watching 
Oklahoma Sooner sports. 
He can be reached at 
405.488.1285 or  
crickman@zfiengr.com.

PRESIDENT’S MESSAGE

Numbers Don’t Lie
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The Pinnacle Experience: An exclusive learning and networking 
event for senior marketing leaders. Over three days, participants will 
engage with content aligned with the current and emerging needs of  
marketing and business development decision-makers. Experienced 
professionals will gather to share perspectives and connect with other 
thought leaders, and presentations and discussions will focus on 
strategic issues affecting the A/E/C industries. Seating is limited. 

Reach the peak at smps.org/thepinnacleexperience

AN ENTIRELY NEW EXPERIENCE 
FOR MARKETERS WITH, WELL,

EXPERIENCE.

Experience Matters.
Four Seasons Dallas 
at Las Colinas
October 17–19, 2018
12.5 CEUs/LU Credits



ABOUT THE EDITOR

Ed Hannan is principal of 
HannComm, a firm dedicated  
to improving the quality of A/E/C 
marketing communications.  
He spent a decade covering  
the industry as publishing director 
with two leading management 
consulting firms, The Zweig Group 
(formerly ZweigWhite) and PSMJ 
Resources, Inc. 

Ed can be reached at:  
508.308.9544 or  
edhannan@gmail.com.

The Pinnacle Experience: An exclusive learning and networking 
event for senior marketing leaders. Over three days, participants will 
engage with content aligned with the current and emerging needs of  
marketing and business development decision-makers. Experienced 
professionals will gather to share perspectives and connect with other 
thought leaders, and presentations and discussions will focus on 
strategic issues affecting the A/E/C industries. Seating is limited. 

Reach the peak at smps.org/thepinnacleexperience

AN ENTIRELY NEW EXPERIENCE 
FOR MARKETERS WITH, WELL,

EXPERIENCE.

Experience Matters.
Four Seasons Dallas 
at Las Colinas
October 17–19, 2018
12.5 CEUs/LU Credits

While more than 1,000 of my friends and colleagues were 
enjoying the Gaslamp Quarter, USS Midway, and the rest of San 
Diego at this year’s Build Business conference, I was sitting on 
the beach 3,026 miles away. (And yes, I used Google Maps.)

Build Business attendees, a short walk from the Pacific Ocean, 
got a first-hand look as SMPS recharged its brand with a new 
look and feel detailed in the August Marketer as well as this issue. 

Meanwhile, a short walk from the Atlantic Ocean, I got a first-hand look at waves 
crashing along the shoreline. 

Why am I telling you this? This year’s Build Business is the first one I missed since 
attending my first conference in New York in 2004. 

Family obligations kept me from being there, but part of that conflict was a Cape Cod 
vacation. The time away from my cell phone (I kept it in the room) and laptop (I left it at 
home) gave me a chance to recharge my batteries.

I cannot recommend it enough. Not only did my perpetual bout with carpal tunnel fade 
away in the sea breeze, but also I had a chance to take stock of where I am personally 
and professionally. (Sadly, the guy next to me on the beach with the cell phone glued 
to his ear making endless phone calls probably had a different memory of his visit to 
Cape Cod.)

I feel refreshed, renewed, and, indeed, recharged for what lies ahead with the new 
SMPS brand and the planning process for the 2019 editorial year.

Taking time off is the only way to truly ensure a work/life balance. You’ll be a better 
worker, a better significant other, a better mother or father, son, or daughter, and 
happier.

And who knows, maybe you’ll even turn that creative energy into a winning submission 
in next year’s Marketing Communications Awards (MCAs). 

This issue of Marketer features all the winners and honorees from the 2018 SMPS 
Evening of Excellence. It includes a profile of Weld Coxe Marketing Achievement Award 
recipient Carla Thompson, FSMPS, CPSM.

If that’s not enough, check out Scott Butcher’s article on value-add marketing and 
Richard Nelson’s deep dive into international business development in a post-Brexit 
world, and the other non-awards articles.

When you’re done, put down the cell phone, turn off the laptop, and go to the beach.

EDITOR’S DESK

Recharge Your Batteries. Recharge Your Brand.
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Team: You!

SCOTT D. BUTCHER, FSMPS, CPSM, is vice 
president of JDB Engineering, Inc., in York, PA. 
Butcher was a Society director from 2016–18 and 
SMPS Foundation president from 2014–15. Contact 
him at 717.434.1543 or sbutcher@jdbe.com.
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Can an Introvert Succeed at BD?  
(Yes, Here’s How)

RICH FRIEDMAN is president of Friedman  
& Partners, a marketing and management 
consultancy in Wayland, MA, that crafts and 
implements growth strategies for A/E/C firms. 
Contact him at 508.276.1101 or rich@
friedmanpartners.com.  

14
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MICHAEL V. GEARY, CAE, is chief executive 
officer of the Society for Marketing Professional 
Services (SMPS) and the SMPS Foundation. 
Contact him at 703.549.6117, x221, or michael@
smps.org. 
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RICHARD NELSON is managing director and 
owner of Abyss Global Ltd., a U.K.-based 
management consultancy. An SMPS member 
since 1991, he won two MCAs, spoke at two 
Society conferences, and served on the SMPS 
New York board. Contact him at +44.7730.680976 
or richard.nelson@abyssglobal.com. 
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CHRISTOPHER PRIEST is a communications and 
marketing professional from Seattle, WA. 
Currently with OAC Services, he’s worked in the 
A/E/C industries for nearly 20 years. Contact him 
at 206.436.9711 or cpriest@oacsvcs.com.
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MATT HANDAL is author of Proposal 
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Marketer, and business development manager  
at Trauner Consulting Services, Inc., in 
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regional marketing manager for VHB in 
Tysons, VA. She serves as director of the 
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Washington, D.C. Contact her at 
571.389.8171 or jmcgovern@vhb.com.
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Creating an Agile-Inspired Proposal Process 

CHAZ ROSS-MUNRO, CPSM, CF APMP,  
is an implementation specialist with  
Cosential, based in Austin, TX. She has  
been working in A/E/C for nearly 15 years.  
Contact her at 800.505.7089, x8012, or 
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CONTRIBUTORS

6 SOCIETY FOR MARKETING PROFESSIONAL SERVICES



EDITOR 
Ed Hannan (edhannan@gmail.com)

CONTRIBUTING EDITORS 
Mark Buckshon, CPSM (buckshon@cnrgp.com)

Nancy Egan, FSMPS (egan@newvoodou.com)

Matt Handal (matt.handal@traunerconsulting.com)

Linda Mastaglio (linda@twi-pr.com)

Craig Park, FSMPS, Assoc. AIA (craig@craigpark.com)

Marjanne Pearson (mp@talentstar.com)

Michael J. Reilly, FSMPS (mreilly@reillycommunications.com)

Nancy J. Usrey, FSMPS, CPSM (nusrey@hntb.com)

SMPS PRESIDENT 
Chris Rickman, FSMPS, CPSM (crickman@zfiengr.com)

CHIEF EXECUTIVE OFFICER 
Michael V. Geary, CAE (michael@smps.org)

PUBLISHER 
Christine Chirichella (christine@smps.org)

SMPS MARKETING 
Molly Dall’Erta, Project Manager (molly@smps.org)

Josh Miles, Vice President of Marketing (josh@smps.org)

Michele Santiago, M.S., Director of Marketing (michele@smps.org)

Linda Smolkin, Content Manager (linda@smps.org)

DESIGN 
TGD Communications (tgdcom.com)

ADVERTISING SALES 
Christine Chirichella (christine@smps.org)

123 N. Pitt Street, Suite 400, Alexandria, VA 22314-3133  
TF: 703.549.6117 • smps.org

The Society for Marketing Professional Services (SMPS) is the only 
organization dedicated to creating business opportunities in the A/E/C 
industries. With more than 7,000 members, SMPS provides leadership 
and professional development programs, industry research, busi-
ness-building events, and vital marketing resources. Through SMPS, 
A/E/C professionals in North America tap into powerful networks to 
form project teams, secure business referrals and intelligence, and 
benchmark performance. The Society is committed to validating the 
practice of marketing and business development as essential to the 
success of all professional services firms, essential to the success of all 
professional services firms.

Marketer (ISSN 0 199-3690) is published bimonthly  
(February, April, June, August, October, and December).

©2018 Entire contents copyright by SMPS with all rights reserved. 
Partial quotation with attribution is encouraged, but reproduction in 
whole or part is strictly prohibited. All material submitted for possible 
publication becomes the property of SMPS. The views expressed in 
this publication are the opinions of the authors and not necessarily of 
SMPS. Letters should be addressed to the editor or publisher; please 
include your name, address, and phone number. Marketer reserves 
the right to edit all submitted material.

Postmaster: Send changes to Marketer, SMPS,  
123 N. Pitt Street, Suite 400, Alexandria, VA 22314-1588.

Member annual dues are $390, of which $27.50 is allocated for  
Marketer subscription; nonmember subscription rate is $115.50.

Featured Photographer
CHRIS EDEN is an architectural photographer with a 
deep understanding of the image and content needs of 
the architect, designer, and builder.

Chris has more than 30 years’ experience working for 
diverse and exciting clients. He speaks with his clients thoughtfully about 
their work and specific project goals, which leads to successful and relevant 
images. He has an eye for unique, unexpected details and always works to 
highlight the most fascinating elements of each project. Widely published 
and awarded, Chris' images serve the architecture, design, and construction 
industries with clarity and creativity.

Chris is a member of SMPS Seattle. He is based in Seattle and New 
York City and creates images for clients all over the world. View his 
work at edenphotography.us and contact him at 206.321.1473 or chris@
edenphotography.us to discuss opportunities for upcoming projects.

Microsoft West Campus, Redmond, WA. CallsionRTKL. ©CallisonRTKL / Chris Eden, 
edenphotography.us.

Throughout Marketer, we feature the photographic work of 
an SMPS member. Photographs for each article are chosen 
with intention to highlight a concept in the article or to 
provide aesthetic value. We are adding an icon  to some 
of the photo credits to delve a bit into the story behind the 
picture. Look on pages 1, 9, 23, and 49 for this additional 
photographic insight.



 story behind the picture
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RHONDA CARDONE is associate and marketing 
director of Dewberry’s New York City office. She 
has 34 years experience and is director of the 
Leadership Committee for SMPS New York. 
Contact her at 646.434.2826 or rcardone@
dewberry.com.

CONTRIBUTORS
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The Secret Value-Add to Your Project Team: You! 
By Scott D. Butcher, FSMPS, CPSM

The role of professional services 
marketing continues to evolve, from 
not even being a “thing” until the 
1970s (with marketing being illegal or 
a violation of professional societies’ 
codes of ethics) through the present-
day integration of traditional and digital 
marketing with increasing roles in talent 
recruitment and retention.

Unfortunately, too many A/E/C marketers 
still hear themselves referred to as 
“overhead” by their billable coworkers. At 
the same time, many of these technical 
professionals complain that they are 
viewed as a commodity by clients and 
prospective clients. 

What if there was a way to differentiate 
your firm—and specifically your project 
teams—while also moving beyond the 
perception of marketers as being overhead 
and all A/E/C firms being equal?

There is, and it’s been right under 
everyone’s noses all along!

A design and construction team is a 
sophisticated operation with many moving 
parts. And clients increasingly demand 
more for less, squeezing profitability and 
too often basing decisions purely on price.

Many clients, however, have needs that 
go far beyond traditional design and 
construction services. This creates an 
opportunity for marketing professionals 
to plug into project teams, perhaps 
gaining billable hours in the process or, at 
minimum, serving as a value-add for the 
project team’s offerings.

Mandy Arnold wears many hats. She’s 
the owner of Gavin™, a digital public 
relations and marketing agency in York, 
PA, that works with a variety of clients, 
including A/E/C. She also serves on the 
board of directors for the York County 
Industrial Development Authority (YCIDA), 
an organization in the midst of a $35 million 
hotel redevelopment. From this perspective, 
she sits on the client side, commissioning 
design and construction services. 

Arnold recently shared her insight at 
an SMPS Central Pennsylvania panel 
discussion about how A/E/C firms are 
working with clients to drive project 
communications via social media. “If 
you want to stand out at the proposal 
or presentation stage,” she states, 
“demonstrate that you can add value by 
helping the client with project messaging 
and communications. Even if your client 
has a large marketing group, most likely 
a construction project is beyond their 
scope of understanding. Work with 
them to provide content and continually 
drive project communications to the 
stakeholders and the public.”

The Expanding Role of Marketers 

There are many ways that marketing 
professionals can enhance your project 
teams. You can:

¡ Provide content for client social media, 
eblasts, and newsletters

¡ Conduct market research for the project

The Secret Value-Add to Your Project Team: You! 8

Can an Introvert Succeed at BD? (Yes, Here’s How) 10

Client & Business
Development
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¡ Help the client plan and manage events

¡ Write or ghost write op-eds for the 
newspaper

¡ Assist the client with media relations

¡ Develop project presentations and 
videos

¡ Prepare project talking points and value 
messages

¡ Serve as project photographer/
videographer 

¡ Manage components of the project 
that are beyond a typical design and 
construction project

¡ Develop project graphics and signage 

¡ Create a project website to inform 
stakeholders

¡ Serve as spokesperson for the project

¡ Facilitate stakeholder meetings or 
community charrettes 

There are countless ways that you can 
plug into projects. This won’t apply to every 
project, and somewhat depends upon 
the client’s in-house capabilities. Arnold 
recommends that A/E/C firms promote 
these expanded capabilities from the 
beginning of the conversation, include the 
marketing value-add during the proposal 
stage, and reinforce it at the project 
interview. 

“Projects are becoming increasingly 
challenging, with more and more 
community and stakeholder interest with 
the outcomes of a project and the effect 
on their interests. Whether it’s traffic, 
use of public funding, historical assets 
or perception of correct use of an asset, 
communications strategies have quickly 
risen to the top in conversations during 

the bid process. That means a competitive 
advantage may be offered if marketing 
and communications is leveraged 
appropriately,” says Arnold.

She believes that newer marketing and 
public relations tools have created these 
opportunities for marketing professionals 
to increase their value during the 
project pursuit. “However, I’m always 
surprised with how few firms view it 
this way. There’s an enormous market 
opportunity here, especially when points of 
differentiation are key for the win.”

The vision of SMPS is “Business 
transformed through marketing 
leadership,” and by leveraging your 
marketing skills as a key member of 
project teams, you can help transform 
your business and gain new project 
commissions. n

Confidential Executive Project, Redmond, WA. B+H Architects. 
©Chris Eden / Eden Photography, edenphotography.us.

Mandy Arnold
Owner, Gavin™
York, PA

CONTRIBUTOR

STORY BEHIND THE PICTURE  |  This unique custom conference and task table dominates this 
executive waiting area, which is a mix of great design detail elements and a strong visual statement.
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Can an Introvert Succeed at BD? (Yes, Here’s How) 
By Rich Friedman

If you’ve heard me speak or have read my previous articles, 
you know that I’m a strong proponent of building a firmwide 
culture of business development (BD) by having everyone 
contribute in ways that are consistent with their career 
juncture, functional role, and BD acumen. It’s been my 
experience over my 27 years in the A/E/C and environmental 
consulting industries that growing your BD skills means 
growing your career—and your firm.

Yet one of the most common questions that comes up is “That 
sounds good, but what if you’re an introvert?”

The reality is that many A/E/C professionals, especially engineers 
and environmental scientists, are introverts by nature. At a recent 
class I taught for the Massachusetts chapter of the American 
Council of Engineering Companies (ACEC), 66 percent of the 
room identified themselves as such. While this group was there 
to learn BD skills, many introverted professionals feel reluctant or 
uncomfortable about taking on this role. 

Firm leaders can be just as reluctant to put introverts into this 
role, focusing their efforts on more extroverted staff. In a USA 
Today poll, 65 percent of executives across all industries viewed 
introversion as a barrier to moving up the ladder. That’s a view that 
can limit their firm’s growth, limit the professional growth of their 
employees, and quickly become a self-fulfilling prophecy.

Introverts (and those who manage them), take heart. You really 
can learn to be more comfortable with—and even enjoy—BD 
activities. And you can become proficient without the pressure to 
be someone you’re not. Here’s how. 

Isn’t This a Case of “Square Peg, Round Hole”?

Actually, no it is not. I have met many introverts over the years 
who are successful at BD and, for this article, have spoken to 
several who are still learning. It’s true that we often think of it in 
terms of activities like networking, speaking, and social media, 
which may not come as easily to introverts as to extroverts. 
However, BD is about strategy first, then tactics. 

Also, introversion and extroversion are often misunderstood. 
One is not better than the other. Introverts need solitude and 
quiet to energize themselves, whereas extroverts gain energy 
and stimulation from being around people. It’s also a continuum. 
The majority of us sit somewhere along the spectrum, not on the 
extreme edges.

Vanke Mall, Shenzhen, China. CallsionRTKL. ©CallisonRTKL / Chris Eden, edenphotography.us.

Client & Business
Development
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Research shows that those who are more 
introverted can also be:

¡ More reserved about sharing their ideas 
and opinions, especially in groups 

¡ Observers and listeners rather than 
talkers

¡ Focused and deliberate in their thinking 
and language

¡ Subject-matter experts who like to  
“go deep”

¡ More internally than externally motivated 

¡ Curious people who enjoy learning

¡ More comfortable when they feel 
prepared

¡ Reluctant to draw attention to 
themselves

It may seem counterintuitive, but these 
traits can become BD strengths. For 
example, listening, curiosity, and solid 
preparation are key skills for identifying 
and understanding your clients’ and 
prospective clients’ needs. They’re also 
strong leadership skills.

If networking like an extrovert doesn’t 
work for you, there are other ways to build 
visibility, confidence, and relationships, 
such as focusing on one-to-one 
conversations and small groups. Here are 
more practices that work.

Business Development Tips for 
Introverts

¡ When attending events, obtain the 
attendance list in advance. This gives you 
time to see who you want to connect 
with and set up meetings in advance.

¡ Do your homework to identify 
conversation starters or connections. 
One simple way to do this is to check 
out your subject’s LinkedIn profile and 

their organization’s website ahead of 
time. Or find things you have in common 
such as sports, hobbies, or parenting.

¡ Arrive early to networking venues. This 
gives you time to scan the nametags 
and/or attendee list (if you could not get 
it ahead of time). It’s also easier to join 
small groups as they form, instead of 
walking in when everyone is engaged in 
conversation.

¡ Develop your interpersonal comfort level 
by shifting your focus from what you’re 
going to say to what you’re curious 
about and what you are going to ask.

¡ Be genuine, especially when entering 
or exiting conversations at networking 
events. Using a line such as, “I’m 
going to get more food” can feel 
disingenuous. Instead, be direct and 
sincere, “I enjoyed talking with you. I’m 
going to meet more people.” (After all, it 
is a networking event!)

¡ Practice good self-care (nutrition, 
exercise, and sleep) and schedule alone 
time when attending an event. It’s 
perfectly fine to make time and space to 
recharge.

¡ Hone your skills where you are already 
comfortable, such as peer organizations, 
community groups, or clubs that you’re 
involved in. Here you can practice asking 
questions and talking about what you 
do and what your firm does in low-risk 
circumstances.

¡ Build your confidence and visibility 
by challenging yourself to ask more 
questions or share more of your ideas in 
meetings. 

¡ Shift the spotlight from you personally 
to your expertise by focusing your 
social media use on sharing industry 
information; presenting an internal 
“lunch and learn;” or educating clients 

through a presentation, workshop,  
or webinar.

¡ Check in with current clients and follow 
up with past clients. This is a great 
opportunity to practice networking 
and asking probing questions with 
people who already know and trust you 
(assuming they were pleased with your 
firm’s work).

¡ Join groups such as Toastmasters to 
develop your speaking skills. Standing 
in a room of strangers may sound 
terrifying, but as one environmental 
scientist I spoke with discovered, it’s 
a friendly and supportive environment 
where everyone is learning.

¡ Business development is a marathon, 
not a sprint. It’s not unheard of to land a 
new project in one conversation, but that 
is not the norm. Establish rapport, build 
credibility, and develop the chemistry 
and trust needed for a good working 
relationship.

¡ Be yourself. Identify outreach activities 
that work for you and build your 
confidence by seizing the opportunities 
to practice them.

Are you an introvert? If so, put these tips 
to work at your next opportunity. It might 
feel awkward at first, but start where you 
are as the occasions present themselves. 
I promise you that if you exercise your BD 
muscles regularly, they will develop.

Are you a leader who wants to help your 
introverts become stronger business 
developers? Share this article with them, 
offer them training, and start a firm-
wide dialogue about what it truly takes 
to develop business using your natural 
strengths. n

I promise you that if you exercise your 
BD muscles regularly, they will develop.
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The SMPS  
Rebrand Reveal
By Michael V. Geary, CAE

A long time ago—and still today—the word “brand” referred to the 
mark (specifically, the logo of the owner’s ranch) burned into the 
hides of cattle and sheep to indicate ownership. Today, it expresses 
more than a product label. We speak of brand as a way to describe 
a customer’s perception of the attributes, qualities, and experiences 
with a product or a business service. Ergo, SMPS is more than the 
square blue logo we have come to know.

People change, aesthetics change, 
and organizations can change, too. 
SMPS leaders recognized a couple 

of years ago it was time again to look 
deep inside the heart of our organization 
to explore our future and consider a 
new vision for SMPS and the marketing 
profession. 

Over the last two years, we connected 
with members, chapter leaders, and other 

stakeholders to explore professional, 
educational, and social needs and wants, 
as well as impressions of the Society. 
The feedback led to the board of directors 
adopting a new vision, which is captured in 
simple five words: Business Transformed 
Through Marketing Leadership. 

Our vision is for firms to execute 
marketing principles (research, strategy, 
branding, communications) to drive 
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business decisions and pursue work 
that aligns with their brand, which will 
result in profitable operations and a 
respected market position. This is a bold 
statement that positions marketing as an 
influential component of the design and 
construction business. 

And since it’s the first thing people notice, 
an outdated logo can unintentionally 
convey an organization is old-fashioned or 
obsolete, which clearly does not match 
the direction SMPS is headed. Therefore, 
last year we engaged an agency to 
advance our research and vision into 
specific branding components, including 
messages, graphic identity, products, 
services, and the member experience. 
They developed a new brand identity 
and components to reflect our need to 

be current and relevant to our various 
audiences. This represents the first time in 
approximately 15 years since we’ve made 
an update to our visual identity.

From the early days, SMPS has sought 
to highlight the value that marketing and 
business development bring to the A/E/C 
industries. For 45 years, SMPS has been 
going against the grain to reinforce that 
design and construction can’t just be 
“design and construction.” We’ve been 
flipping the script on this perspective for a 
long time and now we’re ready to proclaim 
that story to the rest of the world.

The objective is to motivate people 
to rally together to create a role for all 
marketers to continue to be vital, dynamic 
members of the A/E/C world who not 
only support but lead the growth of our 
companies. Just like when our members 
rebrand their firms, SMPS went through 
the same efforts of testing multiple 
graphic designs, tweaking the words—
the brand voice—over and over, updating 
the website, and, of course, there were a 
few hiccups along the way. 

And while all graphic identities can 
become stale, our efforts are not just 
about a new logo. Our new brand 
platform is designed to position SMPS 
at the center of business growth for your 
firms. The new brand essence voice is 
bold, focused, and motivating. Our goal 
is to unite members to join an industry-
wide movement to change the role of 
marketing in A/E/C. Messaging will evoke 
community, inspire confidence, and 
communicate a clear path for the future.

And our new brand essence, is THE 
MARKETING-LED REVOLUTION.

In this issue of Marketer, you will notice 
our new brand colors, which we are 
calling “business black” and “revolution 
orange”—they are literally the opposite 
sides of the color wheel from our days of 
navy blue and white. 

Over the coming months, you will see 
new or updated collateral material for 
SMPS and our chapters, a fresh voice in 
our writing, and a spirit that exemplifies 
our obligation to help people and 
businesses transform and thrive. n

45
YEARS
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When is the best time to expand internationally? It’s a question I 
wrote about several years ago in my article of the same title that  
was published in the October 2015 issue of Marketer. I am 
contemplating it again as the United Kingdom (U.K.)—where I live 
and work—hurtles toward the abyss of an existence outside the 
European Union, having been a member for over four decades.

My question is not just limited to 
A/E/C firms operating in the U.K. 
There are political, economic, 

social, technological, and environmental 
challenges happening all around the 
world. These challenges are making 
firms question whether they should stay 
focused on their domestic market or 
diversify internationally to spread their 
risk and take advantage of exciting new 
opportunities. 

Using my adopted home as the case study 
for A/E/C firms operating in the U.K., I 
know that many firms are grappling with 
this question right now, with the potential 
threat of a “no deal” or a “bad deal” Brexit 
looming—and even the distant hint of a 
possibility of a second referendum.

What does the research tell us? 
Construction order books in the U.K. are 
likely to decline in the immediate few years 
after Brexit Day (March 29, 2019). The 
question is by how much—five percent, 
10 percent? I’ve even heard speculation 
of a 30 percent drop. One thing is for 
sure, until there is more certainty over 
financial markets, international trade, 

and movement of labor, companies and 
investors will inevitably decide not to 
deploy precious capital on new bricks and 
mortar—it’s happening already.

Whether this is only due to Brexit is 
the subject of some debate, as we 
seem to be nearing, if not already past, 
a natural peak in the property cycle—
certainly in London that seems to be the 
case. Thankfully, the U.K. government 
is pressing on with much-needed 
infrastructure projects to prime the 
pumps, but that will only go so far and 
only reach certain firms’ order books. 

The biggest political issue in two 
generations takes center stage as the 
culprit of the U.K.’s impending economic 
woes, and it is making many design 
and construction firm boards ask the 
unanswerable question: Where will we be 
working in five years? 

For many firms, the answer lies in 
revisiting past plans and ambitions to 
work internationally, exporting that world-
beating U.K. creativity and innovation that 
has been the envy of much of the globe 
for many years. 

Preparation Is Key

Whether you are in the United Kingdom, 
United States, or anywhere else in the 
world, there is no right or wrong time 
to enact your international expansion 
strategy, but it is wholly dependent on 
your mindset, vision, ambition, and level of 
preparedness. 

If I could suggest three pieces of advice as 
a starting point: 

Start simple. Don’t expect to take on 
the entire world from day one. Focus your 
energies on just one of the following as an 
initial objective: 

¡ Client-intimacy approach: Leverage a 
relationship with an existing key client 
who has business interests in other 
countries, thereby traveling with them 
overseas. 

¡ Expertise approach: Leverage your 
firm’s expertise in a particular project 
type or service in which you excel and 
stand out from the crowd, and which 
your research confirms is in demand 
overseas. 

¡ Market-focus approach. Leverage close 
business or personal connections in 
one location in which your services are 
generally in high demand, and seek to 
penetrate that market.

Be flexible and opportunistic. Plans 
are just that—plans. They are not 
commandments or binding contracts. 

By Richard Nelson

International  
Business  
Development
in a Post-Brexit World
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We all know things change, so you have 
to allow for flexibility in your endeavors, 
especially when working internationally. 

You can’t control when a client will 
decide to spend their money on a 
project; after all, they are working to 
their business plan, not yours. All you 
can do is focus on executing your plan, 
position yourselves to win the work, 
and adjust as things become more real. 
When working internationally, the time 
it takes to secure a new project always 
seems to take twice as long as you 
expect, so allow for this. Then extend 
your forecast again, as undoubtedly 
there will be even further revelations 
that stretch things out. 

Also keep your eyes and mind open  
to something unexpected that might 
come out of left field. I can’t tell you 
how many times I’ve been involved 
in business development campaigns 
overseas, focusing on a group of 
clients and projects, and then one of 
the contacts we made along the way 
comes back with a completely different 
opportunity that we never knew about 
and never had any intention of pursuing, 
but presto, it’s via referral so there’s  
no competition, only a negotiation, and 
off we go. Strange things can happen 
when working internationally, so be 
flexible and take advantage of those 
unforeseen opportunities, as long as  
they make sense.

Sense and react. This is similar to the 
flexible and opportunistic advice, although 
sense and react really relates to making 
more meaningful adjustment to your 
overall plan. 

For example, say your plan was to 
penetrate the Netherlands market for 
student housing. You start your campaign, 
making contacts, holding local events 
and exhibitions, speaking at conferences, 
doing competitions, and so forth. But you 
begin to see after six months that the 
market is slowing down, and you hear 
from investors that student housing is not 
very high on their agenda anymore, but 
hotels will be the new flavor of the month. 

You must react to this change in the 
market. Otherwise, you will simply be 
pouring money down the drain. Your 
choices become either halt your campaign 
and retreat back home, or, if you happen 
to have an expertise in hotels, you 
could leverage the contacts and brand 
awareness you’ve built in the Netherlands 
to date to shift gears and pursue the hotel 
sector. Either way, standing still is not the 
best option. 

Firms in the U.K. (and worldwide) have 
some serious work to do post-Brexit (or 
post-whatever-major-external challenges 
you are facing where you are). Every firm 
must decide whether they believe the 
pessimistic or optimistic forecasts and 
plan accordingly. 

Final Advice 

In the U.K., I would plan for the 
pessimistic—or rather realistic—forecast, 
but I would love to be happily surprised if 
things don’t decline as much as expected. 
However, that’s a huge risk to take, so I 
would advise planning for that occurrence. 
My money is on a minimum 10 percent 
decline, and as much as the 30 percent 
predicted by others. I have no data to 
back that, it’s just my unscientific analysis 
and gut feeling (I’ve been more right than 
wrong in over 25 years of practice) based 
on conversations with colleagues and their 
view of their new business pipelines for 
2019–20. 

Firms must always plan for right-
sizing their business to reflect external 
challenges, including figuring out where 
they can win enough new work to 
avoid letting people go, or, for the more 
ambitious, pursuing growth. There is also 
a flipside if you are working in expanding 
markets—will you be able to service 
your growing workload with your existing 
team, and, if not, where will you find more 
qualified and competent people? 

My ultimate piece of advice is that you 
must have a plan, no matter what—hope 
is not a strategy.

Plans are not right or wrong, and yours 
could be anything from winding up the 
business to doubling your turnover within 
two years, but you should still have one 
either way. Keeping your plan clear and 
simple, being flexible and opportunistic, 
and being able to sense and react to 
changing market dynamics will give you 
confidence in leading your business into 
unknown waters and successfully dealing 
with the challenges you encounter along 
the way. n

Note: If you need some help getting started with your plan, 
you can refer to my October 2015 Marketer article for a simple 
outline or check out some of the other documents in the MySMPS 
Marketing Resource Center.
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Guerrilla marketing has been around 
for a long time now. We’ve all seen 
flash mobs and giant melting ice 
cream cones appear overnight. We 
know about these campaigns mainly 
because of social media, and because 
they work. While other industries 
have excelled at unconventional 
campaigns so much that it’s become 
part of normal operating procedure, 
the A/E/C industries have never really 
gotten on board.

This is unfortunate. We market the built 
environment. This is where guerrilla 
marketing dwells; where the most 
potential exists. Why haven’t we pulled 
off any incredible, over-the-top marketing 
schemes? 

Guerrilla marketing is all about being 
original and creative—doing something 
so different that it catches people off 
guard and they remember it. This type of 
marketing translates into easy publicity. 
It’s easy to get the media’s attention when 
you transform every bench in the city into a 
giant candy bar or drop hundreds of teddy 
bears all over a neighborhood. 

It’s also perfect for the social media age. 
People love to watch videos and share 
memes. For an industry that struggles with 
social media (it’s difficult to get people 
excited about a really cool HVAC system 

or a condo complex), guerrilla marketing 
offers a chance to stand out and generate 
more compelling content.

So, how do we utilize this effective 
marketing strategy to enliven our 
promotional activities?

The easy answer is we figure out what 
our goal is and then we get creative about 
how to achieve it. Do we want to catch the 
attention of a new client? Are we trying to 
promote a successful project? Do we want 
to convey what an incredible company 
we are? We can use guerrilla marketing to 
achieve all these objectives.

Ambient Marketing

In ambient marketing, you utilize your 
environment to promote a product or 
service. Say you want to promote a 
successful road project. With ambient 
marketing, perhaps you get city permission 
to use spray chalk to add graffiti that makes 
light of the hassle of construction (cars 
being swallowed by cracked pavement). 
Or, perhaps you want to impress a client 
with your vision for a new development. 
You could set up easels throughout the 
site with well-crafted images of what you 
envision the project will look like at that 
spot. This way, the client can see in real 
time what the project will look like when  
it is complete.

Experience-Based Marketing

Experience-based marketing immerses the 
person into a situation. For those of us in 
A/E/C, this is another easy opportunity—
we create experiences. To promote your 
company and convey what an innovative, 
creative place it is, you could create a 
pop-up a gallery of your work at an empty 
storefront, or use virtual reality goggles 
to show people your vision for a project 
as they walk a site. This would enable 
your client to see into the future and 
be immersed in the experience you’ve 
constructed on their behalf.

Buzz Marketing

Buzz marketing is a clever way of pitching 
services to a client in an unexpected 
way and building word-of-mouth. To 
announce your presence at a conference, 
you could work with the host and hotel 
to do something unique, like affixing 
non-damaging stickers to every mirror in 
every bathroom, so when people wash 
their hands, they see your messaging. 
Or, at a golf tournament, you could, with 
permission, post signs on the course 
promoting the company.

Ambush Marketing

It sounds menacing, but done right, 
ambush marketing can make someone’s 
day. This is because it relies on surprise 

Employing Guerrilla Marketing To Energize Promotional Activities
By Christopher Priest

Promotional 
Activitiy
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and over-the-top antics to blow people 
away. Flash mobs are a perfect example. 
For A/E/C, this could mean surprising the 
100th employee on her first day with a 
truly over-the-top celebration live on social 
media. Or, it could be sending a food 
truck to a potential client and handing out 
marketing materials with every purchase 
to thank them for work and continue the 
relationship. The ideas are endless.

Regardless of what kind of guerrilla 
marketing you employ, it’s essential to 
support and promote it with social media. 
To be successful, you need a solid social 
media base. Long before the first idea is 
white boarded out, you need to build your 
online audience.

Of course, you need to be careful with 
guerrilla marketing as well. Very few 
marketing professionals will ever forget 
when the cartoon Aqua Teen Hunger Force 
started a bomb scare in Boston after they 
installed LED boards that looked a lot like 
detonators. You don’t want to scare or 
cause panic, or be remembered for failing. 
You want to be remembered for pulling 
something truly imaginative off.

Guerrilla marketing is a tool we should 
all have in our promotional arsenal. Our 
clients have become savvy to pretty much 
all marketing tricks and tools. Guerrilla 
marketing is unique; it’s unexpected; and 
it’s memorable. It’s also entertaining and 
informative at the same time. It makes 
your firm look leading edge, and even 
more important, authentic. This is how you 
differentiate. It’s also a lot of fun. That’s 
what marketing is supposed to be, and we 
should all have more of it. n

Tommy Hilfiger, Fifth Ave., New York, NY. CallsionRTKL. 
©CallisonRTKL / Chris Eden, edenphotography.us.

STORY BEHIND THE PICTURE  |  This custom 
staircase is a key focal point, as well as a strong 

visual element, working to build a compelling story 
about the project through images.
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Proposal Writing: Stop Doing This
By Matt Handal

The world of proposals is dictated by 
time. There is always a strict deadline. 
It could be two weeks from now. It 
could be two days from now. And 
the difference between now and that 
deadline dictates how much time you 
can spend on the proposal. 

Because you only have so much time  
to work on a proposal, you have to use 
it wisely. 

Classic Proposal Debates  
Finally Answered

There are big debates in proposal circles 
that you’ve probably heard before. One is 
whether or not you should thank or not 
thank the client for the opportunity in the 
cover letter. Another is whether or not you 
should use conjunctions. Can I say can’t 
or should I say cannot? Another debate is 
what’s enough or too much white space in 
a proposal? 

The answer to all of these is … it doesn’t 
matter. So, stop wasting your time.

Are You Spending Your Time  
on Bugdust?

If you’re spending your time wordsmithing 
when you could be differentiating your 
firm, doing client research, or actually 
answering your client’s questions … you’re 
making poor decisions about your time. 

Confidential technology company, Providence, RI. Design 
Republic, New York. ©Chris Eden / Eden Photography, 
edenphotography.us.

Proposals
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It doesn’t matter whether you say we  
have a “variety of experience in” or “we 
have a great deal of experience in” or 
“many experiences in.” That’s bugdust. 
Bugdust is anything that is not going to 
have an actual impact on whether you win 
or lose a contract. 

Stop spending your time on bugdust.

A wise man once said, “If you think the 
difference between winning and losing 
a 10-million-dollar contract is the color of 
your cover, you’ll probably submit lots of 
losing proposals.” 

If you’re spending hours on a proposal 
cover but you haven’t even started 
thinking about the technical approach, 
that’s a huge problem. 

No client has ever said: 

“They didn’t have the best experience. 
They didn’t have the best approach or even 
the best price. But I tell you what, once I 
saw that cover I just knew that we had to 
give them the 100-million-dollar contract.” 

You’ll never, ever, hear that. So, stop 
spending your time on bugdust. 

Let’s Hammer This Point Home  
One Last Time

The key point here is if you want better 
proposals, use your time wisely. Stop 
wasting it. Focus your time and your 
energy on the things that will actually help 
you win the job. n

MixC center, Chengdu, China. CallsionRTKL. ©CallisonRTKL / 
Chris Eden, edenphotography.us.
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2018 SMPS AWARDS

2018 Weld Coxe Marketing Achievement 
Award Recipient: Carla Thompson

Whether rebranding 
her firm or in front 
of a client, Carla 
Thompson, FSMPS, 
CPSM, is a game 
changer. 

By definition, a game changer is 
a person or idea that transforms 
the accepted rules, processes, 

strategies, and management of business 
functions. Carla Thompson embodies 
this concept, which is the very reason 
she received the Weld Coxe Marketing 
Achievement Award (MAA).

It’s the highest individual honor within 
SMPS, saluting professionals whose 
achievements and lasting contributions to 
the professional services marketing field 
are exemplary.

Thompson received the award at this 
year’s Build Business conference, held 
in August in San Diego, but it took 
some prodding to get her to submit a 
nomination.

“It started with Nancy Egan and Andrea 
Walden three or four years ago. I was 
still on the SMPS board (as the Fellows 
delegate), making changes to the Fellows 
program, re-engaging the Fellows, so it 
was good timing with my contributions to 
the Society,” Thompson says.

“I honestly don’t like being in the spotlight. 
I don’t like having the attention. So I said 
no to Nancy. The following year, I thought 
about it again for a half minute and said no.”

The years passed but the persuasion 
continued. “Earlier this year, Melissa Lutz 
approached me and then she enlisted 
Donna Corlew. I got on the phone and told 
them, ‘There are other people who are 
more deserving.’ They said, ‘This is why 
you deserve it.’ They had to talk me into it.  

Carla Thompson, FSMPS, CPSM (center), with last year's recipient R. Tim Barrick, FSMPS, and SMPS Past-President Nancy Usrey, FSMPS, CPSM. Photo ©San Diego Event Photography.
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I don’t like taking credit or being in the 
limelight. I like giving credit and making 
others look good. Besides, I have done 
nothing in my entire career by myself. It’s 
always with a team.”

That team effort started when Thompson 
was growing up. As the oldest of five kids, 
she had a lot of responsibility put on her. 
It made her who she is because, as the 
oldest, she got to change the game. When 
asked how growing up in a large family 
helped her, Thompson said, “It served me 
well throughout my entire career. I’m not 
afraid to push boundaries. It’s easier to ask 
forgiveness later than permission upfront.”

Game Changer to the Profession

Thompson’s professional journey began in 
1980, when she was working as a temp 
typist with Callison. Frank Stasiowski of 
PSMJ conducted a management audit of 
the firm and recommended Thompson 
serve as the firm’s marketing coordinator.

“I started in the basement and was given 
opportunities to blossom. They gave me a 
lot of rope and I took it.”

By her own admission, Thompson knew 
nothing about the A/E/C industries, so 
Stasiowski recommended she join SMPS. 

At the first luncheon Thompson attended, 
the guest speaker was Diane Creel, 
FSMPS, who was director of marketing 
and communications with CH2M Hill 
at the time. Creel was also one of the 
founding members of SMPS and seeing 
her speak put a bug in Thompson’s ear … 
or, should we say, the idea that someday 
Thompson would aspire to a bigger stage.

“I’ve always wanted to give people who 
work with me opportunities to expand 
their skill set and see what path they 
want to pursue. I learned early on from 
SMPS marketing legends like Diane Creel, 

Janet Aubry, Bruce Lea, and Nancy Egan 
that if you pursue your passion, it’s not 
work anymore. So I made a vow to help 
my staff and other marketers find their 
passion. There are so many people who 
inspired me during my career. I’m just 
emulating them.”

When you see Thompson at events, she’s 
usually surrounded by a group of friends 
and colleagues, and approached by many 
others along the way. She takes the role 
of helping and shaping people, particularly 
women, seriously.

“I’ve tried to be a good champion. I’m 
kind of pushy. There was no career 
path when I became an associate in a 
geotechnical environmental firm. There 
were no nontechnical associates. I blazed 
my own trail. I wanted to go where 
legends had gone.” 

One thing’s for sure: Thompson isn’t shy 
about anything, including the advice she 
gives her female colleagues. “What I tell 
other women in our industry is you have 
to take control of your own destiny. You 
have to earn trust and respect. It doesn’t 
get handed to you on a platter. You have to 
make it happen.”

Part of the MAA submittal process for 
Thompson involved looking back at her 
career. “It was a trip down memory lane. 
By the time Melissa, Donna, and I were 
was done with my submittal, I realized that 
I’ve done some cool stuff.”

When the call came from last year’s MAA 
recipient R. Tim Barrick, FSMPS, informing 
Thompson she was this year’s recipient, 
she was overwhelmed. Thompson is the 
27th person to receive the Weld Coxe 
Marketing Achievement Award.

“In an organization as large as SMPS, that 
is pretty astounding. To be honest. I’m 
a little uncomfortable about having the 

spotlight on me, but I’m incredibly proud. 
Of the 26 that came before me, there’s 
only one I don’t know. The others have all 
been my role models and friends. To be 
in their company is mind-blowing. I get 
goosebumps thinking about it.”

“One of my fellow Fellows from SMPS 
Seattle, Ted Sive, told me to have fun 
and breathe deep before Build Business. 
‘Receive without filters all the love and 
compliments and let it energize you.’”

Game Changer for Firms

Thompson has made a long-lasting impact 
on many firms throughout her career. 
She has had the pleasure of working with 
some extraordinary firms over the years, 
and has left a lasting impact at each of 
them. After Callison, she was recruited 
to be director of marketing and business 
development for Design International, 
which she successfully rebranded as 
FORMA. She then joined Hart Crowser as 
director of marketing and became its first 
non-technical associate and shareholder. 

In 2000, she was recruited to join 
MulvannyG2 Architecture as vice 
president for five years. After working for 
four years as a consultant, she was asked 
to come back as global marketing director, 
and stayed another five years, guiding the 
firm through a major rename and second 
rebranding effort. 

Mitchell C. Smith, CEO of (now) 
MG2, wrote this of Thompson in a 
recommendation letter for the MAA: “At 
two critical junctures, Carla Thompson 
was instrumental in capturing the business 
and practice aspirations of the firm through 
a rebranding effort that served as a 
catalyst for growth and success.”

She worked closely with firm leaders and 
principals to develop marketing, business 
development, and PR strategies, which 
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took MulvannyG2—now MG2—from its 
stealth market position to become the third 
largest architectural firm in Washington 
state, the 11th largest in the nation, and 
one of the top 25 architects in China during 
her tenure.

Her work in the China market set the stage 
for her time at NAC Architecture, where 
she served as chief marketing officer for 
several years. At NAC, Thompson was 
responsible for rebranding the firm, and 
she played an integral role in helping it 
enter the China educational market.

Thompson then received an offer she 
couldn’t refuse—another opportunity to 
take an unknown firm and position them 
as experts in their markets. Today, she 
represents Core States Group as its first 
senior director of marketing and plays an 
integral role in the firm’s growth strategy. 

Game Changer for SMPS and A/E/C

Thompson joined SMPS Seattle in 1982, 
and became a Fellow of the Society 
in 1999. She has presented over 200 
seminars and workshops, had numerous 
articles published in national publications, 
and garnered more than a dozen SMPS 
Marketing Communication Awards.

She is the originator of the SMPS Seattle 
Fellows Forum program, which has been 
presented at SMPS chapters, as well as 
regional and Society conferences. She 
also created and serves as co-instructor 
for the popular A/E/C Marketing 101 
five-part seminar series for SMPS Seattle, 
which has graduated more than 1,000 
professionals.

Thompson has also presented educational 
programs for numerous affiliated 
organizations and well-known business 
consulting firms. 

She has been a leader in her chapter 
and the Society, serving three separate, 
two-year terms on the Society board of 
directors as Region V Director, Fellows 
Delegate, and At-Large Delegate. She 
chaired the Society’s Chapter Services, 
Marketing Communications Awards, and 
Membership committees, and served on 
six national committees and six national 
task forces. At the chapter level, she has 
served as Treasurer, President, Past-
President, and Senior Advisor. 

Game Changer for Mentoring

Throughout her career, Thompson has 
always served as a role model and 
mentor through one-on-ones and more 

broadly in her role as a roundtable leader 
for SMPS Seattle.

She has taken on the role of creating 
marketing orientation programs and 
spends about 20 percent of her time on 
internal training programs for marketing 
team members, business developers, 
administrative staff, technical staff, 
principals, and firm leaders. 

Thompson also took the lead on creating 
an annual SMPS Seattle Fellows 
Scholarship to send a deserving member 
to Build Business—she established 
the scholarship criteria and personally 
oversees the program. To date the chapter 
has awarded eight scholarships valued at 
over $10,000.

Enjoying the Game

While Thompson has accomplished much 
in her career, she’s always had two rules 
for whatever she set out to do: the tactic 
must meet multiple goals or serve multiple 
purposes and, it must be fun. 

“Life’s too short not to have fun at work. It 
is serious business, but you can still have a 
good time.”

In her acceptance speech at Build 
Business, Thompson told the audience 
a message straight from her heart. “You 
don’t have to play the same game and 
follow the same rules as everybody else. 
The world has enough followers. You have 
to be different to make a difference.” 

And what a difference she has made. 
Thompson is a passionate leader, beloved 
mentor and teacher, and a true game 
changer to the profession, Society, and 
A/E/C industries. n

Carla Thompson, FSMPS, CPSM, with husband Don Tuttle, 
development principal, UEB Builders. Photo ©San Diego Event 
Photography.

2018 SMPS AWARDS

32 SOCIETY FOR MARKETING PROFESSIONAL SERVICES



Amanda Erickson  
Named 2017 Chapter 
President of the Year
The Chapter President of the Year Award recognizes an SMPS chapter 
president who has demonstrated excellence in leadership while 
serving the chapter and its members. 2016–17 SMPS Seattle Chapter 
President Amanda Erickson received the award at The Evening of 
Excellence on August 16 in San Diego during Build Business.

A strong leader embraces the 
servant leadership model, leading 
by example. The 2017 Chapter 

President of the Year, Amanda Erickson, 
editorial director at Sellen Construction 
in Seattle, WA, was driven by an 
overwhelming desire to serve her chapter. 
She is known as a calm, cool leader 
with a relaxed, confident personality and 
excellent organizational skills.

When Erickson took the reins as president 
of SMPS Seattle, the chapter was strong 
and solid. But rather than fall back on the 
chapter’s previous success, she pushed 
everyone—the board, the volunteers, 
the members, and herself—to strive for 
excellence. 

Erickson stands out as a compassionate 
leader who is always willing to jump in 
and assist other board members and 
volunteers when needed. She always 
keeps the big picture in mind while 
working to tackle the small details. Her 
strategic vision for the chapter allowed 
it to meet long-term objectives through 
smaller, actionable steps. 

Always mindful of the team’s spirit level 
throughout the year, Erickson was ready to 
offer comic relief or motivational moments 
when needed to boost morale. She 
was realistic and willing to help prioritize 
projects and make tough decisions in order 
to help volunteers balance SMPS, work, 
family, and personal commitments. 

One nominee wrote, “As president, 
Amanda was professional yet approach-
able, hard-working yet fun. She wanted  

us to do more, be better, and grow—
but she also knew when to pull the 
plug or make a tough cut for the sake 
of everyone’s sanity. She was always 
balanced.” Another noted, “She leads 
with passion, friendship, commitment, 
engagement, and enthusiasm that trickles 
down to every aspect of the chapter.” And 
yet another stated, “She is committed to 
maximizing every project she touches. 
If Amanda is leading, it will exceed 
expectations.”

During Erickson’s term, SMPS Seattle 
retained 91 percent of its membership, 
growing well beyond its goal to 266 
members. She helped the chapter forge 
new partnerships with other A/E/C 
organizations, ensured success at an 
annual sponsorship drive, and increased 
the reach of the chapter’s social media 
channels.

The chapter gained new heights, and 
those around Erickson became inspired 
to get more involved because she led 
by example. With her participation and 
guidance, SMPS Seattle:

¡ Experienced a nine percent growth over 
the previous year and far surpassed the 
chapter’s three-year membership goal

¡ Boasted a 91 percent member 
retention rate

¡ Grew event attendance and held 29 
events throughout the year aligned with 
the domains of practice, which allowed 
them to reinvest in educational and 
networking events

¡ Reinvigorated the ambassador program 
that matched every new member to a 
chapter volunteer

¡ Exceeded its three-year financial goal of 
maintaining 75 percent of annual budget 
in reserves by ending the year with over 
100 percent in reserves.

¡ Developed long-term succession plans 
for board and chair positions

¡ Increased scholarship amounts and the 
number of scholarships

¡ Redesigned and relaunched its website 

¡ Began planning a mentorship program 
launch

Erickson always put the needs of others 
at the forefront and steps in to help solve 
challenges with grace. Her term will be 
remembered as one of success, fun, and 
camaraderie. n

The Chapter President of the Year Committee was 
chaired by Ida Cheinman, principal and creative 
director at substance151, in Baltimore, MD. Others 
serving on the committee included:

Past chair, Benjamin Sawa, CPSM, director  
of marketing, GEI Consultants Inc., Woburn, MA

Juror, Cindy Hausler, CPSM, marketing 
director, KWK Architects, Webster Groves, MO

Juror, Grenee L. Martacho-Celuch, CPSM, 
vice president, Concord General Contracting Inc., 
Mesa, AZ

Juror, Hildegard Dodd, business development, 
Wilson Ihrig, Emeryville, CA

Staff liaison, Natalie Gozzard, associate 
director, knowledge and professional development, 
SMPS headquarters, Alexandria, VA

Ida Cheinman presents the Chapter President of the Year award to 
Amanda Erickson (right). Photo ©San Diego Event Photography.
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2018 Class of Fellows
Two honorees earned the 2018 SMPS Fellows designation, which represents the highest level of 
experience and leadership in SMPS. They have been active in the Society for at least 10 years, have 
15 years’ experience as a marketer and/or business developer in the A/E/C industries, and have held a 
current CPSM designation for a minimum of five years. The 2018 Class of Fellows was named in May 
and recognized during The Evening of Excellence held during Build Business in San Diego on August 16.

¡ Throughout her career, she has 
held prominent positions including 
marketing and publications manager, 
director of marketing and business 
development, and brand strategist, 
before joining Northland Controls in 
2015 as their chief marketing officer.

¡ O’Dell is passionate about advancing 
professional services marketing 
through education and outreach. She 
has dedicated years of energy to 
developing programs in support of this 
passion and building bridges with AIA, 
ACEC, SEAOC, SIA, and ISC. She has 
spoken at the SMPS Pacific Regional 
conference three times, CPSM Day, 
other industry conferences including 
PSA, SIA, and Zweig White. 

¡ This dedication hasn’t gone unnoticed. 
O’Dell has won more than 30 national 
and local marcom awards. In 2012, she 
received the SMPS Chapter President 
of the Year Award and, in 2017, SMPS 
San Francisco honored her with the 
lifetime achievement award for her 
contributions. 

¡ At the chapter level, O’Dell has co-
chaired and helped revive the Founders 
Awards, acted as programs co-chair, 
and served as chapter president. 
As president, she led a team that 
increased sponsorship by 50 percent, 
reversed declining membership, 

restored the chapter to the largest in 
the country, increased membership 11 
percent, and created 65 programs that 
offered 75 CEUs.

¡ Regionally, O’Dell served on the Pacific 
Regional Conference (PRC) committee 
for two terms. At the Society level, she 
chaired the 2013 Chapter President of 
the Year Committee. She also led the 
SMPS Foundation’s subcommittee/
Lift-Off Crew focused on rejuvenating 
the value of the Foundation and led 
the large firm judging process for the 
Striving for Excellence committee.

¡ Mentoring is near and dear to her heart. 
She has provided guidance throughout 
the years and has helped her protégés 
develop their skills and find firms that 
are the right fit for their talents. 

¡ O’Dell is a tireless advocate for A/E/C 
marketing leadership—and for the 
Society. As a Fellow, she will continue 
her advocacy with other Fellows to live 
and promote the Society’s vision: to 
transform business through marketing 
leadership.  

Alethea O’Dell, FSMPS, CPSM
Chief Marketing Officer
Northland Controls
Fremont, CA

¡ Alethea O’Dell has been a member 
of SMPS for 15 years and started her 
career after receiving her degree from 
the University of Massachusetts.

¡ She went on to pursue her Master’s 
degree in journalism from Indiana 
University in 1998, and then served 
as editor-in-chief for all corporate 
communications at QRS.
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business development roles, culminating 
in her promotion to vice president in 
2009. She has played a critical role in 
aligning marketing and business sales 
efforts with the firm's vision.

¡ At the chapter level, she was Programs 
Chair and revamped events to be 
client-focused. She also served on the 
Nominations Committee, and ultimately 
as Chapter President, where she sought 
to instill the premise of quality over 
quantity at different levels including 
reducing the number of programs, 
restructuring board meetings for higher 
focus and efficiency, and helping 
refurbish the Founders Award program. 

¡ At the Society level, Wagner served 
as Presidents’ Leadership Symposium 
(PLS) Chair and then as Co-Chair for 
the Build Business 2012 committee 
in San Francisco. She has also judged 
the SMPS Marketing Communications 
Awards numerous times, and 
participated on the CPSM Certification 
Committee.

¡ Wagner has held leadership and 
committee roles with the American 
Public Works Association (APWA), 
Bay Area Council, Building Industry 
Conference Board (BICB), The Care 
Group, Construction Management 
Association of America, and Society for 
College and University Planners (SCUP).

¡ She has presented to several 
organizations, such as the APWA, 
Bay Area Council, BICB, The Care 
Group, RECON, and SCUP on business 
development and marketing topics.

¡ Her experience with PLS inspired 
Wagner to get even more involved 
in educating future leaders of the 
Society—and those just starting out. 
She has supported many in their 
efforts to obtain CPSM designation. 
And through her firm’s Adopt-A-
School program, she has developed 
and authored curriculum modules for 
students interested in joining the A/E/C 
industries. 

¡ She has coached and provided 
professional development to many 
of Swinterton’s employees and it has 
become a huge part of her role and 
something she enjoys the most. n

Myrna Esther Wagner, FSMPS, 
CPSM
Vice President, Business 
Development 
Swinerton
San Francisco, CA

¡ Myrna Wagner has over 30 years of 
experience in the A/E/C industries  
and has been a member of SMPS for 
23 of them. 

¡ Wagner commenced her career with 
Swinerton in 1999 and has held several 
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2017 Striving for Excellence Winners

GRAND PRIZE: SMPS ST. LOUIS 
(LARGE CHAPTER)

2016–17 President: Amanda Bohnert, 
CPSM, director of marketing, S. M. 
Wilson & Co., St. Louis, MO

Service Accomplishment Highlights:
 Planned 25 events, offering 31 CEUs

 Achieved average program 
evaluation scores of 4.4 out of 5.0

 Launched Coordinators’ Club, a 
6-month program geared towards 
entry-level marketers

 Hosted the most successful 
Missouri Valley Regional 
Conference to date with 153 
attendees, and more than $18,000 
in income

 Developed a realistic, achievable 
action plan for the chapter

 Rewrote the chapter’s bylaws and 
policies and procedures to serve 
as a guiding tool and necessary 
reference for new board members

 Recognized member achievements 
with scholarships and praise at 
yearly member breakfast

 Retained 89 percent of members, 
six points above the national 
average

 Increased its number of CPSMs by 
20 percent

 Grew membership by 9 percent, 
rising to 138 members

 Paired five sets of mentors and 
mentees through their successful 
mentorship program

 Increased social media presence  
on each platform

 Earned $21,245 in profit with 
$42,692.70 in reserves

 Significantly reinvested in its mem-
bers through scholarships, stipends, 
and discounted program rates

 Revamped its sponsorship program, 
and secured 16 firm sponsors for 
more than $19,500

1ST PLACE, EXTRA LARGE 
CHAPTER: SMPS BOSTON

2016–17 President: Sarah Hotchkiss, 
director of leadership support, 
Commodore, Waltham, MA 

Service Accomplishment Highlights:
 Celebrated its 35th anniversary with 

the theme Flourish; all members and 
past-presidents received a thank 
you gift

 Improved recruitment and retention 
strategies, tailoring approaches for 
three categories: members with less 
than one year, members with 1–10 
years, and members with more 
than 10 years, resulting in 68 new 
members

 Enhanced value for current 
members with more member-only 
programming and member-only 
scholarships for CPSM, Marketing 
Bootcamp, NERC, and Build 
Business

 Developed, collaborated with other 
organizations, and put on a total of 
53 programs and events

 Gave back to charities through gen-
erous donations and volunteer time

 Offered 63 total CEUs and free 
CPSM study group

 Provided over $5,000 in scholarships 
throughout the program year.

 Increased social media and website 
presence, with a seven percent 
increase in traffic to smpsboston.org 

from Twitter and 32 percent increase 
in Instagram increased followers 

 Generated more than $40,000 in 
corporate and event sponsorships, 
exceeding targets

 Solicited member feedback through 
survey, with 19.4 percent of 
membership participating; of the 
responses, 98 percent responded 
either Excellent (45.45%) or Good 
(52.73%).

 Maintained more than $200,000 
in reserves, made net income of 
$18,000

OUTSTANDING, EXTRA LARGE 
CHAPTER: SMPS SEATTLE

2016–17 President: Amanda Erickson, 
CPSM, editorial director, Sellen 
Construction

Service Accomplishment Highlights:
 Provided 20 education and nine 

networking programs for a total of 
42.5 CEUs, 37 percent more than 
the previous year

 Averaged 49 attendees per program 
and a 4.3/5 overall rating in 
participant surveys

 Achieved a member retention rate 
of 91 percent, eight percent higher 
than the national average

 Achieved 24 percent volunteer 
participation, with 75 percent 
staying on from the previous year

 Exceeded its goal to grow 
membership; grew nine percent 
with 56 new members to a total of 
266 members

 Streamlined communications 
using Slack to minimize email and 
increase collaboration

 Redesigned its website to be more 
modern and user-friendly

 Established a formal association 
outreach program to expand its 
partnerships with other industry 
organizations

 Exceeded its three-year financial 
goal of maintaining 75 percent of its 
annual budget in reserves by ending 
the year with over 100 percent in 
reserves

 Developed long-term succession 
plans for board and chair positions

 Developed an annual schedule of 
all events and corresponding three-
month look-ahead communications 
calendar; added annual event 
calendar to website

 Increased scholarship amounts and 
number of scholarships given

 Re-engaged a member group 
(10–20 years of experience)  
that was not heavily involved  
in the chapter

 Began development of a formal 
mentorship program

 Achieved a record-breaking $32,100 
in annual and event sponsorships, a 
25 percent increase from 2016 and 
a 74 percent increase from 2015

OUTSTANDING, LARGE 
CHAPTER: SMPS AUSTIN

2016–17 President: Adam Kohler, 
director of operations, Structure 
Tone Southwest, Austin, TX

Service Accomplishment Highlights:
 Offered programs that included all 

six Domains of Practice, totaling 
32.5 CEU hours, an increase of 49.2 
percent over last year

SMPS St. Louis Awarded Grand Prize
The Striving for Excellence (SFE) program recognizes chapters for excellence in their management 
and service to members through quality programs, increased membership, effective communications, 
and financial health. During The Evening of Excellence on August 16 in San Diego, SMPS St. Louis was 
honored as the grand prize-winning chapter. Congratulations to all the chapters that were recognized 
for their activities, accomplishments, and achievements in management and service for the 2016–17 
programming year.
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 Procured high-profile speakers and 
stayed ahead of the curve on topics 
to generate a total of $16,973 in 
program profit with an average of 
95 attendees per luncheon

 Created new education events 
including a Learn & Do skills-based 
training with Adobe training center

 Grew membership from 98 in 
August 2014 to 135 in August 2017; 
averaged 72 percent retention 
rate for the past three years and 
an average increase of 46 new 
members each year

 Gained 24 new members through a 
2016 Membership Drive, growing 
chapter membership by 14.17 
percent 

 Engaged 41 percent of chapters 
members in a committee or on the 
board during the 2016-2017 year

 Continuously involved the majority 
of past chapter presidents and 
board members as volunteers for 
various committees or mentors to 
the current board

 Held its most financially successful 
event to date, the 2nd Annual 
Black + White Bash, with almost 
50 more attendees than the 
previous year and making a profit 
of more than $4,500

 Collaborated with other chapters 
and industry associations, becoming 
recognized as a premier organiza-
tion in the Central Texas area for 
A/E/C, based on member survey

 Expanded social media commu-
nications with new outlets and 
campaigns

 Maintained a net income over 
$20,000—more than double its 
budget—solidifying the financial 
health of the chapter 

1ST PLACE, SMALL/MEDIUM 
CHAPTER: SMPS ALASKA

2016–17 President: Christine  
White, CPSM, communications 
manager, R&M Consultants, Inc., 
Anchorage, AK

Service Accomplishment Highlights:
 Offered 23 programs and more than 

30 CEUs, including participating 
in the 2017 Pacific Regional 
Conference (PRC)

 Held a 12-week study group to 
prepare for the CPSM exam

 Launched program luncheons 
sponsored by a contractor; overall 
doubled contractor attendance at 
luncheon programs, and increased 
attendance 27 percent

 Involved contractors on board and 
committees

 Increased exposure and 
engagement across all social media 
and communication platforms

 Actively engaged nearly 40 percent 
of chapter membership in activities, 
a 10 percent increase from the 
previous year

 Focused efforts to engage 
past chapter presidents and 
experienced members 

 Increased collaboration with other 
chapters and industry associations

 Created new member engagement 
program with one-on-one outreach

 Increased participation in 
mentorship program with 18 
participants, and included three 
individuals who participated as both 
a mentor and a mentee

 Kept one year of operating 
expenses in reserve, and used 
the excess assets to give back 
to members in free luncheon 
vouchers, free memberships, a free 
PRC registration, and continuing 
education scholarships

 Met goal of obtaining 30 percent  
of revenue through sponsorships

CHAPTER COMMUNICATION 
AWARDS

Social Media, 1st Place:  
SMPS Houston

2016–17 President: Melanie Meeks, 
CPSM, owner, Meeks Marketing, 
Inc., Cypress, TX

Social Media, Outstanding:  
SMPS New York

2016–17 President: Robin 
Carathanasis, marketing consultant, 
Lilker Associates Consulting 
Engineers, New York, NY

Website, Outstanding:  
SMPS Columbus

2016–17 President: Katie Burgess, 
CPSM, director of business 
development & marketing, Burgess 
Senior Living Management, 
Columbus, OH

CHAPTER PROGRAM AWARDS

Educational Program, 1st Place: 
SMPS Philadelphia

2016–17 President: Stacy Barrett, 
senior proposal manager, STV Inc., 
Philadelphia, PA

Special Event Program, 1st Place: 
SMPS Colorado

2016–17 President: Michele Decker, 
CPSM, principal, 4240 Architecture, 
Denver, CO

The 2016–17 Striving for 
Excellence Awards Committee 

Chaired by Deirdre Gilmore, CPSM, 
president, TankGirl Marketing, 
Phoenix, AZ 

Also serving on the committee were:

 Incoming chair, Susan Shelby, 
FSMPS, CPSM, president & CEO, 
Rhino PR, South Hamilton, MA

 Julee Attig, CPSM, marketing 
director, Reaveley Engineers, Salt 
Lake City, UT

 Amanda Bohnert, CPSM, director  
of marketing, S. M. Wilson & Co., 
St. Louis, MO

 Jennifer Bottomley, CPSM, 
associate vice president, HGA 
Architects and Engineers, 
Alexandria, VA

 Jana Brickey, CPSM, director of 
business development, DFDG 
Architecture, Phoenix, AZ

 Alayne Bryant, LEED AP, CPSM, 
marketing director, Satterfield & 
Pontikes Construction, Houston, TX

 Amber Burke, Waukesha, WI

 Stephanie Cieszkowski, marketing 
manager, K2M Design, Cleveland, OH

 Cathy DeFrances, CPSM, associate 
director of business development, 
Fuss & O'Neill, Inc., Manchester, CT

 Carie Dunn, CPSM, director of 
marketing, Trivers Associates,  
St. Louis, MO

 Andrea Goodwin, CPSM, director 
of marketing, Skyline Art Services, 
Houston, TX

 Sarah Hoff, owner/principal 
consultant, Hoffhaus Creative, 
Brooklyn, NY

 Linda Hollingsworth, CPSM, 
president, The Hollingsworth 
Company, LLC, Orlando, FL

 Carmen Houston, CPSM, director 
of marketing and business 
development, Pape-Dawson 
Engineers, Houston, TX

 Cheryl Jemar, regional marketing 
team lead, Stantec Consulting, 
Anchorage, AK

 Andrew Katz, CPSM, Engineering 
Procurement Director, Stafford 
Bandlow Engineering, Inc., 
Doylestown, PA

 Alicia Koledin, Assoc. AIA, founder 
and principal, Akcelerate, New 
York, NY

 Joseph Kolodziej, director of 
business development, Code 
Consultants, Inc., St. Louis, MO

 Laurie Lumish, CPSM, director of 
marketing & business development, 
Degenkolb Engineers, San 
Francisco, CA

 Lauren Minors, CPSM, senior 
marketing coordinator, BRPH, North 
Charleston, SC

 Perryn Olson, CCMP, CPSM, 
marketing director & vCIO, 
MyItSupport, Metairie, LA

 Carol Ormay, ACHE Fellow, 
principal, director of marketing, 
CMTA Inc., Prospect, KY

 Grace Richardson, senior marketing 
specialist, David Evans and 
Associates, Inc., Bellevue, WA

 Ann Sekely, vice president  
of business development, 
Washington, PA

 Jennifer Shelby, CPSM, proposal 
and communications manager, 
ARCHITECTURAL ENGINEERS, 
Boston, MA

 Andrea Story, CPSM, vice 
president: marketing & business 
development, R&M Consultants 
Inc., Anchorage, AK

 Courtney Van Ostran, CPSM, director 
of marketing, Tec Inc. Engineering & 
Design, Columbus, OH

 Tamara Zupancic, manager of 
marketing, The Austin Company, 
Eastlake, OH

 Staff liaison, Natalie Gozzard, 
associate director, knowledge and 
professional development, SMPS 
headquarters, Alexandria, VA n
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2017–2018 Class of CPSMs

Jeannine Y. Alexander, CPSM
Marketing Director, Tunnels & 

Underground
McMillen Jacobs Associates
Seattle, WA

Robin Apelado, CPSM
Marketing Coordinator
OCI Associates
Maitland, FL

Fatimah Ayyeh, MBA, CPSM
Marketing Coordinator II
Infrastructure Engineering, Inc.
Chicago, IL

Christina Beaird, CPSM, LEED 
Green Associate
VP Marketing
Harmon Construction
Olathe, KS

Megan Blackwell, CPSM
Marketing Manager
Otto Construction
Sacramento, CA

Casey M. Bobrow, CPSM
Marketing Specialist
CBRE | Heery
Silver Spring, MD

Amanda Bohnert, CPSM
Director of Marketing
S. M. Wilson & Co.
St. Louis, MO

Sandra F. Bones, CPSM
Marketing Manager
IPS-Integrated Project  

Services, LLC
Blue Bell, PA

Deborah L. Brauer, CPSM
Marketing Manager
G2 Consulting Group
Troy, MI

Daryl L. Bray, AIA, LEED AP, 
NCARB, CPSM
COO
SGA Design Group
Tulsa, OK

Shannon D. Burfeind, CPSM
Marketing Manager
Alliant Engineering Inc
Minneapolis, MN

Melissa L. Butler, CPSM
Director of Marketing
Robins & Morton
Birmingham, AL

Tiffany D. Cartwright, CPSM
Business Development 

Coordinator
Walter P Moore
Kansas City, MO

Lindsey W. Cheatham, CPSM
Director of Marketing & Client 

Relations
Murphy Group Architects, PLLC
Lexington, KY

Kara I. Chiccarelli, CPSM
Proposal Manager
Skanska
Waltham, MA

Helga I. Christoforatos, CPSM
Marketing Director
Miller Electric Company
Jacksonville, FL

Jennifer R. Cooper, CPSM
Senior Marketing Specialist
JRC Creative Solutions, LLC
Pensacola, FL

Elena V. Difiore, CPSM
Director of Communications
CGL Companies
Miami, FL

Matthew E. Dvorak, CPSM
Director of Marketing & 

Communications
Primera Engineers, LTD
Chicago, IL

Jordan A. Ferrell, CPSM
Marketing Department Head
Gessner Engineering
College Station, TX

Carrie Flores, CPSM
Senior Marketing Coordinator
OMNIPLAN Architects
Dallas, TX

Jessica J. Gillette, CPSM
Marketing Coordinator ll
Christopher Consultants
Chantilly, VA

Teresa Satsky Guill, CPSM
Marketing Coordinator
Ponce-Fuess Engineering
Dallas, TX

Liza Hall, MBA, CPSM
Business Development Manager
BKF Engineers
Newport Beach, CA

Erin M. Hatch, CPSM
Marketing Director, Senior 

Associate
Weber Thompson
Seattle, WA

Monica Hatcher, CPSM
Marketing Manager
Arup
New York, NY

Jessica L. Hemauer, CPSM
Marketing Manager
Rider Levett Bucknall
Chicago, IL

Stephanie Hunting, CPSM
Senior Marketing Coordinator
Cannon
San Luis Obispo, CA

Becki Iverson, CPSM
Senior Marketing Coordinator
Faithful + Gould
Minneapolis, MN

Katherine E. James,  
LEED GA, CPSM
Marketing Director, Senior 

Associate
FXCollaborative
New York, NY

Steven P. James, CPSM
Marketing Manager
Volkert
Mobile, AL

Tracy L. Jenkins, MBA, CPSM
Marketing Manager
IEC Corporation
Sacramento, CA

Brittany Jobkar, CPSM
Marketing Coordinator
Henderson Engineers
Lenexa, KS

Kelly Jones, CPSM
Marketing Coordinator
HBW Construction
Rockville, MD

Clare K. Kelly, CPSM
Consultant
Denver, CO

Thomas Kepka, CPSM
Director of Marketing
U.S. Engineering Company 

Holdings
Kansas City, MO

Barbara Klimaszewski, 
CPSM
Marketing Specialist
BVH Integrated Services P.C.
Bloomfield, CT

Katie Kuntz, CPSM
Marketing Manager
Alberici Constructors, Inc.
St. Louis, MO

Heidi Lensch, CPSM
Marketing Coordinator
Bolton & Menk, Inc.
Mankato, MN

Chuck R. Lohre, LEED AP, 
CPSM
President
Lohre & Associates Inc
Cincinnati, OH

Laura D. LoJacono, CPSM
Director of Business 

Development
DWC Construction Co Inc
Nashville, TN

Clarice Lyons-Davidson, 
CPSM
Vice President Marketing
Infrastructure Engineering, Inc.
Chicago, IL

Rebecca L. Maddox, CPSM
Business Development/Proposal 

Manager
Cardno, Inc.
Charlotte, NC

James Manly, CPSM
Assistant Marketing Director
The Sextant Group
Pittsburgh, PA

Kayla L. McCause, CPSM
Business Development and 

Marketing Strategist
Dragonfly AEC Consulting
Washington, D.C.

Jennifer E. Miller, CPSM
Marketing Manager
SmithGroupJJR
Ann Arbor, MI

Damion Morris, CPSM
Senior Marketing Coordinator
Vanir Construction Management
Los Angeles, CA

Jessica K. Nichols, CPSM
Director of Marketing
Pinkard Construction Co.
Lakewood, CO

Kelsey M. Parpart, CPSM
Marketing
AKS Engineering & Forestry
Tualatin, OR

Brandon Peters, CPSM, MBA, 
ASLA, LEED AP BD+C, ND
Marketing Director
CLARK | BARNES
Seattle, WA

The following individuals met the requirements for certification, successfully completed the 
exam, and earned the professional designation CPSM (Certified Professional Services Marketer) 
between May 2017 and May 2018. CPSMs who attended Build Business were recognized for their 
achievement during The Evening of Excellence on August 16 in San Diego.
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A Certified Professional 
Services Marketer (CPSM) 
must meet rigorous standards 
of experience and knowledge 
in professional services 
marketing, pass a certification 
exam, and embrace the CPSM 
Code of Ethics. The certification 
exam, the key element in 
the program, is based on a 
practice analysis study of 
professional services marketing 
and business development, 
commissioned by SMPS. The 
exam tests knowledge in six 
core competency areas called 
the Domains of Practice that 
address marketing research, 
marketing planning, client 
and business development, 
proposals, promotional activity, 
and management.

Once candidates have earned 
the CPSM designation, they 
must maintain their certification 
status through continuing 
education. A minimum of 50 
continuing education units is 
required every three years for 
recertification.

For more information on the 
Certified Professional Services 
Marketer program, call 
Certification Manager Kevin 
Doyle at 703.684.2271, or visit 
smps.org/certification.

Munawar M. Qaddoumi, 
CPSM, LEED AP O+M
Business Development Specialist
RWDI
Portland, OR

Natalie Rodriguez, CPSM
Marketing Manager
Core States Group
Tampa, FL

Korey B. Rubeling, CPSM
Business Development Manager
Burdette, Koehler, Murphy & 

Associates, Inc
Baltimore, MD

Christina M. Ryan, CPSM
Marketing Manager
Ascent Environmental Inc
Sacramento, CA

Benjamin Sawa, CPSM
Director of Marketing
GEI Consultants Inc
Woburn, MA

Beth Sims, CPSM
Director of Marketing
dwg. landscape architecture
Austin, TX

Andrea L. Slicker, CPSM
Proposal Manager
Leidos
Denver, CO

Jessica L. Smith, CPSM
Marketing Manager
Appel Osborne Landscape 

Architecture
Syracuse, NY

Rebecca J. Starer, CPSM
Marketing Services Manager
Gilbane Building Company
Arlington, VA

Suzanne Swistak, CPSM
Business Development Manager
ECS Mid-Atlantic
Chantilly, VA

Christopher A. Tejeda, CPSM
Marketing & Business 

Development Manager
Capital Engineering Consultants
Rancho Cordova, CA

Adam Tycaster, CPSM
Marketing Coordinator
The Watershed Company
Kirkland, WA

Amy Vance, CPSM
Marketing Coordinator
Martin/Martin Inc
Lakewood, CO

Staci Vega, CPSM
Marketing Specialist
Christopher Consultants
Fairfax, VA

Jennifer M. Wahl, CPSM
Director of Business 

Development
Karpinski Engineering
Cleveland, OH

Jacqui Walker, CPSM
Marketing Manager
DeMaria
Novi, MI

Rebecca Weldon, CPSM
Business Development Manager
Coact Designworks
Sacramento, CA

N. Constance Whitney, CPSM
Proposal and Marketing Manager

Candace M. Wilson, CPSM
Marketing Manager
UCI
Wichita, KS

Matt Wittemann, CPSM
Business Development Manager
Meyer Design Inc
Ardmore, PA

Christy Wolfe, CPSM
Senior Marketing Coordinator
HDR Inc
Kansas City, MO

Katherine M. Wood, CPSM
Deputy Transportation Marketing 

Manager
HDR
Anchorage, AK

Rose Zurawski, AIA, MPA, 
CPSM
Marketing Operations Manager
Pond
Peachtree Corners, GA n
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Winners Announced in 2018 
Marketing Communications Awards

ADVERTISING
A   Award of Excellence Ostrom Creative, Excelsior, MN

  Merit Award  Mead & Hunt, Middleton, WI

BOOK/MONOGRAPH
B   Award of Excellence Goettsch Partners, Chicago, IL

  Merit Award  Hartshorne Plunkard Architecture, Chicago, IL
  Merit Award  Robins & Morton, Birmingham, AL

BRAND AWARENESS CAMPAIGN
  Award of Excellence CDM Smith, Boston, MA
  Merit Award  Bolton & Menk, Inc., Mankato, MN
  Merit Award  Brownstein Group, Philadelphia, PA
C   Merit Award  J.H. Findorff & Son Inc., Milwaukee, WI

BROCHURE
D   Award of Excellence HNTB, New York, NY
E   Merit Award  Henderson Engineers, Inc., Lenexa, KS

  Merit Award  Sasaki, Watertown, MA

CORPORATE IDENTITY REBRANDING
F   Award of Excellence Murraysmith and LecoursDesign, Portland, OR

  Merit Award  FORGE, San Francisco, CA
  Merit Award  Henderson Engineers, Lenexa, KS
  Merit Award  Perteet Inc., Everett, WA

DIRECT-MAIL CAMPAIGN
  Award of Excellence –  Amenta Emma Architects, Hartford, CT
  Digital
  Award of Excellence –  The Kleingers Group and Pixels and Ink Studio
  Mixed Media  LLC, Lebanon, OH 
G   Merit Award  Schemmer, Omaha, NE

HOLIDAY PIECE – DIGITAL
  Award of Excellence Professional Engineering Consultants,  

  Wichita, KS
  Merit Award  Charles M. Salter Associates,  

  San Francisco, CA
  Merit Award  SME, Plymouth, WI
H   Merit Award  Weber Thompson, Seattle, WA

HOLIDAY PIECE – MIXED MEDIA
I   Award of Excellence Building Controls and Services (BCS),  

  Wichita, KS
  Merit Award  Svigals + Partners, New Haven, CT
  Merit Award  Terracon Consultants, Inc., Olathe, KS

HOLIDAY PIECE – PRINT
J   Award of Excellence M+A Architects, Columbus, OH

  Merit Award  Al Neyer, Cincinnati, OH
  Merit Award  brick., Emeryville, CA
  Merit Award  JVA, Inc., Boulder, CO

INTERNAL COMMUNICATIONS – DIGITAL
K   Award of Excellence Walter P Moore, Houston, TX

  Merit Award  Structure Tone, New York, NY

INTERNAL COMMUNICATIONS – MIXED MEDIA
  Award of Excellence Messer Construction Co., Cincinnati, OH
L   Merit Award  GeoEngineers, Inc., Seattle, WA

  Merit Award  Henderson Engineers, Lenexa, KS
  Merit Award  RS& H, Tampa, FL

This year’s 41st Annual Marketing 
Communications Awards (MCA) recipients were 
revealed during The Evening of Excellence on 
August 16 in San Diego during Build Business,  
the SMPS annual conference. 

The MCA program is the longest-standing, 
most prestigious awards program recognizing 
excellence in marketing communications by 
professional services firms in the design and 
building industries. The program’s 287 entries  
were judged entirely online year by a 
distinguished panel of 100 jurors. 

The Best of Show Award, bestowed by a jury of 
industry executives, was awarded to Populous 
from Kansas City, MO, for their Promotional 
Campaign entitled, “The Revenue Revolution | 
Data-Driven Design Campaign.” 

The People’s Choice Award, voted on by 
conference attendees and SMPS members alike, 
was awarded to HNTB from New York, NY, for its 
Brochure, “HNTB Loves New York.”

Congratulations to the following firms that were 
recognized.
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INTERNAL COMMUNICATIONS – PRINT
  Award of Excellence Southland Holdings LLC and Shaffer Creative, 

  LLC, Hudson Oaks, TX
  Merit Award  LJA Engineering, Houston, TX
M   Merit Award  Maser Consulting P.A., Red Bank, NJ
  Merit Award  Skidmore, Owings & Merrill LLP,  

  San Francisco, CA

EXTERNAL NEWSLETTER/PUBLICATION
N   Award of Excellence EXP Global Inc., Chicago, IL
  Merit Award  Pennoni, Philadelphia, PA
  Merit Award  Structure Tone, New York, NY

INTERNAL NEWSLETTER – DIGITAL/MIXED         
  Award of Excellence Saunders Construction, Inc., Englewood, CO
O   Merit Award  LandDesign, Charlotte, NC
  Merit Award  The PENTA Building Group, Las Vegas, NV

INTERNAL NEWSLETTER – PRINT  
  Award of Excellence Collins Engineers, Inc., Chicago, IL
P   Merit Award  LJA Engineering, Houston, TX

PROJECT PURSUIT MARKETING – MIXED MEDIA
  Award of Excellence Turner Construction Company, Cleveland, OH
  Merit Award  Margulies Perruzzi Architects, Boston, MA
Q   Merit Award  Shaw-Lundquist Associates, Eagan, MN

PROJECT PURSUIT MARKETING – PRINT
  Award of Excellence J.H. Findorff & Son Inc., Milwaukee, WI
R   Merit Award  ELEVATE (A joint venture of Fanning Howey 

  and NWL), Indianapolis, IN

PROMOTIONAL CAMPAIGN
S   Award of Excellence Populous, Kansas City, MO

  Merit Award  Bala Consulting Engineers,  
  King of Prussia, PA

  Merit Award  DAVIS Construction, Rockville, MD
  Merit Award  HITT Contracting, Falls Church, VA
  Merit Award  Lee Company, Franklin, TN
  Merit Award  Simpson Gumpertz & Heger, Waltham, MA

RECRUITMENT AND RETENTION CATEGORY-DIGITAL
T   Award of Excellence Kudela & Weinheimer Landscape Architects,  

  Houston, TX

RECRUITMENT AND RETENTION CATEGORY – MIXED MEDIA
U   Award of Excellence Schaefer, Cincinnati, OH
  Merit Award  Engineering Consulting Services,  

  Fredericksburg, VA
  Merit Award  Sanderson Stewart, Billings, MO
  Merit Award  Simpson Gumpertz & Heger, Waltham, MA

RECRUITMENT AND RETENTION CATEGORY – PRINT
V   Award of Excellence Murraysmith and LecoursDesign, Portland, OR

  Merit Award  Southland Holdings, LLC, and Shaffer Creative,  
  LLC, Hudson Oaks, TX

SOCIAL MEDIA – BASICS
W   Award of Excellence DAVIS Construction, Rockville, MD
  Merit Award  GO! Strategies, Sacramento, CA
  Merit Award  GreenbergFarrow, New York, NY
  Merit Award  Sellen Construction, Seattle, WA

SOCIAL MEDIA – BLOGS
X   Award of Excellence TEECOM, Oakland, CA

SPECIAL EVENT – DIGITAL
Y   Award of Excellence Truebeck Construction, Redwood City, CA

SPECIAL EVENT – MIXED MEDIA
Z   Award of Excellence Hickok Cole, Washington, DC

  Merit Award  C.W. Driver Companies, Pasadena, CA

SPECIAL EVENT – PRINT
a   Award of Excellence FOX Architects, Washington, DC

  Merit Award  HITT Contracting, Falls Church, VA
  Merit Award  Wiss, Janney, Elstner Associates, Inc.,  

  Northbrook, IL

TRADESHOW MARKETING
b   Award of Excellence 3D Exhibits, Peaks Island, ME

  Merit Award  Woolpert, Dayton, OH

VIDEO – CLIENT PURSUIT
  Award of Excellence Turner Construction Company, Cleveland, OH

VIDEO – EXTERNAL
  Award of Excellence Schaefer, Cincinnati, OH
  Merit Award  Engineering Consulting Services,  

  Fredericksburg, VA
c   Merit Award  JE Dunn Construction, Kansas City, MI

  Merit Award  Terracon Consultants, Inc., Olathe, KS

VIDEO – INTERNAL
d   Award of Excellence Turner Construction Company, Cleveland, OH

WEBSITE
e   Award of Excellence Murraysmith and LecoursDesign, Portland, OR

  Merit Award  Consigli Construction Co., Inc., Milford, MA
  Merit Award  CDM Smith, Boston, MA
  Merit Award  Hensel Phelps, Greeley, CO
  Merit Award  Neoscape, Boston, MA
  Merit Award  OBG, Rochester, NY
  Merit Award  Turner Construction Company, New York, NY 

  (Internal website) n

For more on this year’s MCA winners, 
visit smps.org/mcagallery.
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REVOLUTION
HOW DATA + DESIGN BOOSTS THE  
RETURN ON YOUR FACILITY INVESTMENT

EXCLUSIVE NIELSEN SPORTS RESEARCH  
COMMISSIONED BY POPULOUS
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ART NIGHT VIP INVITATION PACKAGE

Sponsors were treated like royalty and received special VIP invitations with a pre-paid voucher for $2,200 for Art 
Angels and $500 for Art Cherubs to use towards the purchase of art. Any remaining balance served as a straight 
donation to the WPA. The package also included Art Night 2017 themed buttons.
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Conference Photo Recap

 Photos ©SMPS and ©San Diego Event Photography

A. Build Business 2018 committee, left to right: Wallace 
Hise, P.E., Julie Huval, CPSM, Gavin Parr, CPSM, and 
Matt Connor, CPSM

B.  MAX: Market.Act.eXchange™ speaker and SMPS 
member J. Douglas Parker, FSMPS, CPSM

C.  New SMPS Fellows Myrna Wagner, FSMPS, CPSM, 
and Alethea O'Dell, FSMPS, CPSM

D.  Closing keynote speaker Allen Gannett, TrackMaven 

E. This year’s Digital Skills Labs, sponsored by Turner 
Construction Company, were sold out, often with 
observers at the back of the room

F. The Evening of Excellence Reception on the Grand 
Ballroom Terrace at the San Diego Marriott Marquis 
& Marina

If you missed Build Business, these photos offer 
a glimpse into the excitement. The conference 
included an earlier start time, MAX on the 
main stage, two exciting keynotes, a glittery 
awards ceremony, digital skills labs, roundtable 
discussions, and more. Visit buildbusiness.org 
for all conference updates, and set your sights on 
Washington, D.C., July 31–August 2, 2019.
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G. SMPS Foundation 2018–19 Board of Trustees, left 
to right: SMPS and SMPS Foundation Past-President 
Carolyn Ferguson, FSMPS, CPSM, SMPS Foundation 
Past-President Holly R. Bolton, FSMPS, CPSM, Society 
At-Large Director Beth Harris, FSMPS, CPSM, Michael 
McCann, FSMPS, CPSM, Marion Thatch, FSMPS, 
Society Past-President Donna Corlew, FSMPS, CPSM, 
Amy Collins, CPSM, SMPS Foundation volunteer C.J. 
McClanahan,  Janet Brooks, CPSM, Society President 
Chris Rickman, FSMPS, CPSM, Andrea Goodwin, CPSM, 
Society Past-President Brad Thurman, P.E., FSMPS, 
CPSM, SMPS Foundation Past President and Society 
President-Elect Melissa Lutz, FSMPS, CPSM, SMPS 
CEO Michael V. Geary, CAE, and Society Board At-Large 
Director Stacy Stout, FSMPS, CPSM

H. DJ DLUX joined us for the third year in a row at 
Ovation: The After Party

I. The launch of the new SMPS brand

J. Members enjoyed finding their names on the SMPS 
Fellows, SMPS CPSM, or SMPS Membership Walls  
of Honor.

K. Josh Miles, SMPS VP of Marketing, and SMPS CEO 
Michael V. Geary, CAE, sport the new SMPS brand

L. Opening keynote speaker Jay Acunzo, Unthinkable 
Media

M. Build Business 2019 committee, left to right: Gavin Parr, 
CPSM, Amy Moen, CPSM, J. Douglas Parker, FSMPS, 
CPSM, Jennifer Newman, CPSM

N. SMPS Board of Directors, 2017–18, left to right: 
Barbara Stiles, FSMPS, CPSM, Scott Butcher, FSMPS, 
CPSM, Stacy Stout, FSMPS, CPSM, Chris Rickman, 
FSMPS, CPSM, Nancy J. Usrey, FSMPS, CPSM, Craig S. 
Galati, AIA, FSMPS, CPSM, Beth Harris, FSMPS, CPSM, 
and SMPS CEO Michael V. Geary, CAE
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The MCA Jurors

Elizabeth Aceto, CPSM
Langan

Jennifer Andrews, CPSM
Woodard & Curran

Jennifer Barker, CPSM
WK Dickson

Phyllis Boyea, FSMPS, CPSM
Hughes

Rebecca Boyer, CPSM
KCI Technologies, Inc.

Jana Brickey, CPSM
DFDG

Deborah Briers, CPSM
Stantec

Robin Broder, CPSM
Henderson Engineers

Janet Brooks, CPSM
Clark Nexsen

Kendra Brown, CPSM
DesignGroup

Cheryl Browne, CPSM
W. M. Jordan Company

Shannon Brush, CPSM
Hargis Engineers

Emily Cannon, CPSM
Brasfield & Gorrie

Pia Cardinali, CPSM
CRJA-IBI Group

Tiffany Cartwright, CPSM
Walter P Moore

Theresa Casey, FSMPS, 
CPSM
On Target Marketing and 
Communications, LLC

Terry Caywood, CPSM
The Sextant Group Technology 
Consultants

Christine Clippinger, CPSM
Leonard Rice Engineers, Inc.

Pamela Conine, CPSM
Dunaway

Donna Corlew, FSMPS, CPSM
C*Connect

Karen Courtney, FSMPS, 
CPSM
Fanning Howey

Heather Cox, CPSM
CE Solutions

Jennifer Crawford, CPSM
tk1sc

Melissa Crosman, CPSM
Interface Engineering

Brent Crum, CPSM
MSKTD & Associates

Amy Cuddy, CPSM
Ayers Saint Gross

Amanda D’Luhy, CPSM
Cooper Carry

Jessica Davila, CPSM
McCarthy Building Companies, 
Inc.

Patricia DeBeck, CPSM
AEC Marketing Services, LLC

Michele Decker, CPSM
4240 Architecture Inc

Nicole Dufour, CPSM
Dufour Marketing

Carie Dunn, CPSM
Trivers Associates

Kafferti Durham, CPSM
The Whiting-Turner Contracting 
Company

Cherie Eifler, CPSM
Diaz Yourman & Associates

Jen Eisenbarth, CPSM
Freese and Nichols, Inc.

Krystle English, CPSM
SmithGroupJJR

Katelin Etoh, CPSM
Ziger/Snead Architects

Laura Ewan, CPSM
Hickok Cole

Anne Farrell, FSMPS, CPSM
Farrell Consulting

Alethia Fowler, CPSM
BKV Group

Beth George, CPSM
Terracon Consultants, Inc.

Deirdre Gilmore, CPSM
TankGirl Marketing

Andrea Goodwin, CPSM
Cardno

Bethany Granger, CPSM
AECOM Technical Services, Inc.

Cindy Hausler, CPSM
KWK Architects

Shannah Hayley, FSMPS, 
CPSM
City of Plano

Kathleen Held, FSMPS, CPSM
Cini-Little International, Inc.

Barbara Hicks, CPSM
B-Graphic

Stacey Ho, CPSM
WSP

Carmen Houston, CPSM
Pape-Dawson Engineers

Jon Jaeger, CPSM
Earth Systems

Katherine James, CPSM
FXFOWLE

Christy Jenkins, CPSM
Clark Construction Group, LLC

Melinda Jones, CPSM
Cardno, Inc.

Clare Kelly, CPSM
Andarch.com

Linda Kelly, CPSM
Martin/Martin, Inc.

Adam Kilbourne, FSMPS, 
CPSM
Tec Inc. Engineering & Design

Christine King, FSMPS, CPSM
The Weitz Company

Katy Klaproth, CPSM
Robins & Morton

Michael Knowles, CPSM
The Robert B. Balter Company

Melissa Lutz, CPSM
Champlin Architecture

Cheryl Maze, CPSM, LEED 
AP BD+C
TLC Engineering for Architecture, 
Inc.

Michael McCann, FSMPS, 
CPSM
The Clarient Group

Kayla McCause, CPSM
HBS, Inc.

Elisabeth McCollum, CPSM
JMT representing Maryland Port 
Administration

Jen McGovern, CPSM
VHB

Susan Merrigan, FMPS, 
CPSM
SOM

Kelly Michajlenko, CPSM
Glumac

Don Minner, CPSM
Wiss, Janney Elstner Associates, 
Inc.

Jenn Miranowicz, CPSM
Timmons Group

Jennifer Newman, CPSM
Ignite Coaching & Consulting

Heather Nixon, CPSM
Circle Line Designs

Mary Noonan, CPSM
RES

Natalie Pagano, CPSM
Manhattan Construction Group

Afton Pascal, CPSM
McCormick Taylor, Inc.

Kate Petrovich, CPSM
Lammey + Giorgio, Architects

Paige Pryor, CPSM
Layton Construction Company, 
LLC

Lacey Reckelhoff, CPSM
RB+B Architects, Inc.

Tiffanie Reynolds, CPSM
Stantec

Ashley Roberts, CPSM
Perkins+Will

Kim Robertson, CPSM
Stantec

Paula Ryan, FSMPS, CPSM
Jezerinac Geers & Associates, 
Inc.

Lisa Schauer, CPSM
PointNorth Consulting, Inc.

Laura Schindler, CPSM
ME Engineers

Ann Schiola, CPSM
McKim & Creed

Julie Shepard, CPSM
Psomas

Barbara Shuck, FSMPS, 
CPSM
TankGirl Marketing

Beth Sims, CPSM
dwg. landscape architecture

Sally Smith, CPSM
Marmon Mok

Laurie Strickland, FSMPS, 
CPSM
Nitsch Engineering

Bonnie Temple, CPSM
Kittelson & Associates, Inc.

Darcy Veneziale, CPSM
The Lighting Practice

Dorothy Verdon, CPSM
Schnabel Engineering

Paige Viehouser, CPSM
catena consulting engineers

Jason Villarreal, CPSM
Design Collaborative

Asheya Warren, CPSM
PRAXIS

Jennifer Weaver, CPSM
Intertek-PSI

Jen Wells, CPSM
Covello

Dana Williams, CPSM
Hyder Construction

Christy Wolfe, CPSM
HDR

Joy Woo, CPSM
AECOM

Sarah Wortman, CPSM
LRS Architects

Becky Zegar, CPSM
Arup n

The MCA program’s 287 entries were judged entirely online this year by a distinguished panel of  
100 jurors. Juror selection was based on years of experience in marketing, communications, and  
the A/E/C industries. All jurors were SMPS members that are Fellows of the Society or Certified 
Professional Services Marketers (CPSMs). SMPS wishes to thank the following jurors for their service.
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Complaints Welcome: How You Can Use Negative Feedback 
To Become a Better Leader
By Jen McGovern, CPSM

In my mid-year review with my boss, 
we discussed my progress toward my 
annual goals. I’ve been rebuilding the 
regional marketing team, growing 
my staff, and developing structure 
and procedures to support marketing 
needs. Overall, my boss is satisfied 
with what I’m doing, “except for one 
thing,” she said. “The impression from 
others on the regional leadership team 
is that you are inflexible—it’s either 
your way, or no way.” 

This wasn’t the first time I’d been called 
stubborn … or bossy. One time, my sister 
called me a steamroller. Of course, I like to 
think of myself as driven or goal-oriented, 
or focused.

But in this case, it’s not just about me. As 
the regional marketing manager, how I am 
perceived affects how everyone engages 
with marketing and impacts how my team 
is viewed. If I’m seen as hard to work 
with, how can we promote a marketing-
focused culture?

In professional services marketing, 
marketers and business developers 

must lead by influence. The entire firm 
doesn’t report to you, so you must use 
your influence to cultivate a marketing-
focused culture and to achieve marketing 
objectives. And the perception of 
marketing can either help or hinder you in 
these efforts. 

So, how can you get a handle on how 
you’re viewed in your organization?

1. Seek an objective understanding of 
how you’re perceived. I’m lucky to have a 
relationship with my boss in which we can 
share the good, the bad, and the ugly. Try 
to identify someone in your firm who can 
give you their honest opinion of how you’re 
viewed. Or conduct an anonymous survey 
to gather feedback on how people feel 
about working with marketing in general.

2. Reflect on the feedback—and 
acknowledge that it may have merit. 
This is an important step. If you take 
the feedback as “well, that’s just their 
opinion,” you’re ignoring an opportunity 
for growth. Even if the feedback is only 
one person’s opinion, if that one person is 
a leader in your organization (or just loud), 

that opinion can travel. Take the time to 
think about the feedback and how or why 
it may have caused someone to have that 
perception of you. 

3. Understand that it’s on you to change 
the perception. It’s tempting to think, 
“Well, if I just work harder, they’ll change 
their mind.” But you’ve already been 
working hard, and that perception is still 
out there. Take specific action to correct 
course and encourage people to see you 
differently. You can start by talking to the 
source of the feedback about specific 
instances in which you exhibited the 
negative behavior.

4. Come up with a simple game plan. 
After realizing that maybe I was a little 
inflexible, I paid attention to how many 
times I say “no” in a day—and it was a 
lot. People would barely finish requests 
before I replied, “No, we can’t, because 
…” I went very low-tech with my solution: 
I stuck a Post-It® note to my monitor that 
says “no” with a circle and a line through 
it. Below that image, I put two alternatives 
to saying no: “Let me think about this a 
little more and get back to you” and “Tell 

Management
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me more about why this is important to 
you.” It doesn’t mean I’ll never say no 
again, but it does mean I’ll make people 
feel heard, and I’ll commit to thinking 
instead of automatically responding 
negatively. It takes time to change habits—
keep it simple and focus on incremental 
improvements. Over time, your new 
behavior or attitude will be second nature 
(and you can throw out the Post-It). 

5. Follow up on your progress. After 
three to six months, ask others if they’ve 

noticed a change in your behavior (or send 
out another survey). The goal is incremental 
progress—you don’t want people to think 
your personality has been changed by 
aliens, but you do want to show that you’re 
trying to be more positive.

It’s not easy to act on feedback. My initial 
reaction was, “Inflexible? I’ll show you 
inflexible. Looks like no one’s getting 
marketing support this week”—you know, 
the workplace version of “I’m taking my 
toys and going home.” But no one wants 

to play with that kid—and I can’t afford to 
have my attitude stand in the way of my 
team’s and my firm’s success. 

Seeking out and addressing how 
marketers (and marketing) are perceived 
is just as important as preparing compliant 
proposals or developing a visibility plan. 

You have all the skills and great ideas 
needed to take your firm’s marketing 
program to the next level. Make sure 
you’re not getting in your own way! n

E. Cobb Architects, Inc., Seattle, WA. ©Chris Eden / Eden 
Photography, edenphotography.us.

STORY BEHIND THE PICTURE  |  E. Cobb Architects principal, Eric Cobb, wanted documentation of 
their space, working to show how well they integrated the clean lines and warm woods of the interior into 

an industrial part of Seattle. The key outside twilight blue element here serves to both illustrate the industrial 
area, as well as offer a strong contrast to the warm elements in the office.
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By Chaz Ross-Munro, CPSM, CF APMP

MY TURN

In the A/E/C industries, we’re busier 
than we have been in years, and many 
marketers are managing a heavier 
proposal load and finding it challenging 
to fill coordinator-level openings in their 
firms. In addition to an ever-increasing 
competitive environment, our drive for 
excellence often leaves us at the end of 
a proposal pursuit wondering how we 
could have done more to set us apart 
from the competition. 

The challenges that we are facing as A/E/C 
marketers are not industry-specific. The 
technology sector has been plagued for 
years with a growing number of jobs going 
unfilled; yet, new and innovative products 
are rapidly finding their way to consumers. 
Clearly, their approach is working, so how 
do they do it? 

Getting Agile and How It Can Work 
for A/E/C Marketers

Agile is an iterative project management 
process that focuses on short segments of 

work to create a better product with less 
waste (which can include both people and 
resources). Depending on what technology 
company you talk to, you’ll hear software 
developers throw out project management 
methodologies like Extreme Programming, 
Lean, Kanban, and Scrum. All of these fall 
under the umbrella Agile. Although aspects 
of these methodologies are focused on 
software development, A/E/C marketers 
can easily adapt some of these tools for 
managing our day-to-day proposal load.

Agile Starts With a Clear  
Definition of Done

Due to the creative nature of proposals, 
there is always something we can do 
better. It’s hard to know when exactly 
we’re done. Often, our principals, project 
executives, and other members on our 
team will think of new insights, ideas, 
and graphics that should be added to the 
proposal. Agile teams decide, as a team, 
on a common definition of done. 

Cross-Functional Proposal Team

In Agile, a cross-functional team completes 
the work. Your proposal team should 
consist only of team members doing 
the work (writing, designing, and editing 
content). In most cases, the proposal team 
includes the business developer, marketing 
manager, marketing coordinator, and 
technical lead. This team is responsible for 
deciding how the work will be done. It will 
not be dictated down to them.

Sprints

Sprints are short segments of work (one 
and two weeks) and planned by the 
proposal team. Breaking the work into 
pieces, and getting these components 
“done” gives them the opportunity to 
solicit and receive feedback earlier and 
make changes sooner. In Elements of 
Scrum, the authors point out that the 
largest benefit of this process is to 
learn. During each sprint cycle, the team 
hopefully learns what is working. The 

Creating an 
Agile-Inspired 
Proposal 
Process

Confidential technology company, Providence, RI. Design Republic, New York. ©Chris Eden / 
Eden Photography, edenphotography.us.
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team gets this feedback early, so it doesn’t 
have to spend countless hours reworking 
sections at the end of a proposal cycle.

The Daily Stand-Up

The Daily Stand-Up is a 10- or 15-minute 
meeting, typically held at the beginning 
of the day, where everyone stands up. 
This keeps the meeting short. Each 
should address the following (with no 
interruptions):

1. Successes yesterday

2. Tasks I’m working on today

3. What’s blocking me (stopping me from 
progressing on some specific task)

The Daily Stand-Up holds everyone 
accountable and adds transparency to the 
process. Although some teams may not all 
be in the same location, these meetings 
can still be held via web meeting or 
conference call. The daily connection and 
communication of work being done for the 

proposal is vital to maintaining momentum. 
Nobody wants to show up for the Stand-
Up admitting failure to achieve a particular 
task a few days in a row.

Sprint Reviews

Sprint Reviews should be held at the 
end of each sprint to give the proposal 
team a chance to show the work 
they’ve completed during the sprint to 
stakeholders. Reviews are less than 
30 minutes and focus on successes, 
challenges, and finding ways to improve 
the proposal process.

Retrospective

Retrospectives can be held at the end 
of each Sprint Review, but for most 
proposal teams, a Retrospective held 
prior to the next proposal kickoff meeting 
is sufficient. The Retrospective is a short 
meeting (less than 15 minutes) in which 
members of the proposal team give one 
or two ideas of what can be improved for 

the next sprint cycle. It’s all about making 
progress and improving the process, not 
assigning blame.

The Challenges With Agile

Perhaps the two biggest challenges 
with an Agile proposal process are 
overhead and buy-in. Yes, Agile may 
increase overhead, but it does enhance 
communication and reduce rework in the 
process, resulting in less overtime and less 
overall staff frustration. Another challenge 
with Agile is getting buy-in. Change is 
always a challenge and it can take up to 
six cycles for a team to get the hang of 
working in sprints. 

However, by creating a solid team working 
agreement and a clear definition of 
“done,” and by giving the process time to 
work, teams can re-energize the proposal 
process, making it easier for cross-
functional teams to work together and 
create a winning proposal. n

Agile Adapted for Proposal Production

REVIEW RETRO

MONDAY

SPRINT 
PLANNING

TUESDAY

DAILY  
STAND UP

DAILY  
STAND UP

REVIEW

RETRO

WEDNESDAY

DAILY  
STAND UP

THURSDAY

DAILY  
STAND UP

FRIDAY

DAILY  
STAND UP

SPRINTREVIEW

KICK OFF RFP DUE

SPRINTREVIEWSPRINT

Courtesy Cosential

53MARKETER  OCTOBER 2018



GET CONNECTED

 

 

 

 

GET AHEAD

 

. 

 

 

JOIN SMPS
AND GET
EVERYTHING
YOU NEED.

Build Business:
The SMPS Annual Conference†
This is the leading business development,
marketing, and management conference
for the A/E/C industries. 

Future locations and dates:
• July 31–August 2, 2019, Washington, D.C.
• August 12–14, 2020, Austin, TX
buildbusiness.org

Chapter Membership*
Local and regional contacts and educational
opportunities abound within your chapter.
Find a directory of chapters online.
smps.org/chapters

Marketer QuickLook
Our weekly e-newsletter features SMPS
announcements, upcoming events, and
industry- and professional-related news.
smps.org/marketer-quicklook

Member Directory *
The directory on MySMPS.org allows
you to search for members and their firms.

MySMPS Online Community*
MySMPS.org is the virtual gathering place.
Build your network, access resources,
join groups, participate in discussions, and
more. Get the app in Apple’s App Store and
Google Play.

Social Networking
Find SMPS groups on LinkedIn and
Facebook. Follow SMPS on Twitter
(@smpshq) and YouTube.

Career Center†
Fill a marketing or business development
position or plan a career.
smpscareercenter.org

Certified Professional
Services Marketer Program†
Based on the six Domains of Practice for
Professional Services Marketing, the CPSM
program measures a candidate’s experience
and ability to apply knowledge. 
smps.org/learning/certification

Compensation and Metrics Survey†
Members entering at least 40 percent of
the data receive free access to run reports.
smps.org/careers/salary-survey

Lunchtime Learning Labs*
This free educational series features
skill-building topics every other month
for 1 CEU.
smps.org/freelearninglabs

Marketer*
This award-winning bimonthly journal—
regularly cited as the top benefit of
membership—provides original, knowledge-
based content, written by industry experts.
Access archived issues on MySMPS.org.
smps.org/resources/marketer-journal

Marketing Resource Center*
Use this web-based resource on MySMPS
to search articles, research, websites,
blogs, books, and programs.

Professional Development†
SMPS works with industry leaders to
create educational programs at all levels.
In-house staff training is available. Contact
Education to learn more.
smps.org/learning

Publications†
Browse the Resources tab and SMPS
Store for publications in print, PDF, and
digital formats.

SMPS Foundation
The SMPS Foundation is a not-for-profit
501(c)(3) organization established by the
Society to promote research and education.
smpsfoundation.org

GET INVOLVED

Awards and Recognition
• Marketing Communications Awards†
• Weld Coxe Marketing
• Achievement Award*
• Fellows Recognition Program*
• Chapter Awards *
smps.org/members/recognition

Leadership*
Volunteer service at the chapter or Society
level can enhance your talents and
leadership skills. To get involved, contact
Tina Myers, CAE, at 703.684.2263.

Visit smps.org or call the Membership
Team at 703.684.2277 to find out
more about these resources and other
benefits of SMPS membership.

* Members only † Discount for members



How did you decide to have a career in the 
A/E/C industries?

Through my advertising background, I joined  
an engineering firm thinking it was like any 
other firm I had represented. As it turns out,  
it was very different. The A/E/C industries were 
unique due to technical content and nuances  
of clients. However, this presented several 
layers of interest for me from learning about 
our clients and the firm’s objectives to being 
part of projects that change people’s lives. 

How would you describe your role/job?

My role is multi-faceted at a strategic-planning 
level. It includes positioning the firm for a 
project, understanding our primary clients,  
and focusing on goals of the office while 
integrating strategic initiatives at a corporate 
level. I build on the firm’s reputation and 
cultivate trusted client relationships.

What is your favorite part of the job? 

My favorite parts are the challenge, 
brainstorming a solution, formulating a path to 
accomplish short-term and long-term goals, 
a pursuit through strategic positioning and 
collaborating with team members, creating 
compelling win-theme messages, along with 
writing and designing an amazing winning 
product—not to mention the call from the  
client announcing the win.

What have been the challenges and rewards 
of your career?

Hands-down, the rewards have been felt 
most when I have trained or mentored people 
who have thanked me and become strong 
advocates and peers. Challenges occur most if 
team mates don’t follow through. 

What has been your most meaningful 
project?

Superconducting Super Collider (tunnel  
portion) is my most meaningful project. 
However, I would like to say the resilience  
and sustainability projects happening 
throughout New York City, where we are 
rebuilding communities after Superstorm 
Sandy, are very meaningful as well—affecting 
our everyday life.

How has membership in SMPS helped you 
to advance your firm and your career?

SMPS provides technical information, 
education, and an avenue for relationship-
building among marketers in the A/E/C 
industries. SMPS provided this critical 
information and camaraderie that supported  
my growth. Professional colleagues have  
grown with me and moved into decision-
making positions as well. 

What has contributed to your success?

Contributing to my success is: knowledge 
building, mentors, relationships, working for 
firms aligned with my objectives, and optimism.

What advice would you give to someone 
who is about to enter the marketing or 
business development field?

Take the time to listen. Learn as much as 
you can. Take the initiative. Build trust and 
relationships.

What is the best advice you’ve received 
regarding your career or working in the 
A/E/C industries?

Show up. Be there. Staying power says  
a lot about you.

SMPS MEMBER SPOTLIGHT

Rhonda Cardone

Rhonda Cardone

COMPANY:
Dewberry

POSITION:
Associate, Director of 
Marketing, New York

YEARS IN A/E/C INDUSTRIES:
34 

YEARS IN SMPS:
20
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Preparing for professional certification is all about 
using the right tools and techniques.

With the Roadmap to Certification program, we’ll 
help you prepare for the CPSM exam through a 
comprehensive study program. 

Register by October 12 and save $100.

Learn more: smps.org/r2c

CPSM
IMMERSION PROGRAM
November 7–9, 2018
Executive Conference Center

OCTOBER 2018 17–19 The Pinnacle Experience, Dallas, TX
Learn more: smps.org/thepinnacleexperience

24 SMPS Monthly Webinar
Learn more: onlinelearning.smps.org/live-and-on-demand-webinar

26 SMPS Members: Enter at least 40% of your data in the Marketing Compensation and Metrics 
Survey for a chance to win one of six $50 gift certificates. 
Learn more: smps.org/careers/salary-survey

30 Pre-Conference Workshop at SAME's Federal Small Business Conference: Building Your Bottom 
Line Through Business Development
Learn more at www.samesbc.org/BDcourse.cfm

NOVEMBER 2018 7–9 CPSM Immersion Program, Arlington, VA  
Learn more: smps.org/r2c
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The people of Turner salute 
SMPS on their 45th Anniversary.

turnerconstruction.com

Thank you for working hard to provide learning 
and networking opportunities 

to professionals in the construction industry.

Preparing for professional certification is all about 
using the right tools and techniques.

With the Roadmap to Certification program, we’ll 
help you prepare for the CPSM exam through a 
comprehensive study program. 

Register by October 12 and save $100.

Learn more: smps.org/r2c

CPSM
IMMERSION PROGRAM
November 7–9, 2018
Executive Conference Center
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Eden Photography
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