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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 
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REGISTER BY MARCH 15 TO TAKE ADVANTAGE OF OUR EARLY BIRD RATE.
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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.

Downtown Columbus Scioto Mile, Columbus, 
OH. Crawford Hoying ©Cory Klein Photography, 
corykleinphotography.com.
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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



Not that long ago, publicity in the professional services world was 
achieved simply by the services we performed. “Do good work 
and people will take notice,” was the motto of the day. And for 
some of our members’ firms, that’s still the case.

However, today we live and work in an environment of noise and 
intense competition. It’s up to us, in whatever role we serve, to 
lead our firms and rethink what it means to truly promote them. 

Promotion is about an awareness that your firm exists in the market and positioning who 
you are, what you do, and why you do it.

But, promotion without strategy only serves to add to the noise around us. 

While marketing SMPS is slightly different than marketing a firm, these same struggles 
exist. In 2018, SMPS adopted a new brand and strategic plan with the goal of enabling 
and motivating our members to lead the growth of their companies. 

Most important, all of the promotional efforts and elements of our strategic plan seek  
to support our vision of “Business Transformed Through Marketing Leadership” by:

¡ Changing SMPS structure/content/marketing as needed to demonstrate value to  
firm leaders

¡ Implementing an organizational structure that creates a consistent SMPS experience

¡ Vigorously marketing the value of marketing and business development

To support these objectives, here are a few publicity tactics SMPS is employing:

1. Promoting the value of SMPS from a firm leader’s perspective. We created a 
new video available on our YouTube page, “SMPS and Your Firm: A Valuable Partnership” 
(https://youtu.be/-Euzcqvet74) and have promoted it to firm leaders and technical 
professionals via our partnership with ENR.com. 

2. Promoting SMPS through peer organizations. To support our branding efforts and 
remain top-of-mind with our audiences, their firms, and the A/E/C industries, SMPS 
partners with our alliance organizations to attend, exhibit, and present workshops at other 
conferences.

3. Promoting our brand across digital media. Over the past year, SMPS has expanded 
our paid and organic visibility across various digital platforms, including an elevated 
presence on YouTube, Facebook, Google, and LinkedIn, as well as leveraging tools like 
Meltwater to share press releases.

Marketing and promotion, when they’re working correctly, serve to bring publicity and 
profitable work to our firms. These are essential, firm-transforming services that SMPS 
members are uniquely qualified to perform. And promoting the value of marketing 
leadership is what SMPS is all about.

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

Keeping SMPS in the Public Eye
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Business Development for    
the A/E/C Industries
Providing the skills and tools to build 
more business for your firm.  

ORLANDO, FL
Feb 26

ALEXANDRIA, VA
Mar 28

DETROIT, MI
May 29

WASHINGTON, DC
Jul 30

PORTLAND, OR
Aug TBD 

BOSTON, MA
Apr 2 

smps.org/bdworkshops

2019 
REGIONAL 
CONFERENCES
WILL WE SEE YOU THERE?
SMPS Southeastern 
Regional Conference  
(SERC)

March 18–20
Asheville, NC

smps-serc.org

SMPS Missouri 
Valley Regional 
Conference (MVRC)

April 3–5
Kansas City, MO 

mvrc2019.smpskc.org

SMPS Northeast 
Regional Conference 
(NERC)

May 1–3
Providence, RI

smpsnerc.org

SMPS Heartland 
Regional Conference 
(HRC)

May 29–31
Detroit, MI

smpsheartland.org

SMPS Southwest 
Regional Conference 
(SWRC)

September 18–20
Colorado Springs, CO

smpsswrc.com
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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.

By the time you pick up this copy of Marketer, it will be time to 
submit your Marketing Communications Awards (MCA) entries.

In case you haven’t heard already (and if you haven’t heard, you 
must have been on a vacation far away from the internet or 
your email), the early-bird deadline for the 42nd annual SMPS 
Marketing Communications Awards is March 1 (the final deadline 
is March 22).

I won’t go overboard in telling you about the competition. You can find out more at  
smps.org/mca.

What I will tell you is this … once you’ve completed your submission, the fun begins.

A group of judges comprised of your fellow marketing and business development 
professionals from across the country will review all of the submissions online. 

I judged once, a million years ago (it was actually 2008) and it was a LOT of fun. If 
you are ever asked to participate in the judging process, definitely do it. You’ll learn a 
lot about what makes a good submission and improve your marketing pieces in the 
process. (You’ll also learn that in all likelihood, your marketing is better than you or your 
boss think it is!)

But I digress…

For those submissions fortunate enough to be winners, images of your entry are 
featured onsite at Build Business in the digital MCA Gallery. You’ll get a lot of high-fives 
and pats on the back throughout the conference, particularly during the Evening of 
Excellence dinner at the event.

Attendees will tell you the awards ceremony is perhaps the highlight of Build Business, 
along with great education and networking with peers. 

What happens, though, after you leave Build Business with your award in tow?

That brings us to the theme of this issue of Marketer. We’re talking publicity!

Turn these pages to find out how to have interactive client conversations, earn editorial 
publicity, and launch a strategic PR program, as well as why media relations matter. 

If you turn to page 30, you’ll learn how to improve your award submittals. That might 
just prove helpful as you’re putting that MCA submittal together.

Best of luck!

EDITOR’S DESK

There’s No Such Thing as Bad Publicity …  
But Good Publicity Is a Lot More Fun!
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8
Teamwork Is Everything in Basketball  
and Business Development

JANKI DEPALMA, LEED AP, CPSM, is associate, 
business development manager for the Austin and 
Denver offices of DCI Engineers, a national structural 
and civil engineering firm. Contact her at 512.472.9797 
or jdepalma@dci-engineers.com. 

10
The Secret To Winning More Work

AMY GRAVER is the principal and creative director of 
Elements®, a marketing communication and graphic 
design agency in Branford, CT, that helps A/E/C clients. 
Graver was named one of the 50 designers in the nation 
to watch by Graphic Design USA magazine. Contact her  
at 203.776.1323 or amy@elementsdesign.com.

12
Content Gets Personal: Ideas for Interactive 
Client Conversations

MICHAEL J. REILLY, FSMPS, is principal consultant  
of Reilly Communications, a Boston-based PR and 
communications practice. He is an adjunct professor  
at Boston University’s College of Communication, a 
past-president of the Society and SMPS Boston, and  
a recipient of the Weld Coxe Marketing Achievement 
Award. Contact him at 617.464.1717 or  
mreilly@reillycommunications.com.

16
Three Key Tests for Earning Editorial Publicity

MARK P. BUCKSHON is president of Construction 
News and Report Group of Companies in Ottawa, 
Canada and publishes the constructionmarketingideas.
com blog. He is a Marketer contributing editor. Contact 
him at 613.699.2057, x224, or buckshon@cnrgp.com. 

19
What the Technical Staff Needs To Provide on 
Your Next Proposal Effort 

MATT HANDAL is author of Proposal Development 
Secrets, contributing editor of Marketer, and business 
development manager at Trauner Consulting Services, 
Inc., in Philadelphia, PA. Contact him at 215.814.6431 
or matt.handal@traunerconsulting.com. 

20
The Toxic Impairment of Multitasking

KIMBERLY M. ROBERTSON, CPSM, is a senior 
marketing specialist for Stantec’s WaterPower  
and Dams sector in Denver, CO. She is a past-
president of SMPS Colorado and a graduate of  
the SMPS University Leadership Advancement 
Program. Contact her at 303.291.2143 or  
kim.robertson@stantec.com. 

26
Practical Advice for Launching a  
Strategic PR Program

MIKE PLOTNICK is principal of Plotlines, a 
communications consulting firm in St. Louis, MO, that 
helps organizations identify, build, and share their 
stories. He previously served in communications 
leadership roles at HOK and Mastercard. Contact him  
at 314.477.4530 or mike@elevateyourstory.com.

28
Why Does Media Relations Matter? Demonstrate 
the Value of PR to Practitioners

SARAH WORTMAN, CPSM, is director of business 
development at GGLO Design, with offices in Seattle, 
WA, and Los Angeles, CA. Wortman has been an A/E 
marketing leader for 20+ years. Prior to that, she was a 
communications professor and a radio documentary 
producer. Contact her at 312.953.8807 or 
sarahwortman@hotmail.com.

30
Proper Preparation Produces Pitch-Perfect  
Award Submittals 

KATRINA SPINNER-WILSON is a marketing  
specialist for VHB in Richmond, VA. She serves  
as Education Co-Chair for the Richmond area for  
SMPS Virginia. Contact her at 757.279.2863 or 
kspinner-wilson@vhb.com.   

32
Six Steps to Securing Headlines: How To Pitch 
the Media and Make Your Firm a Thought Leader

MALLORY HORSHAW is public relations account 
director at the Brownstein Group in Philadelphia, PA. 
Contact her at 215.735.3470, x139, or  
mhorshaw@brownsteingroup.com. 

34
How To Maximize Your Message Through 
Content Streams

LINDSEY KUBES, CPSM, is senior marketing strategist 
at Shaffer Creative in Fort Worth, TX. Kubes was a 
founding board member of SMPS Fort Worth and also 
served as Secretary. Contact her at 817.773.2932 or 
lindsey@shaffercreative.com. 

36
Discovering Your Firm’s Character

HEATHER NIXON, CPSM, is the marketing manager  
at Perkins+Will in Washington, D.C. She has worked  
in A/E/C for the past 14 years, focusing on creative ways 
to grow the company’s brand, business, and culture. 
Contact her at 512.587.2373 or  
heather.nixon@perkinswill.com.

CONTRIBUTORS
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Featured Photographer
CORY KLEIN is an architectural photographer and 
member of SMPS Columbus. Klein’s work has taken 
him throughout the Midwest and East Coast. And 
while he has enjoyed shooting architecture and 
commercial projects for several national clients, 
he attributes his success to a solid foundation 

of Ohio firms, companies that believe in his approach and continue 
to entrust him with new opportunities locally and nationally to grow. 
“My clients and I share the same goal” he says. “We look to capture 
images of the space or structure the way the eye sees it. Producing 
authentic representations helps tell the story of the connection 
between the design and those inhabiting it.” You can reach Cory at 
513.383.9655 or cwk@corykleinphotography.com. View his work at 
corykleinphotography.com.

Columbus Metropolitan Library - Shepard Branch, Columbus, OH. Moody Nolan/Korda/Moody 
Engineering. ©Cory Klein Photography, corykleinphotography.com.

  story behind the picture

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 11, 22, and 28 for this additional 
photographic insight.

CONTRIBUTORS

40
Get Hired! Crushing the Interview With a  
30-60-90 Day Plan

ANN SCHIOLA, CPSM, CIP II, is regional business 
development director with McKim & Creed in  
Tampa, FL. She serves on the SERC Committee  
and is an advisory board member for the University  
of South Florida’s Digital Marketing Program and  
SMPS Tampa Bay. Contact her at 727.403.3171 or  
aschiola@mckimcreed.com.

42
SMPS Member Spotlight

JIM CALVO is vice president of marketing for Clark 
Construction Group in Bethesda, MD. Contact him at 
301.272.7414 or jim.calvo@clarkconstruction.com.
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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.
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©2019 Entire contents copyright by SMPS with all rights reserved. 
Partial quotation with attribution is encouraged, but reproduction in 
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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.
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Teamwork Is Everything in Basketball and  
Business Development 8

The Secret To Winning More Work 10

Client & Business
Development

This summer, my first-grade son started 
rec-league basketball. If you’ve never 
seen first-graders play basketball, it’s 
hilarious. After our first game, I noticed 
something from every player on the 
court, from both sides. Every single time 
a player got the ball, he would shoot. It 
didn’t matter where he was, who was 
blocking him, or which player was open. 
The kid would always shoot. He’d rather 
miss than pass the ball.

After studying this for a few minutes, I 
realized that the motivation for each player 
wasn’t winning the game, it was having 
the crowd cheer when he made a basket. 
Like any Mom, I was always there on the 
sidelines barking orders. Then it hit me—
this team, these plays, my role—THIS is 
business development in a seller-doer firm! 
The only thing that I did, as the business 
development manager, that the coach 
couldn’t was occasionally pass the ball to a 
player when I was on the sideline.

So, with this new mindset I started 
thinking, what coaching tips could I use for 
my team at work?

While a coach doesn’t play or score 
points, her guidance, philosophy, and 
understanding of how to motivate a team 
are necessary tools. No one mutters that a 
coach is “overhead and doesn’t even play!” 

Even if a coach didn’t make it as a pro 
athlete, her insight, strategy, and input are 
respected and followed. So, with that, let’s 
look at how we can coach a winning team.

1. A good coach knows how to best use 
his players. My son was not blessed with 
height in the genetics department. While 
we practiced making baskets, the bigger 
task for my son was getting the rebound—
every time! You know your team—who 
wants to go to an industry networking 
event, who would rather write an article, 
and who should present at a lunch and 
learn. Use the strengths of your team to 
win. The players don’t need to be good at 
everything for the team to be great. Rather 
than send an introverted project manager 
to a 200-person luncheon, suggest she 
treat the project team to coffee after an 
Owner Architect Contractor meeting.

2. A good coach prioritizes teamwork 
over baskets. This is a tough one. Smart 
coaches know that, at some point, a 
talented player cannot single-handedly 
carry a team. Using your entire team 
makes a talented player more efficient. You 
cannot let one rainmaker be responsible 
for all the work in your firm. Aside from the 
“hit by a bus” scenario, when you have 
just one person who is pursuing work, the 
others in your firm don’t realize the effort 
needed to keep and maintain clients. Make 

sure you are helping to create a culture 
that rewards the score, rebounds, and 
assists! If you have an associate who is 
the main connection to one client, suggest 
that he organize a group happy hour, 
so several of your team members can 
connect with others at the client firm.

3. A good coach communicates. 
A good coach is constantly giving 
feedback, helping players improve, and 
finding ways to maximize potential. 
Business developers are naturally good 
communicators, but often don’t know 
how to communicate what they want to 
their “players.” This is where the business 
developer transforms into a true leader—
when you can clearly communicate what 
you need from your team. It may be in 
baby steps and repetitive drills, but you can 
teach your crew. At a topping-out party, 
does your team cluster together during 
the BBQ lunch? Before the event, remind 
your project manager to mingle with all 
the project stakeholders and take pictures. 
Then, help her post/tag on social media.

Even if you, as the business development 
professional, never make a basket, you can 
transform your firm from being just a group 
of players to a talented, winning team. 

The first step is to use one of your biggest 
assets as a non-billable staff member: 

Teamwork Is Everything in Basketball and Business Development
By Janki DePalma, LEED AP, CPSM
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the ability to see the big picture. If you 
aren’t mired in projects, you may be able 
to identify the gaps in service. You can 
see who is passing the ball, who isn’t, 
and where collaboration can occur. This 
can start with your business development 
planning. As a team, collectively look at 
what your business development goals 

are. You can help prevent the dreaded 
silos from forming by being the person 
who oversees all the goals. Then, in true 
coach fashion, you work together with the 
players to “create a play.”

Creating a strong team takes time, trust, 
and a lot of hard work. I was thrilled to 

report that after starting the season with 
an embarrassing 40–6 loss, my son’s team 
won its final game, a nail-biting 27–25. You 
may never have your team carry you on 
their shoulders or dump a vat of Gatorade 
at the end of the year, but with the right 
mindset, you can help change them from 
individual players to a team. n

BHDP office, Cincinnati, OH. BHDP Architecture. ©Cory Klein Photography, corykleinphotography.com.
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Client & Business
Development

The Secret To Winning More Work
By Amy Graver

Anyone who sells products or services 
understands how difficult it can be to 
win business. You often find yourself 
up against prospects who are under 
pressure to control costs, and therefore 
only seem to be interested in your price. 

How do you move the conversation past 
price to demonstrate your value in the 
marketplace, and justify the price or fees 
you deserve? The secret is to compose a 
powerful customer value proposition.

What Is a Customer Value 
Proposition?

A customer value proposition is a clear 
statement that can help direct prospects to 
focus on what your products/services are 
truly worth and what makes you unique 
in the marketplace. It should explain how 
you will solve potential customers’ specific 
problem(s), how the solution will benefit 
them, and why they should select your 
products/services over your competitors. 
This is your unique selling proposition. 
Once a prospect understands what you 
offer, they can make an educated decision 
about whom to work with or what to buy.

Most companies do not have a value 
proposition, or they do not have one that 
truly impacts and motivates client opinions. 
I believe it is because many companies 
(and marketers) do not fully grasp the 
power of a well-written value proposition—
or understand how to use one to win 

business—so it’s not in everyone’s 
purview. This is great news for you, 
because it can be to your sales advantage 
to write and use one. 

The value proposition should be created 
with your marketing director or team—
so that the messaging is on point and 
consistent, and aligns with your brand. 
Then it can be turned over to your sales 
team to use in proposals and/or pitches. 
Below, I break down the three steps 
to crafting your own customer value 
proposition. 

Step One: Make It Distinctive

Invest the time to uncover and understand 
what your prospects are looking for. Learn 
everything you can about their business, 
pain points, and unique requirements/
preferences. It may be beneficial to create 
a customer persona. Armed with this 
knowledge, it becomes clear how your 
offerings exceed those of your competitors 
on the precise points that are of utmost 
importance to your prospects. Determine 
one or two points of difference that will 
provide the greatest solution and value 
with the most unique distinction from  
your competitors.

Step Two: Make It Measurable

Demonstrate and document the value of 
your products/services and communicate 
this in such a way that is relatable to 
your clients’ business priorities. To make 

your value proposition persuasive, you 
must prove that you fully grasp their 
critical challenges. Use case studies to 
demonstrate savings, value, and results 
they would receive if they choose your 
products/services.

Step Three: Keep It Going

Prove your value proposition over time. 
This is not a one-time effort; you need to 
sustain and maintain your unique claim. 
Your value proposition should be adopted 
company-wide—not only by sales—and 
it should guide the way you conduct 
business.

Your customer value proposition should 
be the foundation of your business 
strategy. It should be your call-to-action 
to focus deeply on exactly what you offer, 
what challenges you’re addressing, and 
how best to offer a solution. It should 
also encourage you to continue to look 
for ways to distinguish yourself and for 
ways to communicate your uniqueness to 
your prospects. A great customer value 
proposition will affect every part of your 
business and align your company top-
down. If done correctly, your effort will be 
rewarded with winning more business, 
better products and/or services, and 
increased customer retention/satisfaction.

Now that you understand the secret power 
of a great customer value proposition, will 
you create one for your business? n
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Need Some Inspiration?

Here are two examples of 
companies with great customer 
value propositions:

Uber 

“Tap the app. Get a ride. Uber is 
the smartest way to get around. 
One tap and a car comes directly 
to you. Your driver knows exactly 
where to go. And payment is 
completely cashless.”

Why it’s great: Uber’s customer 
value proposition centers around 
convenience.

Apple, Inc.

“Why there’s nothing like an 
iPhone. Every iPhone we’ve 
made—and we mean every 
single one—was built on the 
same belief. That a phone should 
be more than a collection of 
features. That, above all, a phone 
should be absolutely simple, 
beautiful, and magical to use.”

Why it’s great: Every phone is 
a collection of features; what 
makes Apple’s customer value 
proposition unique is their 
commitment to simplification 
through design.

Columbus Metropolitan Library - Hilliard 
Branch, Hilliard, OH. DesignGroup. ©Cory 
Klein Photography, corykleinphotography.com.

 STORY BEHIND THE 
PICTURE  |  “Creative 

Compositions” - This image was 
actually a composite of two images 
taken at different shifts and is a great 
example of leveraging technology. 
Combining images from multiple 
lens shifts can open up image 
opportunities and produce some 
great architectural photography.



Content Gets Personal:
Ideas for Interactive
Client Conversations
By Michael J. Reilly, FSMPS
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Hoyt Science Center, Westminster College, New Wilmington, PA. BHDP Architecture. ©Cory Klein Photography, corykleinphotography.com.

Long before I learned anything about 
marketing, I learned about customer 
conversations. My basic training began  

as a teenager, working the soda fountain at 
Reilly’s Pharmacy in the small town of Winthrop, 
MA. The owner—and listener-in-chief—was  
my Dad, Thomas Reilly, R.Ph.

People came by for coffee, sandwiches, sodas, and generous 
scoops of Sealtest ice cream. What kept them coming back was 
something more: a running community conversation with every 
voice welcomed them. Perched on vinyl-topped counter stools, a 
daily stream of customers swapped news, advice, and opinions. 
They were recognized, listened to, and entertained.

Decades after the corner drugstore yielded to chain pharmacies 
and fast-food outlets, I still think about this lesson in one-to-one 
communication. I bet you learned from a similar experience in 
your life: a close-knit hometown neighborhood, or a retail job 
where you took care of a crazy range of customer types.

These encounters taught us about a universal, human need 
for empathy through conversation. They also offer a practical 
advantage to modern marketers. Our job is to anticipate and 
respond to future behavior changes and preferences. We can see 
already the changes in clients’ interest as they grow more and 
more immune to all the one-way information coming at them. It’s 
easy for clients to tune us out rather than attempt to apply their 
limited bandwidth to what seems like unlimited marketing content. 

The Sameness Challenge

Don’t get me wrong. Content marketing, thought leadership, 
and SEO strategies are all welcome advances in how we market 
today. Compared to the promotional, self-absorbed practices of 
the past, we are in a much more honest, helpful place. Well-
produced, quality content works by helping clients navigate 
complex problems and decisions.

What challenges us is the sameness clients see within B2B 
marketing, where every company is also a publisher, video maker, 
blogger, and content producer. Too often, the content output 
places the producer as the story, taking a bow for the latest project 
without offering much reflection or empathy for the audience.

Seth Godin summarized the problem in a recent blog post1. “It’s 
almost impossible to have a substantive conversation at a soccer 
match. It’s too loud. Too much noise.” He is talking about all 
of us. I certainly plead guilty to the role of cheering participant 
raising the decibel level. 

Jason Miller, LinkedIn’s Content and Social Media Leader, 
describes content’s current growing pains. “We need to figure 
out what’s really fundamental to what we do, and what’s just 

a tactic or technique that’s worked brilliantly in the past, but 
might not necessarily work in the future,” he writes. “We 
need to build our conversation around a shared understanding 
of those fundamentals, but not around the same endlessly 
repeated tactics.”

What’s next? How can client communication become less of a 
statement and more of a conversation? 

Here are three pacesetters who strengthen their marketing mix 
with a client conversation strategy. While each one responds to 
a specific audience interest or aspiration, the prevailing idea is to 
offer high emotional value by sparking a reason for clients to talk, 
connect, and converse.

The Resonance Test 
podcast session 
in action. Photo 
courtesy EPAM 
Continuum.

1. The Resonance Test Podcast

Two years ago, the global innovation design firm EPAM 
Continuum tested a podcast idea. The format invites innovators, 
thought leaders, and some clients—drawn from the industries in 
which EPAM Continuum works—and pairs them with their own 
subject-matter experts. The conversation continues unabated 
today. Titled The Resonance Test, this lively podcast series has 
produced 27 episodes so far. The show features an eclectic roster 
of guests including the president of Chili’s Grill & Bar, the chief of 
education for the City of Boston, and the head of innovation and 
engagement at Sanofi Pasteur.

“One of the things I love about the podcast is how it gives our 
audience something they can use,” said Ken Gordon, podcast 
producer and content, conversation, and community strategist at 
Continuum. “We were surprised at how effective—and fun—it is.”

Gordon cited the appeal of a podcast format and its spontaneous, 
conversational quality. “That one-to-one interaction between 
two people, with its authentic texture and rhythm, is something 
people crave,” he said.

The podcast format is suited to the thought-leadership culture 
of professional services firms, and EPAM Continuum’s strategy 
to feature outside perspectives in the lead makes their podcast 
series sustainable for as long as they choose to produce it.
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2. Content and Conversation 

SnapApp, a content creation platform for B2B companies, 
combines their branded technology tools with a successful and 
enjoyable social interaction experience. They invite marketing 
professionals, selected through the interest shown by subscribing 
to their blog or connecting via social media, to “mix and mingle” 
in person with fellow marketing peers. 

My invitation to their Boston event arrived not by e-mail, Evite, or 
phone call, but in between posts on the SnapApp blog. A blue-
background invitation banner, nicely designed with a bird’s-eye 
visual of the 60-story John Hancock Tower, pulled me in. When 
I clicked through, a Dear Michael note appeared with a personal 
RSVP form already filled out with my name, company, and 
email address. The note previewed “a casual evening filled with 
networking, food, drinks, and one of the best views you’ll ever 
see of our city.”

I signed up. Wouldn’t you? The marketers at SnapApp have 
hosted forum-style gatherings in several cities. The lunch and 
post-workday events, with engaging themes such as Calories  
and Content, help them build a community by providing a place 
for conversation, commiseration, and idea-swapping. 

3. “America THINKS Survey” Series 

Several times a year, HNTB asks Americans, “What do you 
think?” about transportation infrastructure issues.2 Recent 
national public opinion survey topics include public transit, 
autonomous vehicles, airport terminals, and public funding 
for traffic congestion solutions. The series began in 2012 and 
currently involves five or six national surveys each year.

The firm partners with an outside research firm to conduct the 
surveys and compile the data. Once complete, HNTB shares the 
research findings with clients, elected and appointed officials, 
other industry stakeholders, and the public. To highlight key points 
and add visual power to some of the findings, the team creates 
infographics and motion graphics useful for media and third-party 
use (see Figure 1).

“The results of each America THINKS survey encourage 
discussion within the transportation industry and help shape 
informed solutions,” said Patricia Mosher, communications  
and planning officer at HNTB in Kansas City, MO. “We find  
that measuring public opinion with such frequency allows for  
a productive and ongoing conversation to take place.”

Of course, the scope and frequency of HNTB’s research 
investment is a feat beyond the capacity of most small and 
mid-sized firms. Starting with a smaller-scale initiative, such 
as researching a recurring problem or trend topic important to 

your clients, will provide valuable findings and create interaction 
and conversation opportunities through publishing, conference 
presentations, and sharing via social media.

Interaction Takeaways—Create, Experiment, Adapt

An essential takeaway from the experiences of EPAM Continuum, 
SnapApp, HNTB, and others is to create the idea and roll it out in 
beta form. If we worry about achieving perfection, we lose the 
opportunity to be out there first and to start the conversation. 
Following the launch, the idea can be worked on and changed, 
based on audience and client response.

The other takeaway, reported by those producing the ideas of 
the three featured firms, is the measurable growth and success 
they are experiencing. Interaction, it turns out, is perfectly suited 
for measurement across multiple criteria. The metrics captured 
by each company are inspiring creative new ideas to build their 
audiences and impact. As my pharmacist father liked to say to his 
customers, “Now that’s something we should talk about!” n

ADDITIONAL RESOURCES 

1. “Signal to noise ratio,” Seth’s Blog  
https://seths.blog/2018/11/signal-to-noise-ratio/

2. America THINKS surveys, HNTB 
http://www.hntb.com/Newsroom/Media-Kits/America-THINKS-surveys-(1)

Figure 1. In 2018, HNTB conducted four national America 
THINKS surveys, including a study on funding infrastructure 
improvements to reduce congestion. Motion graphics and 
infographics help convey the survey results in a user-
friendly way for the press, the public, and the industry.  
Image courtesy: HNTB.
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Drawing 
People 
Together

WINNER 
OF THE 

2018 SMPS 
AWARD OF 

EXCELLENCE

with award-winning venues and 
award-winning marketing campaigns.

Learn more and join our team at populous.com/careers.
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Three Key Tests for 
Earning Editorial 

Publicity
By Mark P. Buckshon



Are you guilty of mismanaging 
your relationships with the 
news media? I’m afraid you 
might be, based on my often-
painful personal experiences 
as an editor. Fortunately, there 
are some simple steps you can 
take to earn positive publicity 
in relevant publications without 
paying to play. Consider the 
tests of readership value, 
editorial quality, and timing.

My business publishes regional 
architectural, engineering, and 
construction trade publications. 

We earn most of our revenue from 
advertising, often associated with 
sponsored (pay-to-play) editorial features. 
However, we are not purely a “you pay, 
we publish” organization, because that 
sort of media lacks credibility and, in any 
case, I am a journalist at heart.

In fact, my career spans three 
disciplines—working journalist, public/
media relations specialist, and finally, 
for the past 25 years, architectural, 
engineering, and construction trade 
publisher. My career has allowed me to 
practice some real journalism, without 
being beholden to an impersonal media 
corporation hierarchy.

Nevertheless, we still need to pay 
the bills, while resolving a challenging 
business conflict, which can be 
expressed simply as: 

We must give away our most valuable 
offering (independent editorial 
coverage) for free, while charging 
top dollar for much less effective 
advertising.

In my experience, far too few publicity-
seekers appreciate the business news 
publishers’ conflicts between editorial 
integrity and revenue requirements. 
Potential authors offer poorly written, 

self-serving news releases and 
announcements, sometimes implying 
they are doing us a favor in providing 
hashed-over material. Then they hire a 
third party to follow up with insistent 
phone calls, saying, “I’m calling on behalf 
of (publicist) and am wondering if you’ve 
received our announcement.”

There are three pillars to the decision 
about whether your news releases will 
be accepted/adapted for free publicity 
or punted to the advertising sales 
department with a pay-to-play response.

While my observations below may not 
apply to every media organization, I’m 
confident that if you adhere to them, you 
will succeed with your media relations 
and achieve much more effective earned-
publicity success.

1. How valuable is the news you are 
providing to the reader/community 
compared to its more limited 
relevance to your own business? If 
you have completed a project and wish to 
brag about it, my reaction is “so ... who 
cares?” However, if you have just won 
a competition to design or build a major 
new development, the story is different 
— because subtrades and suppliers might 
be able to get in on the action. They care.

2. How easy do you make it for us to 
give you free publicity? Is your news 
release/announcement well-written, with 
factual details and without puffery? Do you 
include enticing images or videos to go 
with the story? Is it written in Associated 
Press style with clearly attributed quotes, 
with a captivating lede (introductory 
sentence)? Can the news release be 
turned into editorial content with minimal 
editing and without requiring full-scale 
interviews or editorial research?

3. How good is your timing? If you 
submit your announcement when 
we have dozens of others waiting for 
attention, you may find yours lands on the 
trash heap, when a week later, we might 

use it. Unfortunately, you can’t control 
this variable because the times when 
there is likely to be little competition (say 
between Christmas and New Year’s Day) 
are also likely to occur when few people 
will be reading your news.

If you think especially about the first two 
variables, you will increase your chances 
of success. Unless you pay for your 
publicity, there is no 100 percent certain 
thing, and efforts to push the issue—
such as phoning the editor, or spamming 
with excessive emails—will disqualify 
you under the second criteria. Intrusive 
follow-up efforts cost us valuable time.

Of course, you can shortcut the rejection 
or timing risk and speed things up by 
opting for pay-for-play coverage. I’m 
working on one of these files now. The 
client, knowing our systems, agreed to 
purchase a substantial advertisement, 
but asked that his requested editorial 
content be published a month later. I’m 
willing to spend several hours conducting 
interviews and ensuring that the story is 
written to journalistic standards because 
we are being compensated. The fee-paid 
approach for editorial publicity (or what 
is called “native advertising” in social 
media) is often a worthwhile investment, 
especially in publications that include 
both earned editorial and fee-paid 
content. You have control over the timing 
and editorial focus, and still achieve 
editorial credibility.

However, it’s also okay to go the “free” 
route. Just remember that in aiming 
for independent editorial coverage, 
earned positive publicity isn’t really 
without cost, even if you don’t pay 
for advertising. You must take care to 
ensure the news you seek to promote 
meets the three criteria outlined above 
and retains realistic expectations. Respect 
the editors’ time and remember that 
there is no publicity guarantee unless 
you are willing to put your money to 
work in providing content that provides 
real value for your intended audience. n

AC Marriott, Bridge Park, Dublin, OH. Moody Nolan/Schaefer Inc/Moody Nolan Engineering. ©Cory Klein Photography, corykleinphotography.com.
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Offering a fresh perspective and focus, this year’s conference aims to craft 

engaging content and an experience that challenges the status quo.

FUTURE-THINKER? CHANGE-MAKER?

BUBBLE-POPPER? MOVER & SHAKER?

DON’T-HOLD-ME-
BACK PERSON?

ATTEND NERC!

ARE YOU A...

Providence, RI  May 1-3, 2019

Register Today at SMPSNERC.ORG

Featuring award-winning 
journalist and author, Celeste 
Headlee, as our 2019 Keynote!



What the Technical Staff 
Needs To Provide on Your 
Next Proposal Effort 
By Matt Handal

The line of responsibility on proposals can be quite nebulous 
between the marketing/business development staff and the 
technical team (project managers, estimators, and other 
technical leaders).

Who’s responsible for what depends a lot on the systems and 
abilities of the marketing/business development staff. And each 
firm has its own expectations regarding the technical team’s 
involvement in proposals. 

In nearly every case, there are several deliverables the technical 
staff must provide. Let’s look at them.

Client and Project Info

Any information technical staff has regarding the client, 
the project, and related needs/wants/challenges/concerns/
preferences must be provided, on paper or electronically. 

Even if you’ve captured information in a database, there may  
be an important tidbit that was never communicated.

Review of Résumé

Each technical staff member should review his/her résumé 
before the proposal is submitted. Again, there may be an 
important tidbit missing or an embarrassing discrepancy in  
that person’s résumé.

At the very least, someone on the technical staff that was 
involved with the staff member’s project history should review 
his/her résumé.

Technical and Management Approach

The truth is, a well-trained marketing staff can draft technical 
approaches. But at the end of the day, the final approach must 
come from the technical staff.

They are the ones who will execute this approach. Therefore,  
it must represent their plan to complete the project.

The management approach, schedule, and any other technical 
elements also belong in this category.

Price

Should marketing/business development people have input into 
the price? Some people say they should. 

However, the technical staff will have to work within this budget. 
Therefore, it’s important that they have input into the price. 

That’s not to say that the ultimate price you submit should 
be dictated by the technical staff who will be working on the 
project. Pricing may sometimes come down to a strategic 
business decision. And that ultimate price might be lower or 
higher than the technical staff’s estimate. 

Your final price must be approved by the “powers that be,” the 
people with the authority to contractually bind your company. 
The last thing you want is to submit a price that differs from the 
technical staff’s estimate and didn’t have formal approval by the 
powers that be. 

What About Everything Else?

In reality, there is nothing else that can’t be developed, gathered, 
or produced by a well-trained marketing/business development 
staff. As mentioned at the beginning of this article, how much 
depends upon the systems you have in place and the abilities of 
your proposal staff. n 

Proposals

DesignGroup office, Pittsburgh, PA. DesignGroup. ©Cory Klein Photography, corykleinphotography.com.
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The Toxic Impairment of Multitasking
By Kimberly M. Robertson, CPSM

Management

Toxicity is everywhere. It’s in the air we 
breathe, in the household products we 
use, and even in the relationships we 
create. But what if I told you it also was 
in the way we handle tasks? 

We are conditioned, trained, and even 
promoted based on our ability to multitask. 
Multitasking has created a toxic work 
environment, reducing productivity and 
increasing the number of distractions we 
encounter in a day. 

Technology has fueled this digression, 
with constant notifications. These 
technological advances—such as email 
notifications, instant messaging, and text 
messages—that are meant to create a 
more collaborative and productive work 
environment are reducing productivity by 
creating constant distractions. How can 
you get anything done if you are constantly 
responding to instant requests?

The Cycle

Imagine for a moment, it’s 8 a.m. at your 
office. You’ve had a chance to look through 
your to-do list and prioritize the needs of 
your day based on deadlines, and other 
departments’ priorities. “Great,” you think 
to yourself, “I’ll have plenty of time to 
check these off my list.” The fallacy is that 
within 15 minutes, your email has gone off 
five times, two co-workers have stopped 
by your desk, and your boss has messaged 
you about an urgent task that she needs 
you to drop everything and work on. 

You’re a hamster spinning on a wheel, 
getting nowhere with your tasks, trying 
to accomplish all of them at once. With 
the constant emails, phone calls, and the 
occasional coworker stopping by, you 
can’t actually focus on one item, let alone 
the 10 that need your attention. 

Professor Gloria Mark of the Department 
of Informatics in the Donald Bren School 
of Information & Computer Sciences at 
the University of California, Irvine, states 
that when people are interrupted, it 
typically takes 23 minutes and 15 seconds 
to return to their work. Most people 
will succumb to two other tasks before 
getting back to their original project. This 
vicious cycle of not being able to get 
back to the original task can go on and on 
throughout the day. 

Understanding the Effects

The contemporary workplace is fraught 
with disruptions throughout the workday, 
resulting in an employee’s desire to 
multitask to accomplish their daily tasks. 
The long-term effects of these actions can 
actually be detrimental to an individual’s 
cognitive function. 

Researchers at the University of Sussex in 
Brighton, UK, studied MRI brain scans of 
people spending time on multiple devices, 
such as texting while viewing TV. Then, 
they compared the scans to those who 
did not text while watching TV. Results 
showed that those who multitasked had 

less brain density in the anterior cingulate 
cortex. This is noteworthy because this is 
the region of the brain that is responsible 
for cognitive and emotional control as well 
as empathy. 

If you’ve found that after being pulled in 
many directions for an extended amount 
of time that your emotions run high and 
your ability to care starts to decrease, 
your decisions could be channeling this 
negative change.

If cognitive function wasn’t already 
a concern, your IQ could also be in 
jeopardy. Researchers also suggest 
that, in addition to reducing productivity, 
multitasking also can lower intelligence. 
A study at the University of London found 
that participants who multitasked during 
cognitive tasks experienced IQ score 
declines similar to if they had stayed 
up all night. IQ drops of 15 points for 
multitasking men lowered their scores  
to the average range of an eight-year- 
old child. 

Let that sink in for a moment. Multitasking 
could be worse than lack of sleep, and you 
are reduced to the cognitive abilities of a 
child. This sobering fact might make you 
rethink your current multitasking behaviors.

Break the Cycle

So how does one break out of their  
wheel of endless task incompletion?  
Use technology.
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Bear with me for a minute. I know I just 
said that one of the biggest contributors to 
task avoidance was technology, and now 
I want you to use it to break out of the 
cycle. It sounds contradictory, but if we are 
compelled to use technology, let’s use it 
for the greater good instead of against it. 

Email. Turn off notifications pinging you 
every time an email has arrived. Even 
better, create certain times of the day to 
check your email (every two hours for a 
15-minute chunk of time, for example). As 
psychologist David Greenfield told NPR, 
“Smartphone notifications have turned 
us all into Pavlov’s dogs.” Whether you 
are aware or not, you are conditioned, 
like the dogs in the 1800s experiment, 
to feel rewarded to respond quickly to 
the stimulation from a notification. This, 
however, is proving harmful to your 

productivity. If you’re on a deadline, 
make an exception to this rule and allow 
yourself to be interrupted, but focus only 
on the emails pertaining to the project 
you are working on and flag the others to 
follow-up later.

Social media. Also turn off notifications 
on your phone. Schedule time in the 
evening, after work, to unwind with social 
media, but only for brief stints. One issue 
with social media is that we’re constantly 
chasing a dopamine loop. Dopamine 
causes you to want, desire, seek out, and 
search. It makes you curious about ideas 
and fuels your searching for information. 
When combined with a work environment, 
it can take your focus away from your main 
project. That “buzz” from your phone will 
turn you into a dopamine-seeking junky 
in no time. While it may feel innocent to 

check your feed for a brief moment, it can 
turn you into a multitasking maniac that 
cannot be stopped.

Interoffice messaging. If your office 
utilizes messaging services such as Skype, 
Google, or Slack, find a way to turn your 
status to “busy” or “do not disturb” and 
include a message as to why. If you are 
cranking on a proposal, let your team know 
that and which one. In this way, team 
members who are working on it know 
they can still coordinate with you, but other 
team members not associated with it can 
steer clear until you are done. If you just 
need some focus time, put yourself on 
busy for a few hours at a time, and then 
turn it back over to available for a few hours. 
If you’re always unavailable, your team will 
not respect your boundaries and assume 
you just forgot to turn off the setting.

BHDP art installation, Cincinnati, OH. BHDP Architecture. ©Cory Klein Photography, corykleinphotography.com.
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Management

Productivity software. There are software 
resources available that can track your 
distractions. Focus Booster is an app that 
provides a productivity tracking mechanism 
that interfaces with the computer directly 
and tracks the employee’s work tasks. This 
program integrates directly with timesheet 
programs, so the advantage to utilizing it is 
time-saving on the backend for completing 
this additional weekly task. Other 
programs, such as StayFocusd, blocks 
websites during specific times of the day 
or allows specific amounts of time so that 
employees are provided control on when 
they would like to utilize their window of 
time. Each of these types of productivity 
software takes discipline and the desire to 
change your habit. 

Start Single-Tasking 

In today’s demanding, deadline-driven 
world, multitasking may seem like the 
best answer to complete your to-do list. 
However, research proves it is detrimental 
to the overall mission of completing 
your tasks. Single-tasking creates a 
more streamlined approach to checking 
off those glorious to-do list boxes in an 
efficient manner. Turn off the technology 
distractions and carve out the appropriate 
time to focus on one task at a time. 
Ultimately, creating a less distracting work 
environment may increase your work 
productivity and restore your emotional 
and cognitive well-being. n

Tampa Campus Atrium, Galen College of Nursing,  
St. Petersburg, FL. BHDP Architecture. ©Cory Klein  
Photography, corykleinphotography.com.

 STORY BEHIND THE PICTURE  |  “Lost Lunch” 
- The best project images might not be the ones 

rendered or on the shot list. Collaborate and trust 
your photographer to always be looking for the best 
perspectives regardless of proposed targets. Plus, 
maximize the effort while on site, even if it’s lunch time. 
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In this issue, we feature the Social Media – Basics Category winner from the 2018 SMPS Marketing Communications  
Awards (MCA) program. DAVIS Construction, from Rockville, MD, won the Award of Excellence for its “This is 
#HowWeRedefine” campaign.

GOALS: This organic social media campaign was executed 
over 12 months with the goal of increasing awareness of and 
connection to DAVIS projects, people, and processes through 
the mission statement, “Redefining the way people experience 
construction by building success for all.” Additional goals included 
gaining a 10 percent increase in followers and establishing a five 
percent engagement rate for campaign-specific content on all 
social channels, and gaining a 20 percent increase in website 
traffic to case studies and blog posts. 

TARGET AUDIENCE: The primary audience included direct 
decision-makers/influencers in Washington, D.C. commercial real 
estate, i.e., developers/owners, brokers, construction managers, 
architects/designers, subcontractors, and end users. These were 
reached via Twitter. A secondary audience included non-direct 
influencers in the overall community, i.e., current and future 
employees, neighbors, peers, lateral service providers, and media. 
These were reached via Facebook, Instagram, and Twitter.

RESEARCH, PLANNING, AND IMPLEMENTATION: Research 
and planning were conducted in the six months leading up to 
the campaign launch and included concept brainstorming and 
market, competitor, and client/employee research (including 
35+ interviews with internal stakeholders and external clients/
partners). Two months prior to launch, the firm set objectives 
and goals and developed messages and tactics. Smart copy 

used the first person and was paired with custom imagery, 
speaking to the differences, sacrifices, and small touches that 
made DAVIS a different type of contractor. 

MESSAGING: “DAVIS is redefining the way people experience 
construction by building success for all. Working with DAVIS 
means dedicated people, challenging projects, and innovative 
approaches that will ensure everyone (from developers to end 
users, and everyone in between) is successful at the completion 
of each DAVIS project.”

RESULTS: DAVIS experienced a five percent increase in 2017 
annual revenue (highest to date). The campaign gained an 
average 13.58 percent increase in followers and established an 
average 4.15 percent engagement rate across channels. There 
was a substantial increase in targeted website traffic: 114 percent 
to case studies and 66 percent to blog posts. n

SOCIAL MEDIA – BASICS 
CATEGORY AWARD OF 
EXCELLENCE WINNER
DAVIS Construction, Rockville, MD, won 
the Award of Excellence, Social Media – 
Basics Category.

2018 MARKETING COMMUNICATIONS AWARDS

ENTRIES ARE NOW BEING ACCEPTED FOR THE 2019 SMPS 
MARKETING COMMUNICATIONS AWARDS COMPETITION  

Early-bird Deadline: March 1, 2019
Final Deadline: March 22, 2019

Visit smps.org/mca for complete program details or  
smps.org/mcagallery to enter online.

Visit the online gallery at smps.org/mcagallery to see all of the 2018 winners.

2018 Social Media – Basics Category  
Award of Excellence Winner
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MERIT AWARD, SOCIAL MEDIA – 
BASICS CATEGORY 
GO! Strategies, Sacramento, CA

MERIT AWARD, SOCIAL MEDIA – 
BASICS CATEGORY 
Sellen Construction, Seattle, WA

MERIT AWARD, SOCIAL MEDIA – 
BASICS CATEGORY 
GreenbergFarrow, New York, NY
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The breakneck demands of 
today’s A/E/C marketers can 
banish public relations to the 
back burner as team members 
perpetually scramble to meet 
the latest proposal deadline. 

Though understandable, this 
familiar scenario shouldn’t prevent 
your firm from launching a PR 

program—even when internal marketing 
resources are scarce.  

The process of launching and sustaining 
a PR program begins by recognizing 
the role of strategic PR in elevating a 
company’s profile, conveying specialized 
expertise, and bolstering relationships 
with current and potential clients. PR can 
reinforce core messages you’re regularly 
communicating to prospects in your 
everyday marketing activities.

That said, this process requires consistent 
effort and long-term commitment. It 
should be an ongoing priority for some-
one on staff, which may mean shifting 
internal responsibilities or engaging 
external resources.

Before deciding if and how to move 
forward, it’s beneficial for your team to 
agree on a uniform definition of “PR,” 
as the term means different things to 
different people. 

In the context of this article, PR 
describes a range of publicity activities 
that primarily leverage traditional media, 
digital media, and company-owned 
media to communicate news and other 
narratives. It frequently informs and 
supports other marketing strategies, 
such as email campaigns, newsletters, 
and trade-show activities.

While there’s not a universal blueprint  
for structuring a strategic PR program, 
here is a step-by-step framework that  
can guide the process. 

Messer Construction Co. corporate headquarters, Cincinnati, 
OH. BHDP Architecture/Schaefer Inc. ©Cory Klein Photography, 
corykleinphotography.com.

Practical Advice for 
Launching a Strategic 
PR Program
By Mike Plotnick



Define Your Audience

Begin by identifying a primary target 
audience your firm is most interested 
in reaching. It might be hospital facility 
managers in Texas, small business owners 
in Grand Rapids, or decision-makers 
across the North American solar market.

The more tightly the audience is defined, 
the easier it will be to identify the best 
strategies for reaching that audience. And 
the better you understand individuals 
within that audience segment—what 
they value, what they read, where they 
hang out—the more effectively you can 
communicate with them.

Outline Key Messages 

Next, develop core messages your firm 
would like to convey. This requires an 
honest inventory of your company’s 
most compelling (i.e., unique, interesting, 
newsworthy) offerings. 

Emphasize provable, fact-based 
statements, such as “Our company is 
100 percent employee-owned” or “We 
developed a process that saves clients 
an average of six percent in fees over 
traditional construction practices.” 

Avoid subjective statements, including 
marketing platitudes like “We’re the most 
innovative architectural practice” or “Our 
work stands the test of time” (both of 
which are open to interpretation).

Develop Tactics

Now it’s time to outline PR tactics for 
communicating your key messages to 
your target audience. 

In today’s fragmented media landscape, 
that often includes a blend of “earned 
media” (pursuing editorial coverage in 
traditional print, broadcast, and online 
media), “owned media” (your website, 
blog, and social media accounts), and 
“paid media” (article sponsorships, 

promotion of social posts, or traditional 
advertising).

Though press releases continue to be 
a foundational publicity tool for many 
A/E/C firms, they shouldn’t be the go-to 
vehicle for everything—especially when 
a particular announcement isn’t likely 
to be deemed newsworthy by media 
gatekeepers. Consider whether a topic 
might be more effectively communicated 
via a case study, white paper, video, or 
personality profile shared on your website 
and social platforms.

Build and Refine a Storyline

After identifying your audience, messages, 
and tactics, it’s time to build out a 
compelling storyline that communicates 
your firm’s point of view on a particular 
topic or announcement.

Often, it’s not a matter of drafting a story 
from scratch, but rather, reworking and 
refining existing marketing materials 
you’ve already created for other purposes. 
Dust off and mine those content-rich 
proposals your team has spent so much 
time developing. 

During this phase, think like a journalist. 
Remove your marketing hat and adopt 
the broader perspective of a reporter or 
editor whose mission is to cover an entire 
industry, market sector, or geographic 
region. Even if you’re primarily planning 
to share an announcement on your 
company’s own platforms, your audience 
will appreciate an objective, fact-based 
approach rather than a myopic treatise on 
your firm’s greatness. You can make the 
narrative even richer by positioning your 
company’s point of view in the context of 
broader economic, industry, or market-
sector trends. 

Schedule for Maximum Impact

Timing is important. Look for opportunities 
to align the distribution of a storyline with 

seasonal events (such as Earth Day or a 
relevant trade show) or topical themes 
(such as rising healthcare costs or the 
release of an influential economic report).

And schedule your social media posts  
for maximum impact by paying attention 
to research outlining the most fruitful  
days and times for sharing on each  
social platform.

Assess—and Refine—the Approach

In the words of management consultant 
Peter Drucker, “You can’t manage what 
you can’t measure.” And while I largely 
agree with his declaration, make sure 
you’re measuring the most meaningful 
elements.

Instead of setting arbitrary—or out-of-
reach—measurement goals at the front 
end of the program, I recommend using 
the first year to establish a baseline. See 
what you’re able to achieve in year one, 
then gradually raise the bar by establishing 
a set of consistent metrics you can use to 
evaluate the program’s ongoing progress.  

Share Your Successes

Some of your colleagues may continue to 
be skeptical about the value of PR, so be 
sure to share each success—whether it’s 
a news clip or anecdotal client comment—
with your boss, leadership team, and 
coworkers. Also look for opportunities 
to share successes externally on your 
website and social media accounts.

Though project pursuits will continue to be 
the bread and butter of most A/E/C firms’ 
marketing activity, PR will extend those 
efforts by building valuable relationships 
with decision-makers and influencers 
before, during, and after those pursuits. n
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Demonstrate the 
Value of PR to 
Practitioners

My A/E/C firm was in hot competition with another 
firm for a prestigious commission. Both of our 
business developers and project leaders did the 
requisite relationship-building before receiving 
the RFP. Both firms made the shortlist. After the 
interview, the client’s selection committee simply 
could not decide between the two firms. They 
kicked the decision upstairs to their new boss, who 
had only been with the company two weeks. 

The new boss reviewed the proposals, got the interview 
downloads, and affirmed to his colleagues that he could 
see why they were stymied. Then he said, “Well, both 

firms are great, but I’ve heard of Firm A and I haven’t heard of 
Firm B. So let’s go with Firm A.”

This true story is one I often share with my practitioner 
colleagues to explain why the marketing communications aspect 
of marketing matters. Major A/E/C projects are high-risk/high-

reward endeavors that can make or break our clients’ reputations 
within their own organizations. The better-known and regarded 
we are among our clients’ bosses, the more likely we are to be 
a safe and sensible choice as a service provider. This is why we 
focus on public relations. 

Four Categories of PR

Once you’ve answered the “why,” you need to demonstrate 
how you’re using this important marketing tool. I break PR into 
four categories to show my firm leaders how we’re doing with 
our efforts. 

The first type of PR we measure is what I call “General,” which 
is usually a one-line mention in a local business journal or trade 
publication about new hires, project wins, project completions, 
or staff promotions. The content isn’t always memorable, 
but the repetition of our firm’s name keeps us front-of-mind 
among clients and project partners. The other three types of 
PR demonstrate the firm’s expertise. I call these “Award,” 
“Project,” and “Expert” press. 

WHY DOES MEDIA 
RELATIONS MATTER?

By Sarah Wortman, CPSM

Big Lots corporate headquarters, Columbus, 
OH. M+A Architects /Jezerinac Geers. ©Cory 
Klein Photography, corykleinphotography.com.

 STORY BEHIND THE PICTURE  |  “Wings” - There are 
more to drones than capturing overhead aerial images. Even a 

10-foot change in height can offer better perspectives to highlight 
architectural features. That and they can hover over water. This 
image was taken at low altitude for reflection and evening light.
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“Award” press typically comes over the transom when my firm 
wins a design or best-firm mention. The awarding organization 
usually does a fair bit of press, which we leverage through our 
PR efforts as well as social media. It demonstrates that our 
peers believe we’re excellent at what we do.

“Project” press is getting the firm’s work published in the trade, 
popular, and business media, along with photos of the project. 
This type of press shows our clients that we can do projects 
similar to the ones they’re considering executing. It also shows 
potential employees the exciting work we do.

When my firm’s practitioners write articles for publication or 
serve as interview subjects for reporters, we call this “Expert” 
press. This positions the staff as experts in their fields so clients 
will seek out their advice for projects. I often ghostwrite for 
those who are less confident in their writing skills than in their 
professional expertise. I also train my practitioners about the 
tight deadlines reporters face so my colleagues respond to 
interview requests in a timely fashion. 

When reporting media relations success to my firm leadership, 
I quantify the type of press, volume of press mentions, reach 
of the various publications, and how we leverage press using 
social media and our website. I also take note when a client cold 
calls us and review the outcome of post-pursuit debriefs, sharing  
with leadership when our media relations efforts play a role in 
someone’s decision to call or select my firm. 

My firm received an unsolicited RFP from a major hotel, asking 
us to submit to become a regional service provider for the chain. 
When I called to thank them for the RFP, I also asked why they 
chose us for consideration. They said, “I looked at Hospitality 
Design magazine’s list of top firms and saw you there. Then I saw 
a project of yours in a magazine that was like the one we want to 
do, plus I saw on your website that you have worked with a guy I 
know, so I called and he gave you a positive recommendation.” 

Such instances, though rarely reported and highly qualitative, are 
in my opinion the best way to demonstrate the value of PR to our 
non-marketing colleagues, as well as the value of marketing in 
generating revenue. n
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Prior to joining the A/E/C industries, 
I was a sports reporter for a local 
newspaper where I covered field 
hockey, wrestling, and soccer. Following 
each game (and on a tight deadline!), 
I interviewed coaches and players 
to capture one team’s victory, and, 
subsequently, another team’s loss. 
Fast-forward to today—I’m a marketer 
in the A/E/C industries, and I still get to 
interview people daily to discover how 
they take a project to the next level. 

Often, without even realizing, technical 
staff will get too technical, and describe a 
project in terms that only other technical 
staff can understand. Yes, no one knows 
a project better than the technical staff 
who worked on it—but how can we, as 
marketers, convey understandable and 
compelling information about a project to 
produce a winning award submittal? 

Do Your Homework 

Before you meet with the project 
manager to interview him or her, find out 
everything you can about the project. I 
start by reading the project writeup (if 
there is one) and the project scope to get 
a better understanding of the firm’s role. 
If it’s a high-profile project, or one that has 
received media attention, I’ll browse the 
web to get both a different perspective and 
information outside of the firm’s scope. 

Combined with my preliminary research, 
I’ll draft questions based on the five Ws 
(who, what, when, where, why) and the 
one H (how). Instead of frantically taking 
notes during the interview, I recommend 
using your smartphone or a digital audio 
recorder. This will allow you to focus on the 
project, and you can listen to the interview 
again as many times as you’d like. 

Set Deadlines

As we all know, project managers can 
get extremely busy—proposals or award 
submittals, although important, are 
often the last thing on their list. At your 
first meeting with the project manager, 
establish a schedule. Determine who 
will draft what and set up weekly calls or 
meetings to discuss each draft’s status. 

If the project manager is too busy or 
avoiding your meeting, find out which 
other technical staff can give you the 
information you need. These calls or 
meetings may seem redundant, but they 
are crucial to making sure you meet the 
external deadline with time to spare.

Always Ask Questions 

You’ve probably heard it before, but I’ll 
say it again, “There is no such thing as a 
stupid question.” This is especially true for 
marketers in the A/E/C industries. We are 
not in the field every day (or at all) so the 

jargon technical staff use rarely resonates 
with us. It’s okay to ask them to clarify or 
fully explain something. 

As you interview the project manager from 
your list of questions, you’ll likely have 
follow-up questions, or new questions 
will come to mind. The project manager 
might give you a response that is more 
general, such as, “We used drones to 
develop 3-D models.” That sounds totally 
newsworthy, right? But it does not fully 
explain the service. A follow-up question 
might be, “What type of 3-D models did 
you develop, and why was that needed 
for this project?” After the initial interview, 
I always mention to the project manager 
that I will reach out to them with additional 
questions or clarifications. I find myself 
doing that most every time, and it truly 
helps with the process. 

Think of Each Project as a Story 

I hope you like hamburgers! Here’s why. 
After you interview the project manager 
and type up the notes, it’s time to make 
the text more engaging. You also want 
to make sure you are not missing any 
information. Think of each project as a 
story using the paragraph hamburger. 

The top bun is the beginning—how did 
the firm get involved with this client 
and project? The burger, lettuce, and 
tomato are the middle—what did the 

Proper Preparation Produces Pitch-Perfect Award Submittals
By Katrina Spinner-Wilson
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firm provide? This is where you will want 
to include all the supporting details. The 
bottom bun is the end—what was the 
outcome? What did the firm achieve? 
If you follow the paragraph hamburger 
(mmm, delicious!), it will provide you with 
a more organized and descriptive story 
that will grab your audience’s attention.

Go on a Site Visit 

I don’t know about you, but I am a visual 
learner. When I listen to a project manager 
describe a project, I try to envision what 
that project looks like. But words don’t 
always do it justice. After the interview, 
ask the project manager if he or she 
can bring you on a site visit. You have 
the preliminary information from your 
research and interview, but the site visit 
can help bring your story to life. 

Let the project manager give you a tour 
as you walk around the site. You will 
not only get a better understanding of 
the project, but also of the answers 
to the questions you asked during the 
interview. Don’t be afraid to ask additional 
questions. Bring your smartphone or 
camera to take pictures. This will certainly 
add the finishing touch to the submittal! 

With these tried-and-true reporting tactics, 
you’ll be prepared to create a great award 
submittal, every time. n

Crawford Hoying headquarters, Dublin, OH. M+A Architects. 
©Cory Klein Photography, corykleinphotography.com.
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Six Steps To Securing Headlines: How To Pitch the Media and 
Make Your Firm a Thought Leader
By Mallory Horshaw



Constantly seeing your competition’s 
name in the press can be frustrating. And 
that frustration multiplies when your 
firm’s leadership stops by your office to 
ask, “Why weren’t we included in that 
article?” Cue the rambling and excuses. 

The truth is, when it comes to media 
relations, many marketers struggle to 
understand the process for landing 
headlines. It’s not part of the traditional 
skillset of a marketer and that’s why 
many A/E/C firms have dedicated PR 
specialists or the support of an outside 
firm. But for smaller firms or those 
with limited resources, the role of PR 
often falls to the marketing or business 
development team. 

The good news is that media relations 
is not as difficult as it may seem. With a 
solid process and messaging foundation, 
you can take on the role of a public 
relations professional, adding yet another 
(extremely valuable) skill to your bag of 
tricks. Here are the six steps to make you 
a media master and your firm a thought 
leader in the news. 

Build your bench. The first step in 
media relations is identifying the subject 
matter experts (SMEs) at your firm. 
Who are your primary spokespeople 
and what are their areas of expertise? 
Once you identify these individuals, you 
will need to craft their unique message 
platform to differentiate your firm from 
the competition. You also need to ensure 
SMEs understand what’s expected of 
them as a spokesperson. Media does 
not wait on experts to be available for 
interview, so make it clear that they must 
be accessible on short notice. 

Uncover the news. Now that you know 
who will speak to the media, hit the halls of 
your firm to uncover the news. Meet with 
various departments to understand project 
milestones on the horizon, upcoming 
speaking engagements and events at the 
firm, and more generally, trending issues 
and topics within the industry that folks 
are following. Your firm may not always be 
producing a lot of news on its own. That’s 
why understanding trending issues and 
topics—and the unique perspective your 
SMEs can provide on those issues—is 
critical for ongoing thought leadership 
media relations. 

Identify media targets. Building a 
relationship with a reporter starts with 
understanding his or her coverage area. 
Do your homework. Read their last 10 
articles. Follow them on Twitter. Track 
their stories daily to keep a pulse on what 
they’re focusing on. If you know what type 
of stories the reporter is hot on, you can 
determine if your SMEs can serve as a 
valuable resource for their next article. 

Send your pitch. Your media relations 
efforts live and die with your ability to write 
a good pitch and snappy email subject line. 
The most important thing to remember is 
to get to the point, quickly. In the first three 
sentences of your pitch, you must detail 
the news hook related to the reporter’s 
coverage area, the unique point of view 
your SME can offer, and why your SME is a 
qualified source. After that, you can provide 
more color on the topic and include links 
for more information. Personalize every 
pitch—a mass email blast will get trashed. 
If a few days pass and you don’t hear back, 
send a brief follow-up email or call the 
reporter to pitch them over the phone. 

Prepare your SME and facilitate the 
interview. If your pitch was on point and 
the reporter is interested in speaking 
with your SME, that can be the start of 
a beautiful relationship. Once you lock 
in logistics for the interview (likely over 
the phone), prep your SME. Develop a 
detailed briefing document that highlights 
the reporter’s background, coverage area, 
and talking points. Hold a mock interview 
if the SME is feeling particularly nervous. 
You should always join the interview to 
make introductions, jot down notes, and 
provide follow-up items that the reporter 
requested. Debrief your SME post-
interview by providing specific feedback 
on things that went well and areas of 
improvement.

Monitor for the story. The final step is an 
easy one—watch for the story to appear. 
Fact-check the story before sharing with 
anyone at the firm or on social media. 
You can’t ask for changes in an article 
because you don’t like the way the reporter 
positioned your firm, but if something is 
factually incorrect, request a correction. 

Building relationships with the media and 
training your SMEs to be interview rock 
stars won’t happen overnight. But after 
more than a few successful interviews 
and positive articles, the PR process 
will become a well-oiled machine, and 
eventually, you will have reporters coming 
to you to set up interviews with your firm’s 
SMEs. Before you know it, your firm’s 
leadership will be stopping by your office 
to thank you for another home-run article 
(that doesn’t include the competition). n 

 

Columbia Plaza office tower, Cincinnati, OH. BHDP Architecture. ©Cory Klein Photography, corykleinphotography.com.
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We’ve all heard the saying, “If a tree falls in a forest and no 
one is around to hear it, does it really make a sound?” The 
same holds true with publicity and all the good news your 
firm has to share. If you give a conference presentation, 
host a technical workshop, or win an award, but you never 
tell anyone about it, did it really happen? Were your efforts 
worth it?

In the endless journey of publicity and expanding your firm’s 
presence, receiving recognition only gets you halfway there. 
The second part of your journey should be maximizing existing 
content and strengthening your message by leveraging 
information across multiple platforms—or content streams. This  
makes the most of your time (and technical staff’s time) spent 
during development of a project. 

Ideally, one content piece will lead to multiple opportunities 
across additional content streams (see Figure 1). In any 
outreach effort, it’s rare to reach every desired contact, so by 
leveraging information across multiple streams, companies 
reach the majority of their desired contacts. Further, each time 
you repurpose content across an additional stream, your work 
becomes more efficient since you aren’t creating projects  
from scratch. Most important, these efforts reinforce your key 
brand messages and expand your company presence across 
your audience. Your approach becomes more efficient and your 
brand is stronger with consistent messaging.

Ready To Start Your Engines? 

Once a marketing project is complete, elements can be 
extracted and used for additional efforts. Think about brochures, 
technical presentations, newsletters, campaigns, and other well-
written text and compelling images that you’ve used within the 
past year. 

Content streams include traditional internal and external marketing 
outreach efforts, as well as technical content, such as: 

¡ Internal newsletters or intranet posts

¡ Company website, blog, and social media posts

¡ Company publications

How To Maximize Your Message 
Through Content Streams
By Lindsey Kubes, CPSM

Caption TKPromotional 
Activity
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¡ Email and direct mail campaigns

¡ Media releases and articles

¡ Technical brochures and handbooks

¡ Conference presentations

¡ White papers

¡ Industry awards 

Destination Publicity: Set the Course

¡ Hone in on the right content. Step back and look at your 
company’s overall goals and marketing objectives to focus on 
aligning content and key messages to increase company brand 
visibility to target audiences. For example, a newly developed 
brochure has plenty of information to repurpose in content 
streams such as email/direct mail campaigns, blog posts with 
project case studies, and service cards highlighting staff and 
technical capabilities.

¡ Select the best content streams for your company. 
Once you’ve determined what types of content are already 
prepared, it’s time to develop a plan to leverage information 
across additional streams. This may mean slightly recrafting 
content to fit the stream, but the overall message should 
remain the same. Content streams should align with goals 
for brand awareness and company growth. For example, 
if a company is looking to expand its service offering, key 
positioning of technical staff should be part of the plan. 
Effective streams would include conference presentations, a 
technical brochure or handbook, and a well-timed email/direct 
mail campaign paired with blog and social media posts, all 
using consistent text and images to reinforce an expanded 
company presence. 

¡ Develop a cross-stream calendar. A calendar allows for 
organizing efforts and staying on track. Many content streams, 
like conference presentations and media articles, take 
planning to get selected. A calendar is especially important 
when coordinating efforts across multiple team members, 
and it can be as simple as a shared editorial calendar created 
in Microsoft Excel or a campaign saved in a database such as 
Cosential or Deltek. 

¡ Set reasonable goals for measuring progress. To track your 
efforts, first determine a baseline by reviewing your current 
outreach endeavors. It’s also important to benchmark against 
companies of similar size and service offering to provide a 
comparison within the industry. These baselines provide a 
valuable viewpoint to set realistic goals—realistic being the 
key word! Remember, you can’t do everything at once, and 
these benchmarks give valuable perspective for getting started 
and growing efforts in the future. 

Figure 1. Roadmap to Navigating Content Streams on Your Publicity 
Journey. Courtesy: Shaffer Creative.

¡ Schedule regular monitoring. Depending on the streams 
selected for outreach efforts, online metrics are available from 
social media sites and Google Analytics, for example. Client 
feedback through regular conversations or survey outreach 
as well as follow-up with technical staff will also provide data 
for outreach that’s harder to measure such as collateral and 
campaigns.

The journey of using content streams to increase your firm’s 
outreach efforts will become easier over time as you gain 
momentum. The benefits of an efficient approach by repurposing 
content will keep you from re-creating the wheel while also saving 
time on outreach efforts. From an overall company perspective, 
reinforcing key messages across additional streams will 
strengthen your company outreach, increase brand awareness, 
and help you reach your destination. n

East 4th Street, Cleveland, OH. Berardi + Partners. ©Cory Klein Photography, corykleinphotography.com.
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Discovering Your Firm’s Character
By Heather Nixon, CPSM

I took my CPSM exam just shy of two years ago and, full 
disclosure, I didn’t really focus on Domain 5: Promotional 
Activity. Having worked at my previous company for a decade, 
I thought it was my strongest area of knowledge. I knew who 
we were, who we weren’t, and exactly how to communicate 
it. Once I started my own consultancy and began working with 
a number of A/E/C firms, I found this domain to be one that 
companies often struggled with the most.

When it comes to promoting our firm’s services, it’s easy to get 
caught up in aggressively pushing our newest achievements as 
we seek attention from a world with an ever-decreasing attention 
span. This produces burnout with our audience. Even at my 
old firm, much of the identity crises I dealt with sprang from a 
desperation to get noticed. Instead of staying true to ourselves, 
we blast out as many bragging points as possible. It dilutes our 
voice and our brand, and eventually erodes our vision of what 
makes us unique. 

The promotion of our “Why” is also essential to our identity. 
When taken directly from your firm’s core values, each effort to 
gain publicity—an article submitted to your press list, speaking 
engagement at a conference, or philanthropic sponsorship—is  
a reinforcement of your corporate identity.

I recently took a new position at one of the largest architecture 
firms in the world. I was 15 days in at a regional meeting where 
we were going through a semi-informal SWOT analysis. This is 
when I first heard the exclamation that we, too, have the same 
identity crisis: What is our personality and how do we market it? 
This is despite having the strongest sense of corporate culture  
I’ve ever experienced.

The “Why” is ever present in our website, at client events held 
throughout the world, and in every LinkedIn update. We are 
research-driven, sustainable, transformative design professionals 

that (from our motto) “honor the broader goals of society.” And it 
really does ring true. My coworkers are passionate people who 
represent this purpose on a daily basis. So why is there still an 
identity issue?

In this case, the “Why” is so big that the personality of the firm 
gets a little lost. It’s great to have an inspirational purpose of 
bettering the world through design and construction, but you 
also have to be approachable. This goes beyond the interpersonal 
relationships that you develop through marketing and business 
development. It’s building personality through your promotional 
arsenal. Each trade-show giveaway and magazine ad give insight 
into who your firm is as its essential self.

How do you create this? It’s as simple as envisioning your firm as 
a character you know best. Choose from a television series, one of 
your favorite books, or a historical figure—anything that helps you 
think of each characteristic of that personality. 

When you distill your firm down to its essence and discover  
its individuality, this makes developing your unique value 
proposition and communicating it to your clients much easier. 
Using purpose and personality to inform each element of your 
promotions will provide a consistent voice to your audience.  
In turn, they’ll see your true identity and want updates on you, 
their new favorite character. n

When it comes to promoting our 
firm’s services, it’s easy to get caught 
up in aggressively pushing our 
newest achievements…

Grandview Yard nationwide campus, Columbus, OH. M+A Architects/Continental Construction. ©Cory Klein Photography, corykleinphotography.com.
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INNOVATE & INVIGORATE ADAPT & ACHIEVE ASPIRE & INSPIRE

Sponsorship Opportunities 
are still available!

Register at:
smpsheartland.org

Join us in America’s renaissance city and take your practice to the next level.
Think Forward. Move Forward.

MAY 29 - MAY 31, 2019
DETROIT



Save the date:
February 11-15, 2019

Learn more: smps.org/cpsmweek

CPSM
WEEK
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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



Crushing the Interview With a 30-60-90-Day Plan

Congratulations, you got the interview 
for a new and exciting job in A/E/C 
marketing and communications! 
In addition to preparing a few well-
rehearsed answers to anticipated 
interview questions, now is the time to 
differentiate yourself and demonstrate 
your strategic thinking abilities by 
presenting a 30-60-90-day plan. 

What Is a 30-60-90-Day Plan?

A 30-60-90-day plan is a one- to four-page 
bulleted list outlining the various tasks you 
recommend implementing to help the firm 
reach its business goals during the first 90 
days of your employment (see Figure 1). 

You will need to think strategically about 
this position and do your homework. 
When drafting your plan, consult the 
job description; company website; 
press releases; corporate reports; 
articles; current/former employees; your 
professional network; SMPS career 
resources; and social media sites such 
as LinkedIn, Facebook, Twitter, blogs, 
Glassdoor, etc. 

This plan will demonstrate your 
enthusiasm, critical thinking skills, 
knowledge, determination, and 
commitment while providing tangible 
evidence of your work ethic. 

Why Do It?

Your plan will address four critical concerns 
of every hiring manager: 

¡ Do you understand the job? 

¡ Can you do the job? 

¡ Will you do the job? 

¡ How will you bring value to the firm  
and help them reach their goals?

By Ann Schiola, CPSM, CIP II

MY TURN

Get Hired! 

Columbia Plaza office tower, Cincinnati, OH. BHDP Architecture. ©Cory Klein Photography, corykleinphotography.com.

40 SOCIETY FOR MARKETING PROFESSIONAL SERVICES



The 30-60-90-day plan lets a hiring 
manager “see” you in the job. Your  
plan illustrates: 

¡ You have done your homework and 
understand the job 

¡ You can perform the job because you 
have analyzed the position and listed the 
specific tasks needed to provide value

¡ You have a strong work ethic and bring 
the type of strategic thinking every team 
needs to perform at a high level within 
the A/E/C industries

Presenting the Plan

Introduce your plan in the interview 
process during a lead-in question such  
as, “Why do you think you are a good  
fit for this job?” 

At this point, you might respond with: 
“Mr./Ms. Hiring Manager, I’ve thought a lot 
about how I can be successful in this job, 
so I developed this outline to discuss with 
you. My résumé has gotten me this far, but 
it only describes past accomplishments. 

I’m very excited about an opportunity to 
work here and so I’ve prepared a 30-60-
90-day plan. I’m hoping that we can use 
this as a discussion tool to give you a 
better idea about the value I will bring to 
your organization. If you are agreeable, we 
can go through this plan together. I’ll take 
notes and send you a revised copy.” 

As you present your plan, increase buy-
in by asking clarifying questions. For 
example, “I thought I would put this task 
on my list first. Would you agree?” or “Is 
this task in line with the goals your firm 
has identified this year?”

After discussing your plan, try a 
presumptive close technique to increase 
your chances of getting the job. You might 
say, “If I were to do all the things outlined 
in this plan, would you agree I would be 
successful in this position? Can you see 
me as a member of your team?” This is 
a presumptive close. However, asking 
these question boosts your chances of 
getting the job. Within 24 hours after the 

interview ends, send a thank-you note 
and the revised 30-60-90-day plan to the 
hiring manager.

Your plan may not perfectly align with 
every onboarding detail or hiring manager’s 
expectations. Remember, this is a tool to 
facilitate thoughtful conversation about the 
future in order to to clarify expectations 
and assumptions. 

By the conclusion of the interview, you’ll 
have better insight into the company’s 
goals and objectives, the hiring manager’s 
top initiatives, and other job responsibilities 
that may not have been listed in the 
advertised job description. You’ll have more 
confidence to hit the ground running at 
your new job. n

ADDITIONAL RESOURCES 

1. Blueprints: Guides for Marketing and Business 
Development Departments in the A/E/C Industry.  
This tool is free of charge in the SMPS Bookstore  
or the Marketing Resource Center in MySMPS.

2. SMPS Career Center, www.smps.org/career

30 DAYS

Training | Company Systems | 
Procedures | Services | Meet Coworkers, 
Vendors, Clients

60 DAYS

Goal-Setting | Industry Participation | 
Networking | Relationship-Building | 
Complete Training | Manager Feedback 

90 DAYS

Demonstrate Value | Address Strategic 
Initiatives | Manager Feedback | Fine-
Tune Schedule, Processes, or Plans

¡ Meet team members, key vendors

¡ Complete training sessions for 
company systems (Deltek Vision, BST, 
SharePoint, etc.)

¡ Learn file network structure, proposal 
processes, and location of support 
documents

¡ Review marketing team workload, 
setting priorities, and schedules

¡ Review strategic plan, annual 
operating plan, and marketing plan

¡ Meet business unit leaders and senior 
managers

¡ Continue to build relationships with 
technical staff including project 
managers and other corporate 
department staff

¡ Attend industry networking meetings

¡ Collaborate with office leadership and 
corporate marketing to develop and 
execute specific communications 
initiatives to raise visibility of the firm 
and position key thought leaders

¡ Meet with supervisor to get feedback, 
identify areas of inefficiency, and set 
goals for next 30 days

¡ Refine processes to improve quality 
control

¡ Conduct debriefings, gather feedback, 
refine qualifications, and make 
recommendations for future pursuit 
strategies

¡ Develop, evaluate, and report 
progress of annual marketing plan, 
including specific goals, strategies, 
action plans, and schedules

¡ Increase industry involvement, 
represent firm to clients, business 
associates, and industry organizations

¡ Meet with supervisor to get feedback 
and set goals

Figure 1. Example of a Marketing Manager 30-60-90-Day Plan.
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SMPS MEMBER SPOTLIGHT

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

Put simply, my dream job in advertising 
wasn’t paying well enough. So, my 
carefree/careless young self decided 
to follow the money instead of the 
dream. Little did I know that decision 
would change my life, and I joined A/E/C 
marketing full-time before my final 
semester of college and never looked back.

How would you describe your role/job?

There is a standard HR description that 
talks about what my role is expected 
to do, but the reality is that I leap off 
cliffs and grow wings on the way down 
daily. I do whatever it takes to get the 
job done or the problem solved (before 
really knowing how). I also consider 
myself to be a strategic guru who knows 
how to best sell it and how to guide our 
teams in establishing an untouchable 
position; a communicator extraordinaire 
among a large cross-section of people 
who can get them to do what I need 
them to do; a mentor/leader who can 
create an awesome marketing team by 
respecting their abilities, challenging them, 
empowering them, and making them 
better; an encourager of what is working 
well and challenger of what isn’t; a team 
builder who brings individuals together 
to collaborate; and a cheerleader with 
contagious enthusiasm for what I do and 
the people I do it with.

What is your favorite part of the job?

For me, there are two parts. First, it’s the 
thrill of the chase and the diversity of the 
work. I can be highly competitive. I hate to 
lose, and revel in the opportunity to dissect 
a new pursuit and its unique requirements, 
develop the strategy and story that will help 

us be successful, and work with diverse 
teams chasing equally diverse projects. 

Second, it’s the amazing people I get to 
work with internally and externally, as 
well as the people I have worked with as 
marketing colleagues. It’s watching the 
people I have been able to teach, train, 
and mentor grow alongside me in my 
own career. And it’s the people we bring 
into A/E/C for the first time that grow into 
amazing marketers. 

What have been the challenges and 
rewards of your career?

The challenges of my career have 
always centered around educating non-
marketers in the true and potential role 
of a highly-skilled A/E/C marketing team. 
I continuously push to elevate both the 
perception and the role—shifting from 
a reactive proposal-centric approach to 
a proactive strategy-centric partnership 
with our leaders and pursuit teams. My 
greatest rewards or successes have come 
in the wake of reversals of perception 
and watching marketing professionals 
belly-up to the strategic table, have a 
voice, and help drive informed decision-
making through meaningful input, and 
challenging the status quo. We, as 
marketing professionals, have so much to 
offer our organizations if we take the time 
to master our craft and fully understand 
the industries that we operate in. It is only 
then that we can provide true value outside 
of the traditional marketing lens and be 
partners and leaders within our respective 
organizations.

What has been your most  
meaningful project?

My most meaningful project has not been 
a pursuit. There have been too many over 

Jim Calvo

Penzone Grand Salon, Dublin, OH. Meyers + Associates Architecture/Jezerinac Geers. ©Cory Klein Photography, corykleinphotography.com.



SMPS MEMBER SPOTLIGHT

Jim Calvo Jim Calvo

COMPANY:
Clark Construction  
Group, LLC

POSITION:
Vice President, Marketing

YEARS IN A/E/C INDUSTRIES:
28 

YEARS IN SMPS:
24

the last 28 years to pick one out, anyway. 
The project, however, that has brought 
the most meaning to my career has been 
developing our firm’s first marketing-
specific competency matrix and talent and 
development roadmap. This document was 
personally rewarding in that it allowed me 
to help a team of marketing professionals 
across the country have clarity on their 
roles and on the competencies that are 
required for growth, development, and 
advancement. It offered a path for their 
personal and professional growth. It’s all 
about people!

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

I joined SMPS New York in 1994 as I was 
growing up in A/E/C and expanding my 
network of peers. I learned quickly that 
SMPS was the industry organization for 
people just like me. After attending several 
events, growing my Rolodex (we didn’t 
have smartphones), and learning new 
things that directly impacted my ability 
to be a better marketer, I was hooked. 
Since that time (I’m currently a member 
of SMPS Washington, D.C.) I have met 
people from all walks of life that I now call 
partners, colleagues, mentors, and friends. 
This knowledge and these relationships 
have all benefited the firms where I have 
worked throughout my career. If you 
are a professional services marketer in 
A/E/C, SMPS is frankly the single greatest 
collection of talent, training, and resources 
available to you. 

What has contributed to your success?

The greatest contributors to my success 
have been twofold: two incredible sales 
and marketing professionals that I once 

called ‘boss’ who taught me much of 
what I know, and an unrelenting and often 
distracting curiosity. Learning from others 
is necessary and I was fortunate to have 
some amazing people to learn from early 
on in my career. Learning independently 
and being curious are critical. In fact, Albert 
Einstein famously stated, “I have no special 
talent. I am only passionately curious.”

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

Learn the business! It is fascinating to 
me when I speak to young professionals 
who don’t think they need to understand 
what their firms do, what differentiates 
their firms from others, or what services 
their firms offer. You can’t effectively sell 
what you don’t know. Your value to your 
organization will grow exponentially if you 
truly understand the business you are 
in. Of course, a great way to start on the 
right path is to become actively involved 
in SMPS.

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

No one works for me—everyone works 
with me. These words have molded my 
leadership style. We are only as good and 
as successful as the people around us, so 
if we are all in it together, and all working 
toward common goals and successes, 
then everyone is moving up personally and 
professionally. This reminds me of one of 
my favorite quotes from Harry S. Truman: 
“It is amazing what you can accomplish if 
you don’t care who gets the credit.” n
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FEBRUARY 2019 11–15 CPSM Week
Learn more: smps.org/cpsmweek

11 Application Deadline for the Striving for Excellence (SFE) Awards 
Learn more: smps.org/members/recognition/striving-for-excellence

12 SMPS Monthly Webinar: The Butterfly Effect & Its Impact on A/E/C Firms
Learn more: onlinelearning.smps.org/live-and-on-demand-webinars

13, 20, 28 SMPS Virtual Workshop: Proposals 101
Learn more: smps.org/learning/continuing-education/virtual-workshops/

15 Application Deadline for the Chapter President of the Year (CPY) Award
Learn more: smps.org/members/recognition/chapter-president-of-the-year-award/

26 SMPS Workshop: “Business Development for the A/E/C Industries,” Orlando, FL
Learn more: smps.org/learning/continuing-education/business-development-workshops/

28–Mar. 1 SMPS Virginia Annual Conference, Richmond, VA
Learn more: smpsva.org/annual_conference

MARCH 2019 1 Early-Bird Entry Deadline for the 42nd Annual SMPS Marketing Communications Awards 
Learn more: smps.org/mca

7, 14, 21 SMPS Virtual Workshop: Marketing 101
Learn more: smps.org/learning/continuing-education/virtual-workshops/

15 Early-Bird Discount Deadline for Build Business 2019
Register now: smps.org/buildbusiness/registration/

18–20 SMPS Southeastern Regional Conference (SERC), Asheville, NC
Learn more: smps-serc.org

22 Final Entry Deadline for the 42nd Annual SMPS Marketing Communications Awards 
Learn more: smps.org/mca

28 SMPS Workshop: “Business Development for the A/E/C Industries,” Alexandria, VA
Learn more: smps.org/learning/continuing-education/business-development-workshops/

APRIL 2019 2 SMPS Workshop: “Business Development for the A/E/C Industries,” Boston, MA
Learn more: smps.org/learning/continuing-education/business-development-workshops

3–5 SMPS Missouri Valley Regional Conference (MVRC), Kansas City, MO 
Learn more: mvrc2019.smpskc.org

4, 18, 25 SMPS Virtual Workshop: Tech Tools 201
Learn more: smps.org/learning/continuing-education/virtual-workshops/

29 Application Deadline for the SMPS Fellows Program 
Learn more: smps.org/members/recognition/fellows-recognition-program/

MAY 2019 1–3 SMPS Northeast Regional Conference (NERC | Uber), Providence, RI
Learn more: smpsnerc.org 

17 Application Deadline for the Weld Coxe Marketing Achievement Award
Learn more: smps.org/members/recognition/marketing-achievement-award

29 SMPS Workshop: “Business Development for the A/E/C Industries,” Detroit, MI
Learn more: smps.org/learning/continuing-education/business-development-workshops

29–31 SMPS Heartland Regional Conference (HRC), Detroit, MI
Learn more: smpsheartland.org
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