Elevating the Art of
Residential Design and Practice



MARKETING IS A MINDSET

Mark A. Hutker, AlA
www.hutkerarchitects.com



“Without promotion,
something terrible happens:
nothing”

-PT Barnum



Why was | asked to speak?

CREATING A CULTURE
MARKETING AS A MINDSET
“INTERNAL MARKETING”



VWhat do we want
to learn?

WHY DOES THE
PHONE RING?

WHAT MAKES THE
PHONE RING?



WHY DOES THE
PHONE RING?

Best practices



WHAT MAKES THE
PHONE RING?

Earned and Paid Marketing






« 36 person firm — 3 offices

« Everything | will discuss is Hutker Architect’s story

« Entirely empirical — what we have learned along
the way

hutker

Falmouth Martha’s Vineyard Nantucket







CREATING A CULTURE -
MARKETING AS A
MINDSET

“INTERNAL MARKETING”



We want our team to know that marketing is a
mindset — not just someone else's job
description

Every touch with a client, builder, consultant,
realtor, subcontractor, vendor, colleague is an
opportunity:
* to create a superb impression of Hutker
Architects

* to offer superior services
* to create a better design product
* to draw people to our firm

Foster an exciting work environment conducive
to individual and team enthusiasm

My teammates talk about what they enjoy =
designing @ HA and attract others to our firm




Create a value based culture
where we and our teammates
are ultimately our finest
ambassadors each day.

Grow Brand Ambassadors



“People don’t buy what you do,
they buy why you do it.”

-Simon Sinek,
Start with Why



| was asked how we keep 36 people in three
offices rowing in the same direction

* Wide range of design skills on our team

« Common theme are the values we share

* These values are important to share with our
clients as well

* Value alighment is key to choosing the right
clients as well as predicting positive design
and business outcome of each project
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Marketing

Resources
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©HUTKER ARCHITECTS I DESlG N PROCESS
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2ND QUARTER 2012

hutker happenings

President’s Report

. Mid-August already! Phil used to say in the first week of July that “the summer is al-
most aver.” So it pnes with a laros meacire of creative wark  finichad nraiacte and




HA EVENTS

25T Anniversary Celebration — 300+ clients,
contractors, subcontractors, allied professionals

Person to person where our staff =
ambassadors

Open house on Nantucket for clients and referral
sources

Participate in community events



HA's 25" Anniversary Party




HA SOFTBALL

T-SHIRT DESIGN COMPETITION

Entry:
- (1) printed color allowed. - Please use this form for all entries.
- printing on front,back & sleeves of shirt is - Entries to be submitted by email (pdf file) to Nelson
allowed. by Thursday March 15 at 5p.m.
- t-shirt color T.B.D. by designer - All entries will be reviewed and voted on during
“Beer Thirty” go-to-meeting on Friday March 16

starting at 4:15p.m.

Design Competition Rules:

hutker

architects

BACK

FRONT



HA Annual Softball Game
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Annual Holiday Party










“Work is work,
business Is about
relationships.”

-Rob Smith,
Managing Partner, Castenea Partners






BEST PRACTICES

Superior design work =
best marketing we can do

Each project gets better than the last

Staff stay with each project to finish

Be a learning culture — lunch

Learn three things on each project

Build intellectual capital

Mentor each other - 360

Growth and evolution is contagious inside and
outside of the firm
Thisleadsto.............



Happy Contractors & Subcontractors




Happy Vendors & Interior Designers




Happy Colleagues, Realtors,
Bankers, Lawyers

Real Esla le; Inec:

VIVIAN NAULT

MA 02632-3409

Monday, August 13, 2012

Architects & Mark Hutker

Box 2347

Vineyard Haven, MA 02568-2347
Dear Mr. Hutker:

Thank you so much for your lovely card showing the so attractive
designed porch overlooking the bays.

Wouldn't one just want to sit overlooking the pool and out
overlooking the bays on amy day!!!IIIIIIN

Good luck with your 5th Annual Symposium in Rhode Island.

Sorry Ican't be there.

an F. Nault
TOR® EMERITUS




Happy
Clients




How do we make them all happy?

We create life equity in
every home — start with
narrative - HTLI

We communicate

We provide detailed
project management

We are on time and on
budget

We support the
construction team

We seek to make those
who recommend us seem
like the smartest people
in the world.




We foster sincere relationships

We get to know our clients,
contractors, vendors,
colleagues, realtors and
lawyers

We learn their businesses
and understand what they
need to succeed

We anticipate and provide
actionable information

These people recommend
HA

We thank them personally




“Customer satisfaction is not
enough, what we want is
customer enthusiasm.”

Stefan Knirsch
Arbiter on Quality - Porsche



When our phone rings........



hutkerarchitects
p.o. box 2347 vineyard haven ma 02568-2347 t 508.693.3344 f508.693.4863 www.hutkerarchitects.com

Prospect Call Information
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HA OFFICE:

PROSPECT NAME:

MAILING ADDRESS:

SITE ADDRESS:

E-MAIL:

HOME PHONE:

OFFICE PHONE:

MOBILE PHONE:

SITE/LOCAL PHONE:

PROJECT SIZE:
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NEXT STEP:

COPY TO:

NOTE:

TIW LEE. ([ Aks)

’2/?' Ll 4‘/'.0/) rAJ/é

Lalmouth Wt 02540

NiptsrFront - 4 70185 -

A irthos [ m.w//f

7 Jes 2 potmds] e .

508 5420 Op4-5

605- 540 -0098

70 bs detetmined - éfrowﬂw Edwslnv

M/ﬁ 2 u,mz Puméihfna /1/03//0P71f04

Drawnf' A .Dé’/?m/Su/o? extandirg

by 1reot Baadl . Woat howe

r Liwiha /710 4100 )rﬂ?o s /OM MMF

W Reasnd! Vorndsulsr AOWJ

320 ad viow For [ike éif/ﬂa 5340 F

—/0 éc r/f,fmm/f/}ep[ &Ua’ml 70 éw/ﬁ/ /A/C’;/}

Lrontd yho b MHI cl'ent - Aornty - ﬁ’gy/for-wé
WH-L.0. /ﬂ//m coll. i

PROSPECT DISTRIBUTION LIST Mark, Charles, Phil, Linda, Jim C., Greg, Kevin D., Matt
S., Gerrit, Matt C., James, Lauren, Susie, Eivar, Jordan

Information sheet to be distributed to above. Also, after call to prospect has been
made, notes from their phone call are to be distributed to above, noting next step to
be taken. Two HA staff (Principal + Associate) to attend each prospect interview.




Date of Inquiry

Referral Source

Other

LOA Date |LOA Date

Out

In Prospect Name

5/19/2011
Attorney Referral Count

Attorney

5/24/2011
Book Referral Count ‘
6/23/2011
5/11/2011
Client Referral Count
6/22/2011
5/27/2011
Colleague Referral Count

Book

Client Referral
Client Referral

Colleague
Colleague

6/10/2011|

6/10/2011
6/21/2011
5/11/2011
Contractor Referral Count
4/6/2011
4/11/2011
Employee Referral Count
4/8/2011
4/1/2011
4/25/2011
Existing Client Count
6/29/2011
Former Client Count ‘
4/8/2011
5/27/2011
Previous Prospect Count
5/24/2011
Realtor Referral Count ‘
6/24/2011
6/6/2011
5/17/2011
5/19/2011
4/22/2011
4/21/2011
4/6/2011
Website Referral Count

Contractor
Contractor
Contractor

Employee
Employee

Existing Client
Existing Client
Existing Client

Former Client

Previous Prospect
Previous Prospect

Realtor

Website
Website
Website
Website
Website
Website
Website

6/7/2011

4/8/2011
4/19/2011
5/6/2011

6/20/2011

4/8/2011

5/31/2011

Total

25




SAMPLE
ROLLING PROSPECT ACTIVITY SUMMARY 2003 THROUGH 2nd QUARTER 2011

First Quarter 2011 2010 2009 2008 2007 2006 2005 2004 2003
: %o of — %o [% of — [%of T% of o % of % of
previous previous previous previous previous previous previous previous
Total |year Total |year Total |year Total |year Total |year Total |year Total |year Total |year = Total
Prospect Inquiries 340 136% 250 81% 310 79% 390 115% 340 62% 550 149% 370 109% 340 179% 190,
LOA's Sent| 140 175% 80 73% 110 85% 130 186% 70 54% 130 118% 110 79% 140 175% 80
LOA's Received 110 220% 50 100% 50 45% 110 157% 70 58% 120 133% 90 90% 100 250% 40
Hit Rate vs. Inquires 32% 20% 16% 28% 21% 22% 24% 29% 21%
Hit rate vs. LOA's Sent 79% 63% 45% 85% 100% 92% 82% 1% 50%
2nd Quarter | 2011 2010 2009 2008 2007 2006 2005 2004 2003
: % of o of % Of T of % OF T o % of % OF
previous previous previous previous previous previous previous previous
Total |year Total [year Total |year Total |year Total |year Total |year Total |year Total |year Total
Prospect Inquiries 250 69% 360 150% 240 86% 280 72% 390 67% 580 181% 320 82% 390 85% 460
LOA's Sent 100 91% 110 110% 100 91% 110 100% 110 61% 180 164% 110 85% 130 57% 230
LOA's Received 6 12% 50 83% 80 160% 50 71% 70 37%) 190 317% 60 150% 40 50% 80
Hit Rate vs. Inquires 2% 14% 33% 18% 18% 33% 19% 10% 17%
Hit rate vs. LOA's Sent 8% 45% 80% 45% 64% 106% 55% 31% 35%
Third Quarter 2011 2010 2009 2008 2007 2006 2005 2004 2003
[% of [% of %o of T of T of % of % of %% of
previous previous previous previous previous previous previous previous
Total |year Total [year Total |[year Total |[year Total |year Total |year Total |year Total |year Total
Prospect Inquiries 0% 510 102% 500 100%) 500 93% 540 83% 650 103% 630 117% 540 115% 470
LOA's Sent| 0% 160 94% 170 113% 150 100% 150 1500% 10 6% 180 100% 180 106% 170]
LOA's Received 0% 100 63% 160 160% 100 91% 110 275%) 40 36% 110 122% 90 69% 130
Hit Rate vs. Inquires #DIV/0! 20% 32% 20% 20% 6% 17% 17% 28%
Hit rate vs. LOA's Sent #DIV/0! 63% 94% 67% 73% 400% 61% 50% 76%
Fourth Quarter 2011 2010 2009 2008 2007 2006 2005 2004 2003
[%of T% of T% of % of A % of T% of % of
previous previous previous previous previous previous previous previous
: o ] Total |year Total |year Total |year Total |year Total |year Total |year Total |year Total |year Total
Prospect Inguiries 0% 260 81% 320 188% 170 68% 250 78% 320 89% 360 150% 240 63% 380
LOA's Sent| 0% 160 145% 110 122% 90 75% 120 200% 60 75% 80 73% 110 79% 140
LOA's Received 0% 140 233% 60 150% 40 33% 120 200%) 60 86% 70 64% 110 122% 90
Hit Rate vs. Inquires #DIV/O! 54% 19% 24% 48% 19% 19% 46% 24%
Hit rate vs. LOA's Sent #DIVIO! 88% 55% 44% 100% 100% 88% 100% 654%
YTD 2011 2010 2009 2008 2007 2006 2005 2004 2003
% of 1% of 1% of T% of % of % Of T% of T% of
previous previous previous previous previous previous previous previous
Total |year Total |year Total |year Total |year Total |year Total |year Total |year Total |year Total
Prospect Inquiries 590 43% 1380 101% 1370 102% 1340 88% 1520 72% 2100 125% 1680 111% 1510 101% 1500
LOA's Sent 240 47% 510 104% 490 102% 480 107% 450 118% 380 79% 480 86% 560 90% 620
LOA’s Received 116 34% 340 97% 350 117% 300 81% 370 90% 410 124% 330 97% 340 100% 340
Hit Rate vs. Inquiries 20% 25% 26% 22% 24% 20% 20% 23% 23%
Hit rate vs. LOA's Sent 48% 67% 71% 63% 82% 108% 69% 61% 55%

Note: Prior Period "LOA's Received Fields" are updated on an on-going basis to reflect any LOA's received in current quarter

C:\Users\nswenssonm\AppData\Local\Microsoft\Windows\Temporary Internet Files\Content.Outiock\OXVW8MF1\Prospecting charts



2007 - 2011 Inquiries
Referral Sources

Website W

Walk-in

Realtor

Publication
Previous Prospect
Other

Landscape Architect

HA Site Sign

HA Reputation

Former Client

Existing Client

Employee
Contractor
Colleague
Client Referral
Attorney

Advertisement




2007 - 2011 Signed Agreements
Referral Sources

Website
Realtor
Publication
Previous Prospect
Other

HA Site Sign
HA Reputation
Former Client
Existing Client
Employee
Contractor
Colleague
Client Referral
Attorney

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%



Earned vs Paid Marketing

1 88 % Obtained via
Relationships

1 12% Obtained via $$
expended




“Being good in business
IS the most fascinating
kind of art”

-Andy Warhol



EARNED MARKETING

Best Practices
+

Cultivating Relationships

and
PAID MARKETING

Purchased or paid media and events



EARNED MARKETING

(little or no cost)
* Design meaningful homes
* Juries
* Press releases
* Writing contributions
« Stewardship & community
iInvolvement
* Speaking engagements
* NPR -"The Point’
* Design competitions
 Awards
* Art gallery exhibits
* Industry events and networking
« Editorial features



AlA + BSA Awards programs
Lyceum Fellowship
NE Hall of Fame (local design community)

Residential Design Construction
CRAN



Press Releases & Trade
Submissions

« BSA newsletter

* Local newspaper
* |Internal promotions
* Registrations

« LEED certified




Writing Contributions

AN OLD VICTORIAN GETS AN ENERGY OVERHAUL drawingboard

drawingboard

FineHomebuilding pesslis

1111 Designing built-in living spaces
Slmple & Sturdy f

Stair: Rall \

An elegant
attic addition

Insulated

carriage doors
improve a garage

Exterior painting
tips from a pro

How to fit inset
cabinet doors

Advanced framing
is more efficient

MAY 2012
ww




Stewardship & Community

Lyceum - 27 years

Island Elderly Housing — 17 years

Bank Board

Falmouth Academy

Habitat for Humanity

Vineyard Nursing / Hospice of MV

Sheriff's Meadow Foundation Board of Directors
National Trust for Historic Preservation

Design Scholarships for local high school
students

Jimmy Fund-Pan Mass Challenge for local riders
Room to Dream Foundation



Fl(,’s}\.it,‘k‘ f_'/f‘
Martha’s Vi

raveling fellowship in Archit

LYCEUM

1“— Habitat
for Humanity”

#s Martha’s Vineyard

PAN-MASS CHALLENGE

" SAVINGS BANEK

SHERIFF'S
MEADOW
FOUN DATIG

COTUIT
CENTER

FOR THE

MRS

The
]umm Fund®

kL AREER CER [MSTITUTE


http://www.habitat.org/default.aspx
http://roomtodreamfoundation.org/
http://www.facebook.com/pages/Vineyard-Nursing-Association/112852825399990?ref=stream
http://www.preservationnation.org/
http://www.jimmyfund.org/
http://www.pmc.org/home.asp

Speaking Engagements

*Harvard Graduate School of Design

*AlA + BSA Build Boston

*CRAN (Custom Residential Architects Network)
‘NPR Cape and Islands

Graduate SChOOl Of DeS|gn CUSTOM RESIDENTIAL ARCHITECTS NETWORK |53

Harvard University



https://ams.aia.org/eweb/DynamicPage.aspx?WebCode=KCLoginEdit

Design Competitions
You can'’t catch fish if you don’t cast a lure

Enter each year with
a modest budget
Residential
Architecture Design
Awards

AlA - national and
local

RA 50

Best of Boston 2008

BEST OF
BOSTON

2008



Awards




Art Gallery Exhibits




Industry Events & Networking

A GUIDE TO MASSACHUSETTS ARCHITECTS §




Editorial Features




Regional, National and
Trade Publications

We get features because we are prepared for them
Relationships with editors / publishers

Scouting — tours with home editors

Timely communication

Project summaries so projects can be “pitched” to
editors on a dime

Know what publications to pitch where (editorial
calendar)



ON '.\'\.—\RTHA"» VINE




sNineyard Magazine . ) 3%

Cape Cod islands : : DE *";“f'i" ' I‘Iié‘&G |

P ———

CHATHAM
Cottage on the Pier
FIRESIDE CHATS =
» COOL Outdoor Kitchens -
+ Regulators Gone WILD! numm IBBEAN DEALS.

OLD-HOUSE

INTERIGRS 4fd

WEEKEND  Beautiful Homes
HOMES e

Pur ‘Blli_ss

~ cape addition

HARWICH PORT
ranch renovation

FALMOUTH
or garde




“I know half of our
marketing budget
Isn’t spent well,
but | don’t know which half.”

-Russ Lemcke
Board of Directors,
Falmouth Academy



PAID MARKETING

« Staff — 1 full time plus intern
* Photography

* Advertising

 Website

« E-blasts & direct mail
 Sponsorships



Photography
« Worked with one photographer for 20 years
» Best photography helps
« Consistency to the collateral and website







Advertising

Advertise to your “bullseye” market

— Local and regional shelter publications
— Local newspaper

— Local AlA chapter handbook

— Local community events/sponsorships

Website — glimpse our work, build brand
recognition

Photography

Direct mailings

Image packs — reprints, postcards and resume
School job fairs-advertise to get best designers




Advertisement for Publications

utker R";l
& r c lspsps—y

utker

anlehitects




Website

*Photography gets the most real estate
*Easy to navigate

*Updated current news and publications
*Internal and external media channels
*Social media — Facebook, Twitter, Youtube
*Hutker video

*Intranet

*‘NOT currently blogging



portfolio | about Seryices contact

Mark Hutker to speak at Custom Residential
Architects Network (CRAN) Symposium

08.1.12 | announcements,news
Custorm Residential Architects Mensork (CRAN) Syrnposiunm,
onSeptember 6=9, 200 2 inNewport,Rhode Island.

Lagoon Pond Pavilion featured in Southern New
England Home Magazine

08.1.12 | announcements,news

read more b




E-Blasts & Direct Malil

E-blast 4 — 6 times per year — press releases

and announcements
Direct mail — 4 — 6 postcards per year —
showcase new work and news



hutker

Falmouth

Hutker Architects is pleased to
announce the CRAN Symposium

Mark Hutker, A&, together
with fellow nationally-
esteemed architects, will
discuss the design and
practice of residential
architecture at the & annual
Custom Residential Architects
Metwork (CRAN) Symposium
in Mewport, Rhode Island.

hlark will speak specifically

about the "art and practice of marketing," and will
share his "marketing mindset” regarding the
importance of personal relationships, both with
clients and industry colleagues, to business.

Visit our Webs




Green Harboy Boathouse,

Massachuserts

llutl(er

Creating

HEIRLOUMS.”






gehrman@hutkerarchitects.com  Settings My Account  Sign out

Standard Reporting

Visitors Overview Jul 29, 2012 - Aug 28, 2012

Advanced Segments Email Export » Add to Dazshboard Shortcut

Visits /S.  Select a metric

Hourly Day Week Month
W Visits

2,393 people visited this site

S yisits: 3,435

—~—erfn p

Unique Visitors: 2,393

Pageviews: 25,489 m 57.55% New Visitor
- !

1,877 Visits

Pages / Visit: 7.42 42.45% Returning Visitor
1,458 Visits
Avg. Visit Duration: 00:04:03




Visits
W Visits

200

00:06:40

Avg. Visit Duration

M Avg. Visit Duration

Goal Conversion Rate e
M Goal Conversion Rate

100%

Aug 5 Aug 12 Aug 19
Visits by Traffic Type
W 55.05% organic

1,891 Visits

23.69% direct
214 Visitz

M 18.28% referral
828 Visits

2.96% email

102 Visits
Visits and Pageviews by Mobile
Mobile Visits Pageviews
Mo 2738 21827

Yes 697 3,662

Visits and Avg. Visit Duration by Country / Territory

Country | Territory
United States

Canada
Sweden

United Kingdom
Australia

Spain
Netherlands
Mew Zealand
Brazil

Hungary

Aug 5

Visits

2,980

191

54

33

15

13

A

g 19

Avg, Visit Duration

00:04:06
00:05:33
00:01:13
00:01:28
00:03:40
00:08:27
00:07:12
00:04:10
00:01:46

00:00:00

i

Aug 5 Aug 12 Aug 19

Goal Completions and Goal Conversion Rate by Source  4¢

Goal Conversion

Source Goal Completions Rate
There is nao data for this view.
Automatic Alerts and Custom Alerts o

M Automatic Alerts Custom Alerts




Google Analytics

http://www.hutkerarchitects.com - htt...
www.hutkerarchitects.com [D...

Location
ALL » COUNTRY / TERRITORY: United States » REGION: Massachusetts

& % of visits: 36.32%

Map Overlay
Site Usage
1 252
Visits Pages / Visit Avg. Visit Duration
1,249 7.22 00:04:04

% of Total: 36.32% (3,439) Site Avg: 7.15 (1.06%) Site Avg: 00:04:00 (1.67%)

% New Visits

51.48%

Site Avg: 57.05% (-9.76%)

Aug 5, 2012 -Sep 4, 2012

Bounce Rate

31.06%

Site Avg: 38.59% (-19.49%)



Sponsorships

dunder40 — The Next Generation in Design
with regional publication NE Home

Skipper’s Party — Nantucket Race Week
Nantucket Wine Festival

Nantucket Daffodil Day Parade

Cotuit Center for the Arts

Client Golf Tournament

High School Scholarships

_ocal Bike Team

House Tours




S5under40

Join us for drinks, small plates & fun

EI E B TE as we honor tomorrow’s design stars.

Mewr Enggland Horme's

Thursday 9/15/201
6:30-9:30 p.m.
Tickets, too, are $5 Under $40:
$35 each

Tickets at the door: §45 sach, cash onfy

The Galleria at 333 Stuart Street
Boston, MA

To purchase tickets,
visit www.nehomemag.com/SUnder40
or call (800) 609-5154, ext. 703

Landrv&Arcari
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96 New England Home September/October 201

Kelly Harris Smith

ACCESSORIES

Felt” probably 1sn't the first thought that comes to mind
when someone mentions “fabric”. . unless you're Kelly
Harris Smith

A born-and-bred southerner from V irgimia, Smith now calls
Boston home. After graduating from Northeastern University
with a degree in architecture, she worked at Boston-based

SANDY CARSON

firms, all the while expenimenting with materials and tex-
tiles. Her involvement with contemporary architecture and 2
Iife-long love of “making things out of the unexpected”’ eventually led Smith
to open FilzFelt, a company that imports and distnbutes German wool felt

Along with her partner, Traci Roloff, Smith works with architects, interior de-
signers and product designers on custom projects that use felt in unexpected
ways: floonng, perforated wall panels, pillows, upholstery applications and more
FilzFelt’s colorful products have been featured in Inersor Destgn Magazne,
House Beautsful, Boston Hy wie, Martha Siewarr | wing, Architecture Boston, Boston
Common and the Baston Globe, among others

Smuth is also 2 founding member of the Boston Design Salon and the cura
tor for Design Nearby, an annual exhibition of local artisans at the ['mkcnm-.
;";:‘:;-:'lt‘“r\'\\}yc|r !t Came time to create a rug with Landry & Arcari f(:f lh‘f:

chanty auction, she proved her prowess with other textles. “Whel

ame along, I started thinking about symbols;
of shapes,” she says. “In particular, the plus
hough it is jusr a simple shape, it’s also 4 figurd:
Posiive (not negarive) and more (not less).”
sec Smith's upbeat designs

the opportunity o design a rugc
gnids, pixels and the repetition
S1En appeals to me because alg
uve symbol for

We expect to

. nto
the New Eng} and positive energy radiate out!
ew Englg ngisr
ngland design community (and beyond) for many years to come

SEE MO|
RE OF KELLY HARRIS SMiTH's WORK AT WWW.FILZFELT COM

Creating

br:r!nrnns...

508-693-3344
Cape Cod
50W°'°°“

WWW. hutkerarchitects.com




Skipper’s Party
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Nantucket Wine Festival

winE FESTIVAL

lyman perry|hutkepr

architects




Nantucket’'s Daffodil Day
Parade

SEE Y(THJFNSGUNSET FOR AN
ENDLESS SUMMER PIGNAG -
YAFFODIT v\- F‘D‘_‘t 'F”‘r'“"r.’

= LYMAN IJERRY
AND HUTKER
ARCHITECTS'
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Cotuit Center
for the Arts




Client Golf
Tournament




Scholarships




Local Bike Team




Highfield Hall House Tour
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“Imagination is the last
remaining legal means you
have to gain an unfair
advantage over your
competition”

-Ed McCabe



HEIRLOOMS TO LIVE IN:
Homes in a New Regional Vernacular

 Recessionary investment

« Editors told us we had a different story to tell

* Photography at hand, one source

« Competition drawings ready to go

« (Good time to get our story out

 The book qualifies us as the experts we are

« Book signing events — Boston Design Center,
Build Boston, Cotuit Center for the Arts

« Sent to libraries and universities

« Sent to editors for reviews

« Sent to past clients and prospects
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WHEN WILL THE
PHONE RING?

« Exercise best practices
« Balance of earned and paid marketing
 When market forces align



“Success Is never final!”

-Bill Leach
Katz, Sapper & Miller



MARKETING IS A MINDSET

Mark A. Hutker, AlA

Q&A


http://www.hutkerarchitects.com/




link to video



http://www.hutkerarchitects.com/about/our-firm/
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