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The AlA national convention was held May 14-18
in New Orleans. The Small Project Forum (SPF)
sponsors a few small project/small firm content
programs at conventions, Additionally we recognize
that architects working in small firms (the vast
majority of SPF members work in small firms)
generally do not have the opportunity to travel to
national or regional conferences. This special report
is designed to convey more broadly to SPF members,
the essential ideas and insights offered in a selected
sample of convention seminars and workshops.
Most of these sessions were audio taped and
casseltes are available for $13. You can earn CES
LUs by listening to the tapes. To order, call ACTS,
1-800-642-2287. Additionally, you can self-report
CES LUs by reading this report. You can obtain
information on the speakers by contacting the AIA
Professional Development Department at
(202) 626-7435.

Thanks to the following Small Project Forum
members for contributing 1o this report:
Hy Applebaum, AIA Houston; Gabriel Durand-
Hollis, AIA San Antonio; Charles Matra, AIA
Northern Virginia; Rosemary McMonigal, AIA
Minneapolis; Diana Melichar, AIA Chicago;
Cynthia Pozolo, AIA Detroit; Mark Robin, AIA
Middle Tennessee; and Donald Wardlaw, AIA
“Oakland. {See last page for more information.)
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Weli-Controlled Chaos: Time and
Project Management for Small
Projects and Small Firms

James Franklin, FAIA, ASLA
Thomas Fowler, Associate AIA
Summary by Rosemary McMonigal, AIA

When James Franklin surveyed the seminar attend-
ees, about 90 percent billed for their time based on
hours, but only about half used a time management
system to track their time. Of those using a system,
most are using Daytimers and similar systems, a few
were using Wizard by Sharp, and one architect uses a
self-designed spreadsheet computer program.

Why use a time management system?

+ To maintain an ongoing record of time, schedule,
and expenses.

+ To improve your success rate of delivering what
you say you will—on time.

» To become organized and build trust with clients,
bosses, consultants, and staff.

= To create an information retrieval system where
you write something once, and find it ever
afterward.

» To document important events, agreements, facts,
and directives for accountability.

» To have with you at all times important names,
addresses, and numbers you need.

* To be a portable marketing system.

= To give you your own space to sketch, plan, and
jot ideas and reminders.

» To track and celebrate all you accomplish.

Pick a time management system that works for you,
then stick with it until it becomes habit. The system
should be comprehensive but not a burden to you.
For the system 1o work, you have to use it all the
time.

Every time management system wants you to
designate whether an item is important or urgent.
Jim suggested coding tasks with symbols for:

* Both urgent and important
« [mportant, but not yet urgent

+ Neither important nor urgent, but something to
keep track of

= Urgent but not important—makes a difference,
but not to me.



Time management is really information management.
You may want to code the symbols above with a dot
in the center, a slash, an x through it, or fill it in when
different stages of completion are reached.

Many architects are using weekly to-do lists
separate from their scheduling and time recording
system, designating tasks and which day the task
needs to be done. Coding the tasks with the symbols
above allows you quickly to sec what has to be done
first, Doing the list on a word-processing or spread-
sheet program allows you to edit the information
easily from week to week. You may want separate
lists for each project as well as marketing or long-
term projects.

In terms of project management, the biggest problem
areas for the attendees were in:

+ scheduling

« owner changes/delays

= pace—quickness of project timeline
= owner/architect contracts

= regulatory controls

* timely transfer of information.

Since many of the project management issues involve
the client, Jim recommended that architects better
understand their clients. About 80 percent of
architects are introverts while 80 percent of clients
are extroverts. Most architects are right-brain
focused—creative, intuitive, and find new ideas
exciting. Most clients are sensate, left-brain fo-
cused—Ilinear, listers, and sequential problem
solvers. Architects should base each project manage-
ment process on the specific needs of the client and
project.

Managing many projects requires jointly developing
a responsibility chart for a team to:

= analyze tasks required to meet goals
» self-delegate each member’s role

» clearly establish who is responsible for what.

The key to successful small-project practice is
carefully managing your time and projects.
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The Successful Practice of
Residential Architecture

Laurie Maurer, FAIA, Rosemary McMonigal, AIA
Sarah Susanka, AIA

Moderator: Donald Jacobs, AlA,

Summary by Rosemary McMonigal, AIA

Some say it’s difficult to survive as a residential
architect because there is little moncy to be made and
client expectations are too high. So why are work-
loads increasing at many financially robust residen-
tial firms? The three prescnters outlined their firms’
approach to residential projects.

Laurie Maurer’s firm size ranges between four and
six people, allowing Laurie to stay personally
involved tn all phases of their projects. Their
projects are mostly residential, very highly detailed
and they have won 2 number of awards. Laurie's
work is through referrals from past clients. They
spend no time marketing (they don’t use the word)
and each year the firm turns down more work than
they take. The inflow of work has been built on an
excellent design reputation. They are known for
solving everyday problems beautifully.

Laurie presented five criteria that their firm have
found to be equal in importance in successful
residential practice:

* Personal satisfaction

« (Contribution to the art and craft of architecture
= Service to the client

« Financial solvency

» Recognition.

Laurie’s firm uses computers for word processing
and spreadsheets. They prefer to hand draw all their
work.

Founded in 1983, Sarah Susanka’s firm has grown
to over 30 people with a recently added branch
office. Their firm structure is unique in that each
principal and associate runs a small practice within
the office. They each do their own marketing,
negotiating contracts, and producing work, This
reduces the scale of the larger office, maintains
personal contacts with clients, and allows the
principals to continue to do architecture.

Sarah’s office does almost all residential work.
They have found a tremendous need in the residential
market for architect-designed houses. Sarah has
found that everyone is interested in houses. Market-
ing is their strength—they regularly publish projects,
lecture, and present to the public about housing.

What is really unique about Sarah’s practice, is
their willingness to understand what a client needs
and expects. They educate the client about the
variety of services and carefully tatlor the services
they offer. Sarah’s office regularly provides a range
of service—{rom full service, to schematic design
only, to plan review consulting. Their role as a
trusted navigator is evident in all their service.
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Sarah’s office uses computers for all office
functions. Each associate decides whether to use
CAD or 3D programs on a project. Currently, they
use CAD on about half of their projects.

Rosemary McMonigal’s firm of five people does a
mixture of housing, institutional projects, child care
centers, and planning. Their approach is very
collaborative on residential projects. In residential
projects, they typically eraphasize an initial feasibil-
ity stage and then the typical scope from schematic
design through construction administration,
McMonigal Architects uses AutoCad Light for all
their drawings after the schematic design stage. They
still model mostly in cardboard but have used 3D
Home Architect and UpFront on some projects.

Rosemary’s role in the presentation was to
emphasize small residential projects practice. Here
are some of the tips and techniques that firms use.

»  Make quick decisions-—there isn’t time to
evaluate a dozen solutions.

+ Simultaneously evaluate design solutions with
scope, budget, and schedule parameters.

+ Reach an early decision point for client to
approve budget and decide to proceed.

» Use concise comimunication with minimal jargon.
» Combine phases of design.
= Limit length of time and number of meetings.

+ Assign tasks to the client, for example have the
client go to showrooms to select plumbing fixtures
and fittings.

» Retain a structural engineer experienced tn small
residential projects.

» Consider doing mechanical and electrical work on
a design/build basis with the subcontractor.

» Use documents for small projects—AIJA Small
Project Agreement forms, Masterspec
SmallProject Specification,

= Furnish drawings and specification in detail
propertionate to the project.

+ Involve a contractor early in the process—discuss
with the client the advantages of negotiated versus
competitive bidding on a small project.

= Have the owper interview contractors, check

references, and choose the contractor.

*  Work closely with the contractor—make decisions
in the ficld rather than documenting every detail,

Finally, as Sarah Susanka stressed: change your
thinking about the residential market, understand the
process, achieve an agreement on services, und work
with clients to fulfill their expectations.
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Financing Residential Projects

Robert Clough, FAIA
Melissa Downey
Summary by Donald Wardlaw, AIA )

A broad overview of how residential financing works
touched on a few key fundamentals.

The secondary market

The individuals and groups that eventually end up
holding a mortgage as an income-producing invest-
ment comprise what is known as the secondary
market. They set guidelines on creditworthiness,
loan-to-value ratios, debt-to-income ratios, etc. The
two biggest investors in the secondary market are
Fannie Mae and Freddie Mac.

The mortgage underwriter

Commonly known as the “lender,” this business
entity works to ascertain whether a borrower’s
income, assets, liabilities, and payment patterns
suggest the ability and willingness to repay the toan
in accordance with its terms. The underwriter is
working to ¢reate a security that conforms to the
guidelines of the secondary market. The underwriter
may sell the loan to raise funds to make new loans.

Qualification ratios

The upper limit for housing costs (mortgage, taxes,
insurance, special assessments, ete.} is normally
about 28 percent. The upper limit for total debt 1o
income is about 36 percent. Higher ratios are
sometimes allowed in affordable housing programs.
Mitigating considerations in circumstances of high
ratios are: low loan Lo value; substantial reserves;
and, established savings patterns.

The appraisal

Appraisals review the condition of the lot and
structure, services and utilities, and neighborhood
factors (although socio-ethnic factors are not
lawfully considered) to determine the market value
of the property, Twa common approaches are the
cost approach and the market approach. In the cost
approach, the appraiser values the lot as though
vacant, estimates a cost to construct the house with
current materials and methods, then depreciates to
the to reflect present conditions. In the market
approach the appraiser relies on prices paid for
comparable properties in the gencral area. In some
cases it may be advisable to be present when
appraisers take measurcments—their square foot
calculations can significantly affect financing
prospects. Below-grade spaces are often not consid-
cred in square footage, although they are considered '
in the value. There is no bonus {or “architect de- :J
signed.”

1997 SMALL PROJECT FORUM CONVENTION REPORT



Construction financing

Of the architects present, 10-15 percent said they
assist their clients in obtaining construction financ-
ing. The architect’s documents are reviewed by the
lender and used in appratsing the anticipated value of
completed work. Construction is normally funded by
intertm financing, which must be repaid at comple-
tion of construction. Interim financing may he
provided by an institution that eventually provides
the long-term mortgage (known as a double-close
package) or it may be provided by a different lender.
Banks do not typically requiring architects to
validate installed value, but generally rely instead on
their own inspection experts.

FHA203k

Designed to foster rehabilitation and revitalization of
single family properties and neighborhoods, the FHA
203k federal program allows people to borrow up to
the full value of a property, including proposed
improvements. It is essentially a zero-equity loan and
it rnust fall within local FHA maximum caps, The
first $3,000 must be applied to health and safety
improvements. Borrowers may be owner-occupants
or investors. [t is practically necessary to work with a
lending institution that is familiar with the mecha-
nisms of the program,

Energy efficient mortgages

Fannie Mauc and Freddie Mac allow a 2 percent
increase in qualifying ratios for properties that meet
certain energy efficient criteria. The properties must
use cost-effective design, materials, equipment, and
site orientation to conserve nonrenewable fuels and
must have proper design, insulation materials, and
equipment consistent with the climate of the area.
These mortgages can be acquired for existing homes
if the appraiser rates the energy conservation
characteristics as high.

FHA Energy Efficient Martgages

Energy improvements over and above current FHA
standards (CABO 1992 Model Energy Code) may be
financed at 100 percent of cost, regardless of whether
cost puts buyer above normal qualification ratios,
providing the total cost is less than the present value
of the energy cost savings anticpated over the
expected life of the improvements. There are dollar
limits on the amount financed for energy improve-
ments (a maximum of $8,000). Total loan costs are
subject to FHA limits.
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Value Pricing Design Services

Frank Stasiowski, FAIA
Summary by Charles Maita, AIA

Architects in small firms often struggle with cash
flow due to the low overall fee that each small
project brings, The following points will help you
price for value and profits.

Point One: You do not need to charge less for
architectural services as you become more efficient
in your design and drawing delivery. Small architec-
ture firms have become more efficient (in most
cases) in delivering architect services, in part due to
the use of technology {e.g., computers for contract
documents, the Internet for research). However, they
are billing less for these services, if they continue to
bill on an hourly basis, because they are using fewer
hours for the same task. The following is an example
from a profession that handles pricing of services
differently; therefore does not share our money woes.
If you seek the services of an attorney to draft a will,
you will most likely be charged a lurap sum for this
service (say $1,000 +). This attorney is billing you
for the value of the service not the hours it took to
prepare the will. It takes an attorney about an hour
for this service (to plug-in your name and pertinent

" data on the word processor). Yet we never think of it

as an hourly rate of $1,000/hr. Why? Because the
attorney did not bill us an hourly rate but a lump sum
that equals the perceived value of the service.
Architects can (try to) do the same.

Point Two: Do you feel you are not paid enough?
[f you answer yes to this question, then this is the
time to hoost your fees. The recason: the economy is
on the upswing. [{ you truly believe that you are
underpaid, are you going to wait until the recession
hits before you critically address the value of the
services you are offering?

Point Three: Price on value, manage on cost.
Architects cannot make money by selling time
(i.e., billing hourly). Therefore:

* Charge for the value of the service not the cost of
it. Never quote an hourly rate (except when
required for government contracts). Insicad,
evaluate the service you are otfering and submit a
value price—Lump sam.

* Prepare a price list for reimbursables and attach to
your contract instead of applying a percentage
mark-up for reimbursable.
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» Stay competitive without cutting your fee. Get out
of offering services everyone else is providing,
especially when you are losing money on it.
Instead invest in equipment and training for
greater efficiency, and offer services you have a
clear advantage in.

* Quote your price in pieces relative to the scope
and present as a menu of items that can be added
or subtracted from the services.

Good luck on your next contract negotiation.

Design/Build:
The Production Process

Paul Doherty, AIA
Summary by Gabriel Durand-Hollis, AIA

This presentation started with an overview of design/
build and the performance advantages it yields,
Doherty advised that design/build exceeds traditional
project delivery methods by 12 percent on construc-
tion time, 30 percent on time for design + construc-
tion, and 13 percent on cost. The speaker also
asserted that design/build yields improved aesthetic
quality. However, I find myself unconvinced of this
since all that Doherty offered in the way of evidence
was a survey result.

The remainder of the seminar went into informa-
tion and communications technology. The impact of
the Internet and localized intranets as well as u host
of new soflware capabilities were discussed.
Doherty’s basic premise was that the more standard,
yet comprehensive, the data capabilities of ¢lients,
contractors, and archttects, the better our chances of
developing a secamless, real-time delivery of informa-
tion. Some of the presentation material was beyond
the scope and capabilities of the audience. The idea
of a virtual job trailer with integrated project record
and information management systems is valid. [
suspect that with imagination, even the low-tech
among us could implement some of the concepts to
their practices.
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Flying Solo: Risk Management
From a Small-Firm Perspective

Paul Genecki, Hon. AIA 3
Summary by Mark Robin, AlIA ‘

This 1997 AIA convention seminar was presented by
a senior vice president of Victor O. Shinnerer &
Company, Inc., who acts as an insurance consultant
to the Institute. Being a sole practitioner with a
definite small-firm perspective, [ saw nothing in the
presentation that was unique to small firms or small
projects. When the presenter was asked what he
would have said differently for midsize or smatl
firms or projects, he said “nothing.” Nevertheless
there were still lessons that can be learned:

* Firms that recognize risk and manage risk are the
ones that prosper.

* Mange risk by recognizing risk, avoiding risk,
allocating risk, and having insurance.

* As problem solvers, architects have the tools to
manage risk successfully.

¢ A change in either the owner or contractor
communication style during a project is a red flag
for a problem.

* Anarchitect can assume duties not contractually
his by his actions. Do what an architect is suppose
to do and not what a contractor, owner, or )
someone else is supposed o do. Ordinary care by
another architect in the community at that time is
the standard of care.

* If you don’t read your complete liability insurance
policy (who does?), do read the exclusions.

* Keep good records, Be objective, state facts only,
do not record opinions or conclusions as the cause
of an incident or how it could have been avoided.

¢ Preserve the record with handwritten notes to the
file. For admissibility and credibility, include the
date and time of the noted conversation, meeting,
etc.

* Make enough notes to be able to recall an incident
some time in the future. A pattern of note taking
on important issues is vital for credibility.

* Keep records at least the minimum time required
by statutes of repose,
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The AIA CAD Layer Guidelines

Richard Bunday, AIA
Summary by Hy Applebaum, AIA

The AIA CAD Layer Guidelines published in 1990
have become the accepted standard in the industry.
In 1997 the ATA will produce a new version to
simplify the methodology and make it user friendly.
(I personally have had a difficult time using it for

small projects.)

Tips I gleaned from the Seminar:
I. Keep a CAD file folder for each job that contains:

a. General information about your CAD setup,
such as your layer system, color and their corre-
sponding weights, line types and their use, text
styles, and blocks. Also keep a current list or
index of the generated CDs and their file name.

2. Keep a log in the folder of each CD used dealing
with scales, layers used to make up the drawing,
x-reference drawings used, and any other perti-
nent information you might forget about later that
generated this particular CD.

3. Show the file name of the CD on the sheet itself.

4, Have a schedule block on each sheet to record
and keep current on the layers used to generate the
CD.

The Evolving World in which
Architects will Practice

Hugh Hochberg, Associate AIA
Summary by Hy Applebaum, AIA

I. Trends in the world around us:

1. Clients today are smarter and have clearer
expectations of an architect’s services.

2. The built environment activities have gotten
more complex.

3. There is more competition for the work from
within and outside the profession of architec-
ture.

4. There are intermediaries with special expertise
hired as consultants by clients who can influ-
ence the selection of an architecture firm or
undermine the architect’s ability to deliver a
project with their own agendas, which may be
at odds with those of the client.

5. Politics and the economy are shifting govern-
ment burdens to privatization, which may slow
the economy in about two years.
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6. The strong markets domestically and globally
will be in:

a. Health

b. Education

¢. Retail

d. Entertainment/Le¢isure
¢. Corrections

{. Technology.

7. Given a choice, development money will be
spent by the peoplc in their own communities,

II. Trends Within Firms and in the Profession:

[. Stronger technology applications will affect
your practice.

The positive side:

a. Your work will be of better quality and more
thorough,

b. There will be better communication with
clients via documentation,

The negative side:

a. There will be a breakdown in intraoffice
communication as people will not talk to
each other.

b. The office may have the technology
available, to be state of the art, but the
obsession to be abead will keep them from
ever using that technology as well as they
could.

2. The pressure to staff will last about 1%2 years
and then taper off.

3. Firms will recruit from competitors to get the
best talent.

4. Architects are being hired by nonarchitecture
firms.

5. Firms must foster professional development or
they won't be competitive.

6. Women will gain in prominence as clients and
within architecture firms.

7. Women will be more influential.

III. Marketing:

l. Value awareness and price sensitivity of clients
will affect marketing.
2. Firms are doing more to identify and develop a

client relationship as part of a strategy that may
include chasing projects.

3. Architects need to identify what they do best
and want to do best. Find the clients that are in
synch with you.

Page 7



IV. Accountabhility:

Practitioners are recognizing that providing real
value to clients requires accountability to
clients.

V. Alliances:

Alliances will wane in effectiveness and
popularity as it becomes apparent when push
comes to shove, the first priority will be the
firm, not the alliance,

VI, Profitability;

1. Architects today are more value oriented
and more efficient.

2. The market today is more profitable than a
decade ago.

3. Firms are investing in marketing means to
make less profitable firms not be competitive,

4. Understand that profitability is not a dirty
word and seek compensation commensurate
with the value you give.

V1I. Characteristics of Dominant Firms:
1. Practitioner led

Specialty oriented

Immersed in client’s world

Politically astute

Have excellent communication skills

AN S

Move quickly and made decisions rapidly; it’s
possible to make bad decisions yield good
results because of timing.

7. Ride a technological wave; capitalize on a
technological wave; capitaiize on a certain
level of technology and update incrementally
and not continuously

8. Engage in professional development; hire good
talent and provide a higher quality of service
than the client expects

9. Be profitable and reward good performers

10. There is a realization that clients are value-
oriented while architects tend to be quality
oriented; at a financial level, quality is a cost
issue and value is a price issue.
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Negotiation as a Core Skill:
What Small-Firm Principals
Need to Know

James Franklin, FAIA, ASLA
Summary by Rosemary McMonigal, AIA

At the core of your professional practice is excellent
negotiation skills. Negotiating is the normal way we
communicate back and forth to get the right things
done in the best way possible without damaging the
relationship. Is this you?

+ Negotiating is unprofessional. I'll just quote my
fee and that's that.

+ [If I were to negotiale hard, 1'd damage the
architect/client relationship that’s so essential to
the project.

+ Cetting the project is the main thing. There are so
many architects around just waiting to undercut
my fee, I'd better just take the project and do so
well with it we’ll amend that contract later and I"ll
get all their future work.

Iim Franklin quoted Fred Clarke UI, Caesar Pelli &
Associates: “The bad news or the good news comes
when you sit down to set the fee—and it stays good
or bad from then on.” If negotiation is the single
most important thing you do on a project, you owe
the negotiation the same design skitl and creative
thinking you bring to the project itself.

What's different about negotiating a project with a
client?

* The stakes are often higher. (And that’s good!)
*  You don’t have a strong relationship yet.

= The process is usually more structured.

So, what you need is a structured process for
negotiating that can help build a relationship.

Many of the more successful architects report they
write an outline of what they anticipate that they, the
client, and the contractor will do in connection with
the project. As the level of understanding with and
by the client is further developed, the scope of
services and project requirements are elaborated on.
At this point, many projects move ahead with the
architect working on an hourly basis to predesign the
project with an agreement referencing both the scope
memao and the standard contract form to be used.
When it works well, the architect and client jointly
play “what if”” and probiem solve what will happen if
things go wrong. Final negotiation is based on a
plain-English scope memo, which is attached to the
standard form of agreement as the definition of the
scope of services.
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Jim presented how an “ideal” negotiation might
work:

* You make a proposal.

* They make a counter offer, stating their position,
which you listen to very carefully to learn the
underlying interests behind their position.

*  You sidestep their proposal by neither resisting it
nor agreeing. At the same time, you acknowledge
them, showing respect for them personally. You
ask clarifying, problem-solving questions that are
open-ended, that can’t be answered yes/no.

*  You “play back the tape” to show that you’ve
heard what’s in question, except you reframe the
questions to include the interests as well as the
positions of both of you. The message: personal
respect and that “we” have a shared problem.

* You agree with as much of their position as
possible (even the smallest part) and expand it
into “their great idea”—a breakthrough strategy.

¢ The “we” then work together on the strategy to
find a mutually beneficial agreement based on the
merits, rather than on the relative power or
strength of will, of either of you. And remember
the first rule of negotiating: never make an
important decision at the negotiating table. Take
a break and sleep on it.

Ideally, setting the fee comes last, though money is
an issue for discussion all the way through. Rather
than trying to evade it (clients won’t let you), keep
giving honest estimates, brackets of cost that they
have to anticipate and that you can live with.

Above all, try disclosure. If this is going to be the
close working relationship that can produce excellent
projects, they eventually will have ample opportunity
to find out all about you, your practice, and how you
work and think and feel. Telling them a lot up front
encourages them to share what they really want and
need. [t moves the discussion upstream of the bottom
line positions. [t builds trust.

Power and Leverage:
How To Get It, How to Keep It

Ava Abramowitz, Hon. AIA
Summary by Diana Melichar, AIA

Ava Abramowitz, formerly deputy general counsel
for the AIA, conducted a lively seminar focusing on
the negotiation process. In this seminar, we learned
the definition of “‘principled negotiation™ and its
resulting benefits.
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The goal of principled negotiation is not to win
over the other side, rather it is to win the other side
over. From the beginning, both sides in a negotiation
have something in common otherwise they wouldn’t
be talking. It is important to find that common
ground, work out the differences, and close the
negotiation with an agreement that will last.

In principled negotiation, neither party “wins” in
the final agreement. “Winning™ an agreement forces
one party to be the loser. Ultimately, the winner also
loses because the trust and good will of the losing
party has been destroyed. Principled negotiation
focuses on the problem, not some supposed enemy,
leaving personalities and egos aside. In this way, the
interests of both parties arc accommodated in some
form, creating a win-win situation.

Principled negotiators ask questions and provide
feedback to gather information, build good will, and
show respect for the other side’s interests. The trick
is, the more you listen, the greater your leverage to
win the ather side over. His or her objections can be
diffused and your interests increased as you provide
alternates for the position taken by the other side. As
you learn about the other side’s interests, you can
clearly express your interests as well. Good negolia-
tors only think about themselves. Great negotiators
work collectively on the problem.

What if the other party doesn’t want to negotiate?
Ms. Abramowitz suggests that you formulate as the
Harvard Negotiation Project teaches, a “‘best alterna-
tive to a negotiated agreement” (BATNA) before
negotiation begins. In this way, you have the power
to decide for yourself in advance what is an accept-
able term and what you should walk away from.
Ideally, your BATNA will open another avenue for
you and the other side to begin negotiations again.

By all means, be sure that you are clear and
concise when communicating with the other side.
You can’t get something that you don’t ask for, and
likewise you cannot read the other person’s mind.
There is always a reason for what the other person is
saying. Don’t assume their motivations. Instead, ask
them for more information.

Above all, Ms. Abramowitz recommended
practicing your negotiations before entering the
actval arena. Practice with firm members, advisors,
friends, spouses-—anyone whom you can trust to give
you feedback and help you think through different
scenarios. Your ultimate goal is a negotiated agree-
ment that will remain intact without falling apart. To
close well, you must make sure that both parties feel
as though they have won.

Page 9@



Successfully Adding Interior
Architecture to Your Practice

Richard N. Pollack, ATA, HIDA
Robert Steinmetz, AIA
Summary by Donald Wardlaw, AlA

Both presenters began their careers in general
architectural practice. Their thesis is that interiors
architecture can be a profitable niche for firms
already engaged in general architectural practice.

Steinmetz and Pollack counseled against sole
practitioners or very small firms branching out into
interiors work. It was claimed that the pace was too
fast, that there were too many things to coordinate
and manage in a short period of time. Did someone
say small project? The warning was met with
skepticism in at least one seat.

If one wishes to add interiors, a first step would be
to inventory the firm’s current expertise, its clientele
and their need for interiors services, and whether the
firm is already doing work that could be considered
interiors work. It was recommended that interiors
marketing have an interiors focus; that it not get lost
in a broader firm portrait.

A full-time marketing coordinator and principal-
level commitment were also advised. One wonders
whether a marketing coordinator would be necessary
in small firms that are already adept at small
projects. They also recommended devising a market-
ing plan specifically for interiors work.

it appeared that the largest interiors market was
commercial/institutional interiors. A few marketing
techniques were mentioned including: informative
brown bag lunches for commercial/corporate clients
(e.g., what to consider in planning office interiors, or
the latest trends in furnishings), developing relation-
ships with facility managers and leasing agents
(brokers often have advance knowledge on when and
where interiors assistance may be needed), or special
tenant services design to foster a relationship (ADA
consulting for example).

Many interior decorators buy and resell the
furnishings they specify. Fewer architects follow this
practice. There is an opportunity to both provide
furnishings to a client at a discounted price, and keep
a lid on the base design fee with this practice. There
were two recommendations for firms that choose to
follow this course. First, be absolutely clear and
upfront with the client as to the designer's interest in
the sale of the furnishings. Second, set up a separate
corporation for these transactions. The second
corporation, it was argued, will offer the design firm
some protection from product liability risks, and hetp
the client see the division between the two services
being provided.

Other interiors firms prefer an agency role with
respect to furnishings. The service provided is in
helping the client effect the purchasing of furnishings.
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There are a few parallels between interiors
projects and architectural projects that we refer to as
small projects. {Maybe we should have been thinking
of interiors projects as small projects all along). Six
notable characterislics of intcriors projects arc:

* fast pace

* small scale

» highlevel of client involvement

* lower technical content

= value is added via selected rather than constructed
items

* different risks for design team-—no roofs or
exterior walls.

Steinmetz and Pollack noted that architect interior
designers command above-average salaries. It was
suggested that the architectural education is a better
preparation for the project management duties of
senior positions. Many firms have reported difficulty
in retaining people with interior design skills. Further
investigation often reveals that interior designers are
not visible at associate and principal positions and it
is thought that the message to skilled interior
designers i$: no opportunity here.

Offices that intend to broaden into interiors market
should begin thinking about where they want to put
the library, since it typically consumes far more
space than an architectural product library. What is
worse, an interiors library will go out of date much
faster. Trade shows like NEQCON are important
elements in a program to maintain a current library.
Midsize interiors firms often hire a librarian,
Steinmetz was asked about the cost of acquiring a
useful library of fabrics and the high cost of
swatches. He noted that his firm has a policy of never
paying for samples and it seems to work.

The financial and project management aspects of
interiors work offers other parallels to what we see in
small-project practice, Steinmetz claims to send out
about 120 invoices per month. He has found it useful
to work on weekly billing cycles, in part because
bills seem to get paid faster if they are reccived
quickly after the completion of a stage of work.
Presumably he is billing by phase. Computerized
tools to manage the billing are indispensable.

Project management is characterized by many
simultaneous projects, Clients expect answers
quickly, especially in meetings. And to make things
interesting, interiors architects face heroic challenges
in scheduling, since the contractors on the project are
not the suppliers and the suppliers, if they are late,
can cause havoc. Many furnishings are not ware-
housed but fabricated in quantity as needed.

Profitability occurs in an environment of a high
volume of projects in a given period. An advantage
of this situation is that one bad project prohably will
not take down the whole firm,

Those interested in pursuing this should consider
the AlA Library and the Interiors PIA as resources,
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Environmental Resources and
Design Tools . . .To Give Your
Firm a Competitive Edge

Kristine Anstead, AIA
Gail A. Lindsey, AIA
Summary by Gabriel Durand-Hollis, AIA

This presentation provided attendees with a list of
resources for researching environmental issues along
with tips and techniques on how to apply environ-
mental issues to your practice, Anstead and Lindsey
generated a handout of a single page (environmental
concern—conserving paper) which charted what they
had defined as the categories of environmental
concerns and the levels of definition. A slide show
highlighted the various referenced handbooks,
manuals, and guides, which were paired with a
sentence or two on the most valuable information
available from the specified publications.

General Information

* Greening of the White House— Energy efficient
materials and practices used at the White House

* Environmental Building News
Newsletter providing information on the latest
developments in techniques

* Sustainable Building Technical Manual
Reports technical information

* Our Ecological Footprint
Resource Management—demonstrates that if the
worldwide consumption of environmental
resources matched the rate of consumption within
the United States, the population would require
three planets worth of resources to sustain life

Community Development

¢ Sustainable Communities (video)—Case studjes
Environmental Design Charette Workbook
How to stage a charette in your neighborhood

* Sustainable Development News
Newsletter Indoor Air Quality Materials

s EPA Indoor Air Clearinghouse
Synopsis of federal information

*  Healthy Buildings and Materials (video)
Overview of issues

*  Environmental Resource Guide
Compilation of sources

Energy

* Designing Low Energy Buildings
Commercial applications

* Efficient House Source Book
Residential applications

* FEnergy Design Handbook-A college-level course
teaching principles of energy design

Water/Waste Management

* Recycled Content Building and Construction
Muaterials

* Construction and Demolition Debris Recycling
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The Impact of Indoor Air Quality
(1AQ) During Renovation and
New Construction Projects

Roger G. Morse, AIA
Summuary by Cynthia Pozolo, AIA

Presenter Roger G. Morse, AIA, of Morse Associates
in Poestenkill, N.Y., focused on simple, straightfor-
ward procedures to help eliminate problems of [AQ
during renovation and new construction. His well-
organized presentation identifted potential 1AQ
problems and sources and then recommended
solutions and information sources available to
practitioners.

Since many members of the Small Project Form
focus on renovation projects, his seminar, which is
summarized below, is particularly relevant.

Morse noted that indoor air problems are usually
complaint driven. As he says, “usually such com-
plaints are justified or at least have a basis in fact”
Subsequent investigation and corrective measures
overwhelmingly involve correction of a ventilation
deficiency.

Other problems are ofien caused by construction

‘dust or the outgassing of volatile organic compounds

from new materials on the project (e.g., paint, carpet,
wall coverings).

Since any renovation project in an occupied
building has a high risk of generating 1AQ com-
plaints, some steps can be taken to avoid them. The
architect and renovation team can:

- Set up controls to minimize the impact of the new
construction on existing occupants

»  Meet with affected occupants to discuss IAQ and
help avoid complaints that arise out of fear and
ignorance

* Respond to complaints in a timely and thorough
manner.

To better assess LAQ issues, Morse suggested that
architects develop a better understanding of the
source of problems. Airborne contaminants com-
monly associated with construction are:

¢ Dust—Even though much of the dust produced
during demolition can be categorized as “nuisance
dust” without significant health effects at typical
exposure levels, it can be damaging to computers
and other office equipment.

»  Volatile organic compounds (VOCs)—Organic
vapors released by construction processes or
materials such as paint, roofing, solvents, adhe-
sives, and caulks. VOCs are one of the most
frequent causes of IAQ complaints from occu-
pants adjacent to construction work.
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»  Emissions from equipment—Combustion prod-
ucts, such as carbon monoxide and unburned
hydrocarbons.

» Mold and mildew—Just as the causes and
migration of molds differ in warm and cool
climates, so do the industry’s methods of dealing
with mold in an occupied building. Approaches
range from an ashestos-type program to a bottle of
bleach. Morse offers additional information
specifically dealing with mold and mildew.

»  Asbestos, lead, mercury, and PCRBs—Dealing with
these materials is best left to those specialized in
those areas. Morse suggested documents from the
National Institute of Building Sciences as sources
of additional information.

o Closed or tight building problems—Changes to a
building HVAC system during construction can
result in a disruption to proper ventilation and
result in tight building syndrome complaints.

Other sources of [AQ problems are based on
contaminant movement through the buildings. They
can result from:

*  Direct contamination—Often following prevail-
ing air flow from areas of higher pressure to areas
of lower pressure.

« HVAC system
* Tracking—Carried on tools and equipment.

« Fresh air inlets and windows often let in VOCs
from roofing or combustion from operating
machinery.

Morse also spoke extensively on control measures
and indicated that some are borrowed from asbestos
and lead remediation techniques, while other deal
with material selection and construction phasing. In
addition to several common sense tips, such as local
exhaust ventilation, housckeeping, and scheduling,
Morse outlined four key control measures:

Physical isolation of the work area, including
walls, sheet plastic barriers (at least 6 mil thick),
ventilation seals, and opening protectives. Also
recommended were walk-off areas and HVAC
shutdowns, whenever possible, Lo ensure further
isolation,

= Pressure differential isolation of airborne con-
tamination. Though Morse stated “There is no
such thing in the real world as 4 physical barrier
that will prevent the spread of airborne contami-
nation adjacent to a work area,” he indicated that
“maintaining the work area at an air pressure
fower than the surrounding spaces is the only
effective method of insuring isolation”. Based on
recommendations outlined in the ASHRAE
Handbook of Fundamentals, several options are
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available, but must be designed based on building
design, HVAC system design, and effects of
natural processes, such as stack effect and
infiltration.

*  Ventilation of the work area to reduce contami-
nant levels, which can be accommodated either by
the introduction of outside air to the work area
{with proper pressurization in place) or by
circulating and cleaning air within the work area.
Morse outlined guidelines for the number of air
changes per hour, from 4 to 20, depending on the
activities taking place.

High Efficiency Particulate Air (HEPA) filtered fan
units are often very effective in providing proper
ventilation to address IAQ issues, but Morse pointed
out that they only stop particles (such as asbestos),
not VOCs {fumes and odors).

Morse concluded with some information source
referrals, which are included below, and emphasized
the need to bring trained professionals into projects
with specialized IAQ issues, such as asbestos
abatement and lead-based paint. He also recom-
mended use of mechanical engineering professionals
to design and monitor HVAC and pressurization and
solutions to LAQ problems.

Morse stated that several links and guidelines will
soon be available on his Web site, which will also
contain guideline specifications for LAQ controls for
a project.

For further information, contact:
National Institute of Building Sciences
1201 L Street NW

Washington, DC 20005

(202) 289-7800

The National Institute of Building Sciences (NIBS)
is an organization founded by Congress to address
issues affecting the construction industry that are
national in scope, NIBS has formed committees of
experts and developed guidance documents for
dealing with asbestos and lead in buildings. Their
documents have become the de tacto standard for
this type of work. There are two manuals for dealing
with asbestos and two for lead-based paint. One
manual deals with the design and specifying of
abatement projects. The other deals with the design
and execution of operations and maintenance
programs. The manual on asbestos abatement is the
basis for most of the technology for isolating work
areas. The manual of lead-based paint remediation
offers many useful work practices. Those with
historic preservation projects will probably find this
manual essential. These are strongly recommended
for anybody who encounters asbestos or lead during
the course of a project.
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» Asbestos Abatement: There are separate manuals
{or abatement and O & M

* Asbestos Abatement and Management in Build-
ings Model Guide Specifications

¢ Guidance Muanual—Asbestos Operations and
Maintenance Work Practices

» Lead-Based Paint: There are separate manuals for
abatement and O & M

+ Specifications for Reducing Lead-Based Paint
Hazards

= Guidance Manual—Lead-Based Paint Operations
and Maintenance Work Practices

SMACNA—Sheer Metal and Air Conditioning
Contractors’ National Association, Inc.

4201 Lafayette Center Drive

Chantilly, Virginia 22021

{703) 803-2989

SMACNA is known for providing straight-from-the-
shoulder advice on issues involving HVAC systems
in buildings. They have developed several manuals
on indoor air quality. The one most applicable to the
topic of this session is:

[AQ Guidelines for Occupied Buildings Under
Construction

Morse Associates

504 Snake Hill Road

Poestenkill, New York 12140

(518} 283-7671

WWW.IoFrse-assoctates.com

The “New Look” of ADAAG

Lawrence G. Perry, AIA
Lawrence W. Roffee
Summary by Cynthia Pozolo, AIA

This presentation focused on the process and format
of changes for the Americans with Disabilities Act
Accessibility Guidelines (ADAAG), as recom-
mended in 1996 by a Federal Advisory Committee.

The Federal Advisory Committee, formed in 1994,
was composed of “architects, building code officials,
and people with disabilities.” Their goal was to
review, evaluate, clarify, simplify, and “harmonize™
ADAAG with other barrier-free design guides and
codes. The committee’s recommendations have been
presented to the U.S. Access Board and the next
ADAAG is expected to have some significant
changes.
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Numbering and sequencing of sections has been
revised and advisory language will be included to
clarify specific guidelines, much like the NFPA Life
Safety Code Handbook. The new chapter organiza-
tion will be:

¢ Application and Administration

* Scoping Requirements

* Building Blocks {(fundamental criteria)

¢ Accessible Routes and Accessible Means
of Egress

* (eneral Site and Building Elements

¢ Plumbing Elements and Facilities

¢ Communication Elements and Features

* Special Rooms and Spaces

* Built-In Furnishings and Equipment

* Transportation Facilities

Mr. Perry outlined some major recommended
changes to ADAAG and noted that many are of
particular interest to the commercial real estate
industry. A few of those recommendations are listed:

* Employee work arcas—Revised text to “require
an accessible route to each ‘individual employee
work station,” but not require that the work station
itself be accessible.” This would not apply 1o
boiler, furnace, and similar other support rooms.

* Reach ranges—Maximum height reduced from
54" to 48" above finished floor.

* Parking—Specific changes to requirements for
“outpatient facilities” and valet parking exception.

« Elevators—One major change is the addition of a
provision to address two new types of elevator
systems: destination-oriented elevator systems,
and limited use, limited application elevators.
Another major change is proposed to the require-
ments for altered elevators 1o better address
accessible “path of travel.”

= Toilet rooms—Omitted the option to use a 48" or
36" wide alternate stall in lien of a 60" stall.

Since the formal review process involves multiple
steps and public comment periods, a new ADAAG
will not be adopted before the end of 1998, In the
meantime, work is under way on accessibility
provisions used by most state and local governments,
with the emphasis again on “harmonization” with
ADAAG and anew 1997 ANSI A117.1 Standard.

Similarly, the committee expects to influence both
the single model] building code and the International
Building Code under development.

To better understand the proposed changes, you
can obtain a copy of the ADAAG Review Advisory
Committee Final Report, contact the U.5. Access
Board, 800-USA-ABLE or (202) 272-5434.
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Digital Marketing
Communication:

How to Create Engaging
Interactive Brochures and
Presentations

Stephen P. Maher, AIA
Summary by Donald Wardlaw, AIA

In the course of developing a digita! brochure,
Maher’s firm, Maxwell Architects, found an interest
and business opportunity in multimedia development.
Their experience in digital marketing may ofter
useful knowledge to other firms that are beginning to
consider the prospect of using digital media (e.g.,
removable disks like floppies, CID ROM disks, and
Web sites) in their marketing efforts.

For many firms the timing is right. First of all,
clients now often have the necessary skills and
hardware. Internet access is quite common. CD ROM
drives and modems are ubiquitous. This means that if
a firm creates a digital brochure, nearly all clients
will be able to view it.

Adding to the appeal is the fact that architects are
increasingly working digitally. Many tmages that
may be useful in a marketing context are natural
byproducts of normal architectural services.

Anyone out there have a pile of slightly out-of-date
brochures somewhere in the office? Did they come at
a small cost? Digital marketing materials can be just
as expensive as printed materials. They can also be
much less.

A key cost is related to whether a firm has suffi-
cient in-house skill to produce the marketing materi-
als or whether it would be necessary to hire a
consulting design and production firm. Most small
firms cannot afford to hire a dedicated geek. Fortu-
nately, as architects grow more comfortable working
with computers, the software needed to create
marketing materials is also becoming much easier to
use and relatively inexpensive to purchase. Many
firms are already adept at scanning and simple image
editing. Software for creating web pages has reduced
web page layout and setup to a level of difficulty
scarcely higher than that of using a word processor.
The most difficult area remains the authoring
environment (programs like Director, SuperCard and
mTropoelis). The authoring tools allow the assembly
of interactive, animated, and sound assisted presenta-
tions. These tools were originally developed on the
Macintosh so “difficult” connotes depth and com-
plexity more than obscure logic. For those who want
to keep cost and complexity to a minimum, digital
brochures can be constructed as Web sites, They can
be distributed on CDs (i.e. the whole site experience
can be provided on the CD) and have some
interactivity.

Page 14

Maher cautions that firms hiring outside consult-
ants to develop multimedia materials would be wise
to provide for ownership of the product, rather than a
license to use it. Maher's firm, Digital Media Design,
is comfortable with this arrangement but other design
firms may not be. Why s it important? A firm can
hire anyone to update the materials, including
someone in-house if the firms skills allow it.

A key advantage of digital marketing materials,
from an economic standpoint, is that they may be
customized, revised, and produced in small quantity
at a small cost relative to printed materials. (Al-
though the growing popularity of high quality output
office printers, both color and gray scale, is allowing
some firms to have the best of both worlds—digital
source, produced as needed, easy to view). They are
ideal for focused marketing.

If a firm chooses a CD format, here are a few cost
issues to consider. There are replication companies
that specialize in the production of CDs in quantity.
CDs are reproduced from a golden master which
usually costs about $50(. In quantities of 500 or
more, the per-CD cost is about $1.10 (excluding the
master cost). This information is based on Maher’s
area, Nashville. Replication compantes normally
include a full-color printed paper sleeve with each
CD.

It is still possible with a CD created in this manner
to have a pile, albeit a smaller pile, of obsolete
materials in some corner of the office. Maher noted
how their firm CD included a group photo of the
employees of their firm along with resume informa-
tion and a video presentation by each. Two of the
people left the firm after the CD was produced.

Suppose a firm wants to produce fewer digital
brochures, but on an as-needed basis, with informa-
tion tailored to interests of a particular client or
prospect? A nominal hardware investment makes
production of individual CDs in-house possible. CD
ROM “burners,” as they are called, are now available
in the $600-$1,000 price range. Blank CDs in 100 [ot
quantity run about $5 each, down from $10 a year
ago.

If a prime benefit of digital marketing materials
lies in the ease with which they can be produced in
small numbers and customized, a no-less-valuable
henefit lies in the kind and amount of information
that they can include. Here are some of the things a
firm might include in a digital marketing product.

*  Video material (projects, project consultants,
client testimonials, firm staff)

* Drawings and illustrations

* QuicktimeVR panoramas (sites, projects,
interiors, computer models)

* Interactive 3D models

*  Written materials

= Sample project document set

+ Sounds and narration.
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What really sets the digital materials apart, however,
is the interactive way in which the information can be
interrelated. A screen featuring a particular project
might have links to photographs taken before the
project was constructed, Quicktime VR tours, design
drawingsfimages, or perhaps video clips by the client
or consultant wherein they might be saying some-
thing terribly tlattering about the experience of
working with the firm.

There are a few things a firm should take special care
with in producing a digital product.

The visual design and organization of the infor-
mation will reflect on the visual and organiza-
tional skills of the firm. It is crucial that the
navigational scheme be clear and easy to use. The
fayout should be done by someone with good
graphic design skills (something many small firms
can manage well enough).

Be careful with videos of people. They can be
very powerful. But many people lose their natural
character and attractive qualities when they step in
front of a camera. Sometimes a still image with a
narration will be more effective.

Create products that will run where you want
them to. This means taking steps such as making
materials cross platform and suitable for use on
computers with average performance. CDs should
be written for the older 2x or 4x CD ROM drives,
not the latest 16x drive. Real Web sites of course
require special attention to color (use a Web-safe
color pallet that looks the same on all computers)
And watch file size (while modems are ubiquitous
it is best to assume that many people will be using
relatively slow ones).

If it is desired to include special file formats, like
QuicktimeVR or VRML, provide an easy way for
people to add this functionality to their systems.
This means providing the software components
{these are typically free and cross platform) either
on the CD, on the Web site, or via a linked Web
site.

If a firm produces a digital product, what is the best
way to use it? Here are some ideas.

A prospect calls and inquires about services
provided by the firm. After some discussion an
offer to send a CD of the firms work is made, as a
prelude to further discussions. Based on what was
learned about the prospect in the phone call, a
customized CD is produced and mailed.
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e A prospect calls and after some discussion invites
the firm principal to visit the prospect’s olfice for
more detailed discussion of the proposed project.
The firm sends the team over to discuss the
project and leaves a CD or floppy as a calling
card.

+ A firm has targeted a certain client or client group
for marketing purposes. After making contact a
CD is offered.

» Ag part of a marketing effort to maintain contact
with past clients, CDs are periodically sent out.
Alternatively, a postcard of a recent project is sent
along with an invitation to see this project in more
detail, and other recent work, on the firms Web
site.

For further reading Maher recomments the following:
Being Digital, Nicholas Negroponte, Vintage Books,
1995. Cyberspace: First Steps/Liquid Architectures
in Cyberspace, edited by Michael Benedike, MIT
Press, 1992

Sharpen Your Consulting Skills
With Problem-Based l.earning

David Premi, Assoc. AIA,
Sharon Vanderkaay, Associate, AIA
Summary by Diana Melichur, AIA

Problem-based learning was developed several years
ago in Canada to enable doctors to understand their
patients’ needs more effectively through better
communication. These techniques can be applied to
the architect’s work to improve communications
skills with our clients and control risks.

All of us may have had recurring problems with
clients or employees. How we deal with these
problems can either reinforce our relationships or
cast doubts in other people’s minds. A recent study
showed that 20 percent of architects’ risk problems
are technical and 80 percent are communications
problems.

How do we constructively solve problems and
improve communications? Problem-based learning
suggests that we meet in groups of 5 to 10 people
and discuss problems on a regular basis, preferably
wecekly, for a specified amount of time. How we
discuss these problems in our weekly sessions is
just as important as what we discuss.

Following is the methodology of problem-based
learning:
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In the groups:

1) Initiate a problem for discussion by one team
member,

2) There should be one moderator and one abserver
in the group. The moderator will make sure that
the session does not digress into war stories or a
complaint session, The observer may take notes,

3) All other participants should actively listen to the
person with the problem and:

+ Play devil’s advocate
* Ask naive questions

= Challenge the person’s assumptions.

At the convention, we were divided into groups to
test the problem-based learning methodology.
Members found this very simple approach remark-
ably empowering. Because a problem became
detached from the person who was delivering it, the
problem became an objective exercise for all
participants involved. Everyone felt as though they
had permission from other tleam members to probe a
problem from many angles withoul offending
anyone. In the end, a broader range of solutions was
achieved.

The objective of the AIA convention session was
1o torm new habits for problem-based learning. In the
future, when faced with problem clients or situations:

Ask: What are we trying to achieve?
Ask: What can I learn from this?

Look for: Profit in problems—do not shy away
from problems.

Look for: False assumptions,
By using these techniques, your relationships should

improve considerably. Team members, clients, etc.
can communicate more openly and less defensively.
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Tapping for Dollars:

Small Computers for Marketing,
Promotion, and Client
Management in Small-Project
and Small-Firm Practice

Terry Beaubois, AIA, Joseph Hagan, AIA
Bradley Skaggs
Summary by Donald Wardlaw, AIA

Beaubois, with only one life to live, runs his own
architectural practice and a multimedia development
firm and works for Apple Computer. Somehow
finding there’s too littie time for creation of market-
ing materials, he stressed the importance of integrat-
ing work product into the marketing materials.

Beaubois also demaonstrated an Apple technology,
QuicktimeVR (QTVR) that is proving to be a useful
tool for architects, QTVR is a kind of scene that can
be viewed on computer (Macintosh or Windows) and
allows the user to pan around and fly around a scene
or object. The two types are panorama type and
object type. These scenes or objects can be created
with a computer, or they can be scenes or objects
from real life.

A couple of computer modeling programs now
create QTVR scenes, Archicad, and FormZ.
Archicad is an integrated CAD eavironment and
FormZ is a modeling environment. Both are cross-
platform. Expect other CAD and modeling programs
to support this technology internally.

To create scenes from real life, or from programs
that do not internally make QTVR files, it is neces-
sary to use Apple’s multimedia authoring tools (best
left to programming types) or a new software release,
Nodester, by Papamatjon (very user friendly, fast,
casy, and unfortunately Macintosh only). Creating
object type QTVR files from real life requires careful
repositioning of a camera and most architects will
not find it sufficiently easy to do. Creating panoramic
QTVR files is, however, relatively quick and easy. A
camera must be place on a tripod (with a special
attachment that moves the camera position such that
the center of the film plane is exactly over the pivot
point of the tripod head) and then images must be
taken at equal rotations. A tripod attachment costs
about $80 and provides indents at various points of a
360° revolution,

Photographic images must be converted to digital
format, unless as in Beaubois’ case the images were
made with a digital camera. Once the images are in
digital form software is used to stitch the images
together into a panoramic strip. Itis normally
necessary to enter the degrees of revolution for each
image, and the focal length/angle of view of the lens
used. Once the file is in panoramic {orm, the soft-
ware then connects the ends 1o make a cylinder.
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QTVR scenes are viewed as if from within the
cylinder. The user controls the direction of view with
a mouse, and some zoom in and zoom out function is
also provided. An amazing feature of this software is
that it corrects for the limage distortion, or parallax
that is caused by the lens. Every view looks in
correct perspective. The file sizes for QTVR scenes
are very small (due o efficient compression technol-
ogy), making them idcal lor [nternet use. The image
quality can be very high.

Another feature of QTVR is that movies and links
to other scenes can be imbedded within an image.
Clicking on a spot, say the television in the scene,
might then cause a video clip, with sound, to play on
the tv screen. Clicking on another spot, say a
doorway, can move one into another scene, room or
“cylinder.”

How might one use this? Beaubois gave a couple
of examples. The site for a house is a 50-minute
drive from his office. The client calls and a discus-
sion ensues over a design detail. The client asks, “Is
the birch tree on the left or the right of the drive-
way'?” Viewing one of the site panoramas answers
the question. This same could be done by taping
together photographs, but the information in digital
form is a bit richer (no distortion), easily distributed,
and easily reused in marketing materials. By integrat-
ing floor plan diagrams with linked QTVR scenes, it
is also possible to create digital tours of either built
or proposed work.

Hagan takes a more conservative, keep-it-simple,
but nonetheless effective, approach to using comput-
ers in imarketing. He stressed the utility of economi-
cal common software to manage clients and market
the firm. Whiie many people associate desktop
publishing with $500-plus software like Pagemaker
or Quark Express——software many major magazines
rely on—Hagan finds Microsoft Publisher ($79.99)
works just fine, thanks. Publisher is used in-house to
develop the layout for a double-sided quarterly
newsletter page. The data files are then sent to a
freelance desktop publishing consultant who then
does a layout for printing (possibly in one of the
more complicated programs). This process gives
Hagan the graphic control desired by the firm and
minimizes the outside design expense.

1997 SMALL PROJECT FORUM CONVENTION REPORT

When the printed newsletter is returned, inexpen-
sive mail Tabel software, My Advanced MaiL.ist
($56.953), is used to generate maiting labels, pre-
sorted for 3rd class mailing requirements. It is then
sent to a list of over 1 000 builders, clients, and
prospects. Cost: under $500 for lots of 1,200.

Hagan i1s also a belicver in press releases as a way
to get the firm’s name before the public. They have
developed templates with a word processor and can
produce press releases quickly. Prior to attending the
convention they issued a press release, “Memphis
Architect to Speak at Architect’s Convention.” It was
published in several newspapers.

Skaggs works for a midsize architecture firm,
Studios, and is a proponent of using an integrated
CAD environment in which the design drawings are
integral with the technical descriptions, Archicad in
his case. Thus as the design develops, new client
friendly views are readily available.

Skaggs also finds the company Web site a useful
tool in managing client contacts, Areas for specific
projects can easily be set up and clients can access
those areas (with a password) and see the latest
designs, review details, leave comments, etc. QTVR
scenes generated within Archicad are used exten-
sively for this purpose. This can be a boon with
clients who are very busy, or when commitices are
involved that are diflicult to schedule into the same
place at the same time.

While Web sites have marginal marketing value if
they just sit there (uninvited visitors tend to be other
architects or architecture students looking for work)
they can be cffective ways to keep your clients aware
of the firm’s latest work. Studios is active in inviting
past clients in for a new visit.

Although digital images for the Web are best
presented at low resolution, images used in paper
brochures must be of a much higher quality. If these
images are going Lo be kept in digital format (as
opposed to slides) as Skaggs advocates, some meuns
of storing and organizing these large files is needed.
Creating a catalogue with a compuler can simplify
the process of retricving specific images. The Cantos
Cumulus Browser is one such database that works
well for cataloging image files and, as Skaggs
demonstrated, CAD library elements.
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Information Sites on the
World Wide Web:
Resources for the Practitioner

Pradeep Dalal, Paul Doherty, AIA,
Ronald Filson FAIA, Carole Twombly,
Nicholas §. Musso, AIA

Summary by Donald Wardlaw, AIA

Given all the hype and publicity over the World
Wide Web, a healthy skepticism regarding this
technology might seem appropriate. Does the
Internet/World Wide Web have something to offer
architects?

According to the latest AIA firm survey, architects
are adopting this technology in large numbers. Over
50 percent of AIA sole practitioners have Internet
access and 90 percent of firms with 10 or more on
staff have access. The Internet is making a mark on
architectural practice in at least five major ways:

« Firm Web sites. First scen perhaps as a way to
market by showing examples of a firm’s work,
Web sites are increasingly seen as company
platforms for other functions. About 10 percent of
all ATA firms have Web sites. This is expected to
more than double in the next year, Web sites are
more prevalent in larger firms.

« Business research. This covers everything from
employment leads to code and product research—
25 percent of sole practitioners are using their
Internet access for this purpose. Web sites for
manufacturers are increasing since it is proving in
many cases to be an effective way to list and
distribute current product data, CAD details etc.

* Intranets. This is really not a use of the Internet,
but a replication of Internet functions and technol-
ogy on an internal firm network. It encompasses
internal email, project files, firm files and other
firm resources. This is mainly used in larger firms,
some of which do small projects.

+ Email. 25 percent of all sole practitioners and
nearly 50 percent of firms with staff size of two to
four use email {with file attachments) to send
drawings back and forth to clients and consultants.
Many firms arc using it for client communica-
tions.

+ Project-specific Web sites. Along with Intranets,
the hottest new development since email. It has
applicability for firms of all sizes. Indeed, small
firms do not need to look small when seen in this
context. Over 50 percent of large firms are using
these. It drops to 20 percent for firms 20 and
farger. Expect the pace of adoption of this
technology to accelerate,
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This seminar focused on the information, presumably
useful, that is available to architects with [nternet
access. According to Doherty, information resource
sites are currently one of the biggest draws to the
[nternet. This report lists numerous websites at which
architects may find useful information. For simplicity
the first portion of the address (or URL), http://
www., has been omitled since it is common to ail
sites listed here.

The Council of American Building Officials,
Occupational Safety and Health Administration,
American Society for Testing Material, and National
Institute of Building Sciences all have information
architects may find useful. These sites are:

+ cabo.org
* Recent newsletters available for downloading
* ghsa.pov

* astm.org = Site allows keyword searches for
ASTM standards, lists summary for found
standards and allows, with credit card informa-
tion, mat! or fax back of complete standard text

* nibs.org.

* Current newsletter available for downloading,
Links to Spectext.

A good rule of thumb is that if you must buy it now,
it won’t be free on the Web. The standards organiza-
tions will, however, make it easy to purchase what
they offer.

“Resource’ sites are sites that offer links to other
information. As an example Doherty noted that the
Building Site offers access to the major building
codes. Precisely, it has links to the Web sites for the
major code organizations, atl in one location. Do not
expect Lo visit the ICBO site and do a word search of
the Uniform Building Code. Tt is not a perfect world
yet.

* buildingsite.com

Other resource sites with “yellow pages™ type listings
of other sites are:

* building.org * an extensive directory of building
related sites

* buildingonline.com * Containing about 30,000
links to building and construction-related sites
including architects, product manufacturers,
industry associations, software vendors, and more.
Loaded with advertisements but the information is
accessible and free.

Product research is coming of age on the Web. There
are two prominent product information sites on the
Web: Architect’s First Source and Sweet’s. Both
have pretty good product listings, contact informa-
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tion, and, in some cases, links to company sites, trade
associations, and downloadable CAD files.

» afsonl.com
*  sweels.com

Musso notes other uses, beyond directories and
product information, that the Web may offer archi-
tects. The first is continuing education. Web sites
offer opportunities to expand one’s knowledge and
expertise. One example is a student masters thesis on
daylighting, the findings of which are available on
the web,

* tulane.edu/~tsalongo/

Another use lies in expanding the working relation-
ships between schools and the profession. Musso
notes the Vital Signs site, University of California at
Berkeley, which involves students in developing
methodologies for assessing the performance of
existing buildings.

» ced.berkeley.edu/cedr/vs/

Filson, neither an academic nor a technologist,
offered some insights gained as a practitioner who
has begun to explore and use the Web. He notes that
surfing is an inefficient way to use the Web or one’s
time. [t is better to develop a short list of sites that
can offer ongoing useful information. Among those
on that list should be one or two of the search engine
sites—sites that help find other sites. Examples are:
+ altavista.com

* yahoo.com

The AIA Web site offers members free access to the
CBD and CMD Early Planning Reports.

* aiaonline.com

Also available on the ATA site is the catalogue for
the AlA library. Both members and nonmembers may
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search the catalogue. Members may check out books
online, which will then be shipped via UPS.

Filson alse notes a few sites devoted to business
news. Normally information is organized by industry,
market or client type.

« cxcite.com
* dejanews.com
= infoseek.com

For research topics and building type documentation,
Filson recommends what he calls “Architectural
Catalogue Site,” most of which are university based.

+» inforamp.netarch/archome. himl
« arch.buffalo.edu/pairc/index.htmi
« aecnet.com

*  mip.berkeley.edu/
query_formsbrowse_spiro_form. html

+ toronto.edu

To keep all this information manageable, Filson
suggests that some organization is needed. His
approach is to develop a set of categories for what he
calls the “A List,” which is sites worth visiting on a
regular basis. He also notes that it would be helpful
for architects to share information on sites they have
visited and found useful.

One site not on Filson’s lists was for the Small
Project Forum. It might contain categories of links to
sites of interest to small project and small firm
architects. It might contain an organized listing of
sites with manufacturer’s downloadable CAD details.
It might contain comments on sites by SPF members
who have visited them. It might contain a list of SPF
members organized by locale, firm size, or project
type. It might contain a directory of SPF member’s
web sites 5o that other members could see the ways
in which sites of small-project and small-firm
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AIA East Bay
510-268-9524
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313-871-8539 (fax)
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AIA Houston
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Ty Morrison, ATA
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Laura Montllor, AlA
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310-828-3501
310-828-4199 (fax)
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Mark Lewis Robin, AIA
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AIA Minneapolis
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612-331-1079 (fax)
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414-207-7100 (fax)

Anthony Cohn, ATA
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212-741-4745
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Larry Nicholas, AIA
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414-693-3387
hika@execpe.com

Charles Matta, ALA
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7003-824-0951
703-824-0935 (fax)
c.matta.ix @netcom.com

Rachel Simmons Schade, AIA
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213-732-9240 (fax)

Charles G. Poor, AIA
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301-270-0990
301-270-0092 (fax)
Chaspoor@aol.com

Gabriel Durand-Hollis, ATA
AlA San Antonio
210-377-3306
210-377-3363 (fax)
ddhr17@aol.com
48350 (AlAonline)

Lauren 5. Mallas, AIA
AIA San Francisco
415-673-9933
415-673-7445 (fax)
43624 (AlAonline)

Lavae H. Aldrich, AIA
AIA Seattle
206-282-8446
206-282-8665 (fax)
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