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Everyone You Meet Could Be Your Next Client
Eric Leibsohn, AIA

http://www.aia.org/nwsltr_spf.cfm?pagename=spf_a_everyone
Marketing for me is really very simple. I don’t spend a lot of money and other resources. I just do what is natural. My clients come from many different sources: business owners, developers, government agencies, home owners, contractors, engineers, and, the ultimate compliment, even other architects. It is comforting for me to know that my client base is broad and diverse. When one segment of the economy may be lagging, there is usually another segment that is leading. By covering all the bases, it allows you to minimize the economic volatility and create a more even balance.
1/30/05

Helping Others Help You
David Goldston, PCM

http://www.aia.org/nwsltr_spf.cfm?pagename=spf_a_helping
Our Dallas-based firm, Mayse & Associates, has a staff of 17 and is steadily growing. Twenty-one years in the design business has taught us the importance of relationship marketing. While many of our competitors, regardless of size, spend their days hounding prospects for work, Mayse & Associates is busy finding opportunities to help others be successful. This unselfish approach is born of a classic axiom practiced by the legendary motivational speaker and sales guru, Zig Zigler. His firm belief that “you can get everything you want in life if you just help enough other people get what they want,” has worked wonders in our ability to secure the inside track on projects of all sizes. If it sounds simple, it is.
2/15/05

In the Search for New Clients, Start with Yourself
Vera Angelico

http://www.aia.org/nwsltr_spf.cfm?pagename=spf_a_newsearch
The notion of stewardship, where one sees oneself separate from the work performed, has been fundamental in managing my firm. I see this as an important distinction when making presentations to clients and, mostly, if a client declines my offer.

For some of us parents, we know that when we get too attached to our child’s feelings, we lose the capacity to guide them in an effective way. The same theory applies to our professional practices. After years of hard work (we know the hardships of maintaining a practice) and the intertwining of our self-image and our work, we find it difficult to separate the two.

As Molly Gordon, my marketing coach states, “Being a steward means you will regard your business as something separate from yourself rather than identical with your personal and even your professional identity. The more you love your work, the more confusing it gets.” This explained it for me because I really love architecture and the process of creating.

Of course, at a certain level, it is a paradoxical notion. How can my work be separate from who I am? My projects are a reflection of the translation of my client’s requirements and concerns—all to fit in a program interpreted by me within the parameters of my repertoire, competence, and knowledge of the profession.
2/28/05

Six Degrees of Separation
Karen L.W. Harris, AIA
http://www.aia.org/nwsltr_spf.cfm?pagename=spf_tips_1204&FldINDx=2Denver
Except for the person who picked our firm out of the phone book because our office was the closest to the phone booth he was in, my experience has been that there is virtually no such thing as a truly “new” client.

In addition to the very best scenario of repeat clients, and the much appreciated client-to-client recommendations, we never underestimate any contact that we or others have every day of our lives. One of the best clients that we have worked with was the roommate of the brother of a friend’s adult son’s soccer coach. Just goes to show you: the slick brochure, fantastic Web site, awards, and publications only support the most important marketing tool—personal relationships.

3/15/05

Marketing 101 for Kids
David Hicks
Atlanta
http://www.aia.org/nwsltr_spf.cfm?pagename=spf_tips_1204&FldINDx=11
For years, I entrusted my three sons with our firm's marketing. How? I seldom missed an opportunity leave the office to take my kids to their extracurricular activities or doctor's appointments. I often carried a pen, pencil, and the latest architecture magazine with me. If I didn't have a project to sketch, I created one. Inquisitive parents would ask questions and often interesting people with small design problems would respond, "We have been thinking . . ." and begin to share their needs, concerns, and dreams with me. All I had to do was just listen to them. I even left my business cards at the office. Experience has shown me that when those parents were ready, they found me. So what if they had to ask other kids or parents for my name, address, or telephone number? Life is good, and I got to spend time with my family. Warning, though: do not try this with a laptop. I've been told the use of the laptop has given me the appearance of being snobbish or a workaholic.
3/31/05

Ten Tips for Developing Long-Term New Client Relationships
Kathryn M. Petrie

http://www.aia.org/nwsltr_spf.cfm?pagename=spf_a_petrie
1. Ask current clients for referrals to companies or organizations with which they do business.

2. Introduce clients whose businesses compliment each other through charity or sporting events.

3. Pitch project ideas directly to developers or other potential clients. Create opportunities rather than waiting for them to come to you.

4. Understand what drives your clients and prospects and what their issues are so you can be in a position to help them.

5. Seek conventions your current and potential clients attend (and most architects don’t attend). Approach convention attendees with the idea that you are there to learn. Ask questions about their business.

6. Ask your client to write a letter on your behalf to send to potential clients with case study project examples.

7. Post case studies on your firm’s Web site that show how current clients benefit from your design and/or planning work.

8. Become involved with professional associations of your potential clients. Each level of the firm’s staff should serve on a committee. Principals should regularly submit “expert” articles and presentation ideas.

9. Make sure all printed materials, including drawings, proposals, postcards, and ads represent the same look and message so potential clients learn to recognize your firm. (Click here to see our example.)

10. If your firm advertises, target your potential client’s publications with a custom ad that targets them. Repeat the message and ad at least six times in one year. See attached example of an ad that was developed for Urban Land, designed by Landesberg Design.
