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ABOLT THI& BoOK

This & & collechon of management tips
and ideas that have werked for .
other architects . Like hamdcd-v &
down vecipes , they have all 22

been tested eover fiMme -- m oot
oA dhem medified by tral and errer.

TUEY ARE MEANT To BE TINKERED WITH.

Leok For the bascic ides of what’s here and invent your
own tecipes for sucess from the ingredients at hand.

Look for the least thing you can do and #All be efective..
Clients pay yeu for project senies net firem management,

Yet witheut effectve mana ement you ik
o Loss of , ot lack of al&viloFm’ryoOF qmc( staft
o A Financial roller coaster
o b prachce subject to whims and pressures oF Hhe market.

The point of e beok & o help you become more competiive
spending  less hime and stess/eneray, on management - -and

rsimorn time on what you get into fais profession 1o oo -+

QUALITY ARCHITECTURE .

The Book & ergams
witl f;o?a(a{—e(é nu@ MGNG THE FUTURE

éao{-%wpf. - one ﬁma 6{‘5‘0\ MEM& THE FIRM T@l
Area sl
Areln Hza‘: in (4 MGNG £TAFE (®

emall- Firm rovndtables [ mene reosecte @
Wanted most en T ARSI A '
‘l'helll’ M&ﬁdﬂ . . “UHV‘? @

Tmavine eeosects (2)

, %-ﬁl;\q Netebook Yo !

ite 4pace and
EXeXi\SLs §0 YoU

con try ouk ideas
" and make hotes
ARG SHagrams --
WRITE AND

i
|

format %o you Lote of aketdhes
cag develop it l:‘> { ) and d?aamme o)
into your own feaver > telp you getthe basic

idea. "‘quickly

o Help you qutckl
1\-(\3 YNP\A{' you \Lﬂ\ v

working file on LJ° =X
ronning the fuem., == (

Add notes, artided HiE=
hewsletters , MEMO o e
Prachce sections. N

Mribuhore and

foctnotes where

Possble Yo tell you not
only where e deas
came Hom , but where you
might leok for aditional
information




THIS PookK

Jumbles a lob of differeat thngs Yogether -- markebing witt
risk ‘MA&Q&MM"’, SenNCe with, d&-é('qh - 1
That's becavse dhat's how W ie

DESION
PRACTICE i—('+'é —“E\Jée":()! 4’0' ook
TECHNICAL LERVICE Zé%ﬁﬁlf;‘é’“’i
COMPETENCY | ﬂ;n a% thoval L
[ y Were cearate
BUSINESS ard distinet from
ecch sther, That
helps v6 analyze
ana learn - <o Iohq
6% We keep in mind
they are all intagra
parte of every
healfly , Foll- bodied
MARKETING

Pmohoe .

There is a0 way, ne¢ shoold we tvy
to conclusively sleal wili any item on
the typical small Sim ageada as
being veally separate and dichinck .
Weld Come: " oo Lol\q we have .
worried «bovt dhe practice &

ind the design of design . There's |
on\\, the one thing - A RCHITECTUEE . Q



These are the aaenda tems
AGENDA ITEM6 JETEATIT
. Mdl’ke'}:\ha %\;}n‘é‘\’gl‘:ﬁ ‘- euf:'(MWe \rst
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. CI&i:n-% Management a5 4 mallee & erinciee |
. Fricing / collections
o Contracts :
.« Paper + time managemen
o Service / Services
. Joint ventoree + consultants
Stafing + 516 managemen
Telegatien
Quality ceontrel *
Tesian manoqeman-k-
Pl&AnnINg

Ad yoor own -- what ds you home and comelan
a\nou\{? & night 7 Warr; dbqaou*' ? 4 mEatn

u
a
a
o
o
a
ju]
a
a
a
a
-]
=]
=]
a

Nete: \k heck
?l%]ieki’i_?:\ ‘aqo.?lr?tﬂ‘ !'Eéex\(-
eve g specifica
inclu::lai 2:(?;?‘{' FQu‘All«"WY ,
Contrel-- Wy part of everylhing .



TAKING 4T0CK

1€ thies beok 16 46 be bseful, you must b&abl& to coreider

what 1t “aye 1N ferme o your own practice .
fere's nhow n & steps (lé rinotes).

5‘\'5? @ ch\‘l lh ne more thanh 2 MINUTES Lot here
the & greatest INTERNAL stendglihe and weaknesies
of your £iem .

= GReATEST STRENGTHS |4 GREATEST WEAKNELSES
1, 1.

V4 2,
|

%. i %
4 4,
5 =%




g

®
WHAT'G OUT THERE 2 CLisT (N 2 MINUTES MAX)

WHAT ABE THE EBEXTEENAL FoRCES 7

T GREATESGT THREATS To | S GREATEST OPPORTLUNITIES
L'\'Ha FIRM FROM oUTSIDE IT. L(N THE MARKETPLACE

Z. z

» 2 |
4, 4

&. 5

“@‘raxke o covple of minvtes to leok back over your liste.

0 Anyll'\\'rq Yo add 7 .
o g any cohnechons between ‘ﬁhracfS/weakmse/:- )
e tween WM(AG/DFFD!’{'MH&Q z



@ Now - it quietly for Z mivtes and reflect on what you
Jut wrofe . Den't think of, eolutions or try 1o analyze
problems ard Ton't skip the atep,

MMM ana... MARKET
JuaT CLIENTS
CONSIDER Prolects
WHAT STAFF .
1% -~ INTERMSOF ! < FIRM ORGANIZATION/MGEMNT,
YourstLE

® LAST STEP: Acsime fior the motment that vou are ene of
a par of TWine . The you sifting here e aeing to send 4
qQuick message fo the you that's over Inere ronning the frm.

Tell 4nat sther you the plain Trith -- thae gead firet, then the
bad -- abouvt e firm. You'll have chances to reviezor
vpdate your dixgnosie later, Fer now, just serd an honest
evaluaton of cltrent ztatue, And fodt. & minotes, max.

PaTE:
1. THE MARKET @

2. THE CLIENTS ArE

2. THE PRojECTS ARE

4 Tig GTAFE

5. THE Pk

6. You ARE




If vou really dd the TAKING &STocK exercise waH
chances are’ | you licted sLome HeEAH, BUTS Y.

“ Yeal , bot dhate juet my pe,m:,rhon

v Yeah, but dhat’s only a feeling .-
fzajolo@lml facke ave 24l facke . Mot qmcl harA

business cecioions are based 4= muocla
cephons_as on tangible evidence or deduohve
m«l AT Tha ww buts" can be posthie forces when
you make e,a\ overt -~ get them ovt inthe epen 4o you
can work with fhem

Force FIELD THEORY
Fos!|TIVE FORCES NEGATIVE FORCES

STRENGTHS —3 [ Your \ & — WEAKNESES
OPFoRTUNITIEG —> \ TFM | ¢ ThreaTs

WHERE A WHEFE A
You ARE You WANy
Now To »E

(ndhe TAKING STOCK exercie you \denhhed forces that
have your firm locked in ite present posithion at pont A

# U +h [ the vest oF dhe beok. there will be
5 far quet;otoeis 1&\:‘6 DYF?OI’%F)ﬁtgc‘S 1o -Fdl&(gu }Me 6?\&“1)(6

6\/&(’1 move , to identify additional ferces , to reinforce
er moch?y \/our Slagnosis.

Leok ForR THREE THINGGS
@ WaeEe You WANT To B .

@ WAYS TO MAXIMIZE OF ATD
Te THE PooTIVE ForcesS

® Wars To PECREAGE OR ELIMINATE
TRE NEGATIVE ¥FORCES .
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MARKETING -~
(MAKING PROJECTS)

Comes firet in this
book because

MANAGE THE FUTURE

MANAGE THE FiM

MANAGE THE 4TAFF |

In %ix years of MANAGE THE FROJECTS
small- €irm :
roundtables, MAK NG GOOD CLIENTS
it always came
firet on the MAKING fﬁOIEcV—..O @
participant s’
agenda oMa\kkeHng

o Positioning

Bur IN ReAL LIFE, o Selling
' o Client Selection
MARKETING 1oNT o Marketing

FIRST. 1T ALWAYS.| Yool & eyégmz,

L
It'¢ intne velahonship | ° Fraject Fricing —
you build with clignts. | \
te in the chﬂél\&y \
ard responsiveness you J
impart tothe Firen and You Have To Do Tde ResT

your 4tak. Most of all
e in the excellence
ok Hhe Proyecks you do ---

To Do MARKETING BEST.

That's why, in small-firm management
workshops |, we deal with all the issues
of doing excellent projects and having
excellent taft and firm before we
talk marketing.

The lawyers have a 4aying, : “The Ae\ftmx—\on
of & principal e "'s anyone who can
bring in clients”.

Clerts want to deal with leaders wd-h Visien
and the ablity to make Wt happen,

I



MAKING PROJECTS
S\

~N

%

INDIRECT MARKETING-- EVERYTHING You T -- ,

<>O Reading , Liwtening, mixing wih areups,
Asking questions, developing and werking
a mutvally guppertive network of ¢

o consultants ¢ acoumtants

. vea| estate sagnts « SUrvVeyors

o contractore ¢ ate. ete .

enﬁoqpoaeme/cow cALLS
. Heltine, and mwﬁlm
?Y of mnc calls \:ﬁc«rs lqand vigite
Learn dhree things:

0 is there & frp)e'c-(- 7

5@1 pweecT MARKETING

ucan we qualify 7
QDo we want 1t 7
FolLLOwW:LF
N, CAUS,
Resgagch Erers
o b the project real € MAILING

awWhen s 4 likely ?
0 Where -How bia - Funded 7

AKING FrRIENDS/ SETTING INFORMATIO

ADS

LE\c,'? OOUE GOA LY
—_— To MAKE FRIE WDS
—% AND GET

nTSE INFORMATION - -
- et them talking

- on a firet-name. -

- bass . Eotablichn

Ghared intetrzsts
R and valvgs.

0 Whe's competing 7 87
91 a Who makes the decisie=o” s
Z | 8 Whe do they listen to 7 ™ \IOR —
= | o what dethey want, need 7 ProfFo%ZAL |
s t\ll T Goals , restraints, seasnizahon, Proced “Ecm"h'.’c Lummary
g Execuhive 4u
%&! :?am wchktAProPob? RF?P(obMéAqUnﬁer#wJ
“ 4| PRESENTATION fieerare by Thiakin Q Our apprDac
2 500 o\s_ﬂwwab\?you were T A4 SQuat \‘ﬁ_‘:‘?“"
— C cliext and finding answers g;zzfﬂf*/%w)id"
ﬁ Yo dhe clienrts concerns o ETC. BIC -
X Show you underatand
b AND the dients’ needs,
0 REHEARSE \1/2’;6;“?:-4 @i—f{b“&:ﬁ" T~
Z our about dhem | you've got a unique N
3 \ 4 ,
3 approacl 1o\ lered fo them, you're win or lbse:
] \“Si | husiashe abevt the sppectunrty !’/ Folloew vp \
- -get /
Aebrle-ﬂng
2 \—/
°0) FIGURE THE ProjecT
o From beottom up
T et Brom concaltant
e o With input tvom consuitants
Plan the Mao+\a+\9f\ . With gotimat coote,

as crestively as yoo cesign
the projet.

N

fom t2an members .



MARKETING ‘
Deont be intimidated by jaraen.

Experte scryhnize ard break
~ Mar keting intes _

\o eeitionin
So_ Public gela+k'on4
o Marketng Becearch
No_ Lead development
Proposal wrihng
o Presentations
a Coordination
o %ellin
o T lesina
> ete.  ctc.

°~

4

There, are really only two .
bacic Kinde of marketing:

© DIREGT MARKETING

What you do dhat taraets
a Gpecific proect.

¢ CKOIREEST MaRSETIN

Evervthina eleez vou do .
EV&R//‘TV\U‘\%. C \'r\alZé\n . going to Ahe bank or the PTA,
shopping ~“For groceres; Inspechng 4 Proect ete)

OF dre fweo , Indirvect marketing is posaibly e mere
imper{xnt.

Two quotes to explam indivect marketing from the

small’ firm Viewpoiht:

o " FRoPEr MANNERS |6 ONLY A NATTER OF TREATING
29— EvemYONE N PRECIGELY THE ShME WAV .*
: (From "Ny & Lady )- Svbeontractors
morticians | 4urveyors  Lawyers -- wihet they
have in common: 4 They can fomeh laads.

o They aan cvwﬁual(y
Show Lp en kuiding .
committecs orac,c.llefﬁe.

" %ﬁ% §F WINRING 16 JusT SHOWING LP. " (Woody
L Jg] . .
The trick |, oF couvtse | 16 firdine ouvt

g '
Where , when, and ¥ - That's
-HAea &\vor?o-"en &dnmdifeo;? wrnk?rkd:lrhg .

o)
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DIRECT MARKETING -
SHOTGUN

Kequires a lot of resovrzes
over time be svacesstul,

Lets e market (and

luek ) contrel your
+iny.

can '\’emf—L you +o pnder.

take proyeds ovteoe

your ared oc aompetency.

Can lower yoor hit rate
and eventually your selr
esteem and credibility.

May be the only choice
N tnarkets et i
politeally /aamogmﬁ'w((y
vikes tremendovs
energy 4nd time .

leo Freavently Hhe essental
strateay for gtartng «
prachee.

TWO APPROACHES
RIFLE

n Lete you act an the marke,
hot o&t react .

b lets you bold « bedy oF
work' and « leve! or axpet-
tee In propct types you
are deeod” at.

a (6 geod risk management,

8 When you lese, it hork morz.

B Works agaviet exeandin
our mmie‘r -- gcan lcodé
problems of vnintendes

special(zaton . _
o Alows beter abiliy fo gize
vp and acceet /reject cliento
g May result in rmissed
ecpportunities.
Bequires « lot oF nerve and
Wil power.

a

e rdlese oF
Mhe clierds you

Yot &

at the poteet than it s
On

beginning.

prospect

| Pe selechve aleot

. marketr. It's much casier and less
destructive o A relatonship

i et -lhem down aent!
after you've ourted” trarm.

Ft’ojec'\“ gene LoLr most _ﬂ?‘&l’.\l‘l’éé'{"s
report they had
2 warning ‘bell” vightt  from the

an interna
very

Ighot

Next time your alarm aoes & About o

me 6 check it oot



HOW DO YOU PosITION YOURGELF 2

¢ How do you want your clients 4o see vou ©

0 On what basie do you want fhem to select you @

¢ How do you Plant youxeelf intheir minde 2

List below at least 2 of the projects Hhat were the mest

enioyable and fewarsing In your career <o far . Then
liet at leget 2 that were the woret For vou personally |

PECIECTS ( Beety !

FrRolec1s (WorsT)

Noew think vack to the eginni of each of #hese proiects .
How did the client vegans yon?ard how did they (':d(c.lﬂc i+?
Beode cach project liked jot down key worde or Phrases

to Justify 4o ther aolfing” buddiee Why they hirecs you instead
X some otner architeet.

Examine yoor list again. lo there anythng the clients or ther
Proyeets on either list had in common’'? cConsider:
o Project type by funchon ? User Grece 7 _
¢ Clieat type: Commiftes vo: Ownerbser vo- Developer ve: Boblic Aqercy
e Budaet: Higherd or low 7
o Client attitude foward you 2
What you're \ooking for i o market ptolile of clienk yeu work with best.

With that protile n mind, §ill outdhe cLiEenT Decion VaLugs, ASSESSMENT
on the next page -- As you thik they weuld answer if.

\S5



CLIENT DESICN VALUES

ASSESSMENT QUIZ

How would your targetad client Fill e oot 4o define what they hold te be
decign excellernce 2 In each of the horizontal linee relow there are three

statements .- zach ik a chatocterishe on decign auality. There are no Wrona

arswers. In each line acres, number each statement as |, 2,00 2. inthe

order e client would rate it Importance; 3. for most impertant |, 1. G leact
Total the rshnae fr aach column . The vertical colomn with
regate of choces that most nearly

important

e huhest score containg the

reflect your taraeted clients valie sy<tem reqarding decign

COLUMN 1

COLUMN 1t

COLUMN 111

Context is the deparwre point, the
inspiration for a bold innovauve
statement about it

L]

Recognizes, recalls, and builds
harmoniously on local cultural and

physical context D

Scts strong image, distinct and new
to its locality. Stands out.

J

advances the ar of architecture
through a significant design
statemend; explores new ideas;
great clarity of concept

[

beautiful to the eye; a place to
experience over and over,
uscr-friendly

]

striking and handsome, meets or
exceeds space requirements

)

technologically innovative—
demonstrates uses of new matenals
and syswems or new uses for proven
ones

L]

great flexibility—funcuonally
innovative; circulauon easy and

self-evident
L]

uses readily available matenials and
Syslems in proven and efTicicnt
ways

uscs highest quality materials
commensurate with its use

)

public and community suppon
assure economic feasibility,
excellent lifecycle costs

[

best possible value for the
construction money

U

transcends style categorization—

good human scalc; timeless in its

timely, current design; strong,

arresting and thoughtful design—invites parucipation and compelling image; attractive
[:J reflection/activity D
elegance in both matenals and appropriate durability for its builds easily and well; meets
crafismanship sets new standards intended use schedule and budget
for quality in all levels of
detailing I ' [ I D
explores new ways o satisfy client environmentally responsible—is meets or exceeds all codes,
and user needs : and fecls safe. . regulatory and program
] [ e [

uses client program as a vehicle 1o
expand our awareness and our

concepts about design

satisfies but transcends the client’s
program (o also serve community
necds

meets the stated wishes of the client
in an exemplary way

TOTALS

Hi

U

L6

il



‘T HE CLIENT PESIGN VALLES
ASSESSMENT QUIZ

lo baced on the netion of a THREE-TRACK ConTINUUM

Continuum of values held about decign excellence |
Arraraed according '{-o whose intereste tend o be served -F\'reﬂ

1 7T T O 0 e i e e e, e, s =~ }
o S d G G S e— f-—————--— | \'

/ . - L s ] ) \‘ l
Dex,zqncr/ Rokession /%fmy/(o mmunity / Use rjémo P /T e,nanr\-s/Ché,n{—\i

‘ — l ) g
Valves which focws | fublic Nalves which focus .

| Fwat on : laterest Firgk on Clients' |
\)\mh‘&edé‘ \nterests |\ Served \nterests

,&-———__‘:

Ig'II . IK |

LT



THE THREE-TRACK CONTINUUM OF
VALUES HELD ABOUT DE4SIGN EXCELLENCE

TRACK T \\ TRACK T |
Focuses FIRST |
OR SERVING THE

INTERESTS OF & }Oe/.'ancr/FroFg%ion/éfc\¢+y/Communi#y/L\W.Groues//Temn{’s/Clier\{'l

1
| Advances the art IKecoqn'\zeé, recalls| Ziriking and |
| of Architectore - land builds on its | handsome « Meets|
Elegant inall ks I context s Circula- l budget and sched-|

| detailes Great I tion easy and vle « Clear con- |
| clardy of concepte, self - evident o | Cept o Sets s{'rona
l Explores new | Righly €lexible Gor] distinctive imdqe,l

Tyewead spatial velation- ' multiple usess A | which e new fo |
PESCRIPTIWVE | Fhips ° lnnovative. | place to experierul tte location « |
FHRASES A&ourl May transcend | over ard overe Uses readily awatl-|
pESIGN GOALS | categorization by l Beavtifuls User | able materials
ox pesiah | style« Contrasts | friendlye Durable | and systems in |
ExcELLENCE | sharply with its | sHarmonious « 16 | new, efficient
context « Highest | and feels safe - | waye Meets and |
| possible j‘uo\\i’ry | cCulturally con- | exceeds fonctionall
l « Technically textual » Energy | requiremernts o

innovative  $trorg | efficient « Good | Good value For *H‘\e,l
l personal express- | life cycle costs« | construction cost

| ton« Expands our | Technically excel- | « Value added |
awareness and | lent «Ecologically | through deaian - |
| our minds - | considerate and | Peasibility goode |
Esthetically | environmentally I Technically excel- |
sanificant | responsibles » | \ent for dhe moncyel
] !
| CorporatE HQ | RecreiTion ﬁzo;gqsi Clinice |
| BANKS K~z PRIVATE |
Treteal | Pervate Keémaucatl; . (072 szc.rc:zrmou “o‘:rww»l
TYreS [MoseuME  puveRsTY gp 1G\oL centers |

puiLowes e, MULTIEANMILY

| COMMERCIAL |
INTERI0RS | ReclonAL WALLe | 4Tee- OFFice Lo,
| AquariLms [{etomic fe%azvq(ox4 wovsress |
{ WATER- EZONT DEVELOPMENTS ] /)
Mmoo

(.&




i

'ART MUSEUNS

THE THKEE-TRACK CONTINUUM:

TRACK
I

An ectimate

revenues

107

Y

project +tvyp
Fo the profession *

ééf’%/a

WHERE THE MARKET | —

TRACK i

L |

of allocation
e of total

25/

!
|
i

!

!/

|

/

TRAcK. /
T/
/

SPec |
OFF\lcE
VILDINGS

by

FAST
FOO® & |
OTHeER |
FEANCHI\SE
FPROLECTS

/
/

PrOPRIETARY
MEDICAL

DoTR | @UTION

! CENTERS
K-l' iz
| MoTeELS
STATE | STRIE
PuBLic CENTERS
MEDIC AL ! ’ :

RESORTS MU\.‘T\FAM[LT PROJECTS

Re & ONAL MALL

// ROSPITALITY Proy #crs INDUsTRIAL
,_/"/ el NCEs CHURcHS cL\NICS
CORPORAT B! HQ

RECREATION

N)NEZQ\TY BUILDING S |

%

FPROPRI\ETARY
NURSING HOMES

* Pased on da‘h& from the HZT‘ AlA Fact Book

i




That health -food e & Just as relevant (maybe more?)
fo architectore firme ag it '@ to pecple.

A aeed way o aralyze te implicahions 14 to el one or
more firms yeu sdmire, It's also true you become what
yov compete with. fretend you've just taken a posihon
with the firm you admire as marketer. Your b ie to sell
fhe fim fo the clients you tarmgeted on 4he +we Preced ins
Pages . Write yoor marketing mecsaaecs below:

Des 6N

SERVICE

TECHNICAL COMPETENCY

PE_VEEY

FROIECT CosT CoNTReL

SCHREDULE / TiME

FEe

Now apply iose meesaaes to your own practice and market .
ExAMPLE: (£ your mestage  for the last twe tteme was ! Whatever
it Takes to qet the vest project’, you probably shovdn't spend
much time pursving strip certer developers . € your Mmessage |
aboot DESIGN wWas “We con have you Hiree alternatinee withim
a week", mayve you should.

I¥ you covldnt tonestly sell your firm with these meconaes - - covldn't

deliver ondne premise -- what changes sheuld you consider 7

How covld you feam vp With cther architects o conaultants to make
it possible?  What continuing educahon would help qualify you 7
What can yeu do in indvect marketing -- Secially or inhe buosmes
comm Unity--te begin to position 700relf and send the proper mosage ?

IO



ARCHH—ECT SELECTION : Why do cliente pick one

architect "over ancther € Usually for one of the
reasons liected in Colummn A alena with &

combkination of come of the reacons lted h
Colvmn B.

@ E r - _L .
(D) Goop PerconaL & A perception ot exaejller'n Service
EXPERIENCE WITH o Good q&nerat l’ePUTa\Jr\or\

THE SAME ARCHITECT M percoption o o uniave or
(2) THE ARCHTECT HAS Impressive approach o service

n

DoNe BXCELLENT o Techncal competencey

e e e see O Flhancial Stabiliby

WAKTS o Adequate 4taf for the prowct
(3) THE ARCAITECT KA O AssUrance of speed of cervice

DoNg. PROJECTS oF . : L

srreeen w0 SR PRt s e

RELEVANT TYPE ' prees o

THE CLIENT LIKES a Conn%w-\\‘ohig/gx?gk(en_c@ n} {ine

THE ARCHITECT HAG e ject lecation e anticpatea

DONE EXCELLENT paitheal | reavlatory, or Fondina,

FrO)ECTS (OF ANY dicvlhés

TYrE) o frice or terme
Many Clients owe readirg 0 Geod C.Ham(-’—;l'ry
“D/ ou ?M‘YWF- t::\_m'f' 0 Goed references
Zdtgb:-aéd&;r todt . 0 lnnovative or ewcellent desian

Colomn A is in typical erierty ormer. Colomn ® s in ne
order at all -- priorities vary with client, project
Ve , and lecal conditions.

Ao a genewal rule, i you are below the mid-peint in
colomn A for « Far-!';culat’ pPro iect , you'll need &
ot of s4trenath in  celumn 8,

Netice most of Hhe criteria in dolomn B are intangibles.
They are & matter of perceptions you can influerce. or
create thwovgh marketing.

Tre very beat marketing o all | however, i« 40 have |
excellent projects 16 your credit |, and former cliente

who will zay %o, Which 16 why 40 many young
firme startng ovt market on
v o the otrenghof
g 0 Chemistry

o~

LD n 6_@\/»11'@@

L



ELLING Say yoU've dene your marketing and
?ic’,hf develo?men-&\/ \\;/vel& Coechons \\ and Z1), Thete
2Hl comes dng time {0 sell,  Ewrything tillnow has besn
baced on building a reliable foundaton for a strong, .
werking relationsihip -- and on making sure the. expectatons
of bola you and the client are realistic .

Al 4hat ohill applies to selling -- o closing -- except now
it youre wr:;e.{"mq w'lf‘n( é-fhe_r‘ oltzhi?rog{a, 1hinq{: are '
coddenly relattive.” The dient (s trying To compatz your
fitm with the sthers .

Tupending on cirzometances | dhe client may gercewe you ao
arae ovr omall |, local or avt-of-fown , expert ot novice
P 2 projeck type. Throvgh the ee or Soint ventues,
assecishons , teams of consoltants | or jb\e ‘
Yo drive erie hour , even %ole prachtores. may find
themeelves selling in any o these Six classitications .

You need o sray honest | yet put youraelt (and er voor
—{'oeam) n e rrz/otrk Fa.\/oer\& ?l{gki\/ ?oeeilf‘\g.

Here are some axam?lce./’—\/

LOCAL OUT-OF-TOWN

« We are here for the long haul. We have 2 o We are purely professional - no local bias
personal stake in the community as well as or pressures to use anything or anybody on
a professional one. We intend to live with your project other than what's best for it. If
the results just as you do. it meets your needs and wishes we wil! fight |

to get it for you. You wouldn’t be talking to |
us if we weren't specially qualified.

« We are here every time we are needed--we o In aninformation society there’s no such
are only (—) minutes from you, (—) thing as "remote”. Here is how we plan to
minutes from the site. We’'ll know when to manage project communication and
be on the job, without you or the contractor coordination.
having to call us.

o Fees spent locally get respent 7 times o The fee for architecture services is about
locally. Keep the money in our own town. 1/10 of 1% of the life cost of the project.

Pick the best.

« Evenif we end up with an out-of-town o We offer fresh eyes, new ideas, objective
contractor, most of the actual work will be evaluation of the performance of the
done by local people. If they screw you, contractor and all the subs. And we have a
they will have to work with us for years to basis for comparing their work 10 the best
come. We keep score . .. and they know it. work in other localities.

wec



ON THE ONE HAND, 1he prowct

will probably

ae tote arah'rfem(

who wants it most. sl
them wihat dhey want

to buy tather

than

what 'you want Yo

<ell .

within the

boLnde of howesty, oell
what'e intheir interest.

OM THE OTHER HAND, the
flret | ongoing, and
most Important task
in controllirg vour ri
liability s making
sure the client’s | 7
pxpectahons ae realchic,
Say W yev'llde .
o what vou say.

SMALL FIRM

Today’s fast-breaking technology demands
a generalist overview and one point
responsibility — that’s me.

We are not encumbered by in-house
engineers who try to be expert for every
project type. We assemble the best team
we can from consultants who are truly
expert for your unique project. Most of the
nationally recognized designers agree with
us—they don’t have engineers in-house.

Your project is a big one to us. It means a
lot and will merit our day-to-day attention
at the top. It won't get relegated to lower
echelons. In our firm the same architect

(me) personally controls (design, specs, etc).

Just as in your business, in architecture it all ;

comes down to people. You want to deal
with the people who make the professional
judgments — not with computers or
technicians.

Your job means so much to us, you can be
assured we won’t be shifting personnel.

We are a close-knit office — overview and
coordination of all aspects of a project are
automatic - everybody in the office
overhears everything-there is no
compartmentalization. It’s all one-on-one.

Contractors —just like you—want to deal
with and tend to pay more attention to the
head of a firm.

There is a limit to the number of

people who can effectively work on a
project. Regardless of firm size, it always
comes down to the project team. We are
just that —a team —and plenty big enough.

LARGE FIRM '

« "Master Builder" impossible in today’s

industry. A team of specialists is required. -

We've got in-house capability and therefore
have tested relationships and team-work
among well-qualified specialists —we stress
coordination —we don't expect vou to fund
our experts’ organizational learning curve.
You’ll get a dedicated 1eam to see your
project through.

There is a reason we are the size we
are--we have to pay attention to service and
responsiveness. You'll get a project
manager assigned 1005¢ to your project
with oversight by a partner.

Technology is moving so fast, it takes a firm °
our size to afford (CADD, Quality contro!
systems, continuing education, etc, etc., if
true).

We have staff depth and plenty of 2nd
opinions to assure the quality of
professional judgments.

. n " .
We can ride out stop-and-go on a project
when necessary.

We aren’t dependent on outside

consultants, so coordination is built in--it's
automatic.

Construction administration (or specs,
design, project management, eic.) is a

discipline all its own — it deserves an expert
such as ours.

Y



VERY LITTLE EXPERIENCE A LOT OF EXPERIENCE

¢ Caudill: "An architect who claims to have » Everybody likes a winner - which is why we
done 10 schools may really have only done keep being selected for projects like yours,
one school 10 times". We have no You've got a lot at stake here. We've goi a
preconceptions. We'll be working to demonstrated track record.

answer your needs as you define them.

e We’'ll be looking for break-throughs. Your o We have no learning curve on this and
project and your site offer unique won’t ask you to pay our tuition. Instead of
opportunities. You deserve more than a our time being spent learning the project
cookbook solution. type, we can focus on what’s unique about

your specific needs.

o Let’s talk about what’s unique to your o Let me show vou all the projects like vours
project and how we would approach the b we’ve done. You'll want to talk to our !
| design. : pthe{' clxe_ms_for this type of project. Here
: is a list of reierances.

o No assembly line with us. We work hardat | + « Because your project type is one we like '

staying generalisis. Similar but different & and work with a lot, we naturally research it

project types keep us from getting stale. ' and continually stay abreast of latest

Here are examples of different projects | advances in design and technology relevant :

we’ve done that had similar concerns--and * to it. We've already got a head start on !
! how doing them gives us the diverse Lo anybody else you’ll talk 1o.

j experience to qualify us to do well with ]
. your project.

o We do lots of different project types to
keep ourselves enthusiastic and growing
professionally. Nothing is by rote or done

o Though we are proud of our design. it’s still
only 15-20% of the service we provide. '
You want experts on the technical

without our full, professional attention. We aspects — people who've been there and |
have to pay attention. have seen all the variations. We've got alot 5
at stake in our reputation for doing this !
type project. J'

M Selirg withthe right woess 15 important - ot no mere 6 than:
B Sayinag them with enthusiaem and commitment
B Doing dhe rigntlhinas while you 2ay them .

Architects foke ther own Nolhing , on the sther hand , &
ability to sketeh for . more “bpring than a slide show
grentl_cé. Te most clignts akter dhe fist & minstes.
ts liKe maaic. 1r U
deawing on LAl 40 Mol
a thecharl [ aniten 1did-

while you talk. Whier, click -

gven 4simele b then | did. Mk
pubbles, stick whire click. ZEPY 4
£igqures and = :
 AVDLS Fivet WHAT EVER YOUR PRESENTATION

4
. their attention -- STYLE -- PRACTICE --OLT Loup !
It brings heme the point you have —_—

a special exgertisefney don't Ll

.14



CLIENT &ELECTION

This 16 freom Ava . Abramowitz Ecq. , Vice Besident oF Vickr O.&hx&nerer
& lompany.  Ava has tauglt Fractice ot Harvard and  topm Hre courriry
helping architects laam how Yo prachie smarter. ,

SMALL FIRMS complain they'te always reactive vather Yhan aserhve.

There arz some very postive stepe you aan tuke toward comtolling
mere of your own destiny.

A GOoD fIRST STEP 1S 1o BE MORE SELECTIVE ABoUT TRE CLIEUTS
You WoRK FoR.., REMEMBEE — SELECTION 16 TWO-WAY,

FACTORS TO CONSIDER
(DCLIENT BILTORY. Whak braqace de they brng

To the preject from their previovs ewperiences
Wil design ard constructon 7 consider it in
texms of Your own capapility and career gesle

o ¥ Ahar experience hae been dicastrove and vou demand
avteromy and trust ..

o If their experience has been wonderFul with o fwe ,

experenced drchitect | while vou're jit atartna veor fiem ...
BITHER WAY CAN CAE You PROBLENG I COUTEDLLING A
MEETING THER EXPECTATIONS,

(@D MANAGEMENT _STRUCTUBE . When dhere are problems,
Will you have access to
B8 The person whe can fGx i+ 7

o The person_whe will evalvate yeor performarce

in the end

@ CLENT ATTITUDE .  When Ahe '\'oqqh decisions have +o
be made , how will the clignt weiah yoor professiona
experhese: _

o fight &
u  tely oni
u @anere it ard forn to slhere 2

@ SOLVENCY, Tioge the client have enough troney to
Pay ftor: _
B Your Servies
a The project ,
O A reasonable contingency ?

s



® EePOTATION .  When ‘f‘mi—qs g0 bad, how does the client

recolve dispvtes 7 Do Fhey confront problems or hide
from them 7 Aftack or neastate ? Freblem <olve o panic ?

© COMMUNITY TIES. 12 therr 4tanding qcbin% ‘o help or
aenerare obstacles in any of these:

u \oeal communtty ( gresrests pecele , negh bevhand
. , , Aesociahons | ete )
a Flnancial community ( power strocture S

o ﬁequ\a\-('ory éommun'\%y t:jr:hé::mw;gﬁ:y be 10

(D CHEMISTRY . The beet prolects ceem to derive hrom motual
Trust and respect for dhe strenah , lesdership, and experhse
Aatr beoth client and architeet bring to e progect .

Warm personal relationshipse are a bonus |, but not necessary .
Some of dhe best clients are Youah , pPrusque | and fair .

Onne slher hand, you want fo check yourself for cigne &
incipent fear and leathing,

» g Are you realy willing fo talk and aeal
supperiively ard erefessionaily with
thie client -- every day | if necessary --
for Yne life o the project 7

For WHAT \T'6 WORTH - The sianature fims roundtable

particlpante add an eighth facter 4o Ava's lict. The star Fime
Al 2eem fo corsider pPotertal projects in terme of how they
i inko an overall bedy of werk.,

o Wil the eroject e ene the firm will be prood
te have dene?

g % the_project & a -\'\/ the Fem cande well
and 5‘2‘32&17 2 ﬂfa\rﬁably z

O Wil the proiect be a leaming experience,
?;'a’r'aee\gmsﬁ?{ 7 9 Sersae

O will the preject 4erve Yo pesthen the fiem
bé\&er or Worse witlh the F{:i-endca market ?

You ARE WHAT You EAT. |
That's especially true ok ¢mall firms .

ik



GeTTING TRE GOOP TROIECTS

Most 4mall firm practitionere who say Hhey want to
arew their firme | repeort they want 4o do so in
order fo have a chance at the "Good" projects,

Obvioueiy , all "geed” 1655 are net bia |, theoah the .
prot it y’+o be? made on bio ?rcjéc?el ando‘?he cortinaency
-- the room for error -- & ‘normally greater

Here are a few iceas for gomg atter 4he by erojcets --
‘end puns" that allew yeuTte qualify without arawing
e Tirm. ,

BUT = Remember dnere are wonderful and notable

T architects (such as Fay Jenes and Acnie Zys’rrom
who focts on 4inale family residences and ‘slrer
small projects ouvt "of choce. The star desigrers
at e (929 Sygrature Fimms Rourdtable sad
they , always do some houses egach year becavee
thats where dhey avld learn more ) [+'s
Fossible to redefine what you mean by a
*Good " preoject,

L7



COLLABORATION

AssoCIATIONS  (Are weally prime -to-coneuiignt
— relahionshnips )

AGLOCIATE

AecwiTECT OF ” ARCR(TECT
eeorD ! (consuitant)

e
GceNeu LTANTS Sg i‘EA l!
— = &=

When *otar" deeiqn firme awsociate to foenish only the degign,
they Wt separate contracts and only a Memorandom o
Undex standing * with the local architeet oF record:

CLIENT
T\

\ A?&HITECT 3 joooo
i Eecorp

They voually sriib 1he
het! Arciit beboeal €os --

ard e avthority /
Q@enb‘l{ﬂ'y So- G
ARZHITELT OF FEQPD
\"'I,“'l// X/
PB4GN m

Schematics Q:p T\ & N
cPr. %(D/NEG,

JCINT VEWTURES
s Tt Tt i

bre sepavate i -
business dnd CLENT

quql emﬂﬁos
WAIGA CONTTEL
with the cwners!
firme for
services

b JoinT NTU \l

Otrer comsultants
cordract witlh-ihe
Jdeint venture

Ownexr architecks
who own the Iv
and hen are .

consultants, to 1t

&



EXPANDED SERVICES

THIS FROM KEN BUSSARD | FA(A:

e DEVELOP A SPeCIALTY
« CARVE OUT A MARKET

. THE MORE UNIQUE ---- THE
LESS COMPETITION

VaLUe

ewmc—.&zme ENEEG\Y/'meTozm PRESERVATION
l l KEUILDNG PATUOL OGILT
f’(.A.NNlNG ;

FosT OCCLUPANCY
"—‘l

INTE?\OEQ
pza 7

éecua\w T K___.ExFERT TESTIMONY
PrRoGRAMING FAZILITY MANAGEMEMT

MANY ARCHITECTS SPEciALIZE BY BRoJECT TYPE --

SoMe DPEVELOP VERY PRQFITABLE SPECIALTIES
BY SERVICE ‘NiIcHes'

AvA Aweamowitz: " The only dfference between
a rut and a niche ¢ altitode ”

¥ you Feel you're in a rut,
perfect and refire it inte
a tmarket nche /7

L]



ONE NicHE AVAILABLE To You -- SMALL FROSECTé

MOsT Blé FlieMs PON'T WANT
_S‘DMALL FPROLIECTS -- THINK

OF THEM A% Lo% LEADERS

You might even market dhe
biy frme 4o refer small
project clients 4o you!

IN 42
The AIA held 5 receach voundtables volving archifect=
whe apecialize 0 small projects . By "omall”, dhey
mean smaller thun & hovse -- aot ne_cae-cmrll
Vewidentinl . but mmodelshqe and addtions of Hat
Scale and imvolving, impacticoy the client that much .

Many of dhese awnitecke have developed this market
niche by choce -- aemingy do do b all themselves, have

greater Aesiqn freedom + peofessional growtn @t,.. Al
of dthem de small projects For peofit.

MARKETING SMALL PROJECTS
% virtyally all by indirect markeding.

See SECTION
2 FOorR TiPS
ON DOING

Who writesr an REP for a kirchen SMALL
remodeling 2 But amall proyect frOJBZTS
Practitioners do actively market: 6UCCEGSFUL LY

O COMMUNITY ACTIVITIES T e
D BOOTH AT LOCAL HOME AND GARDEN SHOW
U OeskToP/ QUK PRINT FLYERS

O PARAGRAPH IN LOCAL AIA DIRECTORY

O YeLLow facEs

O ARTICLES IN NEWSPAPERS, NEIGHBORHOOD NEWSLETTERS

Swall-project practibioners (and some of them have 20 -person
frms! ) vepork they like boln the challenge and the
Peraonal rvelahonships of e small project and advertise

hat fact indheir prinded marketing mateeial §F

.20



EXPANDING “OUR OPTIONS :'Some wavs To

GO ASOLT IT

@ NICHE - BUILDING: A éu&"’%&l.&l—‘r‘(

e ——

1. foL OUT FuLL Pi4| SERVICES '
A PART - - 2
OF WHAT | o — -
You v \\ AN SCRUTINIZE
THAT YOU \ \ |T' mLL \T
LIKE AND \ \ APART - BLOW
ARE GOOD

M DOING \\{:ibl( 'K%%

2. PACKAGE T AS
YOUR %PECIALTY,

'Enrus.aafe Sinteriors ‘ N
8.8 ~N s xé VN
X3 3 N | o _seevices IS LIS
S < "R r S AN
itl Ny \ CM " contracting I W Q
LooK AT WHAT EVERYONE ELSE

DOES TO MAKE A PRO)ECT
RAPPEN OR KEEP IT SUCCESSFUL. CEVE_LOP Your

EXFERTISE,
PELOME QUALIEIED AND ADD IT TO YOUR FEPEETOIRE AS AN
ARCRITECT

TiP. %ome architecks arz vow formin

. ming business allianes or
umbrella oraanizatiens o furnish

"one,-/—;'i'or shopping ",

C) SPec|ALIZATION

_ Concentrate on serving one
client type -- Or o

oing only one project fype.

.21



MARKETING ToolLs

A "EEEZE‘_QH? i helps to

make all yoor calls 1 &
o ﬁfo +wn 'P‘{?’ f, l
yourselt vp ‘o pro (7
warnth, Zonﬂ'&am’%. ~d
en kaem . Stand vp,
walk arund ard gesture
# you talk . Bver wateh
a4 *het' radic P.3. bounce
in his chair a6 he
broadcaste 7 \t

A Notepooi: Freferably .
: o N %0 You can carry it
half size (52 x8'8) vu'dth?,U verywherz

' -t alse serves a¢

\ your ¥ime managemen

* Liirg
Tekia P

(> \iereal i
Half 4132 and dhree
ring 4o you can fold
and bind in glax Ul
data. , typed Liets el

hn adyvctalse 3.-hole
runcia 16 avallells

off ce
;f MY‘WV' FILE = Por hﬂ:\’_é
CABINET nes , o8
MARKETING === eb;arfo‘ ‘,'all'mM{ ;
T Proresals
. K\T v b“?"/{, .
PRCESGOR: Save every | For TME fm_,co“M
1 F'L&Hwog” ML Goop fdod'tk
resvme | tiem zriphon
news release, prv;w‘:' m&’; FleM QUALITY , GENERAL-

st snd \ekex 4o you
can carmivalize
parts 4o quickly
rut togelner a
*customized”

ihquiry or
reAreS Bse ik 4o

aralyge and plan abevt
Projess and problems .
Strareaize propsals aad
Make presentations n felk +ie .
Tue araphic &kilc you 4nke for
aranted are like magic o most

clients . Use them . You Tnak and

+alk grachicaly on 4he ‘voard --
Wy Aot in your Marketing !/

7~ o Oone
= 4 arhueo('
coeh
CALLING £ \.QFM\A Sl
CARRE and N1\ mer ) customies
STATIONERY \addree” information
it emple Tiw: shek with
keep it simple, :
distinghive | and v

aoh @'z x | format;
¢ The mariet does
and terds to Lose

rrofessional -
Stock 4ites and not
S0 expensive tnat

Wh:r many omall fume have and mest could de witheoot w a

12 ¥16,000%2 s color, gencral purpese brochyre that'¢ oot
o date ‘Wilan Hwo yw.re’.qﬁ’ou con buy a \ot of cons

) G W‘HY UF-JAQA 4ine -
photo's and desic-top publishing Mmallers for a lot lest .

What's shown here i about dhe mnimum. Bot i} can
also be thovaht of oe a Mmaximum. Kesgp it 4imple. Over
you may want to add light table , projector, slide
The “real marketing system s

time

file cabinet, ete., ete .
you!

you nted +o werry ’:lédc o orying
absut vsing Leto . o B allows you
reipond
i

l.ze



ABOUT
TELEPHONES

Try clustering
ovr calls -
ar least your
matketing calls--
one bateh™ mid-

1o e morming
ane mio -To-latTE
afternoon . %

GeT YoursELF "UP' ror PoNING |, bsth peycholoarcally
ana  physlcally . | Try standing vp-- aestorina and
acting enthusiashcally while You tall< == clhanaes
whhat' yoot volice projecte

W
@ O,

e'e not ! well, Bob
may hot even be he

best gquy 1o talk
Yo abeot 1 <

@ig“ﬁ’é{% &l
mi ot

! th i
Pob STTunk ARYWAY Ngay be

. Gary 7 W T & ‘17:-\& cz:.li(*"\‘na( |
16 Bl Gmith lans for vout new
© b= it . Ligo. 7 v

braan -- Who
would Know west
albovs that = Sapy
Burus 7 Srzat ! -
can You tramctesr
WMQ/ L(g&

Tt'\/ t Ve F\m-k names and & pt & self corrcxclence_ ‘l’OGP‘{’
ot Thelr 4creening  system. Ty to send apeciEic, non -
verbal sighale at youre whﬁ‘al[inag e onvexsation.
Show & aenuvine interest In and

concetn for he gate -
Keepers along he Way. : Don't ZELL- TanT
Remember your sbyectres in callingt ¢ coMes  Latee

1 To make frende , or ot least Crendl t .
a Te L‘eag\\ about P;I:«;-Hc:\ W:cfjéth:on:afé '
e 6 Z(Z,a. X . 6. / V4 Y .

S Wit & S T dable B 15 TR
o What atehe slogtacice '+ maht face 7
o Can You quadify for considetahon ?
O To wake aun appointuent,if theres a reasen .

+HA Wt you'd be
‘ﬂi:qbcs\':f ene to
help we Bind o

l .2%



MARKETING PLAN

WE NEED A ....

THE FOLLOWING WAS CONTRIBUTED
BY H.KEN BUsSARD, FAIA |

SMPLIFIED MARKETING FLAN (A ReADER. DiGEsT VERGION)

FOR SMALL FIRMS

TASK #1: WHAT 14 OUR MARKET 7

{.

z.

PRQJECTS & CLIENTS
WE ENJOYT

PROJECTS WITHK PEST
CLIENT SATIGFACTION

. PROTECTS THAT Are

PROFITARLE

. PrOJECT TYPTES WITH

A FUTURE

EXAMPLE OF
MARKET

PEFINED A

DAy
CARE
FACILITIES

SCHOOLS

UP-SCALE
SINGLE
FAMILY

FOoRrR
DeAF

TASK %22 WHAT CAN WE SPEND FOR MARKETING 2

PROFILE Of YOUR FIRM

ICET 1991
Frorr Fuad  MULTIPLIER
////m ProriT 20% .6
INPIRECT. OVeERHEAD
[ qLreor ¢ __ | (pirect) A7 4
W\
u
‘§ DREST 4.
IRECT
}} \}‘\ LABOR 2% e
S (eiLaeie)
5 J

DisTRISUTION ‘oo
OF FirM's
S

NET Rsvedue

1.24

feopit PLAN
EXAMPLE -

SEE SECTION
% - "FINANCIAL
MANAGEMENT"
For HoW To
PERIVE 1T




MAEKETNG PUDEET
EXAMPLE ... USE NET FEVENUES (RIS BIMINGS = CONSWTITS + REINS.)
S-PERSON FIRM (I PRIN., | MR, LTECH +1 Sec)
S * FROJECTED NET REVENUES PER FULL TIME EQUIV. PERSON = NET REVENS
S\ # 60 Iy = Y00, an” Fitn NeT PoENIES
% lcoco 7y |

INDIPECT LpeoR - THIS IS WHERe You &ET
YoU® MMEBTNG LMOR  BUDZET

Shny Dowss
PEN G 280 w8s x84 = €250
B.Moe 0o b x¥e /nt t 12
SEc @ Vo brSx ¥/ = puo

N

INDWECT CosTS - TRIS 1S WHERE

YU SET UOUR MpRKETING INDIRECT BUOZET iﬂ
VTSIDE (N POUg=
CofTe, TREY  Lpto
- L MM STRTE Fovor AWAMDS - froeprPiy «@o- sSap
gr_ 4. VBB LETER - WATER ,PRINTING & MAlLING | | Seo- eoo
5. TWO DAY ONF ON MRBLETING AR IN DC 1Sco- geo
é 4. THYET SPECIFIC
. Dp e TIES - - . -
g ©. SCheoLs Fok OEpF - W0~ | Loo” MAEET G
ViDEo THPE ¢ cALS
2 | . - )
=3 C. UP SCALE MoLSING - o~ | 1500
= MEALS AT CLUB, FLYER ¢
HOME SHow BeoTH

Mrvztng wosect BueeT: ¥ 10,007 + gD~ = 9,@D

.29



SAMPLE MABKETING FoRM

[0 0 o

FIRM & fuoNE |CorrE, Y STAT)
(5OFLE Vv L\:fd g:l‘\h N lour | < TATUS
Kigx Widaek .
A Satgr | ~—t Shudyu Qaﬂ,’;(r:ﬁ.&‘ Wor anisun
24 BacA B g 4%, o0 & Litcound Dan
Buypass W. Ya . M mtﬁ ¢ aecluou
414cz /4

Phow. (55¢, 555 e Yo| A _ ' |
Fres Thomae J. flote :./ifo et rﬁ'.fct‘::;‘*“* + Sl Fiots wnlh

e . ' e proe
b led ey s \ﬁwﬂqfﬂ. Semd wlp on Bleoie P"’;E”e;

?W@'MW\‘F&A Ww B!‘i ; %_\
furers, Cavrs oot e
Bernig SwnP3 [0| | Csent + photo's

7S N 771 N T

gulla Gt U

S y . d
neeorbant 4o it callid - wande mig .

Jumpz .
S~ (teorard C.) V28| bt procont | aet rRwe,
meyp wad & oot .
e euws 1 £0 V23 ©

L
(

\ S

Framk Smitl | Alanta markehag consvldant  caue he keeps
a fornn  Like e for eyvexy Fro‘-szfec{", .Tua,{-'wf\?v\ he Lends
The client it gerse tvansferred o e preject File . As fime apes
by he keeps adding Treslh Porme o o stuack and “taples them
together to form A chwvological historq of Ay lbuaress
r&lahwow.

1.26



SEMPLE MARKETING FORM

. A
i T T
» EST. CON&T EoT. X *To x Yo = ija’nm
FroJgcT B STATVS it s
cosT FEE 50 | der!
Spuloct phe - 500 & Sprr fels| 2GO0O0 | (6o | Ao 7% o125
%la.l‘&h\ Houte - '2/ga 400,000 |74 600 |.G0 i_c.’o 7,000
Sl Cont temouthow | 7500 | Too |19 1Ko | 1580
AL i
Soovram Tmpwids Bande 252,000 | 15800 |.20..%0 900
Cgovwwe\ ?MM(.MM) 6/ 7 |
Zopng study ¢ Preches g W
EQ'Y‘ sepaxatron ' Bialiaa : '
Zc'o(/\(ﬂ/q ﬁ:a focd Rest. ' 150,000 15000 |10 % | 2250
Con &) ¢/40 7 | ' :
i
\ 4

Here 16 otom Yo hdp you geb an evetview of inowe projechons.

: #
Mong with a karchart it can begin to tell you what fo count on
oncdd when

t's aleo helprul n indeah ng wWhere To real wnealy opend yoor +ime
ARG tegouLtces N markehing

- ((/; ExAMPLES A developer geke you and &

others for Tree sketches on a million
: dollar prestiae project. Yoo eshmacte
You weu ld &fend & 9,000 to compete .
Echmated Fee = §15 000
x %o (t's orval: ¥ GO

X 670 you'll WIA® X 20 = #76006’0'

' Spending $9000 o aet Y1500 ient a very geod dedl unless
there ove sther vexy stong concidets

atons. &, ok In—lhe proy
Marketing residuals ( Bauity £ }4&{’,

f\/xo’cae | Medel, press releasds, ete)), or
valvalole ~ contacks (other than the developer) to be adined

1.27



PRICING Te ForMuLA:

TUERE ARE 4EVERAL CATEGORIES

oF

a

c

8

FRICE = % CONTINGENCY x TRoSECT CosT | $Prect conts
4 bvt albo an )
MAKkEIlNé costT sppropriate

1% o judament you

cosTsd To WE (NCLUDED & mMake, baced on:

(zOF‘-r share of ,
ANTICIPATED £05TS 5 INTENDED PROFIT

ot Your' &mec-(\'ne,'?roif% you .
have computed in your profi
plan -- or what you could
make investing the money
-- Or perhaps it's what
local developers expect.

g PLE anamount pased en
your relative strendlh in
the rr%o\rkct pce {'::;:ch.
specific \ob or proget ¢ ,
Uzc the iri‘{cvi:rl(glzéygw )
the “ARcHITECT SeLecTION
prae as & checklist.
Judae the added value
you bring ,dhe extent &
any “lock® on the preject
you think yeu have.,

CosT OF SERVICES to
nclude direct costs
of labor and oher XN
direct expenses --PLys o §

the appropriate share

of the hahifaé‘l“ coste, & 4
keepng e Fum rinning,.
Thie i he 'Erea\k-g\(en"
rate From your F!'O'N’

plan (sec Sections)
x the numbper of hours
estimated +o dodne

project.

If consultants are

required, 4et thew
pricess now --don'+
estimate for them,

e s o ) s

- for the strength or weak-
Z;:.: ;—6 ‘:a;ﬁ\ :t::n ness of the market itself .

and quality control. How much competition »

. . there ard how honary 7
Even ot the early staae, its
A aped idea to mack up an 8%
X (" Cartoon 4et ob workihag
drawings. Teleaate he taak
o any staff whe will work on
the project. They learn from
the process , but also buy In
te the pricing while they de
it. There'c a atrong. implied
commitment 4o live up to their
eshmate o drawinge and hoots
required

Add indhe oot of marketing (hovrs + expenses) to date and exterd
it by an estimate to cover negotiation as¢ well &6 Preparing and
aetling the contracts sgred - - Yeurs and the censu(tants’,

ALWAYS EACTOR IN A PERZENTAGE FOR CONTIMGENCY. Base it on

your judgment of the relative complexitias o the prosect andthe client.
Add fo it, f you don't yet know for certain the % of 4ervicss actually
reavired . Think back . When Was the last proseck fhat went as planned ?

FRED STITT CAULTIONS YOU To THINK OF
PROFIT AS A COST OF PROVIPING
GEmVICES ¢ (te the extra income thal .
paye for investment n centinsing education
to keep you competent -- for Fac}ahcs and
eavipment to improve your 4ervices -- for
resesaren to improve projects . ite also
ihe necessaty reserve o carcy stalf
through @low times er cover when clients
or contractors ae kankrupt.

1.28



Even with o religble data buse on previcvs project
costrn , all aix factors In that egquation are =t ill

JUDGMENT THATSL GCARY. There are 4ome
CALLS {{ 213 hingé you can do, however,

to ncreasc your comfert level.

D GET SECOND OPINIONS

(2) Get your partner or a «Aaff member 4o do the cost
caleulations ndependently fiom you and compare.,

(B) The consultina enginesrs giving you Prices on ther

services often are in a position 4o know ine percent
tees other projects have

toae
ecen aoina fer, te in That
interest for you to sfay *Flnanc(al?y healthy - ask them .
) Get & second opnion Frem el , You need fo do
¢ e fo Prepare e neqo*&h'o»r\o:)anwvé(y.
E Flaure the cost of dhe prosect concervatively, hesume

everytang will go wieng or 4ake rmaximum—
Sta& tumower | redesigng

uhcoepzratve builder

noskle zoning nearings,
lote of change orders, etc.

Now Tigqure the ok aaain with evecythng ast
well . “goun-% the beans ' beln ways - - hug\b?(e \
meetings , drawinas , tnps o the site | ek

U Youve new gone a lena way toward sething fhe
vange of fezs wihin Which to negohate . Sgut a2
one more step. Exrress them as a

percentaae of
_?\l/f\\ﬁai Jreld construction cest . Compare that fo
e
bt

=

val market rate. I vour prize 1o shll higher
werk it top dewn from F Anen

e market vate. What
SerVices covld vou provide T Weuld you want the
project at that’ figure 7

@_&%\LP YOUR OWN RULES OF THOMES, Its much easter
it you de a lot of the came project type

. But even if you
don't, you need quick appreximations of what it takes for
yoor firm to do projects in termes okt
O Hours per sheet of drawihas and cet of 4pecs by project fype

B Morthly alewances fox direet efice expence by projéct fype
W Hours per sauate foot of building by project fype
arg , of couvree

L Fee ae % of combruction cost by project fype ard oize

Al these can help vou cress-check your pricing -- and make
mental revah estimates when interviewding prospects, .

1.29



® BUILD YOUR DATA BALE OF PROJECT RECORDS .

NosT FieMS buildher data base of pricing infarmation from
a time card 4ystem . Some kee ]

p ¥ a&_&imple as hoting
dates and houts werked in the marsins of their draawings . Yeu
can post an anticipatad achedvle on the drofting tzem bolletin

board each week and have everybedy note actial times <pert
on that, Many keep a computer log or pager ladqer for each b,

Whatever system vou vse, keep It ample encugh 2o i+ gtays
vp to date and readily available when nesced,

te & gocd (dean fo keep a file -- notebeck , ledger, computer --
as & recors of all direct costs of each project : consultants

'Fefé , priats , long distance calle | trave !, pestage and <hipping,
ete.

You can tum tns te a total projest vecord by adding time
spertt (Py Phase) | project area and descrighion , fée, the
names anc sddeswss of  contracters and Sther parhcipants et
Thie , Plre your calevlations deceribed in Sechion 6 "FriCaL
MANAGEMENT " de you moniter financa! per Oce |, can
develep a very efective data bnees.

SECOND QOPINIONS

The mere relavle
these an become
the mere comfort
you can_take fiom
them . They all
depend en the
expericrce of
Yeur firm .

Compnrative data
about what slher

The more you can nvolve your 'Eg;“c‘\’/ W&F fﬁ‘d
1A% n e entire ericihg o o &V“}',g \n;:) fd
Crocess |, he hrter vzosurce ' Y

Your peovit, that matters,.

You dont really fhnk they dont already know
everybedy'e salary -- do you ?’_’> '

(21167’ can become for you . overhead, yvour cost

1.%0



CONTACTS RESOURCES

-------------------------------

------------------------------------------------------------

---------------

..........

------------------------------------------------------------------------------------

0000000 ]ece0ireroseecsistsssarrecericr rrenrtnreetestrrsrtacsisissttscsssrtrsiniessstsstesisves

cesesssssessesarevetIsestesettttcate
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SECTION 2

__ MAKING, _eELUeNTs

Client development

ZA
Service and the service ethic — 22
Respective roles: client and architect (A
Pre - propoeal meste with clients . : Z.8
Communication: gtraight talk -- active listening 29
Negotiation — — 2.4\
How and ideal ncqo*«d\-\'\on quH’ work 2.6
Freparing for the negotiaton 2.1

Negshation FPreparation Werkeheel - 2.2
Neactiatng daainst stonewalls | attacks, ditry fricks— 2.22
Contracts and cormtracting wil~ ciente 2,04
Aboud the Law , - e z.21
The atandard o professional care, Neglaqence; Liabili y—2.28
Casic for fee determination 233
contracting +ipe

z.e4i

2.0



CLIENT DEVELOPMENT

In 1984 , The Ak Cwiththe help of e Core Grovp andthe
U. of Pern’) held two roundtables * involving principale
of star deziqn Firme and several big, foll gervics Firms,

The acd: To find oot how the big names do it -- how
they get, organize, and carry ouvtinew Projects .

OnNe TRING THEY ALL 4A1DS

Clents are

They epend a lot of hime made, not
eraanizing and edvecating born - -and
their clients to be geed only ihe
at clienting eaclh project architect
can do it

Georqe Harkman FARNY 4 »
Haréman Con Arr—b\i{'eaéj A

1 Even the same clent on two different _projacts  wil|
behave differently, due to the specitice of proget
aoale , funding |, weer grove needs | e . ete.

Since every provect 1. Lmaue | only the awhitest can
provide client development cervices . | Sclhes!
FACArRUNG & e\dow\&onal ™ :hA\A pulo\\cahcnf Ar;d

rwarmws Al help precondihion or qive recognition to ased
Zligm{’é -- but 60th expect them to o vour oo
for you.

[

0 <hert development vequires a considerable investment
of Your genvine interest in, curicsity about, and
concern for the client. It takes patience,
unflappalee  atfability | covrage , and +ime..

O Net making twé investment vp Frent | however, can
lead to re.oesiqns | mispnderstandings comptom ises
that hort the project -- even lawsuits.,

Approach client development as a ey service you
rovide -- helping . clierts | lbecome he bect they can be.

%buk remember-- alltiie comes after carefol edecton -- A bad client
for you prokably can't be made a geed clent by %))

K ¥ooknote: Sigrature Fume toundtable ¢ Marcl 1382
Star Firms roondtable , Octolrer 1422
Bl r’afcr‘i‘exﬁ N two AlA books:
“In Searcih o8 Dedian Excellance
*Keye *o Design Excellence ®

2.1



CONSULTANT DAVID MALTER ON SERVICE !
— NG
s~ N
// 65@1165 \ Satiskaction = ﬁrca?{'\bn

wifindne Serig)  minve
[ lNTLNélbLE/) ' ) gx?gz,-{'a_h'on

Two IMPORTANT POINTS ABOUT THAT
FORMULA &

11 Nomater how well vou contrl
e quality of your zvqu, it may
not be a;d enovah if you
cAn't control the experations
And perceptions o your client.

E] Nore of the 2 factors inthe

equations Satisfaction
- gerceﬁ_fgnﬁ

. - Expectafion ...

the proiect 7 is tangible or quantifiable /

Maister $hen says:  There are dhree factors required
for protessional ‘success o

AVAILABILITY
% ARFABILITY

R '
Every <uccesstul
architect knows you
have +to service the
clignt —- rnot Juet

ABILITY - o IN THAT ORDER,

r——
—

But keep service in o proper Perspective . Knowing
that service 6 a Key to marketing , rick management..
and business sucess, some architects come to Pércaive 't as
thelr only aeal in architecture. £ service o +voly your

goal Fine. But the aoal of the profession includes goad architecture |

In survevs for dae "Vibion 2800° proaram, cients told
the ALA \‘/(aoy hire architecks 'Forr‘tﬁgr" da,'-tqr{ ab‘dihoés'
and fo qet better buildings.

ze.



FOR MOsT ARZHITECTS —

svb-cet
| of the
over- all
goal .

2.5



SERVICE

Yo cam tainle of cervice

w derme of a L\\.oraxchy

of needs woch ke s low <

Werarzy of humatr negds:

Toe Tootecdio

e Forrm _g
ﬁou(é&lg u

—_—

Beconvee ou lbuddings
ootlve sur clicnk amd
oursdves , lhe long-rzwge
benefeiarcs oF cervee
oxe of specal (&fot’%aw
to asrclitects .

¢
Q--rb\e, client

what e 6[\.6/\* u)/\nl‘; p nedler \c;

vt 1/,
e avchitest b

%O\OM

What .
wiat e e Llent
client wamts ‘r‘*—’é“m‘*‘
Long-+
Nri\acfem)&

Need ¢

There 16 one u.wu{.eervice“ 14 veed 1hat
cinmn be a!anqcroo(-. . WM% Sonalt Licme
vreport tuey decun"scevee " to e
ther goak . The potental pblesmis
dhat & assomes he client's wemmts

Mnd needs ave the RS
Saume '“me'\eS - >

wiat The
% client vants
<> KTt Ahidect

I Ye axchidedd on\y e M(y

qeting the beactit of e r(a{’}//,(&u[
knowledge¢ and skl of

~ e

A Guch a stvateny may
K} \ be very e&or('-.é&é{b\"kd
/ \

. — I+ way ()/er\ w(v\oc’c
[Hre A\ 4, bolgahons of
he Fewn bl e client and

3

&Mued\ak

[ Youreclf \ g arcitect 4o
T

serve 1l

Poblie interest

24



Or — [§ we (MA{PL\r_a.ée

Maslow's \n{eraxa/\\/ tw '{'6\’0\&9
of design excelence ; a strateay
of dol‘nq on!\/ 0o moch as dhe

cliend knows enovgh to want:

1. Cennes Hhe cxchntect he (e:a.k
GXF&{’L.&V\LE e Frofecfé(or\
has Yo OW&’ e

Design

- - Excellene
bl (e ofedional L
‘9 e r\%h'oi col e Criter«

ceetgne 1y,
fonchonswell & I

meetd codes & Slandards

\
T"r?@cs base sheter L

Threshold \
ﬁzr&(»u\a&
C&’UK(X\&

2. & alee denies e
axchitet the best

S P design 1'
excellence

The | _T ‘
Arcbut['ad'él
The Qu "“\"4)’ s

“\
]

2.5



\n shvdies of excellent projecks, researcher Pana
CufF Cusc) found thet qood c\\a\fs and geed
designers did net showe’ a single visin oF the
Pr?im b\Th(fy igrc\b; held :WWewHtach{'ﬁ
oS Which @ Fedu(asr\ = ow
‘t?\em to yointly aclA‘Teve. excellence | &

Architect's ‘g\%

Vieion /\
/ T
/
k/f PSS Clients
Vigion
g

2.6



I—':/'\ch»w'mqs o5 the 1984 ,“614/\0&0(5" 'F\r;/yxs ,rééeam{)\
roondtalole svbstanthated <o& 6 £indings.

The otat desigrers  at dhe round telsle made it
plain dhey, expected the clieny to handle the
poet Finorcing; tha clieat expected Themw ‘o

oovide Ine design . on everylhng else they
worked very closely ogélher .

&L\TE—,NT

, me‘i_gue |
CO05T CONTROL '}\
SLHEDULE 1
FUNCTION
PROIECT “cofe

|
l
\L TecHNICA L

o e

FORN
| ARCHITECT

Tip. Expect your clients to expect you
v -\'bPz.on-\'ro\ Hhe design .

In ‘odaye market dhe only 'Y\A\r;cf\ +o
brak ased service as a marketing
strateay & qeed architecstvre !

(N



NGS "

PRE- PROPOSAL MEET] i
HELANG THE CLIENT ACHIEVE REALISTIC EXPELTATIONSS "X
IR i Wk T L mefore the
Make notes Toen vz % are your D meeting, review
Gober yet 7 intended resvlts N your interests 1n
phele / @F h:?game‘!&hhm? { the Pméraa; and
re ine ose ne
‘i‘;‘j{_’f&‘ Least how chente % To client. (see
' A Openihe mesting ‘neqetiahag
» 0 :"‘ you m'?é’* Jost " iy,
B > Ao & N, AeK A
' Pen'a&d quo‘a‘hdnf q . A -:"-':x'.lCOh'C(ON'\'

- show genuing

interest and concerm
for the client and THe Kevs
thelr activitigs oS Te AL THe:
The messaae: g~ Lca STRMEHT
vespect for Th
fhem and z, Aetive 8
what they LeTeNING

- You want te Know

what makes them tick
'\%0 You can meet
" Xhelr needs better

REALIGTIC

(Not susT

N
5

. Ton't h&f"(’d\'l’e

to dream out loud 4 bk
about your aepirations for the
pProjeat.

HEAR

[ 4
Y

Tty to encouvrage

ihe lbest the project
can be . W'o not
necestory you share
a Visien -- ot you
need to hearineir
aoals fort.

o
IEE A

( 2, THE COURAGE
To SAY WHAT
1S, AND YOUR

EXPECTATIONG &9
ForR THE (Fo\ecT

WHAT THEY !
WANT To o <

e chient fo help envicionfsi:

P,

L ey the problems,

>

_E

They know by now

you take m

T setiovsly and respect

J them. Tackle dhe
tough iwues Yointly

WHAT ABOULT:
o SCHEDULE
¢ FUNDING OfTIONS
o PEo)ECT PELIVERY
OPTIONG
° @QLALITY coNTEoL
o CHAMNGE ORDERS
o CLAMSG
o PATYMENT
° v4|
QUALITY
v$ E
Co%T' - :'_..'

'.'...':;.__ c
o o et v
s

' e very .
: oi:\n aboot \i°
what you don'k

i KNoWw -- and how

you'll ap abeut
aeltina Answers
for them --

and when 2.

!I:'...
.

(N

THE IDEA 16 To LEAVE A
SOMETHING UNRESOLVED %o
M o JUSTIFY THE NeXT

28




COMMUNICATIONS:
Ao BETIVE LTETENINGS

o9l
=1
@M =)

WHAT Yov'zs { WHAT TWEY ©F
PEALLY mu.

WHAT YOU TWINK
YOU'RE GAY NG

THE ULE.D!U\J. N.ré
e A BARRIEF

COMMUNIZATION ¥ TouH ENOUGH - GeT Feeopack /-
G\ve pEEDBAK J

STRAIGHT TALK ACTWE LISTENING
L4puak For worsels . Vs T damints (. Ohserve -watch and lden for
"It mforbm o me. I what dhey o Think
"Wy iMprzssion ¥ skorerd, «§ez|
7. Say what you see and hear. )9/0; Z‘;&“‘J
%Sy what yeu think . ?/ 2. heknowloday by paraprasIng
4.Say what yov Tegt. "What | hear You cauing c.-"
. i s. encoursae s "Eill me mon .
< Sy wté Heu ﬁw "I'd hﬂ 0 hear more abpu.
6 %ﬁm‘({ m+0 Mum‘;u 4. Ghvﬂ\ﬁ 00{' nﬂkm -tnd 5
Oﬂ’“&%l’ ’60((‘{ l mén|+ % kéﬂﬂ“’ “b‘w?d:é dhas
Payind afenton Wik UoU {“
Fbwe: "1 whte you & 5. \ntorpred - msk woursel what
elanfiaation wewo. they l,b(: sut what W\oq‘thmk
Leel | indend or did. Fill wihe
blanks for them ot 1ovd
"éovndé 1o m& as houdln you
wamted .

29



MoRE ABOUT ACTIVE LISTENING

(L lot of s came from an excellent workshop Boye

Appel -- Aprel kssociates -- puts, on several imes o yeor
in Atlanta)

The émarter we get, 4he
SOl b @ 4o Ligen ¢ mere

I We aet faster atevalvahng in
-4/ | andq&oof Minds ron OF%Q 'Frog wm’e
rk‘——J being said right now .

ACTIVE LISTENWNG \NVolLVES

o Aaffe\%'nq that differing pegihons are beth valid and
(8 4 .

o Believing 4hat dhe elher has informahon | viewpeinks

: 3 and Insights that are legitimate ard important to
No Know about, '

JupeiNG \B Using ekills that you can develop Hnrough practice .

| . But Tits hard and seciovs weork., The hardest

| PEROBLEN: Part & fo be aware of what you yoursell are doing.

\ (eoel By naet, and without realiz(ng it, most of ws spend about
SOLVING q0°%7e aﬁ ovr Time and energgs Voing perguasion - -

raa:r\oa/"wh'q m
wposin
Propesing N
Try

concentrating on psing pulling” energies

* INVOLVING ! Asking for slhers' ideas, Suqaeshons, views

Receerive * LISTENINGS Pardphimse | summarize , refiect fezlings,

ENERGY aive giiqimfo:gbns A3 check 4o e iF
ov It right. .

o DoLLoS NG, i\‘dfmﬂ\h@ Unw'l’q\n+y + Ml‘v‘\'alfee or

discombert. Makung yourself volaurable
and askina for hel

* FIKDING COMMON GROUNID S H.a;urué;b.{—u;g shared valveg,
beliefs | Kgreements . .
VISIONING ¢ Imaging ideal eoutcomes and acking

the Sluer fo participate in he vision.

THE WAY To
BEGIN 5 To PAY
ATTENTION To
WHAT ENERGIES
You AND ONMERS
ARE LSING,

Z.10



NEGOTIATION 16 A KEY DESIGNER'S <yILL
Fincipale of some of the nation’s Yop design firme 44

that star design architeete ave aleo very geed Mqo{_'(;-bre,*
star designers have
an  vhewerving
relentless commitment
to project ewcellence.
Each project i a | Once they take on
majet personal T A clent and &
tommitment ﬂ’o_je&‘f', 'HWZ)’ deo
o PECALSE Whatgver it
o FRoypcr SeELECTION -
Nee /- Takes for as
° OTIATION /o \on 3
g as |1
° DESIGHN takes to
are abovk dhe PR 1 achieve {nat
only thinas COMPLETION o excel\lence..
6*“.*;(6\%‘4';?? Twio LoopP for
Won't O _t-a ' A PROJECT MAKES
N‘Gftz ‘OL"?(M S\ THE N one What zta-
> v '\ T erser O desrgners do
\ NEGOTIATE /£ E Con‘rro\\fcl
. roy
The star cesian > %Zedz - lfrfo{—
ven Strensth ¢ n-houvge
ﬁ\mm‘qo‘h aton: N\ (HEREFORE budgedt.

They have a ve
c\elr ViGion oFk?fI(r\e,

Star designers,

extrerme and want {o be very sure
‘?gzi—mq% mvdvan‘rl\e,n’r bp Front that Both chermisbry
Wi exrsona ° cnems
dohand oF Déh*ﬁnézlvaé e cuent { £ 0 SO0 Se )
e

for e \ike
+.

Potential for botn
o Twe PROJELT {m&%lona& arowtih
and excellence.

. [ Appropriate for tne
o THE FEE quality of service
_ the project deserves
all warrant dheie

high \evel of gersonal .
C?mmi-\'men-\'. They've Very celective,

»x Zeporked from vesearch voond tubles
"Keys b Dosign Excellence"

N Press , 1987,

2.1



NEGOTIATION

NEGOTIATING

i& unprofessional -

'l juet avote my
1 weme AU uole oy

Qjml, l‘fl{,\ -~ Unlex | &Fcaw
age

Arg\—u‘l%al' ahen)r
velationsdhy ‘fha-}c

S0 ez.sen'ha\ to

(' an a\’d/\r{%{‘

% not Some bueme%
e, manl | can

A 0700 neachate well wﬁk
. them besavse the

do 't all -the 'hme,

and | don't
jﬁh
Yo und:xw% 1S THIS YOU ¢ ’

ladee and (’1\ qet a,( dheir -FU
work and U

We ARE ALL NE2GOTIATORS

Neactiating s 4he norma\ wWay We communicate
back and” forlh with spovae, partner, st to

o GET Tue RIGHT THINGS Done
-~ THE PEesT WhY Po%%ele
° WITHOLT PAMAGING TUE RELATIONSHIP.

Gethng the projec]
[ ‘hqe, man ning |

There are $o many
areund &t wartin

Whate, diferent about neqa{'uﬁmﬁ a proyect with

a clent ?
© The sfakes are often higher. (and that's geed!)
@ Yov dont have a strona relatonship yet.

® The process b vsvally mowre otructored |

90 what you read e a structured erocess for
ne,goha.\'mo that can help build a re ahonehl\v/

z.\2



E4 FROM A 1489

Negotiating
Agreement

Q >
PetEARH RIRIDTABLE ! Without

Waeeets Cox of Hierman,

cox E. BLHSOCAATES S

"Tue single mest (wmportant

ing on g 3o 12,
n;:qa‘l‘mhni Lo fee.

FreD cLarke TI, cesar

PELLL Eo ASGOUATES:

“The bad waws ordhe @

Qood News cowes

when you it PENGUIN
down to «tdhe a‘ooxs
fee -- ard it 83

H%ass aced or
b*adcﬁ{_rém then on .(

Giving In

by

Roger Fisher

and

William Ury

with Broce Pattor,
editor

I£ neqotation 14 dhe 4ingle
most importaut thing you do
on A projeck , you owe the
nedotiation the ‘sawe design
skill ard creative Tainking

5L bring to the pio
yﬁ‘ée\c - s

K The rest of 4hes 16 adapted , by

K you have +rovble @/ permission, from “GETTING To YES!
neapha

ating , don't
feal 'MA)% Most o
the best known
architects report
e same problem.

Adapled with permision Fom
GETTING TO_"YES, ey Roaer
Fener and Wilam Ury,

New ‘ork: Fenauin Books, 198!

The avthory’ approach Yo negatiaton
i especially F\;:\\ suited Yo awhitecty
sirce it dazen't deperd on power
trickery or telling licc up Froat 1n
erder Yo leave reom for oelitting the |
d\faence \ater. ‘

3



PosiTIONAL

(Travitional) NEGOTIATING

! with rgrmi;sion rom

GETTING TO YES, by Reaer

Feher and ‘N"luam Dry.
p;w ork: Fenauin Beoks 198

z.14

GoFT HARD
Tue GoilL: chdw;e Winning
aqreement

ReTicipANTS: Friend< Adversares

APOUT THe Kake eoncessions||Bmand: concessions

ReLATIONGHIPY |1 culhivate tt [|ao 4 conditdn of it

TRwsT of otHERG: | You <o You dent

Your FosiTioN: | You change You diq in and

readily hold

Yok o TioM You dl‘é&loé& You l‘\{,J& amA

LINE: | mislead abovt

To ReAcH Nou azce,e-l— org-1| Tou demanrd |

AGREEMENT : sided loxes || one-sided qame

You IusisT oW | Agreement Your position

CONTEST OF You trv +o You '\'ry Yo win

WiLLS % avoid

PReESSLRE" You vield 4o [[Yau apply
 Tue AmetirecT's (& pur i 1

FEAR: I 1 neqotiate

neqotiate 4oft hard , T'll

T probably endanger the

Llose - essential

Y&ld\h'onéhl'ﬁ




PROBLEM

FooITIONAL  BARGAINING t Neither |
hard nor 4ot & ih the arcakeck<

S olLVTION

Chanag the aawe -
Neqohate :’3 the

Adapted witn permission From
GETTING TO  YES . by Reaer
Fierer and Wilam Ury,

New York: Fenguin Books 1981

Z.\8

interesat - vyou losz even when merits
You win
$0¢T WaRp PrRINCIPLED
farticipante ae  farhapants az | Parkcipanks 4z
friends adverearies problem-sdvers
The apa! 1 The qoal « Tue goal 14 a wise
aqrcement victory ovtcome resclhed
eFicenty ard
amiably
Make concessrions  Temand concessiaré | Separate the
to attivate the #5 a condthon ot | people from
relahonsaip fhe relatornship | the problem
Be st ondne  Be hurdon the | Be oM ondle
peope and e poople ard the | people, hard on
problem problem the probolem
Troet cthers Diehruet otnere | Foceed independent
of frust
Chnange yoor Dig in o your | focue on intereats,
postion easily.  positon, make | not pesitons,
make offers, threats oxplorz interests
Aecept one-cded  Temand onz-aided | Invent p(’{'w.né
losses b reach aains ac the prie | for motoal
anqveement o aqreement a4a1In
Ineist on In&ist on your Ineist on vsing
reewent; yedd  pesthon; apply | dhyedtive entenia,
To pressure pressure yield only %o
pridiple
Disclose yoor Mislcad ac to Avod having A
bottom line youor bettom lIne | bottorm \ine



HEege's How AN “|DEAL" NEGOTIATION MIGHT WORK.:
®

X You make a proposal.
. Tney make a counter- o{?ar,
A B stating their position, which
. . you listen to very careful ly

%0 &% to learm the underlying
imterests behind their Foemor\

You 616&41Ler' At the same 'hme, You
their Proposal acknowledge them
by neither showing respect f’orﬁv,m
resisting

pexrsonally.

gy )
You ask clarifyin ProH&m Solvin uestions
fhat az omen- iﬂa?d --can't be anéx?er:ld Yes /no.

You ‘play kv.dk @ \\\\H//////

nor agtezing

?“FJ( 4hZOU tu
the Yape® %o fur o Yetrame e question
Show séu i-vmd wha{*z, to include ihe

in question .. interests as well

26 the positions of
betih of yvou. The

You ogree witn as

\ mesbsage : Farc.ona\(
much of their position \ ¥ vrespeck and "wWe"
206 possible (even the \ have aamred ?mblcm
amtw.f part) ard exmnd

it into "har great dea” -
a break -thwough e‘%m‘keqy

\ \ 6U+

rermember the 157
The “we" then work ©® role OFm ﬂf ating?
Together on the strategy e iy 4\' d:c\(r::m
4o find a mutually N {!’O"c nedotiating
beneficial agreemen

based onthe merite, |
vather than on the Vda'hve
power or étrengtn of

Will ot cither of you.

fable . " Unless
C=A, take a
break, sleep on it,

From Williaem L. Ury Adapted with
permission from hic forfncoming baok
GETUING PasT No [/ \«orklhcs -H’c
Pantam bwks, 1991
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PREPARING FOR NEGOTIATION

Your negohiations with cents reault in relationships and
projectes that can span year®. Take fime to Jesgn your
nedotiations with a6 much care as you design projects.

TWOo GeNERAL
ruULES

The auvthore of "Getti R
@ To Yex * 'remr'r\mer\<:L':v3 gq?\}g TEAM Uiovg’tf’am.
for. EVERY MIMUTE You Get help from staft

EXPECT To SPEMD NEGOTIATING or partners - you all have a4

SFEND TWO MINUTES PREFARING| | lot at stake. EBven a sole

PROcEYr ARD STRATEGY. prachthoner hﬁ_‘; n?_onwz{;n*‘
abv speuee | cotpultant, aceuntant,

g&iii\i A&ifiﬁf@‘ Eﬁi’f‘t“‘m YOt\J need soteceone {-1(0 \hen,

agreemnent, that means dhe . ";&u{_‘d&;&“yﬂ;, ﬁ‘tlf \que --

same number of prepArahion hich Y{_ o braitorm,

G estione . Aad can't e done alene.

SIX  S1EP% TO PREPARE YOU

D BrRANLTORM INTERESTS

A. Deseribe for your team or partrer dhe_proyect and the oschions
ok you anrd the client -- the previovs offers, ard counter- oRers,
i€ any, or what you expect. Assumptions are dangerous, %o
ask tre team for theis S0 You can develop & wnog & pogibilities.

B. Have dhe feam membas individually yot down Lt & your interests,
then the nlerests & dhe client,  (nterests are 4he intangibles
behind the quanhifiable posrhons.

We never poy .000( Gotta prove %o the boes
more than & Yo . | can 4trike & good |
And we'll bargain , ard_ {'m &till

cakching griet overhe
voee$ leaks on that

last progct ---
~N

Pos1 TIONS et C—mreeez.rs
c. Wake a combingd t. Dont cohaizz or judae any ideas wt.
At make a liot |, ducuss, ard add anything that svagest
Have fon with it -- imagiic what ould possibly mohvate
the cdient. Dicover what you really want out ot the deal.

| p. Now priortize -- pick e ‘op theee (or com(o\'nfiime)kr ,

expect you +to
guarantee the
building /s

both you and dhe client. Which are & O

Lbaced with Permicsion rom
GETTING TC 'YES, by Roacer
Fiarer and wWilam Ury, -
New “ork: Fenguin Booke 198

2.\



(@ INVENT OPTIONS (sl with the team)
That saticfy the intereste
of bolh you and 4he client

Leok for
the break-though

Stxteay -

What would you do 1§
yoU Knew you couldn'd
fall 7

ﬂayl_\\_/ha-‘- i

If you didn have
Al Bi4l, licensing
laws or General
contractors, what
would e pessible
that wn't now 2

N

72
. \g Don't Juet focvs on
frotessional gervices N\

how Yo slice the pre --
How can it be~

contracts aw £ull & tame and Y \MMade bigger

condrfions . What can you trade ~\_ 722

& Oon some to make client posihons

on archar acceptable ¥ There's 4he

fee | tme | payment schedules, retainer;

interest | avtherity, projeck incutance ;.

Tren fheree the concept o moltiple

boses for Yecs - come cervices at

hourly rates | others Lomp cum

Lok for shared
nterest s you ardne
cliernt have. How can
those provide pre -
or st proyet ||
Serve opportunities?

RecEARCH
@ FAIR STANDARDS 4hat you anrd yoor cient can

Tum b % a precedent - - or inderendent 2 hes
You ﬁgqv‘; woud be ob_)'egﬁ:/c n W&akir?t;ré

= - o &tadt Federal frach e
-QJ;:/; . y-P;\;; anda?ac'angrr\ucd cm ole;:'ni(arp‘éed-c-

<
Al Documents st and publiahens
@n .

Youtr Insurance carvier
Adapwd with Permicscn o

Market vates
GETTING TC 'YES ., oe Roger
sner anad wilam Ury,

Municips! Enginesres or attorneye
The A\{«Rdrmwk o *You and Yoor Architect.?
A regpected att : '

A qualified construction mediater or arbitrador,

s 0 00000 O0CO

for Example: for a Pubmm

You could get terms of -he contract fee ‘(

information | and project delivery gystem

by checking with other cchool boarsds 4

with award . winning ere seck (nbffher N
- ({8

parts of the country --ite gv <

\nformation —

State fee wchedvles
New York: Fenquin Books 1181

2.8



ESTABLISH TUE RANGE OF QFFERS

o What you really want

o What you will be content with _
o What you can barely make do wirh .

But avold setting & deal - breaker, bottom |

lire - Keep it £lOId. Go inte the negctishon
listening ‘Foﬁ’ hew informatioen ard (ﬁ&e‘ , -
Looking for trade- %

(hetend of a bottom lxr\ée)
B PESIGN YOUR BATNA B et

Alternative
Tae BATNA s your sourze Te o
of power ' e negohathon. :
. Negotiated
t'6 essenhial you bz very
specific In it design . Agreement

Cevelop ir Yo e point
of making i realietically " 'y
very a¥vactive 4o yoo -- ’ D
Just marginally less
atractive LMnk‘MC
least accertav
offer you developed
n otep

Adared Witk PErmicsion Yo
GETTING TC 'v . by Roaer
wher  and wovarm Jry,

New York: Teraur Bocws (8

THERE'S ALWAYS A BATMA. To take an extreme examele,
let's 4uy you're down to a twe person firm in a terrivle
market and desperate for 4ne proieet. Ao a BATNA,'Ge
otter other eroycts ' hardly 4ounds convireing it gives you
ho negotiating power. \nstead you might develop the following:
o Lay Davd ok next pa .
o Ta\Ze Sue vp on her \mywblm and share ¥ \e experces.
o Hpend 507 of my Hme& marketing homebuiders . Ive got a List,
make, o minimom, % callé or visits a week b collect A/r's,
finwh dhe Hudlow and Taylor jpbs myeelf.--4ay,in 2 monthe.
Call all the big offices 4o Frd Pavid a job ard dler 4o de shop
drawings ox speco for them 46 4 sub. 1\ dodhat by Friday.
Over +ne weekand, start definite plane for 4hat move to the

coast Wee always talked abeuvt - in case nothing eloe
breakse n 2 morthe . welre moviNg !

How: Figure at the client’s BATNA ard how you an convinze them e
far less attractive than hiring you !
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RELEARSE

Tey out your ofenmq pite b
and youtr ophions --

ALOUD -- Preferably
\Z\'ﬁ'\"out’ partuner o

otaft -\'a W rings true.

\f all eloe faile,zay ¢
into e rear view mtrmr
on the drive over,

Try it several ways . Nou dontt

Wan{' A et , memorized

4 nh -- _)uc.-t A %olid \evel
co

ombort in dealing willa
the \ssveq, . )

There's more money 4o be made

Cor lost) in neo)o*hahor\ than

N any diner phase of Hhe
project,

Joet ae mportant -- negetiatin
i A kKey Yo malking sure the
expectat'\ens of beth you and

ovr zlient are realictic. and
folly understoed .

B 4

%0 PON'T "WING (T -- Peepare !

Ldapred with ranmssnoh from

GETTING TO  YES, by Reaer
Fiener and wilam Dry,

Hew ‘ork: Fengun Books 118!

2.20



NEGOTIATION PREFPAREATION

WORKSHEE T

INTERESTS
MINE THE RS
{. l.
2. 2
% % .
orT\O NS
1.
Z.
3.

FRECEDENTS / STANDARDS

OEFERS

. Aepire to:
2. Content with:

2. Live wih:

PATNHA

MINE

THEWRS

from Willam L Ury. Adaptad .wf{'n
permicsion freem hig fortncoming |
oo ET X3 Q ((working
e antam Pookée, Qql

2.2




BuT

APttt
~ -~
oo

o That's in the state
contract and can't
be changed .

o X Company Foliy.
o s out of my hande,

STOMNEWALL
o We hever pay more

.than .-
o We deon't do busihese —r—
that  way. S =

o | could never ehby .. - E? ) -

o Ahitects are alwaye
late + over budget,

° You "\dd +oo mahy

chanae erders on
that last progct .

o | got B good architecke
st waiting ...

o Take it or leave it,

o Pon't you want eur
business 9 -

o Whatd you do-- pull N
that fee out of your—( ) gEEZF

o You avchibects are all
alike -- build menvments
‘o yourseelr and dont
Know e veal world.

o Great! We act & deal,
then -- except thae's
the ohe more thing - -

o Ny, \'d go aleng, but
our comptroller--

e Just 4o al onthi
and \?l& qmn'e areat

\ .
JYb coming uvpthat-- ,
o Trvst me -- gign here --we
aan Aways amend \atet - ,

s’:eé?@

.22

EVEN WITH FULL PREPABATION
WATCH OUT FOR THESE TACTICS -----

(1L
L

WHEN You Spor ONEe

Give ho immediate
reacton. lnetead,
"Go to the Baleony "
for a momer—r’r and
recoagnize ther Yacthce
for what tie. Contt
get sucked into Aheit
game . They're aeod
at & or they wouldn't
play it I& you can
let them krnow yeu
vecognize it wilh
playing T, their gane
16 neLtralized .

DoN'T:
o CovNTEE- ATTAK

c GiVvE (N
o GIVE ULF

[(NSTEAD «

Listen carebully for any
covrter offer hdden
\n their Yache -

Then retum ‘o step (&)
on page Z.1.G

Except, now you have
the additioral problem
of helping them save

foce and otill retreat.

Fom William L. Ury.

Adepted £
Permission from hic forfhcom -

b

ETTING PAST MO ( working itk

ARTam Baoks, 1991



CONTRACTING
g L e f S

=3
Sereen and ~
) Select your %
o) clients . The

expectations oF bd(~
16 & two-way e dient ad yoursek.
street

B sz bollh 6des arz
(L} being realichc . Try o

anhcipate how the rigks
Z7 oed Ao,

O work 4o dan(—' the
Selechon Process %

& Fee mght be spoa
of ciferent for Ahe rw_gd
A= =y ﬁ't yoUr $6tVees aacording!
fa °er "W«B bottom UF--md:o\?\:?d
e ih v mi
Jﬂ“" Loesian) the ‘d&r:l“ﬂw::m; 4*54
Wﬁ’l‘PPM e -+ anc
Q ?n&ztgb en dhe | s From tha “’o down - - NW
ef aoing in wd\r\a\ The M(’kd’ wl bear | rules
bokom line of 1homls , special valve -
with ana a.(‘f’c(r\a:'hve odded | valve of Specia)
| whics wevld be vicks, compambles, etc.
better for you below
{l & certain prie mags.

Moot arhitedts - reqardless o
fiem size - vee A\A comtract forms,
» They are based on |00 years

oF ﬁzd-aﬂ ve: %Yme
ooV recoan are
fair and kr\OuJ‘&)aM{— 1he

lanGuibae mesns .
° Tb\ey arz the mdv"(h{ 6‘1’M&fo‘

there are commentaries and

onsensvs Iderpetthons
availabsle |

come 1 familiee”- B14) /
A201, ete. are all coordinated.

Q L the Final giqned
%Q u;{c?{qe rp‘p‘mf ‘\‘CA!: ( M‘:\n\}dﬁd 6:%‘}3\‘\’4\/\{"5 >

<0 that exaryof\e aan res M\b\(ﬁ‘

for seeng bt is complied w: YN Al\d"l f
changes n Senviees promet MM&MQ
16 e aqreement .

l\
Voe a clear

Mmd gquitable
&:‘SE whiten contract
Whick M60MES

YoU'VE PULLY CoverED
“STEPS | THROUGH 4 .

THE BETTER® You AwrE
AT THEWM , THE EAGER

AND MORE RISK PREE
THIS> ONE BBLOMES

©
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YOoU AND

CONTRACTS

ARCH\TE(TS

. - 3 , g ,

/ If\:aémfr‘;’ THAT % tuming the

a safety net Aetest strengln

! nobedy heeds of dhe B4l -- it%
or, ninks about 203 fhe induetry

brless thinge “tandars - - into A

ae wrong. They. danaerovs weaknes®.

oot sign’ it as'is.

THE CSN{TFEACT*J;, veur,
ma jor e At
THINK OF THE CONTRACT YOG:J{' &K\PZ{—aﬂ'gnfrCl}fy "Unqc P?;J "
e match the expectahons o 1he
YOUR client -- and are folly
vhderstood .

There o & tendancy to
think full contracting
?raéedufeé AYZ An
Unnecessary Luxvry on
dhe small proyects .
WRONG ! <
small eropcts typiecally
have lews contingency --
no reom for error.

SYSTEM

14
i
\

THE CUENT — &ut the éyc,_{'&m only workes \F you

, ' ; work with it. The B4l ic meant.
Ten't overieok the B151 Yo be modified o fit each specific
for proyects of limited S pro.jec‘r. The AN hae fwe Fubl(&d'hbn%

't'D help yeu:
SOME ARCHITECTS O GUIPE To AMENDMENTS To 14 |
advise preparing T B4l CoMMENTAEY

an ovtline ok the |
contract for review wiih
the client before dhe B4!
\¢ prepared and presented .

Hez.a’c,.A FORMAT:  QUTLINE Of AGREEMENT
(D outline whe willde

=
=)

=
=
=
=
=
a

This i6 to help, you ovoid glossing

over, or 6\<\p§ng review of key

- and aveid bogaing down in B 141

boiler plate and
minvtiae

(@ 4PEC\FIC ARRANGEMENTS

I

what tn each phast

Fredecian (add'| 4ve.) u Additional dervices optonal n
éche,m:-h'c,c, n Reimburéements — LEonningent
Desuan Development 8 Cost estmatirg /budaet |
Consteschon Documents  n Retainer/fayments Lompensaation
Pidding /negotiation | B 4chedule _

Constrochon hdministrahdn a owners ve4ponsibilitics

Close Out : a Terminaton .

Poot constroction (add'l Swe) u Any gpecial provisions
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MORE ABoyr CONTRACTS: “es. A'hmndéhak‘e/
[

. . areement " can

Tre AIA forme are wnllen 4o cover proechs N, be legally
for ooy client tupe | ony poject type , anywhert . bindirg.
Neo wonder they 'don't precisdy cover what yeu Sure s hard \o‘ﬂ,
or your client maht agves te Yor a specific ‘

. - interpret afterthe
proxect | The NA 5o wetrpchons for L eg;f‘_:f;u;h e/
cvstortizing the Language. M

Some architeets feeldhat for snmal proycts with
G"“cf » vnee e histicated c{:l('cn{"; and bu\(dﬂéﬁ‘lhﬁaA\A
& orms are tro comberseme - they scare pecple .
Otners repert tngt fhe smaller the project and
the more “unsoplisticated Hhe dient ; Ahe grater
the need to vse the full Torwe -- gven Bik! -- .
as & way to edicate he clieat and dariy thar
expectanions .
But ' you decide to wse 4 simple letter oF sgreement

fox e ‘omall proy here Are Seme 4vages-tons
abovt what Z\Aofi/bc ineluded - "

o $coce of Frble'c;l'

o Scope oF servies (how woulll know 1t Tinished )

¢ time considerations (uben it beqrs, 4 Least)

o payment { how much , how often) and anything eee tne chient Surniches
Who are tae parhes o the agreement

o How twe agreement

. e~
U t LAN \pe Jr‘e‘.rM\_mx"t&c =
eduer party Lecomes dissatisfied.,

]

Bexe's now Yo ge alovt & Dliet everylhing Yo be done or decided .

TN TN YT X b Lor, d lder
(/TTF: The 16 alec the | @?:6 f;\cii{-wcapb\o Cﬁwl‘ 'ﬁ';w’{wdg:';:;b:leloz jr-{: ‘
“ basis for reviewing _ & o 2o or cecoe ¢ g
any contract dhe @ Try to allocate ot ¥re aulhioryv ars
owner PIOPOSES. the responsiboilily accordingly - - den ¢

ave one wihoot dine claer

Tie: Geb a lawyer's hele. .

Some acciniecks wo do loke ok e same sors & small projecks |
hre o lawyer to help them wnte & warm |, professional 4ounding,
but bnef ledler of agreement that becomes the oRice Standard
for All such projecks - (e.q. hovse remodelin@s)

Bead ne AL B14( commentary before veou stard .
(s keved to tell you which provisions inthe Blél

arz crucial and which are just matters of business
judaments | and therefere negotable |

| N

Tiee

2.5



AQUICK. WorD ABOUT THE LAw: ij&i‘f

THREE KINDS,

1

' o CRIMINAL
kae 4o do with n’af/&
ard Wrond - achons are
brovght loy fhe stadte -
enforced hrovghh finee
and imprisonment . Almost
nSlhing 1 architectne €irg —
-- eeephionst Antitrust
ond willul cerming ()
Neqliqence

2.

REGULATORY
Has 4o de witlh achons
brovght bythe slate 4o
protect poblic W(ﬂ’\,%cry
and welkare - examples: odes,
Licensing ,etc. Enforced by

fires | reveking Licenge,
etc.

R N

\ . |
Vielation of mqulm’ory
law e a prety clear
caree of ngqh'qgnce -

But other 4handhat,

_ almost all eaal problems
arclhtects get ko are
matters of civil laww.

i

Tta veefol +o think of il law ae no mere han a et oF rles
by which individuale can anticipate the possible concequences
of thetr dctions, Yoo may have a &trong aversion fo preaching
a cortract. Yet peeple and fime Frequently de se ae simple
busingss decisions when the anticipated resvlts’ of carryina =+

ovt arz worse than the poscile consequences of aet deing 4o,
The pont here & not b encovruge you o violeke any law or to
dawese anyones \wterests |, Lbuk mather fo help you keer a
Balanced perapective dbout what's 4t stake -- Money and
profeasicna.l reputation -- ralher than moral wreng-doing .

When you entee into & contrack wila your client | you underteke
1o carry out certuin duties . & Yoy do At do 0 WA A ghandard
of piressisnal care (reasonalileness) , uou are negligent. (&

Yout neqlyence causes harm | uou thevr Lialsllf

; \ s . ! \ ty. Evewy Pm.\eld'
tnvolves risk. The dea s not 4o avoid all nele |, bowt 4o Mangge it

2.
CiviL

Actone are brovght
by one individval aganet
anolhet - has v do with
peraonal arievances —
erferced by payment

Of Meney Yo compensate
for damaqes

.26



ABOUT THE STANDARD OF CARE:

A GOOD WAY 10 THINK BABOUT THE FPROFESIONAL'S  STANDARD
Of CARE 19 THROUGH AN ANALOGT WK DRIVING A CAR.

O The Aate licenser you 4o drive if you qualiy by paseing
the tests. Peing a licensed driver carries dhe obligation
fo comply with Haffie laws but alse 4> drive with
veasonable , prident care. Thank apedness!  Our health,
safeby and welfare depend on every other driver
having +hat  same obligation.

g e left up $o you, dhe Arw'a(, to chooee vouy routes,
Fmese of travel, and, wihin an aceptable rangs oF
alternatives, veour sehicle and speed .

I+ 1on't alwavs prudent ©
. ac the posted speed limit,

'% Or, at rueh hovr, even by

—=the most dwect voute.
. N© ¢ §

TR e —

Keasonabkle
driving vares 8 ; S ) )2
degending 2n = ' , -
e 2tsanon -

g \§ you run a <0T->\’ you are healigent. Always .
IF ke 200 AM and ne one % wihin saht | you have
incurred no Liabality.

iéz §g (£, however, you hit andther car 10 e Process,

you become liable:
‘@ G o fine and im Friemmen+ under otode law
e (© for damages owed the other driver under

ewil law,
0 Tne standard of professional care ic rather like that
Being licenasd dbhgatzs vou 1o be reasonable and prident.
B aloc acknowledqes your special competency skill
and professional abildy to serve the gublic,

2.1



\ |

WHEN f
THAT ‘Q |
BREACH
CAUSES R
HARM \h ;

' HOW  YOU
FULFILL
THAT PUTY
' DETERMINES
"WHETHER YOU
F MEET THE
4TANDARD OF
REASONAPRLE
CARE

.28



NEITHER
LTANDARD CONTRALTS
NOR THE LAW REQUIRES
PERFECTION FROM You.

OUR COURTS TEFINE A
STANDARD OF REASONABLE
CARE AS NO MORE THAN?

WHAT ANOTHER
REASONABLY
PRUDENT
DESIGN
PROFESSIONAL

IN THE SAME
MARKET
AREA)

IN THE SAME
TIME FRAME,

&

AND

GINEN THE
SAME  OR.

| SIMILAR
CIRCUMSTANCES

WOULD HAVE DONE,

2.?9




AND 'THE SAME OR <SIMILAR
CIRCUMSTANCES" 1 NOT A

9 - BUNCR OF
Syl v ' WILD
Hepi NG5

/ E\THER, THEY'RE
2¥/ THE VERY THINGS
SR THAT, AS A DEGIGN
' PROFE<5IONAL
YOU'RE TRAINED
TO DEAL WITH,

THEY'RE ANY AND ALL THE FALTORS
YOU AUTOMATICALLY JUGGLE IN THE
DESIGN AND
CONSTRUCTION

\ %) OF EVERY
@ Y . PROJECT
a THE POINT & To 4TOP
) PoING 1T AUTOMATICALLY.

- UNDE“TANDE

ép‘"; AXNALYZE. "'¢9
PLAN, ==

@j RESPOND, ’9
DICUMENT,

\ MON\TQgt f\
&

THINK OF THEM A4 MODIFIERS,
EALK CAN MODIFY YDUR COURSE OF

ALTION.
ofa OF
DEGIGN O/ — FiN
coucciﬂ'"-"é "“ A o::is
:

ANY CHANGE IN THE(E
COMBINATION CAN,TOO.

z2.%0




TWO USEFUL WaANS TO
CATEGORIZE MODIFIERS

® AN

ECONO) -

e CHNOLBGICAL K $0cio- OLITICAL

I N

FUNCT N\\/\yOQAL
L
®

hscm\oum\ovem\om. k ABSOLUTE \[

L4

1 1 "
© CONGIDERATION | COMSIDERATION \. MANDATORY
‘&ND RESPONSGE WANDATORY - AND STRICT

| OPTIONAL | RESPONSE ADWERANCE |
! REQUIRED REQLIRED \
\ ' TROW ANONG
| __OFTIoNS |
EXAMPLES \ EXAMPLE: [} EXAMPLES
SR ELTION AMONS]: MEETING : LAWS
EQUALLY || FomcTionan | COBES
APPROPRIATE | "RE QUIFEMENTS ’; LTANDARDS
P ORMEy, OF THE 'loee D eeSTEET
MATERALS, PEOGEAM fTRICS .
FINWNES om THE - TRE TR OF |l
SY&TEMG, | owwner's | OuR CONTRALTH
‘ FENESTRITIONS | | DEADLINES .

' i
TUINK OF THESE CLTEGO?\E‘:
Ao A CONTINULM eETWEENS

EMPRAGYS ON BN PRAGE OM
pUTY TO TME BUTY TO THE
OWMER AND AND pueLic WeaLTd

e PEOTECTS SAFETY AND
INTEGREI\TY WELTARE

EMPHASS ON

DESICN aﬁo:uhl‘;
m\\d{’n Ao MND  tpcunical
PYTIRES Ex ==

‘ ——

2.2\



(N THE NEGOTIATION OF YOUuR CONTRALT
TOL CAN CONTROL THE ®COPE OF
YOUR SEwrviceg, THE WXTENT OF
PROFESGIONAL
LIABIL\TY .
EXPOSURE VYou'LU
INCOR , AND THE
FEE APPROPRIATE
To THOSE <Epvyices
AND TO YOUR ®miGK,

YOO CAN DECIDE TO UNDERTAKE THE
ENTIRE PrOTECT WY . YOURSELF,

YOU CAN TEAM WITH JOINT - VENTURERS
AND CONSULTANTS TO PROVIDE COMPRE -
HENSIVE COMPETENCY - AND ©ET A

FEE CONSISTENT WITH THAT APPROACHK

& e

YOU CAN ELECT YO
LIMIT YOUR &coPe oF
WORK BASED ON Your
PERSONAL COMPE-
TENCY AND BULSINESS
oaJEcTives |,

REJECT THE PROJECT
N WHOLE o® IN PART
GIVING VP THE FEre
BUT AVOIDING THE RIEK
BUT ONCE 1T LOCKED INTO A CONTRACT
THE PROJECT TAKES OVER AND THE
STANDARD OF REASONIBLE CARE (o
PETERMINED BY THE REQUREMENTS OF
THE PROTECT REGARDLES OF YOUR FEE,
COMPETENCY, TDESIRE O AVAILABLE TIME,

731



CONTRACTING

TIPS

Try fo contract lump aum for thoee cervices where vou

can be expacted Yo cond
rest on An hourly baoals,

PREVESIGN

ﬂ;omz—4 an (;'\('he'a{k:\ ld{er ZJ—T
) cZMeNT veterena |
e Bikl o he comtvact | &

rm governing

SCHEMATICS ‘
The final contract w
then Gianed based on
approved echemathcs

2N
DEVELOPMENT 1
AND 3!
CONSTRUCTION | &
DOCUMENTS 5!
3
PIODING
NEGOTIATION /J/ 1
CONGTRUCTION /‘
ADMINISTRATION 7] %
VA
=

AN

\ 4cope ard duraten; 1he
THE RATIONALE:

Star desiguers report they are
doing precesian oe a separate
and essental phase of wervice.
They oy it4 & key to achieving
Aua ity desian. Try for an heotly
basie -- at least novrly with an
VP et maximom .

Bt scope ans avraton of
Schemaincs ave cortrolles by .
olhers - - the clent, design review
beards , vegulatery officials, ek,

More importantly, he dient gets
more value per hour spent here than
\0 any other phase. Some smart
develepers et o Tixed deadline
and pay for as many houts as
helr” architects can cram in.

The ecope ot dhe project €n't feall
Known till 4he end of mmmé

At that point you should be able te take
responsibility for scope ond duration
of DD and C.D. Gervices.

Both you and the cient [pae contol

“cope and duration oF vour
$ervices in B/N and C A,
Market forces |, weather, supplicr
delivery sacihedules , ard 'the luck
of ¥re daaw in who s low bidder
on each of alldhe subeontracts--
rmany facters combine to set
conshruchion administahon
requirements |

comprlicated for

f&k‘fa?‘ all "H‘\d{{: 40%\':21‘: ‘:{ioe. @\
{’y ecte You

and Pe o5 pro)

vevally do.
A‘\' lca{:{', when

comes N "aver

\\:' ]l

e trancem) % ’

take it on an hourly basic ]J
th + ~

vatil the scope

a job

> Set,

o L

t.3%



BASS ForR FEE LUMP SUM Hourly

3 with fixed
How Flexible should you 7> deadine
be ?  Slasiowski adviees 50;4211" /
having only two bases < HOURLY
for determining e fee: 2 {qi*l&; -
LoMP S0M Hplit :
and covina o
HOURL»Y ‘ UNIT éoer to excesd
More than that increasee ‘
administrative purden e z,/\'&" bed, .
and the probability of er(:mcéuave Dwelling unit,
mictakes and delays. efc. et .

\Fdhe client mandates anciher basit,, Frank adwves you
neachate an addrional administrative charae (7

7o OF CONGTRUCTION COST continues 4o be woed

Pecavse ts so easy fo calevlate it hag become an induetny -
wide rule of thumb a6 & basie for comparicen. It i MCTry
recommended here as the basie for 4 contract: -
Ite too essy. ¥ invitee both you ard 4he client 4o sk any
therovah analyais - or shared undemstanding -~ of project needs,

@ Inafaling market, % fees can hort you serously.

In & beom marketr wilh rapdly rieing prices vou can make a
windfall profit - and risk an angry client who suspecte vou of
lbading the project to pad vour own faz.

@

@ The ‘doing rate %" ie based on average fees paid for all the
Junk you Gee getting bullt. \E you and your client want any-
Thing better, tvowing percentaqes back and Forlh wen't help,

©

Trere's & tundamental Flaw in e principle:

@éay Yo
giﬁ.‘oh'\"!:t{'e @T’ou TREN q Aotit youbéhokuid have made.
: ROVIDE -3 ~your new break-even
basie ) ALL ~ou _”r _ ' 3 .Q, '
Yeor T | MB:EV il value engineering t?
T T To Pwwe T —\g '
your L et redesian You
CooT rezk- More To ©You'Re SuccessEuL Loog
evEen IMPRoVE IN GETTING A BETTER e
BOTH THE PO \eCT AT 207, LES. A !
0P & cosTs - THE FINAL FEE (- MuUck

ON A PERCZENTAGE OF CONSTRUCTION (06T Fee BASK |, THE
BETTER YOU PO M A PROFESSIONAL , THE WORAE YoU Do IN BUSNESS |

T34



CONTACTS RESOURCES
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SECTION 3

MANAGING PROJEBETS
{ z2

Doirgg cmall Projects succe<sfyl v — z
Design excellence : a y element In Guccecn — 3,
Pesian  excellence: what'a it ? How do We Knonv?—— 2.0
commitment and follow-throuah: the Star desianer & Secret - 2,13
Tipe fromthe Signatire Desigrers

0 Focus on Projects — . 2.4

o Base prolect Process on s{-"eagc Pro_;ed need — 2 15

o Extend predesian. 3.0

o Teagn all the time —— S— 2.7

o Slart with o «trong concest — 218

s Control the aesign : 5.
How project decisiens get made 3.20
How atrchitecte de<ign o — . 3.2
Bffectively desvning by critique -- deck erite —— 294
Mentorng — — .= " 3.28
A Proyect manaqers role -- what can you eelegate ? 3.29
How To delegate — 2.3¢
Respons i bility chariing as a form o deleaahon 3.3
Managing changes on the project - —_——3.32
- What o de when daims are made 3.3
Cellecting your fee — — : %34

3.0



MANAGING PROJELCTS

Out of 14 small-Fitrn  roundiables and & worksheps on

small-Firm management, not once have dhe participants

put project management on dhewr agenda., When architects
fee| veady fo open their own prachces s usually when dhey fee!
thetr mager atrength « in running projects. Not only that - -
Tue ARCATECTS HeNDBOOK OF OLD oATING: "When art ¢rihee
Prore<s IoNAL FeacTice (A, 1487) aet tvaether, they talk abeut

devetes &« whole volome 4o how ART- When articts, get
to do projects. 1te the best. +06)¢'W\Ch they talk Abowl- tre

price of pant and, canvas .

So WHY HAVE A SECTION ON fROJECT MANAGEMENT HERE 27

-The Handbock was written with
an a\p?rox\ma"e,l |O - PERSON
FIBM (0 minc.

D Mid-size Firme aleo qmdua\-\'e“
many of the pecrle who found
the 1000% new F\rme crarked
each vyear. Many of these
architects carry ler\’\ them
their od Sirm's way of
Aomq Fr03cc¥e Ve you
have any excess a%aqe j
lef+ From that experience 7

|~ fac acinag d\l' * the v\
| § managemen- 1{
Ry | pProb.ems other |

fitme might
e Gercenier 0

D Aot ofF new and useful project management information hoe

been developed through research roundtables <ince 1987,

" N 198, princpale of star design Firms told e they
"ondermanaqge® their firme just like dhe cmall firms are
managed. The stare told v they concentrate on
proecte - - the veal reosaon they Cand you ) became

architects (n dhe Frret place.
e

IN 1990, S$mall-project practitionere old us how some
\ of the ways they are successful deing very small
Projecte, ore very different from (‘(houq[f\ &t based on)
what dhe Randbeck and your training in a larger Firmn
- myght lead you to do.
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PricE, Reviews, A?frova\le + PAyment
Nesoriate B4\ /e

nd each phase, beginthe next < O\
Qi o - Q

B ASEICTINTE } o . T T = AL )

0 () - [N} ,: H' f ia_

. Peer reviews Emvide A =
écore of In- house Qualiry conttol "
?&WK‘:& - — O -~ . \
orm .
team. ————~ o

W ee—
o nevaTicc RESIGN | CONSTRICTION Bip/ LONST  PROJECT
DEVELOPMT DOCUMENTS  NEG. ADMIN ZLOSE-OUT
We tend to think of a "Typical B4l projet| invelving a team of

professionales and a %eres of stand -zlone phases:

O Each phase bulding onhe L Each phase lars the cthers =
previevs i \ineat SeqUence

| pProviade a " Seamless service”
O Each beainning and ending with

g Each phase hae a cepar f
reviews . approvals and Package of documents e
avtherizations -- bath n-hovse for hat phase -- and often
and from the clent

even a separate team of
archirectes and ergineers ,

N |
SMALL-PROJELT METHODOLOGY , however, & veported

Py architects who specialize in it, as more spiral than
l\ne;aru_and involving ohly one design professtional throvgheut , whe
deces 1+ alls

PROJECT
DRAWINGS |, SPBCS | ESTIMATING MANAGE MENT
1< MEETING ¢ Agree on program, L; SO S —
dewign options and pProkable Ao a~y
solution, logietics, range of DEsS\e X
probable costs | sevvices, Fee. q ~
Oraw it Up, aet bulders suppliere' | : -
J\VA('\&bilH’yF, rouah Pres. Contract. 'A, ’ I‘
7 MEETING & Review, modify,| —"
ApProve design, Pueh for neaotiated Fa

buillder's contract . Get paid .

2% MEETING: Confirm approvalk &
drawirng (), Price, materials , Systems.
Get builder on board .

CONaGTRUCTION MEETIMGSG: Direct {

clarify, modify design, 4rece,
loaistics | Procedutes, and cost
o evolve the oei'xmgn_'\\z?oluﬁon

n v .
*6MALL fﬁOJ%Téuz Net nece%drl\y

residental remodeling ,bot ot dhat
cale and having that deqree ot
client involvement,

f\_/\__/)\\_‘_/'h/h\

, \
N

The owner Hhe architect /Hne. builder
team up to evelve e desian ard
incrementally implement & at each

eyele . s all relatonshie ond working
thinge euvt o they &rice---
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MORE ABOUT %MALL PROJECTS

tive recearch roundtables (nation.wide in 1940) reveal 4hat
thowands of architecte seek and specialize in small Prjects,
They veport dnat being svcessfuol in 4he small provect market
niche o not jost a matter of doing less of the same thinge you
do on larger progcks. Wt means omiting some things entitely
and doingy offier Ainge very diferently as compared 1o e "Bi4|
project.”

PUT THE STANDARD Of cARe EXACTLY THE SAME
FOR ALL PROJECTS, NO MATTER HOW ©,6 oFf SMALL .
IT 15 THAT YOU ARE RESPONGIBLE FoR UoING

| ReAvoNABLE | PRUDENT, PROFESSIONAL JUDSMENT
GIVEN THE SPeCIFIC URCUMSTANCES.

TR DOBS NOT TELL YOU HOW TO MEET THE STAMDARD OF cARE,
1T TOEs SUMMARIZE WHAT SMALL-FROIEZT PRALTITIONERS
ACRICS THE COUNTRY REFPORTED ABOUT HOW. THEY Do SMALL
FRoIELTS . ESSENTIALLY, THEY SADD?

Do (Jor't manage or deleaate otall doing)the project.
Typically, d> not contract +v Ao and don't provide
Tesian Development drawings | cerdifiate of payment
forme, chanae order forms | ete. Al cerices are baaed on
Handbak | Blal | and Azol Knowledae but are aererally

es’mgli&éé A3 apreyiated to the point that the actual forms
Wwould Pe inappropriate - or, at best, irreievant. TR~ 8151,

Mihimize e number of desks the proyeck +oucihes In- hovse
Try ©© make one drawing (o st o dawings) sene Wroughovt
e project . Add information o Needed raiiec Man redrdw .
Analyse cach project as a wique set of proviems Suagesting
lneir ‘onwvn appropriate requirements for solution

Cencentrate on relatonshir and immed ate response b both
Fecrlic and proviems. Meet often . '
Kee‘a lote & memes o Bilg, alszrﬂ', and builder a4 4he

documentation of Hhe project | rather than cwmbersome,
contusing forme.

afial

[ S u G = N « W o

AN 4
THE NEXT TWO fAGES GIVE A COMPOSITE OF RERRTED PROCEDURES.



CONPOSITE : REPORTED SMALL PROELT METHODOLOGIES

Markshing i virkually
all indireck . For examp

o Basth at Howe + Garden show

(Aot ?ray&%e tome Srom referrals
from previovs ciente or are tor
hcquaintances . Oacasional
"Yellow-pagqers” will probably |

l&%

Yoo

ot COmmunilcy activi

require 2 educaton in dient
g%ﬁlﬂ%ﬁ%ﬁ%ﬁg Arbckes gWY ::\t’r want temedal he}p,wi&{r?
flyers left aoout \*e’qy\a.%ory' ofiale and design
0 Pacaataph in (ocal THe eVew bodies .
kib Divectory . CLENT
PUCONES

By phone | achedule 12 mesting
and’ agree on charde (eder an
rourly er an alowance & 2 hopre)

Learm scope o proyeck, owner's
PrearAm, requmra\:na%s ' Tak
pudget In rough umbers 2
realiy.

4ect

OPTIoN: CHARGE Fee 1 Meg[ing

OR PON'T CRARGE,

By phone, «hedvie 'F meenng,
explain VeUal bequences of Usks
ana events | learn genersl score
oF eroyect, quote @nse o tecs
depend g on what's Nasded . |

, g: L
Firsh\Meeting with cliert.

Prevare \efer & agreem?
contract (Bld: er BIG1), or write
Leber of Aqreement reSemncing Ak
form and verving &4 nterim
aGreement,

Draw vp and daves seen, pir et
f’mquF.' 'nguc/, e b‘:lo\e \
censtruchon costs, probable
design Ophons and prefarences,
ARG Geheduvle. Piscus builkers,
recommend heqe hated conshrizach
wntract.  Quote and gex

g1
£ a6 -buitte
are not
available,
wake odditional

Fret meeting with clie
Confim project scope and program
vequiremente . Make rough mecy

urements or act as-pilts | ldephy

Visit To mwke 4
measLrements

bgreement OF achisect’s fee .
ot ac-builte

J
O

desn optons and tentatiely
select golotion. Decws bu
Recommend feasticted onstruchon
tontract., Revew Qumer/Avehix
sGqEement ; Yeviee ard 4N .

IN(EAL ' ?(fk o?_ AA con+;mi'6¢r
leker reement, Sen
VE \GN e r:\‘/?evef ana l—;{?-;na%vre

£inkl sheet - -YF lcn-fléio

F nezd be --

approval o erocess . Quote

tefetences, the space et By later
nitul desgn may be added. May prevail
only take 2t hovrs open, or Wee ; a bulder o
wake an estimate ; may call
\ ' o GVt or sUpPliers, b clnede
Z¥° Meeting with Client . Presed availabilihy , pree,size etc .
aet approval’-- revise on the spet in skete ~

Agree on bulder or list o biddere . Give estima
constrochon cost™and project

fee 4o date (invoice do follow) or present (nvoice

[~
Auration. Adree on next steps, aet |
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Normally required in lawge vrban areas or wherever 'ne’ or glow”
arowh trends make the permit Precess lengthy or compliéated.
Make separate permit dawings, or ceverzly ‘edit decian drawnas
o show ONLY what the regqulatory bedy wequires. In wome
xeas e chep can ohill be omited

-

I FRolecr 16 NEGOTIATED:
Revise /add detail o ae
initial drawings to clarify
approved design . Meet wid
selectes puilder o confirm
wet echmate or vevike dacign
to meet it. Agree on means,
methods, matenak. Agree en
subeontractore and fave
them desun meclhanical and
electrical ayetems.

appeval o aeply LLFY ReolecT & BID:

for & permitt 16 AFFq);oA Revise infial deawings 4o .
Yoot of how "real" Johow approved desian . Hie

he proiect s, IF 7 or prevail vren builder to
net previosly dere, | estimate ; hve or prevail vpen
det Project vnder ) shbeontractore with enqineers
covtesck nows” 4o desyn MEF,

2o

¥

Based on intovmahen fom s0bs,

‘ [_; Ehar[lc VI\D@Q @g éﬁs, :na bp'(\a\qr,F wmpig}e
! PPy nou % ing Information
Bosea en info and o ‘&‘k ree - and /or Mﬁ%ﬂﬁdrzwmqsn

Azt de T”DM bUHA&(", A AV&([A My

S0bs, AN GUPPlErS OF Gelected

Fubh’eﬁ ﬂnal‘p\;"é Lets "\‘“Mlc"/éyg%‘mi : . ,

¥or final confematcn Fepare in sicky-| | 22 Meeting wila client .
| ofF price. wack form 1he Review , arprove bd gets.

Frecent \nvoice and obtain
?Aymmsr_. Instruct Lient
on biddine procedures.

sy

Int ko
Arﬂﬁg‘a‘“ i % -
By Mot own appontmend, bidders 1

- are nferviewed by fve owner,
Who t5sues bid sete, .

Owner xzzzives bids, consylhe wil
ﬁr&b«t%eof ‘o seleck suceestul
dder. Archtedt and bidder wirk
batler 1o revioe desiqu it
WeLOFAYY ‘o mest budaget .

- | ﬂgw_xtilank‘o? b
%rd ﬁi&‘r/lng wath Zlieat a-? ooH\hF:aépiﬁc.s

Bulder , Oumer and architect
m confum price and
ntent, copditon & pramises,
tondruckon &cess, (ondinons
And ochedvle .

Owner/Lontracior ¥
Queiglegnircies st

ArAWINgs are
vsvally needed
after fne
PRANINGS /owner/lont
e
S\ ho are
(:U:Jn?sb\ : as -tb\éc
need . evolves - some
Sesigqn continues T
ke Place Wrovghoof
FuCHhon

Observaton And phone memes |
Az kept, along w'r& A Magster list
of chanaes aqréed te inthe course
[ of tve work. Periedicaly owner,
buildey and archiied discuse net
contrct chandes and pevcentage
complete. Thexe are no_ formal
cdmqe exders by carhalates .
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Most architecte entered dhe
FProfession to design excellent
buildinge and d4hereby leave the
world a better place than they foud it

%)
~IHAAT;

: In responce +othe
Prescuree of business, however ---4he demands o runnt
a fitm, toc many feel Forced

> d To abanden the continved
development of dheir own Sesiagn abkilihée . They feel

ing petter

lhey muet checece between <lcce<e and
desianers.

Recent reseatch roundtables
involving pPrincipale of some
Yop desian firme asccure uve

FIrIL
MANAGEN'T

L

the <tar designere face all ,\m"m FINANCIAL
the same business prescyres NEGOT AT I, TS MANAGE b'T
you deo.  And dnat success T f{'?‘f-“

and desigh  excellence are coNT:A.crmc,
complementary, rather than

mutvally exclusive (see *keve
Tc_PesioN ExcelleNce”, Ad PrReK, 440,

';.‘i@f
A

YCURRENT PRACTICES IN ©MALL-FiRM MANAGEMENT " (A Fess, 1990)
reserts an overview of all those leeUee of ronning a firm
Wit dne  underlying purpese of helping YouU aain efFiciency
at all the required businewt ana manaaement taeks - —
therelby Lleavin

you more hme te do what you started oyt
To do - - Goob ARCHITECTURE |,

L THROUGH A CLEAR MANAGEMENT
STRATEGY AMD ROUTINE <ERIES

OF LOGICAL, SEQLENTIAL TACTICS,

MAXIM UM PROJECLT
PESIGN TIME
the project. lte

for your own __~—
growth and d&velormeny

- AR oblf@d-h’an of
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There are efficiencies o be gained in how
O Yyou design | too.

O NoT, however, 4hrough the use of
QY8

wequential, routine office standards,

o 7 A% Ih the case of aaining efficienc

: O\ in technical odministrahve matters.
J

or

Such a checklist approach 4o
desian process can produce
shert—term time - savings. But
\& design quality (& dn issue,
Wt can alse result in redesign,

True efficiency in design wmes
from:

Knowledae,

experience, /f’b:\’v

'w’_\—/ n
A lot. Georae Hartman: "The only reasen
designing 'm any belter at design than anyene
atitude

else & that tdo it gl the +lme\{- that's
i\ so /\_M
n " DesleN THINKING'
(MIT Press, 19806),
Peter Rowe Points out
an eriscdic patlern ' . '
fo designing architectore And that dhe episodes have a
conseavenhal connecton Yo one ancther rather dhan a
sequential one . So possibly Echerick’s " payihg
aftenton " encompdsses a congtant awargness of whod s
happening in The proyect and- of one's inmer intuitive , responses
to *the desigh changes while they are evelving .
Desian ie not science, nor was our investi-
@ gation of k gaentific. Whats presented
S here has been distilled from a weaidth of
© arecdotal information. The otar designers
o= ho more 219N Using the Same processes

N than they design the” came soluhions for
& the @ame problem.

‘e, {0 T~
. The secres —© agsign
excellence - -

But they do all seek (some in unique ways)

Yo nave each design problem speak to
o them about how it ‘can beat be colved .
It te up to the individual
architect Yo atrive for

design excelence throu

h
Processes -lhfl' are e@ggi\/e Q <::\,> @:@@
-;or;;&;e;q on that 4pecific RECIPROCITY

21



DESIGN EXCELLENCE -- WHAT 16 (T
AND HOW DO WE KNOw 72
There & no consensus definition

of design excellence .

WE Do KNOW:

O Design excellence w the
architect s besot marketng.

O Desian excellence drives the
way architects ac apeuvt }

Design Excellence:

detting , oraanizing, and The architectis
doing projects

major coemmodity ...
—_~
a Tesign excellence 1« a - N {

_ : ' \; / N
mAlr esve in the archiects / \
cheice of: o Parfrle,re " [ ? }‘

© Clients : \ )

¢ st 4 (PN N\

\\
Uesign excellence, and what

archttects think and believe
about b, & at leact as
central to their ?ra-rl"l'qb'l((“‘y &
anNd &uccess as the waye in - =

wWhich they practice and Yet we can't cay what «
manaae. ‘ it 1%, or aet our arme

In ek, e 2o integral to the Around a consengue
bueiness guxess of architects description of it.
that it'% surprising we continve

to make aditincton bedween

the two things: design ard
Practice ,

Weld coxe: "For too long we

hove worred about {he prachice

oF Practice and the design of

design, There's juet the  one
ing --- architecture *,
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SUCCESS AND EXCELLENCE

What's confusing: For most of the world,
excellence ( no customer complants, increased
sales | worker gafety, ete) ia all quantfiable,
all part of making a 'profiy.

We often 4peak oF suxessful projects, byt for
our purposes here, think of succews a<-he long-
term result of your prachce or the performance
ot your firm. NVolves such indeaters ae
prestige | status | power, financial rewards

Meost architects would add 4o 4hat Liet such
indicatorse ae gerviee to @ociety and havin
pProvided cervices for a body of excellent work .

Ore of dhe thinas dhat ceparates the professional
om 1he non-Professionalt we hope and werk
for success | but e not avtematically part o
excellence . Louv Kahn died bankrupt. Suceesstol
architects die every wesk dhat vou and | will
never hear ofF . Decign excellence w het Hhe
same hing as success in the terms the world
Uses. We operate from a different get of valves.

In fact, only prowcts have desian excelerce. Fime
con be \excelw\'[é in many other waye --

THERE " ARE "MANY PINNACLES YOF EXCELLENCE . (AND
éucc%) AVAILABLE To ARCHITECTS

<
£ < £ v
&i‘? < QO ’\?C( Q"é f?i@‘\ “)}%o \y'-’vy Q.\J’ \0) >

“\U

R (¢ N . )
.- .. ‘l:".'.‘. o
7,2 0W

On the other hand | not only architects, but 4he whole

werld values decian 4o highly , that in most cases,

you can ihink of that pinnacle THE AEHTETL A
as a quantification diaaram s 1o
of your competiton in e THE \ “probuce
Mmarketplace ! For uvs, guccess De<iaN
and excellence are ve
Siferent things , but each can
2 a medium for the other

31



[CESTGN| EXCEUWENEE

d&‘-o;_ her g_«{_ez,earch, Oana it *
S T A%
emne "THE PERCEIVED QUALITY OF THE EXPERIENCES

N BUILDING OR PLACE PROVIDES FOR THREE
GROUPS OF PEOPLE:

THE PROFESS|ION:

Throuah desian | @
awards , goblications,
emvlation | etc... /

THE PARTICIPANTS: 7
Clients, architects, /
consuitants, %4
ete...

THE °fuslic:

User greupe, tenante
dhe community, throvgh
approval | supPort, priae,
enthugiastc vég ...
Over +t\me

Ll e S e e T

*“Ixcellent Practice: The Origins Of
Good Bufldings®: A Fimal Report To
the Rational Endowment For the Arts,
1989. Vritten by Dana Cuff, faculry
at USC, The report details the
Fessarch of three svard-vwinning
Projects to determine what
®ethodclogies were used to aschieve
their design excellence.
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That defintion $aye a lot:

UThat design i« a cocial act @J
involving ” interactions; even
negotiations at every step b

ot the weork.
AN
. DA
O That decign excellence ie not N4 N
o et of "abso!ute objective </ \
charocteristica . e not

N \ 2
quantifiable, ts qualitalive / \
and experiental -- vou have { B
Yo be presemt to win, e

U That design excellence requives
tenure | Hq'e net a one -egﬂ:

Peauvty contest on opening
day

O That design excellence does not
ves n a firm or a person.
t's Project 4pecfic.

/:loo O

gu?:,"m arcH(kl\-ec\'e carl a;’(‘m'gf O O
esign excellence, just net a D
the time ! U\

What's hearterning 1 dhat each
Project presents” a new chance !

What'e needed & an attitude,
an approach | some processes
that will maumize vour odds
at winaing -- ard improve the
consmtency with which veu

oy
achieve design excellence —3 —5%—)%
On dhe following pages are
from the 1924 Qvgs;rok rourgidbla
invelving principale of design firms
that aré known for consistently
excelent projecte ,
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Goor DesiGN ¢ Goop 6(}4,((45'99

Many fine and dedicated architects | whoee
goal (and effort) 15 ‘o achieve Slccess, take
decign excellence the corneratone of that oiccess.

The following tips from star design firme  and the
(nformathon on desigh crihigues 1o applicable
whether yoLr porpese e Impreving your own ces

abilites ‘or facilitahhg desian quality assvrance
N yaur Sirm

(an

i 1 . [P TR R AT ] (.] .{.;.{.l.].'..l.lq.(...(_l_““
‘ of S A

144 Il e ™
|

'“l(ln.l
'

1440

e R

GOOp CLENTS

=

&
YesLeur 4TAE £

By
SE oF KNowW LeEDGE 3

Like servee and marketing,
design & only one of the

Key elements n achieving
S0ccess.  But by \'mFrovme\
your desan , a \ob & sther
Hnas bean fo fall iate place .
Like aftracting geod otaff
and geed clients,

3.2



WHAT 4TAR DEGIGNERS HAVE W CcOMMONS

~ © COMMITMENT AND FOLLOW-THROUGH
The ene Hhing hat was

absolvtely vnanimous
among the Signature Grms
Roundtable participants
was their Unswerving drive
fo produce excellent projects,

They, talked of architectore

a6 dea , architecture ofF .
meaning , archivecture of ifaﬁw %

suclh quality thwat it ic wortia oL gouree e them

deveting winatever '+ fakes 7 ool ke mare

for as leng as it takes to ( profitabie Tan olhers, )

see v pulFE juet so, deperding on size and
Previovs ‘exverience in

It% a6 Hrovghn, having qven \ that project tyee.

every veasonable atention > ‘

A~ Tney evident Y ke

a balance getween .
the more or (ess “meney /
makers ana rew ot
dfu‘\(mqmq f?rpjaa."é.
Mos?t continue te deo
Private tesdences
for the leamng
experience !

to 4rhe courtship -

o Llent Selection

o Nea\o-h'dh'or\

o Predesian -
Orce commited e firme
serovsly take eon tne

proecks, * for better or for
wWorse !

They did &+ o havir N -
AA?Y\ " brzgj %Mﬁuﬂebr\‘dym% ’ﬁi’d%

projects. W

SUCLESS AND
EXCELLENCE ARE
»OTU MEASURED QVER
TIME |
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SPELIF|C
TiP5 FROMTHE SIGNATURE FIRMS KOUNDTAELE

Read these for insighty Y0 improve your des rfo —_—
&ut aleo for & 6¢n4.2 of wha&ai’{? woy\:ld be UES i?your;?kh:'fed

your firm after o composite of what we heard atb Hhe ianadture
Firme Roundtable . It's obviously not for everyone,

@ Focus ON PROJELTS

Think. of the Firm s, At of all,
a collection of projects -
Doing them well 6 4he only
YUs0n for every thing eloe .

"The 14s0es that exist are e
14506 yoU chaoe to deal witla'
Focoe on project excellence ard
dhink of wawes Y0 measure
omd assure the quality .

THE PROJECT

o Try weekly project pin-vp
62‘:%0{\6 »;U?fk'm (,o:h erojest
feam.

o Dovlle 4he Aumber oF your board
Crits and dne time You 4pend
BeLussing yOLr AGPIATIONS

for A froyet.

e Make sure the whole 444 ,
Knows the commirment ioihiere, q

It sounded 4s though the
Bovnd+able Firme were
"undermanaged” in exactly
e same way most small provides the
Frrwe are Lavneh pad
Yet, sotme 0t dhesn have \00F and plenty
total ota®. Very few suprort w”‘“lé
“a%. The wsues ‘ﬂ«&y cheoee to

deal with are mostly erojects

TdE FiIRM
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(& BASE EACN PROJECT'S
PROCESS QN THE SPECIFIC
NEEDS OF THAT FPROJECLT

In the book "THe DeioN STUDIS" * Philoeopher Donald Schén (Ml
t;\ays architects do mere Hran 'ﬂéy k:ngw lfoz(i'o talk dbou-(’{ 0
Trat they —

START To PesiGH

WRILE‘T\(E y WHICH LETS THE PROIECST TEACH

PowNG REFLEZTINGD THEM ABOUT (TGELE AT SEVERAL
f‘éﬁ:ﬁﬁe FLect LEVELS OF THOUGHT , BUT MAINLY
IN REIfeRATIVE ~¢—¢ | = EXPERIENCE,

PALLES AROUND
: ALS0 TO
Tltuo% pouBLE REFLECT ON
e WHAT'S HAPPENING
WHILE 1T HAPPENING;

Schdn saye
atzhitects
create ard

, “enter & "

This & not Lo different fom what io virtual werld

commonly reported byauﬁnoq_% - ‘quouqlq Hre y

That their beoks 4ake on a lire of _ Wee of cveriays g

their own while being written, They +mns‘puren+

*rell* tne avthots how o write them | >ellow tvaeh
. papetr - - trat

The queston ie -- how early on can ey truly

You coax the project into ‘4peaking Experience

1o you about

s own design moble

m the proeet,
ard solvhon 7 Leok at all the variables, .
WHO WREEE . Megpium
«you alene . - AF Yo office * 5 5 FZL:&(
* You and 1 cliert o thewrs . Mass Mmedels i waa
s You ard Lsers s ona ?law - cApD w:od
¢ - staft (wﬁkyouam(unC)- with < hildren a4 . quer th‘t
° - consulfants .

e f’layqr’owﬂ e gkec . etec, et n...

One ok the neat hings about gmall firme 1% their ‘Flextblllf'y.
You erelably have more leeway in how vou acproach
Project eraanizaton ard design Hian the émous desiqners
whe gavé us s tie .

Dont let the way vou were kasahl Ih Scheel -- or the
firm  you in+¢me,dyw'dk -- (ae.cor!ua A rigid standard
procedons - Stay open to findi

03 Tresh or unique ways
fe work , f\nd.oPch to the wave yeor eAaf work best
aleo -- Alone |, inh teams

before  during , or after hoors.
Froductive Flevbility i a rare xory more affordable +o vou
than o Large firms.

*198¢, Riea Poblications Limited .
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@EXTEND PREDESIGN

* lovent ways on each proyect to foree
yourself -\ya not gtart immediately into
desan . Ways o ast dhe clizat involved in
w3 paying for thic "discovery pruse’

e What ave ¥ne 5 or b real iehves the
project brings you to solve 2

e how many waye can you Yranelate tine
dasian conwtraints o dnree-dimensional
fvmﬂ"u\ forme without designing tine
building 7

» How many ways (wrrhiq, diaarams,
maes models , ete. ) can you describe
both the minimum requirements and
your highesk aspirations for ne project
say how you will know lafer tinat you
suceeded

o Oeacribe (wWithout desaning g
building ) the “tongest, best fermal
loncepts o be explored in dhe desygn.
What concept(s) will be 4trong
enovah o wibatand all the tade -offs
M3 onpromices Il are port of every
project.

o Involve dhe dient. Thic iodhe hing for
the *wo of You fogether not only to
cotfirm fhe program and buddet, bot
also to reconfigure , te-create the |
project and the dient’s apectatons
of v and of you.

-This % aleoa good chance Fer the
clietk to Leamn o be gd at it -

The dient’s buy-in 4o the concept
and Yose 6 or L ey 1pLes 6
essenhal lefore you beain desiqn
on the bosis of them |

3.10

Think a‘.?rev.iu(qn
a5 builing vp A
Wead O oteam —

Ao Forcna yoursek +o
make a Yveally

a(framb\ —

Ad 4o Courtship!

o

/5

L8 -

7ot think oF '&' alck !

gﬁoon&{ﬁ:l%%fé ‘i&
o-
.-ﬁ“‘af\"l‘if phase. ) "




®) DESIGN.
DESIGN.
DESIGN.

Georae Hartman s "The enly

gﬁépn ' :\ay ba’r’telio :j
1an\n an an

cloe 1s Pdo (& ol e -{'i\’;\cf

The sunature. firve veported
Weir desion partnee spend
albovt 10 - A5% of Aheir

Time designing . Tire manaqing

PArNEL, Loens g6 Much 4
30% of dheir time at it

That means turning ever to
someone eke a lot oF the
sdmingtrahve , personnel ,
and business matters -

Juet the reverse of what
mot other guccessiul
architects, repert Hhey are
willing & delegate .

The business decsions the
Signatore firm princieals

don + deleante :
o« Clent 2clechon

. Fee determnabon and
nede hataon

o erlormance evaluahon
ot e agocates .

CRY

N>

g |«
GENERAL e )
ALLoO ¢ATION " u
OF De4I6N i W
PRINCIPAL 4 < ol
Time 3 3
W S

55-804|5-10 7%

WITH CLIENTS 5.40%]| 16- 20,

ADMINIGTRATION |5-25 % |45. 857

ACTVALLY PRAWING] 0% |0-40%

» Reports, fom ‘olher Firms”
Nary A qreat deal due to
dikerences in wze and
oraanzahon

And the , only becavse
here's nebedy to

deleaats it 40. The
Asiceiates, dhen evalvate
dhe rest oF the otalff




START WITH A STRONG ColcerT

Femenber e 41 hp lsked - ExTEND PRECECIGN 2

There Were a nomber of very excellent reasone aven
for doing thet: '

o0 <Client deve \ofamch-(—

o Buy-in everyore -- client | etatF 6@!’\60[‘{"&“‘(‘4—-
to ya decloyiqrw Zanccp% ' '

o To develop dhe 5 or & key wives 4o be explored
and tresolved n the degan

2 To expand dhe “basic Bl4|" services, adding < neaded
‘Diccovery  prase -- and gefing paid for

Then Ao S tp was Yo CONSTANTLY DEAIEN -- and

the Signatore
fhan d\fawmq.

You ecanfhink of both these |

a sequence -- all of
seing vp a

e Base \ine

0 Leove card

One Key to design
excellence —

\\!

A\

~

/r///l

Lt
a

a® @
_._;_ﬂaaoﬂg’ﬁ'ﬁ"ﬂn —
Start with & concept
- %0 strora it zan
withatard alldhe erosion
that 16 ihevitable on
-every project,

3-‘8

desigrers de hat Aveuah crits rmather

Po , alona witbthie ene, as%
them ae e+r2+egee teward

s Datom eoint

& azanst which the fingl
agsian wll be Ju ‘

& %ot more mporrantly, .
as al Adreas-vPen pasié
for Keepin ithe proecst
design focueed a< if
evolves - -

8 As a defence agqainst «ll

the “het ideas" veu, your
éfa’ﬁ. Con%lt_an-{-?t , Arel
client Aarg a0l o come
ve witls _mffi\‘wg theosa
the proyct.

Arparently the decign .
preees in e star Frems
16 Yerv eublic, Everyone
tolks desigh conetantly and

all deas awr welcomad --

%o \ora as they are
alwa\r\}? examined (n terms

the sreona Covcedr




@ DON'T GIVE AWAY DESIGN CONTROL.

s WITH 4TAFF!

The siqaature desiqners say
they control 100% of the

design  decis\ons on every
ro _;e&+-

How 7 They dedt do any
Srawings |

o Hone your skille af poard
crive and keep staft
focvsed on the f J‘:rbé key
1$50€6 YoL've 4£ e - -
éolvea.y Always protectthe | THE Zta&w\-\;&m. frme
orcert YoU enYisiones 4o Z(Fpr‘ r Thew .
Jjudde atermatives againet ATT\NG YOOMS 10

. terms of graduate
st gl standard . AN a\?él'qf\

Zrodios -

p Wit CLENTSS
Stay Flexble and open onany And dhey reported

ﬁuevé\‘hoi\ of 'Fumt;{t\on ‘\cl?\( almost NO  £taft
ecnno\ogy - enner e tornever thovgh .
prosect s Tox the client’s, voluntary r_y,l’;‘na-hone'_

Keep talking about how it
works or,neﬁg 21 wox;(k.
Beturn oqain caaln fo
the cor\fjﬁ and dhe key iges S

ou bt aqzed to . FINANCING

o Expect them Yo expect you GCHEDULE
Yo cootrol dhe design Tiaat'’s FuNcTion
wb\\/ ‘W\&y hired you, I PRoJBCT 4oPE
’ J TECHHICA L
=1 é

ARCH\TELT

2.19



How ProJecT Decloone GET MADE

Sty Roge has analyzed a lob of architectore Firme

occordl te o typology eystem developed by a
Ml&hiqan?\ manavge_mgen+ éuru named art "

The system e based on four alternative behavier atyles,
the bess may vee:

/f\\/ J-
Rose reporte most
architecte penave )
as autocrats or {

! benevolent avtocrats

vut think they operate

consultatively ff ﬁ AUToCRAT
: 1 pecioe

Tbcl:f 1 ho OO
tiaht or
weeng, way, e ¥] BENEVOLENT
of covree -- « UT 1
e M I Decive, THEN
its et a . SEL !
matior ef . L IT TO THE | . !
which tyle * | Rex or e mEM. | K LIKERT,
16 moet 5 . & 4trong
comfortable CONSULTATIVE ol eacher ofF
for you and ‘Toecwe BUT | 0 L L ¢ e (the 1960¢ <
eTectve for fiesT 1 HAVE T : wantes u% /
the &*aT and TO Asik " i ! : all +o
the prejects. L

THE PARTICIPATWE | « | = 1+ *(Particp
\MPORTANT We pecieer | T T v Y X -

POINT S )

Its not an'either/or "question. 112" beth /and” provided y re
consistent abs'Lt which areas of the practice you are going to
Lee which style in. from recent inveatigations, it appears dhe
“tar designers consistently behave in +wo slylea s

AUTOCRAT in areas soch as client selechon, neqohahen, staffirg,
and establishing dhe concept, he asirations for the desian.

CONGULTATIVE on actual proyeck decian. Having et dhe eriteria, the
standard for excellence For that particular project, and
he "Score card" againet which fo juodge the design ey
work very much in the open -- lote of digeussion and crits .

1T's RePORTED[ (1) CONTROL 1007% OF DEGIGH For Every PROJECT.
THAT oTAR (8) DESIGH IN THE OFEN THEOUGH INCESSENT CRITS
TESIGHERSY( | (B) WAVE ALMOST ZERO VOLUNTARY 4TARE TURBNOVER.

¥ It was aloc reported that Star
L:oa? iﬁ:%«;\ﬁeﬁqﬁwmho %}ltfl .°‘¢44n ﬁPmG. practice ~n
at \east Hne first two points.) VP and out! stalfeg policy

Which may azourt ©r gart of
The otar Firme compared thar e third atatement *Volundary

means the staft decides on
i;f;( dn:z;:ﬂ*’:ar:é:&; . 1heir own 4o leave the firm.
. M}

/

AN

3.20



How ARCHITECTS DESIGN

In hie beoke “Tue Desioh 4TUDIC" (1195 miea

FRACTITIONER" (KABS, Sasic $oOKS , Inc., NT)
CMIT) describes the .
System. Youre learhing while you're

Working From an

' The » oclils
iNhetr (hage --4 . Pr .
v(s_l'in @?’?\(:\é\f l‘:_ }’::\1::'?{'15’6
m‘ e -- (A e — .
' The 4 /
archilect e
+o of de;"qmng
are n .
design sequenhal
steps - -
They are
QO(M o a
the same
time
e‘?(ic¥+e
wWhich lete on what's
' h entt
e project Y7 ameenns
architect _ 4 nacFening.
about itsel
at several
levele oF

thought, but mainly EXPERIENMCE.
the architect entere the *virtual worlg”

Use of overlays of sketch parer, the
the project ac'4houvgh it were built,
Throuah the 1se of oketch Paper,
be exreriernced .

EacH oF s

Schdn £aye that
of the project .
daesigrer tryly ex

D and "THE ReRecTve
FPhlesopner Poruld A Schén )
pProcess oF actually designing # « double - {ooe
doing ((3‘

Tand Haviland, &P,
And editer of the
AlA HANDBCOK,,
talks about the
%ame thing n
terms of “the

"Reciprosity
between 1he
designetr and
the prowet”
tar decign firms,
asked atthe .
"(anature frme
Research €ound -
table what corts
ot things they want
i hinng otass
*Feople who can
reflect en what
they'te doing

in order to design,
Threvah the
periences -

lote of alternatves can very quickly

CEvELOPS Who WHere Meowm
PERSONAL alone -- Home, Sketches |
waxs To with &talf, ofice, acale drawings,
FACIL\TATE | clients client's +ui(:, CADD

THE PmoyecT's contruactors, at e site,  rough modelk
SPEAKING To Users : on a plane mock - Ups

1S THAT ARE . — )
EFFECTIVE R

e INPIWVIDUALLY,

Unless you are willing +o be restricted by the
imits of what you, yourself, can personally
podice -- or give v contrel of key design
decisions -- the challenge e 4 leamn o
achieve the double-leop doirg freflechng
experience of tne project through crite,

3.2\



TRADITIONALLY, of course, lead archirects
hove siketched dhe conceptual design alone,
then delegated to a <taff person the
task of Pringing & 4o 4cale. When
that'e the system, crite +urn into
Performance evaluations,
tak into amateur mind -

mac\a'é .

DRAW THAT

What seems an
€ s5enha\

diFerence .
between g
and what was

reported about
tar, desian firms:

“tar designers May not even make the First gkelch, natead

challenaing geveral of dhe «af 4o exclere dhe potential of fhe
site thtoogh massing Shudies o models . The design primcipa then
selects one or parts of severa! alderrahves for Furdher study.

Ever when dhe otar provides e toncep— skeden
"“’16?/ dc!e@ai.e wita 'Morouqs'm Secvesien se Thas
staf understanc dhe hictore allvcions | the
metaphore and aepirations - - the 4erme o
place trat the decigner had experiences
while  conceiving 4he desgn opproach.,

And i may ke only an approach .

{

Subsequent crite  are not just Yo tmake cue the b =
drawing to scale what the <tar sketched They Provde
a way tor dthe team to evolve 4he

decign . The <tar .
desaner decides -- controle -- Harouah a coneultative

Process o cedique F many «liternatives .

The crit process womehow becomes a wehicle for the
designer to reflect while dong (Sehdn’e termd --
& way for dhe designer to enker and experence

Yre " virhial werld" of the aternative that z1af
hae studied ard Ff'%eﬂ*l‘ed.
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Of course,

in order to critique « Project, ere must be o
design to o

Itque , wheh means vou muet have completed
the predecign and effectively delegated the tack of

desianing , er drawing VP & to-scale version of your skedchee,
«a PREDESIGN © Focus on your oe

prations for the project,

oo : Not just constrainte or bottom - [ine
@ threshold performance criteria.

, O Say what yvou want the preyect 1 acheve,
not  how you want fo achieve (.

J L0 Bol it down Yo the & o & thinas Hhe
design must achieve for W 4o
excellent.

be really

O Get everybodyls buy -in. (Likerts Benevolent
- Avtocrat

Pefine 4he thinge that only VOU can do.
Pefine Hhe rest of +he Jeb in terme of:
WRAT — media, 4eale  format of drawinas /models

WHC - resronsibilitids | who'e accovntave for
what | whe must be checked with or
informed , whe 40pports and hew

| WHEN - &tart finich , how many heurse 4o
spend, wha+t Nos pricrity,er 4lides,

IMTENDED - how we'll know #hat we wen
OUTEOME  (He 'S or ¢ things" frem Predesgn)
Who will Lee 4hg regolte, and for

what purpoge . why its important.
© Encourcae early Feadianck | schedule fimt crit

C Review vour vision [/ aspiratons for the project.
Ask for commitment

L DELEGATE

b O

»

R
%

:

O Check understanding -- ack them & * play

back the tape" 4o you.

Intis, as in all dhe 2tepe of designing throvgh the crit
ch«%:l Yyou act not F:e ~ ma:\'saqgr / rl:uikc\ts A lead;r.
The diference b that a \eader hae <nd vees all the ¢kl
ard, khow-how of “he Manoaer, but In

=) the ‘ Meon, has «
vigion and the ability 1t motivate othere Y achigve 4,

3.2%



EFFECTIVELY DESIGNING BY (RITIQUE --DESK CRITS

We etress, here the

importance of crits,

but also mentoring.
How do you aive Cor
aetr) good crite 7
And how iethat the
Same as, ar
different from,
e mentor/mentee
thterchanae 2

Yes, you want dhe person you crit
to succeed, and you want +o
Voe behavicres and give useful
informartion 4hat will help them

Hugh Newell lacobeen, FAIA,
and winner of morg design
awards " than anybeody
living", Laments the fact
Hhat “most architects
haven't gotten a decent
design crt'f snee leaving
school. Many of us, think-
Ing back tothe crit -and-y
jury %ystem we lived
ihrouah, think its been
lonaer 4han that.

But iF you did aet geod
de4ign crite in 9chool, ma
a auick list of dhe behavier,
okillo and attitudes ot dne

eritics dhat helpes the break-
throvahs happen on yo
Proects .

Elizabeth Flaoter Zvﬁ?arl:<

Perform better--do beiter work. o

RESEARCH AND

B} ) ,
MENTOR PEVELOPMENTS

teaches and prachces. She™
R p i e ™ (e it
DIFFERENCE CRIT 16 To TeST groctly e way she erite
\4 IN AND ‘MPROVE: EY HTLSENS . ENne tevetr
INTENTION

EIRST, YOUR
UNDERSTANDING
CRITIQUE | OF THE PROBLEW;
ATTITUPE 7THEN T4 $OLUTION

scays , Do it this way!"

EIATT\TUOE‘:"Th;e % RED

> for me and the Project.
Act UME: % What can the decign
0 The person you're criting & giving you

problem tell me avout
toelf throuah thie
Person's alternastive
view of ite best
solvhon? How can |
help ve oot discover
A better one ?

What are the auestions
| can taise to test

1heir bestr and have reasons pehind 4.

a Those reasons are b valid and vseful
input to you as you desian.

g You will learn 4hoge reasens best dhvough
flexibility and open dicwesion .

0 s your design, your final decision

7 My Predesian agsumptions
D AR teuhal g o e some Y
~ a. groung; + to A
<& leve! F(a%y?né field, Suagest next sters fo fry
7] LogleTicS gye contact; .
D AND fewer digtractions There are advantaags
ves and disadvantaaes
VENUES Yo bolh, deperding
Frequent, on the capabilities
incremental, of the_person you
shorter, . are ceiking | and the
' over-the shoulders staae of Fhe work .
The +hid option, of course, ¥ 4he Friday afterncon pin-up review Session
lh the star Firme we researchned , theet a routine team €funchion.
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<o FAR,
WE HAVE CONSIDERED......

THe ReA%ONS TO
PESIGN B7 cCR\T .
O Petter projects — design
excellence .
More capabie <1aff, belter
satefied with the rb.

Your increcwed professional
arowth and capacty to

&

o

desian more projects peller,

-

4

LOGISTICAS AND VENUE

Frequency and durahon based
onihe needs ot the project
and 1he capapilities ot he
Persoh recewving the arit,

leve! playing field with eye

cortact ve: inctemental inptr,
P

THE APPROPRIATE ATTITUPE
WITH WHICH To APPROACK
THE DESIGN ceil

Q What sta® has 4o ofer 1o
valid and yeefyl.

0 The crit & RED for betn
me and-the project.

C | refain fina! gay; s my
an  responsieility, but
t will decide very much in
the open with lets of

4

discussion and alternadives,

I'm not doing 1nis to check
bp on how well my nstrues-
lens have been folowes
%C Much as to experience
and evalvate what's new +
different frorm my vereion

&y,

ACTIVE
LISTENING

(;

G

O ENCOURAGE

O PARAPHRASE J |

C

O CHECK OUT WITH
OPEN-ENDED S
QUEST\ONS

These are also key
skills for the percon

Yeceiving ne,crit ¥

yes /no.
e

— How (CONSIDER THE
APPROPRIATE SKILLS AND

BEHAVIORS DURING THE cRIT |
< - 7 Tha+
POoN'T JUBGE , PONTL comes
o FPROBLEM - SolVE Later

"You know, l've always had trouble with "
*Fill me in on !

1t looka (¢ l'n-l'ara_anq,, formidable,

deconstroctioniet ,
Tell me aksuvt ... ®

/o 1 raagl your ke
k e pulding as ...

‘let me ke sure | understand, You want
the uvserse +o "

o "Tell me mote akout how this
( Mmeets the program raqmrcmm%"l‘o--)
can't (¢ serves the swner’s concerns of )

C meets or changes our Predesian dods .

swered| C recalle the T e qcf )

C relates to he context
etc., ete.

‘How do you fizel albout this

225

)

Richardeonian etc)
feh Preperly, you See

------

1 C&n‘{‘urol

/ #&R"I ¢ aow/.'D
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THE CRIT

At the point, your active listening hae catislied both of

you that the person recewing the crit understands that v/oU
ndleretand he drawing or model, but meore impertant!y, Jheir
intentions for the decign solvhon. Trey krow they ve been
heard . It's time now for the actual critique. Try the Sequence;

T Summarize predesign
goale. as a checkliet-- W
the "8 or & thinge "
become. e Seorecard.

Or perhaps the decign
you're critigoing calls
e predesian s or G

thinge vt guechon 7
Examine the 1<eve aoud. *

Say whats geod aboutdhe ¢olchen and
rSy WAY. Be specinc . What does it recall
in histery 20 your own experience ?
What dodhese refererces suggect ha

can help extend thie design 7 wh
conld Hhat \ead 7 "Haay- ek on whit 9d

Then 4ay what shoud be deleted, mproved |
. changed -- and why. Suggest sovrces for
present ahon alternatives -- befter ways o approach that

o _ .
N orpuir part -- what or who might hele.

i O\_/erlay,éke'l'ch, ch'a\qmm, use mc-bp‘»or%,
hink out lovd | anthropomorphise .

Experience Schodn's "virtual world' of the
design with live coveraae as you ae .
that recalls ‘ Bl M 4he end of Hhe crit, sommarize , confiem
and occupies

the same [—F %5_ vrderstanding | agree on next steps
centrality Voing the approprate behaviers

fo Use the

great hall
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YOUR APPROPRIATE BEHAVIOR & BASED ON
THEIR PERFORMANCE,

How you respend to the person receiving the erit should
be bosed on how you respond te ther proposed design.

WHAT PERCENTAGE OF YOUR EXPECTAT(ONS
ForR THE PROJECT HAVE BEEN MET By THEIR

coLVTIoN ©

HIGH ¢ _Task  contro! ———-—éLIOW
M coacHinG '7 ENCCULRAGING
adaptable | appreciative
energetic ~ understanding
interactive ' considerate

vesource ful

] Fr’or*{'«'\/e
involving

fwl—len“.'

YoUuR
APPROPRIATE

m

decisive  analytical
determined . deliberate
forcetul methodical

’ Initiating oraanized
L\ow ctrocturing | reflective

relation<hip -

The lenter for Greative leaderahip teaches Hhe vse ofF dhic
matrix In bueiness and ndustry. 1t 4cems © alee have
aced application for choosing the appropriate ceitique
behavier somewhere n between (Of'Po this next" and

@: This i¢ areat | 'l look in occasionally , but try oot
to interrvpt you !

.27



MENTORITNG

Thmkmg back over the .
+tipe from lhe star decigners,
two important findinge:
O The atar designers'donit
draw " They %ketch sver
b'“f\el"é d_ka:w(qqé ’ US\hg over-(a.yé,
make quick dugrams | talk 4 lot.
The star decignecs aive

lot € board ctitiques.
They may spend entre  CONSTRUCTIVE CRITICIGM

days agiving crits. | v
I you odd 4o these two a EFPECTIVE DeLesATION
sircere interest In the +

professional developmert
ard personal 4uccess of

the staff - 1hen youvlre « WAN“NG THEM To QUCCEED

lohg way foward a werking

-definiffen of .... \l/
TN S MENTOR NG

As > £ Dol oiecte & the part oF
Lorg € = N ), ?\/ancq iie Krﬁoe{' éma\LPgl\'frh
Ao yeu = archtects are moot comfortable
insiat Withy - their iternshie was
on stal [araely n producton. 4o Hhe
being fendency 1o Yo direct and ontrsl
Oe:‘i’aner\on? A % very Yightly.

Tire o 7 But production ks alee the easiest

. production ks ales the casies

}:ﬁg ;?n#giﬂmg{(éh and safest Thing o da\fq?:’re.
and encodraaing staff o The resulte ate all fhere n
tutmover. : black ard whike for youto

The principale of dhe

Signature flrme seem to be o The best quality control comes

, a, Friendly , ve ine
?f;\e ) ;Z'u{— Ytha&;,y nfo{— why the Arafter.

ihey coach, give gead crite,
ard delegate evcryfh\ncs ﬁ’l&y do il b Ll
'  own interect

excert iR
TPesign decieions ard Hhe intereste, of fhe
Project.

froet /ient selection

BW oo

Neaptation / (bn\'rac{'ldq ever:

< he pesre (ReRS, Thefe, o orever ste

them . ’th*c:a%g{'eroé{' oF their
A .

Goop MENTORING (&
ness

€ tom dhe checker not being

aced professionaliem |
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lnthe previoevs paces
we haCe di%uscaeqd
LEVERAGING

o~ Qe m Y n B vem R o § o R - |

Pesigning

=P,
8Vt &,

through the motivation
and leadership of staff,

we've gotfen tips from star designers that
their altention o design excellernce must
carry tnrouagh Preduction -- even construction. IF you
are to emulate thig star-quality commitment and .
follow-throuah | Leverage becomes even more ecsential
te project manodgetment after achematice. e

( BUsShRD

Aeo JECT @ @) ExPERIENCE USAR
MANAGEMEN GET PERSONAL GROW
RANAGEMENT WOR K KL ortiaracrion Wi way
6 THERE A

SIMPLE

VERSION ¢ © we

Gime Qe S ANUGRMBIRTARY FRoFiTAsLe

PESIGN

UOEI‘ % 5 GET 1T BULT

Fore Al %\ ﬂNLE% you're
LARGE QIGET PAID aeing to restrict
FIRW Or Your @elf te the et
A LARGE small - project mor
FRolJECY, 8 Establish scope of services, niche E- Cr limit

THE, :ﬁm ml oo o :-.:;Mbyﬁm youreel(-;_ o doiniJ(
PROJECT sentt °“'°_ " e o very few projects
M.ANAC-EK’G : mqn;?u:u::mf wrhte contracts. at one time -- you

Jors

i
B@%:%

N

® Budget and monior the fee.

» Establish schedule.

8 Assign manpower.

8 identity roles within team.

§ Perform cost oontro! tasks.

8 Coordinate work of congutants.
» Conduct regular seam mestings.
® Monitor changes in soope.

® Monitor agency and reguisiory requirements.
s Help maintain ssam morale.

s Facilitate quality contro!.

B Mairtain reguisr communications with dimC

must leverage - -
DENSEGAONTTERS

\=T Step: decide
from dhat list what
really has to be
done --make
checklicts,

2rd ttep: declde

3.29

what enly you
can do . Y



How To DelLEGATE

< 4
Do WOTRWG uNLese | (eLL YoV e

TeLL ME BEFOFE You ©° ANyreiNG

o'= .
% ,r Anp W Mz 30
Dou/r s :
THe .
| Me o |
7

Z
cec LT
{. Pefimne what onl 3. Encovrage early
Y;u ’;an do. ’ feedback - aonedulene
2. pefine the rest oF e ﬁ%{’. tioe. o
vl n ferms of s 4. Qehine |evel of hm‘{(éﬁ
Y Yeapovies snd \eve!
« WHAT - The mission - :
whed st be done o Av}hf’ (‘T—f. ,
SVeeld - Vpper aoals S, Dekine iMormangon
and Lower limits -and systeam - orwat - what
why ' impoxtant, wed Yo be reorded -
e WHO - V&Panei(o](il'y - What saved . ,
who's accovrteble , who 6. Mok for Lommitment
Mot be shekea il 1. Check onderstandiing.

wEormed . Who supperts.

- WHEN - 4tact, finish,
how wwmy hows 1o . PUT THERE ARe ReALLY ONLY
Lpend - Whak cowes first | TWo RuLest *

or i £\DC . T. oY Po WHAT ONLY You
o IN[ENDED OUVTLOME - caN oo/t
»&3 vg g \l}mt\mow That T. GUARD ALA %1, DPWARD
: DELESATION

¥ IF You WANT THE FIRA TV &ROW
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THE VERY ®BEST ‘Pﬁb%AﬂO& , o Coures , OCCUFS WAED %@m
membere nNeaetiate their own asignments and deadline s .

Here's a fermat ard precedore,

IZEGEONélﬁlLITT

7 =

Comments, deadines, |
Emindets | et . U =

\ - e\ 24
ANALIZE CONTEAY | B | T | T | S | By &/ - aal ggoien 7| PN
— = = / .
PROGEAMNING g , 7{’(‘" Tnere can only be sne
OO NENGIEE EXCTE || P '$ ﬂ%'ér’;ﬁ :}’0 eacln +i4/~l—0‘"€ ’
gerson m e Acountable . |E
DRAW UF EXETING | A4 AL | R\ you aan't decide whe 4hat 15,
CONTEACT /LoNGULTANR| & s J ‘there s Tb)\a O@DT;M .
| : 1. Move the "E" tp he pevop
‘@W CRECK I A& in chagge & botl peopley
';_ SCHENATIC PesieN| R | T | L Z. 6rwk e Husk dewn nio J
PreceNTATN PLAN (AN B | T e mulligle psks and
— 7V N Ahignments A
" ELEVATYG [ A/ A A/ LR N o ;
Tnere A2
o YerctzTe| B can bo zs many "N/ g
" Morel 441 5 | B \Kmsiqnmm}c,_aé needed | vt
= = e difizuthy of geking -
COT BESTIMATE | R _ = approval 4025 vp qu\&"'rl'éﬂ"bj |
INVoICE ANl 4 R |uweli,With exvery- “A/v* yoo add.
e1c. -, = ( T
ETC - Smart bossec,
= (A ‘h'Y v as many HaMké,
"I" and "AN " s poesible. § T |

R =reEsronsiele (oNly ONg,Fer TAGKD
= A/V = APTROVE/VETO (ReQLIRED)

LT = Muer se worMeD (BUT AT CHANGE)
S = SUPPoRT

¥or BEsS] RESULTS, to Tt
"RY CRRBT AT A LARBE

SCALE WIiTH THE ENTIRE
TEAM PEESENT To
NEGOTIATE THEIR BOLES

i ——

¥ Thanks, t Boyce Aﬂ’él , Atlanta
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Note: A lot of the 1deas peeaented here come from A . Abramownts, ,

\LM:J%;AM{' of Victor O. 6chinnerer & Compwuny,lnc. Tne text twe paqes

MANAG'NG CH&NGﬁ‘. DuoeNG CLIENT SelecnoN

YOU WILL HAVE FReTARED YOUR CLIEENT FOR THE CHANGES
THATARE BOUND To HAPPEN. WHEN CUANGES OLUR, THE WAY
YOU HANDAE THEM CAN WMAKE THE PIFFERENCE GETWEEN A
HAPPY CLIENT ANP A 10B GONE 40UR —

% INFORM THE CLIENT

B CLARIFY CLIENT EXPECTATIONS
v ANALYZE OPTIONS

T PRESENT OPTIONG

t DOCUMENT CLIENT DECISIONS
= UPPATE THE CLIENT

TUAT'e AFTER THE FACT. OF COURSE, THE REAL <ECRET

\ To ANTIAIPATE CHANGES AND PREPARE THE CLIENT IN
ADVANLE .

176 NOT A QUESTION oF
NO CRANGES - 1TS A
NATTER oF How MANY
IND HOW ®iGs. \BT M
EXCLAN How WE PEAL Wy

) § wom-'\ o
HLILY TH\S
Jo® WITH No
LHAMGE
Oepees !

CLI\ENT ARCHITECT

O

332



ACAIN - FEoM AVA ABRAMOWITZ:

<
\@ Rue One: Don'T TN

~ WHEN ¢LAMS ARE MADE
5% THANK THE CLIENT FOR BRINGING THE
*’“25,6?»?;2%‘2 MATTER T0 THE FIRM'S ATTENTION,

auee'honﬁ

PROBLEM AND AVAILABLE OPTIONS

8 DEVELOP A STRATEGY WITH CoUNoE
AND [NSURANCE ADYKBOR.

U RESPOND T0 CLIENT

WITH AT LEAST Two OFTioNS AND
THE ADVATAGES OF EACH - AT THIS
POINT , IT'S THEIR PRolECT - THEIZ
PECISION,

You're under
attack . You
need
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Thw % Nahe Fof Fom William
COLLEGT‘O% ( H .‘{'Hm ,N:(, ﬁ?&pgwn‘:ﬁ'?: V., and ﬁfm T"'\’amk
Stoslowskl  Ah, BT -- wil come. tinkering

alongthe way by the Prachce committes « ches.

O ‘lrf/\tc Al poible | got a tetairer op Frfn_{' * be or:iti’&cl B your
al U/\ere, A &£ ! da('—— no
Pt in TG U Waoking o dhe et S0 5
Dbt cl yment prcedores withthe clemt befere
@ é\:bmiﬂlhl%vof‘vina{sf? nvolce; adapt ‘f\"’o ol\'en{'c ;E.Ferencz:.

Leand (m‘é ME ET AND BULILD A RE|ATIONSHP WITH

CLIENT 2 WHOEVER. HANDLES THE CLIENTS AP,
FPRoCESS

y | y Heres a 4am
g -~ v g o \(goo / Fle
orm. you
understand 7

lb koK 2

of the mo\?\:lk A
should we
bill?

6 there come
cther Torm tnat
werks petter
for you L

What'e your
review/ spproval
Process -- how long
dees tt normally fake?

® Submit o projected inveicing achedule and review t with
the client. Some architects expand this inte a cash-Flow

requirements propcton  for dhe  2thire eroject, The
pont i to k

h
eep dhe client {rom having nasty surprises
-- but alee te make sure they understand what ' you
expect to be paid and whet | Wegp IT COREENT.

Pl promptly and completely . One of 4he Sianatuore Firme
@ (rfmf'p,als?iz manaq'\aner{er “aid he cgnéde ed
g Use the aqreed form |

¥ YOU Pon'T Ask For THE MoNey
You WoN'T GET IT.
o Check t therooghly |

For errvers and Mmisspellings

Live up 1o dhe terms of your contract ard keep e onhact
cortent.  Amend it promptly when project conditons
Yequire changes in &ope or duratien oF Services .

Ton't give the diént a qood rmason o delay, awid
ox dicpute payment .

Invoicing an art Form .

3.34



COLLECTIONS : Tie "waTerR- TORTURE " METHOD

The \dea ie that yvou decide vp Front -- either for & aven roect
Or 0% & mater a(l/ policy {:Dl,:_\fét“ projects -- how ?onq yiu’ﬁerée.’
Aeing to bz willing o, wait for your money betore’ vou
stop “work on twe proect .

e examele , sa vdecde on z2 m . S, becavswe r
ra—t':a%&r A:lgﬁll/y ?zyf r your costs ﬁﬂi\ﬂ’m{' lona . vee
You develop a follow.op tache -- and seript it out--

for every week in the twe monthe ., FUF it i Hhe form
gﬁca &U\Zk(il—.-‘i’ to be followed on achedule .\ {"lkave 2 +ick ler
i

Time mangement system (paae .2.8) or a taf member
posh’ yeu o Follgi'/ e sehedvle. Here's an example s
WHEN MESSAGE TONE CONTALT
Week L 'CUd you aet the inoice?Y Friendly, btk T Fropet
A wa'sycanql?e, inthe dyree don4 uéeYhomor mﬁr--
oF cther disevsion ) in any of thie f nogm?l
WEEK Z “About oot invoice . Did you  Solicitous, ot clien
leok it over? o i ol " i, & & special |  <ontact
1 i Cﬁ\“ .
WEEK 3 "Po you need additional
infortmaton 2 ¢lar Fization? "
WEEK 4  “Can | come over and walk  concerned bt ]
e invoice tharough 2 24\ pleacant
WeeK 5 “When can we expect brick and
payment 2" business - like You
Week &b “Can | meet with you, All business
1o collect payment ?
WEEK T o *fayment s overdve. | Dead- pan Freferabl
N 5 Should we stop work. @ - %ome one
2 Wncase the cliert - I dog ' client
7 QWEEK 8 “We have «topped werk, docﬁ' pay at this \ceon't
S “hould we notify our ot osoent Al oo
== akomey 7 288 Berea

© the client hasn't paid by s poiat you Might have your lawyer
“end a letter, The most effettie  collectione ar dene ™
gereon , fowever. Ge 4eg Ahe clent. Nen-payment (o
vevally & 6ym§¥om o dheir anger or Frustraton Over
something elsé, Go prepared o neqotiate (%ecten 2.2)
Think long ard hard befote you sve (or plae a len), Tnat alwa 3
tesults thew lawyer agting involved e their lzwye.r vl
mest often advise them o 2ve you for neqgligence

How mouch s it teally wortn 4o vou to ‘win' 72
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CONTACTS RESOURCES

-------------------------------------

-------------
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SECTION 4

ANAGING _@TAFHE

Why it important

, 4.\
Adjusting your management behavier to Fit employees needs 43

Infloerncing bzhaviers e po— 4.4
Apout mentering - A — 45
Ferconnel performance evaluation : forme snd process — 44
Brainstorming -- The process 48
Time mMmancaement 4.10
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S

. . ve &
Tre disctesion o most i dhe | PECTION B 6el(c§5m o
important skills’ yeu nezsd fot . Meetings
“ta® manadement hag been ° éemg;fl; S dion
Spregc throvah slher sechions || SeCTION 24, Ziragnt talk

STAFE MANAGEMENT [ {

. o tive List ;
Taat's becovse arcUitects fend fo Tk ot |
firat Cnaturally) about cliente and leash '
projects . But What comes firet o Peieaanon
ten't alwaye the most impet tant. SECTION % : ﬁéf#g‘jmﬂ
Mier fae proyet & won ot \ect, i

done or fogoften, whats left ("o 7 4

: he olher reason to put fhese
% e ofaf skille i dher sechone o Ahe book
16 to help you get the tone nght. Ae

you review them , £lie dhe names , terms,

| T“-E ?lelé 6TAFF and content to £t 4’:@ aituahons | bot

Keep the tone of the transochons
THEY HAVE A RIGAT To ExPecT =X wit at leact as much
'FYour best eforte ax \ob secir

respect and cordiality

as in those witl clienis
= A Ay in what they do and how .
wLovalty and integrity | EMPLOYMENT & A
= Interesting and challensing work

M aeondble vy, noore, Prcrans TWO -WAY &TReeT

s el bZet cRorts
You RAVE A RIGHT To EXPECY

The work they de eams

he Surm'e fees. How they
Work determines:

o Protit or loes
o The quality oF the
Proyects,

The e4aff & the

Eirmm's most
valtable a=et

More valuable
than (ke cars,

compLters ° The fwm’ W“*y‘ '

fu::l'ﬁ%%re image.
Tne fwmls largest

Unlike all tince Investment & in 418k

things | 4taft «an

be expected to | When they \eave that

nvestment i« \ost.
&:E\c %2; ?%f%hey gatn Consultants estimate the
o Expexicnce Averaae cout o veplacement
¢ Ta !C\Y\'\' At ZG@CD@ vexr Ferson .
- :/‘:;}:o? working It fakes  on averaqe, a foll yeayr for a
at 4ot the fivin, ) NeW employes to veach LIl eXiciency.

49



"WHEN THE ONLY TOoOL A MAN
OWNS 146 A HAMMER .. ..

-
———

e e %,

. HE TREATS THe WHOLE WORLD
Like & NA(LZ'

TUE SBCRET OF 600D MANAGEMENT

o T0 NMANAGE EAZL INDIVIDUAL N THE WNO&T
EFFECTIVE WAY T0 RELP THAT INDIVIDUAL
LHVCLEED S

4.2



ADIUSTING M
TH AANAGENT
£ NEBDS OF THE TE&;;_L&\’I:[&_OEZ‘, To FIT

Tne four-b
) -oox at et
Mhaqe_men_&ma rix below '
behavi provides . .
aviers from you i)\‘r\*\/dg/’:omcii?iﬁpwhck
ectne with

coch em
ployee.
The matrix

lots
bt s
! Percena NTRo for éxa
B A R oy
yEreus c;n{?nd You are VCY;F ©
The dearee of 4 Rel you f('alc\&.mq' . Over time
e earee oy ue cooonr e s o P
e devel ~ hem For oot ¢ paiee
ard maintai ‘-Oee:\ HIGH ! bolld vp the
ntainad betw, amoont v
) TWeen nd relahonshi
v, a4 cooch the &
Toue Judament & 1 | Ao their co ?d:'
[~ “‘ C i m r /
tell ygu \Zh\}:ef CoBMANCE ~ LOW | \Z\S\k trost arew: (:cc and
o e, haviors &;JT,? Og%d aom\,é\(ahoh_
\
you '
e A
%ﬂﬁﬂﬁz‘fm < riate for them.
APTADL CDLS !
éDN&LmRZ i Wed ZeATION MTE
‘NT?E@% HGH TAoK H&l:ws,‘ Z\"‘fz.uq—wg
WOV EncobERONG
QEL0UELEFUL TleNT e
COALHING SV
. / ENCOURAGING PORTIVE
?““’\ve LE— UNDERSTANDING
IRELTING STew . ' -
PETEINED URING | DELEGATING ANALNYTICA
FORCEFULL N\l TeLes -
INTWATING D&L ) Hine
sTeUC Lo #BLATor EEATE
T _TUI\H@ Wosd Thow, LOW RELATION METHOPAL
n\':)e arrows and box iowTiex| CRGANIZED
Pombas | & show Uere] iabaaliis
Proaression b e ) ULe<s Jouee
You &nd Sl A AREA MANAGING N
nt the emplo | You'RE fi OF [Thek COMTROLLN
:n”f,-“;d hope ecr?’”fi, l A gt g TeARI
performa - \T' YOUE fuTt
&6\\{" X - brop ‘\’o'\(:ée ?q F\S.’*ZE“:\:{‘E \:vel.“ P "“""“'g:.;:
EMF
R

POl \007
Tve low e;rzzTev

from:

Lobert 6. Bailey

Cen
ter for cramtive Leadershir

4
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check theee optional behaviere for INFLUENCING OTHER

Then check yourself -- Most architects pusH about ac% of the time!

ENERGY STYLeE | PEHAVIOR 3

o PRoPos NG Beas | suaqeshons ;
FERSVADING recommendations  queations that
sugqect A propesal .

Meer=2\ |c REasonNNG: fack and logie in_
?U‘JH\NG _ Y support or aFfoc;d-\'or\ ; a,rgu?nan\' Yoror
agqanst ; rhetorical avestions.

o STATING EXPELTATIONG: nesds;
demands  stardards preseriphions.

A%EK“NG o EVALUATING : Bos ke o na\c&lvc

Judgment; personal ang intvitive.

o UsiNG_ INCENTWES AND PrESSIRES:
Specitying the ways and means fhal you
control whielh meet others’ Needs .

' o INVOLVING: eliciking views, Beas, ans
BRIDGING informanon from otiede. Encovragine

porticipation.

° LIUTENING: Graphrasig commanz i
vetlecting teelnas; aiving one ¢ wterpretaticn
FOLLING e nere posibon ~
=7

o DG Lo NG Admiting mishakes: rrz,vm(l_@
ORCErRAINTY | making onese’s vulnerahle ;. Adking
for hele.

o FINDING COMMON GEOUND : Highlightin
A‘\'TEACT\NG common valves , beliets , 1oea 4&%(2»4;\:‘
e y/\bf@y.

o VIGIONING: Viewna Sutore will cptimiam.
pilctoring [deal sutcome  U#NE positive
metapher, AN \0ay, or werd pickures.

Using emotienal \angvaae .

° FosTPONING: To & ruture +ime

POENG .
MOVING o~ A;G\\Hé o PROLESSING : Standing back do revies
//_.\\ ;N workna metlieds , Procedores .
Awry (oIND Y o CHANGING THE SUBJECT: Inclodesthe

l v \ % Lse o humor <o defuse tension .

% | ° TAKING A PREAK

S, : D X ° AVO\V\N(-J:BAck down i dimisst?
~ ANOIDING- 2 differences | A(Z,mr\ii‘r}q 9t/ject \?/::-,‘ "4 reel

W:Wﬁ”‘“ with dewing fom e sitvation .

IF you Pessibly can, go to Boyce Apel's coutee on N0 nene Pehavers . He
has yeu practice Hnem all - on video camera | Excellent lu‘\sm'mq experience!

4.4



ABOUT MENTORING

@ Fied and alwaye - you muyst
maintain & sincere interest
in the sther person's Succeeding

STUPES Show the pest
mentor vstally i« NOT
the boss. Rewara

experienced stalk For
mentoring cthers,

where you heed +o
mentor: DesieN CeiTs
(6ee Gechon %)

@ JUDGE THE WokK - NOT THE Perco ,
Mwaye try to say what vou like
before you arihicize. Leact with
achive Ligtering C Gecnon 2)

And teaching means their
@ Nevee wiss A cHance 1o TeAcd (learming , Not you talking !

ud deuh.rwéaw , AnG\wWer a
Question with & gquestion

s What all did veu consider ¥
° Rave yeou looked oho . Z

° Lan you fell me mere about
the problem --vestate £ 2

not enly the problem |, but akes
three eptons and Anar
recommendations . é,-\-AY
open . Theres merz than yeur
way to Skin acat.

= pent say no - oryes bay
W S o aeoL e dea
then wh?('{' deesn' t work '

OLD LUNESE PrOVERE:
" Gve a person a feh :
anc you satiety i

|

their hunaer fora
day. Tealu a
persen fo fish and
they will never go
hunaey”

The employers — ]
Vcrél'onr?. Téu an & Q\;_Q/
empioyee to fish
and yeu wil\ neyer
9o hunary, either!
W in your mterest
to mertor,

@O where posible, let pecple and why. |
werk the way dhat soite o Q Beas IN_PUBLIC fand prvate,
hem best: Team vo: «lone put veag) Lok fox chances

flex time To awve specific praice. Most
Physical bet.up Protessionals recpond bost
cauipment : to positive reinforcement.

Tey to have each vercon B DeiPLINE IN FRIVATE - BUT do
® ogmpe—fé only a.qo\(ig{' ey it now. Ton't wait for your

ML el o W
Tb\ir;'\ (-f\—u‘khe c?(\&‘:ne{— s . /f!b 1."When yoU'C be 4Pec'x€<'_)
enceLraae treir relahonship t. it 4 endanger ﬂ“,e Fieen...
Witk firri clents | T risks Hie following -

> = A -
If they think they need to -:\ilr:kgi‘ém\:%; ;ekla'hin

The only, $ime
o delay l.”Y“,; you
are teo

%e2 you , they do. \E AR 1> ) B "o T (feal ;i)
they think dhere & a ollow 4. “\F you repeat thatchen
Proklem between you -- | theoe then T will ..o € ) _

You've qot a provlem, 7 4tepe! Y 5.'(he next time (Prefened
Yespronge

6."Oo you vnderstand P
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FERFORVWANCE EVALUATION FORWA

NAME (Emplouce rame, numlier,ede)  Ferrorviie Fee0n:

From
Te

o €& j

eete |

MELGURABLE PERFORMANCE TARGETS . WEIGHTx

RATE =

%LORE

L1

2

Iy

4l

Vv

1. Narkehung . Nake 4 cd
Bring wr 2

, bini® permoual calle

< '
st her Tt

d apund w2 d“qg/?wm&qg{'uf.

3¢

bodgeld)| | 0
to 2/day o] | !
S

GUALIFICATIONS AHD ADWENDNE NTS

Atdhe end oF
The evalvakon
pedied, the
ewployee amd
llgc_ &Wrﬂoqgg‘&
H'dof&u
rZhngs and

A blank copy of the Form 1@ onhe next
Page In cose you want ‘o it Buta
form v only a +eol.

I you wart to know how well you'te
iy, th Personnel evaluations, look
for answere & two dveethons

~

N

(1 Hew man

oraft of Hh

v, Worlhwhile aspitations did the employees et on their

PRI ’F‘o?rmi -+ agpirationg a?d ?h!’oeesﬁ\lbhal qeals ‘Lka:i_
BrPris v 2 major teas g { ¢ ie
mo—ri'iva{‘e dhem . fg it ys'/\grkinq 70 torhe wWhele process s T

How many surprises Sid vou
. It means you're not

bad

het dhem with as ertheiems® That's
Peing '\'téne,'ly and straght will them .

4.6



PERSONKNEL PERFORMANCE

REVIEW
Reviewer Employee
Position
Date
Z|Rating Wt, Wt.
= %2 of X
Role/Result Area Sol1/2 ] 3/41 1 1-1/4 | 1=-1/2 Job |Rtg.
o
| i
z

Action/Comments

4.7




BRAWNSTORMING
5 o shuctored preblem.

Solving process that can
be tremendously effective
and quick with any 4mall

gtove.

There v staticheal proof
from research and countless
workeheps that grouvps
better decisione than do
individuale - provided the |
aroups decide on the basig
of coneensve.

Remember, we pot come crtheal
“kills -- Active \istening | 4eling,
ohaton , efc, -- ih ether ée:cz’ons
et e book 0 youd prachie
them on diente firet Aen st the
same tone n vsig them wik cdoft,

The & he aameting in weverce,

Frachee it with <ot 20 you can
vee F wih client groues,
can become a pewertul way to
get the best wlermahon and
congensus ogreement frem beth

Nete: Consencus deesn't mean you all aqree. I+ meancleach & you
1% @atefied you've hen head ard fully understeed ard @ All oF
you are wxllmé Y g0 alonogy Wit the dezion . To getthere, try
"Playing back e tape® of what you hear a "held-eut” saying
until' they aaree you've got ther meaning + hetr cahicfochion.
A geed shortest i« fo'write all  pesihont en a Flip chart.

The best way 4o horry dne procese | however, io 4o braingtorm,

EXPLAIN
Othe

Ao Lesder/Hacilitater, your job s to
- Present e problem
éxF(Ain‘Hne rules |
Record (Uee aflpchart)
Keep time . .
enexqies hig
Keep the grouvp,
Keep The Partepants
"earfe ' Fom each otler
7 help Ahem hazard be
open and forlhcoming .

That means you can't ke a parteipant.
Tell them hie . Agree how much time to 4 .

® DESCRIBE THE PROBLEM

Explain he 1458 oF problem | aivin
'lheﬁn the bmroun&fmﬁmrdqa:\yq.
immediate anewers or recommendations.

o ihe in order Yo

(A Make suredhe parhipants know they've
been heard a.?nd '\g?cn&n Seriovsly,

(8) Get the *pat! ancweas out & the way
& the creative process.

»
3
f_\
S
(-] [+ o 0 o -

THE “YOU WErRE
HEARD , WE'LL
DEAL WITH T
LATeEE "CokeT

4.8



®)oTaTE THE PROBLEM |
Agree on the problem . Make i+ ore simple statement startings
"HOW AN WE v’ Have dhem do the work -- YoU fecord.

o .
BRAINGTORM '- &ve the growp |'z minutes to liet ac many
Tell them 4o work anewers as possible (yeu'll kesp time)

for quantity and A the end of the firet
Speed - forget | b minvte tell them 1o
quality or making “qet crazy'-- o 6t e
aeed ‘sense funniest | mest wild and
_;\J‘\Froba\blc Féo\u$¢>ne :

. ey can -- forget cos
s / L 5 4coxyle , Time -- rf{o restraints,

(IRELORD THE RESULTS onthe Fiip chart, huving coch maniber
In fum _call oot OULY he ideas net already mentzoed | haain,
work for speed - not a pretty Clipchart
THE RULES ABE:

o No Decussion
o No JupaMeNT
e Ne RipeuLe
o No Quesnons

“ A Enl\s(' ‘“’\C
»E(P ef fwo of
\ 1he gtoup Yo
7 take torne
J Yecoding each

SR idea in “beold
(cther than fox clarfeahon . =
o No CRITICISM ) . 7 7. "-%(:%T%‘TMZ?\ o
N> . ?ﬂd‘a -- You
IQ :Then ask for any further ideas dhat Just put them
have occcurred to membere throuah on tne Flipghart
latening Yo cach olvers it - veeod .

(O cLUsTER DINGRAM Ol

SYNTRESIZE | CLARIEY THROUGH
QULESTIONG | CATEGOR IZE

RMZE To aved peer
o politeal pressure skewing
the resvlts |ty giving each
dg'lht'e,on(y pereen % ‘Votes” and pelling
x4

b deomme, them on cach item - -thumbe
f AN obvisus — - LP ot down. Then diccuss
C\M‘s 3 Do\g' h the favorites and werk for
_ & te -- If dhe deckion ie one that vou, ae
' Ton't 4ry Yo, will make alone, you still
|t b will aain geed mformahon | but
exack @n stop Wilh & serse & their
qnonhcé (he group decson) --

Wank them and 12l them when
You expect to decide.
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TIME MANAGENENT

Most olfice cupply ¢ have racks of time management
binders | dividers, and forme,

There are geod consultants’covrses offered .
oL are an erderl reot who deeen't need
gryeldc { -Fotfa\east> t. Ve ? l

K It you are typcal & many oF 6 and find yeurse!F
o= ¢ chrenica lly late to e misin

g appontments

o losina impertant notes o yeirsel™

o over-commiting your time

o forgetting +e retum calls,

you_sheuvld agt & fime-manaaement

system. |f you de | spend encugh en it So
you'll feel duty-boord & vee 1,
The real gecret 15 having & oyetem that wetke for veu, dhen vaing
it o fthe exclusion &F all " eloe . Which means yeu' have 1F with
you all the time.

The no-frilie version has: @ CALENDAR - keep it in penci
@ To-vo LieT . One Per weelk , teviewed cla'lly 4o adcllchauqc
and teviee priorites
@ ALPUABETCAL TABBED DIVIDERS:
o As o phore directory

c e o Filing and informahon
reftrieval system

Touvs Beavehamp
teaches you &hevld
distinguish what'e
Urgent frem wihat's
important -- and
Ahat you never want

fems o arow to e
bcstia

The principle 1« te have a place
o \frd'e: things to yoorée\:&: enl

ONL ;To be able o find them aqan

PoRT
when you need them 4 ‘uzégwr ‘M@ =
e To have them +ind you begoez_ 64\{'64'{”.“’ z o)
you're \ate dealing with of prionty | —
Them . 1. @ O
For most oF v, be a0 likle lke God *O
awving Adam oo

minion over the
animals by letting him name them.

£ yep ¢an ek Al he ;mr(qa Anat
m e up & we Yeu 8]
F:é\ ?J _\k‘\\'ﬁc_‘:nore, in cqurcll .\:\F
oLy st (& 1 an ongoing  system
Y{b\qt{' helpe you c;leo\lcswiia T\«Zse
Thinge mote efficiently --then you
will "ee more in control,
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ANAGEMENT _&YETEMS; .. --

So-called "Organizers" -~ are like

Small boye. Foperly vtilized, almeost
any of them will work ....

\/\eur ONLY (F ‘You

D Work with it right beside g

you at all times

@ %et the prierities, always

d tFFe e nha‘hng be-+ween
what

[MFOE TAN% ve veue' W

® Keep It ample and chbe

Some of the awystems on 4ne
market seem <o wm$1m+ad
it'e as 4though you eith

have time T mana

organizer or be an architect,
bur not botrh

Twe OF them Wl[(
de half the yob.

Thtee of them

e 2,

For vears llve been running my life opeless Mme

Ou‘yo‘: a system called 2 ™ of the job.

T\meF Binder Pick one and
Yyom

Doug Beavchamp stick with 7

-t-
PO Box 4c¢o %o
San Francieco, CA f// W
a4\ 46 - 0%o N 3\ k%
/ 4
phone: 418/ 265. 0811 S
Poua hae simple forme that work f:,rf'/?: '
for me and an netruction manual. /// /

- o P=
There are many cther systems on )
the market | as well .

Nou can eveh assemble your own frem
the shelves of any geed office <upply .

But £ you keep Gndm two-week-old wads of notes 1o
youred\, yeu need eome sort of eyotem !/
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HERE+AEE THE COMPONENTS that | consider eccential

In A Timeé management System -- again, based on
what works for me -- Beavchamp's "Time Binder

O Geed quality, z-ring, (sk'xge'y ™
half-size notebeook.
n Gieed Auality %o you wenr't be |

embarrossed to have ard uce Bpes

it in absolutely every meeting
and <ituation ~- expensive

ehouvgh 4o yeu might be l(ess |
careless akeut leaving it behind . &'z x @'z netebeoek

. . . Paper
o 7;-«'1(\?‘ half-<ize <o His amall
encvah to carry easly and <o
@ You can readily buy stock ,

%-rin aper Yo Ft, ether
pla.m? gr\dded, er lined

And . " Blz x|l or 3‘-;%!4
@ You can bind in 8'2 « l\“, or <heets
8lz(uxld4" el—,eags %F\ Lists (
calendars |, Aand slher |
‘1mpor+ah+16{-w\d¢ud S(ze C:::g?
And papers folded and punched ;"‘jﬂ’{’n :;-Holaj
© You eon rediwce standard 4ized Justasle pun
© pieces of paper (even Il x 17 Frem an office sueply
cemputer prinfovt ). on a

photo coper | then téim them
to, Glz w &Yz, punch and
bind - - Maximomn Flexibility

ang thev're still e ible  even
\& hardy'\‘o read | %

§ didders
<J

@ A ?q+ oF alphabetized , tabbed dividers for 1nformation

retrieval ot gleo to serve as your address ook . Names,
4ddresses and Phone nombers are writen on-the dividers ,
themeelyes

Color-coded or numbered tab dividere (& o ¢, max )
are aleo vVsebul for imporient , on-asing areas of interect
or long-term projects, One of Hhewe <2k, aside Y
‘persondl"  sechion and dhe dwvider 1o covered with

\ . ered -cad,
wank accovnt, pass and \ngurance policy humbers



MOMTHLY OVERVIEW
APPONTMENT &

SCHEDULING SHEETS
CMwaye kept in pencil 7)

Weelk’, AFFoimLmen‘f s

and
Record oFd Weekly To Do LieT |
events an Yo review & rapra'oh-l-aze
Your Yecponses daily -- ales your record
— of contacte and
g N i hmer t
s — | accomplichments
From 4he top down:
con WED 1 - : F
cerve o6 | a%b Things to do.
a time | From the botom uves
Zheet SAT ‘i‘— ————| phone calle to make .
@H
TO CAL

Kf

A TWO- PAGE SPREAD FOR EACH WEEK

VsE A PRIOCRITY

CQDE J CODE CONPITION

Ve open |
S IMPeRTenT | YRSEMT
You note their % v v
ctatvs e glash

mark Fot "begvn" v

wa |
oF “left word " [T -
X ot means '
N _

completed

4
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CONTACTS RESOURCES

.............................
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SECTION 5,

— MANAGTNG_THEFIRM
Tealing with lawyers, accountants, liabiliby hsorance — & |
So0me manaaement recolrces: what to do with them — 5.4
Valles drive tne firm

: £.5
‘Charting Yeur Course " reprinted from TechNolLoaT 5.6
The Coxe Grour questonaing : determine

. _ Firm Typology — 5.3
Desgn Yalves - andther driver, ancther y ——————

4heory 5.1
Cesian Valves Self. Acsesament Quiz 5.20
Assessing your fitm: an exerciee - 5.24
The furm as a collechon of projects an
Stifening your sales tesistance 5.25
FINANCIAL MAUASEMENT S.26
o Example prof< plan —— 5.2
¢ Ditecr salary ¢gxpense (DS.E) and
E=iclency Rate ¢Wilizahen Rate) — 5.28
¢ Calaslation o net mulhplier and hourly biling rajes — ¢.24
¢ Kow to montter project and firm fidancal pesiormance
oy avkx approximahon — : 20
o Tiee Yo lncrease profitablity <3
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LEGAL ORGANIZATION

THREE FORMS — Unlecs your lawyeror CPA hae cFronq
’ i shoud |, don\f{'y “perd a lot oF time
0 %ot PROPRIETRSHIE - Essigat o <ol op
_ C _ - Ndling lmits "1t gm«ﬂ[« (emﬁ?{’
2ot fret read - Often leads 4o a Yoo

ApPendix &, cha sense o kolahsdn,

. bk | ot you amewer to

o ene but youreelf .

- Great, previded oo "marry well'

Mos<t éiien {Mh'l:&mean'? firdt

er rmet early --the
ma jority % endurin
partoershies seem +o have
been Fomﬁlﬂlmms?\'a’(c\y
veen reaistra qon at

least :3\5 of the parmers .

- A &e ara“'ﬁ ( \aﬁjn
{:om’\P, but cnce% yeu iz,ﬁu
takes on a lite o8 ko own.
Specal lawe |, taxes, and
bueiness decomentation

LAWYERS AND ACCOUNTANTS

Tne best information on hew to pick 4 lawyer: n Hardbeck diapler
&, paae 1B, ‘4electing ahFAﬂornay" by Ava Abramowitz |
You can azsily extrape

an acconndont  tago S TEMIT & geed appronch fo piking

Awa'e messaqe: iorz?::nce ,'Chcmle-h'y , Pree, motual hroet

One additonal note - They may vse Funny werde | but lawryers
and CPA's are really taling common cemse -- keep asking
questions (Achive listening ) unkl they put nformation itte “a
form you're sure you understand, Then Frust your ewn judamert .
An examele. IF 4 lawwer o CPA {elle wo L opemte ot
like ey do -- %b\mfc\v;/fpu %ell %wugﬁn :Dhe_hac}s of -'l!'t’r‘ne
Pen't ap deny with'it,  They May be right in principle ,
\ov-i:, the complexities of your feee keing based on 40 e
difetent things ( §, hourly, lomp sum , %) makes their

pat soloton  ynwerkable’ for' vou,

Trost youreelf - Only you know how you operate . Only
your ace avalihed 1o select from amona the many eptions
v doing %0, Thér b s pProvicle '

‘ advee on what
optons are avaikable,"an recommendatons |

vrlasons ycp
Wot’ry]'nﬁ |+ .
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PROFESSIONAL LIABILITY
'ERRORS, & [85TONS)" [NSURANCE: R f

lnourance companies and architects have a ot in common. Bo
<ell services that involve accepting risk, both require pay-
ment in retumn for the riskes they accept. Most arch -
FromN\_tects (not firms, architects -- see below) and all insur-
THE 1890 \ ance companies transfer a portion of ther risks
ALA BALT through insurance. \nsurance companies buy
BookK & reinssrance -- much of it from international
'rERcENTAGE)\ financial concerns, So,many of the
of fleme N\ fluctuations in what's available 1o
Golle BARE you in lapility i(nsurance are
the result of what's going
on n the alobal & market

in the pact, we've seen charp
Eluctuations in cycles from
“hard " marketse Cihsurance

services ofered,
frack record, h&fc,.
They compare the |
ru;uy(&e witls statistics
about ether firme like

was hard o buy ard v yours %o they can cet
VAR 4] expensive) to “Goft " mar- | A A0 ST opriate pre -
1 | YoraL wumeer [T keto where it was read- | vm, tor accepting
2-4| OF PEOPLE (607 iy available at much T‘#‘sk‘,’g V::Cﬁ‘::ose
[ Toe oo cheaper tates. Some sa S Transier Pm
s € ) that farouah tougher state | ( Buying insurance &
to-1g Fur] (4% aovernment requlation we a little bit like
2ot 177 won't gee guch vielent betting that event.
° cycles in the future, but vally something will

warn that come companies
may juet a0 out of busi-
ness when 1the states
\_Non'{’ allow rate
increases. ts a @
qeod dea fo do a

[itle ihvestigathén )

about how many
architects work -
for which 41zz firm,
you fird taat T727%
of practicing

arenitects work
10 firme that carry

£0 WTo You
couldn't have taken
care o5 't by yourselt.
ard 6cl(mq yeu
insLrance (s a little
like batring you'll
conforn to thewr

Lability insurance ! vefere you buy. Te “tatishico ardthey
‘ find out what the market have the appropri
One cther fhing you may | 14 currently doing and ves arve set aside to
want to know about something about the com.

ke care oF it i€

insurancg companes the| panies you're consdering:
very smallest fiems are g Watch for the annuval %

) i One thing 1o check on:
ther Uﬁ‘z;h;‘_‘\’?:‘*“‘ qu; . report in MEMO what 40?4- of \ogs -

administuchve dosts oF Tk 4o your closest AlA prevention program

AN S : the company
provding coveraoe s Liability Committes member e e
about ‘\hg ':arn;,qeflen : ex call ?!’hc <tafk divector ot i';:’:: 6‘;?0‘&‘,"‘%&?
for the \owest coverage, (202) 626 -16%1. reyiow ¥ tools 7 daka P

0 Get a broker do check, o (gvidelines,?

" Y
r g The pervon 1 always call & Ava Abramownte. |
commended Program, Ve President of Victer O, Schinnerer and
Gchinnerer 1 commited )Company (%e1/461-1800) They runthe AW
to providing msurance fCommended Frogram. Ava nae helmed wrth alst
to even the smallest ot this infermaton and goes around the
qualified , fifms courrtry teaching covrecsk Schinneret cals

"Riok MANACEMENT"and {think of as *$tre=i.

smatrt awchitectuore”-- aeed cavrses
Even f you ge pare, you may want to
Gubseribe to Schinnerer's Gvidelines
publication - -§76°° a year
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\ | e
TAOPLR, TOL B LIABILTY INeURANCE P o .

Your own experience with, and judgment about your technieal
competency and quality contro

l.

@ Your yudqment o dhe ?o"’eh{'la[ e vour clients 4uing sou --most
sute’ agaimet architects are brought by dheir chienks. How
well do you do in cliett development - - iA controlling thew
expectationse ? (Gechen 2). -

® Your marketi charscterishes - and those oF any marlets you
intend  te develop .

For example: O Fejechk own by commifles terd 4o be high-tisk --
churches , schools , conde owner ascociahons ole.
O Many public bodiex or agencies and some
Private corporations wot't hite an uninsured

architect
O Joint-ventures and ascociahons frequently
bring en dhe need %o |

. Insvtance coveraae
A4S a condition of aethng tne pro yect.
ost emall Project Bochhoners tell ve

problems come up, they take care’ <R 4h
That's & way ofF

On 4he other hénc\, m
, A0 bare and when

they
Mmed (a‘\'e.ly -

em
saying they're self- insured .

o~ If r tee e all emall
7 @- Vroiiudsﬁ?% ech(bna‘% ‘ f;ngi 2.2)

| | Yev might decide going are
\ \J = no more ekpensive | a lot

eonier o you and dhe client,
and aets you more referrals
e nat W e for toture work. . Lawsuits
you Now o be b Y

are labor-intencive fo(&verybodyl
O Orhon: purchase low coverage , low deduehible 7 (@4l net cheap)
O OpFtion: purchase with high deduchtible Z(cheap'til tl’buble hits )
g Set aside an emergency fund each

g Tl e S year oe part of overiead

and do bare 7 (pay as Yyou ao -

O Pot eéerylw'ng in yFomZ 4Poue_e’sqname and try to be_judgmert
preot 7 (the diverce rate (e a lot higher Hhan the Yrequency
rate of claims /)

Nene of those ophons & easy |, but while vou're wermr about |
what covree 4o £ 4 one ute LAt

& Trorovanly s oy ofer e sure by cragter CL1ES
Read an orov Lnaers e YAIMoW et (il
in the I edihon ;F‘“nc ARLHINECT 'S HAuvbooQ OF PROFESSIONAL
PRACTICE (AW, 1187) : "Risk MANAGEMENTY Then | when you do
your protit plan , wudget money for come option dhat lets vou

L & sence e cayina :
Fax Now Oor BAy LATER

The only thing yeou can't
afford Ho do e ianere dhe
lsve. Eventually, somethng
will o wreng . what will

respeond appropriately when claims arice,
Here ave figures reperted indhe 1290 AL FACT ook
Firm (nsurance Fremvms as a Deduckble asa fercentage
Size Fremium percentage o Percentoqe of & fums
Grow Revenves Gioss Reyenves reperttiq no
l c(alums
L $¢,200 a7e &7 57.
2-4 '01400 07' 1% _-——-ql7o
-9 16, oo 47 2% —————— — 8&7,
le-14 %4 ,Goo 47 z7. 117
20+t [ERAR-Y-" - 1% 7% ——————— Lo 7.
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M ¢ SoME RECOURCES AND WHAT

MANAGING THE FIRM : 4ome Recources s

The very best resovrze written on mancaing archidtectre Frme
o THe ELHITECT 'S HANDBeoK OF F’Eo?ééSloNAL FRACTICE .

In addition | there are come 2o other beoks on fhe 40b et 1n justFre
last Few years . Not only dhat | F veu add in al -f'ﬁi ke on
management in agneral fhat are wrilten , the resource & encrmevs
Zome. small firm practitiones read 4 lot on management - Taters,
Trucker , Waterman |, lacoaca , whoever -~ becavse it lets them
consider | problems and tecommendations more In he alxtract,
They feel ite pceful to first get some distance
prochices and then leam how & applies o them .

The trulh i, you sheold read all management becks that way - -
even the HANDBoOK, Ewvendrouah it

16 Now bein& accertad 1N
covrts o law as eviderce in determining the standad of care
for architects, it &till io not written Lpecifically about
your firm, or even your typPe of firm.

Their ewn

T{_% e should {t\dve the Hatdiooek ans use it. But always read
| Wit

an eye for what's net only approsriate | bob escental
for vour procthce and vour Fiem size. TRUST YOURSELF, Don't
blindly follow recemmenaanens or copy 4he examele of firme
with % or 4 Himes your staff 4ize.

I
— ) WHICH 15 FAIR BUOULGH S
4 T —— o Architects define
SoME PEOPLE Ih business say cuccess different v,
architects oj\crc ‘
net acod a
4

Sycess , in o\rch.l'l'ar:lm’tl
. meane not only all the
Pusiness quan{—{F{abfe indicators

business people use --
on the ether hand, but alee guality o
k> & bwiness world, the projects dhat :
and considering dhe vesu it from the servicss
dkg?e.rxng values and geole provided; quality in
of architects -- and tine

. e service to cociety
small ameont of time typiaally Provded by those projects.
4pent on businese and
managerment | mest architects ave. ‘
protubly petentially geed &t b - again, TRUST YOURZELF
There's & manaaement saying that applies here: WHAT GET
MEAGURED, GETS ToNE, "lt's a4 way of

aayine —

[F_YOU WANT 10 GET BE[TER AT: |  THEN Paxy ATTENTION To!
SAVING MONEY PUDGETING + OVERHELD ¢oONTROL
MAKING MoNEY PUSINESS | PRICING, NEGOTIATING
GETTING ProjECTS MARKETING + COMMUNITY ACTIVITY
STAFF PEVELOSPMENT MENTORIMG, STAEF EVALUATION
ARCHITECTURE

Peclects
Within reaceon, and assuming common 4ense , 1e a maller of values,
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WHAT VALWES DRIVE THE FRM 2

VALUES A& PETERMINANTG OF ARCUITECTURE FIRMS ¢ There are two
berks on the qubpst,

1. Kevs To DESIGN EXCELLENCE , (AR 128 by avlbor, is about
the Valve owtems of clents and architeots abeut design as
a determinant of what gotde of practicee and firme evolve ,

2. SUULES> STRATEGIES FOR DESIGN PRAFESSIONALS . SUPERPOSITIONING
foR ARCHTECTURE & BNGNEEEING F®MS |, (New York: MeGraw - Hill,
1ag1), by Weld Goxe et al. deals willh valves of every sort |

other fhan desaian .  Thie bk (6 the geminal work on the various

6 & Fwrms , what client ard architect values drive them | and
hew ‘o strateaize to achieve 4uccess in them,

An article summarizing the beck and ite, 42 madder shadenes
or Guccess s reprind

fom TECHNOLEGY Magazine , WMay/ June
1986 and included  at the end of this chap*'&r.aﬁ v/
The loxe Group book defines the architects’ valves ac )

: y(.nc& on
& continLum petwaen
AT A At A
QA TRCTCE - CENTERED & b — A BUINESS-CENTERED
N BUSINESS 0> '

PRACTICE

The problem most
- gmall - Firmn Q
proctiheners have

Fivaty | New ) can design that
dream project - Geez ! Sue tomony

starting ovt %

Time +o report FICA T
dhat ey find . AT and what abeut re-up
emselves hopping 0 vates on ineurance

bock and forth .. Golta’ aet 4rone chanae ordere,
Processed w0 | can get ack
‘o design on that pre

On,0h, time to meet
T payrel . Beter pol( of the
I ) THERE S\, desian  and terd to
Q D p L Esu\collechons
A LINE POWN THE NiDDLE, OF cole&E . BUT ON THE |
DAYS YOU'RE HOPPING , (T FEELS LIKE HIGH HURDLES

@ You can develop your
own abbreviated form

\wow 'vxh'
Ve get s .
wonderful

i T
aoina 1o be the

Just erouah on OON
management 1o do =72
what yvou want «t ,aQ

_ _ the acale oF your own e
(1) You can find veal pride, erional capability-- b=
0 THulfilment and excellence ike an \ntricate dance aﬂ
in management itselt, leadig 61‘@5 where your balance ;
othert, to join with you in shitts exily, in time, 09
0 marehing the firm forward and by (ntention,
o E i me T
on efher side e loxe '
9 cortinuum yoL choose. . @ You can keep hopping .
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*Reprinted with permission from
Architectural Technelogy, May/June 1986,

Charting Your Course

Master strategies for organizing and managing architecture firms

BY WELD Coxe, HoN. AIA; Nina F Hartung; HuGH H. HOCHBERG;
Brian J. LEwis; Davip H. MaisTeR; RoBerT E MarTOX, FAIA; AND PETER A. PIVEN, FAIA

"fhings are so variable you can't just sit doun and write @ formula.”
—Qverheard at the AIA Practice Management Conference in
New York City, October 1985.

architecture firms has occupied more and more attention over

the past generation. The goal is always simple: Find the for-
mat that will enable the architecture firm to provide excellent service
to the client, do outstanding work recognized by peers. and receive
commensurate rewards in professional satisfacuon and matenal
returns. The answers, as the observation quoted above reflects,
have not been so simple to find.

As management consultants with the opportunity to analyze liter-
ally hundreds of architecture firms, we have found the search for
ideal management methods challenging. Each time we've observed a
format that appears to work well for some or many firms, an excep-
tion has soorn appeared, contradicting what looked like a good rule to
follow. For example, some firms do outstanding work organized as
project teams, others are very successful with a studio organization
and still others get good results from a departmentalized project
structure. One of the major puzzles for observers has been finding 2
relationship between the project delivery system used by firms (that
15, “how we do our work") and how the organization itself is oper-
ated (that is, “how we structure and run the firm”).

After years of study. and trial and error, a model has begun to
emerge that holds promise for making some order out of these
issues. At the heart of this new model is the recognition that
although no one strategy fits all firms, there is a group of under-
standable principles with which almost any firm of architects can
devise its own best strategy.

The model derives from observing that two key driving forces
shape the operation, management and organization of every architec-
ture firm: first, its choice of technology, and second, the collective
values of the principals of the frm.

Technology, in this sense, refers to the particular project operating

THE SEARCH FOR THE BEST WAYS TO ORGANIZE AND MANAGE

Ms. Hartung and the Messrs. Coxe, Hochberg, Lewis, Mattoz and
Piven are pnincipal partners of the Coxe Growp, Management Consul-
tants (Philadelphia). Mr. Maister, a former professor at the Harvard
Business School, is now head of Marster Associates, Management
Consultants (Cambndge, Mass.).

52 ARCHITECTURAL TECHNOLOGY

system or process employed by the firn to do its work The choice
of technology resolves such questions as: Are we going to work in
teams or departments’? Will we have one design director or do we all
design our own work? Values refers to the personal goals and moti-
vation of the principals in charge of the firm. The choice of values
answers these questions: Why do we do what we do? What do we
want to receive for our efforts?

TECHNOLOGY SHAPES THE DELIVERY PROCESS

Recogniuon of the importance of technology in shaping architecture
firms is particularly denved from work conducted by David Maister
during his years as professor at the Harvard Business School. In
studying other professional irms generally—especially law and
accounting firms—Maister recognized a pattern in the key technolo-
gies they all use. He defines these technologies as:

® Brains lexpertise) firms, which provide service to clients who wish
to retain “the smartes: kid on the block”—at almost any cost. These
firms give their clients new ideas.

® Gray-hair (experience) firms, which customize ideas, but rarely are
positioned at the cutting edge. Clients of these firms recognize that
the problems they themselves face have probably been dealt with by
other comparues; the chent therefore seeks an organizauon that can
offer know-how based on past expenence.

® Procedure (execution) firms, which serve clients who know that
their problems can be handied by a broad range of firms and who are
seeking a professional firm that can give them a prompt start, quick
disposition and low cost.

Figure 1 is an illustration of Maister's model for positioning profes-
sional service fims. The diagram fllustrates the relationship of these
technologies and the best markets for firms that specialize in each.

The impact of different technologies on the shape of an architec-
ture firm is profound. For example, a firm where the partner-in-
charge directly executes the project uses a technology different from
that of a firm where the partners hand the execution of projects over
to project managers. Similarly, a firm that organizes projects around
a single design director has a technology different from one that
allows each project team to make its own design decisions.

Applying Maister’s work specifically to architecture.firm technol-
ogy. three categories—similar to the genenc categories above—
emerge:
® Strong-idea (brains) firms, which are organized to deliver singular
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expertise or innovation on unique projects. The project technology of
strong-idea firms flexibly accommodates the nature of any assign-
ment, and often depends on one or a few outstanding experts or
“stars” to provide the last word.

® Strong-service (gray hair) firms, which are organized to deliver
expenience and reliability, especially on complex assignments. Their
project technology is frequently designed to provide comprehensive
services to clients who want to be closely involved in the process.

8 Strong-delivery (procedure) firms, which are organized to provide
highly efficient service on similar or more-routine assignments, often
to clients who seek more of a product than a service. The project
technology of a delivery firm is designed to repeat previous solutions
over and over again with highly reliable technical, cost and schedule
compliance.

It is important to recognize that there is nothing judgmental being
implied about the architectural quality of any of these technologies.
At their most successful. fims specializing in each technology still
exhibit strength in all areas of design. service and debvery. It is the
emphasis that makes the difference. This emphasis mayv be shifted
by the preference (strengths) of the architects in the firm, or by the
marketplace.

Take the hospital market. for exampie. The modern hospital was
first the province of hospital speciabsts {(strong-idea firms). As the
ideas these specialists developed were understood across the hospi-
tal industry and the archuitectural profession. the center of the hosp:-
tal market shifted to strong-senice firms. whose strength was the
ability to offer close, experienced attention throughout the very
complicated process of building or rebuilding the modern hospital.
After proprietary health-care clients entered the market in recent
- years, a share of hospital work has gone to strong-debvery firms,
which specialize in adapung the standard specifications of the pro-
prietary owners to diferent situauons.

Obviously. these technologies often overlap. Clients frequently

FIGURE 1

David Maister developed this “Mode! for Positioning the Professional Service
Firm,” based om analyses of all types of professional services. Within each field,
Maister found that firms could be categorized by the skdls they ofiered. ond
observed that the kind of work each performed reflected this. The mode! shoun

want 2 kind of service that incorporates $ome aspects of more than
one technology. and some architecture firms, similarly, deliver ser-
vices that do not clearly fall within just one of these groups. Never-
theless, it is worth noting that there is a general progression in the
way technologies evolve in every firm and every market. New ideas
originate in strong-idea firms. As the ideas become understood and
accepted in the marketplace, they are then widely applied by strong-
service firms. Eventually, when the ideas can be routinized and are
in demand by client after client, some or all of the work will move on
1o strong-delivery firms, where repetitive projects are turned out
and efficiency is the key. Thus, it is important for firms to pay atten-
tion to how their technology matches the evolving market.

The different technologies, when they are working best, require
notably different project-operating organizations, staffing patterns,
decision structures, etc. Technologies in architecture firms tnfluence:
® Choice of project process
® Project decision-making
8 Staffing at the middle of the firm and below
® Id€ntification of the firm's best markets
8 What the firm sells '
® What the firm can charge
® Best management style

Technology is the fundamental dniving force that shapes the pro-
fessional design process of the firm. and it is becoming recognized
that all really successful firms have a clear and consistent project
process. Those firms that try 10 be all things to all types of clents
tend to have the most difficulty opurmizing their work and or ther
organuzation.

One immediate example is in staffing. Strong-idea firms will hire
the best and the bnghtest nght out of school and expect turnover
after a few years. Strong-service firms seek career-onented profes-
sionals and try to retain them so their experience is availabie to
future clients. Strong-delivery firms. on the other hand. will hire

here wses varous kinds of health care as an analogy lo clarfy these distinc-
Aam Comsider how' firms specaiining s each type of service would differ wn:

Ing praciices, siaffing, marketing, wse of systems, management style, tram-
ng ond recnatng, firm size, et

BACK ROOM FRONT ROOM |
ADDED VALUE ADDED VALUE i
Execution-Intensive | “Pharmacy” “Nursing Ward" Procedure =
Programmatic (Familiar, Routinizable Work: (Famikiar, Routine Work Execution
Low Client Risk Caonsultation Not Required) Consultation Service Sought)
' Grsy Hair =
Diagnosis-Intensive | “Surgery” (Complex, High Risk: “Psychotherapy” Experience
Nonprogrammatic Client Does Not Seek Involvement) (Complex Problem: Clent
High Client Risk Wishes to Be Involved, Advised) Brains =
i Expertise
Consulting Consultation
Technical Skill Interactive Skill
Content of Work Process

MAYJUNE 10RR R%
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A way of life or a means of livelihood?

paraprofessionals and use computers to apply standard details and
procedures over and over again at the most efficient cost. The senior
partner in charge/project manager of a strong-service firm, who is
accustomed to giving individual attention to each aspect of complex
projects, is rarely geared to provide the fast, efficient. routinized ser-
vice desired by the strong-delivery client. Thus, the difference in
staffing models makes each technology so distinct that it would be
difficult to have all three models operating in top form in the same
firm. The tables that accompany this article illustrate similar con-
trasts in strategies for all the different areas of the firrn influenced by
its choice of technology.

VALUES SHAPE MANAGEMENT STYLES

The second driving force that shapes architecture organizations is
the values of the professionals leading the firm. The fundamental dif-
ferences in values become evident if one examines the word
“practice,” which is so often used by professionals to describe their
organizations, i contrast to the word “business.”

Prachce. as defined by Webster, is “the carrving on or exercise of
a profession or occupation . . . as a way of life.” Business, on the
other hand. is defined as “a commercial or mercantile activity cus-
tomarily engaged in as a means of bvelihood.”

When the two defiiuons are compared from a management per-
spective, what stands out 1s the contrast between “a way of lfe” and
“a means of Livelihood.” What is becoming evident i1s that many
archutecture firms are practices first and businesses second. whie
others are businesses first and pracuces second. Therein lies a
whole new perspective about what goes on in such organizations.
The basic difference is their bottom line:
® Practice-centered professionals, who see their caling as “a wav of
life,” typically have as their major goal the opportunity to serve oth-
ers and produce exampies of the discipline they represent. Therr
bottom line is qualitative: How do we feel about what we are doing?
How did the job come out? .
® Business-centered professionals, who practice their calling as “a
means of livelihood,” more likely have as their personal objective a
quantitative bottom line, which is more focused on the tangible

glome, | 5

2 | S : .
VALUES Pracg::-ig::stered Busin;::;ﬁz:tered

FIGURE 2

The best organizational and management strategies for architecture firms
depend om the kinds of technologies uf uses and the values subscrided to by firm
principals. Thus matrx divades firms inlo sux categones, based on these dishne-
tons. Each category has us own “master strategy.”

54 ARCHITECTURAL TECHNOLOGY

percent of
responses
60

Bl o corsistency
50

{ l low consistency
40
30
20
f—o—10
_mm— | =~ 0

not somewnat ok very Pigriy
satistaction
FIGURE 3

Princspals of firms that fall most completely tnto a single category (as shoum in
Figure 2) report a far greater degree of satsfocthon uith the way thewr firms
operate than respondents from firms that exhibit iess consisiency.

rewards of therr efforts: How did we do’

As with technologies. it must be emphasized that there is nothing
more noble about either choice of values. The choice 1s an entirely
personal, largely self-serving one. derived from how individual archi-
tects view their missions in life and what they hope to get out of
their bves in return for working.

What 1s important about this distinction is the recognition that
although all successful architects clearly strike a balance between
practice values and business values, it makes a significant difference
which of the two is primary. The choice can be expressed as a spec-
trum with practice-centered architecture firms at one end and busi-
ness-centered firms at the other.

The different positions—practice-centered versus business-cen-
tered—will lead to very different choices in significant areas of orga-
nization and management. Practice-centered firms. for example,
tend to prefer partnership structures, where the leadership is col-
legial and decision making is often by consensus. Business-centered
firms, in contrast. work well in corporate models. where there is a
clear hierarchy of roles and decision making is by chain of command.
The practice-centered model is frequently preferred by principals
who like to work as closer:doers—getting and carrying out their own
work. The business-centered model is frequently preferred by prin-
cipals who see marketing as a departmentalized function, with the
work handed to operating departments to carry out.

Both values can produce equally successful results in chent ser-
vice, design quality and even profitability. The choice of values. how-
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ever, can make significant differences in the best way to structure
the firm. Values in architecture firms influence:
® Organizational structure
8 Organizational decision-making
® Staffing at the top
8 How the firm markets
B ldentification of the firm's best clients
B Marketing organization
® Profit strategy
@ Rewards
® Management style

What is most valuable about recognizing values as a keyv force
shaping architecture firms is seeing how important it is that all the
leading professionals in the firm share similar goals. Depending on
these values, different organizational patterns will work bes!. Any
effort to compromise values will inevitably weaken some of the
choices of organizations, and consequently weaken the firm.

MATRIX INTEGRATES TECHNOLOGY AND VALUES

When the two key dniving forces described above—technologv and
values—are looked at in coinbtnation, they form a matrix withun
which the differences between firms. and the best strategies for dif-
ferent firms. become clear. The matnx (Figure 2) produces six basic
types of firms. each of which will have a disunctive “best strategy”
for each consideration described above. Examples of each of these
bes: stratepes are given in the accomparnitng tables (Figures 4-10;.
The model gives, for the first ume. a clear picture of why some

firms succeed doing things one way, while others can be equally suc-
cessful doing things quite differently. Also clear is that it will be very
difficult to optimize any firm that minges too many of the different
strategies. And when this recognition is combined with the under-
standing that the best clients and best markets for each different
technology are quite distinct, it is possible to take a whole new view
of how firms can best position their strengths to serve their clients.

In a recent test of the implications of this new model, the Coxe
Group surveyed by questionnaire a sample of about 100 firms of dif-
ferent sizes, different markets and different organizational formats.
After answering a series of questions to define its position on the
matrix, each firm was asked to rate its leve! of satisfaction with the
way the firm was currently operating. The results are lustrated in
Figure 3. Those firms that showed the lughest level of consistency
conforming to the best strategies for their position also reported the
highest level of satisfaction with the way their organizations were
working. The Coxe Group plans additional research to further vali-
date the implications of the model, but this initial sample confirms
the essential hypothesis. Those firms that have a clear notion of
what they do best (their technology) and a common set of goals
(their values) have always succeeded the best—for themselves and
for their clients.

The chart below, and those on the Jollounng pages, reveal rudimentan “master
strategies” for each category of architecture Airm. Once a firm decides which e
of practce it is (e.g an "A," “B." “C.” “D,"“E" or “"F" firm,. st can follou the

suggeshons in the approprate bos to gain IASIZR! 1nlo the best wans to organiac
ond manage the firm.

Projects follow an assembly-line process in which
established standards are critically important. Since the
product is standard, the chient may deal with several job
captains over the course of the project. Quality control
is the key to chient satisfaction

Projects are headed by project managers and delivered
by departments whose department heads have qQuality
control and project decision-making authority.

Projects are delivered via stable teams or studios, often
organized around different chent or project types.
Design principal(s) maintains project autharity.

FIGURE 4 Best Strategies for PRQJECT PROCESS AND DECISION MAKING

Projects are processed through departments or teams,

Strong headed by a principal in charge. in accordance with

Delivery standard details and specifications developed through

: expenence. The PIC makes the decisions. Success is

achieved by delivering a good product over and over.
Projects are delivered through project teams or studios
whose principal in charge (the closer/doer) has a high

Strong degree of project decision-making authority. Strong,

Service technically onented people provide quabity-control input,
but project success relies on the authority of the closer/
doer.

Stron Projects are delivered via highly flexible teams, orga-

oo nized around each job, which take their creative
direction from the idea (design) princpal.

Practice-Centered Business

Business-Centered Practice
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In “strong-idea” firms, staff turmover is encouraged

FIGURE 5

Best Strategies for ORGANIZATIONAL STRUCTURE AND DECISION MAKING

Strong
Delivery

Closely held as a proprietorship or corporation by one or
a few design professionals who manage a vertical organi-
zation. Decision making tends to be autocratic. Thrives
as long the principals stay closely invoived.

“Investor”-owned by insiders or outsiders who delegate
much of the operations and management. Dedisions are
largely based on a standardized process or SOP. Works
well as long as the firm’s process/product does not
become obsolete.

Strong
Service

Broadly owned by professionals structured as a partner-
ship or as a corporation functioning as a partnership.
Organizational decision making is by consensus. Func-
tions best when owners share similar professional capabil-
ity and goals.

Closely held proprietorship, partnership or corporation
with owners making decisions by majority rule. Dedisions
are clearly onented toward meeting the goals of major
owners.

Strong
Idea

Owned by a sole propnetor or a few equal owners who
functon as parters. Their ideas and creativity in projects
drive the firm, and few organizational decisions are made.

A proprietorship or small partnership (or closely held cor-
poration functioning as a partnership). Organizational
decisions are tailored to maximize the apphcation of one
or a few onginal ideas.

Practice-Centered Business

Business-Centered Practice

FIGURE 6

Best Strategies for STAFF RECRUITMENT AND DEVELOPMENT

Strong
Delivery

Recruit experienced professionals who are committed to
getung the job done effidently. Financial compensation—
base and bonus—tend to be higher than mdustry norm.
Limited job security, except at top.

Hire and train paraprofessionals to do maxanum amount
of the work via standardized procedures. Invest mn train-
ing, not salary and benefits, to keep costs low, efficiency
high. Factory-like culture with compensation by job classi-
fication, publishable benefit package.

Strong
Service

Recnuit career-oriented professionals with strong sense of
commitment to client. Reward via stability of practice,
good benefits, pensions—average or below-average sal-
ary. Goal is to retain experience via low turnover.

Hire experienced professionals comfortable in corporate-
bke structure, as workload requires. Higher pay, limited
benefits. People at top are entrenched; less loyalty to
staff in event workload dechnes.

Strong
ldea

Young bright professionals are attracted to the firm to be
associated with one of the leaders (“gurus”) of the pro-
fession. Typically receive below-market salary, minimal
benefits and move on after a few years unless tapped to
an mner drcle.

Recruit young bright professionals interested in leaming
from the firm. Compensation often below mdustry
norm——attraction is working on interesting projects.
Turnover is encouraged as staff develop expenence, want
higher rewards.

Practice-Centered Business

Business-Centered Practice
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FIGURE 7

Best Strategies for SALES MESSAGE AND TYPE OF CLIENTS

Strong
Delivery

Best clients are volume developers and organizations
interested in reliable, proven, repeat-type solutions. Sell
the firm's proven track record and knowledge and under-
standing of principal(s) about how to get through the sys-
tem and agencies. Past clients return because of proven
track record and rapport with the principal(s).

Best market is one-time or repeat client unconcermned
with originality and/or chents looking only at bottom tine
Sell proven product, standardized design, assembly-line
(“it will only take a minute and we'll have it all done™)
package deal.

Strong
Service

Best markets are institutions and agendies with complex
projects that seek reliable solutions and expect to be
involved i their project’s evolution. High repeat business
from well-satished past clients. Sell closer/doer experi-
ence, technical skills and commitment to remain on top of
the job with personalized approach tailored to the chent.

Best markets are major corporations and agencies with
large, mainstream projects where the client expects to

..delegate execution of the project after making the selec-

tion. Sell proven track record, known or demonstrably
competent project manager and organization’s strength.

Strong
Idea

Best chients are those with unique, one-of-a-kind prob-
lems, or “patrons” with individual or corporate egos to be
satsfied. Cbents are always the top decsion makers, who

may bypass mput from their organization. The sales mes-

sage is the reputation of the “guru” Jeader, and a track
record of successful innovation, both design and tech-
rucal, and’or solutions to uncommon problems.

Best markets are usually clients seeking leading-edge
solutions that have beer successfully tested by others,
e.g., developers or lower-risk corporations and institu-
tions. Clients respond to *sizzle” and messages like
“mnovation that is cost effective.”

Practice-Centered Business

Business-Centered Practice

FiIGURE &

Best Strategies for MARKETING APPROACH AND MARKETING ORGANIZATION

Strong
Delivery

Principal(s) sells one-on-one; may frequently proactively
take opportunities to past clients. Effective acvertising
and public relations campaigns keep the principal’s and
firm’s namne in front of the market. Markeung staff sup-
ports these efforts.

Marketing is carefully planned and managed. Sales repre-
sentatives find and sometimes close leads. Bidding oppor-
turities are weicomed. Advertising promotes a standard
productservice. Often rely on heavy entertainment of
prospects. Blanket coverage of conventions.

Strong
Service

Marketing relies on closer/doer principals strong at find-
ing and courting chients. Fadilitative marke =z manager
(who may be 2 principal) encourages broac staff participa-
tion in marketing. produces high-quality brochures, pub-
bishes a client newsletter, seeks regular publications in
both professional and user-oriented publications. Good
record of design awards, particularly by trade or user
groups.

Centralized marketing and sales department, under a
strong marketing director, is responsible for preparing -
the marketing plan. Frequent use of “bird dogs” to find
leads, publication of articles oriented to meeting client
needs, targeted direct mail, client seminars, some adver-
tising. Sales are closed by ane or a few princpals who
delegate work to project managers.

Strong
Idea

Marketing is generally unplanned, relies aimost entirely
on reputation deveioped via books and/or articles, profes-
sional socety awards, entry in premier design competi-
tions, frequent speeches and often a faculty appointment.
Marketing staff, if any. responds only to inquiries.

Marketing is actively planned, particularly efforts to get
to know spedific chients, seek pubbcity, publish articles in
leading magazines and produce effective brochures. A
marketing coordinator will keep the program moving.

Practice-Centered Business

Business-Centered Practice
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“Strong-delivery” firms compete on the basis of price

FIGURE 9

Best Strategies for PRICING AND REWARDS

Strong
Delivery

This firm specializes in producing a relatively standard
product over and over again. It will do best charging
lump-sum fees—its profits come from efficiency. Max-
imizing efficiency—reducing the costs of production—pro-
duces high monetary rewards for the principals.

This firm also seeks high monetary rewards, but achieves
them by maximizing volume. Its standardized product and
assembly-line process for delivering it thrive on volume.
Thus, the firm can often bid low to keep volume up.
Lump-sum fees are essential.

Strong
Service

Given the choice, this firm will price all its work hourly,
producing steady cash flow with moderate profits.
Rewards here relate to security for many in the firm—
increase in salaries, increase in benefits, share in profits,

and growth to ownership.

For this firm to maximize return, the task is to focus on
profitable activities, minimizing nonbillable time, carefully
controlling overhead. This firm can do well on lump-sum
fees, hourly rates without an upset or cost plus fixed fee.

Rewards are high monetary returns for the few at the
top.

Strong
Idea

The essential reward for this firm is. simply put, fame.
What is most important is wide recognition of the impor-
tance of the ideas because fame will bring new opportuni-
ties to develop new ideas. Economically. this firm will do
best if it charges high rates based on the value—not the
cost—of what it delivers.

Thus firm. having business values. will seek monetary
rewards as well as fame. It will strive to capitalize mon-
etarily on the innovative ideas it develops via value-added
premiums. rovalties and the like. It will not consider itself
successful unless it makes money, as well as builds a rep-
utation.

Practice-Centered Business

Business-Centered Practice

FIGURE 10

Best Strategies for LEADERSHIP AND MANAGEMENT

Strong
Delivery

Authontative owner leads firm and establishes 2 working
environment that attracts professionals wiling to subord-
nate themselves to, and implement, the defined manage-
ment polices.

Owmners delegate operations authority to managers who
structure ngd processes to keep the “assembly lne”
workang.

Strong
Service

Broadly-based ownership with many equals. Can thrive
on weak leadership as long as all are committed to the
goals. Consistent organizational management provided by
a facilitative general manager.

Owner(s) establishes leadership direction and assigns
strong management authority to a CEO. who is likely to
be the most nfluential (or majority owner) among them.

Strong
ldea

Strong leadership based on ideas/values and projects pre-
cludes the need for structured management, relying
rather on administrative support.

Strong leadership based on ability to draw ideas/creativity
from others. Management is a coordinating and adminis-
trative function.

Practice-Centered Business

Business-Centered Practice
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SELF-ASSESSMENT QUESTIONNAIRE TO

DETERMINE YOUR FIRM’S TYPOLOGY AND POSITION IN THE

SUPERPOSITIONING MATRIX!

Instructions:
Step I. Mark the appropriate answer to each of the following questions.
1. Is the firm’s ownership:

a. Closely held by members of the firm acting as a partnership?

b. Held by one or more outside investors?

¢. A broad partnership or broadly held corporation?

d. Closely controlled intemnally with a corporate attitude?

¢. A proprietorship or small partnership with approximatcly equal ownership?

f. A proprietorship or small partnership with equal ownership?

2. How are firnwide decisions made?

a. By the dictates of a professionally oriented leader.

b. By the book, following a one-time set of rules.

¢. By consensus of the owners or managers.

d. By the majority vote of controlling owners.

¢. Benevolendy, by the leader(s) aﬁcr input and collaboration of others.

f. Autocratically, by the dictates of a business-oriented leader.

3. How do you staff?

a.  Weare largely a group of highly specialized professionals with some lower- paid technical staff.

b. We have a few professionals plus a highly trained staff of paraprofessionals able to produce most of
the firm’s work.

¢.  We have many professionals and staff who are relatively well compensated and have been with the
firm for many years.

d. We have some specialized, high-level professionals who stay with the firm and a large technical
group that turns over frequently.

e. The brightest and best come to us; we ask a lot of them and expect that they will leave after a few years.

f.

We recruit the best and the brightest; they ofien leave after a few years.

4. How does the firm markél?

a.

b.

C.

The principals sell; others do the project work; we sometimes advertise.
We rely on sales representatives who are supported by advertising and competitive bidding.

We have an active marketing program managed by a marketing professional. The principals
participate actively by courting, closing, and being involved in projects.

We organize around a centralized marketing department (PR, marketing assistance, bird-dogs, etc.).
The marketing principal(s) sell(s); others largely do the projects work.

Our clients come 1o us. We publish and seek awards to maintain visibility. We succeed without
a formal marketing program.

Our clients come to us. We publish and seek awards; however, we have a planned marketing program.

! Extracted with permission from Success Strategies for Design Professionals, Coxe et al, New York:

McGraw-Hill, 1987

5.1%



How does the firm primarily organize to deliver project services and products?
Departmentally.
Clearly defined assembly line process.

Dci:anments with project managers providing continuity on projects.
Design teams brought together on an ad hoc basis.

a.
b
¢. Closer/doer-led design teams or studios.
d
e.
f. Fixed design teams or studios.

How are project-related decisions made?

a. Our work is primarily the result of the standard process; design decisions are made by a lead designer.

b. Our designs are standardized, and solutions are largely decided by the clients.

c. The project manager or closer-principal who obtains and manages the project makes the design
aecisions.

d. The department head makes them.

The design principal makes them; each job is consciously made different.

The design principal makes them; successful solutions are often repeated.

o

What is the best route to achieve maximum rewards in your firm (however you define rewards)?
High monetary rewards through maximizing efficiency.

High monetary rewards through maximizing volume.

Security for many-- salary and benefits, profit sharing, growth to ownership.
High monetary returns for a few at the top by focusing on profitable activities.
Fame.

-~ 0o a0 o p

Fame and fortune

What is the predominant pricing system in your furm?
Lump sum, getting as much as we can.

Successful bidding.

Hourly, with upsets.

Hourly, open-end.

Higher hourly rates and/or multiples than competitors.
Higher lump sums with value-added premiums.

™0 a0 o p

How would you describe the majority of your clients?

Pawrons in large and small organizations, and individual clients seeking unique solutions.

a.  Volume developers or entrepreneurs.

b. National chain clients with standardized building requirements.
¢. Institutions.

d. Government or municipal.

e.

f.

Corporations, institutions, and agencies secking unique expertise.



Step I1. Transfer your answers for questions 1-9 by checking the appropriate boxes in the lettered columns
below. Total each lettered column.

Question

Ownership
Firmwide decisions
Staffing

Marketing

Project organizations
Project decisions
Rewards

Pricing

Clients
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Total
Technology-value position A B C D E F

Step ITI. On the Superposiﬁoning Matrix below, indicate the typology of your firm. Place a dot in the
appropriate box of the matrix for each of the answers you gave in that category. Most firms will fall in more

than one category. It’s useful to indicate where your firm predominately positions itself, perhaps by drawing
an "amoeba- like" form encompassing all the dots.

A B
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ANU THEN -- regardiess of the business ve: prachee
ValLZ - set developed by Hhe Coxe Group with Maigiter,
there & aleco a 2et o valves held about dezan,
Perhaps a  correllaton between dhe +wo.

Continuum of values held about design excellence |
Arrarged according to whose interests .-\'fanc‘ to be served fivet

T e e e e e ~
// _______ Lf_ ————— _\ } \
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Characteristics of Design Excellence:

This is a summary of a much longer and detailed list compiled by Robert Shibley, School
of Architecture, SUNY, Buffalo, from the Young Architects Forum at Grassroots ‘89.

A List from the Young Architect’s Forum.

Response to, and from, users, clients, and the public
Connectedness to surrounding context and contextualism
Aesthetics, expression, and sensory stimulation

Sodial awareness and responsibility

Technical concerns

Problem solving and function

Flexibility and adaptability of the architect

Concern for the environment

W ® N o R W N

Creation and use of new ideas



WORKING LIST FROM A MEMBER FIRM

(This an actual list that has been in use since November 1987. 1t was developed by the firm

both to guide their staff and to assist in evaluating the work of their firm and of others.
They titled it "Criteria for design".) k

materials, details, and light?

SENSE OF PLACE 10.  SPIRIT

Is there a memorable, landmark quality Does it possess that "something extra” uni-
about the design that projectsan experience que to our projects that uplifts the human
of architecture as place? experience?

STRENGTH OF CONCEPT 11.  USERVALUE :
Is the concept unique and clearly supported Are both the client's program and uscrs’
by all the elements of the design? expcrience enhanced by the design solu-
FRESHNESS AND INNOVATION tion?

Isthe design on the cutting edgeof thinking 12.  EXPRESSION OF PURPOSE

and capable of being precedent setting? Docs the design clearly and freshly say
PROBLEM SOLVING OBJECTIVITY p:l:\;,:izpl::p:sg"e"c sense which
Have we solved the client’s program logi- -

cally, analytically, and without 13.  WORTHINESS OF PUBLICITY
preconception? Are there images, benefits, and truths about

: the design that will be newsworth to la

FATINTO CO."”EXT . . people agr::d future clients? ey oy
Does the design appropnately respect its

site and context and feel natural in its sot- 14.  BUILDING TECHNOLOGY

ting? Are there clear integration of building sys-
CLARITY OF ORGANIZATION :;n;g:gg;:e;gt;dcmhng and freshness in
Does the arrangement of spaces, functions,

and/or building elements easily promote 15.  COST EFFECTIVENESS

its use? Is this project, through its efficicncy of
CLARITY OF CIRCULATION iﬁ’:f{:: 3:::::;?; of construction, the
Is there a clear sense of entry, intermal orien- _ :

tation, and spatial sequences to facilitate 16.  IMPACT ON DESIGN BUDGET AND
user movement? SCHEDULE

c OF FORM Is the execution of thedesign realistic within

LAR.II Y i i ?

Is there a clear form and comfortable mass- the balance of the design time and fecs?
ing; does the project hang together at the 17. MATERIALS

detail level? Is there high craftsmanship in fitting and

detailing materials together in a har-

QUALITY OF SPACE monioas manner?

Arethe exterior and internal spatial sequen- )

ces clearly articulated by appropriate use of 18.  ADAPTABILITY

Can this design be changed economically,
either through conversion or expansion to
meet future requirements?



DESIGN VALUES

SELF- ASSESSMENT QUIZ

How do you define DESIGN EXCELLENCE in architecture? In each of the horizontal lines below there are three
statements—each is a characteristic of design excellence. There are no wrong answers. In each line across, number
each statment as 1, 2 or 3 in the order you rate its importance; 3 for most important, 1 for least important. Total your
ratings for each column. The vertical column with the highest score contains the aggregate of choices that most
nearly reflect your own beliefs, your personal value system regarding design excellence.

COLUMN 1|

COLUMN Il

COLUMN I1i

Context is the deparwre point, the
inspiration for a bold innovative
statement about it m

Recognizes, recalls, and builds
harmoniously on local culunfal and

physical context [__l

Sets strong image, distinct and new
to its locality. Stands out.

|

advances the art of architecture
through a significant design
statement; explores new ideas;
great clarity of concept

beautful 10 the eye; a place 10
expenience over and over,
uscr-friendly

[

striking and handsome, meets or
exceeds space requirements

i

technologically innovative—
demonstrates uses of new materials
and systems or new uscs for proven

ones [—I

great flexability —functionally
innovauive; circulation easy and

self-evident
[ ]

uses readily available matenals and
systems in proven and efficient
ways

uscs highest quality materials
commensurate with its use

|

public and community suppon
assure economic feasibility;
excellent Lifecycle costs

best possible value for the
construcuon money

]

transcends style categorization—
arresting and thoughtful

good human scalc; timeless in its
design—invites participation and
reflection/activity

timely, current design; strong,
compelling image; attractive

elegance in both materials and appropriate durability for its builds easily and well; meets
craftismanship sets new standards intended use schedule and budget
for quality in all levels of
detailing [ ] L]
explores new ways (o satisfly client environmentally responsible—is meets or exceeds all codes,
and user needs and feels safe. regulatory and program

[ [ ™ (]

uses client program as a vehicle to
expand our awareness and our
concepts about design

satisfies but transcends the client’s

program (o also serve community
needs

meets the stated wishes of the client
in an exemplary way

TOTALS

]
L]

JU
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THE THREE TRACK CONTINUUM OF
VALUES HELD ABOUT DESIGN EXCELLENCE

i< .

| |
/-—-———-——_———-——\

| ——— y S — A

l/-TRACK I |’ TRACK T \\ TRACK TL \1

FOoCcusES FIRST |
ON 4ERVING THE

|
INTERESGTS OF & {Oula\r\cr/ Fro%c%ion/éfc\a.‘y/éommun\#y/dw!
. ]
]
| Advances the art IKecoqn'\z,eé,, recalls| Siriking and |
of Architecture - I and builds on its [ handsome « Meeds |
Elegant in all its I context s Circula- l budget ard sched |
| details e Great | tion easy and vle « Clear con- [

Gmues/Temn*%s/Clien‘\'l

| clarty of concepte self - evident s cept « Sets strong
| Explores new I Righly €lexible for| distinctive image
TyeweaL spatial velation- | multiple usess A | which v new to |
DESCRIPTIVE l Ships °vlr\nova+'we-| place to e.xPerienccl tte location « |}
FHRASES Aevourl May tranccend | over ard over- Uses readily awnl-}

PESIGN GOALS Cajreqov'\u\ﬁor\ by ‘Beo\u{'i?u\o User |4blg materials |
o pesigh | style« Contrasts ! friendlye Durable | and systemes in l
EXCELLENCE | sharply with its | JHarmeonious - 1a | new, efficient ‘
context « Righest | and feels safe - | ways « Meets sndl
I possible quality | Culturally con- | gxceeds functionall

l «Technically textual « Energy | requitemerts o

innovative » Sh'onql efFicient « Good | Good value for ‘H'\e,l
! personal express- | life cycle costs | construoction cost
| ion e Expands our l Twhnica\\y excel- | «Valye added |

awareness and ! lent »Ecologically | through deaign « |

| oV minds - | considerate ard’ | Feasibility goode
Esthetically | environmentally I Technically excel- [
significant I responsibles | lent for the moneys
| 1
| CorporaTE HQ | Recrearion ﬂzmaqsi clnics |
BANKS K—12 PRIWVATE
TYPlCcAL | PRivATE Keemaucafl: Foelic TEANGPORTATION “Osl’iTAL‘rl
FROSECT ART 04PIALITY ! STRIP
TYees [Moseums  puversity G RELGOS  Centers |
PULLDANGS WOSPTALS MOLTIEANILY
| commereiaL 7 T l2 OFFICE © ol
INTERIORS | Reslonat MaLLS rec- OFF it |
| AQuUaRILMS Illteromc f’ewe.zwq(ou]l Wovstelar |
{ WATE_Z-FEQNT DEVELOPMENTS i /)
— e et— — — e e—— — — e
Moo
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Wiat tupes of Firme werk best in cach
of the trocks of the valug-set continvum?

Corre}3+tén: Leok =+ the arhele “ét/\@r!rv‘\e(

Yoor covree —- a ébmman( of the Coxe Group/
Maistet” werk. on +%Fo(0gus ot d&étqﬂ Fleme

I the arbicle , the éulvafos'(l—{om?)js Watnx &
teptoduced T s | Lach providung strategy
tecormmendatione for each oF the "¢ Fruna

tupes on the Followng topics
¢ ?fo)dcﬂlf ?V'OC-&% M MCAOU‘\ Mk(c\i

e Organmzationa | Struckure Becisonr - wak N
°Stafl rectrVit ment avd develsrment

¢ Sclee WMessade and Tyre &5 clients ,

c MNarfeecung SR PG And m’ﬁﬁmz/\«heﬂu\
s Fricina And rewara4

° Le&:(exz.b.}\t’ and management

;/,// i ;%/%//A/ ‘ %//%j//////f
A/ jgam
i %/////OJ‘ : j

, contavum of valtes held <lout <ign Excellence

L T [ m

N

An examiraben £ Ahe 42 tecommended stuateqies
(Teach for & +ypes o Fiiws) indicates what types o
-F(rrvx_zc;mfu% ‘Dc_((g%+ suv%ec‘{i{’\-{'o whick client and
ro . e doger the correabion between
Ehcjvauws%ﬁd. by the mzb\i-koal-—r;»wd frese of dhe

cient, e more comfortalle ovd eRective dhe
aclikect Wil be.

522



TYPICAL MIGRATION PATHS

FOR FIRMS THAT REFOSITION

lreack T lTZAsz

CORPORATE
ARCK\TECTS

DESIGN /

FIRMG ~ PULD

P 210 et 8 INGE

FIRMS

Desion,/

X poiLo

FIRMS

SUPERPOSITIONING
MATRIX TRACK T
Sreona A B. ARCATECTS
PELWVERY L OVERWMENT °
PDESIGN Governie T
TECHNOLOGY —LARGE
! )_:‘L /N e
\ H A . o
STRONG \ ek
SERVICE o {5 YL\ [ ,l/ P s ¢
DesieN e Sl CIGNATURE £FIE
TECHNOLOGY S5 G Fed N // ey i
i é ARchITECTS 0y
F IN E'?UlCIA"(d &
STRONG = :
\oEA ! &
PESIGHN | w
TECUNOLOGY] ‘ ;
—> |
o} ;
FRALTICE:  BUSINESS!
l.;caméiter CENTERED! {‘l. Tive
(BUSINESS FRACTICE & '

| conttuum of
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A SELF-ASSESSMENT EXERCISE

Note: the following exercise should take no longer than 45 minutes. You may want
to make it the subject of the next staff get-together or partners meeting. I1f
s0, the first several steps should be individual work, comparing results with
each other after step 4.

1. On a clean piece of paper, jot down as many criteria as you can that you think
are essential to design excellence. Work for speed and quantity. Try to fill wp
a page. (3 minutes, maximum)

2. Compare your list with the ones included in this paper, adding any of their
items you forgot.

3. Now review the list, striking off those criteria that don’'t apply to the
preject types your firm does or wants to de.

4. Prioritize the items on your list from most important down to the least.

S. Draw & line down the center of a page and quickly list on one side all the
project types you can think of for which you would expect the clients to agree
with your list. On the other side of the line list those project types for which
you think the clients would have a problem with your list or not hire you if they
knew your list.

6. Rate yourself: how well do your values match those of your clienzs? Cf the
rest of the members of your firm? Is there any correlation between problem
projects in the past and the list of probable problem clients you made? Mosc
importantly, are you marketing jobs now where you think there’'s a good "fit"?
7. Now consider your options. They may include refocusing your marketirg efforcs,
adjusting your proposed fees for certain project types, or, as the "Coxe-Box"
book suggests, rethinking your management strategies.

B.24



The previous pages have given you a lot of |h%rma+15n
on the typology of firme -- very useful, particulary if
oL are in & Pericd of growth, picking a pariner,
dealing wih~ ownershie '\'Fé_{r\’a\*\or’\ ) ete. ete. Ondhe
other hand, many emall Frme remain very flexble and .
do well opetrhng in immediate and direck Yesponse o pro Jed{’s.
Some of the firme At dhe Signoture Firme Roundtable have ae

many as 160 pecple . Yet they talked of the fim as |dHl

more twan a collecken & projests -- * dist a4 way to,

enable metre pecple > work on dhe (desian) problem,

THE FIRM As A
COLLECTION OF

\\\ l-.!._l(ce an dmoe% hed

aqdlne,r; mestly by
- YoU and 4 bt or
PolecTS _ transparent otoft
beems Mezév - cald firm man Nt
disorganiz (( . ‘et and orzanizahon,
((( ( \f’myd/ But thats a very
. efective mede!.
H""-qu\[&“f‘ that dhe 4
"‘minimaliet” manager Markehr
measure -- primatily e d cal
oot T ™Y o (2) > nomber of cald calls
mxai : 1= (4\, s number of |eak

& snumber £ REPS
o num ber of new lobs

® Tne_proiecte

o prod Uchuﬂ-y
Sdesan
s technical quali

o Gchedule | etc, efe.
AND , OF COURSE, THE BUDETS AND Co5T5 OF BCETH,

Leoking at it that way can put a whole new pemspective on all 4he
vendors or gpeciaity information resources
(and software) items | the gets and 4ystems 4nat media .

salesmen, (and possibly youd stafl))kesp telling you are necssary
v sucessful management,

No doubt all of dhem are wseful Yo some. architects. But are
ey essental to your practice, or would they just distact
you from what really s esaenhal 7

Reres a formula to hel

. > hele you <tiffen your 4ales resistance. Frst,
tealize any discretionary money you have Yo spend comes only
from profit on projects . Then £l in the blan

l0oo® pProeiT = (

. »® C
"heres no wal +rck
1t running an architetore
firm. You enly have to
do fwe Things.

Get proyects. .
Po (Pro'_\}cc.‘rs- y

, the complex hardware

.

)CDN‘JTZUCMH cosTx (. 7°)You: AVERAGE FEE
D Your AVERAGE K O TARGET PROFIT.
EXAMPLE : 4ay you avermae
a Tz7 fee and a 157%profil.

1000 » Const Cost ».016 = 15
Const cost = .%ug = 88888%
In oAher words,, &+ every 100o0= of

- ‘diecretionary’money you spend, you must
<t Motria, Meme Arhitectc market, provide full 4ervicas for, and
Heveten and Orlando g Manaqe e Ne ko feralmest 9¢, 00

Wort~ of constrction,
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FINANCIAL MANAGEMENT

Nowadaye , mest firme have chandle their Financial managerment
en a car71:(99+er. € you do | and Find it timely and efective,
then <kip this,

On 4he aher hand, there's reacon do ack wheller compoters give
smal-Frm practitoners sudh & Fleed oF ifermahion they can't
k@@mp_wﬂ\»\ it -- T you ke what you get when you get it ©

lo information agking to you In hine e help you kee
the projects eon 'h’aZk ?nq ° i

You WANT To BE:

g An architect--net an accountant

g Prachcing without tripeing
over accountans 4
mysteriovs finarcial reperts
A’ every step

g Able Yo check the "fingncial
Yemperature of the firm
and the proyects at any fime.

YOu Neeo

O SOME FINANCIAL GUIDEPOSTS
o A SMPLFIED, TIMELY, AND REASONABLY ALZORATE WAY
To MON(TOR  FINANCIA L PERFORMANCE FOR
o EVERY FRrRoyecT

o THE FIEM A% A WHOLE

WILLIAM W, HABE , AN | Olklahoma State Unversity hae developes the
following way +odo+h:jc for e "minimalict " manager,

FINANGIAL GUIDERDTS come from a Brerd PLAN - which < alo
an estimated Operating &udaet .

Profit planning can be approached In several different ways .
This & a bare -ornes version applicable o any emall firm,

PRoOFIT PLAN: STEP (1) - BATIMATE EXPENSES ((omitt

ngg"ﬁaes-
threvghs' such as rzimborsables «nd project - related outs
consultants fees) ”

8 Salaries of principak ard employees (iiclude Planned adistmerts)
t Fayrell taxes and benefide cocte of all personnel, including a%

APPOPYIATE £\ N (4odal Secority) « Parned incentives
These are e { » Unemployment (nsutance « A& /other dues
bare min o Workers Compenaxthon o continving Education

o Other leaal reavirements
) lefkﬁ?\somtde
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0 OFce expenses - Use past history as a chartrg peirnt
estimate boced on anficipated” changes
ever the next yvear.

Inclode a6 appropriate, suchthings as:

Aote expenses Taxes and leenses

Firm duee and subsanpions Mar ket ina feole
Business entertainment Telephone , Fax
€ent | Travel

Accountants serviees
Legal services

(nterest on business related debt

All congumable supplies

STEP (D)-%ET PROFIT GobAL : Grese dolar amourt or wercemtase

of expenses . Lok back at e dicisson on kit in Sechen .
"FPricig

OFice maintenance
Insurance |,
Cepreciaton

o O0OD S OP®° o O

°
e Utlites
e
°

STeP (2)- EXPENGES + PROFIT GOAL = NET ReVENUE GOAL

C'NETY becavse you have omitted reimburcables and outede
corsultants’ fees) '

| E)‘AMFLE PROFIT PLAN ( FlGUREs ARE ILLUSTRATIVE ONLY-NoT ‘
RECOMMENDATIONS
S FPERSON §lBMA -
D) eblreies Principal (1 @ ¢ 52,600) 52,600

Rezistered Ariitect (1 @%3140) 21,440
Technieal gmplovees (2 @ﬂzg‘wv Eo,000

Secretary (V@ %14, 540) (4,560 !
Total Lalaries $ 164,000
PhTROLL TAKES AND BEMNEFITS % 8,000
OFFICE EXPENSES
. Eent 13,000 * |nsstance (avto,
. Utilites ' 6,500 office., lisbility) 14,000
» Telephore 2500 o Office Supplice 2,600
o EqQuipment r»‘urchaee/ o Travel 9,600
maintenarce. 5,000 o Printing 4 600
. Postage, shipping Lo o Marketing toole 6,000
o Publications Looo e Other 1,000
Total Office Expences b e
TOoTAL EXPENSES ¢ zdo0c0
(2) ProFIT GOAL @ 257 x ToTAL ExPENSES (240,000 x 0.25) & éo,000
(3 NeT ReVENUE GOAL 4 200,000
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In architectore | revenve /and profdt) & aeneraded by
DIRECT %ERVICES LABOR..... peopl working en projech,,

DirgeT SALARY EXPENSE (PSE).- the calary coed of hovre
charaed to projects (billable time) -- is the best and most
easily used commen deneminater for planning and timely
measvre of financial perfermarce.

Fnarcia! guideposts, in 4ne form f DSE MULTIPLIERS can

be eoasily calevlated from a profit Plan that has been
restated to iwolate expected PSE,

This can be done b Iyt expected lClENCY RATIO
Fa A0SRy ATy an expecte BFE T

EFFICIENCY RATIO = DIgELT SALARY EXPENSE 4+ ToTAL SALARY EXPENSE
oE

DIEECT SALARY EXPENSE = ToTAL SALARY EXPENSE ¥ EFFICIENCY BATIO

Eficiency rakos will be different for diferent fime, but etasheteal
sotveys indicate that most achieve about 66 percent overall

eFiciercy (averagim zll principals and empleyess)to mamtain
reasenabkle profitability.

The ether 25% (s apert on nenbilable (indirecttime | such as

for marketing | sales repe ;| general office admmisteshon, AlA
Vacatiens , holidaye , sk léave , ete.

The EFEICIENCY BATIO Should be
menitored periodically becavse
it reflects dhe firm’s ability to
generate revenve:

Low EFFICIENCY RATIO:= Low Bevelle BTeunil
HiGH EEFICiENCY BATIO: Hich BEVENUVE FoTeMTAL
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FESTATED EXAMPLE PROET PLAN (Udng &57% EFfciency Bahe)
Dicect shLhviesS (§ 154,000 % 0.65)
INDIRECT EXPENGES:

Indirect Salariee (4164 600 x 635)- $54, 000

% |00, 000

Fayroll taxes and renefits (8, co0

Otfce experees 48, c00

ToTAL INDWRECT £XPENSES § 40,0 '
ToTAL DIRECT SALARIES + INDIRECT EXPENSES $ Zdo ec0 |
PROFIT GOAL @ 267, x EXPENSES (4240,000%0.25) Goooe |

NET REVENUE GoAL

§ 200,000

G CALCULATE PLANNED DSE MULTIPLIERS (lhem & Do)

o L}
o To pay for DSE 4 100,000 + 10,000 < 100 zrucf{}fpl‘ufj
o To pay for inditect expenses 140,000 = 10,000 = | 4o = 2

4
o To add ?\’on'\' toteo v 4 10,000 = ©.60
Lew
FLAWNED NET MULTIPLIEE = %.00 L efiency

/ Ratic natases )

Mulriple of salares

necessary
1o %T for minimom "Sreck .even”
n ratess ol

g Use NET MULTIPLIEER Ly mEess mulkipler

[ (more_ mdwEet )
nours , fewer

ditect hovrs). 7

Result: lower provd |

To %ET MINIMUNN HOURLY
PILLING RBATES

. : marain, onless, Net
Bripe: $o 262 165 e Molhipler is increased,
* Principal . ' = ( threvgh greater
« Beqistered dehidect  2.0x 187 - 54"/ hr produzhion
o Tecnneal &ta¥® 2.0x\2%= 36/ hr eiciency.

° c\an‘c«\/b«\mh\@%al'\'ve 2ox12= 21°hr. )

Thesot AeE M\mmum{'ee needed o meet the Protit Plan.
retval rates charmged shovld be based on tne considerations
listed ih Gection L, "FRICIUG" -- the value of services
and ch&n*/ market considerations ,

[} CONVERT PROFIT GoalL To A PERCENTAGE OF INCOME: .
£0,000 + 200,000 = 2076 (fromhe example above). This ie the fure
you need for day-to-day project management. When a new project comes
in, set aside 20% oF tne top of the fee as untouchable. What's left 1
what the project most be dexie For, if the profik plan ic & b2 met.
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£ USE AZTUAL NET MULTIPLIER EAR

NED To MONITOR FINANCIAL

PERFORMANCE REGULARLY N

Tne only information needed 1<

Net REVENUE EARNED
(from invoices or estimates)

DIRELT SALARY EXPENSE
(from time cheets and heurly
salary rates)

determint
Lump sum
! cost, per

EXAMPLE : (Al money

Ard the basic for

1% rreievant 7

sQLIcKLY
« EASILY

Accuracy
o WITHOUT ACoUNTANTS

[~}
.

e fee--
, Yo coret.

unit, ete

amevnts
reunded to
nearzst ‘Fsoo)
u{’é. 2. N \»%M " 4 L 76?'( Aé'
er Kev. ,, -y Ne vit ! Break- Yo x,
Earned (T) DSE (—) Earned =) even <=)Mul+("?(c Mmﬁ@oﬁ)
Multiple "  Eamed | (z.xg)
Frosect A ‘za,ooo ‘é,aoo 2.94 2.4 0.64 1-%,1oo
Peoject ® 25,000 600 3.18 2.4 0.1¢ 8,6oo
FrosecT < 12,500 5,6e0 z.21 2.4 {o.13) { o)
PRoJECT P 4{,c00 W, Teo % .50 2.4 Lo 12, qe0
ToTALS fi08,500 155,000 .0 7.4 o0 |$24,600

ALTHOUGH ot 187 agpvrate (dve to

ble varahons in the "Break- even
Mutplier), Thie metihhad o monitering
prevides a 4imple and timely means
to 4tay abreast of firancial
pertormance --

Aed Yo determine it and on wheh

projects corrective action is

9o/ accutacy NOW is far more
valvable than Teo% . accoracy
2 weeks from now !/

5.%0

Tne “Break-even' Moltplier
16 the only variakle
factor, (¥ should ez |
re-calcolated periodiaally,
Waing accrual - based
financial information (you
will Prokably nesd ysur
accovntant for thig ). In the
meantime , check yoor
eReiency ratio. IE it is heldi
abeut a5 , Your
‘Break -even” provably
hasn't charged much . Unless,
oF Lovree, some cther large
indirect expense hag come
Op vnexpectedly .




TP FOR INCREASING PROFITABILITY (e ineg

© HAVE A PROEIT PLAN AND A MARKETIMG FLAN Feme that
do, fate beler Finarcially

an others.
U SPEND MORE TME ON PRICING AND NEGOTIATION FRREPARATION.
R% Ye beet way to know when ite nght to e assert ive,
a MauNize bireet (B

LLABLE) HOURS . Keep your ERicicney Raho
as hgh as reacenably  powsible .

G MAKE DiReCcT Hours PRODUCTIVE . Keep work and Pecple
. organized for high dean and ?rodoah'or{\:aw('cicncy. Work
the general to the partic

from
viar
The point of allhe - v

"Froat - erd” work

l?eman&r_:r the "80£ZO RuLe’ on
: & N8R S most things, 807 ¢ Job gets
Strecsed in e ——[295 7 done with 207, of the effert

e ’
beex 6 to work “ - ) tways do the next 8c%, Flrat,
aroond the project <~ >

N\ v

—_

wevglh client and l—c_@,/)
concept development, o
predesiqn and desian - All 1 a way dhat deals willy whad imperfant
o Increasing levels of detail | Working frem aereral o purtislar
aveids having te tethink and rede.

CONTROL INDIEECT EXPENSES . Ack yourselfs  will
Wt wen't do at \eact

- one of these | concider
yeur calcvlation of
what the expenditore
Yepresents 1n protit
feem A sucesstul
Preosect .

On the Slher hand, 1t 4 ot eoaler fo ml«
Mentey than te save if. Dont go to extremes.

UNCOMPENSATED stpvices: Make CoNsciove Decicione
ABOUT THEM . I vou have « cortract and yeu live vp
to your end of Hhe ' agqreement <- expect e client b
do We same . If Hhere aee addihional serviee s, get—the
client’s agreement thate wiut Ahey are ad lm((ﬁﬂ‘em
—unless you poth agrez you'll provide ‘Ahern vder some
SEZparate agqrecment .

There may Ve circomstances, where free Servees gre
appropriate - - oeed marketing , a way o cortribyte
your fair share’, er a4 way teTtepay an obligahen

Bt remember that even ¥ you c.’lﬂa.rqg ne fe= -lhe standad]
of care and your expossre’fo he

as Yrou ad

@) Improve {the Sirm's marketing
ability

(b)) Improve the qu‘x[(-{'y oF pro_)'ec;“'s
o setvices

(e Increase eficiency (reduce
marginal cost 2

risk are” exactly the same
gl you h ‘
t's wsvally a geod dea. 4o be sure dhe beneficiares know
the market vate of what You do

.3\
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AVOID UNREIMBURSED REIMBUBSABLES . They add up to

a \ot of money , directly reduce protit , add nething

1o quality. But corkider neastiating o lome-<om averaoe
amovnt to be added Yo cach nvoike -- It avelds The
client Thinking you're nickel-ard-ditmeing them, and keeps
bookkeeping “to a minimum for beth of you. Fartevlacly
IF there’'s a disputed nvoice.

CHECK ProsecT NET MULTIPLIERS OFTEN. Early warmin
& Your best hedge a:ql‘mé-{— low ?!DFH—AHU‘%; E

B.%2
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SECTION 6.

— MANAGTNGL TTHE F'UTUPF?\_T

Proected Yreods
Bow it's ax@e-'cn* ?mc-\mma in a omall firm

What <mal fums say  abouvt ther Practhce (.4
To arow or net to agrw 7 6.5
Ldernative prachece forms: Clime , Metwerk , Merger 8
Gtrateaic Planning -- Step oy é'{er 6.
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WHAT % AbEAD 7

\PEALISM - SELF - INTEREST
A ETHIC OF SELF-DENIAL | BTHC OF SELT FULHUMENT
| o(\l'< ,}VM- K
\o‘> b\? \JQ 4}\|
w’* S SN A Fp
¢ ¢ S b bl
4 YW ¥ O s L a8
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© 0 l , ¥ Wreles  YUPPIES |
v ¢ | e I
P&Aby Waby | U Baby
% com Bost Goom |
o _ldng B
Aithoogh the C Subursig

polarity between
larae and suall
firms continves to
increase ( 527
o ALl members
work (n the \1°le
£ Firme larqer 4nan
the Foture

for small
Twe forecast

firwmes .
to mor \oke of in-Fil

% r
and renovation projecks.
Awn incrlasing majonty |
of proiccks will be wilkhin
reaci o b swall Firm.

|
proa foblew—
— — —auvzmuualh{ concervs, —
— — Qebuik Problew
— — Glokal Econemy —
— - = hecoordnbility —

6\ale' :

1 e
- Greying America - -2
I-—Ldbor
L Shortage —

hon rL
eveluhorh —
%4 all married covples with —
b‘i‘ﬂa working ?uﬁrh'm;?

/2 Weoewen y l/z (UHL« ‘-‘/\Il&rw

£+t heowe,
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PR e TN

lo 1T FEALLY DIFFerENT TRACTCING (N A SMALL FIEM , AND
IF 20 HOW 7 THROLUGH A <EFRIES OF 10 SMALL FIEV BOLND
TABLES THE PICTURE ENERGES AS> A GENERALIZATION.

MOST OfF THe DIFFERENCES APOUT FRACTICE IN A SMALL FIEM,
BATHEE THAN A LARE OF MID-SIZE FIEM, ARE A MATTER OF

PDeECREE,
R A

PESIGN CONTROL
ADMINISTEATIVE HAsewLE
FINANCIAL STABILITY
PERSONNEL PROBLEMS
MARKETING PRO®LEMS
PeSIGN VALUES HELD
LIABILITY

VARIETY OF WORK.
COMPETITION

BENEF TS
DiecETIONARY MONEY/TIME
FPLAONNING

olols|s/olslele|

S|9|9|®

Diferzncess in compertion, bengtds, and diserelisnary mensy /time
ove veaults of being in 4 omall firm . Hmall fiomes are preyed
on frewm the marging okt indvstiy and are vulneralele Yo
competiton by builders and non -profesional desiqoers.

Lot of omall proyects (the diet & Ahe small Gam), means ot
o “thredhold” proect adminictahon cests. gven i 4he
vewentrges vemain Ahe 4ame the 27 to 8% that & |avge
firm might budget for continning edvcahon or markehing 14 4
lot Mﬁreﬁ/_in real| dollars than e same perzentage for Hhe
SMA .

Wiat's intergzding abot“planning” isthat mall firmes do not
véually repert “dhey do any . It may be that his i a partia
cavse of small firme rAlher dhan & regult of their size V

6.2
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5 .o - A - PERSON FIEMS 1-FPeRsON FIEMS

N

|Oo-To-19 - PersoN
Firerae —

6~ 14 -
PecsoN
FIEMS

small fims form a healthy majonty & architectvre
Firmo n he VSA.  They are due backlbone oF
ovr profession . Many aek boqether at A& meetings,
form lunchesn clubs, talk Frmuan-Hy by ghone.. .
Lome even trade services | sub fox each Slher, redline

check cett and specs . They keep time and zeftle L
at year-end n aca‘:t"cda\n;(e mﬁ.\ ;rc-aqrggc\ common r;‘l'%'

A
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WHAT &MALL FIRMS SAY

2.

3.

to.

e

[ do i+ al. Bde and
Incependénce. .

No bureawcracy — the

Firm doesn't det mihe way

| get to control ard
do all the design.

Hah level & perconal
%W\.Ce *O ' Ar\d .
invelvement with clients.

Morz than | made
working for slhers.,

. Low overhead - can

always 4urvive o
bad market.

The <tafk & o team -

great comwmounication -
close relatonships

Quality assurance
e buit \n.

Tetal pecsonal
'?\(isqu;@zlj {_t'o? - vitimate
ex\olll respPons\VENLSS
of the E(‘r:f?
Problems , when they
come , are smallet!

0.

(=)

There's not enough
of me.

No back-ve. No
middle mahddement

’'m not doing what
| et out to do a%
an  architect.

Motre , and diflerent
Kinds of competition -
buillders , endinegrs |
illegal practitioners.
Lower ceiling onthe most
\ can expect o make.

. Market restreted

to o amall ,
geeqraphic ared

Not ensugh people to
compete Tor dhe geooo
big projects .

\lo_égéond opx"r\bmé, No
crite - feel colxted.

. No rigk captal and

| always have teo
be 1hete . | dont

cortrol my own destiny.,

Problemse have &
maanified \impact s

o cosh Flow

e Stal turnover
Stavt [etop Projects
personal healtin

Low%Lits
Overhead .

oo O o

e4



Ao A GMALL FIRW -
WHAT ARE MY OPTIONS 77

f

L ol

CLONE A PAeTNEE?

A/ﬂ/\
(NCReEASE STAFF?

\
INCEEASE NY FERSONAL
EffIClENCYT P

JOW AMNoTHEE FiEM?

REDES 6R THE WAY
| PRACTICEZ }’{)
A

SUATE OVeRHREAD
WITH Otiere  F1ENST
9
. EXPAND SERVICEST GROW Mipple MANAGEMENTT

)

6.5



f(\’his page by Ken 9uc,¢,anJ, FALA>

SAU FIEM ~ IF | 620w ... WHAT HpePENS =

' N

FIth cowTtk STees £ /

— = &
N
i ‘Xﬁﬁﬁ

T ™

1 L (NGIORL DR OPRCES,
o4 % %— MEAGERE ETC
B
&1 2 b L FOR- OTHR DESIEN WK 2 A pI% OF

1T & & Vew Stceteloers (D m-rm)

+ 8 | LDOILerL ot KL\U Wﬂfwr m (% bﬂ’a‘-ﬁﬂoﬂ)

¢ B, eft- 00w mma& |
FitM. eI1E i S
@ @ @ ‘ @Z__‘D PELSONAL lNCDMQ
TuPl E NS __
FD‘\& M'EE"R' ..
a*’éts\ms T_u Y TRANcFER CF QuNesh\P
4 &' . ' (ONEEL 4 4OV oY 1OLe.
— 7 ks e SN
TIME |
\ e o
. VENCE
BSSUNE . FITMS VISION, L(ﬁ’ HosT *ﬁ,&?";—*@“
fanosmce LEPCIRS 1P
ARCHITECT..
(omare @
A
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Every year abeut (000 architecks leave he Firu C,-'H/,@y

work for in order fo otart thar own Kependen

FVM et Most of them have some hazy idea. of g Ag
rraohcc Mo a thriving | excellent Firwn'. C-;vrow'T\A |6

almo‘;‘f’ always a geoal,
gut there are ‘h’ade otfs ere, are spue danderously

SwWeepin ereralzations 1o (| uehfa vwhat's av lveda
in hw«:\?nqauF three Kinde of firme — — e

SMALL F(ﬁ\z\é 1067 e ‘ O‘FG mem{- a aAMUA(?‘h"&'hiD‘V\

The mos bt et ot —
repe rt; acP Poé('&‘\\/& : -

- . .
4495(,(— omall Q Tesian (he clienk conkrols a lo‘f)
Flem prachce 1 =1 L—-u—-x-—--r—--—-;>
ﬂ’\e’ P”ae the N farr-oma.\ \NCOME
wher Takes In SRR
domg ond ° TIME
cm+rolltng
everyla A&
STER VESIGNERS
RZIF;O—H that-lhe
scecret of ooA
desgn 1% ‘f‘o do it
to the exdusion oF
almost every thing
eloe. |
1007 __“26;(‘»‘ N
LAzCE)E FIEMS - Heads of Ty
\Gaegr and b \ ~ Peroona
F‘rmé;%0§*£% -Fuil * PING g_<‘ S Income
ANGO AONMN S TY A Are Lma ‘
res eonsibilings S| S o-Fc qu’g Admin
Ico7o Y TlME
ez b Personal Income Top designers teport
: ."/ﬂ \\‘->O$¢ - L& Adml 1{'& whaﬁe‘ﬂf\c Lot
Bl 7 MAMTE Admin Polcoyw\d-&ef, they
N \”’( | slelegate A\N\06+
v \4@_ —,  PES(gN evexy‘c\ﬂmag elee,
° 7

Tige

A
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This pPage from Ken Buecard, FAIA

STPY SMALL ... BE EETIER ... BE METER!

(Der ® | CLINIC CONCEPT
\Y
CDMION
IR
(oY —COMPPTIOLE BT NOT  CgMPETITORS
o MLHTRCTS
o LADSLAE MCHTECTS
s CNIL ENGINEERS
e STWCTUMKL BrzARCERS
e 6HPFRCS
o MECH % BLEC ERSINEE-S
%1 ‘ —— c CowraTibLe-
DEpT2 SMml FICM NETWIRK 1T Scmons "SMaL RS
] \ MIKET /CLiEnTe
EXPERTLSE waxE /" o Closs MpET
ﬂasv;mwﬂ’ SWTE S Suppr MinaEmeT
LIppHES PEODLENS
LA o MENTIMN (ULTURE
MHFET, k\ BACH FIEM
e R UFE GHOE  PETIRBMENT
3 £ MPOKA.
fm»ru
@Y

- NETWOR. fEee QXU To
\/ DSwss :  FIRMIGR. MPPNEMENT
%mmc.




Bussard Dikik &id, in fact, network

ard after experience werking togeth

wih dhetr sicter firm - merged H

MODEL OF A MERGER

Salarves for

Ho(cll}\q Company
ficerd  and

Management
Comifte=s

The holding company
provides ¢

E+Q Insurance
Employee benefiic
Peookkeeping
Accounhng
Vayr‘ou

Project records
Pro\ect database
cross - markehng
Jont marketing”
Tax prew /frepertng

Eeturm on invesdment

for 1< owrers .
The dea, & that

nies (&) and
29; retain everylhung
1o do wih being |

rehkects on plopds.
Aot omary

A

L
Holdina Company |- &
Srarchodera Y Own : ng;f ?
— ~
Holding Co | ®
cldra, Company ‘
Directors

OFicers OFficers

¢ lect ————]
Elects and fuces L

Company| | Company

® ®

| Mami Mgm+

-
Select ée.lccjr
S

Lmtee (mtee

1

~ N

Each cobsidiary firm

Markets hegotiates,

cortracts | otas

desians | prodces,

bille and collects

for ite own projec

Each subsdiary frm

pays to the holding

Company:

o Apercentaoe & net |
fees for admmnictration

© An agreed - n
amount o Fﬁﬂe
dhe taracted RO1

+ holdina Com
SrrenoBete oY
dan 6 dnat Companics

+ (B)deade on and
aehieve ther swn \oels

er

of pretitability independ-

ertly of each other.
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STRATEGIC PLANNING

BEFORE STARTING Thle BooK

You were given a shert exerciee 1o help you
evaluote:

o The firm in terme of clrenaithe
and weaknesses

O Your market threahs and

opportunites

Now & the +ime to ok buck ol Hhat

evaluaton,

Were you on target 7

That exercice e actually 4he first elep (n
Sfrateaic planning

The followin Aqes ovtling the £oll
Process. |\F ?’yo‘fﬁ(a ao qqcn:d 32{9 _;-%‘U\f
beginning , (vet amend " it now in

La'ht of” dhe incighte and veconsiderahone
you've experienced thre

W wotking yout
way dhrovgh dhe beck .uther\ Skip :joy
ster 2. in the Followmq.

é.\0



STRATEGIC PLANNING -- STERBYLTEP

W A y H
(D WHERE ARE YOU NOW ? {«Zﬁ -

Quick ! IN No MORE THAN THREE

MINUTES LIST THE Five

GREATEST INTERNAL

STRENGTHS AND FIVE

WORST WEAKNESGES
OF Your FIEM.

FIVE GREATEST STRENGTHS

FiveE wWoRSeT WEAMKNE4SCES

z. 3
3. 3.
ry 4
5 5.

i

6.1\




WHAT'S OUT THERE 2

Now -- 1IN onLy THeEE MINUTES,

LIST THE SIGNIFICANT FOorRcES
AND CONDITIONSs EXTERNAL
To THE FlRrRM ., WORK FoOR SPEED
AND IMMEDIATE RESPONGE -- WHAT
THREATS AND OPPORTUNITES Excq'a
You ? PreoccLPY You?

L. GZEATeéT TREEAT‘: | GREATEST ofFPoRTUNITIES
2. 4
3, T E
) 4.
i
3 z

612



STRATEGIC
S PLANNING:

..NOW TWue BUN PART.

JueT As YOU IMAGE A PROJECT YOU'RE
DESIGNING -- WALK THROWGH IT AND BEALLY
EXPERIENCE 1T IN YOUR MIND -- IMAGE
NoWwW YOUR WOR(D 5 YEARS FROM HOW,

YOU HAVE ACM(E_VED EVEEY THING “You SET
our To PV Bisk

IN THE PRIDE AND &GO
FEELINGS OF ToTAL SUCCESS, SAVOR THE MOMENT,

IN THE SPALE BELOW HOW T 9 THAT Yol KNow

DEEAM AS THOLGH THERE WEEE No Pbwiele WAY To AL
WHEERE AEE wou ? (0R WHAT 40RT OF PLACE ) P

Now Jotv DPowN
YOU'VE Wol.

WHAT ARE YOU DoiNG?

WITH WHOM /OR WHAT 4$0RTS OF PeEOCPLE) 7

WHAT GIZE 16 THE FIRM + WHAT 1& (T BEST KNOWKH FOR?

WHAT 16 YOUR Pos(TION IN THE ORGANIZATION?

WHAT ARE YOUR PERIMARY ROLES?

WHAT ARE THE CHIEE INDICATORS OF YOUR SUCLESS T

6.1%
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(%) STRATEGIC PLANNING - NOW TELL ‘YOUR <TORY,
THE FIEST THREE STEF: OF THE PROCESS HAVE ALL BEEN PRIVAIE
WOoRK. THIS 4TEP wWomrKs BEST IF TWO PESPLE T THE FIRST THREE
STEPS |NDEPENDENTLY AND NOW TAKE TURNS INTERVIEWING EAZE OTHER
LIKE JOURNALIGTS . \v's GTILL FIVE YEAES (N THE FUTURE  worli AZE 60
SUCCESSEUL, ARCHITECTURE MAGAZINE WANTS TO PRINT A CASE 4TUDY ON
YoU:, LieT HERE THE HIGHLIGHT® OF YOUR PATH To YOUR PRESENT GUKES.

O LisT MAIOR EVENTS THAT LED TO YOUR PRESENT SULEGS.

s

O LT THE PEOPLE WHO HELPED MoST SIGNIFICANTLY .

0 WHAT PIiP THEY DO, BEXALTLY ?

|
O How Pib You BUILD Your BRe(ATIONGHIP WITH THEM 7
WHAT MOTIVATED THEM To HELP You? pd

O WHAT oBsSTACLES DIP YoU HAVE To OVERLOME 7
M How DIP You GET THE RESOURCES , 4KILLSG, KNOWLEPGE To ©o ALL THIG?

01 WHAT WaS THE FIRSGT 4TEP YoU TOOK ON ME ROAD To SULESS S YEMS ALY

6.14
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| @ <o FAR, You'veE BEEN WORKING FROM THE TeoP powd .

\f vou did it well, and there's a real resonance and .

excitement to your otory | start new onihe tocthes
to implement your Strategy .

Start frem foday -- work Frem the bottem uvp -- plan
to make that first step really happen --starting now.,

o o .o 0 a g

.18
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CONTACTS
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