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“A logo is not a brand...a brochure is not marketing...marketing is not sales.”
—brand consultant Lana Rigsby

In this issue our themes are brand and branding.While many industries have long recognized
their power and potential to grow the bottom line, some in our field think brand and branding
are concepts not relevant to professional services, believing instead they are about corporate
identity and logo and stationery and brochures which show these off.

We couldn’t disagree more.While there may be debate over what brand is, we are sure about
what it is not. A brand is not a logo, or a mission statement, or a vision, or a list of values
describing a company. So what is brand?

Contributing Editor Craig Park, in the June 1999 Marketer, defined brand as “the sum of all
measurable and visceral characteristics—the ideas, values, philosophy, features, and history
that make it unique.”

Current thinking holds that brand is the story (or narrative) people tell about a company.The
story employees tell each other.The story shareholders tell the marketplace.The story clients
tell when giving referrals to others.

Creating an authentic brand narrative is more than a marketing exercise. A good story
inspires actions and creates credibility. A good story generates the most powerful and
profitable marketing tool available—word-of-mouth—by giving people something to talk
about. A strong brand is based on a promise made to clients. A strong brand defines the
offering and how that offering will be delivered.

(There are a number of good sources for mastering the art and discipline of creating brand
narrative. One of the best is The Leader’s Guide to Storytelling, by Stephen Denning.)

Inside this special issue devoted to brand (and branding), Leslie Williams—in an impre s s i ve
inaugural contri bu t i o n — q u e ries four leading experts in a round-up cover story. Her quest? To
d e fine what b ra n d is and what it should mean to professional services firm s , as well as what are
the issues and challenges such firms fa c e. K at h e rine Meeker-Cohen shares an insightful case
s t u dy on her firm ’s recent rebranding experi e n c e. Suzanne Lowe and Larry Bodine re p o rt new
re s e a r ch findings on the effectiveness of differe n t i at i o n , p o s i t i o n i n g, and branding initiat i ve s.
Craig Park explains how brand building today invo l ves tech n o l o g y. And the “ P u blicity Hound,”
Joan Stewa rt , tells us how to make our brand re s o n ate with the media. M



SMPS members and their firms contributed the
project photos used throughout this issue.

4 | SMPS Marketer

5 on point:
Davis, Friedman, Meyers, Rigsby: Four
Leading Voices Define B r a n d and B r a n d i n g
I N T E RVIEWED BY LESLIE A. WILLIAMS

In a Marketer exclusive, four respected national experts
define brand and branding, what it means to professional
services firms in the A/E/C industry, and the issues and
challenges they face.

10 case study:
How One Firm Rebranded and Gained 
a New Future
BY KATHERINE MEEKER-COHEN

L e a rn how and why one 37-year-old firm nat i o n a l ly know n
for its innovations in design rebranded itself into a new future.

12 research:
Branding: Let’s Not Get Fooled (Again)!
BY SUZANNE LOWE AND LARRY BODINE

New research reveals four danger signs about the effective-
ness of differentiation, positioning, and branding initiatives.

14 client care:
Book Excerpts
BY CRAIG S. GALATI, AIA

Sage advice from the firing line, in these exclusive
book excerpts.

15 positioning:
Make Your Client the Star of Your 
PR Program
BY MICHAEL J. REILLY, FSMPS

The benefits of proactive PR and strategic client 
collaboration will have everybody winning.

17 my turn:
How PR Contributes to Marketing Success
BY DAVID M. GRANT

This “ o p - e d ” column offers the chance to take a stand, frame an
i s s u e, re but an argument, or offer constru c t i ve commentary.

18 next edge:
Using the Web to Build Your Brand
BY CRAIG PARK, FSMPS, ASSOCIATE AIA

A key step to effective brand building today involves using
technology to spread the word.

20 2005 marketing 
communications awards:
A Closer Look: A Distinctive Brochure for
The Freelon Group Architects
BY J. ROSSI

The scoop on why a new and distinctive firm brochure
took top honors in the annual marketing communications
awards program.

22 compelling communications:
How to Brand Yourself as a Helpful
Media Source
BY JOAN STEWA RT

A guide to making your brand resonate with journalists.

26 bookshelf:
FREAKONOMICS: A Rogue Economist
Explores the Hidden Side of Everything
REVIEWED BY ANDREA WA L D E N

You will be dazzled by this must-read contemporary primer
on economics as it reveals “the hidden side of everything.”

i n s i d e

Earn CEUs from the Marketer
C e rt i fied Professional Services Marke t e rs can
e a rn CEUs toward re c e rt i fic ation by reading 
“ M a ke Your Client the Star of Your PR
P ro gr a m .” See page 16 for details.

COVER PHOTO: LANA RIGSBY, PRINCIPAL, RIGSBY DESIGN
PHOTO: PROVIDED BY RIGSBY DESIGN
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Starbucks has taken the term b r a n d, turned it into a
verb, and translated this strategy into big pro fits for
the coffee company. Branding has been skillfully
employed by product and consumer companies for
years, but it is still relatively new to and misunderstood
by professional services firms, especially so in the A/E/C
i n d u s t ry. So why don’t more services firms jump in? 

In order to understand what brand is, what it means in the
context of A/E/C firms, and the issues these firms face in
effecting a brand or rebranding program, we went to four
respected national leaders in the field to discuss and get their
seasoned opinions:

• Scott Davis, Senior Partner, Prophet, Chicago, IL

• Richard Friedman, President, Friedman & Partners,
Boston, MA

• Russ Meyers, Chief Strategy Officer, Landor, San 
Francisco, CA

• Lana Rigsby, Principal, Rigsby Design, Houston,TX.

Leslie Williams: How do you define branding in the
context of professional services firms—as opposed to
consumer firms—given their inherent traditions and
budget limitations?

Scott Davis/Prophet (Scott/Prophet): Prophet believes
that branding is far more than just a company’s ad, logo, or
jingle. It’s really a driving force that has an impact on whom a
company hires, what it sells, who it targets as customers and
clients, how and where it tries to reach these targets. It’s about
creating the ideal experience at the most important customer
touch points.That’s true if you are selling a $30,000 car or a
$500,000 consulting engagement.

Marketing professional services is a complex challenge that
requires well-honed business-to-business marketing skills.
Complexities include multiple buyers with multiple agendas,
the high dollar value and importance of projects at hand, the

sometimes intangible nature of services being sold, and the
competitive landscape.To complicate matters, professional
services firms are often hesitant to invest much in marketing
themselves, often making “doing more with less” a critical
guiding principle.

Rich Fri e d m a n / F riedman & Pa rt n e rs (Rich/Fri e d m a n ) :
Branding for a professional services firm really gets at a firm’s
strategic position in the marketplace—what are its unique
differentiators that set it apart from its competitors.

I believe it is healthy for a firm to take a holistic view of branding.
A firm can have a brand among pro s p e c t i ve hires that re l ates to
the culture of a firm and what it’s like to work for the firm .
Tr a d i t i o n a l ly, the brand re f e rs to the finished pro d u c t , whether 
it is a new high school or an innovat i ve solution to clean up a
l a n d fil l , but a firm ’s project delive ry pro c e s s — h ow it commu n i-
c ates and collaborates with its clients and the re l ationship that
results—can also shape a firm ’s brand.

Russ Meyers/Landor (Russ/Landor):We have a very
simple definition of a brand:Your brand is the promise you
make and keep in the marketplace.

That is true for consumer products as well as for professional
services firms. Although the ways in which the promise is made
and kept may change for potato chips versus airlines versus
engineering firms, the underlying definition is the same.

Lana Rigsby/Rigsby Design (Lana/Rigsby):The very
best global brands, whether they represent products or
services, share some common characteristics:They are strongly
differentiated from the field of contenders; they are bound by
clearly defined, clearly communicated values; they have strong
unified internal cultures; and they beget loyal clients, category
leadership, and peer respect. A weak brand competing on price
is on a downhill climb.

on point
Davis, Friedman, Meyers, Rigsby: Four Leading
Voices Define Brand and Branding
INTERVIEWED BY LESLIE A. WILLIAMS
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Leslie:What specific issues do professional services
firms need to address when planning or implementing
a branding program?

Scott/Prophet: First and foremost, they need to know where
the firm is headed.What are its mission, its vision, and its busi-
ness strategy? We absolutely believe that brand and marketing
strategies must be aligned with business strategy in order to be
effective.This is not just about window dressing—branding
touches almost every facet of the business.

When someone buys consulting serv i c e s , t h ey are ultimat e ly
buying people and their ideas.As such , one of the core ch a l l e n g e s
in professional services is to find efficient and effective forums to
s h owcase gre at thinking (whether that is through eve n t s , a rt i c l e s ,
selling mat e ri a l s , e t c. ) , yet recognize the extreme service delive ry
demands on the firm ’s thought leaders. I t ’s also important to note
t h at many professional services firms do not have a true “ s a l e s
f o r c e.” The professionals themselves (at all levels of the organi-
z ation) actually sell the firm , making all customer touch points
c ri t i c a l .T h at means the value proposition of the firm must be
s u c c i n c t , c l e a r, and easy to art i c u l ate for eve ryone in the organi-
z ation who is in a customer-facing position.

Rich/Friedman: Determine if a branding program will
accomplish the desired objectives. Other marketing/business
development strategies may have a higher return on invest-
ment.Think through the end goal, how staff will use the
byproducts of the program in business development and their
aptitude for doing so, and how the firm will measure results.

You do not want to turn the program into a science project that
saps the firm of valuable time and resources.

R u s s / L a n d o r:The key topic we focus on when initiating any
p ro gram with a client is what they are hoping to accomplish with
the branding pro gr a m . Branding pro grams can have mu l t i p l e
b e n e fit s : help increase sales, attract employe e s , help manage
re l ationships with gove rnmental or re g u l at o ry agencies, i m p a c t
opinions of industry leaders , s u p p l i e rs , or part n e rs.

Being clear on the objectives of a program at the outset will
assist in keeping the undertaking focused and help define
metrics that can be measured after the program is implemented
to assess how successful the program is and how it may need 
to be adjusted.

The new logo system of Burt Hill—an international arc h i t e c t u r a l ,
design, and engineering firm—comprises a new logotype, a
symbol, and a mark. The type treatment is a hand-sculpted
logotype of the new company name, re flecting the firm ’s heritage
while displaying a modern, pro g ressive character. The words B u rt
and H i l l a re separated by a new brand symbol: the comma.
Symbolic of several ideas, most importantly it stands for a slight
pause: That moment to take a step back and analyze clients’ needs
in order to design beautiful solutions that ultimately make clients
successful. Composed of a hand-sculpted lowercase ‘b’ and ‘h’ 
and the comma, the brand mark is a bold, graphic, compelling
re p resentation of the brand.

PHOTO: PROVIDED BY BURT HILL
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Lana/Rigsby: Truly great companies are rare, and great
professional services firms are exceptionally so, thanks to the
uniquely tough challenges they face:

• Their “products” are ephemeral. Unlike a car whose
quality and value can be objectively assessed over time,
services are a series of actions whose final outcome may be
influenced by many other factors.

• Professional services are often perceived as
expensive. This becomes truer the further the service is
removed from the final outcome.

• There’s an overabundance of supply. After the
unprecedented growth of professional services in the
1990s, the first half of this decade has seen a sharp
contraction in the market for most professional services,
resulting in overcapacity in many sectors.

• The “ mu l t i p l e - p e rsonality fa c t o r ” m a kes branding
h a r d e r. D e l i ve ry of professional services entails high leve l s
of fa c e - t o - face interaction plus a high degree of customizat i o n
for each client situat i o n , re q u i ring people at all levels of the
o r g a n i z ation to literally embody the brand daily.The pro f e s-
sional services firm may have hundreds of fa c e s , yet those
a s p i ring to be gre at brands must speak with one unified vo i c e.

Leslie:What do professional services firms need to do
before they consider a branding program? 

R u s s / L a n d o r: Successful branding pro grams with pro f e s s i o n a l
s e rvices firms have three critical components in common:

1. A clear vision or definition of where the business is
headed. That might be a vision statement, a strategic plan, and
a founder’s view of the future. But in order to use brand to
help the business succeed, it’s critical everyone be clear on
where the business is headed.

2. Senior-level commitment and involvement in the
branding program. If your brand is the promise you make
and keep in the marketplace, it is vital that the senior
leadership be committed to helping develop, implement, and
endorse any branding effort. In some firms the CEO is the
“owner” of the brand; in other firms, it is a senior leadership
team. In order to rally the troops behind a single promise, it’s
critical that they see the senior-most people in the organization
not just buying in to the effort but driving the undertaking.

3. An understanding of and agreement to the fact that
a branding program will involve every individual in
the organization. Particularly in a professional services firm,
where the people are the product, every individual will play a

role in the making and the keeping of the firm’s brand promise.
For true success, a branding program must be seen as funda-
mentally affecting who a firm is and how it operates, not just
what its logo looks like.

Lana/Rigsby: Professional services firms often come to us
because they view branding as a powerful way to differentiate
them. And they’re right.

W h at ’s surp rising is often people in these firms lack clari t y
about how their business re a l ly is differe n t , or they lack a clearly
e x p re s s e d , s h a red vision intern a l ly about why their work mat-
t e rs. Sometimes they see themselves as having essentially the
same mission, business model, and operational setup as their
p e e rs—getting business pri m a ri ly because of re l ationships that
individuals within the firm have with their clients.

There’s nothing wrong with any of that; it’s the way most
professional services companies get started...but personality 
is no foundation for a world-class brand, whose lifetime spans
generations of leadership and transcends geography.

Building a great brand is an act of self-definition, requiring not
only strategic thinking but reflection and self-awareness. It
requires understanding your company well enough to know,
really know, what makes it different, and understanding the
market well enough to know why that difference is important.
Building such a brand starts with internal planning and audits
to ensure you’re building from shared values and a common
sense of mission and solid business development/marketing
plans about which there is internal agreement. An external
reputation audit, performed early on, is useful in gauging how
accurately the firm’s walk is aligned with its talk.

The first “product” of a strategic branding program is always
clarity and consensus, at least at the leadership level, about
“What does this firm do, and why does it matter?”

Scott/Prophet: Without clear business strategies and objec-
tives, branding drives near-term success, at best.

P rofessional services firms also need to practice what they pre a ch .
T h ey absolutely need to incorp o r ate external view p o i n t s / c u s-
tomer insights in the pro c e s s. Companies need to temper their
v i ew of their own stre n g t h s , we a k n e s s e s , and market opport u-
nities with pro s p e c t , c l i e n t , and vendor partner pers p e c t i ve s.
I t ’s also critical for them to take a hard look at their competition
and how their brand image and equities stack up, b e c a u s e, i n
m a ny way s , perception is re a l i t y. H aving this inform ation also
helps de-position competitors once you are going head to head
or find yo u rself in a “ b a ke o f f ” with another firm .



Richard Friedman, President,
Friedman & Partners, Boston, MA
www.friedmanpartners.com

Friedman & Partners is a marketing and
management consulting firm serving the
United States and Canadian architectural,
engineering, environmental consulting, and

construction industries.The firm provides market research and
planning, business development consulting and training,
mergers and acquisitions searches, and organizational and
leadership development consulting. Clients include ARCADIS;
Dewberry; HNTB Companies; Jones & Stokes; Malcolm
Pirnie; Parsons Corporation; Perkins+Will; Post, Buckley,
Schuh & Jernigan (PBS&J); S E A Consultants; Simpson
Gumpertz & Heger; SmithGroup;TranSystems Corporation;
and TY Lin International.

Russ Meyers, Chief Strategy Officer,
Landor, San Francisco, CA
www.landor.com

Landor Associates is an internationally
recognized branding and design consultancy
offering a multidisciplinary range of brand
strategy, design, naming, interactive and

research services to help clients create, renew, and strengthen
their brand power. Clients include Banana Republic, BP,

Charles Schwab, Dow Corning, Energizer Battery Company,
FedEx, Ferrari, Kraft Foods, LEGO, Rand McNally, Sea World,
U.S. Census Bureau, Xerox, and YMCA.

Scott Davis, Senior Partner,
Prophet, Chicago, IL
www.prophet.com

Prophet is a global management consultancy
that specializes in the integration of brand,
business, and marketing strategies to help
drive business growth. Founded in 1992, it

has worked with such clients as UBS , Maidenform, Carlson
Hotels, BP, Cargill, Boeing, and Staples.

Lana Rigsby, Principal,
Rigsby Design, Houston,TX
www.rigsbydesign.com

Rigsby Design is a Houston,TX-based
communications design firm designing print
and web applications for corporations across
the United States. Clients include Dell

Computer Corporation,Weyerhaeuser, Xerox,TimeLife Books,
Mead, American General Life Corporation, International
Papers,The Earth Technology Corporation, American Institute
of Graphic Arts, and Global Design Alliance.

About the Interviewees

8 | SMPS Marketer

Leslie:What are the pitfalls or obstacles to a successful
branding program? What mistakes have you learned
to avoid?

Lana/Rigsby: Was it Tolstoy who said, “Happy families are all
alike; every unhappy family is different in its own way”? The
reverse is true of companies: The ones that fail to become
premier brands have likely made one of a few missteps.

• The brand effort lacked involvement from the top.Vision
begins with leadership. Leaders too busy to have it or invest
in it are doomed to run companies that are, well, less-
than-visionary.

• The troops weren’t on board. As Jim Collins so persuasively
outlines in Built to Last, truly great companies almost never

fit the mythical ideal: great ideas backed by solid plans and
charismatic leaders. In fact, many are characterized by the
total lack of an initial business plan or key idea and by
modest leaders.What Collins found was fascinating:What
visionary companies universally share is a powerful internal
identification with the firm’s core ideology,
or identity.

In great companies, employees are actively indoctrinated into
an ideological commitment to the firm. It starts with building a
brand identity that’s authentic, not “pasted on,” around values
that can be translated into practical daily decision-making. It
means showing people very specifically what the brand looks
like in action. It means creating sustained initiatives to inspire
and educate, creating next-generation leaders from a culture
rigorously trained to think and act with disciplined focus.
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R i c h / F ri e d m a n : I nvesting a dispro p o rt i o n ate amount of time
and money on a new logo and marketing collat e r a l , at the
expense of investing in strat e gies that foster re l ationship bu i l d i n g.

Similar to strategic planning, the discovery process a firm
undertakes in developing its brand can be just as important as
the final product. It is vital to convey the results of the brand-
ing program—not just the new logo, business cards, web, site,
collateral—to staff so they can begin to feel comfortable
representing the firm in business development.

Russ/Landor: Aside from not having the critical components,
a clear vision of the future of the firm, senior-level involve-
ment, and a broad definition of a brand program, the biggest
obstacle we often see in a branding program is the expectation
that substantial results will happen immediately.

We often counsel clients to think about the implementation of
true branding programs as akin to a new fitness regime, rather
than plastic surgery. Simply redoing your web site or stationery
materials is merely a cosmetic approach to branding.Taking the
time to truly define your relevant differentiation in the market-
place and then using that to affect how you communicate and
deliver is an approach to branding that ultimately will result in
greater and more sustainable brand health over the long term.

Scott/Prophet: We’ve found that brand-building efforts can
be undermined if you don’t have the discipline to be consistent
in your efforts and to give programs enough time to work. It is
so important to stay the course.You might speak at an event
and not hear from an attendee for six months or even a year.
The key is to keep a dialogue going so when the prospect has a
need, you are top of mind. Moreover, you can’t put too much
weight on a single touch point or initiative.

We have found that many of our wins are the result of a
confluence of events: A person might hear about us through a
colleague, read one of our books, and then run into us at an
industry event. Only then do they reach out.

Leslie:What should be the return on investment of a
successful new branding, or rebranding, program?

Rich/Friedman: Higher proposal rate, increased success rate
in gaining press, being selected to give talks, and changing the
impressions of the firm as monitored by regular client studies
(every two or three years).

Lana/Rigsby: The clearer a firm is about its goals, the more
likely it will achieve them. Different metrics to gauge success
of the program should relate to the initial directives. Identify
and employ those objectives and how long it will take to build
business volume with existing clients. Be clear as to what you
want to get out of the effort.Vague directives get vague results.

…continued on page 24

Texas-based civil engineering firm Klotz Associates wanted a
stronger, more progressive, and memorable identity. The firm
enlisted The Lentz Group to create a branding program that
better reflects the company’s personality, projects a more dynamic
look, and is easily applied to numerous applications from station-
ery to tradeshow booth. The mark is both literal and graphic. 
Its duality represents the ‘KA’ in Klotz Associates as well as a
number of engineering symbols (i.e., airport runways and piping).

A simple change of address gives each office their own set of
materials, while sustaining an overall consistent brand image of 
the firm. This graphic approach enables all of Klotz’s disciplines 
to establish themselves as a significant part of the firm ’s existence.

PHOTO: SHAUNA COURI
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How do you rebrand a 37-year-old firm nationally
known for its innovations in design? And why would
you want to?

In the summer of 2004, Hugh Hardy, Malcolm Holzman, and
Norman Pfeiffer decided to disband HHPA (Hardy Holzman
Pfeiffer Architects), the firm they had founded in 1967. Each
founding partner would establish his own firm, taking along
selected staff to work with them.

In the 1970s Hardy, Holzman, and Pfeiffer were known as the
“bad boys of architecture.”Their early designs were the first to
leave ducts and plumbing exposed and plaster unfinished.

So successful was Hardy Holzman Pfeiffer in New York City that
t h ey decided to establish a Los Angeles office in the mid-1980s,
headed by Norman Pfeiffer. Once the three we re separat e d , t h e
c o l l a b o r at i ve design went by the way s i d e.With two offic e s , t h e
firm ’s staff grew to 145 people at its peak, including a board of
d i re c t o rs—a long way from their spontaneous ori gi n s.

T h ey appeared on the cover of A r c h i t e c t u ral Record in the 1970s,
touted by critic Mildred F. S ch m e rtz as the innovat o rs of the time.
But with the cre ation of two offic e s , an incre a s i n g ly heavy bu re a u-
c r a cy, and many mouths to feed, the firm lost its spontaneity.

The awa kening came in the spring of 2004, when the thre e
f o u n d e rs decided to call it quits. Faced with establishing a new
firm , Hugh Hardy brought together the 30 people who wo u l d
m a ke up his new, independent ve n t u re. He called office meetings
and encouraged people to speak up and say what was import a n t .
“Less bu re a u c r a cy,” said many people. “No titles.” “ E ve ryone is
e q u a l .” “ We want to do new wo r k , in addition to re s t o r at i o n .”

To give everyone a voice, the entire office was invited to the
meetings to choose a name for the firm. Hugh wanted the
firm’s name to be more than a reflection of Hugh Hardy, but
we all realized his name was the most recognizable and the
most valuable.We asked the staff to name the new firm. At last,
H3 was chosen: Hugh Hardy’s third firm. But to indicate the
mission of the firm, we added collaboration. And then to satisfy
the government, we added architecture, a legal requirement in
NewYork.

Next, we needed a logo, stationery, and business cards.We
called in PS, a graphics firm, to design a logo that would
indicate a bold, new, and modern firm.The logo is a blocky 
‘H’ that is stable yet contemporary.

We started to create a web site. Again, we called in PS, whose
designer worked with Geoff Lynch, AIA, of our office to design
a web site that would reflect new and old work. A real chal-
lenge we faced was to decide which projects to display on the
web site. Many people in the firm wanted to show that H3

designs modern work, as well as the restoration work Hugh
had been known for. So we chose carefully, balancing projects.

The announcement of the breakup came August 1, 2004.We
had a new logo and new letterhead and were working on the
web site.To get the word out as efficiently as possible, we
wrote press releases accompanied by images of our new work
that would open in the coming year.We sent the releases to the
New York Times, Architectural Record, Architecture, and other media
such as ArchNewsNow.com. Still, for the first year, we often
heard people say they didn’t know that HHPA had broken up.

Continuing the effort to show the world that a new firm had
come on the scene, we created monthly mailers. Shannon
Rossetti, marketing and PR manager, worked with PS and the
architects. Measuring 23 x 17 inches and printed on newsprint,
the mailers were intended to be ephemeral—nothing too
serious. Just a look and then the piece could be tossed.The
mailers went out about every six weeks, coinciding with the
opening of a finished project.

To the mailers we added the names of the architects who wo r ke d
on the va rious pro j e c t s : Ja ck Martin for Baseball Hall of Fa m e,
Geoff Ly n ch for T h e at re for a New A u d i e n c e,Darlene Fridstein and
Jo n athan Strauss for Bear Mountain Inn. Not only did we want to
s h ow the world our new pro j e c t s , we wanted them to know
other designers in the firm , in addition to Hugh Hardy.
C o l l a b o r ation was what we wanted to demonstrat e.

“ C o l l a b o r ation is a messy pro c e s s ,” claims John Fo n t i l l a s , s e n i o r
a s s o c i ate and urban planner. “But you get a better re s u l t ,” h e
s ay s. Almost all architectural firms call themselves c o l l a b o rat i ve,
so how is H3’s office different? 

case study
How One Firm Rebranded and 
Gained a New Future
BY KATHERINE MEEKER-COHEN
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The physical layout of our open office allows Jack Martin and
Daria Pizzetta, AIA, to work with their team on the US Federal
Courthouse in Jackson, MS. All the Jackson team is grouped in
one bay with only short dividers separating them from the
other bays, where other designers are working on Ridge Hill, a
lifestyle center in Westchester County, NY. People stand up and
look over the divider to ask a question. Is it noisy? Sometimes.
But the opportunity for the senior designers to mentor less-
experienced architects is valuable.

Not only do we collaborate within the office, but we
collaborate with other architects as well. In our first year we
collaborated with Frank Gehry, Christian de Portzamparc, and
Enrique Norten, combining other designs with our own.

The most perplexing question we had to answer in our
marketing materials was how much to carry over from HHPA?
We wanted to refer to the richness of history but clearly show
we were a new firm with fresh ideas, current technology, and
vigorous designs that are contemporary.

In our second year, we now have our web site up and running,
we have mailed out 9 mailers, and we’ve been featured in 29
news articles.We also have a new brochure to add to our
collection of marketing materials.

How has the new branding improved our business? We’ve
improved our hit rate on proposals by about 30%.We’ve won
new projects in areas where we want to grow, such as visitor
centers and loft buildings.We’ve succeeded at telling the world
we design new and old projects.

What’s been hardest about branding a new firm? It’s difficult to
compete with yourself.With such a rich legacy of projects
from HHPA, we end up competing with the projects of the
other founding partners, even projects people in our office
contributed to heavily. As a result, clients have to be educated
about the wealth of talent and experience that resides in H3.

The rebranding process compelled us to look at what we
b e l i eve d , w h at we hoped for, and what we we re willing to re a ch
f o r. I t ’s gi ven us all a new, i nv i g o r ating dream for the future.

ABOUT THE AUTHOR

Katherine Meeker-Cohen is the director 

of business development and marketing for 

H3 Hardy Collaboration Architecture

(www.h3hc.com) based in New York. She 

can be reached at 212.677.6030 or by e-mail

at kmeeker-cohen@h3hc.com. This is her 

first contribution to Marketer.

H3’s Identity System
In developing the identity for H3, the challenge was to present a fresh new identity without alienating legacy clients. Graphics firm 
PS developed a bold, iconic mark for the firm, which gave a contemporary, yet stable, face to the new firm. While most arc h i t e c t u r a l
identities consist of a clean typeset name, the H3 logo presents a fresh, pro g ressive identity.

PHOTO: PS

H of Faces. H3’s first web site.

L e t t e rhead and business cards. 
A contemporary and pro g re s s i v e
identity for H3.

H3 Logo. A bold, iconic
mark for the firm .

“Name That Firm.” The entire
firm suggested names for the
new firm .
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P rofessional services marketers are always looking 
for the marketing initiatives that pack the best punch
against rivals. In our just-released 2006 study, “Incre a s-
ing Marketing Effectiveness at Professional Firm s , ”
m o re than 377 senior marketing and management
respondents told us “diff e rentiation, positioning, and
branding” were their top-ranked marketing initiatives
that achieved the “best results” (out of 30 choices). 

On one level, this ranking is no surprise for all professions,
even beyond architecture, engineering, and construction:
Competitors are increasingly shrewd and sophisticated, and
clients increasingly seek to understand the critical differences
between their potential vendor choices. Professional services
firms work hard to differentiate, position, and brand them-
selves, reflecting their strong external orientation, clear focus,
and deliberate intent. So far, so good.

On another level, though, too many professional services firms
think their branding activities are working optimally. Because
these techniques are so new in the professional services firm
arsenal, it’s tempting to plow ahead full-tilt with branding.

Is your firm branding foolishly?
Watch out! Our research revealed four danger signs that
professional services firms might be fooling themselves about
the effectiveness of their differentiation, positioning, and
branding initiatives.

• Only 20% of our 377 respondents said they were
“extremely effective” in growing revenues relative
to competitors. It doesn’t take a Ph.D. in statistics to
realize there is a big disconnect: If everyone believes that
differentiation, positioning, and branding are such highly
ranked “best-results” marketing techniques, why are so few
firms calling themselves “extremely effective”? This suggests
branding is among the most highly ranked of a bunch of
ineffective marketing initiatives.

• Only a fraction of professional services firms have a
formal budget line for measuring. When asked if their

firms have a separate line item for marketing measurement,
340 survey respondents answered “no;” only 37 said, “yes.”
Nevertheless, these “yes” respondents were much more likely
to report their branding was “extremely effective” against
competitors.This made it clear that professional services
firms were guessing or kidding themselves that their branding
programs got them “best results.”

• The measurement techniques employed by many
professional services firms are not very rigorous. This
is especially true with regard to differentiation, positioning,
and branding programs. Many of the metrics applied were
subjective and debatable, not obvious, not identified with
clients, and not featuring tangible outcomes. Some firms
rushed ahead with branding activities without having first
developed agreed-upon measurement parameters.

One respondent said, “We have no formal tool for measuring
the effectiveness of our positioning/branding strategies
themselves, except by returning from an interview and saying,
‘That worked,’ or ‘That didn’t work.’ It’s an evolving target.”

• In our study, o n ly three specific measurement
techniques were ve ri fiably linked to being “ e x t r e m e ly
e f f e c t ive ” against competitors .These techniques will be
c ove red later in this art i c l e. U n f o rt u n at e ly, all the other metri c s
used by study participants had no apparent impact on incre a s i n g
c o m p e t i t i ve effective n e s s. E ven more intere s t i n g : R e s p o n d e n t s
who used “assessments of branding strat e gi e s ” to measure their
m a r keting effectiveness said they we re not “ e x t re m e ly effe c t i ve ”
ve rsus competitors.W hy is this happening? Most like ly, i t ’s
because our respondents didn’t tie their brand eva l u at i o n s
c l o s e ly enough to their clients. I n s t e a d , t h ey eva l u ated their
branding initiat i ves more peri p h e r a l ly to actual client outcomes:

1. How many media relations hits did we get last quarter?

2. How many leads did we get from that speech?

3. How many prospects do we have in the pipeline? 

Of course, there is nothing wrong with these metrics, but our
study found that these particular metrics were not correlated
with being “extremely effective” against competitors.

re s e a r ch
Branding: Let’s Not Get Fooled (Again)!
BY SUZANNE LOWE AND LARRY BODINE

12 | SMPS Marketer
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Does all this mean that differentiation, positioning, and brand-
ing are not effective marketing initiatives? Not at all, but
professional services firms, which are relatively new to the
game of sophisticated branding, had better get better at
measuring their activities quickly if they really want to succeed.
The way to gain real marketplace leadership will be directly
related to the application of more sophisticated measurement
techniques. Count on it: Savvy professional services firms will
formally measure their branding strategies, and will undoubt-
edly leave their foolish counterparts behind.

OK, how do we avoid being Branding Fools?
Professional services firms that want to excel at branding
should measure it using three client metrics.

1. Growing client revenue: Did you grow revenues with your
client or not?

2. Moving the phases of a sale through a pipeline: Did you close
the sale or not?

3. Listening to the client: Did you listen to the client or not?

These three client metrics are unequivo c a l ly objective and
o bv i o u s , c l e a r ly identified with clients, and feat u re tangi bl e
o u t c o m e s.T h ey are fact-based and “ n o n - i g n o r a bl e.” The more
client metrics our respondents used, the more they said they we re
“ e x t re m e ly effective ” in growing revenues against competitors! 

Of these three, the most important metric for com-
petitively effective branding is the third: listening to
clients. “Oh, sure,” the majority of marketers would say, “we
do a lot of listening to clients!” But let’s not be foolish.We’re
not talking here about garden-variety client satisfaction surveys
or client perception interviews. Most professional services
marketers think about listening as another marketing activity
that, if it’s employed at all, is used prior to the development 
of the strategies. Most marketers have yet to consider “listening
to clients” a rigorous measurement activity, one that seeks to
evaluate competitive effectiveness on an ongoing basis, using
meaningful and results-oriented metrics.

Let’s review again the characteristics of the client metrics 
cited above:

1. unequivocally objective and obvious

2. clearly identified with clients

3. tangible outcomes

4. fact based

5. “non-ignorable.”

Ask yourself:When you conduct client and marketplace
research related to your differentiation, positioning, and
branding strategies, do your listening activities have
these characteristics? 

Evolve your listening techniques
Marketers also should be prepared to evolve and manage their
client listening instruments, so that branding assessments can
continue to mature and become more nuanced as the brand
itself matures. For example:

• Change your client satisfaction surveys. If you’re using
the same one you used three years ago, you’re missing out on
valuable brand-related information.

• A dd more motivational research techniques.T h e re are
n u m e rous we l l - re s p e c t e d , q u a l i t at i ve, m o t i vational re s e a r ch
t e chniques that reveal a client’s underlying buying cri t e ria and
attraction to or avoidance of certain brand at t ri bu t e s. If yo u ’re
not using some of these re s e a r ch tech n i q u e s , yo u ’re missing
out on va l u a ble brand-re l ated inform at i o n .

• Track the perceptions of your differentiation,
positioning, and branding strategies over time. If
you’ve only evaluated your clients’ perceptions about brands
once, and especially if it was more than a year ago, you’re
missing out on valuable brand-related information.

• Add competitive intelligence to your client listening
measurements and assess how their branding activities are
perceived versus yours. If you are not regularly listening to
your clients about their interactions with and perceptions of
your competitors, you’re missing out on valuable brand-
related information.

• Improve your targeting and segmenting skills, and
develop listening metrics for each. If your firm is not
targeting and segmenting for future marketplace opportu-
nities, you’re likely missing out on valuable business shifts,
especially as it relates to optimal branding strategies.

…continued on page 25

“Most marketers have yet 
to consider listening to clients
a rigorous measurement
activity...”
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Go out of your way, all the time
Going out of your way to provide exceptional
customer service is not as difficult as it sounds. Once
you decide you want to provide excellence, it will
become natural. 

We had a client for whom we were doing a small project.
While our Project Architect was at the client’s office discussing
the project, he learned our client had retained another
consultant to design the remodel of his home.The client was
preparing to submit the drawings of his house remodel to the
local building department on his own (I’m not sure why his
other consultant wasn’t handling this task).We were ready to
submit our drawings at the same time.

Our Project Architect didn’t hesitate to offer to submit both
projects for the client.To the client this seemed like a simple
task; the Project Architect was going there already. But the
projects were in two different jurisdictions, which required
two stops and two different submittal procedures.

This didn’t dampen our Project Architect’s spirits—he
submitted both and the client was delighted.That is what I call
going out of your way. I’m sure our client will remember that
gesture, but that is not why our Project Architect did it. He did
it because he was there to serve the client and make his life
easier. I’m convinced that this small task reflected well on both
the Project Architect and our firm, and I’m very proud of that.

Going out of your way doesn’t always mean doing difficult
things; most of the time it’s doing the simple things like
dropping something off, bringing the client that extra copy
of the material so he doesn’t need to copy it for internal
circulation, offering to help him prepare for a tough meeting,
or sending him that article you know he will love.

Never forget that all of your actions
contribute to the customer experience
The customer experience is shaped by many factors, including,
for example, the way you answer the phone, the way clients are
greeted, and how promptly you return a phone call.

All too often, many professionals forget that all of their actions
contribute to the customer experience.You don’t get to choose
which actions have a positive impression on your client.Think
of how you feel when you are interacting with your attorney or
your accountant. Do they send you mixed signals or do they
consistently deliver a strong, customer-focused message in all
of their actions?

At one time, I was working with a financial planner who
delivered great customer service on a face-to-face basis.
However, he seemed to disappear once he left the meeting.
There were times when it took two weeks to get a return call.
When he did get around to returning a call, he was great at
making me feel good about being his client, but I knew that if 
I didn’t get resolution during the conversation, I would be
waiting a long time for the next call.When I approached him
regarding this issue, he told me that he gave me his undivided
attention while he was with me, but after he left, he had other
clients who required his attention.

Although I understood I was not his only client, I wanted to be
treated as if I were. I wanted to know that I was still important
to him, even when we weren’t meeting face to face. Needless
to say, he is now my former financial planner.

These excerpts reprinted with the author’s permission from Admit It!
21 things you already know but apparently have forgotten
regarding client service. The book can be obtained at iUniverse
books (www.iuniverse.com) or by contacting iUniverse, 2021 Pine Lake
Road, Suite 100, Lincoln, NE 68512.

client care
Book Excerpts
BY CRAIG S. GALATI, AIA
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Ever wonder why some companies seem to get
constant exposure in the press? Whether it’s a byline
article inside a popular trade publication, or a quote
from a firm principal in the business pages, the same
few players seem to get most of the ink.

I t ’s no coincidence.These firms are believe rs in the benefits of a
p ro a c t i ve PR pro gr a m . But to be successful with public re l at i o n s ,
it takes more than spinning out press re l e a s e s. A strat e gic collab-
o r ation with clients—one that shares the spotlight on successful
outcomes—will have eve ry b o dy winning a growing share of
p r a i s e, page space, and podium time.

End of the line for ‘ALL ABOUT ME’
There’s a line of casual clothing featuring the tag line “It’s All
About Me!” displayed in bold letters.T-shirts, hats, tote bags,
and undergarments proclaim the wearer’s need for attention
and affirmation.When it comes to the traditional approach to
PR and marketing in many professional services firms, the
entire All About Me fashion line is a perfect fit.

We all know instinctively that the days of “ME” in marketing
are over. Newsletters, mailers, web sites, and press releases
jammed with self-congratulatory content are not only obsolete,
they’re boring. Clients today are seeking service partners ready
to solve complex problems. As marketing professionals, our job
on a broadcast level is to:

• demonstrate leadership in problem-solving for clients

• differentiate that leadership in contrast to the competition.

One of the most effective ways to achieve these two goals is to
initiate a strategic, targeted PR program, one based on clear
goals set in advance and on a collaborative client approach.The
goal: a promotional payoff bringing measurable results. Here
are 10 ways to help reach that coveted payoff.

1. Align PR with growth sectors. Too many firms use PR
to nourish the ego of a key principal or the CEO.While this
may feel good for awhile, these firms need to be more strategic
in selecting the most profitable sectors for a targeted PR

program. Spend money supporting the known growth areas
and those sectors where you can capture the best profits and
can involve key client advocates.

2. Inject PR discussion early in the process. Suggest a
written agreement, even in the contract, covering the
promotional use of the project, its images, and its outcomes.
Talk with the client and the firm’s project manager or project
executive about the benefits of good PR for all parties in the
contract. By determining what audiences they need to
impress—investors, tenants/end users, employees, the
community, etc.—you can tailor a publicity plan to suit the
clients’ needs and yours.Too often, this discussion takes place
at the end of the project, when the creative “what-ifs” are often
obscured by close-out, schedule, and punch-list issues.

3. Put a marketing pro on the project team. What better
way to demonstrate the value-added DNA of your firm then by
offering the expertise of a marketing or PR specialist on the
project team? Depending on the size of the client company and
the sector it does business in, this idea will likely mean
different roles and levels of action (not to mention fee
variations). But by taking a proactive role and by supporting
the client’s need to market the project, you may find yourself
more irreplaceable than a competing team supplying only
technical expertise.

4. Find the story behind your project. Few editors are
interested in turning over their pages to your latest project.
Editors are interested in trends, news, colorful stories, and
smart people. For architects, engineers, and construction
professionals, this reality forces a different way of thinking.

p o s i t i o n i n g
Make Your Client the Star 
of Your PR Program
BY MICHAEL J. REILLY, FSMPS

“ I t ’s humbling to admit that design and
c o n s t ru c t i o n , while complex, a re viewed 
by the media as support services which at
best help enable the business success of the
end user. R ather than fight this pre m i s e,
run with it!”
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Look beyond the typical features of a project, then answer the
“so-what” question the media will likely ask when they see your
pitch. Every project is full of hidden stories to tell!

5. Make your client the star. It’s humbling to admit that
design and construction, while complex, are viewed by the

media as support services which at best help enable the
business success of the end user. Rather than fight this premise,
run with it. Let the client’s success, and the client’s benchmark
data from the project, form the basis of your story pitch. Most
clients will be forever grateful for the exposure, and your firm
will still get its share of the glory by bringing the story
forward. In the process, you’ll have the chance to show the
value of the service.

6. Focus on value tangibles. One of the most frequent
complaints of editors and reporters is that the information they
receive is heavy on platitudes and light on facts.Work hard to
uncover the tangible results of a project or study, and provide
media targets with plenty of evidence to work with. If you
don’t know, find out. Ask questions a reporter would ask: What
are the projected savings over five years for the green-design elements of
a project? What kind of productivity gains can be projected when the

client moves into a new production facility? How much did you save the
client by using your system of construction management versus others?

7. Select the right outlet. Ask your clients what industry
publications they respect for news and information. Become
familiar with the editorial slant of such trade and business
publications, and remember what interests one editor may be
of no value to another. Most important, review the editorial
calendars published on their web sites, talk to editors about
what they need and look for, and know in advance what you
want to achieve through a PR placement.

8. Co-author an article. It is shocking how few professionals
take advantage of this option. A contributed article, in my view,
is the best high-visibility tool. Offer to take the lead with the
co-author client, and make sure that their input is captured
through an interview or through their writing directly.The
byline article works wonders for the client, bringing
recognition and visibility while demonstrating the value you
place on the relationship. It’s a win-win.

9.Think multiple hits. Each time an article is written or 
a story developed, aim for multiple uses of the information.
A co-written byline article, for example, can form the basis 
of a compelling conference presentation given by you and your
client in front of other clients. Make sure to target both a local
and a national appearance for a single article.This requires an
awareness of a publication’s copyright requirements and means
you must be forthcoming with your editors about previous use.
But plan to get as much mileage as possible from any single
initiative. Don’t forget the value of reprints!

10. Go beyond PR. Once you understand the business needs
of clients and can prove value to clients through collaboration
on PR, consider taking the next step in the relationship.
Suggest collaboration on a research initiative to investigate an
industry real estate or facilities problem. Learn what the choice
award recognitions are in the client’s industry, and nominate
your client for those awards. Become a valued extension of the
client’s organization, making it next to impossible for them to
select anyone else down the road.

Conclusion
Many firms are now producing their best and most interesting
work ever, yet they never get around to letting the rest of the
world know about it. A strategic and consistent PR program
carried out in partnership with clients will:

• advance the firm’s position as an expert and problem-solver

• advance the goal of most clients to be noticed and admired 

…continued on page 23

“P u blic Relations practice is the planned 
and sustained effort to establish and maintain
g o o dwill and mutual understanding between 
an organization and its publ i c s.”

— Institute for Public Relations

H ow to Earn CEUs Towa r d
R e c e rt i fic at i o n
To earn one CEU toward Cert i fie d

P rofessional Services Marketer (CPSM) re c e rt i fic at i o n , g o
to www. s m p s. o r g / c e rt i fic at i o n / re c e rt/mktrquest.htm to
access questions about this art i c l e.A n swer the questions
on a sheet of paper titled “June 2006 M a rk e t e r: M a ke Yo u r
Client the Star of Your PR Pro gram (1 CEU).” R e t a i n
this document and submit it with your other CEU
d o c u m e n t ation by your CPSM re c e rt i fic ation dat e.
If you have questions about this pro gr a m , please contact
SMPS National at 1.800.292.7677, x 2 3 2 .
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Marketing officers often spend a great deal of time
and money creating eye-catching bro c h u res, innovative
a d v e rtisements, and collateral materials. Although
these products are both useful and necessary, they lack
a key characteristic of effective marketing campaigns:
n a m e l y, cre d i b i l i t y.

Public relations can achieve the credibility that millions of
dollars of advertising cannot simply by communicating through
an objective third party: the media.

Think about it.W h i ch message do you trust more? A statement in
a company bro ch u re that extols one of the company ’s products or
s e rv i c e s , or an endorsement of that product or service by a
respected re p o rter who is unaffil i ated with the company? 

Unless you’re the sort of person who looks up gullible in the
dictionary when someone tells you it’s not listed there, then,
clearly, you’d trust the latter source more than the former.

Credibility is only one of the many advantages of public
relations. Others are:

1. Cost-effectiveness. Have you placed an advertisement
recently? If so, then in all likelihood, you’re painfully aware of
the cost involved. If you’re fortunate enough to have specialized
vendors at your disposal, then you have additional payments to
make to your copywriter, media planner, and designer or to
your advertising agency.

The costs invo l ved in public re l ations are comparat i ve ly inexpen-
s i ve. P u blic re l ations agency fees are typically far less than those 
of adve rtising agencies, and most public re l ations work does not
re q u i re elaborate (and expensive) graphics and design mat e ri a l s.
In short , you get a lot more bang for your bu ck .

2. Flexibility. Sure, you can tailor advertisements to several
specific audiences through a wide range of media outlets, but
you’d better have a sky-high budget to do so. In contrast, it’s
relatively straightforward to tailor public relations messages to
different audiences. Pitches, the story angles public relations
people propose to targeted media, are easily altered to suit the
interests of different readers or viewers.

my turn
How Public Relations Contributes 
to Marketing Success
BY DAVID M. GRANT

…continued on page 25

To position the firm and build credibility with key decision-makers
and decision-influencers, Walter P Moore undertakes a host of
t a rgeted PR initiatives that includes an article reprint program, a
first-place winner in the “Feature Writing” category of the 2005
SMPS Marketing Communications Aw a rds pro g r a m .

These multi-phase programs start with getting a well-written,
substantive, information-rich article—often written by the firm ’s
s t a ff about an innovative new technique or creative engineering
solution—placed in a publication read by clients. To obtain a
t h i rd - p a rty endorsement that can be leveraged into a targ e t e d
d i rect-mail campaign, the next step is to buy reprints (such as
those shown above) of the published article and distribute them,
sometimes with a personalized note (as seen above).

PHOTO: PROVIDED BY WALTER P MOORE



The three key rules of marketing are brand
recognition, brand recognition, brand recognition.

—Anonymous

I first got interested in tech n o l o g y - e n a bled branding for pro f e s-
sional services firms when I read Tom Pe t e rs ’ seminal article “ T h e
Brand Called YO U ! ” in Fast Company m a g a z i n e, w h i ch later became
the foundation for one of his books on professional serv i c e s.

Pe t e rs , long one of my inspirations for his dire c t , often stri d e n t ,
a lways tru t h f u l , call for professional excellence and action, m a d e
a compelling case for developing a personal professional brand
using the we b. He postulated that , in an era of dow n s i z i n g, o f f -
s h o ri n g, and re a l i g n i n g, the only hope for the individual in
p rofessional service is to take a lesson from other brand leaders
and brand yo u rs e l f . Pe t e r ’s position is that the brand is short h a n d
for the promise of re l i a ble action and tru s t . S o, while you may be
a part of a larger organizat i o n , you can easily build your pers o n a l
brand while still supporting the larger goals of your employe r.

As a re s u l t , I started a branding pro gram for my s e l f . In 1998,
I re gi s t e red and launched w w w. c r a i g p a r k . c o m.I used my we b
site to expand my burgeoning writing and speaking effort s ,
focusing less on my expertise in multimedia tech n o l o g y, w h e re 
I was alre a dy re a s o n a bly well know n , and concentrating on the
m o re global marketing and management issues facing my practice.

Each month, I posted an early version of what is now
commonly known as a blog, sharing my more immediate
observations on the growth and changes in my personal and
professional lives.The site has evolved over the past eight years
and has become a respected resource portal for my contempo-
raries seeking new ideas. As a result of using this technology
forum, I got more requests for speaking and articles.That led
to a request to co-author a book, which then led to an offer to
write a book, Design. Market. Grow! And that, in turn, led to the
chance to be a keynote speaker at a national marketing
conference. My brand was on its way.

As I started writing my second book, this one on branding,
titled The Architecture of Image: Building Your Professional Service
Brand, I realized one of the key steps to brand building effec-
tively today remains using technology to spread the word.

Using technology, like e-mail and the web, can create an
environment for effective communication to your clients, and
can transform your service business from just another face in
the crowd to a leader of the pack.

21st century resources
To d ay, the Internet hosts many brand and branding-re l at e d
resource sites the professional services marketer can put to
i m m e d i ate use. Sites range from service firms offering brand
t h e o ry (wri t i n g, re s o u r c e s , t o o l s , e t c.) to brand deve l o p m e n t
( s t r at e gi e s , gr a p h i c s , a dve rt i s i n g, e t c. ) . Other sites offer the
ru d i m e n t a ry services for web site design, h o s t i n g, and optimizing
t h at are the basic “cost of entry ” to play in the brand new wo r l d .

In previous columns, I’ve covered web-cast seminars and e-mail
outreach, both excellent tech-tools to help convey your service
and your brand promise. In my research for this article, I found
a few web-based resources I thought were exemplary, and I
share them with you here.

allaboutbranding.com
As the sponsor of allaboutbranding.com, DNA Design has
initiated, designed, and built a comprehensive web site that
looks at all aspects of branding: creating, communicating,
living, measuring, managing, and extending.

Uniquely, DNA Design is one of New Zealand’s leading design
communications companies, and through this non-proprietary
information sharing site, it is proving you can extend your
brand internationally through the power and universal reach
of the web.The firm created the site to address two issues:
1. to begin to reconcile the many and conflicting views of what
constitutes brand, and 2. to help its clients and others arrive
at clearly defined views of their own brand, how to develop 
and manage it, and how they would like to see it expressed.

This is a terrific resource featuring links to the latest books 
on branding, hundreds of white papers, and tools for brand
assessment which are free to all.The site also has a great
collection of pithy quotes and perspectives on branding that
are not to be missed.

next edge
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Using the Web to Build Your Brand
BY CRAIG PARK, FSMPS, ASSOCIATE AIA



June 2006 | 19

brand.com
You have to give Brand Solutions credit for
jumping on the web bandwagon and grabbing
brand.com first. A service firm, its site nonetheless
provides many free resources, blogs, and white
papers for research and development of your
brand. On a professional level, the firm offers
consultative services, workshops, and research to
help firms establish their brands.

One of Brand Solutions’ distinctive offerings is
ArchetypalBranding,TM w h i ch includes marke t
re s e a r ch and adve rtising services re l ated to the
s t u dy and use of archetypes and metaphors to bu i l d
a unique and differe n t i ated brand.The firm wo r k s
with unive rsal and cultural arch e t y p e s , t h e
i n h e rited pat t e rn of thought or symbolic imagery
d e ri ved from the past collective experience and
p resent in the individual (client and staff)
u n c o n s c i o u s , to cre ate distinctive brand pers o n a l i t y
for its clients.

Because archetypes naturally establish meaning
and relevance at a subconscious level, the
resulting brand is authentic, genuine, compelling,
credible, universal, and deeply moving. Following
the archetype model provides a guideline for how
the brand should act.

brandidentityguru.com
This is a fun site to visit: gr a p h i c a l ly compelling,
content ri ch , and with a sense of humor to mat ch
the “ B I G ” p romise in its name.The site feat u re s
sections like “ B r a n d - A i d ” ( m o n t h ly tips), “ B I G
B l o g s ” (not to be missed for the disco animat i o n ) ,
“ B r a n d M a s t e rp i e c e ” (a 12-step test to see how
s t rong your brand is today ) , “ B i g N ew s ” ( e -
n ew s l e t t e r ) , a simple “Brand Game” to help judge
your current position, and free web site analy s i s.

B I G’s consultancy is typical of a full-serv i c e
a g e n cy and includes web site design, b r a n d
ro l l o u t s , b ro ch u re and collateral deve l o p m e n t ,
d i rect mail, p rint ads, outdoor adve rt i s i n g,
c o rp o r ate identity, and logo design. Its distinction
is in its appro a ch , c l e a r ly based on solid theory,
p ro p ri e t a ry methods, and just enough tongue in
cheek to not take itself too seri o u s ly.
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The process side of the site includes “Funky Business,” which clearly defines
its own “brand promise” and approach to “delivering a fully integrated
marketing communications program for your company and its brands.”

this brand’s for you
Vint Cerf, one of the founding fathers of the Internet, said about branding,
“The Internet is a place, an environment, made up of people and their
myriad interactions. It is not merely a technology but a new way of
cooperating, sharing, and caring. Businesses that recognize the human aspect
of the Internet will be more likely to find success in the artificial worlds of
the Digital Age, for they will understand that the artificial is rooted in reality
and reality is rooted in our hearts.”

Keep this in mind as you start to use technology to create, build, and extend
the brand of you—or of your firm.
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The Freelon Group Architects, based in Research
Triangle, NC, had four goals for the brochure it
created for attendees of a conference/trade show:

• provide an informative introduction to the firm, its
leadership, and award-winning projects

• create a “WOW!” giveaway that is attractive and unique and
would be something that participants would take back with
them, rather than leave in their hotel rooms

• create a buzz about the firm, since this was the first time
The Freelon Group was attending and exhibiting at
the conference

• differentiate the firm from the competition.

Target audience
The audience was several hundred facility planners and staff
from colleges/universities in the Southeast.

Key message
The message was that The Freelon Group is an award-winning
design firm with a broad portfolio of work, much of it for
colleges and universities.The firm wanted to demonstrate
creativity and breadth of the work.

2005 marke t i n g
c o m mu n i c at i o n s
awa r d s
A Closer Look: A Distinctive Brochure for 
The Freelon Group Architects
BY J. ROSSI

The Freelon Group Architects, Third Place, Brochure, 2005 
MCA Program
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Distinction
The Freelon Fan Deck, designed much like a paint swatch or
Pantone fan deck, is an informative and distinctive introduction 
to the firm.

Flexibility
To allow the firm to use the brochure in the future, individual
project cards are bound together with a plastic screw post,
allowing easy insertion and removal of the cards.The individual
cards can be removed, added, and re-arranged to address the
needs of clients with whom the firm interviews.That versatility
allows the firm to update the deck with new project
information and photos as they are completed.

Project details
Project budget $2,500

Actual cost $1,980 for materials
$600 for labor 
$1.72 per unit   

ABOUT THE AUTHOR

Contributing Editor J. Rossi is Chief Marketing

O fficer for Burt Hill (www. b u rthill.com). The chair

of the 2005 SMPS Marketing Communications

Aw a rds Committee, J. can be reached at

215.751.2967 or j.ro s s i @ b u rt h i l l . c o m .

M



22 | SMPS Marketer

When I think of branding, I don’t think of your
company’s fancy logo or highfalutin’ mission
statement or the palette of colors on your web site.

To me, branding means the way I feel in my gut, and
my heart, about doing business with you. 

This issue of Marketer includes advice from other experts on
branding and how to brand your firm and yourself to acquire
more clients. But you also need to know how to make your
brand resonate with journalists.That is: how to make them feel
in their guts, and their hearts, that you’re worth interviewing,
writing about, and coming back to again and again.

It has nothing to do with your logo, your mission statement, or
the palette of colors on your web site. It has everything to do
with, quite simply, whether or not you make it easy for media
people to do their jobs.

After working as a newspaper reporter and editor for 22 years,
at 3 daily newspapers and a weekly business journal, I know
exactly how you should brand yourself as the type of source 
a journalist loves.

Be accessible. If you work from 9 to 5, make sure reporters
have your phone, cell phone, or beeper number. Invite them 
to call on you day or night if they need story ideas, expert
commentary, or someone to help verify information.

Alert them to trends. Reporters are always chasing down
the next big trend, but most are too busy covering multiple
beats to figure out what’s new in the construction industry or
the world of architecture. Send your media contacts articles
from your trade journals, or reports and white papers on
emerging trends.

Offer other sources. If you’re pitching a story idea, offer
names and contact information for other people the reporter
can interview. Business journals, in particular, prefer multiple-

source stories. If you can find someone who’s on the opposite
side of an issue you feel strongly about, you’ll earn extra points
because the media love controversy.

Remember the little extras. Offer statistics and other
information for things like pie charts and bar charts to
accompany their stories. Produce a “Top 10 list” that a
newspaper can print as a sidebar to a main story.

Don’t ask for bad photos. If you’re still asking newspapers
and TV stations to cover your boring ribbon cuttings, check
passings, or ground breakings, please stop.The media hate
these cliché photos that are nothing more than staged media
events.You can do better than that.

Ask, “How can I help you?” This is the most important
question you can ask anyone in the media. Pay attention to
what they tell you, and give them what they want, as often 
as you can.

Media-train your experts. Architects and engineers don’t
always give the greatest interviews.They’re left-brain types,
and the media usually are right-brain. An hour or two with a
good media trainer can produce fabulous results, not to
mention some terrific sound bites.

Comment on their work. The first time you make contact
with a media person shouldn’t only be when you want
something. Read and comment on a reporter’s stories, a
columnist’s columns, and a newspaper’s editorials.Watch and
comment on TV and radio news shows.

Give them a scoop. Media people remember this better than
anything else you can offer. Not every news story about your
company is “scoop worthy.” But letting a favorite reporter,
newspaper, or TV station break the story will put you in good
stead with that media outlet.

Stay in touch. Don’t only contact the media when you want
something. Stay in touch by offering story ideas that aren’t

compelling 
c o m mu n i c at i o n s
How to Brand Yourself as a Helpful
Media Source
BY JOAN STEWART



necessarily about your company. Or send your media contacts
articles you think they’ll find helpful.

When my sources did those kinds of things for me, they
branded themselves as the kinds of people who belonged on my
A-list. I called some of them repeatedly because they made my
job easy. Pick just one thing from this list and do it, this week.
The results will be worth it.
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p o s i t i o n i n g
…continued from page 16

by their customers, employees, shareholders, and community
stakeholders

• advance the external role and the internal value of the
marketing professional.

By promoting your firm , your clients, and your people through a
c o l l a b o r at i ve PR pro gr a m , it will be you and not your competi-
tion gaining that constant and coveted exposure in the pre s s.
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on point
…continued from page 9
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Russ/Landor: If at the beginning of the program you can
clearly define how you want brand to help your firm, increase
market share, help you get higher margins for your work,
attract better talent, build your relationships within the com-
munities in which you operate, then you’re more than halfway
toward defining the metrics that let you see how the program
is helping achieve those goals.

In addition to standard measures of brand health (awareness,
relevance, differentiation, loyalty, etc.), a clear definition of the
role brand plays in your firm is central to the creation of a
brand-health measurement system truly unique to your firm.

Scott/Prophet: How you choose to define success relates
back to your original objectives. Are you trying to raise
awareness? Change perceptions? Greatly enhance top-of-the-
funnel leads? All these would lead you to different means of
measuring and ultimately declaring success. It is critical to
develop a shared vision of what success will look like early in
the process.

It is cert a i n ly important to monitor the outcomes of yo u r
e f f o rts in quantitat i ve as well as qualitat i ve way s. I d e a l ly, t h e s e
would be rolled up in a dashboard that begins to paint a holistic
p o rtrait of your brand’s momentum (or lack thereof) and how

its image is ch a n ging over time. Q u a n t i t at i ve measures might
include requests for inform at i o n , n ewsletter signups, m a r ke t-
i n g - i n fluenced leads, dollar value of marke t i n g - i n fluenced wins,
inbound requests from the media, e t c.M e chanisms for obtain-
ing more qualitat i ve feedback might include conve rs ations with
c u rrent clients, recent wins, and prospects that have ultimat e ly
chosen to go elsew h e re. It is also helpful to monitor coverage 
of your firm in trade press and elsew h e re.

It is key to pave the way for future success by augmenting your
core efforts with frequent tests and trials of new initiatives.
This enables one to maintain consistency but explore the
viability of other touch points and ultimately make the case 
for more, if not different, patterns of investment.

Brand works (and will work) for professional services firms,
but the effort may be greater and more complex if a company
asks the question, “Where do we want to be in the next five
years or decade?” A brand program can be key in assisting a
firm in its continued growth.

A final question may be, “When is the best time to implement a
m a r keting or brand pro gr a m ? ” For many firm s , the time is now,
when the market is booming and revenues are up. P ro f e s s i o n a l
s e rvices firms have a lower pro fit margin than a commodity
bu s i n e s s , and according to our specialists, this oftentimes ke e p s
them from adve n t u ring into marke t i n g, P R , and brand
p ro gr a m s , but the b ra n d i n g of an intangi ble can be effective with
p l a n n i n g, a dose of re a l i t y, p at i e n c e, and a clear goal in mind.

Texas-based civil engineering firm Klotz Associates enlisted The
Lentz Group to create a branding program that better reflects the
company’s personality, projects a more dynamic look, and is easily
applied to numerous applications such as this mailer.

PHOTO: SHAUNA COURI
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my turn
…continued from page 17

For example, i m a gine that your firm wants to publicize the
completion of a multi-million dollar facility it designed on behalf
of a medical center. I t ’s a good bet that business publ i c ations will
focus on how the new facility will attract more patients and
revenue to the hospital.A r chitectural publ i c ations will like ly
focus on the design team and the project specific at i o n s. L o c a l
n ew s p a p e rs and television stations might want to re p o rt on how
the new facility will benefit the neighborhood in which it’s
l o c at e d . H e a l t h c a re publ i c ations might cover the ways in which
the facility meets the medical needs of 21st century pat i e n t s.

Good public relations professionals are intimately familiar with
the different media sectors, so they can tailor their pitches with
minimum resources and time.The result is that, whatever the
focus of the stories the pitches generate, your core message
(e.g., that your firm designed a new facility) gets across.

3. Handy marketing collateral. Got a front-page story in
your number-one target publication? Order some reprints and
add them to your marketing kit. Select quotes from the story
and add them to your marketing copy, or put them on your
web site. Again, this is credible copy, and it’s cheap:The
journalist did the writing; you simply supplied the idea and
background information.

C ave at : T h e re is one important shortcoming of publ i c
re l at i o n s :You will have less control—sometimes mu ch less
c o n t rol—than you will ever have in adve rt i s i n g.You must decide
whether the benefits outweigh the disadvantages for yo u .

In general, however, the credibility that public relations
provides, along with the additional benefits described earlier,
necessitates its inclusion in any comprehensive marketing
campaign. Costs are comparatively small, yet returns can be
high. If you implement your public relations program in an
organized and carefully thought-out fashion, then you, too,
can achieve a competitive advantage.
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re s e a r ch
…continued from page 13

Professional services firms have indeed benefited from their
differentiation, positioning, and branding strategies.We offer
our kudos to all marketers and their professional colleagues
who have added elements of business rigor to these activities,
and our assurance that all professional services firms—just like
yours—will become increasingly astute about their branding
initiatives. Until recently, most firms were simply feeling their
way in the dark about how to “do branding better.” But now, for
the first time, we have a verified link between the act of
measuring and the achievement of competitive success.

The study,“Increasing Marketing Effectiveness in Professional Service
Firms,” was conducted in conjunction with Larry Bodine Marketing.
For more information on the benchmarking portion of the study, you
may download a subset at www.marketplacemasters.com/downloads/-
2006_study_results_benchmarking.pdf.To purchase a copy of 
the study and accompanying case studies, go to www.expertisemar-
keting.com/marketing_study_results.html.
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One word: WOW! What a book. What fun. The
brilliant authors, Steven D. Levitt and Stephen 
J. Dubner, have written an absolute must-read
contemporary primer on economics. 

Levitt teaches economics at the University of Chicago and is
the recipient of the John Bates Clark medal, which is awarded
every two years to the best American economist under 40, and
Dubner is a writer for the The New York Times and The New Yorker
and is the best-selling author of Turbulent Souls and Confessions 
of a Hero-Worshipper.

F R E A KO N O M I C S e x p l o res “the hidden side of eve ry t h i n g ”
f rom the viewpoint of an economist. I have always re g a r d e d
economics as an utterly fru s t r ating and unfat h o m a ble science.
I also would rather have a root canal, sans anesthesia, than re a d
about it at all, mu ch less vo l u n t a ri ly. But when I saw that
Malcolm Gladwe l l , author of the mind-bending The Tipping Po i n t
and B l i n k, said “be pre p a red to be dazzled” by F R E A KO N O M I C S,
I thought I would gi ve it a try.

Consider this a wa rning to the easily offended: F R E A KO N O M I C S
p ays no homage to political corre c t n e s s. In fa c t , it discusses such
c o n t rove rsial issues as race, c ri m e, Roe v.Wa d e, and ch e at i n g
with the cool indifference and objectivity that only true fre e -
thinking scientists possess. Fo rt u n at e ly, the written word allow s
the reader to go on this thought journ ey unencumbered by
p u blic judgment and the restraints it engenders.

In its exploration of why things happen the way that they do
and cause-and-effect relationships, F R E A KO N O M I C S will alter
the way you think about even the simplest of situations.The
authors use some wildly innovative storytelling to make their
cases, and they have facts to back up their suppositions. Here
is a sampling:

•What do school teachers and sumo wrestlers have in
common?

• How is the Ku Klux Klan like a group of real estate agents?

•Why do drug dealers still live with their moms?

•What makes a perfect parent?

More significant than the originality of the subject matter is the
introduction to a new thought process.This is so applicable to
our roles as marketers, because we are called upon daily to find
new ways to approach the same old thinking and present new
ideas and concepts to our clients, our contemporaries, and 
our companies.

But wa i t :T h e re ’s more. F R E A KO N O M I C S is a regular column in
The New Yo rk Times Maga z i n e, and the authors have a gre at we b
s i t e : w w w. f re a ko n o m i c s. c o m . If you have n ’t read the book or 
the column or visited the web site, do it now. You wo n ’t be sorry
because Malcolm Gladwell was ri g h t :You will be dazzled!   

26 | SMPS Marketer
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