President's
Message

By Evan RFoss
RBF Consulting
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BoD Mission 2010:
Engage.Educate.Empower

Each year in the fall, a newly-formed
SMPS San Diego Board of Directors puts
its collective thinking cap on and sets to
the task of outlining its mission. Committee
Chairs draw up plans that reflect their
individual goals — based on personal past
experience with the organization and on
their concept of what will make for the
most valuable membership experience.
Those goals are then aligned under a
shared paradigm, which encapsulates the
independent objectives of its members and
describes what it is we hope to achieve as
a cohesive whole.

Engage. Educate. Empower.

As we continue along into this SMPS
calendar year, your 2010-2011 Board is
focused on connecting our members and
potential members via a three-pronged
effort to engage, educate and empower.
These are not new ideas to SMPS; indeed
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they are three concepts at the heart of why
SMPS exists:

«+ To further engage the active local
community of A/E/C industry
professionals;

¢+ To provide accessible and wide-ranging
marketing and business development
educational opportunities; and

++ To offer members the professional
tools and resources that empower
them to advance their careers as far as
they wish take them.

What is particularly exciting for me as

this year’s Chapter President is seeing

the fresh and enthusiastic approach your
Board is taking in advancing these pillars
of the SMPS charge; implementing them
through timely and innovative outreach,
new education events, updated information
programs and networking forums.

A wonderfully creative environment has
developed from an inspiring mix of veteran
Board members, who offer a well-rounded
Chapter perspective, and newer members
who bring fresh ideas to table. | am
positive that the intentions of the Board
will be realized through the commitment
of this dedicated group, and through their
desire to offer you a most memorable and
enlightening year.
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To allay any concern that you may have to
go the year without the mainstays of our
Chapter programming — monthly luncheon
programs, education workshops, annual
Golf Classic, etc. — not to worry! Those
aren’t going anywhere. In fact, some of
the luncheon programs you have raved
about in the past (General Contractors
Roundtable, Education Roundtable) are
back, as is our incredibly successful
Breakfast Workshop Series. And of course
the Networking groups are under way.

To augment an already exciting calendar,
we are tapping into our technologically
savvy community and offering a series
of hosted Webinars. These focused and
informational sessions will range in topic
from successful proposal production to
client outreach fundamentals, and offer
knowledge-rich forums for discussion.

Speaking of technology and outreach, we
have quite a lot going on there, including

a concerted effort to work more closely
with other local professional organizations.
As we are all spokes in the A/E/C wheel,
we are looking to create more hubs of
connection. We are doing this by directly
meeting with those organizations, and
identifying and scheduling meaningful
opportunities to partner and bring together
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a greater pool of resources and expanded community. Our joint
September program with ULI was the first result of this effort. Look
for more to come.

Another side of the outreach effort concerns our web-based
capabilities and how we are using them to get you the information
you need to engage. To put forth a streamlined and consistent
message we are undertaking a complete brand re-design and will
be rolling it out across all of our outreach media, including this
newsletter, our email blasts, and our website in January 2011.

A revamped website will accompany this effort and provide our
members with a more informative, dynamic and user-friendly site.

Additionally, we are diving headlong into the world of social media
in an effort to further expand the community we are serving and
also to disseminate more timely information more immediately.
Our Facebook page and Twitter account are fully operational

and humming with information about the Chapter, our members
and general info about the goings on in the local industry. If you
have pieces of info that would be valuable or fun to share, please
forward them to our Media Chair, Sharon Smith, at ssmith@
matalonarch.com.

Thank You for Your Participation
In sum, your Board has a lot they are focused on achieving.

And you, dear member, play an important role in their success
— for these efforts are for naught if you aren’t maximizing your
membership experience. So, get involved where you can.
Join a committee perhaps or simply attend as many events as
possible. Contribute to the larger ongoing conversation, either
at luncheons, education or professional development events, or
through our social media outlets. But mostly, have fun. After all, if
you aren’t having fun, you won't be engaged. And that's what it all
about. Oh, and education. And professional empowerment. Did |
miss anything?
>
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developers, architects, designers and media packed /
the Culy Warehouse & Event Center in downtown
San Diego to toast the Orchids and roast the Onions at this year’s
Orchids & Onions (O&0) Awards Ceremony & Silent Auction.
The 2010 O&O Awards Ceremony was hosted by Sam (the
Cooking Guy) Zien, with commentary provided by Kevin deFreitas,
recently named a 2010 National Young Architect of the Year by

the American Institute of Architects. Billed as the "premier" design
event of the year in San Diego, this year’s Awards Ceremony to

Evan

Orchids & Onions

By Suzanne Clemmer, DCI Engineers

Although Tuesday, November 2nd was Election
Day, on Thursday, November 4th almost 500 artists,

celebrate the design “hits” and “misses” did not disappoint; the
warehouse space was transformed with a gorgeous set design by
Craig Abenilla of FoundationforForm Architecture & Development,
and a sleek, modern VIP Lounge by Hold It Contemporary Home.
The attendees enjoyed delectable hors d’oeuvres, wine, and beer,
generously provided by Stone Brewing Co.; danced to the beats
provided by DJ Daniel Gildenhorn (a.k.a. Professor CC); and bid
on scores of unique items ranging from custom works by artists
and architects, to vacation getaways and everything in-between

at the Silent Auction. Although 19 awards were handed out to

both Orchids and Onions, the big winners of the night were the
Grand Onion which went to Cruise Ship Terminal & Utilities at
Broadway Pier in downtown San Diego and the Grand Orchid
which went to Conrad Prebys Concert Hall at UCSD in La Jolla.

0&0 is a fundraising and educational program of the San Diego
Architectural Foundation, a 501(c)3, nonprofit organization,
dedicated to education and the promotion of outstanding
architecture, planning and urban design throughout the San Diego
region. Itis also the only interactive, community-based program in
San Diego; all of the citizens in the city are encouraged to nominate,
comment and vote for the projects that make their hearts soar and
the ones that are just plain eyesores. While a prestigious jury of
design professionals and artists determined the official 0&O, based
upon the public’s submissions, the online People’s Choice Vote

is designed to gauge San Diegans’ opinions about their city. This
year O&O were awarded in categories which included: architecture,
interior design, landscape architecture, historic preservation,
sustainable design, and a new category this year, miscellaneous.

The Annual Awards have become a popular and effective vehicle
for stimulating community awareness and practical discourse

in response to San Diego's built environment. The continued
success of the program relies heavily upon the citizens of

San Diego; the public’s nominations and feedback about the
nominations, which are published on the O&0O website, are
integral to planning, growth and future development of our city.

In addition, we appreciate and rely upon the generous support of
the design community at large and our sponsors. Nominations
for the 2011 Awards Program have already begun and are being
accepted at the website: www.orchidsandonions.org

Other 2010 Winners included:

¢+ People’s Choice Onion: Proposed Downtown Chargers Stadium

++ People’s Choice Orchid: Harry and Grace Steele Elephant
Odyssey at San Diego Zoo

«¢+  Orchid for Interior Design: St. Bartholomew’s Chapel

«¢+ Onion for Architecture: La Mesa Police Station and City Hall
Annex Building Expansion

+¢+ Orchid for Sustainable Design: DPR Construction Regional
Headquarters Office

++ Onion for Planning: Caltrans I-5 North Coast Corridor Expansion
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. The Marketing Voice

5 Email Marketing
Mistakes to Avoid

By David Lecours, CEO and Creative
Director, LecoursDesign, Inc.

Is your email marketing as effective as it could be? | receive a lot

of email marketing blasts from professional service firms and have
noticed a pattern of consistent mistakes. This brief guide identifies
five common pitfalls and offers suggestions on what to do instead.

1. Weak Subject Lines

By far the most important part of your email marketing message
is the Subject Line. Since we all receive more email than we
have time for, readers are looking for an excuse to delete emails
towards their quest for in-box zero. | see too many Subject Lines
that are not intriguing enough to get the reader to open. If your
e-mail isn’t opened, then all the time you've spent crafting the
interior message is wasted.

The Subject Line must offer a compelling promise to readers

that will be fulfilled upon opening of the email. The Subject Line
should focus on how the reader will benefit from the information
contained within the email. For example, the Subject Line of this
e-mail “5 Email Marketing Mistakes To Avoid ” offers free advice to
make you more savvy in your use of email marketing.

2. Content That Doesn’t Offer Value

| see a lot of e-mail blasts that are simply New Hire or Project
Completion Announcements. Good news is always worth sharing
with your audience. Just be sure to make a connection between
the news item and how it benefits the reader. For example, focus
on what you learned from the completed project and how this will
benefit the reader (who is hopefully a future client).

Just like the person who is always telling you how great they are,
email blasts that are about me, me, me get old quick. Aim for a
balance of content that is 20% about you and 80% for the reader.
Be generous in sharing knowledge, tips, secrets, and solutions for
making the reader better, smarter, or faster.

3. Brand Inconsistency

Too many email blasts don’t look or sound like the firm that is
sending them. This lack of continuity causes confusion for the
reader and may plant a seed of doubt as to the authenticity of the
blast. Your email blasts must have the same look and feel as your
website, business card, and all other marketing materials.

It may be tempting to use a free template that your email service
provider offers. But your firm offers custom professional services

so your email blasts should reflect that. Hire a professional
designer to create a template that you can then take over for all
subsequent blasts.

4. Neglecting the Preview Window

Most people decide whether or not to read your email based on
the following ritual. They scan the “From” line to determine if they
know and trust you. The next hurdle is the “Subject” line. If it is
intriguing, then the reader will scan the preview window to ensure
the content fulfills the promise of the Subject line. Too many
e-mail blasts neglect the top 4 inches of the e-mail message (that
shows up in the preview window). This valuable real estate needs
to 1) establish trust by displaying your brand identity and 2) be
visually interesting so the reader wants to go deeper.

5. An Overwhelming Sea of Text

Perception is reality. An e-mail blast that seems like it will require
a lot of effort to read is immediately judged as work and we've
all got plenty of that to do already. If you have a lot of content,
then post the first paragraph to hook the reader and include a
link to read the whole story on your blog. Another approach is

to offer the text in digestible bites (like I've done here with the 5
tips). Make the text scannable with bold headlines and then a few
sentences of supporting text. Don’t forget to include compelling
imagery. Photography or illustration will quickly draw someone
into your content. It can also add additional meaning and make
your content more memorable.

As a marketer, | know your time and resources are limited. The
previous tips will help you get the most return on your e-mail
marketing investment. Feel free to add me, david@lecoursdesign.
com, to your mailing list. I'd love to see what you create.

David Lecours is Creative Director at LecoursDesign.com and
author of The Marketing Voice blog at davidlecours.com.
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New Member Update

SMPS San Diego Welcomes Our New Members
By Tarek Nabas, PRC, LEED AP, JCJ Architecture

Brett Williams

Marketing & Estimating Coordinator
Webcor Builders
bwilliams@webcor.com

T: 858.622.5200 F: 858.622.5201

Brett Williams has served as Marketing & Estimating Coordinator for the
Webcor San Diego Region since November of 2005. Known by
colleagues as a “Jack of all Trades,” Brett has become a resource to
Webcor in many different arenas, based on need, ability, and
adaptability. Before joining Webcor, he spent eight months serving as a
volunteer in Thailand for relief efforts after the devastating tsunami in
December of 2004. When word broke of the disaster, Brett created an
independent non-profit relief organization called the “Rain Project” for
immediate attention to affected disaster areas. He joined with other
volunteers to construct temporary shelters, permanent homes, and both
new and refurbished fishing boats, and also played soccer and music
with children in the camps and villages. Prior to this, Brett spent five
years on tour and visited 40 countries as a live event producer for
motivational guru, Tony Robbins. Brett and his wife Megan reside in
Point Loma, where he is active with church, music, surfing, mountain
biking, skiing, camping, fishing, and travelling. He finds that quality of life
is best spent with friends and family in the great outdoors or rocking out
on guitar in front of thousands of screaming fans.

Tamela Barnhart-Reese, LEED® AP

President, J. Reese Construction, a Douglas Barnhart Company
treese@jreeseconstruction.com

T: 858.592.6500 F: 858.592.1410

Caitlin Hume

Project Coordinator, KEH & Associates, Inc.
chume@KEHGroup.com

T: 760.741.0060 F: 760.737.8931

Holiday Event — SMPS Winter Warmer

Get a little warmer this winter and celebrate
the holidays with your SMPS San Diego
Community, poolside at the DoubleTree Hotel

Date: Wednesday, December 15th

Time: 3:00 to 6:00 PM

Location: Poolside | DoubleTree Hotel San Diego Mission Valley,
7450 Hazard Center Drive, San Diego, CA 92108

Movers & Shakers

What's New in the SMPS San Diego Marketing Community?
By Suzanne Clemmer, DCI Engineers

Tarek Nabas Becomes Senior Marketing Coordinator of JCJ
Architecture's Western Region

Tarek Nabas, PRC, LEED AP
Senior Marketing Coordinator

JCJ Architecture

T: 619.516.8834 F: 619.282.6678

Tarek currently serves as the Senior Marketing Coordinator for JCJ
Architecture’s Western Region, where he is responsible for
developing new business opportunities, to coordinating with other
national offices to support strategic marketing and communication
efforts. Tarek is an active member of the Project Management
Institute and is a Certified Researcher through the Marketing
Research Association. An advocate for green practice and the
importance of sustainability he achieved the designation of LEED®
Accredited Professional in 2009. Tarek continues to embrace the
benefits of sustainability and our interdependence with nature in his
professional life as well as his personal life through involvement in
various educational and volunteer programs.

Randi (Holley) Clark, CPSM

Marketing Manager, Design, Planning + Economics
AECOM

T: 619.233.1454 ext, 6925

F: 619.233.0952

randi.holley@aecom.com

Marketing Tips
Customer Helping

By Stacy Mathieson, CPSM, Senior Marketing Coordinator
Haley & Aldrich

Don't you hate when you have to return something to a store and
your interaction with the staff there is unpleasant? Or you have to call
your cell phone company for help and all you get is the run-around?
Or you have to make an appointment and the person on the other
end of the phone is less than helpful? Yes, we've all been there. But |
have a question? Have your clients been there too?

It happens sometimes — we get busy, we get inundated with requests,
both internal and external, and there never seems to be enough

time. And then we get frustrated and can become...unpleasant,
unresponsive, and less than helpful.
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We all know that clients (both internal and external) can be demanding,
overbearing, and needy. They expect you to know them, understand
them, lead them, help them, and serve them. And that is not
unreasonable, that's why they hire us. Every time you talk to a client,

you have a choice and an opportunity — a choice in how you respond to

your client and an opportunity to create a lasting impression.

But remember that your clients also have a choice. You may be the
best at what you do, but if the client gets a negative, uncaring feeling
working with any of your staff, they may choose to walk away and
find someone that will provide:

¢+ Value - they want to know that what they are paying for is fair
and that they will be supported throughout the project.

% Communication — let your clients know what they need to know
when they need to know it. Constant communication is key to
maintaining a great client relationship.

«+ Attitude — they expect you to be happy and willing to help them
and meet their needs.

++ Reliability — be there for them when they need you, do what you
say you are going to do

++ Tangibility — make sure you provide a quality product or service,
and be professional.

¢+ Assurance — delivery on what you promise, make sure you instill
confidence in your clients

+«+ Exceptional service — provide them this and they will want to
work with you again and tell their colleagues about you, too.

I would like to pass along a term | learned a long time ago, “customer
helping” as opposed to customer service. Customer helping means to:
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Understand your clients

Be prepared to serve them

Help an angry client right away

Ask clients for information

Listen to your clients

Be responsible for your actions when a client calls
Live up to your commitments

Be memorable

Surprise your clients

Strive to keep clients for life

Endeavor to get unsolicited referrals from clients
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Try treating every customer as though they were your favorite
celebrity, hero, friend, neighbor, or your grandma. You would do all
you could to help them, wouldn't you? Don't diss your grandma and
don't diss your client.

Society for
Marketing
Professional
Services

San Diego

% Empathy - they want someone to understand them and their needs.

CEO Corner

Is it Really Who You Know?

By Catherine McCullough, CPSM
President/CEQ
McCullough Landscape Architecture, Inc.

In the current state of the business market it is important, now
more than ever, to maintain substantial relationships with both new
and old business associates. Having strong, positive connections
are essential to keeping your business afloat and thriving when
opportunities are becoming increasingly scarce. The connections
are sources of reliability, mutual respect and trust — which when
properly preserved, will greatly benefit you in your current and future
endeavors within your company. Old adages such as, “It's who
you know” and “Never burn bridges” are simple, yet key phrases
that when put into practice become very powerful and resourceful
tools for your business. | cannot stress enough the importance of
networking, and the establishment of a firm foundation upon which
to build your Relationship Database. | use the term “Relationship
Database” because it is more than just a rolodex on the corner of
your workspace that you occasionally flip through when you NEED
something for your company, but rather a resource that when
capitalized upon and nurtured through conscious, thoughtful intent
returns rewards tenfold.

To provide an example, our company, McCullough Landscape
Architecture, Inc., recently completed the design development phase
for an amusement park located in the province of Fushun, China.
The Fushun Dream World amusement park is approximately 200
acres, making it larger than Disneyland, and the largest project our
company has completed to date. Our principal, David McCullough,
through maintenance of a long-standing relationship with an
individual he worked with on the Viejas Casino and Outlet Center
Expansion over ten years ago, was considered and ultimately chosen
for the Fushun project. It was because David had established mutual
respect with this individual, and remained in constant contact with
him, that we were provided with the opportunity.

Being a small-business enterprise able to work on and complete many
different types of projects, ranging from large-scale commercial to
residential projects, is directly attributed to the level of commitment we
put forth towards developing and nurturing our Relationship Database.
So many companies fall short of realizing the significance of this action
and, therefore, miss out on the benefits that it provides. A simple email
or phone call to check up on how your contact is getting along, while
sincerely demonstrating your care for the individual, will greatly extend
your chances of success in a somewhat thinned business market. So,
YES - it IS who you know that makes the difference.

McCullough Landscape Architecture

363 Fifth Avenue, Suite 301, San Diego, CA 92101
T: 619.296.3150 F:501.7725
Catherine@mlasd.com
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SOCIETY FOR MARKETING PROFESSIONAL SERVICES - SMPS 2010-2011 SMPS BOARD OF DIRECTORS

SMPS OFFICERS

President
Evan Ross
RBF Consulting

President Elect
Antoinette Sanchez
Southern California Soil & Testing

Immediate Past President
Alison Murphy
O'Connor Construction Management, Inc.

Secretary
Kelly Michajlenko, CPSM
Architects Mosher Drew Watson Ferguson

Treasurer
Sharon Singleton, CPSM
KTU+A

BOARD MEMBERS

Advisory Chair
Randi Clark, CPSM
AECOM

Programs
Alex Beaton
Swinerton Builders

Patricia Post
SCS Engineers

Education
Tim Barr, CPSM
Legacy Building Services, Inc.

Anna Rowland

Accommodations
Brie Page
Barnhart Balfour Beatty

Kimberly Smith
AVRP Studios

Membership
Bree Tsaniff

WHEN: June 3, 2011 SWS Engineering

. HP- Catherine McCullough, CPSM
WHERE: Coronado Mun|0|pal Golf Course McCullough Landscape Architecture, Inc.

. . L. Professional Development
Contact Erich Flessner for sponsorship opportunities NK Mbaya, CPSM

HELIX Environmental Planning, Inc.
Tel: 619.488.9069 O ?
Cell: 619.847.6230 Rolf Jensen & Assciates, Inc.
Email: e.flessner@ha-inc.com Communications

Marylou Flanders, CPSM
PBS&J, an Atkins company

Brandon Hernandez

Hunter Pacific Group
Newsletter Committee / Contributors Golf Tournament

Editor & Print Layout: Marylou Flanders, CPSM, PBS&J, an Atkins company Rachel Emme
Web Layout: Sharon Smith, Matalon Architecture Research Faciliies Design
Contributors: Suzanne Clemmer, DCI Engineers Erich Flessner

David Lecours, Lecours Design, Inc. Hankins & Anderson

Stacy Mathieson, Haley & Aldrich

Catherine McCullough, McCullough Landscape Architecture, Inc. Media

Tarek Nabas, JCJ Architecture Sharon Smith

Evan Ross, RBF Consulting Matalon Architecture
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