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Please DO Take It Personally 
BY JOAN CAPELIN, FSMPS, HON. AIA 

W hat's different about communications 
these days7 A: An obsessive one-on- 
one attitude that makes it essential for 

marketers to pay attention not just to the entire 
client world in which their firm operates but 
particularly to eeah client, eadr prospect, eaah 
actual and prospective smployee.You get the point. 

% R a m g o d J a n u h a d i t ~ H i s t w c l b l w k a d o d y i n  
mu opposing dirdons. You, lostcad* have to fears in every 
'dirsction, h t  and up dose ar & m e  time. 

To help you & q e n  your M, here's a p r o m d w  p m e  that 
I play around h e  munuy with S M P S  &CCS as w d  as in 
mee+ with our b o '  entire d, F i  Some backgm& 
inhis aaseaboutthcSaarrnline of-. Earfyon, sa &story 
vI Saiurn detainhed that, to be different from every ohm mr 
manufacturer, itwuuIdmaK i ~ ~ m e r s f a e I c 0 m f o m b l e  and 
w d l d  &&re rhe &st car came off & assembly line, 5- 
had met with d of im people: che h r y w o r k e m ,  h d a l  pmple, 
dcs d, d s e  depa-mm~ deapeq and tedmuam. . . 

Together, they made a list of 'defining momentsn in the customer- 
&tionship cycle. Their lit  d e d  40 most important such 
con-from their prospect's seeing the ad for the first time, 
w corning to the showroom, returning to have the car serviced, 

and aarGng in the mr for a new one. 

Here's your chalhge: Take out two sheets of paper. On one 
of them, note as many of the bm&d of dmes your firm comes 
into con- directly and i n M y  with your clients and potential 
clients as you can. I promise that you will be surprkd. ?his 
exercise isn't just about rnarkcmg Take into consideration 
a h  project activities, rn&* billing, business, and so forth. 

let me provide some freebees: direct mail, e-mail signanue, o& 

lobby, proposals and contram, how the phone is answered (and 
by whomlwhat) . 

When you've finished, take a Imk at our list (see page 38). The 
champions of this game were the a n i m d ,  attuned members 
of S M P S  Arizona; in March 2007 they contributed the most 
examples of any auditncr. 

Now, lwk at your hr. Is each moment memombk Positive? 
Reputation-reinforcing (and for what)? Does it strengthen your 
iatger and individual relationships? 

'Ibis -enr will get you ready for the second blank sheet of 
paper. On it, write down the three adjectives you use most to 
describe your firm. Then, apply these m the first sheds Iist of 
''d$ining momcn~." 

ZW SsNm Sky Red-Liy 



Most firms use their tag ward to dcsetibe their approach m their 
work Here, we're going to src how mmpltatly that pbiase or 
adj& pertains to the 6rm's d t u m  

m!s wfwt *Ut your firm fn your 
marketing materials and prasentPtione 
truly what yw en, all about?" 

For example, since hatto& is the marketing word of the 
moment, let's try it against the fb dient contacts offired above. 
Using that one word, you might ask How iamwiw is our 
approach to d i m  mail? How inno~&w is our &a lobby? 
Our pro+? Our phone-ammriqj (Those who heard Howard 
WoM, FSMPS, at Build Business 2008 learned that WATG's 
front desk people call t h d v e s  "concierges." ?his is how a 
&-rate hospirditydesign firm has approached this essential 
greeting task innovatidy.) 

To tea out a few other popular ways finns speak of themsdm: If 
you say that your designs are "influentiat," how doer that work all 
the way through? Is the finn equally an infhnce in the condua 
of its related profedonal societies, as teachen, or as advocates of 
dxu& What if p u  daim to be "iavboriented".. ."accessiblen.. . 
bcticving sta* in "design d e n c e * ?  In short, how well does 
your suite of adjectives apply to cveryching about your firm? 

Playing this tw~-part ggme will help to ddinc the kind of eqeri- 
tlla and lasting impression your firm mares. It's even betm when 
you play "Ssturn'' with your entire fmn, switchboard to 
of the board. And best yet, when yw initiate the changes &at will 
immadiatcy become very obvious to all of you. 

Not a bad result b m  an hour togdm to masider how the firm 
aignswithitsvarious&ces!Italsodbccasyfbryoutosee 
why Saturn's tag line is "Like always . . . like nexx beforen Satum 
buUds cars, and through its integrated mesages, it dm builds 
brand equity and &t loyalty. a 
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"Defining Moments," Potential Answers to Challenge from Page 30 

Ads m Holiday cards 

Apparel (with company logo) Interviews (clients, new staff) 

Articles . Invoices/billing process 

Business cards Marketing materials 

Celebrations Minutes 

8 Collection process (fees) w Offices (design, environment) . Community involvement . Phone answering 

Company vehicles 
(day and night) 

Presentations 
I Contrap (portfolio, concepts) 

Correspondence . Press coverage 

m Dedications (building) w Project site (signage, 
Direct mailings site conditions) 

w Documents/drawings Proposals and SO& 

m Dress code (what employees fl Reports 
wear, grooming) Safety program 

E-mail bontent signatures) . Speeches and lectures 
Entertaining Thank-you notes 

Equipment (logos, condition) . Tradeshow booths 
Events (associations/civic/ . web ,ite 
communitylcharity) . Welcome at front door 

D Field office appearance 


