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Our March 15 program, “Building Relationships Through Client Experience 
Mapping,” had great attendance, and I hope everyone found as much 
value in it as I did! Admittedly, I’m an experience mapping advocate. In 
fact, experience mapping has directly shaped my career and how my firm 
addresses client retention. 

As we learned at the program, experience 
mapping looks easy to implement initially, but 
once you engage in the exercise you realize 
the sheer number of variables, touch points, 
and channels of information that influence your 
firm’s interaction with clients. It’s worthwhile to 
bring an outside consultant on board to peel 
back the layers. Doing so helps identify where 
you can bring the most value to your clients 
and differentiate yourself as a service firm, 
which is the great challenge in an industry that 
increasingly fights commodification.

Let’s face it: it’s not always the best design 
that wins (although we’d like to think so), 
but the firm that offers the most rewarding 
experience. This means bringing a hospitality 
mindset to our services. Restaurateurs know 
that an average meal served with solicitude 
and graciousness beats out the best meal 
served with indifference. Clients will tell all 
their friends, post it on social media, and become evangelists for such a 
restaurant, and they will return there again and again even though there are 
hundreds of options in the area. 

President’s
Quarterly
Update:
How to Win Client Loyalty

“EXPERIENCE 
MAPPING LOOKS 

EASY TO IMPLEMENT 
INITIALLY, BUT 

ONCE YOU ENGAGE 
IN THE EXERCISE 
YOU REALIZE THE 
SHEER NUMBER 
OF VARIABLES, 
TOUCH POINTS, 

AND CHANNELS OF 
INFORMATION THAT 

INFLUENCE YOUR 
FIRM’S INTERACTION 

WITH CLIENTS.”
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At the beginning of this programmatic year, the SMPS SFBAC Board 
conducted an experience mapping session as part of strategic planning. We 
mapped out how members interact with our programs: how they hear about 
them, register for them, attend them. The takeaway was that we spend a lot 
of time preparing for the program, promoting it, and conducting it, but there 
are gaps in the process. Who needs to approve the attendee’s attendance? 
How do attendees get to the venue? What if they have a deadline at the last 
minute? Being aware of these touch points helps us identify opportunities to 
improve the member experience.

As always, if you have ideas about how to improve the experience, we’d 
love to hear them. 

Evolution of “The Shortlist”
One of the experiences we’re working to improve this year is access to “The 
Shortlist,” our quarterly newsletter. The SMPS Archives travel from president 
to president, and when I received the box this year I was amazed to find 
hard copies of “The Shortlist” dating back to the 1980s. Some of the topics 
that were written about back then are still things we’re talking about today. 
Here was a wealth of knowledge that our members had created that was just 
getting lost in a box underneath my desk!

Migrating “The Shortlist” to a blog at smpssf.org will, we hope, make it more 
accessible and interactive, as well as allowing us to access analytics in order 

to understand what content our members find 
most valuable. With the evolution of content 
marketing impacting our industry, the time is 
right. Consider these statistics (drawn from 
Hubspot’s helpful compilation): 

• Websites with a blog tend to have 434% 
more indexed pages. 
• 47% of buyers viewed 3-5 pieces of 
content before engaging with a sales rep. 
• 96% of B2B buyers want content with 
more input from industry thought leaders.

We want “The Shortlist” blog to be a place 
where our members can share their thought 

“WE WANT “THE 
SHORTLIST” 

BLOG TO BE A 
PLACE WHERE 
OUR MEMBERS 

CAN SHARE 
THEIR THOUGHT 

LEADERSHIP, HOLD 
DISCUSSIONS, AND 

SHARE RESOURCES.”
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leadership, hold discussions, and share resources. As marketers, we’re 
constantly promoting the achievements of our technical staff, submitting them 
for awards and speaking engagements, but do we do that for ourselves? If 
we’re going to fight for a seat at the table, we have to position ourselves as 
experts. So this is my call to you: Write for The Shortlist! Together, let’s 
create a place to store the depth of knowledge our members have. Let’s 
elevate the experience.

Sincerely,
Nicole La
Experience Director
TEECOM
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Evolution of the Shortlist:

By Traci Vogel

From Bi-Fold to Blog

In the very first issue of The Short List, back in winter 1986, columnist 
Margaret Spaulding set forth this call to action:

“Newsletters strongly resemble the organizations they represent: you get 
out what you put in... Make this your newsletter: tell the esteemed editor 
everything you can… contribute items about your firm and your colleagues, 
volunteer new ideas (or old ones), offer to write articles (look, if I can do 
it, anybody can).”

Spaulding, one of the seminal members of SMPS SFBAC, received a 
degree in journalism from U.C. Berkeley and marketed for architectural and 
engineering firms for decades. She envisioned a publication offering “real 
news” that would have readers eagerly awaiting its next issue. 

Thirty-two years on, the format has changed and the name elided, but The 
Shortlist still aspires to must-read status. We echo Spaulding’s original call: 
Make this your newsletter. Contribute. Volunteer. Write!

Contributing from here on out will be easier than ever, because (finally) The 
Shortlist is a blog! While the PDF format provided a beautiful layout (thanks 
to the talented Christine Luong), it didn’t give us access to analytics. Many 
members weren’t sure where the PDF “lived,” and valuable content was 
often lost to the email avalanche.

So here we are, in the age of inbound marketing, setting our newsletter free. 
It’s digital, it’s all-access, it’s more timely than ever. To set the groundwork 
for our evolution, we’ve scanned the print archives of The Shortlist and 
decided to highlight some of the content written by our predecessors. Join us 
for an illuminating trip through time. 

https://www.linkedin.com/in/christine-luong-16a2314a/
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VOLUME 1, NUMBER 2
Summer 1986

SMPS kicked off its 1986 Luncheon Programs at the Sheraton Palace 
Hotel in San Francisco on April 17 with John L. Molinari, President of 
the San Francisco Board of Supervisors… The Supervisor discussed 
many of the issues concerning San Francisco today, including the 
South of Market development plan; the balance of San Francisco’s 
neighborhoods; the Embarcadero Freeway; Candlestick Park; and, 
yes, even the issue of public restrooms.
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VOLUME 2, NUMBER 1
Summer 1987
“Uncovering the Cover Letter,” by George S. Winnacker, President, MWM

The cover letter is the first thing the selection committee reads and, 
let’s face it, the cover letter and the photographs may be the only 
things they look at the first time through. After all, they are trying 
to reduce that intimidating stack of proposals on their desks to a 
manageable dozen or so to study in detail.
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VOLUME 2, NUMBER 2
Fall 1987

“Facilities Management: The New Market,” by Louise Gumbinger, 
ARCH-1
The new buzz word that has architects beginning to sit up and take 
notice is Facilities Management. Though the service is far from new, 
there is a lot of curiosity about its potential. Firms see it as not only 
a new source of revenue, but also as a way to develop long term 
client relationships. The big advantage of an FM contract is that the 
architect can solidify repeat work through ongoing contact. When it is 
time for the next job, the firm will be in a preferred position to get it. 

The emergence of CADD, Word Processing and Database 
Management has put FM into the realm of architecture. If there is a 
consensus that the architect is the natural manager of facilities data, 
then the potential for architects to provide FM services is tremendous. 
Smaller firms must develop an understanding of information structures 
and how to employ computer systems in data base applications.
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VOLUME 4, NUMBER 1
Winter 1989

“Unsnarling the Bay Area,” by Linda Patterson
A recent study of the Bay Area Council identified transportation 
as the #1 problem in the Bay Area today. People are finding 
that their old 30 minute commute now takes an hour. However, 
transportation is only a symptom of the real problem… Its cause is a 
local government framework that permits individual local solutions to 
regional problems. We accept difficult decisions only when they don’t 
affect us personally. The terms ‘NIMBY’ (not in my back yard) and 
‘NIMEY’ (not in my election year) were jokingly introduced at the 
recent General Assembly of the Association of Bay Area Governments 
(ABAG).
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WINTER 1997
“Inventing the Future” by Loree Curtis

The upcoming millennium has brought with it tremendous hype about 
what the next century will bring. What will life be like 10, 15 or 50 
years down the road? Greg Schmid, a director at the non-profit 
Institute for the Future in Menlo Park, gave me a forecast for the next 
decade…

Proliferation of Information Technology. Two words: The Web. In 
the next few years, people will have more access to information 
than ever before. Moreover, the number of people with access to 
PCs or PC-like devices will jump dramatically as cheaper formats 
will be available: the networked computer, the networked TV, smart 
telephones and game players.

Rise of a New Consumer. Schmid defined new consumers as being 
more educated and sophisticated. They demand more information 
before making purchases and are increasingly using technology to get 
that information. As occupations and extracurricular activities become 
more information intensive, this new consumer will have access to 
a wider range of products and services to choose from. According 
to Schmid, roughly 65% of people in the United States today are 
defined as the new consumer. In the next few years, that number will 
continue to increase at a greater rate.
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FALL/WINTER 1998
“Explaining the Marketing Animal: Its Origins, and Instructions on Care & 
Feeding,” Q&A with Kay Godwin and Sandy D’Elia

Kay: So, Sandy, how has the marketer’s role changed in the last 20 
years?

Sandy: The first marketing people I knew were basically sales people. 
They represented large engineering firms who had large institutional 
clients. Invariably, they were guys who were slick salesmen or women 
who were sales representatives. The women wouldn’t close deals; the 
guys would close the deals. …

I’ve seen the cycle go from the development of the new role called 
“marketing coordinator” to firms wanting marketing directors to firms 
questioning whether there even should be marketing directors. Now I 
see people are being hired again as marketing directors.

K: How are you defining marketing director?

S: Somebody who sets policy and strategy; develops long-range 
business plans; helps firms enter new markets; evaluates the quality 



SMPS SFBAC | THE SHORTLIST -  13

of the markets they’re in and whether they’re growing or dying; 
and analyzes the competition -- does that more strategic aspect of 
marketing. 

My theory is that the initial interest in marketing -- as opposed to 
just bird dogging or just being a sales rep -- coincides with a social/
philosophical change that was a result of what was going on in our 
country after WWII: the baby boomers, the population change, and 
the huge amount of prosperity that this country experienced in the 
1960’s which could not continue. The end of that, symbolized by the 
oil crisis in 1973, caused some firms to rethink the way they were in 
business and start thinking about marketing for the first time.

About the Author:
Traci Vogel is Content Manager at TEECOM, an international 
engineering consultant that prepares its clients for emerging 
technologies such as the Internet of Things, machine learning, 
and conversational interfaces. Visit TEECOM’s blog at http://
teecom.com/blog/
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Do You Remember 
When...?

“In 1986, when I initiated the architectural 
practice/business that is now RIM, the tools 
of the trade were drafting boards, parallel 
bars, lead holders, t-squares, triangles, erasing 
guides, transfer letters, tree stamps...... 
Cutting edge technology consisted of vacuum 
frames, pin bar mylar overlay drafting, and Fax 

machines. Honed skills included learning how to use electric erasers without 
burning holes in the vellum drafting paper or the tooth off the mylar.” 

 — Larry Cash, CEO, RIM

“A notebook? a rolodex? Just kidding... kind of. Something that recently 
came up again at a partner firm is the request for cut sheets. Back in the 
day, project sheets were actually printed and filed for anyone’s use, but 
they were updated and reprinted nearly NEVER. Quals and proposals were 
compiled hard copy. Why someone wants to return to that, I do not know.” 

 — Michelle Martin, Associate – Higher-Ed Practice Manager,   
    SmithGroupJJR

“You had people who designed, laid out and drafted 
complete buildings, and all the calculations were done 
manually. You tried not to make too many errors 
because sometimes you couldn’t erase the errors. 
I was doing 200- to 300-page studies with hand 

By Katelyn Surprenant

A/E/C industry leaders share some “old 
school’” tools and methods from early in 

their careers.
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lettering. I don’t know how I did some of those things.”

 — Stan Czajkowski, Senior Associate,          
    Mechanical Engineer (Retired), ESD

“I remember Pocket Protectors that firms used to 
hand out as promotional items! They would have a 
little fold over at the top with the firm’s logo.”

 — Eric Nelson, Principal, RIM

“Fax machines with paper rolls were very high 
tech when I started, billed as an “instant” way 
to transmit information. But, you had to make a 
photocopy of each fax when it came in, since the 
paper would always roll back up on your desk and 
the ink would fade to be illegible within days.”

 — Kevin Zucco, Executive Principal, ZFA Structural Engineers

“The filing! When I first started I spent 3 weeks 
filing. Every project manager had a pile of project 
paperwork, including faxes, e-mails, memos, 
transmittals, meeting minutes, drawings, RFIs, etc., 
that had to be printed and filed for every project. 
It was so tedious, thank goodness for electronic 
filing.”

 — Ginger Kelly, Vice President, Marketing, RIM

About the Authors:

As Marketing Coordinator at RIM, Katelyn works to 
uncover RIM’s creative strategies and innovations on each 
unique project, in order to create winning proposals that 
address clients’ needs. She has been involved with SMPS 
San Francisco for 2 years and currently supports the 
Communications and Sponsorship Committees.
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CRM Round-up: 
Ask the Users

We all know a top item on any A/E/C marketer’s list is CRM. Think of how 
many sessions you’ve been to and discussions you’ve had surrounding the 
frustrations of finding and using a good CRM tool. We spend hours trying to 
figure out a system that works for our industry and that our users will buy 
into. To help give a little insight into what other A/E/C marketers are using, 
we sent out a short survey, and the results are in!

What CRM system are you currently using?

By Katelyn Surprenant
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If you could change to another CRM system which would you choose?

How user-friendly is each CRM system (with 10 being the most user-friendly)?
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In the past, I likened the A/E/C industry to the insurance industry in 
terms of its adaptability and reception to change. One would hear stories 
about companies banning remote work, and observe very few female or 
otherwise diverse leaders in the C-Suite, and wonder: what is with all the 
tree-killing? However, in 2018 I am happy to see the seeds of change 
being germinated in our industry, particularly surrounding the role of 
“content.” As our marketing strategies center more on the client journey in 
a digital world, we are seeing an increased importance placed on engaging 
content and carefully crafted stories. With a need for dynamic content 
established, the tools of the trade are being developed to keep up with the 
demand and need to leverage data analytics (LinkedIn insights, HootSuite, 
Marketo, etc). Roles that have long been reserved for quick-moving 
industries like the high-tech scene are now sprouting up in A/E/C; thus 
begins our very own era of the Content Manager. What is the professional 
path that ends here? What does the word “content” fully encompass? How 
do you communicate the value of content to leadership? I jumped at the 
chance to pick two A/E/C Content Managers brains for these answers 
and inspiring insights into the mind of a professional content marketing 
specialist. 

THE TEST GROUP
Traci Vogel, Content Manager at TEECOM 

Rachel Stainton, Content Marketing Specialist at Northland Controls

TALKING TITLES
As you may note, Rachel and Traci have different titles. Knowing the 
umbrella word of “content” can be fuzzy for people to wrap their heads 
around (envisioning this person could be pulled in a lot of directions), I 
was curious to know if their titles accurately portrayed their daily activities. 
As it turned out, both felt their titles were spot-on. Traci communicated this 
idea eloquently: 

Pioneering “Content” 
By Hannah Mobarekeh
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“Everything I do is focused on finding, understanding, and creating the 
content that tells the stories of the work TEECOM does and the vision of 
our clients.”

READY, SET, WRITE
A day in the life for Traci and Rachel varied. While Rachel’s role has a 
larger focus on internal marketing campaigns (company culture pieces, 
internal newsletter), Traci’s daily duties looked a little more data-heavy, 
deep-diving into Hubspot and Google Analytics to monitor content efficacy. 
Traci noted having 2 to 3 big pieces of “anchor content” per week (case 
studies, project stories, press releases, blog pieces) that she will have 
in progress at one time. Rachel’s content could span from a weekly 
newsletter to a piece on employee accomplishments to an Instagram post, 
all in a matter of hours, and she fully values the variety in her days.

NONTRADITIONAL GROWTH
What struck me as most interesting about the Content Manager role 
is its newness to A/E/C. You have a linear progression at times for 
a marketing staff member (Marketing Assistant   Coordinator   Sr. 
Coordinator   Manager   Director, or some variation of this), but who’s 
to determine the progression of a Content Manager and how does one 

find themselves in a niche role such as 
this? Rachel commented on her firm’s 
organizational structure being an asset 
here:

“Our team is a bit more symbiotic than 
the traditional linear structure. My role is 

one part of the overall structure, more like a spoke in a wheel rather than 
a step on a ladder. Content is really an umbrella term and encompasses 
so much more than just writing, so I’m not limited to doing just one thing 
every day. Our company also values go-getters and people who don’t 
need to be micromanaged, so the traditional task assignment doesn’t exist 
for us.”

In terms of getting to this role, Traci notes a strong background in 
journalism helped her define a path in content.

“WHAT STRUCK ME AS 
MOST INTERESTING 

ABOUT THE CONTENT 
MANAGER ROLE IS ITS 
NEWNESS TO A/E/C.”
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“News to no one, it’s hard to live on a journalism salary in the Bay Area. 
A friend of mine who worked at an architecture firm asked if I’d like to 
come in and do some administrative support, and I progressed into the 
role of marketing coordinator. I moved on to another firm where I became 

Marketing Manager. When I learned about 
inbound or content marketing through an 
SMPS program, it resonated with me as 
a powerful tool for advocating the value of 
A/E/C services. I was fortunate enough 
to find a firm, TEECOM, that had a tool 
(Hubspot) in place and leadership with a 
vision for content. I’ve been here a little 
over a year and half.”

BRIDGE-BUILDERS
What resonated with me in talking to 
both Traci and Rachel was this theme 

of bridge-building through content. A Content Manager is not a lone 
entity, nor should they be positioned in a silo; rather, this person can be 
positioned as a key and visible thought platform within an organization, 
driving brand equity through engagement that resonates with the overall 
marketing and business development objectives. Rachel sees herself as a 
bridge-builder to engaging a very specific digital consumer:

“The way that millennials search for news, information, jobs, etc. is 
arguably through social media more than any other medium, so what better 
way to reach them than by posting curated content where they are looking 
for it.”

Traci sees herself as working to bridge the gap between marketing efforts 
and the rest of the organization:

“I recognize that proposals are vital to our business, but they’re really just 
the last stage of business development. We need to step back and think 
about how we position ourselves earlier in the buyer’s journey. The A/E/C 
industry seems to be learning that content is the avenue. There’s a wealth 
of value to be found in sharing professional expertise, success stories, and 
the beauty of design... all of which will nurture business relationships and 
build excitement in the marketplace about collaborating with your firm.”

“WHEN I LEARNED 
ABOUT INBOUND OR 

CONTENT MARKETING 
THROUGH AN SMPS 

PROGRAM, IT 
RESONATED WITH ME 
AS A POWERFUL TOOL 

FOR ADVOCATING 
THE VALUE OF A/E/C 

SERVICES.”
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JUST THE BEGINNING
Traci and Rachel are living proof that the 
Content Manager role is a powerful tool to 
communicate value both internally and externally, 
even if the A/E/C world is just starting to 
catch on. As the A/E/C landscape continues 
to digitize, I am banking on seeing this role 
become a vital member of firms’ marketing 
teams, and less as a Unicorn title in the industry. For now, I will put my 
crystal ball away and continue to learn as much as I can from our talented 
peers who are working to change the face of our industry and the way we 
market.

“...BRIDGE THE 
GAP BETWEEN 
MARKETING 

EFFORTS AND 
THE REST OF THE 
ORGANIZATION.”

About the Authors:

Hannah Mobarekeh is the Senior Marketing & Business 
Development Coordinator at Mazzetti, where she leads 
regional business development and marketing efforts 
throughout Mazzetti’s three California offices.
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2018 Pacific Regional 
Conference Review

By Ginger Kelly
The 2018 Pacific Regional Conference was a huge success and we broke 
all past records with:

• 366 attendees registered (the old record was 320 for Seattle in 2015)
• 43% of the SFBAC registered
• A record number of sponsorships (37 total firms including in-kind)
• Most speaker submittals ever (70 submittals – 16 chosen)
• Sold-out Thursday Night Social
• First time for PRC to do one-hour sessions giving us the opportunity to 

have more networking
• First time to introduce MAXF to close out conference
 
The SFBAC had 119 registered which is 33% of all attendees. The SFBAC 
has 19% of the members of the 10 chapters, so this was a real success to 
have such strong representation from the host chapter. Thank you to every-
one from SFBAC who volunteered on committee, room monitors, and restau-
rant round-up.  
 
The weather was perfect, the wine delicious, the content inspiring, and the 
company priceless. Please save the date for 2019 PRC at the Hilton Hawai-
ian Village Waikiki Beach Resort, January 30, 2019 – February 1, 2019.
 
We have been getting amazing feedback from our attendees. Here is one 
from a SFBAC member.
 
“Thank you for stopping me to make an introduction and to you and your 
team for making this (my first) PRC experience so memorable. Looking for-
ward to the final sessions tomorrow and being a more active member in the 
Chapter!”  Zoe Desouky, SMPS SFBAC
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Attendees Registered

% of SMPS SFBAC Registered

# of Speaker Submttals (the most ever!)

Glasses of Wine Consumed (Hah-Hah!)

About the Authors:

Ginger has been with RIM for 16 years, beginning her 
journey in their Honolulu, Hawaii office, with time in 
Anchorage and now for the last nine years in San Francisco. 
She was promoted to Vice President, Marketing in 2016, and 
spends her time on firm-wide initiatives to support the Win | 
Work goal in each of the six RIM locations. As Co-Chair for 
the 2018 SMPS PRC, she finds it a rewarding experience to 
work with so many creative and enthusiastic volunteers, and 
the WINE helped!
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The Network
SFBAC is always excited to hear about member news about job changes, 
promotions, firm anniversaries, and office openings or relocations. Keep the 
Network informed at: SMPSSF@gmail.com. 

Join us in congratulating these Chapter members on their new positions: 

Moves & Promotions 

• Jason Alandy is now Pursuit Leader at GHD in Santa Rosa

• Justin Nagy has been promoted to Marketing & Business Development 
Director at Enovity

mailto:SMPSSF%40gmail.com?subject=
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Members
Danielle Deltorchio
Assistant Business Manager
Lee & Co Contractors

Liz Rush
Marketing Assistant
Dome Construction Corporation

Michael Friedman
Senior Marketing Specialist
HLB lighting Design

Samuel Verbis
Marketing Coordinator

Justas Reskevicius
Marketing Assistant
Arup

Allie Merrill
Marketing Coordinator
Swinerton

Sarah Wilson
Business Development Manager
ACC Environmental Consultants, Inc.

Jenny O’Toole
Senior Business Development Coordinator
Ninyo & Moore

Emily Wheeler
Marketing Coordinator
ELS Architecture and Urban Design

Sharon Portnoy
President
Portnoy Consulting, Inc.

Stephanie Attaran
Senior Marketing Coordinator
Brown and Caldwell (Walnut Creek)

Katie Ryan
Office Manager
Pacific Ridge Builders

Megan Moran
Office Manager
Ware Associates, Inc.

Rachel West
Marketing Manager
Meyer + Silberberg Land Architects

Maha Balachandran
Associate Landscape Designer
McCullough Landscape Architecture, Inc.
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New Member Spotlight: 
Stephanie Attaran

By Tina Barni
As a protégé in the Mentoring Pathways 
Program, Stephanie Attaran, has found value 
in being a member of SMPS. Stephanie is 
the Senior Marketing Coordinator for Brown 
and Caldwell and has been in the A/E/C 
industry for more than four years.

“I am participating as a protégé in Mentoring 
Pathways, which allows me to vocalize the 
challenges I’m experiencing in my current 
role and strategize a career path forward,” 
says Stephanie, “The discussions I am having with my mentor are helping 
me broaden my perspective and encouraging me to really succeed where 
I’m at.”

Stephanie enjoys making technical concepts 
accessible and relatable.

“We are dealing with highly technical concepts 
in this industry, and it’s our job as marketers to 
make that information accessible to our audience,” 
says Stephanie.

Fun Facts About Stephanie
Stephanie, a graduate of UC Berkeley, is passionate about advocating for 
women’s reproductive rights and is interested in the practice of being a 
midwife.

About the Author:

Tina Barni is the Marketing Manager for RHAA Landscape 
Architecture + Planning. She writes for the Shortlist and is on the 
SMPS SF Communications Committee. She can be reached at 
barni.tina@gmail.com.

mailto:barni.tina%40gmail.com?subject=
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Long-Time Member Spotlight:  
Ric Guzman

By Tina Barni

With nearly 40 years in construction services, 
Rick Guzman, Senior Manager, Business 
Development for Rosendin Electric, has 
contributed heavily to the A/E/C profession. 
Rick has been a member of SMPS for 21 
years. Rick values his membership and credits 
the organization for enhancing his knowledge 
of the industry and grow his network. Rick 
believes that the SMPS SF Chapter is the 
gold standard for all the chapters to match. 
We asked Rick some questions about his 
experience with SMPS.

Why did you join? 

 In the mid-90’s I was a BD manager for an industrial services contractor. 
The position in the industry was still developing so there were not many 
who did exclusively what I did. I was looking for others in similar positions 
who wanted to network, and I wanted to develop my personal skills in 
construction business development. I read in a publication about an 
association called SMPS that primarily served the A/E profession, which 
was close enough for what I was looking for. After I joined, I discovered 
that there were construction BD members spread across the country, mostly 
employed by general contractors.           

How has your experience been?
Fantastic!! After I joined in 1997, I was able to gain valuable BD skills I 
was seeking, as well as meet A/E/C colleagues, many who are still friends 
today. 

Special memories and/or events?
There are so many that I cannot think of just one. The national conferences 
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are always very special, as it brings together so many very talented people 
from across the country. As a BD Manager, I have limited marketing skills, 
so I really admire the marketers out there. The vision and creativity that 
they have is amazing. I could not function in my position with the support of 
those who are marketers. 

What have you gained by being a member?
Being a member allowed me to broaden my knowledge of my industry, 
as well as enhance my network. Membership allowed me to be a leader 
as well as a mentor to others, and I’ve made many friends. Membership 
allowed me to research on-line publications and participate in seminars 
and conferences to keep me up-to-date on the latest industry innovations, 
research, and trends.  SMPS has allowed me to give back to the community 
by participating in its support of charitable events like Canstruction, The Leap 
Sandcastle Classic, and Habitat for Humanity.   

What are the benefits of being a long-time member?
As I have grown in my career, SMPS has provided me with the best practice 
tools that have kept me current and connected. It keeps me inspired and 
motivated in the face of many challenges.  The longer you stay with SMPS 
the more you realize how large and diverse this industry is.  

Other stories or information you would like to share about 
being a member?
An organization will not survive without a dedicated and committed 
membership. I have been so impressed that year after year the SMPS SF 
Chapter is the gold standard for all the SMPS chapters. We have remained 
at the top in membership numbers and have received many awards from 
national for membership participation, communication awards, and programs 
held for its membership.   

About the Author:
Tina Barni is the Marketing Manager for RHAA Landscape 
Architecture + Planning. She writes for the Shortlist and is on the 
SMPS SF Communications Committee. She can be reached at 
barni.tina@gmail.com.
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Long-Time Member Spotlight:  
Hildegard Dodd

By Tina Barni

Hildegard Dodd, Business Development/
Marketing Manager at Wilson Ihrig, has been 
an active SMPS member for 20 years. She 
has held numerous positions within SMPS, 
including Programs Board Member for the San 
Francisco Chapter, Education Board Member, 
and SF Leadership Symposium Organizer. 
For Hildegard, it’s all about the relationships. 
SMPS has provided her with great sense of 
camaraderie and support. We asked Hildegard 
some questions about her experience with 
SMPS.

Why did you join? How has your experience been?
I was lucky to start my career in the industry with a firm that understood 
and appreciated the benefits of being a member of a professional marketing 
organization. Despite my many career moves, I was able to maintain my 
member status and involvement with the organization. There was even a 
time when I was out of work for a few months, and SMPS allowed me to 
maintain my membership benefits, even though my membership had expired. 
Having access to the member directory, as well as reduced costs for events 
allowed me some great networking opportunities during that time that led to 
a job offer.

What have you gained by being a member?
For me, it’s all about the relationships, and SMPS has given (and continues 
to give) me the chance to meet so many inspirational and dedicated 
marketing professionals. There is incredible camaraderie in the organization! 
I can pick up the phone and reach out to any SMPS member in the 
United States, and all I need to say is that I’m also a member, and we’re 
immediately connected. And I’m so lucky that I can call many people I’ve 
met through SMPS close and trusted friends.
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What are the benefits of being a long-time member?
The other thing that was key for me was getting involved and/or chairing 
a committee…just going to events wasn’t enough. If you want to create 
change, then you have to have a voice and get involved. Such close 
involvement helped develop my leadership skills and opened doors with 
potential clients that might have otherwise been closed.

Special memories and/or events?
The big turning point for me with SMPS was when I decided to start 
submitting speaker submittals to regional SMPS Conferences and Build 
Business. In 2012, with an industry colleague, Veda Solomon, as my co-
speaker, we were chosen to speak at BB in San Francisco with a session 
titled Building Business, Building Partnerships: Creating a Successful 
Collaboration Plan with Your Technical Staff. Since then, I have spoken at 
over 10 regional conferences, and Build Business 2014. I get tremendous 
satisfaction out of giving back to SMPS members many of the lessons 
and insights I’ve learned over my long career in the industry in a fun and 
interesting way.

About the Author:
Tina Barni is the Marketing Manager for RHAA Landscape 
Architecture + Planning. She writes for the Shortlist and is on the 
SMPS SF Communications Committee. She can be reached at 
barni.tina@gmail.com.
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THANK YOU
SPONSORS!
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SMPSSF.ORG

The Society for Marketing Professional Services (SMPS) is a community 
of marketing and business development professionals working to advance 
industry best practices and develop business relationships for their A/E/C 
companies. Through networking, business intelligence, and research, SMPS 
members gain a competitive advantage in positioning their firms successfully 
in the marketplace. SMPS offers members professional development, 
leadership opportunities, and marketing resources to advance their careers.

ADVOCATE | EDUCATE | CONNECT | ADVANCE

http://smpssf.org

