a presentation by

Ron Koudys
Landscape Ontario Designe nference
January 9, 201 :

Strategies That Win Clients
and Increase Profits






Keep in mind that |
am a “glass is half
full” type of person.
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What is Profit?

A financial benefit that is realized
when the amount of revenue

gained from a business activity
exceeds the expenses



Are all projects
profitable?
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What Size Firm is “just right”
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Profit as a function of Firm Size

1. Specialization allows a focus on specific tasks, set up
methods to optimize efficiency, (eg. Henry ford)
Increase capacity

Greater depth of bench

Reduced overhead

Greater economy of scale

Wider diversity of skills

Able to meet clients needs in a “timely manner”

Staff have more opportunity for growth and advancement
Freedom to get away or pursue personal goals

10 Risk of no work (moderate with compensation model)
11. Broader range of work = more fun

12. Reduce fee by using less expensive staff
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"80/20 rule"--twenty percent of customers
produce eighty percent of sales or value to the
company. > . “The Pareto Principle”
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Most of your clients will fall within the top
10% of income earners in your community




lncomes

Top

Canada

1N

CFO/transit - $163,893

Dentist - $142,100

Petro Engineer - $150,543

£

Family doctor - $132,615

CFO sports club $113,578
2012 Source Money.ca - StatsCan



Where do you find
these clients with
high incomes?



Birds of a Feather Flock Together
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Spend your time in the same places.
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Hang out with Rich People

Country Club

High end Auctions

Car conventions

Business events
Pubs/restaurants near their work
Charitable events

Expensive vacations

Top schoals

Top sports leagues
Theatre/symphony/ballet
Art gallery

Church

Political Rally (select a party)
Golf/tennis/skeet

Service Clubs

Wealthy neighbourhoods






ltivate an appreciation for the.:\
rk you’ve done andisthe value to
the project '

ld begin Withéthe initial meeting,
al and contract




” You only have so much time in a
;ﬁ day/week/year/life.

Turning down the client the doesn’t
fit your program frees up time
to pursue and service those
that do.




% of Wage-Earners $60,000 and Over

(All Activity)
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Is Landscape Design a Disposable
Income decision?




Ontario Disposable Income (mitiions $)

2007 2008 2009 2010

http://www.fin.gov.on.ca/en/economy/ecaccts/ecat10.html
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Total value of building permits in Canada

billions of dallars
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Number of dwelling units in Canada — Single and multiple

units
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Percernt
LG

Services as a Percentage of Total Consumption, 1980-2002
Annual Data at Current Prices
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North America (United States Only) 3,465 3%
Africa 3.625 3%
Asia 19,585 26%
Caribbean 2,085 3%
Central America 3275 4%
Europe 39 580 5204
South America 3.345 44
[RecentTmmigrants, 20012006 | a0 3s% |
North America (United States Only) 585 5%
Africa 1.435 12%
Asia 5.690 46%
Caribbean 200 2%
Central America 225 2%
Europe 1.755 14%
South America 2.190 18%
Immigrant Population by Period of Immigration
Before 1961 13,565 18%
1961-1970 10,635 14%
1971-1980 9125 12%
1981-1990 13,405 18%
1991-2000 16,650 22%
2001-2006 12,240 16%
[Top 10 Eduno-Culcural Communities by Counry of Birth, 2006 Census |
1. United Kmngdom 11.815 3.35%
2. Poland 5.105 1.45%
3. Portugal 3,920 1.11%
4. United States 3.465 0.98%
5. Italy 2,770 0.79%
6. Netherlands 2,750 0.78%
7. Germany 2.450 0.70%
8. China 2425 0.69%
9 Colembia 2285 0.65%
10. India 2.070 0.59%




Households I I —— ‘
Median Household Income || s4117200]  $46153.00 $7.531.00 6%




Do you know there are 32
versions of Tide?
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It's the same in every industry, you
and your competition offer the same
deliverable




RON KOUDYS
LANDSCAPE
ARCHITECTS?

519-667-3322
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Jocelyn Morris
BA,MLA

DR, ALVIN N, SHAPIRO

..

368 Ouford Street East

ondon, Ontario

RON KOUDYS
LANDSCAPE
ARCHITECTS

Ths e-mal and any fles transmitted with it are confidential and Intended solely for the wuse of the
sdviduol O entity 1o whom they are addressed. If you have received this e-mail in error, please ratify
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ANy moment when your product,
service or brand interacts with a client



Make sure all of your touchpoints are

congruent with your message of value
and differentiation.

emall correspondence gt
mail correspondenc phone etiquette
rustomer service . .
customer service networking
newsletter Ty
“l‘()!(_tJ
aagline :
taglin brochure

affiliations your logo
experience brand gifts

direct
mail

presentations

industry tools

& support ads web site

public speaking environment



what it comes down to is, your brand is in
everything you do

Be nice.

Treat people with respect.

Present yourself in a manner that causes
others to respect you.

Do good work.






It's not that people are
olind to the fact most

neople have something
to sell

It's just that people
don't want to be
"sold" and will &
resist unless they

give you the green light






There are a Iot of pesple*m th|s world )
Not everyoné is. Wllﬁng to h|re you "




That's OK
Find the ones who do




Work life is

enjoyed more
when you ir
Nithypeoeple wWith



Helping is the new Selling
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PROFITABLE NETWORKING




Networking requires a fine
balance between connecting
with others and educating
them as to who you are,
what you do and what you

have to offer



The irony is that the less you
worry about selling your service
and the more you focus on
developing solid relationships with
people in your target market,



As professionals, we're just
expected to know all the various
elements of networking such as
mingling, following up and using
tools such as business cards and
handshakes.




the more projects you'll
sell and the easier it will
become.




Deciding where to go and with
whom to network starts with
determining your key desired
outcomes.




Are you looking to:

e attract new clients

* increase referrals from-existing ones
* advance your career within the firm
* raise your company's goodwill




If you are trying to sell design
services to people who have no
budgets, you haven’t given your
strategic plan enough
consideration.




It’s tough to meetJnew people when you're

standing‘mThE—CUrner*gspeciﬁly—liyguim,shy

It’s much more advanta|geo]’.|s to put yourself in
the centre of the actlon‘
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The most common questions you will be asked
when meeting new people are “What do you
do?” and “Do you have a business card?” It is
wise to have an appropriate answer for both.

Know your five favourite conversation topics.
That way you can jumpstart a conversation in a
lull or shift a dry conversation to a topic that
will lead to your enthusiastic participation and
make it easier for you to find common ground
with new contacts

When you’re at meetings where everyone is
seated and people stand to introduce
themselves, jot down people’s nameson a
piece of paper. lt.will help'you remember
people’s names and'you can refer to your
name-cheat sheet throughout the meeting
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"is a person's gut feeling abou
a product, service or
Company." Marty Neumeier




You can't control how people
respond to you or your brand;
you can only influence it by taking
appropriate action




For designers, your brand is
your face, the way you present
yourself, your clothes and your
accessories. It's everything that
people see in relation to you.



and is more about
an your

n't control how
our brand; you can
g appropriate action.



How people feel around you?

Do you make them feel important or like
they're bothersome?

Do your clients feel that you care or are
you just out for a pay cheque?

Do they enjoy having you as part of the team?

Do they feel used, abused, walked-
over or like they need to walk on

eggshells?



ask yourself,
What would it be like to meet me?

Would | like me?
Would | trust me?
Would | believe I'm competent?

Would | choose me over my competition?




Determine the five adjectives you
want people to use to describe you
and your values. Then decide if that is
realistic and in line with your current
Image.




Provide service in a timely manner.

This includes your bill at the end
z . e
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Client Perceived

Benefits

Your Client is looking for a value relationship

ie. The fee charged is seen as good value when
compared to the service received



Agreements

A written Agreement should be prepared which covers as a
minimum the scope of assignment, schedule of execution, basis of
fee and payment conditions.

For residential projects a letter agreement works well



Preference

Strong

Weak

2

(e.g., customer service)

Weak

Model Results | High-Preference Companies

Common Benefits

Play an important role in getting
us into the consideration set.

(e.q., "responsive
to my feedback”) other viable competitors.

Unigue Benefits are twice as powerful
as Common Benefits in driving
preference and intent to repurchase.

Ben

b
ue (eg., "simplifies my
ts supply chain™)

V-

Unique Benefits

Allow high-preference companies
to distinguish themselves from

Intent to
Repurchase
Strong
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Rainmaker
Great listeners

Constantly looking for potential business

Trend spotters
Create Opportunity



Administrators
Control quality
Experienced and capable =
Coordinate the efforts of other team members =
Make sure work gets done on time

Often are the client interface
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Strong People skills

Understands that Bind
Keeps top employees

Looks for ways to strengthen bonds
~ocus on client relationships

ing is an ongoing task
nappy and fulfilled

The reason clients anc

employees stay put



GEINDER

b £

Grinds out the work

Usually entry level positions
Enthusiastic

Aspire to move ahead
Attention to details
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Does it all

More difficult as the company
grows and specialization is required
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A Team that pulls
together...

...will maximize Profit



The Purchase Funnel

Awareness

Familiarity
rison
L  Shopping




Social Media

It’s Not as Big a Mystery as You Might Think

e Google ads

e Use the keyword tool

e Implement a business group on professional
sites like

Facebook and LinkedIn

* Ask clients, employees and associates to join
your group and

begin discussions, post photos, etc.

e Twitter about completed projects with links

to your

website

e Allows 140 characters, so utilize links to sites
for maximum

impact

e Post to professional blog sites

e Position yourself as an expert by submitting

blogs or replying

to posted blogs



Become a Thought Leader

You’re an Expert, Aren’t You?

e Volunteer

— Expanding, relevant nonprofits

— Alliance for Sustainable Colorado,
Environment

Colorado, JSR Foundation, etc.

e Speaking engagements and awards
— ASLA Colorado, ASLA National, AIA, ULI,
nonprofits

listed above, etc.

e Submit byline articles

— Exposures newsletter

— Landscape Architecture magazine
— Professional trade publications
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thought behind your spending

e Not having a brand

— Inconsistent messages

— Changing focus/lack of
commitment

— Not identifying and following your
core values

e Relying on one marketing method
for success

e Starting and stopping your
marketing efforts

— Clients and leads will wonder what
happened if you suddenly stop
communicating

e Creating messages based on
what you like rather than what you
can do for your clients

—e Not implementing metrics to
measure marketing success

e Writing your own marketing

copy

— At a minimum, hire a professional
editor

e Not communicating your

markoetino ctrateov +0 emnloveoc



Have a pay it forward attitude.
Always think what can | offer this person
(aside from the product you’re selling).



The Media
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Use the Communication Tools
that your Clients are Using
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Number of Hours

27.4
25.1
21.8
20.0

".4 I I‘ 0-9
Average Number of Hours Average Number of Hours Average Number of Hours

Listened to Radio per Watched TV per Used Internet per

Week Among Listeners Week Among Viewers Week Among Users

Household Income: [7] $100,000 - $149,993 [} $150,000 - $249,939 [ $250,000 or more

Source: http://www.podcastingnews.com



Educate your
Marketplace
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Loss
a company fails to generate
enough revenue to cover all
expenses

”




pay for services provided



Make sure you onIy prowde
service Ievel the cllent reqwres
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Landscape Design Process — Full Service

(V2]
wv

BACKGROUND ONCEPTUAL DesiGN CONSTRUCTION BIiDDING AND DesioN Final

StupiEs, SiTe SIGN AND DEVELOPMENT DocuMenTs AWARD OF IMPLEMENTATION  ACCEPTANCE AND
w ANALYSIS AND LTERNATIVE CoNTRACT CONSTRUCTION MAINTENANCE

DESIGN APPROACH IAGRAMS OBSERVATION PROCEDURES

-

o B - - - - - g U -
6 hours 10 hours 12 hours 8hours 14 hours 12 hours 16 hours 8 hours

time

Total time = 96 hours x S75 =5$7200.00

10% FOR FEES = A $75,000 CONSTRUCTION BUDGET
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Keep current and aware of what is REPPERNINE



Construction publications
City council broadcast
Professional journals
Committee agendas
Newspaper

Tender calls

Talk shows
Television

Internet blogs

Local magazines
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Knowledge is

Power
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= Look interested - get inferested
= Involve yourself by responding
= Stay on target

Test your understanding

= Evaluate the message

erl—ll.n_l—
Il

= Neutralise your feelings

Active listening is a process. It involves
focusing on the other person. Look at them
S when they speak. Try to gather any clues to
what they are saying that are non-
n verbal. Watch their facial expression, gestures,
SIER HIERARCHY and body language. By focusing completely on
the other person, you are showing your

OF ACTIVE interest in them and what they have to say.
LISTENING




Collect Client Testimonia
k make up smavshe ts
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What Is The

Company Worth?
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How Many Dogs are Chasing
the Same Cat?







LANDSCAPE DESIGNER (US) INCOME LEVEL

70000
54000
55000
52000
45000
40000 4000000
34000
25000
22000
16000
10000 %l

_______

Lz
Median
Upper

Salary Data for Landscape Designer as of December 2011
Source: iHireLandscaping.com




Landscape Architect |
U.S. National Averages

Median Salary

10% 25%
$33,057  $37,670

Landscape Architect lll
U.S. National Averages

Median Salary
$58,492

10% 25%
$38,050 347,792

Landscape Architect IV
U.S. National Averages

Median Salary

10% 25%
853,323  $63,600

75% 80%
847,803 852416

75% 90%
$64619  §70,196

75% 90%
S$78243  $81,297

http://collegegrad.salary.com



2011 Income Level Comparison (US)
Landscape Architect/Landscape Designer

120,000
100,000

80,000

60,000 Landscape Architect

Landscape Designer

40,000

20,000

Entry Mid Senior



______

The market you are trying to reach doesn’t
care about your colorful logo or stunning
adverts, they only have one thing on their
minds; can you deliver?


http://www.naijapreneur.com/credibility/

What Makes A Business Branded?

Consistent Actions
Consistent Results
Consistent Messages
Consistent Target Market

A



The Key is Consistency

BRANDING SHOULD =" mmmmm BRANDING SHOULD
seaomcswouto — BE CONSISTENT

B E CON Sl STENT BE CONSISTENT

BEconssTNE. .  BRANDING SHOULD
BE CONSISTENT

BRANDING SHOULD

BRANDING SHOULD  [SECORSSIENE

BRANDING SHOULD
BE CONSISTENT

BE CONSISTENT —

BE CONSISTENT




Offer services that are perceived
as value added

— contra t th@Se that are not

y



Printing




Clients respond well to latest 3D modeling
and visualization tools




Today they are thrilled to see our designs
in format they understand




Tomorrow they will expect every designer
will communicate this way




3 f _“"
’
es in game/movie
s
e the magic marker

o o



SAASSAN

aa

[I{

i
oS

fue e S

o










N

) L AR
5. j "
. fg?’- »

=

»
.
Yy
.







»=-Trimble

(Vp)
&
Q
)
V)
>
(Vp)
)
ol
O
e
)
La
O
C
(qV)
I
_
e
Q
)
)
&
O
-
V)







information modeling

BIM - Building
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BIIVI Bwldmg Information Modelmg
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M provides a good estimation durmg bidding and
procurement

>4

BIM improves coordination in construction sequencing

BIM provides for effective communication of
construction approaches



V>

. BIM - Building Information Modeling

CNE 2

BIM helps in identifying possible conflicts that may
arise during building construction

’ .

BIM allows for more what if analysis, such as
construction sequencing options, shuffling of human
resources, fine-tuning cost factors, etc.

BIM helps clients and end-users in understanding and

visualizing the end product
- g
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Not all customers are alike, P g
even ideal ones. '

If you spend all your time going
after ideal guppies, i.e., little fish,
you may become very unhappy, very
tired, and a little rich.



If you spend time going after ideal whales, i.e.,
big fish, you may become very happy, not too
tired, and a lot more rich.
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mental energy, and cause yo
eye off the ball. They're usua IIy Iess
profitable too.
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The top 20% viewed service

quality in ter%%f‘thr-e%ctors:



You manage the perceived
value of your service

Price is not the main consideration






Commit to using the criteria you
just defined as your new
rulebook for seeking and
accepting new clients




Fmd quallty clients
that have proflt potentlal
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Trust your gut feeling =



"People will tell
you who they are,
believe them.”

Oprah Winfrey

o




Over time you might find that
your clients are a reflection of
yourself.

They were attracted to your firm
because of your personality and brand.



