
Each year, PSMJ A/E Financial Performance Survey participants are
asked to estimate the percentage of their work which is awarded

via four different types of clients’ price selection/negotiation methods.
These four methods include: price criteria (total price), price criteria
(lowest rates), non-price criteria (lump sum), and non-price criteria
(time and materials). We find that many individual clients consistently
select firms and negotiate contracts based on using the same method
over and over. 

A comparison of the key financial indicators for firms using two of
these selection/negotiation methods is presented in the following table.
The definition of these two methods are:

• Price criteria (total price): The client selects (or negotiates) the
winning bid/proposal based on the total price only. The client does not
look at scope or schedule as primary considerations but only to the
total price of the bid. In addition, a client might negotiate a potential
lower price by stating, “We would like to use you, but your price is
$10,000 above another firm.” The survey participants reported an
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In our last two articles on improving cash flow, we considered how
you monitor revenues produced and how to summarize your

projects into an overall revenue schedule. This month, we will focus on
the issue of measuring the “revenue capacity” of your staff.

As a professional services firm, we use people to produce projects
(and thus revenues), but we can borrow from more industrial settings
by determining the capacity of individuals to produce revenues.

Client Negotiation Preferences Make 
a Big Difference In Financial Results 
by Dan Daniels, PSMJ Survey Editor

How Much Revenue Should Your
Staff Produce?
by William Fanning, PSMJ Resources Consultant

(continued on page 3)
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Client Negotiation Preferences Make a Big Difference In Financial Results ... 
(continued from page 1)

average of 22 percent of work is obtained using this
method.

• Non-price criteria (lump sum): Client selects (or
negotiates) on factors other than price and the final
contract is lump sum. Client focus in selection and
negotiations is on the scope of work, schedule, and
other non-price factors. The only reference to price
during the selection is based upon cost changes due 
to varying scope or schedule requirements. The client
does not compare rates or firm prices. Final contract 
is lump sum. The survey participants reported that 
an average of 49 percent of work is obtained using 
this method. 

Comparison results
Firms that provide services using the non-price

criteria indicate better financial results across the
board. A few key comparisons include:

• Operating profit margins of 18.34 percent vs.
16.20 percent

• Net direct labor multiplier of 3.20 vs. 3.02
• Net revenues per total staff of $124,705 vs.

$111,975
• Average work-in-process of 18.6 days vs. 27.6 days
• Backlog change of 10 percent vs. 0 percent
• Gross revenues increase of 11 percent vs. 6 percent

At the same time, firms that provide services using
the price criteria indicate some key differences that are
important to doing business as a low cost provider:

• Lower direct labor costs per hour of $28.95 vs.
$29.40

• Lower total costs per direct labor hour (breakeven)
of $69.89 vs. $82.07

• Lower overhead of 144.51 percent vs. 158.43
percent

Some final thoughts
Whether it’s an action item from your strategic

planning process or a reaction to the current economic
slowdown, most firms are always looking to bring new
clients into their tent. Adding new clients is critical to
the firm’s future growth or in some cases, its current
survival. As you evaluate a new potential client, it’s
critical to understand two very important business
realities: 

• First — your firm’s pricing and cost structure 
• Second — the clients preferred price/negotiation

selection method

It is impossible to change your firm’s pricing and
cost structure instantaneously. Your salaries and
overhead expenses are somewhat fixed in time.
Benchmarking against your peer groups is the only
way to determine where you stand on these critical
parameters.

If the new client’s preferred selection method is
based on a low price bid process and your firm is not
focused on being a low-cost provider, a significant
mismatch is apparent. Attempting to win new clients
by bidding with lower margins to compensate for
higher costs is a very risky business strategy. However,
a more dangerous strategy is to spend money bringing
a new client into your tent and then find out that their
preferred selection method is not compatible with your
firm’s business structure. 

Make sure your client
selection process is robust
enough to prevent wasting
time and money chasing and
winning new clients that you
can’t afford to live with for
many years.  n

            

For more information on the 2008
PSMJ A/E Financial Performance
Survey, call 800-537-7765 or go to
www.psmj.com/publishing.

PSMJ thanks Dan Daniels, PSMJ
consultant and survey editor, for
contributing this article. He can be
reached at 508-652-8077 or
ddaniels@psmj.com.

       



The first, and most critical step, in this is
establishing the three levels of revenue that your staff
can produce. These are:

• Normal office operation which will include some
normal level of overtime (since clients always seem to
advise you on Friday on something that is needed by
Monday.) Thus some overtime is always “normal” in
our firms.

• The second level is no overtime, which means you
are really not busy, but since everyone will be drawing
a full-time paycheck, your expenses will be at this level.

• The third level is the “busy” level, where you are
stretched to perform services in a timely manner, and
staff are complaining about overtime.

These levels will vary from firm to firm, and even
by staff classification within firms. You should
establish standards, and communicate these with staff
as it part of establishing known expectations for your
staff.

Once you have established these levels, you are
ready to build a spreadsheet that will produce your
firm revenue capability.

Start with the normal number of work hours. Then
deduct time not worked (vacation, holiday, etc.) This
will give you the normal work hours for each of your
staff.

Then deduct the number of hours you expect each
staff person to spend performing non-project tasks. For
example, PMs may be expected to spend 5 percent of
their time performing marketing efforts.

The resulting number should be the hours each staff
person has available for project efforts. This becomes
the no overtime billable hours. Add to this the “normal”
overtime hours, and the “busy” overtime hours. It is
probably safe to assume that staff will not spend
overtime unless there is client project work required.

Now you can multiply each of these numbers of
hours (no overtime, normal overtime, and busy) by 
the individual’s net effective billing multiplier times
their payroll rate. We recommend you use the actual
achieved multiplier for your firm rather that the 
target billing multiplier, especially if these two numbers
are different.

This produces the annual revenue levels for each
staff person for the year for each of the three
assumptions on time.  

Simply divide by 12 to get the average revenues per
month for each of your staff. Yes we know there are
slight variations each month based on the number of
days in the month, holidays, vacation schedules, etc.
However, the goal is to have a realistic fairly close
estimate of your staff’s revenue capacity, not to try to
measure small differences based on months.

Last month, we suggested you measure fee revenues
to be produced by each of your organizational groups.
We recommend you group your staff revenue capacity
in the same way.

Now you have a schedule at the beginning of the
month that tells you what revenues you should produce
based on your current project schedules and your
staff’s capacity to accomplish that work. In other
words, you have a real management tool before the
month gets started to gauge your expected profitability
and the actions you should take.

• If some groups are overloaded and others have a
lack of revenues, you can plan work transfers before
the overload/under load situation becomes critical.

• If (in the current market economic condition) you
find there is not sufficient work to keep your present
full-time staff busy enough to meet the payroll, you can
plan corrective action.

• If your schedule shows planned revenues are well
above the “busy” level for the next few months,
perhaps you should seek time extensions on projects or
you may want to hire additional staff.

Whatever the schedule shows, you have the
opportunity to take action before a problem occurs,
and certainly well before your financial and project
reports document that a problem occurred.

This is proactive cash-flow management at the
source. Not waiting until the lack of cash indicates you
have a profit problem, and not hoping cleaning up
outstanding A/R will correct a profit problem.

The time to make sure you are not in a future cash
flow crises is the beginning of the month, armed with
the knowledge of your future revenues and the ability
of these revenues to keep your firm profitable. n

  

PSMJ thanks William Fanning, a PSMJ Resources, Inc., consultant, 
for contributing this article. He can be reached at 770-971-7586.
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How Much Revenue Should Your Staff Produce? ... 
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Unfortunately, the current economic climate is
forcing many principals in engineering,

architecture, and consulting firms to consider staff
reductions. Even if you are not among these,
prudence dictates that you should have a detailed
contingency plan — just in case. If you don’t have a
plan, here is what is likely to happen in the event of a
deep reduction in workload, based on what actually
happened to a number of firms during the recession
of the early 1990s:

1. Denial. We’re only in a temporary dip. We have a
lot of good opportunities in the pipeline, so let’s try
to “ride it out” without having to do any layoffs.

2. Initial incremental action. It looks like we’re
going to have do have some layoffs. Let’s go ahead
and just lay off our worst performers; we should
have gotten rid of them long ago anyway. Those jobs
in the pipeline should come through soon and,
hopefully, we won’t have to lay off anyone else.

3. Incremental action, Round 2. Work is still
slowing down, our backlog is declining, our
chargeability is down and our jobs are starting to go
over budget. I guess we didn’t cut deep enough. Let’s
lay off the rest of our employees we rated as “needs
improvement.”

4. Incremental action, Round 3. The situation is
worse than we thought. The previous round of layoffs
wasn’t deep enough. We
really don’t want to lay
off our “meets
expectation” employees,
so let’s have an across-
the-board reduction in
hours (and pay).

5. Incremental action,
Round 4. The situation
just isn’t getting any
better. I guess we have to
let go some of our “meets
expectation” employees.

Sometime between
Steps 4 and 5, all
semblance of morale that
ever existed in your
organization has gone. It
has been replaced by a

mass job search by all employees. The best
employees find other jobs. The worst don’t. This
makes your firm even less competitive when it comes
to winning work. The result is a downward spiral
that is very hard to stop — even when the workload
picks up again.

To avoid this all-too-common scenario, you must
look at staff reductions in a completely different way.
Instead of just trying to minimize the number of
people you have to lay off, you must take actions
that are consistent with your long-term strategy.
Unfortunately, most firms don’t really have a
coherent strategy when it comes to managing their
people. So here is a simple, effective strategy: Think
about your employees as a “bell curve” with the
weakest ones on the left side and the strongest on the
right side. The “centroid” of the bell curve represents
your average employee quality. A sound long-term
strategy is to always push the centroid to the right.
The tactics are situational: 

• When times are good, you can move the centroid
to the right by hiring only top-notch employees

• When times are bad, you can move the centroid
to the right by laying off those on the left side of
the bell curve

• Whether times are good or bad, you can move
the centroid to the right by training and
developing your people
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Considering a Staff Reduction?
by David Burstein, P.E., PSMJ Resources Consultant

A Long-Term Strategy to 
Improve Employee Quality
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So, if you have to have a staff reduction, stick
with the strategy to set the stage for when the
downturn ends and demand picks up again. The key
here is quality, not quantity. Let this principle guide
you: Mediocre employees are replaceable; top-notch
employees aren’t.

Here is the process that one firm employed during
the deep recession of the early 1980s:

1. Identify the early warning signs. Get your
principals together and brainstorm a list of signals
that tell you in advance that you are going to have a
significant downturn in workload. Typical indicators
are:

• Reduction in backlog
• Reduction in chargeability
• Increase in accounts receivable
• Increase in project delays and cancellations

2. Identify all your mediocre (or worse) employees.
This should not be done solely based on the opinions
of each employee’s supervisor (some people are easier
“graders” than others). Instead, get your principals
together and go through your entire roster to
establish consensus ratings of the performance of
each employee. One way is to do a forced ranking in
which you rate the value of each employee from most
valuable to least valuable. Another approach is to
place them into the following categories, compared
to others of similar education and experience (not
just in your firm but in the entire workforce):

• Above average
• About average
• Below average

During the past few years, most AEC firms added
a lot of staff. And they weren’t always All Stars. So if
you don’t have half your staff rated as average or
below, you are probably kidding yourselves.

3. Assess your backlog and prospects conservatively.
What is your workload for the next 6 to 12 months if
things go relatively badly? In other words, don’t
count those jobs in the pipeline unless you are really
sure they will come through. Then determine the staff
you’ll need to get that work done.

4. How many people you will need to cut to get
down to that level. If there are more mediocre (or
worse) employees than this number, cut them all.
And do it all at once, even if it means coordinating

cuts between departments, studios, or offices. Then
call an all-hands meeting of the “survivors” and
explain what you did. Let them know that you have
cut deeply enough that no further cuts are
envisioned. In fact, it’s best to cut deep enough that
you have to put some of the “survivors” on paid
overtime just to get the work done.

5. If there are fewer mediocre (or worse) employees
than the size of the needed cut, cut them all. Then
institute across-the-board reductions in hours (and
wages) to protect your top-notch people. Your top
people will accept this only if they believe you have
cut all the mediocre (or worse) employees. They will
also expect all the principals to take an even deeper
cut than they ask the employees to take.

Here are some additional suggestions:

• Help laid-off employees find their next job. Our
industry does a horrible job of this. Most firms give a
couple of weeks of severance pay and “Goodbye,
Charlie.” I suggest you hire a professional
outplacement counselor to help them find their next
job. In fact, the outplacement counselor can also help
you implement the layoffs in the most humane way
possible — and one that minimizes the chances 
of a wrongful termination suit. If you don’t know a
good outplacement counselor, the largest ones in 
the nation are Right Associates and Challenger, Gray
& Christmas.

• Pay their health insurance. We have observed 
too many tragedies when laid-off employees decide
not to take the COBRA insurance and then have a
serious illness or injury while uninsured. With today’s
medical costs, it doesn’t take that big of an injury or
illness to wipe out someone’s life savings. So pay their
health insurance premiums until they find their next
job or six months, whichever comes first.

If you follow this advice, we can’t promise you
that your staff reductions will be pleasant. Far from
it. If the thought of having to lay people off doesn’t
make you lose sleep, I wouldn’t want you as a
principal in my firm! But if you have to have layoffs,
do it in a way that strengthens your organization by
keeping your best people and losing those who are
replaceable. n

                   

David Burstein is a PSMJ consultant and seminar leader at PSMJ’s
A/E Principals Bootcamp. He can be contacted at 770-723-9651 or
dburstein@psmj.com.

     



Lately, everywhere you turn, all you hear or read
about is the worsening global economy. The 

24-hour news channels now include a constant reminder
of the Dow’s movements and newspapers report daily
changes on the front page. It’s all everyone wants to talk
or think about. On top of that, our 401(k) plans are
now 201(k) plans. Yet, for most A/E firms not heavily
focused on residential and commercial markets, we’re
still as busy as we have ever been.

So what does it all mean? Our people surely want to
know. Is there a need to be concerned? Some of them
can barely keep up with their current workload with no
light at the end of the tunnel. As a principal, how do we
know if it will affect our businesses?  More importantly,
how do we communicate to young professionals who
have never experienced a downturn?

Understanding Our Business Cycle
First, we need to understand how our industry

responds to economic downturns. In economic terms,
there are three types of indicators. First are leading
indicators, such as the stock market. Leading indicators
always turn down before a slowdown in the economy.
Coincident indicators, such as unemployment rates,
begin to head in the wrong direction in the middle of a
recession. Finally, lagging indicators drop well into a
recession and sometimes after the general economic
trend has turned positive.

Our business is the classic example of a lagging
indicator. This can be seen by downturns in the past.
The figure below shows average A/E operating
profitability and provides a clear picture of past industry
peaks and valleys. A classic case of our industry cycle is

the last economic downturn of 2000-2001. The stock
market peaked in March of 2000 and began a cascading
fall led by the telecomm and dotcom sectors. Then, in
September of the following year, the war on terror
provided another severe blow on our economy. 

We, however, in the A/E business were as busy as we
could be in both 2000 and 2001.  Even 2002 for most
was another strong year. By 2003, however, an industry
downturn was well entrenched and many firms had to
reduce headcount to stay afloat. The Dow dropped in
2000, 2001, and 2002, but in 2003, it climbed 25
percent.  While we were licking our wounds, the rest of
the economy is singing “Happy Days Are Here Again.”

Second Verse, Same As The First
So, here we are again.  The stock market peaked just

over a year ago in October, 2007 and has yet to find a
bottom or stability. Yet, for many of us, we are still very
busy and our backlogs look strong. Now, I’ve talked to
many principals in certain markets (residential,
development, etc.) where the going has been tough for a
while. The message here is, if you not in this group,
don’t take it as a sign that you are immune. It’s coming!

Problem is, we need to come up with a strategy to
best prepare our firms to come through the downturn
stronger and we need to communicate it effectively to
the troops.  Unfortunately, our young professionals have
never really seen a severe downturn and only see how
busy they are at the moment.

In my recently published book, Winning With
Millennials, How to Attract, Retain, and Empower the
Next Generation of Design Professionals, available
through www.psmj.com, I explored what shaped this

generation and how to best communicate
and engage them into the business. With
the economic downturn, more than ever,
we need to utilize their more affordable
services and maximize the results for our
firm’s clients.  

Next month, I’ll share ideas for shaping
your firm’s strategy for the downturn and
keys for communicating and achieving
buy-in from this key constituency.— TIM
GRIFFIN (tgriffin@psmj.com) n

              

J. Tim Griffin, PE, LEED AP, teaches tools for building
high performance design firms to principals across
North America and wrote the book Winning With
Millennials, a tool designed to challenge and equip
principals to maximize the benefits of today’s young
design professionals.  He can be reached at
tgriffin@PSMJ.com.
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Is a Market Downturn for Real?

A/E Profits are At Historic Highs!

Source: PSMJ’s 2007 A/E Financial Performance Survey
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Navigating through today’s uneven (at best)
economy takes patience and a steady hand, skills 

that the best leaders demonstrate. But once today’s
leaders have ensured the legacy of their firm, what
happens next?

Owners of many firms are concerned about who will
be the future leaders of the firm. Where are they? What
does it take to be a strong leader? When should we start
developing them? Are some people natural born
leaders? How should we develop them? These and other
leadership questions are asked every day by the design
and construction industry.

There are a number of issues that are discussed when
we meet with our clients. Several of the issues include
training and development of our staff, organizing the
firm around client or project types, hiring and retaining
key staff, and growing the firm by merger or acquisition
or adding new market sectors. Sooner or later, the
conversation turns to leadership and the problem of
finding and developing new leaders for the firm.

The first question of where do the leaders come
from is easy to answer. Most of them come from the
project and technical managers in each of the firm’s
market sectors. Once you find them, this is our
approach or five characteristics that it takes in order for
them to become strong company leaders as well.

1. Knowledge. A successful leader must understand his
roles and responsibilities and those of the people around
him in the organization. Most future leaders are already
leading projects if they are a strong project or technical
manager. They understand the process and tools
required for successful project completion. It is a
smooth transition for them to learn the business
processes and tools as they become familiar with what
is expected of them in the future.

2. Work Ethic. A successful leader has a sense of
urgency. Successful leaders work smart, not long hours
and weekends every week, so they have a balanced life
between work and family. It is having the desire to be a
team player, drive to succeed, being a risk-taker, self
motivation, creative thinking, driven by a willingness to
perform, responsibility, and accountability. They have
an entrepreneurial spirit and drive to get the job done as
quickly as possible.

3. Character. A successful leader has the same value
system as the management team and though they may
disagree from time-to-time, they always reach consensus

not compromise. Their strong leadership qualities
include integrity, discernment, passion, empathy, 
self-confidence, humility, loyalty, and humor. Though
not perfect, they continue to work and develop these
qualities every day.

4. Presence. A successful leader has the rare power of
securing the devotion of people (charisma) not through
fear and intimidation but by their presence and ability
to adjust to every situation and create a positive
outcome. It is their demeanor; their manner of 
behavior, appearance, and carrying one’s self. They
understand the concept of when to be a be’er (leader)
and when to be a do’er (manager) when developing
those under their leadership.

5. Mission. Successful leaders know where they’re
headed and what the ultimate goal is for every aspect of
their life and team and they share it with others under
their leadership. They have a vision for everyone on
their team and live a purpose-driven life, with a positive
attitude, and know how to set goals and priorities and
how to accomplish them.

From my experience, the first three characteristics
exist in most leaders. The two characteristics that
separate the “real leaders” from the “position leaders”
are presence and mission. A leader’s demeanor and the
mission they have and how they accomplish it with their
team is the sign of a true leader. There certainly are
more “position leaders” than “real leaders” so this is
where most firms must put their effort in order to
develop a successful leader.

These five characteristics are found in many senior
project and technical leaders at the project level.
Therefore, the leaders with the desire and who are able
to devote time to both their projects and learning the
“business of the business” are the best candidates. They
will become the future leaders of the firm. 

Understand that many project leaders may not have
the desire to become company leaders. That’s ok. Leave
them alone and let them be successful with projects. It
only takes a few good leaders for the next generation.
These future company leaders are in the firm. Find them
and understand they will require development time
before they step into your shoes. Now go out there, find
them, and start developing them. n

               

Jerry Novacek is president of The NovaCon Group in Olathe, Kansas. The
NovaCon Group works with AEC firms on business planning, project
management planning, and personnel development. Jerry can be reached
at 913-780-0882 or by e-mail at jnovacek@NovaConGroup.com.

Where Have All the Leaders Gone?
by Jerry Novacek
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When employees live in fear for their jobs, your
firm suffers. Stressed people can’t think clearly,

and their negative feelings can affect other staff
members. Your service quality can drop, and you risk
losing clients.

And yet, many people during this recession do live
in such fear, and with reason. Employees throughout
the AEC industry are afraid of losing their jobs and of
being unable to find another. We are receiving many
more calls from active job seekers than we did one
year ago. Even top performers are at risk.

Keep your staff in the loop; make them part of the
process.

If your firm is at risk, how can you mitigate your
employees’ fear, build their confidence, and keep them
with you? Well, if you want your employees to stay
loyal, you must do the same for them. Let them know
you are on their side. Here are six things you can do:

1. Let your employees know what is really going on.
Gather your people together and tell them where your
firm really stands. Keep nothing in the dark. Bring
them into a conference room and tell them the issues.
Not knowing is intimidating. Your employees will
manifest in their minds the worst-case scenarios that
may not be true. Let your staff know your financial
situation — your receivables and your “monthly nut.”
Tell them, “Here’s where we are now.” Knowing the
real problem will let them pull together faster.

2. Have your staff locate new revenue-producing
markets. Look into starting a graphic arts division or
moving into facilities management. Investigate the area
of homeland security. Think about doing CAD work
or web site design for other AEC firms. Find new
avenues, fresh endeavors. This will not only rekindle
excitement and motivation, but increase your cash
flow. As an example, Cannon Design
(www.cannondesign.com) has announced the
development of a new consulting arm of the practice,
called Cannon Consulting. Targeted toward providing
health care companies with support and the tools to
increase efficiency, the new practice is staffed by health
care professionals with backgrounds in clinical,
operational, and financial management. 

3. Cross-train through job sharing. Help your people
build their skills so they can be more marketable. They
will really know you stand behind them — that you
care about them and not their position. Let them know
you care about their career in a profession they
worked hard to get into. So if one person does just
schematics and another does CDs, set them up to learn
each other’s jobs. Make it a collaborative effort; it will
create great camaraderie.

4. Offer in-house training and coaching. By bringing
in HR consultants, you can help your staff work
through stressful periods. Team building, conflict
resolution, stress management, employee orientation,
sensitivity skills — all of these can help your staff
know you care and strengthen their loyalty. Among
others, I would recommend Paychex as a provider of
these employee benefits (www.paychex.com).

5. Stop spending. Again, meet with your staff and
brainstorm how to tighten your belt so you can keep
everyone working. Get your accounting people in
there, too. Tell everyone you are spending too much
money and must cut costs. Ask what they can suggest.
Being on the frontlines, employees are often in the best
position to find solutions. Keep your staff in the loop;
make them part of the process. Get them to buy the
problem instead of making them the enemy.

6. Encourage personal care. Get your people taking
care of themselves, both emotionally and physically.
Allow a few “free” hours each week for the to-do
personal things — whether it’s spending time with
their kids, visiting a museum, or even just shopping.
Close early on Friday. It’ll be a trade-off: although you
won’t pay them for free time, the time itself is the
payoff.

Encourage physical fitness at your firm. Look into
getting a health club discount for your staff. Some
insurance companies give consideration on premiums
for firms with such plans. If you feel better physically
during a stressful period, you’ll do a better job. n

                    

Donna Gaines is president of Gaines International, a specialized
professional search firm for the design building industries
(www.gainesintl.com). She can be reached at 312-224-2545 or by 
e-mail at dgaines@gainesintl.com.

Fighting Back the Fear
Six ways to hold on to your employees during a recession

by Donna Gaines
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Recently, PSMJ CEO and founder Frank
Stasiowski started the Design Firm Leadership

Roundtable on LinkedIn. As Frank wrote in his initial
posting, the Roundtable is designed to be a “dynamic
discussion group of AEC leaders discussing today’s
hottest issues in the AEC marketplace.”

What follows are one question and excerpts of
responses posted to the site in recent weeks:

H. Ralph Hawkins, chairman and CEO at HKS,
asked, “As this global recession evolves, how do we
keep from laying off a great number of employees
that we strived so hard to recruit, retain, and train? In
1987 to 1991, many of the young architects that were
laid off never returned to architecture…and left a
major gap of five-year experienced people when the
economy did finally come back. The logical business
decision is to lay off and that is financially the most
effective. However, has anyone considered lowering
compensation, working four-day work weeks, and
furloughing employees with four-year degrees to go
back to get their professional degree? When this
market comes back, many think we will be searching
again for employees.”

Charles “Skip” Homan, chairman at PBS&J
Constructors, responds: “We may investigate the
possibility to share employees with other firms which
may have opportunities for them. This may allow us
to retain good employees, provide the opportunity for
them to gain some interesting and valuable
experience, and build relationships with other firms
for future partnering.”

Frank adds: “Ralph, we’re seeing lots of creativity
here but lots of fear also. Tradition says cut deep
early, but this time is very different. One firm is
offering sabbaticals to key people at one-third their
annual pay in exchange for a guarantee that they stay
with the firm for one or two years upon return.
Another is cutting upper leaders salaries (over $100K)
by 25 percent, junior leaders by 20 percent, and
managers by 10 percent while at the same time giving
selective raises to key very junior ‘keepers.’ Most
firms are considering closing for Christmas week with
a ‘forced’ vacation to reduce the vacation liability,
and many are suspending their matching of 401(k)
plans. Many are asking executives to take year-end

bonuses (to save taxes) then to lend the net bonuses
back to the firm for cash flow purposes.”

Anthony Rimore, principal for BD Marketing
Services, adds: “What you propose concerning
lowering compensation, four-day work weeks,
furloughing employees, etc. makes sense, is innovative
and eminently logical. However, let’s face it, the
majority of people are not logical nor do they wish to
sacrifice for the greater good. This is not to say that
they don’t have good hearts, but when the sacrifice
hits their pocketbooks, with mortgages, children, etc.,
they switch to a ‘survival mode’ and hunker down.
That is simply the ‘human condition.’ What I mean is
that instead of having a corporation of everyone
pitching in, you will end up with a majority of
disgruntled, non-productive, demoralized, and scared
employees instead of the people that you are
reluctantly forced to lay off. You will always have to
recruit and train, no matter how successful/profitable
you are, so that shouldn’t be a deterrent to laying
people off. It is better to lay off and give those
unfortunate ones as much career counseling and
clerical help they may need. 

“I know this sounds cynical and harsh, but first
and foremost, in these horrible economic times, you
have to first think of the health and viability of your
firm as a living, breathing entity. This may mean that
you cannot keep as many individuals as you wish. For
example, if you are not already set up for a four-day
work week, to force it on people now, (no matter
how much they wanted it in the past) would cause a
huge amount of internal upheaval and in the design
profession that translates to shoddy drawings/no
attention to detail and illogical handoffs of projects. 

“I know this is not the answer you were probably
looking for, but the time to incorporate all those
great, forward-looking innovations you mentioned is
when the firm is sailing full steam ahead in a solid
economic environment.” 

Dave Burstein, PSMJ consultant and seminar
leader, adds: “During the past few years, most firms
have lowered their standards in order to hire enough
people to get the work done. And they have tolerated
mediocre (or worse) performance in order to keep up
with production. 

Design Firm Leadership Roundtable:
“How Do We Keep From Laying People Off?”

(continued on page 10)
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Why The Economy Should Not Impact Your M&A Plans
by Brad Wilson, PSMJ Resources Consultant

Does the economy matter to your M&A strategy?
Not if you are being truly strategic. We used to say

that the deals that made the most sense were the strategic
ones. Now the only deals that make sense are the
strategic ones. That in no way should mean that you
should put your buying or selling plans on hold. The
good reasons for becoming part of a larger firm or
supplementing your services with the right acquisition
are still there. What is not available in today’s economy
is a solution for your own inability to attract top-notch
employees or a quick fix for your lack of ownership
transition planning. 

Let’s compare the two “opportunities.” From the sell
side: You are a group of 40-something owners in a good
market but the economy has shrunk your backlog and
you’re concerned. You’re not looking to cash out and
retire but the stress of running the business has got you
thinking that your best work could probably be done 
as part of a larger firm. The other sell scenario involves
60-something owners who have made good money by
keeping their staff their staff busy and “protected” from
business issues. You have even given a few of them a few
shares of stock for retention and to say thanks. You are
baffled as to why none of these key staff wants to buy the
rest of the firm, saying “can’t they see how well I have
done”? Therefore, you want to sell the firm for cash and
sooner is better because nobody is getting any younger. 

Those situations are met by two different types of
buyers. The first is looking for “deals” to fuel the firm’s
continued growth and you’re thinking valuations are
down so it’s a “buyer’s market.” You are going to seek
out profitable firms and “buy them with their own
money” (an actual quote we heard recently). The other
kind of buyer has looked into the future of the markets

and decided in their strategic plan where they need to be
in three years. You understand that those markets may
not be strong right now (or everyone would be there
already) and smaller firms working in those markets will
present a mixed bag of results. You are willing to base
your purchase decision and valuation more on what will
be as compared to what has been. You are, in effect,
investing in a market and talented people more than
buying a firm.

Eighteen months ago, all four of these firms were
happy. They all could find what they were looking for in
the A/E M&A market. Today, that has changed. Unless
the first seller meets the second buyer, the deal won’t (or
shouldn’t) get done. Growth for the sake of simply being
bigger is not a success strategy in today’s economy. While
buyer #1 could buy seller #2 because it is a buyer’s
market in some cases, the buyer gets exactly what they
paid for; a group of good technical people and a few
clients who will add top line revenue and little else. The
strategic buyer achieves their ROI when the market
recovers through the dedication and efforts of the
acquired management team who weren’t forced to accept
bottom dollar for their firm and saw the 
strategic value in “joining the buyer” more than selling
to the buyer.

So advice to readers — be honest with yourselves 
as to your true situation and what you are trying to
accomplish, especially this year. The A/E M&A market
continues to be robust compared to historical averages
(deals done per year) but only the truly strategic buyers
and sellers will be happy two or three years from now. n

      

PSMJ thanks Brad Wilson, a PSMJ Resources, Inc. consultant, 
for contributing this article. He can be reached at 614-764-1400,
ext. 104. 

“If a firm implements across-the-board pay cuts or
other ‘spread the pain’ measures while hanging onto
these mediocre (or worse) performers, it will cause
tremendous resentment among the firm’s top
performers — who are the ones you should be most
worried about leaving. 

“So the first order of business is to ‘clear the 
weeds’ by letting go of all the mediocre employees —

regardless of their position in the firm’s hierarchy. In
most firms, that is enough of a cut to ride out the
recession. But if it’s not, the next steps should be
across-the-board cuts or similar ‘spread the pain’
measures. If these are done after the ‘weeds have been
cleared,’ they will be accepted much more readily.” n

   

To join the Roundtable, e-mail Frank at fstasiowski@psmj.com.

Design Firm Leadership Roundtable: “How Do We Keep From Laying People Off?” ... 
(continued from page 9)
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In the December 2008 issue of
PSMJ, PSMJ Resources consultant

and David Burstein outlined the
benefits of implementing a phantom
stock plan as a means of
incentivizing top performers without
spending cash. The article prompted
the following question:

Dave,

Do phantom stock holders receive
dividends when dividends are issued
to the “real shareholders”?

If so, how does that payment to the
phantom plan member account for
just the net increase in phantom
share value? And how does such a
payment work into the vesting
schedule?

Thanks for the insights,

Bruce Hickman, Principal and 
Co-Founder, Hart & Hickman, PC

Bruce,

Because of tax reasons, most firms
don’t pay dividends per se. Instead,
they include them as part of the
bonus payments. So it would be
difficult to pay dividend equivalents
for phantom stock units. If a firm
does actually pay dividends, I
suppose they could also pay those to
phantom stock holders (although I
don’t know any firm that does). Or
the firm could just pay them a cash
bonus, separate from their phantom
stock holdings.

Regards,

Dave

P.S. Thanks for being a loyal
subscriber! n

         

David Burstein is a PSMJ consultant and
seminar leader at PSMJ’s A/E Principals
Bootcamp. He can be contacted at 
770-723-9651 or dburstein@psmj.com.

Ask Dave: Phantom
Stock Plans The long-running election is now

over, and we will have new
administration promising a high
level of change. However, with the
current economy, it is unlikely that
significant change is likely to occur
in the next couple of years.

It is likely that government will
seek to improve the economy by
increasing funding for infrastructure,
which we have already seen at the
state level with voter approval of
large bond issues to fund
transportation, education, and
health care. Look for a federal
stimulus package for transportation
(with some grants to local
communities to use for construction
of their choice) to be in place by
early next year. The only apparent
question right now is how much
funding will be in the package.

Of more importance to our
profession is the increased
Democratic majorities in Congress
as this affects both the volume of
work we may have from our
government clients, and also the
rules we will operate under.

The last couple of years of
Democratic oversight have produced
several new rules for government
contractors, including ethics training
and reporting, an E-Verify
requirement and more disclosure of
“executive compensation.” We can
expect continued increases in “good
contracting practices” mandated by
Congress that will add to the
administrative burden for
contractors.

Also, government unions and
various environmental and
community groups will likely
succeed in both making it more
difficult for agencies to contract out
and to slow the design and
construction process.

Election Results 
What should you pay attention

to if you serve government clients?

• Stay close to your clients so that
you can help them be “ready to go”
when the contraction stimulus
packages are developed. Funding
will go to those who act first since
there will never be enough money
to cover all of the needed
infrastructure improvements. The
“quick” will get the available funds.

• Congressional oversight. They
will be proposing rules that you will
have to comply with, and that will
increase your administrative costs.

• Continue to promote
contracting with state and local
agencies. We have both a
compelling story of success, and
also an economic case (including
tax paying jobs and businesses) that
hiring more agency staff simply
can’t match. Given the funding
problems that many governments
have with their pension obligations
for their staff, we do not anticipate
government to increase hiring if
private-sector suppliers are
available.

• Increase your strengths in
studies, planning, “green
technology,” and other project
moving factors. Good design will
not be enough to move a project
forward in the anticipated political
environment.

Government stimulus usually
produces contraction and design
funding, but the rules we will have
to operate under may be different
than what we are used to. n

                 

PSMJ thanks William Fanning, a PSMJ
Resources, Inc. consultant, for 
contributing this article. He can be reached
at 770-971-7586.

 



12 w w w . p s m j . c o m

January 2009

Chris Martersteck, AIA, LEED, DBIA, Chicago, IL
312-925-3191

Charles Nelson, AIA, LFRAIA, S. Melbourne VIC, AUS
61-3-9686-3846

Phil O’Dell, P.E., Seattle, WA
425-391-3979

Wilson Pollock, Bonita Springs, FL
607-293-5252

William Sorrentino, P.E., PMP, Virginia Beach, VA
757-481-0766

Frank Stasiowski, FAIA, Boston, MA 
617-965-0055

Don Thomas, Atlanta, GA
404-437-7588

Brad Wilson, Columbus, OH
614-764-1400 x104

SUBSCRIPTION INFORMATION
One year (12 issues): Print $287, Print (outside US)
$327, Electronic $300; Print & Electronic $390 (U.S.),
Print & Electronic (outside US) $430. For single copies,
address changes, or multiple subscriptions, please call
800-537-PSMJ. Allow 4-6 weeks for change of address.
Copyright © 2009 by PSMJ Resources, Inc. All rights
reserved. Partial quotation with attribution is encouraged.
Reproduction without permission is prohibited.

PSMJ
CEO — Frank A. Stasiowski, FAIA
PUBLISHING DIRECTOR — Bruce Lynch
EDITOR-IN-CHIEF — Ed Hannan
MANAGING EDITOR — Nathan Hull
HEADQUARTERS/BOSTON
10 Midland Avenue
Newton, MA 02458 USA
T: 617-965-0055
F: 617-965-5152
E: customerservice@psmj.com
ATLANTA
2746 Rangewood Drive
Atlanta, GA 30345 USA
T: 770-723-9651
F: 815-461-7478
E: dburstein@psmj.com
MELBOURNE
242 Dorcas Street
S. Melbourne VIC 3205 AUSTRALIA
T: (011) 61-3-9686-3846
F: (011) 61-3-9682-5169
E: cnelson@psmj.com 
GLOUCESTERSHIRE, UK
2 New Court, The Steadings Business Centre
Maisemore, Gloucestershire GL2 8EY  UK
T: +44 (0) 1452-382241
F: +44 (0) 1452-382241
E: jhlooney@psmj.com

U P C O M I N G  E V E N T S :  J A N U A R Y  1  -  F E B R U A R Y  7   

1 2 3  

4 5 6 7 8
Project Management
Bootcamp 
January 8-9
Los Angeles, Calif.
psmj.com/training

9
Contracting Services
with the Govt. FAR
Part 31 Requirements
January 8-9
Atlanta, Ga.
psmj.com/training

10

11 12 13 14 15
Project Management
Bootcamp 
January 15-16
Raleigh, N.C.
psmj.com/training

16
Principals Bootcamp 
January 15-16
Orlando, Fla.
psmj.com/training

17

18 19 20 21 22
Project Management
Bootcamp 
January 22-23
Phoenix, Ariz.
psmj.com/training

23 24

25 26 27     28   29
Project Management
Bootcamp 
January 29-30
Seattle, Wash.
psmj.com/training

30  
Principals Bootcamp 
January 30-31
Las Vegas, Nev.
psmj.com/training

31  

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1 FEBRUARY 2 3 4 5
Project Management
Bootcamp 
February 5-6
Dallas, Tex.
psmj.com/training

6 7

PSMJ Resources, Inc. Consultants
Kate Allen, P.E., Littleton, CO

303-549-8782
Alan Bollinger, P.E., West Palm Beach, FL

561-904-7420
Richard Burns, San Francisco, CA 

415-459-1380
David Burstein, P.E., Atlanta, GA    

770-723-9651
Kevin Cooley, Longwood, FL

407-788-6050
Michael D’Alessandro, P.E., PMP, Atlanta, GA 

770-481-0915
Harold (Dan) Daniels, Boston, MA 

508-652-8077
Michael Ellegood, Phoenix, AZ

602-506-1501
William F. Fanning, Atlanta, GA  

770-971-7586
Patty Huntley, Fort Collins, CO

970-481-4446
Curry Kirkpatrick, Overland Park, KS

614-764-1400 x101
John Henry Looney, Maisemore, Gloucestershire, UK

+44 (0) 1452 382241

                                     



Please turn the page to answer the next A/E Pulse®!

PSMJ
Financial Crisis Affecting Clients More Than Design Firms

The Complete Survey Results

J A N U A R Y  n  2 0 0 9

Surveying design firm principals worldwide

A /E Pulse

Number of firms participating in this survey:  79

The news has been heavily
weighted towards our economic

crisis being a credit crisis, but this is
not impacting design firms directly.
However, our clients appear to be
heavily impacted, and the result is
slowed or cancelled projects, and
thus reduced staffing in design firms.

Clearly our clients are stopping
projects, and it is impacting our
firms.

• Over two-thirds of firms have
seen projects stopped during
deign and almost 80 percent have
seen projects placed on hold
(delayed) 
but not cancelled

• Over two-thirds report clients are
slower to pay billings

• While there are no firms
reporting their banking
relationship has been affected by
the credit crisis, over half of firm
clients are telling us they are
experiencing restricted credit

Perhaps the most adverse condition
for firms is the “projects placed on
hold but not cancelled.” Should you
retain staff, hoping the client will
restart soon or should you cut back
on staffing since you can not afford
to retain staff with no project work.
This is always the most difficult
situation for firms in a slowdown.

PSMJ recommends that you
carefully monitor these projects with
clients and do as much investigation
as possible to determine if — or
when — the project might restart. 

% Yes % No

1. Projects have been cancelled:
• After construction started 26.3 73.7
• Stopped during design 68.4 31.6
• Awarded but stopped 52.6 47.4
• Project reduced in size and scope 73.7 26.3
• Project put on hold — not cancelled 78.9 21.1
• Clients are slower paying 68.4 26.3

2. The effect on our staffing has been:
• We have reduced staff 54.6 45.4
• Stopped hiring, even to replace staff 58.6 41.4
• Stopped overtime 52.6 47.4
• Not changed staff level 26.3 73.7
• Still hiring to meet workload needs 36.8 63.2

3. Our banking arrangements have:
• Declined to make new loans 0.0 100.0
• Reduced our line of credit 0.0 100.0
• Requested additional collateral 0.0 100.0
• No affect on bank relationship 100.0 0.0

4. What are clients telling you:
• Their banks are declining financing 51.6 48.1
• Their bank has reduced their line of credit 31.6 63.2
• Their bank is requesting additional collateral 63.2 31.6
• They are able to obtain financing 31.6 63.2

5. How are government projects being affected:
• Projects are slowed or deferred 47.4 31.6
• Projects have been cancelled 26.3 52.6

                                 



Name Firm Name

City State Zip

Phone E-mail

• • • • • • • • • • • • • • • • •

A / E  P u l s e  S u r v e y

A/E Pulse

Please tell us a little bit about yourself and your firm to help us interpret the results.
Size of firm (number of staff members): 

o 1 to 25      o 26 to 50      o 51 to 100      o 101 to 500      o Over 500
Type(s) of services you perform in-house:

o Architecture o Engineering o Surveying
o Interior Design o Planning o Landscape Architecture
o Environmental o Testing o Construction Management
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A/E Pulse is a monthly survey 
questionnaire designed to take the
“pulse” of senior A/E managers
everywhere. Information is com-
piled and the results are published
in subsequent issues of A/E Pulse.

CEO
Frank A. Stasiowski, FAIA

DIRECTOR OF RESEARCH
William F. Fanning
T: 770-971-7586
E: wfanning@psmj.com

DIRECTOR OF PUBLISHING
Bruce Lynch
T: 617-965-0055
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EDITOR-IN-CHIEF
Ed Hannan
T: 617-965-0055
E: ehannan@psmj.com

MANAGING EDITOR
Nathan Hull
T: 206-347-0711
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Please fax 
completed surveys 
to: 770-977-3679

or mail to:
A/E Pulse
271 Cross Gate Drive
Marietta, GA 30068

We need to hear from you
by February 10.

Thanks for your help! 
Look for the results in the
March issue of PSMJ.

Firm Specialties

Many firms target specialized markets. These markets can be broadly
characterized. We are seeking to determine what types of specialized markets
are most prevalent, and how this affects your marketing efforts.

1. Our specialized markets include the following types of services.

• Project Type specialty (hospital, school, bridge, etc) q

                                                              

Yes

• Geographic area (local areas) q

  

Yes

• Construction type (“green”, space frame, etc) q

  

Yes

• Project delivery method (design/build, prototype roll outs, etc.) q

  

Yes

• Client type (federal agency, developer, etc) q

  

Yes

• Technology type (telecom, high tech manufacturing, etc) q

  

Yes

• Non-traditional services (planning, facilities operations, CM, etc.) q

  

Yes

• Other (describe) _______________________________________ q

  

Yes

2.  How much of your total revenue is related to your specialty? ___%
q

    

Our firm goal is higher  q

  

This matches our firm goal  q

  

Our firm goal is less

3.  How much of your marketing budget is support for your specialties? ___%

4.  Are your projects more or less profitable than your non-specialty projects?
q

     

Yes q

  

No

5.  Do you have separate marketing support materials that focus exclusively on
your specialty? 

q

   

Yes q

  

No

6.  Are you able to charge higher fees for your specialty projects?
q

   

Yes q

  

No

7.  Are you trying to increase the percentage of your specialty work as a portion
of your total revenues?

q

   

Yes q

  

No

8.  Are you planning to increase the number of specialty services your firm
offers?

q

   

Yes q

  

No

 



If you want to be among the industry’s top performers
and you’re not afraid to change your business
development practices, joining us at PSMJ’s A/E/C
Business Development Success Bootcamp.  We
challenge some of you long-held beliefs and teach you
the secrets of the top performing firms. In fact, many
of these top performers owe their current success to
having attended this seminar in the past. At this
unique Business Development seminar, you learn how
to:

• Lead an effective business development program—
whether you are a small or a large firm.

• Determine how much you need to spend on
business development.

• Institute a focused and rigorous process to ensure
the success of your business development efforts.

• Create a client-focused business development
culture in your firm.

• Get the right people involved in business
development. 

• Use the business development tools and techniques
that are right for our firm.

• Identify and enter the markets you need to grow
into, and leave those that aren’t working for you
anymore.

• Pick the best clients for your firm, rather than wait
for them to pick you.

• Chose the right project opportunities to pursue.
• Employ powerful sales techniques to increase your

hit rate, revenues and profitability.
• Build relationships that will be critical to the 

success of your firm.
• Determine the optimal price for all the work you

pursue. 
• Create proposals and presentations that can

win–almost every time. 
• And more!

In fact, many of the top performers owe their current
success to having attended this seminar in the past. 

Who Should Attend
• Business Development Directors and Managers
• Principals, VPs, and Partners
• Project Managers and Associates
• Marketing Professionals
• Managing Directors

A/E/C Business
Development
Success
Bring in the work your firm needs now!

5 Ways To Register
Telephone (800) 537 - PSMJ or (617) 965 - 0055

Fax (617) 965 - 5152
Web www.psmj.com

Email education@psmj.com
Mail 10 Midland Avenue, Newton, MA 02458

o YES!  Reserve my place at PSMJ’s 
A/E/C Business Development Bootcamp!

Name

Title

Firm Name

Firm Type Firm Size

Address

City State

Zip Country

Phone Fax

E-Mail
Brochure Code: 270399Y

Select Your Fee and Payment Option
o $1,195 Early Bird Registration Fee
o $1,295 Registration Fee
o Check enclosed for $ ______ payable to PSMJ Resources
o Charge my: o MasterCard   o VISA   o AMEX

Credit Card # Exp. Date      /

Cardholder Name

Signature

CVV Code

Dates and Locations
c March 12-13, 2009 Chicago, IL

c March 19-20, 2009 Costa Mesa, CA

c March 26-27, 2009 Atlanta, GA

c April 2-3, 2009 Denver, CO

c April 16-17, 2009 San Francisco, CA

c April 30-May 1, 2009 Boston, MA

c May 7-8, 2009 Orlando, FL

c May 14-15, 2009 Las Vegas, NV

Team Discount
Since implementing change in firms works best when
it’s a team effort—we have structured a pricing scale to
encourage you to send several of your prospective and
current principals, just call PSMJ’s Education
Department at (800) 537-7765 for more information.

http://www.psmj.com/training/products.aspx?v=item&i=320
mailto:education@psmj.com


March 19-20, 2009 � Orlando, FL

PSMJ’s Circle of Excellence represents the top 20% of firms
participating in PSMJ’s Financial Performance Survey that
achieve the best overall business performance in the A/E
industry. This distinction is awarded based upon a
combination of 13 performance benchmarks, that measure
business operations in terms of profitability, growth, cash
flow, overhead control, business development, project
performance, and employee satisfaction. As a group, PSMJ’s
2008 Circle of Excellence firms averaged 21% revenue
growth, 27% profits (as a percentage of net revenues) and
less than 10% employee turnover.

Why Should You Attend?

There are dozens of conferences where ”so called experts” tell
you how to improve your firm. But how credible are these
people? And are their ideas any good? At PSMJ’s 2009 Circle
of Excellence Conference, you hear from CEOs who have
proven their successes.

If you firm is in this year’s Circle of Excellence, discover new
ways to improve and guarantee your position as a Circle of
Excellence firm,  

•  Here from proven leaders that have overcome the same 
challenges you face

•  Learn cutting-edge practices you can immediately 
implement

•  Network with top-performing firms to form new 
strategic alliances and partnerships

•  Benchmark your firm against the Circle of Excellence 
firms

If your firm wasn’t in this year’s Circle of Excellence, apply
these proven strategies to become a member of next year’s
Circle of Excellence. 

Times are tough. But the best managed firms are least
affected and often thrive during times like this. How valuable
wold it be to hear the secrets of success from senior leaders of
these firms? Attend PSMJ’ 2009 Circle of Excellence
Conference and learn first-hand How the Best Firms Succeed
During Challenging Times!

“The diversity of the panel members provided a
variety of insights on all of the topics. They make

you think about how you operate.”
– Jeff Louman, President, Huibregtse, Louman

o YES! Reserve my place at PSMJ’s Circle of
Excellence 

o March 19-20, 2009 — Orlando, FL

Name

Title

Nickname

Firm Name

Firm Type Firm Size

Address

City State 

Zip, Country

Phone

Fax

E-Mail

Brochure Code: 270397Y

5 Easy Ways to Register
Telephone (800) 537 - PSMJ or (617) 965 - 0055

Fax (617) 965 - 5152
Web www.psmj.com

Email education@psmj.com
Mail 10 Midland Avenue, Newton, MA 02458

Select Your Fee and Payment Option
o $1,095 Early Bird Option

*Must be paid 30 days prior
o $1,195 Regular Registration Fee

o Check enclosed for $ ______ payable to PSMJ Resources
o Please bill me/my firm
o Charge my: o MasterCard o VISA o AMEX

Credit Card # Exp. Date      /

Cardholder Name

Signature

CVV Code

PSMJ’s Circle of
Excellence
Conference

“The best part of this conference was to 
hear other firms’ operational procedures 

and ideas. I learned several ideas that 
we may implement in our firm. ”

— Chris Forehand, P.E., Vice President/Chief Operating
Officer, Preble-Rish, Inc.

mailto:education@psmj.com
http://www.psmj.com/training/products.aspx?v=item&i=334



