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CHAPTER 1: EDUCATIONAL INTEREST

Abstract:

"Marketing is an essential ingredient in any business recipe. Informing potential customers about 
your business and services is the key to the survival of that business"

Brown. karemM
Nearly 30 years after the introduction of the marketing concept few architecture firms fully 
understand the benefits marketing can provide to a firm.
Until now there has been no doubt of marketing architecture through traditional media-letters, 
phone calls, flyers., newspaper, ads and video. In this electronic age we have new tools for 
marketing e-mail, video- conferencing, portable documents on diskettes, home pages on Internet 
and interactive media. The advantages of using multimedia would be to give the user the control 
of the process.
My research aim would be to understand the purpose of the web site. The benefits of having one 
and then design a website which can be used as a guideline for any Architecture firm who wants 
to design a web site for themselves.
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1.2; Goals and Objectives:

Multimedia marketing has been an evolving aspect to the architectural profession. There has 
been no doubt that traditional marketing media such as brochures; newspaper ads, phone calls 
and flyers are essential elements in educating the public about the profession, a firm or a project 
type. In this electronic age, e-mail, video conferencing, portable documentation, Internet and 
interactive media have become not only an alternative, but also a necessity. With today’s 
competitive market, an architect may use these tools as a method of communication between him 
arid his clients, his branch offices etc.. An architect can promote their message to the public, via 
the Internet.
My goal in comprising this research is to further demonstrate and conclude that web site can 
effectively be used to persuade a client to use an architect’s professional services.

• STUDY- This would include comparing different Architectural websites on the basis of 
certain specific elements which are considered while a designing a website. I would do 
this by surveying some of the firms listed on the Internet in the various metropolitan areas 
like, San Francisco, Los Angeles and also the Top 100 firms listed by World Architecture 
magazine. Also in addition to my survey a questionnaire would be framed and emailed to 
understand

•  What was the purpose for the firm to design the web site?
» Has the web site been any beneficial to the firm?
* Who has designed the web site?

Goal:
To design a web site which conveys a complete and the latest information of that firm. The 

design would be .based on the results evolved after the analysis of the questionnaire and the 
survey.
(Survey, display my observation about the different architectural web sites,
Questionnaire, displays the views of the Principal Architects, marketing Personal associated with 
the firm, on the company web sites.)
An analysis Of the survey of the architectural web sites will be displayed, in the comparative chart 

format and the replies received from the various offices would help me to reach my final 
conclusion.



Designing web site for ARCHITECTS 8

1.3; Resarch Description:
Marketing is defined as, the purchase of daily foods and house hold items (2) the art and science 
of designing, advertising and selling goods and services.

Newbury house Online Directory. 
http://nhd.heinle.com/

In this study, marketing for architecture firms is a form of art and it is personalized.
Marketing involves individuals and organizations performing services that seek to ultimately 
satisfy the needs of humans by establishing relationships so that the client can come back again 
instead of searching for another company and in the process build a confidence. Marketing need 
not mean conveying message at one to one level but to large number of people. Marketing can 
occur without the necessity of final sale.
Marketing architectural services consists of the procedures leading up to the selection of the firm 
to provide professional services. In the process, the methods of contact range from a phone call, 
direct m ail, personal encounters, newsletters, brochures published request for proposal and /or 
the Internet.
I would like to understand how the evolving web technology (web site) can be useful for 
marketing architecture firms to get more and more clients and also learn how to design an 
effective web site which will portray the right image of the firm? Which would help them in 
conveying an effective message to market themselves, providing latest information to their 
potential clients? I would like to study what kind of content-should be included in a web site and 
how should it be presented. This would be achieved through a survey of different architectural 
web sites and compare them on the basis of certain criteria. A questionnaire would be framed 
and emailed to all these offices which would bring the real picture o f :

• How useful are the existing web sites to these firms?
•  What were the aim’s of designing a:web site?

•  The content the site provides.
*  The way they are designed (especially Interface).

Following points would be considered when the web sites are studied with respect to the content.
•  Navigation through the firm’s web site.
e The different Services provided by the firm.
» How are the project’s described.(their pattern, the format)
•  Is there a description of the project profile (cost, duration, location etc)
•  Remarks.

The following points would be considered when the web sites are studied with respect to the 
design.

•  Buttons.
• Colors
•  Animation.
• Sound.
•  Images.
• No of Images/ project.
• Text.
•  Video.
•  Downloadable time.

http://nhd.heinle.com/
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Methodology in brief:
• Assuming marketing is essential for any business (would be supported by literature, 

articles)
® Analysis of the questionnaire and the Survey would be the basis of selecting the different 

criteria to be used and the way they are used to design the final project, a web site.
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1.4; Research problem and it’s significance:1

For, in all truth, the service of what we professionals can give is determined largely by the way we 
promote a project; it is at the point of promotion, not with a design, that a project has its real 
beginning. The promotional goals of a firm determining which projects to promote, the whole 
complicated process of first attracting the attention the right kind of client, of sitting down with him 
through the delicate process of describing, one’s staff, one’s method and then negotiating a fee 
that will make good performance possible.
So the quality of effort in obtaining a new project is linked directly to the quality of the product that 
follows. Good promotion creates the climate for a quality design product. It builds confidence in 
the client to sit down and look at the various services, which are offered.
Selling professional services is a matter of communication, and communication- the process by 
which ideas are exchanged is a decidedly a mid- twentieth century world.
There is a growing awareness that perhaps the most difficult challenge of this age is how one 
person can capture the attention of another long enough to expose him to an idea. To cope with 
the consequences of all this, 20th century society has developed a. whole science of new 
techniques. Advertising, promotion, public relations, merchandising, propaganda and publicity are 
terms and tools.
The common denominator is the client and the objective is to project fresh ideas and have him 
act on it. This is the essential goal of all communication today whether the message is on behalf 
of a manufacturer or an architect. The techniques used in a particular system 
(architect/manufacturer/engineer) will vary considerably according to the nature of the idea and 
audience to be reached.
Thus the marketing environment in which the professional architect, engineer or other 
professional must compete is no different from that in which automobiles are sold, groceries are 
bought or electronic, won or lost.
"It has been demonstrated time and again that firms which offer truly marketable services will be 
found by clients and will have lots of good assignments whether they are doing any active selling 
or not"

WelsCoxe.
Marketing architectural and engineering services

The survival and advancement of architecture as in art and a science are dependent in large part 
on the ability of architects to conduct their practices as soundly run business.
In addition to the competent design the key to a successful, thriving architectural firm depends on 
knowledge of the building market salesmanship, promotion and plain hard work. This holds true 
whether the office be large or small.

I

1 Coxe, Weld; marketing Architectural and Engineering Services, 2"* Ed Malabar, Florida, krieger 
publishing Co, 1983.pg6
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CHAPTERS: MARKETING.

2.1; introduction:

The American Marketing Association says that marketing is " the performance of business 
activities that direct the flow of goods and services from producer to consumer or user". For a 
professional, a very broad definition of marketing is needed. This definition might be: marketing is 
the process of providing, services to all clientele and other "publics" we serve.

Because marketing is such a broad term it is important to recognize that design firm marketing is 
different in specific, critical ways from ordinary consumer marketing, to which we are constantly 
exposed. Most of these differences result from the fact that what is being sold is a service rather 
than a product.
Marketing products is significantly different from marketing services. The sale of products like 
bricks or lumber depends on value that can be seen and touched. The sale of services not yet 
performed like architecture requires considerable advance explanation from the seller and trust 
from the buyer. The difference in marketing products and services often creates confusion for 
design firms marketing a service that ends in a product, such as building, road, electrical system, 
or a site plan.
"In fact, documented research indicates that design buyers depend on the honesty and integrity 
of the design firm to ensure that service is rendered on time, within budget, and with an 
acceptable degree of quality "..(Marketing for design firms in 1990,s)
"Trust is No.1 ingredient" in selecting professional architects, engineers, planners, landscape 
architects. Eighty-eight percent of the surveyed agreed. According to participants in the study, the 
following criteria were also important in their selection process.2 

« The ability to get job on time(56%)
« The ability to get the job done within budget (35%)
•  The technical experience to get the job done effectively and competently (41 %)

The importance of technical experience averaged a high 74% among respondents dealing with 
complex building types.

Importance of marketing.

Many individuals who have not previously been exposed to professional care- and indeed many 
individuals who have been repeatedly exposed to professional care -are  apprehensive, nervous, 
highly impressionable, and awed by the professional. Many clients and patients are intimidated by 
the use of professional jargon; to an unsophisticated client, the message of what you are telling 
him may very well be how little knowledge he has. The client may have anxiety about the fee that 
he will be charged, and, most important, about the quality of service he is receiving. He has no 
way of judging a professional in a discipline he is not familiar with
With all the fears and apprehensions of a client, it is important that a professional present a 
confident (marketing), self assured (marketing), assertive (marketing) approach to his client’s 
needs. Persuading a client to do something would be in his best interest requires both empathy 
(marketing-feedback), and communication skills (marketing). Selling has been referred to as "the 
art of persuasion”.

2 Pickar, Roger L; Marketing for design Firms in the 1990’s. American Institute of Architects Press 
,1991.pg-2
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2.2; Some of the benefits of marketing:3 

Produce higher profitability.
A marketing plan helps focus a firm’s resources on the most profitable potential markets or 
clients, which can significantly increase the firm's profitability. For instance clients that provide 
repeat work increase the business base, while reducing the cost of marketing competitively to 
attract new clients. Increasing your firm's sensitivity to a particular client through repeat work also 
makes it possible for you to render services to that firm more efficiently and profitably. In another 
scenario, a firm could target only corporate high-tech jobs where margins of profit tend to be 
higher. If many such jobs were targeted, familiarity with key issues of high-tech work would 
increase a firm’s efficiency in marketing and project management.

Increase organized efficiency:
Marketing planning encourages a company to think about such issues as growth financing, 
financial planning, personnel planning, and bonding. Knowing what work is being targeted and 
persued gives company leadership the chance to make educated financial and personal 
decisions.

Make the firm more competitive:
Firms with successfully implemented marketing plans are more confident and aggressive in 
pursuing potential clients because they know where they are and where they are going. A 
focused marketing plan usually makes a firm better able to deliver its services profitability. This in 
turn provides the confidence to create tactics that give the company a competitive advantage.

Provides greater opportunities: :
Because firms with good marketing plans concentrate on locating and responding to needs in the 
market, their chances of finding the most stimulating and most profitable opportunities are greater 
than those of firms who lack in planning and marketing .Marketing planning can offer enormous 
benefits to a design firm. To engage in marketing planning successfully however, requires over
coming some obstacles.

•  It takes time to develop and implement plan.
• It takes discipline to move forward constantly, especially in areas of limited familiarity.
» It requires ongoing evaluation, which takes considerable objectivity.
•  It sometimes appears restrictive, causing a firm to lose what might appear to be 

opportunities.
•  it breaks the comfortable, old intuitive pattern of reacting to new situations. That these 

reservations are minor as compared to the benefits of engaging in marketing planning will 
become clear in the following chapters. These will detail ways to develop, implement, and 
continue to make use of marketing planning.

A very good example to illustrate these points would be Gensler, one of the world’s largest 
architectural office, they been using and have been benefited by Intranet and Internet for nearly 3 
year now. Gensler Intranet provides them to create a database at a centralized location, where 
the firm can store business practices information about its many practice areas. This helps them 
collect benchmarking information for each practice area and develop common practices, which 
benefits the next team doing the job in that area. Gensler is so big and spreadout, and has so 
many projects which are in pipeline. In situation like this having a web site, which displays a list of

3 Pickar, Roger L; Marketing for design Firms in the 1990’s. American Institute o f Architects Press 
,1991.pg-21.
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all the projects being done by Gensler gives an overview to the employees also as to where the 
company is heading. This is one of the way that help’s Gensler to increase the enthusiasm in the 
employees and keep them aware of what’s happening in the company. Thus making them aware 
they are the part of the big firm and not restricted to their branch offices. Because of the Internet 
the work is not restricted to offices locally but can be shared in different cities. It goes on to show 
how technology can be used to increase the required organized efficiency in the firm. It also 
demonstrates the point that a firm like Gensler can now show the strength of the company in a 
united manner. Though separated and having branch offices all across USA (16 of them) are still 
connected and can work together to complete a project with the help of Intranet. This gives them 
a greater edge than their competitors when it comes to bag a project.
Similarly because of the use of Internet they can branch their offices to more and more cities i.e. 
geographical locations and still be connected to the main office at all time. This will help them 
increase their territory"of acquiring jobs and provide a wide opportunity.4

Change in Advertising Revenue Mix from 1975 to 1995.

In time, growth in Internet advertising/ marketing will likely nab spending from other media.. 
Forester research believes that newspapers will be affected the most, followed by yellow pages, 
then radio, and finally, TV.
Forester notes that classified advertising/marketing carries the greatest risk because the 
distribution/access for classifieds ads benefits most from the strength of online features; search 
function; rapid change/updating; and availability of local/personal information.
Figure 2.1; Traditional Advertising revenue to be lost to Internet.5

4 Http://www. atsummit. com/frame, html
5 Forrester Resarch; The Internet advertising report, 1999, pg3-14/16.

Http://www
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Table 2.1
Forrester’s View of percentage of the traditional advertising revenues to be lost to internet 
advertising.

j 1 1996 : 1997 I 1998E || 1999E 26661 ! 26616 |I Newspaper |  - - 1.5% 1 3.7% 7.6% 3 10.5% 3l f v  1 -  ; - j - 1" . ! 6.1 i 0.3 ji Radio if- jE Z Z Z Z l l - 1 - 1 6.4 10.8 |i Yellow Pages || - - . . I 0.4 i i . 3.4 , I[5.1 • I
Total Media * ||- j - I 6.9 $ 2.2 4 .5 ............ 1 6-8 . . j
Source: Forester Research ‘ Includes other media not explicitly listed. E= Estimate . . . . . .  i

2.3; Promoting Web sites with other media:6

The cross-fertilization between a company’s web site and their traditional marketing media is very 
important to the success of the web site. A company’s URL and e-mail address should be placed 
in every print-media, advertisement, magazine, newspaper, newsletter etc which the company 
exercise. The Internet providers an exciting and enjoyable experience for most users-those that 
might ignore the information in your more traditional print ads may be intrigued with seeing your 
web site. Also, the presence of Internet addresses for your company, even to those who don’t use 
the Internet. Other media which can be used to promote a company’s Web site include the 
following. :
Your business card 
Radio spots 
TV commercials.

6 Jan Zimmerman, Jerry Yang; Marketing on the internet1999;pg89
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2.4; Integrating marketing and marketing on the Internet

The Internet appears to have destined to have a far-reaching impact on marketing because it has 
the potential to affect so many different areas of marketing and sales activity. The nature of this 
impact will take time to unfold, partly because of the continuing evolution on the Internet 
technologies and because marketers are still very much in the early trial-and-error stages of 
exploration. This chapter provides an overview of some of those efforts, along with a conceptual 
overview of where marketing on the Internet fits into the portfolio of tools available to the 
marketers. It also identifies some key milestones for the further development on interactive 
marketing based on the Internet platform.
The single most important concept that marketers must master is that the Internet is about 
choice. Users choose the web sites that interest them. If they are not interested they click to the 
next site. There is not one Internet, but a separate and unequal Internet for every user: an 
amorphous network of personal networks.
Marketing on the web is not just about marketing and distributing messages. It’s also about 
building customer relationship, efficiently delivering marketing messages to appropriate 
audiences, and creating mass customization and interactive/ direct marketing. The marketing 
opportunity on the web is very different than it is for other media. Internet marketing is more 
robust than radio or television marketing. Through the Internet people can receive a very 
personalized information (custom made information as desired and delivered to suit an 
individual’s needs), offered in an intriguing way, with new and rich measurements opportunities 
(as good as direct mail, but without waiting for the post office)
The world wide web is a vast network of documents that are linked together; a set of protocols 
defining how the system works and transfers data; a set of conventions; and a body of software 
that make it work smoothly. The web uses hypertext and multimedia techniques to make the 
Internet easy for anyone to use, browse, and to contribute to;
The Web is non-linear by nature and by design-you can jump from topic to topic, document to 
document, and site to site all over the web. On the web, any page is an entry point and can be 
used to navigate to others. Traditional written materials take a more linear approach to 
information, whereby one moves sequentially through a document. On the Web, individual 
readers will not be following the same structure of information in the same way.
The Web is a wide-area hypermedia system aimed at universal access. One of it’s key feature is 
the ease with which an individual person or company can become part of the Web and contribute 
to the Web.
The World Wide Web began at the European Laboratory for particle Physics (CERN) as a way of 
building a system of linked, distributed hypermedia-linked multimedia. Physicists were able to see 
models and images along with the text, and those files could reside anywhere on the web.
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2.5; Strengths and Weakness of Internet marketing:

How the Internet Helps marketers:
•  The Internet provides facilities direct interaction and communications with sales 

prospects and customers. It is a potentially ideal for relationship marketing.
e Internet users choose the marketing messages they want to see-they are very involved in 

the sales product.
® The Internet provides a channel for instant customer feedback, making it well suited for 

providing customer services that extend the loyalty, and lifetime value, of a customer.
•  Web sites can offer much more in-depth product information than a print or broadcast as, 

and can be changed on the fly.
• International sales are tantalizingly easy via the Internet, especially for digital products 

and services.
@ Electronic media are cheaper than paper and postage.

Limitations of Internet marketing:
•  The Internet audience is not very broad.
a The Internet is not effective for broadcasting. It is not generally not best-suited for 

fostering brand or company awareness.
a Audience measurement and tracking standards are not yet well established for the 

Internet.
•  Searching and navigating on the Internet is still often confusing to “ average” 

consumers,making it more difficult to consistently locate specific services/ product.

2.6; E-Marketing vs. Traditional Offline Marketing7

The experts at Message Media appreciate the nuances of online and offline marketing. They also 
know how to bridge the two.
This can be used as a quick overview over the two.
Traditional "offline" marketing features:

» Materials are expensive to produce
» Slow cycle times—several weeks required to produce and execute a campaign
•  Typical response rates of direct mail are 1% to 3%
» Slow response cycles— responses can occur over several weeks
« Direct marketing analysis and data must be transferred and re-keyed between systems 

E-marketing campaign features:
9 Inexpensive to produce, large cost savings
•  Fast cycle times— days to produce and execute rather than weeks

7 http://www.messagemedia.eom/sc/ecampaign.shtml#two

http://www.messagemedia.eom/sc/ecampaign.shtml%23two


Designing web site for ARCHITECTS 17

•CHAPTER 3: CONTENT OF A WEB SITE:

3.1; introduction.

After understanding about the various
» Benefits of Marketing to an Architecture Firrh?(i.e. the purpose)
• The role of the company web site and its Intranet benefits to the company, in providing 

confidence among its existing and potential clients?
» And also other benefits like inviting the best of talents from different places for employment, 

projecting the vision of the company, connecting the entire branch offices etc.

It can be concluded that marketing is about providing information to everyone who needs it and a 
complete information, which in terms of a Web site becomes the Content part.Solid content is of 
utmost importance in keeping the interest of visitors to your Web site.

3.2; Elements used for displaying marketing on a web site.
The following elements which form the part of CONTENT help, to try and understand 

. e How should the information be displayed and what kind of information should be included in 
content?

Following is a display of list of all the elements with respect to CONTENT followed by
•  Definition and
• An example displaying the way these elements are categorized. These examples also act as 

key to the chart for Content, which continue and
•  End with an analysis and a brief summary.

» Services
• Projects

» Description 
e Cost

The chart is a way to display the survey, which was conducted to understand the different ways 
web sites, have dealt with these elements.

Some of the basic elements which are always present in a web site are not considered in the 
comparative chart to keep it as simple as possible.
Like:
Overview 1

•  History of the firm.
» Firm Profile.
• Office Locations.
•  Design Methodologies.

Projects
Opportunities
Contacts
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3.2.A; Navigation:
For any web site irrespective of whether it is architectural or not, it is very important to have a 
navigation pattern defined. The web site should be able to give the user, all the necessary 
information for which the user has logged on the web site in the least number of steps.
It can be said that if the user does not click on help button to retrieve the information he/she
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3.2.B; Services:
Most of the people visiting an architectural web site have a prior idea of what kind of service they 
are looking for. In order to ease the navigation and help reach that potential client to its 
destination in minimum steps it’s necessary to have all the services provided by the firm at the 
very beginning under a separate section. In a way they can directly access their field of interest 
and then can be guided to projects under that category.
Therefore having a link to the area of services from the main interface page is important.

Name of the Column 1 Categorized Under
Services Yes “1 No

mcomc hs-wf«gfr>

* ~ * * , ‘’  *"u ‘  -  
* * * * * « « « « 4tWHH.-t.wm

* " •'*■*<0**1  TW  ̂ i  km'uy
’1*^0. » t» cae^v, *6oU-™  aBapcsrsfraspr »x 

r ~  S S S y i E S F 1"  J

Today’s Architectural offices 
provide more than just 
architectural services.
If all the services provided by 
a firm are displayed at a 
glance to the potential client, 
he/she can utilize them more 
effectively.
Since the web site shows a 
bar of different services 
provided by the firm the table 
will display it as "YES"

No:
Sometimes the web sites do not display anything as "SERVICES" but only different projects 
categorized under different names. Under this situation I have categorized the firm under "NO*
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3.2.C; Project description:
Once the potential client understands what kind of services the firm provides, the next step would 
be to guide the client to projects under that category. At this point a potential client might have 
questions in mind, like.
• What is the project all about?
• Where was the project executed, and all the necessary statistics related to project like cost of 

the projects, duration of the project etc?
• The way the company executed it? (methodology)
Therefore it becomes very important to understand
• The way the web sites describes their projects on Internet?
• Whether the web site has been able to give all the information what a potential client may

need?
Assuming myself as a potential client I have tried to categorize it under “YES and “NO” depending 
upon whether they provide with al information or not.__________ _____ ____________________

Name of the Column
Description

Categorized Under
T ncT

Yes:

ctnfceix* xtfCTetu WT u * * n w * f * #  t i tw . t t r t n i  mmp**** Whit******** * i#*’
Wl***►*£>>I i tm: -0»
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>.*w 4̂ ^  f«Wv«  , W,

B-» U*«• Vw* .Wtfl •iwfr-.ke. » »

Ij tfcas 1-4 !ic«My;»ei k'tfjB r e  t* i#  ifcr

If a particular web site 
displays a description of the 
project displayed on the web 
site, then the table displays 
"YES".
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No:

.!TV—  _______________________________ _ _ I
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If the web site fails to provied 
all the information the table 
will categorize the web site as 
"NO".
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3.2.D; Cost:
As described earlier cost is an important piece of information, which can build confidence among 
the potential clients. It shows how big or small projects the company has executed.

Name of the Column | Categorized Under
Cost “ I Yes “ I  No

L --------------------------------------------------------------------------------------------------------------------------------------------------
Yes:

■ * »  v * «■* > ,*,
\pfc, *««(-♦ It-

C<k> t9U-» =V •'M6

Displaying the cost of the 
project gives the potential 
client an idea of the range of 
projects handled by that 
Architecture firm.
As you see since the project 
description includes the cost 
of the project, and therefore 
this web site would be 
categorized under "YES".
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3.2.E; Duration:
As described earlier duration is also an important piece of information, which can build in 
confidence among the potential clients. Just understanding the range of cost of the projects, 
which the company has executed, does not satisfy everything. Even if the project has been 
executed its important to know how long did the company take to complete it. It can demonstrate 
the potential client, irrespective of how big and long the project may be the company has the 
ability to work consistently and complete within the dead line.
I have categorized this piece of information in a simple “YES” or “NO” category
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3.3; Survey Objectives:

A part from just understanding what content should form the basis of a web site, it is equally 
important to understand how to display it. One of the objectives of the survey was to

•  Understand the way web sites have been designed and whether they have produced all 
the information or not?

» Shortlist of those firms benefited by their website and then analyzing the website on two 
levels
•  Content
•  Design

Method used for the survey:
•  A survey was conducted by e-mailing a questionnaire to each firm. The email was sent to 

one of the responsible (responsible means anyone who heads one of these position 
Principal, CEO, Marketing coordinator for the firm, Partner) members of the firm. Approx. 
180 emails were sent.

. •  The web sites are analyzed by visiting each of them individually and understanding the 
way they have designed on the basis of

1) Site design.
2) Display of the site Content.
(The firms with Grey background are the ones, which have been benefited and have replied by 

an email)

•  List 1) Includes randomly chosen architectural firms from San Francisco, San Jose, Los 
Angeles.

(Source: www.architectsusa.com) total numberi 10
•  List 2) Includes top 100 Architectural Firms.

(Source: World Architecture magazine Dec1999-Jan2000) Total number: 60

Result from the survey:
•  A list of Architectural firms, benefited from their Web site

Analyzing these to help design my final product (benefited means acquired response from outside 
world for various purposes like: employment, acquiring jobs, transferring documents between 
various branch offices or clients, presentation, launching new field of practice etc)
(Source: email received from these offices)

Response rates:
•  Not quite good from list 1 : Of the 110 questionnaire emailed, response rate w as: 8%
• Satisfactory results from list 2: Of the 70 questionnaire emailed, response rate was :28% 

All the respondents were the responsible people of their respective firm.

http://www.architectsusa.com
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Table 3,1; The following is a list of architectural offices selected from different Cities. 

This Chart display the survey conducted to understand the Content of each website:

Name of the firm I Navigation Services provided by | 
the firm

Project
Description

Cost of Project j Duration of 
the project

Remarks > |

Gur-Arye, Alan, Architect Easy No No No No Poor
Artech Design Group, Inc. Easy Yes Yes No No Not satisfactory, Nice idea(.PDF) |
Bellomo Architects Confusing No No No No Not architecture j
David Baker Associates 
Architects

Confusing Yes Yes | No No Information bombarded at initial stage itself. |
I

Ellerbe Becket Easy Yes | No No No No detail info..very general
Frederick C. Gibson, 
Architect

Easy Yes No No No Poor site..may be frontpage.

Glenn Robert Lym Architect | Confusing No | Yes No No j Not at all impressive ()
Lupinsky & Assoc Confusing Yes No No ■No Poor site..may be frontpage.no detail info
MBH Architects Easy Yes Yes ■ No No Very clean design..lacks in info _ j
Pacific Design Architecture Easy Yes i Yes Yes No Not very impressive.no detail info
WHL Architects*Planners, 
Inc.

Easy | Yes No Yes No Not a typical design firm..specializing in I
aerospace |

Architectural Imaging Easy Yes No No No Rendering service for architects
Architecture & Planning Easy Yes No No No Very general info.not much use
Asian Neighborhood 
Design -

Easy Yes Yes Yes Yes Nice info.images could have been of 1 |
size, (overlap) i

Backen Arrigoni & Ross, 
Inc.

Easy Yes Yes No Yes Not an effective design though very nice info '

BCV Architects Easy Yes Yes No No Could be better with a bit more info.
Bridges Architecture Confusing Yes Yes No No Could keep the same interface concept but can i 

improve. ' l
BSA Architects Confusing Yes Yes No | No Not designed effectively i
Carleton, Thomas J., 
Architect

Easy Yes Yes No No Not impressive.uneccessarily scrolldown.

CRJ Associates Easy Yes Yes No No need to improve on interface.(blue) i

Del Campo & Maru, Inc. Easy Yes Yes Yes Yes Link to next and back in internal pages.
FACE Architecture Easy Yes NO NO NO Need to improve on images quality and info.
Frank, Goring & Straja 
Architects

Easy Yes Yes No No Need to give a link to next and back proj j
i

Holscher Architecture Easy Yes No No No Make intranet link active.poor image quality i
Integrated Designs by 
SOMAM

Easy Yes Yes No No Link to next and back proj gd.uncessary scroll; 
on interface.more info needed. '

Jonathan Cohen and 
Associates

Easy Yes Yes No No 2 scrollbars(-ve), portfolio(.pdf)gd idea.QTVR gd 
.poor image quality

Jordan Woodman Dobson Confusing Yes Yes No No Nice idea of navigation on the side.option to gp 
from anyproj to any proj. :

Key Architecture Confusing Yes No No No Very poor site, no proper links, no info, poor
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Name of the firm Navigation Services provided by 
the firm ,

Project
Description

Cost of Project Duration of ! 
the project

Remarks

Korn berg Associates Easy j Yes Yes No No Unecessary scroll down, no complete info, , |
projects not categorized ' j

Kotas/Pantaleoni Architects Easy ! No Yes No No Under development, no history, no info, nice ' 
idea of pop windows for pro] I

Levy Design Partners Easy
------------------------------------j

Yes No No No detail proj info, poor images, poor interface!
Loving & Campos 
Architects Inc

Easy Yes Yes No No Unnecessary scroll, no detail info,
' j

Page & Turnbull, Inc Easy Yes Yes ; Yes No Nice navigation bar,nice grapfics. i I
Payson, Karin, architecture 

_+ design
Easy Yes Yes No No I Unnecessary scroll b a r, diff fonts(-ve), client ; 

pages(+ve)
Philip Banta & Associates Easy No Yes No No Links to pages under const. i j

No ingo on firm, or proj, or anything. j ]
serrao design/architecture Easy ; Yes Yes No No | Unnecessary scroll bar, no logo on internal ' j 

pages 1
Solomon Architecture and 
Urban Design

Easy Yes Yes Yes No Unnecessary scroll bar, gd .PDF.file for proj ; |
_____________________ ______________________ j

HNTB Architecture Easy Yes Yes Yes Yes. | Lot's of services, FTP, good info j
Robert L. Earl & 
Associates, Inc.

Easy Yes Yes No No No links to home page from internal pages j
............ ’ .... ...____L _

Axcess Architects Easy No No No No No info except for some nice flash j
Danielian Associates Easy Yes Yes Yes No Unnecessary scroll bar, no detail Info. ;
EnviroTechno Easy Yes Yes No No Unnecessary scroll bar, no detail info.links |

missing, no link to come to the home page form j 
internal pages. 1

Felhandler, Steeneken and 
Wilk, Architects

Easy Yes Yes No No Unnecessary scroll bar, no detail, (+ve)pt site ' 
overview. ,

Hastings Partners Inc Easy Yes Yes No No No detail info, Unnecessary scroll bar , j
Jack Bouvrie International 
Architecure

Confusing No No No No | Only images no info.no link to homepage |

MGA, Inc Easy Yes No No No No detail info, \
Philip edmonson Easy No Yes No No No detail info, mostly under construction.
PK Architecture Easy Yes No No No Only images, no info, ,
Prats/Coffee Architects, Inc Easy Yes Yes No No Unnecessary scroll bar, neither proper info nof 

images. i
1 APEC Architects Planners 
Engineers Constructors

Easy Yes Yes Yes Yes Unnecessary scroll bar, not structured properly.
-!

ACG Environments Easy Yes Yes No No Unnecessary scroll bar,images too large.Proj j 
desc- Sometimes 1

Atlaschi + Hatfield 
Architects, Inc.

Easy No No No No No info, broken links j

Bahr Vermeer & Haecker Easy Yes Yes No No Feeback form(+ve)S
Bastien and Associates, Inc Confusing Yes No No No Lots of general info, nothing detail nor images:
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. . -.._  - -.. '
Name of the firm j Navigation 1 Services provided by

j the firm
Project j Cost of Project |
Description j

Duration of { 
the project

Remarks ■ j1
Behr Browers Architects, | 
Inc |

Clear j  No Yes 1 No | No Only images, no info, jl

C DS Architects Easy j Yes No | No No Could provide some info, no target audience. ?

Charles Walton Assoc, Inc Easy j Yes Yes jY e s Yes Could improve on interface design, good li
content

delineation»spatial desian Easy 1 No Yes j No No Could improve the navigation part ....... ..........j
Development One, Inc. Easy J No No 1 No No Could provide some info, provide std image size j
Donald Krotee Partnership Easy jY es Yes. j Yes Yes j Misses the link to home page from internal.proj, j 

desc-gd format 1
Douahertv + Douahertv Under construction part of the web site, but existing is a good design and provides sufficient info ------------------ ---------  ------

Fredrick Robert Associates, 1 
Inc.

Easy Yes No | No No | Only images, no info, : j
Garo V. Minassian/Architect Easy No Yes ! No No No info on firm, no detail info j

International Parkina 
Desian 1

Easy Yes Yes Yes Yes Simple site, provides a lot of info j j
Kirkpatrick Associates 
Architects

Easy ! Yes Yes No No 5 Need to improve on information about the 
project, but facilities like intranet, video, office ; j 
img.etc.lmpressive j i

Kluaer Kollin Architects.lnc Easy No No No No No info on projects/ images 1

: L.Barlow & Company Confusing No No No No Not informative on proj,ser,firm \

Lanqdon Wilson 
Architecture Plannina 

i Interior

Easy | Yes No No No Does not stand to its image,of an int . j
firm$12billion ‘ j

Lawrence Scarpa Architect Confusing 1 No Yes j Yes No Should be deign with more clarity in what the y | 
want to convey. : i

Lorcan O'Herlihv Architects Easy No Yes No No Buttons should not be vertical, need more infoj |

Perkins & Will Easy - | Yes Yes No No Could provide some more img for proj „ f I

Perkowitz+Ruth Architects Easy Yes jYes No No No info on proj. i j
Robbins Joraensen Easy Yes Yes No No Need more ing to explain,text shld be more j j 

clear : IChristopher
SPF Architects Easy 1 No Yes No No Improve on interface page I
Stephen Woollev and . 
Associates, Architects

Easy Yes Yes No Yes 2scroll bars(-ve) i
Teiaer Architects Easy No Yes No Yes No info on roj i I
Wimberly Allison Tona & Easy Yes Yes No No Need more info on proj, and interface proj j
Goo
WWCOT Easy No Yes Yes Yes Text font to be more clearer

Bert Lemke Desian & Build. 
Inc.

Easy Yes No No No I No examples of serv, nor proj, or o firm jV
Quintessential Forms 1 Easy Yes Yes No No No info on firm profile. ) |

Daniel Matthew Silvernail 1 Easy 
Architect j

Yes No No No No info on proj j
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1
Name of the firm Navigation Services provided by 

the firm
Project
Description

Cost of Project j Duration of 
the project

Remarks ' 1
1 |

Thacher & Thomoson 
Architects

Easy Yes No No No No info on pro] | |

The Steinbera Group Easy Yes Yes No Yes Provision of intranet.gd, nice sound and small l 
ani. ; 1
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Table 3.2, Survey of toplOO architectural offices selected from World Architecture magazine

This Chart display the survey conducted to understand the Content of each website:
Name of the firm Navigation Services 

provided by the 
firm

Project
Description

Cost of 
Project

Duration of 
the project

Remarks

Coooer earn/ Easy Yes Yes No No Simple and nice.
Coraan Associates Easy Yes No No No No info on projects, nice interface.
Development Desian Group Confusing Yes Yes No No Projects not categorized by services. Pr image
DLR aroup Easy Yes Yes No No Need some more images
Einhorn Yafee orescott 
Architecture& Enaineerina. PC

Easy Yes Yes No No Improve on img and number also

Ellenzweiq Associates Easy No Yes Yes Yes Simple and nice
Ellerbe Becket
Fannina/ Howev Associates Easy Yes Yes Yes Yes Interface could be a bit more simple
Fentress Bradburn Architects Easy No Yes No No No detail info on proj.
Flad & Associates Easy Yes Yes No No detail info on project, gd structure, navigation 

very efficient
Flansburah & Associates Easy Yes Yes Yes No No detail info on project.
Fletcher Farr Avotte Confusing No Yes Yes No Unclear structure of internal pages.
FRCH Desian Worldwide Easy Yes Yes Yes No Nice concept for a site, but very less info on proj
Gensler Easy Yes Yes Yes No Nice idea to access detail info on a project if 

needed.
Gould Evans Affiliates Easy Yes Yes Yes No Nice idea to have a search button in a web site. 

Need more info on proj
Griswold. Heckel & Kellv Associates Easy Yes No No No No info on proj, but a huge list of clients.
The Jerde Partnership International Easy Yes Yes Yes Yes Would be nice to see atleast the list of all 

projects if they can's display all.
RMJM Easy Yes Yes No No Need more info on proj
Gruzen Samton Architects Planners 
& Interior Desianers LLP

Easy No No No No No info on proj, but a huge list of clients.

Hanburv Evans Newill Vlattas & 
Comoanv.

Easy No No No No No info on proj

Harv Holzman Pfeiffer Associates Easy Yes Yes No No No detail info on project
Haves. Seav. Mattern & Mattern Easy Yes Yes No No Huge office, so may be info on proj not needed.
Harlev Ellinaton Desian Easy Yes Yes Yes No Nice approach of describing /explaining a project.
HDR Architecture Easy Yes Yes No Yes Need to improve on interface does not reflect the 

img
Heerv International Easy Yes Yes Yes Yes Need to improve interface, and the text font
Hill Glazier Architects Easy Yes No No No No detail info on projects, need to give buttons 

linking int pages fromint pages
Easy

j_ _ _ _ _ _ _ _ _

Need some more info on proj. complete screen 
not used(-ve)



Designing web site for ARCHITECTS 30

Name of the firm Navigation Services 
provided by the 
firm

Project
Description

Cost of 
Project

Duration of 
the project

Remarks

HIM  Design Easy No Yes Yes Yes Neat, independent websites for selected pro], 
web cam to show actual works, complete info 
plans,elev.etc.

Gruzen Samton Architects Planners Easy No No No No No info on pro], but a huge list of clients.
Wilson Mason & Partners Under Construction I
Burt Hill Kosar Rittelman Easy Yes E
Juno Brannen Associates Easy No Yes No No Need more info on proj,
Kallmann Mckinell & wood 
Architects

Easy No No info either on proj or on firm is present;.

Kaplan Mclauqhlin Diaz Easy Yes Yes Yes Yes Need to have a link taking me to the next proj.
Karlsberaer Comoanies
LMN Architects Fe^ v P ^ T " Yes Yes Yes Need more img on projects.

Michael Graves & Associated 1 Under construction 1
RTKL International Yes Yes Nice web site., but would be helpful to read some 

more info on proj
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3.4; Analysis of the Content Chart:

•  Projects not categorized under the various services the firm provides.
» Since most of the web sites are still designed by architects in house, who do not seem to

be professional designer, as most of them do not even utilize the whole screen.
« Lack in the use of complete screen (horizontally only 3/4th of the screen have been 

designed) has led to put the data in a manner whereby it becomes necessary, to scroll. 
Unless and until necessary scrolling should always be avoided.

• If 2 or more frames are used in a page only one should have a scrolling.
» Links are missing on lot of occasions, and very few web sites infact do not even have 

links connecting the next project. ' -
•  Many web sites lack in providing any kind of information on projects displayed on their 

web sites.
•  Lack of web designing skills have led to display a lot of information on the very initial 

stage of the web site, rather than systematic display of same.
•  One outstanding difference between Top 100 architectural web sites and the other web 

sites of architects selected from different cities is in the form of display of images. The 
good web sites i.e. top100 (mostly) display images of same size, can be thumbnail and 
then when clicked show bigger images.

•  Just by displaying images will not serve the whole purpose of impressing clients so 
having project information supported by images is very necessary.

» Most of the web sites do not have a similar pattern of design for internal web pages, 
thereby making every page look like a mystery and can be frustrating at times.

» Should provide an in-depth information of not only about their projects but also about, 
their firms especially.

« Information should not be, bombarded but the visitor should be given the choice to enter 
the avenue of his interest and then information should be provided in a systematic way.

•  Lot’s of companies had missed upon supplying key information about their projects like
• Cost of the project

. •  Duration of the project.
• Achievements in the projects.

>  Project reference number, incase if more information is asked by a potential client, 
this will guarantee the right information is given back.

e- Very few web sites actually had any kind of feedback forms in their web sites.
« Ways to contact should be given priority, as fast and easy interaction between the client 

and the firm is the main benefit of having a web site.
•  AH the job opportunities displayed on a web site should have job number to create less 

confusion between probable future employee and the firm.
•  Always link the main interface page/ Index page/ Home page from internal pages.
•  Designing vertical buttons should be avoided completely, as it becomes difficult to read.

•  If website is under construction or not yet developed completely, directing traffic towards 
it would send a negative message to users.
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3.5; Summary for Marketing Chapter:

To find a niche in the market place of 200Q's firms must have marketing programs that take a 
proactive stance. Ever changing markets, less explosive growth, and increasingly more 
demanding clients in the 2000’s require the development of responsive, workable marketing 
programs. A simple, flexible system of marketing planning will allow smaller companies with 
limited time and personnel to develop and use marketing plan efficiently.
Professional managers know that planning is the key to stability and growth. They also know that 
a market and the revenue derived from it are the only reason for the business's existence.

A successful marketing program can stabilize a company's job base and help them survive tough 
economic times.
Serious Internet marketing is barely 3 years old.
The internet can be utilized to varying degrees for an entire range of advertising, sales, and 
marketing activities that promise to extend a company’s relationship with its prospects and 
clients. Still Company’s existence can be enhanced using the Internet. Web site tracking and. 
measurement is still relatively new, but a number of serious efforts are well underway to create 
viable standards, credible audit. Currently, Web sites are generally best suited in conjunction with 
conventional print and television media to offer a complete spectrum of marketing options. By 
listing URL addresses in conventional media, as well as by using banner ads in high traffic online 
locations, advertisers can drive meaningful levels of involved user traffic to Web Sites. Within web 
sites, development of improved interactivity through utilization of online database features and 
enhanced communication feature promises to make the Web environment more compelling in the 
short term in the long term, use of Java and Java like features will also make Web sites more 
engaging to users. ’
Perhaps a more important key to success is to see the Internet as the tool that it is, optimized for 
interaction and communications, not mere presentations of text and graphics. Marketers who 
grasp this basic principle are most likely to succeed; as the Internet continues to unfold.

Some of the other benefits of marketing (having a web presence) are: <
®- Having a web site reinforces the message that a firm can do the right job to the potential 

clients.
» Make the existing clients feel better about their association with the firm.
•  Currently, the use of Internet is more for accessing information, finding everything from

driving directions, travel reservations, business-to-bUsiness products etc. This goes on to 
imply the point that Internet is being used an integral part of life to access information and 
therefore would be used in the future to look for professionals like Architect/Engineer/ 
Planner services. ~

•  The firms who know more about who their web site visitors are? And why they are there 
will win the battle. Every click on the web site can be tracked to attract that potential 
client.

• Use of web to share drawings among clients, consultants and other team members also 
is an incentive to have web site.

•  It’s a new way of showing company’s image to the world.
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CHAPTER 4: DESIGNING A WEB SITE 

4.1; INTRODUCTION

Once we understand what kind of content has to be put on the web site. It’s equally important to 
know how to display it. It’s very important to make the content look simple and easy to use, but 
impressive. To make this possible we use the different Multimedia elements.

Design Process/Using element to integrate the final product for the web.
Multimedia is woven, combinations of text, graphic art, sound, animation, and video elements. 
When vye allow an end user-the viewer of a multimedia project-to control what elements are 
delivered, then it is interactive multimedia. When we provide a structure of linked elements 
through which the user can navigate, interactive multimedia becomes hypermedia.
Although the definition for the multimedia is a simple one, making it work can be complicated.
Not only do we need to know to understand how to make each of the multimedia elements to 
stand up and dance but we also need to know how use to multimedia computer tools and 
technologies to weave them together. The people who weave multimedia into meaningful 
tapestries are multimedia developers.
The software vehicle, the messages, and the content presented on a computer television or 
screen-together constitute a multimedia project.
A multimedia project need not be interactive to be called multimedia; users can sit back and 

. watch it just as they so a movie or the television. In such cases a project is linear, starting at a 
beginning and running through an end. When users are given navigational control and can 
wander through the contents at will, multimedia becomes nonlinear and interactive, and is a very 
powerful personal gateway of information.
Multimedia is a very effective presentation and sales tools. If you’re being driven somewhere in 
the back seat of a car, you must remember how you got to your destination; but if you had been 
driven the care yourself, chances are you could get there again. Studies indicate that if you’re 
stimulated with audio, you will have 20% retention rate, audio-visual is up to 30%, and in 
interactive media presentations the retention rate is as high as 60%..

Jay Sandorri, Einstein & Sandom.

What we see on a multimedia computer screen at any given time is a composite of elements: 
texts, symbols, photo-like bitmaps, vector drawn graphics, three dimensional renderings, 
distinctive buttons to click, and windows of motion video. Some parts of this image may even 
move so that a screen never seems still and tempts to your eye. The computer screen is where is 
the action is, it contains much more than a message; it is also the viewer’s primary connection to 
all of your project’s content.

This chapter will help, understanding the visual elements that make up a multimedia screen.

Adding graphics, sound, databases action and interactivity to the web site.8

In order to experience the page the way you intend to, the visitor to the page must therefore have 
the, appropriate viewer for the type of external file you have offered a link to, and it must be 
appropriately added to that visitor’s browser configuration files.

8 Marketing on the Internet-chapter-?
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Keep in mind that from a business standpoint, it does no good to have pages that can glow,
' rotate, and beam down space aliens, if most of your potential customers are using last year’s 

variety browser- in fact, pages that are too cutting edge to display well on popular browsers may 
alienate potential customers.

The following elements, which form the part of MULTIMEDIA, help to try and understand
•  How to use these elements in designing a web sites and present the content?

Following is a display of all the elements with respect to MULTIMEDIA followed by
•  Definition and
• An example displaying the way they are categorized, which are supported by images. These 

examples also act as key to the chart for Design, which continue and
» End with an analysis and a brief summary.

These are the main elements that are used to design a web site.
Graphics:
Text:
Sound:
Animation:

The chart is a way to display the survey, which was conducted to understand the different ways 
web sites, have dealt with these elements.
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4.2; GRAPHICS.

Pictures and other graphics can provide a much more memorable visit to your pages than text 
files alone. And, of course, pictures can include text-with total control over the formatting, color, 
and layout, just as on a magazine page.
Graphics can provide an easy and accurate way to present your products and company. They are 
also useful for entertainment and to provide information to attract to your pages.
While there are dozens of graphics formats that can be used for digitally stored pictures, one is by 
far the most widely supported by browsers for online images (images that are displayed when the 
page is initially downloaded): GIF,. JPEG, which can store pictures with fewer bytes, is now being 
accepted by an increasing number of browsers.
Original graphics and picture files can be made using computer screen captures, scanned 
hardcopy images, video frame grabbers, digital cameras, and computer -generated graphics. 
(Such as Paint shop, Photoshop for example)

Scanned images.
If you have photographs or graphics on paper, you can use a scanner to copy them as digital 
graphic files. Scanners vary in the resolution they can scan (usually measured in DPI-dots per . 
inch), and the number of colors if any they can detect. As the number of colors and resolution 
increase, the graphics file size increases dramatically.

Video frame Grabbers.
Video frame grabbers are used with video cameras, camcorders, and videocassette recorders to 
capture still pictures. They use a combination hardware and software to capture one of those still 
pictures that make up a moving video picture. This picture is then uploaded to a computer as 
normal graphics file.
While not nearly as high in resolution as a page scanner, video frame grabbers do have 
advantages for some applications. One obvious use is for taking pictures at regular intervals to 
assemble into a digital movie. ,
The frame grabber can also be used to offer picture files that are updated on regular basis. Many 
companies are now showing frequently updated pictures of their offices, pets and mascots-any 
view that might attract some attention to their site and business. There are many marketing 
possibilities with this technique: For example, a mall developer could show daily updated pictures 
of the mall being built, in order to keep it on the minds of the vendors who might rent space, as 
well as to build customer attention and anticipation.

Digital cameras:
Digital cameras use electronics systems similar to those in video cameras, but store still pictures, 
or short sequences of pictures. These cameras use a variety of storage systems, usually 
computer memory-type chips that allow a limited number of images to be stored. The images can 
be displayed on TV screens or printed, and with most digital cameras, the pictures can be 
uploaded to a computer.

Computer-generated graphics.
Graphic programs are useful not only for developing graphic images, but for modifying pictures 
originally created and stored electronically by any other techniques. You can use these programs 
to add frames and text, to combine several picture and graphics files into one composite picture, 
or to do photo retouching and other alterations.
The graphics being displayed on the web are, in many cases, very well done. Therefore, it is 
worthwhile to get a graphics program that is as sophisticated as possible.
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Processing files.
Basic drawing programs allow one to work on small parts of a photo; graphics viewing/photo 
processing programs, on the other hand, often offer a collection of processes that can be applied 
to the whole picture to affect size, color and special effects.

Changing the image size to reduce the file size.
The limits of file transfer speed on the internet, especially at the user end, where many are still 
using 56,000 baud modems, puts a premium on carefully planned graphics that provide the most 
punch with the least load on the system. One good direct approach to reducing the number of 
kilobytes in a graphic file is to reduce the size of the picture. This can be done in several ways.

•  If there are many edges of the pictures that are not needed, the picture can be "cropped".
•  If the picture looks fine as it is, but is still too large, it can be squeezed. Graphics 

programs do this by removing pixels within the image according to some predetermined 
calculation.

•  Usually pictures are squeezed or expanded by the same percentage both horizontally 
and vertically, maintaining the "aspect ratio" of the original. Changing the aspect ratio can 
be helpful when working on the separate elements to be included in a composite picture. 
When working with picture of people, though you will probably need to maintain the 
aspect ratio.

Converting files.
You can work on your graphic file in any format that is convenient, but at the end of your work you 
will have to convert them into the popular GIF or JPEG file formats, for use on the web.

Presentation variation.
There are many ways to create variations in image presentations; these include interlacing, 
sizing, and transparency.

Interlaced images.
Standard GIF images can be converted to "interlaced" images. Browsers with this capability will 
load as interlaced image by drawing the image to the screen as a series of lines and spaces 
which initially look a bit like a view of the image through a set of Venetian blinds, until all the 
horizontal lines are filled in and the image is displayed. This method allows the person viewing 
the mage to get an idea of what the image is, and decided whether to wait and view the full image 
or to move on down the Web page to other section and pictures.
Image sizing.
Some browsers allow the horizontal and vertical image sizing to be defined in the HTML tag that 
calls for image, allowing the browsers to automatically re-size the image to match the defined 
size. This makes accurate page layout easier for the HTML author. It will also makes the viewing 
the Web page easier, since the browser will know how much space to leave for images as they 
are loading, and will lay out other elements accordingly.

Background transparency.
Image files are defined as rectangular. This means that if you are using an image that is not 
rectangular, a background will surround it, so that the full image lies within the rectangle. Non
photographic images are usually prepared with some uniform background color. It is possible to 
define the background color to match the Web page color used by the browser; in that case, the 
image appears much more as if it were printed right on the page, and gives more room for 
creative design and layout.
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Key for Table of design elements:

4.3; Images:
The truth with web graphics is that image can be stunning and communicate critical information, 
but if it's too big, the audience will never wait around enough to see it. Still images may be large, 
small or full screen. They may be colored, placed at random on the screen, evenly geometric or 
oddly shaped.
While reviewing these web sites I was trying to understand how effectively have the image been 
used. The ways they have been put on the net (thumbnails linked to full screen images or else), 
their quality, and also to understand whether the number of images are sufficient to explain that 
particular project.

Number of images/project:
I was trying to understand as to how many images a particular architecture firm display’s on their 
web site to explain the project effectively and whether those are sufficient.

1 Name of the Column : i
I  Images Sufficient | Few jj
1 No of images/project Just the number of images displayed for that particular project j
(* A detail description with example of what each term means is below)
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Name of the Column Categorized Under
Images j Sufficient Few
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Providing just plain 
information about the project, 
may not be helpful for a 
potential client to understand 
the project unless they are 
supported by images sufficient 
to support the description.
In the adjoining image the 
web site displays thumbnails 
and then shows enlarges 
images once clicked.
If this is the condition I have 
categorized under 
"SUFFICIENT"

Few: Some of the web sites provide 
information with an image or 
two. As such these images do 
not help much in providing 
any kind of information to the 
potential client.
A potential client will 
immediately feel the need of 
more images to support the 
whole description. Under 
these circumstances I have 
categorized it under "FEW".
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Name of the Column Categorized Under
Buttons Clear Hidden

Buttons on the interface play 
an important role as they are 
the guide through the web 
site. I have tried to categorize 
this in two columns as shown 
above.
The adjoining image shows 
how distinctively has the web 
site displayed the buttons.
If this is the case my table 
goes on to display as 
"CLEAR"
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Here a person visiting this 
web site might think that, the 
top images are the button 
(design group, incorporated) 
but once visited it is seen that 
the whole screen is one image 
and then as you move all over 
the screen it displays an icon 
of link(the hand) but in reality 
the link is just the central 
image.
This is an example where the 
button is not only "HIDDEN" 
behind an image but also is 
confusing.
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3.5; Text:

Today, text and the ability to read are the doorways to power and knowledge. Even a single word 
may be cloaked in many meanings so as you begin working with any medium it is important to 
cultivate accuracy and conciseness in the specific word we choose. In multimedia these are the 
words that will appear in the titles, and navigation aids.
As for this project I was trying to analyze just one point, whether the text is readable or not. Since 
all the web sites that I analyzed were architectural web sites, different font and different text size 
were used to design the pages.
Key for Table of design elements: (Text) ______________
| Name of the Column
j  Text 1 Readable j Not readable

.........  ............
I Readable:
As such no example can be provided, this section is pretty much self-explanatory. If the text on 

I the web site is easily readable my table displays it as "READABLE"....................................................................................................................................

Not readable: Sometimes we come across a 
site, which in the process of 
making it more attractive 
forgets basic readibility.
In the adjoining image the text 
is so small that a person can 
hardly make it out at first 
glance.
Conditions like this 1 have 
categorized under "NOT 
READABLE"
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3.6; Sound:

Sound is perhaps the most sensuous element of multimedia. It is meaningful "speech" in any 
language, from whisper to a scream. It can provide the listening pleasure of music, the startling 
effect of special effects, or the ambience of a mood-setting background. How you use the sound 
can make a difference between an ordinary multimedia presentation and a professionally 
spectacular one.
But just because we can add sound to the site does not mean that we should. It should be kept in 
mind that people have strong musical desires.
Hence while analyzing the web site I was trying to understand what kind of music have these web 
sites incorporated if they have and also whether they have an option to mute the sound level and 
also to look what more options we have when it comes to sound.

Links to sound file, inline or external are written in HTML documents in the same way picture and 
HTML document links are. The sound file’s filename extension indicates to the browser what the 
appropriate sound player program is. Commonly used extensions are .au, .wav, .snd.
For visitors to the web page to hear an audio clip, they must have the appropriate hardware 
usually a "sound card" and software drivers installed in their computers. This is becoming 
increasingly common due to the rise in the multimedia-equipped computers that contain CD-ROM 
drives and sound card.

Creating sound files.
Most multimedia computers are equipped with recording capabilities. They can be used with, 
microphones or other external sources such as tape recorders, most also have at least some 
minimal audio editing capabilities: sound can be strung together, shortened, overlapped, faded, - 
and echoed- after, or while they are being recorded.
They best way to keep the file size reasonable is to determine the lowest sampling rate, the 
sound capture programs provide a way to set this. That gives acceptable sounding results. Once 
this sampling rate is set you can determine how many seconds of audio you can fit into a file of 
reasonable size.

Continuous feed sound.
Another approach to delivering sound is to use a bit stream delivery system. With this kind of 
system, after a small initial set of data is sent, the user’ software starts playing the sound 
recording, such that while users listens, the sound data continues to feed. With such a system, a 
visitor to your site can listen to sound of unlimited duration. Bit stream delivery systems are being 
used to, among other things, offer real time transmissions of some radio station and network 
audio feeds.
For acceptable sound quality, these systems require that the visitor to your web site use atleast a 
14,400-baud modem, and a high quality connection. To offer such sound files, the server should 
have a large capacity and high-speed connection to the Internet.
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Key for Table of design elements: (Sound)

Name of the Column j Categorized Under
Sound 1 Yes No

YES: Because of the increasing

■ M I

the internet, some web sites 
have inserted music on their 
web site.
Still the reality being very few 
web sites have utilised the 
power of sound, and the one 
which have used have been 
categorized and displayed it 
as "YES".
Whichever web sites provide 
sound also provided the user 
an option to mute the volume.

NO: If the sound is not present, then I have categorized that particular web site under 
"NO". As to there is no sound present on the web site. ______ ______________
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4.7; Animation:

Animation adds visual impact to a multimedia project. With the increase in the modem speed and 
the processing speed of computers, a new generation of systems is becoming available to add 
movement, interactivity, and computer processing power to a Web page. This can take the form 
of movies, animated graphics, 3D navigation systems and the delivery of small programs to your 
computer giving your computer new processing functions. This can be accomplished in numerous 
ways, including the shockwave and Java.
You can imagine your whole project, or just here and there, accenting and adding spice. Visual 
effects such as wipes, fades, zooms, and dissolves are available in most authoring packages and 
some of these can be used for primitive animation. For example you can slide images onto the 
screen with a wipe, or make an object implode with an iris/close effect.
But animation is more than wipes, fades, and zooms. Animation is an object actually moving 
across or into or out of the screen; a spinning globe with a voice," shoot it now!". Until Quick time 
and Avi motion video became more commonplace, animations were the primary source of 
dynamic action in multimedia presentations.

Adding animation to the site can be great, but also can have the reverse affect by appearing 
gratuitous and/or annoying to your audience.

® Animation calls for attention to itself much more than static images on a page. So it 
becomes important, that the content of the animation is, in fact, something you want the 
most attention called to your page.

•  It's equally important to see that the animation loads quickly.
Therefore while analyzing the web sites I have tried to keep these certain points in mind. I have 
tried to understand where is the animation being displayed and also whether they pass on the 
right message or confuse the end user more.
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4.8; Video:

To this day, motion video is the element of multimedia that can draw gasps from a crowd at a 
trade show to firmly hold student's interest, computer-based learning project. Digital video is the 
most engaging of multimedia venues, and it is very important tool to bring computer users closer 
to the real world. It is also very effective method for delivering multimedia to an audience raised 
on television. With video elements in the project, we can effectively present our messages and 
refine the story, and viewers tend to retain more to what they see.
Standards and format for digital text, imagery and sound are well established and familiar. But 
video is the most recent addition to the elements of multimedia. And it is still being refined as 
transport, storage, compression, and displays technologies take shape in laboratories and in the 
marketplace.
While analyzing the web site I was trying to see if any of those architects have used digital video 
in their web sites, and if they have used in what context have they used and how is the quality?

Key for Table of design elements: (Video)

Name of the Column
Video | Yes No

Yes: Again this is a new concept of 
displaying video clips instead 
of images of the projects that 
have been completed by the 
firm.
Since it’s a very new concept, 
very few firms have them on 
their web site.
This is one of the examples in 
which the firm has displayed it. j 
In a situation like this 1 have 
categorized the web site under 
the column of "YES"
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No: If there are no videos present my table displays it as "NO"
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4.9;Survey for design part:

• Understanding the way architectural web sites have been designed? 
a Shortlist of those firms benefited by their respective Website and then analyzing the 

website on two levels, by visiting each of them individually and understanding the way 
they have designed on the basis of

1) Site designing.
2) Site navigation.

(The firms with Grey background are the firms, which have been benefited and have replied by 
an email)

• List 1) Randomly chosen architectural firms from San Francisco, San Jose, Los Angeles.
(Source: www.architectsusa.com) total numbed 10 

» List 2) Top 100 Architectural Firms.
(Source: World Architecture magazine D ed  999-Jan2000) Total number: 60

Result from the survey:
•• A list of Architectural firms benefited from their Web site 

Analyzing web sites of Architectural firms who have been benefited by their Web site (benefited = 
acquired response from outside world for various purposes like: employment, acquiring jobs, 
transferring documents between various branch offices or clients, presentation, launching new 
field of practice etc)
(Source: email received from these offices)

Response rates:
•  Not quite good from list 1 : Of the 110 questionnaire emailed, response rate w as: 8%
• Satisfactory results from list 2: Of the 70 questionnaire emailed, response rate was :28% 

All the respondents were the responsible people of their respective firm.

http://www.architectsusa.com
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4.8; Video:

To this day, motion video is the element of multimedia that can draw gasps from a crowd at a 
trade show to firmly hold student's interest, computer-based learning project. Digital video is the 
most engaging of multimedia venues, and it is very important tool to bring computer users closer 
to the real world. It is also very effective method for delivering multimedia to an audience raised 
on television. With video elements in the project, we can effectively present our messages and 
refine the story, and viewers tend to retain more to what they see.
Standards and format for digital text, imagery and sound are well established and familiar. But 
video is the most recent addition to the elements of multimedia. And it is still being refined as 
transport, storage, compression, and displays technologies take shape in laboratories and in the 
marketplace.
While analyzing the web site I was trying to see if any of those architects have used digital video 
in their web sites, and if they have used in what context have they used and how is the quality?

Key for Table of design elements: (Video)

Name of the Column
Video | Yes No

Yes:

K A  A  . ; \
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Again this is a new concept of j 
displaying video clips instead 
of images of the projects that 
have been completed by the 
firm.
Since it’s a very new concept, 
very few firms have them on 
their web site.
This is one of the examples in 
which the firm has displayed it. 
In a situation like this I have 
categorized the web site under 
the column of "YES"

No: If there are no videos present my table displays it as "NO*
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4.9;Survey for design part:

® Understanding the way architectural web sites have been designed?
•  Shortlist of those firms benefited by their respective Website and then analyzing the 

website on two levels, by visiting each of them individually and understanding the way 
they have designed on the basis of

1) Site designing.
2) Site navigation.

(The firms with Grey background are the firms, which have been benefited and have replied by 
an email)

•  List 1) Randomly chosen architectural firms from San Francisco, San Jose, Los Angeles.
(Source: www.architectsusa.com) total number:110 

•- List 2) Top 100 Architectural Firms.
(Source: World Architecture magazine Dec1999-Jan2000) Total number: 60

Result from the survey:
•  A list of Architectural firms benefited from their Web site

Analyzing web sites of Architectural firms who have been benefited by their Web site (benefited = 
acquired response from outside world for various purposes like: employment, acquiring jobs, 
transferring: documents between various branch offices or clients, presentation, launching new 
field of practice etc)
(Source: email received from these offices)

Response rates:
® Not quite good from list 1 : Of the 110 questionnaire emailed, response rate was : 8%
• Satisfactory results from list 2: Of the 70 questionnaire emailed, response rate was :28% 

All the respondents were the responsible people of their respective firm.

http://www.architectsusa.com
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4.9.A; Survey chart’s for studying the Design of the web site selected from Sanfrancisco and Los Angeles.

DESIGN CHART |
Name of the firm Buttons Colors Animation Sound j Images No of

images/project |
Text Video

Gur-Arve, Alan, Architect i Hidden White No No j Few 1 Readable No
Artech Desian Grouc. Inc. Clear, White Yes : No j Sufficient 5-6 Readable No
Bellomo Architects Clear Yellow No No Few t Not readable No
Conrad Yates A.I.A., C.I.D. Clear Black No 1No No Not readable No
David Baker Associates !
Architects |

Clear Mix No No Sufficient 3-4 Not readable No

Ellerbe Becket Clear White No No Sufficient 2-3 Readable No
Frederick C. Gibson, Architect Clear Wallpaper No No Few 4-5 Not readable) No
Glenn Robert Lvm Architect Hidden Beige No No Few 1 -2 Readable No
Lupinskv & Assoc Clear Wallpaper No No Few 2-3 Not readable No
MBH Architects i Clear White Yes No Sufficient 1 Not readable No
Pacific Desian Architecture Clear White Yes No Few 2-3 Reable No
WHL ArchitectS'Planners. Inc. Clear White No No Few j 1 Readable No
Architectural Imaainq Clear Black No No Sufficient 2-3 Readable No
Architecture & Plannina - Clear Black&whit No No Few 1 for all Readable No
Asian Neiahborhood Desian Clear White and 

red.nice |
comb

Yes No Few 2-3 Readable No

Backen Arriaoni & Ross, Inc. Clear Wallpaper.b | 
ut decent

Yes No Sufficient 5-6 Readable No

BCV Architects Clear White No No Sufficient 4 Not readable No
Bridaes Architecture Hidden White Yes No Few 2 Readable No
BSA Architects Hidden Soothing No No Few 2 Readable No
Carleton, Thomas J„ Architect Clear Green.not

bad
No No Few | 2-3 Readable No

CRJ Associates Clear Interface.
blue

No No Few | 1-2 Readable No

Del Camoo & Maru. Inc. Clear Black Yes No Few 2-3 Readable No
FACE Architecture Clear Black No No Few 2-3 Not readable No
Frank. Gorina & Straia Architects Clear White No No Sufficient 3 Readable No
Holscher Architecture Clear White No No Sufficient 4-5 Readable No
Intearated Desians bv SOMAM Clear White No No Sufficient 2 Readable No
Jonathan Cohen and Associates Clear | Green

decent
Yes No Few 1 Readable No

Jordan Woodman Dobson Clear White Yes No Few 1-2 Readable No
Kev Architecture Clear White No No Few 1-2 too large Readable No
Kornbera Associates Clear Wallpaper 

but decent
No No Few 1-2 Readable No
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.. .. .... ........ i
Name of the firm j Buttons |I Colors Animation j Sound Images j No of |

images/project j Text Video

Kotas/Pantaleoni Architects Clear Orange. | Yes JNo Few 2 Readable No >

Lew Desiqn Partners Clear Black Yes No Few 1 Readable No j

Levina & Cameos Architects Inc 1Clear Grey No No Few I 3 Readable No

Pace & Turnbull, Inc Clear | White Yes No Few 1 I Readable | No |

Pavson, Karin, architecture + 1Clear White No No Sufficient 5-6 | Readable No
desiqn I
Philip Banta & Associates Clear Black No No Few 12-3 Readable No |

Racestudio ! Hidden Blue No No Few 2-3 Readable No

serrao desiqn/architecture j Clear Grey Yes No Sufficient 4-5 Readable No |

Solomon Architecture and Urban 1Clear White No | No Sufficient 3-4 Readable ; No
Desiqn ....
Werner & Sullivan Architects Clear White No No 0 Readable No I
HNTB Architecture Clear Combinatio Yes Yes Few 1 -2 Readable No

n ~ ■
Robert L. Earl & Associates, Inc. Clear White No No Few 1-2 Readable i No

Axcess Architects ! Clear Black Yes. No Sufficient Couple of them 
overlap | No

Danielian Associates Clear Wallpaper, No No Few 0-1 Readable No
very
distracting

EnviroTechno Clear Distracting No j No j Few 1 Readable No
logo wall 
paper

Felhandler, Steeneken and Wilk. Clear Wallpaper, No No Few 1 Readable No
Architects (designer

j yellow)
Hastinqs Partners Inc Clear White No yes Few 1-2 Readable No

Jack Bouvrie International Clear Lots of Yes | No Few 1 • No
Architecure color | -

MGA, Inc Clear Black No No Few 1-large Readable No ............ _

! ehilie edmonson i Clear wallpaper No No Few 0-1 Readable No

PK Architecture 9 Clear White No No i Few 1-2 Readable No

Prats/Coffee Architects. Inc Clear Brown No No i Few ______ 0-1 Readable No

j 1 APEC Architects Planners Clear Black No No 1 Few 2 | Readable No
Enqineers Constructorsj ACG Environments Clear While No | No Sufficient 4-5 Readable No

! Atlaschi + Hatfield Architects. Clear Black Yes [No | Sufficient, 2 | Readable No
! Inc.

Bahr Vermeer & Haecker Clear . White Yes No Sufficient 3 j Readable 1 No

I Bastien and Associates. Inc Clear j  White j No ! No .......... j No | Readable No

J Behr Browers Architects. Inc I Clear j  Black&whit j  No 1 No Sufficient 13-4 1 Readable | No
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f ...... : _______  . ...
Name of the firm Buttons Colors Animation | Sound Images No of

images/project
Text Video

Bishtech Architecture & Planninq Hidden j Red and 
white

No No

_ _ _ _ _ _J
Few j 1-2 I Readable j Yes)

Bundv-Finkel Architects 1Clear | Wallpaper. 
But not 
distracting

No j No Sufficient j 4-5 j Readable | No j

C DS Architects Clear Black and 
white

Yes No No Readable j No !

Charles Walton Assoc, Inc Clear Black Yes No Sufficient 3-4 Readable 1 No
delineation*soatial desian Clear Black No No Sufficient 4-5 Readable | No j
Development One, Inc. Clear Orange..dis

turbing
No No Sufficient, 1-2 Readable j No

Donald Krotee Partnership Clear j White No No Sufficient 4-5 Readable No |

Fredrick Robert Associates, Inc. 1Clear | White No | No Few i Not specifie Readable No 1

Garo V. Minassian/Arch itec 1Clear Bluish
green, 1

No No Few j 1 Readable No

International Parkinq Desiqn Clear White 1 No j No Sufficient 3-4 Readable | No

Kirkpatrick Associates Architects Clear White Yes No Few 1-2 Readable Yes

Kluqer Kollin Architects,Inc Clear Black No No Few None, common Not readable No !

L.Barlow & Company Clear Blue No No Few j 1 Not readable No |
Lanqdon Wilson Architecture Clear Grey Yes | No Few j 1-2 | Not readable No
Planninq Interior
Lawrence Scarpa Architect Clear White No No Sufficient 3-4 Readable J No i

Lorcan O'Herlihv Architects Hidden Black Yes No Sufficient 1-2 Not readable No
Perkins & Will Clear White No No Few 2-3 Readable No |

Perkowitz+Ruth Architects Clear Black Yes No _ Sufficient 4-5 Readable No j
Pete Volbeda, Architect Clear White No No Few 1-2 Readable No i
Richard Meier & Partners, Clear Black No j No Few 1-2 Readable No
Architects
Robbins Joroensen Christopher Clear Black No No Few 1-2 Not readable No
SPF Architects Clear BLack Yes No Sufficient 3-4 Readable No |
Stephen Woollev and Clear Grey Yes No Sufficient 3-4 Readable No
Associates. Architects
Teioer Architects Clear Black No No Sufficient 4-5 Readable i No |
Wimberly Allison Tone & Goo Clear White No No Few 2-3 Readable I No

1 WWCOT Clear Black No No Sufficient 3-4 Not readable No |
Bert Lemke Desion & Build, Inc. Clear While No No Few 2-3 Readable No J

! Quintessential Forms Clear Black Yes No Few 2-3 Readable No j
i Daniel Matthew Silvernaii Clear Grey No No Few 1-2 Readable No |

Architect
Thacher &  Thompson Architects Clear Black No I No Sufficient 1 4-5 Readable 1 No
The Steinberq Group Clear Black Yes jYes Sufficient ] 3-4 Readable j No
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4.9.B; The following is a list of top 100 architectural offices selected from World Architecture magazine

Table 4.2
DESIGN top 100

Name of the firm Buttons Colors Animation Sound Images No of
images/project

Text Video

Fletcher Farr Avotte Hidden Black No No Few 2-3 Readable No
Haves, Seav. Mattern & 
Mattern

Clear w „ . Yes No Few 1-2 Readable

Hill Glazier Architects Clear White Yes No Sufficient 2-3 Readable
HKS Clear Black Yes No Sufficient 3-4 Readable
Wilson Mason & Partners Under construction
Burt Hill Kosar Rittelman Clear Wallpaper No No Few 2-3 Readable No
Juno Brannen Associates Clear Background

img
Yes Few Readable No

Kallmann Mckinell & wood 
Architects

Clear Green No No No Readable No

Kaplan Mclauahlin Diaz Clear White No No Few 2-3 Readable No
Karlsberoer Companies
LMN Architects Clear Black No No Few 1-2 Readable No
Michael Graves & 
Associated

Under construction

The Jerde Partnership 
International

Clear White Yes No Sufficient 3-4 Readable No

Cooper carrv Clear Grey-green
shade

Yes No Sufficient 3 Readable No

Coroan Associates Clear White Yes Yes Less 1-2 Readable No
RTKL International Clear Lot's of 

Images
Yes No Sufficient 3-4 Readable No

Development Desian Group Hidden Black Yes No Sufficeint 2-3 Readbale No
DLR aroup Clear White No No Few 1-2 Readable No
Einhorn Yafee prescott Clear Purple No No Few 1-2 Readable No
Architectures Enaineerina.
PC
Ellenzweia Associates Clear White No No Sufficient 4-5(thumbanil

format.
Readable No

Fannino/ Howev Associates Clear White No No Sufficient 5-6 Readable No
Fentress Bradburn 
Architects

Clear Black No No Few 1 Readable No

Flansburah & Associates Clear White No No Few 2-3 Readable No
FRCH Desian Worldwide Hidden Light green Yes No Few 1 Readable No
Gensler Clear Red Yes No Sufficient 3-4 Readable No
Gould Evans Affiliates Clear White Yes No Few 2-3 Readable No
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Name of the firm Buttons Colors j Animation Sound Images No of 1
images/project j

Text Video

Griswold, Meckel & Kellv 
Associates 1

Clear | Black | No No 1 No No Readable No

Gruzen Samton Architects 
Planners & Interior 
Desioners LLP 1

Clear Black j No No No No j Readable No |

Hanburv Evans Newill 
Vlattas & Com oanv.

Clear White No No Few 1 Readable No

Harv Holzman Pfeiffer 
Associates

Clear White Yes Yes Sufficient 3-4 Readable No

Harlev EHinaton Desian Clear White Yes i No Few 2-3 Readable No
HDR Architecture Clear White Yes No .) Sufficient 2-3 readable No
Heerv International Clear Purple wall j

paper
No No | Sufficient 2-3 Readable No

HLM Desian Clear Black No No Sufficeint 2-3 Readable j No
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4.10; Summary
Analysis of the design, chart:

•• Animation present on couple of web sites in the form of rollover atleast
• Some web sites have hidden button behind images, which create confusion in navigating 

through the web site.
• Sound present on very few web sites.
» Numbers of time images present on the project site are not related to the text next to it.
» Sometimes the number of images do not look proportional to the description of the 

project; example a million dollar project will have the same number of images as 
compared to some low cost project, because of which the entire project may not be 
explained in the right manner.

•  Though most of the web site had the readable text, care should be taken to see to it that
text is clear. '

» Video not present, except in two and both of them displayed their existing office to reflect 
their work environment, and not the projects that have been implemented.The video 
present were did not prove a great incentive to work in those offices. Also the time it took 
for downlaod was not worth the wait.

Recommendations for Design:
•  If animation is being used at the very beginning, then it should give an overall image of 

the firm for the visitor, something which the visitor should know about the firm in a small 
span of time.

•  Link should be provided to skip the animation page.
•• Buttons should be clear and not hidden behind images.
» if sound is used to on the web site, the end user should be given a complete control over 

the same.
e Images should be present at the later stage, only on project describing them,
e- Thumbnails should be used to link to enlarge images of the same.
•  Not more than 2-3 images/ project.
•  Sufficient quality content, i.e. text should be provided to create interest in the potential 

client's mind.
•  Size of the text should be big enough for an end user to read easily.
•  Web sites should be checked oh cross border platforms, and also in different browsers.
• If video is present care should be taken to make it compressed , which would be fast to 

download.
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4.10; Summary 
Analysis of the design chart:

» Animation present on couple of web sites in the form of rollover atleast.
» Some web sites have hidden button behind images, which create confusion in navigating 

through the web site.
•  Sound present on very few web sites.
«- Numbers of time images present on the project site are not related to the text next to it.
® Sometimes the number of images do not look proportional to the description of the 

project, example a million dollar project will have the same number of images as 
compared to some low cost project, because of which the entire project may not be 
explained in the right manner.

•  Though most of the web site had the readable text, care should be taken to see to it that 
text is clear.

•  Video not present, except in two and both of them displayed their existing office to reflect 
their work environment, and not the projects that have been implemented.The video 
present were did not prove a great incentive to work in those offices. Also the time it took 
for downlaod was not worth the wait.

Recommendations for Design:
® If animation is being used at the very beginning, then it should give an overall image of 

the firm for the visitor, something which the visitor should know about the firm in a small 
span of time.

® Link should be provided to skip the animation page.
® Buttons should be clear and not hidden behind images.
® If sound is used to on the web site, the end user should be given a complete control over 

the same.
® Images should be present at the later stage, only on project describing them,
•  Thumbnails should be used to link to enlarge images of the same.
•  Not more than 2-3 images/ project:
® Sufficient quality content, i.e. text should be provided to create interest in the potential 

client's mind.
•  Size of the text should be big enough for an end user to read easily.
•  Web sites should be checked on cross border platforms, and also in different browsers.
•  If video is present care should be taken to make it compressed , which would be fast to 

download.
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CHAPTER 5: CONCLUSION

Marketing tools have traditionally been at the mercy of a firm’s expendable revenue; thus it was 
easy to separate the large Architecture firms that could afford the fancy brochures from the small 
firms that had to settle for more modest efforts. -
However when it comes to Web sites, this stigma is removed. The main value of the web site is 
its interactivity.
In the past 5 years, the Internet and related technologies (Intranets and extranets) have offered 
some of the best tools to create added value for design-firm clients. According to the AIA survey 
firm 60 percent of design firms have a web site or planning to have one soon.
Every architecture firm, it seems, has a web site, but how effective are these sites as marketing 
tools? It depends how you use them. During the 1990s, many firms placed their billboards on the 
information highway by setting up a promotional web site. It might have included a portfolio of 
work, some high-sounding statements of design philosophy, perhaps a client list, and news of 
current projects.
Then they waited for the phone to ring and usually were disappointed. Just like other forms of 
unfocused advertising, a splashy web site probably is not a very effective way to generate new" 
work. Good marketing is targeted to specific groups or individuals that you have identified as 
potential clients of your firm. Just as with a paper brochure, a web site is only effective as a 
marketing device if it you have placed it in front of an appropriate audience.
But web sites do have a place as part of a comprehensive marketing program.
« They are inexpensive to create, cost nothing to distribute, and can be updated very easily.
« Promotional material such as photography and renderings that a firm may have created for a 

paper portfolio can be reused on the Internet at almost no cost, and also use media like video 
and QuickTime VR that don't work on paper at all.

•• Using templates, frames, and other devices, you can easily recombine your collection of 
marketing materials into a series of interlinked sub-sites directed at specific types of potential 
clients.

A web site is an excellent way to educate potential clients about a firm’s capabilities. It's also a 
wonderful platform for displaying your particular expertise and sharing some of the firm’s 
knowledge with the world at large. If the firm have written an article or white paper that might be 
of interest to others, by all means put it on your web site or make it available for download.
A potential client who is browsing the Web in search of help with a particular problem will likely 
appreciate a well-designed site that provides detailed information, not just sales fluff. Such a 
client might be in the earliest stage of project definition and looking for help in understanding the 
problem and formulating a possible solution. When that client is ready to make a selection, a 
company’s name Will come readily to mind.
Just as architects are comparing faucets and roof drains on the Internet, clients are researching 
design firms. They are finding it a useful means of gathering information instead of having to rely 
entirely on referrals and recommendations from their professional networks. Like it or not, 
professional service firms have become part of the global electronic marketplace along with all 
other providers of goods and services.
"Intelligent" web agents that find sites based on user-established search criteria will become more 
sophisticated about collecting information. Clients will evaluate potential service providers from 
among all those whose past work and references are available on the Internet. This goes well 
beyond having the prettiest pictures on your home page. Every published fact about your firm, 
good and bad, will become available to all potential clients on the Web, whether you provide it 
yourself or it is gathered from other sources. Clients will certainly be better informed about firms, 
their work, and their history than they ever were before.
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At the same time, designers and builders will become better consumers of the services they 
need: consultants, reprographics, CAD, equipment rentals. Architects and clients will be better 
informed about contractors, subcontractors, and material suppliers.
The free flow of information about producers and service providers is leading to a "frictionless" 
economy in which buyers and sellers can find each other much more easily. That inevitably 
means that long-term relationships anchored mainly in inertia are doomed.
As much as anyone in business likes to think that their customers keep coming back because of 
the great work they do, in truth, an element of client loyalty is based on avoiding what economists 
call switching costs.
For an architectural client, switching costs might consist of the time and effort it takes the client to 
research, interview, and select a new architect (not a small consideration for most business and 
institutional clients); the risk associated with trying someone new, including the credit risks of 
unknown partners; and the learning curve involved in any new professional relationship.
When switching costs are high, the customer is loathe to switch suppliers. Clients will resist 
changing suppliers even when they are convinced that the new supplier will offer superior service. 
Convincing a potential client to abandon your competitor and switch to you takes more than just 
showing them that you are able to do as good a job as your rival. With the networked economy, 
switching costs are going down, because the ease of finding new suppliers is increased: 
Professional service firms have long known that many clients simply don't have the tools or 
sophistication to compare different providers of specialized services except by cost or reputation.
If a potential client is shopping on price, and doesn't understand why Firm A is better than Firm B, 
the reduced switching costs afforded by the Internet may make this kind of client harder to hold 
onto.
Your marketing focus must adjust to this new environment. Effective marketing requires that you 
skillfully differentiate yourself from the competition and convince clients that your talents uniquely 
add value to their businesses. Your web site can help educate potential clients about your 
services.
The Web is not a mass medium. It is a powerful way to talk to clients and build relationships 
individually. In the Internet economy, the most successful companies will be the ones who use 
the Web not as advertising, but interactively. They will use their sites to gather information about 
existing and potential clients so that they can serve them better. The Web will be a tool to 
differentiate both themselves and. their clients so that services can ultimately be tailored to the 
precise requirements of every project:
Designing a good interface on the web is a constant balancing act. An interface includes 
everything from its graphic appearance to the details of its functions. For it to be adopted by your 
members as a regular home on the Web, it has to be comfortable, designed with needs of its 
intended users in mind. It must be convenient to use without being too complicated, and it must 
be kept technically up to date without forcing users to go through jolting transitions from one new 
technology to the next.
Flow is an essential design element of a community site because it makes the visits of regular 
users convenient and efficient without building the kinds of little frustration in users that can cause 
them to quit returning. Good flow design depends entirely on the purpose of company’s website 
and the platform you use to support interaction. There are tradeoffs to consider in maximizing 
flow on your site that affect security or the assumptions of your revenue model.
In designing your site and its facilities, think in terms of satisfying company’s particular 
community’s needs. If the community is defined by interaction, make sure you have the best and 
most appropriate tools to support that interaction. If it is defined by need of information, make 
sure your interface’s design matters to users in first attracting their attention, in keeping their 
attention, and making every subsequent visit to company’s website rewarding to them.
Users on the web just don’t look for information on the web they interact with it in novel ways that 
have no precedents in paper document design. The graphic user interface of a computer system 
comprises the interaction of metaphor images and concepts used to convey function and
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meaning to the computer screen. It also includes the detailed visual characteristics of every 
component of the graphic interface and the functional sequence of interactions over time that 
produce the characteristic look and feel of web pages and hypertext linked relations. Graphic 
design and visual "signature" graphics are not used simply to enliven Web pages-graphics are 
integral to the user’s experience with company’s website. In interactive documents graphic design 
cannot be separated from issues of interface design.

Yet many practices rush from one fad and buzzword to next, with little or no regard for the 
opportunity to leverage Internet technology in support of firm strategy. Rather than using the 
Internet to make themselves more like everyone else, design firms should be using the Net to 
make themselves the best at what they already do.
For example, E-mail and FTP (File transfer Protocol) offer low cost means of High-speed 
communications, a perfect prescription for leveraging procedural work. Client-accessible Web 
sites dedicated to specific projects provides strong-service firms an opportunity to extend their 
work directly into client organizations. For strong-idea firms, the best Web sites create immersive 
environments that compellingly convey their design philosophies.

Results after analyzing all the above web sites and the email replies received from the survey:
•  Rarely someone is willing to commission an architect for a multi-million dollar project just 

because of the web site, but at the same time these same firms pre qualify (pass the 
prequalification round) for different variety of projects because of the information provided 
on their web site.

• There are other architecture firms who have secured multiple projects through web site 
which gave them business of million dollars.(Source: Executives speak out on web sites, 
lssue#325, Originally published 8/30/99:zwa publication; www.zwa.com)

• Web site being used by potential client to request a proposal from the firm (Clients check 
the firm on the web site to prequalify the firm in specific building type)

•  When bidding for projects around the world, Web sites have been a major source of 
information for the potential client.

•  ' Some web sites are being designed to serve clients and potential clients as a resource of
information.

•  Architecture Firms have received projects from Engineers & consultants who were 
looking for architects to team up for projects.

•  Also Architecture firms have received projects leads as partners with new architecture 
firms.

•  Web site being used for communication between several locations & several field offices
• Transferring the drawing from one office to another or site across the globe.
« Web site being used to post employment opportunities.
•  Web site used as an extension of firm’s image.
• Web sites act mainly as informational source.
» Web sites being used extensively by students for inquiries, these could be the future 

employees trying to research the firm.
•  Web sites have been used to search for their competitor.
•  Web sites have been accessed by vendors who sell products used in construction
•  Hits on the web site are not being tracked to study the different market pattern

http://www.zwa.com
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After studying web site:
Point's recommended while designing web sites:

• Firm should practice target or niche marketing.
• Position the firm to areas of expertise and experience.
• Differentiate the firm, give clients a reason to select your firm.
• Track down the clicks on the net and study the pattern.(according to zwa, latest 

marketing survey,48% of firms still do not track web site hits)
• Update web sites frequently.
• Quick response, (example present to show firms have been awarded projects for their 

prompt reply.)
• Need to provide with a link to their web site in all the email the company responses, and 

all the marketing material, like brochures, paper etc.

Key insights from PSMJ article:9
• Within 3 years 75% of proposals will be e-mailed to clients no paper in sight.

•  What would be expected from the Web site:
•  Downloadable printable info.
•  Superior organization and activity
• Short, tailored presentation, that's project related
•  Fast delivery

39% of firms have a direct link to their Web site from other sites that target firm's client base 
Figure 5.1; Web Sites Generate Leads and Projects10

% of these firms leads converted
that received to jobs
qualified leads 
because of 
website

All the above points show that more and more Architecture firms are using Internet for their 
business, and designing web sites has become an effective part of the marketing for the firm. 
There are six important questions firm leaders should ask themselves when designing their Web 
site. Some successful answers to those questions are illustrated here in the work of TeamOne 
Architects.

9 PSMJ resource Inc A weekly bulletin, Feb 1, 2000 No-2, Diane: 1-800-537-PSMJ
10 www.zwa.com;Zwe/g White & Associates, Inc., 1998
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1. What do you want to want your Web site to do? Is your aim to make inroads with a new group 
of potential clients? Do you need to change a stodgy image? Are you trying to get the phone to 
ring? Do you want to make your firm look like the greatest place in the world to work?
A successful site depends on your knowing what you're trying to accomplish. If your goal is 
simply to get something up and running in two months, don't expect much.

2. Will you make your Web site a player in your firm's overall marketing strategy? If not, you're 
blowing it. Maybe you could use direct mail to refer people to your site:
Publish a monthly quiz in your newsletter and post the answers on your Web site. Conduct 
research through online hot-topic questions and provide immediate polling results.

3. What turns on your audience? Why not conduct brief interviews with a few of your clients to 
learn more about their views on Web sites? Find out what attracts them to certain sites, what 
keeps them coming back, and what drives them away.

4. What's the scope? How much interactive or revolving content, portfolio content, and special 
features will make up the site?

5. How will the site be organized and what will its focus be? Site navigation is tremendously 
important! You must consider how the basic site map or outline of the site will be structured 
based on the most important information you need to communicate.
You'll also need to determine the overall tone or "personality" of the site. Too many bells, 
whistles, animations, and gimmicks will send visitors clicking for the exits.

6. How can you avoid looking like a second-rate operation? Forget the 1,000-word firm history. 
Who cares if your firm moved two blocks east back in 1952? Show the potential clients what you 
can do for them now. And while you're thinking about better content, develop a plan for regular 
maintenance —  weekly, or even daily.
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5.1; Design of TEAM ONE ARCHITECTS web site. 
www.11.arizona.edu/~aditya

To conclude my Research, I have designed a web site for a hypothetical Architecture Firm called 
“TEAM ONE ARCHITECTS”. Some of the assumuption I have considered are:
• Team one has offices in India and USA.
• It is a firm with approximately 50 employees, so can be called as Medium size firm.

It targets small to medium scale projects.

Assumptions regarding a potential client:
•  The user knows how to surf Internet and interact with web site.
• The user is accessing the web site to look for more information about the company after his 

initial interaction with company employee.
•  The user is accessing the web site to look for architects in his region for a potential project.

This web site is designed to implement what I have learnt and also to act as a guideline for a firm 
from Small to Medium size to design their own web site. I have divided my explanation in two 
parts to help understand the website better.
<* The design part
•  And the Content part

The Design part:
The web site is designed whereby it can be viewed on any platforms and by anyone. I have tried 
to utilize the full potential of Internet but keeping the design well under the limitations of Internet. 
For example: ;
• I have avoided using heavy animation.
• The web site does not have large sound files embedded in the web site.
•  Nor any kind of video clippings.

But still I am able to make the web site interesting and interactive to influence a potential client.
I wanted a seamless transition from the firm's traditional publications and portfolio to the Web 
site. I wanted something that was lively, informative, and interesting but not overwhelming:
The result is a brightly colored, streamlined design that is easy to navigate, yet provides layers of 
information for visitors to explore or pass oven There's plenty of project information on the site for 
those who want it, but it's tucked away in clearly labeled sections of the Site, with links to more 
detailed information.
In the next few years, the company can expect the low cost, speed, and client-directed interaction 
of the Web will make it a key tool for communicating directly with clients and potential clients. 
More interactivity, including password-protected sites for customized portfolios, special online 
presentations for clients, and online project updates, will add to the site's role in building 
relationships.
This means a Web visitor isn't immediately bombarded with information but finds out what he or 
she needs to know as the tour unfolds. Small amounts of imagery and text are delivered 
throughout the site, with links to more detailed information.
Acting as a Web developer on behalf of TeamOne Architects culled key information from the 
firm's existing marketing materials and presented it with as few words as possible, using images 
to convey a sense of the company and its work.
For prospective clients, that included work methods, examples of projects in specific market 
sectors, communication tools, and e-mail contacts for firm leaders. Prospective employees also 
want to know what it's like to work at TeamOne Architects, what professional development 
options exist, and how to apply.

http://www.11.arizona.edu/~aditya
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The main concept I had in. mind, were:
• Giving the user complete control over the web site.
For example:
Though most of the new computers come with all the necessary hardware and software to see 
animation and listen to music, I have an option to access the website either through plain HTML 
or go through Animation.
Even if they select animation they can skip it animation at any time. To make the animation 
interesting I have a music file embedded, but even here the user can turn the sound off and just 
see the animation.

« The placement of the different elements, which help design, the web site according to their 
importance on the web pages.

For example:
The importance of things displayed on computer screen travel from top-left corner to bottom-right 
corner.
Therefore I have the main navigational bar of my web site placed on top of the web page through 
out the web site.

•  Use of color:
The selection of color is very tricky, as the choice of color changes from person to person. But 
using some of my past experience from Architecture education, I wanted to use 2 color. One, 
which could be bright and attract attention immediately and the other a little, subdued.
I have used bright orange as my background color for the navigational bar, so that apart from its 
importance in location it also help get the first attention. The second color being Grey which acts 
as a background for all the pages. One exception being the interface page, where I have used 
black as a background to make it contrasting to the orange and this breaks the attention and 
diverts it to the whole page rather than just the top. The reason being it’s one of the main page 
which would help create a positive influence over the user.

• Flow of design from the main interface page to internal individual page:
In order to maintain the flow and provide a consistent look throughout the web site, I have used 
template, which change in a small manner from 1 section to other, but maintaining its overall 
image. This makes it easy and also comfortable for the users, right from the very first time they 
access the web site.

I have used one-parent template and two child template. These child templates inherits all the 
main design features of the parent, but has some additional design features in itself making them 
unique.
I have used these template to make it easy for the client to understand more about the company 
in least number of clicks.
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Main Template:

This template basically contains a main navigational bar placed on top.
And a vertical bar, which consist of co larch of images placed on the left side. This area is used to 
display a graphical representation of the corresponding web page.

Flow chart for the web site:

Option of entering the web site through:

FLASH
Main Interface: Rollover

N O N - F L A S H  :

Overview 
Mission 
History 
Firm Profile 
Design

Methodologies
Locations

Architectore 
Landscape 
Interior Design 
Graphics 
Urban Planning 
Project Managment

Residential
Office
Education
Commercial
Graphics
Interiors

Different areas 
like:

Web-
Development

Human
resources

Marketing Dept

Feedback form

Openings
India
USA

NEWS: Conferences 
News release 
Awards & Honors
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An example of a Project Template:

NAVIGATION BAFHOvervlew, Services, Contacts, Career)

NAME OF THE PROJECT

PROJECT DESCRIPTION:

Project Type: “Residential" 
Location: “California" 

Client: "XYZ*

Project Profile:
Area: sqft
Cost: $00000'00 

Duration: From__to__

Why Us?:

OTHER PROJECTS:
Project: 1 
Project: 2 
Project: 3 
Project: 4 
Project: 5

m m m

The navigational bar contains buttons used to move from one section to other and links to more 
detail pages under each section. Every time the mouse rollovers on any of these main section 
(Overview, Services, Projects, Contacts, Opportunities) it displays an overview of the internal 
pages covered under that particular section. This makes it easy and fast for a user to just browse 
through all the section in a matter of seconds and continue by clicking on the section they desire. 
With every click they see a new detail web page covered under that section.
Along with this, with every click on any button which takes the user from one page to the other, I 
have used small sound clip. This helps the user know they are moving from one page the other. 
This just helps strengthen the idea of my design, to make the user aware of their movement 
throughout the web site.
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1st Child Template:
This template inherits all the features from the Main template like the top navigational bar and 
also the vertical bar on the left. Apart from these it has a small additional flash file below the 
navigational bar. This template can be seen only on the. main pages of each section (Overview, 
Services, Projects, Contacts, Opportunities). This flash file is used to display a quick overview of 
the internal pages under the respective section.
This is useful as every time the user jumps from one section to the other he can read an overview 
of the respective section and also see a quick animation which supports the description. A 
change in the format of the page also makes the user aware he/she is moving into a new section 
of the website.

2nd Child Template:
This template can be seen only on the internal pages of the Project section. Some of the reason 
for designing this template different from the other were:

•  To provide the basic information with respect to the project.
• To display this information in the most simple, clear and easy to understand method.

This template is useful because once the potential client understands the design format of one 
page they can immediately orient themselves with any other project page, and locate the desired 
information in the same place as earlier.
We can compare this to an architectural project like an office building, with a typical floor plan. 
Once the user enters the building and understands the orientation of the layout of the building like 
the corridors, elevators, restrooms etc, irrespective of which floor they are they can find there way 
out.

The design of the template is in the following manner:

Name of the project: Placed on top left corner

Unique project id: Placed on top right side ( This project id can be used as a reference 
number by a user to request for more information from the office.)

Main im age: Placed under the name of the project on the left side, (this acts as one of 
the main image of the project which helps understand the description of the 
project placed on right side.)

Project description: Placed on the right side.

Project Profile: Placed below the main image and on the left of the main description. This 
design helps the client to look for all the necessary information about the 
project in a very small area.
This provides with the following information for the projects.

Type of the project.
Location of the project 
The name of the client 
The area of the project
The duration of completion or the completion date.

Links to other projects in the same category.( This link will help the 
potential client who is doing a research on the company and looking for
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projects under the same category to move to the next project with just 
one click)

Images: Placed below the main description of the project. (These images support
he description of the project and are placed in the form of a thumbnail. The user 
can see these images in a larger format by clicking on them.
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CHAPTER 6: BIBLIOGRAPHY 

6.1; Publications.

•  Jim Sterne; Worldwide Marketing. John Wiley and Sons, 1995
This issue of World Wide Web introduces the Internet and Web giving information how to use it 
for marketing. It explains in detail the issues to be taken care of while designing a web site and 
making it fundamental. The book explains how today’s present scenario of Internet connectivity, 
around the globe puts hurdles in marketing on the net using multimedia. At the same time it 
projects the future possibilities. It explores the way marketing will branch out in the future using 
the net. Nonetheless it has URL’s giving access to sites on selected Marketing discussion and 
Announcement groups on the net.

•  Peter Clamente; The State of the Net the new Frontier. Me Graw-Hill.
As the name suggests this book gives every needed information regarding the net. The book 
starts with a brief history about the internet goes on to explain why it can be called the king of 
media supported by statistical data. It provides with a lot of information as to who uses the net 
thereby trying to explore the point why marketing on Internet should be targeted. It gives a current 
status of trends marketing on Internet. It has detailed demographic information about the Internet.

•  Barr, vilma; Promotion Strategies for design and construction. John Wiley & Sons, 1997. 
The book is primarily focusing on how design and construction firms use various promotional 
strategies. The publication also uses a number of illustrations and photographs on how 
companies use graphic design within the marketing material. Graphic communication is essential 
in marketing material

•  Bertol, Daniela; Designing Digital Space. An Architect’s guide to virtual Reality. New 
York, John Wiley and Sons, 1997.

Designing digital space.... emphasized the importance of how computer aided-design and 3D 
model have and change the way an architect may present a design concept. The electronic 

. evolution in architecture, virtual reality and computer simulations are discussed in greater detail.

o Brown, M Karen and Charles, B. Curtis; Multimedia Marketing For design Firms. New 
York, John Wiley & Sons

Marketing is important in establishing any business, especially in the architecture profession. The 
book present how computer software can facilitate the production of marketing material through 
such programs a Adobe Photoshop, Illustrator and PageMaker among others. At the same time, 
the method in which desktop publishing, on-line marketing and visualization tools have influence 

. in which techniques are used within the marketing approach.

• -  Coxe, Weld; marketing Architectural and Engineering Services, 2nd Ed Malabar, Florida, 
krieger publishing Co, 1983.

This publication is sometimes considered as the "bile" of marketing services. Proper 
understanding of the differences between marketing and selling, marketing a service vs. a 
product and what you may be selling and how you are selling it. Marketing research techniques 
are among the further discussed in the book.
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•  Pickar, Roger L; Marketing for design Firms in the 1990’s. American Institute of Architects 
Press,1991.

Pickar’s publication discusses trends and reactions that may occur in the 1990's. Marketing 
planning, researching clients and setting marketing goals are issues that should be a part of 
evaluating and implementing a marketing plan.

« Vaughan, Tay; Multimedia: making it Work, Fourth Edition. Berkeley, California,
Osbourne, McGraw-Hill, 1998.

The book discusses the elements of multimedia and how to combine parts together and using it 
with current technology. The book demonstrates how t use images, sound and video to properly 
communicate a message in a meaningful way. Human interaction is essential in multimedia and 
how the information is presented is just as important. All aspects of multimedia delineated with 
explanation in detail.
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6.2; Magazine Articles.

e Barrenche, Raul A. "Virtual Space”. Architecture, June, 1997 
" Virtual space" describes how simulated stage productions are possible to animate real life 
situations such as walking through a gallery, an urban environment for a fire simulation and 
design stage sets in place of traditional stages.

» Batram, Peter. "How to be a ‘Super-Bidder. "Architect’s Journal, February 20,1997.
Why d some architectural firms always get" short-listed" more often than others? This article 
explains the differences between firms who walk away with targeted contracts and others who are 
left with their arms up in the air. Business skills and attention to detail are the basic ingredients to 
a successful bid.

•  Budday, Richard, A!A. "New Media" Progressive Architecture, October 1993.
The way in which architects are presenting their concepts has changed. In this article, richard 
Buday how computers are being used as presentation tools with in the architetural profession. 3D 
models, phot-realistic renderings and animations are among the topics that are analyzed.

•  Chase, Elliott, "through the letter Box. "Architect’s Journal, September 19, 1996.
The good old fashion direct mail still works in today’s competitive market. However, there needs 
to be objectives for the reading material to be effective. This article gives good pointers on 
material objectives, what to send and making sure that "a careful balance of message, design 
and frequency, direct mail can be a productive and marketing tools for architects"

•  Churchill, Sue. "The Art of Promotion.'Architects Journal, February 15, 1996pp 48,49 
Churchill’s article delineates a step-by step procedure on how to compose a successful brochure. 
The do’s and don’t are clearly specified." What message is the firm communicating?" How is the 
firm going to deliver this message?", are among the questions on producing a well developed 
brochure.

« Churchill, Sue. "Making a Real Event of it. " Architects Journal, May 23,1996.
Organizing seminars are an alternative way to win business. The article goes through a. check list 
on the procedures of organizing a seminar, conducting the seminar and concluding such a 
presentation with follow up tactics on how to gain a new client

•  Laiserin, Jerry, AlA'Planning a computer Technology Strategy for Design 
Professionals. "Architectural record, September 1998.

Computer technology has changed the way architecture is practiced. The article outlines how 
design firm can choose and implement technology strategies to complement their market 
positioning and business opportunities

•  Le Patner, barry, B."From Vulnerable to Valuable." Architecture, March 1998.
Le Parner’s message:" The architectural profession must become less defensive and more 
offensive by studying successful business and market models if architects are to survive 
increasing competition both from forces within and outside the profession"
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e Le Patner, Barry, b."Strategies for the 1990’s." Architecture, May 1993.
Once again, Le Patner’s message deals with how architects should take the offensive and take a 
new path for business opportunities in the 1990’s, exploring new market, improving presentations 
and recognizing marketing skills are among those topics that are analyzed.

•  Linn, Charles, AIA, Talarico, Wendy. Compares in Architecture". Architectural record, 
September 1998, pp. 145.

The article discusses an overview of articles that involve various writers that have contributed 
insights on computer technology and how it has affected the way architecture is practiced today.

•  Mays, Vermon."Does CAD Boost productivity." Architecture, June, 1997.pp.160-162 
May’s article explains and compares the balance between the costs and benfits of computer 
technology.

•  Novitski. B. J. "Exploiting Advances in Computer-Aided Architecture: Five Case Studies. " 
Architectural record, September 1998,pp 159-164.

Novitski’s point of view describes how architectural firms have converted to today’s technology to 
work" a little smoother, a little faster, a little easier and a lot smarter." The article analyzes five 
case studies and how each firm has adapted to computer age. The need for architects to expand 
their computer horizons is key in the contribution within the design process.

e Novitski.B.J." America’s Best-Managed Firms: Changing the face of practice with 
Digital Technologies." Architectural Record, June 1998,pp72-77 

The article defines a number of aspects on the way computer technology has affected various 
firms. It explains how firms have benefited from computerization, identifies what principals in a 
firm must do to make computer technology successful, issues of standardization with a creative 
atmosphere, identify appropriate role for information technology staff and benefits of planning for 
information technologies.

•  Novitski.B.J." The Architecture of Cyberspace." Architectural record, November, 1997,pp 
139-142.

The World Wide Web is becoming a tool for collaboration among design professional, their clients 
and builders." This unique discussion elaborates on how architects using the Internet to open 
new opportunities by electronic technology. Also, the ability to use video conferencing and e-mail 
as communication tools for long distance projects. The articles explain how clients can log into a 
firm’s web site and continuously check for project updates and changes. Contractors can also log 
in for precise construction documentation

•  Novitski.B.J. "Copyright law in the Age of the Web. " Architectural record, June 
1997,pp.1.69-170

It is apparent if drawings that are distributed over electronic means, there is a chance that 
someone will review, revise and personalize someone’s work and call their own. This article 
explains how a firm’s work can be considered their t one point and everyone else’s to copy and 
possibly be an issue in future litigation’s," When is borrowing considered stealing?" This is one of 
the issues discussed in Novitski’s article.

•  Novitski.B.J. "CD_ROM Technology: Architects take Charge. " Progressive Architecture, 
September 1995,pp.62-65

"Architectural firms are-using telecommunications to market their services, share documents with 
clients collaborate with consultants and inform the public about the profession." Good 
assessment on the relationship between architecture and the Internet.
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6.3; World Wide Web:

To find an up to date information, as to how are architects are using internet for their business, 
and how are they benefited 
visit any of the web sites below.

• www.e-architect.com
• www.3rchitectsusa.com
• www.zwa.com 
® www.spms.org
•  www.aecinfo.com
• www.e-idc.com
• www.atsummit.com 
a www.haa.com
a- www.cmdo.com 
a www.webdevelopersiournai.com 
a www.messaaemedia.com 
a www.archrecord.com 
a www.arkhet.com

http://www.e-architect.com
http://www.3rchitectsusa.com
http://www.zwa.com
http://www.spms.org
http://www.aecinfo.com
http://www.e-idc.com
http://www.atsummit.com
http://www.haa.com
http://www.cmdo.com
http://www.webdevelopersiournai.com
http://www.messaaemedia.com
http://www.archrecord.com
http://www.arkhet.com
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6.4; Articles:

6.4.A: Web-Based Marketing: More than Meets the Eye:

Most firms today use the Web as a simple extension of the Yellow Pages. Throw a name into the 
search mix and someone who wants to find our firm will type the firm name, be impressed by our 
pictures, and call us. Pretty neat stuff. But after producing thousands of proposals, interviews, 
press releases, and carefully staged events, I have come to find the Web to be one of the more 
complex ingredients in the marketing recipe.
Most firms treat this awesome piece of technology as an electronic brochure. And, like a 
brochure, this approach is a one way street: I impress you with my beautiful photographs, throw 
in .an occasional news item, and, bingo, you, the viewer, are sure to call me. The Web marketing 
program for CS&D examines the usual stuffiour portfolio, news, and firm profile. Also included are 
employment opportunities, a virtual office tour, and the unique CS&D Web Journal, a magazine- 
type section devoted to clients talking to clients.
Your web page should be evaluated by three main rules: make the experience interactive, always 
change the content, and, by all means, be brief. A Web page can't be successful if the audience 
cannot interact in some way with your material. The basic premise of the Web is communication. 
And communication is best in a dialogue, not a monologue. A good speaker interacts with the 
audience to improve, recall and learning: As I developed the CS&D web page with Web consultant 
Don Sambrook of Software-Orange (www.softwork-orange.com), we looked at each decision 
from the viewpoint of a client looking in. That is, what would a client want out of this experience? 
The Web must be an "experience" that makes the audience want to return. This is one of the 
most powerful, cost-effective "branding" weapons you have in your marketing arsenal, and 
therefore it should express the ideals that reflect your firm and its clients.
Being Interactive. By allowing the viewer to interact with your material, you are strengthening their 
bond with your firm in some way. CS&D's Web Journal was developed for this very reason. I work 
with clients in our market sectors to write articles about the built environment. I treat it much like a 
professional conference where the viewers are part of the audience. And to help the experience 
be a positive one for my clients, the visitor has a couple of choices: 1) see links related to the 
subject, and visit other valuable web pages that aid in their learning, and 2) E-mail the article to a 
colleague. By e mailing the article, the CS&D brand gets more exposure to other possible clients. 
The idea is to create "community" by networking the CS&D name to those affected by the market 
sector. It ultimately helps expose our name to future possible clients, consultants, and even 
competitors (which may someday yield new personnel for us.)
The need for change. If the viewer's work is complete and the visit to your page has been a 
fruitful, then her or she will most likely return. Do you ever want to go back to Disney World? 
Probably. But if Disney never changed the experience, your likelihood of returning diminishes. It's 
the same principle for your Web page. Don Sambrook, CS&D's Webmaster insisted that I 
continually update our news. Once monthly, he protested, was not frequent enough. I challenged 
Don to write me a piece of software that let me change the words whenever and wherever I 
wanted. I didn't want to be tied to someone outside the firm, or limited to someone who knew 
HTML programming. What resulted is a private web administrative page for my use that lets me 
change things in plain English! New photos, news, and job postings help keep things fresh. I even 
like to put an MPEG (movie) file on our Office Tour page that shows recent shots of Baltimore's 
Camden Yard baseball stadium, visible from our office window.
The need for brevity. The bottom line is that life is fast paced, and so we need to keep the 
viewer's attention without taking too long. Large photos and extensive text take a lot of time on 
some computers. Try and keep downloading time and the quantity of text to a minimum. Offer the 
reader the option of contacting you should he or she want more information;
Sending an invitation and getting an RSVP. When you throw a party, you first tell everyone about 
it, then you need to assess who came. The Web is like that-an information party-only without the

http://www.softwork-orange.com
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libations. It's not enough to simply post the Web page. You need to combine your Web page with 
print and other PR vehicles. CS&D produced a direct mail piece that touted the CS&D Web 
Journal. How many of us get postcards from firms telling us to visit their web site? Who cares 
anymore? W e decided to not promote our portfolio, but instead the client information section. 
Once there, viewers could bounce around wherever they wished.
We wanted to measure somehow the success of the journal mailer, and also analyze what parts 
of our Web page got the most action. Once again I turned to Sambrook to devise a personalized 
Web Hit software program. This software ingeniously tells me each day 1) the number of hits per 
page; 2) search strings and links used to get to CS&D's page; and 3) the actual e-mail address of 
who's looking at my page, and what time they looked. For example, I've recently noticed that a 
specific person from Marriott International has looked at it five times in the past nine days. 
Interestingly enough, an individual with a competitor firm has visited the site at least three times a 
week. Web Hit also reports when an article is emailed from the site to a third party. Great stuff! As 
it turns out, the direct mail piece increased traffic to my Web page by 229%. Had I not had the 
analyzer in place, I would have had no idea if anyone was looking at my page at all.
In the end, CS&D now gets about 1,600 hits per month. I have no idea whatsoever whether this is 
good, bad, or average, since I'm not aware if the benchmarks have yet been decided upon for our 
industy. One thing I do know, however, is that for a relatively low cost per contact, we are now 
being visited by hundreds of prospective clients instead of us trying to find them and hope we 
would get the chance to tell them about bur firm. The production costs for a traditional 
design/print/mail newsletter ran upwards of $5,000 per quarter. Now, the firm sends a small 
announcement when a new issue of our Web Journal is available online at a cost of only $1,100 
per quarter. It truly is marketing at its finest.
Since the introduction of our Web site, we have had to make some changes. While our buying 
demographic for elderly facilities architecture is 4Q+, the content and graphic elements that most 
appeal to this group are not the type that attracts 20-sdmething young design talent to the firm. 
The Career Opportunities section is being dramatically updated to reflect the needs and 
innovative design preferences of that younger age group. The Web Hit software is being tweaked 
to report visitors by frequency as well as by the length of time they spend at various areas of the 
site and at the site as a whole. The first week of March, the company will launch a new Web Cam 
for Mercy Ridge, a $55 million retirement community. Live construction shots will link to the 
clients homepage; and prospects who will eventually be residents will have the chance to track 
progress on a regular basis. That will create a whole new series of challenges and opportunities.

Source:
Design Technology is a publication of The Greenway Group 
contact the Greenway Group at 770-209-3770 or "mpereboom@di.net. 
http://www.atsummit com/frame, html

mailto:mpereboom@di.net
http://www.atsummit_com/frame,_html
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6.4.8; Intranets Foster Architects' Collaboration

While web-based project management used to be only the purvue of the largest firms, the 
technology now exists for even the smallest firms to put the capability in place. Alan Friedman 
talks about why many firms are finding this tool fosters increased creativity and profitability. 
Architectural firms are increasingly using Intranets in the design process by employing the 
technology to facilitate idea sharing among staff and communication with clients. An Intranet is 
similar to the Internet, except that the former is secured to allow access only to a specific group of 
users, usually those within a given company and perhaps designated clients. Atlanta's Farrington 
Design Group, which designs both new buildings and interior renovations for a variety of 
corporate clients, including those in high-tech industries, has had its intranet up and running for 
about three months. Marketing director Bryant Cornets said the technology has been a good way 
for designers in the 30-member office to share ideas on various kinds of projects.
"We do a lot of collaboration among designers," he said. "With this technology, when a designer 
has an idea or runs into a problem, they can post it [on the company intranet site] and other 
designers can make comments or suggestions during downtime from their own projects. "We've 
found that everyone has some downtime," he said. "Instead of using that time for something like 
Fantasy Football, this provides a creative outlet for our designers to collaborate."
Having the intranet also has streamlined the collaboration process. Previously, when a designer 
encountered a particular problem, there might be a meeting to discuss how to solve it. But he 
noted that as the firm's business has increased, such meetings have become impractical 
because they consume too much time.
Technology marches on. Intranets are part of "our whole generation [of architects] moving toward 
the paperless office," said John Ade, an information technology manager for the Gensler, one of 
the world's largest architectural design firms. Gensler, which is headquartered in San Francisco, 
has 16 offices around the world. Ade said that Gensler's intranet system, which has been 
operational for nearly three years, serves a variety of purposes. Gensler's intranet provides a 
centralized location where the firm can store business practices information about its many 
practice areas, including airport planning, corporate buildings and campuses, entertainment, 
hospitality and retail facilities, financial institutions and law firms. 'W e collect benchmarking 
information for each practice area and develop common practices, which benefits the next team 
doing a job in that area," he said.
The Intranet also allows Gensler's offices to communicate with each other and share information 
on a timely basis. "The Intranet makes information accessible from anywhere instantaneously," 
he said: "If a document is needed, from drawings down to a photo, it can be posted to the site 
and anyone involved in the job can get the information they need." The interoffice communication 
among Gensler branches makes sense because they do not compete with each other. They can 
collaborate on projects because technology allows them to share information in a timely manner. 
The result is that offices like the one in Atlanta not only work on local projects, but they team on 
national and even global projects, as well.
"One of our overriding concepts is the importance of the free flow of information," he said. "If you 
hold on to information, it stagnates. You have to make it available to the people who need it most. 
You can't be an effective designer if you don't have the facts."
Intranets are not confined to the big guys: Even smaller architectural design firms that do not 
have their own intranet in place are still able to use online communications to expedite the design 
process. One example is Goode Van Slyke Architecture LLC, a 3-year-old, 15-person firm, which 
specializes in educational and multipurpose recreational facilities. For the firm's recently 
completed a $1.4 million sports and recreational.facility at Albany State University, Goode Van 
Slyke teamed with a California consultant who specializes in swimming pools.
"We worked through the Internet on that project, sending drawings back and forth through secure 
Web sites," said Chris Goode, one of the design firm's principals. "It speeded up the entire 
process. "I think this sort of thing is happening more and more, although the larger firms have
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been doing it for a while," he said. "Technology doesn't make things easier, but it does make 
things move more quickly, and it makes changes that will inevitably happen in the process 
happen faster."
Technology cannot do it all though, designers said. Gensler's Ade said, "Technologies help us to 
design, but they don't design by themselves. It still takes a brain to operate them."
Design Technology is a publication of The Greenway Group 
Greenway Group at 770-209-3770 or "mpereboom@di.net. 
http://www.atsummit.com/frame. html

mailto:mpereboom@di.net
http://www.atsummit.com/frame._html
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SAC; Web Sites: Are You a Spider or a Fly?

Summary: The article makes the following points stand out.

•  Goes on to show that having a web site reinforces the message that a firm can do the 
right job to the potential clients.

•  Make the existing clients feel better about their association with the firm.
» Currently the use of Internet is more for accessing information, finding everything from 

driving directions, travel reservations, business-to-business products etc. It goes on to 
imply the point that Internet is being used an integral part of life to access information and 
therefore would be used in the future to look for professionals like Architect/Engineer/ 
Planner services.

•  The firms who know more about who their web site visitors are and why they are there 
will win the battle. Every click on the web site can be tracked to attract that potential 
client.

® Use of web to share drawings among clients, consultants and other team members also 
is an incentive to have web site.

NATICK, MASSACHUSETTS— As we plunge headlong into the 21st Century, it appears that 
the World Wide Web will continue to be a major force in the way businesses learn about and 
interact with other businesses. Businesses that flew into Web site ownership a few years 
back, only to become stuck in one place, should take a few lessons from the industrious 
spider that lives in the basement... A smart spider, one that thrives, knows how to deftly 
negotiate its web, realizing what areas to avoid and what areas will be the most profitable. It 
keeps an eye on the prevailing winds, fixes broken links rapidly, makes frequent checks on 
the contents of the web and responds quickly to visitors, and knows when to tear everything 
down and build something: new, fresh, and sticky.

Here are some trends that a smart spider will be watching:

•  A Web presence is becoming increasingly necessary, as a complement to a firm's other 
marketing efforts. A Web site is a great way to extend the selling points that have been 
made via other means, like brochures, press releases, salespeople, and even word-of- 
mouth recommendations. When potential clients are driven to a firm's Web site by these 
methods, it's a great opportunity to reinforce the message that that firm can do the job 
right. A professional Web site can also make existing clients feel better about their 
association with that firm. More and more firms are realizing that a Web site is not a 
stand-alone marketing piece, or just something to have because everybody else has one, 
but that it really does have a major role in a bigger marketing picture.

•  People (potential clients) with a need to fill are starting to turn to the Web first. The Web 
is becoming the source of first resort for an increasing number of individuals and 
businesses. Beyond online consumer shopping, the Web is a source for finding 
everything from driving directions, travel reservations, and high-ticket business-to- 
business products and services, to national directory listings of architects, engineers, 
planners and environmental consultants. The point is that, as people become 
increasingly accustomed to conducting so many other transactions over the Internet, they 
will most likely use the 'Net to look for A/E/P services as well.

o Firms with a Web presence will get smarter about giving, gathering, and using, 
information. At the end of the day, the number of "hits" a Web site receives means
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nothing unless some benefit is achieved. This benefit could come in the form of a 
completed sale, a more educated client, or increased name recognition that may lead to 
future work. But visitor statistics are increasingly viewed as a passive measure of site 
effectiveness. The smarter firms will be adding interactivity and providing richer content in 
order to form continuing two-way relationships with clients and visitors. Despite an 
ongoing battle about privacy concerns, businesses will become increasingly better at 
profiling and targeting visitors and potential clients. The firms that know more about who 
their Web site visitors are and why they're there (and react and adapt to that information) 
will win the battle.

•  Project management Web sites becomes increasingly important. Project Web sites are 
drawing attention for their ability to speed up collaboration and information sharing 
among project team members. This trend can be expected to continue, as more firms buy 
into the workflow advantages inherent in the technology and as implementation prices 
drop. "There's also a large segment of the industry that's waiting to see just how useful 
these virtual workspaces turn out to be. They'd rather see some other firm pay the big 
startup fee and go through the growing pains before they jump in. Of course, they're also 
risking having to play a tough game of catch-up when, and if, they decide to join in," said 
Zweig White & Associates Vice President, Rich Friedman.

When it comes to a Web site strategy in the year 2000 and beyond, will a given firm be a 
smart spider or a stuck fly? Firms should consistently examine their Web site strategy, 
keeping an eye on technological advancements and their target audience. What better way to 
get a leg (or eight) up on the competition?

For further information, contact:

James Caryl ficarvl@2weiawhite.com)
Zweig White & Associates, Inc.
P.O. Box 8325 
One Apple Hill Drive

http://www.zwa.com/home/press/010700.htm

Natick, MA 01760 
Phone (508)651-1559 
Fax (508)653-6522

mailto:ficarvl@2weiawhite.com
http://www.zwa.com/home/press/010700.htm
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6.4.D;Construction trade professionals poised for increased internet usage; International 
Design And Construction Online research study shows 90 percent will increase usage by 
2002

June 07,2000  
Business Wire
WASHINGTON, Jun 7, 2000 (BUSINESS WIRE)
Summary:
This article is a very good example to demonstrate the point that Architects/ interior designers 
and contractors are rapidly making Internet an integral part of their office. The argument is 
strongly supported by statistics indicating over 92% of construction trade professional will 
increase the use of internet for business over two years.
As per Bogs, an Architect in New York whose quotes are published in this article says Internet 
would change the picture the way architects communicate on International level.
The whole article is inclined towards demonstrating the point that construction industry is using 
the most of Internet to source their equipment, services and supplies to conduct their business. 
The article sites an example of a web site which the most favorite among everyone (A/E/P) 
www.e-idc.com. Their existing database contains 25,000 products and 1,600 manufacturers. The 
site consolidates a broad spectrum of industry specific information including up-to-date 
information on construction projects for bid and RFP.

-  Architects, interior designers and contractors are rapidly realizing that making the Internet an 
integral part of construction projects is a key to increasing industry efficiency.
Recent research conducted among these construction trade professionals (CTPs) indicates that 
92 percent will increase their use of the Internet for business over the next two years.
"We think it will happen faster than that," said Joseph A. Boggs, FAIA, founder and president of 
International Design and Construction Online, who spoke at A/E/C Systems 2000, an industry 
trade show held here this week. 'While the construction industry as a whole has been slow to 
embrace the Internet, it is clear that industry professionals recognize that Internet access and 
usage will be a key to their success in the future."
International Design and Construction Online, which operates e-IDC.com, a business-to-business 
e-commerce Web site for architectural, design and construction products and services, recently 
conducted research among nearly 400 CTPs with responsibility for product procurement. The 
purpose of the research was to assess current use of the Internet among members of the 
construction industry, determine unmet online needs among CTPs and the impact of the Internet 
on perceived efficiency within the industry. The research also sought to assess current methods 
of sourcing materials and suppliers, both online and off.
Among the research findings:
•  Currently, CTPs say nearly 17 percent of the equipment, services and supplies they need to 

conduct business are being sourced on the Internet. Architects source more (21.5 percent) 
than do interior designers (16.5 percent) or contractors (14 percent).

• Companies that do business on a global basis were more likely to say that Internet usage will 
increase "a lot" .59 percent vs. 46 percent for respondents that do business on a local or 
statewide level only.

» Of those surveyed, 38 percent say they go online for business purposes at least once each 
day -  interior designers are the most likely to be online daily (44.8 percent).

• The broader the geographical reach of the company, the more frequently CTPs go online to 
search for equipment and supplies: 48.3 percent of companies that do business globally vs. 
32.6 percent for those that do business locally or statewide.

http://www.e-idc.com
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"It is clear that the Internet offers significant opportunities for global construction-related 
companies to improve and expand their business," said Boggs. "Conversely, one could surmise 
that local, regional or national companies will be hard pressed to move to the next level without 
making effective use of Internet resources."
Finding Information is Key
Most respondents to the survey said a primary use of the Internet is seeking information, and, by 
fan most sought product information (76 percent). They also mentioned seeking specifications 
(30 percent), product purchasing (25 percent) and suppliers in a particular city (23 percent). 
Architects and interior designers are more likely to seek product information than contractors. 
When asked which online construction industry-related sites were their favorites, in general, only 
one site won popularity points by more than 7 percent of respondents, with most sites getting less 
than 3 percent. "With hundreds of sites catering to various facets of the construction trades, there 
is no distinct leader yet," said Boggs, noting the high potential for e-IDC.com to achieve 
leadership status following its launch June 23.
The exception was sweets.com, which was mentioned by 22 percent of respondents, with 36 
percent of architects calling it a favorite. The most plausible explanation for the popularity of 
sweets.com is the high penetration of Sweet's offline catalog. When asked their primary offline 
sources for information, 56 percent of respondents mentioned the Sweet's catalog. In the case of 
architects (82 percent) and contractors (60 percent), Sweet’s was far and away their primary 
product information source.
Among interior designers, Sweet's was mentioned by 31 percent of respondents. This group 
relies on trade magazines (39 percent) and word of mouth (27 percent) as their primary sources. 
"These numbers validate the wisdom behind our strategic arrangement with publisher McGraw- 
Hill to include sweets.com's resources in searchable form on e-IDC.com," Boggs said. "Our user 
community will be able to simultaneously search both Sweet's and catalogs from manufacturers 
to find produfcts they need instantaneously.
Benefits of Internet Usage
When asked the primary benefits for using the Internet for business, respondents identified:
-  The ability to locate "hard to find" items and the ease of downloading product specifications -  
noted by 59 percent and 58 percent of respondents, respectively.
— More than 40 percent also said that breadth of online product selection and the ability to find 
information on companies in other cities were also important considerations
for Internet usage.
However, among global representatives, nearly 60 percent found that ease, speed and quality of 
communication with other contractors was a primary benefit of Internet usage. They cited being 
able to share drawings and plans with the entire project team, reduction in travel and the reliance 
on delivery services as further.ways of improved efficiency.

. Addressing those needs, e-IDC.com's services include free e-mail, access to project 
management software and the ability to use the Internet to revise and arrange same-day delivery 
of blueprints and engineering drawings anywhere.
"As construction becomes more national and even global, the ease and efficiency of 
communication will be of even greater importance," said Boggs. "An architect in New York 
working with an engineering firm in Chicago on a site in Peoria will be able to collaborate at 
Internet speed. That's the beauty of the Internet and the resources available to members of the 
construction industry."
International Design and Construction Online, with headquarters in Annapolis, Md., was 
established with the vision of being the most powerful source of information and e-commerce for 
the construction and design communities worldwide.
As a business-to-business e-commerce source, e-IDC.com offers: construction materials and 
contract furnishings; Sweet's comprehensive database of 25,000 product types and 1,600 
manufacturers; product specifications and CAD drawings; turnkey RFP and bid processing; 
interactive access to architects, designers and contractors; searchable classified ads; and links to
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project management software. The site consolidates a broad spectrum of industry specific 
information including up-to-date information on construction projects for bid and RFP from F.W. 
Dodge. ONTACT: International Design and 
Source:
Construction Online 
Bliss Kaye, 410/990-0926 
bkave@e-idc.com or 
Creamer Dickson Basford 
Thomas Cunningham, 412/456-7837
http://www.aednfo.com/cq i-bin/bricsnetwebaen.pl?lndld=000015&Cat}d=2&ID=334 
tcunninaham@cdbpr.com URL: URL: htto://www. businesswire.com Todavs 
Copyright (C) 2000 Business Wire. All rights reserved.

mailto:bkave@e-idc.com
http://www.aednfo.com/cq_i-bin/bricsnetwebaen.pl?lndld=000015&Cat%7dd=2&ID=334
mailto:tcunninaham@cdbpr.com
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6.4.E; Web Site More Prevalent in Design Firms

Summary: This article gives us an overview of statistics of a survey conducted by ZWA for A/E/P. 
It demonstrates the point that more and more firms are launching their web site almost a 25% rise 
over the past year and all this cause the firms who are benefited are also increasing reportedly. 
We may as well face it, the Internet is here to stay. According to Zweig White & Associates’ 1999 
Marketing Survey, almost 86% of A/E/P and environmental consulting firms reports having a web 
site. While the handshake will never go out of style, the Internet has become a necessary way for 
potential clients to find you, learn about your strengths, make contact with you, and to work with 
you as established clients.

NATICK, MASSACHUSETTS— A new study shows that A/E/P and environmental consulting 
firms are getting their online act together. According to the 1999 Zweig White & Associates 
Marketing Survey of A/E/P & Environmental Consulting Firms, the percentage of firms with a web 
site reached 86% this year—  a 25% increase over the 69% reported in the 1998 edition of the 
survey. More firms also report that their web site is producing results. The percentage of firms 
that received any qualified leads due to their site rose from 28% in 1998 to 36% in 1999. Richard 
Friedman, principal in charge of Zweig White & Associates' marketing consulting practice, isn’t 
surprised at all. "This jibes with anecdotal information A/E/P and environmental consulting firms 
have shared with me over the past year," he says. Friedman explains that simply having a web 
site isn’t enough. "What’s really going to differentiate one firm’s web site from another is the firm’s 
ability to create a clearinghouse of useful information (beyond just an online brochure), to track 
hits and inquiries, and to religiously follow up on all opportunities in a timely manner," he says.
The survey shows that nearly all firms list contact information and firm specialties (97% and 95%, 
respectively); however, less than half (46%) have links to other sites of interest to clients and 
potential clients. While more firms are getting started, in general, design and environmental firms 
have a. long way to go to improve the content of their sites. The 1999 Marketing Survey of A/E/P 
& Environmental Consulting Firms is a valuable resource for any firm that wants to see how its 
marketing practices stack up against similar firms in the industry. It covers everything from 
marketing staff, proposal hit rates, and tracking leads and sales to software, promotional 
activities, and marketing spending. This year’s report also breaks out data by firm type; staff size, 
region, growth rate, and client base and shows trends from the past six years of the Marketing 
Survey.
For more information, or to order, contact Zweig White & Associates, P.O. Box 8325,
One Apple Hill Drive, Natick, MA 01760,
tel: (508) 651-1559, fax: (508) 653-6522, e-mail: info@zweiawhite.com. 
http://www.zwa.eom/home/press/111299.htm

mailto:info@zweiawhite.com
http://www.zwa.eom/home/press/111299.htm


Designing web site for ARCHITECTS 83

6.4.F; High-Profit Firms Make Marketing A Priority And Get Results 

Summary:
Yet another survey conducted by ZWA to demonstrate the importance of marketing profession. 
High-profit firms (average annual net pre-tax, pre-bonus profit of 15% or more for the past three 
years) have a higher median percentage of total staff assigned to the marketing department than 
all firms surveyed 
NATICK, MASSACHUSETTS— .

According to a new survey by Zweig White & Associates on high-profit firms, marketing staff 
as a percentage of total staff is a median of 3.7% among all firms—  that figure is a median of 
4.4% for high-profit firms. The survey also reveals that high-profit firms have historically 
placed a higher priority on marketing than the average firm by adding marketing staff earlier 
in the firm's growth. The median high-profit firm added its first full-time marketer when it 
reached 30 employees compared to 39 employees for the median firm in the overall sample.

r . - - " -

High-profit firms are also reporting better hit rates on proposals. The overall sample of firms 
had a median of 53.3% of their proposals shortlisted compared to 70% for high-profit firms. 
High-profit firms also won a higher percentage of proposals submitted—  a median of 50% 
versus 44:3% for firms in the overall sample. )

The most profitable firms in the industry show no sign of reducing their marketing efforts; in 
fact, they plan on doing just the opposite: High-profit firms plan to invest more in marketing in 
the future compared to all firms surveyed. Whereas the average firm expects to increase their 
marketing spending by a median of 5% from 1998 to 1999, high-profit firms anticipate a 10% 
increase in marketing spending next year.

The High-Profit Firm Survey is a compilation of information from several Zweig White & 
Associates 1998 management surveys. Topics covered include financial performance, billing 
procedures, information technology, satellite office management, marketing, and project 
management. The report breaks out the overall responses to a multitude of survey questions 
and compares them to the responses from only high-profit firms (as defined above). This 
report will benefit both firms that want to know what it takes to make impressive profits and 
high-profit firms that want to compare themselves to others. ' /

The 1999 High-Profit Firm Survey of A/E/P & Environmental Consulting Firms is available 
from Zweig White & Associates, 600 Worcester Street, Natick, MA 01760, tel: 800-466-6275, 
fax: 800-842-1560. e-mail: info@zweiawhite.com.

Dana Weinstein fdweinstein@zweaiwhite.com)Zweiq White & Associates, Inc. P.O. Box 8325 
One Apple Hill Drive

http://www.zwa.com/home/press/021299.htm 
© Copyright 2000, Zweig White & Associates, Inc. All rights reserved.

mailto:info@zweiawhite.com
mailto:fdweinstein@zweaiwhite.com
http://www.zwa.com/home/press/021299.htm
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6.4.G; Internet Use at Firms Accelerates
by Pradeep Dalai. Associate Director 
Economics and Market Research

Summary:
Yet another article trying to explore how to use Internet for architects. It shakes hand with the 
survey done ZWA regarding the number of Architects having their web site and the number in 
increase from the previous year. The article goes on to explore the various ways architect’s have 
been using the web site and internet.
Looking for potential clients

•  Looking for the right kind of candidate to fill in jobs in the office.
•  Searching for their competitor.
• Bidding for projects around the world.
•  Research for products used in construction
• Transferring the drawing from one office to another or site across the globe.

A common platform for discussion between Architects, clients, contractors, consultants and 
suppliers.
"Online and the Bottom Line: How the Internet Can Save Money for Your Firm" was one of 
several Internet-related continuing education programs at the recent national AIA convention in 
Philadelphia. It addressed how project teams can conduct research and communicate with one 
another over the Internet. Other seminars covered online continuing education; virtual online 
offices, including project bidding online; and Web portfolios and marketing. There is no doubt that 
firms are rapidly learning to take advantage of the great reach of the Internet for a variety of 
different tasks.
The percentage of firms with Web sites quadrupled from 9% in 1996 to 36% in 1999, according to 
preliminary results from the AIA Firm Survey 2000-2002. The percentage of small firms with Web 
sites has grown the most. Sole practitioners with Web sites jumped from only 2% in 1996 up to 
13% in 1999. Over half the firms with 10 to 19 employees reported having Web sites in 1999, as 
did almost all the firms with 50 or more employees. A third of firms that currently do not have a 
Web site are planning to build one this year, up from 21% in 1996.
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"This push in the percentage of firms with Web sites, especially small firms, is reflective of what is 
going on in society," says Ann D. Gleason, AIA, principal of The Gleason Partnership Architects, 
in Boston, and a member of the Boston Society of Architects New Technology Committee. She 
also observes that firms often justify their Web site by saying that they need one to get work. And 
in this tight labor market, recruiting employees without a firm Web site is very difficult.
As the design tools for creating Web sites become readily available and easier to use, many firms 
are designing their own sites. About 58% of firms have designed their own Web sites, 25% have 
their Web site designed by an outside vendor, and about 17% have a combination of internal and 
outside design, according to the AIA Firm Survey.
About two-thirds of firms with fewer than five employees have a proprietary domain name 
(yourfirm.com), whereas almost all firms with five or more employees have Web sites with 
proprietary domain names. About two-thirds of the firms have Web sites hosted by an outside 
vendor. As one might expect, a higher percentage of small firms have their Web sites hosted by 
outside vendors, while two-thirds of the largest firms internally host their Web sites.
Product selection online
With information online rapidly expanding—especially product data, detail libraries, and 
specifications—firms turn to the Internet to do much of their research. Almost 90% of firms use 
the Internet to research product specifications, and 58% of firms research federal, state, and local 
regulations online. A little under half of firms also research potential consultants and or vendors 
on the Internet, and 40% of firms research potential clients as well as competitions and business 
leads online as well.
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Among other uses of the Internet, product selection tops the list with over 86% of firms using the 
Internet for this purpose. Marketing firm services and recruiting new employees are also popular 
at firms. Many large firms also use the Internet to track competition and submit bids and 
proposals online.
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e-Collaborations
The percentage of firms that transfer drawings electronically has risen dramatically—from 35% in 
1996 to 83% in 1999. Besides the ease and speed of transferring information online, a significant 
percentage of firms use Web-based design software or extranets to collaborate with other project 
team members via the Web. Over a third of all firms collaborate with engineers and clients on the 
Web, and over a quarter of firms collaborate with contractors this way. The different implications 
of extranets on practice are still being explored, especially liability insurance, firm policies, and
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security. "Project extranets constitute the biggest new leap of where technology is affecting the 
profession," exclaims Frederick G. Gleason, AIA, chair of the BSA New Technology Committee. 
Source:
AIA firm Survey 2000-2002, Preliminary results.
The American I nstitute of Architects,
1735 New York Avenue, NW, Washington, DC 20006-5292. 
htto://www. e-architect com/news/research/home, htm
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BAH; Using the Internet to Communicate with Clients 
Daniel J. Jansenson, AIA AIA Los Angeles 
Summary:

Using the Internet to communicate with your clients can be extremely beneficial in keeping the 
clients involved and making information available to all members of a project team. It helps give 
clients a sense of empowerment, and spreads the word about your firm's work. The process is 
quite simple and straightforward, and you do not have to be a computer geek to use this 
technique. Although it may take a bit of effort the first time, a project Web page can quickly 
become an inexpensive and indispensable tool in the small project architect's arsenal.
Most of my residential clients have access to the Internet. They seem to be knowledgeable 
enough to access the Web, and, indeed, often require their remodeling projects to include home 
offices incorporating computers.
I use a CAD program (VectorWorks) that allows me to create photo-realistic renderings and it is 
easy to save these images in a form that can be placed on the Web. Since my clients and 
projects are often located at a great distance from my office, the use of the Internet, and 
specifically the World Wide Web, has become an essential tool for communicating design 
concepts and transmitting information to clients. They seem to enjoy finding their project 
published on the Internet, and they like copying the images and printing them on their own 
printers. It is quite simple and very inexpensive to place the images on the Internet, and since 
they are available to clients quickly (and available for viewing around-the-clock) they can respond 
sooner to design-related issues and questions, especially when photo-realistic perspective 
drawings are combined with plans. There is no substitution for face-to-face meetings, of course, 
but the use of this method as an additional tool has given my clients a greater sense of 
involvement and control in the projects, and significantly raised their level of understanding and 
satisfaction. They will often give the Web page addresses to their friends to show them the 
project design, which helps with the firm's publicity efforts.
Here is a brief summary of how it works in my small firm; it isn't necessarily the best process, and 
I'm always looking for better ways of doing things.
1. Creating the Drawings
VectorWorks, like some other CAD programs, allows me to create rendered images and save 
them in an image format that can be viewed in any Web browser. After creating a design and 
rendering it, I export the image (or as Hy Applebaum calls it, the picture) and sometimes touch it 
up using graphics software (such as Photoshop). After adding some plants, or changing the 
contrast a bit, I end up with one or more electronic images that will be incorporated into a simple 
Web page.
2. Creating a Web Page
There are several programs that help you create and publish a Web page with a minimum of 
difficulty; I use Claris Home Page. On the screen, it looks similar to a word processing program; 
you can type text, insert images, and generally create an attractive presentation for viewing with a 
Web browser. I strive for simplicity-no fancy flashing words, animated features, jumping buttons, 
elaborate databases or the like, since the purpose is to make the information available to clients 
quickly and with a minimum of fuss. Once I have created the page and viewed it using Netscape 
and Internet Explorer (and made the inevitable adjustments such as image size and letter size) it 
is saved in a special folder for easy retrieval, along with all the associated images.
3. Publishing on the Internet
Most Internet service providers allow their customers to store Web pages on their computers and 
have detailed instructions that describe the process. I use America Online (AOL), whose method 
is extremely easy and straightforward. With AOL, once connected, you type command (or control 
K). This is the shortcut for MyPlace, the AOL Web server location, and you then follow the . 
instructions to create a place on their computer for your files. You then proceed to send your Web 
page files and images electronically into that folder, following their step-by-step instructions. The
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process takes a bit of time, but once it has been completed; the Web page is available for viewing 
by anybody with access to a computer with an Internet connection. A Web page containing six or 
seven large images takes about 15 minutes to send to the Internet service provider; it's really 
quite straightforward once you've done it once or twice. Once the Web page with your images 
has been created, it will have an Internet address (the infamous http://...) that you give to anybody 
who wants to see the images on their computer.
Over time, I have discovered that this method can be used to transmit not only images of the 
design work, but also other types of project information that can be useful to members of the 
project team (if your fellow team members have Internet access, of course). This information can 
include: address, maps and driving directions, a project consultant list, or anything else you find 
helpful at the beginning of a project.
What Works
These are the kinds of pages that have worked for my firm:

-1 . Design Progress Drawings
Use color perspective drawings of the interior and exterior of the project. This, obviously, helps 
clients who have difficulties visualizing spaces when looking at plans. The great advantage of the 
Web, in this case, is the ease of preparing and distributing images: no need for expensive color 
reproductions, as they are viewed on a computer screen . View an example of this kind of Web 
page. An interior view, along with floor plans, can be seen here.
2. Floor Plans
My firm usually prepares design floor plans in color to help clients understand the arrangement of 
spaces. Although it often does not look very architectural to an architect, clients often appreciate 
the ability to quickly understand a simplified floor plan, especially when it looks visually similar (in 
color and layout) to plans that appear in the popular magazines they read so avidly. View an 
example of this kind of image.
3. Project Newsletter
A simple newsletter that conveys developments in the project really helps involve the clients. Any 
piece of information will do, no matter how small. The date when the plans were submitted to the 
planning department, a phone call placed to a consultant-no matter the information, placing it on 
the Internet adds great interest and effectively conveys a sense of progress and accomplishment. 
In addition, by regularly publishing such a newsletter, the firm compiles an archive of project 
milestones and events that can be reviewed by clients (and other team members) at any time 
throughout the project. One great advantage of placing it on the Web is the ability to create links 
to other information: for example, a directory of project consultants, or the Web pages of product 
suppliers and vendors. In other words, the newsletter can become a central location for the 
distribution of project information to clients, which is often very highly appreciated. See an 
example of such a newsletter.
4. Contact Gateway
We're just beginning to experiment with this one: A simple gateway Web page is a first point of 
contact for service vendors and suppliers seeking to participate in the project. It also serves as a 
location where participants in the project can retrieve files and information. Although service 
providers and contractors often do not have access to the Internet, an increasing number do, and 
the expectation is that such a Web page will help distribute information during the bidding process 
and later. View an experimental contact gateway page. . 
http://www.e-architect.com/pia/membero/spf/spf16/art6.asp

http://www.e-architect.com/pia/membero/spf/spf16/art6.asp
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6.4.1; AIA article Go Web, Young Architect!
Why architects must forge farther into the digital frontier 
by Jessica Dheere

Summary:
This is where Cohen's seminar proves as valuable as the Internet itself. In Part I of "Expanding 
Your Practice," he answers the question How can we as design professionals use the Internet? 
and emphasizes the need to get beyond simply surfing. He discusses the Internet's multimedia 
capabilities-being able to transmit any medium-drawings, photographs, 3-D models, video 
(anything but the object itself)—as particularly useful for architects and other visually oriented 
professions. He also explains why hyperlinking-or what happens when you click on buttons or 
highlighted, underlined text on a Web page that takes you somewhere else, either within the Web 
site you're browsing or to another address completely-suits architects so perfectly. "It's a new, 
non-linear way of navigating information," he says and cites building codes as a prime example of 
something that works better in a hyperlinked environment like the Internet, rather than in a printed 
document, because of the codes' nonlinear form.

So, you're on the Internet. You've got an email address: jarchitect@yourfirm.com or 
mdesigner@your_service_ provider.net. You surf. No, sounds like too much fun. This is serious 
stuff. A tool, they say. So you browse. That's it. More sedate, more deliberate. You feel like you're 
getting the hang of it—know what Spam is. Made a purchase. Looked up a fact. Found a new job? 
Feel like you've exhausted the possibilities? Wonder what else is there? Stuff just for the hackers 
and nerds, you imagine. Or whatever there is, it would require too much effort, too much time 
from other projects and clients to learn?
Such a position wouldn't sit well with Jonathan Cohen, AIA, of Jonathan Cohen and Associates, 
San Francisco, who equates saying you don't have time for the Internet with saying, "I don't have 
time to get a telephone." Over the past two years, Cohen has extolled the virtues of the Internet in 
more than a dozen cities in "Expanding Your Practice with the Internet," his three-hour seminar 
born of the California recession and invented to help fellow architects and other planning and 
design professionals realize ways this new medium can improve their practices.
"Architects are behind the curve," says Cohen, whose seminar helps get out his message that the 
Internet is more than advertising, that "creating a portfolio online... is one of the least important 
parts of what the Internet can do." He wants to see more architects taking advantage of their 
newfound ability to present to the public clear and precise visual and spatial concepts that until 
recently were confined to a 2-D rendering or a drastically scaled-down model for only a few to 
see, -
Cohen takes this position with good reason, or so corroborates the Internet Use section of the 
1997 AIA Firm Survey. While the survey reveals that architects have clearly taken a step in the 
right direction-half of firms with over 10 persons conduct research on the Internet, and 75 
percent of firms with 20 or more employees transmit drawings via email—the statistics make less 
of a case for firms', especially small firms', inspired adoption of all the Internet and the Web have 
to offer in the way of increased efficiency and communicative power.
For example, despite the fact that more than 57 percent of all firms are "fully connected"
(meaning that employees can access more than just email), only 10 percent of all firms reported 
having Web pages/sites. Another 20 percent indicated that they planned to create them; even so, 
that would still represent less than one-third of all firms. Only 2 percent of firms use project- 
specific Web sites, such as the one Cesar Pelli & Associates set up to manage projects and save 
on overnight shipping costs (see page 9, October issue)/Again, more, but not enough, are in the 
works.
Granted, the numbers for large-firm Internet connectivity and usage handily outstrip the averages 
across all firms, but given the ease and relatively inexpensive cost of getting set up online, this 
kind of disparity between large and small firms shouldn't exist. 1996 data show that firms already

mailto:jarchitect@yourfirm.com
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spend between 4 percent (50+-person firms) and 9 percent (sole practitioners) of net billings on 
technology, including training and support staff/consultants, and most likely have the necessary 
tools of the digital trade—a computer, a monitor, software, a modem, a phone line, and an account 
with an Internet service provider. The trouble arises in knowing, or not knowing, the capabilities of 
what you have and how to relate them to what you do.

Source:
' email aiarchitect@aiamail.aia.ora. or call, (202) 626-7441.

Special thanks to Jonathan Cohen for his contribution of notes, a grant proposal, and list of Web 
sites. To see his firm's Web site, go to www.lcarchitects.com. 
http://www.e-architect.com/news/aiarchitect/ian98/aoweb.asp..

mailto:aiarchitect@aiamail.aia.ora
http://www.lcarchitects.com
http://www.e-architect.com/news/aiarchitect/ian98/aoweb.asp
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6.4.J; Paperless Proposal.

Within 3 years, 75% of proposals will be e-mailed to clients..no paper in sight.......
And like it or not, your firm will be affected! Some firms are there already. Colleague Edward 
Lynich, Director, Group GSA, told me recently that fully 100% of his firm’s proposals, have an 
electronic component, and 5% are submitted over the Internet without any supplemental hard 
copy.

« E-proposals are powerful. You can hit the client between the eyes with multi-media 
presentations, and save a tremendous amount of time on in-house preparation. Don 
Thomas, V.P of the Industrial division of Parsons Corp, and PSMJ consultant, sees 
enhanced and speedier collaboration as the biggest benefit of new technologies,"Using 
electronic media helps shorten time cycles generally. You create an electronic ‘view 
room’ in a file, and other collaborators can access the information to see where the 
proposals is going." Save preparation time by posting standard information on your web 
site-which must be updated constantly and creating a hotlinks to it in a customized, e- 
proposal.

•  When preparing their e-proposals, group GSA critiques every element Edward Lynch;" 
The greatest tendency is to include too much information of too little
relevance...obviously the challenge for proposals writers in this now age is not accessing 
information, but filtering and managing that information interface to promote interaction 
and enable audience to take control."

® If you’re taking your proposal electronic, remember what clients want;
•  Down-loadable, printable information.
• Superior organization and interactivity.
« A short tailored presentation that’s project-related.
« Fast delivery.
•  Technically speaking, you’ve probably got everything you need sitting on your computer 

right now.

Source:

PSMJ, resource inc.
10 Midland Avenue Newton, MA 02458-9824.
wyvw.Dsmi.com
For more information contact;
Edward Lynch: 1-800-537-PSMJ.
Email: info@psmj.com

mailto:info@psmj.com
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6.5; Emai! replies received from the Architects for the survey questions:

The Jerde Partnership international

913 Ocean Front Walk, Venice,
Ca-90291
Website: www.ierde.com
Lisa Salmans" <Lisa.Salmans@Jerde.COM
The Jerde Partnership International utilizes our website mainly as an informational source. 
While we do list contact email addresses, these are more for employment opportunities and/or 
marketing efforts. The firm consistently receives inquiries from media, lectures and other 
interested parties via our website.
The Jerde Partnership International does receive enquiries through our website as indicated 
above. Unfortunately I am unable to attach copies of these emails as we treat all incoming 
email confidentially.
The Jerde Partnership website is conceived in-house and designed through a combination of 
in-house talent and outside web designers.

RMJM

83 Paul Street,
London EC2A 4UT  
Website: www.rmim.co.uk 
Mark Way <mway@rmjm.co.uk>
Hope this helps:
So far we have had few project inquiries via the internet, but have had plenty of employment 
seekers and a fair number from firms looking for interested parties wanting to join up with other 
firms in another country.
The current site was designed in house, we are going through the process at present of having 
a new web site designed for us externally.
Mark Way

HAYES,SEAY,MATTERS &MATTERN (HSMItil).

1315 Franklin Road, SW, Roanoke, Virgin 24016 
Website: www.hsmm.com 
Howard Noel <thnoel@hsmm.com>
We have found that we receive few messages relative to potential 
projects or clients directly to the web site.
The web site has proved to be a source for prospective new employees to 
learn more about us. W e have had inquiries from people who have visited our 
opportunities page and responded directly for a position.
We have also directed clients and potential clients to visit parts of our 
site that might have particular interest, especially our animation and 
virtual reality pages. These seem to generate a great deal of interest.
I hope this information is helpful to you.

http://www.ierde.com
mailto:Lisa.Salmans@Jerde.COM
http://www.rmim.co.uk
mailto:mway@rmjm.co.uk
http://www.hsmm.com
mailto:thnoel@hsmm.com
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HKS,

1919 McKinney Ave,
Dallas Texas
Website: www.hksinc.com
Forasiepi, Taama" <tforasiepi@hksinc.com
Project Collaboration Made Easy
A growing number of design firms use Internet-based software to work more effectively 
The rapid pace of change on the Internet has meant that a number of businesses are using 
tools on the Web that they did not dream of even a year or two ago. In the past year alone, the 
market has seen an explosion in the number of Internet-based companies offering products 
and services for businesses in the design and construction industry.
Nearly 100 companies have sprung up in the construction e-business space, hoping to take 
advantage of a market that is forecasted to reach $43 billion by 2004. These companies (of 
which AECdirect is one) provide everything from equipment marketplaces and exchanges to 
project leads and Web-based project collaboration tools.
The recent AIA Firm Survey 2000-2002 found that almost half of architecture firms use Web- 
based software for collaborating on projects. Among firms with five or more employees, more 
firms use Web-based software to collaborate on projects than do not. Considering that in 1996 
only 2 percent of all firms used similar technology, these figures suggest that architecture firms 
have embraced communication and collaboration enabled by emerging Web-based 
technologies. .

With all the choices out there, many would-be project collaboration software users don't know 
how to differentiate between one company's offerings and another's. Earlier this month, the 
Houston and Dallas/Fort Worth chapters of the Associated General Contractors held two 
project collaboration "shootouts" between five products currently on the market. Detailed 
results of the shootout are available at www.beckqroup.com/aacshootout/resuits.htm . While 
we here at AECdirect wish that the shootout had included Bentley Systems' Viecon.com Web- 
based project collaboration software (available on AECdirect), it is a good start in trying to sort 
through the usability and reliability questions that the users of these products have.
The construction industry depends upon collaboration and communication. Technology offers 
solutions to the inefficiencies inherent in the movement of information. As technology becomes 
less costly, easier to use, and more reliable, industry professionals will have the possibility of 
improving their productivity and expanding their design and construction processes while 
decreasing the risk of errors due to miscommunication.

http://www.hksinc.com
mailto:tforasiepi@hksinc.com
http://www.beckqroup.com/aacshootout/resuits.htm
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Karisberger

Sandv Felver SFeiver@karisberqer.com 
Has your firm been able to sign not only new clients and projects, 
but maintain the old ones; or maybe build partnerships with new vendors? 
The answer to this question is yes. Not only do our current clients visit 
our web site, but potential clients also visit the site to check out our 
credentials. After visiting our site, they decide to either contact us for 
further information or put us directly on a list of firms to receive an RFP 
for a project. Engineers and other consultants also surf the web and view 
our site when looking for architects on which to team for projects.
* What kind of inquiries do you get from your web site?
Our site was not only designed for client and potential client visitation, 
but it was also designed to be used as a recruitment tool. Job 
opportunities are routinely posted on our web site. Architecture students 
may also view our site and then contact us about internship opportunities, 
or new graduates may contact us about the prospect of joining our staff.
* Is the web site designed in-house or from outside sources?
Our web site was designed and is maintained in-house. Karisberger has a 
5-person graphic design studio and the web site was designed and is 
maintained within that studio.
I hope the above answers help you with your research. If you have further 
questions about Karisberger, please contact me.
Again, thank you for your interest in Karisberger, and good luck with your 
Research!
Sandra K. Felver 
Senior Marketing Coordinator 
Karisberger Companies 
99 East Main Street .
Columbus, Ohio 43215 
614/461-9500
614/461-6324 (fax) http://www.karlsberqer.com

mailto:SFeiver@karisberqer.com
http://www.karlsberqer.com
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LMN Architects

801 Second Ave, Suite 501,
Seattle Washington-98104 
Website: www.Imnarchitects.com 
Christi Wilson <cwilson@LMNArchitects.com 
Dear Aditya,
To answer your three questions:
1. Through our website we have been able to introduce ourselves to new clients and also 
quickly provide firm information to other architects with whom we might collaborate on a 
project We also use our website to communicate with clients through links, ftp sites, etc.
2. Yes we do receive inquiries from our website. Emails received are from vendors, possible 
affiliates, and potential clients. Unfortunately, the main LMN email address, which you used, is 
sent to one person for distribution. All emails are distributed throughout the office and are not 
readily available to send to you.
3. Our website was designed (and is maintained) in-house. However, we have recently hired 
an outside consultant to redesign our new website, which should be launched early next year. 
(Ironically, the person who used to work for LMN has now started his own Website company. 
We have employed the same individual to redesign our site.)
Thank you for your interest in our website and LMN-and good luck with your research project! 
Sincerely,
Christi Wilson 
Business Development 
Director of Visualization

HKS Inc.

1919 McKinney Ave.
Dallas, Texas 75201-1753 
Website: www.hksinc.com 
Hello Aditya,
My name, is Taama Forasiepi and I am the Director of Visualization for HKS 
Inc.. Since I have been involved with website design at HKS for several 
years, Ron has asked me to respond to your questions. I apologize for 
taking so long to get back to you, however our email server was hit with a 
power serge this week. It took several days to repair.
* I am unaware of a client hiring us based on our
website. However we have received several requests for information from 
clients through it. It is apparent that our clients are using the website 
as a source of information. W e have an FTP site that is used by most of our 
clients. It has proven to be a great way to keep them up-to-date with 
project progress, therefore assisting in client retention.
* Or may be building partnership with new vendors. We have also made 
contact with new product and service vendors through the Internet site.
They use the site to learn more about HKS so they can serve us better.
* We use website technology in many different ways. Of course we 
have already discussed the Internet and FTP site, however we also use the 
internet to access our email from outside the firm. More and more clients 
are requiring us to use Extranets or project websites. W e are looking into the 
creation of marketing websites that are created for specific clients. And then 
there is the Virtual Network that would allow everyone from HKS to be 
connected to the office from where ever they are in the world.

http://www.Imnarchitects.com
mailto:cwilson@LMNArchitects.com
http://www.hksinc.com
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This has been used in other large architectural 
firms successfully, however it is very difficult to setup initially.
Presently we use a Remote Access System, which uses dial-up modems to 
connect to the office and restricts our baud rate to 56k. By today's 
standards this is getting slow. If you have DSL at home and a Virtual 
Network System in your office you could be connecting as fast as 500-700k.
Quite a difference.
* We have been receiving an average of
five enquiry per day from dur Internet site. The emails have been tunneled 
to personnel within the firm for answers. These emails have not been 
retained, but you bring up a valid point. It would be nice to know with 
more accuracy who is using the site. We will now save a copy of the emails 
for future reference. Thanks. W e also receive approximately 5-6 resumes 
from the Internet per week. Potential employees use the site to become more 
familiar with HKS before interviewing.
I hope I have been of some assistance. If you have any further questions 
please let me know. Taama Marti Forasiepi, AIA

Flad & Associates

644 Science Drive, PO Box-44977,
Madison, Wisconsin-53744-4977
Web site: www.flad.com
Laura Stillman" <laura_stillman@flad.com
In response to your questions, yes, our web site is used extensively by prospective clients to 
preview the design work of our firm. It is also used by students and professionals who are 
considering a new position-they use our site to develop an idea of what the firm is like, to 
evaluate our work and the potential fit of their skills with our needs. W e consider our website 
an integral part of our overall marketing and communication program at Flad.
I cannot mail anything to you because it does not exist, to my knowledge. What 
I can tell you is that students and prospective employees tell us they visit our 
Website, almost always before they come here for an interview. I know that 
Prospective clients visit our site to look for specific project types they may 
be planning....they will tell us after we receive a proposal request that they 
checked us out on the website first (to prequalify the firm in specific building 
type.) That's the best I can do for you....,we know the website is used and we 
track hits to specific areas of the site. Good luck with your research.
Laura Stillman" <laura stillman@flad.com

Jung/Brannen Associates,

34 Farnsworth Street, 7th floor,
Chicago, lllinious-002210 
Website: www.ib2000.com

Duncan Pendlebury" <d_pendlebury@jb2000.com 
Our web site was designed in-house and has been recently updated 
in-house. We. have had a committee reviewing the web site and its use and 
their preliminary findings are recommending that we next reinvent our 
site to provide us with more coverage. We never started (we have been on 
the web for about five years) to use the site for marketing purposes. We 
have always felt that it would be primarily used for communication

http://www.flad.com
mailto:laura_stillman@flad.com
mailto:stillman@flad.com
http://www.ib2000.com
mailto:d_pendlebury@jb2000.com
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between our several office locations and the several field offices in 
addition.
We have received a number of open inquiries from the web site 
from clients looking for an architect in a certain geographic location.
More than that, we get quite a few inquiries about employment 
opportunities. For that reason we hope to make our site more user 
friendly for employment responses. One of our JungjBrannen Alliance 
members, Mickey Roache Associates in London has a questionnaire on his 
site that a prospective client can fill out and they get back a cost 
estimate for their project.
I hope this is of some use to you. Good luck with your project.
Duncan Pendlebury 
JungjBrannen Associates

Hill Glazier Architects

925 Alma Street, Palo Alto ,
Ca-94301
Website: www.hillalazier.com
Peter Mason <pmason@hillglazier.com

[Peter Mason] A web site is strictly an extension of the firm's image - Its use is limited to those 
who would be researching our firm - or a simple reference site for clients, consultants and 
potential clients.
But many potential clients have used it and then called.
There are numerous uses we would like to make of a web site but it requires specialized 
software development:
Project webs with:- directories, ties to a secure ftp site for each project, project meeting notes, 
project open issues list, project schedules
Construction Admin webs - open rfi and submittal logs, site photos and web cams

http://www.hillalazier.com
mailto:pmason@hillglazier.com
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Burt Hill Kosar Rlttelmann Architects

400 Morgan Center, Butler, Pennslyvania .
Website: www.burthill.com 
Tom.White@burthill.com
In a recent survey by the Society for Marketing Professional Services the 
number 1 reason given by clients for hiring a firm is, they felt 
comfortable with the people they spoke to. Most clients select architects 
they are going to invite to propose on a project based on personal contact 
with the firm and/or referal from one of their peers and you don't 
typically get the referral without providing good service. This has led us 
to our approach in developing our website. We don't look at our website as 
an e-brochure, we feel it best serves our clients or potential clients as a 
resource of information. It does have the basics about our firm, but we 
also include technical information to clients by posting technical 
information that may be useful to them in their daily business. We also 
use our site as a project management tool. Our "private projects" page 
give each client a secure site where all project information is available "• 
including drawings, specifications, meeting minutes, correspondences, etc.
Some of these sites are open to public. In particular the public school 
sites are open for the public to comment on proposed building options.
We do get inquiries from our site. The first type is project requests, for 
more detailed information about the firm or invitations to propose on a 
project. The second is from vendors. The third, and very important one in 
today's market place, is from students or architects and engineers seeking 
employment.
Our site has been designed in-house but we are in the process of looking 
outside the firm to update the site.
I hope this is useful to you. If you have any further questions please 
feel free to e-mail me.
Tom White

Fletcher Farr Ayotte

708 sw Third Avenue, Suite#200,
Portland, Oregon-97204 
Website: www. FFADesian. com 
wmlp8@nildram.co.uk
Thanks for your message. We design our.web site in house, and will continue to do 
so to keep cost down. Yes we do get jobs from the web site. Not as cold calls 
but people use it to research the company before putting us on a tenderlist.
Probably the main users of the site are project managers and journalists. Hope 
this is helpful.

Kallmann Mckinnell & Wood Architects,

939 Boylston Street, Floor#2,
Boston, Massachusetts-02115 
Website: www.kmwarch.com 
Fiske Crowell <fcrowell@kmwarch.com 

Thank you for your inquiry. In summary response:
-Our web site is a relatively new development, just over a year old, which seems to generate a

http://www.burthill.com
mailto:Tom.White@burthill.com
mailto:wmlp8@nildram.co.uk
http://www.kmwarch.com
mailto:fcrowell@kmwarch.com


Designing web site for ARCHITECTS 99

lot of activity. We have received a few job leads.. ..yet to materialize in an actual commission. 
We do see more and more contact, however, and anticipate that it will become a key marketing 
tool in the future.
-The other primary response is in resume forwarding. I get 3-5 e-mail resumes per day which 
reference our web site as the source of contact. The vast majority of these contacts are foreign 
architects or students. Fewer american architects/students use the same approach. Also, it 
should be noted that very few of these contacts actually prove to be viable potential 
employees.
-Finally, to date we have designed our web site in-house. We are considering the use of an 
outside design firm as we expand the amount of information available on our site.
I hope this information is of value to you.

Fiske Crowell

Managing Principal -
Kaplan Mclaughlin Diaz
222 Vallejo Street, Sanfranicisco,
Ca-94111
Website: www.kmd-arch.com
Richardson, Jim" <JR@kmd-arch.com
Following is some suggested language for your reply:
KMD's website has been very successful, in our opinion. We designed our current site in- 
house. The primary purpose of our website is to provide an in-depth look at our portfolio for 
prospective clients that have found our name by other means and then find our website 
through direct search or be reference from us. We are constantly referring prospective clients 
to our website, and receiving back favorable comments. Secondarily, we do get several 
inquiries each month from prospective clients who have come to us after finding our website 
through key-word searches or browsing.
Another important purpose of our website is recruiting. We get several resumes each week 
from architects who have found our site and are attracted by our portfolio.

RTKL International

One South Street, Baltimore, Maryland 21202 
Website: www.rtkl.com
Mike McGeady - Baltimore <MCMcGeady@RTKL.com
Mr. Adams is unavailable at this time so I will try to answer your
questions.
Our web site is designed as a communications tool to assist in our 
marketing, Business Development and Advertising plan. It establishes a 
presence on the web.
We receive frequent inquiries generated by the website. About half are 
unwanted solicitations for products and services. Another 35 percent are 
project specific, and may include leads or teaming request. Another fifteen 
percent are employment related. W e cannot forward any examples as they are 
confidential.
Liquid Media, an in-house division of RTKL, designed our web site.

http://www.kmd-arch.com
mailto:JR@kmd-arch.com
http://www.rtkl.com
mailto:MCMcGeady@RTKL.com
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Thomas Hacker & Associates Architects

34NW First Ave,
Portland, Oregon-97209 
Website.-www.friomashacker.com 
Laura Ticer" <laura@thomashacker.com
Thank you for your interest in our firm and the development of our website.
We are currently designing the site. Although we researched and interviewed outside vendors 
for the design, we elected to do the website design and all updates in-house.
The reasons we are designing a website include marketing to current and potential clients, 
general public relations, and providing information about our firm and its work to other 
architects, students, clients and interested, parties. We have received a number of e-mails from 
students and persons seeking information about our firm and are advising them to wait for the 
site to be active, which should be in approximately 1 month.

Fletcher Farr Ayotee

708 Sw Third Ave, Suite 200,
Portland, Oregon-97204 
Website: www.FFADesian.com 
Eloise Barry" <ebarry@ffadesign.com>
Our web site was designed in-house. It is updated regularly and will be completely 
changed soon.
It has generated many inquiries and we have received many positive comments. Instead of 
sending printed brochures as we did formerly, we are referring more people to the web site. 
Best wishes with your research.

Eloise Barry

Roger Ferris Partners LLC Architects 
90 Post Road East 
Westport, Connecticut-6880 
Website: www.ferrisarch.com 
Roger Ferris <fems@ferrisarch.com>
We are just in the process of working with an outside vendor to create our web site. My opinion 
is that within the next few years it will be critical for architectural firms to showcase their work 
on the web, it will replace office brochures and allow everyone access to an architects work 
and this hopefully will lead to more informed decision making when retaining an architect and 
of course this can only lead to a better built environment.
Good Luck, RF

http://www.friomashacker.com
mailto:laura@thomashacker.com
http://www.FFADesian.com
mailto:ebarry@ffadesign.com
http://www.ferrisarch.com
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Zweig White

At ZweigWhite, we've written quite a bit about the role a web site can play in marketing 
professional services firms in our weekly management newsletter (The Zweig Letter) and our 
monthly marketing newsletter (Revolutionary Marketing). The web site can, in fact, be much 
more than an e-brochure for firms. It can serve as a tool for exhibiting expertise in a particular 
market sector, generating leads, conveying a clear message about the capabilities, vision, and 
personality of their firms, and even creating a dialogue between the firm and prospective 
clients. Web sites are also proving to be a great recruiting tool, especially for firms who are 
looking to bring on younger professionals.
I’ve attached some (previously published) articles that explore the issue of web sites for A/E/P 
firms, as well as a' couple of marketing case studies that deal with architecture firm sites in 
particular.
Our most recent Marketing Survey of A/E/P & Environmental Consulting Firms contains some 
data on the topic as well. One statistic that may be of interest is that the percentage of firms 
(this number includes engineering and environmental firms) receiving qualified leads from their 
web site rose from 28% in the 1998 survey to 36% in the 1999 survey. The 2000 survey will be 
published this fall.
I hope this of some help to you in your research. Feel free to call or e-mail if you need anything 
clarified.
Sally Giedrys 
ZweigWhite
sgiedrys@zweigwhite.com
508-651-1559

David baker

[David Baker] it’s good as reinforcement of other marketing techniques, i helps for people who
are already interested to learn more, it really helps with existing clients, it's a great
presentation tool in interviews, it's good to distribute backgrounds, etc to consultants.
the Web site designed in house
the number of hits on the website are: 59179
Thomas J. Carleton AIA" <carleton@redshift.com
Do you get any kind of enquiries from your web site. If yes can you attach some of the email.I 
have already visited the Web site of your firm before actually writing an em ail.
Yes, new contacts via e-mail from my web site have resulted in projects-new custom homes. 
Some queries have come from local people and others from out of town or out of state. The 
website is a graphic portfolio of our work available to anyone world wide at any time.
I am connected at this end with lmprovenet.com which links homeowners to architects. I have 
received dozens of inquiries from ImproveNet, several of which have become projects.
I also use email to keep in touch with clients, even those close by. We share product info in- 
house that comes to us by email.
My CAD drafters often search the net for product information, even before they will go down 
the hall to check the library of catalogs.
Is the Web site designed in house or from outside sources.
Both, in this case. My son, James Carleton, designed the site. He is a college student in the 
Industrial Design department at San Jose State. He was paid as a consultant.

mailto:sgiedrys@zweigwhite.com
mailto:carleton@redshift.com
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keyarchl

Rohnert Park, CA 94927
Website: http://www.metro.net/keyarch
<keyarch1@pacbell.net>
Yes, our firm has received new work plus make new contacts. Also, helpful to refer new 
prospect to site as a portfolio.
Most inquiries are from people looking for work or to sell something.
the Web site is designed in house by myself. My site is pretty old and needs new material and 
design, but hard to dedicate the needed time.

ACG Environments .

1750 14th Street,
Santa Monica, CA 90404 
http://www.acgenv.com/ .
Sunil Parab <sunilp@acgeny.com

[Sunil Parab] - Although I do not believe that we signed any new client due to the web 
site, having web site have helped us in giving more information to prospective clients. Our 
business cards have our web address and people have browsed our web site during the 
selection process. Since we compete for institutional projects we still have to go through 
proposals and selection process. We also maintain a private web site for project data that is 
only accessible to our consultants. Project web sites help us distribute project data - CAD files 
etc. in a cost-effective manner. .
Our web site is designed in house.

http://www.metro.net/keyarch
mailto:keyarch1@pacbell.net
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Pacific Design Architecture

960 Howard Street 
San Francisco, CA 94103 
Christine Braunger <cbraunger@pgal.com
The Society for Marketing Professional Services has done a fair amount of 
research into the uses that A/E firms make of web pages. I suggest you 
contact that organization.
Here is the information you requested:
* The majority of our client base is in the public sector, and typically 
awards projects based on responses to Requests for Qualifications or 
Requests for Proposals. Therefore these clients do not review websites a§ 
part of their procurement evaluations.
I have found that in the A/E industry, web pages have two primary uses: 
promotional and project-related. Promotional issues include providing 
information to potential clients or potential employees. Project-related 
functions include providing a single location where project files are stored 
and can be shared by the entire project team, similar to the service 
provided by buzzsaw.com.
* We receive numerous inquiries from our web site. I cannot provide you with 
these. Typically they are from people seeking employment, but occasionally
we receive email from people researching projects.
* The Web site designed in house Currently we are in the process of modifying the 
design
and updating the information. This should be completed within six months.

Dougherty + Dougherty

3194 D Airport Loop 
Costa Mesa, CA 92626 
Website:, http://www.ddaia.com/
Betsey Olenick Dougherty" <bod@ddaia.com
WEB site was designed in-house. Yes, l am regularly contacted by people like you, potential 
employees looking for work.I refer potential clients and current clients to the site. The future of 
architect selection processes will probably be on-line, but not now for the type of institutional 
work that we do. We get jobs by referral or by a qualifications-based selection process 
(answering RFP's and interviewing). Hope this helps in your research

PBWS Architects

300 N. Lake Ave,, Suite 930 
Pasadena, CA 91101 
Website: http://www.pbws.com/
Henry Mann <Henry.Mann@perkinswill.com
A quick response to your inquiry
Yes, our web site is of business use to our firm
We have had many inquiries from prospective clients desiring to buy professional services.

mailto:cbraunger@pgal.com
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Internationa! Parking Design

14144 Ventura Blvd., Suite 100 
Sherman Oaks, CA 91423
Website: http://www.ipd-qlobal.com/ \
Bonnie Zogby <BZogby@IPD-GLOBALcom
The web site is very important to our firm. The presence on the Internet implies that a firm is 
currrent, if not leading-edge. Every country on Earth has visited the site. We feature 
information about our firm and services, plus provide technical information on parking structure 
design.
Because we have a page provided to contact us, we receive many inquiries about I PD and 
about our services from around the world. W e also have expanded our database to include 
many new potential clients. We get good response to our newsletter - many visitors ask to 
subscribe. W e will upgrade the site soon, providing .pdf files of the newsletter, as well as 
detailed information about our projects.
The site is designed by a professional graphic designer, but maintained in-house. 
Unfortunately, I am not able to provide you with sample e-mails

http://www.ipd-qlobal.com/

