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During my undergraduate work, I had a class assignment to 

interview an architect and discuss architectural practice. At the end 

of the interview, the architect related an incident to me. He told 

about going to an interview to obtain work and during the interview, 

he had the uncomfortable feeling that he was not telling the 

interviewer what he wanted to hear. Consequently, he did not get 

the commission. As a result of that statement, I began to wonder, 

“How can architects know what to say in an interview? Is there a 

way to increase a firm’s chances to be selected for a job? Does up

front, free work win the project?” Learning the answers, if there are 

answers, to these questions is the subject of this master’s report.
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ABSTRACT

Architects face increasing competition in today’s marketplace. 

The successful marketing of architectural services relies on effective 

communication. Architect’s communications become critical when 

used to obtain future commissions. The purpose of this report is to 

determine whether there are superior ways of communicating in the 

qualifications based architect selection process at both the proposal 

and interview stages.
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INTRODUCTION

The practice of architecture is centered around the process of 
communication. First, architects must be prepared or sensitized to 
receive communication input. This may be in the form of intuition, 
listening and education.

Secondly, architect’s must be prepared to communicate outwardly. 
This may be in the form of:

o communication with self, peers, students, public and clients 
o programming
o self-communication, diagramming 
o conceptual design communication 
o marketing 
o design presentations 
o construction documents 
o contract administration 
o construction administration 
o theoretical communication 
o publications 
o research 
o teaching
[Kirby Lockard, Arch. 596 Seminar]

Since communication is central to all aspects of architecture, it has 
been the subject of much research and study. This research report 
attempts to continue studies done in only one area of communication, 
namely, marketing. Recent studies have been completed in the 
broad areas of marketing architectural services and marketing 
architectural services for small firms. This report continues on those 
foundations, yet focuses on a particular area of marketing 
architectural services; that of architect’s communications at both the 
proposal and interview stages of the qualifications based architect 
selection process. This communication is critical to the survival of 
architectural firms that rely on obtaining work through this method.

8



The objective for firms in this process is to communicate to the 
selection committee what they want to hear. This presents the first 
problem for firms; the information presented to the selection 
committee is sometimes only as good as the information originally 
given by the agency. The second problem is, “How do firms 
determine what selection committee members want to hear?” The 
answer to this question forms the basis of the research presented in 
this report. There are several ways to investigate this question. One 
can question architectural firms on their conclusions and 
observations of the process, or, one can question selection committee 
members concerning their experience and knowledge. The latter 
method was chosen for this report.

While the focus of the report is of major import, it is a very narrow 
branch of the communication process and therefore, the report 
begins with an broad explanation of of marketing architectural 
services and continues with the types of architectural selection 
processes, the qualifications based selection process, the analysis of 
interviews with selection committee members and finally, with the 
conclusions.
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CHAPTER 1 - MARKETING ARCHITECTURAL SERVICES: AN OVERVIEW

In order to see where the process of architect selection fits into the 
architecture profession, it is important to look at the big picture. The 
systems approach looks at the larger picture, in this case, beginning 
with the environment as a whole, society as part of the environment 
and the architecture profession as part of society, each interacting 
together. The systems approach views the architecture profession as 
a whole entity that is made up of parts or subsystems, each also 
interacting together.

Marketing is one of those subsystems. Marketing is defined as “the 
process of planning and executing the conception, pricing, promotion, 
and distribution of ideas, goods, and services to create exchanges that 
satisfy individual and organization objectives” [Schoell, 7].
Misconceptions still exist and it is important to make the distinction 
that marketing is not selling, however, selling is a part of marketing. 
Selling is defined as, “the personal, oral presentation of products or 
services to prospective customers for the purpose of making sales” 
[Jones, 19]. The critical part of the marketing definition is “services 
to create exchanges that satisfy individual and organization 
objectives”. This idea relates directly to the m arketing  concept, 
which emerged in the 1950s, and is a philosophy of management 
that advocates that organizations:

1. Exist to satisfy targeted customers’ wants.
2. Approach decision making from a systems view of

management.
3. Seek to earn a satisfactory return on the owners’ investment 

in the firm [Schoell, 22].

These points can be related to the architectural profession. (1.) 
Satisfying customers’ wants and needs come first. Frank Stasiowski, 
President of Practice Management Associates in Newton, Massachusetts, 
"goes so far as to say that architects should think of themselves first as 
problem solvers and consultants offering services, rather than designers
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producing a product." George Heery of Heery & Heery and Heery 
International states, "Personal relations and the ability to provide 
personalized services are the name of the game in marketing these 
days". [Dean, 92] Firms need to research a target market in order to 
have the skills, abilities and knowledge to satisfy clients in that market. 
It also means checking to see if the clients are satisfied with the 
services of the firm, both during and after. Because of global marketing, 
customers are increasingly sophisticated and demand even greater 
service satisfaction. “As architecture firms have improved their 
marketing efforts-and most have-client expectations for presentations 
and the level of information provided have increased even further.”
[AIA 1.14] (2.) This ties in with the systems view of management.
Management must focus on the interdependence of an organization’s 
employees and departments and on the need to coordinate their 
activities to satisfy targeted customers’ wants effectively and to achieve 
a satisfactory return [Schoell, 26]. (3.) In order for management to
seek a satisfactory return, it must make goals. Not only must the firm 
satisfy clients, but it must satisfy itself. These three points: existing to
satisfy client’s wants, a systems view of management and earn a 
satisfactory return on the owners’ investment in the firm, are 
accomplished by “planning and executing the conception, pricing, 
promotion and distribution of ideas and services”, the first part of the 
marketing definition.

How these tasks are accomplished in firms vary, depending on size, 
target market, geographic location and services offered, yet, the 
marketing tasks or functions for firms remain fairly constant. The 
services offered and marketing functions deserve further definition.

MARKETING SERVICES

The American Institute of Architects (AIA) describes the basic 
services and additional services offered by architects in the AIA 
Handbook. Basic services consist of:



Schematic Design Phase 
Design Development Phase 
Construction Documents Phase 
Bidding or Negotiation Phase
Construction Phase - Administration of the Construction 
Contract.

Additional services may include:

Project Representation beyond basic services
Contingent Additional Services (Significant changes, change
orders, substitutions, etc.)
Program m ing
Feasibility or other studies
Planning or Site Evaluations
Estim ating
Interior Design
Furniture Design
A ppraisals
Record Drawings
Renderings
Models

Firms may choose to perform any or all of the services or may choose 
to specialize in a particular service area depending upon the firms 
chosen target market. There are many opportunities in the 
additional services area, some not listed and some yet to be 
conceived and/or explored. When a firm chooses to specialize in a 
particular area, the firm is “differentiating” itself. Differentiating will 
be further defined later.

Some terms are especially helpful in labeling the special marketing 
characteristics of services:

ImtaimgilbiMty - the client is not able to purchase a physical 
object, therefore, the service is a process that is difficult for 
the client to evaluate in advance. Responses to this 
problem mean stressing reputation, experience and 
providing evidence in that regard.

PerishalbiM ty - architectural services cannot be saved or 
inventoried, clients have a hard time understanding the 
time required to produce the service - the waiting time.
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Responses to this problem entail more education of clients 
by architects to learn the value of original creative design.

Simualtaraeous Production and Consum ption - 
architectural services are consumed as they are produced, 
therefore, the architect as the producer of the service is the 
direct link to the client, the architect is the marketer.
Services require contact with clients and special attention 
must be paid to communication in that relationship. This 
simultaneous production and consumption also relates to 
the location of the service. Often clients prefer an office in 
close proximity for convenience and ease of communication. 
Architects must respond to this characteristic by training all 
members of the firm to realize their roles in the overall 
marketing plan of the firm. Branch offices help in 
overcoming the location issue.

Lack of S tandardization - inconsistent quality of services 
rendered. Clients cannot judge the level of quality in the 
services they want to receive, as in auto repair service. 
Architects can respond to this characteristic by establishing 
a standard of service, demanding quality performance from 
employees and hiring the best employees. [Schoell, 681].

When realized, these unique characteristics of service providers
become a tool to use in overall marketing strategy. To realize
strategies, one must first know the different marketing functions.

MARKETING FUNCTIONS

As discussed earlier, a firm can choose to specialize in a certain 
service area, this is called differentiation. Differentiation is one very 
important marketing function. There are five different marketing 
functions according to William Nickels:

1. Differentiation function
2. Communication function
3. Contactual function
4. Segmentation function
5. Valuation function

D ifferentia tion  is basically what makes a firm different. Is it 
different because of a particular building type specialization? The
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personal service that is offered or the firm’s ability to bring projects 
in under budget? If the firm has targeted the same markets as other 
firms (the competition), how is one firm different from another?
How can firms demonstrate that they have the ability to perform the 
service better than others? The ability to recognize the areas of 
strength within the firm (what makes one different) or even 
recognize the need to increase strength in an area, is necessary in 
order to adequately meet the targeted client’s needs and wants.
"Few firms of any size are sufficiently outstanding in any of the areas 
. . . to achieve a true distinctive competence. Cliches will not 
differentiate your firm from the dozens or hundreds of firms in your 
market area who promise the same." [Birnberg, 7] Recognizing the 
firm’s strengths and capabilities is only half the battle, the other half 
is communicating them to the target audience.

The communication function  links all other functions and is the most 
important function. "Communication is the process by which ideas 
and information are exchanged and feedback concerning the 
information is realized. Because marketing depends on this exchange 
and feedback, any marketing effort can be only as effective as the 
communication effort." [Brown, 52] It is important to remember that 
marketing is a two-way interaction between the architect and the 
client, the marketing arena and especially within the firm itself 
(internal marketing). The architect must be a careful listener to the 
clients needs and wants in order to satisfy them. Post-occupancy 
evaluations are another important form of communication.
Conversely architects must be able to communicate that they have 
the ability to provide the kinds of services desired at the level of 
quality desired. Architects must also be receptive to communication 
from the marketing arena. This may come in the form of new trends 
in architecture, new marketing segments opening up, the public’s 
viewpoints regarding architectural works and services. Architects 
need to return communication to the general public in the form of 
education concerning the benefits and varieties of architectural 
services and appreciation of quality architecture in general. The
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public’s appreciation of architecture increases the inherent value of 
architectural services.

The value or valuation function  is the "cost/benefit analysis of an 
exchange relationship" [Brown, 56] The cost for architectural 
services is determined by the client. The clients determine the cost 
by the communications they have received from the architects. The 
cost/benefit relationship has many opportunities. Architects create 
the opportunities by selecting what services to offer, where and to 
whom. The clients have opportunities to select architects who they 
feel will best satisfy their wants, needs and desires. Under these 
conditions the exchange relationship can create benefits far 
exceeding the cost analysis in mutual satisfaction gained by clients 
and architects.

These mutually satisfying relationships can be gained by 
concentrating the firms' marketing efforts in the target area. 
Marketing to a target area versus mass marketing enables a firm to 
define their abilities and services offered more precisely in order to 
satisfy clients requiring those abilities and services. This is the 
segmentation function  in marketing. This segmentation of the 
marketing arena as a whole is also used to gain knowledge and 
information concerning new markets to be explored or expanded. 
Once the segmented market(s) have been established then contact 
communication begins.

"The contactual function  is used to bring the potential participants 
together in some manner. The purpose of this function is to establish 
some form of contact between producers and potential buyers.
Either the buyer or seller can initiate contact." [Brown, 50] A 
majority of architectural commissions are gained by the client’s 
initial contact with the architect. It is the architect's responsibility to 
enable the potential clients access to knowledge concerning the firm’s 
capabilities and expertise. This responsibility generally falls under 
the label of public relations. Public relations can take the form of 
promotional materials and brochures, education seminars and
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workshops, community service, firm publicity, and public recognition 
of products. It is essential that all members of the firm realize their 
critical roles in public relations communication.

The five marketing functions are not dependent upon the particular 
specialization or services offered by a firm, however use of these 
functions facilitates architect/client relationships and benefits both. 
Firms can undertake strategies and research to help in determining 
how to incorporate and use the marketing functions. This usually 
means changes in management’s views of the firm's internal 
organization and focus. Weekly strategy sessions with key team 
members can set up, prioritize and follow up on immediate 
marketing tasks. Monthly firm marketing reports can check and 
reinforce the firm's goals and determine further strategy.
Establishing a yearly, very specific, marketing plan can establish the 
firm's focus and goals.

THE MARKETING PLAN

I

The marketing plan is essential for guiding the firm's marketing 
priorities, activities, and resources. It is a map to follow and should 
be simply written. Goals should be clearly defined and specific ways 
to achieve those goals should be carefully outlined. The plan may 
also list objectives to be carried out by the firm. Meeting or not 
meeting the goals and objectives then become ways in which the 
firm can measure the effectiveness of its' marketing efforts.
[Birnberg, 17]

MARKETING COORDINATOR CASE STUDY

A better understanding of the marketing role in an architectural firm 
can also be obtained by relating a case study of a typical marketer.
In this particular case the marketer’s title is “Marketing Coordinator” 
and works for a medium size architectural firm.
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The coordinator does 100% of the marketing efforts 
of the firm, all time and responsibility is directed in 
this effort. The coordinator’s principle efforts are 
directed toward coordinating marketing tasks with 
the principal of the firm and three project 
managers - this comprises the marketing “team”.

Each Monday, the team meets to establish 
marketing tasks for each individual for the week. 
These tasks are assigned by the information 
compiled on a “leads list”. The leads list is a list of 
potential clients; some require immediate 
attention, some require initial contact be made, 
some require follow up contact or visits scheduled. 
The team is asked if there are any further leads or 
tasks to be added to the list. It is the coordinator’s 
duty to prepare and update the list weekly. It is 
also the coordinator’s responsibility to; prepare a 
summary list after each meeting (this is also used 
to remind team members of their individual 
duties), follow up with team responsibilities (nudge 
other team members), and conduct research to 
make additions to the leads list. This research 
entails review of several publications: the daily
newspaper, the Commerce Business Daily, three 
other newspapers and government publications.
The coordinator looks for leads, but also real estate 
transactions, land purchases, and the general 
business environment. Articles of interest are cut 
out and circulated to the team, if there is potential 
work, it is added to the leads list.

The marketing coordinator understands intimately 
the firm’s strengths, capabilities and project 
experience. The coordinator is responsible for 
maintaining records of the firm’s experience, 
knowledge of the personnel’s personal project 
experience, success with past clients, and firm’s 
history. This information is used in obtaining 
future work.

Much of this firm’s work involves responding to 
Requests For Proposals (RFPs). The coordinator 
uses knowledge about the firm’s history, the scope 
and location of the project, and knowledge about

17



the firm’s marketing plan in selecting which 
projects to respond to. The coordinator is 
responsible for compiling those responses. When 
an RFP is received the coordinator uses a checklist 
to put together the proposal. This is reviewed with 
the principal. A strategy session is held to discuss 
the firm’s strengths on the particular project, 
selection of the team is made, the manager of the 
project is assigned, the focus of the proposal is 
discussed, knowledge of the client is discussed and 
homework assignments are given to team members. 
The marketing coordinator is still responsible for 
much of the writing of the proposal and therefore 
goes to many of the pre-proposal meetings (if 
conducted). A first draft is prepared, a second edit 
and the final proposal.

If the firm is short listed for a project, another 
strategy session is held. This is conducted in much 
the same manner as the session for proposal 
preparation. The firm’s strengths are reviewed, the 
focus of the interview is established, knowledge of 
the client and project is discussed and homework 
assignments are again given. This particular firm 
likes to use presentation boards at interviews. The 
designer is responsible for much of the writing at 
this stage. The coordinator still makes suggestions 
and recommendations for presentations, helps the 
team recognize weaknesses and tries to help the 
team address the client’s perceptions. The 
coordinator in this case has the advantage of 
education in architecture and can perform many 
duties beyond the typical marketing functions.
Most all materials and handouts for interviews are 
prepared by the coordinator. The coordinator uses 
the computer extensively. The project manager is 
usually responsible for researching the interview 
situation/setting and member make-up.

The coordinator is responsible for much of the 
firm’s “internal marketing”. This involves making 
sure all employees understand their roles in the 
firm and the image the firm expects them to project 
to the public, taking care of the employee’s morale 
and giving reassurance to employee’s questions or 
problems (this includes the responsibility of



remembering important dates, birthdays, gifts, etc.), 
taking care of the employee’s enjoyment of the firm 
and helping employee’s understand the firm’s goals. 
To help keep employee’s updated on the firm’s 
progress the coordinator prepares a monthly 
marketing report that is given at a staff meeting.
“The best employee is the one that understands the ‘ 
bosses’ problems,” quotes the coordinator.

Lastly, but not least, there are many miscellaneous 
duties for which the marketing coordinator is 
responsible: press releases, extensive thank-you
correspondence, a bi-annual firm newsletter mailed 
to over 300 names, some “cold-calling” to obtain 
potential clients, helps with competition entries, 
keeps slide collection updated and catalogued, helps 
with the layout of project information sheets, 
prepares brochures, does a lot of graphic layout 
work and once yearly, undertakes the extensive 
task of updating the firm’s marketing plan.

This representative case study of a marketing coordinator located in 
Tucson, Arizona, illustrates a role that has an important place in the 
satisfactory rendering of architectural services. This particular 
marketing coordinator is heavily involved in the preparation of 
proposals and interviews, items that are a part of the “Architect 
Selection Process” mentioned in the opening statement, Tn order to 
see where the process of architect selection fits into the architectural 
profession, it is important to look at the big picture.’ We have looked 
at an overview picture of marketing for architects, now we can look 
at the selection process, a small, but very important process in 
m arketing .
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CHAPTER 2 - ARCHITECT SELECTION PROCESSES

The name of the game is to get the job, but how does one go about it? 
There are basically two ways that Architects are selected to provide 
services: the D irect m ethod and the Q ualifications Based
m e th o d .

DIRECT METHOD

In the direct method, the client comes directly to the Architect. This 
.may come about through social contacts, recommendations from 
satisfied clients and clients who like to “share the work” and rotate 
architects with projects as they become available. The term “Old boy 
network” refers to a network between clients and architects that are 
all part of a group of associates. "This is the main method of 
marketing by most small design firms. These networks generally are 
developed through club memberships, civic organizations, family 
connections, and current/past clients." [Birnberg, 6] “. . . people who
know the architect are responsible for most of the work obtained by 
the firm - either directly or by recommending the firm to others.” 
[AIA 1.14] The architect may get his/her first commissions through 
social or familial contacts, but where does the next commission come 
from? Recommendations and contact networks take time to 
establish. [Green, Arch. 459] Also, when economic situations are not 
ideal, relying on the direct method is risky. "The typical small firm 
relies on this method for 90% of its work, whereas 30 - 35% would be 
more appropriate. In effect, this method is not true marketing, but 
only a 'selling' effort." [Birnberg 6] This would not be an ideal 
marketing plan, although it is appropriate to keep in mind, that 
everyone is a potential client and satisfying present clients may 
entice them to bring in their next project or recommend you to 
others. A recent poll by Progressive Architecture states, "Repeat 
clients represent 50 percent or more of one-half of the respondents' 
commissions. A healthy 32 percent of those polled said they got 25 
to 49 percent of their work through past clients." [Murphy, 62] “One 
of the best marketing approaches is to provide such superior services
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that clients come back again and again with new commissions. Good 
design, quality service, effective project management, and staying in 
touch after services are completed are keys to attracting new 
business from current and past clients.” [AIA 1.14]

QUALIFICATIONS BASED METHOD

The qualifications based method of architect selection means that the 
architect is selected because of successful communication of the 
firm’s qualifications. This communication may be through the 
prospectim g efforts of the architect, co m p etitio n s  entered, se lec tion  
teased on fee, selection teased on design and selection teased on 
q u a lifica tio n s . Competitions and bid selection are usually listed as 
separate, distinct selection methods, however, I will argue in the 
following that these methods can also be categorized as qualifications 
based.

PROSPECTING

Rather than waiting for clients to choose your services, architects 
may choose to select and initiate contact with prospective clients, 
called prospecting. The firm should select clients that follow the 
outline of the firm’s marketing plan and fall within the targeted 
market. Initial contact can be made by telephone and should obtain 
preliminary information concerning the representative to whom 
further communication can be directed. Further communication can 
involve specially selected information concerning the firm ’s 
qualifications and possibly personal contact. [AIA 1.14] "The most 
successful firms are continually planting seeds that will take root two 
or three years later," notes Gene Kohn, of Kohn Pedersen Fox 
Associates. [Dean, 92] Hopefully, at some point, the prospective client 
may choose to engage the firm, based on its’ qualifications. The term, 
‘hopefully’, is a clue that this method takes time and is not 
immediately successful, however, it should be included as a 
continuing effort and part of the firm’s overall marketing strategy.
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DESIGN COMPETITIONS

Effective communication of ideas is critical in competition entries.
The manner in which the entry communicates becomes the 
qualifications by which the entry is judged. “Design competitions 
offer opportunities for architects to present their work to the public.” 

. . most architects enter them either to explore new ideas, projects, 
or settings; as a kind of research; or to get their work before the 
public. Smaller or newer firms, or even older firms moving into new 
markets, have seen design competitions as a means of entry into the 
marketplace.” [AIA 1.14] "Design competitions are an excellent way 
to pursue new markets. They provide automatic entry into a market 
for firms without prior experience and often produce invitations for 
unknown architects to participate in subsequent competitions."
[Dean, 94] Competitions can be very effective. They can be used as 
another tool in the overall marketing effort. There are some 
considerations before entering: there is considerable expense to
enter (labor and presentation), does the firm have the resources 
available to implement the solution, is the makeup of the jury 
favorable. [AIA 1.14] It is good advice to try to find out as much 
information as possible about the jury before entering; will they be 
favorable to the firm’s style of design solutions, do they have 
architectural backgrounds or not, have they served on past juries 
and if so, what have they previously selected. A history of winning 
competitions does have added benefits; the awards serve as a base of 
qualifications information for future selections and publicity is 
gained when the results of the competition are published.

SELECTION BASED ON FEE

Selection based on fee  is often called, “bid selection”. Selection is 
accomplished by the lowest bona fide fee proposal. The firm’s ability 
to prepare an accurate bid proposal becomes the qualification upon 
which you are selected. If the firm has the required time and 
experience to prepare accurate bid selection proposals, then this 
would be an adequate method. However, firms often are crunched
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for time and forget important criteria which, in turn means, that 
inadequately prepared firms may be selected. [Green, Arch. 459] Not 
only is there the danger of inadequate selections, but in hard 
economic times competition by this method becomes fierce, pushing 
out timely and accurately prepared bids. The marketing poll by 
Progressive Architecture also states, that "those agreeing that price 
is a valid means to obtain work (agreeing either strongly or 
somewhat) measured 49 percent. Those agreeing somewhat were 
the largest segment, at 35 percent". [Murphy, 62] The major 
objection to this method is the extreme emphasis placed on the 
monetary value of services versus other qualifications.

SET PXTTTON BASED ON DESIGN

Selection based on design is similar to competitions in that the 
design ability is the qualification. Again, the ability to communicate 
the firm’s design qualifications and ideas is an important criteria. 
Typically, this selection is divided into two stages. The first stage is 
usually a submission in written format, similar to a brochure about 
the firm. A select few are then asked to participate in the second 
stage, the design stage. This method is used to try to eliminate some 
of the problems that are incurred when participating in design 
competitions. The client is able to make a preliminary determination 
on which firms have the resources and other qualifications to 
complete the project. Secondly, the ratio of labor and presentation 
expense versus winning the commission is greatly enhanced for the 
short-listed architecture firms. Often, all firms participating in the 
second stage of the competition are awarded a monetary prize to 
help offset expenses. However, when competition is fierce, firms 
often spend many times more than monetary prizes awarded. If 
there is not a monetary prize for shortlisted firms, the presentation 
stage expenses can become a considerable financial risk.
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SELECTION BASED ON QUALIFICATIONS

Selection based on qualifications is a common selection procedure 
used by many public agencies. It is based on procedures outlined in 
Public Law 92-582 (commonly referred to as the Brooks Act). The 
process is characterized by several steps:

A nnouncem ent of the proposed project in a government 
newspaper of the public press.

Submittal o f qualifications by interested firms; the federal 
government requires standard forms (SF 254 and SF 255) 
to help compare firms on an apples-to-apples basis. This 
step is also commonly called a “Request for Proposal" (RFP).

Evaluation o f submittals by the agency and the 
development of a short list for interviewing; this includes a 
review of expertise and experience, performance on 
previous similar projects, availability of key people and 
resources, and current and projected workloads.

Interviews providing an opportunity to meet key project 
personnel, discuss approaches to the project, and test the 
chemistry between client and prospective architect.

Ranking o f firms, based on criteria such as design ability 
and philosophy, experience, demonstrated interest in the 
project, understanding of the unique requirements of a 
public project, relevance of previous projects presented in 
the interview, availability of key personnel, schedule and 
budget performance on previous projects, etc.

Selection o f the top-ranked firm  is then made.

Negotiation o f compensation with the top-ranked firm, if 
unsuccessful, then open with the second-ranked firm.
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Final selection of the project architect.

Notification o f unsuccessful proposers closes the selection
process. [AIA 1.8]

This process helps provide taxpayers with the best professional 
services for their money and insures that the selection process is a 
fair one that is open to all interested and qualified firms. [AIA 1.8] 
Architects have found public agencies (from the Federal Government 
to the local School District), to be a steady source of commissions. 
They are able to select the particular type of work that is within 
their chosen market area, that fits the firm’s strengths and 
capabilities and that is within the firm ’s desired geographical area.

It is important to note that these architect selection processes have 
been described individually, however parts of one process may slip 
into another. The social contacts, recommendations and “Old boy 
network” of the direct method of selection can slip into many of the 
other processes. Public agencies have periodically tried to introduce 
aspects of the bid selection process into the qualifications process. 
Competitions have often been known to change the rules of the 
process in midstream! There are many facets to the selection of 
architects, which makes interesting work on the part of the 
marketer. Since the majority of architects choose to invest time and 
effort in pursuing public work, the selection based on qualifications 
deserves further study.
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CHAPTER 3 - ARCHITECT SELECTION BASED ON 
QUALIFICATIONS

The positive and negative aspects are helpful to study further the 
architect selection process based on qualifications. The positive 
aspects are:

1. The process is visible and can be monitored. Open to all. 
Public accountability.

2. It surfaces architects who are qualified to respond to the 
agencies’ needs.

3. It provides for a negotiated understanding of project 
scope.

4. It provides both owner and architect an opportunity to 
negotiate compensation based on a mutual understanding 
of project scope.

5. It takes the cost of services into account.
6. It takes into account the ability of client and architect 

working together.
7. It provides an opportunity to discuss consultants to be 

used.
8. Efficiency benefits taxpayers.

[AIA, 1.8]
9. Sometimes gives minority or other segments of the 

architectural community priority in selection.

The negative aspects are:

1. Working with a complex and often sophisticated client, 
often with many pre-conceived notions of needs and 
wants. Difficulty arises when trying to determine which 
or whose needs and wants to address during the selection 
process.

2. Often the agency has hidden political agendas or 
priorities.

3. Expense in preparation of detailed scope for projects and 
personnel time on the part of agencies.

4. Expense in preparation of proposals, interview 
materials and personnel time on the part of architectural 
firm s.

5. Sometimes cumbersome process for agencies to 
accomplish simple or emergency jobs.

6. Architects are not given adequate feedback on reasons



why or why not short-listed and why or why not selected 
after interviews.

7. Public selection process may give priorities to certain 
groups or segments of the architectural community.

Many architects view the negative aspects as opportunities or 
challenges that can be overcome. Working for public agencies can 
provide the opportunity to design prominent works for the 
community. Architects can take part in the design of special spaces 
for the public. The projects are often highly visible, innovative and 
prestigious. [AIA, 1.8] Others view the process as a last resort when 
private commissions start to wane. Nevertheless, it is a process in 
which many of architects take part.

Since this is the case, further research was conducted with several 
local (Tucson, Arizona) public agencies: the University of Arizona,
the City of Tucson and Tucson Unified School District (a school district 
encompassing a large portion of Tucson). The agencies agreed to 
allow a study of their process of architect selection. All are 
qualifications based selections, but each have their own variations of 
the process.

THE UNIVERSITY OF ARIZONA

The University of Arizona uses the qualifications based selection for 
projects over $1,000,000. A selection committee is formed, 
preferably an odd number, composed of user representatives, 
facilities design staff and others (students, faculty, teaching center, 
etc.). A request for proposal (RFP) is formulated and advertisements
are run in the press. Interested firms must request a copy of the 
RFP and respond by the stated deadline. The selection committee 
reviews the submittals using a number of evaluation criteria. Each 
criteria is given a point value to compile a total score. After reviews, 
the committee prepares a short-list of firm’s to be interviewed 
(usually not more than can be interviewed in one day, approximately 
6). The university notifies the short-listed firms of their interview 
times and sends letters of regret to those firms not selected. This
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notification advises the selected firms not to communicate concerning 
the project with selection committee members, students and 
employees of the University except the project coordinator. The firm 
is told who the selection committee members are, where the 
interview is to take place, the time limit on the presentation and a 
list of issues that the committee wishes to be addressed. The 
complete interview schedule is included in the letter, so the firms 
know their order and competition. During the interviews, scoring 
criteria is used to evaluate the presentations. The firms are ranked 
and , contract negotiations can begin with the top ranked firm.

SELECTION
COMMITTEE OTHERARCHITECTAGENCYCOMMUNICATION

INVITATIONS

PUBLIC NOTICED

REQUEST FOR 
FURTHER INFO.'
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Diagram o f Qualifications Based Architect Selection Process -



THE CITY OF TUCSON

The City of Tucson’s architect selection process is very similar to the 
University of Arizona’s. The process is referred to as 
Architectural/Engineering Selection - Negotiated Fee Proposals. It is 
used for major capital improvements. A rchitectural/E ngineering  
Selection - Bid Procedure is used for other improvements. The 
procedures are reviewed every six months. The first step in the 
“Negotiated Fee Proposal” process is for the agency to prepare a 
“Scope of Work” document. When this document is finalized an 
advertisement is run in the local press. A screening committee is set 
up. The committee is made up of five to seven (more, if necessary) 
members of citizen participants, user groups, agency representatives 
(usually someone from the City Architect’s Office), architects or 
engineers and whomever the Mayor and Council may select. At the 
same time the screening committee is given the initial screening 
criteria and the interview criteria. Architects must respond with 
letters of interest by a specific date. The agency then sends out a 
document package called “Request for Qualifications” (RFQ).
Architects must respond by completing the RFQ and may submit any 
additional pertinent materials, all by a requested date. The first 
screening committee meeting is scheduled. The RFQ’s and additional 
materials are screened and approved or rejected using a point 
system and the screening criteria. Architects are notified of their 
rejection or approval. The short-listed firms are also given the time 
and location of the interview, their time allotted, criteria for scoring 
and, possibly, some miscellaneous information of the project. 
Depending upon the complexity of the project there may or may not 
be a pre-interview conference. The personal interviews are 
conducted and the screening committee ranks the architects. At this 
point the process differs somewhat from the University of Arizona’s. 
“Only those firms within ten points of the top ranked firm are 
considered further for the project. Added to this qualification score 
are additional points as applicable: a) Five points for all local firms, 
and b) bonus points to local firms for Work in progress (5 points) and 
LEAST PREVIOUS WORK during the last five years (5 points).”
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[Valdez, Attac. B] The firm ranking is then sent to the Mayor and 
Council. The Mayor and Council grades each firm on affirmative 
action (based on a document entitled, “Affirmative Action Profile”, 
document information is provided by the architectural firm) and 
adds these averages (12 points possible) to the previous scores. The 
Mayor and Council then give their approval for contract negotiation 
with the top ranked firm.

TUCSON UNIFIED SCHOOL DISTRICT

Tucson Unified School District is the second largest school district in 
the state of Arizona and in 1989, the voters approved $359,950,000 
in school improvement bonds. More than 100 facilities will be 
renovated and repaired, three new elementary schools and one new 
middle school constructed. [Cutrone, 23] Considerable thought has 
been given to the selection of architectural firms. TUSD has since 
instituted three architectural selection processes: individual
qualifications based selection process for very large construction 
costs, a qualifications based selection process for a mini-pool (usually 
comprised of fewer than 10 firms) of architects for minor bond or 
capital projects, and a qualifications based selection process for an 
“architect pool” (approximately 25 firms) for projects ranging from 
$1,000,000 to $800,000. Since the process for very large 
construction costs is very similar to the University of Arizona’s and 
the City of Tucson’s negotiated fee procedure outlined previously, I 
will only detail the mini-pool and architect pool selection processes.

The concept of a “pool” of architects was developed to conserve 
resources. A normal selection process for an individual architect 
could take anywhere from 45 to 60 days, if all runs smoothly. Since 
the district had over 100 facilities marked for repair or renovation, 
district personnel would be overwhelmed by the prospect of sifting 
through piles of proposals for each project, swamped by writing an 
RFP for each project, and disappointed by the time it would take to 
accomplish such a number of individual selections. It was decided to 
write a single RFP for services. Next, select approximately 25 firms
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using the normal procedure of having a selection committee assign a 
point value to established criteria and making a short-list. Selected 
firms are interviewed, scored and ranked. Again, the procedure 
deviates from the norm here, because the selected firms are grouped 
by their ranking results into 4 or 5 groups. Senior, experienced staff 
then match the architectural firms with the projects depending on 
factors such as current workload, staffing, and experience for the 
specific sites within matching groups of projects. Some firms may be 
assigned more than one project. All firms eventually get an 
assignm ent.

The next step involves fee negotiations with these firms. There is a 
general orientation meeting with all of the architectural firms 
assigned to the pool. They are informed that they must submit their 
fee proposals for their assigned sites within 10 days. They are 
reviewed by the district for completeness, understanding and 
fairness. If accepted, contracts are signed, if not, formal negotiations 
take place until finalization (usually one or two sessions). The whole 
process takes approximately four months for more than 30 
agreements. [Cutrone, p. 24]

The mini-pool process is conducted in the same way, only these 
contracts are “open-ended”, usually for a one-year period. This 
allows the district to complete smaller projects or ones that need to 
be done in a hurry, all in a timely fashion.

Listed at the beginning of this chapter are the positive and negative 
aspects of the qualifications based selection process. After an initial 
review of each of the three public agencies, there were still questions 
on how the agencies themselves viewed the purpose of the architect 
selection process and secondly, how architects themselves viewed 
the purpose of the selection process. Listed below are some 
comparison views.



COMPARISON VIEWS

Here’s how Charles Dixon, Special Project Manager, at Tucson Unified 
School District views the process.

I see the purpose of the Architect Selection Process as a 
vehicle to select the best qualified firm/individual 
possible for the specific project proposed: fee should be a
secondary consideration.

This is what Russ Eley AIA, City Architect, has to say concerning the 
process of architect selection.

The purpose of the Architect Selection Process should be the 
determination of the most qualified architect or firm to 
design and oversee the construction of a particular facility.

Michael Haggans, Former Director of Facilities Planning, University of 
Arizona (now with Hellmuth, Obata & Kassabaum, Inc.) says:

The purpose of the Architect’s selection process [is] to be 
the identification of the best team available for a particular 
project. The definition of ‘best’ is the issue that causes the 
difficulty. Its primary constituents are technical experience 
and design talent. However, other factors such as the 
identification of personalities that can work well with the 
user and administrative representatives is essential.

It has become common in much of higher education for 
chief administrative officers to seek ‘signature’ architects 
for their campus buildings. In such a case, the definition of 
best has been identified as exceptional design reputation, 
occasionally, such design talent is well matched with 
technical experience and in such cases, truly good 
architecture results.

The hiring of an architect by a public client is essentially an 
exercise in hiring staff for a specified project and period of 
time. In such a case, the subtlety of personality and 
temperament have a significant impact on both the success 
of the project and the selection of the firm. My experience
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has been that when the selection committee composed of 
users and administrators has a high degree of confidence 
that a particular firm or individual can do a good job, that 
person will be given the opportunity to do a good job.

Conversely, when there is discord and lack of consensus in 
the selection committee, it is difficult for an architect, 
however gifted to produce a project in a timely and 
efficient manner.

George McFerron, Manager, Design Area at the University’s Facilities 
Design and Construction (formerly of Freidman, Keim and McFerron) 
feels that,

“The purpose of the Architect Selection process is to try and 
find the firm that’s the best qualified.” This is the intent 
pushed by the AIA. This maintains the professional nature 
of the process, so that it is similar to the way in which other 
professionals are selected, i.e», doctors, lawyers, etc., and, 
therefore, it does not become a bid process.

The effort on behalf of the institution becomes:
1. Deciding who’s the best qualified, so that we receive the 
best design, service and product.
2. There needs to be documentation that the University 
provided a fair process.

The final interview is important to establish the comfort 
level and trust that the individual or firm can convey, this 
is not necessarily done in a thirty minute presentation.
“The firm that waits for the RFP to come out is very lucky if 
shortlisted and extremely lucky if selected.” Talking to 
users and people in charge, establishing contacts, is 
extremely important. Marketing is the key, even to the 
point where it is common to use up-front, free work as a 
marketing tool.

:

Stu Star#, Marketing Director of Technical Section for Anderson, 
DeBartolo and Pan views the architect selection process in this way:

“When the project scope cannot be defined well enough to
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put a schedule to it, selection by qualification is the best 
way.” If the project is defined enough to generate a 
schedule, then, with a good schedule comes a fee.

Industry usually pre-qualifies by reviewing qualifications, 
then selects based on fee. For public work, fairness comes 
into play, qualifications only are being evaluated and 
selection is not based on fees.

Mr. Startt does feel that there is a plus side of selection 
based on fees. Two or three firms can be pre-qualified, the 
selection is based on who comes up with the best fee basis. 
Schedules, work plans and resource loading are very 
important elements.

There are some striking similarities in these quotes, each one talks 
about qualifications, but can qualifications be defined? There is also 
some mention of the concept of up front free work and this deserves 
more exploration. So does the issue of what constitutes fairness. The 
variables of experience, personality and temperament were 
mentioned, how important are they? One question always leads to 
another and the need for further in-depth research is apparent.
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CHAPTER 4 - QUESTIONS AND RESEARCH METHODOLOGY
;

There are many variables which come into play in the architect 
selection process. Charles Dixon said that qualifications and 
individuals are important. Michael Haggans mentioned factors such 
as technical experience, design talent, personality and temperament. 
Stu Startt talked about the importance of qualifications, schedules, 
work plans and resource loading plans. While conducting research, it 
was important to begin to try to define the variables that affect the 
process, especially on the architect’s part. The purpose of this 
research was to determine whether there are better ways of 
communicating a firm’s qualifications for a job and, if so, what are 
they? What exactly is required in; marketing, oral and graphic 
presentation, experience and qualifications? Does dress, gender, race 
and physical appearance come into play? How do such human 
qualities or personality traits affect the ability to win the contract?

To answer these questions, there was conducted literature research, 
personal interviews, informal telephone surveys and developed, 
tested and implemented research in the form of a personal interview 
and completion of a questionnaire. The literature research was in 
the broad areas of marketing (outlined in Chapters 1 and 2), 
communications and graphic design. Personal interviews helped 
define the variables that come into play during the process of 
obtaining work. Telephone surveys gave a broad overview of 
general trends in marketing methods, capabilities and budgets. It 
was important to answer the questions that remained unanswered 
by initial research and to develop a research methodology. Attention 
was focused on the types of communications by architects at both the 
proposal stage and personal interview stage of the architect selection 
process. Research continued with the three “clients”; the University 
of Arizona (U of A), the City of Tucson and Tucson Unified School 
District (TUSD). Each client allowed the study of three recent 
architect selection processes, for a total of nine selections. In each 
“case”, there was reviewed all related documentation including: the
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scope of the work, the request for proposals, the proposals that were 
submitted by architects, and if available, the review comments by 
selection committee members at both the proposal and interview 
stage. The information was used from each case review and from 
interviews with people who have served on selection committees to 
prioritize categories of information that would help in answering 
some of the initial questions and help architects in communicating 
more effectively.

With these categories of information, preparation began on a 
questionnaire. The help of Marshall A. Worden, of the Drachman 
Institute, was enlisted to help structure the questionnaire and 
evaluate the resulting data. The questionnaire was pre-tested on 
people who had served on selection committees (but not on the cases 
researched). After further refinements, the questionnaire was 
personally administered to selection committee members who had 
served on the research cases. The questionnaire was structured so 
that all questions related to a category. After the questions relating 
to proposals were answered, the subject was asked to rank the 
categories in order of importance. The same was done with the 
categories relating to personal interviews. At the end of the 
questionnaire, there was one page of miscellaneous questions. Some 
were used to help in categorizing the respondents by age, sex, and 
type. There were also questions on: the amount of time the member 
spent reviewing a single proposal, what they felt was most important 
to find in proposals, and what was most important to see and hear in
the interviews. The last question asked whether the respondent felt
the selection process was fair and why or why not. [See 
Questionnaire - Appendix I] The interview took approximately 45 
minutes tol hour to complete, however some respondents were very 
pleased to be able to talk freely about the process and spent up to 2 
hours relating information. The experience of meeting and 
interviewing all the respondents was appreciated for their input and
frankness. The task of cumulative tallying and analysis of the
questionnaires took place next.
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CHAPTER 5 - QUESTIONNAIRE RESULTS AND ANALYSTS

PROPOSALS

When compiling the results the first step was to look at the pages on 
which the committee members ranked the subject categories. The 
categories were:

Cover - Questions how and what graphic communication on the 
cover of the proposal conveys.

Size - Thickness and its effect on members.
Firm’s Reputation - Tries to determine effects of prior 

knowledge of the firm and its importance.
Convenience  - Questions what is preferred in the packaging of 

the proposal.
Introductory Letter - Questions what is the most important 

information to include and appropriate length.
Form at - Questions the organization of the proposal,

information organized in a logical format, requested 
information included and orientation of the proposal.

Services Provided - Tries to determine values of: descriptions
of project team members, resumes, descriptions of 
responsibilities, resumes of consultants using and listings 
of services that firms have the ability to provide.

Schedules  - Questions the value of project schedules and 
personnel plans.

Government Forms 254/255 - Questions value of summary 
pages to this information.

Previous Work/Experience - Questions the graphic quality of 
previous work representation and the relative value of 
copies of published articles of projects, lists of past 
projects done for well-known clients and letters of 
recom m endation.

Design Issues - Questions the value of architects suggesting
design philosophies, communicating an understanding of 
the project, communicating conceptual ideas, showing
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sensitivity to client’s needs and showing an 
understanding of the project context.

The thirty-four subjects were asked to give the most points to the 
most important and give the least points to the least important 
categories. The rankings were then converted to a decimal as 
follows:

11 =  1.00 
10 = .91 

9 = .82 
8 = .73 
7 = .64 
6 = .55 
5 = .46 
4 = .36 
3 = .27 
2 = .18 
1 = .09

After the decimal conversion, the 34 decimals were averaged for 
each category. This was done for several group types: the Total
Group (includes all those tested), Tucson Unified School District, 
University o f Arizona, City o f Tucson, the User Group 
(representatives who will be using the project), the Agency Group 
(representatives who oversee and coordinate the process o f design 
and construction), Other (special experts, architects, engineers, etc.) 
and the Public Sector (representatives from  the public, i.e. a parent 
from a proposed school neighborhood). The numerical results are 
published in the following matrix.
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PROPOSALS PROPOSAL MATRIX

TOTAL

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

FORMAT REPUTATION 
OF FIRM

SCHEDULES INTRODUC.
LETTER

GSA
254/255

CONVENIENCE COVER SIZE

GROUP 34 0.85 0.78 , 0.76 0.65 0.61 0.59 0.51 0.48 0.35 0.33 0.17

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

GSA
254/255

FORMAT REPUTATION 
OF FIRM

SCHEDULES INTRODUC.
LETTER

COVER CONVENIENCE SIZE

TUSD 8 0.79 0.75 0.74 0.73 0.64 0.63 0.57 0.52 0.35 0.23 0.15

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

SCHEDULES REPUTATION 
OF FIRM

GSA
254/255

FORMAT INTRODUC.
LETTER

CONVENIENCE COVER SIZE

U OF A 13 0.8 0.8 0.78 0.66 0.65 0.61 0.6 0.51 0.31 0.25 0.13

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

FORMAT SCHEDULES REPUTATION 
OF FIRM

INTRODUC.
LETTER

CONVENIENCE COVER SIZE GSA
254/255

CITY 13 0.94 0.8 0.72 0.66 0.63 0.61 0.48 0.42 0.39 0.223 0.22

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

SCHEDULES REPUTATION 
OF FIRM

FORMAT INTRODUC.
LETTER

GSA
254/255

CONVENIENCE COVER SIZE

USER GRP. 14 0.95 0.77 0.74 0.73 0.67 0.63 0.46 0.37 0.34 0.25 0.19

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

DESIGN
ISSUES

GSA
254/255

FORMAT REPUTATION 
OF FIRM

INTRODUC.
LETTER

SCHEDULES COVER CONVENIENCE SIZE

AGENCY 13 0.78 0.77 0.74 0.66 0.65 0.58 0.53 0.51 0.37 0.36 0.15

PREVIOUS
WORK/EXP.

DESIGN
ISSUES

SERVICES
PROVIDED

REPUTATION 
OF FIRM

SCHEDULES FORMAT INTRODUC.
LETTER

GSA
254/255

COVER CONVENIENCE SIZE

OTHER 6 0.83 0.82 0.79 0.65 0.62 0.6 0.55 0.47 0.33 0.29 0.19

PUBLIC

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SCHEDULES REPUTATION 
OF FIRM *

FORMAT SERVICES
PROVIDED

CONVENIENCE COVER INTRODUC.
LETTER

SIZE GSA
254/255

SECTOR 1 1 0.9 0.82 0.73 0.64 0.55 0.46 0.4 0.3 0.2 0.1
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Proposal Graph

The graph clarifies the information contained in the matrix. The 
categories are listed on the left in order of importance, the subject 
groups are on the bottom and the numerical scale on the right.

The graph is read by starting at a particular category, listed on the 
left, and following that line from left to right. The graph can also be 
read by starting at a subject type, along the bottom, and reading that 
group's rankings from lowest to highest. The analysis began by 
looking at the one category that seems to fluctuate the most, 
Government Standard Forms 254/255. The reason it ranges from 
high rankings to low is that some agencies require the forms and
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others do not, also, some subjects are more familiar with the forms 
and take advantage of the form’s format to disseminate information. 
Others are less familiar with the forms and find information hard to 
locate, therefore, less attention, or importance is attached to that 
category.

By removing the roving SF 254/255 category from the graph, it is 
clear that there are roughly three bands of information reading from 
left to right.

The first band of information contained the highest ranked 
categories; Design Issues, Previous Work/Experience and Services 
Provided. These categories were all roughly above .70. It was 
expected that these categories would be ranked highly. In all cases 
of interpreting this graph information, it is still important to also look
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at the questions that were asked concerning that particular category. 
These questions relate directly to how the meaning of the category 
was interpreted by the subject. [See Appendix II - Questionnaire 
Results - Proposals] The questions viewed positively in the Services 
P rovided  category were: the proposal provided a one or two page
resume for project team members, a list of services to be provided, a 
clear list of who is responsible and who does what work, and 
information on consultants or joint ventures, if any. In the P revious  
Work and Experience category questions positively viewed were: 
proposal pictures relate to the present project type, that pictures are 
color photocopies, a list of past clients is provided and the proposal 
lists past projects done locally, in the state and nationally. It was 
negatively viewed if poor quality black and white photocopies were 
provided. In the Design Issues category, one statement was, “The 
proposal suggests a philosophy in project approach” and 76% of the 
respondents viewed that statement as positive. Even if the 
committee member did not agree with the philosophy, they still 
wanted to know about design philosophies. The committee members 
felt that an average of 52.6% of firms do not communicate an 
understanding of the project at the proposal stage and 97% felt that 
this was very important. It should be noted that 15% viewed as very 
positive and 47% as positive to include conceptual ideas for the 
proposed project, however, there were 21% who viewed that 
statement as negative. It was viewed as very positive, if the 
proposal reflected sensitivity to the client's needs and showed an 
understanding of the context of the project.

The next band of information were the categories: Form at,
Reputation o f Firm, Schedules and Introductory Letter . This band 
falls roughly between the .50 and .70 and is above average in 
importance. Again, relating to the questions asked in those 
categories, committee members felt the introductory letter should be 
concise and lightly touch upon important matters, such as: the firm's
qualifications, understanding of the project, relevant experience and 
should be signed by the principal of the firm. Schedules were 
important and if the proposal included a list of project target dates
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and a personnel plan, it was viewed as positive. The Reputation o f 
the Firm category averages in the .60s. Some questions viewed as 
strongly positive and very positive were: good reputation in design,
cost control, time control, energy conservation and if the architect is 
known to be a local firm. If the committee had any unfavorable 
knowledge of the firm's reputation, that was overwhelmingly viewed 
as negative. It was surprising that the category, Form at, was ranked 
so high. It is presumed, by looking again at the questions that 
related to that category, that committee members have found it very 
important to have the suggested format followed. This would make 
the proposal both logical and provide ease in finding requested 
information. This is especially helpful when a committee has a large 
stack of proposals to review. Committee members had no opinion on 
whether the orientation of the proposal was landscape or portrait, 
but they did find it negative if it changed frequently between the 
two.
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The lowest band were the Convenience, Cover and Size categories. 
These three categories mostly stayed below the .40 ranking and, 
therefore, convey that they are relatively unimportant. When 
looking at the results of the questions that were asked in these three 
categories, it should be noted that the respondents felt strongly 
about particular aspects; the professional nature of the cover, 
whether the proposal was thick or thin and even how it was bound.
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Other information gathered and not reflected on the graph includes:

66% of the respondents said yes they would like to see 
summary pages after each section of information, vs. 32% 
who said no.
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91% said yes they do perceive an effort to tailor the 
responses to the project, yet 71% also said, -yes they do feel 
that much of proposals are "boiler plate". In fact, the 
respondents, on average, feel that only 28.82% "boiler 
plate" is acceptable.

47% said yes they do feel that the proposal should look 
expensive. Some item s. tested were, better quality paper 
stock, professional layouts and slick photos. However, 32% 
said no and 21% had no opinion. It was mentioned that 
professional quality was more important to them than an 
expensive look.

62% of the respondents said no they do not want to see 
photos that are not related to the present project type vs. 
35% who said yes.

59% of the respondents were concerned about travel time 
for firms located in Arizona other than Tucson vs. 56% who 
were not concerned. This was close, it seems that there will 
be about a 50% chance that a firm may get a selection 
committee member who would not be concerned if the firm 
were not located in Tucson.

The odds decrease if the firm is located outside Arizona. 
74% of the respondents would be concerned if the firm 
were from one of the western states vs. 26% would not be 
concerned.

79% would be concerned if the firm were from the 
midwestern states vs. 21% not concerned.

79% would be concerned if the firm were from the eastern 
states vs. 15% not concerned.

91% would be concerned if the firm had not had any 
experience in desert climates vs. 6% who would not.

4 5



INTERVIEWS

The selection committee members answered questions relating to 
categories concerning some of the variables that take place during 
the interview stage. The members ranked the following categories:

Dress - Questions attitudes.
Age - Questions attitudes.
Gender - Questions attitudes.
Race - Questions attitudes.
Physical Characteristics - Questions attitudes.
Human Qualities - Questions preferences in personality 

tra its.
Interview Tactics - Questions the coordination of the firm’s

presentation, the composition of the team, and the focus 
of the presentation.

Media - Questions preferences on types of media used in 
p resen tations.

Design Approach - Questions how firms approach project 
design.

Qualifications o f the Firm - Questions preferences on size of 
firm and firm abilities.

Thirty-Five subjects were asked to rank these categories in order of 
importance. The rankings were converted to a decimal and the total 
results were averaged. The same group types were used, as for 
proposal results. The raw data is published in the following matrix.
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Interview
 

M
atrix

In te rv ie w s

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

INTERVIEW
TACTICS

HUMAN
QUALITIES

TOTAL 
GROUP 35 0.91 0.88 0.77 0.74

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

HUMAN
QUALITIES

INTERVIEW
TACTICS

TUSD 8 0.93 0.85 0.79 0.74

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

HUMAN
QUALITIES

INTERVIEW
TACTICS

U OF A 13 0.92 0.87 0.76 0.75

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

INTERVIEW
TACTICS

HUMAN
QUALITIES

CITY 14 0.94 0.91 0.82 0.69

DESIGN
APPROACH

QUALIFICATIONS 
OF FIRM

INTERVIEW
TACTICS

HUMAN
QUALITIES

USER GRP. 15 0.89 0.87 0.81 0.76

•
QUALIFICATIONS 

OF FIRM
DESIGN

APPROACH
HUMAN

QUALITIES
INTERVIEW

TACTICS

AGENCY 13 0.95 0.89 0.73 0.72

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

INTERVIEW
TACTICS

HUMAN
QUALITIES

OTHER6 0.88 0.85 0.82 0.7

PUBLIC 
SECTOR 1

QUALIFICATIONS 
OF FIRM

1

DESIGN
APPROACH

0.9

INTERVIEW
TACTICS

0.8

HUMAN
QUALITIES

0.7

INTERVIEW MATRIX

MEDIA DRESS AGE PHYSICAL
CHARACTERISTICS

GENDER RACE

0.67 0.43 0.26 0.24 0.2 0.19

MEDIA DRESS AGE RACE GGVDm PHYSICAL
CHARACTERISTICS

0.63 0.41 0.34 0.25 0.24 0.21

MEDIA DRESS AGE PHYSICAL
CHARACTERISTICS

GENDm RACE

0.68 0.45 0.25 0.23 0.22 0.21

MEDIA DRESS PHYSICAL
CHARACTERISTICS

AGE GBJDB3 RACE

0.67 0.42 0.26 0.21 0.16 0.14

MEDIA DRESS PHYSICAL
CHARACTERISTICS

AGE RACE GENDER

0.65 0.4 0.24 0.18 0.17 0.16

MEDIA DRESS AGE PHYSICAL
CHARACTERISTICS

GBtDER RACE

0.69 0.46 0.31 0.25 0.21 0.17

MEDIA DRESS AGE RACE GENDER PHYSICAL
CHARACTERISTICS

0.65 0.42 0.33 0.3 0.28 0.17

MEDIA DRESS PHYSICAL
CHARACTERISTICS

AGE GBtDm RACE

0.6 0.5 0.4 0.3 0.2 0.1



The following graph clarifies the information contained in the matrix. 
The graph is formatted and read as the proposal graph with the 
categories on the left, the subject groups along the bottom and 
ranking numbers on the right.

INTliR VIEWS

QUALS. OF FIRM
DESIGN 

APPROACH

HUMAN QUALS.

MEDIA

DRESS
I
f *
I----

.........- t ............. .. ............. ................................
—  I------------ i-------------- i-------------- i-------------- i-------------- i----------

1.00

.90

.XO

-4

vr .40

.30

.20

.10
TOTAL TUSD UOFA CITY OF USER 

GROUP TUCSON GROUP
AGENCY OTHER PUBLIC 

SECTOR

Interview Graph

The analysis, in this case, is much less complicated, the categories are 
clearly separated into four bands with no widely roving categories.
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The highest band of information included the categories. 
Qualifications of the Firm and Design Approach. These categories 
ranked extremely important. Once again, it is still important to 
correlate the results of questions asked within each category with 
the rankings of the categories. [The complete results are included in 
Appendix III - Questionnaire Results - Interviews] The questions 
relating to Design Approach concerned how the firm would approach 
design by:

Explaining how the firm does not have preconceived ideas, 
"Blank Slate" , 3% very positive, 37% positive, 9% neutral and 
51% negative.

Having the users involved, 29% very positive, 66% positive 
and 3% neutral.

The questions relating to Qualifications of the Firm concerned size, 
ability and experience. It was surprising to note the importance of 
this category, since this particular information is usually established 
at the proposal stage. Presumedly, since the review time for 
proposals is short, the ability to hear this information from the
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architect and observe him/her and the need to review this 
information before making final decisions all contribute to the 
continuing importance of this category. Some questions in this 
category were, size of firm; neutral if 51 or over, neutral to positive 
if 6 - 50 and neutral to negative if under 5 people. It was negative if 
the firm communicated that there is a large workload and negative if 
the firm has experience, but not related to this project type. It was 
neutral to negative if the firm communicated that they do not have 
any work presently. It was positive if the firm communicated that 
they have vast experience in related projects (46% very positive), if 
the firm completes projects in a timely fashion (46% very positive), 
complete projects under budget (40% very positive) and has 
excellent references. The respondents were neutral on the firm's 
ability to get media attention.
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The second band of information is of above average importance, 
these categories are: Interview Tactics, Human Qualities and Media .
These categories fall roughly between the .60 and .80 rankings. The 
lowest category in this band is the Media category. Questions in this 
area were concerned with the type of media presentation used by



architects. Slide presentation, overhead projection, models, video 
presentations, presentation boards and a combination of media types 
were viewed by the majority as positive, however, there were some 
negative responses to: overhead projection (20%), models (9%), video
presentations (9%) and combination of medias (6%). It was 
overwhelmingly viewed as negative if the presentation was not 
readable from where the committee members were seated. It was 
positive if presentation boards; reflected good graphics, reflected 
good communication skills (did not need much extra explanation), 
included diagrams and professional photos. It was also positive if 
architects used their set-up time effectively and it was negative and 
very negative if architects came unprepared for the presentation 
context (for example, brought slides, expecting a projector). The next 
category is Human Qualities. This category was concerned mostly 
with the personality traits or issues that are more visible in the 
interview stage. These qualities were viewed positively if the 
architect communicates:

Energy, enthusiasm, passion for architecture, seriousness, 
the ability to establish empathy, persuasiveness, sincerity, 
trustworthiness, the ability to generate client loyalty and 
friendliness.

The following traits were viewed negatively if the architect 
com m unicates:

Profuse nervousness, too humorous, vulnerability, 
defensiveness, too much persuasiveness (slick), a need for 
work, doesn't really need this work to exist and arrogance.

The last category in this band of information is Interview Tactics. 
Questions that related to this category were concerned with decision 
making and presentation focus in preparation for the interviews. It 
was viewed as positive if the architects; clearly distinguished who 
was in charge, showed a clear coordination between the members, 
demonstrated preparedness, had a good speaking ability and were 
composed of all principals. It was negative if the architects; seemed 
unprepared (winging it), the presentation seemed too canned, 
rehearsed, used his/her fame (God architect), tried to "wine and 
dine" committee members and were composed of the "second string".
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It was positive if the presentation focused on the firm's design 
process (project methodology) (9% very positive), concepts related to 
the project (11% very positive), ideas sensitive to the client's needs 
(40% very positive), the firm's technology and techniques available, 
the firm's qualifications (6% very positive), the project and their 
knowledge of the problem (60% very positive) and relevant past 
experience (9% very positive). It was negative if the firm focused 
on past experience that was not very relevant to the project.
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The next band of information, concerns the lone category of Dress. 
This category is not unimportant, but close to average importance. 
83% felt positively about appropriate dress and 83% felt negatively if 
underdressed or too casual.



1.00

QUALS. OF FIRM
DESIGN

APPROACH
-

-  I------- r -  r -INTER. TACTICS 
HUMAN QUALS.

MEDIA

DRESS

I_____ _ I___

.90

.80

.70

.60

.50

.40

.30

.20

.10
TOTAL TUSD UOFA  CITY OF USER AGENCY OTHER PUBLIC 

GROUP TUCSON GROUP SECTOR

The lowest band of information is composed of the Age, Physical 
Characteristics, Gender and Race categories. It was a relief to see 
that these categories remained roughly under the .30 ranking. This 
conveys that these variables were relatively unimportant. The 
responses to the questions in the Race  category were all clearly 
neutral no matter what race. However, it is interesting to note that 
there was 3% who felt it would be negative if the interview team 
were all Black, all Hispanic or all Oriental, but there were 0% who 
would view it negative if the team were all White. On the other 
hand, there were 3% who responded that they felt it would be 
positive if the interview team were composed of all White, Black, 
Hispanic or Oriental. 11% of the respondents felt it would be positive 
if there were a mixture of races and 3% felt that a mixture would be 
very positive. It should also be noted that 74% viewed it as negative 
if it were perceived that one of the team was there as a "token" race 
and did not contribute significantly to the presentation.
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The G ender category was also clearly neutral if the team were all 
female, all male or a mixture of male and female. There were 9% 
who responded that it would be negative if the team were all female. 
However, 29% who viewed it as positive if there were a mixture of 
male and female. Again, 77% felt it would be negative if there were 
a "token" gender.

In the Physical Characteristics category, 94% of the respondents were 
neutral if there were an obvious physical handicap, 6% would view it 
as positive. 71% of the respondents were neutral if the architect was 
overweight or obese, yet 29% would view that as negative. 57% 
would view positively healthy, pleasant looks and 43% were neutral.

In the Age category, age was viewed neutrally with some negatives 
in the young and old questions. 51% viewed a team composed of a 
mixture of differing levels of experience as positive vs. 40% neutral 
and 6% negative.
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CHAPTER 6 - CONCLUSIONS

After the analysis of data comes the most difficult questions. What 
does it all mean? Are there answers to the original questions? What 
was learned? Was there anything new or unexpected learned? How 
is this knowledge beneficial to the architectural profession?

WHAT POES IT AO. MEAN?

In some cases, the results of the questionnaire were very surprising, 
because the results were so conclusive. Either the majority of the 
answers were on the positive side or the negative side of the 
spectrum. Where the majority were in the neutral position 
(Interviews - age, race, gender and physical characteristics), it was . 
felt they should have been. Very few answers were split between 
the positive and negative side. One such question, concerned the 
introductory letter and asked whether it should be signed by the 
Manager of the Project. The results were: 3% - very positive, 32% -
positive, 26% - neutral and 38% - negative. The other one concerned 
the design approach of explaining how the firm does not have 
preconceived ideas, "blank slate". The results were: 3% - very
positive, 37% - positive, 9% - neutral and 51% - negative. These two 
particular questions fall in gray areas. If the introductory letter is 
signed by the Manager of the Project, some committee members feel 
that is a sign of organization and are glad to know who is really in 
charge of the project. Others view it as a breach of protocol and feel 
the the principal only should sign the letter. Or some are insulted 
that the principal is not involved in "their" project. The other 
question on a “blank slate” design approach is viewed by some as 
false or impossible and would prefer to know exactly what is on the 
firm's mind. Sometimes the statement is viewed as a sign that the 
firm is trying to cover up for not having done its homework 
concerning the project. Others view it as a sign that they may be 
able to get a fresh perspective on the project or would like to be able



to direct the ideas for the project. In any event, with the exception 
of those two questions, the results were quite conclusive and, 
therefore, most of the guidelines for architects to follow can be 
derived directly from the results of the questions and ranking sheets. 
This has been done. [See Appendix IV - Checklist] On the surface, if 
one only considers the graphs of the category rankings, it is possible 
to determine which areas are the most important and, therefore, pay 
particular attention to those areas. For proposals, that would mean 
considering first the areas of Design Issues, Previous Work and 
Experience  and Services Provided and, secondly. Format, Reputation 
o f Firm and Schedules. All of the above areas are especially 
meaningful to selection committee members if the content is written 
or tailored specifically for that particular project. For interviews, 
that would mean considering first the areas of Qualifications o f Firm 
and Design Approach and, secondly, Interview Tactics, Human 
Qualities and M edia. What is important to Selection Committee 
members is that firms do their homework and are able to talk about 
the proposed project. Telling the committee members what the firm 
can do for them is special. Committee members are not interested in 
hearing, repeatedly, how the firm goes about doing its job. The 
information on how a firm goes about conducting its business is 
generally regarded as that firm’s business. The end results of 
relevant jobs done with quality and in a professional manner is of 
more interest.

ARE THERE ANSWERS TO THE ORIGINAL QUESTIONS?

The most important question was, “Is it possible to determine 
whether there are superior ways of communicating a firm's 
qualifications for a job and, if so, what are they?" After reviewing, 
proposals in the nine selection cases, observation of and participation 
on selections [See Appendix V], interviews and discussions with 
former selection committee members and architects, and the 
questionnaire results [Appendix II], there are superior ways of 
communicating a firm's qualifications for a job. In reviewing 
proposals from the nine selection cases, it was noted that some
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proposals clearly stood out from the others. It was also noted that 
those proposals usually were also on the shortlist. Some of the 
qualities that made those proposals stand out are outlined below.

First impressions are always important. It is very 
important that the cover convey professionalism and basic 
information. The reviewer will notice if the cover is 
designed to correlate with the project. Remember that 
graphics are okay as long as they are done in good taste 
with extreme quality. Basic information should include the 
firm’s name, this makes it easy for reviewers when filling 
out review sheets. Little details to make the reviewer’s 
work easier when they are faced with reviewing a stack of 
thick proposals is much appreciated. The cover should also 
include a date and project name and number, if any. This 
may seem obvious, but often times several projects are 
concurrently reviewed. Not making the reviewer search to 
discover to which project the proposal relates, is one more 
little, but appreciated detail. Since the project name is 
obvious to the reviewers at review time, make sure it isn’t 
the boldest information. Using the agency’s logo on the 
cover is not always the best idea, some take offense, 
although others view the use as a sign of personalization. 
Using a firm’s logo is okay, remember it is an example of 
your design ability. Another first impression is size in 
relation to all the other proposals. Imagine a stack of 
twenty, 2” thick proposals, the task is daunting, then comes 
one in two volumes! (the reviewer thinks, too much fluff) or 
one is only 1/2” thick! (the reviewer thinks, doesn’t 
understand the project). Don’t throw things in for thickness, 
the reviewer gets annoyed. Make the proposal cover issues 
thoroughly and adequately.

Opening the proposal should be easy for the reviewer. Use 
the correct binding for size and convenience. Three ring 
binders are good for medium and large proposals. Pages can 
be easily removed for photocopying. Spirals are good for 
small proposals, metal or plastic are about the same quality. 
All types of bindings should allow the proposal to lay flat for 
ease of review! Do not consider sending something not 
bound, or pages could end up missing, dropped on the floor 
or not even read because there wasn’t the time taken to 
make the proposal look professionally organized. How will 
the firm organize their project?
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The format of the proposal should be logical and clear. The 
firm’s ability to show logic and organization is reflected 
here. If the firm has been provided with questions to 
answer or the reviewer’s scoring criteria, it is logical to 
make sure all questions and required information are 
answered, usually following the same order or format. Most 
importantly, the firm should make finding the answers and 
information very easy for the reviewer. Following the 
format requested is important. Answer the questions 
completely and in order. Format according to scoring 
criteria given. MAKE IT EASY TO FIND REQUIRED 
INFORMATION QUICKLY! A table of contents helps and 
labeled tabs are appreciated.

The introductory letter is an expected beginning to 
proposals. It should be concise, one to two pages, maximum! 
This letter is one of the few parts of the proposal that is 
actually read thoroughly. It should sound special, tailored to 
the project and not standard. It is okay, briefly, to touch 
upon the firm’s qualifications, understanding of the project, 
and relevant experience. It should be signed by the 
principal of the firm, maybe, the manager of the project and 
not the marketing or office manager.

The toody of the proposal, besides following the requested 
or a logical format, should be a reflection of a firm’s design 
skills and professional organization. Take the time to design  
the proposal. Keep in mind the short “window of time” 
available to capture and retain the reviewer’s attention.
How does the proposal look as it is being flipped through? 
Design the format of each page. Consider summary page(s) 
for each section of requested information. A summary page 
may be especially helpful for the Standard Forms 254/255 
section, even highlighting important relevant information 
might help. Resumes of the team members and consultants 
should be provided. If possible, a schedule of project target 
dates or manpower loading plans should be provided.

All previous work and experience should relate to the 
present project. All work should be credited properly and 
preferably on the same page, especially on photos. Often 
times the reviewer may see the same picture in different 
proposals, who is really responsible? The reviewer should 
not have to, and probably will not, take the time to research 
the details. Photos of previous work visually communicate 
the firm’s experience and design ability. Reviewer’s do not
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want to see photos that do not relate to the present project, 
it wastes their time. A list of other projects or experience 
will suffice, if it is felt necessary. Poor quality photocopies 
are not viewed as very professional and do not 
communicate. Color Xeroxes and photos are acceptable. A 
list of references is acceptable. Not much attention is paid to 
glowing letters of recommendation.

Always remember that “boiler plate” materials, off the shelf, 
are not tailored to the project. Reviewers are always looking 
for something special, something that conveys interest, 
knowledge and experience in their project. They must be 
convinced of the firm’s, and the consultant’s qualifications, 
professional nature, stability and abilities. They want to 
know what you can do for them , not just for everyone.

The outline, above, reflects knowledge gained while reviewing more 
than 100 proposals from the selection cases studied. The 
recommendations were verified by the results of the questionnaires. 
These recommendations also agree with those of former selection 
committee members and architects that were interviewed during the 
course of research. Thanks go to the late Professor Douglas MacNeil, 
College of Architecture, University of Arizona. Professor MacNeil 
was the first to spark interest in the study of proposals. He was a 
member of many architect selection committees and the following 
points are some of the criteria he used to efficiently review 
proposals:

« Is it project specific?
o If too verbose/wordy - dismissed, must be easy to read.
o Can I tell if the Request for Proposal was read carefully?
o Qualifications - some firms seemed to stress irrelevant 

things.
° Do they show an understanding of the project? Vocabulary 

is often a telltale sign.
» Prefers a focus on similar projects, better not to focus too 

much on new project concepts.
° Have they given proper credit of work, especially where did 

only minor work?
o Is the proposal easy to handle?
° Brief summaries or highlights near the beginning are very 

nice for important information.

(
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o Are the tables clear?
o Color coded thumb tabs are nice.
o Diagrams, pictures and illustrations are very helpful.
» Internal organization is important.
° Does it communicate a passion/focus for the job?

Professor Kirby Lockard, College of Architecture, University of 
Arizona, uses some of the following criteria:

° Photographs are very important, wants to see examples of 
finished products. Quality of photos is important, shows 
pride in work, not to be shown in a second class way.

° When viewing examples of past work, likes to see relation 
to site.

° Diagrams are good.
» Form of the proposal, clear organization of response is 

im portan t.
0 Tabs are helpful.
» People involved with the proposed project, wants to know 

who is going to do the work and their position in the firm.
* Skims over GSA 254/255 forms, a summary of that 

information would be preferred. Possibly a summary for 
each section of information.

0 If the firm is proposing an association with a local firm, 
wants to know the extent of that association.

0 Relies on knowledge of local firms.
o Sometimes influenced by lists of clients worked for in the 

past.
o Not impressed by bigness of firm, especially if far out of 

town. Concerned that the design fee may be eaten by air 
fare.

° Concerned about firm’s knowledge of designing in desert 
clim ates

Frank Mascia of CDG Architects, Tucson, Arizona, has also been a 
member of various selection committees. He has published some of 
his thoughts as follows:

0 Organize your proposal to guide the committee members 
through and not let them wander aimlessly around in it.

° Boldly put your firm name on the cover, not just your logo, 
p Don’t be afraid to experiment and show originality in cover, 

design, rather than tasteful gray or brown.
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0 Standard left edge binding is appreciated, don’t submit an 
unbound report.

° Use big clear graphics and text, normal, logical sequences.
« Address all issues raised in the Request for Proposal. Do this 

in a logical format, with responses short and to the point, 
o Preferably answer in the same format as the committee 

members evaluation form.
° Tell why your firm is the best choice.
o Don’t depend on 254/255 forms, the information is obscure 

and too jargon filled for most lay people to understand, 
o Don’t hide short experience, explain why this is not an issue. 

[Mascia, Frank, Newsletter of Southern Arizona Chapter of 
American Institute of Architects. 1988]

Professor Ellery Green, College of Architecture, University of Arizona, 
says the following concerning proposals:

» Did the firm pay attention to the Request for Proposal? and 
take it seriously?

» Did the firm make an effort to tailor the proposal? 
o Who are the personnel? The project architect or manager? 
o Is the firm qualified? Do they really understand the 

project? Have they shown evidence of insights into the 
project type?

o What is their experience in projects of this type?
° If necessary, is the firm able to handle the construction 

administration phase? 
o Can the firm work with the client?
o Who are the consultants? Considers this critical information, 
o What is the exact relationship if a joint venture? Who is the 

decision maker?
o The introductory letter is very important.
» Spends little time on the “other” section, if included, 
o Finds it hard to believe statements of “on budget and on 

time”. Often finds it unclear how some firms base this 
inform ation.

o Often suspicious of “name architects”. Suspicious of amount 
of involvement and time.

» Is there an expression of follow thru? 
o Finds the “nuts and bolts” more critical.
« Feels it is important to spend the first part of the proposal 

talking about the problem - this is very critical, 
o Does the proposal have evidence that the firm knows the 

p rob lem ?
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« Don’t overwhelm the client with a too thick proposal - 
sim plify.

* Not always sure can trust the information on man-hours 
needed for the project.

• Sometimes feels that all proposals look the same.

The information obtained from interviews, above, relates directly to 
the information that was gathered in testing with selection 
committee members. As written previously, the question, “Is it 
possible to determine whether there are superior ways of 
communicating a firm’s qualifications for a job and, if so, what are 
they?” can be answered, “Yes”. However, even though the 
information can be communicated in a superior manner, that does 
not necessarily guarantee that a particular firm will be short-listed. 
Selection still depends upon the information that is communicated 
and how that information meets the committee’s criteria. Firm’s 
must work to communicate the particular information that they feel 
is critical for that particular project and they must work to 
communicate that information in a way that the selection committee 
can quickly, easily and as painlessly as possible obtain that 
information. Some of those ways can be found by following the 
checklist included in Appendix IV and noting the qualities and/or 
criteria from the research and the observations of former selection 
committee members listed above. Notes on observations of actual 
selections are included in Appendix V. Ways of communicating at 
the interview stage will be discussed below.

Some of the original questions refer more to the interview or 
presentation stage. Those questions were, “What exactly is required 
in: marketing, oral and graphic presentation, experience and 
qualifications? Does dress, gender, race and physical appearance 
come into play? How do such human qualities or personality traits 
affect the ability to win the contract?”. Some of the questions on 
marketing were answered by research (refer to Chapters 1 and 2), 
but others were answered not only by research, but discussions with 
architects, questionnaire results [Appendix III] and observations of 
actual interviews [See Appendix V]. It was also possible to read
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related to the project, ideas sensitive to the client's needs and the 
firm's knowledge of the project. Larry Perkins, Perkins and Will, 
stated that a powerful communication technique is to, “get out a 
pencil and show it. Don’t give an off-the-shelf answer.”

The rules for handouts during the presentation follow the rules for 
proposals. They must be tailored to the project. Remember, too, that 
they may take attention away from the presentation. If it is decided 
to leave behind something to enable the committee to remember 
your firm, keep it short and to the point. Committee members will 
only have time to flip through it. Determine if the brochure 
communicates quickly.

WHAT IS REQUIRED IN EXPERIENCE AND QUALIFICATIONS?

The requirements in experience and qualifications is usually directly 
related to the amount of experience in the same project type, as far 
as the selection committee is concerned. Architects feel that they are 
trained to design almost any project type, but the difficulty arises 
when trying to convince others that you are qualified to design a 
particular project when you have not had any experience with that 
project type. My testing did not reveal any answers to that problem, 
but did reveal that direct experience with the project type was 
preferred. The size of the firm seems to have some effect on 
determining qualifications. Large (51 and over) and medium sized 
firms are viewed more positively than small (under 5 people) firms 
(43% viewed small firms as negative). It was also viewed negatively 
if the firm had a large workload or did not have any work presently. 
The most important qualifications to present were: related
experience, completes projects in a timely fashion and under budget, 
and excellent references. The selection committee members 
interviewed were not concerned about a firm's ability to get media 
attention. One item not tested, but which should be studied, "What 
are the effects on selection committee members who have had past 
experience(s) working with firms?" It is presumed that if past 
experiences were positive, then the firm's qualifications would be
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viewed more positively and vice versa if past experiences were 
negative. One consequence is that past problems may be corrected, 
but the memory lingers and how can these concerns be addressed? 
This point also relates to the makeup of selection committee 
members, to be discussed later in this chapter.

DOES DRESS. GENDER. RACE AND PHYSICAL APPEARANCE COME INTO 
PLAY?

As written previously, it was a relief to know that these issues are 
viewed in a neutral manner, except for the issue of dress. Dress was 
viewed positively if appropriate and negative if inappropriate. It is 
better to be on the conservative side in this area. It is easy to offend 
by not expending any extra effort and dressing casually. Committee 
members are serious about their project and naturally want firms to 
be also. Even though gender, race and physical appearance issues 
were viewed neutrally by the majority, a small minority did answer 
negatively in some areas. In the gender category, 9% of the 
respondents would view it as negative if the team were composed of 
all females. In the race category, 3% of the respondents viewed it as 
negative if the team were composed of all Blacks, or all Hispanics, or 
all Oriental, but not if all White. In the physical characteristics 
category, it was interesting to note that pleasant looking (healthy) 
architects were viewed positively by 57% of the respondents versus 
43% of the respondents who were neutral. Overweight, obese 
architects were viewed negatively by 29% of the respondents versus 
71% of the respondents who were neutral. Be aware that some 
biases still exist and still require extra effort to overcome.

HOW DO SUCH HUMAN QUALITIES OR PERSONALITY TRAITS AFFECT 
THE ABILITY TO WIN THE CONTRACT?

During the presentation, the architect communicates both verbally 
and non-verbally. Non-verbal communication is an important 
impression. Sincerity, trustworthiness, energy, enthusiasm, passion 
for architecture and friendliness are all important qualities to
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communicate during a presentation. These qualities must be 
genuine. Seriousness is expected, but some humor is appreciated. It 
works well to have some persuasive qualities, but not to the point of 
becoming too slick. Arrogance and defensiveness are viewed 
negatively. Profuse nervousness tends toward the negative side, 
committee members wonder about your ability to coordinate 
complicated projects or handle responsibility. In case of extreme 
nerves, it is better to have another team member do the majority of 
speaking. Communicating sincerity and trustworthiness are most 
important. Letting the client know that they can work with the firm 
over the length of the project is one important issue not often spoken 
about, but rather conveyed by personality type. Trying to genuinely 
convey those qualities sought by each different selection committee 
is not always possible, there will always be some conflicts. Past 
experience with particular personality clashes should be addressed 
and expressing a willingness to solve or change the problem is 
appreciated and shows sincerity.

WHAT WAS LEARNED? WAS THERE ANYTHING NEW OR UNEXPECTED 
LEARNED?

One important issue that was learned, is that all of the information 
gathered on communicating at both the proposal stage and the 
interview stage doesn’t guarantee selection. Even though the 
qualifications based selection method is a method used to ensure 
fairness, architects are not always on a “level playing field”. This 
may be the result of a selection committee’s hidden agendas. The 
makeup of the selection committee plays a critical role. Some 
exam ples:

• A committee may include several members of a department, 
along with the department head. If the department head is 
very outspoken or powerful, the other members of the 
department may be influenced to go along with that 
person’s views.

• A committee may be “loaded” - composed of a larger 
number from one department. Their power outweighs the
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minority. This sometimes happens when the departments 
who have had experience working with architects feel that 
their knowledge of past working relations should outweigh 
those who do not have that experience, i.e., a small number 
of users versus a large number from the agency.

• The appointment of committee members who come to the 
selection with a closed mind or a prior preference. Their 
mind a already made up. This may come about because of a 
committee member’s prior experience working with a 
particular architect. (This is often used as a legitimate 
marketing technique by some architects.) Sometimes the 
reverse takes place, the prior preference could be against a 
particular firm.

There may be hidden political agendas which occur:

. between the vote of the committee and approval (by Mayor 
and Council, School Board or Board of Regents)

• when a selection committee is overridden, a “higher up” 
does not accept the selection

, when a committee member “blackballs” a firm by giving a 
zero to that firm on his tally sheet

< when affirmative action criteria is applied to professional 
firm s

» when public agencies make an effort to “spread the work 
around”

These are serious ethical questions not yet answered. These points 
are conveyed for the reader’s interest and information. Also of 
interest are the observations of selection methods. Many selection 
committee members are not given adequate instructions concerning 
the process. Agencies differ in whether they allow talking and 
interaction during the process (and thereby influencing one another) 
or not. Agencies also differ in their methods of tallying points. Some 
members may keep a running tally and never make changes, others 
manipulate the numbers to reflect their ranking choices. There are 
questions concerning the assignment of points to scoring criteria.
Are the criteria tailored to the information needed to choose an 
appropriate consultant? The ways in which each member’s score is
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tallied may influence other members. For example, if each member 
calls their scores out loud or whether the scores are silently handed 
in. Some agencies require committee members to sign their scoring 
sheets for the permanent record, others do not.
It was also learned that increasing competition among architects has 
made it increasingly acceptable to do what used to be “up front, free 
work”. This work may be in the form of increased research, 
preparation, staff time and even conceptual design work at the 
proposal stage. It may mean spending more on proposals to look 
professional in comparison to the competition, for example, in the 
area of photographs. It may mean the same for interview 
preparation. Models at interview time are increasing. This may also 
mean a change in the way firms conduct their marketing. Will firms 
do conceptual design work for free in the hope of securing the 
commission later? These are ethical questions that have broad 
implications for the architectural profession.

HOW IS THIS KNOWLEDGE BENEFICIAL TO THE ARCHITECTURAL 
PROFESSION?

The marketing concept of the 1950s (see Chapter 1) has 
revolutionized the way in which the practice of architecture is 
conducted. First and foremost, architecture is a service oriented 
organization and, therefore, exists to satisfy customer’s needs and 
wants. This fact, has changed the way in which most work is 
obtained, from “word-of-mouth” and the “good old boy network” to 
the increasingly competitive method of p ro v in g  our qualifications. 
The question the profession is presently faced with is, “Does proving 
mean showing what we can do for the client up front?” Firm’s that 
have been in business for many years find that they can no longer 
rely on a standard brochure and their good name to carry them past 
the competition. This has been especially apparent in these recent 
years of economic recession;

The architectural profession finds itself in a dilemma, a struggle to 
define itself. The profession still struggles with its image of itself, 
are we masterbuilders, artists, sculptors, engineers, landscape
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architects, interior designers, lighting designers, businesspersons, 
marketeers and the list goes on. The architectural profession needs 
to realize that it is many things and at the same time it is 
intertwined with a larger whole. This is part of the systems theory 
alluded to in the first chapter. The architectural profession is part of 
the larger whole, ad infinitum. The direction in which the profession 
continues to market itself through both proposals and interviews 
begins to define and provide meaning to the professional nature of 
architecture. The firms that have clearly defined their role in the 
larger market and in the architectural profession are able to direct 
their efforts to satisfying client's needs and wants in a professional 
manner and, therefore, obtain more work. These firms will continue 
to define professional communication at both the proposal and 
interview stages.
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QUESTIONNAIRE
Appendix I

THESE ARE QUESTIONS ABOUT PROPOSALS (COMMONLY CALLED REP’S) IN GENERAL. THE 
QUESTIONS ARE NOT RELATED TO ANY ONE PARTICULAR ARCHITECT SELECTION CASE.

PLEASE SELECT THE CATEGORY THAT MOST AGREES WITH YOUR IDEA OF WHETHER YOU  
W OULD BE FAVORABLY DISPOSED TO ADD A LOT OF POINTS OR SOME POINTS, DEDUCT A  
LOT OF POINTS OR SOME POINTS, OR REMAIN NEUTRAL ON YOUR RATING OF THE 
ARCHITECT. WHEN I SA Y  ARCHITECT, I AM REFERRING TO NOT ONLY ONE ARCHITECT, IN 
PARTICULAR, BUT THE TEAM OR FIRM OR EVEN JOINT VENTURES, WHOEVER IS 
RESPONDING TO THE REQUEST FOR PROPOSALS. SOME QUESTIONS YOU M AY FEEL ARE  
NON-APPLICABLE IN YOUR EXPERIENCE, PLEASE FEEL FREE TO TELL ME SO.

FIRST, I W OULD LIKE TO DETERMINE IF FIRST IMPRESSIONS MAKE A DIFFERENCE, WHAT  
IS EFFECTIVE OR NECESSARY, WHAT ISN’T.

THE FIRST CATEGORY IS THE C O V E R : ++ + 0

1. COVER EXHIBITS PROFESSIONALISM _ _ _  ___  ____
2. COVER IDENTIFIES PROJECT ___  ___  ____
3. COVER REFLECTS CLIENTS LOGO

E.G. UNIVERSITY'S OR CITY'S LOGO _ _ _  ___  ____
4. COVER REFLECTS ARCHITECTURE FIRM'S NAME/

LOGO. ___  ___  ___

HOW DOES THE SIZE INFLUENCE YOU:

5. PROPOSAL IS SIGNIFICANTLY THINNER THAN
THE MAJORITY RECEIVED _ _ _  ___  ____

6. PROPOSAL IS SIGNIFICANTLY THICKER THAN
THE MAJORITY RECEIVED ___  ____

WHEN YOU SEE THE ARCHITECT’S NAME ON THE COVER,
WHAT INFLUENCE DOES THE FIRM’S REPUTATION CARRY:

7. ARCHITECT IS WELL KNOWN FOR WINNING
DESIGN AWARDS:

A. LOCALLY (TUCSON AREA) ___  ___  ___
B. IN STATE (ARIZONA) ___  ___  ____
C. NATIONALLY ___  _ _ _  ____

8. ARCHITECT HAS A GOOD REPUTATION IN:
A. DESIGN ___  ___  ____
B. COST CONTROL ___  ____
C. TIME CONTROL ___  ___  ____
D. ENERGY CONSERVATION _ _ _  ___  ____

9. YOU KNOW THE ARCHITECT IS A LOCAL FIRM ___  ___  _ _ _
10. YOU HAVE UNFAVORABLE KNOWLEDGE OF THE

FIRM’S REPUTATION ___  ___  _ _ _



THE FOLLOWING QUESTIONS REFER TO
HOW CONVENIENT WAS THE PROPOSAL TO EXAMINE:

++ + 0

11. BINDING IS A THREE-RING NOTEBOOK
12. PROPOSAL IS LOOSE PAGES IN A FOLDER ____  ___
13. PROPOSAL IS IN A FOLDER WITH BRADS ___  ___  __
14. PROPOSAL IS GIFTWRAPPED ___  _ _ _  __
15. BINDING IS:

A. METAL SPIRAL ___  ___  __
B. PLASTIC SPIRAL ____ ___  __
C. LIBRARIAN PREFERRED (DOES NOT LAY FLAT) ___  ___
D. TOO SMALL ___  ___  __
E. TOO LARGE ___  ___  ___  __

16. ONCE YOU OPEN THE PROPOSAL, DO YOU WANT TO SEE A TABLE OF CONTENTS?
YES NO NO OPINION

17. LETTERED OR NUMBERED TABS? YES NO NO OPINION
18. TABS WITH LABELS? YES NO NO OPINION
19. DO YOU LIKE TO SEE THE INTRODUCTORY LETTER FIRST? YES NO NO OPINION

THE FOLLOWING QUESTIONS RELATE ONLY TO THE INTRODUCTORY LETTER.

20. INTRODUCTORY LETTER IS:
A. CONCISE (1 - 3 PAGES) _ _ _  _ _ _  _ _ _  _ _ _  _ _ _
B. WORDY (4 OR MORE PAGES) _ _ _  ___  ___  ___

21. INTRODUCTORY LETTER:
A. ADDRESSES FIRM'S QUALIFICATIONS ___  _ _ _  ___  ___  ___
B. SHOWS UNDERSTANDING OF PROJECT _ _ _  _ _ _  _ _ _  ____  _ _ _
C. RELATES RELEVANT EXPERIENCE ___  ___  _ _ _  _ _ _  _ _ _
D. INTRODUCES PROJECT TEAM LEADERS ___  _ _ _  _ _ _  ___  _ _ _
E. SIGNED BY PRINCIPAL OF THE FIRM ___  ___  ____ ___  _ _ _
F. SIGNED BY MANAGER OF PROJECT ___  ___  ____ ___  ___
G. SIGNED BY MARKETING DIRECTOR ___  _ _ _  ____ ___  ___

THE ORGANIZATION OF THE PROPOSAL MAY OR M AY NOT RELATE INFORMATION ON 
HOW WELL THE ARCHITECT CAN ORGANIZE INFORMATION OR FOLLOW SUGGESTED 
DIRECTIONS AS TO FORMAT:

22. THE ORIENTATION OF THE PROPOSAL IS:
A. LANDSCAPE (HORIZONTAL) _ _ _  ____  _ _ _  ____  ___
B. PORTRAIT (VERTICAL) ___  ___  _ _ _  ____  _ _ _
C. CHANGES FREQUENTLY BETWEEN LANDSCAPE

AND PORTRAIT FORMAT ___  ___  ___  ___  ___
23. SUGGESTED FORMAT WAS NOT FOLLOWED ___  ___  ___  ___  ___
24. REQUESTED INFORMATION WAS NOT FOUND ___ ___  ____ ___  ___
25. INFORMATION ORGANIZED IN A LOGICAL

MANNER ___  ___  ____ ___  ___
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A VARIETY OF INFORMATION COULD BE INCLUDED UNDER THE CATEGORY SERVICES 
PROVIDED. NOT ONLY WHAT SERVICES THE ARCHITECT CAN PROVIDE, BUT ALSO A 
DESCRIPTION OF THE PERSONNEL THAT WILL PROVIDE THE SERVICES:

++ + 0
26. PROPOSAL INCLUDES:

A. ONE OR TWO PAGE RESUME FOR PROJECT
TEAM MEMBERS _ _ _  _ _ _  _ _ _  _ _ _  _ _ _

B. PHOTOGRAPHS OF PROJECT TEAM MEMBERS ___  ___  ___  ___  ___
C. LIST OF SERVICES TO BE PROVIDED ____ ____  _ _ _  ___  ___
D. LIST OF WHO DOES WHAT WORK ___  _ _ _  _ _ _  _ _ _  ___
E. DESCRIPTION OF/OR PROVIDES RESUME

INFORMATION ON CONSULTANTS TO BE USED ___  ___  ____ ___  ___
F. DESCRIPTION OF JOINT VENTURE PARTNER

SHIP, IF ANY (WHO DOES WHAT WORK) ____ ___  ___  ___  _ _ _

IF A SC H E D U L E D  W AS PROVIDED, HOW DOES IT COMMUNICATE:

27. PROPOSAL PROVIDES A LIST OF PROJECT TARGET
DATES ___  _ _ _  ____ _ _ _  ___

28. PROPOSAL PROVIDES PROJECTS TARGET DATES
IN A GRAPHIC FORM ___  ___  ___  _ _ _  _ _ _

29. DO YOU PREFER ONE OF THE ABOVE FORMS OVER ANOTHER?
DATE LIST___ GRAPHIC FORM___ NO OPINION___

30. PROPOSAL PROVIDES A PERSONNEL PLAN ___  ___  _ _ _  ____ ___
31. IN ADDITION TO THE ARCHITECTS PERSONNEL

PLAN, A PLAN IS INCLUDED FOR EACH
CONSULTANT TO BE USED ___  _ _ _  ___  ___  ___

IF GSA FORMS 254/255 ARE REQUIRED:

32. PROPOSAL HIGHLIGHTS INFORMATION ON
GSA 254 AND 255 FORMS (HIGHLIGHTER
MARKER, ZIP-A-TONE, PHOTOS INSERTED) ___  ___  ___  _ _ _  _ _ _

33. PROPOSAL PROVIDES SUMMARY PAGES ON
RELEVANT INFORMATION CONTAINED IN
GSA FORMS 254/255 ___  ___  ____ ___  ___

THE FORM IN WHICH ARCHITECTS COMMUNICATE PREVIOUS WORK/EXPERIENCE:

34. PICTURES IN PROPOSAL:
A. RELATE TO PRESENT PROJECT ___  _ _ _  ____ ___ ______
B. ARE POOR QUALITY BLACK AND WHITE

PHOTOCOPIES (XEROXES) ___ " _ _ _  ___  ___  —
C. COLOR PHOTOCOPIES _ _ _  ___  _ _ _  _ _ _  -----
D. PROFESSIONAL COLOR PHOTOS _ _ _  ___  ___  _ _ _  ___
E. NOT AESTHETICALLY PLEASING ___  _ _ _  ___  _ _ _  ___

35. PROPOSAL INCLUDES COPIES OF PUBLISHED
ARTICLES OF PROJECTS ___  ___  ____ _ _ _  ___

36. PROPOSAL LISTS PAST PROJECTS DONE FOR



WELL KNOWN CLIENTS
37. PROPOSAL INCLUDES GLOWING LETTERS OF 

RECOMMENDATION

38. PROPOSAL LISTS PAST PROJECTS DONE,
A. LOCALLY (TUCSON) _ _ _  _ _ _  _ _ _  _ _ _  _ _ _
B. IN STATE (ARIZONA) _ _ _  _ _ _  _ _ _  _ _ _  _ _ _
C. NATIONALLY ___  ___  ____ ___  ___

I HAVE INCLUDED A CATEGORY ENTITLED, "DESIGN ISSUES". I HOPE TO DISCOVER 
HOW MUCH ARCHITECTS COMMUNICATE IN THIS AREA:

39. PROPOSAL SUGGESTS A PHILOSOPHY IN
PROJECT APPROACH _ _ _  ____ ___  ___  _ _ _

40. BASED ON YOUR EXPERIENCE, WHAT PERCENTAGE OF FIRMS COMMUNICATE
AN UNDERSTANDING OF THE PROJECT?____

41. IS UNDERSTANDING IMPORTANT? YES NO NO OPINION
42. PROPOSAL INCLUDES CONCEPTUAL IDEAS FOR

PROPOSED PROJECT ___  ___  ___  ___  _ _ _
43. PROPOSAL REFLECTS SENSITIVITY TO CLIENTS

NEEDS ____ ___  ____ ___  ___ ;
44. PROPOSAL REFLECTS UNDERSTANDING OF

CONTEXT ' ___  ___  ____ ___  ___

PLEASE ANSW ER YES OR NO REGARDING INFORMATION PROVIDED IN PROPOSALS.

YES NO NO OPINION
45. WOULD YOU PREFER TO SEE SUMMARY PAGE(S) FOR

EACH SECTION OF REQUESTED INFORMATION? ____  ____________
46. DID YOU PERCEIVE AN EFFORT TO TAILOR THE RESPONSE TO

THE PROJECT? _____ _____  _____
47. DID YOU FEEL MUCH OF THE PROPOSAL WAS

“BOILER PLATE”? ___________ ________
A. HOW MUCH "BOILER PLATE" IS ACCEPTABLE____ %

48. SHOULD THE PROPOSAL LOOK EXPENSIVE? (BETTER QUALITY
PAPER STOCK, PROFESSIONAL LAYOUTS, SLICK PHOTOS) ____________ _____

49. DO YOU LIKE TO SEE PHOTOGRAPHS EVEN THOUGH NOT
RELATED TO PROJECT TYPE? _____ ____________

50. ARE YOU CONCERNED ABOUT TRAVEL TIME FOR FIRMS
LOCATED IN:
A. ARIZONA (OTHER THAN TUCSON) ___________ ________
B. WESTERN STATES ___________ _____ __
C. MIDWESTERN STATES ____________________
D. EASTERN STATES _____ „___ ________

51. ARE YOU CONCERNED WHEN A FIRM HAS NOT HAD
EXPERIENCE IN DESERT CLIMATES? _____ ____  ____

+ +  +  0  -
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IMAGINE DISTRIBUTING POINTS AMONG THE FOLLOWING CATEGORIES THAT WE HAVE 
DISCUSSED, WITH THE MOST POINTS GIVEN TO THE MOST IMPORTANT AND THE LEAST 
POINTS GIVEN TO THE LEAST IMPORTANT. ASSIGN A DIFFERENT NUMBER TO EACH  
CATEGORY.

COVER (Professionalism , L ogo, etc.)

SIZE (Thick or Thin)

REPUTATION OF FIRM (Award winner, local firm, etc.)

CONVENIENCE (Binding, notebook, folder, etc.)

INTRODUCTORY LETTER (Concise, wordy, addresses issues)

FORMAT OF PROPOSAL (Orientation, format, organization)

SERVICES PROVIDED BY THE FIRM (Provides resumes, photo, 
list o f  who does what work, etc.)

SCH EDULE(S) (Project dates, personnel plans)

GSA 254/255 FORMS (Information highlighted, summary 
pages o f  relevant inform ation)

PREVIOUS W ORK/EXPERIENCE (Pictures, photocopies, etc.)

DESIGN ISSUES (D esign  philosophy, conceptual ideas, 
understands issu es, con text)
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QUESTIONNAIRE

THESE ARE QUESTIONS ABOUT INTERVIEWS, IN GENERAL. AGAIN, THESE QUESTIONS 
ARE NOT RELATED TO ANY ONE PARTICULAR ARCHITECT SELECTION CASE.

I WILL USE THE SAME FORMAT, PLEASE SELECT THE CATEGORY THAT MOST AGREES 
WITH YOUR IDEA OF WHETHER YOU WOULD BE FAVORABLY DISPOSED TO ADD  
POINTS, DEDUCT POINTS OR REMAIN NEUTRAL ON YOUR RATING OF THE ARCHITECT.

ONCE AGAIN, I W OULD LIKE TO DETERMINE IF FIRST IMPRESSIONS MAKE A  
DIFFERENCE.

HOW DO YOU FEEL ABOUT DRESS: + +  + 0 -

1. DRESS IS APPROPRIATE ___  ___  ____ ___  ___
2. TEAM IS DRESSED ALIKE ___  ___  ___  ___  ___
3. UNDERDRESSED (TOO CASUAL) ___  ___  ___  ___  ___
4. OVERDRESSED (TOO SHOWY) _ _ _  ___  ___  _ _ _  ___

AGE:

5. TOO IMMATURE (SUGGESTS INEXPERIENCE)
6. TOO OLD/STODGY (SUGGESTS UNWILLINGNESS

TO TRY NEW IDEAS)
7. A MIXTURE OF DIFFERING LEVELS OF

EXPERIENCE

GENDER:

8. ALL FEMALE
9. ALL MALE
10. MIXTURE OF MALE AND FEMALE
11. TOKEN GENDER (THERE FOR LOOKS, DOES NOT 

CONTRIBUTE SIGNIFICANTLY TO PRESENTATION)

RACE:

. 12. ALL WHITE
13. ALL BLACK
14. ALL HISPANIC
15. ALL ORIENTAL
16. MIXTURE OF RACES
17. TOKEN RACE (THERE FOR LOOKS, DOES NOT 

CONTRIBUTE SIGNIFICANTLY TO PRESENTATION)

PHYSIC AT, CHAR ACTERISTICS:

18. PHYSICAL HANDICAP
19. OVERWEIGHT, OBESE (LOOKS SLOVENLY)
20. PLEASANT LOOKS (HEALTHY)
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21. ARCHITECT COMMUNICATES: ++ + 0 - -
A. ENERGY ___  ___  ___  _ _ _  ___
B. ENTHUSIASM _ _ _  _ _ _  _ _ _  _ _ _
C. PASSION FOR ARCHITECTURE _ _ _  ____  ___  ___  ___
D. PROFUSE NERVOUSNESS ___  ___  ____ ___  ___
E. SERIOUSNESS _ _ _  _ _ _ _  _ _ _  ___
F. TOO HUMOROUS _ _ _  ____  ___  _ _ _  ___
G. VULNERABILITY _ _ _  ____  ___  _ _ _  ___
H. DEFENSIVENESS ___  _ _ _  _ _ _  _ _ _  ___
I. ABILITY TO ESTABLISH EMPATHY ___  ___  _ _ _  ___  ___
J. PERSUASIVENESS ___  _ _ _  _ _ _  _ _ _  ___
K. TOO MUCH PERSUASIVENESS, “SLICK” ___  ___  ___  ___  ___
L. SINCERITY _ _ _  _ _ _  _ _ _  _ _ _  ____
M. A NEED FOR WORK _ _ _  _ _ _  _ _ _  _ _ _  _ _ _
N. DOESN’T REALLY NEED THIS WORK TO EXIST _ _ _  _ _ _  ___  ___  _ _ _
O. TRUSTWORTHINESS _ _ _  _ _ _  _ _ _  _ _ _  _ _ _
P. GENERATES CLIENT LOYALTY   _ _ _  ____  ___  _ _ _
Q. ARROGANCE _ _ _  _ _ _ _  _ _ _  _ _ _
R. FRIENDLINESS _ _ _  _ _ _  _ _ _  _ _ _  _ _ _

DURING INTERVIEWS, ARCHITECTS TAKE DIFFERING INTERVIEW TACTICS:

22. DURING THE PRESENTATION, THE ARCHITECT:
A. CLEARLY DISTINGUISHES WHO IS IN CHARGE _ _ _  ___  ___  ___  ___
B. SHOWS A CLEAR COORDINATION BETWEEN

MEMBERS _ _ _  _ _ _  _ _ _  _ _ _  _ _ _
C. DEMONSTRATES PREPAREDNESS ___  ___  ___  ___  ___
D. SEEMS UNPREPARED, “WINGING IT’   _ _ _  ____  ___  _ _ _
E. SEEMS TOO CANNED, REHEARSED ___  ___  ___  ___  ___
F. HAS GOOD SPEAKING ABILITY ___  ___  ___  _ _ _  _ _ _
G. USES HIS/HER FAME (GOD ARCHITECT)   _ _ _  _ _ _  _ _ _  _ _ _
H. “WINES AND DINES” COMMITTEE MEMBERS _ _ _  ___  ___  _ _ _  _ _ _

23. DURING THE INTERVIEW THE TEAM IS: .
A. COMPOSED OF ALL PRINCIPALS _ _ _  ___  ___  ___  _ _ _
B. COMPOSED OF THE “SECOND STRING” ___  ___  _ _ _  ____

24. THE PRESENTATION FOCUSES ON:
A. FIRM’S DESIGN PROCESS (PROJECT METHO

DOLOGY) ___  ___  _ _ _  ___  ____
B. CONCEPTS RELATED TO THE PROJECT ___  ___  ___  ___  ___
C. IDEAS SENSITIVE TO THE CLIENT’S NEEDS ___  ___  ____ _ _ _  _ _ _
D. FIRM TECHNOLOGY AND TECHNIQUES AVAIL. ___  ___  ___  ___  ___
E. FIRM QUALIFICATIONS ___  ___  ____ _ _ _  _ _ _
F. THE PROJECT, KNOWLEDGE OF PROBLEM ___  ___  ___  ___  ___
G. RELEVANT PAST EXPERIENCE ___  ___  ____ ___  ___
H. PAST EXPERIENCE, NOT VERY RELEVANT _ _ _  ___  ___  ___  ___

AS A SELECTION COMMITTEE MEMBER, YOU PERCEIVE CERTAIN HUMAN QUALITIES:
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SELECTION AND PRESENTATION OF MEDIA REFLECTS PROFESSIONALISM:

25. ARCHITECT USES: ++ + 0
A. SLIDE PRESENTATION
B. OVERHEAD PROJECTION
C. MODELS ___  ___  _ _ _  ___  ___
D. VIDEO PRESENTATIONS ___  ___  ____ ___  _ _ _
E. PRESENTATION BOARDS _ _ _  _ _ _  _ _ _  _ _ _  _ _ _
F. COMBINATION OF MEDIA _ _ _  _ _ _  _ _ _  _ _ _  _ _ _

26. PRESENTATION IS NOT READABLE
FROM WHERE YOU ARE _ _ _  _ _ _  _ _ _  _ _ _  _ _ _

27. BOARDS REFLECT GOOD COMMUNICATION SKILLS
(THEY COMMUNICATE WITHOUT TOO MUCH
ADDITIONAL EXPLANATION) _ _ _  _ _ _  _ _ _  _ _ _  _ _ _

28. BOARDS REFLECT GOOD GRAPHIC
SKILLS (PRETTY DRAWINGS) ___  ___  ____ ___  _ _ _

29. BOARDS INCLUDE:
A. DIAGRAMS _ _ _  _ _ _  _ _ _  _ _ _  _ _ _
B. PROFESSIONAL PHOTOS _ _ _  _ _ _  _ _ _  _ _ _  _ _ _

30. ARCHITECT USES SET-UP TIME EFFECTIVELY ___  ___  ___  _ _ _  ___
31. ARCHITECT IS UNPREPARED FOR PRESENTATION

CONTEXT (BRINGS SLIDES, EXPECTING A
PROJECTOR) _ _ _  _ _ _  _ _ _  _ _ _  _ _ _

DURING AN INTERVIEW FIRMS MAY DESCRIBE THEIR PARTICULAR DESIGN APPROACH:

32. WILL APPROACH DESIGN BY:
A. EXPLAINING HOW DO NOT HAVE PRECON

CEIVED IDEAS, “BLANK SLATE” ___  _ _ _  ___  ___  _ _ _
B. HAVING DESIGN CHARRETTES ___  _ _ _  ___  _ _ _  ___
C. HAVING USERS INVOLVED ___  _ _ _  ___  ___  _ _ _
D. “PROBLEM SEEKING” PROCESS ___  ___  _ _  ___  ___

QUALIFICATIONS OF FIRM:

33. LARGE FIRM (51 AND OVER) ____  ___  ____ ___  ___
34. MEDIUM SIZE FIRM (6-50) ___  ___  ____ ___  ___
35. FIRM HAS UNDER 5 PEOPLE ___  ___  ____ ___  ___
36. FIRM:

A. HAS A LARGE WORKLOAD ___  ___  _ _ _  ___  ___
B. DOES NOT HAVE ANY WORK PRESENTLY ____ ___  _ _ _  _ _ _  _ _ _
C. HAS VAST EXPERIENCE IN RELATED

PROJECTS ___  ___  _ _ _  ____  —  _
D. HAS EXPERIENCE, BUT NOT RELATED TO

PROJECT ___  ____ ____ ___  ___
E. COMPLETES PROJECTS IN A TIMELY FASHION _ _ _  _ _ _  ____ _ _ _  ___
F. COMPLETES PROJECTS UNDER BUDGET ___  ___  ___  ___  ___
G. HAS ABILITY TO GET MEDIA ATTENTION ___  ___  _ _ _  _ _ _  ___
H. HAS EXCELLENT REFERENCES ___  ___  ___  ___  ___
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AGAIN, PLEASE IMAGINE DISTRIBUTING POINTS AMONG THE FOLLOWING CATEGORIES 
THAT WE DISCUSSED CONCERNING THE ARCHITECT INTERVIEWS, WITH THE MOST 
POINTS GIVEN TO THE MOST IMPORTANT AND THE LEAST POINTS GIVEN TO THE LEAST 
IMPORTANT.

DRESS (Appropriate, alike, under/over dressed)

AGE (Immature, stodgy, mixture)

GENDER (Female, male, mixture)

RACE (W hite, black, h ispanic, oriental, m ixture)

PHYSICAL CHARACTERISTICS (Handicapped, obese, healthy)

H UM AN QUALITIES (Enthusiasm, passion, nervous, etc.)

INTERVIEW  TACTICS (W ho’s in charge, all principals, focus 
o f  presentation)

M EDIA (Presentation techniques, graphic ab ility , prepared, 
e tc .) (
DESIGN APPROACH (“Blank slate”, design charrettes, user 
involvem ent, etc.)

QUALIFICATIONS OF FIRM (Size, workload, experience, 
referen ces, etc .)
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RESPONDENT INFORMATION: FOR CATEGORIZATION PURPOSES ONLY

1. NAM E _____________________:____________ (FOR M Y INFORM ATION ONLY)

2. AGE ____________

3. GENDER ______________

4. CATEGORY: AGENCY _______________
USER GROUP _________
PUBLIC SE C T O R _______
OTHER ______________________________

5. APPROXIMATELY HOW M ANY ARCHITECT SELECTION PROCESSES HAVE YOU SERVED
ON? ____________

6. AVERAGE AMOUNT OF TIME SPENT REVIEWING A SINGLE PROPOSAL
_____________________ . SECTION/POINT MOST TIME SPENT REVIEWING

7. IN YOUR OPINION, WHAT WAS THE MOST IMPORTANT PART OF THE INTERVIEW?

8. OUT OF 100%, WHAT PERCENTAGE POWER W OULD YOU SAY YOUR OPINION
EXERTED OVER THE COMMITTEE?__________ (IF SERVED ON MULTIPLE COMMITTEES,
PLEASE GIVE ONE EXAMPLE AND AN AVERAGE PERCENTAGE)

9. IF YOU VISITED ANY PREVIOUS PROJECTS, DONE OUT OF TOWN, WERE YOU "WINED AND
DINED" BY THE ARCHITECTS? _______ IF SO, DID THIS BEHAVIOR INFLUENCE YOU IN
A FAVORABLE WAY, NEGATIVE WAY OR NO INFLUENCE? ■'

10. BASED ON YOUR EXPERIENCE DO YOU FEEL THE ARCHITECT SELECTION PROCESS IS 
F A IR ?
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Appendix II

QUESTIONNAIRE RESULTS 
PROPOSALS

COVER: ++ + 0

1. COVER EXHIBITS PROFESSIONALISM
2. COVER IDENTIFIES PROJECT
3. COVER REFLECTS CLIENT'S LOGO

E.G. UNIVERSITY'S OR CITY'S LOGO
4. COVER REFLECTS ARCHITECTURE FIRM'S NAME/

LOGO.

2_ _ 2 9  _3
4 _  _ 2 9  _1

—  - 2 0  _13  _ 1_

2_  _ 2 9  _ 2_  ____

SIZE:

5. PROPOSAL IS SIGNIFICANTLY THINNER THAN
THE MAJORITY RECEIVED

6. PROPOSAL IS SIGNIFICANTLY THICKER THAN
THE MAJORITY RECEIVED

_ 1 _  _ 2 5  _ 7 _  _ _ _

_ 2 _  _ 1 7  _ 1 4  _ 1 _

FIRM ’S REPUTATION:

7. ARCHITECT IS WELL KNOWN FOR WINNING 
DESIGN AWARDS:

A. LOCALLY (TUCSON AREA) _ 4 _ - 1 7 _ 1 3 ___
B. IN STATE (ARIZONA) _ 4 _ _ 1 7 _ 1 3 ___ ___
C. NATIONALLY _ 2 _ _ 1 7 - 1 5 -

8. ARCHITECT HAS A GOOD REPUTATION IN:
A. DESIGN _ 9 _ _ 1 8 _ 2 _ ___
B. COST CONTROL _ 1 2 - 1 5 _ 2 _
C. TIME CONTROL - 1 0 _ 2 3 _ 1 _
D. ENERGY CONSERVATION _ 5 _ _ 2 6 _ 3 -

9. YOU KNOW THE ARCHITECT IS A LOCAL FIRM - 5 _ _ 2 0 _ 8 _ H I
10. YOU HAVE UNFAVORABLE KNOWLEDGE OF THE

FIRM’S REPUTATION —--- — _ 3 - -3 1 >---- -

CONVENIENT:

11. BINDING IS A THREE-RING NOTEBOOK _ 1 5 _ 1 5 _ 4 _
12. PROPOSAL IS LOOSE PAGES IN A FOLDER ___ _ 5 _ _ 27 3 1
13. PROPOSAL IS IN A FOLDER WITH BRADS ___ ___ _ 1 _
14. PROPOSAL IS GIFTWRAPPED - 1 _ ___
15. BINDING IS:

A. METAL SPIRAL - 1 2 _ 1 9 _ 3 _
B. PLASTIC SPIRAL _ i o _ 2 0 _ 4 _
C. LIBRARIAN PREFERRED (DOES NOT LAY FLAT) __ - 1 -

D. TOO SMALL
E. TOO LARGE ___ ___ ___

16. ONCE YOU OPEN THE PROPOSAL, DO YOU WANT TO SEE A TABLE OF CONTENTS?
YES 32 NO 1 NO OPINION 1

17. LETTERED OR NUMBERED TABS? YES 29 NO NO OPINIONS
18. TABS WITH LABELS? YES NO NO OPINION
19. DO YOU LIKE TO SEE THE INTRODUCTORY LETTER FIRST? YES30 NO 3 NO OPINION 1



INTRODIICTORY LETTER:

20. INTRODUCTORY LETTER IS:
A. CONCISE (1 - 3 PAGES) _11 _ 2 3
B. WORDY (4 OR MORE PAGES) _ 2 _ _ 2 5 _ 7 _

INTRODUCTORY LETTER:
A. ADDRESSES FIRM'S QUALIFICATIONS - 1 _ _ 2 5 _ 7 _ _ 1 _
B. SHOWS UNDERSTANDING OF PROJECT - 1 2 - 2 0 _ 2 _
C. RELATES RELEVANT EXPERIENCE _ 8 _ _2 1 _ 4 _ _ 1 _
D. INTRODUCES PROJECT TEAM LEADERS _ 3 _ _ 1 5 _ 1 2
E. SIGNED BY PRINCIPAL OF THE FIRM _ 4 _ _ 2 5 _ 4 _ _ 1 _
F. SIGNED BY MANAGER OF PROJECT _ 1 _ _ U _ 9 _ -1.3 _ _ _
G. SIGNED BY MARKETING DIRECTOR _ 1 0 _ 1 6 _ 8 _

FORMAT:

22. THE ORIENTATION OF THE PROPOSAL IS:
A. LANDSCAPE (HORIZONTAL)
B. PORTRAIT (VERTICAL)
C. CHANGES FREQUENTLY BETWEEN LANDSCAPE 

AND PORTRAIT FORMAT
23. SUGGESTED FORMAT WAS NOT FOLLOWED
24. REQUESTED INFORMATION WAS NOT FOUND
25. INFORMATION ORGANIZED IN A LOGICAL

MANNER

_ _  _ 2 _  _ 2 7  _ 5 _
__  _ 3 _  _ 2 7  _ 3 _

__  ____  _ 8 _ _22
___ _____  _ 2 _  _22
—  ____  - 1 -  - 1 3

H  _ 2 0  _ 3 _  ___

4 _
10
20

SERVICES PROVIDED:

26. PROPOSAL INCLUDES:
A. ONE OR TWO PAGE RESUME FOR PROJECT 

TEAM MEMBERS
B. PHOTOGRAPHS OF PROJECT TEAM MEMBERS
C. LIST OF SERVICES TO BE PROVIDED
D. LIST OF WHO DOES WHAT WORK
E. DESCRIPTION OF/OR PROVIDES RESUME 

INFORMATION ON CONSULTANTS TO BE USED
F. DESCRIPTION OF JOINT VENTURE PARTNER

SHIP, IF ANY (WHO DOES WHAT WORK)

3_ _ 2 6  _ 4 _
1_ _ 9 _  _ 2 4
6_ _ 2 6  _ 2 _
5 _  _ 2 8  _ 1 _

6_  _ 2 5  _ 3 _

9_  _ 2 3  _ 1 _

1

SCHFDin.RS:

27. PROPOSAL PROVIDES A LIST OF PROJECT TARGET
DATES _ 1 0  _ 1 8 _ 6 _  ___  ___

28. PROPOSAL PROVIDES PROJECTS TARGET DATES
IN A GRAPHIC FORM _ _ _  _ _ _  _ 1 _  ___  ___

29. DO YOU PREFER ONE OF THE ABOVE FORMS OVER ANOTHER?
DATE LIST___ GRAPHIC FORM ___  NO OPINION___

30. PROPOSAL PROVIDES A PERSONNEL PLAN _ 4 _  _ 1 5  _ 1 5  ___  ___
31. IN ADDITION TO THE ARCHITECT'S PERSONNEL

PLAN, A PLAN IS INCLUDED FOR EACH
CONSULTANT TO BE USED ___  ___  _ _ _  ___  ___
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fiS A  FORMS 254/255:

32. PROPOSAL HIGHLIGHTS INFORMATION ON
GSA 254 AND 255 FORMS (HIGHLIGHTER 
MARKER, ZIP-A-TONE, PHOTOS INSERTED)

33. PROPOSAL PROVIDES SUMMARY PAGES ON
RELEVANT INFORMATION CONTAINED IN 
GSA FORMS 254/255

PREVIOUS WORK/EXPERIENCE:

34. PICTURES IN PROPOSAL:
A. RELATE TO PRESENT PROJECT
B. ARE POOR QUALITY BLACK AND WHITE 

PHOTOCOPIES (XEROXES)
C. COLOR PHOTOCOPIES
D. PROFESSIONAL COLOR PHOTOS
E. NOT AESTHETICALLY PLEASING

35. PROPOSAL INCLUDES COPIES OF PUBLISHED
ARTICLES OF PROJECTS

36. PROPOSAL LISTS PAST PROJECTS DONE FOR
WELL KNOWN CLIENTS

37. PROPOSAL INCLUDES GLOWING LETTERS OF
RECOMMENDATION

38. PROPOSAL LISTS PAST PROJECTS DONE,
A. LOCALLY (TUCSON)
B. IN STATE (ARIZONA) ■ -
C. NATIONALLY

DESIGN ISSUES:

39. PROPOSAL SUGGESTS A PHILOSOPHY IN
PROJECT APPROACH

40. BASED ON YOUR EXPERIENCE, WHAT PERCENTAGE OF FIRMS COMMUNICATE
AN UNDERSTANDING OF THE PROJECT? 52.56%

41. IS UNDERSTANDING IMPORTANT? YES 33
42. PROPOSAL INCLUDES CONCEPTUAL IDEAS FOR

PROPOSED PROJECT _ 5 _  _ 1 6  _ 5 _
43. PROPOSAL REFLECTS SENSITIVITY TO CLIENT'S

NEEDS _ 2 0  _ 1 3 _ 1 _
44. PROPOSAL REFLECTS UNDERSTANDING OF

CONTEXT _ 1 9 _ 1 5  __

-------------- — _ 2 _ —

_ 4 _ _ 1 6 - 1 3 - 1 -

_ 6 _ _ 2 8

_ 7 _ _ 8 _ _ 1 8
l i l _ 2 6 _ 5 _ - 1 _
_ 8 _ _ 1 7 _ 6 _ _ 2 _

_ 2 _

_ 4 _ _ 1 4 _ 1 2 _ 4 _

_ 2 2 _ i o - 1 _

_ 2 _ _ 1 2 _ 1 6 _ 3 _

_ 4 _ _ 2 7 _ 2 _ - 1 -
_ 2 _ _ 2 6 _ 6 _

_ 2 0 _ 1 3

4 26 3 1

NO 1 

_ 7 _

1

NO OPINION
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PLEASE ANSW ER YES OR NO REGARDING INFORMATION PROVIDED IN PROPOSALS.

45. WOULD YOU PREFER TO SEE SUMMARY PAGE(S) FOR
EACH SECTION OF REQUESTED INFORMATION?

46. DID YOU PERCEIVE AN EFFORT TO TAILOR THE RESPONSE TO
THE PROJECT?

47. DID YOU FEEL MUCH OF THE PROPOSAL WAS
“BOILERPLATE”?
A. HOW MUCH "BOILER PLATE" IS ACCEPTABLE 28.82%

48. SHOULD THE PROPOSAL LOOK EXPENSIVE? (BETTER QUALITY
PAPER STOCK, PROFESSIONAL LAYOUTS, SLICK PHOTOS)

49. DO YOU LIKE TO SEE PHOTOGRAPHS EVEN THOUGH NOT
RELATED TO PROJECT TYPE?

50. ARE YOU CONCERNED ABOUT TRAVEL TIME FOR FIRMS
LOCATED IN:
A. ARIZONA (OTHER THAN TUCSON)
B. WESTERN STATES
C. MIDWESTERN STATES
D. EASTERN STATES

51. ARE YOU CONCERNED WHEN A FIRM HAS NOT HAD
EXPERIENCE IN DESERT CLIMATES?

YES NO NO OPINION 

_19_ _11_ _ 3 _

_ 3 1 _ __3_ _____

_ 2 4 _   9_ _ 1 _

_ 1 6 _  _11_ _ _ 7 _

_ 12_  _ 21 _ _ _ 1_

_ 2 0 _  _19_ _ 1 _
_ 2 5 _  __9_ ____
_27_ __7_ ____
_ 2 9 _  __5_ ____

_ 3 1 _  _ 2 L  _ 1 _
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PROPOSAL MATRIXPROPOSALS

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

FORMAT REPUTATION 
OF FIRM

SCHEDULES INTRODUC.
LETTER

GSA
2 5 4 /2 5 5

CONVENIENCE COVER SIZE

TOTAL
GROUP 34 0.85 0.78 0.76 0.65 0.61 0.59 0.51 0.48 0.35 0.33 0.17

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

GSA
254/255

FORMAT REPUTATION 
OF FIRM

SCHEDULES INTRODUC.
LETTER

COVER CONVENIENCE SIZE

TUSD 8 0.79 0.75 0.74 0.73 0.64 0.63 0.57 0.52 0.35 0.23 0.15

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

SCHEDULES REPUTATION 
OF FIRM

GSA
254/255

FORMAT INTRODUC.
LETTER

CONVENIENCE COVER SIZE

U OF A 13 0.8 0.8 0.78 0.66 0.65 0.61 0.6 0.51 0.31 0.25 0.13

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

FORMAT SCHEDULES REPUTATION 
OF FIRM

INTRODUC.
LETTER

CONVENIENCE COVER SIZE GSA
254/255

CITY 13 0.94 0.8 0.72 0.66 0.63 0.61 0.48 0.42 0.39 0.223 0.22

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

SCHEDULES REPUTATION 
OF FIRM

FORMAT INTRODUC
LETTER

GSA
2 54 /255

CONVENIENCE COVER SIZE

USER GRP. 14 0.95 0.77 0.74 0.73 0 67 0.63 0 46 0.37 0 34 0.25 0 19

PREVIOUS
WORK/EXP.

SERVICES
PROVIDED

DESIGN
ISSUES

GSA
254/255

FORMAT REPUTATION 
OF FIRM

INTRODUC
LETTER

SCHEDULES COVER CONVENIENCE SIZE

AGENCY 13 0.78 0.77 0.74 0.66 0.65 0.58 0.53 0.51 0.37 0.36 0.15

PREVIOUS
WORK/EXP.

DESIGN
ISSUES

SERVICES
PROVIDED

REPUTATION 
OF FIRM

SCHEDULES FORMAT INTRODUC
LETTER

GSA
2 54 /255

COVER CONVENIENCE SIZE

OTHER 6 0.83 0.82 0.79 0.65 0.62 0.6 0.55 0.47 0.33 0.29 0.19

DESIGN
ISSUES

PREVIOUS
WORK/EXP.

SCHEDULES REPUTATION 
OF FIRM

FORMAT SERVICES
PROVIDED.

CONVENIENCE COVER INTRODUC.
LETTER

SIZE GSA
254/255

PUBLIC
SECTOR 1 1 0.9 0.82 0.73 0.64 0.55 0.46 0.4 0.3 0.2 0.1



PROPOSALS

DESIGN ISSUES

PREV. WORK/EXP.

SERVICES PROV.
— .70

FORMAT

_  .60REP. OF FIRM 
SCHEDULES

T -----

INTRO. LETTER

SF 254/255

j____ 1

CONVENIENCE
COVER

^—r----- T

\----------

TOTAL TUSD U O F A  CITY OF USER AGENCY OTHER PUBLIC
GROUP TUCSON GROUP SECTOR



Appendix III

QUESTIONNAIRE - RESULTS .
INTERVIEWS

DRESS: ++ + 0

1. DRESS IS APPROPRIATE
2. TEAM IS DRESSED ALIKE
3. UNDERDRESSED (TOO CASUAL)
4. OVERDRESSED (TOO SHOWY)

AGE:

5. TOO IMMATURE (SUGGESTS INEXPERIENCE)
6. TOO OLD/STODGY (SUGGESTS UNWILLINGNESS

TO TRY NEW IDEAS)
7. A MIXTURE OF DIFFERING LEVELS OF

EXPERIENCE

GENDER:

8. ALL FEMALE
9. ALL MALE
10. MIXTURE OF MALE AND FEMALE
11. TOKEN GENDER (THERE FOR LOOKS, DOES NOT 

CONTRIBUTE SIGNIFICANTLY TO PRESENTATION)

___  _ 2 _  _ 2 6  _ 7 _

___  _ 3 _  _ 2 9  _ 3 _

___  - 1 8  _ 1 4  _ 2 _

_ 5 _  _ 2 9  _ 1 _
___  _ 4 _  _ 2 4
___  - 1 -  _ 3 _  _ 2 9
___  ___  - H  - 2 4

RACE:

12. ALL WHITE _ 3 4 ■ ________

13. ALL BLACK _ 3 3 _ 1 _
14. ALL HISPANIC _ 1 _ - 3 3 - 1 -
15. ALL ORIENTAL _3 3 _ 1 _
16. MIXTURE OF RACES _ 1 _  _ 4 _ _ 3 0
17. TOKEN RACE (THERE FOR LOOKS, DOES NOT

CONTRIBUTE SIGNIFICANTLY TO PRESENTATION) •— —  —  —  —  — _ 7 _ _ 2 6

PHYSICAL CHARACTERISTICS:

18. PHYSICAL HANDICAP _________  _ 2 _ _ 3 3
19. OVERWEIGHT, OBESE (LOOKS SLOVENLY) _ 2 5 _ i o
20. PLEASANT LOOKS (HEALTHY) ___  _ 2 0 _ 1 5
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HITMAN OIIATJTTRS:

21. ARCHITECT COMMUNICATES:
A. ENERGY
B. ENTHUSIASM
C. PASSION FOR ARCHITECTURE
D. PROFUSE NERVOUSNESS

+ + 
_5_  
_ 6 „ 

_3_

+
.3 0
.2 8
.2 6
. 1 _

1

0

E. SERIOUSNESS _ 1 8 _ 1 3 _ 4 _
F. TOO HUMOROUS _ 2 _ _ 3 3
G. VULNERABILITY l 4 l _ 3 _ _ 2 8
H. DEFENSIVENESS _ 2 8 _ 6 _
I. ABILITY TO ESTABLISH EMPATHY _ 3 _ _ 2 9 ZsZ _ 3 _
J. PERSUASIVENESS _ 2 _ _ 2 7 _ 4 _ _ 2 _
K .. TOO MUCH PERSUASIVENESS, “SLICK” _ 3 _ _ 2 6 Z4Z
L. SINCERITY _ 8 _ _ 2 5 _ 2 _
M. A NEED FOR WORK - 8 _ _ 1 6 ZTo ZT_
N. DOESN’T REALLY NEED THIS WORK TO EXIST ____ ___ _ 7 _ _ 2 5 _ 2 _
0 . TRUSTWORTHINESS _ 7 _ _ 2 7 _ 1 _
P. GENERATES CLIENT LOYALTY _ 4 _ _ 2 8 _ 3 _
Q. ARROGANCE ____ ____ ____ Z24 ZTT
R. FRIENDLINESS _ 3 3 _ 2 _

INTERVIEW TACTICS:

22. DURING THE PRESENTATION, THE ARCHITECT:
A. CLEARLY DISTINGUISHES WHO IS IN CHARGE
B. SHOWS A CLEAR COORDINATION BETWEEN 

MEMBERS
C. DEMONSTRATES PREPAREDNESS
D. SEEMS UNPREPARED, “WINGING IT”
E. SEEMS TOO CANNED, REHEARSED
F. HAS GOOD SPEAKING ABILITY
G. USES HIS/HER FAME (GOD ARCHITECT)
H. “WINES AND DINES” COMMITTEE MEMBERS

23. DURING THE INTERVIEW THE TEAM IS:
A. COMPOSED OF ALL PRINCIPALS
B. COMPOSED OF THE “SECOND STRING”

24. THE PRESENTATION FOCUSES ON:
A. FIRM’S DESIGN PROCESS (PROJECT METHO

DOLOGY)
B. CONCEPTS RELATED TO THE PROJECT
C. IDEAS SENSITIVE TO THE CLIENT’S NEEDS
D. FIRM TECHNOLOGY AND TECHNIQUES AVAIL.
E. FIRM QUALIFICATIONS
F. THE PROJECT, KNOWLEDGE OF PROBLEM
G. RELEVANT PAST EXPERIENCE
H. PAST EXPERIENCE, NOT VERY RELEVANT

.7

.1

.2
6

5
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M EDIA:

25. ARCHITECT USES: ++ + 0 -

A. SLIDE PRESENTATION _ 2 7 _ 8 _
B. OVERHEAD PROJECTION - 2 0 _ 8 _ ZiZ
C. MODELS Is! - 2 2 _ 5 _ - 3 _
D. VIDEO PRESENTATIONS - 3 - - 1 8 - H _ 3 _
E. PRESENTATION BOARDS _ 4 _ _ 3 0 _ 1 _

F. COMBINATION OF MEDIA _ 7 _ - 2 2 - 1 _ Zil
26. PRESENTATION IS NOT READABLE

FROM WHERE YOU ARE _ 1 _ _ 1 _ _ 2 6
27. BOARDS REFLECT GOOD COMMUNICATION SKILLS 

(THEY COMMUNICATE WITHOUT TOO MUCH
ADDITIONAL EXPLANATION) _ 6 _ - 2 9 _ _ _ _ _

28. BOARDS REFLECT GOOD GRAPHIC
SKILLS (PRETTY DRAWINGS) - 3 _ - 2 9 - 3 _

29. BOARDS INCLUDE:
A. DIAGRAMS - 2 _ _ 2 4 _ 8 _ _ 1 _

B. PROFESSIONAL PHOTOS _21 _ 1 1 _ 1 _

30. ARCHITECT USES SET-UP TIME EFFECTIVELY _ 5 _ _ 2 7 _ 3 _
31. ARCHITECT IS UNPREPARED FOR PRESENTATION 

CONTEXT (BRINGS SLIDES, EXPECTING A
PROJECTOR) ________ _ 3 _ _ 2 0

DESIGN APPROACH:

32. WILL APPROACH DESIGN BY:
A. EXPLAINING HOW DO NOT HAVE PRECON

CEIVED IDEAS, “BLANK SLATE”
B. HAVING DESIGN CHARRETTES
C. HAVING USERS INVOLVED
D. “PROBLEM SEEKING” PROCESS

1_
3_
10

_13 _3_ 
_ 1 3  _ 3 _  
_ 2 3  _ 1 _

18
1_

QUALIFICATIONS OF FIRM:

33. LARGE FIRM (51 AND OVER) _ 1 _
34. MEDIUM SIZE FIRM (6-50) _ 1 _
35. FIRM HAS UNDER 5 PEOPLE ___
36. FIRM:

A. HAS A LARGE WORKLOAD ___
B. DOES NOT HAVE ANY WORK PRESENTLY ___
C. HAS VAST EXPERIENCE IN RELATED

PROJECTS _ 1 6
D. HAS EXPERIENCE, BUT NOT RELATED TO

PROJECT ___
E. COMPLETES PROJECTS IN A TIMELY FASHION _ 1 6
F. COMPLETES PROJECTS UNDER BUDGET _ 1 4
G. HAS ABILITY TO GET MEDIA ATTENTION ___
H. HAS EXCELLENT REFERENCES _7 _

6 _
13

_ 3 _
_ 7 _

_ 1 7

_ 7 _
-19
_21
_ 6_
_ 2 6

_ 2 8  —
_21  ___
_20  _15

_ 6 -  _ 25
_ 1 5  _ 1 2

_ 1 5  _ 1 3

_ 2 7  _ 2 _

88
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In te rv ie w s

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

INTERVIEW
TACTICS

TOTAL 
GROUP 35 0.91 0.88 0.77

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

HUMAN
QUALITIES

TUSD 8 0.93 0.85 0.79

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

HUMAN
QUALITIES

U OF A 13 0.92 0.87 0.76

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

INTERVIEW
TACTICS

CITY 14 0.94 0.91 0.82

DESIGN
APPROACH

QUALIFICATIONS 
OF FIRM

INTERVIEW
TACTICS

USER GRP. 15 0.89 0.87 0.81

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

HUMAN
QUALITIES

AGENCY 13 0.95 0.89 0.73

QUALIFICATIONS 
OF FIRM

DESIGN
APPROACH

INTERVIEW
TACTICS

OTHER6 0.88 0.85 0.82

PUBLIC 
SECTOR 1

QUALIFICATIONS 
OF FIRM

1

DESIGN
APPROACH

0.9

INTERVIEW
TACTICS

. 0.8

HUMAN
QUALITIES

0.74

INTERVIEW
TACTICS

0.74

INTERVIEW
TACTICS

0.75

HUMAN
QUALITIES

0.69

HUMAN
QUALITIES

0.76

INTERVIEW
TACTICS

0.72

HUMAN
QUALITIES

0.7

HUMAN
QUALITIES

0.7

INTERVIEW MATRIX

MEDIA DRESS AGE PHYSICAL GENDER RACE
CHARACTERISTICS

0.67 0.43 0.26 0.24 0.2 0.19

MEDIA DRESS AGE RACE GBMDm PHYSICAL
CHARACTERISTICS

0.63 0.41 0.34 0.25 0.24 0.21

MEDIA DRESS AGE PHYSICAL ■GENDm RACE
CHARACTERISTICS

0.68 0.45 0.25 0.23 0.22 0.21

MEDIA DRESS PHYSICAL AGE (SENDER RACE
CHARACTERISTICS

0.67 0.42 0.26 0.21 0.16 0.14

MEDIA DRESS PHYSICAL AGE RACE GENDER
CHARACTERISTICS

0.65 0.4 0.24 0.18 0.17 0.16

MEDIA DRESS AGE PHYSICAL GBKHt RACE
CHARACTERISTICS

0.69 0.46 0.31 0.25 0.21 0.17

MEDIA DRESS AGE RACE GBjDER PHYSICAL
CHARACTERISTICS

0.65 0.42 0.33 0.3 0.28 0.17

MEDIA DRESS PHYSICAL AGE GENDER RACE
CHARACTERISTICS

0.6 0.5 0.4 0.3 0.2 0.1
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Appendix IV - Prnnnsal ChtricKst

COVER
_____ Conveys professionalism i
-------- Includes: firm name, date, project name and number
SIZE
-------- Adequate, not overstuffed or too thin
CONVENIENCE
— — Bind for correct size and convenience, 3-ring notebook for large sizes 

and metal or plastic spiral binding for small proposals 
FORMAT
___ _ Follows format requested by agency
_____ Shows logic and organization
_____ Table of contents
_____ Labeled tabs
_____ Answers questions completely
INTRODUCTORY LETTER
-------- Concise, 1 - 2  pages maximum
_____ Tailored to the project
-------- Briefly touches upon: firm’s qualifications, understanding of the

project and relevant experience
_____ Signed by the principal
BODY OF THE PROPOSAL
_____ Reflects firm’s design skills
-------- - Communicates at the “flip through” level as well as the “stop and read”

lev e l

-------- Summary pages for each section of requested information
_____ Resumes of team members
_____ Resumes of consultants
-------- Clear and professional looking graphics
____ _ Project schedule
_____ Manpower loading plan
-------- Previous work and experience relates to present project
-------- Clear and good quality examples of previous work
---------Previous work is credited properly and on the same page
_____ List of previous work
__ ___List of references
--------Communicates an understanding of the project
--------Communicates an ability to work with the agency/client
_____ Communicates firm’s qualifications
--------Communicates firm’s professional nature
_____ Communicates firm’s stability
_____ Communicates firm’s ability
— __ Communicates what firm can do for them that is special



Interview Checklist

STRATEGY
______ Determine “What, Who, Why, When and Where” in order to decide on

“How” to present.
_____ “What” is the most important information to present?
_____ “Who” are you presenting to? Learn about your audience.
_____ “Why” are you presenting? Is it worthwhile?
_____  “When” are you presenting? Prepare a timetable. What are you able to

prepare for the presentation in the time available?
____ _ “Where” will you be presenting? Prepare for presentation context.
_____ Prepare an outline and script.
_____ Schedule tasks for completion.
___ __ Select presentation mode to best answer five “W’s”. Media types: Video,

Slides, presentation boards, overhead projections, flip charts, scrolls, 
handouts,. models, prints, sketches, xerox copies, etc.

_____ Consider budget.
_____ Schedule rehearsal time.

[See Presentation Strategies, by Edward T. White]
PRESENTATION
_____ Dress is appropriate.
_____ Equipment check. Include spare parts, extension cords, easels,

monitors, screens, remotes, any miscellaneous equipment needed.
_____ Prepare for coordinated set up for presentation and according to

context.
_____ Think about “human qualities” want to convey. The most important are:

trustworthiness, sincerity, friendliness, persuasiveness, energy, 
enthusiasm, seriousness and the ability to generate client loyalty. Try 
not to convey: nervousness, vulnerability, defensiveness, a need for

. work, arrogance or be too humorous.
_____ Distinguish who is in charge and show a clear coordination

between the presentation members.
_____ Is the presentation tailored to the audience?
_____ Address the critical issue of: “What can you do for (whomever you are

presenting to) that others cannot do.
_____ Address the critical topic of “Qualifications of the Firm”. Explain size,

manpower available, ability and related experience. Professionally 
done and aesthetic visual information is especially helpful in 
presenting related experience. Convey ability to complete projects in a 
timely fashion and under budget.

_____ Address the critical topic of “Design Approach”. Explain how will
involve the users.



Appendix V- OBSERVATIONS OF SELECTION INTERVIEWS

The first selection process to be observed was for engineering 
services rather than architectural services. The process follows the 
same procedures. The positive, negative and neutral ratings are also 
my own observations.

Firm A: Started shaky. Began by asking what the committee wanted
to hear.(-) The committee expected them to be prepared to just 
answer questions sent to them. Progression got smoother. Listed 
qualifications and types of work scope experience.(+) Pointed out 
that the team present, is who the committee will be working with in 
the future.(+) Described another similar project and how they solved 
the problem.(+) Described in extreme detail processes for solving 
problem.(-) Described innovative methods and equipment used to 
solve problem.(+) Showed samples of report methodologies.(+) Tried 
to alleviate some of committee's anticipated concerns; alternative 
solutions and dealing with government entities.(+) One team 
member spoke very softly, hard to hear.(-) Monologue got 
extremely boring, lost most members.(-) Presentation went
overtime.(-) No signs of nervousness.(+) No humor.(-) Used two 
presentation boards and written handout.(O) Main firm located out 
of tdwn.(-) Committee expressed concern for local representative. (7 
negative vs. 7 positive, 1 neutral. Firm scored in the middle of the 
field.)

Firm B: Very confident, professional presentation.(+) Brought one
corporate representative, project manager and one other team 
member. Corporate representative established credibility by 
explaining he is a professor at ASU,(-) teaching a course in the 
agency's present problem.(+) Brought very clear boards with color 
photos and flow chart of people on the team and consultants.(+) 
Explained qualification and experience.(+) Explained how solved 
some past problems.(+) Distributed folder packets (corporate 
brochure, no tailoring to this project).(-) Asserted that they are the



only firm to have the ability to solve the problems in one area.(O) 
Summary included ability to provide a turn key operation since 
licensed general contractors in Arizona.(O) Stressed that are 
dedicated professionals.(+) Committee had to ask who will be located 
here in Tucson.(-) Answer was that Phoenix is just two hours away, 
no problem.(-) Some humor.(+) After presentation there was 
discussion concerning one lab consultant, was described as the "K- 
Mart" of labs.(—) (7 negative vs. 7 positive, 2 neutral. Firm scored
in the middle of the field.)

Firm C: Firm started by mentioning that they have been hired as
consultants to Firm A.(+) Presented slides to present qualifications, 
services offered, techniques used and equipment available.(+) Slide 
presenter was a little too slick.(—) Slides were not really tailored to this 
project. Used some humor to put committee at ease.(+) Asserted that 
they are the only ones to have ability to solve problem in one area.(O) 
After presentation committee later wondered who really has this 
ability? Showed models,(+) then said agency probably doesn't need.(O) 
Presented much information that was not very applicable.(—) Did not 
mention some key issues that were very important to know in solving 
the agency's problem.(—) Project manager assigned to project was not 
present.(—) Did not mention who will be available locally.(-) Related 
some new innovative techniques.(+) Consultant did previous work on 
present project.(+) Showed board on previous work (board was hard to 
read).(-) Consultant created very good rapport.(++) Committee 
commented on the "great project" that was presented in slides.(+) Firm 
distributed a brochure (done by an advertising firm, not tailored).(-)
(11 negative vs. 9 positive, 2 neutral. This firm scored low.)

Firm D: Brought a five man team, a little crowded at the table. Not all 
members had much to say.(-) Have Tucson office.(+) Collective team 
of 30.(+) Used boards to present. Very clear graphics, readable and 
color photos.(+) Used the written scope of project and format for 
presentation, clear and logical.(+) Described project approach in 
detail.(+) Did an aerial map of known information.(+) Showed great 
attention to detail on this particular project.(+) Did a lot of background
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research for the project.(++) Described an innovative approach to solve 
problem.(+) Created good rapport.(+) Brought example of construction 
documents on how solved an extremely similar project.(O) (After 
presentation, committee mentioned that they would not like their 
agency's documents shown to others.) (11 positive vs. 1 negative, 1 
neutral. This firm scored highest.)

Firm E: Three man team. Representatives of large corporation.(-)
Office located in Tempe.(-) Minority presenter.(+) Very obvious that 
presenter was comfortable presenting, canned humor, slick.(-) Kept 
joking repeatedly that after presentation, they could go and tell the 
next team to go home.(—) Very presumptuous. Reviewed past 
experience.^) Described processes and procedure, some not 
necessarily related to this project.(O) Emphasized how did minimum 
of work, keeps cost low.(-) (Public agencies do not want to hear this, 
when they are responsible for protecting the public.) Only talked of 
themselves, not much about project problem.(-) Very arrogant.(—)
Said they were going to use a certain consultant, however, it was not 
clear if they had yet asked them because, that consultant had just 
presented with firm c!(-) At this time it was clear the committee had 
already made up its mind concerning this firm because there were no 
questions asked. (10 negative vs. 2 positive, 1 neutral. Firm scored 
low est.)

Firm F: Three man team. Discussed their qualifications and
experience.(+) Also had experience working on this site and project.(+) 
Were very project specific.(+) Listed what they will do and 
alternatives.(+) Seemed to understand the problem(+) Presented on 
flip paper, standard presentation, not tailored to this project.(-)
Brought a separate board that was specific of site and problem 
(probably from when worked on site before).(O) Established good 
rapport.(+) Agency brought up some problems encountered when 
working with the firm on the previous project and asked firm how 
would alleviate those problems.(— ) Gave firm a chance to rebut
negative information. After presentation committee expressed 
renewed confidence in firm, however, due to the size of this



commission decided not in favor of having firm f again. However 
would work with them again, if only commission were smaller. (6 
positive vs. 5 negative, 1 neutral. Firm scored second highest.)

Notes on this particular committee's makeup and process: The
committee was made up of: two user group members, two agency 
representatives and one specialist. There was much open discussion 
before voting. The numbers were in pencil and members changed the 
totals to reflect the rankings they already had established in their 
minds. One member commented that he thought the process 
interesting because he could have slanted the numbers considerably 
by giving one firm 100 and the rest 0's. (This was not done, however, 
and there was not a comment made by the chairman on whether that 
would have been accepted, if done.)

OBSERVATION 2: These interviews were for architectural services.
Site was established, however, scope of the project was not very 
defined. Gave architects some lea way in presentations.

Firm A: Two man team. Listed present projects, not very applicable.
(-) Brought handout on a similar project, images were not good 
quality and not very aesthetic. Some pages were repeated, not done 
with care.(-) Told of consultants will be using, showed some examples 
of their work.(O) Spent considerable time describing their 
understanding and future vision of project, repeated much of what 
committee already understood from written project scope.(0) Brought 
boards for presentation, no easels.(-) Had to balance by window 
frames of the room. Note on two presentation boards: first board had
pictures of three projects, not very aesthetically pleasing, second 
board had a plan of a somewhat similar project, not very readable, 
however, the disturbing item was that both boards were labeled with 
the title of the new project - not a very good juxtaposition.(-) The
team did answer the committee's questions satisfactorily.(+) Team
noted other abilities: negotiating paperwork, recording wants, value
engineering, utility management, construction management and cost
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estimating.(+) (4 negative vs. 2 positive, 2 neutral. Firm scored in the 
m iddle.)

Firm B: Two man team, both principals. Prepared for presentation
context.(+) In introduction, explained how liked to concentrate on 
public service type projects, professionally and privately.(+) Gave a 
hand-out that was organized by tabs to correspond to 6 items on 
scoring list and was very tailored to the project, no fluff.(+) Talked 
about bold plans for future, some ideas of concepts and project 
methodology.(+) Identified many programming tasks.(+)
Demonstrated extensive knowledge of project type.(+) One of firm's 
similar projects was used as a model for this type project.(+) Used 
boards with aesthetically pleasing pictures.(+) Developed a time and 
task schedule.(+) Brought a plan of area, showed some concepts of 
siting and space size and locations (risky, but taken well by 
committee).(+) Summarized who was responsible for what work.(+) 
Principals were directly involved.(+) (12 positive vs. 0 negative. The 
firm scored highest before "least work", etc. points added.)

Firm C: Two man team. Introduction also said like project type and
want to provide community service.(+) Related a story that elicited 
sympathy and stated another reason for wanting to do project.(0) 
Used 15 presentation boards! (A little long and boring.) Listed such 
items as: understanding the task, project requirements, past work,
programming and site planning, listed experience, used photos, listed 
consultants (same as for firm b), listed past cost estimations, listed 
construction administration experience, talked about current 
workload.(++++) Summarized with why should hire this firm.(+) Good 
rapport.(+) Gave a handout at end. (Handout was not used, some 
flipped through and discovered that was just xeroxes of all that was 
presented.) Firm went overtime, left no time for questions.(-) (7 
positive vs. 1 negative, 1 neutral. Firm scored in high middle.)

Firm D: Two person team, one female.(+) Short introduction on
firm.(O) Presentation was on a drawing pad, was effective, however.
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did not look as professional or finished as presentation boards.(0)
(I'm not sure this issue had any effect on the committee.) Talked 
about the following: the community as a whole, understanding of the
project, pointed out some problems, listed some key issues, listed 
some opportunities.(+++) Also brought presentation boards showing 
past experience (in plan format, so did not get any idea of 
aesthetics).(-) Covered cost estimating and construction 
administration.(+) Talked about other consultants will be using and
have an interior designer available.(+) Summarized experience, 
resource availability and owner satisfaction.(+) Good rapport.(+) 
Pointed out not trying to come into project with pre-conceived 
ideas.(0) Left a handout that was not used much. The handout did 
not have any pictures either.(-) Had difficulty generating excitement 
in committee, although background research was good, did not say 
anything new or special. (-) (8 positive vs. 3 negative, 3 neutral.
Firm scored in the middle.)

Firm E: Three person team, two principals and one female
consultant. (The female was introduced as a special consultant, 
however did not say anything until asked and was very nervous.
The second principal did not say anything at all.)(-) Introduction 
clarified the structure of the firm, very new formation. (Risky 
information, but did not seem to disturb committee.) Distributed 
some handouts, one for the project and two others relating to 
masterplanning of project area and city.(+) Presented some 
diagrammatic drawings of parking and expansion capabilities.(+) 
Showed slides demonstrating present conditions and past work 
experienced) (Past work does not include this particular project 
type).(—) Demonstrated a clear sensitivity and care for the 
project.(++) During the question and answer period, revealed 
strength in programming, talked about public art (!%).(+) One 
committee member said he was glad to see the progress that the 
principal had made and there were several comments on a nice 
presentation.(+) (7 positive vs. 3 negative. This firm scored highest 
after "least work" points, etc. were added.)
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Firm F: Two man team. Established rapport and comfort.(+) Seemed
relaxed during presentation. Gave a handout, not too tailored (one 
typo gave wrong project name, clear that handout was used for a 
similar project and manipulated on the computer, omitted some 
deletions).(-) Used a slide presentation that was rather generic and 
not very tailored to this project, many work examples did not relate 
to present project.(-) Did not demonstrate an understanding of the 
project.(-) Talked mostly about experience with a similar, but not 
close enough project type.(-) Showed one slide and said, "We'd love 
your building to look like this, but, don't think it's in the budget". Ha, 
Ha, Ha.(-) (Risky comment, not sure how committee was affected by 
this.) Described construction administration experience.(0) (1
positive vs. 5 negative, 1 neutral. Firm scored lowest.)

Notes on this particular committee’s makeup and process: This
committee was made up of two user group representatives, two 
agency representatives and two special interest representatives from 
the public. There was much open discussion during voting. One 
committee member questioned how to let firm e get the commission 
when didn't demonstrate adequate building experience. The 
chairman explained that the members must think of who they want 
to work with for the next year. One member of the special interest 
group strongly recommended firm e because of previous work 
experience with this firm and said that he would work to obtain this 
firm, no matter the outcome. (Some members were still voting at 
this time.) Some members of the user group described previous 
work experience with some members of firm b as unpleasant. (I am 
not sure if this comment caused any other members to change their 
scoring.)

OTHER OBSERVATIONS: I also served on selection committee 
interviews for utility locating services, cost estimating and plan 
checking services. They are very similar processes although the 
graphic requirements differ. Many of the presentations suffer from 
lack of rapport establishment, background preparation and making 
the presentation project specific. Some presenters read directly from
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their boards or handouts. Many were extremely boring. Scoring for 
these presentations was difficult and relied on finding presentation 
weaknesses in order to deduct points or the reverse for adding 
points. If vast and similar experience was established in the area, 
that issue proved very helpful to the committee. The committee 
often questioned the agency representatives on the quality of past 
work experience. This information was not readily available, 
however, the agency is in the process of establishing a way to rate 
past work experiences.
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APPENDIX VI- OBSERVATION OF ARCHITECT SELECTION INTERVIEWS 
(Reprinted with permission from author, Kay Olsen Brown, from, 
"Marketing for the Architectural Profession: Applying Marketing
Principles to the Business of Architecture", 1990 Masters Thesis)

Appendix A
OBSERVATIONS OF ARCHITECT SELECTION INTERVIEWS

Interviews were held for an addition to a state university building on a

main cam pus. The interviews took place in the building tha t was to be

added onto in a small classroom, the selection committee consisted of

3 employees of the university physical resources and facilities planning

departm ent, 4 user group representatives (professors of the

departm ent by whom the building would be used) and 1 professor

from the College of Architecture. I was present during the interviews

and observed the following examples of architectural marketing.

Firm A: This firm presented the selection committe with two models 
of potential solutions to the architectural problem presented by the 
project. The models were accompanied by a series of drawings 
explaining the composition of the forms presented by the models. A 
great deal of work had been invested by the firm for the interview. 
Slides were presented of past work. Presentation was oriented very 
specifically towards the project at hand and solutions to the 
architectural problem presented. This firm had done a great deal of 
'free work' in preparing for the interview. This firm was successful in 
the interview and was awarded the commission for the project. The 
committee was quite impressed with the am ount of work the firm had 
done, specific to the project: (issue of free work, inseparability, 
heterogeneity, differentiation, tangibility?)

Firm B: Presentation by this firm emphasized cost control exhibited 
in past projects for the university. Square footage costs for similar 
projects were compared with the forecasted budget for this project. 
Presentation relied mostly on 'process boards' obviously used for all 
presentations made by the firm. Presentation was rather impersonal 
and not project specific. Firm had not yet identified architectural 
problem presented by the project. Charette process was described 
and explained by use of the process boards'. Most of the presentation 
seemed 'canned' and rehearsed. Explained that they had not 
addressed any project issues because they did not want to have any 
preconceived ideas about the project before beginning, (inseparability, 
situation analysis)
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Firm C: This firm lacked energy and enthusiasm . They emphasized 
their cost control and scheduling records on past project. Slides 
revealed the architectural work of the firm to be unimaginative and 
dull. Presentation skills of firm matched their work, (communication, 
situation analysis)

Firm D: Process was the focus of the presentation by this firm. The 
principals of th is firm believe strongly in the 'Interactive design 
process’ , and proceeded to explain this process in depth to the 
committee who had heard most of the same thing in the three 
previous presentations. This firm presented it as though they had 
invented it, and as though they were really doing something different 
from all the rest of the architects in town. Firm emphasized 'squatters 
sessions’ and 'design charettes'. Problem Seeking' vocabulary also 
used extensively, perhaps exhaustively. Team approach of firm was 
also described. However, very little project specific discussion was 
initiated by the firm. Presentation was generic and lacked project 
definition.
Principal of the firm and one of the consultants also stumbled over 
each other verbally during most of the presentation. As a result of this 
apparent lack of coordination between the firm and one of the 
consultants, a great deal of confusion concerning primary 
responsibility among the project team became apparent to the 
selection committee. The principal all bu t begged' the committee for 
the job at the end of the interview, (communication, inseprability, 
heterogeneity)

Firm E: The team of presenters for this firm were akin to a sports 
team s second string'. None of the principals of the firm were 
present. All members of the team were extremely nervous, one 
member was so nervous he was visibly sweating profusely, and could 
not get a word out w ithout stammering. There was considerable 
confusion during the interview about which individuals of the firm 
would be responsible for what particular activity of phase of the job.
The project m anager for the project was not present a t the interview. 
Several very poorly executed and presented drawing were used by the 
firm to indicate the am ount of project specific thought and 
preparation had gone into the firms presentation. The members of 
this firm also expressed that they had not really investigated the 
project specific issues, so as not to have any preconceived ideas about 
the project.
(communication)
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facilities managem ent for a large renovation and remodeling job for

one floor of a county office building. The room where the interviews

were held was very small and not equipped for showing slides.

Firm A: The principals of this firm appeared very nervous. During one 
point in the interview one of the principals was actually quite 
defensive about the size of the firm (just the two principals) and their 
work load (none). This firm displayed poor communication skills, 
particularly listening skills, by interupting committee members before 
they could finish statem ents or questions, (communication, 
intangibility)

Firm B: This firm presented the entire architectural process from 
programming to construction adm inistration in more detail than the 
AIA Handbook. Project specific issues or concerns were not identified 
in any m anner. Presented some boards with some discussion and 
explanation of the firms 'process' tha t were illegible from more than 4 
away. Emphasized project methodology, very analytical, no energy or 
passion for architecture.
( differentiation)

Firm C: Relevant work was a major em phasis of this firms 
presentation. Slides identifying similar projects that had been 
completed were used to display the past experience of the firm and 
some of its' members. Some projects completed, by project team 
members while working for other firms were used, bu t were identified 
as the individuals work while at another firm. This firm identified one 
of the major issues of the project, that is phasing the work and 
planning the construction and necessary office moves so that county 
employees would not by paralyzed by the work, and could continue 
their operations, (situation analysis, client needs understanding)

A r c h ite c t  s e le c t io n  in te r v ie w s  w e r e  h e ld  b y  t h e  c o u n t y  o f f ic e  o f

Interviews were held to select an architect for an extensive 

remodeling project at a municipal city golf course club house. The city 

selection committee consisted of two architects from the city 

planning departm ent, and 5 employees of the parks and recreation
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departm ent involved with golf course operations. I was present during 

the presentations and interviews and discussion determining the 

selection of the architect. The committee was to evaluate the 

architectural firms by the following criteria (in order of importance):

1) Dem onstrated design ability on similar projects (understanding
client needs, internal marketing, communication, segmentation, 
valuation)

2) U nderstanding of the task  at hand and research into the project
and its requirements, (situation analysis, understanding client 
needs, differentiation)

3) Overall qualifications of the proposed professional team  (
including consultants) to provide the required services in a 
timely fashion, (internal marketing, technical quality)

4) Commitment to prompt and personal service, (functional quality,
differentiation, valuation)

Firm A: This firm was successful in the interview because of their 
dem onstrated understanding of the project requirem ents and 
constraints.
The firm had clearly researched the project. The architectural 
problem presented by the project was well defined by the 
presentation and possible solutions to the problem were presented in 
a very brief and diagrammatic manner. The committee believed 
strongly tha t this firm had the best understanding of their needs and 
would work the best with the committee, by continuing to try to 
understand the w ants and needs of the project.
(client needs understanding, heterogeneity, communication)

Firm B: The least successful firm in this interview dem onstrated very 
little research into the project at hand. Their presentation focused on 
the firms design process and ability rather than an understanding of 
the client and the specific architectural project, (situation analysis, 
differentiation)

Requests for proposal for a large state university student housing 

project were evaluated by the selection committe during a meeting 

which I attended as an observer. The committe was composed of 6
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representatives from the university facilities planning and physical 

resources departm ent, 5 members from the residence life departm ent 

(user group), and one university college of architecture professor. 

Thirty RFPs were received by the selection committee. Each 

committee member was responsible for reviewing the RFPs and 

evaluating each one against the following criteria ( in order of priority):

1) Demonstrated ability to provide quality architecture.
(segmentation, differentiation, valuation)

2) Dem onstrated interest and understanding of the project.
(situation analysis, understanding client needs)

3) Expertise and experience on comparable project types.
(segmentation, technical quality)

4) Consultants qualifications, (differentiation, situation analysis)
5) Budget evaluation, schedule constraints, proposed personnel, and

client references (technical and functional quality 
im plem entation)

Following are some of the comments made by members of the 
selection committee regarding the proposals received.

"This firm addressed and focused on the issues (architectural), not 
other less dram atic concerns (i.e. schedules, budget)."

"Proposal was all 'boiler plate'. It did not reflect the personal attention 
to the project we need."

"For all I could tell, this proposal was written three years ago for 
another project. The proposal never mentioned the issues we re 
concerned with."

'The consultants choosen by this firm are unfortunate. The 
consultants are not representative of the quality of work the firm 
usually produces."

"This proposal was generic."

"Excellent proposal, seems sensitive to our concerns."

"Responsibilities of individuals for this project were impossible to 
determ ine."
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Seven firms were shortlisted from the 30 proposals received. I was 
also present a t the selection interviews as an observer. The firms that 
presented project specific ideas and concerns, as well as relevant 
work experience were the m ost successful in the interviews. Several 
firms spent far too m uch time talking about their firms and their 
process, and very little time on the problems presented by the 
specific project. Committees are usually more concerned with hearing 
about their projects than  the irrelevant accomplishments of the 
architect.



REFERENCES:

ADSIT, JON TV, "HOW A/E FIRMS LOSE FEDERAL JOBS" 
ARCHITECTURE. DEC. 1988, PP. 125,126

AIA, SELECTING ARCHITECTS FOR PUBLIC PROTECTS. DEC. 1986.

AIA HANDBOOK. CHAPTER 1.8, "PROVIDING PROFESSIONAL 
SERVICES", WILLIAM M. POLK, FAIA, CHAPTER 1.14, 
"MARKETING AND PUBLIC RELATIONS", DAVID COOPER, AIA 
& BARRY M. MOORE, FAIA, 1988 ED.

ALMQUIST, BRAD, MASTER'S THESIS, 1991

BACHNER, JOHN P. AND KHOSLA, NARESH K.. MARKETING AND 
PROMOTION FOR DESIGN PROFESSIONALS. VAN NOSTRAND 
REINHOLD, NY, 1977

BIRNBERG & ASSOCIATES, THE SMALL DESIGN FIRM MARKETING 
MANUAL: A MANUAL OF-TOOLS AND TECHNIQUES. 
CHARLES GRANT PEDERSEN, AIA, HILLSIDE, IL, 1983

BLAU, JUDITH R., ARCHITECTS AND FIRMS: A SOCIOLOGICAL 
PERSPECTIVE ON ARCHITECTURAL PRACTICE. MIT PRESS,
MA, 1984

BOLES, DARALICE D., "P/A READER POLL, COMPETITIONS AND
AWARDS PROGRAMS", PROGRESSIVE ARCHITECTURE. JUN. 
1988

BROWN, KAY OLSEN, MARKETING FOR THE ARCHITECTURAL 
PROFESSIONAL. MASTERS OF ARCHITECTURE THESIS, 
UNIVERSITY OF ARIZONA 1990

BURDEN, ERNEST E., DESIGN COMMUNICATION: DEVELOPING 
PROMOTION AT. MATERIAL FOR DESIGN PROFESSIONALS. 
MCGRAW-HILL, NY, 1987

BT JR DEN. ERNEST E.. DESIGN PRESENTATION: TECHNIQUES FOR 
MARKETING AND PROTECT PROPOSALS. MCGRAW-HILL, NY, 
1984

BURDEN, ERNEST E., MARKETING: WINNING PROPOSALS FOR
COMMERCIAL WORK AND ANY OTHER TYPE AS WELL. AR, 
OCT. 1982, PG. 46

107



COXE, WELD, MARKETING ARCHITECTURAL AND ENGINEERING 
SERVICES. VAN NOSTRAND REINHOLD CO., NY, 1983

CUFF, DANA, ARCHITECTURE: THE STORY OF PRACTICE. THE MIT 
PRESS, MA, 1991

CUTRONE, LARRY, THE ARCHITECT POOL, CONTRACT 
MANAGEMENT. SEP. 1991, PP. 23-25

D'ELIA, SANDY; RICERETO, JIM; AND SPAULDING, MARGARET,
THE A/E MARKETING HANDBOOK. THE A/E MARKETING 
JOURNAL, NEWING

DEAN, ANDREA OPPENHEIMER, BREAKING INTO NEW MARKETS, 
ARCHITECTURE. AUG. 1991. PP. 91-94

GREEN, ELLERY, AIA, "PROCUREMENT AND MARKETING", NOTES 
FROM ETHICS AND PRACTICE. ARCH, 459, 1990

JONES, GERRE L, HOW TO MARKET PROFESSIONAL DESIGN
SERVICES. MCGRAW-HILL, NY, 1973 AND 1983, 2ND EDITION

KLIMENT, STEPHEN A., CREATIVE COMMUNICATION FOR 
SUCCESSFUL DESIGN PRACTICE. WATSON-GUPTILL 
PUBLISHERS, NY, 1977

LEPATNER, BARRY B., ESQ., THE PROFITABLE PROFESSION, AR, SEP. 
1986, PG. 47

MASCIA, FRANK, THE MASCIA OFFICE REPORT, PERSPECTIVE. 
SOUTHERN ARIZONA CHAP. OF AIA NEWSLETTER, 1988

MASCIA, FRANK, CONTINGENCIES, PLAIN AND SIMPLE 
SOLUTIONS. JAN./FEB. 1991

MURPHY, JIM, "P/A READER POLL, MARKETING ARCHITECTURAL 
SERVICE", PROGRESSIVE ARCHITECTURE. APR. 1991

NICKLES, WILLIAMS, MARKETING COMMUNICATIONS AND 
PROMOTION. GRID, INC., 1976

SANDERS, MARGARET, "JUST TELL US WHAT YOU WANT", THE 
CONSTRUCTION SPECIFIER. NOV. 1988, PP. 39, 40

108



SANDERS, MARGARET, "NOW COMES THE HARD PART", THE 
CONSTRUCTION SPECIFIER. DEC. 1988, PP. 33, 34

SCHOELL, WILLIAM F. AND GUILTINAN, JOSEPH P.. MARKETING: 
CONTEMPORARY CONCEPTS AND PRACTICES. SIMON & 
SCHUSTER, MA, 1990

TUFTE, EDWARD K., ENVISIONING INFORMATION. GRAPHICS 
PRESS, CHESHIRE, CT, 1990

TUFTE, EDWARD K., THE VISUAL DISPLAY OF QUANTITATIVE 
INFORMATION. GRAPHICS PRESS, CHESHIRE, CT, 1983

VALDEZ, JOEL, ARCHITECTURAL/ENGINEERING SELECHON - 
NEGOTIATED FEE PROPOSALS. MAYOR AND COUNCIL 
MEMORANDUM, JUN. 27, 1988

WHITE, EDWARD T., PRESENTATION STRATEGIES IN
ARCHITECTURE. ARCHITECTURAL MEDIA LTD., AZ 1977

i

109



le architect selec 
irranti, Kira Her

2 2 5 4 1  
Masters 1992fe

Architecture Library



T h e  a r c h i t e c t  
s e l e c t i o n  p r o c e s s

> u s B O R R O W E R ' S  N A M E



______________ -  - - - ................


