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Winning clients and winning talent are both business 

critical for AJEIC organizations; you cannot have one 

without the other. In the past, we assumed a plentiful 

supply of talent, so the emphasis was on winning 

clients. That is changing-fast, and marketers can be 

part of the solution. 

A recently-released SMPS Foundation's white paper, ''The Looming 

A/E/CWorkforce ShortageM by Kay Godwin, FSMPS, and 

Karen Winters, FSMPS, CPSM, clearly id(;.'l1tifics the magnitude 

of the "talent problem." Half as many Gen Xers are. available to 

replace the re,tiring (or dying) Bahy Boomers. TheT('. are fewer 

engineering and architectural graduates. Other industries are 

providing better crnployment opportunities outside of the deSign 

and building industry. The global demand is great; China, India, 

and Europe are pulling on the limited talent resources. 

Employment is a service that can and should be marketed. Man­

agement guru Peter Drucker 'wrote, "People are our greatest 

asset. Organizations have to market (employment) membership as 

much as they market products or scrvices·--and perhaps more." 

Here arc a few basics to help market your organi7..ation to talent. 

I. Define the servicelproduct. Create a job description 

that goes heyond a list of tasks and responSibilities. Research 

shows that people seck three things in work: respect, 

achievcment, and camaraderie. Appeal to the candidate's sense 

of pride in working for your organi7..ation by including your 

firm's mission and vision statements. Explain in the position 

description how the responSibility will lead to a sense of 

accomplishment. Describe how employees have fun at work 

and how co-workers connect to one another. 

2. Identify the target market. Carefully define whom you 

are seeking for the vacancy and where you may find them. In 

the Midwest in the spring, we drool for morrell mushrooms 

that grow wild in wooded areas. They are rare; we have to seek 

them out. Just like winning clients and finding morrells, it 

takes a riHed eITort and hard work to finel good candidates. 

Here is the reality: The best clients already have service 

providers. The best candidates typically have jobs. We must 

persuade each to make a change.. Plan on long cycle times. 

3. Position: How is your organization better and different? 

Do you oITer flex time? How about telecommuting? What 

about high-profile djent~? Does your organi7.ation ofler unusual 

opportunities for professional development? Each vacancy 

(like each project proposal) should have a dearly defined 

position that will make the competition shutter. 

4. Promote: All the promotional methods you use to brand 

your organization will work for winn:ing candidates. Develop 

a targeted, specific promotional plan. Your Web site is the first 

place to start. Do you have classy collateral literature that 

dCKTibes your firm, its communities, and its benefits? How 

about going to a u'ade show and recruiting? It works! A monthly 

newsletter explaining your firm's work culture that provides 

testimonials and lists current vacancies can be vcry cHectivc. 

Send it to university professors, placement offices, vendors, 

professional associations, retirees. How about an employment 

blog for your organization? Have employees contribute their 

thoughts on working at your finn. Get word-of-mouth working 

for you. It works for clients. It works for talent. 

By thinking of candidates as potential clients, your marketing 

and sales expertise will payoff. The demand for clients is great 

and the supply of quality clients is limited. So too, the demand 

for talent is great and the supply is limited. \-\'in both using the 

same techniques. _ 

Ediwr's Note: Dr. Schrag is the instructor ~f"Recruit and Retain Great 

AIE/ CTalent: The Business Development Approach,"a new workshop 

launched by SMPS and The Lonflview Group this Fall. 70 learn mure, 

l'is;t ll'wwsmps. orB / talent. li.'.iJ 
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