Strategy-Driven Growth for
Future-Forward A/E/C Firms
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Why a Revolution?

A competitive A/E/C
environment dema
BD innovation.
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Common Challenges

Evolving Buyer Behaviors / Client Expectations
Increasing Competition / Market Saturation

Lack of Strategic Differentiation

Client Retention vs. New Client Acquisition
Dependence on Relationships & Referrals
Navigating a Long Sales Cycle

Pricing Pressures / Difficulty Communicating Value
Limited Marketing Efforts

Ineffective BD Model / Structure Y ClientSavvy



A BD REVOLUTION

How Do AEC Firms Structure BD?
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The issue is often less about
structure, and more about strategy...




... aNd
Execution.







Five Ways to
Revolutionize
BD at Your Firm
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Borrow Tech Industry Sales Methods



Swipe from the best, then adapt.

Tom Peters
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Tech companies éxcel at |
driving growth W|th scalak
client-centric, and ‘data-
driven sales processes.
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WHAT TO BORROW

Key Principles from Tech Sales

B = & @ ¢

Scalable Client Pipeline CRM & CLV & Data-Driven
Teams & Segmentation Management Marketing Share-of- Decisions
Processes & Forecasting Automation Wallet

{ ClientSavvy



Build a Sales

Playbook.

Standardize methodology,
processes, best practices, and

mMessaging across your

=

D team.



SALES ENABLEMENT

Empower Your Team
& Your Clients|

Equip BD teams with the tool
content, training, and re $ourc
engage prospects effe
seamlessly guide buyers
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Key Components

Content Resources: \White papers, guides, FAQSs, case studies, pitch decks, and
qualifications templates tailored to client needs.

Communication Resources: Email templates, sales scripts, battle cards, checklists, and
other materials to expedite outreach and ensure consistency.

Training and Development: Regular training on industry trends, BD techniques,
relationship-building skills, and presentation skills.

Technology Integration: CRM systems, sales automation tools, and analytics platforms.

Collaboration Tools: Alignment between marketing and sales to ensure consistent
messaging.
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Generate Demand for Your Expertise.

Drive awareness and interest with a long-term, education-
focused strategy that prioritizes reaching and engaging “out of
market” buyers.




Adopt an Account-Based Approach




2 Problems
with the typical
marketing/BD
approach.




PROBLEMS WITH THE TYPICAL MARKETING/BD APPROACH.

Marketing's efforts by nature cast a
wide net that can waste valuable
(and limited) resources.
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PROBLEMS WITH THE TYPICAL MARKETING/BD APPROACH.

Business developers work independently
with very little proactive help from
the marketing team.
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TYPICAL FUNNEL DIVIDE

PR, Social, Web, AWARENESS
Communication Marketing to the Masses

Collateral, Trade
Shows,
Newsletters

Emails, Meetings,
Presentations,
Proposals

Business

Marketing

Development
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BD and marketing should w
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together in a coordinated effo
to maximize revenue
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Account-Based Ma
According to Engagio

A strategic approach that c
personalized marketing ar
open doors and deepen er
specific accounts.




Spend time an
energy on spec
target accounts—
those most likely
to drive revenue.



Execute tarc *
and coordin.
campaigns.



@ varkering @ BD
A/E/C BUYER'S JOURNEY

The ABM Approach
Networking @ |rect N Pursuit

Negotiation ‘

/ Mail Email ‘ Projefct Strategy FAQs ‘
| ifi :
Content o \ dentified =0 Guide
Creation ’ ‘ \
. Project .
@ campaign social 1 , O Meétmg ' Interview
‘ Strategy Media @ \
¢
Targeting & Outreach & Project & Proposal & Evaluation &
Research Awareness / Positioning ‘/ Consideration Selection /
Identify © cold call ® Foliow-up Email Shortllst
Select Influencers / /
Pre-Proposal Website
' Accounts Web5|te‘ / Mezting ‘ ‘ Visit
Visit © Project Tour \‘
‘ Int / Proposal
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Firms -
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Campaigns

Accounts l

Measure
Success &
Optimize

Results
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Activate Your Firm’s Promoters



How often do
your seller-doers
ask for referrals?




CLIENT FEEDBACK / RESEARCH

9%

(Survey of 6,990 clients of 139 AE firms)

What percentage
of clients would
refer you if it
were easy to?




otal Revenue:

otal Clients:

Key Contacts Per Client:

Percent You Ask for Feedback:
Expected Response Rate:
Percent Who Rave About You:

Dercent You Ask for a Referral:

Number of Referrals Each:

Average SHORTCUT!

Activating Promoters
could be “worth” 17% of
Average | Net Service Revenue

Average

(@ 15% net profit, 85% retention, 10% discount rate)

L.

X X X X X X X X

$10M

100

2 #+ = 200

75 o = 150

40 % = 60

75 % = 46

75 o = 34

1.5 # = 5I

50 o = 26
100k ¢ - 2.6M ¢

64 % = 17TM ¢




X ClientSavvy

Identify Your

Promoters.

Creating a promoter
isn't enough. You have
to find them!




How likely are you to recommend
us to a colleague or peer?

DETRACTORS PASSIVES PROMOTERS

&— Very Unlikely Very Likely —

“%’f ClientSavvy
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Research Relate React



X ClientSavvy

RESEARCH
Review Feedback

° Surveys
° Interviews
° Informal

* Financial

N\ ClientSavvy
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RELATE

Facilitate Referrals
_L*’T;‘

Y i

° Set up an in-person meeting | =
5 L

° Review project

» Bl
b
S b

b

° Understand what you did
differently/better

°* Affirm success

° Ask who else might bene
from your services
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Capitalize on Referralx

Follow up with referrals W|th
invitations to connect

Don’t sell right away!

Get to know their business, «
and share work with promoter.

Keep the promoter.inthe loop
and brainstorm solutions.
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Differentiate through Exceptional CX




_Equalizers
The Great Duifferfentiatsss.

Our People Our Expertise Our Experience

Our Product Our Process Our Culture

‘,, . ClientSavvy



A tale of two
perspectives...

Do you provide an
above-average client
experience?
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The Cost of Broken CX

O 7% of AEC clients are actively looking for new
7 /O service providers.

haven't voiced.

2 40/ Nearly one in four clients have a complaint they
O

4x A “first-time” client is FOUR times more likely to
“churn” than a client with 2+ projects.
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WEIGHT OUT OF 100

Key “Drivers” for (Net) Promoters

REQUIRED

Professional
reputation

Industry
Knowledge

Technical
Expertise

7
L
21

98
87
84

DESIRED

Engage as a
Partner

Help with
Outcomes

Proactive

Communication
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HigH visibility
jackets mustbe |
worn in this area

All accidents must Protective footwear

9 |
CX ca n t be L e rﬁp?ﬂEdf - > A - musfbeworn = §
& E_ immeédiately |
SI m p Iy a n | Wear hard hats I\ ".-.*';3”' 1N ‘
® o — ’
aASPI ration. ald M L
" are advised to warn their
®

children of the dangers
of entering this site
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Client Experience Management

The practice of desgnmg, |mplementmg,ﬁ
and measurlng client experiences.
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Client Experience Management (CXM)
Key Components for A/E/C Firms

Vision and Leadership
Commitment

CX Strategy
& Roadmap

Client Segmentation &
Persona Development

Project Experience
Design

Technology, Tools, Employee
& Processes Engagement and
Training

Ongoing Client
Feedback & Research

Client Journey
Mapping

Measurement &
Continuous Improvement

NI/ . -
N\ ClientSavvy



souial media

- /\/| | % ‘\ '
- 5o/

q |
4\_“; o bUSINRES NS

Rethink Your GTM Strategy
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A Go-to-Market (GTM) Strategy is ...

plan that outlmes a tactica
;. targeting clients at scale™ hrou

lighed sales and marketing outrea
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The better the marketing,

the easier the sale.




ClientSavvy

Deliver Exceptional Value

Focus on bullding relationships,
showcasing expertise, and
aligning internal teams P Caer




Looking across
the client journey...
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N ClientSavvy



i
Define your firm’s
growth roadmap

and execute it!






5 Key Takeaways...

Borrow Tech Industry Sales Methods
Adopt an Account-Based Approach
Activate Your Firm’'s Promoters
Differentiate Through Exceptional CX
Rethink Your Go-to-Market Strategy
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Questions?




Tim Asimos

tim@clientsavvy.com | www.clientsavvy.com
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