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Note From the Author

I started BusinessofArchitecture.com as a resource to help architects run a more 
successful business, a resource I felt was lacking when I attempted to launch my first 
business. Some of the links in this book are 'affiliate' links, meaning I will earn a 
commission if you purchase through these links (at no extra cost to you).  I provide 
these links because they are companies I trust, not because of the commissions that I 
may earn from you using these resources. Thank you for your interest in the Buisness 
of Architecture. If you have any specific questions or ideas, please don't hesitate to 
contact me at enoch(at)businessofarchitecture.com.  I hope that you get as much out 
of this book as I got by writing it.

Sincerely yours,

Enoch Sears
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Chapter 1 Social Media
“All things being equal, people want to do business with their 

friends. All things being not quite so equal, people STILL want to 
do business with their friends.” -Jeffrey Gitomer, Little Black 

Book of Connections

What is Social Media and Why are You Reading this Book?

I hear the phrase "social media" so much these days I'm sick of it. I'm 
sure you are too. So let's be honest here: what we want to know is whether 
architects have any practical use for social media tools. Can social media  
tools help land more clients and further an architect's goals? And if  so, 
how  does  an  architect  effectively  use  social  media  without  becoming 
another Facebook groupie?

Let's  face  it.  You  are  reading  this  book  because  you  suspect  social 
media can help you with your goals  as an architect.  I  won't  waste your 
time  here  with  a  bunch  of  fluff  you  can  glean  from  Wikipedia.  In  the 
following  pages,  I  discuss  actionable  items you can  use  today  to  bring 
more exposure (and clients) to your firm.
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Social Media

Want to make more money? Social media tools can help here. Want to 
be more widely recognized for good work? Social media can help here too.  
How about being seen as an industry thought leader in your niche? It can 
be  done  with  social  media  tools.  Later,  I'll  present  case  studies  of 
architects that have done this and more.

I  won't  beat  around  the  bush  with  a  lengthy,  incomprehensible 
definition of social media. In short, social media are online tools for good, 
old-fashioned networking.

There,  now  that  we  got  the  definition  out,  let  me  make  the  most 
important point of this book. Social media tools do not earn income or 
produce clients by themselves (unfortunately). Those things depend on a 
well planned and implemented marketing strategy. I can't make this point  
strongly enough. Tweeting and Facebook-ing without an overall strategy 
is similar to a ship being tossed on the waves without a rudder. In other 
words, unless your social media use is one piece of a larger picture, you 
will find yourself as just another Blogger or Tweeter wondering when all 
this effort will eventually pay off.

Sure,  some  architects  have  used  social  media  tools  with  incredible 
success. But social media tools are the means, not the end. This book is  
written  on  the  premise  that  an  end  goal  already  exists.  If  you  don't 
already have a well-defined goal, go back to the drawing board and come 
back to read when you know where you want your social media outreach 
to take you.

Now that we got that disclaimer out of the way, lets dive in to the meat  
of social media. To understand the role and importance of social media in  
marketing for an architecture firm, we must first turn the clock back 10 
years  or  so  to  the  time before  social  media  was the  coolest  kid  on the 
block.
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Before social media became wildly popular, marketing and advertising 
efforts  were  based  on  what  marketing  guru  Seth  Godin  calls 
“interruption” marketing. Interruption marketing encompasses all forms 
of unsolicited advertising. You know those business reply cards that fall 
out  of  the  glossy  magazines?  Interruption  marketing  at  its  finest.  How 
about T.V. commercials? That's another great example. With interruption 
marketing, an audience is subjected to a marketing message, like it or not.

But defenses have been developed to block these messages: caller ID for 
telemarketers,  spam  filtering  for  junk  email,  digital  T.V.  recording  to 
avoid  commercials,  satellite  radio,  and  the  list  goes  on.  Often,  these 
campaigns end up annoying prospects rather than drawing them in.

In contrast, social media tools have opened up the realm of permission 
marketing.  Permission  marketing  is  the  opposite  of  interruption 
marketing. With permission marketing, prospects have raised their hand 
and agreed to be counted as part of a marketing effort. Instead of seeing 
advertising  as  a  nuisance,  prospects  look forward  to  receiving  targeted 
and relevant information. This form of marketing lends itself well to the 
intricacies  of  marketing  architectural  services.  With  a  permission 
marketing approach, an architect uses social media tools to network, form 
relationships, and build trust.

Social media tools are a low-cost and effective alternative to traditional 
advertising  and  marketing.  In  the  pre-web  world,  traditional  media 
companies  were  the  gatekeepers  of  the  exposure  architecture  firms 
received.  Today  however,  prospects  can  be  reached  without  spending 
large  amounts  of  money.  In  fact,  prospects  can  be  reached  without 
spending  any  money  at  all.  This  goes  a  long  way  toward  leveling  the 
playing field in favor of the solo or small firm architect.
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Despite  social  media's  enormous  potential,  there  is  one  important 
caveat: social media tools are only as effective as the architect using them.  
Good Internet exposure and social media strategy aren't magic bullets for 
architecture firms. To the contrary, much of what can be accomplished on 
the Internet can be accomplished offline as well. What the Internet does 
offer,  however,  is  an  increased  opportunity  to  network.  And  because 
social media  is networking, the rules for off-line networking still  apply. 
The world of social media is like an ongoing industry conference, cocktail 
party,  happy  hour,  and  family  gathering  all  wrapped  up  into  one, 
happening all  the time. Reaching out and connecting with this space is 
what  social  media  is  all  about.  Effective social  media use is  a  blend of 
networking and marketing. Think of social media tools as extensions of 
traditional networking methods.

Additionally,  effective  social  media  use  is  not  a  substitute  for  doing 
good quality work. Social media tools can bring exposure, but the unique 
qualities of  the architect are what cause people to take note.  Achieving 
ambitious  goals  is  a  combined  effort  of  networking,  business  strategy, 
persistence, hard work, and dedication to excellence (and don't forget a  
healthy serving of public relations). Social media tools are just tools; they 
are a small but important piece of a larger strategy.

Use Social Media to Turbo-charge Networking

Any architect worth his or her salt knows the value of networking. For 
generations relationship-based networks have been the gold standard for 
client referrals. And they still are. Social media tools have given architects 
new avenues for enlarging and strengthening a network.
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The  reason  networks  are  so  powerful  is  because  they  are  built  on 
relationships of mutual trust. This is something hard-wired into our being 
from our primordial past: the need to be part of something larger, and the 
desire to reciprocate favors with the people we like and trust. People like 
doing business with those they know and trust. 

Through social media, an architect or firm can exponentially increase 
its  exposure  and  profile  in  the  market.  But  interactions  need  to  be 
pertinent,  and solve the problems of the prospects.  More on that  later.  
Like any networking or marketing tool,  the success of the tool depends 
upon its implementation.

A good and profitable off-line network is built slowly, over years. These 
networks are built  by doing good work, having satisfied clients,  getting 
repeat  business,  and word-of-mouth referrals.  Ideally  this  network will  
snowball and produce a steady source of pre-qualified leads.

At least this is how it has worked in the past. 

Today,  many  architects  have  found  that  their  traditional  networks, 
which  have  taken  years  to  build,  have  dried  up. 1 The  traditional  lead 
sources aren't generating clients. The clients who do call are mostly tire-
kickers looking for a cheap price. It seems not many have money to build, 
and those who do are price-shopping the lowest architectural fees.

Nevertheless,  building continues and the demand for good architects 
hasn't disappeared.

1 Shared with me through personal conversations with architects.
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Building a traditional network is  a slow process.  For a newly minted 
architect, building a solid referral network can take anywhere from three 
to ten years. But what if an architect can't wait that long? Is there any way 
to accelerate this process?  

Online networks have the potential to grow exponentially. In this way,  
they can surpass their off-line counterparts. For instance, a well crafted 
blog post has the potential to reach not only hundreds, but thousands of 
people. Ten years ago this kind of exposure was only possible by getting 
published in the mainstream media, such as the glossy design magazines.  
Today it is possible by using social media tools. 

It's About Cultivating Relationships

 Look past the hype about Facebook, Twitter, and LinkedIn. What do 
social media tools mean for your business? How can they help you achieve 
your goals?

Before presenting the benefits  of  social media,  we must first  address  
the  professional  services  sales  cycle.  For  architects,  the  sales  cycle  is  
notoriously  long.  Deciding  to  hire  an  architect  is  not  something  most 
clients do in a day.

It is the long sales cycle that makes social media tools a great fit for the 
ambitious  architect.  Before  wide-spread  use  of  the  Internet  and  social 
media tools, marketing was limited to direct mail, advertisements, media 
coverage and industry publications. It was difficult, if not impossible, to 
get  into  the  mind of  the  client  at  an early  stage.  Social  media  use  has 
changed that.

11 http://businessofarchitecture.com

http://businessofarchitecture.com/


Social Media

All projects start with conception - an idea in the mind of the owner. 
Social media tools allow architects to tap into the mind of the client early 
in the process. In this case there is truth to the saying “the early bird gets 
the worm”.

Now  you  may  be  thinking,  “Social  media  tools  may  be  fine  for 
residential  work,  but  this  doesn't  apply  to  larger  projects  or  clients”.  
While it is true that a strategy should be customized based upon target  
market, social media tools have application on both sides of the spectrum: 
small  residential  clients as well  larger  institutional  or civic  clients.  The 
residential architect may place more emphasis on tools like Facebook and 
Twitter.  The architect  chasing  public  work might  find  greater  value  on 
LinkedIn.  Remember,  a  network  is  composed  of  individuals  not 
committees.  The  way  to  influence  the  committee  is  to  influence  the 
individual.

How can social media tools help this process? Well, the architect who is  
known and trusted has the best chance of emerging victorious from the 
project selection process. The winning architect is often the architect who 
did  the  needs analysis  and programming,  or  the  architect  who has the 
contract for on-call services, etc. An existing relationship with a prospect 
will  trump a  new relationship  99% of  the  time.  Social  media  tools  are 
perfect for finding prospects early in the project planning process.

What does this strategy look like? The first step is to create a web of 
information, articles, blog comments, and interviews that lead potential 
prospects back to a website. When prospects use the Internet to plan their  
project, they find this material. The material should then lead them back 
to your website like a trail of bread crumbs left for Hansel and Gretel.
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Build Trust

While most of us would like to hang up a shingle and have the perfect 
client come sauntering in off the street, this just doesn't happen. Clients 
chose to do business with those whom they trust, and trust is built slowly.

Social  media  can  speed  up  this  trust-building  process.  Social  media 
tools allow an architect to get on a prospect's radar before the prospect  
begins to think about a project. If utilized effectively, social media tools 
can be very effective in forming and cultivating these relationships.

Chris Brogan, best-selling author of the book  Trust Agents, Using the 
Web to Build Influence, Improve Reputation, and Earn Trust ,  writes of 
cultivating these relationships:

There’s a world of difference between knowing how to 
build relationships with people and coming off as “that 
guy.” You know who we mean: that person who shows up 
with a bullhorn to promote her projects, to blurt about 
her interests, and then to leave before you get a chance 
to say anything about you. A human artist is what we call 
the people who interact well in this new world, and who 
know how to build nurturing relationships.2

In terms of reaching out and creating trust, social media in the online 
world  is  no  different  than  traditional  networking  in  the  offline  world.  
People look for sincere relationships, not propaganda or a sales pitch. The 
key  is  creating  meaningful  dialog  where  there  is  sharing  in  both 
directions.  Successful  social  media  architects  know  this  and  use  this 
principle to expand meaningful networks of trust.

2 Brogan, Chris.”Are You a Trust Agent” ChrisBrogan.com  . 2009. 
<http://www.chrisbrogan.com/are-you-a-trust-agent/  >
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Those who engage successfully  in  social  media  are  in  it  for  the  long 
haul,  not  the  overnight  success.  Relationship  building  takes  time,  both 
online and offline. The advantage of the internet is that this relationship 
building can be done from the comfort of one's own home or late at night  
after the chores of the office are done. Persistence pays off in this race.

An  additional  benefit  of  social  media  comes  to  those  who  aren't 
particularly fond of face to face networking. On the Internet, there is no 
need  to  be  an extroverted glad-handing back-slapper.  On the contrary, 
these types often display an exuberance that can seem over the top within 
the confines of the Internet. Interactions over social media remove walls  
that are present in person to person interaction. It seems that with social  
media, there is a little something for everyone.

The Key to Effective Engagement

While  technology  changes  daily,  some  things  never  change.  One  of 
those  things is  the  importance of  being a  good listener.  This  is  just  as 
important with social media as it is in off-line networking. Dale Carnegie 
tells a great story about the power of listening effectively:

“I met a distinguished botanist at a dinner party given 
by a New York book publisher. I had never talked with a 
botanist before, and I found him fascinating. I literally 
sat on the edge of my chair and listed while he spoke of 
exotic plants and experiments in developing new forms 
of plant life and indoor gardens. I had a small indoor 
garden of my own, and he was good enough to tell me 
how to solve some of my problems.

“As I said, we were at a dinner party. There must have 
been a dozen other guests. But I violated all the cannons 
of courtesy, ignored everyone else and talked for hours 
to the botanist.
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“Midnight came. I said good night to everyone and 
departed. The botanist then turned to our host and paid 
me several flattering compliments. I was most 
stimulating, he said. I was this, and I was that. And he 
ended by saying I was a most interesting 
conversationalist.

“An interesting conversationalist?

“I had said hardly anything at all. I couldn't have said 
anything if I had wanted to without changing the 
subject, for I don't know any more about botany than I 
do about the anatomy of a penguin. But I had done this: 
I had listened intently. I had listened because I was 
genuinely interested. And he felt it. Naturally, that 
pleased him. That kind of listening is one of the highest 
compliments we can pay anyone. And so I had him 
thinking of me as a good conversationalist when in 
reality I had been merely a good listener and had 
encouraged him to talk.”  -Dale Carnegie, How to Win 
Friends and Influence People

When using social media tools listening is the name of the game. How 
does  one  'listen'  when it  comes  to  social  media?  Listening  takes  many 
forms online:  responding to the comments,  posts  and tweets of  others, 
reading  and  engaging  with  other  people's  content  and  visiting  other 
websites  to  leave  comments.  These  are  all  effective  ways  to  engage  in 
social media.

A focus on listening helps one avoid the trap of becoming a one-way 
marketing machine. People on-line aren't looking for more spam or junk-
mail,  they  are  looking  to  form  positive,  reciprocal  relationships.  An 
architect  who simply  posts  the  firm's  projects  or  talks  about  the  latest 
firm news will have a difficult time getting any kind of following. At the 
end of  the  day,  prospects  care  about  their  interests  more than they do 
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about  your  agenda,  your  firm,  or  your  past  projects.  The  masterful 
architect  who understands this  will  find social  media to be an effective  
tool for building and strengthening a profitable network.

Mind-reading with Social Media

With social media tools, superhero powers aren't needed to be a mind-
reader. Using social media tools to “listen” can help uncover what clients 
(and prospects) are thinking. This can be done through blog comments, 
surveys, and online forums. Identifying the challenges and needs of the 
prospects  is  essential  to  crafting  a  unique  selling  proposition.  This 
proposition is the statement on why you are the best architect for the job.

Knowing what a prospect is thinking allows an architect to refine the 
marketing  message.  A  refined  marketing  message,  or  'unique  selling 
proposition', speaks more clearly to the prospect. By tailoring the message 
to the client, clients are created for life.

In Conclusion

Social media tools are useful for building a network and as a low or no-
cost  alternative  to  traditional  advertising.  These  tools  offer  marketing 
benefits that were not available before the advent of  the internet.  With 
social media, prospects can be targeted by exact demographic. Firms can 
engage  in  a  permission  marketing  campaign  instead  of  relying  on 
interruption marketing.

However,  to  build  a  successful  network,  social  media  tools  must  be 
used effectively. Above all else, craft a specific social media strategy that  
ties into a specific goal and larger effort.
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Effective  social  media  use  entails  listening,  promoting  dialog,  and 
providing massive value to other people. Social media tools are just tools 
– they are only as effective as the architect using them.

A social media effort that isn't bearing fruit is a good sign that social  
media  tools  are  not  being  used  in  an  effective  manner.  Social  media 
activity is not a magic bullet. To learn the proper way to engage in social  
media, watch and mimic architects that have successful online networks.

Use  social  media  tools  to  engage  with  prospects  early  in  the  project 
planning  process.  Cultivate  relationships  by  listening.  Get  inside 
prospects'  heads  and  refine  your  message  into  a  clear  'unique  selling 
proposition'. Create an online footprint of valuable content.

A successful network is built over time. There is no shortcut to success,  
and social media tools are no exception. Use social media tools to amplify  
an off-line effort, not replace it. Cultivate and strengthen a network. Don't  
be  impatient  –  be  consistent.  Consistent  effort  pays  dividends  as  an 
online presence grows and begins to snowball.

Now that we've covered the psychology of networking, let's delve into 
the specifics  of  social  media.  While  there  are almost  numberless  social  
media  tools,  this  book  focuses  on  the  four  pillars  of  social  media: 
blogging, Twitter, Facebook, and LinkedIn.
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Chapter 2 Blogging
 The #1 Social Media Tool

Throughout my research on successful use social media, one common 
denominator stands out above all others: blogging. 

I  know what  you are  thinking.  "Com'on,  blogs  are  so  overrated.  The 
word is so overused my eyes glaze over at the mention of it. No thanks, I'll  
stick with my static brochure website."

So why is a blog so important and how can it help a firms marketing  
efforts? Granted, the word 'blog' is overused, but let me explain why the  
benefits aren't overrated.

Having  a  blog  is  about  producing  content:  content  that  is  visible  to 
search engines, and content that your prospects will find when they are 
researching their next building project. A blog is about helping prospects 
realize that you are an expert in your particular field.

As  you  produce  articles  with  content  that  is  of  interest  to  your 
prospects,  they will find your blog. Conceptualize it as leaving a trail of 
bread  crumbs  that  leads  right  into  your  office.  A  blog  showcases  your 
expertise and allows your prospects to develop trust in you. As prospects  
continue  to  use  your  blog  as  a  resource  in  their  research,  you  move 
beyond  just  an  'architect'  to  a  trusted  adviser.  A  blog  will  allow  your 
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prospects  to  get  to  know  and  trust  you  even  if  they  haven't  met  you 
personally. This kind of outreach is a marketer's (and architect's) dream 
come true.

By having a blog, you become a publisher – you bypass the traditional  
media and glossy magazines. Thanks to the Internet, you have a conduit  
straight into your prospect's living room (or office). Your blog is a tool to  
help you get there. Check out the case studies at the end of this book that 
showcase some of the advantages of having a blog.

Having an effective blog does several important things for your website. 
Blogging:

Gives your prospects a reason to return to your website

Helps you uncover the needs and problems of your target 
market

Builds relationships of trust with prospects

Positions you as an expert

Differentiates your business

Keeps your website fresh thereby increasing your search 
engine ranking

But How much Time will it Take?

Does a blog need to take large amounts of time? Time is precious. Many 
architects feel overwhelmed at the thought of adding another "to do" to an 
already  long  list.  But  posting  to  a  blog  doesn't  need  to  be  an  all-
consuming event.  Depending on the complexity of  your posts,  blogging 
can take no more than a few hours every month. A good rule of thumb is 
to shoot for 3-4 blog posts per month. Consistency is the key here.
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Create the Right Content

The key to attracting prospects is to create the right kind of content. 
You  must  answer  the  question,  "What  kind  of  information  are  my 
prospects seeking?" There is an acronym based on the nursery song "Old 
MacDonald" that successful authors use to create engaging content. The 
acronym  is  E.I.E.I.O.,  and  it  stands  for  (E)  entertain,  (I)  inspire,  (E) 
educate, (I) inform, and (O) outrage. A blog post that incorporates at least 
one of these elements is most likely to engage readers. Use this acronym 
as a blueprint for developing post content. 

How to Set Up a Blog

A blog can be hosted directly on a firm's website, or it can be hosted by 
a  third-party website.  A third-party  solution is  great  for  experimenting 
with a blog because 1. it is free, and 2. it can be set up in seconds. Two 
third  party  solutions  are  Wordpress.com and  Blogger.com.  Third-party 
blogs are recognizable because they have the name of the third-party in 
the  web  address,  for  example:  www.gbarch.wordpress.com  or 
www.gbarch.blogger.com. In contrast, a self-hosted blog does not include 
the third party address, for example: www.myfirm.com/blog. Starting out 
with a third-party solution is a great way to get one's feet wet in the world 
of blogging. On the other hand, a self-hosted blog comes across as more 
professional. Setting up a self-hosted blog is so simple there is not much 
reason not to do so, especially if your firm already has a website. A third-
party blog can always be transferred to a self-hosted blog in the future.

For those wanting the most professional and seamless solution, hosting 
on your own website  is  the way to go.  The steps below outline what is 
needed to set up a blog on your firm's website.
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The first step is to install a blogging software on your website. The most 
common  web  blogging  software  in  use  today  is  called  Wordpress.  In 
addition  to  being  a  great  blogging  platform,  Wordpress  has  another 
advantage:  it  can  be  used  to  run  an  entire  website,  not  just  a  blog. 
Running  a  website  with  Wordpress  allows  one  to  easily  update  and 
change a website without any programming knowledge. 

Wordpress  is  popular  because  of  its  flexibility,  low  initial  cost,  and 
power. Some recognizable blogs that run Wordpress include CNN.com's 
'Political  Ticker',  Yahoo's  corporate  blog  'Yodel  Anecdotal',  and  Ford 
Motor Company's 'Auto Shows' blog. Wordpress also powers the blog at 
BusinessofArchitecture.com.  Fortunately,  Wordpress  is  easy  to  install 
through any web host.

Wordpress helps users:

Create a website that doesn't 'look' like a blog

Easily make website changes

Create a project portfolio

Have search engine friendly design (to help search engines 
'see' your site)

Add a blog to an existing website

The  process  for  setting  up  a  blog  on  an  architect's  website  will  be  
slightly  different  depending  on  whether  the  blog  is  being  added  to  an 
existing  website,  or  part  of  a  new  website.  The  process  can  be  broken 
down into four steps:

1. Register a domain and hosting account
2. Install Wordpress
3. Activate a Wordpress theme
4. Add content
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If  adding a  blog  to  an existing website,  do steps  2-4.  If  launching  a 
website or website redesign, follow steps 1-4.

Step One: Register a Web Address and Get a Hosting Account

If you already have a website you can skip this step. If not, read on. To 
set up your first  website, first  you need to lock in your website address 
and second, find a company to host your website on the Internet. Locking 
in your website address is known as “registering a domain”, and hosting a 
website is, well, hosting a website. Most companies will register a domain 
for free if they host your website.

One  such  company  (where  I  host  my  websites  and  blog)  is 
Bluehost.com.  Bluehost  offers  Wordpress  hosting  with  24/7  phone 
support at a reasonable price. Skimping on a cheap web-host is not a good 
place to save money. Saving a few extra dollars a month is not worth the  
extra headache of having a shoddy web host. Reliable web hosting runs 
anywhere  from  $5.00-$8.00  (US)  a  month.  Be  aware  that  hosting 
companies give a discount for signing up for a year or longer at a time. 
Bluehost.com is  a  US based company.  If  you are  in  the  UK,  check out  
HostPapa.com or  Clook.co.uk.   HostPapa.com also  offers  hosting  in 
Australia. Get  the most basic plan, “shared hosting”. Anything above that 
is overkill for an architecture firm website.

There are two good strategies for choosing a domain name. The first 
and  most  common option  is  using  the  name of  the  firm,  for  example: 
www.yourfirm.com. The second option is to go with a geographical place-
name  not  tied  to  the  name  of  a  firm.  For  instance, 
www.manhattanarchitect.com  for  a  firm  based  in  Manhattan,  or 
www.miamiarchitect.com for an architect in  Miami.
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In terms of the domain suffix,  stick with the big three: .com, .net, or 
.org. These domain suffixes offer a slight boost in terms of memorability  
and search engine rank. The .com suffix is preferred, .net comes in a close 
second. The .org suffix suggests not-for-profit status.

Step Two: Install Wordpress

Now that you have a domain name and a web host, the next step is to 
install the free Wordpress software on your web hosting account. 

Fortunately,  installing  Wordpress  on  a  hosting  account  is  a  simple 
three step process. First, log into the “control panel” or “cpanel” of your 
webhost.  Look  for  the  “Wordpress”  icon  in  the  Cpanel  under  “Simple 
Scripts  Installations”  or  “Fantastico  De  Luxe”.  If  you  are  adding 
Wordpress to an existing website, you will want to install Wordpress to a 
subdirectory  of  your  site,  such  as  “blog”.  For  example: 
www.yourfirm.com/blog. If you are launching a website for the first time 
or want to change the design of your existing website, install Wordpress 
to the main folder on your webhost. Example: www.yourfirm.com. Once 
Wordpress is installed, the new website or blog will be live. Now it can be 
customized.  Visit  BusinessofArchitecture.com for  more  detailed 
information  on  installing  and  setting  up  Wordpress.  If  you  get  stuck 
somewhere along the way, don't hesitate to drop me an email.

Step Three: Activate a Theme

In Wordpress, a theme is a pre-made template that determines the look 
and function of a website. It is like a pre-packaged website, all ready to 
go. There are thousands of pre-made themes, and using a theme instead 
of getting a custom web design can save the budget conscious architect 
thousands of dollars, without sacrificing design or function.
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One of the advantages of using software like Wordpress is the ability to 
instantly  change  the  look  of  a  website  using  themes.  Themes  can  be 
bought from a number of websites online. Check out ThemeForest.net for 
a  great  place  to  buy  themes.  Searching  for  the  keyword  "portfolio", 
"architect" or "photography" will give a good selection of themes suitable 
for an architecture firm website. Alternatively, on  ThemeForest.net click 
'Wordpress  Creative'  for a long list  of  suitable themes.  These themes→  
range anywhere from $35-$65 US. For the do-it-yourself architect, this is 
an exceptional alternative to spending $3,000-$5,000 (US) on a custom 
designed website.  Wordpress'  flexibility  makes  it  the  perfect  option for 
running the website of a small architecture firm.

Step Four: Add Content

If you are adding Wordpress to an existing website, install Wordpress 
in  a  sub-folder  labeled  'blog',  or  'articles',  etc.  If  you  are  running  your 
entire website  with Wordpress,  you can use categories to organize blog 
posts into the 'blog' section of your website.

BusinessofArchitecture.com has a number of detailed tutorials, videos 
and other resources on how to launch and run a website or blog using 
Wordpress.  Specifically,  the  video  series  "Build  Your  Website", 
demonstrates how to use Wordpress to set up a website and blog.

Remember,  activating  and setting  up a  blog  is  just  the  beginning  of 
using the web to attract the right kind of prospects and relationships. The 
real  challenge is  developing the content and blogging strategy that  will  
attract the right kind of website visitors. Use the strategies listed at the 
beginning of this chapter to create relevant content on a regular schedule.  
Reach  out  and  interact  with  visitors,  other  bloggers  and  firms.   The 
success of a blog in developing valuable traffic depends upon a coherent 
and well-planned marketing strategy. 
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Summary: The Do's and Don'ts of blogging. 

Do:

Add a blog to your website

Post content that addresses your prospect's problems and 
concerns

Ask thought provoking questions and encourage comments 
on your blog

Track and analyze web visitor patterns to gauge prospect 
interaction

Provide as much value as possible (in depth content) for 
your visitors

Include social media integration on your website (Facebook, 
Twitter)

Post consistently to the blog, a minimum of twice per month

Visit BusinessofArchitecture.com to read how to best 
leverage a website to turn website visitors into clients

Don't:

Use a blog as a self-promotion machine

Use a blog exclusively as a “firm news” platform

Use a blog as yet another detailed project list

Final Thoughts

So what if you currently have a blog but aren't getting the results and 
visitors  you  would  like  to  see?  A  well-defined  blogging  strategy  is 
important to any marketing strategy. If  you are wondering how to give 
your  blog  a  boost,  check  out  the  following  great  resource  from  the 
blogging expert Pro Blogger: Build a Better Blog in 31 Days - Guaranteed. 
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This $30 e-book from one of the most successful bloggers on the internet 
is  packed  with  actionable  strategies  and  tactics  to  help  you  take  your 
website  and  blog  to  the  next  level.  Read it  and let  me know what  you 
think!

Regarding your blog, remember, prospects are looking for information 
and dialogue, not a monologue. For a more in depth discussion about a 
preferred  website  strategy,  see  my  blog  post  “Dear  Architect,  Your 
Website Sucks” at Business of Architecture.com.
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Chapter 3 Twitter
"Imagine you were alive hundreds of years ago, and wanted to 

meet the world’s greatest thinkers and hear their thoughts.

If you were independently wealthy, you could devote your life to 
traveling the world and finding those wise men and women, 

talking to them and listening to them.

But it would take you an entire lifetime.

Today, thanks to Twitter, you can find the thoughts of many of 
the world’s greatest thinkers in art, business, politics, technology 
– almost any area of human achievement, all at your fingertips. 

You can see things they’re thinking and saying that never end up 
in books, nor are they seen or heard anywhere else." Dave Larson, 

@TweetSmarter, BufferApp

Twitter for Architects?

Does Twitter have any use for architects? Possibly: it depends on the 
goal. Twitter is great for connecting with publishers and thought-leaders.  
It  also has great  viral  potential.  Think of  Twitter as the world's  largest  
cocktail party: it gives you the ability to tune into hundreds of individual, 
short conversations, just as if you were milling the floor of a busy party.

Twitter  use  is  not  as  widespread  as  some  of  the  other  social  media  
tools.  This  means  that  your  prospects  may  not  be  on  Twitter.  When 
evaluating Twitter, it is important to identify the goals that one hopes to 
achieve by using Twitter. Is the goal to make new friends and establish  
new  relationships?  Is  the  goal  landing  a  project  write-up  in  a  glossy 
design magazine? Different goals require different approaches.
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Twitter  is  perhaps  the  most  misunderstood  and  underutilized  social 
networking platform.  Non-techy users  have been slow to adopt Twitter 
because  its  benefits  are  not  readily  apparent.  Also,  Twitter's  unique 
terminology  (hashtag,  re-tweet,  etc.),  makes  Twitter  intimidating  and 
difficult for new users to grok. 

The best way to learn Twitter is to dive in and give it a try. As is true  
with other social media tools, people are still discovering new and unique 
ways to use Twitter for business development.

Why You Should Care What Jim Ate for Breakfast

Any mention of Twitter to those who have not used the service is sure 
to elicit mentions of the frivolous posts for which this network is known. I 
will  call  this  the  “what  Jim  ate  for  breakfast”  post.  There  is  a  lot  of  
background noise with social media in general, Twitter is no exception. So 
why should you care what Jim ate for breakfast?

Create Trust

Marketing architectural services is about creating trust. The potential 
to create trust through social media is unparalleled. Familiarity engenders 
trust.  If  you care  about  connecting with  your prospects,  you should be 
willing to engage with them, even when they are talking what they ate for 
breakfast. This kind of "in-the-trenches" networking will pay dividends as 
your prospects begin to understand that you are a real, living, breathing 
human and not a promotional marketing machine. Relationships of trust 
are fostered by listening to your clients and caring about what they have 
to say. 

People are looking to tell their story, and when you listen to their story 
often they will give you permission to tell yours.
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Meta-Twitter

Twitter  is  a  status  update  sharing  service  that  limits  posts  to  140 
characters. This limit is based upon the number of characters allowed in a 
cell  phone  text  message.  Twitter  started  as  a  way  to  send  and  receive 
updates using a standard non-smart mobile phone.

Terms to Know

Tweet: a status update consisting of 140 characters or less.

Follow: A request to connect and receive status updates (tweets) from 
another user.

Username:  A  Twitter  username  is  preceded  by  the  “@”  symbol  (ex: 
@businessofarch)

Mention: A public tweet from another user directed at you. To send a 
mention,  precede  the  tweet  with  the  “@”  symbol  and  their  username. 
Here is an example:

Above, user “turnageb” (Bryant Turnage) sent me “@BusinessofArch” a 
mention. Note: a mention is only visible to you if you follow BOTH of the 
users involved in the conversation. No one else will see the tweet unless  
they specifically visit your profile page.
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Hashtag:  A  word  used  to  denote  the  subject  of  a  tweet.  A  hashtag 
facilitates  searching  Twitter  for  topics  of  interest.  Format:  precede  the 
topic by the "#" symbol. (ex: #architecture will bring up all Tweets with 
this hashtag)

Direct Message: A private message to another user. Precede tweet with 
the  letter  "D".  Example:  D @businessofarch  Hey!  I  enjoy reading  your 
posts! A direct message will only be seen by the person to whom it is sent.

Re-Tweet: Tweeting something received from another user. The Twitter 
web interface and all  Twitter clients make it  easy to retweet.  A retweet 
consists of another user's tweet preceded by RT. Something retweeted by 
you will go to all of your followers.

A Twitter How-to

If  you are  not  already on Twitter  let's  take  a  break and have a  little 
hands-on exercise. 

First, move this Ebook window and put it side-by-side with a browser 
window so you can follow these instructions:

Go to http://www.twitter.com and sign up for Twitter by entering your 
full  name (first  and last),  your email  address,  and a  password.  Hit  the 
"Sign Up" button.

On  the  next  screen  choose  a  Twitter  username.  The  username  is 
preferably your name, but if it is already taken you can choose the name 
of  your  firm  or  another  appropriate  name  that  reflects  your  personal 
brand.  For  branding  sake,  avoid  usernames  that  have  meaningless 
characters (ex: james1998). Also note that Twitter usernames are limted 
to 15 characters. Twitter allows users to change a username at any time,  
as long as the new username is not already taken.

http://businessofarchitecture.com 30

http://businessofarchitecture.com/about/
http://www.twitter.com/


Twitter

After you have confirmed your username and gone to the next screen, 
you will get an introductory tutorial to Twitter. On the final step, be sure 
to link your email contacts to your Twitter account to discover which of 
your contacts are already on Twitter.

Now, to get started off on the right foot, let's do five things:

1. Follow another user
2. Send a Tweet
3. Mention someone on Twitter
4. Send a Direct Message
5. Search for a Hashtag

Follow Someone on Twitter

Navigate to your Twitter "home" screen. In the "Search" box at the top 
of  the  page  type  in  "businessofarch"  (without  the  quotes).  My  twitter 
account will  show up in the right-hand column. If  you are reading this 
ebook you probably already follow me on Twitter, but if not, I would be  
honored to have you follow @businessofarch.  Click the "Follow" link as 
shown below:

The link will change to "Unfollow" and now you are following your first  
user! Congratulations.

Send a Tweet

Now let's send your first Tweet. Click the "Home" link at the top of the 
screen.  In  the  "What's  Happening"  box,  type  "Hello  World!".  Click  the 
"Tweet" button. Presto, your first tweet!
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Mention Someone on Twitter

Now,  let's  send  a  mention.  In  the  "What's  Happening"  box,  type 
"@businessofarch Reading your Ebook, Social Media for Architects right 
now! This book ____ (fill in the blank)". Click the "Tweet" button. Now 
I'll receive your mention and I'll be sure to respond!

Send a Direct Message

If you are new to Twitter you will have to wait on this step because you 
can only send direct messages to people who are following you. This is 
one way Twitter controls  spam. But just so you know, a direct message 
follows this format: "D @username message" (without the quotes). Once I 
receive your follow, I'll follow you back. Then send me a direct message:  
"D @businessofarch [fill in the blank]". Direct messages are private and 
can only be seen by the two parties of the message.

Search for a Hashtag

Last, but not least, let's see what people are saying about architecture.  
On  the  top  of  your  Twitter.com  homescreen  in  the  searchbox,  type 
"#architecture"  (without the quotes).  This will  give you a  list  of  people 
that are talking about architecture. Click on the username of one of the 
results (shown in bold) and an expanded profile view will appear in the  
right-hand column. Click the [follow] button.  Searching for a hashtag is a 
great way to engage in a conversation or find new people to follow. Go 
ahead, give it a try!

A Tip for Twitter Success

What your mother taught you about life, is also true for Twitter. If you 
want to get, you need to give - 'tis more blessed to give than to receive. 
The secret for success on Twitter is sharing. Your most useful tools are re-
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tweeting,  following,  and  mentions.  Reach  out  to  other  users  by  re-
tweeting their tweets that you find useful. Engage in conversations with 
other users on Twitter. Mention those who follow you and thank them for 
doing so. Most importantly, be sincere, and keep it personal.

A good way to 'give back' to users who have engaged with you is to send 
out a '#ff'. This is a hashtag that stands for "Follow Friday". A '#ff' tweet  
contains a list of users that you recommend other people follow. Usually,  
users will reciprocate and include you in their '#ff' tweet. '#ff' tweets are 
also great  ways to  find users  who you can follow.  A sample  '#ff'  tweet 
might  look  like  this:  “#ff  @buildingcontent  @parthenon1  @bobborson 
@bturnage”

So What can Twitter do for Architects?

As  a  business  development  tool,  Twitter  shines.  The  key  to  using 
Twitter  as  a  tool  for  business  development  is  creating  an  effective 
networking strategy. There are two strategies for leveraging Twitter as a 
business development platform: direct and indirect.

With a direct  approach,  Twitter is  leveraged to connect  directly  with 
potential clients. For instance, if you specialize in residential kitchen and 
bath remodels,  connect  with your target  crowd: 40-50 year old women 
from middle to upper-class households. Or, if your target is school design,  
reach  out  to  school  board  members,  administrators,  teachers,  etc.  Use 
Twitter and the other social media tools to strengthen relationships with 
these people.

An  indirect  approach  is  more  subtle,  but  potentially  more  powerful. 
With an indirect approach, reach out to and connect with people who can 
spread your message. Approach Twitter as a networking tool that can help 
connect you with industry leaders, journalists, and people in the media. 
Journalists are constantly looking for a good story. As a valuable part of 
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their network, it will be much easier to find yourself featured on the pages 
of a magazine or as the subject of an internet article. Another benefit of an 
indirect approach is that these people are more likely to be on Twitter.

 Although  Twitter  is  a  great  networking  tool,  its  effectiveness  is  
determined  largely  by  networking  prowess.  As  you  build  relationships 
with other users, they will be more apt to pay attention to what you have 
to say. Remember that listening can pay huge dividends. Above all else, be  
authentic. Nothing on Twitter turns off people more than someone who 
pollutes  the airways with promotional  material  or  by tooting their  own 
horn. 

Summary: the Do's and Don'ts of Twitter:

Do:

Do set aside 10 minutes each day to review your Twitter 
stream and respond to messages and mentions

Do set up email alerts to notify you when users follow, 
message, or mention you.

Do set up your phone to receive tweets from your favorite 
users. This can be done from Twitter.com by activating text 
messages.

Do use an application such as Buffer (BufferApp.com) to 
automatically pre-schedule tweets throughout the day. Note: 
do not 'set it and forget it' with Twitter. Fully automating 
Twitter voids primary purpose of social media: connecting 
with other people.

Do use a desktop application such as TweetDeck or 
HootSuite to send tweets and manage your twitter streams.

Do personally thank your followers 
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Do use a tool to see which tweets are re-tweeted and clicked 
on the most (Such as BufferApp or Pluggio)

Don't:

Don't tweet only about your latest projects or firm news.

Don't set up an automated, canned response message to new 
followers. This suggests that you are not engaging on Twitter 
in a personal manner. Frankly, it is just rude.

Don't just follow anyone. Follow those who relate to your 
field of expertise, especially those who have expressed 
interest in your field. Following 'just anyone' will pollute 
your Twitter stream and make it more difficult to connect 
with other people. Remember, it's about value, not quantity.

Don't delegate the company Twitter account to a low level 
employee. While it is fine to delegate some Twitter tasks to 
employees, Twitter users expect a direct connection to the 
firm owner or principal. To do otherwise suggests you are 
just on Twitter to spread your message, not connect.

Wrap Up

Twitter is one of the hardest social media tools to grok, but one which 
has a lot of unexplored potential to super-charge social media outreach. 
The best way to understand Twitter is to jump on and use it for month.  If 
after  a  month you don't  see  any potential  benefits  to  using Twitter,  go 
your merry way. But at least give it a try!
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Chapter 4 Facebook

One needn't  have seen the movie “The Social Network” to know that 
Facebook is  the  400 pound gorilla  of  social  media.  Launched in  2004, 
Facebook has grown from its humble beginnings as an exclusive collegiate 
social network to a worldwide brand with over 700 million users, making 
founder  Mark  Zuckerberg  the  world's  youngest  billionaire  (at  least  on 
paper).  The  popularity  of  Facebook is  a  good example  of  the  power  of  
social media.
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Facebook for Architects?

Currently,  Facebook  has  the  longest  reach  of  the  social  networks. 
Numbered at over 700 million, the users of  Facebook span all  markets 
and demographics. In other words, no matter what kind of work you do as 
an architect,  your clients and prospects frequent Facebook.  And if  they 
don't their spouses do. 

Many  brush  off  Facebook  with  no  more  than  a  brusque  “psh-aaw”3. 
This attitude benefits architects who are able to see the value in Facebook.  
There is a good reason why Facebook is valued at over $24 billion US.

Because of the sheer number of Facebook users, marketing efforts on 
Facebook have huge potential reach. This makes Facebook a great place to 
reach out and connect with potential prospects who are interested in what 
your firm has to say. Generally speaking, Facebook is useful to heighten 
awareness in a local community about a particular firm or architect.

Like other social media tools, Facebook's power lies in the viral nature 
of the updates that users can post and “Like”.

What It Is

Facebook  is  a  social  sharing  site  where  users  share  links  and 
information.

3 A phrase in the U.S. connoting contempt and disdain.
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Terms to Know

Facebook Page: Your firm's home on Facebook. A Facebook Page is a 
separate entity from a personal Profile.

Profile:  in  contrast  to  a  Facebook  Page  which  is  for  business,  a 
Facebook Profile is the personal account of a user. The Profile is the home 
base  of  the  user  where  they  share  links,  pictures  (goofy  or  not),  and 
connect with friends and relatives.

Friend:  someone  who  you  have  allowed to  connect  to  your  personal 
profile.

Friend Request: The action a user takes to be your friend. The status 
updates of friends will appear in your news feed and your status updates 
will appear in the news feeds of your friends.

Fan:  someone  who  has  connected  to  your  Facebook  Page  (business 
page) by 'liking' your Page.

Like: One way users share links and information with one another. A 
link, story, or website that is 'liked' by one user will be broadcast to all the 
connections of that user. For a Facebook Page (remember a 'Page' is your 
business home, not a personal profile), a user who 'likes' your Page will  
receive all of your future status updates. One goal of your business page is 
to accumulate 'likes' from prospects and clients.

Status  Update:  Another  way  users  share  links  and  information.  The 
status updates of a user will show up on the Timelines of the friends of 
that user.

News Feed: A constantly updating list of stories from people and Pages 
you follow on Facebook.
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Wall (Timeline):  The wall  (timeline) is  your central location to share 
links and stories with your friends.  Your timeline will  show up in your 
friends' (or fans) news feeds.

Privacy Please?

Facebook is an excellent marketing platform suitable for any firm, and 
yet architects have been slow to embrace Facebook. Unfortunately, many 
architects  view  Facebook  as  a  casual,  relaxed  space  not  suitable  for  a  
professional image.  Still others see no real benefit in having a Facebook 
page. To many, it seems like one more thing to worry about that doesn't  
offer much return on investment.

Remember the discussion about permission marketing v.s. interruption 
marketing above? Facebook is the ideal ground to implement a contagious 
permission marketing strategy. Facebook allows firms and architects to 
maintain top of  mind positioning;  to  connect  with people  that  have an 
interest in what you have to say. 

There are many CEOs and decision makers on Facebook. Anyone who 
has tried to connect  with an executive-level  decision maker knows that  
the first step is to circumvent the omnipresent gatekeeper. Facebook gives 
the savvy architect virtual backdoor access to these high-level individuals. 
Don't pass up these opportunities.

Other  architects  are  reluctant  to  dive  into  Facebook  because  of 
perceived privacy issues or the fear of mixing up personal and business 
life.

Let's clear one thing up right here: status updates from your personal 
Profile cannot be viewed by fans of your business Page, and conversely, 
your  business  Page  updates  are  not  broadcast  to  your  personal 
connections (friends).
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In other words, your business connections won't see that embarrassing 
photo  of  you  from  college  that  your  buddy  uploaded.  This  makes  it 
possible  (and  simple)  to  keep  your  personal  life  separate  from  your 
business  life  on  Facebook.  It  also  makes  Facebook  fertile  soil  for  firm 
marketing.

Marketing via Facebook: Organic Promotion and Paid 
Advertising

Marketing an architecture firm via Facebook has two facets. The first is  
organic promotion; the second, paid advertising.

Organic promotion involves setting up and utilizing a Facebook 'Page'.  
A Page is your primary marketing tool on Facebook; it is your firm's home 
on Facebook.

Facebook gives users the ability to create a Facebook Page under one of  
six categories. Of these six, two types of Facebook pages are of interest to 
architects:  a  "Local  Business  or  Place"  page  and  a  "Company, 
Organization or Institution" page.

Facebook Place Pages

Facebook Place Pages are useful for businesses that attract foot traffic. 
A Facebook Place Page gives clients and customers the ability to check in 
with a smart phone or wireless device and let their friends know they are 
visiting  your  place  of  business.  This  allows  them  to  instantly  promote 
your business to all of their friends. Place pages also allow businesses the 
ability  to  offer  special  deals  and  rewards  for  checking  in.  Since  most 
architects  are  not  set  up  to  encourage  foot  traffic,  Place  Pages  have 
limited  usefulness  for  architects.  Place  pages  are  more  suited  to 
consumer-product  oriented  businesses  such  as  retail  shops  and 
restaurants. Nevertheless, Place Pages are not to be entirely discounted as 
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they do offer some intriguing possibilities for the architect who is willing 
to think outside of the box. The category of a business Page is not fixed  
and can always be changed later.

Facebook Company Pages

A Facebook Company Page is the category that suits most firms. This 
Page  will  be  your  firm's  home  on  Facebook.  When  you  create  your 
Facebook page, be sure to upload your company logo or personal picture 
and fill out as much as the biographical information as possible.

Your  goal  with  your  Facebook  Page  will  be  to  get  as  many  targeted 
users as possible to "Like" your Page. The more targeted the better. You 
should ask your business colleagues and contacts to visit and 'Like' your 
Facebook page. This will include real estate agents, contractors, bankers, 
or anyone else whom you might normally network with. Consider putting 
your Facebook URL on your business card, web page, and blog. The more 
avenues you leave open for people to connect,  the more likely they will  
reach out and engage.

Next, make it a goal to interact with the Facebook Pages of these same 
contacts. When you "Like" another user's Facebook Page, often they will 
reciprocate by 'Liking' your page. This will spread your message and work 
to your benefit by helping to get you top of mind position. As you engage 
others with sincere intent, friendships will blossom and your network will  
turn rock solid.

How to Set Up a Facebook Company Page

First, visit  http://www.facebook.com/pages/create.php. On the second 
step of this process it will ask you if you already have a personal Facebook 
profile. A personal profile is not necessary - you can run your Facebook 
Page  just  fine  without  one.  In  fact,  if  you  are  new  to  Facebook  I 
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recommend  foregoing  the  personal  profile  altogether.  You  can  always 
upgrade your account at a later date. At the time of this writing, there is 
no  advantage  to  having  a  personal  profile  on  Facebook  in  terms  of 
managing your business' Facebook page. In fact, if you are worried about 
mixing personal life with business, do not set up a personal profile until 
you are comfortable with how Facebook disseminates your information 
and posts.

Once you have set up your Facebook Page, it is time to get down to the 
business of organic promotion.

Organic Promotion

Organic  promotion  is  the  natural  growth  of  the  fan  base  for  your 
Facebook Page (as opposed to paid advertising). There are many organic 
ways to acquire fans for your Facebook Company Page. Two of the most 
common are including a Facebook "Like" button on your web page and 
blog  and  visiting  the  Facebook  business  Pages  of  your  prospects  and 
clients.  Comment  on  and  "Like"  posts  which  you  find  relevant  and 
interesting.

Organic promotion is the key to a successful  Facebook strategy.  Like 
other  social  media  strategies,  the  key  to  a  successful  Facebook  Page  is  
encouraging dialog and interaction.

Paid Advertising

“I have found [Facebook Ads] SO effective. My 
business wouldn't be anywhere close to where it is today 
if it weren't for Facebook, and the ads campaign.” Chris 
Meyer, President, CM Photographic
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Paid  advertising  on  Facebook  has  the  potential  to  be  a  hidden  gold 
mine for the ambitious architect. The effectiveness of Facebook ads is tied 
to the ability to narrowly target specific demographics. For instance, on  
Facebook one can target women in their thirties who like modern design, 
or men in their 60's who are business owners. The possibilities are limited 
only by imagination. Additionally, Facebook offers the ability to track the 
performance of ads and set specific limits to the amount of money spent 
each day. This can save you from burning through a pile of cash in your 
quest for clients.

Facebook  advertising  is  well  suited  for  architecture  firms  who  have 
mapped out a specific, measurable marketing strategy. One advantage of 
advertising on Facebook is  the ability  to pull  the plug if  the marketing 
campaign is not producing results.

Summary: The Do's and Don'ts of Facebook

Do:

Do set aside 5-10 minutes each day to review your Facebook 
Business Page and respond to comments.

Do set up email alerts to notify you when users "Like" your 
page or leave comments.

Do remember the ditty about Old MacDonald: (E) entertain, 
(I) inspire, (E) educate, (I) inform, and (O) outrage. Posts 
which contain one of these elements will be more likely to 
resonate with and engage your prospects.

Do use an automated application such as BufferApp to 
automatically post information to your Facebook Page. 
Buffer makes it dramatically easier to link to useful websites 
and information as you browse the internet. Visit 
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BufferApp.com for more information.

Do add a Facebook "Like" button and link to your Facebook 
Page on your firm's website.

Do encourage physical check-ins at your business.

Do use Facebook's built in tools to track visits to and 
interactions with your page. Use this information to gain 
insight on what your visitors are reading.

Don't:

Don't restrict your wall posts to information only about your 
firm or latest projects.

Don't be afraid to be too personal or casual on your page. 
Sometimes it pays off to loosen the tie.

Don't forget to interact with other users, especially those 
who Like your page! Follow-up, reach out, and some real 
friendships can be made!

Wrap Up

Facebook allows you to receive updates from friends and acquaintances 
in a central location (your wall). Like other social media tools, Facebook's  
power  lies  in  the  viral  nature  of  the  updates  that  users  can  post  and 
“Like”. If you create great content, it is more likely that it will be shared. 
Facebook is permission marketing at it's  best.  Remember, to effectively 
leverage  Facebook,  concentrate  on  creating  conversations,  not 
monologues!
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Chapter 5 LinkedIn
Factoid: If LinkedIn were a country, it would be the 11 th most 
populous country in the world (between Japan and Mexico).

LinkedIn  proudly  proclaims  itself  to  be  the  “World's  Largest 
Professional Network”. If Facebook is the party, LinkedIn is the industry  
conference.

What It Is

 LinkedIn is a networking site where people form connections based on 
“invitations”. A network grows as one 'connects' with other users.

One  unique  feature  of  LinkedIn  is  the  ability  to  see  'degrees  of 
connection'.  A first  degree connection is  someone you are connected to 
directly,  a  second  degree  connection  means  you  share  a  common 
connection,  and  a  third  degree  means  there  are  two  intermediate 
connections. The ability to see 'degrees of connection' is extremely useful 
for connecting with someone who you want to add to your network. The 
key  is  finding  someone  in  your  primary  network  who  can  provide  an 
introduction. In this way one can expand a network without resorting to 
cold-calling or unsolicited mailings.

LinkedIn leverages the principle of exclusivity. On LinkedIn, users can 
only  send  messages  to  direct  connections.  Also,  LinkedIn  discourages 
users from connecting to people they don't know. In fact, when you invite  
a new connection on LinkedIn, you are offered this disclaimer:
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Connecting to someone on LinkedIn implies that you 
know them well: They'll have access to people you know. 
Others may ask you about them and vice versa. You'll get 
updates on their activity.

LinkedIn lets you invite colleagues, classmates, 
friends and business partners without entering their 
email addresses.

However, recipients can indicate that they don't know 
you. If they do, you'll be asked to enter an email address 
with each future invitation.

In other words, LinkedIn will penalize you if someone replies to your 
invitation with "I  don't  know this person." Don't  go into LinkedIn with 
the idea of trying to connect with the whole world. A small, meaningful 
network is more useful than a large, un-targeted network.

Basic use of LinkedIn is free, but it also offers several paid plans. Start 
with the free service. The paid service offers tools that are useful to the  
dedicated  networker  or  salesperson.  For  the  average architect,  the  free 
account should suffice.

Terms to Know:

Profile: Your personal home on LinkedIn. A profile is a turbo-charged 
resume showing your past and present work experience, education, and 
expertise.

Connect: Add a connection to your network. LinkedIn encourages users 
to only connect to people they know.
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Groups: Groups are places where users can discuss topics that relate to 
a  common theme.  Two types of  Groups  exist-  open Groups  and closed 
Groups. You must be approved by a moderator to join a closed Group. For 
instance, there is a closed group for architects run by Architect magazine.  
Open groups are open to search engine traffic; closed groups are not.

Jobs: LinkedIn is a valuable resource for a job search. On the "Jobs" 
area  of  LinkedIn  you  can  both  post  and  search  for  employment 
opportunities.

L.I.O.N.s:  LinkedIn  Open  Networkers.  LIONs  are  people  who  try  to 
connect to as many people as possible. LinkedIn discourages this type of 
networking as it decreases the potential value of a network and also opens 
up the possibility of spamming.

Answers:  'Answers'  is  a  section of  LinkedIn where  users  can  answer 
questions posted by other users.

Headline:  The  headline  is  the  tag-line  that  follows  your  name  on 
LinkedIn.  This  is  a  great  place  to  differentiate  yourself  by  adding  a 
descriptive and creative by-line.

Get the Most Out of LinkedIn

Your  LinkedIn  Profile:  Setting  up  a  LinkedIn  profile  is 
straightforward.  Try  to  make  your  LinkedIn  profile  as  complete  as 
possible. 

Paid advertising: LinkedIn offers promising possibilities for running 
a  targeted  marketing  campaign.  Whereas  Facebook  has  potential  for 
picking up clients in the residential sector, LinkedIn is a good tool to get 
your message in front of institutional and corporate clients. For instance, 
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an ad could be run targeting the management personnel of local libraries,  
school facility directors, etc. The effectiveness of the marketing campaign 
will rely primarily a targeted marketing strategy.

Claim  your  vanity  URL:  Instead  of  having  your  LinkedIn  profile 
URL be a long string of  random letters and numbers,  personalize your 
URL  to  something  that  represents  your  personal  brand  or  name.  This 
option  can  be  found  under  'Profile'  ->  'Edit  Profile'  ->  Click  'Edit'  by 
'Public Profile'.

Connect to businesses you are courting: Use the search function 
of LinkedIn to search for companies that you are courting. Once you have 
identified  a  company,  look  for  specific  employees  or  leaders  of  that 
company  that  you  can  connect  with.  Having  a  connection  through 
LinkedIn is a great way to preface a warm sales call.

Be  Identifiable:  LinkedIn  gives  users  the  option  to  either  hide  or 
reveal  their  identities  to  the  people  whose  profiles  they  are  browsing.  
Anonymous  browsing  will  not  allow  you  to  see  who  has  viewed  your 
profile. Deactivating anonymous browsing will allow you to see who have 
viewed your profile as well as allowing others to see that you have visited 
their profile.

Use LinkedIn Groups and Answers: LinkedIn Groups are forums 
where  users  with  a  common interest  (i.e.  architects,  real  estate  agents, 
etc.) can discuss topics of mutual interest. Groups are a great way to gain 
insight about a particular target market. Ask thought provoking questions 
that  stimulate  discussion.  LinkedIn  Answers  is  a  section  of  LinkedIn 
where users ask questions that can be answered by any other LinkedIn 
user.  Answering  questions  through  LinkedIn  Answers  can  build  your 
credibility as a thought leader. Browse the Answers section of LinkedIn to 
find questions that relate to your field of expertise.
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Explore Applications: Applications are add-ons that can be used to 
bring  custom  information  to  your  LinkedIn  profile.  For  instance,  I've 
added  a  Wordpress  plug-in  which  shows  small  snippets  from  the 
BusinessofArchitecture blog.  Other applications include integrations for 
Twitter,  a  reading  list  via  Amazon.com,  a  portfolio  display  from 
Behance.com,  and  more.  Find  Applications  under  the  'More'  tab  in 
LinkedIn.

Get Recommendations: A curriculum vitae isn't  complete without 
recommendations.  Solicit  recommendations  from  former  co-workers, 
employers,  and  clients.  Recommendations  are  a  great  form  of  social 
proof.

Claim Your Company Page: A company page may not be much use 
in finding new clients but it can serve as a place for connections to find 
out more about your business and be directed to your web page. Use your 
LinkedIn company page to recruit fresh talent and get out the word about 
your company.

Summary: The Do's and Don'ts of LinkedIn

Do:

Do use LinkedIn to stay connected with people you have 
worked with in the past.

Do consider starting or joining a LinkedIn Group that deals 
with your expertise (school design for instance).

Do set aside time each day (or each week) to respond to 
messages on LinkedIn and contribute to Group discussions.

Do look for and connect with industry leaders in your area of 
expertise. Ask your direct connections for an introduction to 
a decision-maker who is not in your network.
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Don't:

Don't use LinkedIn Groups as a way to promote your 
services or spam thousands of people.

Don't connect with everybody and everyone. Make sure that 
your connections fit into a larger strategy.

Wrap Up

LinkedIn is a great way to connect with business leaders in your target 
market.  Seek  out  decision  makers  using  company  search  and  get 
introduced  through  your  connections.  Schedule  face-to-face,  off-line 
meetings. Use LinkedIn as a way to strengthen your existing, real-world  
network.

Additionally,  paid  advertising can be a  great  way to  target  a  specific 
market. Make sure your profile is up to date.  And as is true with other 
social media tools, consistent use of LinkedIn trumps sporadic dallying.
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Chapter 6 Case Studies
Case Study One: Archop and Spacio Design Studio – Blogging, 
Twitter

“The Business Journal has been contacting me a lot lately for 
information about architecture...Most of this interaction has 

happened because of Twitter. I think this is fantastic. One of [my 
blog's] goals has been to get architecture more regularly and 
accurately featured in local media.” Kiel Famellos-Schmidt, 

Principal at Spacio Design Studio

In our  first  case  study,  we  look  at  how blogging  and Twitter  helped 
intern-architect  Kiel  Famellos-Schmidt  gain  prominence  as  a  local 
architectural thought-leader.

In August  of  2007,  architect  Paul  Halajian AIA and associates Jamie 
Dronyk,  Kiel  Famellos-Schmidt,  and Shaunt Yemenjian were discussing 
some of the obstacles that stand in the way of implementing thoughtful 
design in Fresno, California. Although Fresno is ideally situated close to 
mountains and abundant  agriculture,  Fresno is  a  city  not  unlike  many 
others around the U.S. with an anemic city core. Because architecture is a 
client-driven process, it was concluded that the best way to improve the 
built  environment  of  Fresno is  to  engage the public  with  a  program of 
outreach and education.

The product of this brainstorming session is ArcHop (pronounced "ark 
hop"),  a  local  architectural  news  and  opinion  blog  coupled  with  a 
quarterly  architectural  exhibit.  Kiel  Famellos-Schmidt  took  the  role  of 
curator  and champion for  ArcHop.  While  ArcHop was not  started as  a 

51 http://businessofarchitecture.com

http://www.archop.org/
http://www.spaciodesignstudio.com/
http://businessofarchitecture.com/


Case Studies

marketing tool for any particular firm, it certainly has catapulted curator 
Kiel  Famellos-Schmidt  into  the  position  of  respected  architectural 
thought-leader.

Through a combination of good, old-fashioned networking and a heavy 
dose of  social media, Kiel has grown ArcHop into a blog with thousands 
of followers. In his role as curator, Kiel has successfully used Facebook,  
Twitter, Foursquare and the blogging platform Wordpress to engage with 
people and further the mission of ArcHop. 

For two years, from 2009 to 2010, Kiel posted 1-2 times a week on the 
ArcHop blog. The posts on ArcHop are diverse and span a range of topics 
from building critiques to interviews with local architects and politicians. 
The ArcHop blog was started while Kiel was employed at an architecture 
firm.

In addition to blogging about architecture, Kiel was very active in off-
line networking.  He has become a common fixture at  any event or city 
council meeting dealing with the built environment. When architects and 
urbanists  Moule  &  Polyzoides  came  to  Fresno  to  rewrite  the  zoning 
regulations, Kiel was there blogging about it on ArcHop.

ArcHop has been wildly successful in engaging with the public about 
architecture.  And  as  an  added  benefit,  this  social  media  outreach  has 
heightened Kiel's profile in the local community. So, when things started 
to slow at Kiel's firm in 2009 and he was laid off with colleague Shaunt  
Yemenjian, it seemed a natural fit to branch out on their own. Looking at 
their options, and the lack of work at other firms in the area, Famellos-
Schmidt  and  Yemenjian  decided  to  team  up  and  start  their  own  firm, 
Spacio Design Studio. They pulled in Los Angeles architect Mike Lancy as 
a co-founder.
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The social media outreach that Kiel had done at Archop proved to be 
firm bedrock for the founding of their new firm. Kiel has affirmed that 
some  of  the  work  they  have  gotten  has  been  a  direct  result  of  his 
involvement  in  the  Archop  blog  and  his  use  of  Twitter.  In  addition  to 
finding new work, Kiel has been able to strengthen existing relationships 
through the use of social media.

This story has an interesting side note. In late 2009, former Executive 
Editor of  Architect magazine, Amanda K. Hurley, was looking for a good 
story  about  how  innovative  small  firms  are  coping  with  the  current 
economy.  She  posted  this  request  on  the  Architect magazine  LinkedIn 
group.  I  responded and mentioned  Kiel  and  Shaunt's  story  concerning 
Archop  and  Spacio  Design.  As  a  result  of  their  successful  interview, 
Spacio was given a full spread in the March 2010 issue.

This opportunity can be traced back to Kiel's  successful  use of social 
media tools.
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Case Study Two: Architect Mark English – Grab Your Share of 
the Internet Pie

Architect Mark English managed to grow his practice 
300% during the economic downturn by using blogs and 
social media.

When talking about success using social media, architect Mark English 
starts out mentioning how his firm built their 'dream office' hoping this 
would express their brand and impress clients through the sheer power of 
design. Soon he realized this was an outmoded form of marketing. "We 
don't meet our clients in that office", he states.  "We go the job site, we 
meet them at a restaurant...[and] we use new media"4.

English likes to talk about the differences between old media and new 
media.  Falling  into  the  category  of  'old  media'  are  books,  brochures, 
magazines,  awards,  and "getting published"  by the  printed media.  New 
media are things such as blogs, online magazines, and social media tools.

Mark points out that the 'old media' are guarded by 'gatekeepers' who 
determine  what  gets  published  and  what  does  not.  Often  getting 
published in one of these forms of established media is due to efforts by a  
public relations firm or through personal connections. This is where the 
old adage, 'do good work and the work will come to you' falls flat on its  
face. Exposure, whether it is on the internet or off-line, is the result of a  
focused P.R. campaign.

4 Mark English, Social Media for the Small Architecture Practice,   http://ka-
connect.com/blog/?p=278
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In contrast, new media breaks down walls and allows access past the 
gatekeepers. New media are the Internet and related social media tools.  
Old  media  corporations  are  losing  market  share  to  new media  outlets. 
Here's  how  Mark  English  Architects  has  grabbed  their  share  of  the 
internet pie:

By targeting prominent design blogs

Self-publishing their own blog

Engaging with people through Twitter, Facebook, and 
LinkedIn

Targeting Design Blogs

As can be seen in this snapshot of the Mark English Architects website 
traffic report, 7 of the 10 top traffic referral sources are design blogs.

55 http://businessofarchitecture.com

http://businessofarchitecture.com/


Case Studies

 What does this  tell  us about internet  traffic? It  tells  us that visitors 
(and prospects) are finding Mark English Architects by clicking on a link 
in another design blog. Getting your firm's work posted in a design blog 
on a regular basis can be a great source of traffic for your website.

But what if you're going for local reach? You may be thinking that the 
traffic from popular design blogs will come from people far away who will 
never  be  your  prospects.  This  is  true,  yet  having  links  from  these 
prominent design blogs also gives your firm a much needed boost in local 
search rankings.  Your increased internet  presence will  draw more local 
visitors to your firm's website.

Self Publishing

Here is where the story gets even more interesting. Mark English hired 
a  professional  writer.  This revolutionary move speaks volume about he 
changing  nature  of  the  marketplace.  The  writer,  Rebecca  Firestone, 
manages  the  firm's  blogs:  Green  Compliance  Plus and  The  Architect's 
Take. Each blog serves a distinct purpose. 

On  the  Green  Compliance  Plus  blog,  Firestone  posts  information 
regarding California Energy Compliance. This website is used as a place to 
sell the firm's Title 24 energy compliance services. According to English,  
the firm's Title 24 compliance services is one of the reasons the firm was 
able to grow during the downturn.

English's other blog, The Architect's Take, serves to drive traffic back to 
the firm's website and increase the firm's profile in the design world. The 
Architect's  Take  features  architecture  news,  interviews,  and  opinion 
editorials.  This is another great example of using content to heighten a 
firms visibility and drive traffic back to a firms website. 
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Twitter, Facebook, and LinkedIn

I won't cover much on English's Twitter, Facebook and LinkedIn efforts 
because I have covered each of these services in-depth above. Suffice it to 
say,  the firm uses these valuable resources to drive traffic  to the firm's 
website.

R.I.P. William Randolph Hearst

William  Randolph  Hearst  was  an  American  business  magnate  and 
leading  newspaper  publisher  who  made  his  fortune  by  bringing 
information to the people. Hearst's newspaper and magazine empire was 
built  on the  premise  that  content  attracts  eyes,  and money follows  the 
eyes.  So  what  does  this  have  to  do  with  the  efforts  of  Mark  English 
Architects.

Ironically, this is the strategy that Mark English Architects and other 
Internet bloggers are using to drive the nails into the coffin of traditional 
media. Because of the Internet and social media tools, content production 
and consumption is becoming increasingly decentralized.

What Does This Mean for You?

Now is  the  time to  grab your share  of  the  internet  pie.  As  is  shown 
through  the  experience  of  Mark  English  Architects,  blogs  can  drive 
substantial traffic to a firm's website. This traffic fueled the firms' growth 
during a time when most other firms were downsizing. Two blogs played 
an  essential  part  in  an  overall  business  and  marketing  strategy  that 
included getting featured in online design media, social media outreach, 
and alternative revenue streams. Instead of creating content and waiting 
passively, the firm actively uses social media tools to spread the message.  
For Mark English Architects, the proof of the eating is in the pudding: if  
you build it, they will come.
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Appendix
Additional Resources: Other Social Media Tools and Design 
Blogs

Social Media Tools

Tumblr (http://www.tumblr.com) Blogging platform with a unique viral 
feature:  a  'reblog'  button  which  allows  a  post  to  spread  rapidly  across 
thousands of blogs with a single click.

StumbleUpon (http://www.stumbleupon.com)  A  social  bookmarking 
site  that  lets  users  find  blogs  and  pages  that  align  with  a  particular 
interest. Users can share sites with each other.

Architizer (http://www.architizer.com)  The  Facebook  for  architects. 
Create a portfolio and interact.

Behance (http://www.behance.net)  “The  Creative  Professional 
Platform” A place to create an online portfolio and find work.

Pinterest (http://pinterest.com)  An  online  'pinboard'  where  users 
collect photos and things of interest on the web. Many of these images are 
ideas for the home. A great place to post work and connect with clients 
(currently the major demographic consists of women 20-30 years old).

Archinect.com (http://archinect.com) A forum for architects to connect 
with  the  latest  design  news,  employment  opportunities,  and  forum  to 
discuss architecture-related topics.

http://businessofarchitecture.com 58

http://businessofarchitecture.com/about/
http://archinect.com/
http://pinterest.com/
http://www.behance.net/
http://www.architizer.com/
http://www.stumbleupon.com/
http://www.tumblr.com/


Appendix

Design blogs

Contemporist.com (http://www.contemporist.com) “Contemporist is a 
daily source for architects and interior designers to discover new products 
and projects in the world of contemporary design.”

Houzz.com (http://www.houzz.com)  The  largest  collection  of  interior 
design  and  decorating  ideas  on  the  Internet,  including  kitchen  and 
bathrooms. A great place to post project photos.

TheLennoxx.com (http://www.thelennoxx.com)  Inspiration  for 
interior design and home decoration.

Inhabitat.com (http://inhabitat.com) “Weblog devoted to the future of 
design,  tracking  the  innovations  in  technology,  practices  and materials 
that  are  pushing  architecture  and  home design  towards  a  smarter  and 
more sustainable future.”

Freshome.com (http://freshome.com)  Inspiring  design  ideas  from  a 
great design blog.

Trendir.com (http://trendir.com) The latest home décor products and 
high-end luxury markets.

ArchDaily.com (http://www.archdaily.com)  The  latest  architectural 
news.

Archidose (http://archidose.blogspot.com) A daily dose of architecture.

Bustler.net (http://bustler.net)  Architectural  competition  listings  and 
design inspiration.

PlusMOOD.com (http://plusmood.com)  Architecture,  design,  and 
interiors.
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CoolBoom.net (http://coolboom.net)  Architecture and interior  design 
blog.

The  Architecture  Blog (http://architectureblog.tumblr.com)  Design 
inspiration.

Recommended Reading

Social Media for Architects and Designers, Build LLC (blog post)

The Purpose of Social Media (for architects), by Bob Borson,  Life of An 
Architect (blog post)

31 Days to Build a Better Blog, by Darren Rowse (Ebook)

How to Win Friends and Influence People, Dale Carnegie

The New Rules of  Marketing and PR: How to Use Social  Media,  Blogs,  
News  Releases,  Online  Video,  and  Viral  Marketing  to  Reach  Buyers 
Directly, 2nd Edition, David Meerman Scott

Crush It!:  Why NOW Is the Time to Cash In on Your Passion, by Gary 
Vaynerchuk

The Thank You Economy, by Gary Vaynerchuk
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