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Affordable health

A/E/P and environmental consulting 
fi rm employees are paying lower 
health insurance premiums this 
year, according to ZweigWhite’s 
2014 Policies, Procedures & Benefi ts 
Survey. The study fi nds that both 
the median employee-only and 
employee/family health insurance 
contributions reported by participating 
fi rms decreased in 2014. Employee-
only health insurance contribution 
dropped to $79 a month from $100 
in 2013, after rising from $90 in 2012. 
Meanwhile, the median employee/
family contribution decreased to $400 
this year from $436 in 2013, after 
increasing from $409 in 2012.
– Margot Suydam, Survey Manager
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I am convinced that both the world 
and the A/E/P and environmental 

business are changing at an accelerating 
pace. Th at means you have to change 
your company at a faster pace than ever 
if you don’t want to become obsolete. 
Who wants to be the next “Blockbuster 
Video”? Not me!

Th e problem is that all this change 
creates stress. Not everyone can 
imagine it. Not everyone can do it. Not 
everyone copes well with it. I consider 
myself someone who can take a lot of 
change. Yet, I still cling to my beloved 
BlackBerry. You get the picture. Yet, 
change is necessary. And some day, 
when Blackberry goes belly-up or gets 
sold, I will be forced to change. 

So change is inevitable. We have to 
deal with it. Here are my suggested 
steps for implementing change more 
successfully: 

1) Solicit input. Th e more folks you ask 
for an opinion on what to do next, the 
better off  you may be when it comes 
time to implement change. Everyone 
likes to have their say – especially those 
closest to whatever it is you are going to 
change. If you don’t consult them, you 
run the risk of alienation. When people 
feel alienated, they will work against you. 
Th at includes people inside and outside 

Change, change, change
The business is evolving faster than ever. Here are 
Mark Zweig’s eight steps for implementing change. 

The problem is 
that all this change 

creates stress. 
Not everyone can 

imagine it. Not 
everyone can do 
it. Not everyone 

copes well with it.
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A/E BUSINESS NEWS
COLLABORATIVE SPACE: Prodigy Network announced the launch of Prodigy Design Lab, the 
first crowdsourcing platform dedicated to real estate, architecture, interiors, and urban 
planning. The first competition hosted on the new platform is for the design of the interior 
spaces of Prodigy Network’s newest project, 17John. As the world’s first “Cotel,” a term 
coined by Prodigy Network, 17John will be an innovative hotel designed for the modern 
business traveler where guests can network, share ideas and foster like-minded connections. 

Founded in 2003, Prodigy Network specializes in connecting its international network of 
individual investors with opportunities to participate in institutional grade assets.

In the spirit of collaboration, this community-driven design effort will be hosted online on 
Prodigy Design Lab and will focus on three separate competition categories. Each category 
is focused on a different part of the Cotel experience, including collaborative public spaces, 
guest suites and digital services. The finalist for each category will be determined through 
online voting that will last for two weeks. Winners will be selected by the competition’s jury 
of experts, including Prodigy Network’s CEO and founder, Rodrigo Nino; Piers Fawks, editor-
in-chief and founder of PSFK; Graham Hill, founder and CEO of LifeEdited; and Karim Lakhani, 
Professor of Business Administration at Harvard Business School and director of NASA 
Tournament Lab. 

The Prodigy Design Lab is an international think tank where the crowd can collaborate on the 
ideal travel experience for the highly engaged traveler.

To visit the Prodigy Design Lab and more information on how to participate:  
www.prodigydesignlab.com.

MARK ZWEIG, from page 1
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ULI DESIGN COMPETITION: The Urban Land 
Institute has released the short list of finalist 
teams in the 12th annual ULI Gerald D. 
Hines Student Urban Design Competition. 
The four graduate-level student teams 
– representing Georgia Tech University, 
Harvard University, University of Maryland, 
and the University of Texas, Austin – will 
advance to the final round of competition in 
April. 

This year’s competition tasked 
multidisciplinary student teams with the 
opportunity to propose a development 
vision for Nashville’s Sulphur Dell, which 
was required to be comprehensively 
designed and operated with all the elements 
necessary to promote healthy living for its 
residents. 

The ideas competition is designed to 
simulate an actual urban design and 
development scenario, with certain 
details changed for the purposes of the 
competition. In April, a $50,000 prize 
will be awarded to the winning team; 
and each of the remaining three finalist 
teams will receive $10,000. This year, 163 
teams comprising 815 students from 72 
universities in the United States and Canada 
participated in the first round of competition. 

The competition is based on a hypothetical 
situation in which the site owners, working 
together as the Sulphur Dell Development 
Corporation, have asked for a proposal 
that transforms the historic Sulphur Dell 
neighborhood. 

your company. So ask for their help, 
suggestions, and ideas.

2) Study the input. It’s not good 
enough to just ask. You need to actu-
ally study the input you get. You may 
think you know what to do and are 
asking for input just to placate people. 
If that is your attitude, it will come 
through. You cannot afford that. By 
seeking input you may learn some-
thing and get some new ideas.

3) Use the input when designing 
change. Use the input to formulate 
your changes. Asking and studying 
alone are not sufficient. Showing that 
you listen and incorporate others’ ideas 
(when possible) will make them feel 
better about whatever you are changing 
and help get their support. Everyone 
likes to know they are listened to. 

4) Build support for the change. 
Politick with the top people in the 
firm. Politick with the BOD. Politick 
with clients, subconsultants and sup-
pliers. They want to be consulted and 
they want to be informed. Don’t forget 
them in this process!

5) Reference the input when describ-
ing the change. You have to sell the 
fact that you solicited, studied, and 
are now acting on input that was pro-
vided to you by others, both inside and 
outside of the company. They need to 
know the process you went through. 
Even if they didn’t participate in the 

process, most people feel better to 
know a process has been followed.

6) Make the change. All of the talk 
and input, and meetings and writing 
is a waste of time if you don’t IMPLE-
MENT. Implementing change in an 
A/E or environmental business is hard. 
Everyone is busy with external dead-
lines. We are project-oriented. Immedi-
ate client demands take precedence 
over everything else. Not good. You 
have to be able to spend time on your 
business as well, or you will kill it. No 
time to sharpen the ax because you 
have so much wood to chop!

7) If it backfires, admit it didn’t 
work. Not every change initiative 
turns out well. If you have been driving 
it and it fails, admit it and move on. 
Don’t have so much pride of author-
ship that you cannot say, “I made a 
mistake. This didn’t work. We have to 
abort.” You will enhance your credibil-
ity as a leader both inside and outside 
of the company when you admit a 
mistake.

8) Make a new change. It’s not good 
enough to pull the plug and admit your 
mistake. You have to decide what to do 
next. Start at step 1 again.

Doing these things will make you a 
better change agent! 
 
MARK ZWEIG is the chairman and CEO of 
ZweigWhite. Contact him with questions or 
comments at mzweig@zweigwhite.com.
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It’s wise to tread very 
carefully and avoid doing 
work ahead without a 
retainer, especially with 
new clients.

By LIISA SULLIVAN
Correspondent

How does your company approach 
providing advance services? Do 

you seek a retainer first? And, how 
much is too much?

Taking a stand. Samuel Schwartz, 
CEO, Sam Schwartz Engineering 
(New York, NY), a 125-person interdis-
ciplinary transportation engineering 
and planning firm, says that providing 
advanced services is one of the trickiest 
and most frustrating parts of the A/E 
business.

“When I go to the gro-
cery store or a depart-
ment store, I don’t ne-
gotiate with the sales-
person that I’ll pay 
nothing now, but will 
make payments over 
the next 30 or 60 days. 
Nor do I tell a shop-
keeper that my future 
payment is ‘at risk,’ but 
if they want my future 
business they better let 

me take what I want. However, this is 
exactly the position that consultants 
have allowed themselves to get into,” 
he says. 

The policy at SSE is that for at least 
90 percent of its work, it must have a 
signed executed contract in place. The 
firm also requests a 25- to 33 percent 
retainer up front in order to start work.

“I started out in this business as a very 
nice, trusting guy,” Schwartz says. 
“When someone said, ‘You’ll get a 
signed contract,’ I believed them. When 
they said I’d get paid in a timely man-
ner, I trusted them. When they said the 
extra work will be approved, I had faith 
in them. Yes, most people are honest, 
but I’ve learned that some honest peo-

ple work for dishonorable companies.”

So, Schwartz says that if SSE secures 
a brand new private client, a 25- to 33 
percent retainer is requested. If the 
client says they do not give retainers, 
then SSE managers make a judgment 
call.

“In these tough times, we’ve erred on 
the side of taking the work, but not al-
ways,” Schwartz says.

Schwartz adds that if a client with a 
poor payment history comes in, SSE in-
sists on a retainer of at least 33 percent 
or more. Again, it’s not always accept-
ed, so it comes down to making a call.

“Government clients in the U.S. will al-
most never pay a retainer for the work 
we do,” Schwartz says. “Most times we 
get paid in full from a public client, but 
sometimes they will ask us to do work 
without a contract. They call it ‘at-risk’ 
work, which our insurance company 
frowns upon and at best it means a de-
lay in payment. There’s always the im-
plication that if we don’t do the work, 
we jeopardize the next contract be-
cause we are not a ‘team player.’ At 
worst, you can lose your shirt. My pre-
vious company lost hundreds of thou-
sands of dollars in at-risk work when 
the city project director had a heart at-
tack and was taken off the job. His re-
placement would not honor the work 
done to date. So, until A/E consultants 
collectively take a hard line regarding 
retainers and at-risk work, we will con-
tinue to trip over each other even for 
the most speculative assignments.”

Business development ver-
sus advance services. Miyamo-

to International, a 200-person global 
earthquake and structural engineering 
company based on the West Coast, does 
not usually provide advance services to 
get projects, says Kit Miyamoto, CEO. 
However, Miyamoto meets with clients 
to understand the issues and identify 
potential solutions. 

“We really enjoy this 
phase,” Miyamoto 
says. “Many times, cli-
ents don’t quite fore-
see all the issues. How-
ever, with our exper-
tise and experience, we 
can quickly explain the 
issues and provide so-
lutions. It’s extremely 
critical to see the proj-
ect through your cli-
ents’ eyes. In some cas-

es, solutions are driven though busi-
ness strategies, rather than engineer-
ing.”

So, is this discovery phase considered 
“advance services”? 

“Some people call this business devel-
opment, but I call it the project-formu-
lation phase,” Miyamoto says. “Some-
times we charge for this and other 
times we don’t. For repeat clients, we 
usually don’t. Our goal is to build long-
term strategic relationships with oth-
ers.” 

Take it case by 
case. Keith Smith, 
president, BSA Life-
Structures (Indianap-
olis, IN), a 205-person 
architectural and engi-
neering firm, says that 
they evaluate each op-
portunity on a case-by-
case basis.

“We factor a lot of deci-
sions into this process, 

including our history with the client, 
the project’s scope and the value of the 
services being requested,” he says. “It 
isn’t uncommon in developer-led deals 
to delay payment for architectural ser-
vices until financing is secured for the 
project.” 

P R A C T I C E

Samuel 
Schwartz, CEO, 
Sam Schwartz 
Engineering.

Kit Miyamoto, 
CEO, Miyamoto 
International.

“Until A/E consultants  
collectively take a hard line 
regarding retainers and  
at-risk work, we will  
continue to trip over each 
other even for the most 
speculative assignments.”

Advance services: To be or not to be?

Keith Smith, 
president, BSA 
LifeStructures.
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PRINCIPALS ACADEMY: The Principals 
Academy, a crash course in all aspects of 
managing a professional services firm, is 
coming to several cities.

The program is presented by a team of 
speakers – including ZweigWhite founder 
and CEO Mark Zweig – with extensive 
experience working with and for A/E firms.

They have a clear understanding of what 
it takes to survive, and even thrive, in any 
economy.

The two-day agenda covers six critical 
areas of business management from 
the unique perspectives of architecture, 
engineering and environmental consulting 
firms, and is presented in tutorial and case 
study workshop sessions.

The Principals Academy program also 
includes a case study workshop session 
that will provide an opportunity to practice 
implementing these management 
strategies in a supervised test-case 
scenario.

Upcoming events include March 27 and 
28 in Scottsdale, Ariz., June 12 and 13 
in Pittsburgh, Pa., Oct. 16 and 17 in Los 
Angeles and Nov. 13 and 14 in Miami.

For more information or to register,  
call 800-466-6275 or log on to  
www.zweigwhite.com/seminars/tpa.

BECOMING A BETTER SELLER: Could every 
person in your firm describe your services 
in a succinct and persuasive way that 
demonstrates what sets you apart from 

the competition? It’s not enough to have 
the technical expertise to complete 
projects, you need seller-doers who can 
convey excitement and tailor the message 
for the audience.

That’s why ZweigWhite developed a one-
day program that will help anyone who 
could possibly be involved in selling and 
who wants to be more successful and 
increase their value to their employers – 
design and technical professionals as well 
as marketing and business development 
professionals, principals, managers, 
architects, engineers, planners, scientists, 
surveyors, designers; anyone who wants 
to know more about selling. 

Becoming a Better Seller was specifically 
developed to help design and technical 
professionals become more comfortable 
dealing with clients and promoting the firm 
and your services. 

Seminars will be led by Mark Zweig, 
ZweigWhite CEO and chairman, or Chad 
Clinehens, executive vice president, 
ZweigWhite.

Seminar dates scheduled for 2014 
include March 7 in Dallas, and April 11 in 
Washington, D.C.

Group discounts are available for teams 
of four or more attendees from the same 
firm. Please call 800-466-6275 or log on to  
www.zweigwhite.com/seminars/ 
better_seller for details.

CALENDAR

RESOURCES
M&A SURVEY: With all the changes the A/E 
industry has faced in recent years, more firms 
than ever are including a merger or acquisition 
in their strategic plan. If you think a merger or 
acquisition may be in your future – and even 
if it’s not currently in your firm’s plan – you’ll 
want to see the results in the 2014 Merger & 
Acquisition Survey of Architecture, Engineering, 
Planning & Environmental Consulting Firms. It’s 
the most comprehensive report available on the 
real buying, selling, and merging activity in the 
architecture, engineering, and environmental 
consulting industry today.

Now in its 24th edition, this all-inclusive report 
breaks data down by firm type, discipline, 
market sector, revenue size, region of the firm’s 
headquarters office, staff size, firm growth 
rate, and firm profit. You’ll be able to make 
comparisons between your firm – or one you’re 
looking to buy – and the rest of the industry.

If you’re interested in a merger or a sale, you’ll 
be able to use this data to find out if there’s a 
market for your firm. Find out what types and 
sizes of firms buyers are looking for, and see 
what price you can expect to receive for your 
firm. See if buyers are still buying, or if the 
economy has cooled the market.

If you’re interested in an acquisition, you’ll find 
out how successful other firms’ acquisitions 
have been and what you can expect to see in a 
purchase price. Other acquisition data included 
are the length of time it takes to buy a firm and 
whether firms are using asset or stock purchase 
deal structures to make acquisitions.

If you’ve recently completed a merger or 
acquisition deal, you’ll see how the price you 
paid or the amount you received compares with 
other similar deals and you’ll be able to compare 
other important details such as the degree of 
success or failure of the deal.

The 2014 Merger & Acquisition Survey goes 
beyond benchmarking statistics to provide 
invaluable advice from our experts. It also 
provides descriptions of more than 300 
transactions of AEC firms that have bought, 
merged, or been sold since 2009 – these 
descriptions include firm names, locations, 
staff size, revenues, firm services, and other 
important details to help you gain valuable 
insight into recent M&A activity in the industry.

This is only a sampling of the information 
covered in this report. Information on potential 
acquisition targets, reasons for an acquisition, 
projected firm sale prices, and reasons for a firm 
sale are also included. With the 2014 Merger & 
Acquisition Survey, not only will you see where 
your firm stands in every area of the merger and 
acquisition process, you’ll get the information 
you need to start planning for your firm’s future. 

For more information or to buy a copy, call 800-
466-6275 or log on to www.zweigwhite.com/ 
p-2189-Merger_Acquisition_Survey_2014.

IN BRIEF
ABI RECOVERS: After consecutive months 
of contracting demand for design 
services, there was a modest uptick in the 
Architecture Billings Index. The American 
Institute of Architects reported the January 
ABI score was 50.4, up from a mark of 
48.5 in December.

This score reflects an increase in design 
services (any score above 50 indicates 
an increase in billings). The new projects 
inquiry index was 58.5, down a bit from 
the reading of 59.2 the previous month. 

“There is enough optimism in the 
marketplace that business conditions 
should return to steady growth as the year 
progresses,” said Kermit Baker, AIA chief 
economist. “The suspension of the debt 
ceiling should ease some anxiety around 
projects for the federal government, 
at least for the time being. However, 

private sector spending should lead the 
construction upturn this year, which will 
depend more on employment growth 
and continued improvement in the overall 
economy. 

As a leading economic indicator of 
construction activity, the ABI reflects 
the approximate nine- to 12-month lead 
time between architecture billings and 
construction spending.

Key January ABI highlights:

 ❚ Regional averages: South (53.5), West 
(51.1), Midwest (46.5), Northeast (43.6)

 ❚ Sector index breakdown: multifamily 
residential (51.8), commercial / industrial 
(50.9), mixed practice (48.4), institutional 
(46.5)

 ❚ Project inquiries index: 58.5
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H I S T O R Y

10 years ago
As the economy starts to pick up, competition for qualifi ed 
professionals is heating up among A/E/P fi rms, as recent ar-
ticles in THE ZWEIG LETTER have illustrated.

Th e situation was somewhat diff erent early in 2004.

According to the March 1, 2004 issue of THE ZWEIG LET-
TER (#551), “Just a couple years ago, it was diffi  cult— if not 
impossible— to fi nd a highly skilled architect, engineer, or 
planner to fi ll an opening in an A/E/P or environmental fi rm. 
Generous compensation packages, outlandish perks, and 
signing bonuses were the norm if a fi rm wanted to attract 
the best and brightest. Now, in the aftermath of a weakened 
economy, the tides seemed to have turned as more resumes 
fl oat in for fewer jobs.”

Th at meant an increase in the pool of qualifi ed candidates 
looking for work, not unlike the recent recessionary years.

THE ZWEIG LETTER also ran a series of industry trend ar-
ticles touching subjects such as retirement plans, marketing, 
and the emergence of design-build, among others.

In his editorial, Mark Zweig wrote about the importance of 
fi rst impressions. 

“Whether we are trying to sell the company’s services to pro-
spective clients or sell the opportunity at the company to a 
prospective employee, we need to be conscious of fi rst im-
pressions,” Zweig wrote. 

He continued:

What do fi rst-time visitors see as they pull up to your building? Is 
it easy to fi nd? Is there good signage? Is the parking lot clean? Is 
there peeling paint? Are there decrepit company vehicles parked 
in the side lot? 

What about when you go inside? Is there someone there to greet 
visitors or is there only a bell to ring that no one pays any atten-
tion to? Does the person seem enthusiastic and alive and do they 
enjoy their job or is it the person dispirited, depressed, and de-
spondent? Is the literature on your company well-designed and 
available to take if someone wants it? How is the lighting? Is 
your conference room clean and does the furniture match? 

When you walk through the cubicle areas are they clean? Are 
there a lot of abandoned cubes where people once worked but 
are now being used as junk collectors? How about the offi  ces— 
are they clean and orderly? Are the bulletin boards being main-
tained? Are the coff ee pots being kept clean?

How about the people who deal with clients? Do they speak clear-
ly? Do they dress properly? Do they have confi dence when they 
express their ideas? Do they know how to hold their knives and 
forks? Are their cars clean?

 20 years ago
Th e March 7, 1994 issue of THE ZWEIG LETTER (#50), 
tackled a topic that must consume the average design pro-
fessional. Quality.

How much is too much, the article asks?

“If you’re doing brain surgery, you want 100% quality. If 
you’re building a widget for 10 cents, you obviously don’t 
care quite so much,” J.N. Poole, a principal at CRS Sirrine, 
Inc. (Raleigh, NC), told THE ZWEIG LETTER then. “Th ere 
are a lot of things in between those extremes.”

And so it is. 

Th e article goes on to read: Th e truth is, fi rms cannot aff ord 
to provide unlimited quality on every job— they’d go out of 
business! Make your measure of quality meaningful quality.

Th e conclusion? Before going overboard on quality, ask these 
questions:

1) Will more “quality” add real value for the client or might it ac-
tually cost the client?

2) Is more “quality” necessary to protect the fi rm from profes-
sional liability?

Meanwhile, Mark Zweig shares what everyone wants to 
know: Th e secrets of success.

“IT DRIVES me crazy when people say you can’t make any 
money in the A/E (or architecture, or environmental con-
sulting, or whatever) business— especially when the person 
talking is a fi rm principal,” he wrote.

Here’s some of what Zweig said sets the really successful 
principals apart from the pack:

 ❚ Super-successful principals have a knack for making other 
people like them, both inside and outside of their fi rm. 

 ❚ Successful principals don’t feel the need to do everything 
themselves and are good delegators. 

 ❚ Successful principals are human and they know it. 

 ❚ Successful principals have a good awareness of what’s going on 
in the world, the local community and their client’s business. 

 ❚ Successful principals have the “killer instinct.”

 ❚ Finally, the most successful principals work in successful 
fi rms, ones that are willing to invest. 

Editor’s note: Subscribers can access the articles seen here and all 
other THE ZWEIG LETTER archives simply by navigating to 
www.thezweigletter.com and clicking “browse archives”.  To be able to 
read, subscribers need to enter their username and password. If you 
don’t have a username and password, contact João Ferreira at 
jferreira@zweigwhite.com.



THE ZWEIG LETTER | MARCH 3, 2014, ISSUE 1045

6 © Copyright 2014. ZweigWhite. All rights reserved.

Driving value across the enterprise
In-depth financial reporting creates sound decision making.  
Must-haves for your firm, right now!

William 
Egan

Megan 
Criss 

Articulating financial results  
and metrics transparently  
to management, employees,  
and all stakeholders is key  
to translating company and 
individual actions to specific 
end points.

See WILLIAM EGAN, page 8

Editor’s note: First of a two-part article.

“Cash is king… but profit is the kingdom!” That 
reflective statement soared off the page of a recent 

article and has stuck with me since. Sure, cash is king, 
but how do we dynamically measure and report what 
truly makes up profitability so key stakeholders have the 
confidence to make difficult decisions and drive company 
growth?

At EHS Support, we manage a rapidly growing company 
operating on three continents, with employees located 
in 19 states, crisscrossing seven time zones. To keep 
management well informed, we place a particular emphasis 
on timely reporting financial and operational data using 
both leading and lagging key performance indicators 
(KPIs) to drive more value across the enterprise. Let’s go 
inside and look at the following “must-haves” that are keys 
to success for your firm.

Dynamic financial reporting for  
management:

1) Cash and accrual financial results, with executive 
dashboard. Create a detailed monthly financial package that 
conveys a complete (and accurate) set of full cash and accrual 
financials, including a tab with an executive dashboard that 
displays the pertinent information that management desires, 
including comparisons to prior year, outstanding accounts 
receivable, cash position, per employee profitability, new cli-
ents and projects. Include utilization data for every employee, 
KPIs, and client specific billings and collection data. Show 
which of your costs are discretionary versus fixed, and how 
much do you need to “keep the lights on.” Adding a summary 
of key month-end results in short email format is also a wel-
come touch!

2) Company utilization tracking report. Simply put, this 
report just has to be there. We colloquially refer to this 
one as our “RYG Report,” for its Red-Yellow-Green colorful 
indicators. Tracking staff utilization is vital to keeping them 
busy, properly motivated, and to balance non-billable time of 
billable staff, which is a hidden overhead expense! This report 
dynamically displays full utilization data for every billable 
employee, including month-over-month trends. Here’s the 
cool part: This forward-looking projection calculates what 
target utilization rate each employee would need to achieve 
to reach their year-end goal based on their current utilization 
rate, at the same time providing key data to allow us to then 
help them reach their goal – SCORE!

3) Service line/project profitability and proposal  

tracker. This report displays revenue (cash 
and billings) and profitability for every proj-
ect within our service lines, and can then be 
sliced-n-diced to show how well the service 
lines are performing, also tracking sales by per-
son, and more analytics. The proposal tracker 
allows us to gauge our won/loss results for 
written proposals.

An important component of reporting is to 
track all overhead. Overhead should include 
the cost of operations as well as the portion 
of consultant salaries not attributed to direct 
labor related to projects. This is referred to as 
“hidden” overhead because it is the portion 
of consultant salaries that is non-direct. It 
is important to track consultant utilization 
rates and resultant “hidden” overhead closely 
to minimize such overhead and drive more 
profitability directly to the bottom line. For 
example, if your consultants are 70 percent 
billable, then conversely 30 percent of their 
time (and associated salaries expense) is 
“hidden” overhead, and perhaps your largest 
overhead item, which may not be so obvious 
to recognize when reviewing financial 
statements.
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Brack

Just like there isn’t a good or possible job description 
for a principal, there isn’t one for a project manager. 

Why? First, because project manager is a role, and second, 
because it depends on your firm’s culture and what you 
want and need him to do. When I talk to firms, I always 
ask, “What does a Project Manager do here?”

Most of the time, the responsibilities are very similar 
and fall into categories that anyone stepping into the 
role can get their mind and heart around; or they can’t 
and therefore should reconsider it; or embrace it for the 
opportunity it is. Here they are:

 ❚ The project role. This is the true management of the classic 
pieces of a project – keeping an eye on the scope, schedule, 
and budget and making sure none of them deviate too se-
verely from what we’ve established up front. It also includes 
coordinating the work elements, changes, uncertainties, and 
people – and tying it all together with appropriate amounts of 
clear communication. These are the fundamentals everyone 
associates with project management. 

 ❚ The technical role. In this industry, most architects, engi-
neers, and environmental consultants become project manag-
ers because they’ve shown great talent and skill on the techni-
cal side of design and solid thought in their recommendations. 
No better person to manage the project than someone who 
knows the gory details – even developing those details, writ-
ing the actual report, or doing the actual design. Becoming a 
PM doesn’t mean you will no longer do any of that. Neverthe-
less, most still want some involvement because it’s what they 
love. The PM’s main responsibility is, nevertheless, thorough 
QA/QC. That’s your gig now – make sure it happens! 

 ❚ The business role. Here’s where things might get tricky 
– or become fulfilling. The softer side of managing projects 
includes managing people of various temperaments, perspec-
tives, tenures, and positions. Don’t take for granted just how 
difficult this may be. We have a tendency to assume everyone 
thinks, listens and learns just like we do. This role includes 
keeping the client relationship a strong and happy one – espe-
cially for future work. It includes a smarter sense of profit and 
loss. And, unfortunately, it includes all the general administra-
tive stuff that is very unglamorous but very necessary. 

 ❚ The marketing role. Yes, marketing. It’s not just for the 
people in the office down the hall. Good work, we know, is 
typically rewarded with more good work – or at minimum a 
good reference. But for the project manager, it is also asking 
about the client’s other potential headaches, or thinking about 
them when there may be a gap in projects. It is working with 
the firm’s marketing group as the project wraps up to help 
them do what they do best: showcasing to the outside world 

What does a PM do here?
I receive requests for the ideal job description  
for a project manager. There isn’t one. 

what you do best.  

This is an abridged version of a day in the life 
of a project manager, but you get the idea. 
You already likely do all these things and 
more. For someone just entering the role, or 
thinking about it as a career challenge, this 
compartmentalized version may be more 
helpful than a really broad list of bullet points 
that firms want to look like a job description. 

 
 
CHRISTINE BRACK, PMP, is a principal with 
ZweigWhite who specializes in business planning and 
project management best practices. Contact her at 
cbrack@zweigwhite.com.

For someone just entering  
the role, or thinking about it  
as a career challenge, this  
compartmentalized version  
may be more helpful than a 
really broad list of bullet points 
that firms want to look like  
a job description.
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WILLIAM EGAN, from page 6

Remember, there is low cost for “over working” or correctly 
utilizing billable staff, but tremendously high cost for 
“under working,” or having underutilized billable staff due 
to the overhead impact of salaries expense.

If it moves, track it.

Key Performance Indicators. KPIs allow a compa-
ny to climb inside the numbers and quickly see important 
data points to spark discussion and efficient decision mak-
ing. Although there are literally hundreds of KPI’s you could 
calculate, here are a handful of our favorite KPIs that you 
should convey in your financial package. Track them and 
see how well your firm is doing compared to peer  
companies!

1) Effective Labor Multiplier (net labor revenue/direct raw 
labor dollars). Measures how you are performing. If greater 
that the break-even rate, you are earning a profit. If less, than 
you are losing money. Direct raw labor is the consultant’s ‘un-
burdened’ payroll multiplied by utilization rate. Unburdened 
payroll is gross salary paid, without regards to employer taxes, 
insurance, or retirement benefits.

2) Utilization Rates (Both money-and time-based calcula-
tions). Money based: (direct raw labor dollars / total raw labor 
dollars). Time based: (direct labor hours / total labor hours).
We are in a people business, therefore utilization tracking is a 
must, particularly to overcome the hidden overhead element 
of “non-billable time of billable personnel”!

3) Overhead Rate (Total overhead (includes indirect expenses 
& indirect labor) / direct raw labor). Perhaps most critical of 
all performance factors, and many times hard to pinpoint. The 
lower the overhead rate, the higher the profit margin. Manag-
ing indirect expenses will reduce overhead rate correspond-
ingly. Shoot for under 1.75.

4) Break-Even Rate. Equates to the overhead rate plus each 
person’s hourly salary, represented by the unit of 1.0. If a firm 
has an overhead rate of 1.25 (125 percent), then the break-
even rate for each employee is 2.25 x hourly salary (1.25 + 1.0 
= 2.25). For an hourly salary of $40, the break-even cost would 
be $90 per hour. To develop an hourly billing rate for an em-
ployee, divide the break-even cost by the complement of de-
sired profit margin ($90 / 0.8) = $112.50 (for a profit margin 
of 20 percent).

5) Happiness Quotient (The sum of: Internal net revenue 
growth % + (EBIBT / net revenues). This fun, yet informative 
calculation is the combination of year-over-year growth plus 
profitability. EBIBT is earnings before interest, bonuses, and 
taxes.

6) Days Sales Outstanding (DSO) (Total accounts receivable/
total credit sales) x Number of Days. Measures how effective 

you are at collecting your cash. Strive for as close to 60 days as 
you can. Market average is 81 days.

7) Net Service Revenue per total (and professional) staff. We 
strive to beat the market benchmark for both fast-growth and 
high profit firms.

8) Profit per Head (Burdened to include overhead). Expressed 
in both dollars and as a percentage per head. This interesting 
calculation effectively takes your pre-tax profit number from 
your P&L and breaks it down per person.

Dynamic financial reporting for staff.  
Keeping your staff well informed so they understand how 
they contribute to the bottom line and success of the com-
pany will spur motivation and make them feel ‘connected’ 
to the organization. You may not need to share all the data, 
but the key is conveying the right data. Here are a few  
suggestions:

1) Periodically communicate to each employee via email their 
specific utilization percentage and company ranking. Display 
the numbers in a grid, but also include a narrative so it is com-
municated in both numbers and words, all to eliminate any 
surprises or mystery at year’s end.

2) Quarterly, have a call with your staff to review results for the 
quarter. Is the company marching toward its annual and long-
term plans? Are we on target for the year? Specifically, how 
does each person contribute to the bottom line? Personalize it 
for them. For example, what does a 1 percent drop in company 
utilization rate mean to lost revenue?

3) Annually, send each employee a Total Compensation Report, 
so they can better understand their complete compensa-
tion, including all benefits and reimbursable(s) (i.e. Internet, 
phone), FICA taxes paid on their behalf, and insurance, all so 
they can better understand that their salary is only a portion 
of their total compensation package.

4) If your company has an annual meeting, ensure there is a ses-
sion for a Financial State of the Company presentation.

What might management decision making and future 
planning look like without accurate and timely financial 
reporting? Can your staff stay connected and motivated 
without having a financial conversation to keep them 
informed of company performance and individual 
contributions? Articulating financial results and metrics 
transparently to management, employees, and all 
stakeholders is key to translating company and individual 
actions to specific end points. Those results become the 
basis for guiding decision making and form the logic for 
placing bets and making hard choices to move the company 
forward.

In part two of this article we will examine a “no nonsense,” 
disciplined approach to accounting, reporting, taxes, 
and communication from finance that must permeate 
throughout your company to deliver increased value across 
the total enterprise.  

WILLIAM EGAN, CPA, is CFO for EHS Support. An MBA, he is the 
2009 ‘CFO of the Year’ for Pittsburgh. He can be reached at  
began@ehs-support.com. Megan Criss is senior staff accountant for 
EHS Support. She can be reached at megan.criss@ehs-support.com.

Keeping your staff well informed so they 
understand how they contribute to the 
bottom line and success of the company 
will spur motivation and make them feel 
‘connected’ to the organization. 



Systems are now more 
integrated, easy to use and 
mobile-enabled, allowing 
for a more effective 
recruiting process.

By LIISA SULLIVAN
Correspondent

The adoption of integrated, easy-
to-use HR software has become a 

mission-critical factor in business suc-
cess, according to a Bersin by Deloitte 
research report: Predictions for 2014: 
Building A Strong Talent Pipeline for 
The Global Economic Recovery – Time 
for Innovative and Integrated Talent 
and HR Strategies.

The research finds that vendor solu-
tions are more integrated than ever; 
and solution providers are rushing to 
make their systems easy to use, mo-
bile-enabled, and integrated with core 
HRMS. 

Making it easy for end users. 
The theme for 2014 technology is in-
tegration, ease of use and data. Once 
considered a market of highly innova-
tive software providers, now the mar-
ket is focused on delivering integrated 
end-to-end platforms. 

The 20-year-old applicant tracking sys-
tems market continues to grow as well, 
with many smaller vendors provid-
ing innovative solutions. Solution pro-
viders (e.g., JobVite, Peoplefluent and 
iCIMS) will continue to offer leading re-
cruiting platforms for midsize compa-
nies. Large enterprises are more likely 
to look at Oracle (Taleo), SAP/Success 
Factors, and IBM (KenexaBrassRing). 

Leveraging technology. Su-
san Vitale, chief marketing officer for 
iCIMS, says that as the economy heats 
up, competition for skilled workers in 
the AEC industry is increasing. No lon-
ger are workers staying with a single 
employer for their entire career. In-
stead, the most talented candidates are 

going where the overall 
compensation package 
and work environment 
is the best. Given this 
new reality, AEC com-
panies need to leverage 
progressive technolo-
gies to support their 
recruitment efforts to 
attract and retain top 
talent. 

“Clearly, this effort begins with find-
ing and attracting the best quality 
candidates for your jobs by leveraging 
niche and industry-specific job boards 
and social media environments,” Vi-
tale says. From there, recruiters in AEC 
should deploy a robust applicant track-
ing system (ATS) to properly manage 
and screen the résumés submitted in 
response to the company’s open posi-
tions. 

Given the mobile nature of the AEC 
workforce, recruiters should look for 
solutions that come with a mobile-re-
sponsive career portal. This critical fea-
ture enables candidates to ‘apply on the 
fly’ and even add attachments to their 
application from cloud-based file stor-
age such as Google Docs and Dropbox.”

The best applicant tracking systems 
will be extremely easy for candidates, 
hiring managers, and recruiters alike 
to use and will provide a strong re-
turn on investment to AEC companies 
by speeding applicants into the pipe-
line and automating many of the most 
time-intensive tasks in recruiting. 

Managing and screening job appli-
cants is just a piece of the puzzle. With 

such high turnover, recruiters need to 
be equipped with a pool of talent from 
which they can pull qualified candi-
dates at a moment’s notice.

Talent CRM software allows recruit-
ers to attract and engage passive can-
didates, who may not yet be ready to 
apply for a job, but have an interest in 
the company’s employment brand. Us-
ing a talent CRM, HR professionals can 
automatically send branded commu-
nications to specific talent pools, let-
ting prospective applicants know about 
company happenings and positions 
that are newly available. This function-
ality creates a very positive employ-
ment brand experience, maintains pas-
sive candidate engagement, and ulti-
mately drives further interest in work-
ing with your organization when the 
time is right.

Dewberry (Fairfax, VA), an architec-
ture, engineering, management and 
consulting services firm, has optimized 
its recruiting efforts by deploying the 
iCIMS Talent Platform. By deploying 
iCIMS’ Job Board Posting, Dewber-
ry can now post any open position the 
company has to job boards with just a 
click of a button. 

In addition, Dewberry benefits from 
iCIMS’ parsing feature, which saves 
time by eliminating manual data entry. 
For example, many of the key positions 
within construction, architecture and 
engineering require advanced degrees 
and experience levels, and the iCIMS 
Talent Platform helps to quickly iden-
tify candidates with highly specialized 
skills sets.  

And, robust reporting capabilities 
within the Talent Platform allow the 
HR team at Dewberry to pull mean-
ingful recruitment performance data. 
A monthly report that includes open 
positions, volume of applicants, inter-
view statuses, and more can be gener-
ated with a click of a button. 

“Features like these, coupled with ful-
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See TECHNOLOGY, page 10

Susan Vitale, 
Chief Marketing 
Officer, iCIMS.

“Recruiters should focus 
first on process. Identify 
the goals of the business 
and build a recruitment 
strategy around that.”

HR hiring technology heats up
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ON THE MOVE
FINLEY HIRES: Finley Engineering Group (Tallahassee, FL), a bridge 
design and construction engineering firm, has hired Colby Lindsay as 
comptroller. 

A successful senior financial executive with 15 years of accounting, 
finance and administration experience with a Fortune 500 Company, 
Lindsay is responsible for overseeing all the financial activities at 
FINLEY. 

Prior to joining FINLEY, Lindsay began her career at RTM Restaurant 
Group, which was the largest of Arby’s franchised stores. During 
her tenure there, she received three promotions for exceptional 
performance leading to the senior staff accountant position. Building 
on her achievements, Lindsay became the director of finance and 
administration for Arby’s Foundation, where she was responsible 
for the strategic planning for the organization, including accounting, 
marketing and event management while serving as a member of the 
Arby’s Foundation Leadership Team. She demonstrated a consistent 
track record of hitting or exceeding the operational plan and helped 
grow the endowment fund from $5.2 million to $9.6 million.

HART CROWSER APPOINTS TO BOD: Hart Crowser (Seattle, WA), 
an employee-owned environmental and engineering consulting firm, 
has appointed Tim Blackwood and Ken Wightman to its board of 
directors. 

Blackwood, a principal geotechnical engineer in the firm’s Portland 
office, was the founder of Pacific Geotechnical, which Hart Crowser 
acquired in 2011. During his 20 years of experience, Blackwood’s 
work has focused increasingly on geotechnical hazards, sustainable 
design, and work in the Pacific islands. His appointment reflects the 
company’s commitment to sustainable practices and geographic 
growth.

Wightman is chairman emeritus at David Evans Enterprises Inc.,  

the parent company of David Evans and Associates. Wightman was 
CEO for six of his 27 years there. Wightman excels in long-range 
strategy and management of growth in new market areas, and has 
had resounding success providing guidance and direction through 
changing business conditions. He has also served on hospital, school, 
and business association boards.

SSE HIRES: Sam Schwartz Engineering (New York, NY), a 
130-person interdisciplinary transportation engineering and planning 
firm, announced that Joe Iacobucci has joined the firm as director of 
transit for the firm’s Midwestern offices, based in downtown Chicago. 

Iacobucci has 10 years of experience in the transit field and is 
recognized as a national expert in the planning and design of Bus 
Rapid Transit (BRT). 

Prior to joining SSE, Iacobucci worked at the Chicago Transit 
Authority, where he served as manager of strategic planning and 
policy. He headed all of the agency’s long-range initiatives, including 
implementing the Jeffery Jump (Chicago’s first BRT service), leading 
the Alternatives Analysis and NEPA phases for Gold-Standard Bus 
Rapid Transit on Ashland Avenue, rail in-fill station planning, transit 
oriented development, rail and bus corridor planning, and arts in 
transit. 

He managed the team responsible for project development/NEPA of 
the Red and Purple Line Modernization, Red Line Extension, Climate 
Adaptation, and CTA Public Art Program. 

“Joe’s extensive experience and impressive leadership at CTA 
will further strengthen SSE’s transit practice,” said Sam Schwartz, 
president and CEO. “His work in planning and implementing Bus 
Rapid Transit in Chicago will help us better serve our clients’ multi-
modal transportation needs.” 

TECHNOLOGY, from page 9

ly branded, mobile-responsive career portals and automat-
ed candidate screening tools that makes the application pro-
cess easy-to-use and seamless for both candidates and re-
cruiters is key,” Vitale says. “What once seemed like a pleth-
ora of endless manual processes, is now automated and fast-
er than ever, creating an amazing return on investment for 
AEC business owners. 

Start with a process. Greg Moran, founder and CEO, 
Chequed.com, the leading provider of cloud-based Predic-
tive Talent Selection solutions, says that while HR technol-
ogy can help in several ways, there is a step to take before de-
ploying any technology. 

“Recruiters should focus first on process. Identify the goals 
of the business and build a recruitment strategy around 
that,” he says. “For instance, do you plan to hire a large num-
ber of more entry-level people in 2014 or a small number of 
highly specialized or high-level talent? Once the goal is set, 
the first technologies to look at are automation and selec-
tion.”

In terms of automation, an applicant tracking system that 
streamlines and makes the application and applicant man-
agement process simple for both the candidate and the re-
cruiter is a must. In addition, selection technologies such as 
assessment and online reference-checking can simultane-
ously accelerate time to hire and reduce your chance of mak-

ing any bad hires along the way. 

Identify need. Moran advises that when firms begin to 
explore using HR technology, they must first identify their 
needs and the needs of their candidate base. What do they 
expect from the interaction with your firm? Simple and fast, 
high touch, or a combination of the two? Next, start with 
the most critical piece of the equation based on your busi-
ness goals. 

“If a high volume of candidates are expected due to a large 
number of hires, start by looking at applicant tracking sys-
tems. If quality of hire is the main priority, start with selec-
tion technologies, such as assessment and online reference 
checking,” Moran says.

Chequed has some clients in the AEC industry and Moran 
says that this group often finds itself scrambling to staff 
projects at light speed once they’ve been awarded a contract. 

“Using tools such as ChequedSuite for both automated refer-
ence-checking and online assessments allows talent acquisi-
tion teams to quickly identify candidates who are best suited 
for those newly created positions. Plus, they’re able to make 
significant additions to their passive talent database from 
the references of current candidates,” he says.

So, take your talent pipeline seriously – attracting, develop-
ing, and keeping people will take top priority. This is the year 
to innovate. 



Here’s what four firms are 
doing to make sure they 
get paid on time.

By LIISA SULLIVAN 
Correspondent

When it comes to for collection and 
billing practices, process and dis-

cipline is the name of the game. How-
ever, processes and systems vary wide-
ly by firm. 

Make it part of performance. 
Craig Neslage, executive vice presi-
dent, manager of operations, Cham-
bers Group, Inc. (Santa Ana, CA), a 
100-person environmental consulting 
firm, says that it has an aggressive bill-
ing schedule that senior management 
deems important; therefore, so does 
technical management. 

“Part of a project manager’s perfor-
mance evaluation is their response to 
accounting/billing personnel at the 
time of invoicing, which is after each 
calendar month end,” Neslage says. 

Billing personnel start asking imme-
diately if time sheets, expense reports 
and subcontractor invoices are not ap-
proved by the third working day of the 
new month. Draft invoices with all 
project charges are then sent to project 
managers for approval; they have to be 
back to accounting by the fifth working 
day of the new month. If either of these 
dates are not met, accounting makes 
direct contact with the project manager 
and if approvals are not resolved by the 
following day, either the CFO or COO 
becomes involved. 

The last part of the invoicing process 
is a letter to the client prepared by the 
project manager to accompany the in-

voice. The letter details the accomplish-
ments made during the billing month 
for the charges incurred. The result of 
this process is a complete and accurate 
invoice with a cover letter that goes to 
the client by the seventh work day of 
the new month.

Keep them mov-
ing. Jeff Ihnen, vice 
president, Michaels 
Energy (LaCrosse, 
WI), a 63-person ener-
gy efficiency consult-
ing firm, says that it 
requires employees to 
submit timesheets and 
expense reports timely 
and accurately.

“Invoices are drafted by our accounting 
manager, and then reviewed and ap-
proved by project managers and upper 
management. Project managers han-
dle quality control and the redlines go 
back to the accounting manager for re-
vision and then they are reviewed one 
more time by project managers, signed 
by the president or vice presidents, and 
out they go,” Ihnen says.

“Any status/performance reporting is 
provided by the accounting manager in 
collaboration with the project manag-
ers and management,” Ihnen adds. “The 
accuracy of reporting to related proj-
ects is high priority so we are able to 

bill clients on time and 
accurately. Our general 
deadline for reporting 
is ASAP and the week 
before billing.”

S p r e a d s h e e t s 
help. At KSQ Archi-
tects (Tulsa, OK), a 
70-person planning, 
architecture and inte-
rior design firm, Les-
lie Zimmerman, direc-
tor of operations and 
human resources, says 

that for every new job, a project manag-
er or principal creates a project autho-
rization sheet. This is an Excel spread-
sheet with fields to track project infor-
mation, including estimated construc-
tion cost, schedule, project staff, etc. 

“The information is saved on our serv-
er or emailed to me,” Zimmerman 
says. “We then enter it into our Ajera 
accounting system for future track-
ing. I review it monthly with the proj-
ect manager – either face-to-face or via 
email – as part of our billing cycle and 
make adjustments to our fee, if need-
ed.”

Weekly meetings add incen-
tive. Tom Lenchek, principal, Bal-
ance Associates Architects (Seattle, 
WA), a six-person architecture firm, 
says that since it is a small firm, Bal-
ance uses a program that is located on 
everyone’s desktop, where they can log 
hours daily. 

“At our Monday morning team meet-
ings, we go through each project and 
look at its status in terms of total fee 
and expenses compared to spent fee 
and expenses. The project manager 
and everyone else in the office can get 
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Jeff Ihnen,  
Vice President, 
Michaels Energy. 

Leslie  
Zimmerman, 
Director of  
Operations  
and HR,  
KSQ Architects.

Timely time collection and billing tips

See BILLING, page 12

“The accuracy of reporting 
to related projects is high 
priority so we are able to 
bill clients on time and  
accurately.”

Firms’ average collection period is a median of 73 days. In 2008, the average collection 
period sat at a high of 82 days.

Source: 2013 Financial Performance 
Survey, ZweigWhite, 
www.zweigwhite.com/p-2171-2013-
financial-performance-survey-of-
environmental-consulting-firms.
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TRANSACTIONS
SVT BUYS: STV (New York, NY), a planning, 
engineering, architectural, construction 
management and environmental services 
firm, has acquired GWD, an energy services 
firm based in Denver. 

GWD will become part of STV’s Energy 
Services operations and will do business as 
STV/GWD. 

“With GWD’s record of growth in recent 
years and its broad-based range of services, 
it is the perfect complement to our well-
established energy division,” said Dominick 
Servedio, STV’s executive chairman. 

“We believe STV and GWD are culturally 
aligned, with a focus on serving employees 
and clients first. I am pleased to welcome 
GWD into the STV family.”

Founded in 2002 by Gary and Shauna 
Doven, GWD offers design, engineering, 
procurement, and construction/field services 
to the midstream natural gas processing 
market. It brings an established and highly 
regarded presence in the Rocky Mountain 
region to STV.

“This acquisition is a demonstration of STV’s 
dedication to growing our Energy Services 
Division and being recognized as national 
leaders in this marketplace,” said Milo 
Riverso, STV president and CEO. “Together, 
STV and GWD will be in a position to offer 
our combined client base across the United 
States a broader spectrum of professional 
capabilities.”

GWD’s primary focus has been operating 
in the midstream natural gas sector in the 
Rocky Mountain region. Its talented staff 
members offer strong credentials in process, 
mechanical, electrical, and instrumentation/
programming engineering; construction 
inspection and field services; and project 
management. 

These services have been applied to a vast 
array of projects covering a range of energy 
system and facility types that encompass 
the processing of natural gas and natural 
gas liquids from the extraction point at the 
wellhead to delivery of the finished products 
and the associated water treatment.

Gary Doven has joined STV as a senior 
vice president. Shauna Doven and Jeffery 
Carlson have joined STV as vice presidents. 
Jason Pingenot has become an STV senior 
associate.

“The entire GWD family is excited about this 
opportunity,” Gary Doven said. “By joining 
STV, a firm with a rich history supporting 
a number of world-class projects and vast 
resources throughout North America, STV/
GWD will be able to continue to serve 
our clients with the service they have 
become accustomed to in new and more 
comprehensive ways.”

FIRMS ON THE MOVE
G2 OPENS OFFICE: G2 Consulting Group 
(Troy, MI), an engineering services firm 
specializing in geotechnical, environmental 
and construction engineering services, 
announced that it has opened a new full 
service office in Ann Arbor to work with 
clients in Ann Arbor, Washtenaw County and 
the surrounding area.

G2 has completed several campus 
improvement and infrastructure projects 
at the University of Michigan with its 
Architecture, Engineering and Construction 
Group. G2 also recently completed its work 
on the Arbor Hills shopping center, and is 
providing special inspection / testing services 
to general contractor Neal Construction for 
Dexter Fasteners.

“G2 has been fortunate to have contributed 
to the growth and construction activity in 
Washtenaw County and particularly in Ann 
Arbor in recent years,” said G2 President 
Mark Smolinski,“ and we know we can serve 
our clients even better by locating closer 
to them. Having an Ann Arbor office will 
enable us to participate more fully in this 
community.”

The Ann Arbor office will be managed by 
12-year G2 veteran Jason Stoops, who 
completed both his undergraduate civil and 
environmental engineering degree as well as 
his masters in geotechnical engineering at 
the University of Michigan. The office opens 
with four full-time engineers and a senior 
field technician and will include a full-service 
materials laboratory that can complete soil 
and materials lab work onsite saving clients 
both time and money.

“I’ve been working to get back to Ann Arbor 
since I left in 2001,” Stoops said. “We look 
forward to helping G2 earn an even bigger 
role in the exciting development activities at 
the university and in the broader business 
community.”

G2 has recently experienced strong growth 
and is expecting to report an approximate 20 
percent improvement in its 2013 revenues. 
The company sees significant near-term 

infrastructure investments in Michigan and is 
eager to more closely align with key regional 
markets.

The new office will be housed in the 
Eisenhower Commerce Center at 1595 
Eisenhower Place, Ann Arbor.

MEAD & HUNT OPENS OFFICE: Mead & 
Hunt (Madison, WI), a 500-person planning, 
design, engineering and architecture firm, 
is opening a new office in Raleigh, N.C. The 
office will initially focus on providing highway 
and bridge design services to municipal and 
state clients. The office is located at 127 W. 
Hargett St., Suite 504. 

“It has been at the top of our list of places to 
open a transportation office for many years,” 
said Rick Plymale, vice president of Mead 
& Hunt. “With offices north and south of 
Raleigh, and a strong presence in this market 
– it only makes sense.” 

Mead & Hunt has more than 25 offices, 
including East Coast locations in Lexington 
and Myrtle Beach, S.C., Richmond, Va. and 
Charleston, W.V. Also the company has 
provided transportation services since the 
1940s.

“As a 30-year native to the area, I know 
firsthand all that Raleigh has to offer. The 
new location will expand Mead & Hunt’s 
geographic reach and allow my team to 
provide local services,” said Joel Lee, Raleigh 
office Transportation Department manager. 
“It comes as no surprise that Raleigh is one 
of the fastest growing metropolitan areas 
in the country and we’re glad to be part of 
that growth.” He added that he anticipates 
his local clients will appreciate the expanded 
services available from Mead & Hunt.

“The addition of the Raleigh office team 
is part of our commitment to continued 
expansion.  We are very excited to have 
these top notch employees join Mead & 
Hunt,” said Andy Platz, president of Mead & 
Hunt. “The timing is right to make this move 
into North Carolina, and we are confident 
the new office will complement our thriving 
transportation engineering capabilities.”

a macro view of where their project is 
at,” Lenchek says. 

Everyone in the office has access to the 
data and they can drill down more as 
needed. 

For consultant and other expenses, 
invoices are stamped as they come in 
and given to the project manager. The 
stamp has a place to write the project 
number, whether it is billable or not, 

etc. on it. It then gets scanned and en-
tered into the tracking program.

“In theory, everyone inputs their hours 
on a daily basis,” Lenchek says. 

“At the team meetings, when each proj-
ect is reviewed, it shows its status com-
pared to the previous week. This tends 
to be enough of an incentive for every-
one to have their hours updated for the 
meeting if they have not done it on a 
daily basis.” 

BILLING, from page 11


