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Today’s economic situation is forcing Architectural, En-
gineering and Construction (AEC) firms to pull out all the
strings to create a competitive advantage in their project
pursuits. After so many years working in the marketing
and business development side of the industry, I am still
amazed at the length of time it takes industry decision-
makers to realize that just because it has always been
done a certain way, does NOT mean it is right today.
Times they are a changin’. It is time to get on the band-
wagon, step up to the plate and create an unfair advan-
tage over the competition.

In an industry whose primary measurement of a “job
well done” is the relationships it develops with the serv-
ices it provides, positioning for that next job is an on-going
process. In a level playing field…it boils down to what you
do to win that next project.

“Successful companies do not abandon their mar-
keting strategies in a recession; they adapt them” –
John Quelch

Two years ago the industry’s biggest challenge was find-
ing qualified staff. Today it is trying to maintain the backlog
necessary to hold onto the staff that they already have.
These hard economic times have taken its toll and left us
with depleted marketing resources, and an increasing de-
mand to respond to new business requests.

Over the past 12 months we have seen the average
number of proposals submitted on a project jump from 8
to more than 25. The average shortlist has gone from
three to four firms to sometimes six to eight and more
firms. Owners are looking for that competitive edge. Do
you have it?

In 2009, as Marketing Director for Turner Construction
Company, I put out more than 64 proposals in a 12-month
period. That equates to just over one proposal a week.
Coupled with the miscellaneous other responsibilities that
the Marketing Director of a large International Construc-
tion Management firm, this has all the ear markings of a
disaster waiting to happen. Would you not agree? What I
am finding since leaving Turner is that this is more the
norm than the exception.
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This economic situation has not only taken its toll on
the number of qualified projects on the market to pur-
sue, it has drained the resources needed to pursue
what projects are out there. It is time to think “outside
the box”. When you find yourself competing against
10 other firms equally matched for one project, what
is going to tip the scale in your favor and get you to
the shortlist table?

As the economic outlook begins to turn around,
now is the time to re-evaluate your benchmarking
measurables. Are they truly portraying a competitive
advantage…or are they merely competing with every
other firm out there on the market?

If you are finding that what was once your com-
petitive advantage within the marketplace is no longer
the case…it is time to rethink your marketing strategy.
Instead of continuing to chase the same projects that
hundreds of others are chasing…pro-
moting the same benefits…why not
take a different approach. Create your
own unfair advantage!

Creating an Unfair Advantage
means thinking outside the box and
creating opportunities that the com-
petition has not explored. “How do I
do that?”…you ask. Rather than
approaching the opportunity from the
standard “What’s in it for me?” or the
“Rah-Rah we are the BEST” avenue,
put yourself into a position outside
the company structure and into the
market environment. 

For instance, my firm DAVNA is
currently working on a program that
was developed to pursue upcoming
AEC opportunities for the 2014 World Cup and 2016
Olympics in Rio de Janeiro, Brazil called “Going for Gold”.
The programming concept was born out of a conversation
over dinner one evening between some colleagues and I
talking about the enormous amount of opportunities getting
ready to break loose. How could we position DAVNA in the
mix?

We decided that rather than reaching out to the normal
“Mega” firms that have historically participated in these In-
ternational environments, we would carve a niche for our-
selves that would create a need and
opportunity. The original concept
grew into a unique partnering pro-
gram designed to provide new op-
portunities for U.S. firms who would
not normally be able to pursue Inter-
national markets. By acting as Inter-
national Business Brokers, we
would be able to act as industry spe-
cific marketing and business devel-
opment liaisons for U.S. firms in the
pursuit of more than $1 trillion in ren-
ovation and Greenfield projects in
South America.

The unique concept in-
volves partnering U.S.
firms with similar Brazilian
firms in a collaborative
arrangement to pursue
various opportunities. By
working through DAVNA
as liaisons, firms are able
to share the initial invest-
ment costs, thus reducing
the costs necessary to
break into a new market.
Brazilian firms who nor-
mally would not be in a po-
sition to pursue these
opportunities would now

be viable participants through strategic partnering. What we
have effectively done is create a position that does not cur-
rently exist locally in the states or in Brazil. We have created
our own Unfair Advantage!

Next time you are knee-deep in proposal efforts for yet
another project that you have not competitive advantage
on…think about how you can create your own Unfair Ad-
vantage.

Danna Olivo is President of DAVNA
Enterprises, LLC a marketing solu-
tions firm dedicated to the Architec-
tural, Engineering and Construction
industry to improve the effectiveness
of their marketing initiatives and

keeping marketing profes-
sionals apprised of new
and upcoming marketing
tools and resources.
www.davna.com.




