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Key Points
 Reputation drives success in the AEC Industry where relationships and 

trust are cornerstones to keeping an edge in a competitive and 
cutthroat environment.

 Corporate Branding commands perception (reflecting the company’s 
culture and offers the consumers/ buyers an opportunity to identify 
with a message).

 The AEC industry is, by its nature, intertwined in the community. The 
level of community engagement (or careful management of negative 
attention) can make or break a project award.



“a concept whereby companies integrate
social and environmental concerns in their
business operations and in their interaction
with stakeholders on a voluntary basis. It is
about enterprises deciding to go beyond the
minimum legal requirements and obligations
stemming from collective agreements in order
to address societal needs.”

Forbes Definition of CR



The Four Corners of Corporate Responsibility
Target your Customer!

Volunteerism
Charitable 

Giving

Diversity
Community 
Engagement

Goals:

 Create positive social impact.

 Enhance the firm’s brand, reputation, employee morale 
and/or the bottom line!



Why we CARE about this topic?

 Psychology

 Pride 

 You don’t have to be BIG! 

 You can create a small plan to engage employees: 

 Be a desirable place to work

 Good visibility and trust-building

 Active in the community

 Differentiate yourself as a community-service giver

 Engagement Moment: What matters to you?







Trust, Likability & Rapport

 Corporate Responsibility is a “Likability Factor” for businesses.

 People do business with people and companies they like, know and trust.

 Building trust and rapport: Common ground, Empathy, Authenticity

Lasting influence                  Reputation 

Track record of Character and Capability over time. 

“You can’t build a reputation on what you are going to do.”

-Henry Ford





Time Out: Let’s talk about Millennials

 By 2020, 1/2 of the working population

 “As the most collaborative and inclusive generation to date, these young 
adults expect their place of work to embrace the same idealism and values 
they hold so dear.” Forbes





Corporate Responsibility starts with Self-Awareness

 Establishing Your Desired Outcome: 

 Where do you want to go?

 Who do you want to be? 

 Brand Audit: Where do we stands as a firm? 

 SWOT [Strengths | Weaknesses | Opportunities | Threats]





And they Meet!
Tier 1 – Tier 2 – Tier 3
 Assess your immediate buyer and your sector audience. 

 Tier 1 – Who are your clients and what do they want?

 Tier 2 – Who your clients’ clients are and what they look for?

 Tier 3 – Who do you want to be as a firm? (What are your values? How you 
handle crises? Employee issues? How do you take care of people?)





MARKETING…
Put your words into ACTION!

Outreach Plan: Developing a Plan for: 

 Community Engagement 

 Charitable Giving 

 Branding 

 Public Relations







Marketing Good Vibes!

 Inventory - What are you already doing? Communicate that effectively? How can 
you expand that? (Marketing!)

 AEC is intertwined in the community. To be chosen, you have to be involved in 
the community. Small businesses are usually already doing it. Assess your values. 

 Connect where you believe you should connect (and with whom)!

 Formalize the process and use it as a marketing tool. 

 Communicate your values and how you choose to implement them as you create 
social impact.



CR & MARKETING – a Perfect Union

 Command your brand perception!

 Clients make decisions based on good corporate citizenship!

 People like good people. 
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