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Firm on the map

PORTFOLIO

EV studio’s electronic
magazine has found success 
through content, technical 
expertise and SEO.

By Dan Naumovich
Correspondent

In 2008,  EVstudio (Denver, CO) was a 
small architectural firm with five employ-
ees who wanted to make a name for them-
selves among the other small architectural 
firms that populate the industry.

“We were looking for a way to stand out 
in that crowded room,” said firm principal 
Sean O’Hara.

They knew that one of the best ways to 
build name recognition is to attract viewers 
to their web site and one of the best ways to 
do that is to regularly update content and 
include lots of links to high-traffic sites. 
Rather than turn to outside web designers 
and SEO experts, 13-employee EVstudio 
adopted a simple platform used by millions 
and millions of online diarists and indepen-
dent pundits. The results, however, have 
been anything but amateur. 

The idea
EVstudio decided to create an online 

magazine simply titled EVstudio using the 
popular WordPress blog software. While 
the staff of EVstudio do share their pro-
fessional perspectives on industry issues, 
their primary goal is to be informative and 
factual.

Content is king and search engines cer-
tainly reward sites that regularly update 
their content, but the magazine’s success 
isn’t attributable simply to a tactical use of 
keywords. A great deal of care is given to 
producing quality articles so the site will be 
seen as a valuable source of expertise.

Everyone in the firm has access to the 
software and is encouraged to contribute 
an article to the magazine every couple 
of weeks. Articles typically cover practical 
aspects of what goes into completing proj-
ects— a structural engineer may discuss 
the pros and cons of different foundation 
systems or an architect might address occu-
pancy codes. 

“We have some that are truly compre-
hensive articles on topics like ADA. Some 
people in the office have sat down and writ-
ten a tome on everything they know on a 
subject,” O’Hara says.

In addition to the original content, they 
also use the magazine to help promote 
industry events. Occasionally someone 
from outside the firm will contribute a 
piece. 

O’Hara acts as site administrator. He also 
edits each article and optimizes keywords 
before it is published. Having a firm prin-
cipal with both the technical and editorial 
expertise to sustain such a marketing effort, 
not to mention the energy, is a key element 
in the magazine’s success.

The results
Before the magazine was launched, a 

person searching for “Denver architect” 
wouldn’t find EVstudio until around the 
50th page of results, a ranking that has dra-
matically improved in the past two years.

“Before you could dig and dig and dig 
and you wouldn’t find it. Now we’re on the 
top of page two, sometimes on page one,” 
O’Hara says.

The firm’s corporate web site, which is 
hosted on a different URL from the maga-
zine, is updated periodically and has some 
automated functions, but it is largely static. 
The difference in traffic between the two 
sites is significant. While the corporate site 
averages around 4,000 hits per month, the 
magazine is at about 29,000 hits.

“We started out with a goal of ‘if we can 
get 100 people a day to look at this, boy 
wouldn’t that be spectacular.’ And now we 
average 1,000 people a day,” he says.

Some of those people looking at the 
magazine went on to become clients. 

“Most of our bigger projects are still 
relationship-based. But we’ve won some 
great clients we never would have met if 
it weren’t for our presence on the web,” 
O’Hara says.

Want to try it
In terms of cost, an online magazine on 

a blogging platform is about as economi-
cal a marketing solution as you’ll find. The 
WordPress software is free and can be host-
ed on a firm’s existing server with a dedi-
cated domain address. EVstudio estimates 
their expenses at about $6 per month.

To reap the full benefits, however, an 
ongoing commitment to updating the site 
with original content is essential. The obvi-
ous downside to such a venture is that it can 
take away from billable time. The upside is 
that it gets the entire firm involved in mar-
keting, which if all goes well, will help build 
a backlog of billable hours. 

For these reasons, O’Hara believes that 
they’ve found a niche in the marketing mix 
that probably isn’t for everyone, but suits 
EVstudio perfectly.

“We think that it will go with us for the 
next how-many years until the blogging 
technology is old and nobody is interested 
in the Internet anymore. Until something 
better comes along,” he says. 

DETAILS
FIRM SIZE: 13 full-time and 10 part-time 
employees
MARKETING TACTIC: Online magazine (blog) 
targeted to clients and industry members.
DISTRIBUTION: Created and administered 
in-house with inexpensive blogging software. 
COSTS: The costs are minimal and expense 
can be measured best in terms of time.
Firm-wide, approximately 5-10 hours per week 
are spent on the magazine.
RESULTS: First place in the New Media 
category in Marketing Now’s 2010 Marketing 
Excellence Awards. As a result of the 
magazine’s success, firm principal Sean O’Hara 
was asked to speak on social media at a 
Society for Marketing Professionals Services 
event.

A screenshot of EVstudio online magazine.
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Marketing Now monthly survey 


What social media tools and web sites are best to use in the AEC industry? 


(Choose all that apply.)


 
Response 


Percent


Response 


Count


Linkedin 75.0% 9


Twitter 41.7% 5


Social networking sites like 


Facebook
33.3% 4


Social sharing sites like YouTube 


and Flickr
41.7% 5


Social news sites like Digg 16.7% 2


Social bookmarking sites like 


Delicious
  0.0% 0


Social events sites like Meetup 8.3% 1


Other 25.0% 3


 Have you found the value you were looking for from these sites? 8


  answered question 12


  skipped question 0


Have you found the value you were looking for from these sites?


1 Yes Oct 7, 2010 1:24 PM


2 No.  It has been difficult to attract attention to the twitter feed. Oct 7, 2010 1:26 PM


3 Kinda of mixed .. and dont think we are using them properly... Oct 7, 2010 2:49 PM


4 yes-linkedin seems to have the best lead source for contacts Oct 7, 2010 3:13 PM


5 yes. Oct 7, 2010 3:22 PM


6 LinkedIn--yes, good tool to find people connections. Also PeopleMaps. 


Facebook, Twitter, etc.--no, our clients are not using social media, and we haven't
been able to attribute any leads to social media.


Oct 7, 2010 6:06 PM


7 These sites help to push the informal "people" side of our projects.  It's an
appropriate media to push awards, tradeshows, cool facts or project milestones.


Oct 7, 2010 7:26 PM


8 None Oct 8, 2010 4:07 PM
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Marketing Now monthly survey 


How much money do firms invest in marketing/promotional materials?


 
Response 


Percent


Response 


Count


Less than $10,000. 16.7% 2


From 10,00 to $30,000. 33.3% 4


From $30,000 to $50,000. 25.0% 3


Over $50,000. 8.3% 1


Over $100,000. 16.7% 2


We don't track this information.   0.0% 0


 Please add any additional comments. 3


  answered question 12


  skipped question 0


Please add any additional comments.


1 better way to answer is % of revenue... firm size is too variable for this to be
relevant.


Oct 7, 2010 3:22 PM


2 We used to spend over $100k which primarily accounted for printed materials, but
everything is electronic now so there are no or very low expenses.


Oct 7, 2010 6:06 PM


3 When considering employee compensation the amout jumps drastically over that
spent on materials (estimated at 25,000.


Oct 8, 2010 4:07 PM








Award winnersAward winnersAward winnersAward winners    


ASCE HONORS ENGEO FOUNDER:ASCE HONORS ENGEO FOUNDER:ASCE HONORS ENGEO FOUNDER:ASCE HONORS ENGEO FOUNDER: Shalom EliahuShalom EliahuShalom EliahuShalom Eliahu, one of ENGEO’sENGEO’sENGEO’sENGEO’s founders has 


received the prestigious Lifetime Achievement Award for 2010 from the American Society 


of Civil Engineers (ASCE) San Francisco Section. 


 


A highly esteemed engineer for over 50 years, Shalom Eliahu has an impressive list of 


project successes, both locally and globally, and has influenced future engineers within his 


company, his community, and immediate family. He is an octogenarian who created a 


successful career, and can be described as practically ageless. When Mr. Eliahu sets his 


mind to accomplish something, he does so with persistence, with a can-do spirit, and with 


consideration for the good of communities. The pioneering projects he has led are still 


safely in place and have positively impacted the communities in which they are situated. 


Further, his innovations have done much to ensure the quality of the civil engineering 


profession. 


 


Since 2000, Mr. Eliahu has been a member of the Regional Water Quality Control Board in 


the San Francisco Bay Region. The Board regulates all discharge in the region and sets the 


policy for water quality standards, and, as a board member, Mr. Eliahu is instrumental in 


helping to protect and enhance the quality of surface water and groundwater in the region.  


Ronald Worth honored:Ronald Worth honored:Ronald Worth honored:Ronald Worth honored: Ronald Worth, CEO of the Society for Marketing Professional 


Services (SMPS), was honored by the Construction Writers Association (CWA) with its 


highest award, the Silver Hard Hat, for his contributions to the industry. The award was 


presented at the Grand Awards Dinner on Oct. 26, during the 2010 CWA Annual 


Conference, Embracing the New Normal, in Chicago. 


Worth has been involved with the design and construction industry for 30 years. As SMPS’ 


CEO since 1999, he oversees the 6,000-member professional society that represents 


principals, business developers, and marketers from leading architectural, engineering, 


and construction companies in the U.S.  


In addition to conducting over 300 seminars and training classes for numerous 


professionals on such topics as preconstruction services, marketing, building industry 


economics, technology in construction, construction writing and economical structural 


design, Worth has written numerous articles for professional trade groups and nonprofit 


associations and has actively participated on many industry committees, forums and 


symposiums for the advancement of the building community. He has also co-authored 


three books: Building Profits through Marketing in the Building Industry (McGraw-Hill), 


A/E/C Marketing Fundamentals (Building News Inc.), and Design-Build Services: A 
Marketing and Business Development Handbook (Building News Inc.).  


Worth’s involvement with CWA goes back almost 20 years. He helped build the 


organization’s membership and influence during the 1990s, holding various offices, 


including president in 1999-2000. He continues to support an entire generation of business 


developers and marketing professionals and is always available to help.  


USGBC announces awardUSGBC announces awardUSGBC announces awardUSGBC announces award: The U.S. Green Building Council (USGBC) announced a new 


award entitled the Mayor Richard M. Daley Legacy Award for Global Leadership in Creating 


Sustainable Cities. The award will be presented to Chicago Mayor Richard Daley at 


USGBC’s annual Greenbuild conference, which will be held Nov. 17-19 in Chicago.     







‘‘USGBC is incredibly honored to be part of Mayor Daley’s legacy as a world leader in 


demonstrating how a nurturing and sustainable city can be the highest service to a 


community,’’ said Roger Platt, senior vice president of Global Policy & Law, USGBC.  ‘‘This 


award is in recognition of the Mayor’s visionary and planet-changing leadership that has 


created the amazing legacy of a green city. We are looking forward to bringing our 


Greenbuild conference back to one of the world’s most sustainable cities.’’ 


Chicago is also a leading green building city in the U.S.------ as one of the first cities to adopt 


LEED for public buildings and home to more LEED-certified green buildings than any other, 


Chicago is truly committed to leadership as a ‘‘next-generation’’ city.   


Mayor Daley has dedicated his time as Mayor to making Chicago one of the most 


environmentally-friendly cities in the nation. His belief is that Chicago’s future is directly 


linked with efforts to be a national leader in protecting and enhancing the nation’s natural 


resources.  







