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Comprehensive media relations 
campaign is an award-winner.

 GEI Consultants (Woburn, MA) is a 
450-person company that has completed 
over 25,000 projects in the U.S., Canada, 
and more than 20 other countries from 
around the world. As with most firms, 
they’ve benefited greatly from word-of-
mouth advertising. But with stakeholders 
spread far and wide, simply letting their 
work speak for itself wasn’t sufficient for 
spreading the word. GEI sought the power 
of the media.

“This business is built on reputation and 
experience, so highlighting strengths and 
getting the endorsement of clients and 
partners is valuable to our firm and brand. 
Lots of companies do great work, but it’s 
worthless if no one knows about it,” says 
Christopher Stockwell, GEI’s chief market-
ing officer.

The idea
GEI enlisted the service of Rhino Public 

Relations and launched a national media 
relations campaign to increase the firm’s 
visibility in the marketplace. Rhino and 
GEI’s corporate communications team 
developed a program designed to enhance 
the firm’s image as experts in their field, 
while branding them as “a leading national 
provider of consulting engineering and sci-
entific services,” and a “trusted advisor to 
clients.”

“We have embarked on a very objec-
tive, factual-oriented campaign that 
doesn’t boast about our accomplishments, 
but rather highlights projects and teams 
we’re working on innovations, client mile-
stones, technical awards, and company and 
employee advancements,” Stockwell says.

A market analysis 
identified media sources 
focused on GEI’s service 
areas and that of its com-
petitors. This research 
resulted in the creation of 
a media database, which 
includes not only media 
opportunities, but speak-
ing engagements at indus-
try functions as well. A 
ranking system for news 
releases was developed 
based on distribution area 
and a go/no-go process 
was implemented for qual-
ity assurance purposes.

The communications 
program was first piloted 
in 2007 and concentrated 
on the firm’s staff in the 
New England region.

“Engineers are often 
skeptical when it comes to media rela-
tions, but we found that by introducing 
this program to one region first helped us 
to get buy-in and support, which helped 
to solidify and validate the need for the 
program,” says Kelly Cohane, corporate 
marketing manager.

Other GEI offices from around the coun-
try subsequently received “PR 101” training 
to familiarize themselves with the specific 
objectives of the campaign. Staff members 
participated in idea strategy, and were 
given instructions on interviewing, writ-
ing and editing techniques. These sessions 
also helped to ensure that written materials 
maintained a consistent voice across prac-
tice areas and regions.

While Stockwell, Cohane and GEI’s cor-
porate communication team were responsi-
ble for determining the strategic direction, 
the task of producing content and tracking 
results was entrusted to Rhino. The col-
laboration is an ongoing process and has 
proven beneficial.

“We have an elaborate approval process 
and Rhino PR acts as a watchdog, making 
sure that nothing leaves the building with-
out appropriate approvals. Every article, 
every press release, has to be perfect,” 
Stockwell says.

The results
GEI’s stated goal was to annually com-

plete 36 media-related initiatives, a num-
ber that was easily surpassed in 2009, 
when 71 initiatives were completed. Using 
measurements that included number of 
press releases issued, published articles, 
editorial ops, speaking engagements and 
industry awards, last year’s formal media 
campaign enjoyed five-fold growth over 
2007’s efforts, when an informal process 
was still in place. The 2009 campaign also 
resulted in 251 instances of media cover-
age.

In addition to increasing the firm’s vis-
ibility, the campaign has also been recog-
nized with several industry awards. GEI’s 
efforts earned them first place in the media 
relations category of this publication’s 
2010 Marketing Excellence Awards. Rhino 
Public Relations took home a third-place 
Marketing Communications Award at the 
Society of Marketing Professional Services 
national conference this past July and a 
Bell Ringer Award from the Publicity Club 
of New England.

Want to try it?
According to research that was conduct-

ed during the campaign, not many of GEI’s 
competitors have an active media rela-
tions program. With the current recession 
limiting project opportunities, increased 
visibility is essential to competing in the 
market place.

A program of GEI’s magnitude would be 
difficult to implement entirely in-house. 
While there are no shortage of public rela-
tions consultants throughout the country 
ready to take such an assignment, Stockwell 
recommends finding one familiar with the 
needs of A/E firms and the markets they 
serve.

“The program really clicked for us and I 
think it has a lot to do with the fact that our 
media relations consultant understands 
our industry and has engaged with our staff 
on a very deep level,” he says. In addition 
to finding the right consultant, winning the 
hearts and minds of technical staff is also 
imperative. GEI counts the approval earned 
from its technical staff as one measure of 
the program’s success .  

Letting the world know

PORTFOLIO

DETAILS
FIRM SIZE: 450 employees.
MARKETING TACTIC: Media relations 
campaign.
COSTS: In 2009, a budget was set at $92,700, 
with actual expenditures of $85,000.
RESULTS: ZweigWhite Marketing 
Excellence Award (2010), SMPS Marketing 
Communications Awards (2009, 2010), Publicity 
Club of New England Bell Ringer Award (2009).

Christopher 
Stockwell, 
GEI’s chief 
marketing 
officer, and 
Kelly Cohane, 
corporate 
marketing 
manager.
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The Zweig Marketing Letter monthly survey 


What percentage of annual revenue is allocated to marketing?


 
Response 


Percent


Response 


Count


Less than 10% 84.2% 16


Less than 20% 15.8% 3


Less than 30%   0.0% 0


Less than 40%   0.0% 0


Less than 50%   0.0% 0


More than 50%   0.0% 0


Can you explain the criteria used in determining your budget? 


 
7


  answered question 19


  skipped question 0


1. What percentage of annual revenue is allocated to marketing?


Can you explain the criteria used in determining your budget?


1 We develop a hard budget for expenses such as money spent on client
development, confrence expenses, give-aways, printing costs for marketing
pieces, market research costs.  All the other costs are tied to staff time spent on
proposal development.  Most of those costs are not recovered.


Nov 10, 2010 8:09 PM


2 Marketing, proposal development and business development account fo
approximately 10-12% of revenue. This includes salaries.


Nov 10, 2010 8:31 PM


3 A percentage of revenue is allocated to the marketing budget.  We then take that
number and build the budget based on needs for the year while also considering
what was spent on the line item the previous year.


Nov 10, 2010 8:40 PM


4 In this competitive environment we have increased our marketing expenses like
most firms. We use budget "ranges" rather than fixed marketing budgets. We try
to stay within a certain cost to sales ratio percentage to ensure our best return on
investment and higher profit margin per pursuit. As long as we stay within 1-2% of
our overall cost to sales goal and still maintain our profit goals we're not as
concerned with preset budget numbers.


Nov 10, 2010 8:48 PM


5 percent of revenues Nov 10, 2010 11:07 PM


6 Prior year experience. Nov 11, 2010 5:09 AM


7 Based on beating industry standard of about 10% to increase profitability. Nov 11, 2010 3:41 PM
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The Zweig Marketing Letter monthly survey 


Do you allow telecommuting for marketing staff?


 
Response 


Percent


Response 


Count


Yes, for anybody who requests it 


and as long as they can do their job 


remotely.


10.5% 2


We allow staffers to work one day 


or two a week from home in some 


cases.


26.3% 5


Only on very special cases. 36.8% 7


We don't allow telecommuting for 


marketing staff.
26.3% 5


Everybody telecommutes. We 


have a virtual marketing 


department!


  0.0% 0


Please add any additional comments. 


 
4


  answered question 19


  skipped question 0


2. Do you allow telecommuting for marketing staff?


Please add any additional comments.


1 I have one staff member who works one day a week from home. On occassion I
allow others as needed.


Nov 10, 2010 8:31 PM


2 Telecommunting is not allowed for anyone at our company with the exception of
one person that lives over an hour from the office.  She is not marketing staff.


Nov 10, 2010 8:40 PM


3 We have a couple of seller-doers we're beta testing who work out of their homes.
So far the experiment has been positive. We don't forsee adding to it in 2011
however.


Nov 10, 2010 8:48 PM


4 A significant member of our group telecommutes almost 100%. We have a
diverse group of parttimers who contribute via a variety of schedules and contract
arrangements. We feel a flexbile and open organization allows us to ultilize a
broader range of creative talent.


Nov 11, 2010 3:41 PM







