


positioning relationships for growth
Water the bamboo: 

Pearl-Grace Pantaleone has over four years in the A/E/C industry, 
previously serving as a marketing coordinator for engineering and 
architectural firms. She is currently the business development and 
marketing manager at Cornerstone General Contractors, where she over-
sees all marketing campaigns and business development efforts. Prior to 
joining the A/E/C industry, she came from a background in journalism 
and broadcast news. Her local Alaska roots have aided in her success, 
receiving a bachelor of arts in journalism and public communications 
from the University of Alaska Anchorage. 

In January 2019, Pantaleone became the ninth person in Alaska to 
receive her Certified Professional Services Marketer (CPSM) designa-
tion, a recognition for having the experience and knowledge to generate 
profitable business in the architectural, engineering and construc-
tion marketplace. She is among a growing number of professionals to 
be certified by the Society for Marketing Professional Services (SMPS), 
which advocates for, educates and connects leaders in the design and 
building industry.

Pantaleone has held various community board positions, including 
serving as the current membership director for the SMPS Alaska 
Chapter, a member of the editorial board for the Associated General 
Contractors of Alaska Contractor magazine, member of the AGC Busi-
ness Development Forum and the volunteer co-chair for the annual 
Anchorage Mayor’s Charity Ball.
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even years of wooing the client(s) before a deal 
is closed. Before you take the president of the 
prospect company out to lunch, you must do 
research. Extensive research. 

Learn the history of the client — how they 
got started, where they want to go, what their 
values are, how do they treat their employees, 
etc. You also want to research to see if they 
will collaborate well with your company and 
will also treat you well. Have they paid their 
bills on time, what do other contractors say 
about them, or what does their strategic plan 
look like? A simple Google search will answer 
many of these questions. 

To get the real answers, you must insert 
yourself where they are, because, let’s face it: 
It’s all about them, NOT you. If the procure-
ment manager sits on the board of direc-
tors for the local chamber, start volunteering 
and serve as a non-voting member to get to 
know her. If the marketing director enjoys 
attending yoga at the Y, buy a yoga mat and 
start to enjoy yoga, too. Be a detective and 
friend, not a salesman. No one wants to do 
business with someone who talks only about 
themselves and throws brochures in your face 
every time you see them. It’s also a great time 
to reach out to the network of people you’ve 

been building. Ask someone who knows 
them for an introduction.

A typical sales process includes 13 stages, 
from the moment a client is aware of your 
services to the client becoming loyal and 
using those services repetitively, which 
can be viewed in detail in the Society of 
Marketing Professional Services’ Mark-
endium: Domain 03, Client and Business  
Development (2016).

Very large construction firms have a dedi-
cated marketing department to manage the 
sales process, to ultimately become the “sole 
source” firm. However, most construction 
firms rely on a single BD professional or on 
their project managers to build relationships, 
typically beginning with a proposal submis-
sion, and mark success when they sign a 
construction contract. Granted, there may 
have been other bamboo farmers watering 
this seed long before you saw the RFP or bid, 
and you missed the ball on what their hot 
buttons were because you did not take the 
time to get to know the client.

THE GROWTH
You joined the local chamber of commerce 

and sat on the membership committee to 

THE MASTERY
“You did it! It’s been a long journey, and 

we finally have a contract. RING THAT 
BELL!” These are the words that the presi-
dent of your small general contracting firm 
said as your office gathers in the conference 
room in honor of signing your first contract 
with a client you’ve been chasing for years. 
Wouldn’t this be nice? Although most Busi-
ness Development (BD) professionals long 
for this, most experience the frustration 
of no immediate return. But BD is all about 
nurturing relationships, connecting people 
and being strategic while being genuine. And 
mastering this takes time — and patience.

Think of it like a timber bamboo. The 
bamboo seed acclimates to its new home 
and then takes two to three years to estab-
lish in that new environment. During the 
first couple of years, the bamboo farmer 
waters it but sees no above ground growth. 
With patience, the third year brings excite-
ment and it can grow 90 feet in 60 days. 
That’s a foot and a half per day! But what was 

the plant doing all those years? 
Taking a deeper look (literally), 
the bamboo farmer will find a 

web of roots, spanning over 100 
yards. The bamboo was busy using the 

resources it was collecting to build a deeply 
connected network to enable exponential 
growth.

THE WATERING
Once a firm has identified which new 

market, client or location it wants to pursue, 
it’s time to do some watering and expand 
those roots. This time is the most critical part 
of securing a new project. The path to landing 
a project can be torturous — taking months, 
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meet the new intern of Hospital X. Fast 
forward two years and you and that intern 
(who is now a project manager) are best 
friends and talk about everything. One day, 
he tells you that the hospital needs a new 
mental health ward due to overcrowding and 
will issue an RFI this fall. You submit your 
proposal because you know what the client 
truly cares about, and you win. Finally. You 
have a construction contract with the client, 
and you didn’t even have to take the president 
out to lunch!

By this time your bamboo has grown a 
few feet. Over the course of the next couple 
of years, you win more projects. Continuing 
the BD effort is essential. Keep in the know of 
their wants, needs and overall satisfaction of 
your services to secure more work.

THE REWARD
You wouldn’t ask someone to marry you 

on the first date, so take the time to learn 
more about the client or project. Invest time, 
money and effort to research the client. To 
become a master BD professional in this 
highly competitive construction world you 
need to become a bamboo farmer because 
patience, persistence and self-discipline 
foster successful and rewarding results. If you 
think that landing a new client is the reward, 
think again. It’s all about maintaining that 
relationship with the current, loyal client 
who pays on time, gives you great testimo-
nials and who shares your experiences. So, 
once you’ve gone through the whole sales 
cycle with the client, don’t stop your BD 
efforts just because you got the project.

Existing clients are an important concen-
tration of the BD/marketing strategy because 
not only can they provide the most income 
for the fewest marketing dollars, they are also 
responsible for the majority of your revenue. 
The Pareto Principle, or the 80/20 Rule, states 
that 80% of your sales come from 20% of the 
clients. So, don’t water new bamboo unless 
you have to — keep watering the bamboo that 
you already have, and make sure it’s happy in 
the environment where it grew.  

This article first appeared in AGC of Ameri-
ca’s Business Development Best Practices and is 
reprinted with permission.

STAGE DEFINITION

1 AWARENESS The client is aware that the design/construction firm exists and 
provides services.

2 KNOWLEDGE
The client learns about the services that the firm provides. The 
knowledge may be general to the A/E/C industry or in some 
cases, specific to the firm.

3 UNDERSTANDING
The client learns about the services in more detail and has 
better awareness of how those services contribute to a 
successful project/product in general.

4 IDENTIFICATION OF PROBLEM 
OR OPPORTUNITY

The client identified a specific problem that must be addressed 
or and opportunity that should be capitalized upon to improve 
their business and enhance their success.

5 REALIZATION OF NEED

The client realizes that they need (or want) outside help to 
solve the problem or seize the opportunity. In some cases, the 
client may request a proposal before grasping the full signifi-
cance of the benefits of involving the specific A/E/C entity. In 
these cases, the client learns about a firm with their submitted 
proposal and the client therefore move through stages 1, 2, and 
3 after, rather than before the realization of need.

6
RECOGNITION THAT A  

POTENTIAL SOLUTION/PLAN 
FOR CAPITALIZATION EXISTS

The client figures out on their own that there are indeed one or 
more solutions to the problem, or potential ways to seize the 
opportunity.

7 ASSOCIATION  
WITH THE ENTITY

The client begins to see the link between hiring the design/
construction firm and achieving their goal.

8 CONSIDERATION The client considers hiring the firm and will probably compare 
multiple entities.

9 PREFERENCE AND 
INCLINATION

The client develops a growing preference for a particular firm 
and becomes inclined to hire that one.

10 COMMITMENT The client commits to hiring that girm and going forward with 
the project.

11 TRANSACTION AND EXCHANGE The client hires the firm and the two entities exchange value via 
a working relationship.

12 GROWTH OF TRUST
Based on the success of the services provided by the firm, the 
client's trust in that firm grows and they consider working with 
them again.

13 REPETITION AND LOYALTY
The process repeats, but at a faster pace. The client moves 
quickly to the hiring process decision in favor of the trusted 
entity and may ultimately choose to use that firm as their "sole 
source" for all future work.

**Society of Marketing Professional Services Markendium, SMPS Body of Knowledge: Domain 03: Client & Business devel-
opment, pages 15-16.**
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