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Fresh from the public sector, I jumped into 
the A/E/C industries when I moved back 
to Southcentral Alaska, where I grew up. 
Readjusting myself and family to the new  
area, I realized I had joined a company in the 
middle of some readjusting of its own.

PDC Engineers had just shifted into a new 
organizational model when I came aboard, and 
refreshed its brand. As marketers in a situation like 
this know, things were about to get very busy.

Due to the newly designed company logo, we 
needed new swag, new templates, new business 
cards, and, of course, new signage.

How does one begin the process of developing  
new signage? There’s a lot to consider and even 
more to plan once the ball gets rolling, but if 
executed correctly, you have a strong chance of 
really making your firm stand out. 

Placement
If you’ve been charged with leading the effort  
to replace existing or install brand new signage,  
you should first determine who on your staff  
and in your building needs to be involved in crucial 
decisions like placement. Consider assembling  
a small internal review team and designating  
the final decision-maker.

The Planning  
and Payoff of  
New Signage

Tips and Tricks To  
Make Your Firm  
Stand Out

By Max Frey

Promotional 
Activity

40 Trade Shows Reimagined 
   

43 The One Social Media Tool 
You Must Master

45 The Planning and Payoff  
of New Signage

Where should you locate your new attention-
grabber? Will it be indoors or outdoors, or do you 
need both? Will it be placed to attract foot traffic  
or closer to a road? How much space do you have  
to work with? Will you need a stand-alone design  
or will the sign affix to your office building? 

The key is visibility. 

In the A/E/C realm, we don’t typically work toward 
steering the public into our firms, but how often have 
you had clients recount your office was hard to find? 
Studies have shown a large percentage of Americans 
fail to find a business because the signage was too 
small or unclear. This issue may seem trivial, but 
when starting a new relationship with a client, you 
want everything about that first experience to be a 
positive one.

To avoid the pitfalls, obtain the necessary building 
diagrams, get out a tape measure, and study the 
plans from the last sign installation to get an idea of 
what type of real estate you have to work with. 
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Do Your Research
It goes without saying that 
you want your new sign 
to shine above the rest. 
A great place to start is a 
simple internet search using 
terms such as, attractive 
signage. Then simply skim 
the resulting images for 
inspiration and save the  
ones that make an impact 
on you. You can also take 
pictures of signs you’ve seen 
and liked and use that as 
inspiration.

Once know what you like, 
trust the experts.

Look online for local sign 
manufacturers/installers or 
ask your building/property 
owner for references. See 
if they have any examples 
in a gallery on their website 
(most do). Then, give them 
your space and design 
considerations and request  
a mock-up.

Gather a few different 
designs to review and take 
them to your sign project’s 
decision-maker or team. 
Discover the leading design 
and focus in on it.

How Much?
Am I putting the cart before 
the horse here? Should we 
have determined the budget 
before seeking mock-ups and 
initial review? In most cases, 
no. Here’s why.

When dining at a new 
restaurant, what makes 
a bigger impact on you: 
descriptions of dishes on 
the menu or images of the 
dishes you may have seen 
online? Most would say it’s 
the imagery that got them 
salivating compared to the 
description.

Treat the budget discussion 
like this: imagery first, then 
talk about price. You know 
your firm and you likely know 
what an acceptable price 
range will be. Attempt to 
work within that range from 
the onset, but be prepared to 
work with the sign company 
to modify your design to the 
price point you need.

Once you settle on a price, 
think about any other costs 
that may come up. These may 
include sign permits for your 
area or electrical hookup costs 
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if your sign will be lit. This is another good 
place to rely on your sign manufacturer/
installer. If they want your business again, 
they will be more than helpful.

Installation
Your sign is fabricated and ready for 
installation, now what? You need to 
communicate.

Early in the process, you should have 
worked with your building/property owner 
to ensure you have permission to install 
the new sign. As a courtesy, it’s wise 
to let them know when the installation 
will be taking place. Likewise, and as 
important, tell your co-workers when 
to expect the work. Be sure installers 
aren’t drilling and otherwise making a 
significant amount of construction noise 
at an important time. Check your office 
calendars ahead of time and mark the 
installation on the master calendar.

Otherwise, step out of the way and let 
the professionals work.

Go With Your Gut
As marketers, we’re hired for our eye for 
design. Deep down, we know what will 
really make our company shine. Rely on 
those gut feelings. Continue to check in 
with others along the way for fresh eyes 
on the project, but ultimately trust your 
marketing instincts. 

Signs are a way to provide round-the-
clock advertising for your firm and, if 
you consider the costs of traditional 
advertising methods, are a bargain for 
what they provide. Take the leap, spend 
the money, and reap the rewards of being 
the firm everyone in your area recognizes 
because of its stellar new sign. n
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