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As a reminder, on August 17, 2011, we made a statement at 

the Chapter Annual meeting that our mission this year was, “to 

consistently provide value to our supporters through exceptional 

programming, continuing education and networking events.”

Due to the extensive effort of our Board of Directors and 

their committees, to date we’ve followed through on our 

commitments. January 11th marked our 5th Monthly Program 

where eight owners provided the audience insight into their 

processes, preferences and outlook related to future capital 

investments. It marked the 5th consecutive successful program 

pull together by Kirsten Binder and the Programs Committee – 

substantiated by your evaluations. 

Behind the scenes, Megen Briars and the Communications 

Committee continue to enhance the user experience, our brand 

and sponsor recognition. The experience is set to improve soon 

with the launch of a new chapter web-site. 

Derek Ward has put countless hours into providing the Board 

of Directors with the structure to properly use www.mysmps.org. 

With support from SMPS National, his efforts have created a 

permanent infrastructure to help us manage our local chapter 

for years to come. To increase chapter-wide efficiencies and 

communications, Derek anticipates rolling out the usage of 

www.mysmps.org this quarter. 

It wouldn’t be SMPS Chicago if our efforts resided purely 

with monthly programs and education. This past fall, Derek 

Ward and Betsy LaSalle took on the task of capturing and 

documenting our chapter history. As a result, they discovered 

that 2012 marks the 30th Anniversary of our chapter – thus 

we started planning a celebration to commemorate the 

achievement. April 5th has been confirmed as the date of our 

30th Anniversary Celebration. Details about attending and 

supporting this event will be launched soon by our Co-Event 

Chairs, Nolah Nasser and Joe Cushing.

I’d be remiss if I didn’t mention the outstanding effort of Leann 

Dockins for securing 18-annual sponsors for 2012. Her efforts 

combined with our Treasurer Guru, Megan Muter, have put 

our chapter in a strong financial position. 

The accomplishments above combined with the day-to-day 

efforts of Amanda Rackow and the Membership Committee 

are helping reinvigorate this chapter. 

But we cannot be satisfied and either should you. Talk to us 

about how we can continue to ensure quality experiences in 

exchange for your time and investment. I will challenge you to 

participate – this chapter is only as strong as our members and 

supporters. Don’t know how to participate – ask me – I’ll listen 

then steer you in the direction that hopefully provides you the 

most value.

Until we talk – dates to remember – visit www.smps-chi.org for 

me details.

•	SMPS	Chicago	Monthly	Programs	 -	2nd Wednesday of the 

Month (February – May)

•	Half-Day	Seminar	-	Getting	the	Answers	BEFORE	You	Survey:									

Top Need-to-Know Tips, 03/21/12

•	SMPS	Chicago	–	30th Anniversary Celebration, 04/05/12

•	SMPS	 Midwest	 Regional	 Conference	 in	 Cleveland,	 OH,	

04/25/12 - 04/27/2012

 

We have a phenomenal board of directors to serve our 

members and supporters. If you ever want to comment on the 

“taste of our Kool-Aid” or recommend a “different flavor”, 

please	 feel	 free	 to	 contact	 any	 board	 member	 http://www.

smps-chi.org/bod.html or me at 312-266-4700 or mrebro@

pepperconstruction.com. Thank you for supporting SMPS 

Chicago!         

SMPS’s Mission is to Advocate For, Educate and Connect Leaders in the Building Industry

letter from PresIdent: Mid-Year, Sip of Cool Aid (Hot Cocoa?)

Matt Rebro



SMPS ChiCagonew smPs members and uPdates

Welcome new 2011-2012 smPs Chicago Chapter members!
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Featured in this Issue:
athena metaxas
Assistant Director of Marketing

To become better acquainted with 

our newest members, each issue 

of the SMPS Newsletter features a 

question and answer session with a 

professional in the A/E/C industry.

sPotlIGHt: NEW MEMBER

sPotlIGHt: NEW MEMBER
FAtiMAH	AYYEH
Marketing Coordinator
Infrastructure Engineering

JOHn	P.	BuRtOn
President
Echo Design Group

BRIDGET C. FANTA
Adminstrative Marketing Assistant
Project Management Advisors, Inc.

ERIN FIEGEL
Marketing Coordinator
Mortenson Construction

SHEllEY	FinniGAn
Business Development Coordinator
Thorton Tomasetti

JAYME	GAtElY
Marketing Manager
Skidmore	Owings	and	Merrill

STEPHANIE HUNT
Senior Marketing Coordinator
Loebl Schlossman & Hackl

tiM	inGOliA
Vice President
Huen

DAwn	JOnES
Marketing Coordinator
Hitchcock Design Group

AlliSOn	E.	lAMPARiEllO
Business Development Coordinator
Parsons Corporation
 
MINDI A. McCRELESS
Business Administrator
Altusworks Inc.

JAMES McDOnOuGH, AIA LEED AP

Director of Business Development
IHC Construction Companies LLC

ATHENA METAxAS
Assistant Director of Marketing
w.E.	O’neil	Construction

DOn	MinnER
Corporate Communications and
Marketing Manager
Wiss Janney Elstner Associates Inc.

niCHOlAS	O’HARE
Director of Marketing
StructureTec Group

PAULA PRATT
Director of Business Development
BLDD Architects

BEN RUBACH
Operations	Manager
dbHMS

JENNIFER STEWARD
Creative Supervisor
RJA Group

lESliE	tAYlOR
Regional Marketing Leader  
Gensler

NATHANIEL M. WELSH
National Proposal Specialist
Greeley and Hansen

JACki	wilSOn
Senior Account Manager
Echo Design Group

RACHEl	YAS
Marketing Coordinator
dbHMS Engineering
 

Coming Soon! To better serve our members, SMPS Chicago

will be launching a new website as 

well as a MySMPS.org account! 

Details coming soon.

How did you get your start in the a/e/C industry?   

I have only been in the industry for 10 months. I was looking 

for an industry change and to begin a new chapter in my 

life (had previously worked in the international logistics/

supply chain industry for 12 years), but wanted to remain 

in the field of marketing. I was looking to work in an 

industry that was fast-paced, exciting, challenging, and 

that provided new and interesting career and business 

opportunities, and here I am!

Please describe your current role and the tasks 

you undertake at w.e. o’neil. I am the Assistant 

Director of Marketing. Current role includes, but is not 

limited to, strategic planning; marketing analysis and 

research; sales/business development; design and 

development of all collateral material, presentations and 

communication pieces; coordination, development and 

response to all RFQ’s/RFP’s; public relations including 

company newsletter, advertising, award submittals, 

coordination of events/conference exhibits, arrangement 

of all photography, and development/maintenance of 

company website (Chicago section); networking/event 

attendance.

four people in history you’d most like to have 

dinner with? Jesus, King Tutankhamun, Antoni Gaudi, 

Pablo Picasso (quite the mix???)

what’s been the highlight of your professional 
career thus far? Being part of a national marketing 
branding team for an internally renowned shipping 
company

Have you ever met a famous person? If you 
consider Brian Dennehy famous (the cop who harassed 
Sylvester Stallone in Rambo Part I). Met him at The Kingston 
Mines and got his autograph (hey, he was famous back 
in the day!) Also, walked onto the set of Payback when it 
was filmed in Chicago and almost ran straight into Mel 
Gibson as he was coming out of his trailer.

what are your primary career goals? do you 
see ways that smPs can help you reach these 
goals? To become Director of Marketing Extraordinaire 
at	 w.E.	 O’neil	 Construction,	 of	 course!	 J	 SMPS	 has	
definitely been instrumental in strengthening my knowledge 
of the A/E/C industry. Through educational programs, 
publications, networking opportunities, and national 
conferences, I have learned to “think outside the box” 
when marketing my firm’s services. The camaraderie that 
SMPS has is one to be proud of and boasts highly of the 
quality and character of people that are members of this 
organization. SMPS has helped present new goals and 
challenges, new business, and educational opportunities. 
I believe it is essential, as it is the most powerful marketing 
network in our industry!

what is your favorite way to spend a day off? 
When I have a day off, I usually spend it at the gym, or 
out and about with my 2.5 year old god daughter, or lying 
on	my	sofa	doing	Sudoku	 for	hours.	Otherwise,	when	 i	
have multiple “days” off, my passion is travelling. Have 
been all throughout Europe and the Caribbean, parts of 
Middle East as well as South America. Hope to continue 
exploring that passion in 2012 and beyond …. 



What do you think of when you see Nike? Starbucks? Sony? How about companies in the B2B space, such as 
UPS? Google? These examples are names you know, but branding is definitely not name recognition. When you 
were reading the names above, what was the sum of all the thoughts and feelings you associated with them? 

THAT’S THE BRAND.
- A brand is an idea. It is tied to emotions, experiences and human needs. And it is something that you build in your own mind—it 
cannot be built for you.

- So if the customer builds the brand, what good is marketing? Well, even though the brand can’t be directly handed to customers, 
marketing can guide and influence its development. In fact, doing so is essential. 

- Your company doesn’t have to be a global powerhouse in order to build a brand. And no, your company does not have to have 
a “consumer products” focus. Brands are valuable—even critical—for companies in all industries.

- However, brand building is very complicated. There’s no formula or step-by-step procedure. And you can’t force  it—it has to 
“happen.” There are, however, some guidelines that Pepper Group recommends in order to help maximize the growth of your 
brand.
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FEATURE ARTICLE: THE PEPPER GROUPSMPS CHICAGO

BUILDING
a Brand

By The Pepper Group

3. MAKE IT A WAY OF LIFE
Influencing a brand goes far beyond what’s typically considered marketing. A brand is the sum total of everything, positive and 
negative, that the customer associates with it. It’s the direct experience with the product or service, the people representing 
that brand and every single touch point. It’s also an experience with the distributor, a post on a blog, a friend’s perception, 
an impression of the website, a recent article, a shipping delay, a problem resolved and all the emotions that customers have 
connected to that brand.

1. KNOW WHO YOU ARE AND BE CONSISTANT 
This is the foundation. The best brands are differentiated in the market. They have a clear positioning, strong key messages, a 
great graphic identity and a definite overall “style.” All of this forms a brand’s core essence. For example, Starbucks’ essence, 
according to Scott Bedbury, their former SVP of Marketing, is Rewarding Everyday Moments. Notice that it does not mention 
coffee, beans or baristas. It represents the “idea” that Starbucks wants its brand to be. The essence of a brand has to be 
communicated consistently, clearly and creatively—a process commonly called Integrated Marketing.  

2. BACK IT UP WITH REALITY
The coolest description of essence, the best logo, and the most creative marketing are a total waste of time if it’s all just empty 
hype. There has to be solid performance within the business to build a brand. The brand has to deliver a positive experience. 
The reality of the brand must reinforce the idea that is at its core. Consider UPS. Do they back up your ideas about them with 
performance? You bet they do. If they didn’t, what would their branding efforts be worth?

New Members
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By The Pepper Group

UPCOMING EVENTS:  2012

UPCOMING EVENTS

FEBRUARY LUNCHEON: 2.08
Real Estate Forcast:
Retail, Hospitality, + Development
When: Wednesday, February 08, 2012
Time: 11:30 a.m. - 1:30 p.m.
Where: The East Bank Club

REMEMBER:
You must pay attention to everything and take responsibility for 

ensuring that the brand is always presented in the best manner 

possible. You must also work with employees so they not only 

understand the brand but also live it and hold deep, positive 

feelings about it themselves. 

Research proves that stronger, better brands mean more sales, 

better profits and a more valuable company overall. While it may 

seem daunting, builder a brand brings incredible returns. Just ask 

Starbucks, UPS and Google.

4.05 SMPS Members, it’s confirmed!
SMPS Chicago 30th 
Anniversary Celebration
“Where Were You in ’82?”
When:  Thursday, April 05, 2012
Where: Park Grill (11 N. Michigan Avenue)

3.14
P3 - Public Private Partnership
When:  Wednesday, March 14, 2012
Time: 11:30a.m. - 1:30 p.m.
Where: The East Bank Club

MARCH LUNCHEON: 

4.11
The Centennial Vision:
The Metropolitan Pier + Expositian 
Authority of Navy Pier
When:  Wednesday, April 11, 2012
Time: 11:30a.m. - 1:30 p.m.
Where: The East Bank Club
            

APRIL LUNCHEON: 



Tell us about your company and what you do.
Bulley & Andrews is a full-service 
construction company offering general 
contracting, design/build and construction 
management services. We are family-owned 
and operated so there is an added level of 
pride surrounding the work we perform. My 
role as Marketing Director is a balance

between marketing and business development. Fortunately, given the 
relationship-oriented nature of our business, this is a real positive as I 
get to be involved with the work we pursue and complete on a lot of 

levels.

What is the biggest challenge you are facing in your position right now? 

This is an easy one. My biggest challenge is trying to stay current 

with what’s happening in all the building markets we serve. B&A 

specializes in healthcare, education, institutional, hospitality, high-end 

residential, private clubs, corporate interiors, masonry restoration and 

concrete restoration work. As a result, it’s daunting to stay current 

on new opportunities and future plans. Fortunately, our staff, senior 

management in particular, has become proactive about being the 

eyes and ears to the organization. We’ve cultivated a solid foundation 

for helping our staff understand we are all responsible for marketing 

so there is a real team effort in place.

What has your involvement in SMPS Chicago been? When did you 
first become a member, a sponsor, on a committee/the board?  
I became a member nearly 15 years ago. I was new to the industry 
which, at the time, felt like learning another language since I didn’t 
have a technical background. I remember praying that I’d see Leann 
Dockins, Marc Deneau, or Vince Vici at a meeting – an ever friendly 
cast of characters that made it easier to integrate within the group.  
In short order, I found the membership welcoming and easy to get to 
know. I distinctly remember being impressed with the level of respect 
competitors had for one another, how confidences were kept and the 
genuine sense that people wanted to help one another succeed in 
their respect roles. I joined the Professional Development committee 6 
years ago and haven’t left. Getting more vested in the organization has 
given me personal satisfaction as well as more insight into our industry 
and more current with what’s next.

To become better acquainted with our newest 
members and to acknowledge our annual 
sponsors, each issue of the SMPS Newsletter 
will feature a question and answer section 
with a professional in the A/E/C industry, as 
well as one of our sponsors.

SPOTLIGHT: NEW MEMBER & ANNUAL SPONSORSMPS CHICAGO

Featured in this Issue:
Bulley & Andrews, LLC
SLOAN WATSON, MARKETING DIRECTOR

SPOTLIGHT: 2012 SPONSOR
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What value has SMPS brought to your firm and you personally? How 
does SMPS help you reach your target audience?  Bulley & Andrews has 
always been supportive of my involvement with SMPS.  I attribute it to 
B&A’s desire to be part of a reputable and respected industry.  We are 
proud to be part of a robust building industry that provides Owners 
world-class service through the A/E/C disciplines. SMPS has helped me 
form partnerships and forge relationships that are invaluable. Whether 
its feeling comfortable approaching a member to obtain a rendering 
that could be used in a submittal, partnering on project photography 
or obtaining candid feedback about our team at an interview, SMPS 
membership has provided me with tremendous insight and perspective 
that would otherwise be a challenge (and more time consuming!) to 
obtain.

Favorite/most memorable/most impactful SMPS event you have attended? 

I attended National for the first time last summer.  I have been missing 

out!  I was so impressed with the quality of the presenters, the value of 

collaborating with peers and sheer inspiration. One thing that resonated 

with me in particular was an attendee that shared his philosophy for 

encouraging sales and business development participation within 

his firm. Recognizing that not everyone is comfortable operating in 

a “sales” capacity he offered, “you don’t have to love selling but 

you do have to love helping”. I thought it was a terrific attitude and 

reasonable for a firm to adopt. 

Any suggestions on future events?  
I think there should be a game-show type event where we see how 
many members can actually name what firm acronyms stand for 
anymore – e.g. HDR, OKW, VOA, FGM, DLR, CCS/OS HOK, OWP&P.  
The winner gets to spend a weekend at Nolah Nasser’s beach house!

What is the best part of being an SMPS sponsor?
Hands down: the exposure within the organization.  When I first started 
at Bulley & Andrews, people thought we were a law or accounting firm. 
SMPS has been integral to helping me establish name recognition, 
formulate partnerships and even create a positive rapport among 
competitors. 


