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Diane S. Pepetone, L’Monte Information Services, Inc.  

Client’s Goals:

1. Increase contracts awarded by improving access to 20 years of architecture project information

2. Improve communication and information sharing between the company’s three regional offices

My Responsibilities:

1. Improve the quality and accessibility of their project marketing information which was paper-based, centralized and deteriorating in the basement of their HQ offices

2. Improve coordination of project information gathering and dissemination between regional offices

What happened:

Using interviews and surveys of project stakeholders, I analyzed the existing system and found  outdated procedures and poorly organized project materials.  However, a more serious problem was the firm’s strict functional organization which hampered communication between functional groups and between regional offices.  

The surveys and interviews also helped me identify the marketing administrative assistants as those who felt the most pain from the faults of the existing system.   Often they had to work overtime pouring through incomplete project files, hunting down unofficial caches of information, trying to create a coherent picture of the company’s pertinent experience for a marketing proposal.   This was the group I worked with first, to understand the problem from those who knew first-hand.  Because they interfaced with all functional groups, the marketing administrative assistants were able to identify the best candidates for a firm-wide project team.

Once the team was formed, I worked with them to develop dataflow diagrams defining the current flow of information and identifying needed improvements to minimize communication barriers, bottlenecks and black holes.  Next working with the team, I developed a data dictionary, input and report formats and a method to prioritize projects for inclusion in the database.  We also worked on sustainable procedures for regularly gathering project data from all offices and distributing the updated project database.   

Project Outcome:

The project took twelve months to define, develop and deploy.  There was firm-wide acceptance of the new system in part because members of every function and every office were involved in defining the specifications.  

The marketing administrative assistants formed a strong firm-wide alliance which was instrumental in keeping the communication flowing between regional offices.  

Marketers and architects were stunned to find that the “numbers” (e.g. number of surgery suites or square footage of wet labs) they used previously were much less than the actual numbers that could now be calculated by the new system.

Using more accurate data, the firm was for the first time in their history, rated number one healthcare architecture firm in the US by AIA.  This was directly responsible for an increase in awarded contracts in the healthcare industry the following year.   
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