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BIM (Building Information Modeling):
A Marketing Primer and Call to Action
By Ted Sive, FSMPS
Executive Summary
Building Information Modeling (BIM) is a significant new technology that is
revolutionizing the A/E/C industry. BIM is transforming the roles of professional service
firms and how people work together, bringing remarkable new capabilities that can
improve the speed and efficiency of projects, creating new challenges and potential
liabilities, and potentially changing A/E/C marketing like nothing since the advent of the
desktop computer.
This paper attempts to define what BIM is from a high-level standpoint, discuss how
different disciplines view BIM technology and processes, and begin to analyze the
implications for the industry and for marketers in the A/E/C industry. This paper seeks to
educate the uninitiated, to reinforce the expert, and to engage all in this important
dialogue in the industry. BIM is very much a moving target, with new understandings
and applications coming out daily. Because so many of the details evolve and change
daily, this paper is focused on basic fundamentals and patterns of action, rather than
detailed specifics, so the findings will be of longer value.
A key goal of this paper is to address the many views of the many varied participants in
the creation and maintenance of the built environment: architects, engineers, fabricators,
facility managers, etc. One of the great strengths of the SMPS organization and
community is its inter-disciplinary makeup, which is rare in the A/E/C world, and our
unique ability to analyze and communicate topics with many inter-disciplinary
dimensions. This is particularly so because as marketers—as strategists and
communication experts—it is our job to ensure understanding, to foster communication,
and to enable strategic thought and action, both within our own companies and in the
broader industry.
To support these goals, the author sought publicized writing from each key discipline.
The bibliography identifies almost 50 articles about BIM from a variety of professional
periodicals and journals, and provides a short summary of each article, plus a web link if
available.
BIM will significantly impact the marketing process and collaterals. With proper
preparation, marketers can help their companies anticipate and prepare for these
changes, address "message" strategically, potentially learn to operate in the BIM
environment to the extent that it is helpful for marketing, and produce the
communications required. As communications professionals and “big picture” thinkers,
marketers can also take an active role in the strategic planning and operational
implementation of BIM in their firms: they can educate technical and management staff,
coordinate with consultants and collaborators, and help bridge the gap between the
capabilities of BIM and the “real world” of communication, design, and project
management.

© 2007 Society for Marketing Professional Services Foundation

—i

BIM (Building Information Modeling):
A Marketing Primer and Call to Action
Most significantly, BIM will affect delivery models, contractual relationships, and the very
way in which firms are hired and engaged in projects. Marketers should understand and
anticipate this, and help firms envision, plan, and position for the long-term effects of
these changes.
This is all an evolving topic. There are likely nuances and implications this paper has
missed. We look forward to your comments, additions, and critiques, and welcome your
emails!
Ted Sive, FSMPS
Seattle, Washington
July 2007
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BIM (Building Information Modeling):
A Marketing Primer and Call to Action
By Ted Sive, FSMPS
What is BIM
A Paradigm Shift
Perhaps the best way to define BIM is to go back in history. Designers and builders (the
second oldest profession?) have long worked in two main phases: first the designer
imagines the project and designs the details, completing work with a drawn and written
road map (the contract documents and specifications). This process changed
incrementally over the centuries until just over two decades ago, when CAD (computeraided drafting) quickly entered the mainstream. CAD software has grown into a robust
tool for A/E/C firms, with an impressive amount of coordination, efficiency, and workflow
improvements, but CAD is still an enhancement of what has been done for centuries:
draw lines to represent objects in buildings. The lines themselves don’t have further
meaning.
BIM is much more of a change for the industry than CAD: it reorganizes the sequence,
timing, and duration of the design process, ushers in a new model of constant, detailed
communication, puts a geometrically larger amount of information into one place, and
might even change the fundamental roles of each participating company.
At its highest level, a BIM model is an “intelligent digital representation of … physical and
functional characteristics about a capital facility”. (NBIM Standard 1) A BIM model has
the following characteristics:
1

A BIM model is a parametric, relational database that ties together
multiple layers of information about specific objects—every object in the
building.
“Clicking” on a door in a BIM model reveals not only the door’s
dimensions, but distinct information about the door’s material, color, fire
rating, cost, and manufacturer. The model also provides parallel detailed
information about every item it “touches,” such as the doorframe and
hardware. The model can also store information far beyond design and
construction details, and become the owner's central building operations
and maintenance data source. For example, it can include maintenance
and replacement information for this door or any piece of the building.
Click on that door in the BIM model, and you’re not clicking on a line that
delineates the edge, you’re clicking on a graphic representation of a
“living” three-dimensional object, with access to a rich supporting
database of specifics about that object.

2

A BIM model is “smart.” A change to a component is reflected in all the
components it relates to.
For example, an interior wall might be lengthened. So, too, will the
structure behind that wall, and the quantity of studs, sheetrock and so on.
Though you might see only the longer wall in the view you’re taking, all
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views and analyses that use that object will change (or are flagged for
change by their “owner”) as well. By making the change not only the view
changes but also the information in the database which drives the model,
and those views and analysis all use the same database.
3

A BIM model offers a constant 3D representation of the building.
Because all the information in a BIM model is three-dimensional, a 3D
view of the building, from any angle, at any section (or “slice” through the
building), can be generated at any time during the design process, and in
the same program the designers and engineers are already working in.
Data does not need to be exported to a rendering program and “colored
up.”

4

A BIM model is an intelligent tool that can be used for study and analysis
across multiple disciplines.
Because these elements are smart (the walls and glazing contain
information about thermal conductivity, the mechanical equipment relating
to energy use, etc.), the BIM model can be used to simulate a building’s
behavior, and be the basis of numerous analyses, such as energy
calculations. For another example, an acoustical engineer, with
information about geometry and surface materials, can use BIM to model
acoustic performance.

5

A BIM model is a permanent, living document.
Before BIM, the owner of a new building would receive a set of as-built
drawings and a shelf of operations binders, all of which would often
gather dust until needed. With BIM all the information is not only in one
place, but can be an active management tool and even adapt with the
building. The model can contain the same information about a new data
cabling system installed in 2027 (and all of its relationships) as it does for
the data cabling originally installed in 2007.

Examples and Stories
A number of project teams and facility managers have used BIM and shared their
experiences with industry publications. Following are some highlights selected from the
publications reviewed for this paper, and are summarized to highlight the key
advantages of BIM:
1

Provide visualization tools to improve the owner's understanding of the
design.
Sometimes, the "client" includes empowered (but not necessarily design
savvy) users such as doctors and nurses, or a skeptical and passionate
public, and 3D animations can appeal to different learning types and build
understanding. The Washington State Department of Transportation
(WSDOT) plans to replace the deteriorating Alaskan Way Viaduct in
downtown Seattle, and both established options, viaduct and tunnel, are
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extremely controversial. WSDOT has used BIM's visualization
capabilities to display what the options actually look like, not only upon
completion but during the work, as a means of building public support and
to aid decision-making. The initial public product--two technicallyaccurate, photorealistic 4.5-minute animations—drew 63,000 web hits in
the first week. (Sawyer 2)
2

Reduce interdisciplinary coordination errors and changes.
For a major addition at Swedish Hospital in Seattle, NBBJ and its
consultants saved hundreds of hours during design using BIM. A
collision-detection program was run early and often, and the team
essentially "pre-built the project," allowing problems to be resolved as
they were found throughout design. (Dallam, Buchanan 3)

3

Enable more strategic use of prefabricated materials and systems to
speed construction, increase quality, and reduce schedule.
On the same hospital project, Sellen Construction needed to build a
utilidor to connect the new building to the existing building. BIM allowed
off-site fabrication of racks to hold chilled water, electrical services,
emergency power, and medical gases, enabling the project's aggressive
schedule while maintaining quality. (Condit 4)

4

Achieve complex architecture because of a seamless connection
between design and fabrication, expediting the manufacturing and/or
fabrication of engineered building components.
At the Daniel Lebeskind-designed Denver Art Museum addition, with its
geometric, cantilevered, "wildly irregular" design, Mortenson's use of the
BIM model and the team’s drawing coordination and communication with
subcontractors were credited for not only achieving the demanding
architecture, but reducing the steel erection schedule by three months
and saving $400,000. (Post 5)

5

Become a tool for more efficient facility management.
In addition to BIM's use for "macro" purposes, such as understanding and
maintaining HVAC systems, it has proven useful for even fairly routine
purposes. "How many times does the square footage get measured in
the life of a building?" asks Deke Smith of the National Institute of
Building Sciences. "Every time you renovate. Every time you clean the
carpet, probably." An accurate BIM model provides this information,
updated to reflect additions and/or modernizations, instantaneously.
(Lorenz 6)

6

Further sustainability goals with a robust platform for analysis.
BIM was a great advantage to a cost and thermal performance analysis of
exterior skin options by Anshen + Allen, Lawrence Berkeley National
Laboratory (LBNL), and Webcor. Traditional energy analysis required 2D
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drawings and 14 days. While also going through that process, LBNL
used the BIM model and a simulation program to produce the same
analysis in one day. After moving to another skin option, LBNL performed
a full energy consumption analysis in two days. (Bedrick 7)

BIM in Practice
Disciplines, Perceptions, and Standards
Strategic understanding and application of BIM requires understanding the differing
ways in which the technology is viewed, utilized, feared, and enjoyed. This is because
the BIM model is (or can be) shared and depended upon by all participants in the
continuum of building planning, design, construction, management, and so on. This is
unlike CAD, where documents are intricately coordinated but data remains singularly
owned. The matrix on the following page attempts to find lessons in the characteristics,
definitions, and published examples above, and offers high level observations of how
BIM is received by the various disciplines in the A/E/C and real estate world, including
both the benefits and the concerns.
This shared “ownership” of BIM data is a core reason for the recent development of the
first universal standard for BIM. Version 1.0 of the National Building Information
Modeling Standard (NBIMS) was released on March 13, 2007, by the National Institute
of Building Sciences (NIST). Acknowledging the power of BIM to speak across the
entire lifecycle of a building (from conception to project to decades of use), the NBIMS
addresses the need to create standards so that technology can be applied horizontally
across the facility lifecycle, and not just separately within vertically integrated business
functions. The team that wrote the NBIMS standard included a detailed list of
stakeholders, going beyond the scope of the matrix of this paper and including, for
instance, first responders who might use a BIM model to minimize life and property loss,
and risk managers who can use the model to analyze dangers. (NBIM Standard 1)
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Discipline and Issue Analysis
Owner
-

Benefits

-

-

-

Better tool for coordinated
data across a broad
consultant and contractor
team.
Potentially, a faster and
less expensive design/
construction process.
3D tools to enable
internal team decisions.
A “living model” for the
central, adapting library
for facility management.

Architect
-

-

-

-

Questions/Concerns

-

-

-

Can the efficiencies of
BIM truly provide
budget/cost control? Will
the “same ol” errors and
problems still happen?
Will the data be
maintained and remain at
high quality? Was it
100% accurate to begin
with?
Will my consultants, and
then my in-house staff,
know how to use and
apply the technology?
How can the BIM model
be used within the
Owner’s organization for
other activities, such as
workflow/activity
modeling in the built
spaces?

-

-

-

-

Robust tool for enhanced
owner and team
understanding of design
options, including 3D
visualization.
Integrated platform for
interdisciplinary
coordination, with much
stronger potential for
catching conflicts and
errors before
construction.
Less rework, because
everyone can understand
the design earlier, costs
are known earlier, and
clashes are detected
earlier.
Will yet more project
control ceded to other
disciplines, particularly
the GC?
How are traditional
contract documents
coordinated and
produced?
Using BIM to its
advantage requires more
effort in early stages. Will
this be paid, and if so
how?
How does the architect
manage efficiently so
many additional
collaborators in earliest
design phases?

Structural Engineer
-

-

-

-

-

-

Visualization tool
enabling (and requiring)
earlier collaboration with
architect.
Significant capabilities
and tools for interdisciplinary coordination.
BIM model can the basis
of (or exported to)
analytical programs,
speeding the designfeedback process.

Will the software
programs be truly
interoperable, allowing
the link for analytical and
calculation tools to be
seamless?
Will the extra effort
required in early stages
(structural information in
the BIM model required
during conceptual design)
be compensated?
If structural BIM data is
transferred to
manufacturers and
fabricators, what are the
contractual, risk, and
compensation effects?

Mechanical Engineer
-

-

-

-

-

-

-

Visualization tool
enabling (and requiring)
earlier collaboration with
architect.
Significant capabilities
and tools for interdisciplinary coordination.
Ability to integrate
mechanical systems and
maintenance data.
BIM model can be the
basis of (or exported to)
analytical programs such
as for energy studies,
speeding the designfeedback process.

With the migration of data
responsibility to GCs, will
engineers end up working
for the contractors?
Will the software
programs be truly
interoperable, allowing
the link for analytical and
calculation tools to be
seamless?
Will the extra effort
required in early stages
(mechanical information
in the BIM model required
during conceptual design)
be compensated?

Electrical Engineer
-

-

Significant capabilities
and tools for interdisciplinary coordination.
BIM model can the basis
of (or exported to)
analytical programs,
speeding the designfeedback process.

General Contractor
-

-

-

-

As the “least three
dimensional” of
engineering disciplines,
will coordination of the
electrical scope be
considered of less
immediate value?

-

-

Ability to “inherit” usable
data which can be sorted
as desired, and used for
quantity surveys,
estimates, project
management/cost
records, and more.
Platform for 4D modeling,
construction scheduling,
and constructability
analysis.
Visualization tool for
subcontractor marketing,
bid packaging, and
coordination.

Will the GC be able to
obtain the model data in a
usable format as a basis
for further development
(shop drawings, et al)?
What are the risks of
owning the data, and will
the GC be paid
appropriately, especially
given the “inheriting” of
data from the A/E team
and passing it on to the
facility management
team?

Subcontractor
-

More usable information
during bidding,
transferable to
preparation of bids and
work planning.

Manufacturer/
Facility Manager
Fabricator
- Ability to integrate
- Construction ends with
existing data with
true, “living” as-builts.
manufacturing/fabrication - BIM model becomes
technology, saving
facility management
significant data
database and
creation/input efforts.
management tool, flexible
- Platform for 4D modeling,
and changeable over
construction scheduling,
time.
and constructability
- A living, more accurate
analysis.
tool for:
- Code compliance
checking.
- Asset management.
- Capital cost
projections.
- Square footage and
space data.
-

Will fabricators be able to
obtain the model data in a
usable format as a basis
for further development,
especially given actual
and potential legal
barriers during the
bidding and construction
phases?

-

-

Will the facility
management team inherit
a model that truly reflects
as-builts and will they be
able to keep the model
updated?
How adaptable will the
model be in future years
as the model must
incorporate renovations,
maintenance, etc.? Will
this be expensive?

For all disciplines:
- This creates a very large change in how my design and CAD production
teams do their work. How do I integrate this new technology, in terms of
cost, education, existing internal operations and standards, and more?
- What are the interoperability standards, and are all the firms I’m working with
using the same?
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- How are contracts and laws reflecting this paradigm shift? What new risks
do I have and am I being compensated appropriately?
- For the BIM model to work at its best, there must be early team
understanding/coordination re: project goals. Do we have the communication
processes in place for this to happen?

- The basis for a legal “standard of care” may evolve as BIM becomes used
more. Does this increase my liability exposure for errors and omissions, and
are my fees and contracts properly reflecting this? Do I even want to take
this on?
- What are the data security impacts of people accessing the BIM model from
outside my office (hacking, participating in renovations and modifying “our”
work, etc.)?
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A Tool or a Process?
BIM is not “just” a tool; it is the core of a different process for design and construction. It
can perhaps best be understood as fueling what the AIA calls Integrated Practice
(Pressman 8) or Stanford University’s Center for Integrated Facilities Engineering calls
Virtual Design and Construction (Kunz, Gilligan 9). Because BIM provides not just data,
but the tools for prototyping components and buildings and then testing and estimating
those prototypes, design concepts and systems can be tested and understood in a “real
time” atmosphere. This is very different from how most architects and engineers work
now, where work by individual disciplines is mostly sequential to other disciplines. At a
symposium about building envelope design and performance, a speaker from Green
Building Studio discussed BIM's capabilities for easily analyzing various design options
using factors such as orientation, glazing options, envelope constructions, lighting, and
HVAC—analyses that can be performed by the architect early in design, rather than
consultants later in design. (Khemlani 10)
Achieving this quality requires the architectural and engineering disciplines to work
together much earlier in design, and a different way of envisioning the building. "The
team makeup in the early design stages has to be different," says Henry Tyler of
Dewberry. "These people have to understand and have experience in all aspects of the
project and not just the early design components. They have to design and develop
something that can actually be built." (Yoders 11) Furthermore, no participant can think
of his or her work as a detail, but must think in terms of the whole project. "I'm always
aware that I am working on a building, not just an isolated object or detail," shares
James Huynh of Onyx Group. (Tardif 12) Components of the BIM model must meet and
interact correctly—the column designed by the structural engineer must meet the
sheetrock that the architect defines, which must attach to the light switch from the
electrical engineer, and all must start at high level early in design.
The change of BIM, then, is not just the technology, it is how the supply chain itself is
shaped and projects executed. In this way, the A/E/C world may be entering a period of
change that can be understood (if not necessarily predicted) by looking at industries
where BIM technologies have been widely adopted and in full use for many years. “The
aerospace, automotive, and naval industries are decades ahead of the construction
industry in using virtual models to design, analyze, test, and fabricate their products,”
notes Rick Oehmcke, Principal with PCS Structural Solutions and a member of the
Structural Engineer Institute BIM Committee. Many writers and commentators looking at
BIM quote a NIST report in 2002 that focused on inadequate data interoperability
standards and inefficiencies in the A/E/C procurement chain leading to errors,
omissions, rework, loss of time, and, significantly, almost $16 billion in annual waste.
(Lorenz 6). Similar inefficiencies were at the root of fundamental changes in
collaboration and procurement in aerospace and other industries.
Oehmcke summarizes by stating “We (the A/E/C industry) must acknowledge and
accept that the process that we’ll be using to design and construct buildings will now
revolve around the information in a database instead of graphic representations on our
drawings.”
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Relationships, Risks, and Procurement Models
So where does this all lead? Virtually every professional organization in the A/E/C
industry (led by the AIA, AGC, and others) is seeking to understand the impacts of BIM
and develop standards and tools for their constituencies. They are seeking to
understand and prepare for the technology and the changes it will bring, both in how
companies work and how they interact. This work is falling into the following categories:
1

Developing standards for data inoperability and data management so that
BIM models can be efficiently shared between different disciplines.

2

Revising contract language and legal standards to reflect the changes in
data ownership, risk allocation, and procurement practices.

3

Ensuring that their discipline remains a valued part of the project team,
without loss of status.

4

Helping make full use of BIM as a means for designing and building great
projects.

A common theme of these working groups and industry leaders is that BIM speeds the
progression to “alternative” delivery methods and away from the traditional
design/bid/build process. These crystal ball readers are predicting design teams will
procure work together rather than separately, more true design/build work, more
integrated delivery and contracting, and more “alternative” ways in which disciplines
share work and share risk to design and build a building. These developments are a
result of the following factors that fundamentally change when disciplines do their work
and how they work together, and subsequently change risk/reward formulas.
1

BIM encourages (perhaps forces) a process where disciplines do more
work early.
As the industry has long understood, changes early in design are easy,
and changes become more complicated and expensive to implement as
projects progress through schematics, design development, and
construction documents. A BIM model, even in the earliest conceptual
stages and with minimal detail, is a powerful tool for measuring the broad
brush cost, constructability, and other ramifications of a particular design
option, as well as illustrating those concepts visually. This enables many
changes to happen early in design. It also means, though, that each
discipline must have a certain base level of information in the BIM model
for the analysis to be accurate, and for some disciplines this means more
work early. A structural engineer can no longer just let the architect
“figure out the schematic design and then come back to me for some
single-line diagrams". With BIM the engineer must envision the design to
the point where the basic components of the model can be assembled.
This additional early work can require a significant change in the
composition and timing of teams. Engineers will have substantial roles as
soon as the BIM model is started, rather than being selected early but
performing most work in the later design phases. In fact, the very
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definition of design phases (schematic, design development, construction
documents) may well change, as those mileposts lose much of their
reason and power. Historically, setting a deadline for creation of a
significant publication product—the set of drawings, narrative, and
specifications—has been necessary because that complete set of
information, viewable at once, has been required by any participant (e.g.
the owner, the acoustical engineer, the roofing manufacturer) to do their
work. But now that data source is constantly shared and “viewable” by all
parties at virtually any time. Certainly detail in the BIM model grows, and
without defined junctures certain participants cannot do their work (such
as a municipal plan reviewer or cost estimator), but there will be less
need for the scheduled “publishing” thresholds.
2

The BIM model “lives” and can adapt throughout the life cycle of a
building; it can serve the needs of multiple participants, at different times,
and each with different (but relating) needs.
A powerful characteristic of BIM is the always-active nature of the model.
The same database serves different users at different times for different
reasons. Take the example of a rooftop mechanical unit: the architect in
design wants to know its shape and volume as he details the roof
parapet; the structural engineer wants to know its weight and connection
points to coordinate the steel structure; the contactor wants the
connection details to coordinate mechanical and electrical hookups; the
commissioning agent wants the associated baseline technical data for
testing and balancing; and the facility manager wants replacement details
for the various components to purchase supplies and schedule
maintenance. There are unlimited other examples. Even this example
could be expanded to illustrate the living nature of the model (e.g. the first
responders noted above, future building purchasers, historians...).
This characteristic is very different from current practice, where
documentation is truly shared and jointly published only in printed form,
and many details are recreated as information passes through these
different participants from design to construction to facility management.
(This recreation is a key component of the $16 billion noted in the 2002
NIS study). Current legal standards and contractual arrangements
between and amongst the parties are mostly predicated on sharing static,
proprietary information, and blocking the flow of “active” data that is at the
core of the BIM model.

3

BIM technology offers the potential for significant (perhaps radical)
improvement in interdisciplinary coordination, leading to reduction in
errors, and fewer coordination-based changes during construction.
With accurate details about all components and systems, a BIM model
offers both a powerful 3D visualization tool for coordination challenges
(such as running multiple utilities and structural elements through
congested ceiling space), and automatic clash detection built into the
software. This capability may lead to a significant change in the
standard-of-care definitions that underlie expectations for contractual
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deliverables and who is responsible for correcting errors. As the market
sees BIM as a tool to reduce changes, it will mandate its use, thus forcing
changes in definitions of working standards and deliverables. For
example, the Army Corps of Engineers will require BIM for all projects
starting in 2008, and already rates BIM users higher in capability during
its team selections. (Buckley 13)
4

BIM may change the very definition of the design/construction continuum
and the diversity/complexity of what firms do what when.
Just as traditional design deliverable definitions may lose relevance, so
too may the definition of who provides design, construction, maintenance,
and other services. Because of increased ability to share information
over time, traditional barriers will decline. Specialization will remain
important because buildings and their systems are inherently unique and
complex. The existing (and different) expertise of a structural engineer or
a construction manager will still be required, but how and when these
types of expertise are involved may change.
An example of a process that would not have been achievable before BIM
is the recent Loblolly House in Maryland by KieranTimberlake. The
house is the prototype for one of a new generation of prefabricated
houses on the market. Its design and construction process allowed the
architects to test their theories about prefabricated, quick-assembly
architecture on a new second home for the Kieran family. Specifically,
they credit BIM for providing the precision and certainty to order materials
directly, without the shop drawing process. The house, assembled in six
weeks (Pearson 14) with components produced mostly offsite by
Bensonwood of New Hampshire, would not have been achievable (at
even remotely the same schedule and cost) without the data and
communication tools for the BIM model. (Fortmeyer 15) In this example,
an architectural firm (and others providing prefabricated designs) is
becoming a source for completed buildings, taking on manufacturing and
delivery responsibilities and risks, and presumably charging appropriately.
Houses, due to their size and standard program components, are
perhaps an easier project with which to illustrate this characteristic of
BIM, but can the same process, and changes in risk and reward, be
applied to office buildings or medical offices, for example?
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BIM and Marketing
Now we take this paradigm shift into the marketing realm.
With What
Much of the power of BIM is in 3D visualization, for design and for coordination.
Proposals will often include substantial graphic elements from BIM models, both during
these early years of adoption and understanding as more owners request the process,
and later as BIM diagrams become "basic" tools that are commonly used. This is a new
source of data requiring new standards and systems for graphic use in brochures,
proposals, websites, and presentations. Rather than relying on technical staff, some
marketers may choose to become proficient enough in BIM to use or manipulate images,
animations, specs, and background data and incorporate those into marketing materials.
Delving deeper into the technical nature of BIM, new proposal/marketing content will be
required to discuss BIM in areas such as how a particular firm is different from the
competition, company approach and capabilities, data standards, and interoperability,
both as requested from the owner, and to help educate the owner and team. (Tietjen 16)
This will be particularly true in these initial years of widespread implementation of BIM by
A/E/C firms, and especially since the term is (and may always be) used to mean different
things to different people. The marketer will need to increase clarity in writing and
graphic efforts.
As owners and the entire industry (in fact, the economy at large) become more focused
on the complex issues surrounding sustainability, BIM will be required and requested
more due to its ability to be the basis for sustainable analysis and decision making. This
means increased proposal content not only about use of the BIM model, but about
building components and systems, and not just their first costs but their operation,
maintenance, and replacement costs and characteristics as well.
To Whom
We see changes to “who is the client” and thus to what audience the marketer is
marketing. As the supply chain and contractual relationships change, so can the person
making the buying choice. In the earlier example about the Loblolly House and
KieranTimberlake, their clients now include the public buying prefabricated homes. The
number of customers required is likely much larger than those for a traditional practice,
requiring new venues and types of marketing materials. The buyers themselves change,
as prefabrication and the cost benefits allow a new type of purchaser for the “architect
designed” house; so too will the audience for the marketer’s writing and graphics.
In the commercial A/E/C world, many of the ramifications of BIM will be due to changes
in the timing of data and communication flow, and associated responsibilities and
decision-making. Some are predicting that as the owner seeks to benefit from the power
of the BIM model, the owner will mandate who “owns” the model and data. If, for
example, an owner hires an architect to work within the BIM parameters as defined by a
general contractor, the architect may have to submit information about data standards,
interoperability, etc., and market their BIM approach to that general contractor. Another
example assumes that delivery models will change to include more design/build
mechanical delivery. The owner, seeking to maximize the interdisciplinary coordination
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and time and cost savings nature of BIM communication, might seek to hire engineers
and subcontractors together. For pure engineering firms this means marketing their
services to mechanical construction firms. That is clearly a big change, not just in the
audience for marketing materials, but the strategic direction of engineering firms and
their business development strategy. (This is not intended to summarize such a
complex topic as design/build delivery, which is well covered in industry journals, just to
point out the BIM connection.) Yet another example, probably "further out,” imagines an
owner seeking the BIM enabled efficiencies of structural engineers working directly with
material fabricators and installers. On most work, fabricators and installers currently
work on a project “through” the general contractor. With BIM the structural engineer may
be required to partner with the fabricator. This is another new client type, business
development prospect, and audience for marketing materials. Once again, these
examples may be especially true since BIM is in its initial “implementation years.”
How
We’ve described immediately above new relationships and/or clients as a result of BIM.
Within existing “typical” roles (e.g. an architect working directly for an owner and
subcontracting with engineers) are the additional ramifications of risk/reward structures
built to maximize the value of BIM. There may be new and tighter definitions of standard
of care, different incentive fee structures based on implementation and effectiveness of
BIM modeling and data, and new contract formats defining BIM deliverables and
responsibility, and thus risk. (Brodsky 17) For the marketer, this means different and/or
new components to the Go/No Go model and analysis of the risks and financial rewards
of a particular project pursuit.
The new relationships and new teaming models also mean potentially different
competition. BIM, with its singular (or very closely related) database core, fosters more
flexibility in teaming and enables A/E/C participants much greater flexibility in working
around existing, intrinsically adversarial relationships. (Tardif 18) A group of engineers
from different disciplines may form a one-time partnership to pursue a specific project,
and become a different form of competitor for the “typical” firm. In the same manner, an
engineer might partner with a fabricator to supply critical BIM modeling and analytical
skills in the pursuit of a building with complex geometry.
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Going Forward
More for Marketers
BIM is at its heart a communication tool, and marketers are at their core communications
professionals. Beyond the impacts to their day-to-day work, there are a few clear roles
for marketers to serve in their firms, especially in these first formative years of BIM
adoption in the A/E/C industry.
1

Facilitate and Educate
Much as this paper attempts to do, marketers can serve a strong role in
clarifying the who, what, when, and how of BIM. As a trend and as a
buzzword, BIM is, and will continue to be, understood and used in many
different ways. An architect may be speaking of the 3D capabilities and
BIM as a tool for helping the owner to make decisions, while the
contractor she’s talking to may be hearing something about
interdisciplinary coordination and reduced conflicts in interstitial space.
The marketer can help these two—the architect and the contractor—with
internal education and communication about BIM within their companies.
Marketers should be involved with the internal discussion of BIM to
ensure that the high level is addressed. The marketer should always
work to clarify the topic by encouraging greater understanding of the
biggest picture with consistency in language and use of the details.

2

Partner and Collaborate
Marketers, particularly in their business development function, have the
opportunity to discuss BIM broadly with clients, subconsultants, vendors,
partners, and even the competition. Marketers are conduits for
information. Their active participation inside and outside of their firms will
bring important perspective and additional data. Since many of the more
broad reaching changes anticipated by BIM are to delivery method and
“partnerships,” the marketer's role in building substantive relationships will
be key.

3

Educate the Client
The greatest changes in the industry driven by BIM will come as a result
of market pressures: owners seeking greater efficiency, lower cost,
stronger supply chain relationships, longer use of core data, and more.
But this does not mean the client will always be right (apologies for
potentially violating the sacrosanct!). Just as with the architect and
contractor mentioned earlier, clients will tend to see BIM through their
own lenses; marketers can and should take opportunity to educate
clients, through industry events, company hosted events, and other
marketing communications, about the benefits and whys and hows of
BIM. Better educated clients will make better selectors of A/E/C firms
with BIM capabilities.
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Close
BIM is without doubt beginning to revolutionize the A/E/C industry and how team
members collaborate. Now it's your turn, as a marketer, to help your firm understand
what BIM means for your business and your marketing, and ensure that you are
positioned for success. What does BIM mean strategically, in terms of the roles your
company will play on projects, the staffing you need, and who your clients are? What
does it mean personally, in terms of the messages you will convey, how you will convey
those messages, and your skill sets? The real answers will be unique to your firm, and
you are the expert.
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Multidiscipline teams will be form into LLC-like corporate entities for single
projects. A labor shortage will be accentuated by a lack of up-to-date training at
the college level.
Michael Tardif, Assoc. AIA, “BIM Implementation: Applying Lessons Learned,” AIA
Architect, June 15, 2007,
http://www.aia.org/aiarchitect/thisweek07/0615/0615rc_face.cfm
As FOX Architects implemented BIM, they ran into practical realities, making use
of knowledge and experience gained to complete the implementation without
disrupting their business. One issue was the Revit program’s lack of the firm’s
graphic standard framework; after training part of their staff in the system, the
firm decided to develop their own graphic standards before training other
personnel. The firm also had capacity issues because only part of the staff was
Revit-trained initially. Additional challenges include the potential for staff errors
to damage the model, and need for new design pieces to be aligned and not in
conflict to be incorporated into the model.
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Michael Tardif, Assoc. AIA, “One Hundred Percent BIM,” AIA Architect, March 9, 2007,
http://www.aia.org/aiarchitect/thisweek07/0309/0309rc_face.cfm
One firm’s experience becoming all-BIM. Rob Smedley, AIA, has turned Onyx
Group’s building design practice all-BIM. Challenges and limitations include the
staff learning curve , the continuing need for 2D drawings, and the reluctance of
engineering consultants to convert to BIM. Substantial benefits include a
smoother design and team-coordination process, improved communication with
clients, fewer RFIs, and an excellent win rate – at Onyx, Smedley has “never
gone into a competitive presentation environment and lost the job.”
Eric Teicholz, of Graphic Systems, Opinion piece from Graphic Systems website, written
to IFMA, July 29, 2005
www.graphicsystems.biz/gsi/html/articles.html
The author believes that 3D models are becoming a required standard for
projects at a faster rate than he expected previously. BIM is a great opportunity
for building owners, facility managers, and facility management software
providers. Capital planning cost projections, asset data, and space data that are
necessary for facility managers will be created in the design process. FM
technology vendors will soon support BIM models and build applications on top
of BIM technology, with interoperability.
Renee Tietjen, GSA, “Visionary property owners try some new tools,” Seattle Daily
Journal of Commerce, December 15, 2005, http://www.djc.com/news/re/11174333.html
(subscription required)
BIM’s advantages for owners start with construction and continue through a
building’s life. BIM stores not just shapes, but also the minute details of every
piece in a design – from color to fire rating to cost. With this vast database, a
BIM model can be displayed or used in any number of ways. BIM helps reduce
construction costs by improving communication and reducing errors. It helps
reduce building operation cost by improving the owner’s access to information
that otherwise might be lost – assuming that the owner takes control of the BIM
data. Used properly, BIM data is likely to remain accessible for the life of the
building.
Barbara Travers, for CBA, “8 experts take a look at real estate’s future,” Seattle Daily
Journal of Commerce, December 14, 2006,
http://www.djc.com/news/re/11184876.html?query=BIM&searchtype=all (subscription
required)
A construction Project Manager expects increased use of BIM in the next five
years to enhance the design and construction process, requiring more
collaboration among the project team. Projects will be built digitally first –
allowing construction and sequencing challenges to be resolved or avoided
altogether. This will allow more off-site material prefabrication.
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Jeff Yoders, “The Merry Road to BIM,” Building Design and Construction Magazine, July
1, 2006, http://www.bdcnetwork.com/article/CA6354606.html (subscription required)
Three dimensional BIM is helping building teams shrink design and construction
times and build complicated projects with less time spent in planning meetings.
The article addresses “who owns the model”, and the fear among architects that
design will be under the contractor’s purview if the contractor owns the BIM
model. Also addressed is the need to balance the level of detail – to meet the
diverse needs of the various disciplines but to avoid overdoing the detail.
Directors, Stanford University Center for Integrated Facility Engineering, “Message from
the Directors,” Stanford University, May 2006,
http://www.stanford.edu/group/CIFE/bulletin/may06/may2006.pdf
The authors argue that Virtual Design and Construction (VDC) is more inclusive
than BIM. VDC’s broader scope better supports the tasks of design
management – represented as a 3x3 matrix where product/organization/process
intersect with function/form/behavior. BIM only covers the intersection of product
and form.
misc. commentators, BIM Forum, http://www.bimforum.org/forum/index.php
New online bulletin board for all types of discussions of BIM. Topics generally
regard the minutiae of using BIM or the characteristics of competing software.
There is also discussion of how to advocate BIM, and how to keep promises in
line with capabilities.
misc. commentators, “Reader Feedback,” AEC Bytes, January 11, 2006,
http://www.aecbytes.com/viewpoint/2006/issue_21.html
Selected points from numerous comments: David R. Scheer, AIA, Scheer &
Scheer, Inc., comments that BIM should not be dominated by individual software
firms, but should be interoperable with open standards. John Finkell, Design
Technology/Information Systems, NBBJ, believes that BIM is not really new, and
discusses his creation of a BIM-like model a decade ago.
uncredited, “Press Release: National BIM Standard™ Version 1.0—Part 1: Out for
Industry Review,” National Institute of Building Sciences, March 13, 2007,
http://www.facilityinformationcouncil.org/bim/story_031307php, Link to National BIM
Standard Version 1.0:
http://www.facilityinformationcouncil.org/bim/pdfs/NBIMSv1_ConsolidatedBody_11Mar07
_4.pdf
The first version of the National BIM Standard (NBIMS) was released for a two
month industry review period March 13, 2007. It provides the capital facilities
industry with its first comprehensive look at the full scope of requirements for
BIM. The NBIMS will provide the diverse capital facilities industry with a vision of
how to support and facilitate communications throughout the facility lifecycle.
The document provides both a snapshot of where this burgeoning capability
exists today as well as identifies work still needing to be accomplished. This first
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part of Version 1.0, which is now out for review, will be followed by Part 2 at the
end of the year.
uncredited, “Transitioning to BIM,” Autodesk, 2005,
http://www.ideateinc.com/whitepapers/Revit%20-%20Transitioning%20to%20BIM.pdf
(This is an earlier, more broadly targeted version of Autodesk’s “Federal
Perspective” article.) This paper profiles best practices for implementing BIM
solutions exploring success factors for BIM deployment, and process and staffing
changes that can be expected, and BIM training needs. Some suggestions
include a transition team comprised of progressive individuals who will act as
evangelists for BIM, selecting an easier project as the first to use BIM, and using
“just in time” training which supports learning by building in immediate use.
uncredited, “Interoperability for Facility Owners” (and other versions for other
audiences), International Alliance for Interoperability, not dated, Facility Owners:
http://www.iai-na.org/about/fact_sheet_fo.pdf; Architects: http://www.iaina.org/about/fact_sheet_arch.pdf; Contractors: http://www.iaina.org/about/fact_sheet_cntr.pdf; Engineers: http://www.iaina.org/about/fact_sheet_engr.pdf; Facility Managers: http://www.iaina.org/about/fact_sheet_fm.pdf; Government: http://www.iaina.org/about/fact_sheet_gvt.pdf; Product Suppliers: http://www.iaina.org/about/fact_sheet_prodspl.pdf; Software Developers: http://www.iaina.org/about/fact_sheet_swd.pdf
All communication in the design, supply, building, and facility management
process should be done electronically with open-source, interoperable software.
Interoperability brings great advantages by enabling real-time communication,
simulations, collaboration with distant team members, and the better
maintenance and storage of information. The paper makes specific suggestions
about integrating interoperability into the reader’s projects (use interoperable
systems, require use by team members, etc.) and getting personally involved in
advocating interoperability.
uncredited, “Will BIM Be the Death of Design,” AIA Archblog, October 4, 2006,
http://blog.aia.org/aiarchitect/2006/10/will_bim_be_the_death_of_desig.html
Unnamed blog author contends that BIM is not “the death of design.”
Technology will never overcome human creativity, and BIM is just a tool. The
entry centers on the advantages and opportunities BIM provides to architects.
Comments from others follow.
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Author: Ted Sive, FSMPS
ted@tedsive.com
Ted Sive believes all people—and all companies—have a unique voice, point of view,
and value proposition. Working as a facilitator, strategist, and communicator, he helps
organizations and individuals discover their voices and values, and then communicate
powerfully.
The subject of BIM fascinates Sive because at its core BIM is a communication tool.
Understanding the power and future of BIM requires understanding how different
participants in the A/E/C industry view the beast and how they process information and
make decisions. Sive sees a strong role for marketers in all of this.
An A/E/C marketer and SMPS member since 1988, Sive has a lifelong passion for
architecture and construction that began when he was a child visiting the great buildings
of the East Coast and the architectural melting pot of New York City. Before becoming a
consultant, he was a partner and director of marketing for Lease Crutcher Lewis, a
leading Pacific Northwest general contractor. Prior to that, Sive was director of
marketing and an associate at Meng Associates, an architectural and value analysis
firm. He currently provides strategic facilitation, communication training, and brand
development for select architectural, engineering, construction, and development firms.
Active in a number of professional and non-profit community organizations, Sive is a
Fellow of the Society for Marketing Professional Services (SMPS). He is also an
accomplished lecturer on topics including client care programs, alternative delivery
methods, leadership development, and marketing processes. He has spoken at
numerous national conferences and regional education events for AIA, AGC, SMPS, and
other industry organization.
Ted attended Hamilton College in New York, holds a bachelor’s degree in English and
Writing from the University of Washington, and has completed masters-level study in
architectural design, theory, and history.

Researcher and Co-Editor: Matt Hays
matt.hays@lewisbuilds.com
Matt Hays is fascinated by the growth of cities, and suffers from a lifetime infatuation
with Seattle. Early symptoms included drawing buildings and city maps in his free time,
and periodic library visits to read armloads of the Seattle Daily Journal of Commerce.
Passion became a job in 1992 when he joined an organization that advocated a big park
and revitalized neighborhoods. While the “Seattle Commons” didn’t make it past the
local voters, the experience was great training for an A/E/C marketer.
Matt was starting a consulting career in 1996 when a marketing position at Lease
Crutcher Lewis, a regional contractor, fell from the sky. This new job mixed his passions
in development, Seattle, and newspaper reading, plus his talents in writing and research.
It began a collaboration with Ted Sive that continues to this day—one writes, the other
edits, the writer finalizes, and the sum is greater than its parts.
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Matt’s volunteer positions have included proofreading for Arcade Magazine, membership
on the Seattle Pedestrian Advisory Board, and a column in the Pike Place Market News.
He attended Seattle Central Community College. Today, Matt is proposals manager at
Lewis, and occasionally consults as a copy editor for A/E firms.
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