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President’s Perspective

LEE D. JARBOE, CPSM
HARTRAMPF, Inc.

Lee has served on the SMPS 

Georgia Board of Directors 

since 2003.  She is currently 

the Director of Project 

Development for 

HARTRAMPF, Inc., a 

multidiscipline architecture 

and engineering fi rm 

specializing in aviation, 

park, hospitality, military 

and government facilities.  

The 2006-2007 SMPS Georgia Year is coming to a close with only the 
summer months left on our calendar.  What a year this has been!  

As part of the SMPS 2020 vision that National is striving towards, the 
Georgia Board of Directors set several strategic goals that are in line with 
the overall strategic plan for the organization.  Our mission is to advocate 
for, educate, and connect leaders in the building industry to lead the 
Georgia Chapter to more joint programming opportunities throughout the 
year.  In April, we completed our 3rd Annual Golf Tournament, where we 
teamed with AIA-Atlanta and CMAA to establish more industry connections 
for theirs and our members.  With almost 100 golfers, this joint event is 
sure to grow for many years to come.

Speaking of connections, SMPS Georgia spearheaded the creation of the 
Georgia A/E/C Leadership Roundtable.  This volunteer roundtable consists 
of leaders from various Georgia A/E/C organizations who want a forum for 
the exchange of ideas and coordination of activities among each other.  
A website for the roundtable will be released by the end of May 2007, 
which will contain a master calendar for the various organizations so 
members of the Georgia A/E/C community will have one central location 
to learn about upcoming events.  Check out the site at www.aecgeorgia.org. 

Finally, summer proves to be an exciting time for SMPS and I hope you 
have marked your calendar for these events.  

We look forward to seeing you. Enjoy the summer fun!

Calendar of Events

June 5   Hard Hat Tour of the Cobb Performing Arts Centre

June 14   University: Managing Your Marketing 
   and Business Development Responsibilities 
   (presented by Bob Salmon of Holder Construction)

June 28   Senior Roundtable: 
   People, Your Firm’s Most Precious Resource

August 16  Year End Finale Networking Social
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MENTOR/PROTÉGÉ

Spotlight on:
The Governor’s Mentor/Protégé Program 
 by: Kristi Bowers, Skanska USA Building Inc.

Skanska is one of the most recent sponsors to join the Georgia Governor’s Mentor/Protégé program. This program 
pairs successful, well-established companies with smaller, leaner and eager-to-grow companies in need of mentoring.  
This fi rst of its kind program is in its fourth year and has proven to be extremely successful.

Skanska is mentoring Matrix 3D, a small, minority-owned 
architecture and construction management company.  This 
formal mentorship will last a year and a half, and will 
include sharing resources such as training, marketing, 
and ultimately, projects.   

John Reyhan, Senior Vice President of Skanska, said, “It 
was incredibly important for Skanska to be a member 
of the Governor’s Mentor/Protégé Team.  We sponsor 
many events around the city, but I don’t know of another 
program that brings the opportunity of integrating two 
companies together like this one does.  We want the 
Matrix 3D team to learn as much as they possibly can in 
the 18-month period about the way we do business, and 
we are dedicated to making every resource we have 
available to them.”

For a small fi rm, the benefi ts of a larger fi rm’s resources are 
numerous.  Departments which many small companies don’t have in place yet, such as Human Resources, Legal 
and Marketing, become immediately available to the protégé fi rms, giving them assistance they perhaps could not 
obtain otherwise.   Additionally, the experience of established fi rms is invaluable to small fi rms as they navigate 
their fi rst years in business.  Many mentor companies even provide gap analysis of their protégé fi rms to help establish 
a baseline of where their protégé fi rms presently are, and the items they need to focus on to create success.

Matrix 3-D believes they are benefi ting from the program in unforeseen ways.  Wilford Ray, Principal, says that the 
mentorship with Skanska has helped them look inward more than they expected.  He states, “We’re in a growth 
mode at Matrix 3D, and for a smaller fi rm, that often means that the internal affairs of the offi ce are placed on the 
back burner.  After our meetings within different departments at Skanska, we see the value and benefi t of taking time 
to ensure that our internal infrastructure outpaces our growth.  Gaining access to understand how Skanska approaches 
their business enhances our own growth.”  

Although the Governor’s Mentor/Protégé program is primarily designed to assist the protégé companies, the Principals 
at Matrix 3D are insistent that they bring opportunities to Skanska.   Charles Bythwood at Matrix states, “We have 
relationships, contacts and resources that Skanska may not have and it’s our goal to help make this a win/win 
relationship for both companies.  We would love to work on a design/build project with Skanska, and we’re always 
looking for opportunities within our business network to bring to the table.”

Skanska is joining an elite group of companies who mentor emerging Georgia companies, including The Home Depot, 
Turner Broadcasting, Coca-Cola, JJG and Georgia Power.

From left to right: Kristi Bowers (Skanska USA Building Inc.), 
Tony Paige (Matrix 3D), Charles Bythwood (Matrix 3D), Wilford Ray 
(Matrix 3D) and John Reyhan (Skanska USA Building Inc.)
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ATTRACTING TALENT

Attracting and retaining the right talent is the number one issue for every company today. 
Without the right people, it is virtually impossible to provide the services and products 
needed for fi rms to maintain profi tability and a competitive edge in today’s marketplace. 
This echoes the message of Jim Collins, author of Good To Great, when he suggested 
that people are even more important than services or products. The mantra is to get the 
right people on the bus and they’ll know what to do and where to go.

We have all seen the signifi cant increase in demand for professional A/E/C services 
and the attendant rise in competition for the limited pool of talented and experienced 
employees. It is an employee’s market and we’re all chasing the same candidates. Not 
only are we chasing new hires to the workforce, but retaining our existing talent is more 
important than ever. In April 2006, EFCG, Inc., an A/E/C industry management fi rm 

based in New York City, polled fi rms’ fi nancial managers and found that turnover costs a firm an estimated 
$50,000 per employee and can exceed $75,000 due to damage to client relations or lost corporate knowledge. 
(“The High Cost of Turnover”, McGraw-Hill Construction, ENR, 5/8/2006).

What can employers do to get the attention of quality job candidates and keep their existing workforce 
without spending a fortune? In today’s competitive job market, employers are getting creative in their 
approach to recruit and retain valuable employees. The second annual Employment Dynamics and 
Growth Expectation (EDGE) report released in July 2006 by RHI and Careerbuilder.com shows 81% of 
managers report diffi culty in fi nding qualifi ed candidates, up from 55% last year. Hiring managers say the 
primary problem in fi nding qualifi ed workers is a shortage (52%), followed by their inability to offer 
competitive compensation (21%).  

If you can’t afford to outbid the competition, out-benefi t them. 
“It’s extremely important to set yourself apart from the competition. People want to feel like you care about 
them and have their best interests in mind,” says Ramona Fauvell of Holder Construction. Employers who cannot 
afford to compete on salary alone are resorting instead to non-traditional benefi ts as a creative way to lure 
new job candidates and retain existing qualifi ed employees.  What is defi ned as a non-traditional benefi t? 
Anything other than medical insurance, retirement plans, vacation and sick leave. Non-traditional benefi ts range from 
gym memberships and paid learning opportunities to sporting event tickets and trips to the company 
beach house. Current trends include company-provided technology (cell phones, PDAs and laptops), 
company overnight retreats and fl ex-time. Reimbursement for professional organization dues, learning 
benefi ts, transit discounts and transparent or open-book management styles are also in limited use.

The simple things may count the most: Cokes, compliments and culture.
Non-traditional benefi ts are becoming commonplace and expected by high quality job candidates. From an 
employer’s perspective, these perks are a great alternative to higher salaries. Employees say that these 
benefi ts make them feel more valuable and are a motivating factor towards their personal effort at work. A 
poll was taken of A/E/C fi rms across the country to fi nd out what types of benefi ts they offer and how 
valuable these benefi ts are in recruiting and retaining employees. While non-traditional benefi ts range in 
monetary value and scope, it was found that employees simply want to feel valued. Use of the company 
beach house sounds nice, but smaller benefi ts such as free beverages and snacks or early dismissal on Fridays 
are also very desirable to potential and current employees. This may come as a shock to employers, but 
small rewards on a regular basis go a long way in making someone feel like part of the team (and therefore 
more productive) than just a bonus at the end of the year.  

Non-Traditional Benefi ts:
Costs Little, Means Everything

by: Jeanie Janson, Warner, Summer, Ditzel, Benefi eld & Ward
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ATTRACTING TALENT

Some perks are more effective because they give employees an experience that they can savor. These may 
include items such as in-office massages, restaurant gift certificates, maid service (during a particularly 
hectic week), concert or sports tickets or having your car washed while you work. The key is fi nding out 
what motivates your employees and using creative ways to demonstrate that you value their contributions. 
Companies such as Loyaltyworks, Perks.com and O.C. Tanner help businesses manage employee perks. 
They do anything from engraving to booking cruises. They can train managers on how to make employees 
feel appreciated and also offer software to track the success of perk programs. 

How can these seemingly smaller benefi ts be more attractive to some employees? The answer is simple: 
employees want to feel valued every day. A bonus each year conveys appreciation, but not on a regular basis 
(in fact, employees who feel unappreciated will inevitably seek new employment right after bonus 
season). In contrast, a soft drink every day is a repetitive and continuous form of appreciation for talent, 
good spirit and effort.  Moreover, material and monetary compensation are even less important than verbal 
and nonverbal cues. Telling someone that they did a good job can outdo the company beach house when it 
makes an employee feel like a valuable asset to the team. 

The best things in life are free.
While listening may not traditionally be considered a benefit, it is key to good employer/employee 
relationships. Good communication breeds trust and trust leads to a great place to work. The Great Place 
to Work Institute has found in its 20 years of research that “trust between managers and employees is the 
primary defi ning characteristic of the very best workplaces.” The list of FORTUNE’s 100 Best Companies to 
Work For is created using the survey by the Great Place to Work Institute and a ranking on this list is an 
incredible asset towards recruiting and retaining employees.  

Employees consider intangible rewards, such as a personal thank you from their supervisor, a written note, 
public praise, being ‘in’ on things and interesting work, to be more important than high wages and other 
incentives tied to monetary compensation. Companies should explore different ways to implement incentive 
ideas that cater to an employee’s intrinsic need for a sense of contribution, belonging and self-worth while 
also keeping a lid on high costs. 

On a regular basis, commend your employees publicly and privately for a job well done. Circulate offi ce-wide 
e-mails or memos congratulating employees for major achievements, or post such congratulations on the company 
intranet or bulletin board. Follow up with a private, personalized letter to reaffi rm that the employee is not only 
noticed and appreciated, but that the company also recognizes his or her small, day-to-day accomplishments. 

Lighten up the workplace with impromptu celebrations. Surprise employees with spontaneous social breaks, 
away from the daily work routine. “On several occasions, my supervisor has taken me out for ice cream on a 
hot Friday afternoon. No particular reason. But it reaffi rms that I am appreciated and recognized,” says Karen 
Chin of Van Winkle & Company, Inc.

The X Files: the truth is in here. 
What about the younger generations now entering the workforce? Do they value the same traditional benefi ts 
as the baby boomers?  In an article in FORTUNE magazine, Charlotte Shelton, a management consultant at 
WiseWork says “The top three things [GenXers] want in a job…are positive relationships with colleagues, 
interesting work, and continuous opportunities for learning.”  Salary and monetary bonuses don’t make the 
top three concerns of these new faces in the workforce.  Instead, GenXers want their relationships to matter, 
their work to be stimulating and to continue to grow throughout their careers.

(continued on page 9)
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Cumberland’s Ex

Cobb Energy Performing Arts Centre,
photo courtesy of Hardin Construction

Cumberland area photo courtesy of Bob H

The Cumberland area has been a busy offi ce 
market for many years. With its convenient 
location at the intersection of I-75 and I-285, the 
area has also become a practical place for many 
Atlantans to live. In recent years, Cumberland 
has grown to include over 100,000 residents and 
120,000 employees. Many of the area’s improvements 
can be attributed to the efforts of the Cumberland 
Community Improvement District (CID).

The CID was established in 1988 to improve 
mobility and access to the area. Their current 
projects are designed to make the area more 
pedestrian-friendly and more attractive to everyone. 
The business leaders involved in CID have a 
vision for the community that includes beautiful 
streetscapes and safe pedestrian access to the 
residential, offi ce, dining, retail and entertainment 
venues in the area. To accomplish these goals, the 
CID developed the Blueprint Cumberland plan, 
which focuses on long-range strategic planning 
and infrastructure improvements for the area. 

Over the past several years, Cumberland has 
undergone an extreme makeover in order to 
meet the needs of a growing population with an 
increasing income. In November 2006 
Cumberland Mall completed a multi-million 
dollar renovation that brought fi ve new national 
chain restaurants and several new upscale retail 
shops to the area. Additional projects include the 
Cobb Energy Performing Arts Centre and several 
mixed use projects.

Cobb Energy Performing Arts Centre

The Cobb Energy 
Performing Arts 
Centre promises to 
bring the arts and 
entertainment to 
Cumberland residents. 
This project has 
been a dream for 
Cobb County business 
leaders since the late 
1980’s. In fact, this 

project represents the fi rst 
major performing arts 
facility built in metro 
Atlanta in four decades. 

With a vision so long in 
the making, the centre’s 
management team didn’t 
skimp on the details. 
Utilizing a contemporary 
design from Smallwood, 
Reynolds, Stewart, Stewart 
& Associates,  and 
consultants to optimize the 
theatre’s acoustics, 
performance lighting, 
audio/video, and other systems, the centre will host 
concerts, Broadway productions, opera, ballet, family 
shows, symphony orchestras and corporate meetings.

The centerpiece of the Cobb Energy Performing Arts 
Centre is the John A. Williams Theatre, which utilizes 
striking design elements and state-of-the-art theater 
systems. The design team researched every major 
performance facility built recently, also borrowing 
ideas from performance halls of the past. Wood 
panels and a color palette of dark reds, purples and 
gold refl ect the elegant venues of a past era. 

To complement these vintage touches, the interior 
design features a contemporary ceiling composed of 
waves of brushed gold and silver metal. The ceiling 
forms a shimmering canopy above the audience. The 
2,750 seat theatre remains intimate with the stage and 
the farthest seat in the house a mere 160 feet apart. 
The balcony boxes are integral to the room’s charm 
and intimacy, allowing the audience to envelope 
around the performer. The audience experience 
will be enhanced by excellent sightlines from every 
seat, with the width of the theatre measuring only 110 
feet at its widest points.  

The Centre’s grand opening is scheduled for September 
15th, with a vocal performance by Michael Feinstein 
and Linda Eder. The Centre’s resident company, The 
Atlanta Opera, will have their opening performance in 
their new home on Saturday, September 29, 2007. 
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xtreme Makeover
by: Anna Haile, Yates Construction

Hughes, Brilliance Photography

Cumberland Mall

Cumberland Mall was 
originally built in the 
early 1970s as one of 
Atlanta’s fi rst two-
level enclosed malls. 
In November 2006, 
Cumberland Mall 
completed a 
$65 million renovation 
in order to meet the 
demands of increased 
competition and 
a growing affl uent 
population. The mall’s 

owner, General Growth Properties Inc., hired the 
mall’s original architect, TVS, for the redesign. 

A new 77,000 square foot pedestrian friendly 
streetscape gives the mall a more upscale 
appearance. Located on the front side of the mall, 
facing Cobb Parkway and the Cobb Galleria and 
Convention Centre, the streetscape is now home 
to fi ve new restaurants including Maggiano’s Little 
Italy, The Cheesecake Factory, P.F. Chang’s China 
Bistro, Ted’s Montana Grille and Stoney River 
Legendary Steaks. New stores have also been added 
including Costco Wholesale, Chico’s and Soma. 

The makeover also includes extensive interior 
renovations. Upscale lighting treatments, new 
fl ooring, ceilings, and glass railings were added 
to convey a contemporary warmth. Cumberland 
Mall also added new family restrooms, walkways, 
wi-fi  access in the center court, and plush seating 
areas throughout the common areas.

With the Cumberland area positioned for growth over 
the next twenty years, these projects will surely spur 
on more changes. No longer seen as a nine-to-fi ve 
area, Cumberland is buzzing with activity to satisfy its 
growing population.

Cumberland Mall, photo courtesy of TVS
Brian Gassel, photographer

Several new projects are planned for future growth 
in the Cumberland area. 

Upcoming Projects Include:

Riverwood: Mixed use development with buildings 
ranging in size from one story retail establishments to 
27-story offi ce and condominium towers

Vinings Main: Village environment with park and 
lake frontage including condominiums, townhomes, 
retail and offi ce

The Towns of Crescent Park: Village environment 
featuring a nature trail, a park and a dog park  
with townhomes, mid-rise condominiums, and retail

West Village: Village environment with several 
parks, walking trails and a swimming pool with 
townhomes, cluster homes, condominiums and retail

Proposed Bus Rapid Transit (BRT) Station:   
Accessible from the Akers Mill Road overpass

Overton Park: A mixed-use development 
including 50,000 square feet of retail space, a 
160-room hotel, and 60 condominium units 
at Cumberland Boulevard and Interstate 75
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CORPORATE SPOTLIGHT

who reinforce this dedication with hard work, 
loyalty and integrity on every project.  

Clients maintain HARTRAMPF at the top of their 
successful partnership list because of the superior 
service provided by its team. HARTRAMPF project 
managers are easily accessible.  This makes all the 
difference between projects continuing on schedule 
or falling behind due to unresponsiveness. The 
entire HARTRAMPF team understands that project 
questions must be addressed quickly and their 
multidiscipline work environment, along with the 
latest technology, makes this easily achievable.

Without the core value of design excellence, all 
others are meaningless. HARTRAMPF has built a 
reputation for providing sound design services by 
adding value in partnership with its clients.  The 
goal is to exceed client expectations and 
HARTRAMPF recognizes that quality builds long-
term clients.  With its dedication to all four core 
values, HARTRAMPF is a partner for the future.

Continued dedication to all four core values 
has provided this small business with big 
opportunities. After successfully working with the 
National Park Service (NPS) since 1998, 
HARTRAMPF was awarded the contract in 2003 
to provide design documents for the $29 million 
NPS project to preserve and rehabilitate the 
buildings at Moton Field at the Tuskegee Airmen 
National Historic Site in Tuskegee, Alabama.  

HARTRAMPF met the client’s goal to provide 
visitors with a “stepping-back-in-time” experience 
throughout the site while also providing for the 
comfort of their visitors and staff as much as possible 
within this constraint. For this outstanding work, 
the HARTRAMPF team was awarded the 2006 
John Wesley Powell Prize by the Society of History 
in the Federal Government.  

Client partnership, team focus, superior service 
and design excellence are the foundation of this 
firm’s success and with those principles, 
HARTRAMPF plans to continue for another forty 
years and beyond.  Summed up by Robert Bass, 
“Every project is a self portrait of the fi rm who 
worked on it; we autograph our work with quality.” 

edited by: Chryse Johnson, Urban Design Group

Celebrating forty years 
of success in 2006, 
HARTRAMPF, Inc. is 
optimistically looking 
forward to the next forty 
years. A multidiscipline 
architecture and engineering 
fi rm, HARTRAMPF has the 
experience and expertise of a 
large business, but provides 
the personal service of a 
neighborhood firm. Their 

services include mechanical, electrical, civil, 
structural and fire protection engineering, 
architectural design services, historic preservation 
and planning services, and land surveying.  Client 
Partnership, Team Focus, Superior Service and 
Design Excellence are the core values of this 
leading small business.  

HARTRAMPF distinguishes itself as a “one-stop 
shop” for all design needs by offering its clients 
innovative design solutions, leading edge 
technology and most importantly, a team of qualifi ed 
and dedicated individuals. “Our clients tell us that 
our team is what sets us apart from other fi rms; 
therefore, hiring the right people makes all the 
difference to us,” says Robert Bass, President. 

The diverse array of HARTRAMPF clients, including 
federal, state, and local governments as well as 
clients in the private sector, requires clear, open 
communication among disciplines and a strong 
commitment to client partnership. The Vice 
President of Architecture/Engineering Services, 
Douglas W. Fisher, P.E., meets weekly with the 
project management team to review the progress 
of every project in-house. “We understand the 
demand to meet tight schedules and keep projects 
within budget,” says Fisher, “Therefore, we 
continuously monitor the progress of our projects 
to avoid future confl icts.”  

One reason for HARTRAMPF’s success is their 
team focus. As Bass pointed out, the HARTRAMPF 
team makes this fi rm unique.  The owners, who 
are also project managers with a vested interest in, 
and a high level of commitment to every project, 
are supported by a team of expert professionals 

Hartrampf, Inc.

Tuskegee Airmen National Historic Site  
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Attracting & Retaining 
Professional Talent 

by: David Laufer, BrandExpertise

Bob Howell is a Partner with 
Newcomb & Boyd, an 84 year old 
consulting and engineering fi rm with 
major engineering projects worldwide, 
and employing 150 professionals.

Don Buenger is the President of Urban 
Design Group, an award-winning 
architecture fi rm offering architectural, 
interior planning and urban design 
services to its worldwide clientele from 
studios in Atlanta, Georgia, 
and Dallas, Texas.

Inspiration: Finding and retaining outstanding talent is a crucial task for professional service organizations. Specifi cally, what 
skill sets make people valuable?

Howell: We expect technical excellence as a starting 
point, and we are frequently looking for engineering 
experience relevant to a specifi c practice area. Then 
we look for the business skills and the “people” skills of 
confi dence, communications, marketing and management.

Buenger: Urban Design Group looks for creative problem 
solvers and big thinkers with an attention to detail. Good 
communication skills are also a key ability for all our staff 
– both technical and non-technical. We are architects, 
but we are also in the communication business. Projects 
require so much coordination between the architects 
and everyone else on the team – engineers, contractors, 
clients, and future prospects – that we seek staff who are 
able to communicate effectively.

Inspiration: When you think of attracting the type of talent you describe above, are there any programs or incentives, in 
addition to salary, to attract excellent prospects?

Howell: We have a strong in-house training program. We 
sponsor weekly discipline specifi c training led by our 
employees, monthly discipline specifi c training  by outside 
subject matter experts, monthly “total engineering” 
(cross-discipline) training, and monthly leadership training 
open to all disciplines. We offer a bright, spacious, 
modern and friendly work environment and monetary 
incentives, in addition to salary, in the form of overtime 
pay, profi t sharing and performance bonuses.

Buenger: We offer a fair salary, bonuses and profi t
distributions to all employees, as well as signifi cantly 
reduced insurance premiums for our associates. UDG 
University is our AIA-accredited internal training program 
that focuses on all aspects of a professional’s career, 
from technical issues to soft skills, such as marketing 
and communication. In addition, we send top talent to 
external training, and pay for participation in targeted 
organizations. Our associates program recognizes 
individuals who are on the path toward increased 
responsibility in the company. We want to give our 
employees the tools necessary to develop the skills that 
lead to a long, successful career at UDG.

Inspiration: To what extent do you think the image, or professional prestige of your organization is a factor in attracting 
and retaining talent?

Howell: High profi le work defi nitely helps attract strong 
talent. We believe that the challenging type of work we 
do, which offers many opportunities to work on large 
and complex projects, is a strong incentive. Many of our 
projects are highly visible.

Buenger: There is no doubt that our high profi le projects 
do help attract talent. However, we know that each employee 
has differing motivations, so in addition to pursuing quality 
work to challenge our employees, UDG also places a high 
priority on internal relationships. We work to build a feeling 
of family, and we value individuals who are committed to 
seeing both UDG and one another succeed. We know our 
work brings awards and higher salaries. But we defi nitely 
want to have fun and do great work for good clients.
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Scott Braley of Braley Consulting & Training in Atlanta, Georgia summed it up when 
he said, “The bottom line for businesses remains the same – we want to attract good 
employees, create a good work environment, support and achieve high levels of 
satisfaction and productivity and retain our good fi rm staff members.  The closer 
the employers get to asking the employees what benefi ts they prefer, the better the 
situations are.”  So it’s that simple, good communication between management and 
employees creates a work environment that is conducive to all. The compelling 
competitive advantage in attracting and retaining your best employees costs nothing 
and means everything.

Contributions by Paul Bleichner, Cooper Carry 
and Karen Chin, Van Winkle & Company, Inc.

For more information visit these websites:
www.greatplacetowork.com 
www.bestplacestowork.org
http://money.cnn.com/magazines/fortune/bestcompanies/
http://money.cnn.com/2006/01/17/news/companies/bestcos_genx/index.htm

Saturday, March 24 found 30 members and guests of SMPS-Georgia in the green 
space of the Oakhurst neighborhood in Decatur, Georgia.  Working together with 
Trees Atlanta staff and volunteers, SMPS members were charged with the task of 
removing english ivy and privet in this large green space adjacent to the Oakhurst 
Community Garden.  

The preservation of urban green space and the restoration of natural wildlife habitats 
contribute to the overall quality of life for the community.  By removing invasive 
plants, such as ivy and privet which destroy trees and choke out native plants, the 
natural green space is restored.  

SMPS members were delighted to be a part of 
this project. “This is the perfect service project 
for SMPS to be involved in, giving back to the 
environment, and we are already looking forward 
to our event with Trees Atlanta again next year,” 
said President-Elect Kim Williams of Gilbane.  
SMPS-Georgia also made a fi nancial donation to 
Trees Atlanta for the purchase of additional trees to 
help the restored areas, once they are cleaned out.  

SMPS Georgia Teams 
with Trees Atlanta 

by: Beth Harris, ECS Southeast, LLC

From left to right: Diane Stone (Harrington Group, Inc.), 
Natalie Matthews (US Cost, Inc.), Marcy Keiser 
(Rolf Jensen & Associates, Inc.), Cari Gerrits (Walter P Moore)
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MEMBERSHIP

Announcements

On The Move

New Members
GeoSyntec Consultants was selected for induction into the 
2007 Space Technology Hall of Fame for the innovative 
application of Emulsifi ed Zero-Valent Iron, a remediation 
technology now being used across the United States.

One of Urban Design Group’s projects, the Troup County 
Government Center, received the 2006 Craftsmanship 
Award of Excellence in the Projects over $500,000 category.
This award was presented to UDG by the Masonry 
Association of Georgia.

Rudolph Bonaparte, Ph.D., P.E., President and CEO of 
Geosyntec Consultants, was elected to the 2007 class of 
the National Academy of Engineering, one of the highest 
professional distinctions given to an engineer.

Urban Design Group was chosen as one of the top 5 fi nalists 
for the Cobb Chamber of Commerce Small Business of the 
Year award. UDG was selected for this honor from a pool 
of more than 150 nominations. 

Beth Harris joined ECS Southeast, LLC as Director of 
Business Development.

Tanya Rolle joined KHAFRA as Proposal Manager.

Georgia Roy joined Tekla, Inc. as Marketing Coordinator.

Callie Shockley joined HOK as Marketing Manager. 

Crystal Plemons joined ATC Associates, Inc. as a Business 
Development Associate.

Linda Aenchbacher
Hendessi & Associates

Kimberly Ann Landerfelt, Marketing Coordinator
Design Integrations

Brett Munkel, Business Development
Walker Parking Consultants

Roland Petersen-Frey, President
A4 Inc.

Diane Stone, Marketing Coordinator
Harrington Group Inc.

Gary Swidorski, Manager of Business Development
Turner Construction

Christina Bailey, Corporate Marketing Manager
Cooper Carry, Inc.

Lorenzo Timothy Hampton, Vice President of Marketing
Agility Surveying Co., Inc.

Jaye Holter, CEO
ZEPHYR Marketing Group

Kat Kovalchik, Marketing Coordinator
Cooper Carry, Inc.

Shanta M. McGahey, Marketing Manager
MSTSD, Inc.

Brian Mulligan, Business Development Director
Sharpe Construction

Attracting and Retaining Professional Talent 
(continued from page 8)
Inspiration: What advice on would you offer to rising professionals on optimizing their career path? What criteria for 
choosing an employer or offer will be most effective?

Howell: I would encourage them to become well-rounded 
individuals. Take an interest in the big picture of their 
profession. Strive to gain knowledge in what the allied 
disciplines do, including our clients, suppliers and the 
industry at large. Never pass up on the opportunities given 
to them each day to demonstrate their ability to lead.

Buenger: Take initiative and do more than is required. 
Never say “that’s not my responsibility.” Look for ways to 
grow and develop and never stop learning. Educate 
yourself on your fi rm’s history, culture, and core values 
before you try to sell the world on their services. Know 
what matters most to you: Money? Title? Responsibility? 
Growth? Life-work balance? Choose the best fi rm for what 
matters to you. Money isn’t everything.
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Walter P Moore is providing structural engineering services 
for the Cobb Energy Performing Arts Centre in Atlanta, 
Georgia.  The project includes a 1,000 space parking 
garage, a 10,000 square foot ballroom, and a 2,750 seat 
performing arts centre.  The Performing Arts Centre will 
have a 6,000 square foot stage, an orchestra level and two 
balcony levels of seating.

The front of the performing arts centre is clad with a glass 
curtain wall supported by exposed pipe ladder columns.
The Cobb Energy Performing Arts Centre is scheduled to 
open September 15, 2007.

The project’s estimated construction cost is $140,000,000.

COBB ENERGY
 PERFORMING
ARTS CENTRE


