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Hard Hat Services, Inc.

Founded in 2000, Hard Hat Services, Inc. is a relatively young firm, but it has already earned a place on
The Zweig Letter 2006 Hot Firm List. Based in Naperville, Illinois, this 32-employee firm offers
design/build, construction management, project management, engineering, and environmental remedia-
tion services. The firm also has offices in Chesterton, Indiana; Milwaukee, Wisconsin; and Kansas Ciry,

Kansas. Although located in the Midwest, the firm pursues work nationally and has done international
projects in Canada and the Caribbean.

David Johnson is the director of business development at Hard Hat. He says that while he may ultimarely
be responsible for business development activities at the firm, every member of the staff is expected to

play a role. “It’s a cultural thing. Everyone is conducting business development all the time. This firm is
all about business development,” he says.

Technical staff members are encouraged to attend trade shows, publish articles, and network with colleagues
and clients to further the firm’s presence in the marketplace. “We try to encourage everyone to be selling,
not to the point of being impulsive, but to make positive statements about Hard Hat’s experience,
delivered results, and the firm itself. We strongly pursue listening to our clients and offering solutions,”
he says. However, this isn’t always as easy as it sounds. He says thar it’s important to wed business devel-
opment skills with engineering skills, and if someone doesn’t have those business development skills, they
are encouraged to pass leads and ideas along to him for follow-up.

Because business development is such an inherent part of the firm’s culture, Johnson says that training is
ongoing. “When a new associate joins the firm— regardless of their engineering pedigree— the Hard
Hat vision, strategy, and their personal responsibility is explained to them in detail. We ensure thar every

individual is able to communicate our strategy, philosophy, and understands their role in growing Hard
Hat.”

Johnson says some firms have difficulty communicating a consistent front because many staff members
have different ideas and convey different thoughts about what it is their firms do for their clients and
why they're in business. He says that Hard Hat tries to present a uniform concept of itself that crosses all
markets. “We have a coherent, understandable strategy and client value proposition that everybody can
communicate to clients. Even the administrative people are involved.”
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