




Prospects Have Three Criteria. Put Your Agency to the Test 

Consider this strategy: focus on one 
segment of prospects at a time. 
Examples range from consumer 
electronics to retail to boomers. 
Target a client category based on 
criteria such as: depth of agency 
experience; perceived agency 
strengths; fewest conflicts; fee 
opportunity; creative opportunity; 
and the passion of your team. 
Consider industry verticals, client 
business model types and 
demographic segments. After 
confirming the first one that best 
meets your criteria, conduct a basic 
study on that segment to inform your 
agency’s point of view. Reveal what 
is trending up or down and what that 
means to a prospect’s business. Once 
you understand how they can 
jumpstart their brand, marketing or 
sales, that specialized point of view 
becomes your calling card to many 
targets within that segment. Do the 
homework once, then pitch it over 
and over again. Now you have a 
point of difference that is valued.  

As we often counsel our agency 
clients: Stop selling the agency. Start  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

solving the client’s problems. Good 
business development is about them, 
not you.  

Once you have saturated your first 
segment, move to the next. Avoid 
pigeonholing your agency by only 
promoting your specialization to 
prospects within that particular 
target category.  

This tactic is not just for small 
shops. Larger agencies should 
borrow from the playbook of 
management consulting firms by 
creating several areas of 
specialization. Sending in a team of 
vertically focused experts is 
compelling and differentiating.  

III. And what does that mean 
to my business? 

Most agencies sell strategy and 
creative programs. To clients, this is 
only a means to an end. Clients are 
most focused on the “end” part.  

Simply out, how are you going to 
help their business? To gain insight  

 

 

 

 

 

 

 

 

 

 

 

 

 

into metrics that clients find 
meaningful, study analyst reports on 
personal investment Web sites like 
Morningstar. They're cheap. 

A final thought. Grab your team and 
do a creative brief for your agency. 
Consider your collateral, your 
credentials presentation, your Web 
site and how you engage a 
prospective client. Focus your 
messaging so that you leave no 
doubt as to who you are, why you 
are different and what it means to a 
client’s business. 

And with that renewed strategic 
focus, go forth and fearlessly plant 
your own stake in the ground.  
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