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The Hallmarks of a Great Agency 

1. Great people

a. Hire stars

i. Simplifies motivation

ii. Drives excellence among your staff

iii. Average staff feeds complacency, leads to average work

iv. Great people attract great clients

b. Overhaul your performance review process

i. Orient towards career development

ii. Make it ongoing, not tied to salary review

iii. Provide constant feedback

iv. Get rid of “dead weight” – it de-motivates your team; hire slowly, fire fast

v. Show no tolerance for poor performers

c. Build expertise, new business via investment hires 

2. Great leadership

a. Great leaders have a personal commitment to build a great agency and a great team

i. “Average” is not good enough 

ii. They set non-negotiable standards of excellence for every aspect of their firm

iii. They hold themselves accountable

b. Great leaders create and drive a well-thought out vision for their firm (external and internal)

i. Involve the senior team 

ii. Refine the vision as circumstances change

iii. Invest in the vision to make it happen

iv. Great vision without great people is irrelevant 

c. Great leaders abhor status quo management

i. Standards suffer

ii. People don’t stretch

iii. CEO doesn’t stretch

iv. The firm misses opportunities

3.  A “coaching culture” among management

a. A coaching culture defined

i. Sincere desire to help

ii. Managers who understand their role as a coach

iii. Managers who build relationships based on empathy and support

iv. Managers who have earned the right to be listened to

v. A culture which prizes the individual but rewards the team

b. Starts with the CEO

i. It’s all about mindset

ii. Rate yourself as coach

iii. Conduct a 360 performance review of yourself

4. Great clients

a. Great clients are often made not born

i. What makes a great client?

ii. How do you make an existing client great?

iii. Identify clients who are not great and make a commitment to replace them: “bad clients will eat up your people”

iv. Meet with all client CEOs once a quarter

v. Build relationships with other resources to expand knowledge and increase sales opportunities 

b. Build your business development program around your “ideal client”

i. Define ideal client criteria

ii. Select five “ideal clients” to target

iii. Assign responsibility, but involve senior team

iv. Recover your sales costs by increasing hourly rates 2-4%

c. Commit to marketing your firm

i. Make your firm one of your largest clients (15K-25K per month)

ii. Commit time for senior staffer to lead

iii. Establish a point of view positioning for your firm and commit to making that POV real

5. Results that meet or exceed client expectations

a. Really invest in client’s business

i. Added value services at no cost!

b. Agree on expectations ahead of time; commit to writing

c. Make account reviews SOP

d. Client report cards measure performance

i. Conduct annual third-party survey of clients

ii. Establish a client development function 

e. Commit to a written plan for every client

f. Become a specialist to achieve excellent results

6. Profitable growth

a. Cash is king – pay attention to cash flow first

b. Key to profitability is staff utilization

i. Monitor staff time weekly

ii. Customize your tracking software

c. Understand the overservicing “myth”

d. Don’t let receivables linger past 30 days

e. Bill at start of the month

f. Be discriminating with new business opportunities
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