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client	
  services	
  series

Welcome	
  to	
  the	
  MarkePng	
  Agency	
  Insider	
  Client	
  Services	
  Series:	
  A	
  Year	
  in	
  the	
  Life	
  of	
  a	
  Hypothe)cal	
  B2B	
  Account.	
  
Prepare	
  to	
  be	
  immersed	
  like	
  never	
  before	
  in	
  the	
  planning,	
  execuPon	
  and	
  evoluPon	
  of	
  an	
  integrated	
  markePng	
  campaign.

what’s	
  included?

‣ 7	
  live	
  webinar	
  sessions	
  +	
  on-­‐demand	
  access.
‣ Planning	
  and	
  management	
  of	
  a	
  hypothe0cal	
  B2B	
  soKware	
  account	
  —	
  Social	
  Business	
  Unlimited	
  (SBU).
‣ Crowdsourced	
  learning	
  and	
  adap0ve	
  curriculum	
  that	
  changes	
  weekly	
  based	
  on	
  aVendee	
  insight.
‣ Dedicated	
  private	
  Yammer	
  social	
  network	
  for	
  real-­‐Pme	
  collaboraPon	
  among	
  aVendees.
‣ Exclusive	
  resource	
  downloads,	
  including	
  private	
  beta	
  versions	
  of	
  Agency	
  Manager,	
  Scorecard	
  and	
  

GamePlan—	
  management	
  tools	
  featured	
  throughout	
  the	
  series.
‣ Insight	
  from	
  leading	
  marke0ng	
  agency	
  minds.
‣ Unique	
  affiliate	
  code,	
  featuring	
  revenue	
  sharing	
  on	
  event	
  registraPon	
  referrals.
‣ Signed	
  copy	
  of	
  The	
  Marke)ng	
  Agency	
  Blueprint.

PR	
  20/20	
  Copyright	
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  All	
  rights	
  reserved.
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the	
  story	
  of	
  social	
  business	
  unlimited	
  (SBU)

Social	
  Business	
  Unlimited	
  (SBU),	
  a	
  hypothe0cal	
  company	
  that	
  delivers	
  
enterprise	
  social	
  network	
  solu0ons,	
  is	
  at	
  the	
  epicenter	
  of	
  a	
  business	
  
revoluPon.	
  Forrester	
  predicts	
  that	
  the	
  enterprise	
  social	
  so`ware	
  (ESS)	
  
market	
  will	
  grow	
  at	
  an	
  annual	
  compound	
  rate	
  of	
  61	
  percent	
  over	
  the	
  next	
  
five	
  years,	
  exceeding	
  $6.4	
  billion	
  by	
  2016.	
  SBU	
  is	
  two	
  years	
  old,	
  sieng	
  on	
  
$5	
  million	
  in	
  venture	
  capital	
  funding,	
  and	
  stacked	
  with	
  brilliant	
  developers.

However,	
  it	
  faces	
  seemingly	
  insurmountable	
  challenges	
  in	
  a	
  highly	
  
compePPve	
  space.	
  While	
  the	
  company	
  has	
  capital,	
  it	
  lacks	
  internal	
  
competencies	
  in	
  key	
  markePng	
  disciplines;	
  it	
  has	
  made	
  some	
  PR	
  and	
  
customer	
  service	
  missteps	
  in	
  its	
  efforts	
  to	
  scale;	
  and	
  it	
  can't	
  outspend	
  its	
  
high-­‐profile	
  compePtors	
  that	
  are	
  entrenched	
  in	
  the	
  market.	
  	
  

It's	
  a	
  race	
  to	
  the	
  top	
  of	
  a	
  mul0-­‐billion	
  dollar	
  industry,	
  and	
  your	
  agency	
  
has	
  the	
  opportunity	
  to	
  take	
  them	
  there.	
  

SBU	
  has	
  allocated	
  $8,000/month	
  for	
  agency	
  services.	
  It's	
  a	
  high-­‐risk	
  
account	
  that	
  could	
  be	
  gone	
  within	
  six	
  months	
  if	
  you	
  don't	
  deliver,	
  but	
  it	
  
also	
  has	
  huge	
  upside,	
  with	
  the	
  potenPal	
  to	
  grow	
  to	
  a	
  $15,000	
  -­‐	
  $20,000/
month	
  account	
  within	
  a	
  year.

Join	
  us	
  as	
  we	
  adventure	
  through	
  a	
  year	
  in	
  the	
  life	
  of	
  this	
  hypothePcal	
  
company	
  and	
  markePng	
  program,	
  and	
  collaborate	
  with	
  your	
  peers	
  to	
  
manage,	
  retain	
  and	
  grow	
  the	
  SBU	
  account.	
  

http://www.pcworld.idg.com.au/article/409169/forrester_enterprise_social_software_become_6_4_billion_market_2016/
http://www.pcworld.idg.com.au/article/409169/forrester_enterprise_social_software_become_6_4_billion_market_2016/


live	
  webinar	
  schedule

Session	
  1	
  —	
  The	
  MarkePng	
  Assessment:	
  How	
  to	
  Analyze	
  Companies,	
  Forecast	
  PotenPal	
  and	
  Align	
  ExpectaPons:	
  Thursday,	
  Oct.	
  25

Session	
  2	
  —The	
  Scorecard:	
  How	
  to	
  Build	
  a	
  Customized	
  MarkePng	
  Performance	
  Dashboard:	
  Thursday,	
  Nov.	
  1

Session	
  3	
  —	
  The	
  GamePlan:	
  How	
  to	
  Connect	
  Agency	
  Services	
  to	
  Audiences	
  and	
  Metrics	
  that	
  MaVer:	
  Thursday,	
  Nov.	
  8

Session	
  4	
  —	
  The	
  Honeymoon:	
  How	
  to	
  Mix	
  Builders	
  and	
  Drivers	
  (Q1):	
  Thursday,	
  Nov.	
  15

Session	
  5	
  —	
  The	
  Reality:	
  How	
  to	
  Make	
  the	
  Partnership	
  Work	
  through	
  the	
  Ups	
  and	
  Downs	
  (Q2):	
  Thursday,	
  Nov.	
  29

Session	
  6	
  —	
  The	
  Tipping	
  Point:	
  How	
  to	
  Adapt	
  and	
  Evolve	
  at	
  a	
  CriPcal	
  Stage	
  in	
  the	
  Client	
  Lifecycle	
  (Q3):	
  Thursday,	
  Dec.	
  6

Session	
  7	
  —	
  The	
  Renewal:	
  How	
  to	
  Solidify	
  the	
  RelaPonship	
  and	
  Focus	
  on	
  Long-­‐Term	
  Growth	
  (Q4):	
  Thursday,	
  Dec.	
  13

all	
  sessions	
  conducted	
  live	
  via	
  GoToMee0ng,	
  and	
  available	
  on	
  demand



session	
  1	
  —	
  the	
  marke0ng	
  assessment:
how	
  to	
  analyze	
  companies,	
  forecast	
  poten0al	
  and	
  align	
  expecta0ons

The	
  strength	
  of	
  your	
  agency	
  is	
  directly	
  related	
  to	
  your	
  ability	
  to	
  retain	
  and	
  
grow	
  the	
  right	
  accounts.	
  Loyal	
  clients	
  lead	
  to	
  higher	
  retenPon	
  rates,	
  greater	
  
profit	
  margins,	
  more	
  predictable	
  cash	
  flow	
  and	
  stronger	
  referrals.	
  

Your	
  agency's	
  success	
  starts	
  with	
  the	
  markePng	
  assessment.	
  

Every	
  element	
  of	
  an	
  organizaPon,	
  as	
  it	
  relates	
  to	
  markePng,	
  can	
  be	
  divided	
  
into	
  assets,	
  neutrals	
  and	
  escalators.	
  By	
  evaluaPng	
  and	
  scoring	
  these	
  
elements,	
  you	
  can	
  forecast	
  a	
  client's	
  potenPal,	
  set	
  realisPc	
  expectaPons,	
  and	
  
allocate	
  Pme,	
  money	
  and	
  talent.

If	
  your	
  agency	
  can	
  properly	
  assess	
  leads	
  and	
  new	
  clients,	
  it	
  can	
  beVer	
  
determine	
  services	
  and	
  pricing,	
  establish	
  performance	
  benchmarks,	
  and	
  
define	
  integrated	
  marke0ng	
  plans.	
  

Session	
  1	
  demonstrates	
  how	
  to	
  uPlize	
  subjecPve	
  assessments	
  —	
  from	
  the	
  
viewpoint	
  of	
  internal	
  client	
  stakeholders	
  —	
  to	
  create	
  a	
  strong	
  partnership	
  
founda0on,	
  reduce	
  client	
  turnover	
  rates,	
  and	
  increase	
  performance	
  and	
  
profitability.	
  We'll	
  analyze	
  Social	
  Business	
  Unlimited's	
  Net	
  MarkePng	
  Score	
  
report	
  to	
  idenPfy	
  strengths,	
  flag	
  weaknesses	
  and	
  threats,	
  define	
  foundaPonal	
  
projects,	
  and	
  finalize	
  an	
  integrated	
  service	
  package.

‣ Conduct	
  discovery	
  research.
‣ Perform	
  a	
  Net	
  MarkePng	
  Score	
  assessment.
‣ Assess	
  and	
  classify	
  factors	
  as	
  assets,	
  neutrals	
  and	
  escalators.
‣ Analyze	
  opportuni0es.
‣ IdenPfy	
  weaknesses	
  and	
  threats.
‣ Forecast	
  poten0al.
‣ Agree	
  on	
  key	
  metrics	
  that	
  will	
  drive	
  agency	
  efforts.
‣ Define	
  founda0onal	
  projects,	
  including	
  brand,	
  website	
  and	
  markePng	
  

technologies.
‣ Provide	
  preliminary	
  strategic	
  recommenda0ons.
‣ Construct	
  the	
  service	
  package,	
  pricing	
  and	
  contract.
‣ Determine	
  the	
  agency	
  account	
  team.
‣ Establish	
  clear	
  and	
  realisPc	
  expecta0ons.
‣ Set	
  a	
  tone	
  of	
  transparency	
  and	
  trust.

live	
  oct.	
  25	
  @	
  1	
  p.m.	
  est
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session	
  2	
  —	
  the	
  scorecard:	
  
how	
  to	
  build	
  a	
  customized	
  marke0ng	
  performance	
  dashboard

MarkePng	
  execuPves	
  —	
  your	
  clients	
  —	
  are	
  drowning	
  in	
  data.	
  
They	
  have	
  access	
  to	
  powerful	
  tools	
  that	
  produce	
  endless	
  streams	
  
of	
  informaPon	
  about	
  prospects	
  and	
  customers.	
  However,	
  data	
  
without	
  analysis	
  is	
  simply	
  noise.

MarkePng	
  agencies	
  from	
  every	
  discipline	
  —	
  adverPsing,	
  PR,	
  
social,	
  SEO,	
  content	
  and	
  web	
  —	
  have	
  the	
  opportunity	
  to	
  evolve,	
  
and	
  play	
  an	
  integral	
  role	
  in	
  bringing	
  structure	
  and	
  meaning	
  to	
  
the	
  numbers.	
  Your	
  account	
  teams	
  can	
  and	
  should	
  be	
  extracPng	
  
insight	
  from	
  the	
  wealth	
  of	
  informaPon	
  available	
  to	
  clients,	
  and	
  
using	
  data	
  to	
  validate	
  your	
  impact.	
  

Transparency	
  is	
  the	
  future	
  of	
  business.	
  Be	
  proac0ve	
  in	
  assessing	
  
your	
  performance,	
  be	
  willing	
  to	
  adapt	
  in	
  real-­‐Pme	
  based	
  on	
  
results	
  (or	
  the	
  lack	
  of),	
  and	
  give	
  your	
  clients	
  the	
  knowledge	
  they	
  
need	
  to	
  make	
  informed	
  business	
  decisions.

In	
  session	
  2,	
  we'll	
  build	
  a	
  custom	
  Scorecard	
  for	
  SBU	
  that	
  will	
  
house	
  all	
  primary	
  and	
  secondary	
  metrics.	
  The	
  Scorecard	
  template	
  
will	
  be	
  provided	
  to	
  all	
  registrants	
  under	
  CreaPve	
  Commons	
  3.0.

‣ IdenPfy	
  Key	
  Performance	
  Indicators	
  (KPIs)	
  that	
  drive	
  agency	
  acPviPes.
‣ Customize	
  the	
  four	
  primary	
  secPons	
  of	
  the	
  Scorecard	
  —	
  brand,	
  leads,	
  sales	
  and	
  loyalty.
‣ Input	
  and	
  analyze	
  2012	
  data.
‣ Establish	
  benchmarks.
‣ Define	
  quarterly	
  goals.
‣ Review	
  Scorecard	
  maintenance	
  processes.
‣ Determine	
  collaboraPon	
  permissions.
‣ Create	
  client	
  report	
  templates.

live	
  nov.	
  1	
  @	
  1	
  p.m.	
  est



session	
  3	
  —	
  the	
  gameplan:	
  
how	
  to	
  connect	
  agency	
  services	
  to	
  audiences	
  and	
  metrics	
  that	
  maaer

Leading	
  markePng	
  agencies	
  turn	
  informa0on	
  into	
  
intelligence,	
  and	
  intelligence	
  into	
  ac0on.	
  They	
  build	
  
campaigns	
  that	
  consistently	
  produce	
  measurable	
  
outcomes,	
  including	
  website	
  traffic,	
  leads	
  and	
  sales.	
  
Agencies	
  must	
  shi`	
  away	
  from	
  arbitrary	
  metrics,	
  such	
  
as	
  media	
  impressions,	
  reach,	
  adverPsing	
  equivalency	
  
and	
  PR	
  value,	
  and	
  become	
  measurement	
  geeks	
  
obsessed	
  with	
  data-­‐driven	
  services.

Simplicity	
  and	
  agility	
  are	
  criPcal	
  to	
  SBU’s	
  success.	
  

In	
  session	
  3,	
  we'll	
  build	
  the	
  SBU	
  GamePlan,	
  and	
  
demonstrate	
  a	
  process	
  for	
  connec0ng	
  all	
  projects	
  
(aka	
  epics)	
  to	
  audiences	
  and	
  outcomes.	
  The	
  
GamePlan	
  template	
  will	
  be	
  provided	
  to	
  all	
  registrants	
  
under	
  CreaPve	
  Commons	
  3.0.	
  We'll	
  also	
  lay	
  the	
  
groundwork	
  for	
  agile	
  program	
  management	
  via	
  
37Signals'	
  Basecamp.

‣ Establish	
  and	
  segment	
  audiences.
‣ Define	
  and	
  profile	
  buyer	
  personas.
‣ Determine	
  roles	
  and	
  responsibili0es	
  of	
  the	
  agency/client	
  markePng	
  teams.
‣ Evaluate	
  needs	
  and	
  opportuniPes	
  to	
  align	
  with	
  other	
  agency	
  partners	
  for	
  niche	
  capabiliPes.	
  
‣ Build	
  the	
  Campaign	
  Snapshot,	
  which	
  guides	
  the	
  overall	
  strategy	
  and	
  puts	
  structure	
  to	
  

agency	
  recommendaPons.
‣ Brainstorm	
  the	
  Epic	
  Center,	
  and	
  associate	
  acPviPes,	
  audiences	
  and	
  KPIs.
‣ Visualize	
  builder	
  vs.	
  driver	
  alloca0ons.
‣ Forecast	
  service	
  hours	
  using	
  the	
  Fibonacci	
  sequence.
‣ Create	
  the	
  month-­‐one	
  GamePlan	
  with	
  acPviPes	
  and	
  Pme	
  forecasted	
  by	
  agency	
  pro.
‣ Construct	
  the	
  GamePlan	
  launch	
  deck	
  for	
  client	
  presentaPon.

live	
  nov.	
  8	
  @	
  1	
  p.m.	
  est

http://basecamp.com/
http://basecamp.com/
http://www.pr2020.com/blog/builders-drivers
http://www.pr2020.com/blog/builders-drivers


session	
  4	
  —	
  the	
  honeymoon:	
  
how	
  to	
  mix	
  builders	
  and	
  drivers	
  (Q1)

live	
  nov.	
  15	
  @	
  1	
  p.m.	
  est

‣ AcPvate	
  builders	
  to	
  lay	
  the	
  foundaPon	
  for	
  long-­‐term	
  
campaign	
  success.

‣ Integrate	
  drivers	
  to	
  produce	
  short-­‐term	
  results.
‣ Establish	
  a	
  rhythm	
  to	
  client	
  communica0ons	
  and	
  

mee0ngs.
‣ Conduct	
  internal	
  reviews	
  of	
  account	
  acPvity	
  and	
  

performance.
‣ Learn	
  to	
  stay	
  in	
  tune	
  with	
  client	
  percep0ons	
  and	
  

expecta0ons.	
  
‣ Maintain	
  agile	
  project	
  management	
  and	
  efficient	
  

workflows.
‣ Fine	
  tune	
  client	
  approval	
  processes.
‣ Establish	
  monitoring	
  and	
  repor0ng	
  systems.
‣ Compile	
  monthly	
  Scorecards.
‣ Conduct	
  Scorecard	
  reviews.
‣ Prepare	
  monthly	
  GamePlans.
‣ Build	
  and	
  present	
  the	
  quarterly	
  account	
  review	
  deck.

You've	
  completed	
  the	
  Net	
  MarkePng	
  Score	
  assessment,	
  
customized	
  the	
  Scorecard	
  and	
  built	
  the	
  GamePlan.	
  The	
  client	
  is	
  
anxious	
  to	
  get	
  started,	
  and	
  your	
  account	
  team	
  is	
  primed	
  to	
  deliver.	
  
There	
  are	
  endless	
  possibili0es,	
  and	
  unlimited	
  poten0al.	
  The	
  
Honeymoon	
  period	
  has	
  begun.

The	
  first	
  three	
  months	
  of	
  a	
  client-­‐agency	
  engagement	
  are	
  full	
  of	
  
opportunity.	
  Both	
  parPes	
  are	
  enthusiasPc,	
  moPvated	
  and	
  hopeful.	
  
This	
  is	
  your	
  chance	
  to	
  make	
  an	
  immediate	
  impression	
  with	
  your	
  
processes,	
  communicaPons,	
  dedicaPon	
  and	
  performance.	
  The	
  
challenge	
  lies	
  in	
  keeping	
  expecta0ons	
  in	
  line,	
  while	
  mixing	
  
builders	
  and	
  drivers.

Builders	
  are	
  services	
  designed	
  to	
  set	
  the	
  founda0on	
  for	
  success,	
  
whereas	
  drivers	
  are	
  intended	
  to	
  produce	
  short-­‐term	
  results.	
  Your	
  
agency's	
  ability	
  to	
  succeed	
  and	
  bring	
  value	
  to	
  clients	
  requires	
  a	
  
balanced	
  and	
  strategic	
  approach	
  to	
  both.

In	
  session	
  4,	
  we'll	
  walk	
  through	
  the	
  first	
  quarter	
  of	
  SBU's	
  program,	
  
from	
  acPvaPon	
  of	
  the	
  GamePlan	
  in	
  month	
  one,	
  to	
  presentaPon	
  of	
  
the	
  quarterly	
  review	
  at	
  the	
  end	
  of	
  month	
  three.	
  You'll	
  be	
  
presented	
  with	
  scenarios,	
  and	
  encouraged	
  to	
  share	
  thoughts	
  and	
  
ideas	
  in	
  the	
  private	
  Yammer	
  network	
  leading	
  into	
  session	
  5.



session	
  5	
  —	
  the	
  reality:	
  
how	
  to	
  make	
  the	
  partnership	
  work	
  through	
  the	
  ups	
  and	
  downs	
  (Q2)

‣ Learn	
  techniques	
  to	
  deal	
  with	
  client	
  challenges,	
  and	
  personali0es.	
  
‣ Develop	
  answers	
  to	
  client	
  FAQs.
‣ Adapt	
  strategies	
  in	
  real-­‐0me	
  to	
  seize	
  market	
  opportuniPes.
‣ Address	
  inefficiencies	
  in	
  the	
  account	
  to	
  improve	
  your	
  team's	
  produc0vity	
  

and	
  performance.	
  
‣ Deal	
  with	
  agency	
  growth	
  issues	
  that	
  are	
  affecPng	
  system-­‐wide	
  workflow	
  

and	
  capacity.
‣ Take	
  a	
  proacPve	
  approach	
  to	
  churn	
  risks,	
  scope	
  creep	
  and	
  service	
  quality	
  

concerns.
‣ Concentrate	
  on	
  closing	
  the	
  sales	
  loop,	
  and	
  connecPng	
  your	
  acPviPes	
  to	
  

results.	
  
‣ Prove	
  value	
  on	
  short-­‐term	
  campaigns	
  that	
  drive	
  the	
  overall	
  program.

Invoice	
  number	
  four	
  is	
  on	
  the	
  way,	
  bringing	
  SBU's	
  services	
  total	
  to	
  
$32,000.	
  While	
  your	
  main	
  client	
  contact,	
  the	
  markePng	
  director,	
  loves	
  
your	
  team	
  and	
  is	
  encouraged	
  by	
  progress	
  thus	
  far,	
  his	
  boss,	
  the	
  chief	
  
markePng	
  officer	
  (CMO),	
  has	
  decided	
  to	
  join	
  the	
  weekly	
  account	
  update	
  
meePng	
  for	
  the	
  first	
  Pme.	
  He	
  has	
  suddenly	
  taken	
  a	
  keen	
  interest	
  in	
  the	
  
agency,	
  and	
  is	
  curious	
  to	
  learn	
  more	
  about	
  your	
  performance	
  to	
  date.

The	
  meePng	
  kicks	
  off	
  with	
  the	
  usual	
  small	
  talk	
  and	
  pleasantries,	
  then	
  
the	
  CMO	
  takes	
  the	
  reins.	
  

He	
  wants	
  to	
  know	
  why	
  you’re	
  spending	
  so	
  much	
  0me	
  and	
  money	
  on	
  
social	
  media	
  engagement	
  and	
  blogging.	
  He's	
  upset	
  that	
  compe0tors	
  
are	
  all	
  over	
  the	
  tech	
  blogs,	
  and	
  dominaPng	
  page	
  one	
  of	
  Google.	
  He	
  
can't	
  go	
  anywhere	
  on	
  the	
  web	
  without	
  seeing	
  their	
  re-­‐targeted	
  ads,	
  and	
  
now	
  the	
  CEO	
  is	
  curious	
  to	
  know	
  why	
  her	
  counterpart	
  is	
  speaking	
  at	
  
SXSW	
  and	
  Enterprise	
  2.0,	
  and	
  being	
  quoted	
  in	
  Inc.	
  and	
  Wired,	
  while	
  she	
  
toils	
  in	
  relaPve	
  anonymity.

Session	
  5	
  is	
  The	
  Reality.	
  This	
  is	
  when	
  rela0onships	
  are	
  made	
  or	
  broken.

live	
  nov.	
  29	
  @	
  1	
  p.m.	
  est



session	
  6	
  —	
  the	
  0pping	
  point:	
  
how	
  to	
  adapt	
  and	
  evolve	
  at	
  a	
  cri0cal	
  stage	
  in	
  the	
  client	
  lifecycle	
  (Q3)

The	
  account	
  is	
  turning	
  the	
  corner,	
  and	
  gaining	
  momentum.	
  Some	
  of	
  the	
  
early	
  foundaPonal	
  work	
  (the	
  builders)	
  is	
  showing	
  real	
  value	
  now,	
  and	
  the	
  
client's	
  confidence	
  level	
  in	
  your	
  work	
  is	
  rising.	
  Now	
  is	
  the	
  0me	
  to	
  go	
  all	
  
in,	
  and	
  solidify	
  the	
  partnership	
  moving	
  forward.

But,	
  just	
  as	
  things	
  look	
  brightest,	
  your	
  client	
  contact,	
  the	
  marke0ng	
  
director,	
  announces	
  he's	
  leaving	
  the	
  company.	
  The	
  CMO,	
  whom	
  you	
  
clashed	
  with	
  a	
  bit	
  last	
  quarter,	
  is	
  the	
  interim	
  contact	
  unPl	
  they	
  replace	
  
the	
  markePng	
  director.	
  

The	
  good	
  news	
  is	
  that	
  you're	
  running	
  a	
  real-­‐0me,	
  results-­‐driven	
  
program,	
  so	
  you	
  can	
  always	
  fall	
  back	
  on	
  performance.	
  The	
  bad	
  news	
  is	
  
that	
  with	
  a	
  new	
  markePng	
  director	
  comes	
  an	
  array	
  of	
  variables,	
  including	
  
the	
  possibility	
  that	
  he	
  or	
  she	
  will	
  have	
  a	
  preferred	
  agency	
  in	
  tow.	
  

All	
  of	
  the	
  sudden,	
  one	
  of	
  your	
  core	
  accounts,	
  which	
  is	
  providing	
  stability	
  
and	
  opportunity	
  to	
  the	
  agency,	
  enters	
  the	
  "Red	
  Zone."	
  This	
  is	
  The	
  
Tipping	
  Point,	
  a	
  period	
  every	
  agency,	
  and	
  every	
  account,	
  goes	
  through.	
  
Except,	
  in	
  this	
  case,	
  we'll	
  work	
  through	
  it	
  as	
  a	
  group	
  —	
  sharing	
  insights	
  
from	
  our	
  collec0ve	
  experiences,	
  and	
  ac0va0ng	
  a	
  plan	
  to	
  retain	
  and	
  
grow	
  the	
  SBU	
  account.

‣ Push	
  the	
  envelope	
  with	
  advanced	
  marke0ng	
  techniques.
‣ Integrate	
  content	
  and	
  social	
  acPviPes	
  to	
  drive	
  PR	
  efforts	
  with	
  tech	
  

bloggers	
  and	
  media.
‣ Pursue	
  PR	
  opportuniPes	
  for	
  SBU	
  leadership,	
  including	
  speaking	
  

engagements	
  and	
  media	
  placements.
‣ Turn	
  the	
  loss	
  of	
  the	
  client	
  contact	
  into	
  an	
  opportunity	
  for	
  growth.
‣ Expand	
  the	
  social	
  marke0ng	
  program	
  to	
  include	
  new	
  technologies	
  

and	
  techniques.	
  
‣ Maximize	
  the	
  use	
  of	
  SBU's	
  assets,	
  including	
  its	
  exis0ng	
  customer	
  and	
  

lead	
  databases.
‣ Pump	
  out	
  high-­‐quality	
  content	
  packed	
  with	
  original	
  research	
  and	
  

proprietary	
  data.
‣ Dig	
  into	
  the	
  analy0cs	
  and	
  Scorecard	
  to	
  idenPfy	
  trends	
  and	
  

opportuniPes.
‣ Focus	
  on	
  rela0onship	
  building	
  between	
  agency	
  leadership	
  and	
  high-­‐

level	
  client	
  contacts.

live	
  dec.	
  6	
  @	
  1	
  p.m.	
  est



session	
  7	
  —	
  the	
  renewal:	
  
how	
  to	
  solidify	
  the	
  rela0onship	
  and	
  focus	
  on	
  long-­‐term	
  growth	
  (Q4)

live	
  dec.	
  13	
  @	
  1	
  p.m.	
  est

The	
  agency	
  has	
  invested	
  1,000+	
  hours.	
  The	
  client	
  has	
  invested	
  
nearly	
  $100,000.	
  The	
  results	
  are	
  in	
  for	
  year	
  one,	
  and	
  now	
  is	
  Pme	
  
to	
  focus	
  on	
  long-­‐term	
  growth	
  of	
  the	
  account.	
  

In	
  this	
  final	
  session	
  —The	
  Renewal	
  —	
  we'll	
  run	
  Q4	
  of	
  the	
  
program,	
  analyze	
  Scorecard	
  data,	
  build	
  an	
  annual	
  review	
  deck,	
  
and	
  take	
  a	
  fresh	
  look	
  at	
  the	
  future	
  of	
  SBU.

The	
  week	
  leading	
  into	
  session	
  7	
  will	
  include	
  a	
  collecPon	
  of	
  
challenges	
  and	
  exercises	
  in	
  the	
  private	
  Yammer	
  group,	
  which	
  will	
  
fuel	
  discussion	
  and	
  debate	
  as	
  we	
  close	
  out	
  the	
  Client	
  Services	
  
Series.

‣ Conduct	
  an	
  internal	
  review,	
  asking	
  the	
  hard	
  quesPons	
  of	
  your	
  
account	
  team.

‣ Analyze	
  performance	
  to	
  date,	
  and	
  criPcally	
  assess	
  your	
  value	
  
to	
  the	
  client.

‣ Invest	
  in	
  account	
  development	
  ac0vi0es	
  to	
  show	
  your	
  
commitment	
  and	
  moPvaPon.

‣ Take	
  risks,	
  and	
  bring	
  innova0ve	
  ideas	
  to	
  the	
  table	
  for	
  year	
  
two.

‣ Discuss	
  Pps	
  and	
  processes	
  to	
  propose,	
  and	
  win,	
  a	
  service	
  
package	
  increase.

‣ Build	
  an	
  annual	
  review	
  deck.
‣ Parlay	
  success	
  with	
  SBU	
  into	
  new	
  business	
  development	
  

opportuni0es.
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