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You KNOW the problem



Inspiration vs. Instruction?



You know what to do.  

The real question is do you have 
the courage to do it?

~ Drew McLellan



They can’t afford a GP



The data



The data



Key factor in valuation



I see the proof every day



I believe in this 110%



Who you go looking for



I don’t want to do it

You can be the GP – there are good reasons for it:

§ Stay local
§ Get to know your clients very well
§ Don’t have to say no
§ Lots of clients (small clients…)



I don’t want to do it

But there’s a price to pay:

§ Lower prices/lower budgets
§ Everyone is your competitor
§ Hard to know everything about everyone
§ What story do you tell?
§ Hard to know where to look for new clients

But recognize that it IS a choice.  
Not a fact or a sentence you must serve.



Narrow is easier

Simplifies and magnifies:

§ Content
§ Employees
§ Biz dev strategy
§ Biz dev targets
§ Awards, trade shows etc.
§ Pricing



The four legged stool method



Adds stability when you niche down to:

§ Related industries (connective tissue)
§ Areas that could be affected by 

economy
§ Allows for the junk drawer 

(temporarily)

The four legged stool method



The unicycle method



The unicycle method

Mitigated risk:

§ Geography
§ Audience 
§ Methodology
§ Deliverable (is your dominance 

sustainable?)



How?



You know what to do.  

The real question is do you have 
the courage to do it?

~ Drew McLellan



Look for clues

/client-filter



Start with what’s possible

§ Your body of work (proof points)
§ Yours/your team’s expertise
§ Marketplace need
§ Competitive landscape (you will never be 

the only one)



Start with what’s profitable

§ AGI heavy
§ Consistent need (Lead gen versus brand)
§ Employees are findable or trainable
§ There are enough of them out there (how 

many do you really need?)



Start with what’s palatable

§ Work you love to do
§ Can find your sweet spot clients there
§ Work you are proud to do
§ Sustainable – you don’t want to have to 

keep doing this exercise



Only chase worthwhile prospects

§ Check the boxes
§ At least 10% of your annual AGI (small 

clients are the devil to positioning)
§ Foot in the door or proof point



Next steps

§ Decide
§ Change your language/elevator speech
§ Your website & content to scream it
§ Establish your authority position
§ Stop chasing anything that does not fit



Coming Up

§ January 23-24: Build your sales funnel

§ January 27-28: Prospect’s buying journey 
and how to win at every point



§ How to build multiple revenue streams for your agency
§ Building your agency with your end game in mind
§ How to use artificial intelligence to increase your margins and efficiency
§ How to find a buyer for your agency (or how to find an agency to buy)
§ Dealing with the imposter syndrome that strikes all of us now and then
§ The legal snafus to avoid if you’re doing influencer marketing
§ Tax strategies
§ Growing your leadership team
§ And so much more!

AgencyManagementInstitute.com/babasummit/
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