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e d i to r’s  l e t t e r

Full steam ahead 

As the first quarter progresses, blizzards, bad weather and stay-at-home 
consumers are having their usual wintry effect on the economy. Remember, 
the best time to plan and act is during a lull in the action… when busi-
ness is a little, well, chilly. We’ve tried to load this issue of Second Wind 
Magazine with valuable content to help you warm up and move strongly 
into 2015. 

A big theme for this year will be accountability. We aren’t speaking solely 
of measuring results, however; agencies need to “up the ante” on account 
management, proactive proposals, smart strategic thinking, and a host of 
other agency focus areas that we have collectively surrendered over the 
past few years. Reclaim those value sets, and you can become a new ver-
sion of “agency of record.”

Elsewhere in this issue, we discuss the billing standards and practices 
guide; wildly important goals for you and your clients; app-based time 
tracking to better capture billable hours; improving your value-based pric-
ing strategies; and “whole-picture” account planning that brings together 
customer, marketer and creative ideas for more effective campaigns.

We’re also excited to share a fabulous (and successful) campaign for 
Caterpillar by member Simantel, and offer a first look at our 2014 Annual 
Agency Survey Report. The last two years were very good for most agen-
cies; we hope this issue will help you keep the momentum and move toward 
an even better 2015.

Here’s to a February thaw!

Laurie Mikes, Second Wind’s COO
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by Deborah BuddUPPING THE AGENCY ANTE 
being more accountable makes you a partner
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F e at u r e

W e’ve been thinking lately about 
how agencies can regain their 
former strategic partner status 
with clients. The glory days of 

agency of record, retainers and marketing part-
nerships seem to have waned, but we feel agencies 
have a lever to reposition themselves with clients. 
That lever is accountability. 

What do we mean by accountability in agency-cli-
ent relationships? In our view, agencies must stop 
clients from relegating them to mere project ven-
dors or casual partners, and convince clients that 
a deeper relationship translates into greater value 
and higher returns for the company. Agencies 
can take charge of their relationships by doing 
the following:

Set goals and make them specific. Instead of 
pledging to increase email signups or boost site 
traffic, say by when and by how much. (Make sure 
you set goals you believe you can deliver.)

Make the commitment as the agency leader. 
You, personally, have to back up your promises 
to clients. Set up a risk/reward compensation 
arrangement. You profit only if you deliver the 
promised results. Just make sure you at least break 
even if you fail to deliver.

Measure. Show you care and prove your work 
works by tracking and sharing analytics. The more 
you share the data, the more you demonstrate that 
results are an agency value, and clients can trust 
you to keep those in focus.

Use project check-ins to monitor and “spur.” 
Regularly share progress updates with clients. 

These can also be used to move clients on tasks 
they need to complete, or to get materials they 
promised to you.

Look for and exploit opportunities. Always be 
on the lookout for opportunities to reposition the 
client against competitors, or gain a new audi-
ence, or simply get the client into the news as an 
expert or industry leader. Bring more beneficial 
ideas to the client table, and your agency will be 
seen as a strategic partner worth every penny 
they pay you. 

Keep learning new things. No agency can rest 
on past laurels. You must keep adapting and 
evolving to meet changes in practices, technolo-
gy, media, customer trends, etc. Better still, when 
you learn something really valuable, share that 
knowledge with clients. Every teachable moment 
becomes an additional thread in the warp and 
weft of your client relationship. 

Stand up for your people. Marketing today is 
about speed, agility and innovation. That means 
some risk may be involved. With risk comes the 
potential for missteps. Especially if you make a 
mistake, back up your people in front of the client; 
review and learn from mistakes in the privacy of 
the agency. Be bold, courageous and supportive 
of the people who generated your ideas. 

Fight for ideas you believe in. Your conviction 
helps sell higher-risk ideas, and your passion 
engages clients to accept risk to achieve better 
results. An added benefit: when you fight to sell 
the client your best ideas, your team will be mo-
tivated to keep creating strong ideas.

Accountability is the road back to being your 
clients’ best and most valuable partner. Are you 
taking these steps? If not, it’s time to step up your 
game and reclaim your position as the people who 
add value. n
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Wildly important 

Goals
by Lauren Kozloff Sinrod

f e at u r e
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F e at u r e

d
o you ever get the feeling that the 
more your agency tries to do, the less 
you actually accomplish? As the year 
begins, you may be thinking about 
2015 goals for your agency and 
your clients. Does your agency set 
yearly goals? How many? Has your 

agency been able to consistently achieve its goals 
with excellence? When it comes to goal setting, 
you need to stay focused on what really matters. 
FranklinCovey reports that the probability of 
achieving goals with excellence drops quickly as 
you add goals, from 80 percent for one goal, to 33 
percent for five goals. 

The idea of Wildly Important Goals (WIGS), devel-
oped by the FranklinCovey organization, suggests 
that the more an organization narrows its focus, 
the greater are its chances of achieving the goals 
it sets with excellence. The idea behind focusing 
on only a few wildly important goals is the under-
lying principle that human beings are wired to 
do only one thing at a time. We may think we are 
terrific multi-taskers, but the truth is that, as we 
focus on multiple goals, we lessen the probability 
of achieving each goal, or achieving it at a high 
level of quality.

When you focus on one wildly important goal, it’s 
like punching one finger through a sheet of paper, 
or focusing the sun’s rays with a magnifying glass 
to set fire to paper in mere seconds. Think of a 
team of people playing tug of war—everyone on 
the team is singularly focused on pulling that rope 
with all of their strength. Concentrating on only a 
few goals with laser-like precision can be extreme-
ly powerful and effective. Imagine harnessing the 
entire collective energy of your team on just one, 

two or three challenges. You’ll be amazed by what 
you can accomplish.

What are your WIGs?
While many of your work goals are important, only 
a few will qualify as wildly important. A wildly im-
portant goal carries serious consequences. If you 
want to drive business success, ask yourself this 
question: What are the three things that, if not 
done well, will mean that your agency will have 
failed?

To find out what your agency’s wildly impor-
tant goals should be, you’ll need to determine 
goals supporting your strategic and economic 
priorities. Wildly important goals support your 
agency’s mission, leverage core competencies, in-
crease competitive advantage and increase market 
strength. They also increase customer loyalty and 
favorably impact business partners and investors, 
as well as promote revenue growth, reduce costs 
and increase cash flow and profitability. 

Maybe one of your WIGS is to increase annual rev-
enue by ten percent by December 31st, or to land 
two new business clients each quarter. Another 
WIG might be to retain X percentage of employ-
ees in the coming year, or to become more efficient 
and increase productivity X amount in 2015. Your 
goals set forth exactly what you want your team 
working on as their top priorities. Pick what’s im-
portant and reach high! 

Wildly important goals bring 
the greatest payback. 
To ensure that you are choosing the right goals, 
involve agency employees in helping determine 
what will have the most impact. Involving your 

We are the most  
focused company 
that I knoW of or 

have read of or have 
any knoWledGe of. 

We keep the amount 
of thInGs We focus 

on very small In 
number so that We 
can put enormous 
enerGy behInd the 

ones We do choose. 
-Tim Cook, Apple CEO
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team increases buy-in, and buy-in ensures partic-
ipation and commitment. 

Once you have identified your WIGS, you’ll need 
to communicate them. For agencies specializing in 
communications, this should come naturally! Your 
agency will need to work together to achieve its 
goals. Everyone in your agency must be aware of 
what the agency’s WIGs are, how they are being 
measured, and how each individual’s specific role 
impacts each WIG. To really make an impact, break 
agency WIGs into employee-specific WIGs—what 
each employee needs to do to help the agency 
reach its goals.

Stay focused, prioritize your goals, and go out and 
achieve them.

Do your clients have WIGs?
After going through the process of clearly iden-
tifying your agency’s WIGs, take a look at your 
clients. Have they determined their WIGs? Have 
they communicated their WIGs with you? As their 
strategic business partner, your agency could have 
a discussion with each client defining their wildly 
important goals, how they will be measured, and 
where your agency fits in, so that you can both be 
more successful. n

•	 No team focuses on more than two 
WIGs at a time.

•	 The battles you choose must win 
the war.

•	 Senior leaders can veto but not 
participate.

•	 All WIGs must have a finish line in 
the form of “from X to Y by when.”

Learn more...

Read the book: The 4 Disciplines of Execution: 
Achieving Your Wildly Important Goals,  by 
Chris McChesney, Sean Covey and Jim Huling. 
FranklinCovey Co.

“sometImes, choosInG 
your WIG Is about more 
than selectInG the aspect 
of your busIness Where 
the Greatest results are 
desIred; It’s about a WIG 
so fundamental to the 
heart of your mIssIon 
that achIevInG It defInes 
your exIstence as an 
orGanIzatIon.”

— Chris McChesney

“WIGs” Tips:
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latest second Wind  
annual survey results

W
e’re happy to report the highlights of Second Wind’s 
2014 Annual Agency Survey Report. Best news first: 
a distinct and significant uptick in overall billings. 
According to the survey, average total billings increased 
from $5,618,332 to $6,700,023 from 2012 to 2013*. This 

confirms what many of you probably know: business is improving for 
small and mid-size agencies.

As usual, this agency good news comes coupled with mixed messages 
regarding the national economy. The December national jobs report 
showed an unexpected bump in new jobs, and salary growth. But over 
the past few months, the markets have careened up and down due to 
global oil price fluctuation, terror attacks, and (of couse) the weath-
er. Meanwhile, most analysts agree that more good jobs are certainly 
needed on the “Main Street” level. We can only hope that these mac-
roeconomic trends will have little impact on growth in the small to 
medium-sized agency business.  

The Gift That Keeps Giving
In the Survey Report, growth in overall agency billings also gener-
ated a number of improved results, from higher profits to increased 
salaries for agency people. Agency AGI also increased markedly, from 
$2,500,794 to $3,161,243 overall. Of course, higher profits usually 
mean higher costs, and expenses did increase… but not in proportion 
with AGI. Perhaps due to years of experience in challenging economic 
times, agencies seem to be holding the line on costs.

some cheer for the start of the year
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This appears to be the case with regard to the crit-
ically important area of agency payroll. Almost 
twice as many agencies increased (43%), rather 
than decreased (22%) staffing. And most agencies 
increased staff to work on new accounts—great 
news, again. Despite growth in staffing and modest 
increases in overall base pay, agencies have kept 
payroll costs in line, at 49.9% of overall AGI.

Not surprisingly, when the numbers go in the 
right direction, everyone tends to benefit. Other 
improved financial results include a generous in-
crease in agency net income (from an average of 
$493,027 to $715,269), an almost-$20,000 jump 
in overall employee bonuses (from an average of 
$75,782 to $93,140), accompanied by a significant 
increase in average profit-sharing (from $50,071 
to $67,410). It’s encouraging to see that more agen-
cies are providing bonuses to their employees, as 
well (up from 58% to 62% of agencies surveyed).

Smart Planning and Great 
Client Relationships
Agencies are increasingly planning for growth, 
with 76% of survey responders developing annual 
business plans, up from 68% the previous year. 
Consciously charting a course, and setting and ef-
fectively communicating goals for agency growth, 
allow everyone in the agency to work together on 
achieving those goals.

Respondents widely recognize the importance of 
existing clients to their future. In fact, most attri-
bute a great deal of agency growth to increased 
business with current clients. This, along with 
wonderful client longevity (averaging 16 years), 
indicates that the agencies surveyed are integral 
to their clients’ business. The vast majority of 

agencies are compensated on a project basis, or 
a retainer/fee-based arrangement. Contracts help 
to reinforce the strength of these relationships. 
Agencies also build stronger client relationships 
through building parity with clients. One indica-
tor of a parity relationship: fully 72% of agencies 
now use a blended rate when presenting hourly 
estimates to clients. Striving for agency of record 
status (79 percent of responders) is also a good 
thing, because this affords the agency a modicum 
of stability even in uncertain economic times. 

Integrating Technology into 
Everyday Agency Life 
The hard-working agencies surveyed also contin-
ue to “work smarter,” integrating modern systems 
into traditional agency functions. More agencies 
are using contact management software each year, 
and certainly many more agencies now use online 
(74%), rather than traditional portfolios. Internally, 
the list of digital management tools, new and im-
proved, continues to grow. Agencies now use very 
few manual processes, with the possible exception 
of traffic and workflow management.

In contrast, expense numbers for copies, paper 
and art supplies are not decreasing. We still seem 
to use a lot of paper, and especially, art supplies 
(averaging around $19,000/year per agency). 
Sometimes it’s just better to create and visualize 
things in concrete form. 

Finally, it’s good to remember the impact of a good 
website, as well as an active social media presence. 
Regularly updated, highly functional websites pro-
vide a virtual “agency lobby,” where clients may be 
intrigued, welcomed and impressed. Agencies that 
pay attention to this fact are ahead of the game.   

Longevity and Latitude
Most survey respondents are in this business for 
the long haul (the average principal has been in 
the business for 21 years). And by and large, re-
sponding principals (98%) enjoy being in the 
agency business. The agency business, despite 
ups and downs, provides a stimulating combina-
tion of creativity, marketing, fun, and business 
opportunities. It also provides those who work in 
the business a lot of latitude to explore different 
areas of the business world… depending upon your 
agency’s client mix. 

Conclusion
“Overall, agencies ended the year in a good po-
sition, with an average net profit (before taxes) 
of $469,550,” an average increase of more than 
$200,000 over the previous year. This is certainly 
news that we hope to see repeated in next year’s 
annual agency survey. n

*The Second Wind Annual Agency Survey polls 
more than 700 member agencies, design studios 
and public relations firms to gather comparative 
data for our members’ exclusive use. 

Total respondents to the 2014 survey were 130; ap-
proximately 20% of the total membership. Not all 
respondents supplied answers for all questions. 
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M any of you are married or in long-
term relationships. Think about 
the last big fight you had with your 
spouse. We’d bet even money it was 

about either disciplining the kids, hassles over the 
in-laws or, most likely, money matters.

Just like in a marriage, financial tensions are 
among the most divisive relationship issues be-
tween advertising agencies and their clients. And 
just as in personal conflicts, the biggest problem 
is that the two parties communicate poorly about 
how they handle financial matters. This inevitably 
leads to unnecessary clashes over billing, rates, es-
timates and collection.

You can prevent, or at least substantially reduce, 
financial tensions by providing clients with an 
agency Billing Standards and Practices Guide.

This document reviews all of your standard finan-
cial practices—how you prepare and issue invoices, 
your rates, when additional fees may be incurred, 
your preferred payment terms, how you track and 
justify retainers, etc. 

It’s not enough to just hand clients your guide 
and expect everything to run smoothly, however. 
You will actually need to sit with your clients (and 

by Deborah Budd

why you need an agency 
billing standards and practices guide

ideally, their primary accounting person or CFO), 
and review the guide. This way, they can ask ques-
tions and you can provide the answers. Also, where 
your practices and theirs do not align, you can ne-
gotiate terms that work for both parties. Then you 
can customize the document and get their signa-
tures of agreement. Both of you will have the guide 
on file for reference in case of future questions.

Having a Billing Standards and Practices Guide 
is a professional and common sense way to avert 
conflicts over money as you move forward. Make 
this document and the review meeting part of 
new client orientation. Also, try to meet with ex-
isting clients to review standards and practices. 
Tell them you are seeking to ensure your financial 
dealings are aligned with their practices. 

Your Billing Standards and Practices document 
should include:

•	 Estimates, quotes and authorizations

•	 How you invoice

•	 Hourly and blended rates

•	 Retainers and fee adjustments

•	 Payment terms, phased payments and deposits

•	 Discounts for payment within terms

•	 Cancellation/kill fees

•	 Scope creep and changes 

•	 Markups and margins

•	 Working with vendors

•	 Intellectual property and copyright 
negotiation

•	 Media purchases

•	 Client personnel authorized to 
approve invoices

•	 Agency accounting contact people

This can be part of a larger “How to Work with 
Our Agency” guidebook, including everything 
from your service team to your processes; or you 
may present your financial practices separately. 
However you offer it, get it done. Your financial life 
will have fewer hiccups and far fewer storms, and 
your client relationships will be more relaxed and 
collaborative… just as a good marriage should be. n
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by Deborah Budd

i n the halcyon days of the advertising business, when the 
economy was stable and we had yet to be swallowed up in the 
global competitive frenzy, agencies actually had the luxury 
of charging reasonable markups on services, and could count 
on traditional media commissions to build agency profits. 
Clients, meanwhile, actually had fat marketing budgets and 

seldom parsed a bill except to see that you were close to estimate. 
Pardon us while we wax nostalgic…

Okay, done. Welcome to the modern era of agency pricing, in which 
agencies are far too likely to accept the dictates of penny-pinching 
clients regarding what they are willing to pay. 

“This is what we need to accomplish by this date, so get busy!” they 
say aggressively. “And by the way, we won’t spend one penny over X 
dollars. When can you have it ready?”

Quite frankly, if you are allowing clients to dictate agency pricing 
(never mind the schedule and scope), you need to rethink your posi-
tioning and start looking for clients who are interested in the value 
you can provide, not just how much a job “costs.”

Value-based pricing: 
How to Raise Your Price Ceiling for 

Marketing Expertise
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Time and Materials, or Value?
Too many agencies set prices by calculating their 
out-of-pocket costs and trying to add a little profit 
on top. Basically, when your time-and-materials 
cost is your ceiling, clients perceive any add-on 
as “padding.” Markups, once a mainstay of agency 
profits, are barely tolerated by today’s clients. This 
is why agencies need to have a sound strategy for 
setting prices based on value, not just on hours 
spent and materials used.

Here’s the best tip we can offer about pricing: Your 
costs for producing a project—what you need to 
be paid to break even—should be the floor of your 
price. You add your X or “value” factor on top to 
get the estimated price you present to the client. 
But how do you calculate that “X” value?

The X Factor
What are you worth? Does your agency claim a 
particular position or specialty that puts you in 
demand? What does your agency do that makes 
your work “X” amount of dollars more valuable 
than your break-even costs? That perception of 
authority and expertise is worth something to 
paying clients.

The ability to add this “X” factor to agency 
pricing depends on how good you are at self-pro-
motion and building a reputation for expertise. 
You can’t expect clients to blithely accept your 
claim of expert status; you must demonstrate it. 
Make sure you publish advice and insights on the 
agency blog or in a regular e-zine. Join industry 
communities to discuss important challenges and 
developments. Share relevant content with trade 
publications/sites. Attend industry events and 
get to know the key players and influencers. Most 

important, publish success stories via online case 
studies and press releases.

The more trustworthy your claims of expertise 
become, the less your clients will question your 
value pricing. Make your value clear.

Strategy, Not Execution
Do you have a seat at the planning table? Unless 
your agency gets to sit in on planning and strategy 
meetings, advise on strategy or at least be allowed 
to read the client’s plan, you probably will not be 
allowed to charge based on value. Your clients 
still see you as a vendor, not a strategic partner. 
Vendors have to settle for wages and fees. That’s 
why we keep preaching the gospel of becoming a 
strategic marketing partner, not just a business 
that churns out ads.

Always focus on strategy when talking price. What 
can you bring to the table that will help the client 
achieve their goals? Talk about your depth of in-
dustry experience. Be prepared to intelligently 
discuss competitive situations, the larger indus-
try landscape and potential opportunities. Share 
your ideas for tactics and creative not as a gung-ho 
art director, but as a businessperson with eyes on 
the very business objectives the client holds dear.

What Is It Worth to the Client?
The next time a client comes to you with a proj-
ect, start your pricing discussion by asking smart 
questions. What is the client looking to achieve? 
Define the objectives in clear and measurable 
terms. If the goal is to create an uptick in site traf-
fic, how much of an uptick? What is that increase 
in traffic worth to them? What is a reasonable per-
centage to spend against achieving that increase? 

Eight percent? Ten percent? That’s your price, not 
what it “costs.” Agency pricing shouldn’t really be 
about hours, but about investment to achieve a de-
fined return on objective (ROO). Guide clients to 
clarify their goals, then you’ll know how to deter-
mine your value price.

Your “X” factor may change over time (ideally, in-
creasing), but right now, you can retake control 
of pricing by understanding how to talk pricing. 
Be prepared to firmly put your foot down if the 
client tries to tell you what they will pay. Train 
account service people not to unquestioningly 
accept client price demands, and how to do that 
without creating client friction. Work with your 
accounting staff and production manager on how 
to add the “X” factor into estimates, and ensure 
invoices are correctly prepared. And work hard to 
be the valuable partner your clients need…and will 
willingly reward. n
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A
account planning

mong some renowned British and American agen-
cies, account planning has been a valuable tool for 
developing highly effective, memorable campaigns. 
Among smaller agencies, account planning is too 
often understood as doing customer research and 
evolving a strategy to exploit resulting insights. But 
account planning is not just researching to learn the 
customer’s perspective. Planners must try to see the 
whole picture—not just the customer’s POV, but also 
the marketer’s business perspective and the agency’s 
creative viewpoint.

Account planner Jon Steel, author of Truth, Lies and 
Advertising: The Art of Account Planning, explains 
this using a navigational technique called triangula-
tion. You can calculate where you are by identifying 
three landmarks that also appear on your map, align-
ing the map directionally with the real landmarks, and 
drawing lines connecting the landmarks. Sometimes, 
those lines cross at a single point, but more often, they 
create a small triangle. Transfer this idea to account 
planning, and that triangle resulting from connecting 
the customer, the marketer and the agency’s creative 
insight becomes the sweet spot where you find the 
best strategies.

by Deborah Budd

discovering what we don’t know we don’t know
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your tarGet audIence

People who could conceivably buy your cli-
ent’s product or service.  

•	 Who are they (demographics and 
psychographics)?

•	 What do they dream of, who do they look 
up to, and what impresses them?

•	 How do they use the products? 

•	 What do they think of the brand, and 
what motivates them to buy it and use it?

•	 How much do they spend on the product, 
and what is its real and perceived value to 
them?

•	 How many of them there are there (or 
how few)?

•	 How can you spot them in a crowd?

•	 What are their rituals of usage and con-
sumption (not just the inner attitudinal 
stuff)?

•	 How, where, when and by which media 
can you best reach them?

Also, consider your mediated audience—
those people you may want or need to talk 
to get to your real audience; e.g., parents for 
children, or children for their parents; engi-
neers and tech people to get to the director of 
product R&D; bloggers and industry journal-
ists to reach B2B customers; and so on. 

The account planner’s job is to gain knowledge 
(data, behavioral research, social /interpersonal 
knowledge, etc.), analyze it, and derive insights 
to be used in developing creative strategies and 
campaigns. This is not an easy task. Often, it takes 
multiple focus groups, strategic discussions and 
much mulling over the data in the shower, while 
jogging, or as you have your third coffee of the day. 
Ideas can arrive in an instant burst of insight… or 
take weeks of kicking around what you know. 

Sometimes, the answer is obvious; you knew it, 
but no one ever pointed it out before because it 
was taken for granted or masked by other factors 
deemed more important. More often, the answer 
must be extracted, or squeezed out from the plan-
ner’s collected data and research.

Unknown unknowns
If you break down the account planner’s job re-
sponsibility to a single statement, it might be:

Discover what we didn’t know before that will help 
us reset perceptions and sell product.

Knowledge is explicit; it is what you know. Then 
there’s implicit knowledge—implied or understood, 
if not directly expressed; it may be organic to the 
nature of a situation or thing. But it is the stuff 
we don’t know we don’t know, as Donald Rumsfeld* 
once said, that can lead us to a new twist on mar-
keting strategy, a different messaging approach, or 
an audience not previously recognized and served.

How do we ask the right questions to find out what 
we don’t know we don’t know? What other tactics 
come into play when interviewing consumers and 
seeking insights? 

How to ask the right questions
Planners can follow some useful guidelines to help 
discover the unknown unknowns. Here are sugges-
tions from Jon Steel.

•	 Your subjective POV is valuable. 

Objectivity is an illusion; human nature rules 
out pure objectivity. Planners must learn to 
bring subjectivity into strategic play wher-
ever it seems helpful, by criticizing, guiding 
and proposing. Don’t ignore hunches and in-
tuitions. Only where it is the planner’s job to 
simplify or clarify, as in analyzing ideas or strat-
egies, should the planner strive to be objective.

•	 Use organic conversation to find insights. 

To dig out the most helpful information and data, 
planners need leeway to experiment and explore. 
Sometimes direct questions come to the table. 
But letting a conversation develop until the ques-
tion comes on the table naturally can be hugely 
revealing. Insights may emerge that the planners 
and creative team might never have considered.

•	 Assume the outsider’s POV. 

Planners should aim for detachment. Howard 
Gossage called this person the “extra-environ-
mental man,” standing just far enough outside the 
fray to see what others cannot because they’re too 
close to a project. An outside view lets planners 
see things invisible to the “natives.” And natives 
feel compelled to educate the outsider, which 
may lead to revelations not normally shared.

•	 Think like a child. 

Contrary to what our educational system teaches 

s eco n d  w i n d  m aga z i n e f e b r ua ry  2 01 5   •  1 5



F e at u r e

(there is only one “right” answer), children up 
to age six have no constraints on their imagina-
tions; they perceive many possible answers. If 
you think there is only one answer, you stop think-
ing after you find it. Peer pressure, social status 
and risk-aversion also cause people to follow the 
herd. Planners must think more like children, 
seeking views of a problem from multiple angles. 
Even better, guide focus groups to “get in touch 
with their inner children.” Ask participants to 
draw, play word games, build picture collages 
or just imagine explaining a concept to a small 
child, to get to simpler, more direct insights.

•	 Study how real people use products, in 
real settings. 

Proctor & Gamble relies heavily on ethnograph-
ic observation for product research. Observe 
your audience in the environs where brands and 
consumers naturally meet (computer games in 
a kid’s bedroom; laundry products in a home 
laundry or laundromat; fast food research at a 
take-out chain or family living room). Creatives 
and planners should put themselves into the 
audience’s experience: GS&P’s Norwegian 
Cruise Line “It’s Different Out Here” cam-
paign grew out of sending three creatives and 
a planner on an actual cruise. Alternatively, 
have focus group participants perform certain 
tasks prior to a focus group; the “Got Milk” 
research team asked participants to go with-
out milk for a week prior to their focus group. 

•	 What just didn’t happen? 

In account planning, it’s important to listen to 
what’s not said, what the research does not tell 
you, and even what you can learn from what 

people are unwilling to talk about. Further, 
don’t just use your ears—watch for reactions, 
emotions expressed in body language, degree 
of attention, posture, and so on. Like on the TV 
show “Lie to Me,” people frequently don’t tell 
the truth, for a whole host of reasons. Weigh 
physical behaviors against what a subject 
may say. Finally, don’t focus merely on trends; 
trends come and go, while longer-term condi-
tions have a stronger impact on your audience.

•	 Sometimes, the insight is that there isn’t one.

When research tells you the product has no true 
claim of distinction against competitors, the 
only distinction may be the creative execution. n

“reports that say that 
something hasn’t 

happened are always 
interesting to me 

because as we know, there 
are known knowns—

there are things we 
know we know. We also 
know there are known 

unknowns—that is to say, 
there are some things we 

know we do not know. 
but there are also 

unknown unknowns—
the ones we don’t know 

we don’t know.” 

Donald Rumsfeld, 
U.S. Secretary of Defense [2001-06].
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by LeeBeth Cranmer

getting your  
creative team to 
lo e
tracking time 
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use them properly inhibits adoption. These prob-
lems are not insurmountable, though. There are 
ways to get your creative team to love tracking 
time.

Selling Time Tracking to Your Employees
First, make sure your employees understand why 
time tracking is so important. Call a meeting and 
explain that properly billed hours pay for employee 
salaries and benefits. Consider sharing with them 
the results of the AffinityLive survey. They may be 
as shocked as I was: the survey suggests that by 
capturing lost time, a fifteen-person profession-
al services firm could add another $1.4 million to 
their top-line every year. If your agency has profit 
sharing, point out that there will be more profits to 
share if they can increase billings through better 
time tracking.

Convince employees that time tracking is easier 
and more reliable when it is done as they work—
not at the end of each workweek. Frequency means 
much less lost time, so provide them with tools 
that make it easy to track time while they work. 
Don’t make them struggle with complex manage-
ment systems that weren’t designed with your 
agency’s needs in mind. Every agency does things 
differently. Why use a basic one-size-fits-all pro-
gram? Instead, adapt your management software 
to fit the idiosyncrasies of your agency.

Investigate Easy-to-Use Apps
Perhaps the most effective thing you can do to 
help creatives love time tracking is to utilize the 
new generation of easy-to-use apps. Timekeeping 
apps are by their very nature simple. Unlike many 
work management systems, they don’t require ex-
tensive training. Most can be synced to leading 

t he old adage, “Time is money,” 
is truer than ever for small agen-
cies and design firms. Gone are 
the days when agencies could 
count media commission rev-
enue and markups on outside 

purchases made on a client’s behalf. Like other 
professional service businesses, today’s agencies 
survive on billable hours. Therein lies the prob-
lem. Too many are just surviving when they could 
be thriving. 

A July/August 2014 study of 500 professional 
service businesses by AffinityLive showed that 
poor time tracking habits, combined with lack of 
tracking of emails and meetings, cost businesses 
38 percent of billable time annually. It’s time to 
invoice those hours and bill based on the value of 
what you do, not just break even. Reining in slip-
page, the unbilled hours that escape capture at 
most agencies, requires agency leaders to crack 
down on sloppy time tracking.

You may be thinking that you’ve tried workflow 
and/or management systems in the past, and 
struggled every week getting personnel, espe-
cially creatives, to use them properly. Creatives 
gravitate to our industry because they don’t want 
to punch a time clock every day. Their work is less 
structured, taking place at the office, at home or 
even the local coffee house. They value this flex-
ibility and don’t enjoy the idea of being “on the 
clock.” Additionally, many find current manage-
ment systems too cumbersome to learn and use, 
seeing them as a waste of time that could be used 
for more vital creative work. Let’s face it, many 
agency management systems are labor- and time-
intensive, and the amount of training required to 

accounting programs, creating a leaner, less labo-
rious system for creatives to use. Creatives may 
also appreciate their clean user interfaces and at-
tractive design. Programs like Toggl and Freckle 
are particularly appealing visually.

Another attribute creatives will love is that such 
timekeeping apps are cloud-based for flexibility 
(going where creative people go). They can be 
easily synced to most cloud-based and accounting 
software systems and are mobile phone-, tablet- 
and web-compatible. Most have features that allow 
workers to use them even when there is no WiFi 
available. They store the entries and automatically 
save to the Cloud when in range again. These apps 
address the problem of frequency in timekeeping 
and eliminate the need for creatives to fill out a 
daily timesheet—just set your app when you start 
working and click it when you stop to automati-
cally post your time. 

Timekeeping apps eliminate the worst barriers to 
accurate time tracking and—bonus!—are cheap. 
Although Freckle is a little pricier, most timekeep-
ing apps are very affordable for even the smallest 
agency. Many are $5 dollars or less. 

If you are exhausted from fighting with your cre-
ative team to turn in their timesheets, and tired of 
losing a large number of billable hours to sloppy 
timekeeping, it just might be time for you to try a 
timekeeping app. It could make your life easier, 
your agency richer and your creatives happier. n
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t Second Wind, we have always known that 
some of the best and brightest creative work 
being produced today comes from smaller 
and mid-sized agencies. In our 26 year his-
tory, we have seen some very unique and 
innovative campaigns created and imple-
mented by our member agencies.

Last year, Second Wind was thrilled to learn that long-term member 
Simantel, based in Peoria, IL, won an AdAge 2014 Small Agency Award 
for their recruiting work for Caterpillar. Their work took home a Gold 
award for Best B-to-B campaign.

After learning about their achievement, Second Wind reached out to 
Simantel to offer congratulations and learn more about the campaign 
and their relationship with Caterpillar. We hope you enjoy our inter-
view with them and their accompanying work.

are you  
Built for it? 
catepillar tech recruiting campaign 
From second Wind member simantel

A
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How long has Caterpillar been a client 
of Simantel?

Caterpillar has been a client of Simantel for over 
thirty years…rare in today’s marketing world.

How many of their divisions do you work for?

Over the years we have worked with many di-
visions of Caterpillar and today are working 
with clients in Mining, Construction, Engines, 
Product Support, Rental, Finance, Corporate 
Communications, Brand, just to name a few. Over 
the many years of our experience, we have worked 
with most divisions and continue that today.

In 2013, you were brought on by Cat to execute 
a strategy and campaign for recruitment, spe-
cifically dealer technicians. Tell us how Cat 
approached you with this opportunity. 

Cat leadership recognized the challenge and came 
to us. There was great collaboration between the 
client and our team to come up with the ideas and 
how to capitalize on working with Mike Rowe—
aligning to Mike’s personal passion for the trades.

Had you been involved in other recruitment ef-
forts for Cat or other companies? 

Yes, we were involved with Cat recruiting back 
in 2007. In 2013 we were reengaged to help take 
it further.

What was your approach in fulfilling Cat’s 
need for recruiting technicians? Did you have 
ideas right away or did you utilize research to 
help develop your direction? 

Working in this segment previously, we had lots of 
knowledge about this audience, and also updated 
what we could learn from recent data. This helped 
greatly in the direction of the campaign. A large 
digital strategy to collect and score actual leads 
was a key element of the new campaign.

Tell us about the results of the campaign. Did 
Cat see a measurable difference in their re-
cruiting efforts? 

Absolutely, they saw a measurable difference in 
the number of qualified candidates going to the 
dealer. The results are posted on the blog as well; 
but it may be important to add that we gener-
ated 8,000 quality leads in a 6-month period. It 
continues to see success in generating qualified 
candidates for hire.

Mike Rowe, a spokesman for Cat since 2009, 
was featured in the campaign. What was it 
like to work with celebrity talent? Was Mike’s 
previous experience with Cat a benefit to 
the process? 

Mike’s previous experience with Cat was a bene-
fit because he really understands Cat… but he was 
not just a spokeperson for Cat. This work aligned 
with Mike’s mission to bring the spotlight to trade 
workers and the importance of their role in our 
modern world. 

Your recruitment work for Cat won B2B 
Campaign of the Year at the prestigious Ad Age 
Small Agency Awards in 2014. What was this 
like for your team? 

We were very humbled and honored—and very ex-
cited for our Cat team. Our agency is very results 
oriented and not so much focused on entering 
shows. We had never entered anything in an Ad 
Age competition but when looking at the depth 
and breadth of creative work and the results, we 
decided it might be worth it. We were nothing less 
than shocked to find our we were a finalist. Then 
to go there and win was amazing.

Is there anything else you’d like to share about 
your agency or the recent work you’ve executed 
for Cat?

Simantel continues to engage with Cat on this im-
portant topic and the campaign continues to be 
successful. We were honored to be present with 
our client at the premiere of Mike’s new show 
“Somebody’s Gotta Do It” on CNN. Collaborating 
with our client, we created a campaign to promote 
recruiting efforts and awareness for the trades, in-
cluding commercials that aired during the show. n
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Bring agency employee skills up-to-speed with 
best practices and new ideas from Second Wind 
Seminars! See our 2015 Seminar Schedule here.

Certified Account Executive College

April 14 and April 15, 2015
The Gleacher Center, Chicago, IL

The best basic course in the industry for 
your very valuable account service staff. Day 
One provides methods for improving ac-
count service and retaining the accounts 
that are so important to long-term agency 
viability and growth. Day Two is a fact-
filled, step-by-step plan for training your 
account service people to use account plan-
ning to service—and grow—accounts, with 
a special segment on producing winning 
proposals and “killer” presentations. 

Learn more or Register.

uPCoMiNG seMiNars

More Ways to CoNNeCt WitH us

secondwindonline.com

whatsworking.tumblr.com

facebook.com/secondwindonline

twitter.com/secondwindbuzz
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