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Aftair price for good work

The best clients understand the increased need for high-quality comms during tough times

§ the unweicome
spectre of an econo-
mic downturn rears
its ugly head after
yearsof extraordinary
growth, more and
more peopie are asking me: ‘How are
you finding it? That seems to me the
wrong question. The right question is:
‘Whatdoclients need in this newenvi-
ronment and can you deliver it?’

The good news is that clients still
needwhatwe havealwaysoffered:very
good people giving very good advice
with a transparent pricing structure
that represents clear value. So far, no
client has said to me: “Times are hard,I
need you totake your best people off my
account and get me someone cheaper.”

Solambemusedwhen T hearofagen-
cies cutting their rates or doing some-
thing for nothing. Make no mistake:
costcontrol isvital tosurviving the next
phase of the economic cycle,and agen-
clesthatdonot have costdisciplinewill
need to learn it quickly. But equally,
agencies that try to compete on price
alonewill gotothewall

In fact, the agency world has been
changing for some time. As the func-
tion has matured, our clients have bec-
ome increasingly professional - and
many have agency backgrounds. It is
true that some will try to drive down
costs at any price, but the best clients
willunderstandthatachallengingeco-
nomic environment in fact increases
the need for high-quality communica-
tions. And the best clients will be pre-
pared to have a frank conversation
about fair pricing for work and fair
rewards for performance - what they
will rightly demand, however, is flexi-
bilityand transparencyin pricing.

We have seen a long-term move to
projectfees. Thiscanofferagenciesopp-
ortunities to build specialisms and
work widely across industries without
running into conflict problems with
clientswhomightobject tosharing the
same agency for longer-term relation-
ships. For small, discrete tasks, or for

companieswith excellent core comms
capabilities in-house, this can be a
highlyeffective model.

Equally, the retainer model still pro-
vides a level of commitment, knowl-
edge and cultural alignment that can
becritical inexecuting long-term strs-
tegic or complex comms campaigns.
Large global companies that need to
project clear messages in several geog-
raphies in the face of multiple chal-
lenges rely heavily on the culture and

The best clients will
be prepared to have

a frank conversation
about fair pricing for
work and fair rewards
for performance

. The ability to develop a strong under-
- standing of a client's business across
- range of locations and provide a co-
ordinated function requires a long-
term relationship built on mutual res-

pect

and the value of the solution.
“Successfees”alsohavetheirplacein

the pricing suite. In reality, these are

risk-sharing arrangements that can

drive a high degree of alignment bet-

ween client and consultancy. To be

outside their control) to achieving
them. By the same token, the client
must understand what consultancies
can achieve. And both sides must
understand - and agree - how to price
the risk theyagreetoshare.

The final pricing model is the most

stability, or to develop a piece of busi-
ness, Discounting is appropriate, in
other words, where it represents real
value elsewhere ina contract.

But discounting can be a dangerous
strategyRelationshipsinwhichclients
do not respect the work enough to pay
for itand agencies cannot price them-
selves properly are not sustainable:
they devalue the work,demoralise the
people and erode margins - setting an
agencyonadownward spiral

The challenge for agencies in this
environment is to ensure they are as
good as they say they are; to attract,
retdinand develop the best people;and
to make sure theywin the clients they
deserve. Charging a fair price for good
people doing great work on challen-
ging assignments is a sustainable
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