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At a time when marketers are scrambling to lower costs, agencies are working hard to preserve or 
improve their margins. Many agencies are dissatisfied with hourly-based compensation systems 
because it puts their cost structure under a microscope. Clients are unhappy with the system 
because they often pay for hours without getting results. The truth is a time-based approach is 
wrong for both sides. By focusing on hours and costs instead of value and effectiveness, neither 
party achieves what it wants from the relationship. 

Many recent studies have shown that the single most powerful way to improve agency profits is not 
to cut costs, or even increase revenues, but rather to improve pricing.  Just a 1% improvement in 
pricing can produce an 11% improvement in profitability. 

 

During this thought-provoking workshop Tim Williams explores: 

The many other progressive pricing strategies used by today's businesses and how they can easily 
apply to professional services like agencies 

Why the "billable hour" is not a "unit of value" (only a unit of cost) and how to effectively sell the 
value you create in other more effective forms 

Why your costs are really none of your client's business, and how to change to dialogue away from 
transparency of agency costs to what really matters: the value being created for the marketer 

Based on real-life examples from firms around the world, you'll be inspired to develop your 
competencies as a professional seller better equipped to deal with the professional buyers on the 
other side of the table, including such concepts as: 

• Selecting the profit-optimizing price for each engagement or service 

• How to charge for the value of outputs vs. the cost of inputs 

• Why you should charge different prices for different clients at different times 

• The importance of separating the value of ideation and execution 

• The power of pricing options 

Come prepared to roll up your sleeves and apply your brain power to some new, more effective 
ways of thinking about how your firm creates value and the many different ways you can get paid 
for it.   
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Tim Williams is one of the leading voices in transforming the business models of agencies and other 
professional service firms.  As founder of the international consultancy Ignition Consulting Group, 
Tim is a noted author, speaker, and presenter for industry associations, agency networks, and 
business conferences worldwide.    

His work has taken him literally around the world, where he has helped transform professional 
service firms on every continent.  Along the way, Tim has written two books, Take a Stand for Your 
Brand, ranked by Amazon as one of the top ten books on brand building and Positioning for 
Professionals: How Professional Service Firms Can Differentiate Their Way to Success.  

Based on his expertise in building differentiated professional service brands, Tim has been 
interviewed and quoted by The New York Times, The Wall Street Journal, The Economist, National 
Public Radio, The Guardian, Toronto Globe & Mail, Australian Financial Review, Huffington Post, 
Bloomberg News, Campaign Asia, Marketing Week, Japan’s Nikkei News, and numerous other 
business publications both here and abroad. 

Tim writes the popular blog Propulsion and serves as a global LinkedIn Influencer, writing on 
marketing and business strategy.  He is also a monthly columnist for the magazine Admap, an 
international publication edited for marketing thought leaders.   

As a consultant to marketing firms, Tim has worked with hundreds of agencies ranging from mid-size 
independents to multinational agency networks and global holding companies.  Before forming 
Ignition, Tim held President/CEO positions at several independent U.S. agencies after having worked 
for multinational agencies Ogilvy & Mather and Burson-Marsteller in New York and elsewhere. 

 


