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How to Retain and Grow Existing Clients
STRATEGIC CLIENT MANAGEMENT

Wally Hise, VP Business Development, HDR

G E T T I N G
S TA R T E D
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Get ‘emA C Q U I S I T I O N

Keep ‘emR E T E N T I O N

Grow ‘emE X PA N S I O N
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Client Management
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Client Management

is about maintaining and 
growing your most 
important clients
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?
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Why is it so hard
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Process, tools 
and/or training

Funding

Active support by 
upper management
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L AC K

2009-2011
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“80% of our business comes from 
repeat clients”

O u r  I n i t i a l  At t e m p t
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All 
Clients The PlanClient 

Manager
Projects/
Contracts

Near-term
(6-12 months)
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CLIENT MANAGEMENT
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11

2013-Present
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“Embrace client management and 
deliver high value results that 

strengthen our enduring partnerships”
[5-year Strategic Plan excerpt]

O u r  C u r r e n t  I n i t i a t i v e
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Targeted 
Clients PlanningClient 

Team
Goals/

Strategies
Long-term

(2-3 years)
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CLIENT MANAGEMENT
STRATEGIC
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Comparison

All 
Clients The PlanClient 

Manager
Projects/
Contracts

Near-term
(6-12 months)

Targeted 
Clients PlanningClient 

Team
Goals/

Strategies
Long-term

(2-3 years)
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N I N GP L A N
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C O A C H I N GT R A I N I N G VS.
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Focus

Attitude

Visibility
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A N D

C L I E N T  &  
C L I E N T  M A N A G E R
S E L E C T I O N
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Client Selection

CORPORATE (2005, 2006)

Top 25 Clients
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WEST REGION (2008)

Top 10 Clients
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CORPORATE (2015)

Top 20 Clients
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“Helps you manage
those things that
really make a
difference to your
results”
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Pareto’s Principle
The 80-20 Rule

History Relationships Knowledge

STARTING
POINT
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History Relationships Knowledge

STARTING
POINT
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History
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History

How do they act?

What do they like?

How do they perceive 
your firm?
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History PERSPECTIVE
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History Relationships Knowledge

STARTING
POINT
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Relationships
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Relationships

Multiple touch points

Many areas/levels

Influencers, coaches, 
sponsors
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Relationships ACCESS
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History Relationships Knowledge

STARTING
POINT
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Knowledge
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Their markets

Their clients

Their competitors

Knowledge
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INSIGHT Knowledge
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That’s a lot of your clients…

39

How should you choose 
your strategic clients ?

40



8/16/2016

21

Candidate Client Attributes

• Financial significance to your firm

• Strategic significance to your firm

• Their willingness to partner

• Profitability of work

• Potential to provide more/all services

• Local/corporate impact of losing them

41

Criteria for Strategic Account Selection

Potential revenue

Strategic fit of the two companies

Current level of trust and openness in the 
customer relationship

Business growth/increased opportunities

Source: Strategic Account Management Association

#1

#2

#3

( t i e )
#1
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Client Manager Selection

N O T

An operations function

A marketing function

Exclusive to Principals
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• Accountable
• Build relationships
• Good communicator
• Leader
• Strong business acumen
• Ethical
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Client Manager
CHARACTERISTICS

• Effective communicator
and relationship builder
• Leadership skills
• Strategic business

thinking
• Integrity
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Client Manager
TRAITS

Source: Strategic Account Management Association
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G AT E W AYG AT E K E E P E R

FIRM CLIENTCM FIRM CLIENTCM

VS.
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P L A N N I N G
P R O C E S S
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Define the
CLIENT TEAM

Define YOUR position
• Type of work

• Market share

• Competitors

50

Preparation | Research
LOOKING BACK (“History”)
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Define THEIR external 
environment
• Global trends

• Market drivers

• Their response
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Preparation | Research
LOOKING FORWARD (“Knowledge”)

Get CURRENT information
• Engage your team

• Conduct “interviews”

• Minimize assumptions
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Preparation | Research
CLIENT CONTACT
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• Push boundaries
• Influencers, coaches, sponsors
• Not just “who you know” but 

“who you NEED TO know”
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Planning
ASSESS RELATIONSHIPS

• Identify Goals |  WHAT
• Develop Strategies |  HOW
• Assign Actions |  WHO
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Planning
DEFINE THE FUTURE
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“Who we know ” • Relationships to nurture

• Relationships to build

• Consider an executive 
call plan

55

Strategic Focus #1
RELATIONSHIPS

“What we do” • Client’s current 
service needs

• Opportunities to cross sell

• Client’s future service 
needs
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Strategic Focus #2
SERVICES & CAPABILITIES
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“How well  we 
do it ”

• Budget and schedule 
issues

• Previous service 
successes & failures

• Performance ratings
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Strategic Focus #3
OPERATIONS & QUALITY

“Who does it ” • Capacity to handle 
workload

• Staff profile

• Strategic hires
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Strategic Focus #4
RESOURCES
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“What we are
known for ”

• Their perception of 
our work

• Their perception of 
our firm
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Strategic Focus #5
REPUTATION & IMAGE

What defines successful 
client management ?

60
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• Goals achieved
• New opportunities identified
• Increased client satisfaction
• New/expanded relationships
• Diversification of services
• Account team effectiveness
• Vulnerabilities addressed
• Increased fees

61

METRICS

Client validates that you 
improved your position
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R E L AT I O N S H I P S
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They play an 
important role in 
consultant selection
(and re-selection)

Why do relationships 
matter?
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NETWORKED

STRONGEST
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DeliberateRelationship 
development is
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Know what 
relationships you have

CURRENT POSITION

Know what 
relationships you need DESIRED POSITION

Have a plan to get there

For your STRATEGIC clients

67

WHO Client contacts and 
firm POC

WHY

Focus on existing and new relationships

HOW

Importance to 
future work

Projects, 
presentations, 
and referrals
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L E S S O N S
L E A R N E D

76

?

77

Should we make it or buy it
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MAKE IT

• Takes more time• Low Cost

• We can customize to 
our firm/clients

• People on development 
team have “day jobs”

• We’re not adult learning 
specialists
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BUY IT

• License and consulting 
fees can be expensive

• “Not made for 
our industry”

• Rapid deployment of 
off-the-shelf processes

• Proven methodologies

• Clients really are similar
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LESSONS LEARNED
• Right size your teams

• Pre-planning assignments 
build commitment

• Coaches matter, a lot
 Good facilitators

 Good listeners

 Know the market
80

LESSONS LEARNED

• Be flexible

• Be honest
 “We have great relationships”

 “We do good work”

• Define your implementation 
process up front
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HOSTED BY:

WRAP UP AND QUESTIONS
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