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Taming the wild west of pitching.



Good afternoon.



Taming the wild 
west of pitching.



The title might imply a 
biased or one-sided 
perspective.



Whining



Whining Finger pointing.



Whining

Whistle blowing.

Finger pointing.



Whining

Complaining.Whistle blowing.

Finger pointing.



Fair. Balanced. Objective. Helpful.



Partnership & value.



New rules.



Four questions.

1. Why so many pitches. 
2. Is there a problem. 
3. What are the existing rules. 
4. How can we tame the beast.



Why are there so many pitches to 
start with?

Question 1.



IBM CEO Study 2020.

Complex and 
data driven.
Today, with the advent of artificial 
intelligence (AI), the Internet of 
Things (IoT), and cloud computing, 
we finally possess the means with 
which to turn bytes into insights 
and generate contextualized, 
predictive knowledge .



“I think we saw five years’ worth of 
acceleration of digital adoption within 
five weeks,” Whiteside said. “We've had 
to figure out how to rapidly evolve our 
business model and the way that we 
communicate with customers.”

Source: Spencer Stuart CMO 2020



Declining marketing budgets put more pressure on marketers.
Increased pressure to do more with less and extract greater value from strategic partners.

Source: Deloitte CMO Survey 2020



Focus on shortermism
Favor results on YOY or quarterly vs. LTV, NPS or CLV.

Source: Deloitte CMO Survey 2020



CMO Tenure.

Average tenure for 
chief marketing 
officers drops by two 
months since 2018.

Source: Spencer Stuart CMO Study.



From a recent consultant presentation.

Client mindset.
Incredibly challenging environment 
with pressure coming from all 
angles.



Marketing landscape.

Cost pressure. 
Competitive. 
Complex landscape. 
CMO turnover. 
Cash crunch. 
Confusion.



Pitching is the lifeblood of our 
business outside of organic growth - 
and it's a buyers market. 

Agency landscape.



A general lack of differentiation 
makes agencies over pitch even 
when they know better.

Agency landscape.



Not surprisingly, this leads 
to an increase in pitch 
activity.



“ For the third time in five years, 
advertisers will launch a 
mediapalooza of account reviews”

Source: Digiday 2020



Eye popping stats.

950
So far this year, 950 advertisers have 
concluded media reviews.

$10B 75
Represents a significant amount of media 
dollars under review.

More reviews are underway that represent 
anther $5 billion and a further $13 billion 
could be up for grabs over the coming 
months.

Source: Convergence  2020



“From the many pitches we’re seeing 
in the works, they’re less about 
advertisers being inherently unhappy 
with their current agency and more 
an acknowledgment that they need 
different things from them.” 

Source: Ruben Schreurs, Digital Decisions. 



Is the client-agency 
relationship shifting from 
partnership to vendorship? 



Paradox of value and 
partnership.



Goal: partnership and value.

More value.

More Partnership.



Reality: Often at odds with each other.

More value.

More partnership.
Longevity 

Ambition 

Profitability

Lower cost 

Efficiency 

Accountability



Enlightened model.

Strategic 
Partnership

Mutual 
Profitability

Higher 
LifetimeValue

Winning



Is the trouble with pitches 
exaggerated? Is there really even a 
problem at all?

Question 2.



Agencies do not love the pitch process.



Exhausting. Time consuming. Highly 
stressful. Demoralizing. Unfair. 
Biased. Losing odds. Not a level 
playing field. Creates talent burn 
out. Not profitable. Expensive. 
Confusing. A waste of time. Nights. 
Weekends. No vacation. Ugh!





But what about clients?



Clients view it as time consuming, 
stressful and distracting.



Opportunity. Time consuming. Highly 
stressful. Big distraction. Necessary evil. 
Emotionally draining. A lot of work. 
Preparation. Investment. Efficiency. A lot to 
manage. Expensive. Requires immense 
focus. Longtime to onboard. Knowledge 
transfer. Internal alignment requirements. 
Getting approvals. Decision difficulty. 
Fairness. Opportunity. Cost.Team. Value. 
Value. Value. Risk vs reward.



What about the process?



Where there is smoke there's fire.

70,000 views.
Overwhelming number of responses from 
agencies, new business pros, C suite, clients, 
CMOs and press which became the instigator 
for this presentation at the ANAFM.



Press coverage.

Campaign.

"The fact of the matter is the clients hold all the cards," she said. 
"They always have. It is a power dynamic that allows clients to 
take advantage of agencies as they balance the merits of choosing 
to agree to these stipulations or not be given a chance to pitch for 
a piece of business that they sorely need.”

Clients often don’t have much of a choice to do things 
differently. With their procurement departments putting a 
tighter squeeze on marketing budgets, and recessionary 
concerns rising, brands have begun to shift more to project 
work.

Ad Age.



A list of complaints.

1. Ghosting. 
2. Lack of clear criteria. 
3. Unfair terms. 
4. Pricing exercise.



A fact that blew me away.
quoted

^



"84% Of Clients Have Picked A 
Winner Before An Agency Pitch 
Begins” 

- Forbes 5/28/18



"84% Of Clients Have Picked A 
Winner Before An Agency Pitch 
Begins” 

- Forbes 5/28/18



So why do we do it?



Opportunity. Growth. Partnership.



“And for some, 
it’s the thrill of 
the hunt and 
boundless 
creative 
opportunity.”



Ultimately, it’s about relationships.



Better, stronger, high value, long 
term, mutually profitable and 
enjoyable.



What are the existing rules? Are they 
fair? Are they practiced?

Question 3.



Practitioners in this room 
are not the problem. Please 
use your influence on 
others.



An excellent set of guidelines for 
everyone involved. 



aaaa.org

Steps that can help marketers and 
agencies go through an effective 
search and selection process that 
can help both parties create a better 
working relationship.



How can we tame the beast?

Question 4.



New rules.



Required eyebrow.

1. Customize it. 
2. Inspiration not perspiration. 
3. Provide budgets. 
4. Six tips.



Customization.

42%
Less than half of marketers surveyed customize their RFPs yet 
marketers who issue proposals that are viewed by agencies as strong 
opportunities are more likely to customize their RFP.

Source: Gartner RFFP Survey



Agency structure and value added 
services are desirable requests.



Writing matters. A 
motivated agency 
works harder for 
you.



“How the RFP or pitch review deck 
is worded tells me everything about 
the company - do they care about 
creativity, results, partnership or just 
financial efficiency. Based on that we 
say go or no go.”

Source: Anonymous CMO



•Background. 
•Claim to fame. 
•Value proposition. 
•Current assessment. 
•Opportunity. 
•Future success. 
•What's off the table. 
•Process, timing, stakeholders. 
•Size of the prize.



Allow yourself to be seen and understood.

Personality.
Expressive language that allows the reader to 
get a feel for the company, understand the 
culture and make an assessment whether the 
prospect is a good fit.

Process.
The facts for the review. What is being asked of 
the agency including decision factors and 
criteria that allow for an intelligent evaluation 
of the opportunity.



A word on 
including budget 
guidance.





Single biggest complaint 
among agencies is a lack of 
budgetary guidance during 
the pitch process. 



6 tips.

1. No extra stages. 
2. Include culture sessions. 
3. Provide ongoing updates. 
4. Say thanks. 
5. Never say you were a close 2nd. 
6. Post pitch feedback.



Advice for 
agencies.



Vetting.

Reverse the psychology of vetting.





DON’T



Required shift.

Thinking yes & 
saying no.

Thinking no before 
saying yes.

Past. Future.



Progressive vetting.

Business.

Is there an established budget? 

Will it result in substantial 
ongoing revenue? 

Is there enough time to properly 
complete the pitch? 

Do we have access to key 
stakeholders? 

Are there any conflicts of interest? 

Are the ask and deliverables 
reasonable and worth the reward?



Progressive vetting.

Business. Passion.

Is there an established budget? 

Will it result in substantial 
ongoing revenue? 

Is there enough time to properly 
complete the pitch? 

Do we have access to key 
stakeholders? 

Are there any conflicts of interest? 

Are the ask and deliverables 
reasonable and worth the reward?

Does the client believe we’re 
differentiated? 

Are the client’s ambitions and 
outcomes clearly defined? 

Do we fully understand the 
competitive landscape for this 
opportunity? 

Are there any ethical concerns with 
the opportunity or company? 

Does the work play to our 
strengths?



Progressive vetting.

Business. Passion. Capacity.

Is there an established budget? 

Will it result in substantial 
ongoing revenue? 

Is there enough time to properly 
complete the pitch? 

Do we have access to key 
stakeholders? 

Are there any conflicts of interest? 

Are the ask and deliverables 
reasonable and worth the reward?

Does the client believe we’re 
differentiated? 

Are the client’s ambitions and 
outcomes clearly defined? 

Do we fully understand the 
competitive landscape for this 
opportunity? 

Are there any ethical concerns with 
the opportunity or company? 

Does the work play to our 
strengths?

Do we have an established lead? 

Do we have the time and 
resources to put against it? 

Are we confident we can win, 
deliver and exceed target 
margins?

The goal is to check enough boxes to make it worth our time and effort.



Backing it up with numbers.

Vetting Scorecard.
For every opportunity, use a scorecard to rate 
the opportunity and if an opportunity is rated 
below 50%, we should think twice or not 
proceed.



A final thought.



“Once upon a time, the agency was 
the most important outside 
relationship most clients had,” said 
Bill Duggan, group EVP for the 
Association of National Advertisers.

Source: Adweek 6/19



Too many relationships?



Lead with love and at the 
end of the day be a good 
partner.



Less of this.



We make things 
people love.Partnership.

Long term value.

Math and magic.

Leadership.People centric.

Leadership.



Thank you and 
stay safe.



Done.
October 6, 2020.
Taming the wild west of pitching.


