Hello

October 6, 2020.



Good afternoon.



Taming the wild
west of pifching.




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



.

Whining



Whmmg



Whmmg



Whisli




Fair. Balanced. Objective. Helpful.









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 piiches 1o
start with?




IBM CEO Study 2020.

Complex and
datia driven.

Today, with the advent of artificial

intelligence (Al), the Internet of

—

['hings (IoT), and cloud computing,

we finally possess the means with
which to turn bytes into insights
and generate contextualized,
predictive knowledge .

Figure1

The insights era

Humanity has entered an age in which
data’s full potential can be realized
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“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.”



Marketing budget growth expected to
deC“ne tO 76% gI'OWth Economic Sector

Percent change in marketing budgets expected in next 12 months BZB Product: 6.9%
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49 growth in marketing budgets

compared with those in the middle
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Declining marketing budgets put more pressure on marketers.

Increased pressure to do more with less and extract greater value from strategic partners.



Growth is most important KPI for evaluating
marketing performance

How often does your company use the following KPls to evaluate marketing performance? (1=not at all, 7=all the time)

ROI vs. YOY Growth Metrics Forward-Looking Metrics vs.
Traditional Accounting Metrics

7 7
6 6
5.1
5 5
4 4 37
3 3
2 2
1 1
ROI YOY Growth Traditional accounting metrics, Forward-looking metrics,
@ Christine kMcoman such as share, sales or profits such as NPS or CLV

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



CMO Tenure.

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

SNAPSHOT: AVERAGE CMO TENURE
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From a recent consultant presentation.

Client mindset.

Incredibly challenging environment
with pressure coming from all

angles.

1.Put yourself in the client’s shoes — PRESSURE
2.Pressure from internal groups and investors

3.Pressure from customers
4.Pressure from a broader marketing pipeline

5.Pressure for growth, share, profitability

6.Pressure to keep their jobs/get a new job
7.Pressure intensified since COVID:19 and BLM

8.The agency is just one part of their work life




Marketing landscape.

Confusion.



Agency landscape.

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 betier.




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”



950 $10B 75

So far this year, 950 advertisers have Represents a significant amount of media More reviews are underway that represent
concluded media reviews. dollars under review. 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.”



[s the client-agency
relationship shifting from
partnership to vendorship?



Paradox of value and
partnership.



Goal: parinership and value.

More Partnership.

More value.




Reality: Often at odds with each other.

More partnership.

Longevity

Ambition

Profitability

More value.

L.ower cost

Efficiency

Accountability




Enlightened model.




Is the tTrouble with piiches
exaggerated? Is there redlly even a
problem at all?




campaign news
Creative abuse, conflicts of
Interest and obnoxious pay
terms: Pitching descends into
'Wild West without boundaries’

Opinion  Creative Work Q -

Ey Bk Sacler

’T by Oliver McAteer

3 November 21, 2019
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Clients and agencies slam
flaws in the pitching process

Client-side marketers and agency representatives have
launched a fierce critique of the way business is currently
pitched and won, ranging from vague briefs and onerous
contract terms to poor work that ignores a brand’s
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10 reasons why pitching is the biggest =
illusion of the 21st century

The Ad Industry Has Reached a
Breaking Point. Can It Bounce Back?

Agency-client relations hit an all-time low
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Agencies Balk at ‘Insane’ Conditions of
New General Mills RFPs

120-day payment terms and ownership of intellectual property
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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 fime. Nights.
Weekends. No vacation. Ugn!




BRACEOURSELVES




But what about clients?



IS fime consun
1 disiracting. '




Opportunity. Time consuming. Highly
stressful. Big distraction. Necessary evil.
Emotionally draining. A lot of work.
Preparation. Investment. Efficiency. A lot 1o
manage. Expensive. Requires immense
focus. Longlime fo onboard. Knowledge
fransfer. Internal alignment requirements.
Getting approvals. Decision difficulty.
Fairness. Opportunity. Cost.Team. Value.
Value. Value.




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
M.

for this presentation at the ANA.

Matt Weiss mee
President, Huge Brooklyn
. T1mMo » G)

Open letter to every BD person who lives and dies pitching for business. For the
most part, clients and consultants are EXCELLENT partners. They have good
Intentions, run diligent and conscientious reviews, are fair, do all the hard vetting
upfront and look out for both client and agency. But pitching has become the
wild west with reviews being managed internally, outsourced through ex-
employee consultants, procurement and more. I'm seeing more blatant misfires
than ever before - budgets not declared (we are a business, it costs money and
time to do a pitch and at a minimum a budget should be disclosed), process not
adhered to (timing delays, zero clarity), IP abuse (we own the idea regardless of
outcome), no feedback unless heavily pursued, rules changing midway,
decisions made without human contact (send us the proposal and we'll come
back to you), and on and on. It's wrong. It's bad business. It's abusive. The
power is clearly in the hands of brands since there are 120k agencies all vying
for a piece of the pie. This has to stop and the only chance we have is by locking
arms and saying NO. This is not sour grapes. This is common sense.
#advertisingagency #digitalmarketingagency #experiencedesign #priorities
#newbusiness # #winning #marketingandadvertising #business

OSSO 779 - 135 Comments

C) Like & Comment = Share < Send

& 69,687 views of your post in the feed



Press coverage.

Campaign  news  Opion  CreativeWork Q- AdAge st v rmsress o

| | SHRINKING BUDGETS, A PROJECT
Creative abuse, conflicts of ECONOMY AND WORK-FOR-FREE
interest and obnoxious pay gfmgggﬁgfs'm;ﬁ;f“

- - n
te l"ms: PItCh I ng d esce nd s Into Agencies under pressure to restructure their operating
' N i i . models to remain competitive
WI Id We st WIth o ut bo u n d a rles By Lindsay Rittenhouse and Judann Pallack. Published on December 20, 2019,
"5 byOliver McAteer
‘ 3 November £1, 2019

Campaign. Ad Age.

"The fact of the matter is the clients hold all the cards," she said. Clients often don’t have much of a choice to do things
"They always have. It is a power dynamic that allows clients to differently. With their procurement departments putting a
take advantage of agencies as they balance the merits of choosing tighter squeeze on marketing budgets, and recessionary

to agree to these stipulations or not be given a chance to pitch for concerns rising, brands have begun to shift more to project
a piece of business that they sorely need.” work.



A list of complaints.

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




A fact that blew me away.



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

- Forbes 5/28/18



- Forbes 5/28/18



So why do we do it?



Bure

' thership.
Opportunity. Parin D







Ultimately, it’s about relationships.



Beftler, stronger, high value, long
ferm, mutually profitable and
enjoyable.




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




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



ANA/4A's Guidelines for Agency Search
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An excellent set of guidelines for
everyone involved.
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Steps that can help marketers

and

agencies go through an effective

search and selection process t]

nat

can help both parties create a

working relationship.
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How can we tame the beast?



New rules.



Required eyebrow.

1. Cusiomize .
2. Inspiration not perspiration.

3. Provide budgets.
4. Six tips.




2°
O

Less than half of marketers surveyed customize their REPs yet
marketers who issue proposals that are viewed by agencies as strong

opportunities are more likely to customize their RFP.

Source: Gartner RFFP Survey



Gartner

Most Important Criteria for Indicating Your RFP Is a Worthwhile Opportunity

B RFP Is Not Customized B RFP Is Customized
60%
52% 53%

41%

Percentage

of Marketers
Who Include 30%

Each Criterion

in Their RFP

0%

Partner/Agency’s Agency'’s Value- High-Level Introductory
Team Structure Added Services Statement on the
Scope of Work



Writing mariers. A
motivaled agency
works harder for
you.




“How the REP 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 1o fame.

Value proposition.

Current assessment.
Opportunity.

Future success.

What's off the table.

Process, 1iming, stakeholders.
Size of the prize.




Allow yourself to be seen and undersiood.

Personality. Process.

Expressive language that allows the reader to The facts for the review. What is being asked of
oet a feel for the company, understand the the agency including decision factors and
culture and make an assessment whether the criteria that allow for an intelligent evaluation
prospect is a good fit. of the opportunity.



A word on
iIncluding budget
guidance.
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Single biggest complaint
among agencies is a lack of
budgetary guidance during
the pitch process.



6 tips.

1. No exira 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.



JUSTDOIT.



DONTDOIT.



Required shift.

Past. Future.

Thinking yes & _ Thinking no before
saying no. saying yes.




Progressive vetling.

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 vetling.

....................................... > Passion.
Is there an established budget? Does the client believe we’re
Will it result in substantial differentiated?
ongoing revenue? Are the client’s ambitions and
Is there enough time to properly outcomes clearly defined?

complete the pitch? Do we fully understand the

Do we have access to key competitive landscape for this

stakeholders? opportunity?

Are there any ethical concerns with

Are there any conflicts of interest?

the opportunity or company?

Are the ask and deliverables

Does the work play to our

reasonable and worth the reward?

strengths?



Progressive vetling.

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?

Passion.

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 o check enough boxes to make it worth our time and effort.



Backing it up with numbers.

Vetling 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.

Vetting Scorecard.

Criteria Overview Rating
We were aware of this opportunity prior to receiving the RFP and were briefed verbally.

:::::::;ty D We previously were involved in the RF| stage for this opportunity but haven't received a briefing. 10
[0 we did not know about this opportunity prior to receiving the RFP,
The ask of Huge and associated RFP deliverables is reasonable and worth the reward.

Reasonable ask. [ The ask of Huge and associated RFP deliverables is unreasonable for an RFP but is worth the reward, 10
[ The ask of Huge and associated RFP deliverables is unreasonable.
We fully understand the competitive landscape for this opportunity,

f:ﬂ':::::::“ [0 We partialty understand the competitive landscape for this opportunity. 10
D We do not understand the competitive landscape for this opportunity,
I'he client believes the Huge value proposition is compelling understands the benefits and sees these as a differentiator,

Value proposition. | [[] The client believes the Huge value proposition is acceptable, but not differentiated against the competition, 10
D I'he client believes the Huge value proposition 1s weak - or does not understand our value proposition
The client’'s ambition and business outcomes are clear and well defined.

:::.‘:“m and (] The client’s ambition and business outcomes are partially defined. 10
[0 The client’s ambition and business outcomes are unclear / we don't belleve are feasible,
We have direct access to key stakeholders / we do work with the same stakeholders,

z:::;::::w'" and [0 We have limited visiblility and access to key stakeholders and do some work with the client 10
[0 We have no relationship with key stakeholders.
This work plays to our strengths and we have the team available Internally to support.

Ability to deliver. | [C] This work largely plays to our strengths, and we can make the team available with some third party support. 10
(0] This work will require significant dependency on third-party resources.
We know the client's budget and know that this win will result in substantial ongoing revenue,

::::‘.’::::’.n“. (] We know the client's budget but are unsure as to substantial ongoing revenue, 10
() We are unsure of the client's budget for this work,
We are confident we can win and deliver this work, and exceed target margins.

Profitability. [ We are confident we can win and deliver this work, and meet target margins. 10
[ We are unsure whether we can win and deliver this work at target margins.
There are no ethical concerns with the work nor the company itself,

Ethics. [ There are minor ethical concerns with the work and / or the company itself, but overall, it still aligns with Huge. 10
D There are major ethical concerns with the work and / or the company itself and we would have to convince talent to work on this.
There exists no conflict of interest.

f:t:?l‘;: of [ There exists a conflict of interest with this client / project that can be managed. 10
O

There exists a conflict of interest with this client / project that will be difficult to mitigate.

OVERALL OPPORTUNITY RATING >>>pU L0




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.



Advertising & Promotion
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[Lead with love and at the
end of the day be a good
partner.



Less of this.




Math and magic.




Thank you and
stay safe.




October 6, 2020.




