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With global uncertainty, pitches —global, regional, and
local—have become increasingly competitive. With
advances in technology, such as Al and constant moving
of the goal posts when it comes to transparency and brand
safety, Long-established agency/client relationships are
being reassessed.

Advertisers are increasingly looking beyond their current
agency partnerships for solutions that are better aligned
with their brand needs. Some seek one-stop Holding
Company solutions (this has dropped by 15 percentage
points in the US since 2019%), while others prefer a
collection of specialised shops to handle different
elements of their marketing briefs. Some may appoint an
intermediary or consultant to handle their pitch, whilst
others will go it alone.

Whichever route you take, given the substantial time and
resources each pitch requires, brands frequently ask,

"WHAT 5 THE PERFEGT PITCH PROGESS, AND HOW
GANE RUN ONE TO GET THE MOST OUT OF IT ARID
FIND THE RIGHT LONG-TERM AGENGY PARTNER?”

Although 300 primarily focuses on supercharging agency
growth, our deep industry experience has given us valuable
Insights into what makes a well-executed pitch from a
brand’s perspective. Here are our ten essential rules for
crafting an effective agency selection process.
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are as enthused about working on your business as

Before formally beginning the pitch process, meet you are. Host comprehensive briefing sessions that cover:

potential agencies informally. Consider running a beta
test through a small project. This preliminary engagement
helps assess cultural fit and working dynamics without the
pressure of a formal pitch environment.

Your brand’s essence and values
Strategic ambitions and growth targets
Agency partnership expectations

Specific objectives for the pitch process

Be honest and open with everything you say, transparency works both ways.
Transparency, is more than a buzzword, will foster a sense of common respect

and an immediate bond. Hiding things from agencies won't get the best from

them as If they understand the parameters and pitfalls, they can deliver something

beautiful. Remember, you are building a better, more collaborative, relationship for
TRANSPAREI\I cv your business. Approach meetings as if you are ready to hire them. Be thoughtful
and ask good questions - But most of all, be ready to walk away if the answers you

receive during the process aren't what you want to hear. A partnership is only good
If expectations on both sides are in alignment.




DEVELOP A PROGEGS THAT
INSPIRES AGENGIES TO DO
GREAT IWORK

Clearly define your contract of expectations and why you are
committed to this process. A pitch that is badly put together
Is like a building with no foundations; it will collapse at some
point. Take your time to think through exactly what you
need, ensure the process covers the most important
areas to your business. But also, don't include everything
conceivable or it will become too big and cumbersome.

HIND A GOOD BALATIGE
BETWEEN YOUR PROGUREMENT
AND YOUR MARKETING TEANT

Marketing spend is often one of the biggest (and most
contested) line items on a company’s balance sheet,
necessitating the involvement of a procurement team.
The procurement team is there to work closely with the
marketing team to ensure the brand gets the best (talent,
tech, op model, fees etc) at a fair price.

Unfortunately, too many brands separate these two
functions; often, the first part of a pitch is all about the
marketing team finding the best agency to fulfil the
strategic marketing goals. Then the briefis handed over

to the procurement team to play agencies off against

each otherto try and get the lowest rate. Due to the huge
sums of money involved, often the decision is to go with

the cheapest agency, even if they are not going to achieve
the best outcome for the client. This is because it's easy to
quantify savings and low costs, but it is much harder to look
Into the future and understand the benefits of what a brilliant
agency is going to deliver. To be a true catalyst for change,
yvyou should involve the right stakeholders, including
procurement, from the start of the process, agree on
everyone's responsibilities, and include a scorecard that
helps evaluate an agency across multiple levels.



GIVE YOUR AGENGY ENOUGR TIME
1000 SOMETRING AMAZING

Setting unrealistic deadlines is going to make it hard
for the agencies to do good work. Make sure you find the
right balance between not having a long arduous process
and making sure they have the time to think and produce
the best work they can.

JAKE YOURSELVES AVAILABLE
AGROSS THE PITCH PROGEDS

Have a chemistry meeting, a Q&A session, and allow
access to key decision-makers throughout the
process. This will ensure less room for misinterpretation of
the brief and better outputs from the agency and ultimate
foryourselves!

DON'T oANITISE THE PITCH PROGEDS

Allow your agencies to differentiate within the process.

By all means, give them guardrails but don’t stifle their
creativity through a superrigid process. In the Q&A part
of the pitch, do not share agencies’ questions with other
agencies; it will just stop them from asking the really smart
ones as they won't want to give away their thinking.



DON'T JUST LOOK FOR THE
RIGHT ANSWER. LOOK FOR ROW
THEY GOTTO THE ANSINER

Every agency will approach your brief in a different way, don't just

focus on the perfect pitch answer, but also look how they got there, the
methodology, and process. No matter how much background work
they do, they cannot fully get under the skin of your brand and your
marketing function until they start to work with you. So look for the
process, not just the answer, and how they measure up to the key areas of:

Strategic methodology Team dynamics and chemistry

Problem-solving approach Potential for
long-term partnership

PUSH YOUR AGENGY ON
IEDIA PRIGING. NOTON
RESOURGE FEED

Don't squeeze your agency on fees, make it fair for everybody, and
allow them to make a decent level of income. This will mean you will
get the best talent on your business. Remember, they are a business
too, and they have to make money.

Fair agency compensation ensures:
Access to top talent Motivated agency teams

Sustained quality of service Long-term
partnership viability




"

WE BELIEVE BY FOLLOWING THESE TEN RULES, THE
PROGESS AND OUTGOMES OF EVERY PITGHIWILL
GHANGE FOR THE BETTER.

However, if there was one piece of advice that would
supersede all of these, it would be to hire a pitch consultant.
These specialist consultants are experts in their field

and will know how to craft, build, and manage pitches
better than most advertisers will ever be able to do (sorry,
clients!!!). They will be well worth the investment to

ensure that you get the best from agencies and the best for
your brand.

At 300, our primary focus is agency growth, but we also
know what a pitch processes that inspire agencies to
deliver their best work looks like.

” 3"0 SUPERCHARGING
| U EEcY EROUTH

—
———

vl

*Source: e-marketer, The Ad Agency Ecosystem 2024



