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1.3: The Pitch - Win the Account

X learning objective

After studying this section, students should be able to do the following:

1. Understand the process by which an agency makes a pitch for a client’s business by responding to a Request for Proposal.

How does the client decide which agencies to work with? It all starts with the pitch, where the client invites an agency to present
itself with the hope of winning the account. Once a client decides on a list of agencies to pitch their business, it may send these
agencies a request for proposal (RFP). In an RFP, the client lays out basic information about its business and requirements for the
job, along with a list of questions that will help the client determine how the agencies work and if they are suited to the task at
hand.

In some cases, agencies may approach clients they feel would be a good match for their talents or would add depth or luster to their
roster. Alternatively, when agencies are well known for a particular campaign or approach, clients will seek them out. However,
just as when an individual is searching for work, word of mouth and personal relationships play an important role in the process.
It’s not just what you know, it’s who you know.

Why the Pitch Is Such a Big Deal

The client’s stake in agency pitches is high: management’s jobs, the brand’s future, and millions of dollars may ride on the
campaigns the winning agency creates. For example, in 2007, despite having spent over $900 million on marketing that year,
Microsoft was not performing well against competitors such as Google and Apple. Identifying a key need to boost market share,
the software giant embarked on a search for a new agency to enhance its brand image. By February of 2008, Microsoft had
narrowed its search to two agencies; it then chose Crispin Porter + Bogusky for a new $200-300 million “consumer blitz.

Just as the client invests large sums in the advertising campaign, the costs for agencies also are enormous, whether or not they win
the business. In order to pitch effectively, the agency must allocate material resources and a tremendous number of team hours to
meetings, research, and creation of the pitch. Sometimes, when the assignment, chemistry, or timing isn’t right, it’s just good
business for the agency to walk away and leave millions of dollars in potential billings on the table.

That’s what happened in 2006, when GSD&M (now known as GSD&M Idea City)’s nineteen-year relationship with its client Wal-
Mart was challenged in a client-initiated review for their business. In one of the first review meetings the incumbent agency had
with its longstanding client, GSD&M agency president Roy Spence played a clip from the movie Dumb and Dumber, in which the
romantically challenged character played by Jim Carrey is told by the girl of his dreams the chances they will be together are one in
a million. Carrey replies, “So...you’re telling me there’s a chance?”

Spence’s attempt at lightheartedness hid a hard truth: there was no salvaging the relationship. GSD&M was unsuccessful in its
pitch for the business, which included a poorly received report suggesting that Wal-Mart’s declining reputation was at the root of its
struggle for higher share prices. In an interesting turn of events, the agency that “won” the business, Draft FCB/Chicago, was
dropped in a matter of months, and Wal-Mart once again invited GSD&M to pitch its business. This time, GSD&M swallowed
hard and passed on a chance at the $580 million assignment. Like the song goes, you gotta know when to hold ’em and know when
to fold ’em.

Who Conducts the Pitch?

Marketers who work on the brand for the client are the ones who initiate the pitch process when they make the decision that they
would like to search for an agency. The person within the organization who generally leads the search is the chief marketing officer
or the vice president of marketing.

Some marketers choose to partner with a search consultancy whose job is to conduct the search. They use different methods to
determine which agencies are the most appropriate fit for their client’s pitch. They also work as liaisons between the client and the
competing agencies to handle questions and logistics and to structure the pitch.
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The Pitch Process

The pitch process can be short or long, depending on the information the client requests in order to make the decision. There is
usually a series of steps, including but not limited to these:

e Filing the RFP. A client will send out the RFP, which will include some basic background information and preliminary
statements of what the agency will be tasked to solve. The agency in turn will fill out the RFP with an introduction about
themselves, as well as answers to any other questions the RFP asks.

e Chemistry meeting. Based on the responses to the RFP, the client will invite select agencies to meet in person. This meeting is
generally called a chemistry meeting, as it is designed to allow the companies to determine how well they like each other and
if there is “chemistry” between them.

o [Initial strategic thinking. Before agencies are given a specific creative assignment, there is a step to discuss the approach to the
problem. This discussion can sometimes be part of the chemistry meeting but can also be a next step. The initial strategic
thinking allows the agency to demonstrate the tools it keeps in its shed without putting them all to use until the client agrees to
the strategic approach.

o Creative presentation. If an agency is given a creative assignment, this meeting is where it presents its recommendations to the
client.

a
BG

Request for Proposal

This request for proposal seeks a highly qualified brand strategy and advertising firm
with deep consumer focus and broad capabilities as the agency of record for
MSNBC.com, the top news website in the nation facing incredible growth potential,
unique brand challenges and daunting competitive pressures.

The successful bidder will demonstrate strong experience and the capacity required to
explore the largely untapped MSNBC.com brand, deliver distinctive brand strategy
and the ability to execute marketplace media plans, as well asembrace
accountability and offer documentation of measurable results achieved for
comparable client projects,

Plaase nare that all non-public information inad herein is confidential and may not be
disciosed to any third party without MSNBC.com’s prior written perntission.

Additionally, we require full disclosure of any of your firm's clients or affifations that may
potentially pase a conflict of interest in working on our business.

[ Background and Current Status

MSNBC.com is 2 50/50 joint venture between Microsoft and NBC and celebrates its
10tk anniversary in July 2006. With a decade under its belt, the organization has
survived the ups and downs of the early Internet days and emerges today as the top
new site on the Internet. In 2005, MSNBC.com audience consistently topped Niclsen
NetRatings. MSNBC.com dominated its network Lelevision peers online
(ABCNews.com and CBSNews.com), and was frequently the #1 news site, beating
closest competitors Yahoo! News and CNN.com.

Key facts:

* MSNBC.com is the sole dedicated website for all of NBC News. This includes the
Today Show, Dateline NBC, Nightly News with Brian Williams, Meet the Press,
and all the properties of MSNBC Cable TV.

* In this millennium, MENBC.com has bought no outside media. Promotion has
come from “the family” in the form of on-air TV mentions in broadcast and
cable and barter agreements from partners such as Newsweek. In the past,
advertising has been highly promotional and not tied to any defined marketing
strategy.

Figure 1.8 The msnbc.com RFP - This is the first page of the RFP that msnbc.com sent to SS+K and other agencies.
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Figure 1.9 The Pitch Process

How do agencies demonstrate to clients they are the right choice for the job? In a recent interview well-known account planner Jon
Steel noted, “I have always believed that the best new business weapon in an agency’s armory is the quality and effectiveness of
the work it produces for its existing clients.” However, another way that agencies have demonstrated their creative ability is to
present “spec” (speculative) creative work in pitches. Spec work is developed based on the agency’s best guess as to what might
appeal to and work best for a client and presented in a form that is very close to “finished.”

Dig Deeper

The problem with spec work is that many in the industry feel it devalues skills such as design, art direction, and copywriting—as it
forces agencies to give away for free (or at a substantially reduced cost) their most valuable product: their creativity. In the end,
ownership of the ideas presented during pitches can be contested; clients who have had a number of agencies pitch creative work
have been known to pick and choose among the best of all the pitching agencies’ ideas while awarding the business to just one.

What’s your opinion? Should agencies be compensated for “spec” work even if they don’t win the account?

X key takeaway

You can’t work on an account until you’re awarded the business. To win a client you have to present a pitch, usually along with
several other agencies. Although the client doesn’t (or shouldn’t) expect to see a finished campaign, it will look for evidence
that your team has put a lot of creative thought and effort into fleshing out its vision of what the advertising will look like.
Preparing a pitch can be an expensive, grueling, and nail-biting experience, so an agency shouldn’t throw its hat into the ring
unless it’s willing to make a commitment to go all out in order to win the business.

o Define the terms “pitch” and “request for proposal (RFP).” According to material found in this chapter section, why is the
pitch such a big deal?

o List and describe the four-step pitch process that SS+K must go through to win the msnbc.com account.

o How does an agency such as SS+K demonstrate to clients that it is the right choice for a communications job? Be specific
in your discussion.

This page titled 1.3: The Pitch - Win the Account is shared under a CC BY-NC-SA license and was authored, remixed, and/or curated by
Anonymous.
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