
Firstly… 

The pitch as a competitive process is here to stay – we 

require the process of comparison to see if both 

parties can work with each other – both marketers and 

procurement are accountable for their supply chain 

 



Clients have the right to scrutinise every £/$/€ 

agencies also own their commercial agenda 



Firstly… 

We already have lots of help 

HCA, ISBA, IPA, ANA, AAAA, Drum, GoodPitch 



Where it all started… 

! 



Where it all started… 

£10K per month to read 

Pharma Marketing magazine 



The time we were blown away… 



What was missing…? 

Promotion 
from the field 

Ah ha – I can hire 

my own agency 

Incumbent is 

turfed out 

New 

pitch 

Procurement didn’t invent this! 
Repeat 18 months later 

(x 10 Product teams) 



Adding structure 

Criterion Definition Your score 
(1=lo; 10=hi) 

Comments / Notes 

1.  

Presentation:  

Client service team 

• Commitment to superior customer service 

• Agency can staff the account appropriately 

• Continuity 

• Quality of presentation 

  

2.  

Presentation:  

Case Study 

• Quality of proposal 

• Quality of presentation 

• Agility and Creativity 

  

3.  

Professionalism 

• Level of professionalism conveyed 

• How they addressed organisational questions 

• Pharma experience / Other industry experience 

• Dependency on us as a client 

• Action-oriented management 

  

4.  

Deliverables 

• Credentials in e-business 

• Examples of closed loop detail running on tablet PC 

• Timescale and milestones 

• Scope of work 

• Estimated project costs 

• Example of pages 4&5 of current sales aid 

  

5.  

Integrity 

• Do I trust them? 

• Do I feel comfortable? 

• Will these people really do what they tell us today? 

• Will they exceed my expectations? 

  



40:2 

Adding structure 



>50:5 



Things I would approach differently? 

1. Agencies need to be better at articulating their value proposition -what they are great at 
and to establish when and when not to pitch 

2. Introduce a business improvement/PDCA cycle to remove inertia / loss of creativity 

3. Transparency is required by agency but not reciprocated by client 

4. Don’t speak to the client team during pitch process – how can this possibly add value? 

5. Pre-qualify, go to the offices, meet people, run RFI’s but pitch less 

6. Essential to make sure a program of work sits behind a pitch once agency selected 

7. MSA’s fit for purpose – too many clauses easily mis-understood 

8. As a client, you completely own the opportunity of savings and efficiency 

9. Pitching does not always ask for a creative idea – be clear on the ‘ask’ and agencies to 
present more on capability 

10. Provide meaningful feedback – not easy but find a way 

11. Improve the discipline of writing briefs 
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