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BIG IDEA	

BIG IDEA	
•  Explain your campaign to me as if I didn’t see or 

read it.  
o  Not its goal, but YOUR campaign. < too broad 
o  Not its exact design choices. < too narrow 

    

•  What story are you trying to tell?  
o  Then link that to the insight you had to reach your 

marketing goal. 
 

o  The more direct your ad is (the hard sell vs. the soft sell),  
the further away you are from a good Big Idea 

https://www.slideshare.net/YoungMarketers2/young-marketers-elite-2013-assignment-71-phu-cuong-ngoc-tram 

•  The Campaign Big Idea is the single-minded creative 
idea for a campaign. 

•  It is the end product of the creative process applied in 
all executions over a defined period of time with the 
same objectives. 

BIG IDEA	
•  “A creative concept is an overarching  

‘Big Idea’ that captures audience interest, 
influences their emotional response and  
inspires them to take action.  

•  It is a unifying theme that can be used across  
all campaign messages, calls to action, 
communication channels and audiences.” 

 

http://www.adweek.com/brand-marketing/whats-big-idea-103274/ 
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The Creative Pitch	
ART-3443 Ad Design 

http://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580	
https://thenextweb.com/insider/2015/11/12/top-creative-pitching-tips-creative-agencies/#.tnw_3Lhyz8ND	
https://www.youtube.com/watch?v=YYFS4K3p2Aw	
https://www.youtube.com/watch?v=uBXQ2Dxkgjs	
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•  Only 5 will help you for this pitch; however, read 
through the whole thing to help you in the future. 

1: Define the pitch	
•  Pitches come in two flavors: a credentials pitch and 

a project pitch.  
 
o  The former is a chance for you to run through your portfolio, and explain 

what you do and why your services are required.  
 

o  The latter is where you present your idea(s) for a specific creative brief. 
Never muddle the two. 
 
 
 

•  This is a project pitch. 

https://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580 

2: Identify the need	
 
•  You have to know what your client needs and make 

it obvious to everyone in the room that you can 
deliver exactly what they’ve asked for.  

•  Repeat the main goal of the project in your pitch, 
whether it’s ‘sell more baked beans’ or ‘rebrand 
Samsung Galaxy’ together with your idea.  
 

•  Link their problem to your solution. 

https://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580 

3: Keep it simple	
 
•  A study by UCLA in 2004 found that individual points 

are ‘accepted’ at an optimum conversation time 
of just nine minutes.  
 
o  Remember this if you’re pitching in person  

or over the phone.  
o  For email, you should always try to work to the rule that 

anything that takes over 15 seconds to read deserves to be 
an attachment. 
 

https://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580 

3: Keep it simple	
•  For this pitch, each team has  

NO MORE than 20 minutes. 
 

•  Have a slide index that guides the client through  
your presentation so there is a clear ending  
and beginning. 

https://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580 
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4: Ditch the details	
•  Deadlines and budgets might be key to negotiations, 

but they don’t have to be agreed on at the pitch.  
 

•  As long as you communicate what you can  
offer your client to service the need they have,  
leave the details until they naturally arise. 
 
o  This causes the client to think about  

your approach to the job, not your price. 
 

https://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580 

4: Ditch the details	
•  This project doesn’t go into deadlines and budgets, 

though awareness of timelines and (lack of) costs is 
beneficial in this case.  
 
o  Just don’t linger on these points too long. Lack of a cost 

emphasized too much may cause concern about overall 
cost. We are too early in the process to be concerned with 
budget if none was supplied. 

https://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580 

5: Make it personal	
•  As creepy as it might seem, human interaction  

is based on responsiveness – you’re more likely to 
react positively to your name being called than 
someone yelling ‘hey you’.  
 

•  The same works in a pitch. Look at who you’re 
pitching to and address each person by name. 
 
o  Ms. (not Mrs. or Miss) or Mr. unless they tell you otherwise. 
o  Our clients should both be addressed as Dr. 

https://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580 

5: Make it personal	
•  Always introduce each member of your team  

and explain what he/she will be doing during the 
presentation or some other point(s).  

https://www.creativebloq.com/computer-arts/10-ways-win-pitch-work-every-time-9118580 

Consider the nature of  
how the relationship started	

“When pitching clients, you have to take into 
consideration the nature of how the relationship 
started, because that can dictate your approach. 
  
If the prospective client reached out to you and 
contacted you, they did so for a reason – they were 
referred to you, they saw your portfolio or a project 
you completed and liked it, etc. With this, you’ve 
already established yourself and your firm somewhat 
as a trusted authority figure…  
 

 https://thenextweb.com/insider/2015/11/12/top-creative-pitching-tips-creative-agencies/#.tnw_3Lhyz8ND 
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Consider the nature of  
how the relationship started	

“If on the other hand, you’ve struck up a relationship 
with them through a cold call, or networking,  
or some other approach, you have a little bit more of 
an uphill battle in establishing yourself and your firm  
as a trusted figure.” 

- Matt Brown, Founder of 336 Creative 

 

https://thenextweb.com/insider/2015/11/12/top-creative-pitching-tips-creative-agencies/#.tnw_3Lhyz8ND 

Make ‘em sick, make ‘em well	

“First, you make ’em sick:  
 
We tell our clients the issues they’re having with their 
brands and their websites. Often times, there’s too 
much going on: visual clutter and unclear calls to 
action are the most common issues websites more 
than three or four years old face… 

https://thenextweb.com/insider/2015/11/12/top-creative-pitching-tips-creative-agencies/#.tnw_3Lhyz8ND 

Make ‘em sick, make ‘em well	

“Then we cure them with our creative.  
 
It’s always a striking difference; our creative tends to 
be much more minimalistic than what they expect.” 
 

- Matt Burch, Content Director of Paramore Digital 

 

https://thenextweb.com/insider/2015/11/12/top-creative-pitching-tips-creative-agencies/#.tnw_3Lhyz8ND 

Leave a fun, lasting impression	

If you aren’t the only one pitching a particular 
potential client, finding ways to set yourself apart from 
others can be difficult. However, you can search for 
ways to leave a lasting impression for when your 
presentation is done… 

https://thenextweb.com/insider/2015/11/12/top-creative-pitching-tips-creative-agencies/#.tnw_3Lhyz8ND 

Leave a fun, lasting impression	

“Pitch presentations can be daunting, which is why I 
always like to add in something creative and fun to 
leave a lasting impression. Most notably at a recent 
pitch (and even a proposal submission) I concluded 
the presentation by passing out small bags of green 
gumballs with a tag inside that says ‘Let’s chew on 
some great ideas together!’ It was well received!” 
 

- Jill Spaeth, President and Director of Design at Citizen Creativee 

 

https://thenextweb.com/insider/2015/11/12/top-creative-pitching-tips-creative-agencies/#.tnw_3Lhyz8ND 

•  Dress the part. (Discuss) 
•  Be a team. 
•  Be genuinely excited to share your work.  
•  Have confidence in your team’s work.  

Know it’s good. Know it’s going to win. 
•  Make introductions. BE ENGAGING. 
•  You are knowledgeable. Be sure she knows that you 

know more than what she told you. RESEARCH. 
•  Set up the problem. Answer it.  

Don’t just start with “here’s our work”.  
•  Consider using visual aspects of your campaign 

throughout the pitch. Aside from repeating the visuals, 
you are also demonstrating the growth ability of  
your campaign.  

•  Printed, mounted work?  
Leave-behinds aside from the digital file.  
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