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Pitches come in two flavors:  
a CREDENTIALS pitch  
and a PROJECT pitch.  

CREDENTIALS is a chance for 
you to run through your 
portfolio, and explain what  
you do and why your services 
are required.  

PROJECT is where you  
present your idea(s) for a 
specific creative brief.  

NEVER BLEND THE TWO.
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you to run through your 
portfolio, and explain what  
you do and why your services 
are required.  

PROJECT is where you  
present your idea(s) for a 
specific creative brief.  

NEVER BLEND THE TWO.

THIS IS A PROJECT PITCH.
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- MAKE IT PERSONAL

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 Dom Parignon’  
together with your idea.  

LINK THEIR PROBLEM  
TO YOUR SOLUTION.
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Research shows that people stop 
paying attention after just 9 
minutes if there is no break or 
guide to show the process. 

For your 20 minute presentation, 
have a slide index like what I have 
here to the left. 

SHOW A CLEAR  
BEGINNING AND END.
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Deadlines and budgets might be 
key to negotiations, but they don’t 
have to be agreed on at the pitch. 

You can communicate what you 
can offer to the client or suggest 
easy answers, but leave details 
until they arise later.
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Deadlines and budgets might be 
key to negotiations, but they don’t 
have to be agreed on at the pitch. 

You can communicate what you 
can offer to the client or suggest 
easy answers, but leave details 
until they arise later.

LEAVE THE CLIENT  
THINKING  ABOUT YOUR  
CREATIVE SOLUTION -  
YOUR BIG IDEA.
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Human interaction is based on 
engagement and responsiveness. 

Look at who you’re pitching to and 
address each person by name.  

Always introduce the other 
members of your team and explain 
what they’ll be working on.
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Human interaction is based on 
engagement and responsiveness. 

Look at who you’re pitching to and 
address each person by name.  

Always introduce the other 
members of your team and explain 
what they’ll be working on. 

But for client, use Mr. or Ms.  
(not Mrs. or Miss) until they tell  
you otherwise.
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- CONSIDER HOW THE 
RELATIONSHIP BEGAN
“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. 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
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DISCUSS HOW THAT 
APPLIES TO THIS PROJECT.

- 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. Oftentimes, 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.  

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

- 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. Oftentimes, 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.  

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

- 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. Oftentimes, 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.  

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

- 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. Oftentimes, 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.  

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

- 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. Oftentimes, 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.  

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

REMEMBER THIS. 
ALWAYS.



- 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. 

“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 Creative
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DISCUSS WITH YOUR GROUP.  
REMEMBER IT’S ABOUT YOUR BIG IDEA TOO. 
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- MORE TIPS
Be a team. Warm up by yourself and together.  
Have confidence in your team and your team’s work. 
Be genuinely excited to share your work.  
Know it’s good. Know it’s going to win. 
Make introductions. BE ENGAGING. 
You are knowledgeable. Be sure they know that you know more 
than just what was on the Creative Brief. RESEARCH. 
Don’t just start with “here’s our work”.  
Set up the problem. Answer it.   
Consider using visual aspects of your campaign throughout the 
pitch. Aside from repeating the visuals, you are also 
demonstrating the power of your Big Idea.  
Dress the part. Reinforce your team and/or its Big Idea. 
Printed, mounted work?  
The Leave-Behind. 
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- MORE TIPS
1. Enthusiastic introductions -  

eye contact, introduce each team member 
2. Review the objective. Perhaps reviews points on the  

Creative Brief and Consumer Profile,  
but don’t go through each point by point.  

3. Set up your exact problem to solve in order  
to solve for the objective.  

4. Present your Big Idea.  
Do it visually and verbally.  

5. Show and read the campaign’s 3 print ads. Take time with your 
headlines and explain visual points briefly.  
 Keep pushing the fact that the campaign is under a BIG IDEA, not just 3 ads. It can grow.  

6. Then show how this extends to Instagram. 
 Keep pushing the fact that the campaign is under a BIG IDEA. 

 Suggested Pitch Format
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7.  Then show how the Big Idea extends to any of the additional  
     legs! The more you show, the stronger your Big Idea will be.  

Keep pushing the fact that the campaign is under a BIG IDEA. 

8.  Wrap it up. Stay enthusiastic.  
     Remind them that the information is in the Leave-Behind PDF  
     that will be supplied after today’s presentations.  
9. Have a clear ending and thank them for their valuable time.  
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