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Thinking about pitching for new work (from both existing and potential clients), which of the following are true?

We've worked harder on remote pitches as we've needed to wow clients from a distance —

Over the past 18 months it's been challenging pitching remotely —

We've become more creative in our pitches as a result of remote working —

When we've won new business, not meeting new clients face-to-face has caused a few difficulties (in terms of communication and building rapport
and relationships)

We've done fewer pitches as an agency in general due to the constraints of the pandemic —

None of the above — 16%
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How long do you spend on average on a single pitch (think everything from brainstorms, strategy formulation, planning, tissue sessions, budgeting, pitch material prep, pitching itself - and travelling to and from pitch. Also
think about how many people are involved and assign time for each of them):
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How much do you think your agency invests on pitching every year? (think about all costs involved, including staff time, freelance time, design and material production costs, travel and expenses costs, costs for paying for
tender sites etc).
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Which of the following statements do you agree with?

62%

Clients want to be wowed —

The marketing/ brand directors we are pitching too have more to prove to their bosses than ever before - ROl is all —

Clients expect much more work to be done for pitching these days —

There is so much competition for new business, we have to do a lot more to win —

None of the above — 8%
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Which of the following are true to you?

There’s not enough protection around intellectual copyright during pitches —
Brands make PR agencies jump through hoops to win their business —

It can be demoralising to realise you're pitching against more than five other agencies —

| feel uncomfortable sharing fully formed ideas at pitch stage but have no choice — 55%

Really we ought to charge for pitches — 50%

We sometimes neglect existing clients because of the pressures of pitching — 40%

We've lost a pitch, only to see our ideas activated by the brand using another agency —

The pitching process is out of hand and a problem for my agency —

We sometimes tell the client anything to win the business, then find it really hard to execute the campaign —

| can never tell if we’ve won a pitch or not —

22%

| can tell within five minutes of a pitch whether we’ve won it or not—

Our agency isn't very good at pitching— 21%

None of the above — 8%
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