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MediaSpecialistsAssociation

M5A GUIDELINES FOR IDEAL PITCH PROCESS

Choosing a Media Agency to handbe your business is one of the most important decisions you will make,
as Media is often a huge part of marketing budget.

HERE ARE THE TYPICAL STEPS ON CHOOSING & MEDIA AGENCY,

APPOINT A PITCH MANAGER

DISCLSS YOUR MEDIA NEEDS

DECIDE WHO YOLU WANT TO INVITE

ASK FOR THE CREDENTIALS

SHORTLIST AND SEND A PITCH BRIEF

ORGAMIZE THE PITCH PRESENTATIONS

INFORM ALL PARTIES OF OUTCOME & GIVE FEEDBACK
INITIATE HANDOVER

KICK-OFF NEW RELATIONSHIP

BT T TR

1. APPOINT A PITCH MANAGER

Conducting a pltch takes a lot of time & effort. Choose someone who is mature, responsibie, Tair,

transparent, respectable & knowledgeable about the industry, but nat too senior to have sufficient time
for co-ordination work. Please note the pitch co-coordinator is not the sarme as decision maker, but just
a facilitator & often a key influencer. Choose someone who understands the business & communication

priorities very well.
2. DISCLUSS YOUR MEDIA NEEDS

Too many times, clients call for pitches without aligaing Internally what they really want, This resultsin a
lot of post-pitch mess, & hence bad reputation in advartising industry. Have a discussion with all key
stakeholders on what they think about the current media product, what are the gaps, what are the
possible opportunities etc. Try imagining in what ways you woubld want your new media agency to be
different in a tangible way. If possible do a SWOT [Strengths [/ Weaknesses / Opportunities / Threats)
analysis of your current media agency, to know what areas need to be stronger, & what qualities need
Lo remain, any new opportunities that are lacking etc.



Make sure everyone is aligned on the broad shape of the need.

Agency business is very talent-centric [more than half the cost is people cost), so taking away business
from your current agency may affect a lot of people, so consider giving a probation period with a clear
feedback to top mgmt. of your current agency to try deliver on the gap areas, before you decide to call
for a pitch,

DECIDE WHO YO WARNT TO INVITE

I vou have done your Point 2 well, & you have a good knowledge about media agencies, | am sure you
already have some idea. Even though all media agencies claim to be good in most areas, in reality, they
do have areas of relative strengths, Choosing an agency 13 a lot about finding the right fit,

There are many media agencies in Malaysia or companies which do media services apart from other
things. M54 — Media Specialists Association has 18 members, who constitute about B0% of total media
billings in Malaysia. This group is quite diverse, but still is widely acknowledged as standard-bearers for
the industry. [M5A has its own system of velting the bonafides of apglicants, which ensures, that you
are dealing with dependable players).

Please refer to Appendix AL for a list of M5A members & basic details abowt them. Call them up to have
a chat to understand better or for any clarifications or talk to some people who are in the know & have
no vested interests to decide who all to invite. You may also want to check which agencies are handling
your competitors, & decide if this is a real issue for you, Many media agencies today have systems &
processes to ensure full confidentiality, so clients are more and more less stringent on this criteria,

Be selective, An ideal list to invite for the first round is 4-6, s0 you get sufficient choice, but are not
wasting agencies' time unnecessarily. It's possible that some may dedline, due to reasons of their own,
in which case have a replacement candidate or just go with smaller no.

3. ASK FOR THE CREDENTIALS [week 1)

Write to agencies formally to ask for their credentials. Usvally Credeatials contain seme key information
about the agency, as well as thelr work, tools & processes etc.

Give them at least 1-2 weeks to revert, as they may need to update their credentials.

[if you are a client with less than 10 million in budget, you may want to shorten the whole process, by
deciding on the basis of credentials itself or azking agencies te include a credentials madule in their final
pitch presentation)

Also, vou must inform your current agency that yvou are calling for a pitch before sending this invite. You
need to be professional about this. Current agency will be much more professional & will ensure smooth
transition in case of loss, if you are transparent & professional about it



It may be usetul to seek clarifications on the credentials you receive, so pick up the phone & speak to
them, Mo harm telling them what yvou liked about them, 50 they get & sense of what you need.
Credentials can also help you fine-tune, what you need, as you may discover aspects of other agencies
that you didn’t earlier know or realize, you could get from a media agency.

This is a perfect time to finalize your evaluation form. Don't have too many criterla. 5-10 ks good. Try
spread your criteria across Strategic planning, implementation planning and buying areas.

4. SHORTLIST AND SEND A PITCH BRIEF [week 2-3)

By this time many clients already have a sense of who could be the ‘right’ one. Your shortfist should be
-3 agencies. Because pitch is a simulated scenarkn, & agencies are known to put their best foot forward,
& sometimes, not live up to it later, many clients also invite the incumbent agency, so they are being fair
to them & also have an opportunity ta do apples-to-apples comparison.

Inform shortlisted agencies formally. Consider giving a short crisp feedback to agencies not shortlisted
a5 a thankful gesture. AL this point, if you are a well known client, you may also want to do a press
releass,

Along with the shortlist note, you also need to send them the Pitch presentation brief. Sometimes,
clients like to invite them to presént their credentials itself plus anything else they are interested in
kEnowing. Others want them to present a summary of credentials along with their recommendations on
a real case brief. Typically clients less than 10 million in size don't bother about case briefs, They just do
the first thing.

IF you want to give them a case brief, try keep it real. Explain the case challenge really well, provide
them as much info as possible, so they understand what they are supposed to do (If needed, make them
sign a non-disclosure agreermant]. Try summarizing at the end, some key things you hope to look for in
the case soluticn,

Along with shortlist note & case brief, Pitch presentation brief includes what criteria will the agencies be
evaluated on, what weightages each of those critena will have, Try vour best to succinctly explain the
big picture of your company, the challenges, the context etc.

Some clients fike to ask agencies to quote buying rates. Please note that sawwy clients know that a
competitive rate is only a small part of what media agencies truly bring to the table. Do not et it
overwhelm your criteria, Creating a robust rate comparison template is a challenge In itself & even in
bect of scenarios, agencies often are forced to make various assumptions, which may or may not be
right = sometimes even far off the reality, The big media owners in Malaysia are now often going by
client rates rather than agency rates, 5o that should be some assurance for you that your rate
competitiveness will be maintained, when you switch,

Also give them the date & time slot. Schedule pitch presentations on the same day or 2 consecutive
days.



Please write crisp briefs, Keep them simple & focused.

Typically agencies will want to clarify certain things. |deally holid a clanfication concall, where all
agencies can ask guestions & the answers are transparent to all. This is 1o ensure a level playing field.

In countries such as Thailand, clients have to pay a small pitch fee to the pitching agencies at this stage.
In Malaysia creative agencies charge a pitch fee too. This is 1o ensure that one s serious about the list of
agencies invited & not just fishing for ideas-on-the-cheap (net very uncommaon amaong certain guarters).
This is also recognition of the substantial effort that goes into 3 pitch frem agency side. You are
recommended to pay a small pitch fee to pitching agencies {RM 1004-5000 per agency based on extent
of pitch work reguired).

5. ORGANIZE THE PITCH PRESENTATIONS: (week 6-8)

Don't invite 20 people from client side. 3-5 is enough. From agency side if you want to see some of the
people who would actually work on your business, vou need 1o be explicit aboul that {don’t expect
entire team to be ready even before you award the business). 3-6 from agency is usually good.

Be respectful in the pitch session. Agencies usually do a lot of hard wark for the pitch, & since there is no
pitch fee system among media agencies vet, please realize they have worked for free & do thank them
for that. Do not work on the laptop or talk among vourself or keep walking in and out or keep napping in
the pitch session. If you are busy, keep the slots short, Usually 1-3 howrs is given, Keep 1530 minutes fior
G&A. While you are sitting in the pitch, imagine if this is the kind of work you need or the kind of agency
wou wiould like to work with, Use O&A for clarifying some of your doubis or confirming some thoughts,

Whatever your impression of the agency, be professional & thank them for their effort.

Fill up the evaluation form right after the session. Have a discussion among vourselves, before you take
a break, After all agencies have presented, sit down & have a detailed comparative discussion, By this
time you should be guite dose to vour decision or your final two.

Now give it a few days for the opinions to crystallize. 2-3 days is usually optimal. 5it down again along
with collated evaluation to revisit why in the first place you set out to find a new media agency, Then
discuss who really s best placed to delver that, Declde the winner,

Please do not share the pitch documents submitted by agencies with everyone. Keep it to the select
few, & on a need to look basis, as these are highly confidential documents for agencies. Definitely don't
share the document with the winning agency later.

If you love an kidea suggested by a pitching agency but for some reason didn't select them, consider
paying them a goodwill fee for using it. If needed, take it out from the winning agency’s portion.

Please note while you are evaluating the agency, you are also being evaluated by them. The impression
that you make an them in the entire pitch process, will kelp shape up your product, inspire right level of
passion, cue them whether youware worth the best talent from thelr company, & at what price your



business will be worth handling at ete. Sawwy clients ‘create’ their agencies, via the pitch process, by
glving the right cues, feedback, briefs, criteria, reactions etc,

At this stage, you may want to finalize the remuneration & contractual terms if any etc with the
potentially winning agency, if it's not already done. Refer to Appendix A2 for remuneration guidelines
from MSA Of course as per client conditions & team expectations, this may differ. Remuneration
sbructure (s important, as you can influence the shape of your product & commitmeant to your business
by doing it right.

Be fair in compensation, as agency business is a talent business, and while sometimes, an agency may
lower its remuneration, it's not sustainable and they will be pushed to either take short-cuts, bank too
much on managing perceptions, be not so transparent, oF you may experience a plain dilution of the
quality soon after. Don't forget if they are handling 100 dollars of your media budget, actually the gap
between the players sometimes may be just 1%, but better quality may get you 10 times more
effectivensss or 5 times more savings,

Mow you have your winner ready to be declared.

All this process, should nat take more than a week, Too many times, clients take too much time
declaring results. That doesn’t add much value to decision making process. If yvou have time, use it 1o
allow winning agency to hire good talent for your team, before full transition takes effect,

6. INFORM ALL PARTIES OF OUTCOME & GIVE FEEDBACK (week 9)

At this point, if you are a well known advertiser, press might be seeking vou oul, 50, wiite your press
release, Talk about whom were the contestants, who won & why, Be respectful towards incumbent
while giving due credit to winning agency.

Mow write farmal letters to all shartiisted agencies, informing them about the result. Thank losing
agencies for participation & all the effort, talk about working together at another point of time, Inform
the winning agency & tell them wiy they won the business. Invite them for a discussion on transition.

Try sending press release the same day.

send a crisp feedback note to shortlisted agencies, who did not win, 3 week after declaration. This is
important & professional. They will respect you for this. Besides someday you may want them again.

7. INITIATE HANDOVER {week 10)



Hold a discussion on transition between your incembent agency & the new agency {assuming they are
different]. Decide on a transition period & a full kick-off date. Give new agency sufficient time to take-
over, as they need o hire new people & typical notice periods may be 3 months scmetimes. Incumbents
get part of the revenue, if they are doing work in transition period, so usually they do not complain,
though sometimes, due o low morale of the incumbent team, they may want to et cut al the earliesl.
Agree on a comfortable time batween two parties.

You may be asked to write a formal note for Media owners, so they know who (o take bookings from,
Winning agency will usually circulate your letter among media owners.

B. FKICK-OFF NEW RELATIOMNSHIP

& new relationship has bagun. Let the new team settle down a bit. Remember advertising business is a
people's business & a good cllent whe can keep his team Inspired, can get maglc out of them, Sa, try
keep the motivation high, be fair, prevent burn-out & do not let agency suffer due to internal
organizational problems as far as possible. Most importantly be communicative & treat the agency team
as an extension of your own.

All the bestl!

APPEMDMCES:

AT: List of BMEA member Media sgencles in Palaysia & some key data (alphabetical order| - includes Mame, Key
Executives [max 3 names); Key Clients {max 7 names); Contact Address, Phone nos, eomail; Serdces provided [max

5 itemsh
A MSA General Remuneration Guidelines (General and Digital}
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MediaSpecialistsAssociation
APPEMDIN : A2
Fee Structure Guide For las
Annual Billings
RM (millians}
100 - 15 - 20 -
4 mil 1-2680 | 3-408 | 5-04 140 18.6 54 =30
Malnstream Media
Buying & 0% 4.00% | 350% | 250% | 200% | 200% | zoo0% | 200%
Planning 5.00% 4.00% | 350% | 3.00% | 250% | 200% | £.75% | 1.50%
Planning & Buying 7.50% B.O0% | 5.00% | 4.00% | 3.75% | 2.50% | 325% | 3.00%

Annual Billings
RM {millions)
Spedalized Units < 1 mil 1-2.889 3-4.9%9 amiland above
Digital Planning & Buying 10.00% B.50% #.60% 7.00%
Payment Terms 30 days
Buying Media negotiations, scheduling, buying, voucher coples, billings, monitor delivery
Planning Compelitive analysis, develop & axecus the total communications sirategy, setling -

KPIRD, coordination batwaan advadisar & brandicraalive agency

Additional fees could be negotiated for the following:-

Mudll-brands and compiexites

Mumber of marksts and co-ordination cosls

Medial/Research data management and conzumer inssghls

Use of madia propretarycustomized lools

Promolions Event tie up/BTL activities

Execidion of big ldeas' and innovathve use of media

Brand managament for comprehensive scheduling of Bonus spots far mulliple brande

YWY WYW YW

Contra Deala
F  When there are contra deals between advertiser and media owner, the agency should get thelr fair share of

the media commisalon

&. [Ifthe advertizer can take up all the space to the valua of the ful cantra, then tha agency should earn at
bzasl the madia cormmission they are antifled to, as per the agreamanl with clign|

b. Ifthe advertisar is unabla 1o take up all the spacaltime of the full contra and the agency has to sook for
other advarlisers to effect and complaote the deal, then, the agency should be entitied o a higher
commission for the axdra afferts. This has to be agreed wuplren|

Ravised in May 2009

Uinit 06, Block B, Pusat Dagangan Philes Damansara 1 T 603 7660 535 F 603 7660 AS32
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