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Strike your deal: Pitching agencies 
 
Advertising campaigns, media strategies and event management are all activities that require 
government communicators to work with creative agencies to achieve successful 
co-operation and campaigns. The key-note lecturer, Chris Van Roey, CEO of the Union of 
Belgian Advertisers and founding partner of PitchPoint, provided a range of methods to help 
achieve the best results in the sometimes complex agency procurement process facing public 
sector communication professionals. He shared his insights together with PitchPoint 
co-founder, Martine Ballegeer. The session was moderated by Andrea Lovei, head of the 
European Parliament Information Office in Budapest, Hungary,  
 
Ms Lovei opened the workshop by highlighting the crucial importance of being able to conduct 
a wide range of successful communications campaigns, whilst recognising that the sometimes 
long and complex processes may discourage agencies from pitching for work. In addition, it 
was noted that development and innovation in the communication sector is arguably more 
rapid than the reaction capacity of public procurement frameworks.  
 
Mr Van Roey provided seven pitch “rules” which would help to achieve the common 
objectives of selecting the most efficient agency at the right price level. 
 

 Rule 1: “Go Light” 
Recognising that procurement procedures faced by government departments are already 
complex, he suggested aiming for simplicity in order to lower barriers to entry for new 
suppliers, for example making an initial list of ten agencies, contacting them by telephone and 
after that dialogue, proceeding only with three. Whilst recognising that strategic pitches often 
have many internal stakeholders who want to ask questions, it is important to focus on a 
smaller number of questions and assess how these are approached and answered by the 
agencies. Limiting the number of steps in the procurement process is helpful in encouraging 
agencies to pitch. A “normal” pitch timescale is between 4-6 months. 
 

 Rule 2: “Prioritise your needs” 
In preparation for brief writing, be clear about the requirements and set priorities. Evaluate the 
strengths and weaknesses of current agency relationships in order to learn from and take 
forward good practice. Discuss findings with different internal stakeholders across different 
departments; a range of valuable views can be brought into the assessment process. 
Prioritise needs by asking internal questions about what is expected of the agency. For 
example, is the need for a partner in devising strategy or is the focus on implementation? What 
type of experience should the agency have – local government; European institutions; 
expertise in a specific domain? What type of company culture is preferred – challenging or 
accommodating; process driven or flexibility? Is there a need for several agencies on a roster? 
Who will co-ordinate and be the point of contact with the agency in the team? Will the agency 
write the communication plan?  
  



 

 

 

 Rule 3. “The brief” 
The brief should be a long one. If background information exists, provide it – the objective is to 
make things easier for agencies, in order to broaden the range of potential partners and 
enable them to develop a good proposal. Be very clear whether the requirement is for a 
strategic or creative service, making sure the brief is validated internally. 
 

 Rule 4. “Judge the potential, not the proposal” 
Agencies will not return with a perfect pitch without feedback from the client. The relationship 
is necessarily intensive and the pitch is not about selecting an advertising campaign, rather it 
is about finding the best agency to address future goals. Aim to judge the potential, not the 
proposal by not limiting the procedure to a written document. Where feasible, organise live 
presentations and workshops. 
 

 Rule 5. “Avoid spreadsheet exercises” 
In the evaluation process, predefined criteria are used to establish a score sheet. Agency 
scores are then compared, with the winner achieving the best average score. Mr Van Roey 
suggests that whilst this is an important part of the procedure, it is not necessarily the best tool 
for decision-making but instead is a first input for discussion. Hold an internal discussion to 
gain insight into the decision and come to an agreement as a team. 
 

 Rule 6. “Mistrust hourly rates” 
Hourly rates are an input measurement and not output measurements. Ask for inclusive prices 
wherever possible. 
 

 Rule 7. “Interact and evaluate” 
A good brief does not necessarily generate a good campaign. Listen and talk. If the 
procurement process does not permit workshops or presentations, invest time in getting to 
know the agencies before, not during, the process.  
 
Mr Van Roey also advised that agency selection is a skill and external pitch consultants can 
be called upon where the process permits. 
 
Following the presentation, Ms Lovei invited questions and comments from the audience. It 
was noted that framework contracts were a new trend whereby agencies are “employed” for a 
set timeframe.  
 
Ms Ballegeer noted that moving away from contracts for one campaign was good practice as 
this enabled deeper relationships to be developed which provided benefits for both parties. 
She commented that good creativity is not “on demand” but involves a combination of good 
strategy and communication. Define key criteria for creativity - is it simple and credible? Does 
the consumer believe it? Is it original, relevant and scalable?. Keep an agency motivated by 
sharing results and ensuring they are interested and stimulated by the topic.   
 
A contributor from an agency commented that they don’t watch the European Commission 
portal for opportunities to tender but sometimes hear by word of mouth. He encouraged 
governments to take inspiration from various sources and bring it to a pitch and then trust the 
agencies that are selected. Ms Lovei closed the session by reiterating the challenges but also 
stated that getting to know more agencies before launching a pitch was a good tip to open up 
the field to new agencies. 


