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 I'm trying to get a sense of how much money, time and energy are  
 spent on the pitch process in Motion Graphics. It seems like a
 ubiquitous, but widely reviled part of the business. What are your   
 thoughts?

 Please fill out the simple questionnaire below and spread the word  
 to your colleagues. I'd like answers from the perspective of
 principals. So if you are a freelancer and work on pitches, but get   
 paid a day rate, don't include that part. Just answer for the jobs you  
 are directly responsible for. Answers are anonymous and aren't   
 tracked in any way. Thanks!

That was the intro to this brief questionnaire that I put up on May 11, 
2011. It was quickly shared on Motionographer.com and got almost 
300 responses in just a few days.

It’s not a scientific poll, but it does give us all some insight into the 
thoughts and feelings of folks in the Motion Design community, and the 
diversity of opinion in our community. I may have tipped my hand in the 
intro, and I’m surprised that I’m in the minority here on the pitch ques-
tion. You may be surprised too, by the thoughtfulness of some of the 
comments which I have reproduced here in full, unedited.

I plan a longer personal response to this question, so I’ll keep this brief. 
Go have a look!

– Bran Dougherty-Johnson
info@motiongraphicdesigncensus.org

A Note on the Questionnaire

“

”



Question 1:

What percentage of the
jobs that you do are pitches?

45%

Question 2:

What percentage of the
pitches that you do are
compensated?

21%



Question 4:

How much (on average)
does each pitch cost to produce?

Average: Low: $0
Median: $5,000
High: $120,000$7967.41

Question 3:

What percentage of pitches
you take on do you win per year?

37%



No, mixed feelings...

Question 5:

Do you think the pitches
you do are worth the effort?

12%

46%

32%

10%

• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

Yes, enthusiastic!

Yes, with reservations...

No, mixed feelings...

No, wholeheartedly against!

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



Comments:

• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.



motiongraphicdesigncensus.org Thank you.

• When it comes to pitches (or pitching) It all depends on your clien-
tele ... most of the shops I work at have people that create all the 
pitches. I'll just bring them to life. Unfortunately for the most part 
pitching is a part of the freelancing lifestyle. Its a necessary evil. It is 
what it is.

• I like doing pitches. But I strongly object when the work for an 
unawarded pitch is misappropriated. For instance, when it's incorpo-
rated into the eventual job that was done by another studio. That's 
not nice.

• I completely understand the nature of the business and the 
purpose/concept of the pitch process. Especially for those clients 
whom have never worked with me/our studio. When there's a lot at 
stake in a campaign it's clear they want the best possible creative 
and production approach. Thus, we find the triple bid. Unfortunately, 
the commercial business and practices I find often to be unethical 
that ruins what we offer in good faith. 

I have found enough instances where I've lost the project and see my 
treatment, with incredible likeness in concept and execution on air 
done by another studio. Additionally, it's no secret there are agencies 
who invite you to the pitch, who know beforehand they won't be 
doing business with you only to pocket your ideas for future use with-
out you. Sadly, our industry carries no union protecting what goes 
out in the creative domain. 
  This industry used to uphold some sense of ethics. Perhaps due to 

the fact that clients really had no idea what it took for a motion 
graphic/vfx project took to create. They put for a greater level of 
respect toward us, the people who valued our craft. Somewhere 
down the line, after enough studios began underbidding, doing free 
pitch work, and agencies saw how much we could do if pushed hard 
enough as they dangled the carrot the system changed. 

I've been in this business for quite awhile. Don't get me wrong, I 
don't want to come across as one of those bitter professionals who 
hates the whole thing just because of a few bad apples. I do think we 
as a collective industry have some pretty thick skin. Despite the 
thorns we may encounter we still find a reason to keep doing what 
we do. Simply put we're all inspired, motivated and love what we do. 
And at the end of the day, I find us to be some of the lucky ones who 
get to have their life passion and careers collide. 

It would just be great if someday our clients and potential clients 
gave us more valued respect. And I agree with you Bran on one of 
your recent posts, WE as professionals, young and seasoned, need 
to make better decisions on our part to not break the system we work 
in.

• I don't pitch for jobs. I believe strongly that doing a creative pitch 
without compensation is spec work, and I try to dissuade any poten-
tial client from asking for an unpaid pitch. I'd rather present my 
portfolio and a bid estimate as the criteria for which I'm hired or not.

• To pitch is to falsely inflate the market.

• Sometimes development work during the pitch phase is helpful in 
conveying the vision, especially for work that is difficult to visualize. 
Though I think more often than not a director's treatment, with 
supporting rough visual aids (swipe, rough concept art or character 
sketches) should suffice. If an agency or client needs "finished work" 
(ie fully realized style frames or motion tests) to judge the efficacy of 
an idea, they should pay for it. I think clients, agencies and produc-
tion companies share the blame for the loss of this distinction.

• The pitch process, driven by agencies taking advantage of studios 
willingness to do work on spec in order to get a job, has gotten a bit 
out of control.  A "triple bid" is no longer the norm, agency producers 
will secretly pitch as many as 6-9 studios/directors but only inform 
the participating studios of 3.  

The core idea of pitching is fine, but the industry needs to find a way 
to regulate it and protect studios from getting sucked into spending 
all of their time and money on unpaid work.  With in many cases less 
than 20% chance of it actually paying off.

• This questionnaire doesn't apply to our company  much since we so 
rarely pitch (might be twice a year if that)  and even that's usually with 
a pitch fee. We aren't willing to pitch beyond the pitch fee in terms of 
expenses.The fees cover cost and usually the entire thing goes 
towards the pitch.

• Pitches can short circuit some of the pre-production process - but 
hey that only works for you when you win the pitch!

• I think pitches have become a necessary evil, because clients have 
become accustomed to them. As I see it, any competent client could 
choose an agency based on their cases and merits. Most agencies 
can produce a good looking design, and what separates them are 
most often the idea and concept. This could be outlined as a wire-
frame and discussed in a quick meeting, and designtime could be 
lowered significantly.

The worst I have experienced was a contest for a $100 website with 
cms including mobile site which held a contest among 12 agencies. 
The collected designtime used on wasted pitches was worth about 
double the amount the assignment was worth.

• We win most of our pitches and build the cost into our production 
work. We rarely pitch at work that we don't think is a realistic (75%+ 
chance) win.

• I am often asked to do pro bono work for pitches with the promise 
of the project, but I never feel comfortable doing the free design work.  
I think a company's experience should be more than enough to land 
a project.

• Pitching is part of the job description. Zero effort equals zero oppor-
tunities to start what could be a very valuable client in the future. Yes, 
it's painful when a good design/idea doesn't get sold. At the same 
time, apply those basic cool designs into something else down the 
road. Not a total wash.

• I agree to do pitches only directly to the client trying to mix their 

necessity with mine. I don't agree with creative houses loosing time 
and money to get a client competitively. It's unfair with the artists and 
they loose all the adrenaline very quickly. Also, devalue our work as 
an industry. Pitches works very well with unprofitable organizations 
and no-advertising works such as film/tv series. The portfolio/reel 
should work to represent your skills.

• We're a new company.  Pitches are sometimes the only way 
possible for us to introduce new clients to our work.  They won't pay 
us until we've shown them that we can do work that they can then sell 
to their clients.  The system is flawed.

• I think pitches can be beneficial to clients in some instances.  Espe-
cially if the creative isn't well thought through and they are fishing for 
ideas and executions,  but it is getting a bit out of control when they 
expect pitches on end tags and simple executions.  I also believe that 
the amount of effort that is now being put into pitches for good 
creative makes this industry hard to enter without deep pockets.  It 
would be hard for a small shop to compete with a big one when they 
are dropping 30-50k to get a job.

• I've pitched on far too many projects the past couple of years that 
have been cancelled before the project was even awarded to anyone. 
Bad enough when you pitch and don't win, but when nobody wins it's 
a big waste of everyones time.

• Its hard to just get jobs so we rely on pitches to generate work.

• As long as i'm getting paid for the work, I don't really care what a 

client uses it for.  You would probably hope that your work helps them 
win the pitch, in the likelihood to be hired again. I think it's best to just 
focus on doing the best work possible on any commercial job and 
being compensated for your time and energy. It's best to be 
detached from the hard-wired commercial driven ego monster indus-
try, in order to become a happier (less-stressed) individual. It also 
helps doing fun projects / collaborations on the side, like working on 
an album cover for a friend will give you the sense of fulfillment that is 
hard to come by in the commercial world.

• Pitching when you are compensated is ALWAYS worth the effort.  
Pitching when you win is ALWAYS worth the effort.  Pitching when 
you are not compensated and you lose is brutal and defeating.  Pitch-
ing when you are not compensated and have no chance to win (client 
already has mind made up, you are token "extra bid") crosses the line 
entirely.  I'm sure the results of this survey will be very very depress-
ing.

• Willingness to pitch depends on the potential creative/fiscal payoff

• The bulk of my work is in creating pitches for studios. Sometimes 
the studios are compensated, sometimes not, but never well enough 
to actually pay for the work being done. And the pitch process 
involves everything from strategizing and branding to spot concept-
ing, design and polished storyboarding, so for a client/agency to be 
ask several studios/entities to produce all of that work for what 
amounts to a winner-takes-all contest is really akin to asking several 
plumbers to each install part of the piping in your new house, and 
then paying one of them for all of the work.

• The pitch process is good in that it allows me to present a totally 
different concept to the client, one that I would like to execute. Reser-
vations, sometimes they get drawn out way too long, and are essen-
tially becoming part of the job, but unpaid.

• I feel like half of the mindset that goes into pitching is understanding 
the line of what YOU want and what the CLIENT wants.  This compro-
mise is always present and varies from client to client.  If anyone 
knows how to actually get paid for the pitch without landing the job, 
please pass that valuable info along haha.

• When we win one it's usually a campaign and will last for years, so 
yes it's worth it, but the process is still frustrating and disheartening.

• I mostly pitch on music videos, I spend from one day to a week on 
each treatment, and if I do land one, which is maybe 10% of the time, 
the actual $ amount from directing the video is extremely small.  
That's just music videos though...

• This should be divided btw designers and directors, as designers 
often are the ones pitching but don't really pitch the same way direc-
tors do. I think to get better results you need a question clarifying the 
title of the person doing the pitch. Since directors pitch mostly for 
free, they make up for that in getting a percent of the budget if the 
pitch wins. Designers always get paid, so less risk, but less reward. 
Also with the slowly growing trend of motion testing for pitching 
(something that can be bad or good too early to say), clarifying how 
many animators have worked on a pitch would really yield a super 
useful statistics in creating awareness of how often motion testing is 

becoming part of the process. Every studio and person pitches differ-
ently so this questionnaire should reflect that. Otherwise pretty bad 
ass. Paz.

• Pitching is essential.  Agency writers, art directors, and producers 
are accustomed to seeing boards & concepts from multiple compa-
nies for each job.
Some clients have legal rules about triple bidding.

• At my current employer, reputations precede us and cold pitches 
are practically discouraged. Most of the work we do/receive comes in 
the form of direct request from clients (both existing and new); 
organic growth as opposed to forced, as I've heard it described.

• I don't do spec work, I won't start boarding or sketching until I get 
a deposit.

• Pitching should be more compensated, histories of companies 
dragging in 50 pitches have been popping up in the news and this is 
just such a waste of peoples time and capacity. On the other hand it´s 
very satisfying to win those pitches.

• - We don't do pitches for productions anymore, if I do a pitch I want 
to talk to the guy who decides, directly.
 - We don't do free work for a client who's triing to win a pitch, but 
work cheaper.
 - Politics (not always best concept wins)
 - Fear (the safest bet wins)
 - If you get a job without winning a pitch, you're basically a service 

provider.
On the plus side, its fun work to do!

• Pitching can be a rewarding internal process win or lose but the 
trend for inviting any more than 5 agencies on a pitch is becoming 
more and more common and is very detrimental to our industry. We 
do not pitch on anything with more than 5 agencies involved (it has 
been known for clients to be less than honest with how many agen-
cies they have invited). It's often a very subjective process as it is so 
any more than 5 feels like a pure lottery. We're based in the UK and 
have often been asked to pitch on very small projects where the 
budget if we win the job hardly covers the pitch costs. These pitch 
invitations are, quite frankly, insulting and show a deep lack of under-
standing client side.

• Market has spoiled.

• We generally don't do competitive pitches! Unless these are paid 
upfront for the pre-production and pitching involved.

• Pitch compensation would be great, but that's mostly a pipe dream 
in a small market.

• Too many clients use pitches as a fishing exercise. Clients should 
be transparent about the end budget and deliverables in order to 
ensure that the ideas presented are achievable.

• Sometimes the clients do not really value the amount of time and 
effort we put into pitches. They take it for granted that we will pitch a 

certain product or brand. It feels like it's become an accepted thing. 
Back in the day pitches used to be paid for (even if it was a small fee). 
Nowadays it feels like a typical creative call will end with "Ok guys so 
it's you against these other companies.... We'd like to see your ideas 
by said date." Even if you have similar style work on your reel to 
represent a specific style and or effect, you still need to jump thru 
hoops for them with a small glimmer of hope that your test will be 
picked. 

• I just wish from the moment someone ask you to pitch a job you 
should get a fixed rate no matter if you get or not the job. Really 
frustrating to spend time/money for sometime nothing.

• Depends on the approach, but I find that pitches feed multiple 
projects even if they end up not being successful. It’s the idea 
generation that counts and makes it so much more fun.

• I am OK with pitches as long as there is real work at the other end 
and just not a red herring to get other work in the mix for an award 
that has de facto already been made

• Not sure I understood the first question. Are you calling a pitch a 
job? I interpreted it as meaning what percent of the jobs awarded to 
us required pitches. If you are asking what percent of the projects we 
work on are pitches then the answer is more like 70%.

• Our world would be so much more relaxed without pitches but I 
don't see them ever going away.

• I totally understand the necessity for pitching from the client's 
perspective, but it has a tendency to depersonalize the undervalue 
the most important part of the creative process - the initial develop-
ment phase - which sets the tone for the entire project. Despite that 
observation, clients will always want to see their options before they 
commit, and there will always be dozens of studios young enough or 
hungry enough to bend over backwards to win the work.

• Since most of the time we are just executing a Creative teams’ 
ideas, they aren't really worth the extra hours and insanity, because 
our creative input and concepting is limited. It's not creatively reward-
ing to work on, nor can it usually be used for a reel. It's probably just 
the way our company treats our department. If we were directly 
involved in the brainstorming I think it could be worth the effort. Being 
treated like a vendor within our agency is not fun. However I recog-
nize that this is how we get work for the company so we can all have 
jobs. Also we get better work as a result of good performance on a 
pitch.

• For such a foundational part of the entire industry...broadcast, film, 
animation, etc....Motion Graphics gets the short end of the stick. I 
know wedding photographers that make more money spending 1/4 
time on their work for individuals, and incredibly talented motion 
freelancers making cool s*** for name brand stuff getting paid 
peanuts... Why is it that way?

• Other areas of design do not free pitch. As a collective whole our 
industry has shot itself in the foot by agreeing to free pitch. A builder 
wouldn't build half your house to see if you liked it.

• If the pitch process was fair we would have better feelings about it. 
As it stands we've gotten jobs where the pitch was just a formality 
(and a waste of time to other studios). And we've had our boards 
given to a bigger name studio to execute because the agency wanted 
that studio to win even thou their pitch was not up to par. Never mind 
all the pitches where no one wins because the job never happens. So 
3-4 studios wasted their time and money to make an agency look 
good.

• Pitches are exhausting and fit a client to is in it to get free work from 
a trusted company for a dangling carrot they have no idea what to do 
it. Sometimes its of good benefit to wager design ideas before giving 
it to new studios but at the same time, unless its compensated, 
pitches take too long and are never about the real project anyway as 
ideas evolve or get tossed out in the end.

• Mostly they are used as free design and development work by the 
clients.

• I believe the pitch process has become excessive, to have more 
than 3 companies pitch on a project seems indulgent and irrespon-
sible. The budget should dictate the extent of the pitch unless it 
poses an incredible creative opportunity for one's portfolio.  There 
needs to be some basic guidelines or agreed to rules when engaging 
in pitching.  Currently, things are out of balance because of the com-
petitive market place.  Many companies are have been taken advan-
tage of and will not survive if this free-for-all pitch process continues.  
As designers, we need to organize to develop a common work prac-
tice for pitching.

• The thing about pitching is the cost associated without the guaran-
tee of ever recouping the capital invested.  Some pitches end being 
great material for portfolio, some are lost and forgotten but regard-
less, energy is expended.  The line is blurred between compensation 
for an idea the company may not use yet still has to invest versus the 
individual or company time which also is valuable.

• Worst are go-aways (at about about 35%) – jobs that are never 
awarded to anybody. A pitch fee usually weeds out agency bollocks 
but is difficult to get them to sign up for that.

• The winners are sometimes chosen before the process even begins 
by way of inter personal politics. Higher end clients almost always 
have a pitch fee that they pay, but they never ever have amounted to 
the amount of money invested by the studio, even when being frugal 
with time spent. Insider trading style laws could come into play, but 
at what cost?

Lower end clients are always on the "I’ll look after you next time" 
train, which is unsustainable for a studio in the long term. This is what 
hurt alot of small places in the recession we had. Slightly bigger 
studios can only take on so many of these too. The big studios rarely 
have to consider these sorts of clients and promise-bartering.

Clients expect highly polished styleframes now, to describe a whole 
set. Others require polished animatics etc. Their expectations are 
completley beyond what they should *need* at the pitch stage. Nicely 
sketched storyboards were enough even 10 years ago for most 
places.

It should be a case where pitch phase is *not* confused with design 
development, which should occur after the awarding of the job. We 
have outright refused certain to complete the full list of deliverables in 
a pitch, choosing instead to focus on our strategic intent, the spirit of 
the suggested design work, and a taste of how things could develop 
if we were awarded.

• I hardly do pitches, if I do is because a company hires me or are 
directors treatments (which are much more simple than the average 
pitch). I really dislike doing pitches for other companies. 

I'm not sure if I'll be able to explain this well, but I'm just going to give 
it a try. I feel that when companies are ask to pitch is because the 
client has no idea or direction to what they want to do and don't fully 
trust that the company is capable of doing the job. I think a better 
result will come out if the client chooses the company or artist to 
develop the product through the process.

• Some times there are projects with significant financial carrots that 
tempt us into pitch situations. That is to say, the potential windfall is 
worth the educated gamble of entering into a pitch scenario.

• We are constantly frustrated that companies use the pitching 
process to receive free creative concepts. We prefer to produce a 
written treatment and moodboards but it seems a credentials docu-
ment or a showreel is not enough to demonstrate talent and capabili-
ties. From conversations it is often the studio that produces the most 
pre-visualisation that wins the job. Does Motion Graphics require and 
association or union?

• My strategy for pitching is to try not pitch against others.  Be the 
only person pitching the idea. If you do this then you will always win.
Before I pitch a client I use a "Go, No Go" list that helps me decide 
the following:
- Is this a project you would like to do?
- Is the budget appropriate for the quality and expected outcome?
- If won, is the budget large enough to fund the cost of the pitch?
- Are these people you want to work with?
- Do you have the best chance of winning due to your specialization?
- Will this project lead to better more lucrative jobs though marketing?
 
• In three and a half years, I think we only were paid a pitch fee twice.

• Tired of seeing pitches I do end up on other people's sites. Agen-
cies are shady!

• They are a lot of stress, big time wasters and give no compensation 
return. Only positive is they can be put on your website so others can 
see the type of work you are capable of that you might not be able to 
express in your clients projects.

• I understand the purpose of pitches in certain scenarios - so we just 
dont work in those scenarios.  I only work for hire, so if you want to 
hire our company for a pitch, so be it.  But if you call here looking for 
free work, I will show up at your place with a gun.

• Briefs can be translated in so many different ways, and sometimes 
a studio creatives/directors vision can be different, not necessarily 
wrong, just different to the agency's. In this regard, putting forward 

your vision in a pitch scenario where 2 or 3 others are also doing so 
is important. 

It also challenges us, the studios, to be more creative and causes us 
to push the bar. Losing pitches? Probably because your creative is 
weak, work on it.

That being said, I just wish that there was more transparency when it 
came to briefs, that the agencies realised the effort studios put into 
their pitches and didn't ask or put forward ridiculous requests, that 
there is a pitching fee and that we are only ever asked to pitch on jobs 
that are over a certain budget threshold.

that is all.

• Over the last two years, our team has pitched and won some large 
projects with great budgets, but 95% of the projects that we pitched 
had no pitch fee. 
I would prefer to be paid for our time and ideas on every pitch. 

I HATE being asked to pitch on projects with small budgets around 
20 - 25k.
Those projects usually have short turn around times with a long list of 
deliverables. The kicker is that there are 3 companies pitching for free
on a project that tight on time, tight on budget and tight on creative 
freedom.

• After I read the "Win Without Pitching Manifesto" I have become 
very reluctant at just submitting pitches and budgets. 

• Depending on the organization, goal, timeframe and quantity.
If it's a good company pitching for a business your workmates want 
to get, it raises the camaraderie, it's an us against them approach.
But if it's an un organized, unrealistic timeframe with a frazzled work-
force that's been hammered by to many pitches it pulls the team 
apart, through blame games and questioning company direction.

• We only do pitches if it is a compensated creative phase where we 
are engaged with the decision maker.  If not, it is work on a page, and 
people may as well be throwing darts at it to choose.


