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Abstract

The creative industry continues to grow, increasing the importance of Account
Executives as the link between clients and agencies. This study analyzes how
persuasive communication is implemented by the Account Executive during the
pitching process at PT Karya Digital Madani. A qualitative method was used through
active participation, observation, and a literature review. The findings indicate that
persuasive communication is effective when Account Executives apply the
elements of attention, comprehension, learning, acceptance, and message
retention based on Hovland’s model. This study adds a distinctive contribution by
examining persuasive communication specifically within the pitching stage, an area
rarely detailed in previous studies that mainly focus on general Account Executive
roles. The findings show that strong client relationships, communication skills, and
real needs for social media management support the pitching process, while
differing expectations, limited client knowledge, and incomplete information
become obstacles. The study concludes that effective and adaptive persuasive
communication is essential for successful pitching and agreement building.

KEYWORDS

persuasive communication; account executive; pitching; creative agency.

Introduction

The sectors of design, music, film, and digital technology play a significant role in
driving economic growth (Rahmawati et al., 2025). The development of creative
industries in Indonesia is also supported by the rapid growth of digital agencies that
require effective coordination between clients and internal creative teams (Anggraeni &
Saragih, 2024). As competition among digital and social media agencies intensifies, the
role of the Account Executive (AE) becomes increasingly essential in ensuring that agency
services align with client needs (Aliefiya & Susyanti, 2023; Woods et al., 2021). Calista
& Hasfi (2025) add that AEs are responsible for managing client relationships, identifying
opportunities, and coordinating the communication flow between clients and internal
teams (Kaur & Fanani, 2024; Robbins & Lloyd, 2016). Their responsibilities include
conducting market research, analyzing audience behavior, and developing creative
concepts that reflect client values (Azka, 2024). By facilitating collaboration across
departments, AEs help ensure that strategic and creative outputs meet client
expectations effectively (Dwityas et al., 2021). Given these extensive responsibilities, AEs
are expected not only to manage relationships but also to communicate ideas
persuasively in high-stake situations such as pitching. This makes pitching an essential
moment where the AE’'s communication skills directly influence whether a project can be
secured.

Promotional pitching aims to support business objectives through effective
messaging, language, and visuals that influence target audiences (Hamid, 2020; Zhao,
2025). Pitching in creative agencies is essentially a strategic communication process
that requires clarity, relevance, and message framing tailored to the client’s current
business challenges (Hasibuan, 2025; Husni, 2025; Oetomo & Priatna, 2025; Wijaya,
2024). Kurniawati et al. (2022) emphasize the importance of intensive communication
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to understand client expectations and execute creative ideas
effectively. Pamungkas (2024) further highlights that an
effective pitch is supported by thorough preparation and a
structured idea-development process, ensuring that the
proposed concepts are relevant and aligned with client needs.
Effective persuasive communication is needed because
clients often rely on the Account Executive’s ability to interpret
data, frame solutions persuasively, and reduce uncertainty
during decision-making (Lolita & Oktavianti, 2023; Rachman,
2021; Zahra & Ulfa, 2025). However, persuasive
communication during pitching has unique dynamics
compared to routine client interaction, as AEs must articulate
value convincingly within limited time and under competitive
pressure. These dynamics underline the importance of
studying how AEs construct persuasive messages in real
pitching contexts.

This study focuses specifically on the persuasive
communication strategies used by AEs during the pitching
process, from the initial engagement to the completion of the
contract. Pitching is described as the art of selling ideas
persuasively through relevant narratives and solutions (Siraj,
2025). Suhodo (2016) notes that creative agencies need a
supportive creative climate and effective communication to
meet client expectations. For this reason, Account Executives
must understand client needs clearly and communicate them
accurately to the agency team (Tampubolon & Agustiningsih,
2019). Delivering pitches with clear messages and accurate
data strengthens trust and increases the likelihood of
securing new clients (Van Werven et al., 2019). Therefore, this
research aims to explain how persuasive communication is
implemented by AEs at PT Karya Digital Madani during the
pitching process and to identify the supporting and inhibiting
factors that influence its effectiveness.

Persuasive communication plays a crucial role in
sustaining strong client relationships within creative agencies.
This responsibility is primarily carried out by the Account
Executive, who represents the company in presenting ideas,
strategies, and solutions tailored to client needs (Aliefiya &
Susyanti, 2023; Asrie & Priatna, 2025). Beyond acting as a
representative, the Account Executive serves as a
communication bridge between clients and internal teams,
such as creative and production units. This position enables
more effective fulfillment of client needs because persuasive
communication helps align different interests and facilitates
smoother collaboration.

Client satisfaction is a key factor in the success of a
creative agency. Clients not only seek technical solutions,
such as design or content, but also emotional reassurance
that fosters trust in the agency. This trust can develop into
strong loyalty and support long-term partnerships.

Previous studies, such as Aliefiya & Susyanti (2023),
primarily examined the general roles and competencies of AEs
in  managing client relationships and highlighted the
importance of communication skills and the 7M
competencies. In contrast, this study narrows the focus to the
use of persuasive communication specifically during the
pitching stage, an aspect that has received limited attention
in prior research. This perspective provides a clearer
understanding of how persuasion influences client decision-
making and long-term collaboration.

This research differs by specifically examining the use of
persuasive communication by Account Executives during the
pitching process, from the initial engagement through the
completion of the contract. The study explores how
persuasive communication serves as a key factor in
maintaining positive client relationships and ensuring
satisfaction throughout all stages of collaboration (Lestari,
2025). It demonstrates that persuasive communication is
instrumental not only in securing initial agreements but also
in sustaining long-term partnerships after a project concludes.
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This approach underscores the Account Executive’s role in
effectively conveying value and solutions to support successful
and sustainable cooperation.

The purpose of this study is to describe how persuasive
communication is implemented by the Account Executive
during the pitching process at PT Karya Digital Madani and to
identify the supporting and inhibiting factors that influence this
implementation. The study aims to provide deeper insights into
effective persuasive communication strategies that help
maintain strong client relationships and satisfaction until the
end of the collaboration (Siagian et al., 2024). It is also
expected to offer practical contributions to improving the
communication skills of Account Executives and enhancing the
effectiveness of agency to client cooperation.

Methods

This study employed a qualitative descriptive case study
approach to obtain a deep and contextual understanding of
how persuasive communication is implemented by the Account
Executive during the pitching process.Data were collected at PT
Karya Digital Madani, located at JI Panjang No. 29, Kedoya
Selatan, Kebon Jeruk, West Jakarta, where the internship and
field activities took place from 18 August 2025 to 29 December
2025 (Afrizal, 2019).

The primary data were gathered from the Account
Executive, with supporting information obtained from the
Business Development supervisor. Data were collected through
active participation in the Business Department, allowing the
researcher to observe pitching activities, communication
practices, and client interactions directly. Additional insights
were obtained through non-participant observation and a
literature review of journals, articles, and relevant online
sources. Secondary data from company archives were also
used to enrich the analysis.

Field notes and observation records served as the main
instruments for organizing and documenting the data.
Hovland’s communication model, which consists of the
elements of attention, comprehension, learning, acceptance,
and message retention, was used as the analytical framework
to interpret the communication patterns observed during the
pitching activities. This model helps explain how messages are
received, processed, and ultimately influence client decisions,
making it highly relevant to understanding the persuasive
strategies used within the pitching activities at PT Karya Digital
Madani.

Result and Discussion

Implementation of Persuasive Communication by the Account

Executive in The Pitching Process at PT Karya Digital Madani
The implementation of persuasive communication at PT

Karya Digital Madani follows Carl Hovland’s (Tan, 1981)
communication model, which emphasizes the stages of
attention, comprehension, learning, acceptance, and message
retention. During the internship period, several pitching cases
involving both new and returning prospective clients were
observed, allowing the communication patterns to be identified
across different contexts.

1. Inthe attention stage, the Account Executive (AE) identifies
the client’s core problem. In this case, a prospective client
struggling to manage their Instagram account due to limited
creativity and internal manpower. In some sessions, the AE
initiated the discussion by pointing out current digital
challenges faced by the client’s industry, which helped
capture their interest and focus their attention on the
proposed solution. This issue becomes an entry point for
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the AE to offer relevant solutions and highlight the urgency
of collaboration.

2. The comprehension stage involves explaining the
company’s social media retainer services, including
content production for feeds and reels, as well as the
provision of skilled specialists to manage daily uploads.
During several pitching cases, the AE broke down the
workflow of social media management such as content
planning, production, and scheduling, which helped
clients understand the direction and potential impact of
the proposed strategy. This makes it easier for the client
to follow the logic of the proposal and see how the solution
aligns with their goals.

3. During the learning stage, the AE strengthens the
message by including supporting data, such as audience
insights, digital behavior patterns, and performance
results from previous campaigns. For example, the AE
often presented market trends or comparisons with
similar client cases to demonstrate that the proposed
strategy was based on measurable evidence. This data-
driven approach provides rational grounding for the
solution and enhances message credibility.

4. The acceptance stage occurs when the client begins to
show trust in the proposed solution, supported by the AE’s
emphasis on added value, such as content alignment with
the client’'s brand identity and consistent posting
supported by a monthly Editorial Plan. In some observed
pitching situations, clients asked follow-up questions or
requested clarification about the content approach,
indicating that they were beginning to accept the
proposed solution. Conversely, when differences in
expectations emerged, such as mismatched content
preferences, the AE adjusted the explanation to bridge the
gap and maintain the client’s interest.

5. In the message retention stage, the AE reinforces key
points through follow-up communication such as meeting
summaries, proposal documents, and formal offers sent
via email or messaging platforms. Across different
pitching cases, consistent follow-ups helped clients
remember the proposed solutions and stay engaged
throughout the decision-making process, even when
negotiations extended over multiple discussions. This
final stage ensures that the core message is stored and
recalled by the client, increasing the likelihood of closing
the deal.

Supporting and Inhibiting Factors in the Implementation of
Persuasive Communication during The Pitching Process

Several supporting factors strengthen the persuasive
communication process at PT Karya Digital Madani. First, the
company maintains strong collaborative relationships with
clients, supported by affiliations with multiple businesses.
Second, the Account Executive demonstrates effective
communication and negotiation skills, allowing them to
explain solutions clearly, build trust, and adapt service
offerings to client needs. Third, clients often face real
challenges in social media management, such as lack of
manpower and creativity, making them more receptive to
professional assistance from the agency.

However, several inhibiting factors also influence the
pitching process. Differences in expectations regarding
content output often prolong negotiations and require
repeated adjustments to proposals. Additionally, some clients
have limited understanding of digital media services, leading
to extra time needed to explain terminology, workflows, and
long-term benefits of retainer-based services. Lastly,
incomplete information regarding client needs can result in
less specific pitching materials, which may hinder the
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effectiveness of the presentation and slow down the overall
pitching process.

The findings of this study highlight several practical
strategies that can strengthen the implementation of
persuasive communication within the pitching process at PT
Karya Digital Madani, and these insights align with existing
research on effective client-agency collaboration. One of the
key recommendations is the need for a structured pre-briefing
session before the pitching stage. This initial discussion would
enable the agency to gather more detailed information about
the client’s needs, business objectives, brand vision, and
expectations. By obtaining this clarity early, the agency can
develop a proposal that is more personalized and aligned with
the client’s perspective, reducing the likelihood of rejection or
repeated negotiations. This approach reinforces previous
studies emphasizing the importance of mutual understanding
and clear communication in establishing persuasive and client-
oriented strategies. The use of modular and flexible proposals
also supports better alignment between the agency and the
client, as it allows content to be adjusted without compromising
the overall structure or message.

Another key implication relates to the challenge of limited
pitching time, a constraint commonly noted in both industry
practice and academic literature. To address this issue, PT
Karya Digital Madani can adopt a concise presentation format
that focuses on core problems, proposed solutions, and the
value offered to the client, supported by clear and informative
visuals. Developing a well-structured pitch deck template,
consisting of problem identification, key insights, strategy,
timeline, and success indicators, would streamline the
preparation process while maintaining the quality and
persuasiveness of the content. This aligns with research
highlighting that clarity, structure, and relevance are essential
components of persuasive business communication (Ahmad
Noval et al., 2026).

Previous research by Aliefiya & Susyanti (2023) focused on
the roles and qualifications of Account Executives in managing
client relationships within creative agencies. Their study
highlighted that Account Executives must possess strong
communication skills, broad knowledge, and the 7M abilities,
Knowing, Discovering, Accepting, Analyzing, Processing,
Packaging, and Executing to represent the company effectively.
This emphasizes the importance of the Account Executive as a
key connector between clients and the agency.

In contrast, the present study examines a different
perspective by emphasizing persuasive communication during
the pitching process, from the initial proposal to the completion
of the contract. This research highlights how persuasive
communication helps maintain strong client relationships and
ensures client satisfaction throughout every stage of
collaboration. Unlike previous studies that focused on general
roles and competencies, this study underlines how the Account
Executive uses persuasive communication to deliver value,
provide solutions, and support long-term, sustainable
partnerships.

While these recommendations offer practical benefits, the
study acknowledges limitations such as the specificity of the
research context and the reliance on qualitative data, which
may not capture the full complexity of pitching across different
industries. Future research could expand on these findings by
comparing pitching practices across multiple agencies,
incorporating client perspectives, or examining how digital tools
and analytics can support more data-driven persuasive
communication.

Conclusion

This study investigated the implementation of persuasive
communication by Account Executives during the pitching
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process and aimed to understand how these strategies
influence client decision-making and collaboration at PT
Karya Digital Madani. The findings demonstrated that
persuasive communication is most effective when the
elements of attention, comprehension, learning, acceptance,
and message retention are applied consistently, reflecting
Hovland’s communication model. These results highlight that
both supporting and inhibiting factors shape the success of
the pitching process, offering unique insights into the
practical challenges faced by Account Executives in a digital
agency setting. Notably, the study shows that adaptive and
well-structured communication strategies play an essential
role in guiding clients toward agreement and long-term
cooperation.

While this study provides valuable insights into persuasive
communication in agency-client interactions, certain
limitations should be noted, such as the focus on a single
company and the use of qualitative data, which may limit
broader generalization. Future research should explore
similar communication practices across different agencies or
industries and include perspectives from clients to gain a
more comprehensive understanding. Such studies can
enhance our knowledge of persuasive communication in
professional settings and support the development of more
effective communication frameworks for agency practice.
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