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holotof launches the first Creative global pitch ever.

After 6 months recruiting the world’s largest “talent-base”, with creative pros from all over the planet, holotof’s first worldwide creative pitch was launched this week

holotof (www.holotof.com) is an open on-line community made of Advertising Creatives pros that are willing to respond with their best ideas to the briefs sent to them by advertisers. 837 Creatives from 68 countries, from USA to Cambodia, will send their proposals for Pitch Zero, code name for the first event.

holotof’s business model takes hand of the available technology to gather hundreds of Creatives from all over the planet. They subscribe for free, get briefs from brands from different countries, submit their ideas, and -whoever result the winner- collect the cash. 

The new model also has some attractive benefits for Advertisers. They –advertisers- can decide the price they are willing to pay; but of course, talent-base response will depend on how attractive the offered pot is.

On the other hand, holotof charges no commission or monthly fee; holotof clients pay a fare to use the system, so while they are not pitching they are not paying. 


And of course, there’s holotof main advantage: the amount of ideas received per brief. While it’s a common use for Ad Agencies to present 3 alternative for any project, holotof’s guarantees their clients will receive a minimum of 10.

Pitch Zero.

The first contest launched this week has received the code name Pitch Zero. The Peruvian Radio Committee, a non-profit organization that promotes the use of radio as an advertising media, became the world’s first advertiser to pitch his ad campaigns globally, through holotof.

The Committee has published a brief requesting a campaign consisting in 3 radio ads, setting December 20 as the deadline. 

Created by a Creative.

Though this may be a redundancy, holotof idea came out from advertising Creative. Robby Ralston, the Peruvian Creative that became the only Creative President of McCann Erickson Peru, has being developing holotof since November 2005; the site was launched on May.

“First phase consisted on spreading the holotof presence among the global creative community, so once recruited we can start offering holotof services to advertisers. We have reached an important critical mass now, so we decided to launch our first pitch, that will serve us to measure up the power of the model, and for polishing up the operative side of holotof” –Ralston says. 

holotof’s system is completely automatic. Advertisers can self-serve a global pitch right from their offices, without any meeting or conference call. “It has to be this easy… But of course we are helping our first Clients at this stage, assisting them in the preparation of the pitches they are planning to launch through holotof. I guess this will continue until they get used to the new way”.

Monogamy is Over.

Not so far ago, Advertising Agencies where responsible for the whole marketing communications of any brand. Gradually, specialized agencies emerged and grab their part of the marketing budget: design, CRM, public relations, events…

During the 90’s, ad agencies faced the largest migration of them all, as their Media Departments move away to create independent Media Centrals. 

holotof seems to be the first serious move to take Creativity away from traditional agencies. “Monogamy is Over” is holotof’s tagline. His founder says: “I don’t think holotof will ever replace agencies… at least, that is not my intention. In fact, holotof has a special area were agencies can register, and some have already done that. Just imagine what a an ad agency can offer to their clients if they put 800 Creatives to work in a campaign!”
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