
be
rni

e t
rue

blo
od

creative director
specializing in branding 

and business development

www.bernietrueblood.com
203.255.6000



bernie trueblood

hexacomb display system

Quality of Life. Since 1865

merchandising effectiveness prediction

compliance encouragement tool

TURNING VISION        INTO REALITY
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More in Store. Less Out-of-Pocket.®

A RockTenn display delivers more of the wow factor. Like this 
eye-catching, interactive display for CoverGirl® inspired by
The Hunger Games: Catching Fire. As the leading producer of 
in-store displays, we understand how to win in store. How to 
translate insights into execution. And we have the people and 
processes that can help you change the game.

Kathy McGowan-Carnes  |  855.229.2163

www.rocktenndisplays.com

Game 
Changer.
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NASCAR Proven Power for the Street

brand development
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SEASONAL
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SFX: (Absolute Silence)
VO: This little chick has hearing loss. It can 
be lonely. Sad. And often accompanied by  
ringing in the ears. Even loss of balance.

Visit us … at h-h-f-dot-o-r-g and learn more 
about the cure for hearing loss and tinnitus.
SFX: (chorus of chicks chirping)

SFX: (soft thud)
But there’s good news. Because birds have …

ACT: (Chick Stands Up) SFX: (Single Chirp)
… an almost magical way of regenerating 
their inner-ear cells to restore hearing. So 
they can live a happy, chirpy lifestyle.
SFX: (Double Chirp)

Imagine if science could achieve the same 
miracle with people! Well, at Hearing Health 
Foundation, we support research that is 
doing just that. 

:30 TELEVISION SPOT: “The Cure is Near”

brand advertising
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branding at the moment of truth
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self checkout impulse fixture

branding at the moment of truth
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COVER WRAP W/8-PAGE INSERT

promotional advertising
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24-PAGE MAGAZINE

custom publishing
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EMAIL

digital marketing
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24-PAGE INSERT

advertorial
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PITCHING PRATFALLS

�� �"$(" 0"!�0+�%�2"���,.+/," 0�,."�)""0&*$��/+�3"�!&!*70�8*!�+10�0%�0�
�� It was a �cattle call,� an exploratory, not a serious search;
�� The prospect�s budgets couldn’t have supported our service model;
�� Their location is not conducive to regular personal contact;
�� The incumbent was pre-destined to win, we were being used as a benchmark;
�� Another competitor                        had an insurmountable competitive edge;                    

�� Failed to understand their � hidden agenda  � pain  � reason for the RFP.
�� Did not determine their evaluation  � process  � criteria.
�� The time allotted was not enough for us to adequately prepare.

�� Neglected to identify and cultivate an inside supporter.
�� �+.$+0�0+�,.+8("�0%"��00"*!""/��� fans  � foes  � pecking order. 
�� Didn’t understand how our prospect goes to market.
�� Neglected to do research with customers, vendors, insiders et al.
�� Failed to present recommendations driven by fresh insight.
�� Didn’t connect our cases and creative concepts to their needs/fever/issues.

�� Presented notions that unrealistically exceeded their ability to execute.
�� Proposed a costing plan with no obvious value proposition.
�� Failed to differentiate ourselves from competition.

�� Didn’t match one of our personalities to each of theirs.
�� Brought only presenters, not real people who would actually work the business.
�� Didn’t have an assigned presenting role for everyone on our team. 

�� Didn’t anticipate the limitations of the room.
�� Stumbled over the material due to lack of rehearsal, we �read from the wall.�
�� Transitioned poorly between presenters due to lack of rehearsal.
�� Didn’t discharge �obvious concerns,� e.g.: you�re too big; small; inexperienced.
�� Failed to convey our personal excitement about the opportunity.
�� Dwelled on our  � case histories  � process, instead of creating relationships.
�� Talked about us rather than them, � didn’t speak their language.
�� Never engaged them, or aroused them to ask questions.
�� Failed to use reversals in order to understand a question before answering. 
�� Answered questions several times, as though we had no single point of view.
�� ��&("!�0+� ."�0"���!"8*&*$�)+)"*0�
�� Didn’t know when to stop.

�� Didn’t get a post-game analysis from our insider supporter. 
�� Failed to keep their interest kindled with day-after, continuity reminders.

DISCOVERY        

PREPARATION        

PROPOSITION        

CASTING        

PRESENTATION        

FOLLOW-UP        

© 2017, bht llc

reasons why we lost the new-business pitch

bernie 
trueblood 

THE BLOODY TRUTH 

CREATIVE BUSINESS DEVELOPMENT 

203.255 
6000 
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Welcome to Chicago!

sales meetings



One of the few people to have held the top chair in Sales, Marketing and Creative. So he 
can not only help create your brand selling proposition, he also can help sell it – to both 
your Management and to your Customers. 

Bernie not only helps clients get new business, he often helps them deliver against the 
promises made. As the CEO of one agency client said: “he’s not only our pitching coach, 
he may be the best utility infielder in the game.” He is able to direct projects from concept 
to execution. Clients look to him for: 

- Branding: analysis; positioning.
- Business Development: process; pitch strategy, proposal content
- Selling: messaging; materials; systems; training.
- Creative: words; ideas; brainstorming.

Bernard H. Trueblood
Award-winning creative director and marketing strategist, 
Bernie likes to say that he helps clients “sell more stuff.” He 
is a specialist at branding, selling and marketing integration.

Career Highlights:
BHT Communications President and Chief Creative Officer
Focus Marketing Agency Co-Founder and Chief Creative Officer
Bic Pen VP Marketing
Warner-Lambert Group Product Manager
Richardson-Vicks Top Salesperson

Credits: 
Author - Promo Primer© and Glossary of Database Marketing©

Accredited - Professional Direct Marketer (University of Missouri)
Contributing Editor - Promo, eMarketing, Shopper Marketing and HUB magazines
Speaker - APMA, DMA, CGT, Promo Expo, Fordham, Syracuse, et al.
Industry Accolades - include Reggie, POPAI, Echo and PRO awards

Recent clients include: ExtraDev IT; Dunn Paper; Grey Global; Hallmark Cards; J. Walter 
Thompson; Kapstone Paper; Leasing Technologies; MediaCart Holdings; Pendergast 
Partners; Pfizer Central Research; Reader’s Digest; RockTenn; and Ryan Partnership.

Brand creative assignments have included: Arrington engines; Audi cars; Bacardi spirits; 
Banana Boat sunscreen; Colortile stores; Corning cookware; Depend underwear; General 
Cigar; Hardee’s restaurants; Heineken beer; IBM computers; Jim Beam whisky; Lipton tea; 
Mars chocolate; Pepsi co-marketing; Pfizer research; Pittsburgh Penguins hockey; Procter & 
Gamble shopper marketing; Quaker cereals; Ragu sauce; Sea•Doo boats; Schick shaving; 
ShopRite stores; Trident gum, Tropicana beverages; and Weight Watchers foods.



btrue@aol.com     203.255.6000    bernietrueblood.com
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credits
With much thanks to our  many par tners in 
inspi rat ion and development ,  especial ly :
• Design: Darry l  Waddel l ,  Sheng-Fu Lee, 

Marc ia Valor ia and Rick Schum, 
RockTenn; Buffalo Por tuese and Meg 
Tal lon, ZingHow; Emi l io Ruiz,  Si lver  Lion; 
Jason Unger ,  Parabol ic ;  Patt i  Osborne; 
Ed Wis inski ,  WestRock

• Product ion: Al  Bar i l laro,  Big Sisters 
Watching; Rusty Ford,  ProducerFord; 
Danny Oakley,  Out-of-Our-Minds; 

• Digi tal :  Rachel  Goette and Al i  Hasbach, 
Truef i re;


