
Chapter IV: The Pitching Checklist 

Every agent has his or her own process on how they pitch a player for signing. The veteran agents in the 

business have had to learn as they went and see what worked. But nowadays, pitching has become more 

impersonal. 

* Know the player’s game, inside and out: It’s not enough to simply pull up stats on ESPN or NCAA. 

There are certain aspects of a player’s game that can’t be observed from just numbers in a box score. 

Many players model their game after someone but you should impress upon them the originality in their 

playing style.  

* Meet them where they are: When it comes to signing a new client, nothing beats that face to face 

connection. When you meet a player where he’s most comfortable, he’s far more likely to be receptive to 

your pitch as opposed to simply communicating via emails and phone calls. 

* Don’t be concerned with what other agents have pitched to your prospects: The great thing about 

American sports is there’s never going to be a shortage in supply. With the NBA, there’s only 150-200 

jobs open at any given time for players. [I use that number to adjust for franchise guys and players who 

are under multi-year deals.] There are 4-5 agencies vying for the same 10-15 1
st
 round draftees based on 

tournament performance and draft projection. If you’re lucky to be in that select group as a single agent, 

it’s unlikely that you can compete with what those agents bring to the table. However, the final decision is 

always up to the player. Focus on the strengths that you offer as an upcoming agent. 

* Be realistic in terms of the draft projections: In 2013, the draft got turned on its head. Anthony 

Bennett was the #1 overall pick over guys like Victor Oladipo, Trey Burke, and Michael Carter-Williams. 

In the NFL draft, several players fired their agents because they didn’t come off the board early as 

expected. Nothing is a sure shot when it comes to draft day. It’s really about team needs and the mind 

state of general managers. As an agent, there’s no way to know where your client will be selected; no 

matter how many times the teams sang his praises. It’s best that you pitch to them with the honest outlook 

of making sure the teams that have interest get the best workouts. 

* Have a couple sponsors in your pocket: I recently made contact with a start-up watch company. 

While they don’t sponsor athletes in the conventional way of marketing, they do product placement. It’s a 

tremendous cushion when you can go to a prospect and tell them that you already have 2-3 sponsors ready 

to back them. 

* Be ready to fight to keep your client: A player is only as good as the minutes he gets. In the case of 

Keenan Allen, he was selected by a team that needed a young WR immediately. Allen went with a small 

agent out the gate. Legally, it’s always a client’s right to terminate an agreement. However when a 

prospect has produced a solid year, he’s your ace in the hole. You shouldn’t just let him leave for the 

bigger names. Realistically, letting a breakout star walk in the first year of you representing him isn’t 

going to do anything in terms of bringing you new clients the following year. When it comes to retention, 

make loyalty a priority in every pitch. 


