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Al BEST PRACTICES: PITCHING

Al-generated creative can be extremely valuable: It can help accelerate ideation, create new
visual possibilities, and unlock creative opportunities that were previously difficult or
expensive to achieve.

BUT! Al-generated creative still needs to follow the same production realities as any other
creative project.

We're increasingly seeing situations where ambitious Al-generated concepts are being pitched to
clients before Creative Studio has confirmed whether:

e The idea is technically possible
e |t fits within budget
e Timelines are realistic


https://www.eskimi.com/blog/ai-gen-creatives

[Al SHOULD NOT BE TREATED AS

A production expert

A technical feasibility checker

A platform policy expert

A budgeting tool

A replacement for Creative Studio consultation

The Creative Studio official mockup tool is coming soon! Watch this space. [T]

*Read our blog post on Al-Gen Creatives here.

BEST PRACTICE

e Use Al to spark thinking, NOT finalise deliverables
e Bring ambitious ideas to Creative Studio EARLY
o Validate feasibility before pitching externally

o See a feasibility check example here
e Ask:
o Can we actually build this?
o Does this fit the proposed budget?
o Does this fit timeline / resource realities?
e Leave room in client pitches for collaborative development instead of specifying
executions too early.

44 If in doubt, involve Creative Studio early. We’d much rather help shape
an idea before it is sold than have to scale it back afterwards. [T]

Clients do not differentiate between Sales and Creative Studio. To
them, we are one team. If we pitch unrealistic concepts, the whole
business loses credibility. Going forward, please treat Al-generated
concepts as exploratory inspiration - not as production-ready solutions.



https://www.eskimi.com/blog/ai-gen-creatives
https://eskimi.slack.com/archives/C06TUHKM35Y/p1782823293871299
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Why check Alideas
with us first?

° Al GIVES THE DREAM HOUSE

Al shows the dream house;
We check it can be technically built, on budget, and on time

One inspiring picture: Everything it takes to build:

&+

Oneimage
oronevideo

No brand
[ Nolayers ][ rules ][ No specs ]

Perfect for sparking ideas; it's not a finished,
sellable execution - it should not be treated as a:

e Production expert

Every language Platform specs

Editable files QA onevery asset IF SOLD UNCHECKED

Budgeting tool

Technical feasibility checker
Platform policy expert

Replacement for Creative Studio consult

Ask:

Canwe actually build this?
Does this fit the proposed budget?
Does this fit timeline / resource realities?

Leave room in pitches for development

Client fallsin love with it
Nottechnically possible /budgetdoesn’t fit
The idea has to be scaled back

Client confidence takes the hit

D Check before

Use Al to spark ideas Assets still needed ¥ Budget still applies

promising
Brilliant forinspiration Askusifit can be built, Editable files, logos, Made by Al does not mean Bring big Al ideas to us before
and references and for how much fonts, brand rules free to produce

they are sold

Need more detail? Read the explanations below[T]

A few important points to keep in mind:

INVOLVE CREATIVE STUDIO BEFORE PROMISING Al
TO CLIENTS

What may look simple in an Al-generated video can be extremely complex to recreate in a scalable
advertising format.

Or, worst case, the execution you have sold your client might not exist.

Before committing to an execution, please check feasibility with the Creative Studio team so we
don’t end up seeming uncooperative when we have to be the bad guys and say it can’'t be done. [T]

A 10-SECOND AI CLIP IS NOT A 10-MINUTE BANNER

Al video tools can turn a prompt into a cinematic sequence in minutes. A fist punches the screen,
the glass shatters, steel turns into a bridge, the logo lands. It looks finished, so it feels quick.

It isn't. Every action in that clip is a separate piece of animation our team has to design, build and
time, and then make work across every banner size within file-size limits. A mockup that took two
minutes to generate can take days to produce properly.

We're increasingly receiving requests that are short films, not banners. When that lands
on a same-day deadline, something has to give, and it's usually quality, the timeline, or both.


https://manual.eskimi.com/uploads/images/gallery/2026-09/QSUiNggxrwWOrVOi-ai-why-check-ai-ideas-with-us-first.png

[WHAT CAUSES DELAYS

Chains of actions (A happens, which causes B, which transforms into C)

New actions added after work has started ("can the fist also smash the screen?")
Complex ideas sold to the client on an urgent deadline

Al visuals shown to the client before the Studio has confirmed we can build them

KNOW WHICH LEVEL YOU'RE ASKING FOR

e Simple: logo reveal, text animation, CTA, product entrance - standard turnaround

e Enhanced: 2-3 animated elements and one transition - allow extra time

e Motion sequence: multiple actions, transformations, effects (anything that looks like an
Al video clip) - treated as custom production: needs a storyboard sign-off, the matching
budget tier, and extra time

If you're not sure which level your idea falls into, ask us before you pitch it.

URGENT = SIMPLE

If the deadline is tight, pitch the simple version. A clean, well-built simple idea wins more often
than an ambitious one delivered late or half-finished. If the client likes it, we can build the bigger
version once the campaign is confirmed and there is time and budget for it.

PITCH OR PRODUCTION? SUBMIT IT IN THE RIGHT PLACE

e Pitch mockup (client hasn't confirmed): submit as a token request; one concept, one

revision round
e Won campaign: submit a production request with budget, assets and deadline; this is

where the full build happens



7 rules toremember

1 @

Al sparks theidea, it
doesn't promise it

Use Alimages and clips as
mood reference only.

5 o

The idealocks when
we start

New actions after we start
meananew request and anew
timeline.

2 2

Talk to us before the
client seesit

No Al concept goes to a client
untilwe confirmwe can build
it.

6

Budget, assets and
files still apply

Aldoesn't replace any of
them.

3 #

Describeitin your
own words

One or two sentences beats
an Al-written brief.

7 =

Pitch = token. Won =
production.

Submitit as the right request
type.

4

Urgent = simple

Tight deadline means oneidea
and one animated moment.

&

Not sure? Ask us

before you pitch
it.

*See full training deck here.

Al is a great way to show us what's in your head. It is not a quote, a timeline or a
promise to the client. Talk to the Studio before the client sees it, and we'll help
you pitch something we can actually deliver on time.

= HOW TO BRIEF IN Al

HOW TO BRIEF IN Al

[1] REVENUE RISK

Even with the best intentions, we can accidentally cause more harm than good for our clients. If
we have to tell a client that a concept that they loved, it:

Damages client confidence

Makes us look disorganised internally

Positions Creative Studio as “the bad guy”

Creates unnecessary back-and-forth and delays

Weakens confidence in our capabilities

Risks overpromising and underdelivering

Wastes time for all stakeholders

Worst case: you lose your pitch, and blame Creative Studio


https://docs.google.com/presentation/d/1xVYxXIS_JiWGgHWnm04je2xXL_B04Ds06el_v6Az4j0/edit?usp=sharing
https://docs.google.com/presentation/d/1xVYxXIS_JiWGgHWnm04je2xXL_B04Ds06el_v6Az4j0/edit?usp=sharing

[1] GIVE US THE DIRECTION, NOT A PRODUCTION SCRIPT

Al can quickly turn a simple idea into a detailed, scene-by-scene creative brief. The result may
sound impressive, but it can include effects, interactions or game mechanics that have not
been checked by Creative Studio.

Every specific effect you put in front of a client (“sparks here”, “liquid there,” etc) can become
a promise.

If the final execution works differently, then it's too much, too little, not what the client pictured
- they may feel that something is missing or become disappointed. This can lead to confusion,
additional revisions and slower delivery.

[Give us the general creative direction and examples. Leave the detailed flow
and technical execution to Creative Studio to bring to life.

WHAT CAN YOUR BRIEF INCLUDE?

e The main campaign idea

e The campaign objective

The desired mood or visual style

What you want the audience to understand or do
Important products, messages or assets to include
Examples or references the client likes

Any confirmed client requirements

WHAT SHOULD CREATIVE STUDIO DEVELOP?

Leave the following to our designers and developers:

The scene-by-scene sequence

Exact animation effects

Detailed user interactions

Game steps and mechanics

Transitions between screens

e Technical behaviour

e How the concept adapts across banner sizes

e Alternative solutions if an element cannot work as imagined

Creative Studio understands how the idea must work inside the advertising unit, what is
technically possible and how the execution can be adjusted when the client requests changes.
That’s the part we’re here for.[T]



A few clear and honest lines about the idea are more useful than two pages of
Al-generated instructions.

Creative Studio is happy to help shape and strengthen ideas early in the process. Strong
collaboration before the pitch creates better outcomes for everyone:

Better client trust
Smoother production
Fewer delays
Stronger work

e A better reputation

OPEN FILES ARE STILL NECESSARY

If a client wants an Al-generated concept, we still need the same production assets as any
other project, including:

Editable PSD / PSB / Al files

Logos

Product assets

Fonts

Brand guidelines

Any other relevant source materials

Al outputs alone are rarely sufficient to build a production-ready campaign.

Al DOESN’T KNOW THE CLIENT’S BRAND RULES

Al tools are not familiar with client:
e Brand guidelines
e Legal requirements

e Regulatory restrictions, etc

Generated outputs should always be reviewed rather than assumed to be correct.

Al DOESN’'T AUTOMATICALLY MAKE MULTIPLE ASSETS

One Al-generated video is not the same as a complete campaign.

We still need to:



Build multiple banner sizes

Create different formats and placements
Adapt for multiple markets and languages
Ensure assets can be edited and updated later
Meet platform specifications

People often think Al generates an entire campaign with one prompt. In reality, Al usually
creates one image or one video. We still need to:

Build every required banner size

Adapt layouts for different aspect ratios
Replace text for different languages

Meet each platform's technical specifications
QA every asset before delivery
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Doesn’t Al just build
t h e W h OIe Ca m p a i g n ? A campaignis everyth(ii:;etﬁzrr?:stt:il;fp(;nneaafizﬁreit';
e WHAT AIPROVIDES

Oneimage orone video: Every tileis hand built:

Platform specs met
per placement

Editable forlater reverts,
sizes and localisations /
languages

QAoneverysingle asset,
including embedded
tracking and functionality

perbanner
« Flatimage We reposition, resize and
s Onesize export every format at full “AIMADEIT, SO IT SHOULD BE CHEAP”
* Onelanguage quality o n i
« Noteditable The costisn'tjust theimage - it's the people,

software, adaptation, QA and revisions around it

Al speeds up parts of the process; it doesn’t
remove the production work

@ Check before

Scope the full set promising Assets stillneeded ") Budget time for adaptation
List sizes, formats and One line to Creative Editable files, logos, The volume drives the time, One prompt isa 5tarting point’
markets up front Studio saves are-pitch, fonts, brand rules not the prompt

not a delivery

oranunhappy client

Al speeds up parts of the process; it doesn't remove the production work.

BUDGET STILL MATTERS

Another common misconception is that “the Al made it, therefore it should be cheap.”

We still invest in people, software, infrastructure, quality control, revisions, project
management, and creative expertise to bring campaigns to life.


https://manual.eskimi.com/uploads/images/gallery/2026-09/S3Du0cY7cosS4xFk-ai-why-ai-doesnt-build-the-whole-campaign.png

Remember that minimum spend requirements are there to ensure production
costs are covered by sales margins.

(1] LIMITS OF Al

WHY WE CAN’T USE Al TO RECREATE REAL PEOPLE

Using Al to recreate a real person does not remove the need to obtain the appropriate rights
and permissions.

There are typically two separate legal considerations:

e Copyright: the rights associated with the original photograph or artwork
e Personality (or publicity) rights: the rights associated with a person's name,
image, likeness, or identity

Generating images of real public figures using Al does not remove the legal or commercial
licensing requirements.

COPYRIGHT

When we purchase a stock photograph, we're paying for the copyright licence to use that
specific image.

o If we instead generate an Al image, we may avoid licensing the photograph itself, but
we're still creating a commercial advertisement featuring the recognisable likeness of
real people without permission to do so

e For commercial advertising, this may still require permission from the individual or
their authorised representatives

PERSONALITY (OR PUBLICITY) RIGHTS

Many public figures - particularly athletes, actors, musicians, and influencers - have commercial
agreements governing how their likeness may be used in advertising.

e These rights exist independently of the copyright in any particular photograph

e Using Al does not automatically bypass them

e Many sponsorship agreements give brands exclusive rights to use an athlete in
advertising within certain product categories

Al should not be considered a replacement for obtaining the necessary commercial
rights. Using Al-generated images of real individuals in advertising could still expose the
campaign to legal or contractual issues if the advertiser does not have the appropriate rights to



use those peoples’ likenesses.

For that reason, we cannot assume that "just using Al" is a compliant alternative to licensing
photography.

Where a campaign features a recognisable real person, the safest approach is for the client to
provide assets that they have the legal right to use, such as:

e Officially licensed promotional assets
e Photographs with the appropriate commercial usage rights
e Written confirmation that the required image and publicity rights have been secured
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Why can't we use Al
tO recreate real people? Skipping the photo does not skip the permission;

Areal person's likeness is still owned and licensed

° RIGHTS TO CONSIDER

Aldoesn’tclear either of them: Client supplied and cleared:

1. Copyright
Therightsin the photograph or artwork itself;
buying stock imagery buys this licence

promotional assets

Photography with
2. Personality rights
Therights to a person's name, face and identity the rights are secured
Generating the image dodges the stock licence; This protects the client and Eskimifrom legal and
it does not dodge the real person reputational risk AECREATIVERUNSIVITHOUNRICHTS
Arecognisable face goes live
Asponsororagent objects
The campaign is pulled mid flight
Legal exposure for client and Eskimi
@ Confirmwho the ¥ Celebrities have @ Alis notalegal y R
personis contracts workaround BeCeLtining
Recognisable =rightsare  Sponsors oftenhold Generated does not Confirmation from the client Areal face a|ways needs real
needed category exclusivity mean cleared, legal, before we build .
or ethical permission

This helps protect both the client and Eskimi from potential legal, contractual,
and reputational risks.

WHY WE CAN'T USE Al OR 3D TO RECREATE COPYRIGHTED
CHARACTERS

Using Al or 3D modelling to recreate well-known fictional characters does not remove the need
to obtain the appropriate intellectual property rights.

Many famous characters - such as those from Disney, Pixar, Marvel, DC, Nintendo, Pokémon,
Minions, The Simpsons, and other films, TV shows, games, or comics - are protected by


https://manual.eskimi.com/uploads/images/gallery/2026-09/gQPRbRf5bkrgAJY8-ai-why-we-cant-use-ai-to-recreate-real-people.png

copyright and trademark law. Even apparel like Nike Air Jordans are extremely restrictive
about this.

Whether the character (or even logo) is:

e Al-generated

3D modelled from scratch
[llustrated

Animated

or manually recreated

...the underlying intellectual property still belongs to the rights holder.

Creating "something that looks like" a protected character for commercial advertising may still
infringe those rights, even if no existing artwork was copied.

For this reason, Al and 3D modelling should not be considered a way to bypass licensing
requirements.

If a campaign requires the use of a recognisable fictional character, the client should provide:

o Officially licensed artwork or models
e Written confirmation that they have the necessary commercial rights
e Brand guidelines or usage instructions where applicable

This helps protect both the client and Eskimi from potential legal, contractual,
and reputational risks.
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