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SUMMARY

Our client, Atos, needed to broaden its I'T" in Cities offering across all sales
and marketing territories worldwide, increase awareness and demand

with city technology managers and political leaders and differentiate from
competitors in the increasingly challenging and complex city infrastructure
market. This required not only a refreshed and creative positioning but

a true rethink of how this technology proposition needed to address the
demands of real people in widely varying urban environments, in every

region of the world.

Our approach created a new global expression of the IT in Cities
proposition through relating city change with real people. Our MyCity
concept has reshaped Atos’ core proposition around the universal needs of
people living in cities; it has helped this global business create a powerful
and convincing narrative of how it can deliver realistic, supportive and
human-centered services for the cities of today and tomorrouw.

My Crty has rolled out in territories as diverse as The Netherlands, Austria,

Iberian Peninsula, Mexico, Colombia, Argentina, Turkey, Serbia, North
America and UK.
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ABOUT THE CLIENT COMPANY

Atos ts a world leader in systems integration and business technology in all
sectors and markets. Atos is truly global, with 76,400 business technologists

in 47 countries with annual revenue of 8.8billion Euros.

STRATEGY - BROADER BUSINESS
ISSUES THE COMPANY IS FACING

Atos needed to differentiate their core proposition for I'l' in Cities in a
crowded market, where big players had strong propositions, primarily built
around technology.

We saw that the key to differentiating Atos was to demonstrate their unique
perspective and show how it fits the core needs of people in different cities,
in hugely different economic, political and social circumstances.

This led to the My City strategy — discussing services from a truly human
perspective, demonstrating Atos’ ability to deliver these services anywhere

in the world.

OBJECTIVES OF THE CAMPAIGN

The MyCity strategy was designed to enable Atos to compete against much
larger competitors. We did this by reframing Atos’ engagement to address
the human needs at the heart of city services, the human activity and
interaction that drives cities forwards.

From the beginning, this was an international campaign:

» We had a global remit to create a campaign relevant for all cities
* This framework would be adapted to local urban pressures and issues.
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THE TARGET AUDIENCE

THE KEY AUDIENCES ARE TO ALL THESE AUDIENCES,
« City managers KEY ISSUES INCLUDE

Service cost

* Technology procurement
* Political leadership. * City reputation
* Productivity, attracting people

and business
* Safety
* Traffic control
* Creating ‘liveable’ cities
» Sustainability
* Lasting but flextble

infrastructure.

THIS MIX OF AUDIENCES INFORMED
THE STRATEGY: the My Ciry

proposition created a complete
narrative of human-centered
services that talked to
everyone at once.
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MEDIA, CHANNELS OR TECHNIQUES USED

My Crity has been rolled out as a global campaign and localised to the needs
of specific approaches to key stakeholders in individual cities across print,
media, social, thought leadership, sales and event support etc.

CORE ACTIVITY HAS INCLUDED
* Print
* Whitepaper and Brochure
e Core DM
» At a glance DM and eDN
* Sales Support
e Customer p/"esen[ation
* Solution ‘wheel’ concept
» Postcards
* Online
» Web copy and page (atos.net/mycity)
e Interactive My City model

LOCALIZATION AND SOLUTION-SPECIFIC

TOOLS INCLUDE

» Targeted postcards/posters for
individual cities

» City-spectfic ‘guide book jackets’

» V-Shot animations for key success
story cities e.g. Madrid.

e Video
* Global animation
* [“shot animations
e Other activity
* Global city photo competition.
* Social Activity
* Twitter/LinkedlIn support - taking over
key SME Twitter and LinkedIn account
to post and share information, links and
thought leadership.

LOCAL EVENT SUPPORT INCLUDES

My City refreshment and other branding

* Amsterdam poster

Key city postcards to act as sales aids in-event

Global photo campaign

Branding of carrier bike for ‘guerilla’ marketing
Social and in-person support for ‘guerrilla’ marketing.

TIMESCALES OF THE CAMPAIGN

My Crty launched in June 2012. From March 2013, stage 2 development
to personalise the city “This is MyCity” has commenced for

go-to-market activity.

BUDGETS

These details were provided to judges in the original submission but are

commercially sensitive and therefore confidential.
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RESULTS

My City has had an effect on the market way out of proportion to its budget,
impacting the field of city management and services hard from the start:

* Sales figures generated from this campaign * 100% integration of sales and marketing teams

were provided to judges in the original
submussion but are commercially sensitive and
therefore confidential.

The human focus of the narrative has made
it distinct and compelling to city managers
around the world.

The way we have built the campaign is making
international sales processes easter to adapt, and
pitch meetings more productive.

My City is being used for wider bids than
strictly urban environments and to ‘spice up’
bids for Central Government contracts.

The MyCity ‘wheel’is used as a consultative

has been achieved — sales teams are working
closely with marketing to achieve their goals.

o The term ‘MyCity’ has achieved its own
‘brand recognition’. City managers cite it as the
name of the solution itself, approaching Atos
stakeholders saying “you made the MyCrity
wheel, didn’t you? Let’s talk!”

» MyCity has become part of the language
within Atos, a reference for all assoctated offers
within sales, marketing, brand and corporate
teams globally and regionally. It is cited as
best practice and has been included in the 2012
Annual Report.

device and ‘game’ by Atos, steering conversation
towards key transformation areas.

SALES PROGRESS

My Crty is proving to be a convincing ‘sell’ to cities in very different states
of development, budget, need and strategy.

Different areas of MyCity — all connected to the central strategy and the
narrative we have created — are being sold into cities around the world.

MyCity has had a substantial impact across Atos and in all regional
markets. It is being used as an informer for wider marketing ad sales
strategy development and now has other, segmented marketing initiatives
spinning out from it.
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CLIENT TESTIMONIAL

“MTD was more than a supplier, throughout the development
and rollout and current activities. They worked with incredible
engagement as part of my marketing team, translating the
My City story into creative ideas that have improved our sales
pitches and activities globally. We couldn’t have wished for a
better agency. They want this campaign to be a success as much
as we do; when we did guerilla marketing recently, MT'D joined
us, selling Atos on the spot. That ts commitment, a true hands-on
mentality. And it’s a pleasure to work with them; despite all the
challenges, we have fun!”

SUSAN BREEDIJK, GLOBAL HEAD OF MARKETING. PUBLIC SECTOR, HEALTHCARE AND TRANSPORT, ATOS

MARKETING TEAM DIRECT SUBMISSION FOR B2B MARKETING AWARDS 7/



DIRECT MARKETING FOR CAMPAIGN LAUNCH

CAMPAIGN LAUNCH INTERACTIVE WEBSITE
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SALES TRAINING ASSETS

0370812012

Agenda S Efficient services for engaged citizens R MyCity, issue by issue

Atos MyCity portfolio: at a glance et Atos in Action L Atos in Action el
Make MyCity Connected Make MyCity Mobile

CAMPAIGN PORTFOLIO POSITIONING PAPER

connecting services today
_ todeliver the cities of tomorrow

.

‘The MyCity model is based on a combination of IT that drives greater
€ilizen engagement and fosters e integrated and efficlent services.
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| Thisis MyCity...
Amsterdam

Show us YOUR city and win a FREE MyCity workshop

Send us a photo that you think best captures the
nature and spirit of your city and the best picture,
as judged by our independent photographer will
win a FREE MyCity workshop in_

COMPETITION LANDING PAGE

eoo MyCity .
Ll I ccos.nec/cn-us home your-business/government myclty:ht [ Reader

Atos Global 1~ Search Al
Your business technologists. Powering progress
weare | wedo | | olympicgames | contactus careers | investors

MyCity photo competition

Send us a photo of YOUR city and win a FREE MyCity workshop

Share this content %

Contactus

¢ Your Business s b4 Susan Breedijk
< Baukios quauﬂesofwurdwwmmakswmcnvdtﬁerem?wmﬂuﬂfs Global Head of Marketing
< Insurance the way it the way it move, work, Bible st oakichre
¢ Defense and Security learn or be inspired, send us the image that tells us the story of your
¢ Education changing urban world. H contact susan
« Energy +31 630 457 049
< Government
MyCity ‘We'll be announcing the best picture, as judged by our independent photographer; on 28th
Competition June and the winner will receive a FREE half-day MyCity workshop.
YourGoy
Foundation IT Email: marketing@atos.net with subject MyCity photo”

¢ Healthcare

Manufacturin
$ 2. Teres & conditions

¢ Media 1. Compesition details form part of the terms and mrldmws 2 ms competition is not open to anyane under the
<« Retail zgenﬂls.amv‘we o5 of
b A— i competiion. 3. The winner il be odged by =3 mdepend:m hotoarapber whose decoon ' hoal and no
acceptance of these terms and
« Transport condisons. 3. The i erey wil s appeaiing
< Utiities unique spiri of the city. 5. The winner will be not days of the closing date of Al
entres ime pregmizio View MyCity Vision >>

s gt b bl o s g s e o e o S e Enwas

Chauid incude et ramer s and .
nd must not :\samere orhme  Whitepaper
e T ‘Managing the
uranv laws, 10, Copyrig! "
e e gny  Dbebemy

\mg 0 Atos to feature any or al of the submitced images on their website and or n any promotional material Download whitepaper >>

e manth st the publehd dusing data o {, MTD, SouthillBarm,

Charibury, Oxan OX? 3EW. 12. The pizeof a 1/2-day MyCay work<hop i non transferable and thers ae na cach
altematives, 13, render il Related Links
reasans beyand the contral of the Promoter and accordingly, the Promoter may at ts absolute discretion vary or [t L

e the oot o et stk o LAty Shal St e Praroter s et tharent 1.
Erench av appes and he ecusve Junsd\mm of the French Courts shal prevail, 15. Promter: At SE, River fioe Inteducse ISy,
Jest 80, Quai Voltaire, FR-95877 Bezons, France. solution to improve

citizen's interaction with

their city through the
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Ab LEAFLET

MyCity: putting in place new kinds of

MyCity caring MyCity.

Creating more convected and g et generation gy

Making every city...

MyCi

CITY AND SECTOR SPECIFIC VIDEO CASE STUDY

112

\ Call volumes
1.2m

[ 3,500

THE RESULT

Prioritization

Immediate Response

Jor haNKING
ERFOAMERS
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