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Best GOLD

multichannel Boss it for Sage, by Sage
campaign and Wunderman Thompson
SILVER

Business agqility by ServiceNow

BRONZE

Realise your vision for Sohonet,
by The Croc



UK Category 01: Best multi-channel campaign

By recognizing that B2B is actually about P2P: people to people.

08 &8
8.2bn 1.3m 15

Impressions challenge PR
to date videos created articles

“We are extremely proud to be the first B2B company to utilise TikTok and for achieving 8.2bn
views and over 1 million participants with the #Bossit2021 challenge. Most importantly
though we're very happy to have given small businesses a voice.”
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Business Agility has been a tentpole campaign for EMEA. The campaign continues
to exceed dll expectations, with a key component being a multi-channel approach
to take prospects through a seamless journey, and we are now expanding this e
campaign approach globdlly. By connecting our customer's joumey through this
theme in 2020 and 2021, activity and events supported our strongest quarterly

pipeline genaration ever.
Jason Martin
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Helping filmmakers stay true to the soul of thelr project.

Acthout creglive comqremise &

sohonet

wanw.sohonet.com/reslise—your-vision
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Best use of GOLD

direct mail Building blocks of ABM
for Salesforce, by twogether

SILVER

VV'lIldSOI‘ One-to-one ABM by Durhamlane

CATEGORY SPONSOR

BRONZE
Pizzas for Autino, by Bray Leino



salesforce

A force for good

= Key results

10,363

clicks

AL

TOFU leads

115%

of ACV achieved
for FY2020
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durhamlane’s pilot fldurhamlane.
direct mail campaign

Targeting Enterprise Financial Services Organisations s

durhamlane branded ‘credit cards® with "handwritten notes' and a e
personalised landing page.
.
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Best use of live, GOLD

digital and/or Retail renaissance by Emarsys
hybrid events
marketing SILVER
Sigfox Connect 2020 for Sigfox,
by twogether
@ the croc
CATEGORY SPONSOR S I L V E R

New reality for business leaders
by KPMG in the UK



Emarsys: Retail Renaissance — B2B Marketing Awards 2021 | Supporting materials
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KPMGE

“We live in a word whare

KPMG

“Creating an open and

pF I ' e individuals can develop r f _ Total Total unigue Attended Polling Live audience
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Wa're up an pre-COVID

22 8%

45 8%
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{unique
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the market at extreme
speeds and ehange the
lives of billions.”

M tthvire: Qralli

“The mone v work
directly with businassas,
the better we can train
our students,”

g i Baeteindijn

KPMG

“I don't think busines
should past all of their
afgs in the vaccing

“For us, the pandamic has
distributed change and
devaleed more decision
making, 'We've lbamed
that this needs to remain
post-COVID."
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SpotMe — live events

Ouirsehves.”

Jonmvy Willormon

KPMIG

“0uwr job &= bankers is 1o
prawvide the trusted

systems and nalworks 10
proped businesses fo tha

“Wa got rid of lina
management. Instead
we built a support
network around

each employee.”
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“Levelling up reguires
more devolution. . . It's not
just about gecgraphical
differences, we nead to
address inter-generational
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Best public
relations
campaign

CHONND,

Rescuing retail for Go Instore,
by Champion Communications

SILVER
What's cooking? for Alto-Shaam,

by Gravity Global

BRONZE

Deskless not voiceless 2020
for Workplace from Facebook,
by Harvard



THE WORLD IS TALKING ABOUT

\"’ How COVID-19 g&ﬁm ﬁ}m Bgm -

is changing our he best strategy for the retail sector?

CNBC shopping habits

e skym

dlganmK:a Go Instore Co-Founder speaks

support to beat lockdown

_mnﬂeekly X5 GAZE

How retailers are How employers can attract retaﬂ

@T Hnﬂﬁ using technology to saff amid ongoing job cuts
respond tO changing

Retail Rundown with nnin sk #

Richard Kestenbaum

A RS EWELLERY
F O L 0¢ |
&6 cham pion Communications has gone above The angrtance Ufbﬂnglng the
and beyond to deliver brilliant coverage from the ence, thnE
offset at a crucial time for Go Instore. We were lllxury m—EtU'I"E experl

delighted to hear one of our prospects say Go

Instore is all over the press at the moment, while

our sales team have also had success booking

meetings by sharing earned media coverage with cx__
prospects. This is exactly the sort of impact we

had hoped for! §9

Andre Hordagoda
Co-Founder and Co-CED, Go Instore

GHAMPION

COMMUNICATIONS
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3'5 .ﬁjf?*‘ The level of support we have received

@ © fom the Gravity team within bath the
international and domestic markets has
been excellent, as has their ability to
quickly shift from ‘business as usual’ toa
new strategy for a post-Covid world. Our
growing media presence and reputation
as a thought leader, especially in Europe,
is in no small way to their contacts, insight
and ideas, and they continue to work
dosely and productively with our own
team in navigating our way through these
unprecedented times. ﬂz gj‘i S e
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ESS NOT VOICELESS

PART 2

e R e e
nm = - .- -
Voiceless

45 % of business leadars
"agnlse the value
caoration Leols
. anly 565 have
Deskless Mot Vaoiceless: A new approach sl ERErm aut
to connecting everyone within your
busingss

P o R

T
Deskless Not
Voiceless 2020

Fonas Foniine Fesesncn Bepon

“THIS CAMPAIGN PROVIDED A STRONG POINT OF VIEW TO DRIVE MEDIA COVERAGE
CONTENT DOWNLOADS AND ULTIMATELY, LEADS BACK TO THE BUSINESS. IT WAS AN |
INSTANT SUCCESS AND FVE EVEN HAD WORKPLACE CUSTOMERS TELL ME THEY USE PIEcES Of cOvalage  Ponbuak Bownioads
THE PHRASE ‘DESKLESS NOT VOICELESS’ TO RALLY SUPPORT FOR THEIR FRONTLINE K

80+ SK+

STAFF. WHAT MORE COULD YOU ASK FOR?"
new business leads
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Best use GOLD

of creative Realise your vision for Sohonet,
by The Croc
SILVER
. Catching feels for PERGRAPHICA,
Wisque by True
BRONZE

Smartport is making waves for
Trelleborg Marine & Infrastructure,

by Stein |AS
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A 10x10: Ten craftspeople and ten
—s ' = = views on filmmaking in 2021
A lobal, multi-chasmel I' ' 7 3 U‘/ 0

digrtal camipaizm - - .
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— 7, Helping filmmakers stay true to the soul of thelr project.

*This campaign not anly demonsbrates
cortent spoke derecthy

the power of our collaboration soluboa
toindustry mdividuals im - ' bt 5o resonates with our saudis=nce
specific roles, companes -y & ik aka o i om a cregtree levvel shining 2 bght on
aind locarbions i oirr incredible customers st each stape

of the produchon process *
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F-.puil Mullen 5 ways fo ol the cost of dalay
Actheil cregtive compremiss =
5.'-:.1r-:|n-'|r|::r

LA4m l._'—

»

A

sohonet

tetl wann.sohonet.com/realise-your-vision




Pl iy © L i ey et M R Rl TR e T
L L R e e o

Catchine Feels




Campaign Video Campaign LP W

TRELLEBORG

Open-rate for
LinkedIn Inmail:

90.2%

Click-through rate:

3.51%

Email open rate:

°0%




i

Best use

of digital
techniques

or technologies

CHONED
The profit hunter: A
force with nature for

-mbraer, by Gravity
Global

SILVER

Here to help your
business flex

for O2 Business,
by twogether

BRONZE

The many faces of work
for Computacenter and
Microsoft,

by Gilroy

HIGHLY
COMMENDED
European expansion for
SNAP,

oy Gravity Global
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= Key results

2 Increased SMB
IjD:[ differentiation by
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Drove spontaneous
brand awareness from

51% 10 54%

Surpassed
conversion rate of
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2020 HAS L o

CATAPULTED [l years of digital
USINTO OUR B transformation
DIGITAL in two months.”

FUTURE.

DOSYMLOAD THE HRENT DWHLDAD THE B EENT
WOREFLACE REEET

; T “Busingsses realise this madern woy of waorking W Microsoft —
g J§ Microaoit D . =  ¢on work, But thers ane things %o fix first.” =' i CJ
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Surface

Computacenber

Dota-driven customer insight; DSP integration; loser-focused online odvertising; Linkedin audience expansion,
retargeting and a rich, digital content experience all combined to make ' The Many Foces of Work’ campaign o success.

Against the backdrop of a global pandemic, Computacenter and Microsoft were able to help customers overcome the
workplace challenges of 2020 and emerge with a modern, resilient and ogile workplace.

THE TINE b A WORKPLACE
(L] KEMMAINE WITHOUT THE WORRY

["s TIME WE TJ!#E[E[I

WORKING
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ﬁ E Thanks to Gravity Global, digital advertising o ' :

has heen the catfﬂl'-,-st ﬂ:rr'sig%iﬁﬂant gm'mr[ e Fi Website
Our Google display campaigns have been T, sessions
hugely successful for brand awareness g .

— particularly in Germany. Our wehsite . increased h?ﬂ"
sessions increased by 117%, and this was e A R R
largely thanks to the display adverts we used.

Get smart, get SHAP

Paid social ads played an
integral part in
reaching

SNAP has been revolutionising the haulage sector for over 10 years, modemising industry audiences
procedures with their allHin-one payment solutions. Dominating the UK market, the business y ﬁ” J'/
lanned to expand across Europe using digital marketing to reach their target ‘audiences.
he digital strategy implemented by Gravity Global has allowed SNAP to take important b gt
strides forward in dominating the European market, as well as setting them up for future T AP A
expansion goals. Caurati parcare sigurs? [Sen |

Protujali ol mar{a AW i lecan dques

\\\‘\\‘\“\\%

We have also managed to create engaging
and fruitful search ads that regularly deliver
conversion value for our business. We

have supported our Google ad activity with
Facebook advertising, and these campaigns
have helped lead customers through the
bottom part of the funnel to the conversion
stage.

| DURGHSCHMITTLICH

Enquiry form 140 000 €

submissions | ZUSATZUMSATZ FUR IHRE

| RASTSTATTE - PRO JAHR
from Google Ads
increased by

Cwverall, digital advertising has helped SMAP
make important strides forward, and we
have successfully ensured our return on

investment. IE M
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Digital PR supported paid advertising, promoting the brand and services across the UK and Europe ﬁﬁ‘vi
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Best use of GOLD

social media #Bossit2021 challenge by Sage
or influencer
marketing SILVER

Follow the sun for Refinitiv, by OST

BRONZE
5G Trailblazers for Ericsson,
by Earnest
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8.2bn

Impressions to date

1.3m

challenge videos created

15

PR articles




FOLLOW THE SUN 2021 m
PREDICTIONS 24-HOUR @ST DRAE.Z'U'Z'T'T'VF
L IV E ST R EAM SOCIAL | DIGITAL THE BEGINNING ‘

Before and after the Follow the Sun
2021 Predictions 24-hour Livestream

Before
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5G pioneers v

e fevealecd

e i .
1.05 million
impressions on campaign
content across social media

Y15

P B
impressions for the Trailblazer
activity across T'witter and Linkedin

1 | .IIIJ_.,...._..
L2 1Trallblazers
engage and showcased

for leading 5G in the UK

Campaign bounce rate -

E _I_ | I._ -. ! ( 3 1.","_. :,_.' [
than global Ericsson benchmark

Average time on the campaign pages

over 3X
the global Ericsson benchmark

The Economist display ad CTR -

OX
the B2B benchmark
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Best use GOLD BRONZE

of content Ending retro Realise your vision
marketing expectations for Sohonet,
for Exasol, by The Croc
by Digital Radish
HIGHLY
SILVER COMMENDED
The rise of the data Vital statistics for B2B
scientist marketers by Earnest

by Refinitiv



impressions HOURS OF “»C DELIGHT TH15l5H>-IE BOs

E>iasol

ENDING RETRO EXPECTATIONS

showing prospects how current

database experiences are now
laughably outdated.

of target accounts

“The DR Team have been instrumental
through every key aspect of the campaign.
The results of the creative approach and the
C-suite engagement has been excellent.”

Marinder Patti - F5l Sales Director

sales opportunities
created

An B0sinspired content marketing programme with an ABM library at its core, ‘I 72

ditching pre-determined workfAows, :huilanaqing percepfions and creating

instant ‘AHA’ product understanding. sales meefings

generated o DIGITAL
R/\DISH



DATA SCIENTIST PERSONALISATION

THE RISE OF
THE DATA SCIENTIST

: THE RISE ;
¢ OF THE DATA
: SCIENTIST |, | . ..

o ga
T Maskilaswing EWL Bupes

TOP TEM GLORAL *

FINDINGS _ * * ° . s LINKEDIN
s B @ @ i . o
1 L |

REPORT AND NEW INSIGHTS

INFOGRAPHICS

HIGHLIGHTE o l:r-d-i-.ﬂ-::n

Anat trmch digitsi
WEAS T T

+100 ssersc +7,000 oo +1,200 con
ASSETS CREATED 9 DOWNLOADS 9 CONTACTS
. sdept B achancs buni m 2
+160 LIVE SALES +8 ooo EMAIL o 650 IN SALES +$100K IN WON P _—
- A OPPORTUNITIES 9 ENGAGEMENTS PIPELINE SALES ol R Al & MACHINE LEARNING

IH FIHANCE

()3 Duwin setuniiere r : B ——

nc -'=.-..'1---.-..-'-:-.-'-'- ' Digk i
e pieerriy 5 AL .
. - - s4t bariars
. & W A ' - i unrisiciied dale
. & - 5 R i T L : ; . =il . —pm = | 3 e 4{)‘:”
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i FIRMS EXPECT TO IMCREASE &1 4
DATA 5C|ENT|5T:

Machine learning .
models for the futlre

MACHINE LEARNME INVESTHENT

. AE & BEJLLT OF THE PAMDEMIC

DATA LEADER PERSONALISATION

- .
Category name: Best use of content marketing Campaign name: The rise of the data scientist anisecBusiness REFINITIVE 2T " Category name: Best use of content marketing Campaign name: The rise of the data scientist anLses eusiness REFINITIVE it .
Category numbers): 8 Brand: Refinitiv, an LSEG business ., Bz B M ar ke tin g Category numberis): 8 Brand: Reflnitiv, an LSEG business ., - B'2 B’ M ar ke tin g

Contact: Verity Sleeman Agency: nfa nsight - Development - Training - Events Contact: Verity Sleeman Agency: nfa :.. nsight - Developrment - Training - Events
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REALISE YOUR VISION
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A 10x10: Ten craftspeople and ten
—s ' = = views on filmmaking in 2021
A lobal, multi-chasmel I' ' 7 3 U‘/ 0

digrtal camipaizm - - .
rumming s0moss social, 'h g' comly > B : 0 B O [« O . T i i:ll:lf-:n.rc::-::-:u'-:lu
search, display, and I W

[Ir O s atic eny

— 7, Helping filmmakers stay true to the soul of thelr project.

*This campaign not anly demonsbrates
cortent spoke derecthy

the power of our collaboration soluboa
toindustry mdividuals im - ' bt 5o resonates with our saudis=nce
specific roles, companes -y & ik aka o i om a cregtree levvel shining 2 bght on
aind locarbions i oirr incredible customers st each stape

of the produchon process *

Cizmnis Rows, TR0, Sohonnd
F-.puil Mullen 5 ways fo ol the cost of dalay
Actheil cregtive compremiss =
5.'-:.1r-:|n-'|r|::r
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»

A

sohonet

tetl wann.sohonet.com/realise-your-vision




Suat pack Linkedln promotional posts

. _

BEREH o [ O REE

Vital Stats video

-~ PRESENTS
1/3+ o | =

VITAL STATS 4

ﬁ A é;i |fer B2E markaters]
. H—

Back in 2010 we wrote a simple
blog post, collating facts and stats
relevant for B2ZB marketers,

It proved to be more popular

than we ever thought From then
on we regularty release "Vital Stats
imto the industry, and this year we
built an entire campaign around it

Landing page

20,000

wiews of film on You T abe
in just 3 months

5,000

viewrs of our B2XB
Benchmark Stabistics

blog post

1,000

visits to our Vital
Stalts Hub this year

s

atiributed new buosiness

leads (resalbing in 2

EAREMEST

Instagram filter

newr clients)
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Best use GOLD

of customer Reimagining the workplace
insight for Okta, by LogiclogicMagic
SILVER

Enabling big business wins
for Tarkett, by Really B2B

BRONZE
360 solutions for Castrol,
by Really B2B



Reimagining the Workplace

DONATE

3000+ organisations took up the
Emergency Remote Work Offer.

LISTEN

YouGov survey + subsequent report.

Media coverage: 87 pieces of coverage across 7 countries.

1,200 media impact score.

DELIVER

12,000 leads generated.

Regional webinar series: 500 leads generated
C-level engagements: 159,000 impressions,
92,000 video views, 7,000 engagements

ROI 26:1 Marketing Pipeline: +25%

okta

REPORT okta

The New Workplace okta

The New Workplace.
Re-imagining
work after 2020.

iy
60 &

Security starts with trust

Trill o i GOt Purmie wiliue S a0 Eiertisl driver Of Frowiton i Leturty efraiructue Ach Of feCier Sl trirslormaton
= n

YouGov

eBOOK okta

The future of work ,
is dynamic 3

Silver linings from
2020, for the
future of work

o

Conferencing GOCumere CoRBLrRtOon. YN and oens
I aciiton 10 T IS wer've included ks 10 eech 1ooly
i frvs i, i weedl dri (O at e 10 Parkg el
e atra) Ereen weeth Ota

T @ ook i Ve rEmtE meor 1ok Pt

R okta




CASTROL - WIND ABM 5

e i - _J—--

SQLS Dol 3 - ki b il i el

from 10 accounts

750%

of target

EAR AM EXTRA § 100,000 =
[WEH A TURBINE'S UFET.IME / 10 YEARS

o
PrOVINNE THE EESENTIAL
| o ELEMENTS FUHN LONG LIFE
P AT @D CONERANT MR (&
o=

am— OF DIL LIFE

£l A

04 - Sma wsich, persceslied il proof’ point osrde snd s Bodurs

CASTROL-WIND ABM

With ceer 30 years' experience in supporting the wind @
turbine industiry with world-class lubricants, Castrol 1‘8 /
needed to raise the awarensss and reputation of their @

product offering in an industry that requires heewy proof
points of success and is reluctant to changs.

Pz with wrae
P

rasponsea rate

Srosrtamich

il
An ABM campaign was developed to communicate
the bensfits of Castrol's produwct offering by posticning
them as leaders in the wind burbine lubricants markst
The campaign targeted 11 high valus accounts,

consisting of lapsed customers, esdsting customears @
Castrol wanted to grow, and new ocpportunities 0
& merwr campaign creative was developed with three @

core message streams - susfamability, parformance X L

.g 3 s s against an industry
and p'u{:—?:lf-:m. his was dEl'-.'i—Zr.E" ._|E|r:g an integrated average of 12%
mix of media channels to maximise resulis.

Email open rate:

AT L THE'WIMA IS m Y
LISDN LIKE B 2080t

Lising the multi-layered messaging and chanmel b T T T
approach, the campaign delivered a staggering "E"
i5 l=ads from 10 of the 11 key acoounts targeted. M

All lsads generatad remain active and contmue
to have growth potential for Castrol

Email CTR:

327

i 8 p—
L

:::;-.—"-..—i— L. P
2 : === e
against an industry s e — v =

e -
ir

average of 3%
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Best use
of thought
leadership

CHONED

A 400% ROl and
accelerated sales
growth, driven by
thought leadership
by Protolabs

SILVER

The global workforce
view for ADP, by

Flagship Consulting

BRONZE

Take on tomorrow

perspective series
by PwC

HIGHLY
COMMENDED
Prime time for real time
2020 for AC|I Worldwide,
by Octopus Group



“ONE OF THE MOST
£F7MILLION+ COMPREHENSIVE PIECES OF g
RESEARCH RECENTLY EIDM,F-‘LETED-
SALES OPPORTUNITIES! ON THE AUTOMOTIVE INDUSTRY" BEC TECHNOLOGY PUNDIT

DEAMN JOHNSON

The Innovation race

@. r..IIJr Braspare II"!'.'HJEII"\'

repart predicts aceelerated

¥ ]

FoeHt-

GUT OF BUSINESS

4009%
RETURN ON INVESTMENT!

e
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/32 =

=)
Always Designing 42 -"'E
for P‘El:lple' contribution to ADP's #1 share of voice results

iud =

Always Designing 5 reports 17 languages
for People® offering global overview and regional spotlights

$3.72 million

EMEA sales
opportunity value

home could have been a hard to reach audience at exactly the point when they needed ADP most. But
because we had built a reputation for serous research and deep market insightt over many years, we were
able to double down on work in progress to produce the most comprehensive and useful study of employee ey ke,
attitudes immediately pre- and post-global lockdowns. The result was great context for journalists, great e T =y L

insight for readers and unrivalled relevant exposure of ADP across global and local media that helped drive gy 1282 plEtES
strong business performance over the following year.” - of coverage with a reach of over

iaratam Wyie, VP Nbrketing Intemational, ADP 5 5?0.5 m i.lli.ﬂl‘l

"With the pandemic monopolising media interest, senior Finance and HR decision makers working from
@

+4.4 million
Impressions

Q)

The Waorkforce View 2020
YVolume One Pre-COVID

_Wﬁ:igaddhauussall : - | - +22 DOO

industries and company sizes ; '
in17 kay global economias. website page views

264,000 :ﬂ 84.,

soclal clicks

The Workforce View 2020: oo
Volume Two Post-COVID b - ¢
In response to the pandemic === . ; e - s i IQI

we surveyed an additional

1Las os0c

around the world. - :;. : | I‘EpDI’t dDWﬂ lDadE

of employees say they're
about work
over the next five years




A user-centric

High-impact placements focused on digital news and podcast

digital experience content — our audience’s preferred formats

Resulting in an averagse Ta ]:(E DH

tima-on-page that is 131%

P e B Tomorrow
O dig redo Mr Morgondagens Bloomberg content carousel delivered a CTA result
ubmaningar och ta del sv eningems hii that was 168% higher than the publizher's benchmark
oich nu

Take on
Tomorrow

]
HE .
, WA
B

= H TR I L . R

Bloomberg podcast
audio advertizing

| Lot L}

Articles authored P ryrn
by PwC leaders F" e i
o h e i . i
Take on Tomorrow o

60+ PwC firms launched

91% of PwC partnars said e L :
the series in their market

Take on TOMOITow had
a positive impact on their
cliant conversations

Tackling the big issues of today to get you thinking
about what's next

Corvaie My e Lirjer Fra .-‘h-lnm Dhmrramrsd L ovws
Warwis: insegria Fousmoe sl COO

Marketing Cloud amail tamplatas
available to all firms delivered a
CTR 385% higher than avaerage

Encouraging

Bloomberg TV VOD placements

reflected the urgant issuas J 152
confronting society and business wosk-on-wosk

Bringing PwC and
strategy+business brands
Reaching our audience of global prograssive leaders together ?ditﬂﬁﬂ]]}r’ for
8 million impressions wwie A Brand awareness uplift 3x higher than benchmark (+3.4% vs +1.1%)

driven by =+b channels at launch




OG> THE BRAND TD SALES AGENCY O THE BRAND TO SALES AGENCY
Prime Time for

Real Time 2020 3,204,204 @ 1,625 5,488 17,435

IMPRESSIONS LEADS FROM HAMED TARGET ACCOUNT UNIQUE DOWHNLOADS CLICKS
*Octopus Group was instrumental in helping design LISTS AT AM AVERAGE CPL OF £120
an integrated campaign format that would effectively
deliver on the imvestment ACI Warldwide made

in the Prime Time for Real-Time Report. This
comprehensive, lead generation focused strategy was

well tailored to segments, perscnas and regions across

all communications and digital channels. As a result,
AC| Worldwide was able to drive real impact on the
global sales pipeline, as well as better support in-year
revenue generation and corwversion. The approach
was 5o successful that for 2021 AC| has expanded
the scope of the report, tailored streams of demand
generation content, and more tightly integrated these
into dewnstream product marketing activity.”

T =
HVGERL P m;ﬁ

Rachael Tomaney
Director Marketing, AC] Worldwide

AT

THE U.E. REAL-TIHE - -1 ; i THE P27
ORORTUMITY [ DEAIRTLINITY

o u]
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FOR ERROR
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Best limited-
budget
campaign

CHONND
The better-for-business zone
for Zen Internet, by OneGITM

SILVER

Digital employee experience audit
campaign by Applaud

BRONZE
The Chocbook for

Panasonic Toughbook,
by Sharper B2B Marketing



HARD-HITTING e S _ '
DOOR-DROP - e RS | What our client said ...

ooty iy Sarprivinghy

yenchecl 20 LK aress fnthe pllot -__. - 4 = et ataratis - "FF[F" is & huge opportunity for Zen. But while we have the fire in our
3 & 4 : bellies to take on the big beasts in our market, we don't have their deep
3 et i e e i pockets. OneGTM thought outside the box to give us a dever, highly
Voni're by g e e e S g = | targeted campaign and the practical means to compete in the big league.
Bettor tor Business Zone s - ; : Their campaign leverages our biggest strength, our partners. Engaging
e A & R e T e e and exciting them gives us great tools for targeting people where they
work: locally.”

THINK LOCAL

- 3 d ) Amanda Rogers, Marketing Manager,
! | . - R s -
YOL ARE HERE | . _ : Fen Internet

B ruircs besrtrSoren Zoms

Du-ohlosde Torm founeniy

B

=& cvenT -
| GUERILLA -
MARKETING WEBINAR

created buzz throughout the UK

. o o B == CAMPAIGN|| | STRIKE RATE
UPLIFT [ — BRIEFING GUIDE! =<

vs. previous monthly

Searily laar Bosbeagly neladi. Sorpibamigly & Mo pld i L = ; "
)  roling average SOIA M EDIA KI I
o B oy e B usieamin i e LR ke e e L - -

taking the customer guidance & posts for reseller partners %
through each stage

Mo wae'll pdicirese
CLEROMET GOt




DIGITAL EMPLOYEE

EXPERIENCE AUDEE

i 9,936EAHF’MEH

DIBITAL
R DGITAL INTERACTIONS
I ©)PERIENCE 342
EECUTIVE FORUL NEW COMPANY
e s ENGAGEMENTS

8 DEALS



CHOCBOOK.co.uk landing page “Device Configuration” page

Panasonkc [fusss CEOCBOOE Panasonic (FHei] CHOCBOOE

GET YOUR - g
CHOCBOOK T your design:
HERE HEHEREHBER
LS. B e veits cli

Tress Eaneinrm Teap ik

- = 8 , “n
lltll"',' .I o l:

Example “CHOCBOOK in action” test videos

o

e

Water Test Intro & Drop Test '

A
L .
L]

Check out the
CHOCBOOK testing

e
L]
L
[}
=
[

L]
L

K] 1
N

A real life CHOCBOOK

ic i, *‘r B
BUSINESS SHARPER Wmiiﬁ_l

TOUGHBOOK 528 MARKETING
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Most
commercially
successful
campaign

CHONND

Markers, set, go! for
O2 Business, by The
Marketing Practice

SILVER
Catching Feels for

P

-RGRAPHICA, by True

BRONZE
Defining what’s next
for Hitachi Vantara, by
twogether

HIGHLY
COMMENDED
Ending retro

expectations for Exasol,
by Digital Radish




INg you don't know

o
14% & £22.5m
conversion rate from opportunity closed won business against
to closed deal a target of £15.7m

A further
£24m a i

closed won business for every

closed won generated in £1 spent on marketing
additional business

Making connectivity a prionty Building the business case

More for your money
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HITACHI

Inspire the Mext
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= Key results

é $125M in MR
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ENDING RETRO EXPECTATIONS

Showing prospects how current

database experiences are now
laughably outdated.

Digital Radish didn't just help deliver an ROI of B60%, they fueled a pipeline
for the future, proving success to investors.

1.1TM

Impressions

REALITY

MU
- N N L WL TR
'E by |

sales opportunities
created

172

sales meetings
generated

HOURS OF sn>c DELIGHT

Engagement with

of target accounts

“The DR Team have been instrumental
through every key aspect of the campaign.
The results of the creative approach and the
C-suite engagement has been excellent.”

Marinder Patti - F51 Sales Director

DIGITAL
RADISH
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Best sales GOLD
enablement Ending retro expectations
initiative for Exasol, by Digital Radish

SILVER

The agile edge for Vodafone,
by Earnest

BRONZE

Data sauce: Conversational toolkit
for account managers

for Justkat, by Bridge




ENDING RETRO EXPECTATIONS

Showing prospects how current

database experiences are now
laughably outdated.

Digital Radish didn't just help deliver an ROI of B60%, they fueled a pipeline
for the future, proving success to investors.

1.1TM

Impressions

REALITY

MU
- N N L WL TR
'E by |

sales opportunities
created

172

sales meetings
generated

HOURS OF sn>c DELIGHT

Engagement with

of target accounts

“The DR Team have been instrumental
through every key aspect of the campaign.
The results of the creative approach and the
C-suite engagement has been excellent.”

Marinder Patti - F51 Sales Director

DIGITAL
RADISH




Our force multiplier
solutions give

alr operations
#TheAgileEdge

Contains public sector information licensed under the Open Government Licence v3.0.

Hero campaign assets

vodafone
business

We can give Defence the edge
it needs to challenge the status quo

#TheAgileEdge
Vodafone Defence

ot i wactes it i Smemec urscer e Open Cosmerement L i e i

ﬁl S(oh‘ Petty - oy
)

LinkedIn and sales activation

Future-ready and
agile innovation
sales opportunity

e \Qég

How te seil
Vedafone for Defence

3ways Yedafenc ia Pelging 1he Defence secter

|-ap-de. [

Prepare for success

e © 0

Customer
scenarios

Acammercially

agile portfolio

wodatone
asnen

PRGOS a8 SAPRS Ve e

Infographic

Challenge the Defence status quo
with the Vodafone agile edge

vodafon

business

Event and digital activation

Deft

needs a p r‘ N
- - '

Gain #TheAgileEdge
for Defence at sea

Deploy our solutions
at scale on land with
#TheAgileEdge

LinkedIn sector specific ad

Knowing how 1o gain the commercial and
compatitive advantage is vilal 1o the operational

sffoctiveness of ccrganisation_namo>,

Vi

But withoud B (gt gt
bogetnes 3t o 17

Gain the

Agile Edge

© © ©

40 CORMDOIMS Wi el O 533 s Voautne One et

Email

Home > Sectors » Defence

Defence ‘

Gain #TheAgileEdge for Defence with Vodafone Business.

=== -
: T —

-""-;"'
T

Supporting defence in the
Information Age

The Defence sector in the UK is faced with the challenge of embracing
the advances of the Information Age. This transition means exploiting the

We're committed to
challenging the status
quo and help Defence
gain #TheAgileEdge

Deploy our solutions
at scale on land with
#TheAgileEdge

e

P
T, e
Our force multiplier

- P
solutions give ‘
air operations o .

#TheAgileEdge

e

Targeted social and email activation

rting pefence

u
?n ‘t’t?: \nformation Age

strides towards
ital Defence -
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Making St
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Playbook
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566

10 x 1-to-1

28,320
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3,158



‘Data Sauce’ bridge + Musrear

A conversational toolkit
for Account Managers

“Transformation is an
overused word in
business, but Data Sauce
is helping us to do
exactly that. Our Account
Managers are clawing
back a significant amount
of time which allows
them to do what they

love doing... account
managing!”

Integration with CRM & Bl

'TH wsT EAT Today Action G
campar

Benchmark against your
competitors & peers

Capture and automate meeting . :
S R Real time customer performance reporting




i

Best channel
marketing
initiative

CHONND
The better-for-business zone
for Zen Internet, by OneGITM

SILVER

Samsung One for Samsung,
by twogether

BRONUZE
The power of... by Purechannels



THINK LOCAL

YOU ARE HERE

You're in the Zone,
[Yourtown]

L i e L]
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Fal Epag boaripe Syl e wopdabiy i o iole oo o
L | W | e
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HARD-HITTING
DOOR-DROP

reached 29 UK areas in the pilot

You're nthe
Baetter-to- Business Tonse

el S Bl ) e R e

1-126%

SALES
UPLIFT

vs. previous monthly
rolling average

taking the customer
through each stage

|—}GU ERILLA
MARKETING

created buzz throughout the UK
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SOCIAL MEDIA KIT

guidance & posts for reseller partners

What one of the partners said ...

F i

Suiper Tast Tull kre Brosd-er bans

ww 8§ B

Sy Dmairgir Serprivinghy
ani e Ak

lt's been hard engaging with customers through the pandemic.
Zen's campaign gave us a great product to sell. Perhaps even more
important it also came with all the tools we needed to connect

PRV - - = b . with customers. It's a welcome change getting away from digital
marketing and back to a more hands-on approach.”

Tim Daviaes, Director,
IDMet

KITAND ™

of a game-c

WEBINAR ==

for reseller partner events

100%
CAMPAIGN STRIKE RATE

14/14 reseller partners engaged in
BRIEFIN UIDE e i

Hows wae'll pdcrese
CLERDMET COndems
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Our New B2B Partner Programme ‘Q

SAMSUNG

Dear [MAME],

You are invited to our exciting launch event for Samsung One. Be the
first 1o find out what's instore for our brand-new partner programme.

Cwur commitment to you throwugh this programme is o communicate,
educate, motivate, and incentivise, Samsung One is hére 1o change
the way wa partner with vou. 5o 1ogether, we can achieva aven more.
Watch the virtual launch event live on
Thursday 5th November at 14:00

You'll be first to discover a brand-new connection with Samsung

Meore details to follow soon.

5™ November 2020

Ona cormection 1o incentives
Tre Sarang Ond Aacrer Fgranme o Seugred o M vkt yin,

SAMSUNG
© Copyright Sameung 2020

To mrire, e ipebatuas from Samsang resch pou. please Scd GRO dhATGE MBI, TR, SR 1 your addrens bk

] s smad Samung Parrha Urggecnee

SAMSUNG

Listen to the Samsung

One podcast
|

Dear [Srst name]

Thet g D Parteet Fyogramims f hess Ared 1 S ou tndentind
mnctly s on olfe. o FasScast ety - Torey Waith ard Rick Hlapss, b
e sy Qs wah o

Yoy e g e 0
Yeturtia e Dot of T -
[EErp————"—
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One connection
to education One connection
o3 0o Purcnas to education

w SAMSUNG @

SAMSUNG (©

Introducing

Samsung One
-

Dear [name],
Dear [partner]
Samaung i3 proud 10 |aunch & BRARG-HEW BAMREE
progeamme, Samaung One, The Samsung One Partner Programme is your one
connection to ground-breaking tech, incentives, training,
Barraieg Grm & afuly Cleacte and isrei e pate g "
So ey et st ooy, A it S g T marketing assets, 24-hour support and more.
educae, oA, CRILRCR B FOETTMAR YR AT BTG YO B8

S 16 i vaaaii sppcamiien With our new app, your salespeople will have content at their fingertips wherever

they are, helping them solve broad business challenges and close deals quickly.
And with our champion programme, you'll have the opportunity to get your
hands on the latest tech first

AN 1OGHY NG SNOS RN DR, VO SPECTIE DUSIEEE S0LE
eairing, piccuct peca. incertves aad 50 Much more, ae e advariage of e
T MO0 B 10 BDPOT DUSEWS 0N @ 03

That's just the start. See what else
Samsung One has in store for you,
today and in the future. Find out now
in our One Programme eBook.

DOWNLOAD NOW

Can't wait to get
ed?

Get straight
to the benefits

Why wait to build your pipeline and
close more deals? Get one connection
to every opportunity straight away, by
registering now for Samsung One.

REGISTER NOW

ight Samsung

SAMSUNG

To en: updates from S
partners_uk@europe.business.samsung.com

If you would rathe
you can unsubscribe. Unsubscribe

SAMSUNG (@ne

Watch the
Samsung One video

Dear [partner]

With Samsung One, your people can upskill anywhere with our app, learn about
the latest tech ahead of the rest, and enjoy extra spending money with Samsung
rewards. Plus, you can build your pipeline with extra marketing tools and
resources.

See the benefits for
yourself

Find out how you can connect your
business more easily o new
opportunities — and to the innovation
that's driving growth for businesses like
yours ~ in our One Connection video.

'WATCH THE VIDEO

Join Samsung One
today

Ready to connect with every
opportunity? Click the link below to
start growing with Samsung One
today.

REGISTER NOW

ESRMIUND B

Join the Samsung
One Partner

Join the Programme

samsung
One Partner
Drrggr‘dmme

SAMSUNG Bes

SAMSUNG Sns

Join the Samsung
One Partner
Programme

REGISTER TODAY

MacBaok Air

3 Good reasons to
jein Samsung One

b i 0 T T ] T 1)
Beccss ond cradility A dngle
e e i 8 aevary st
ona prospect

Irbrocusing Sormspang D, Tha naw parines
- Mty s e picr.

One conmaction to emerging opportunities.

5. ITOMONt 10 e DAty 13 Dt
" BeparionCet Tt CLEmer D

o 1B @

One connection to expertise, innovation,
and ground-breaking tech.

P N tr o o ot wanG Coogy
artnering wi T BT P W U T T R
Working et Samsung means
'9 With a com,
Pany thats
focused on the future, Yy that's

ood reasons to
Samsung One

SAMSUNG @

Samsung One

> Key results

4,500

strong partner
community

450

brand new resellers

300

monthly asset and
podcast downloads

530/0 partner

engagement with
programme




PowerConnect -
Dell Technologies modern
networking portfolio

An Introduction to PowerScale N\N\DW

Five Years Out

WN DéALTechnologies

Five Years Out | s s THURSDAY 15™ SEPTEMBER 2020 | 11.30AM - 12.30PM

e otz

SEPTEM

Hosted by Jon Laycock

ARGW

Five Yoars Out

THURS R 2020 | 3PM-4PM

Do you need more support to _ _
grow your business? T Artow ECS United Kingdom

Register Here

Webinar
Series

At Arrow, we work alongside you to build long-term success. Unlike other
distributors, we support and enable you - as a valued Dell Technologies

PCPWER i

Partner - to: HOUR YOUR EDGE-CORE-CLOUD
i JOURNEY THROUGH THE
¥ Address your customers’ changing needs. DELL TECHNOLOGIES

@ Increase deal value to grow your business. PORTFOLIO

@ Stay ahead of your competitors.

You know what success looks like for your business — we'll tailor a strategy
to help you get there. Then we provide the pre- and post-sales support,
training and enablement services you need to reach your goals.

m T with the #1 s

- DéLLTechnologies
Flue Years Out AUTHORIZED CHSTRIBUTOR

Register your interest here and | or a senior member of my team will
be in touch.

Kind regards 4
Mark Russell £
Head of Dell Technologies Business Unit

FiveYears Out

e Why Arrow

Harness the power of partnership

Find out how to boost sales and deal
et value with Arrow & Dell Technologies

HOURwebinar
Series ; ;
Register here for the PowerHour Series

We're invested in your success, becaus: We make it simple for you te grow your | Dell Technologies e

axperiences. challenges through

W hy nOW? Technologies partn At Arrow

Unsubscribe | Preference Centre | Contact Us Throughthe Dell Technologies Partner Prog
Iike for your business over the short-, medium

education and enablement you need to reach the

In practice, this means you will benefit 1
arrrow. com/ecs/uk THE BUSINESS OPPORTUNITY

When you commit to the Programme and start to Dall Technalogies erterprise portiolis procur

Complimentary technology vendors available

Acesrdingly Inclresp reore benafits 48 300 grom S Mowisa great time to epan up new rever Greater chaice for y Address your customers' changing needs.
Ateam of post-sale consultants availableto t streams through Dell Technologies and T Unbeatabola fnance I eal val row your busin
Assistance with develeping your Dell Techna Powe': of O“‘?- Becoming ? partner mean I Spot new opportunities to upsell and cros
i e A e . s Bt o s necs*trucind Dl Tochiaokog
axisting customer accounts. cha""?”' l,ailc Stay shead ofyour competitors.
To find out more, fill out our contact sccreditations.

FiveYears out | ARTHOMIER BaSTRISTON |

Mark Russell

Head of Dell Technalogies E
Arrow UK

AUTHORIZED DISTRIBUTOR
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Best SME-
targeted
campaign

CHONND,

Connecting the Falklands for Square
& Mastercard, by Harvarad

SILVER

Proud to serve quality fish and chip
shops of Great Britain for Sarsons,
by jellybean

BRONZE
Continuous flow for life for Resideo
(Honeywell), by Purple Agency



(2) Square  CONNECTING THE FALKLAND ISLANDS

"CONNECTING THE FALKLANDS WAS A UNIQUE OPPORTUNITY TO SHINE A LIGHT ON THE
RESILIENGE AND SELF-SUFFIGIENCY OF SME'S IN ONE OF THE MOST REMOTE 223M 50+ 200 T
LOCATIONS IN THE WORLD. OUR GOAL WAS TO RAISE AWARENESS OF HOW MODERN audience reach Pieces of coverage Virtual event atendees

ACGESSIBLE FINANCIAL TOOLS AND SOFTWARE HAVE HELPED FALKLAND SELLERS TO
PARTIGIPATE IN ANY ECONOMY."



ARSOy; | PROUD TO SERVE

QUALITY FISH ¢ CHIP SHOPS
s @9 v | OF GREAT BRITAIN

BRAND GROWTH DRIVER = INSIGHT LED = LASER FOCUSED = INTEGRATED
CHALLENGING THE STATUS QUO = IN TUNE WITH UNPRECEDENTED TIMES

P ".'—'.‘{ B
g-'-._'-;:;ﬁ,{f’ ~1
& 4-’-/'

DELIVERING...

v~ Chip shop conversion from
entrenched competitor

v  Double digit sector sales growth

v~ Brand visibility

v~ Brand trust

P
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Guaranteed.

Sometimes a product launch is more than just
a product launch. Sometimes, it’s a revolution
that spills out into the wider sector.

In September 2020, we helped Resideo do just that
when we launched their new range of thermostatic
radiator valves (TRVs) across Europe. But there was
far more to this story. In the European heating
valve market there are many global and local
brands competing for market share, and it is very
difficult to stand out beyond cold hard price.

This was restricting Resideo’s ability to grow their
business and affecting the prosperity of their
Czech factory and the people who worked there.

The single biggest reason for valve failure was
'sticking” — a relatable issue for installers,
wholesalers and specifiers, resulting in callbacks
and unhappy customers. This lentitself to a
disruptive approach by moving the choice criteria
for buyers from price to reliability. With the simple,
bold, direct proposition ‘guaranteed for life” we
created a clear point of difference and changed
how radiator valves are sold throughout Europe —
most now come with a guarantee. And our friends
at the Brno factory have never been busier.

A strong launch campaign, recognised
for ‘disrupting’ a commodity market
by changing the choice criteria.

Continuous flow for life.

PURPLE

AGENCY

resideo

A strong performance in
Western Europe, with 3-month
average sales amounting to

Honeywell Horre !

Centinuous flow

Control for life
Guaranteed, 4 0/ Of sa leS
1 1 0 target. N
000K L~
Product range
N \ brochure
Lo o
i L
P o
w0 =
SR
3 “"‘::mm“’ ’{,\{\ ((\'a.
- O <
o~ CO KO
<+ 6’(
% <
A8
ideo
resid®
- . Product feature
Publication emails . .
_ animations
\ Merchant
| CONTINUOUS OUR V2000SX
Honeywell Home r COMPATIBILITY VALVE RANGE ALLOWS
Bt A Tk BI-DIRECTIONAL FLOW
mean for installers? &
Continuous TRV s
performance — now
n
guaranteed for life.” @) A
N,
D, ) e
-0
Introducing the new Thera-6 head and V2000SX valve range
Our latest range of competitively priced valves and heads delivers
continuous premium performance
a 0
Requirements have changed in the 45 years we've been designing and making TRVs >
Now, on top of their usual functions, they must also provide: control accuracy, energy
low y reduced heat loads and an aesthetic design.
o o
The new Thera-6 head and V2000SX valve range fits all of these requirements, I nte ra ctlve sa les a I d -
while delivering the same level of quality and reliability our stockists have come to expect
We are so confident about it, we have guaranteed it for life.*
/e :
The new range, which provides a broad spectrum =
of heating controls from one manufacturer, is: /
Reliable - It is subject to rigorous testing beyond standard requirements.
Reputable — You can be confident in the level of quality across the entire product range.
Efficient — With a best-in-class energy rating and reduced maintenance requirements.
Best of all, we offer full marketing support — both in-store and in the trade.
with unique promotions available too. Introducing the new Thera-6 head
and V2000sX valve range ~ ’
. —
I ] - N Continuous
= erformance
The new range is available from 1 September 2020. p
Contact your Resideo Account Manager to find out more.
Installers and heating engineers
he lifetime is 10 years (Thera-6) / 15 years (V2000SX range) from the product manufacturing date
guarantee is subject to Resideo’s detailed warranty policy and terms of sale
. Honeywell Home —
resideo "—'
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Best corporate GOLD
decision- Zeronomics: Financing the transition to a net-zero
maker-targeted world for Standard Chartered, by Man Bites Dog

campaign

SILVER

The profit hunter: A force with nature for Embraer,
by Gravity Global

BRONZE
Trouble at the top for Mobilelron, by Champion
Communications



ZERONOMICS:

Financing the transition to a net-zero world

“Man Bites Dog has played a key role in reinforcing Standard Chartered's

brand promise, ‘Here for Good’, by focusing on areas where the Bank can and

is making a positive global impact socially, environmentally and economically.
Through our work together on Zeronomics — the economics of transition to a
net-zero carbon world — and previously on Opportunity 2030 — which, for the
first time, revealed the scale of the private sector investment opportunity in the
UN's Sustainable Development Goals over the decade to 2030 — these thought
leadership campaigns go beyond strategic marketing and communications
to driving actual change in the real world.”

Heidi Amsinck, Global Head of Content Development & Management
for Standard Chartered

The world must go net zero by |

ZERONOMICS

sty AP =
v R e

Zeronomics

[ I - vy e PP T ——



EZ PROFIT HUNTER
FORGE WITH NATURE

CREATE.
OUTPERFORM.

€ EMBRAER / CHALLENGE.



MOBILEIRON:

Competing against the likes of
Microsoft and IBM, Mobilelron
was struggling to reach C-Suite
decision makers. It needed

a campaign to capture the
attention of this audience and
start sales conversations.

Champion’s ‘Trouble at the Top’
campaign exceeded all of our
expectations, from the beginning
ideation of the campaign, to
designing and implementing the
survey, and managing it with the
utmost detail — and then to cap it
all off with awesome coverage.

Becca Chambers
VP Corporate Communications,
Mobilelron

mobileiron

49—

104
22"

adaUsS

©>. CHAMPION

COMMUNICATIONS

Forbes

Cybersecurity's
Greatest Insider
Threat Is In The
C-Suite

Louis Columbus
Former Contributor ©®

Enterprise Tech

e 84% of C-level executives say
they had been targeted by at

least one cyberattack in the

past year, with phishing

LUOO'SUJLUOOUO!dUJEl]O
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Best employee
engagement
programme

GOLD
Learn for your life by Stein [AS

SILVER

Supporting employees through Covid-19
by The Marketing Pod



As a marketing agency at the forefront of digital
and creative techniques, Stein |IAS relies on

constant improvement. The ‘Learn for Your
FU R YDU R Life initiative has created an internal learning

brand, a world-class digital L&D infrastructure,
and a complete cultural reset. This has
delivered a huge uplift in self-driven learning,
and spectacular ROI.




A ‘Business as Unusual’ virtual conference 2 emotive employee videos

THANK YOU GEFCO

3 BVBIUONE S
You are amazing.

R g WELCOME rn
M ineds s Uniooss

Business as
Unusual

Boosting

Your win
L
We”b@ing;f

g mal. r
I3ig "E/-SIUECZ/U
(<]

S— A wellbeing
Leadin g with//” Ments) heajty /i -
empathu: ‘ l pOdcaSt series

the positive

lessons we
Keeping
our mind
healthy I

learned durinr
Covid-19

to keep our customer

tockdown LT Pastrati curdtenia, pentru a fi

cu totii in siguranta

72deore

“We saw an incredibly positive response to our employee comms during such a ,/" :
difficult time. Our objective was to reassure our teams that they were important to zostanme v bezpeé

Pred a po pouZiti utrite
GEFCQ'’s future and part of the GEFCO family. We knew that many would be feeling

anxious about furlough, would be worried about safety on site, or would be trying to Health and safety

Tout propre, Keep it clean,

juggle work and family commitments at a more intense level than ever. The campaign materials in multiple tous protégés! keep us safe

L Coransvs PRl Sarvhee
s rfaces pendend 3
A MpEonE 18 fusiayehe

had something for everyone, and drew people onto a range of different platforms languages
depending on their digital expertise and circumstances. It’'s encouraged us to try new
tactics in the future, not just in the UK, but across our European sites too.”

Lydia Maule, Head of Marketing at GEFCO UK

S maving

Keep itclean, »,i )
keepussafe §
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Best
international
campaign

CHON D

The profit hunter: A
force with

nature for Embraer, by

Gravity Global

SILVER

Your imagination
starts with our finish by
Gravity Global

BRONZE
Take on tomorrow

perspective series by
Pw(C

HIGHLY
COMMENDED
What's cooking? for Alto-
Shaam, by Gravity Global



‘ arareiny Giodd! creard oe Frod Hunrer branoing for Ersfirear Comemdroia! Aviatas and & fas Saom
an ircmdibbe giobed’ sescens BT - CUSMNTREE, MOyTIETEE, GesayTa® and the sydor industng
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A user-centric
digital experience

How business can

ReSUItIng In an average bridge the gap and

achieve net zero
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Take on Tomorrow

Tackling the big issues of today to get you thinking

about what’s next

‘( - PaVal M\H\‘_ \ I \.\\H\ \H\‘ ValaaVavVle
O CONtent nermes

reflected the urgent issues
confronting society and business

Encouraging

34% repeat visitors

week-on-week

Reaching our audience of global progressive leaders

28.18 million impressions

time-on-page that is 131%
higher than benchmark

oyce here
https//inkd.in/ea7C5Y8
Robert E. Moritz [ - v Following **

- ®

eaders need to directly tackle the human dimension of system change so that

And more on our CEO survey cyb
https://inkd.in/eubgqTFR

mare people can engage productively and inclusively in economic life, partake in
opportunities, and fulfill their potential. Count me in. | talk about it her

Humanity, innovation
and radical progress
in the post-COVID world

Bringing PwC and
strategy+ business brands
together editorially for

the first time

Led to 40+% of the series’ web traffic
driven by s+b channels at launch

Articles authored
by PwC leaders
to showcase

PwC expertise

91% of PwC partners said
Take on Tomorrow had

a positive impact on their
client conversations

e

RN WY > AREE
- |
T e NELL
fi R

hciness 1 S .
TAKE on ‘ MORR

TMORROW
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Best use of GOLD

account-based A vision for Royal Mail’s digitised postal
marketing service for Vodafone,

(ABM) by Differentiated

SILVER

Building blocks of ABM for Salesforce,
by twogether

BRONZE
Ending retro expectations
for Exasol, by Digital Radish




A vision for Royal Mail’s vodafone
digitised postal service business

)




salesforce

A force for good

> Key results

10,363
"'@ clicks

1,299

TOFU leads

; E

READ THE BLOG } 1
" salesforce

FEAL THE STORY

READ BLOG READ THE BLOG

MacBook Air

115%

nll of ACV achieved
= for FY2020

+ Follow =2+

ORI -

+ Follow

me® me®
Aqui ut quae conecto maion nonsequia nonsequis aturehenis atis quae nus Aqui ut quae conecto maion nonsequia nonsequis aturehenis atis quae nus

erfeNamendi volut aut et aut prorenisinum volupta? erfeNamendi volut aut et aut prorenisinum volupta?

. But when banks

DDD 1:20 Rroil for

closed business

- salesforce

= 09:20 o

they find new

; 3 v - . W‘_’YS fo make Y Like G Comement Y Uke G Comment

@ Salestorce + Follow  *++ @ Salestorce + Follow  »++

Aqui ut quae conecto maion nonsequia nonsequis Aqui ut quae conecto maion nonsequia nonsequis Aqui ut quae conecto maion nonsequia nonsequis Aqui ut quae conecto maion nonsequia nonsequis Aqui ut quae conecto maion nonsequia nonsequis ne® he®

Salest + Follow *** prorenisinum volupta? prorenisinum volupta? prorenisinum volupta? prorenisinum volupta? prorenisinum volupta? Aqui ut quae conecto maion nonsequia nonsequis aturehenis atis quae nus Aqui ut quae conecto maion nonsequia nonsequis aturehenis atis quae nus
aginfod. erfeNamendi volut aut et aut prorenisinum volupta? erfeNamendi volut aut et aut prorenisinum volupta?

2,807,273 followers

he®

Aqui ut quae conecto maion nonsequia nonsequis aturehenis atis quae nus
erfeNamendi volut aut et aut prorenisinum volupta?

@) Uke @ comment

Empower your
Buy it now,

get it quickly

salesforce

+ Foliow + Foliow =+

Aqui ut quae conecto maion nonsequia nonsequis aturehenis atis quae nus Aqui ut quae conecto maion nonsequia nonsequis aturehenis atis quae nus
erfeNamendi volut aut et aut prorenisinum volupta? erfeNamendi volut aut et aut prorenisinum volupta?

Transport and logistics _
can make it happen expectations

salesforce

Aqui ut quae conecto maion nonsequia nonsequis Aqui ut quae conecto maion nonsequia nonsequis Aqui ut quae conecto maion nonsequia nonsequis Aqui ut quae conecto maion nonsequia nonsequis Aqui ut quae conecto maion nonsequia nonsequis
prorenisinum volupta? prorenisinum volupta? prorenisinum volupta? prorenisinum volupta? prorenisinum volupta?

O Lke ©) Comment O Lke ©) Comment

[5 Like & Comment
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ENDING RETRO EXPECTATIONS . [y | oNLY ?NEEK
— LN OF WAITING*

«UJSERS MAY HAVE TO WORK WEEKENDS

Showing prospects how current | )
database experiences are now | A = - == ' Engagement with

laughably outdated. 5 O
A =X 65%

of target accounts
"'RETRO .
REALITY “”The DR Team have been instrumental
rop S0 DATENVERANTWORTLICHE TEUSN T ERMESDE through every key aspect of the campaign.

Exasol | Hermes The results of the creative approach and the
v Ol " C-suite engagement has been excellent.”

| | o - — Narinder Patti - FSI Sales Director
- - “ o i 1 ‘ " Ey, kg, R Bl '
4 . - . : oy * gy Sey ”%'ﬁmqmﬂdr arc

— ' sales opportunities
‘ created

" i

,"‘ e r -
% SE FROM o

e

THE CLOUD, TyE cLOUD or

-
-
|
¥

A highly targeted, multi-region, multi-channel ABM programme at'scale, ‘I 72

with one sales and marketing engine at its core that reshaped

audience perceptions of what’s possible. :
sales meetings

Tre aralyies END RETRO EXPE! ATIONS. GET REAL-TI EANAL‘I“CS AT LAST. ‘
s arabyics GISESE
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Best brand
initiative

CHONND,

Catching Feels for

SILVER
Connecting the
Falklands for Sg

PERGRAPHICA, by True

Jare &

Mastercard, by Harvard

BRONZE
New tomorrows

today by Gravity

start
Global

HIGHLY
COMMENDED

Plastic isn’t the problem
by lTaillor-Made Media

Visionary science.
Authentic customers.
for Outseer, by Earnest
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Catchine Feels




uare  GONNECTING THE FALKLAND ISLANDS

Empowering Businesses

Scenes of the
Falklands

Falklands Falkla
----------- Helicopter Island
Services Distill

Cxplore more s Explore more

The Falklands Bluff Cove

are open
for business.

"CONNECTING THE FALKLANDS WAS A UNIQUE OPPORTUNITY TO SHINE A LIGHT ON THE
RESILIENCE AND SELF-SUFFICIENCY OF SME'S IN ONE OF THE MOST REMOTE 223M 50 + 2 00 +
LOCATIONS IN THE WORLD. OUR GOAL WAS TO RAISE AWARENESS OF HOW MODERN audience reach Pieces of coverage Virtual event atendees

ACCESSIBLE FINANCIAL TOOLS AND SOFTWARE HAVE HELPED FALKLAND SELLERS TO
PARTICIPATE IN ANY ECONOMY.”
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Sage: Brand campaign
‘New Tomorrows Start Today’
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S bnghtgreen

..arevolution in plastics

Plastic isp't the problem

How Bright Green Plastics 7)
became one of the most QGE
talked about names in ;om THE CHP
the recycling industry. R

JOIN THECHA g

A\

% By
-
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FINANCIAL TIMES

It pays to be rich
Why complex US tax rubes favour
e | billinaines — mwwas o s 1

Vaccinatcthe W &8 Challenge for Fed as US consumer
: | - prices rise at fastest rate since 2008

Challenge for Fed as US con :
prices rise at fastest rate sin

o Inflationary pressure builds e Monthly CF1 Agure up 5% e Cars, chothes an

Goldman says US bankers must reveal

W vaccine status before return to office rm":;’csc‘;:"g:{e .3

e T e e

Social posts

Did you know that Nilson projected $30.93 billion (or almost $31 billion) in gross
fraud lasses, with card-not-present (CNP) fraud, including purchases made via

mabile devices, in 2020 alone? Qur CMO Armen Najarian discusses this: __see more

OQ,:n-_- Follow +s+
A spci theut st t all mymaents i ang scenemtizatian professinals

3

+ Follow

Visionary Science.

Authentic Customers.

Defeating Digital Transaction Fraud & Friction - Outseer™

o Outseer + Follow =--
o

Website

OUTSEER

Visionary
science.

¥%  Authentic
4 customers.

pr—— =
l'“\lllx:e &) comment — Share 7 send
[ ] [ ]
OUTSEER
An RSA Company
Advertising Content thought leadership

Q HOME WORLD UK COMPANIES TECH MARKETS CLIMATE OPINION WORK & CAREERS LIFE L ARTS HOW TOSPENDIT H{‘J'FI

Visionary Science.
Authentic Customers.™

Outseer empowers the digital economy to grow by
authenticating billions of transactions annually.

OUTSEER

Didi Chuxing
Beijing asked Didi to change Billion dollar ‘unicorns” hit Treasuries rally and stocks

mapping function over record numbers as valuations  drop on rising cconomic
seeurity fears surge COMCEs

Outseer” Fraud
& Payments Report

Q22021

Digital transaction insights from the
Outseer Global Data Network™

OUTSEER

This is the story of Outseer,

a brand that did not exist 5 months
ago, but is now disrupting the fraud
intelligence market, appearing

in top tier business publications,
attracting top talent the world

over and rapidly becoming the
most talked about player.

1.7k

users per month -
from a standing start

2.3k

website sessions

2m 22s

session duration
(20% above target)

Social channel followers

152%

over target

7

demo requests in week
one — 233% over target
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Best product
launch
campaign

CHON D
Bring it on by Gravity Global

SILVER
Work from your phone for Samsung,
by Ogilvy UK

BRONZE

New tomorrows start today
by Gravity Global



‘Bring it On’




MR
SOLUTIONS 0P SUGPORT  SAMSUNG ONT

SAM3UNG
Samgeing for Russiness - Enteepeias Edition

OVDRIIW  SUPPOR' STy

Samsung Electronics Uk

CONTROL

The Best of Samsung.
Packaged for your business.

Galaxy Enterprise Edition is a complete package of mobile technology and services designed

ta give you more — more cholce, mare cantral and mare protection.

S

ar Enhanced

bort /

Samsung's
most successful
B2B campaign
to date



003 Wi—
gravity ‘ L

Sage: Brand campaign
‘New Tomorrows Start Today’
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Best lead GOLD

generation Demand generation engine tor KPMG,
or nurturing by twogether
campaign

SILVER

Business agqility by ServiceNow

BRONZE

Intelligent lead gen: No time?
No problem. by Modern
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KPMG Albaba Cloud growing faster  NHS Digital siges deal to Second UK lockdown leading
than AWS or Azure make it easier to share data  to muititude of productivity

Issues for businesies

> e

Confidence in your surveillance processes

Christine

FAST TRAGK
TOTHECLOUD

Gocompare agrees surprise takeover
by Future

KPMG DG Engine

A making Inroads in financial Dell launches more HPC Mealthy work-life balance
services secter_ buz net systerns feopardized by rise of reemote
WitRouT Sificulty i Tat Foin i ap warkisg

Err—

MacBook Air

> In just three months,

REUTCRS [PRREP " v 0 .
P 7 ] e we achieved...
- 15 Seplember 2020, 12:33 BST Updated on 15 Seplember 2020, 15.01 83T
B Chancellor tells parliamant that U K. businesess nead support
- - = b Sunak spoke aficr data showed UK. lost lel_l.kl(};q[-, b virus
How ByteDance's CEQ balked at selling TikTok's The Telearaph  comeei - & =

U.5. business

v Blow for insurers in landmark case over
Covid payouts

3X reduction in CPL from

+ 2.7 million people

1|.-|,.'.I¢I |Iu:|: <'.‘.I':‘1::.“|a::\:4m PR e m e cla il'l'lil'lg J obless
sbtiasakt THEASRTIMES | Talatstinm v puutix dogs | Tionws Rad = B L Up 121% from Ma o PY to I PY

Start vour one-n KPM’G’
S —— oy KPG .

ST  1rcc £ S U 0 0D e I— of lead target
—3 Retention Scherme claims : g ey e

Dy

Haw do you konow you'vn Got your claima right? L=

£

Nvidia's position is really not so bad

5X increase in
ml conversion rate from

5.39% 1t 2614%
10,428 leads

London (CHN Pusioets) - Tre ircian stat-up Cure S Dagan in 2016 35 & Miness app e

bidder. To judge by

i e "
PG L ey M

L ]
i = 09:20 s
| Enextt. customs: & VAT T —
Q Search I:| = |
’ _ Dy e [ = By @ 3 < [ = e Gue 8 > ¥ 4] 0 A~ 9
‘ a KPMG UK bl
‘ What are the key guestions you need to ask your HR and Payroll teams to have the ' I [
confidence that your Job Retention Scheme claims are compliant?

How do you adapt?

Do you trust your
JoD Retention - - e -.
Scheme data? ... T o

Dowrikoad Bt gsiche o Ean e Bruancs beasters [rem———)

P cus guside e tam arcl firarce s

1S
8]
B
[+
-
b
o

B

n

HOW [0 get ready m _
Download our finance leaders” guide to JRS claims Learn more i ; 5 I.U{ a t.JRS E]UUH Llwournlmu-nrm tool to find out Chrﬂltu—)l m. help ..m.m .-mu-r.m-l. . an[;] gg%ﬁgﬁgéﬁﬁgﬁ@e
oy KPMg.uK oo T Fee he new HMRG requirements?s

Weksinar wvailabbs on-demand

View aus rasdmap

(5 Like u Comment F_'} Chare . KPAMG

ey prepuned foe  JRS ausit? Lnwnmone | Corwmitaac g s Rttt Scheme scsdt roadmap [ o S vl 3 [ Fich ot e ] KEMG
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servicenow.

23

countries including
5 local-language variations

IDC

servicenow

IDC Business Agility Framework

252M

Impressions

Agility reguires accurate and timely information, the ability to process and
&Gt on that information, and the capability to coordinate a response. Those
that get this right quickly become more competitive, take advantage of
gpportunities and technologies more quickly, and build stronger

relationships with partners, customers and employees.

79%

- hae

b Ll

Barvicsbow
B s

.

72% of organizations consider
agility to be of strategic
impartancs to thair future
Success.

79% of organizations are still at
the early stages in their agility
journey

\Winen valatiity fa bacoming the nom, adapiabiity and fexiility are
i crwesingly swsentia 15 it oniy survees but thitve, Discosee b 13 e
ermibe gty intes yaur organisation

So where does your organization sit? And critically, how does this compare
to other organizations in your sector?

TAKE THE ASSESSMENT NOW =

Sarvicabicn FouTuts Ch

2 it o pac g £yt
e Fortiin of . S

580K+

clicks and video views

How agile is your business today?

More specifically, what needs to be done in order to accelerate the journey to even greater agility tomorrow?

13C"s agility seif-assessment tool targets § core measures of agility: Leadership, Organization, Process, Portfolio,
and Technelegy Architecture. Powered by extensive research of over 870 leaders of EMEA organizations, the
outputs of the tool benchmark your organization and where you sit in your agility jourmey.

By answering 14 guestions across the 5 core measurament areas above, you will receive a customized report that
highlights specific recommendaticns and a readmap or change. This will enable you to target practical and tangible

initiatives use cases and technologies, and build towards a more agile future.

IDC Agility
Framework

TAKE THE ASSESSMENT NOW

49%

reduction in digital CPL YoY

g pRrTe
aneve PP iy e
j N::,Nwe o

Bus
o not just

Kl 29x

ROI

A

_nenit
ot

—
b

The Best Places To Retire In 2021

servicenow.

Getting ahead in the
race for Business Agility

Proactive or Reactive -
which approach will you choose?

Volatility is now @ permanent fixture of the business
world. Shifting customer demands and competing

priorities are the new norm. And if your organisation
can't keep up with the changes, its survivol s ot risk

Agile organisations are taking a different approach.
Rather than just keeping up, they're acting
proactively to move ahead. By ensuring their rate of
internal change exceeds that of external change,
they are turning volatiity into a competitive

than anybody else. '

10

better
talent attraction
and retention

Business agility
means survival

Put the five pillars for Business Agility in e
place to gain the speed and adaptability \ * )
N

needed to survive ever-increasing volatility.

‘ V&)J a79)

O«

Vision leaders

Communicate the path to

success with clear responsiviliies @@

across your entire organisation.

Accomplish your goals by

enabling everyone to think

and move faster through -

IT collaboration. ’ »
agility journey report

Dynamic teams

i 40% of organisatior have a
vision of IT operations.

to get itin front of customers,

Seamless processes ~ ‘

service delivery to .
quickly. Help your
ndle requests faster, a
e working from,

of companies name workflow automation
software as a priority for improving agility.

Flexible production

59%

compared to an
ge.

Modernised architecture

of organisations are interested in a unified platform.

N

Organisational agility isn't possible without

technology, and that means IT leaders have a
critical role to play. Learn how to adapt quickly
to a changing operating environment and turn
business agility into a competitive advantage.

b s

Let's get

The next steps -

Get your head-start in the race for Business Agility by reducing complexity
and digitising workflows across the three main types of process,

1 2 3




Intelligent Lead Gen: e k\
NO time? NO prOblem_ KELLTON TECH

Demand Generation —> Account Based Engagement Tactics

Direct to pipeline lead generation Vertical & audience Process: InMail follow up strategy:
Assets optimised to capture late-stage specific assets LinkedIn connection request Personalised Drift video message

bottom of the funnel leads @ @ @

|@

Mapping loT across the business

Six key areas of koT In smart manufacturing
Create your loT I

Busi Case

- Managing the process via the
| Outreach platform:
e Use Outreach to manage the process
— by using a real-time dashboard view \l/
menifocturin ey R——— Your Guide to Building showing:

INDUSTRY 4.0 ADOPTION B ~ C f I T . . . _ .
| a Business Case for lo 1.Which accounts are being prospected C-'E‘] Nurture with thought Ie.adershlp
Fost forward to smart manufacturing . content and case studies
; with four key steps 2.How those accounts are being
TYX-IEY Y TSI nuriured \’

3. Functionality for sales actions that |
S @ Call with prospect to arrange
- Form completion rate 3xindustry demo and sale

130% above target for lead gen average

Ad engagements increased by 246% O outreach
CPL 50% lower than'Linkedin _ .

£1.25m pipeline and an ROl of 196%

FERREY EDRI

benchmark
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Best customer
engagement
initiative

CHONED
#Bossit2021 challenge by Sage

SILVER

Workplace pioneers tfor Workplace from
Facebook, by Harvara
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8.2bn

Impressions to date

1.3m

challenge videos created

15

PR articles




(Workplace WORKPLACE PIONEERS:

HARNESSING CUSTOMER ADVOCACY TO BUILD CREDIBILITY & SALIENCY

0 Frances Bentley @
o
£ Kevin McLennan +

HELP NEEDED PLEASE: Virtual awards ceremony d' e — > +
e e s iginomica o
| > N

Chantal Wilson, the company’s People Director, explains.

When COVID sped up Brexit - Honest S e @workploce v N .

Burgers turns to Workplace from Facebook it : : . patform
SUMMARY: By taking a people-first approach and using technology to reduce the admin e o

to beef up employee engagement
burden during the initial stages of the COVID-19 pandemic, UK restaurant °
chain Honest Burgers was able to minimise redundancies, re-skill its will always advocate for what | believe is an innovation and if anyone here in
workforce and ensure transferrable skills were put to good use Africa has questions or need advice on this incredible platform, feel free to reach Io n e - \

@ 5y Cath Everett December 16, 202 © Audion
Putting D& in focus with Workplace - Steve Clarke, Virgin Atlantic

first 'How we did it’ session with Steve Clarke from Virgin

owcased #beyourself - a diversity and inclusion campaign that

ncrease

MEET THE RETURN TO OFFICE ROUNDTABLE SPEAKERS! 3 Leah Truitt @ wa

We are excited to introduce MJ from Facebook, and Lee and Shannon from Starbucks. They are
eading the RTO charge in their respective companies, and each has actionable and pragmatic
experiences and learnings to share w s on this timely topic

(W workplace ®

EMEA Hero
Pionegr - Q2 2021

viror® Megan Buck
alianhc Channels and Social Manager

ce Roundtable. Your colleaques who
to join this dialog.

Hope to see you this Weds May 26th for the Return t
would be peers of MJ, Lee, and Shannon, are also welco

Return to Office Workplace Roundtable

1]

P - Kevin McLennan
a 2
nBev  Digital Contant Strategiet ~ Kevin McLennan ©

‘=" Got to me when | needed a treat the most! Thank you for making my day team! ¢3

OO0 :-uc

S N
AP

-

Y-y

L. 1
:

' Rachel Myers ©

Hi All, and Happy New Year to you!

COMPUTERWORLD

At Virgin Atlantic, Facebook Workplace evolves into
a key productivity tool

MJ Doctors Rajashekhar Lee Moreland Shannon Daniel
Facebook Starbucks Starbucks
Central Program Lead for Director, Partner Device and Dwec B

COVID-19 Response and Collaboration; Digital Lead for Effec
00® 17 «  Thewaronboring
presentations

#PioneerCast

Workplace Pioneers

Q. Divya Kukar @
" P

§.: Deskless Not Voiceless 2020 Report launch! § J"_"E"'"'
» Today we’ve officially launched our new research report focusing on how 1|
relationship between frontline managers and head office has changed since tl
of Covid-19.

As the UK heads back into lockdown, the report explores the ways in which this disconne
orkplace

n the workplace, and the importance of 3adressing this disCoOnNect as !

Time:

frontline managers ... See More

MILK CHOCO

:OR(;O

. 524

"WORKPLACE PIONEERS NOT ONLY ENRICHES OUR RELATIONSHIP WITH SOME OF OUR 0% 50+ 31
MOST VALUABLE CUSTOMERS BUT IT DELIVERS GENUINE IMPACT FOR OUR BUSINESS. pS | ]
AND IF YOU NEEDED MORE CONVINCING, THE PROGRAMME HAS HELPED GENERATE Customers Stories captured RO

$300K-+ ARR SO FAR THIS YEAR!”
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B2B marketing
team of the
year

CHONEND
Access Group

SILVER
Lumen Technologies



Display Ads Brand video

When your software lets you work
the way youwant.

scftware soltions.,
Werking wenders,

Visit atcessgroup, com/
workingwonders

When laborious admin
is a thing of the past.

W ' % /
. y

Software solutions.
‘When your software analytics Workingwonders,
Ihelp you actin the moment
com/
Software sakitions.
Warking wanders.

VSR B sgroup com/

workingwonders

Unleashed campaign

Thought leadership

to ‘wWarkrorce:
Take a look at our infographic in
association with Fosway, Europe’s
#1 HR Industry Analyst

¥ YOU HAVE THE

¥ FREEDOM

TO DO MORE

UNLEASHEDSOFTWARE COM 3 6 UN"'__E ASHED r GROUP

-

Logo and brand

18% vs 31%
18% of LD wdors i focused

o0 perlarmance devekopment,
werian X% of affort o oper ational
bearring ot abgred wih

b P thevehgmrt.

Only1in5

CEC sy theey made sigrificant
progress weth upsiding.

Animation storyboard Mobile sites

HELP ME ACCESS
HOSTING HEROES!

Now is the time to adapt the wary you
develop and reskill your employees.

First Steps with Lean
Manufactu

Downlosd full rpart

theaccessgroup.com/w

Outdoor advertising

~ you've

earned it

emargendes to those musthaves and treat
1ant access 10 the pay you've already

Marketing sourced pipeline:

£110.1m

against target of £107m

Sales revenue:

£146.2m

against target of £131.2m



MAJOR PROJECTS

AV -y
7y centuryLink
Complete re-brand of a Fortune

500 company in 9 months I_ U M E N®

Launched 2x the number of major
product campaigns vs. 2019

Completely redesigned our ‘
website in <4 months

COMPANY IMPACT

A vid

-- - — e Reduce annual agency spend Q V
by $10 million
|

48% of IT decision makers view

: Lumen as a technology company
Established 2018 (up from 30% as CenturyLink)

50+ employees
In 2020

Brought 90% of all
company creative

iINn house

TOP PRIORITIES

- Family
- Personal well-being

- Permission to be
human

LUMEeN
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B2B marketer
of the year

CHONND,
Isabelle Duarte,
-MEA CMO/SVP marketing, Okta

SILVER

Amy Williames,

head of marketing,
NHS Property Services

BRONZE
Charlotte Commarmond,
VP global marketing, Ingredion



“Despite personally having to shield

for over a year during the pandemic,

Isabelle Duarte simultaneously

built a 60+ strong EMEA Marketing

team, while delivering a 25% increase

In Marketing pipeline with a campaign
ROI of 26:1. An outstanding

EMEA CMO/SVP -

Marketing, Okta achievement both personally and

professionally.”

Isabelle Duarte

okta




roums

92,500+ bookings
made through our
platform so far

CSAT by Survey Besponse Received . [VHS]
NS o Growing NHS Open Space OPEN
Property Services T O O m During our pilot (2017-2019) we grew from 6 to 19 properties and welcomed 68,250+ bookings (a 10% increase). S PAC E m
| i We launched our official booking platform in May 2019, and since then we have... UELIVERED BY NHSFS
Property Services EP e - S g
‘ Expanded our portfolio Grown the NHS Open Created a more efficient NHS estate roperty ervices
‘ Volume by Survey Start of Month CSAT Volum : 5
3 I ‘ LT Moyl ¢ Vo 700+ rooms across 100 sites nationwide e 98%
a g S an  an C U STO M E R =
L 7 = (With 45 more ' \ Lo 9 [ of bookingsbeingpaid  _  mare funds coming back
1 rcara. [ 1 TM’ m"‘: i ” ":{) (With 45 more joining in August 2021) # IJI ‘t N u{' ‘_;\; for campared to - to the NH.S.UHEG
‘ nise | 3 J‘::: ;’;] 7;_7' '(_:F U A s 1% genarating new funds
e fesil.. | z uly 20 ; 8 R = 5
| | o FEEDBACK i | : i G
| | AR r‘ s 19 5 spanning NHS, private
g T ML 2 =7 o and community
e [ 1 /e 4 30.89%
- Grougs: 48 b : ‘ continuous booking rate == on roo
. | B 352% pro.
. ity - \ S YY) usage of non-hooked m
* & ‘l p
. “
.

Welcomed new health, wellbeing and community services

OPERATING

L J E
i\ 5% &, 5% & 5% ; 4% ) 4%

565,500+ hours Orthopasdies  Mental health  Diabetes Sexual health Psychalogical

of vital patient care treatment therapies (1APT)

being delivered

ESTATES

-y B DURING
. =l | ‘Wl COVID-19
.y

YOUNG LIVES

Property Service

Farmerty CLIC Sargent

2020/2021

- e ‘ | How to stay safe
A - S and use the estate
\ | | to enable excellent

: : patient care
Partnering with Integrated Care Systems

m Creatmg social prescnbmg spaces We are working with North West London ICS to develop an
ProPerty Services As an estates and facilities prownder to social prescribing objectives as set out in TheKlngs Fund) m enabllng NHS estate for reg |Ona| healthcare transformatlon.
the NHS with a national portfolio, NHS the Long Term Plan, reducing demand an P rtv S i
Property Services is in prime position to primary Care services, addressing the root- roperty services
support the growth of sodal prescribing causes of health concerns and ultimately Learn more > \Feb‘ruary 2021
by meeting local needs for dedicated creating greater sodial value from vacant
social prescribing spaces space.
We are working with NHS colleagues to Engagement with communities and
transform vacant indoor and outdoor NHS stakeholders is firmly at the heart
PN space into vibrant community hubs of our approach. We will involve local
A These can be used, free of charge, for communities in the design and work
voluntary and community organisations closely with commissioners to ensure that -
connected ta sodal prescribing networks. spaces make a valuable contribution in
In doing this, we are supporting NHS addressing local health and social needs m
Services

Property Services : = : !P‘ \ erty

Supporting Covid-19 vaccination hubs

We have identified and reconfigured space across our estate and are

L

Report Summary

We will work with
NHS colleagues to

Creating social R PR e L Social prescribing and

and green spaces for

prescribing spaces . NHS facilities

community groups.

know our
customers

supporting the mobilisation and running of other sites nationwide

5 How could the NHS better use its facilities to support social
v TR . F - prescrihina_holistic care and comminity recilianca?

Internal 11se nnlv

Marketer of the Year — Amy Williams

Amy is Head of Marketing at NHS Property Services where she has established a high performing team which brings the best of B2B marketing to the NHS.

She leads a team of ten marketers, focused on marketing operations development, improved customer data and strategy and delivering meaningful insight to the business. This has enabled
marketing to become a strategic adviser to the business. The last year has been one of transformation and change in all sectors but none more so than those working directly in the NHS. At the
beginning of the financial year, Amy led her team to quickly pivot towards supporting the response to COVID19 by using marketing capability to enhance customer relationships during a
tremendously difficult time. Now, as the organisation develops to support the new NHS, Amy is leading marketing initiatives to position NHSPS for the future.




Marketer of the Year Landing Page

\\) .-
Ingredion
) g i
Solving a challenge * Our ingredients ~ o > i
B

Be what's next.

Be what's next

What’s next

for the food industry? »

-_—

Charlotte Commarmond

Vice President,
Global Marketing, Ingredion

Social Posts

+ Foliow \‘ Ingredion Incorporated + Follow
\! 128, Ners

e’ ad. ®

[ ] [ ]
Seize opportunities fo vth—no matter where they arise. Our teams of technical We enable our customers to bring their visions to life, co-creating food that feeds their B ra | l d G u I d e I I
iy, an the grounc dreams and secures a real future for their businesses l l e s

and market experts are d around the globa.

i &
Ingredion Ingredion
Take your -
ambigions itk
the future
around =
of food?
the world
T Rgsarr
Let's make what's next, together: Visit website Discover what's next in food: Visit website
oea oex
& Like > Share ¥ Send (5 Like > Share * Send
\‘ Ingredion Incorporated + Follow

e 125,593 followers
7/ 4. ®

You need to continually imagine new ways to satisfy consumers —from sensory
we can help you create the future

experiences to sustainable practices. Discover how

Turn innovation
into growth

Create what's next in food: Visit website

oe

& Like > Share *F Send
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PR agency of
the year

CHONEND
BrandsZLife

SILVER
Fight or Flight

BRONZE
Whiteoaks International



Brands2Life's unforgettable year -
delivering today; investing in tomorrow

“THE YEAR EVERYONE WAS GIVEN

A STAKE IN OUR BUSINESS”

[ [ ]
Key Clients New Clients Won
: OF STAFF AGREED OR STRONGLY AGREED THAT
THEY HAD CONFIDENCE IN THE LEADERSHIP
TEAM THROUGH THE PANDEMIC CRISIS

BOUGHT

A THE ADECCO GROUP BYMANY

O puresTorAGE:

Linked ) HOLOGIC  # BARCLAYS

(o
Totra Pak’

Source: People Insight staff survey

#1

WEEK focn

vodafone
business

RICOH adyen match’ E_'éxperion HRAFHarn

95%

Nikon
NAMED #1 TECHNOLOGY

AGENCY IN THE PRWEEK
RANKINGS 2020 & 2021

OF CLIENTS AGREE OUR WORK HAS
GENUINELY DELIVERED BUSINESS IMPACT
WON BEST INTERNSHIP SCHEME AT

. . T PRWEEK BEST PLACES TO WORK 2021
4 4 NEW £4 M IN NEW 200/ INCREASE IN PROFIT 1MW PLUS HIGHLY COMMENDED FOR LARGE
CLIENTS BUSINESS FEES (0] WEEK P ™ AGENCY AND SUPPORT DURING COVID

* CONFIDENTIAL - NOT FOR PUBLICATION

Employees First

“We have a very longstanding and successful relationship

with Brands2Life. Their Social, Influencer and Digital
Content team (much like the rest of Brands2Life) are
second to none for pushing boundaries and driving
impressive results. The Changemakers campaign is an
example of their brilliance at work - both in management
and creative; early brand impact is pointing to some
impressive results. We love working with this team.
They're smart, passionate and delightful to work with.”

DARAIN FARAZ, DIRECTOR, BRAND MARKETING EMEA & LATAM, LINKEDIN

.-'-- Became a Tax-free bonuses Launched Introduced ? Acceleration of D&I £60K spent on Extension of £1K LIFE LOANS o 100+ internal training
“N*°  majority-owned * of £1.2k to all staff ME ME@BRANDS2LIFE —N:2J  Wellness Month " taskforce ‘f external training @ initiative to cover home *3' sessions - an increase
employee trust via the EOT eenpRe mental health policy ‘ improvements during lockdown i of100%
[ ]
The Agency for the Brands Transforming Our World
% 35%r 30% 9% 66 GENC S g 10 1K
40%1 b b b NINE AGENCY AWARD + +
|
MARKETING SERVICES  VIDEO REVENUE PLANNING REVENUE DIGITAL & SOCIAL AWARD (PRWeek & PRCA Large Agency of the Year, PRWeek Best Places to Work 2020 & WEEK W, UK Social Media WEBINARS WITH  DELEGATES
REVENUE REVENUE NOMINATIONS 2021 (x3), Brand Film Award Agency of the Year 2020 & 2021, UK Social Media Awards /// Awards 2021
In-Agency Team of the Year 2020 and PRMoment B2B Agency of the Year 2021) GFTREVERNSD RTREVERRGx FINALIST

Diversity & Equality

0.01% 153
12%

GENDER
PAY GAP

STAFF IN LONDON, NEW YORK
& SAN FRANCISCO

OF THE BOARD ARE FROM
BAME BACKGROUNDS

RAISED FOR
CHARITIES THIS YEAR

22%
FEMALE

£15K
2HR

2
3K

OFF A WEEK FOR
VOLUNTEERING

OF OUR STAFF ARE
FROM BAME BACKGROUNDS

MAJORITY
BOARD TEAM

Investing in our communities - local & global

LAPTOPS DONATED TO LOCAL SCHOOL, ARK GLOBE
ACADEMY TO HELP STUDENTS LEARN DURING COVID-19

TREES PLANTED
IN SOUTH AMERICA



B2B PR AGENCY OF THE YEAR

CULTURE

AGENCY GROWTH

YEAR 1 FINANCIALS (MAY 20 - APR 21)

#Turnover £934.,61/
Fees £ 871,567

Operating Profit £299,680
Profit Margin (34%)

2021 Projected Revenue £1.7M

YEAR 1 HEADCOUNT

15

. 3

AM J J A S ONDJFMAMIJJ

AWARD WINNING WORK

WOLTERS KLUWER | KEEP PUSHING

FLIPDISH | FOOD FIGHT

B flipdish

VIRUS PANDEMIC [l USR5 CHER EXECUTIVE, FLIPOISH
| sicymeus ccen I8 v mmmmmmmcww

NEW CLIENT WINS

Linked [T}] sky[connect

* flipdish

@ trainline 3 Wolters Kluwer e Expedia

Gﬂlb I DLA PIPER

Qconsult




US. IN A NUTSHELL. 2020.

22 50% 60 457

Client satisfaction Clients retatned
New clients welcomed Of staff promoted score (NPS) achteved for 5+ years

4 2250 510 °50

Years' average PRovoke Top 250 PRWeek Top 10 Tech B2B Marketing
staff retention Global Agency PR Agency Benchmarking Report

Top 50
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B2B marketing GOLD

communications Digital Radish
agency of the
year SILVER

Earnest (London) Ltd

BRONZE
Stein IAS



”THE : “ ‘ .::11:;1" Ap! \

,,100% Y OPPORTUNIuTIES FOk

DIGITAL

RGN ooru  PREOneN ACHIEVED
R/ADISH 100% Bl 137%
BREAKING NEW GROUND NPS REVENUE GROWTH

‘I've NEVER

worked in such

# g PPORTIVE and POSlT'V

enVil‘Onmer

LOTS OF PR‘“ (

kes peoP'e p”l_‘ ’
gFFORTT®" |

We delivered on our brand
promise to break new ground and

DOUBLED

THE TEAM SIZE

, in doing

“The team at Digital Radish
are outstanding”

£ millions in
#\We W‘{“|d s +qital Radish”
pipeline Wi

“They deserve to win
agency of the year”

ork with any

' w .
¢l WOU|dn ¥ ofter this”

HELPED CLIENTS
DELIVER NEARLY A

BILLION
IN PIPELINE

“A strategic partner and
critical extension of our
marketing department”

“The creative approach and the C-suite

Inspired by Bhutan, the only country in the world to measure
engagement has been excellent”

itself in gross national happiness, rather than GDP.




Good growth is growing your people Cashplus

ST \

ol

726 cashbac\k
oNn every pouna
your small business spenas

181 J- 3
ﬂ‘ﬂ%ﬁ -

Thank va for everything

VAR
Book —
'\/

) EXCItIng news for Cashp;us R
and our customers _#

We're officially a full UK bank_

~ Thefutureis small I
We're backing small business
every step of the way

i —‘é = 1
-_—l i I T .. L
y e -]

Eam up to £12K on business spending

s

(1

Ericsson GLP

Fuelling the UK's 5G
Transformation

= £5 Million

in revenue — 25% growth
since last year

75%

Who's leading The UK's top i .
the 5G charge 5G pioneers will of work international
- in the UK? be revealed
i ‘ Coming soon: Get rec :
ioning people i The 5G Trailblozers
e E Will you make the list? l | S
headcount doubled
UK Trailblazer sl X 2 .
Profit doubled since last year

#5GTrailblazers ERICSSON #5GTrailblazers - 90

(£900k vs £420k last year)




Stein IAS:
The B2B Originals
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vit

GLOBAL

gravity

HEADLINE SPONSOR

windsor

Wisque EST-1982

@ the croc

CATEGORY SPONSOR CATEGORY SPONSOR CATEGORY SPONSOR
selbey
Qnderson HITE COLLAR VIDEOS
AFTERSHOW SPONSOR VIDEO PARTNER

LogicLogicMagic

CREATIVE PARTNER



