
T H E  W I N N E R S



Best 
multichannel 
campaign

G O L D
Boss it for Sage, by Sage  
and Wunderman Thompson

S I L V E R 
Business agility by ServiceNow

B R O N Z E 
Realise your vision for Sohonet,  
by The Croc 

CATEGORY      









G O L D
Building blocks of ABM  
for Salesforce, by twogether

S I L V E R
One-to-one ABM by Durhamlane

B R O N Z E 
Pizzas for Autino, by Bray Leino 

Best use of
direct mail

C A T E G O R Y  S P O N S O R

CATEGORY      









Best use of live, 
digital and/or 
hybrid events 
marketing

C A T E G O R Y  S P O N S O R

CATEGORY      
G O L D
Retail renaissance by Emarsys

S I L V E R
Sigfox Connect 2020 for Sigfox,  
by twogether

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 







Best public 
relations 
campaign

CATEGORY      
G O L D
Rescuing retail for Go Instore,  
by Champion Communications

S I L V E R
What’s cooking? for Alto-Shaam,  
by Gravity Global

B R O N Z E 
Deskless not voiceless 2020  
for Workplace from Facebook,  
by Harvard









Best use  
of creative

C A T E G O R Y  S P O N S O R

CATEGORY      
G O L D
Realise your vision for Sohonet,  
by The Croc

S I L V E R 
Catching feels for PERGRAPHICA, 
by True 

B R O N Z E  
Smartport is making waves for 
Trelleborg Marine & Infrastructure, 
by Stein IAS









Best use 
of digital 
techniques  
or technologies

CATEGORY      
G O L D
The profit hunter: A 
force with nature for 
Embraer, by Gravity 
Global

S I L V E R
Here to help your 
business flex  
for O2 Business,  
by twogether

B R O N Z E 
The many faces of work 
for Computacenter and 
Microsoft,  
by Gilroy

H I G H L Y 
C O M M E N D E D
European expansion for 
SNAP,  
by Gravity Global











Best use of 
social media 
or influencer 
marketing

CATEGORY      
G O L D
#Bossit2021 challenge by Sage

S I L V E R
Follow the sun for Refinitiv, by OST

B R O N Z E 
5G Trailblazers for Ericsson,  
by Earnest 









Best use 
of content 
marketing

CATEGORY      
G O L D
Ending retro 
expectations  
for Exasol,  
by Digital Radish

S I L V E R
The rise of the data 
scientist  
by Refinitiv

B R O N Z E 
Realise your vision  
for Sohonet,  
by The Croc

H I G H L Y 
C O M M E N D E D
Vital statistics for B2B 
marketers by Earnest 











Best use  
of customer 
insight

CATEGORY      
G O L D
Reimagining the workplace  
for Okta, by LogicLogicMagic

S I L V E R
Enabling big business wins  
for Tarkett, by Really B2B

B R O N Z E 
360 solutions for Castrol,  
by Really B2B 







Best use 
of thought 
leadership

CATEGORY      
G O L D
A 400% ROI and 
accelerated sales 
growth, driven by 
thought leadership  
by Protolabs

S I L V E R
The global workforce 
view for ADP, by 
Flagship Consulting

B R O N Z E 
Take on tomorrow 
perspective series  
by PwC

H I G H L Y 
C O M M E N D E D
Prime time for real time 
2020 for ACI Worldwide, 
by Octopus Group 











Best limited-
budget 
campaign

CATEGORY      
G O L D
The better-for-business zone  
for Zen Internet, by OneGTM

S I L V E R
Digital employee experience audit 
campaign by Applaud

B R O N Z E 
The Chocbook for  
Panasonic Toughbook,  
by Sharper B2B Marketing 









Most 
commercially 
successful 
campaign

CATEGORY      
G O L D
Markers, set, go! for 
O2 Business, by The 
Marketing Practice

S I L V E R
Catching Feels for 
PERGRAPHICA, by True 

B R O N Z E 
Defining what’s next 
for Hitachi Vantara, by 
twogether

H I G H L Y 
C O M M E N D E D
Ending retro 
expectations for Exasol, 
by Digital Radish











Best sales 
enablement 
initiative

CATEGORY      
G O L D
Ending retro expectations  
for Exasol, by Digital Radish

S I L V E R
The agile edge for Vodafone,  
by Earnest

B R O N Z E 
Data sauce: Conversational toolkit 
for account managers  
for JustEat, by Bridge





Chris Wilson Earnest

10 x 1-to-1  
meetings on the day 
(double the target)

28,320  
video views

8,158  
reach  
(beating the target of 5k)

Best Sales Enablement The Agile Edge

14 Vodafone

566  
new contacts added to  
post event workstream 
(beating objectives 5 fold)

148  
attendees at the speaker slots 
(beating the target of 75)

Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Playbook

Hero campaign assets

Event and digital activationLinkedIn and sales activation Targeted social and email activation

Infographic

Launch video

LinkedIn sector specific ad Email

Our force multiplier 
solutions give 
air operations 
#TheAgileEdge

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

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

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

Gain #TheAgileEdge 
for Defence at sea

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

Deploy our solutions 
at scale on land with  
#TheAgileEdge

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

Our force multiplier 
solutions give 
air operations 
#TheAgileEdge

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

Email

Gain #TheAgileEdge 
for Defence at sea

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

Deploy our solutions 
at scale on land with  
#TheAgileEdge

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



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

+‘Data Sauce’

Best sales enablement initiative

 

14

James Smee

‘Data Sauce’: Conversational Toolkit for Account Managers
Just Eat

Bridge



Best channel 
marketing 
initiative

CATEGORY      
G O L D
The better-for-business zone  
for Zen Internet, by OneGTM

S I L V E R
Samsung One for Samsung,  
by twogether

B R O N Z E 
The power of... by Purechannels





Samsung One

300  
monthly asset and 
podcast downloads

53% partner 
engagement with 
programme

450 
brand new resellers

4,500 
strong partner 
community

> Key results

Join us and get started 
Visit www.samsungone.co.uk 

We look forward to welcoming you into our Partner Programme 

SMG115-033-launch-1pp-A5-v07.indd   2SMG115-033-launch-1pp-A5-v07.indd   2 09/10/2020   15:4909/10/2020   15:49

Introducing Samsung One

Helping you to deliver success

The Samsung 

Partner Programme 

is built around three 

fundamentals:

Communicate

The Samsung One app is your one connection to 

our new business partner programme. It provides 

access to everything you need and keeps you 

instantly updated with our latest product 

launches and training materials in order to  

keep you one-step ahead of your competition. 

Educate

With our brand-new training materials, you will 

have instant access to a suite of modules via a 

mobile app as well as desktop – enabling you 

to remotely upskill your Samsung knowledge 

and uncover further opportunities with your 

customers. Our new training materials are about 

more than just product. They’re packed with 

content to overcome business challenges and 

provide new solutions to help you sell more.

Motivate

This programme offers your business the  

chance to become a Samsung champion, 

providing you with the chance to get your hands 

on the latest and greatest flagship devices, 

allowing you to see and experience the  

latest technology, first.

Incentivise

Samsung Rewards allows you earn points 

for everything you do with Samsung, from 

completing training modules to sales incentives. 

These points are turned into credit, ready for you 

to spend on anything you choose via your own 

personal Mastercard. It’s our way of saying  

thank you for your commitment and our  

on-going partnership. 

1 The capability  

you have

2   The customer 

experience  

you deliver

3  The business 

growth  

you need

SMG115-033-launch-1pp-A5-v07.indd   1

SMG115-033-launch-1pp-A5-v07.indd   1

09/10/2020   15:49

09/10/2020   15:49

 The largest 
portfolio of 
mobile devices

No matter what industry your customers are in, 

there’s a device in the Samsung range to help 

every employee work smarter. The Samsung 

portfolio offers advanced smartphones,  

robust tablets and next-generation wearables  

– at prices to suit every budget.

Leading  
mobile security 

software

All our Android smartphones and tablets are  

protected by Samsung Knox, defence-grade 

security, which is ready for work right out of  

the box.

Samsung phones and tablets also feature 

advanced biometric security – iris or facial 

recognition and fingerprint scanning. So, 

security is always personal.

WHY SAMSUNG FOR BUSINESS
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The Samsung vision
Partnering with Samsung means working with a company that’s focused on the future.

3

1

하나

One

Samsung One: 

one vision,  

one connection.

One connection to every opportunity

© Copyright Samsung 2020

To ensure news and updates from Samsung reach you, please add 
partners_uk@europe.business.samsung.com to your address book. 
 
If you would rather not receive email communications from Samsung,  
you can unsubscribe. Unsubscribe

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

Get straight  
to the benefits

One

Discover Samsung One

View online
[SUBJECT LINE] Sign up to Samsung One today 

Dear [partner]

The Samsung One Partner Programme is your one 
connection to ground-breaking tech, incentives, training, 
marketing assets, 24-hour support and more.

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. 

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

Join Samsung One 
today

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

REGISTER NOW

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.

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

See the benefits for 
yourself

WATCH THE VIDEO

One

Watch the 
Samsung One video

View online

© Copyright Samsung 2020

To ensure news and updates from Samsung reach you, please add 
partners_uk@europe.business.samsung.com to your address book. 
 
If you would rather not receive email communications from Samsung,  
you can unsubscribe. Unsubscribe

[SUBJECT LINE] How do you and your customers benefit from Samsung One?

Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best channel marketing initiative

15

Alexandra Webber

Samsung One

Salesforce

twogether





Best SME-
targeted 
campaign

CATEGORY      
G O L D
Connecting the Falklands for Square  
& Mastercard, by Harvard

S I L V E R
Proud to serve quality fish and chip 
shops of Great Britain for Sarsons,  
by jellybean

B R O N Z E 
Continuous flow for life for Resideo 
(Honeywell), by Purple Agency 





 

 

 

Category name: Best SME-targeted campaign 
 
Category number(s): 16 
 
Contact: Susan Bolam 

Campaign name: Proud to Serve Quality Fish & Chip Shops of 
Great Britain 
 
Brand: Sarson’s 
 
Agency: jellybean 
 



Continuous flow for life.
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 lent itself 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.

Product feature
animations

Product range
brochure

Interactive sales aid

Publication emails

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

© 2020 Pittway Sarl. All rights reserved.  The Honeywell Home trademark is used under license from Honeywell International Inc. These 
products are manufactured by Pittway Sarl and its affiliates.  This document contains proprietary information of Pittway Sarl and its affiliated 
companies and is protected by copyright and other international laws. Reproduction or improper use without specific written authorization of 
Pittway Sarl is strictly forbidden.

DISCOVER MORE

Introducing the new Thera-6 head and V2000SX valve range

Our latest range of competitively priced valves and heads delivers 

continuous premium performance.

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 
efficiency, low temperature systems, reduced heat loads and an aesthetic design. 

The new Thera-6 head and V2000SX valve range fits all of these requirements, 

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.*

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.

The new range is available from 1 September 2020.
Contact your Resideo Account Manager to find out more.

Continuous TRV 
performance – now
guaranteed for life.*

* The lifetime is 10 years (Thera-6) / 15 years (V2000SX range) from the product manufacturing date. 
The guarantee is subject to Resideo's detailed warranty policy and terms of sale.

Interactive sales aid

Merchant
POS

Category name: 

Category number(s): 16

Contact: 

Campaign name: ‘Continuous flow for life’

Brand: 

Agency: 

Best SME Targeted Campaign

Nikki Plant, Marketing Manager

Resideo

Purple Agency



Best corporate 
decision-
maker-targeted 
campaign

CATEGORY      
G O L D
Zeronomics: Financing the transition to a net-zero 
world for Standard Chartered, by Man Bites Dog

S I L V E R
The profit hunter: A force with nature for Embraer,  
by Gravity Global

B R O N Z E 
Trouble at the top for MobileIron, by Champion 
Communications





Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

For Use in Below

Steve Long
1/5/6/7/8/13/17/19/21 Embraer

Gravity Global

Profit Hunter: A Force With Nature



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

MobileIron: Trouble at the Top

Competing against the likes of 
Microsoft and IBM, MobileIron 
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, 
MobileIron 

45 Pieces of coverage (to 
date) in top tier media 
targets around the world. 
Exceeded the KPI by 68%

104
Marketing 
Qualified Leads  
for MobileIron’s 
business 
development 
team, exceeding 
the KPI by 108%

52% SoV during the 
quarter when 
the campaign 
was active, 
higher than all 
its competitors 
combined

Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best corporate decision maker targeted campaign

17

Harry Webster

Trouble at the Top

MobileIron (acquired by Ivanti)

Champion Communications



Best employee 
engagement 
programme

CATEGORY      
G O L D
Learn for your life by Stein IAS

S I L V E R
Supporting employees through Covid-19 
by The Marketing Pod





Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Category name: Best employee engagement programme
Category number(s): 18
Contact: Kerrie Malone

Campaign name: Supporting employees through Covid-19 
Brand: GEFCO UK 
Agency: The Marketing Pod

“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 
GEFCO’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 
juggle work and family commitments at a more intense level than ever. The campaign 
had something for everyone, and drew people onto a range of different platforms  
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

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

A wellbeing
podcast series

Health and safety 
materials in multiple 
languages

Creative execution: a focus on digital 

It wasn’t all digital...

Excellent results (and a very happy client!)

2

3

TMP also produced a range of 
H&S materials, including 74 
posters in multiple languages.

  Emotive employee videos: 
2 videos designed to uplift 
and reassure. 
 
With a small budget, and limited 
original footage, TMP’s design team 
were able to create two short but 
impactful employee videos.

Thank you Christmas 2020

‘We saw such a positive response to our employee 
campaign. Our objective was to reassure teams that they 
were important to GEFCO’s future. We knew many would 
be feeling anxious about furlough, would be worried about 
safety, or would be trying to juggle commitments at a 
more intense level than ever. The campaign had 
something for everyone, and drew people onto a 
range of different platforms depending on digital 
know-how and circumstances. It’s encouraged us 
to try new tactics in the future, not just in the UK, 
but across European sites too.”  

Lydia Maule, Head of Marketing at GEFCO UK,

  The Wellbeing Podcast 
project: 
A series of 3 podcasts, 
fully managed by TMP 
and made available across 
all mainstream podcast 
channels.

‘Keeping your mind healthy in 
lockdown’ became a central 
part of the campaign and was 
released in time for Mental 
Health Awareness Week. TMP 
also created a blog and social 
media assets to accompany 
each podcast. 

Podcast listens (so far) 

attendance at the 
Business as Unusual 
virtual conference

Client feedback: 
Excellent! GEFCO's 
corporate comms team 
in France has decided 
to replicate parts of this 
campaign with their digital 
communications strategy.

100%

414



Best 
international 
campaign

CATEGORY      
G O L D
The profit hunter: A 
force with  
nature for Embraer, by 
Gravity Global

S I L V E R
Your imagination 
starts with our finish by 
Gravity Global

B R O N Z E 
Take on tomorrow 
perspective series by 
PwC

H I G H L Y 
C O M M E N D E D
What’s cooking? for Alto-
Shaam, by Gravity Global 





Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Lead Gen/International/Thought Leadership/Content

Steve Long

8/11/19/23 Akzo Nobel

Gravity Global

Your Imagination Starts With Our Finish

White paper:

Building a  
sustainable future

Architectural



A user-centric 
digital experience  
Resulting in an average 
time-on-page that is 131% 
higher than benchmark

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

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

Encouraging 

34% repeat visitors 
week-on-week

6 content themes 

reflected the urgent issues 
confronting society and business  

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

Take on Tomorrow

Reaching our audience of global progressive leaders 

28.18 million impressions

Category name: Best international campaign

Category number(s): 19

Contact: Louise Maclean-Stephenson

Campaign name: Take on Tomorrow

Brand: PwC

Agency: The Tin (Digital Experience), Leff Communications (Data Visualisation), 
                    Casual Films (Video Content), Cross Media (Media Planning and Buying)



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best Use of Public Relations/International

Steve Long

4 / 19 Alto-Shaam

Gravity Global

What’s Cooking?



Best use of 
account-based 
marketing 
(ABM)

CATEGORY      
G O L D
A vision for Royal Mail’s digitised postal 
service for Vodafone,  
by Differentiated

S I L V E R
Building blocks of ABM for Salesforce,  
by twogether

B R O N Z E 
Ending retro expectations  
for Exasol, by Digital Radish 





A force for good

115%  
of ACV achieved 
for FY2020

1:20 ROI for 
closed business

1,299 
TOFU leads

10,363 
clicks

> Key results

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

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

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

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Aqui ut quae conecto maion nonsequia nonsequis 
prorenisinum volupta?

Construction

Bringing technology to life

Automotive

Bringing technology to life

Software

Bringing technology to life

RCG & Media

Bringing technology to life

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

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

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best use of account-based marketing (ABM)

20

Alexandra Webber

A force for good

Salesforce

twogether



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best use of ABM Ending retro expectations

20

Renaye Edwards Digital Radish

€9.6M 
pipeline revenue

65 
sales opportunities 

created

172 
sales meetings 

generated

1.1M 
impressions

860% 
ROI

Engagement with 
65% 

of target accounts

Exasol

“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.”
Narinder Patti - FSI Sales Director

Showing prospects how current 
database experiences are now 

laughably outdated.

ENDING RETRO EXPECTATIONS

Showing prospects how current 
database experiences are now 

laughably outdated.

A highly targeted, multi-region, multi-channel ABM programme at scale, 
with one sales and marketing engine at its core that reshaped 

audience perceptions of what’s possible.



Best brand 
initiative

CATEGORY      
G O L D
Catching Feels for 
PERGRAPHICA, by True 

S I L V E R
Connecting the 
Falklands for Square & 
Mastercard, by Harvard

B R O N Z E 
New tomorrows start 
today by Gravity Global

H I G H L Y 
C O M M E N D E D
Plastic isn’t the problem  
by Tailor-Made Media
 
Visionary science. 
Authentic customers.  
for Outseer, by Earnest 





CONNECTING THE FALKLAND ISLANDS

"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 
LOCATIONS IN THE WORLD. OUR GOAL WAS TO RAISE AWARENESS OF HOW MODERN 
ACCESSIBLE FINANCIAL TOOLS AND SOFTWARE HAVE HELPED FALKLAND SELLERS TO 
PARTICIPATE IN ANY ECONOMY.”

223M
audience reach

200+
Virtual event atendees

50+
Pieces of coverage

Best Brand Initiative
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Andrew.Last@Harvard.co.uk

Square & Mastercard
Harvard

Connecting the Falklands



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best Creative/Social/Content/Product/Brand

Steve Long
5/7/8/21/22 Sage

Gravity Global

New Tomorrows Start Today 

Fame  •  Admiration  •  Belief

Sage: Brand campaign 
‘New Tomorrows Start Today’



Plastic isn’t the problem

Category name - Best brand initiative

Category number(s) - 21

Contact - Samantha Ware

How Bright Green Plastics 
became one of the most 
talked about names in 
the recycling industry.

Campaign name - Plastic isn’t the problem

Brand - Bright Green Plastics

Agency - Tailor-Made Media



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

OutseerTM Fraud 
& Payments Report
Q2 2021

Digital transaction insights from the 
Outseer Global Data NetworkTM

Advertising Content thought leadership

WebsiteSocial posts

Chris Wilson Earnest

1.7k  
users per month –  
from a standing start

2.3k 
website sessions

7  
demo requests in week  
one – 233% over target

2m 22s  
session duration  
(20% above target)

Social channel followers

152% 
over target

Best brand initiative Visonary Science. Authentic Customers.

21 Outseer
Advertising

Brand  
anthem  
video

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.



Best product 
launch 
campaign

CATEGORY      
G O L D
Bring it on by Gravity Global

S I L V E R
Work from your phone for Samsung,  
by Ogilvy UK

B R O N Z E 
New tomorrows start today  
by Gravity Global



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best Creative/Social/Content/Product

Steve Long

5/7/8/22 EGR: RollTrac

Gravity Global

Bring it On

‘Bring it On’  



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

250,000 visits
(against a target of 25,000)

Website

Impressions 

27,235,851 
Display impressions 

How do you sensitively promote a 
solution for flexible remote working 
without exploiting one of the biggest 
crises the country has ever faced? 

Samsung needed a different approach to advertising  
Enterprise Edition – its solution to enable secure, 
effective business continuity – at a time when 
businesses needed it most. 

To do this, the Work from your phone campaign 
brought the two worlds together in an original way: 
playfully juxtaposing typical imagery of work with 
unexpected out-of-the-office settings. This helped 
to engage audiences in an empathetic way, while 
demonstrating the flexibility of Samsung’s offering 
and how it enables people to, quite literally, work 
from their phones.

Best product launch
22

Ogilvy communicated a complex technology proposition  
in a way that was more meaningful and empathetic to the 
needs of a business audience under pressure. The campaign 
not only shows that Samsung has great technology solutions, 
but that we’re actively working to support our customers.”

Deborah Hayes, Head of B2B Marketing  
Samsung Electronics UK

“

Work from  
your phone

250,000 visits
(against a target of 25,000)

Website

Samsung’s  
most successful 
B2B campaign  

to date

Anna Stone (anna.stone@ogilvy.com)

Work from your phone
Samsung

Ogilvy UK



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best Creative/Social/Content/Product/Brand

Steve Long
5/7/8/21/22 Sage

Gravity Global

New Tomorrows Start Today 

Fame  •  Admiration  •  Belief

Sage: Brand campaign 
‘New Tomorrows Start Today’



Best lead 
generation 
or nurturing 
campaign

CATEGORY      
G O L D
Demand generation engine for KPMG,  
by twogether

S I L V E R
Business agility by ServiceNow

B R O N Z E 
Intelligent lead gen: No time?  
No problem. by Modern



KPMG DG Engine

>  In just three months, 
we achieved...

3x reduction in CPL from 
£98.37 to £34.11 
of lead target

10,428 leads 
(870% of target)

5x increase in 
conversion rate from 
5.39% to 26.14%

67:1 ROI

Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best lead generation or nurturing campaign
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Alexandra Webber

Demand Generation Engine

KPMG

twogether



23
countries including 
5 local-language variations

580K+
clicks and video views

252M 
impressions

49%
reduction in digital CPL YoY

29x
ROI

Getting ahead in the 
race for Business Agility

Business agility 
means survival

Seamless processes 

Agile companies achieve…

…than market average

Volatility is now a 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 survival is at risk. 

Agile organisations are taking a di�erent 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 volatility into a competitive 
advantage, responding to the unpredictable faster 
than anybody else. 

Proactive or Reactive – 
which approach will you choose?

Put the five pillars for Business Agility in 
place to gain the speed and adaptability 
needed to survive ever-increasing volatility.

Vision leaders
Communicate the path to 
success with clear responsibilities 
across your entire organisation. 
Accomplish your goals by 
enabling everyone to think 
and move faster through 
IT collaboration.

Dynamic teams

93%
of companies that are more advanced in their 
agility journey reported profit growth.

18%
better customer 

experience 

10%
better

talent attraction 
and retention

20%
better

customer loyalty 

11%
better

market share

16%
better

time-to-market

40%

More than 40% of organisations still have a 
centralised vision of IT operations.

Automate service delivery to 
resolve issues quickly. Help your 
employees handle requests faster, 
wherever they’re working from. 

Flexible production
Be ready to adapt at speed 
and scale with a continuous 
planning cycle. Stay ahead of 
changing customer demands 
and pivot quickly to deliver 
key business outcomes.

The next steps - Enabling the role of IT
Get your head-start in the race for Business Agility by reducing complexity 
and digitising workflows across the three main types of process.

57%
of companies name workflow automation 
software as a priority for improving agility.

Quickly pivot as circumstances change, 
priorities shift, and new opportunities arise. 

Bring innovation to market faster and be first 
to get it in front of customers.

Internal IT support 

59%
of agile companies in 
Europe had excellent 
performance in customer 
loyalty, compared to an 
18% average. 

Modernise and automate 
support processes to elevate 

the user experience.

Customer-facing
Resolve issues proactively to 

create seamless customer 
experiences and drive loyalty.

Employee-facing
Simplify work processes to 
remove friction, boost the 
employee experience, and 
drive greater productivity.

90%
of organisations are interested in a unified platform.

Get Ebook

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.    

Modernised architecture

Let’s get

Build a digital platform where intelligence flows 
seamlessly from the people it touches to the core 
data repositories that make the business run. 

© 2020 ServiceNow, Inc. All rights reserved. ServiceNow, the ServiceNow logo, Now, Now Platform, and other ServiceNow marks are trademarks and/or registered trademarks of ServiceNow, 
Inc. in the United States and/or other countries. Other company names, product names, and logos may be trademarks of the respective companies with which they are associated.
SN-DataSheet-Name-032020

servicenow.com

1 2 3

Statistics gathered using data from the IDC whitepaper, sponsored by ServiceNow 
“Agility: The Strategic Imperative To Survive And Thrive In Volatile Times” (November 2020). 
For full information, read the whitepaper here.

Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Multiple categories
1, 13 & 23

Chris Bailey, Director, EMEA Campaigns

Business Agility
ServiceNow

N/A



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Best lead generation or nuturing campaign Intelligent Lead Gen: No time, No problem

23 Kelton Tech

Nicola Ray Modern

Intelligent Lead Gen: No time? 
No problem.

Intelligent Lead Gen:
No time? No problem.

Direct to pipeline lead generation
Assets optimised to capture late-stage 
bottom of the funnel leads

Nurture with thought-leadership 
content and case studies

Call with prospect to arrange 
demo and sale

Process:
LinkedIn connection request

InMail follow up strategy:
Personalised Drift video message

Form completion rate 3x industry 
average

Ad engagements increased by 246%

CPL 50% lower than LinkedIn 
benchmark

£1.25m pipeline and an ROI of 196%

Vertical & audience 
specific assets

Demand Generation Account Based Engagement Tactics 

Managing the process via the 
Outreach platform:
Use Outreach to manage the process 
by using a real-time dashboard view 
showing:

1. Which accounts are being prospected
2. How those accounts are being 

nurtured
3. Functionality for sales actions that 

convert

130% above target for lead gen



Best customer 
engagement 
initiative

CATEGORY      
G O L D
#Bossit2021 challenge by Sage

S I L V E R
Workplace pioneers for Workplace from 
Facebook, by Harvard





WORKPLACE PIONEERS:
HARNESSING CUSTOMER ADVOCACY TO BUILD CREDIBILITY & SALIENCY

"WORKPLACE PIONEERS NOT ONLY ENRICHES OUR RELATIONSHIP WITH SOME OF OUR 
MOST VALUABLE CUSTOMERS BUT IT DELIVERS GENUINE IMPACT FOR OUR BUSINESS. 
AND IF YOU NEEDED MORE CONVINCING, THE PROGRAMME HAS HELPED GENERATE 
$300K+ ARR SO FAR THIS YEAR!”

70%
NPS

3:1
ROI

50+
Customers Stories captured

Best Customer Engagement Initiative
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Andrew.Last@Harvard.co.uk

Workplace by Facebook

Harvard

Harnessing Customer Advocacy to Build Credibility & Saliency



B2B marketing 
team of the 
year

CATEGORY      
G O L D
Access Group

S I L V E R
Lumen Technologies



Kate Hassler

Marketing team of the year Marketing supporting transformation and growth

25 Access Group

£110.1m  
against target of £107m

£146.2m   
against target of £131.2m

Sales revenue:

Marketing sourced pipeline: 

Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

Display Ads Brand video

Unleashed campaign Infographic Outdoor advertisingThought leadership

Logo and brand Sector campaigns

Mobile sitesAnimation storyboard

Internal comms



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:Moria Fredrickson

Marketing Team of the Year 

25 Lumen Technologies

N/A

Internal

MAJOR PROJECTS 

Reduce annual agency spend 
by $10 million

48% of IT decision makers view
Lumen as a technology company 
(up from 30% as CenturyLink) 

TOP PRIORITIES

Complete re-brand of a Fortune 
500 company in 9 months 

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

Completely redesigned our 
website in <4 months

COMPANY IMPACT 

- Family
- Personal well-being
- Permission to be

50+ employees 
in 2020

Established 2018

LUMEN MARCOM

Brought 90% of all 
company creative 
in house

90%

human



B2B marketer 
of the year

CATEGORY      
G O L D
Isabelle Duarte,  
EMEA CMO/SVP marketing, Okta

S I L V E R
Amy Williams,  
head of marketing,  
NHS Property Services

B R O N Z E 
Charlotte Commarmond,  
VP global marketing, Ingredion 
 





 
 

Category name: Marketer of the Year  
 
Category number(s): 26 
 
Contact: Amy Williams 

Campaign name: 
 
Brand: NHS Property Services 
 
Agency: 
 

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.



Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

B2B Marketer of the Year Charlotte Commarmond

Ingredion

Stein IAS

26

Susan Guerrero

Landing PageMarketer of the Year

Social Posts

Brand Guidelines



PR agency of 
the year

CATEGORY      
G O L D
Brands2Life

S I L V E R
Fight or Flight

B R O N Z E 
Whiteoaks International



“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.” 

Brands2Life’s unforgettable year –  
delivering today; investing in tomorrow 

B2B PR Agency of the Year Welcome Home

Qlik URL or Microsite: https://go.qlik.com/Welcome-Home.html

Brands2Life

27

Emily Reid

Key Clients

“THE YEAR EVERYONE WAS GIVEN  
A STAKE IN OUR BUSINESS”

New Clients Won

20%NEW 
CLIENTS

INCREASE IN PROFIT

* CONFIDENTIAL - NOT FOR PUBLICATION

IN NEW  
BUSINESS FEES44 £4M **

90% OF STAFF AGREED OR STRONGLY AGREED THAT 
THEY HAD CONFIDENCE IN THE LEADERSHIP 
TEAM THROUGH THE PANDEMIC CRISIS 

Source: People Insight staff survey

NAMED #1 TECHNOLOGY 
AGENCY IN THE PRWEEK 
RANKINGS 2020 & 2021

WON BEST INTERNSHIP SCHEME AT 
PRWEEK BEST PLACES TO WORK 2021 
PLUS HIGHLY COMMENDED FOR LARGE 
AGENCY AND SUPPORT DURING COVID

95% OF CLIENTS AGREE OUR WORK HAS  
GENUINELY DELIVERED BUSINESS IMPACT

OF OUR STAFF ARE  
FROM BAME BACKGROUNDS

STAFF IN LONDON, NEW YORK  
& SAN FRANCISCO

OF THE BOARD ARE FROM 
BAME BACKGROUNDS

RAISED FOR  
CHARITIES THIS YEAR

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

TREES PLANTED  
IN SOUTH AMERICA

OFF A WEEK FOR MAJORITY 
BOARD TEAM

The Agency for the Brands Transforming Our World

Diversity & Equality Investing in our communities – local & global 

153 22% £15K 20
3K2HR FEMALE12% 

WEBINARS WITHMARKETING SERVICES 
REVENUE

VIDEO REVENUE PLANNING REVENUE DIGITAL & SOCIAL
REVENUE

AWARD
NOMINATIONS

GENDER  
PAY GAP

DELEGATES

NINE AGENCY AWARDS 10+ 1K+ 40%↑  35%↑  30%↑   9%↑   66 

0.01% 

Employees First
Extension of £1K LIFE LOANS  
initiative to cover home  
improvements during lockdown

£60K spent on  
external training

 100+ internal training 
sessions - an increase  
of 100%

Acceleration of D&I   
taskforce

Introduced  
Wellness Month

Launched  
ME@BRANDS2LIFE  
mental health policy

Tax-free bonuses  
of £1.2k to all staff 
via the EOT

Became a  
majority-owned  
employee trust

(PRWeek & PRCA Large Agency of the Year, PRWeek Best Places to Work 2020 & 
2021 (x3), Brand Film Award Agency of the Year 2020 & 2021, UK Social Media Awards 
In-Agency Team of the Year 2020 and PRMoment B2B Agency of the Year 2021)

VOLUNTEERING

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



B2B PR AGENCY OF THE YEAR

CULTURE

AGENCY GROWTH

YEAR 1 FINANCIALS (MAY 20 – APR 21)

YEAR 1 HEADCOUNT

#Turnover £934,617
Fees £ 871,567
Operating Profit £299,680
Profit Margin (34%)
2021 Projected Revenue £1.7M

20

15
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0
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15

NEW CLIENT WINS

AWARD WINNING WORK

WOLTERS KLUWER | KEEP PUSHING

FLIPDISH | FOOD FIGHT





CATEGORY      
B2B marketing 
communications 
agency of the 
year

G O L D
Digital Radish

S I L V E R
Earnest (London) Ltd

B R O N Z E 
Stein IAS 



“The creative approach and the C-suite 
engagement has been excellent”

Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:

B2B Marketing Communications Agency of the Year

28

Renaye Edwards Digital Radish

ACHIEVED

137% 
REVENUE GROWTH

DOUBLED 
THE TEAM SIZE

HELPED CLIENTS 
DELIVER NEARLY A 

BILLION
IN PIPELINE

Inspired by Bhutan, the only country in the world to measure 
itself in gross national happiness, rather than GDP.

BREAKING NEW GROUND

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

We delivered on our brand 
promise to break new ground and 
completely transformed how 
the agency was run, in doing 

so we grew by 137%!

“I wouldn’t work with any 

other agency after this”

“They deserve to win 
agency of the year”

“We would never have got millions in 

pipeline without Digital Radish”

“The team at Digital Radish 
are outstanding”

RECIEVED

100% 
NPS



Chris Wilson Earnest

£5 Million  
in revenue – 25% growth 
since last year

GLP 

Cashplus

Ericsson

Good growth is growing your people

75%  
of work international

US  
headcount doubled

x2 
Profit doubled since last year 
(£900k vs £420k last year)

B2B Marketing Communications Agency of the Year Finding the good in growth

28 Earnest

Category name:

Category number(s):

Contact:

Campaign name:

Brand:

Agency:





C R E A T I V E  P A R T N E R

H E A D L I N E  S P O N S O R

C A T E G O R Y  S P O N S O R C A T E G O R Y  S P O N S O R C A T E G O R Y  S P O N S O R
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