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Safe is not safe

Earnest started life in 2009 — with a clear mission
to chase out the humdrum in B2B marketing.

For us, doing what we do has never been about settling
for okay. Nor box ticking. Nor making up the numbers.

Instead, it's about wanting to do something altogether
special for our clients — that really makes a difference
to their business, and bottom line.

It's about thinking harder and more creatively to develop

campaigns and content that can’t be ignored. Because
in our minds playing it safe in such a noisy marketplace
isn’t actually the safe option —it’s the riskiest.

Fortunately, our clients have not only shared that
belief, but reaped the rewards too. They’ve come
to expect the unexpected from Earnest. And some
pretty extraordinary results.

In the last 12 months alone, Earnest has...

e Won some great new clients including London
Business School, Vodafone, British Land, Walgreens
Boots Alliance and the National Employment
Savings Trust

o Built a global B2B marketing ‘centre of excellence’
delivering global campaign toolkits for a number
of international B2B brands

e Grown a strong Behavioural Economics practice,
including unique Intellectual Property and bespoke
B2B research methodologies

e Designed, created and launched actual products
into the market under the Earnest Labs banner

e Launched a successful and innovative Events
offering: bringing Earnest creativity into the too-often
staid world of B2B events.

The year in numbers

revenue growth

increase in profit

30%

increase in headcount

Revenue

These details were
provided to judges

in the original
submission but

are commercially
sensitive and
therefore confidential.




A year in review

July New WIN! Earnest appointed to develop new campaign to promote the truly fascinating strategy consulting Ea}f}{esg 2
company iSQCUARE (yes, that’s how it’s actually spelled). e
A New WIN! High impact direct marketing campaign for accounting software rising star Earnest 2
u ires!
g Summer party - Earnies Go Ape in the New Forest. hress
Sep New WIN! New campaign for AdTech wizards SN appnexus N
Earnest creative guru Rory Muldoon wins the hotly contested PIXELS OF FURY design competition.
Oct New WIN! Launching Europe’s most prestigious office development for &E;::lgh
¢ New WIN! Global launch for innovative start-up insightBee'

L e
| \ﬂ Nov Earnest presents the keynote at B2B Marketing’s ‘Emotion in B2B’. Earnest 1
g : Awards frenzy — Awarded B2B Agency of the Year by B2B Marketing and the MI Awards (Sore heads all round). hivest

: New WIN! Appointed to create a “first of its kind’ global content and inbound marketing programme for @ vodafone
Dec Social initiative — Earnest releases SlideShare compendium This is the Year That Was in B2B.
: Christmas party — Nokia phones, brown envelopes and kidnappings galore.
Jan Behavioural economics hits the road! Earnest presents to ‘all hands’ marketing and sales teams at i2i Events @. Earnest 2
and leading professional services company @) GrantThornton hrest
Feb Earnest launches in Paris and Tel Aviv. Bonjour and Shalom.
New WIN! oRACLE asks Earnest for a touch of innovation and spark to liven up its events profile and presence.
M New WIN! Earnest appointed as lead creative agency to launch the new Auto Enrolment campaign for National Earnest 1
ar Employment Savings Trust (NEST) @ e
New WIN! Content and inbound marketing programme for outsourcer RR DONNELLEY Earnest
Apr bounce hires!

Develops fundraising campaign for poo“* charity

: London
May New WIN! Appointed lead agency by Eg;gg‘lss following a thorough selection process.

am

Walgreens Boots Alliance

Jun New WIN! Internal and external comms campaign for X

)




Earnest — never resting
on our laurels

Complacency is a very dangerous thing. We’re our own
toughest critic, so we keep pushing ourselves, and our
clients to do better and better work.

This means every day we have the tough job of not doing
the ‘safe’ option. This year has been our best yet in terms
of delivering campaigns, websites and brands that cut
through, engage and grab attention.

On the following pages are a few of our favourite examples
from the last 12 months. Enjoy.



InsightBee creates a buzz

Launch a brand new bespoke research
service, increase awareness and drive sales.

A fully integrated inbound and outbound
marketing programme.

® 250+ leads in first 4 weeks alone

www.youtube.com/watch?v=HDeaqJUNgtg

executives, partners
and directors

O insightBee

An insight

Agile into law
Plan marketing firms
approach

Have you read our blog? It's full of
commentary, analysis and market intelligence
about the #law and #tech sectors:
hubs.ly/yOnJgwo

And this is influencing their

nnnnnnn
Want to know more about what we do?
Gheck out our new video: hubs.ly/y0qQId0

top 3 priorities

fisting
ts

Acquiring insights
for better sales

Win new business

The good news is that firms are doing
their homework prior to sales meetings.

And yet only %

of partners strongly
agree that they

have the right tools

to achieve their business
development priorities

T8 The nsght Gap InsightBee
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http://www.youtube.com/watch?v=HDeaqJUNgtg
http://www.youtube.com/watch?v=HDeaqJUNgtg

Making ready business,
mean business with Vodafone

Objectives
Tobuild and implement a global content marketing
strategy and framework.

Approach

We developed a global toolkit and execution guide
supported by local workshops to embed the best
practice approach.

Results

* 76 assets created across two regions in eight weeks

¢ Piloted in Ireland and the Netherlands. Now being
rolled out worldwide based on success

Example content:
www.vodafone.ie/small-business/retail

Meet Claire\

shessFAQ.

Mobile Device
Management

Future Ready
healthcare

Vodafone
Power to you

herlands

Future Ready
Retail

A guide for Irish retailers

Vodafone
Power to you

Future Ready
Healthcare

Deploy wearable technologies
and use sensorsin patienthhomes

Monitor patient
‘conditions remotely

rest carer to
whenissues arise

Provide secure access to electronic
patient records n the field

Make it easy for carers
tonavigate to their

useofyour et

and plan the best route:

Allow access to upto-
the-minute work
schedules onthe go

Digtally capture patient

notes atthe point of care.
Give patients easier
access toservices

H Create and share
Empower H personalised
H care plans
your H
patients

s

Make your
@ .. .. o [TT] Makeyour


http://www.vodafone.ie/small-business/retail

Engaging high-flying
Google Partners with
a sense of adventure

Objectives
Launch the Google Partners programme
and create abuzz.

Approach

A multi-channel competition that would take
agencies on a journey to AdWords expertise
and commercial success.

Results

® 300% revenue increase Y-on-Y

® 600+ agencies signed up

* 55% increase in social media engagement

Microsite:
www.partnersadventure.withgoogle.com

The Greal P
Google Partners

Do Adventure

The Grea; W
Google pPg,

File Edit View History Bookmarks Window Help

User Emal

Welcome to the Great
Google Partners Adventure



http://www.partnersadventure.withgoogle.com

Livingbridge brings
success stories to life

Create an engaging way to showcase the broad ®
range of businesses that Livingbridge has invested [ 4 P
in over the past 20 years.

Distil the intricate stories of key Livingbridge
clients into unique works of art.

The artworks are now proudly displayed >
throughout the Livingbridge offices, serving \
as inspiration for clients and employees alike.

) Y

Inov-8 ScriptSwitch

Staffline Crew Clothing Co. Traveljigsaw




Enabling Misys staff
to connect the dots

Bring to life the new Misys brand, embedding
the new values in an engaging way.

Edward Taylor, Director ~ External
Communications

You've unlocked the first dot;
We're Misys.
We connect, innovate and

Developed a ‘Connect the dots’ smartphone :
game, using iBeacon technology, to enable inghs v Café /rest
staff to take an immersive trail around Misys e
offices worldwide - unlocking new content
about the brand along the way.

¢ 855 Connect the Dots app journeys taken

¢ 679 entered the competition

® 70% of Misys employees subsequently said
they felt confident or very confident explaining
the new brand

0000 BELL T

Q@MISYS

(CIAL SOFTWARE

4:21 PM $ 100% -

www.youtube.com/watch?v=rYDgs7oHtwO0

At Misys we strivet6,c@nnect, innovate
and expand - to see the things that others
can't and bring the benefits of our
unparalldled insightitoiour customers.

If you're ready 40 get a view of the bigger
A\ picture, start egnnecting the dots now.
e Y e il M
Po I (e g

lGo to reception

AM



http://www.youtube.com/watch?v=rYDgs7oHtw0

Oracle owns the day
at HR Tech Europe

Leverage position as a top sponsor to drive
conversations and build awareness with over
1,000 senior HR leaders.

High profile on-the-day event tactics, social media
activity and original content used to help Oracle
own the event.

¢ #OracleAndyAsksis the #1 cool thing
tosee and doat HR Tech

¢ 750 qualified leads, 150+ generated by
Oracle’s Coffee Break Cut alone

¢ Oracle had the highest social reach at the
event. At times, 4x more than its cometitors

NEWS AND OPINION FROM THE FASTEST
@TE"‘W‘"[" GROWING HR COMMUNITY IN THE WORLD
-
BRANSON 2
E—

1

Andy Campbell on HCM, Data Analytics and
Performance Management

Oracle HCM
..._.J_; ModernHR thought for the day: HR professionals need to be anthropologists,
not just architects #HRTechEurope #Oracle

Moving beyond the walls of
your company = .

Look at the wider market context and ask how
HR can play a role in achieving your goals...

...HR professionals need to be anthropologists;
not just architects.

Dave Ulich
Professar of Business, The Ross School of Business

—. —
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)
n en 1
stigéresent 50% of the
. workforce globally. —
By 2025, this number may
75%

%o

Welcome to the Age of Agile. Oracle's HR
Tech Europe 2015 Coffee Break Cut
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Evalueserve creates a
platform for the future

Objectives
To strongly position and differentiate Evalueserve to propel
its growth in the global professional services market.

Approach

Developed a new positioning platform: ‘Powered by Mind+Machine’
—brought to life with a modern, flexible visual identity — and backed
by an internal brand engagement programme.

Results
e Launched in Summer 2015

Experience the brand at: www.evalueserve.com

EVALUESERVE

POWERED BY MIND +MACHINE

E EVALUESERVE

Powered by
mind+machine



http://www.evalueserve.com

What the people Chamel Marketing Manager,
Canon UK
who matter say

r “The Meet the Team campaign played a key role \

° in supporting Canon in its launch of MAXIFY

in the UK and Irish market place. The DM Video

Guide was a key part of this campaign. Through

careful and calculated distribution at launch,

we were not only able to create the required cut-

through needed to support MAXIFY in its first

few weeks in the intensely competitive business

inkjet market, but it created much needed buzz

to embed the MAXIFY messages in the mind of {“

e

L

r“The ‘Connect the Dots’ brand game
was fantastic. It was a great way to
get staff engaged and excited — and
to give them a consistent brand story
to share with clients and contacts
worldwide. But its biggest strength
was in the way it landed the new
brand - it was absolutely spot on.”

channel sales teams. A fantastic tool within a
fantastic campaign.”

\
Nicola Hamilton, “Barnest contributed heavily to the successful
Director of Corporate Communications, launch of InsightBee. They understand the
Misys pulse of digital marketing, and have a highly

creative and knowledgeable team that exceeded
our expectations on every front. The outcome
has been highly satisfying. Within four months
of launch, we‘ve achieved significant market
traction. A survey of 150 mid-market
enterprises in the UK revealed that 33%

were already aware of InsightBee, which

is amazing considering the timespan.”

Q

Manoj Madhusudanan
Managing Director,
InsightBee



Sylvia Jensen @smajensen - Nov 5

We do make emctional decisions in business. Learning loads at #B2BConf

today! Chris Wilson's presentation is great!

<

H2';'WEL'5 FZML‘H'LS ® .ﬂ

11:30 AM - 5 Nov 2014 - Details
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Earnest Blog

Be ashamed, very ashamed: the power of

behavioural psychology

Howw ome carefully desigaed sign stopped the dumping

A couple of months back here st Earnast, it davmed o ns we had s problem.

Being located at the heart of the bsy Landon metropolis s gre:
drewbacks.

warkto find the d

st However, it also has some

in ritos of
be. Broken office furniture. Stray bin bags full

quite Literally doar
manifestos (or some other

Butwithout getting a portly security guard with 1o neck to guard our door 24x7, what viere we to do?

Then someons had e bright and startingly simple idea: putup

2

OFFENDERS SHOULD BE
ASHAMED OF THENSEIVES

_—

asign.

Surely & huuble sign wouldn't dissuade the ne'er dovrells from dumping on our doorstep? Bizarrely,

itdid

Sowhy?

An ducted by behavioural p st Newcastle University backin 2006 may

‘rovide the anwer

Over the course of 10 weeks, they monitored how zmuch money

when buying s hot drink

Next o the honesty box, & sign was printed festuring alist of

‘toindude either an image of s pairof

What they found was pretty outlandis o
a5 much money was peid tato the honesty

eyes or & pic of same flow

‘pecple pitin & canteen honesty box

rices, Each week e sign was changed
vers slongaide the pricing.

ured o the sign, almost thres times
loveers were incly

EARMEST ABOUY

*B2B*
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Follow Earnest 5 B} 1 @

Always pushing
boundaries

Bringing Behavioural Economics to life: At Earnest,
Behavioural Economics has evolved from being a ‘shiny
new thing’ to being at the epicentre of our agency. This year
we’ve embedded it's thinking into every piece of work we've
done and taken the thinking outside of the agency: lecturing
far and wide to a B2B audience.

Why wait for a brief, when you can create one: This year
Earnest created ‘Brief Encounters’ — an internal forum whereby
we ‘create briefs’ — for real problems we see in the world, such
as ‘could there be an AirBnB for business?’. It's a great way

to train our people, generate and share our creative thinking.

Branching into new industry verticals: B2B is not just tech
and financial services. This year has been an exciting journey
into the property, healthcare, education and automotive.

Upsetting the apple cart in the world of B2B events: This
year, we launched our events offering. It went big, and most
importantly it showed the world the B2B events could be more
creative, interesting and impactful — and a little less formulaic.



Earnest Labs: Keeping us ahead
of the curve in B2B marketing

Earnest Labs is a new initiative aimed at fostering innovation within the agency.
Its aim is to keep us ahead of the curve in B2B Marketing, ensuring we always
have something new and exciting up our sleeve both for ourselves and our clients.

Five Programmes

Creative Sandbox — A series of mini briefs that creatives and planners can work on to stretch their creative minds

Experiments — Testing new technologies and channels in a systematic way to share with the wider world
Blueprints — Business problems we have seen and our innovative responses to them

Products — Creating real, working MVPs of ideas that we can go out and sell as a product in their own right
Research — Producing a piece of research on an annual basis for the B2B community

Event Wallet: www.event-wallet.com

WG

GNF London

‘ e Earnest Agency -

@ vitaistavistics twe >
B828 Marketing
@ Behavioural Economics in 828 >
% @ Planning 2828 Campaign >

7:49
ﬁe .

Earnest Agency

\

Vital Statistics 2 v

Unlocking the
content dungeon

DISCOVER
COLLECT

SHARE

File Edit View History Bookmarks Window Help

event wallet

The smarter way
to collect content

Event Wallet gives visitors to trade shows, conferences and conventions an easy way to
discover, collect and share content from exhibitors - all they need is a smartphone.

Running an event? Exhibiting at an event? Attending an ¢

Offer people a simple way to collect and share
exhibitors’ content, while tracking all of the
interactions during your event.

e

Already signed up? Log

® 47 :

DISCOVER COLLECT S

Upload and share your content digitally, keep
track of content shares and downloads, and
easily follow up with your leads.

Seamlessly collect ai
stands you're intere
with a pile of paper

The app lets an event visitor know when they're near an Once a visitor has collected content from the event, it's If they've found somethir
exhibitor with content to share - they can learn more all saved in one place and ready to read whenever (and it's easy to pass on. Tt
about the company, browse what's available and wherever) it suits them. Downloads can be sorted b collected quickly and eas

(event wallet

A new beacon based mobile app
designed to change the way people
collect and share content at events


http://www.event-wallet.com

Unexpected
The YES Factor: How to persuade business

buyers to say yes.

77| Eamest (28 Sidesnares)
| v Foliowing

HR in the age of digital disruption

EARNEST

16,313
views

© 00/ [Hcan you move down pies: * |
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Can you move down please? A behavioural i‘ga‘ﬁ“;
nudge for tube passengers. P
search the bog
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they used the urinal.
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what could be asimple solution.

one task that is tediously shouted in my ear every morning;
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Technalogy (35)

Creative ()

Brand (23)

B2B Summit 2015

CRUNCHED

#B2BSummit15

EARNEST

1039 P B

Lots to like
and share

With already lots of B2B noise across
all social channels and more arriving
every day, our aim is to be a stand
out voice amid the noise.

Events with a twist: We not only spoke at events but
delivered a unforgettable experience for delegates
with frozen, nitro treats.

What's in a “yes”? Continuing our exploration of the impact
of behavioural science in B2B, our “Yes Factor” SlideShare
analysed what makes buyers say “yes”. It must have struck
a chord, with over 16k views to date.

Caa$S (‘Crunched’ as a Service): Our now famous event
summaries have become a new, and valued product for
clients and partners.

B2B blogging: Our steady stream of blogs covering a wide
variety of B2B issues have generated over 4k unique views
inavyear.

From campaign insights to sector advice: our work for
a higher education brand got us so excited, we decided
to write a helpful guide for all higher-education marketers.



Giving a little bit back

This year, we’ve done a bit more than just raise some
money for charity (although there’s been plenty of that).

We realised that the best, most impactful contribution we can make is to apply the skills

and experience we use for clients, to those who need it most.

BIG

From branding a new charity Big 60 through to the marketing campaign for Bounce Back, KICKING CANCER
the charity responsible for the rehabilitation of ex-offenders across London, we provided
a quality Earnest service — gratis.

\ » I ; !m

Monthly cocktail fundraiser for Cancer Research The big freeze! — ALS Ice bucket challenge As if we need an excuse — Save the Children

KESWKII@ARROWALK

N

MID: 15213 Saturday, May 09, 2016~

27401 Joanna Lowy

Askam Rugby No2

Start - Roughow Bridge, Keswick (0.0m)
L1 - Grasmere Village Car Park (10.4m)
- Britannia Inn, Eiterwater (13.4m)

- Monks Car Park, Coniston (18.0m)
- Water Park, Coniston Lake (24.0m)
P - Lowick Church (26.8m)
- Rake Cross, Kirkby Moor (30.5m)
CP7 - Marton Village (34.5m)
CP8 - Dalton Fire Station (37.0m)
Finish - Barrow (40.0m)

6:25:40 AM
9:05:31 AM
9:47:25 AM
11:06:25 AM
12:55:10 PM
1:44:53 PM
2:48:35PM
4:08:15PM
5:00:26 PM
6:13:12PM

Total Elapsed Time: 11:47:32

'.

Sweet delights - Red No:

se Day JoLo putting her best foot forward

;‘x‘ : [ y
ARY . el N
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Christmas jumper day

Wimbledon half marathon Catches win matches and raises money The Livingbridge project left footed trainers make
for Cancer Research for the Rwanda Cricket Foundation it to the Limbless Association



Business growth isn’t just about the numbers. It’s more than that.
We’ve done more than ever this year to help our people grow: giving
them new opportunities, new excitements and new challenges.
Life’s never boring at Earnest.

Extra

——
T

Curricular

Everything you need to know before
your first day

Amulti-layered delight, successful
campaigns shared within the Agency

Bi-annual sessions with clients to share
innovations and future trends

Informal educational sessions, given
by suppliers or expert Earnies
Activity

Amonthly get together, for groups
to compete to solve a fictional brief —
against the clock

Monthly photography competition

The last Friday of every month,
everybody gets together for take
away lunch on Earnest

For those who go above and beyond
Paid day off to support a charitable cause

Whether it's an immersive theatre
experience in Waterloo Vaults

or learning Italian; Earnest helps
out with the culture budget



EARNEST

Follow our story at:

www.earnest-agency.com twitter.com/earnestagency

blog.earnest-agency.com/blog youtube.com/EarnestAgency


http://twitter.com/earnestagency
http://earnest-agency.com/blog
http://youtube.com/earnestagency




