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“A MASSIVE well done on today. It was
brilliant and to see such high attendance was
brilliant. Well done for all your hard work
during the year on this...you nailed it!”
Anne Sheehan
Director of Vodafone Business,
Vodafone UK

“'Best thing I've seen on video, personal or
professional, since lockdown”
Andy May
Head of Product & Transformation

“A great programme and a great GRAND FINALE.
To get me into sparkles, lipstick and to faff about
with a disco ball is no mean feat!”
Athena Ainsworth
Head of Regional Business

“Can't let it pass without adding my thanks and
congratulations! It was simply brilliant!”
Mick Wayman
Head of Major Business
“Just excellence and awesomeness... Great to see
the interaction so positive. Fantastic Job!!”
Kathy Quashie
Head of Indirect Business

"It was a fantastic event and great effort from
everyone involved. The feedback and engagement
from my team on the event has been amazing.
Well done!!”

Andrew Stevens
Head of Small Business

"It was a really fantastic finale to a great
programme. Thank you for all the effort that has
gone into making the whole programme
a success from start to finish”

Joe Llewellyn — Head of Commercial
Marketing

“We were really impressed by it all - the pitches
were brilliant, the format was great and it was so

well put together — congratulations!!!™
Daniel Cull

Head of 5G, Samsung UK

FINALE RECAP POST EVENT VIDEO
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» Pitch Perfect Launch Video
- Teaser video to Pitch Perfect 5G Finale
- Pitch Perfect 5G Finale Event — full video

Situation/
Context:

Time/
Constraints:

Actions
taken/led by
me:

Results
achieved:

OJect Pitch Perfect (2020-2021)

Vodafone's success depends on the performance of our sales teams,
therefore it’s a priority we ensure our sales teams feel engaged (feellng the
BUZZ), are equipped with the right marketing toolkit and are empowered
to confidently deliver winning conversations with our customers/partners.
This is why our engagement/enablement programmes are imperative to
drive transformational behavioural changes in our business
community, upskilling our teams to ensure we can continue to deliver
against our KPI's.

With the ‘Create the Future’ Spirit of Vodafone and a year long
successful Pitch Perfect programme, I wanted to ensure the Finale would
challenge the status quo, making the impossible possible. A show that
would be not only memorable, but lead in the markets and position our
team as No.1 for engagement.

As a programme, we needed something that would stick, be relevant and
encourage every member of a diverse sales team to get involved. This was
especially a challenge with the new requirement to reach our remote
audience digitally. Therefore I needed to push the boundaries of our
technical capabilities in Vodafone, to pull off an event never before
achieved, to an audience who felt more apart than ever.

Delivered the first live competition hosted virtually on Workplace, for
VF UK Biz (1.6k employees).

Took the leap with a NEW technical solution and agency to execute.
Executed on the #vavaBOOM! mantra for our Marketing Activation
team, creating an ‘X-Factor’ like experience with high impact, anticipation
and community spirit — never before seen.

Curated a full show experience with an event schedule, creative
content, rehearsals, activation into internal social, digital & comms. Secured
the Samsung Head of B2B Operator as a speaker & sponsorship of two
awards.

Delivered 1,6k live finale views, 632 live votes, 730 live comments
and a huge volume of positive feedback across ELT and external partners
Samsung and our creative agencies.

Engaged for best practise by Vodafone Germany, Group, UK HR. Earnest
have taken inspiration to use the format for their own internal engagement.
Unseen sales programme/brand advocacy publishing their pitches on
personal LinkedIn profiles, to tell the ‘Why Vodafone story” externally.

Pitch Perfect being put forward for ‘Transforming Corporate
Culture’ Marketing Society Awards 2021.

Officially set the bar for all engagement programmes in Vodafone UK.


https://vimeo.com/424914264
https://vimeo.com/505347072/d914781aa3
https://vimeo.com/504739044/e3244e7e8f

“Game changing initiative!”

Anne Sheehan
Director of Vodafone Business,
Vodafone UK

“Magazine is a feast for the eyes. Great idea
— love the segmentation keeping it relevant
for our customers.”

Danny Kelly
Head of Innovations,
Vodafone UK

"I don't like it. I LOVE IT!!! Wonderful job. I
wanted to finish early tonight, but once I
starting reading it, I couldn’t stop clicking!”

Michele Metcalfe
Regional Head of Midlands & Wales
Vodafone UK

“Engagement is one of the 3 fundamental pillars of
good CX. From a large customer perspective I feel
that we now finally have a proper marketing
activation roadmap that considers the customer
and their needs. Previously no one was driving an
engagement agenda to help change perception of
our brand. Christina has revolutionised this space
and taken ownership to drive great content which
not only helps us to drive up customer perception
but frees up sales peoples time to focus on selling.
One word to describe Christina — revolutionary.”

Janice Bartholomew
Head of Customer Engagement,
Vodafone UK

“This is a fantastic tool Christina, our partners
are going to love it — brilliant work! *

Sam Truelove
Business Partner, Indirect Business
Vodafone UK
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VISION
Small Business

VISION
Regional Business

INTRODUCING VISION Situation/
by VODAFONE BUSINESS Context:
OUR FIRST - EVER- DIGITAL MAGAZINE,
CUSTOMISED THOUGHT LEADERSHIP CONTENT
FOR OUR CUSTOMERS & PARTNERS !!!

Time/

Constraints:

Actions
taken/led
by me:

VISION
Major Business

VISION Results

Indirect Business achieved:

Project: VISION digital magazine (2020-2021)

Vodafone base communication strategy (via old fashioned monthly
newsletter) prioritises Small Business customers. For the larger customers
and partners, we rely on the sales team to be responsible for keeping
them up-to-date. However, at times this may be an unreasonable
request as sales team is also busy trying to win new business.

We need to find a new initiative that can :

» Drive brand and product consideration for Vodafone Business

» Improve thought leadership credentials for Vodafone Business
» Strengthen and nurture relationship (part of driving positive rNPS)

At Vodafone, we aim to be digital partners to our customers.
Therefore, we should try to use “digital” approach in how we
communicate to them. We want customers to know that we

know how to be digital ourselves.

The marketing task is to find one idea that can be adapted across
the different audience, strong contemt that is relevant, engaging, and
impactful and more importantly, presented on a sleek, customer
friendly digital platform.

This is our “first-ever” full scale engagement comms to ALL our base
across different sectors (Small/ Regional/ Major/ Indirect Business)
This is our “first-ever” engagement comms that is purely focused on
thought leadership content

A digital magazine "VISION” with customised content deployed
centrally... quarterly edition... one version for each sector.

Behind the scenes
at Vodafone
Business (people
initiatives etc)

Spotlight story The bigger picture
(key focusforthe § (Vodafone brand/
sector) organisation)

In case
you missed it
(other relevant
news)

Peace of mind
(service
improvement)

Shaped by You
(propositions)

* VISION module ranked 1st out of 12 modules within all base
management communications.



https://vision.vodafone.co.uk/enterprise/cover/
https://vision.vodafone.co.uk/partners/cover/

“Having gone from Digital Sales Hub to
The Catapult, the whole experience is
night and day - so much easier to
navigate, find information, extract it etc.”

End User

"Miles better than Digital Sales Hub!"

End User

"Super easy to log-in, assets organised
logically and easy to find (even letter head
and meeting notes) plus super easy
to download. Great!”

End User

"1 absolutely love The Catapult from
an admin prospective! It's so user
friendly to use and the quality of

the output is brilliant.”

Content Owner

“We are now creating really good
sales enablement. We need to
make sure that sales use it.
But first they need to find it!"”
Athena Ainsworth
Head of Regional Business

“Digital Sales Hub is the only
central content repository we have,
and if sales can't access it,
we are in trouble.”

Mick Wayman
Head of Major Business

change / sales enablement

Project: The Catapuit (2020-2021)

Situation/
Context:

Time/

Actions
taken/led
by me:

Welcome to The Catapult.
Which team do you belong to?

Results
achieved:

» The Catapult Launch Video

Constraints:

The current hub (direct & partners) that house all the

propositions and marketing content is not fit for purpose which

impacts negatively on sales enablement usage and sales having winning

conversations with customers/ partners.

» Multiple hubs (direct and indirect), the user experience for these
varies drastically

» Content for these hubs is owned by multiple stakeholders, so various
content is uploaded without any framework

+ Inconsistency in comms to sales - all internal sales and Partners
communications requests from various stakeholders are executed in
various forms of comms (emails, workplace, etc)

Huge expectations on the new and improved hub, "The Catapult” :

- A single Hub platform for all Enterprise sales channels and Partners,
with one single user experience that is tailored by user type

» A Hub with content that is aligned with the Propositions
Playbook, which is central to our product and service launches

» A communications tool that is integrated into the new hub that
can be used by multiple stakeholders across the business with proper
control — single point of comms to sales/Partners

« Introduce a preference centre to ensure the right communications,
reach the right people, at the right time

Create and manage a new multichannel sales hub and
communications tool that can be tailored by user type for both direct
and indirect audiences (internal and external).

The Catapult’s sole purpose is designed with sales in mind to
help them to be more successful in their role. Making it easier for
them to get their hands onto the great marketing assets.. and more
importantly, helping them to deliver winning sales conversations :

« Ease of access -no need for a password : Instant access to
information both at home and on the go across multiple devices.

- New site layout : Ability to browse our product portfolio using the
Digital Propositions Playbook structure (Connect your Places, Empower
your People, Innovate for Success).

- Intuitive search functionality : Options to search for information,
or browse suggested featured content.

» Fast download experience : More intuitive way to download
individual or multiple documents to help drive sales.


https://vimeo.com/manage/videos/507483480/73653b2bc1

"I saw Christina delivering
outstanding results by being very
passionate, focused, resilient
and engaging,

never letting the eyes off the ball.
She does definitely make a
difference.”

Max Von Trotha,
Commercial Marketing Director,
EE UK

+ Project: EE Disconnection Journey (2016)

Figure 7: Pay monthly mobile complaints per 100,000 subscribers: . .
Q1 2015 - Q4 2016 Situation/
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Results
achieved:

The increasing number of Ofcom complaints and fines forced the EE
senior leadership team to commit to a massive improvement project
to remove EE from Ofcom'’s top 3 mobile brands for most complaints
to below industry average. Out of the many complaints, the mobile
disconnection process was the second highest reason. Interim
checks also revealed that there is lack of and inconsistencies in
understanding of the disconnection journey within the organisation

Ofcom issued an order for EE to reduce their customer complaints,
so there is no room to delay or choose to do nothing.

Handpicked by VP Customer Services to lead the
Disconnections Steerco to reduce customer complaints and
improve NPS for the disconnection journey.

Created an improvement project charter (based on Six
Sigma process) to outline scope, RACI (stakeholders), problem
statement, possible root causes and timeline/ budget.

Full deep dive analysis which includes various 121 discussions
with all stakeholders to understand the urgency of the matter and
agree on key measures / KPI on what success looks like.
Identified 37 improvement actions which include policy changes
for simplification, improving customer comms, increase agents
training to minimise error and systems improvements.

Ran multiple workshops with all relevant stakeholders to
ensure understanding of the root causes and proposed solutions.
Managed the E2E delivery of improvement actions with the
support of assighed business owners.

Created a messaging matrix and collaterals with an agreed
consistent terminology to support Contact Centre service agents
in their conversations with customers who are complaining.
Weekly governance and reporting of project status to the
Disconnection Steerco.

65% reduction within 8 months, from 448 complaints per
week to 108 per week — below industry average.

24% increase in Digital Helpful score.

Processing error from 12% to 1%.

Disconnection customer journey was updated for the Contact Centre
service agents in terms of systems support and new collaterals.
Training and certification for service agents on disconnection process



Project: Baseline Product Launch Assets (2011/2012)

Situation/ Nokia was spending about EUR10million a year in creating launch

Context: readiness assets (product images, screenshots, product video,
basic retail and digital) with multiple agencies. Extreme cost
wastage on same tasks assigned to different agencies. Resulting in
brand inconsistencies in all launch and marketing assets. Accuracy
of product representation were also hugely compromised as no
one took ownership for sign-offs. Launch assets are key assets to
kickstart sales, 3months before media campaign breaks

Time/ Too many stakeholders involved
Constraints: Everyone needs the assets, but no one is synchronising and
overseeing all these requeasts from one central team
J No one has real visibility of other teams’ needs

“Christina worked for me in charge of all
Nokia's global baseline toolkits - product

Budgets were slashed to EUR3million, a 70% cut
All to be housed in one agency, one central team under Brand

launch videos, glossy product shots, UI ;
imagery and general studio management sl
She has skills to manage immense Actions Identify all the stakeholders in the mix
complexity, multimillion budgets and taken/ led by  Understand their needs and requests, including their workflow
croamti i el bt o cetall e okt Lumia 920 4 - Pl v e
p . with Smart Shoot \ Prioritisation of the players/ requests

defies the corporate stereotypes and
ploughs her own path with pride. When at
the fever pitch of a project, just remember
- she'll never let you down.”

Created 2 baseline white paper on objectives, assigned
roles/ownerships and setting up output expectations
Sharing of the white paper to all stakeholders to get buy-in from
Portfolio Planning, Business Unit, Sell-in, Design, Marketing, Brand
Roll out the new ways of working in phases, starting from Nov
2011 with plans to re-evaluate/optimise after 6 months
Run workshops to get stakeholders understand what is considered
YU v s Y| baseline, what is the brand vision for output and the do’s/don'ts

I handled this project lead single-handedly (management,
Introducing the Nokia Lumia 920 - s . %
T © e e - execution, reporting) and was single contact point for all
stakeholders in all business units, channels, agencies

Aapo Bovellan,
Founding Partner at Proxy,
Venture Capital Creative

Results Quality: World class output for all baseline assets, one consistent
achieved: look/ feel. Public/ press & media had noticed the significant
improvement as noted in soc =dia comments at our every

single launch event postinc

Efficiency: Cost reduced per product launch and timelines

shortened to 4-6weeks from start to finish

Control: One stop shop that guarantees accuracy / sign-offs and
youtube launch video stakeholder management streamlined
,420,684 views Trust: Brand Studio becomes the epitome of credibility for quality
(5Sept-30ct) and on-time delivery

change / WoW management

b § Axw shex P
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“Working with Christina on several design
projects requiring her co-ordination and
management of multiple stakeholders to

achieve what seemed like impossible
deadlines. It's testament to her drive,
passion, skills and hard work that we

delivered consistently on time, every time.

Above all though its her ability to
understand complex briefs, distil and
remain focused on the brand and the

consumer that is particularly impressive.
Together with the skills to embrace and
champion creative direction, protect
creative integrity, that’s what makes
Christina a very valuable asset in any
creative project team.”

Richard Crabb,
Head of Brand Studio/Creative
Director,
Nokia and Microsoft UK
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It’s the family,
just being together
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change / brand engagement
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Wave 24 : Jan-Feb 2012

T enance ¢
Wave 11: Aug-Sept Wave 22: Sept- Nov 2011 Wave 113: Dec

It started from a simple coffee conversation of ‘wouldn’t it be
nice if all the top Nokia management donates all their air
miles during Christmas?’ That would definitely generate
positive buzz that Nokia is youthful, fun and a true human
technology brand making solutions that bring people
together. This will also help to elevate brand preference,
make people fall in love again with Nokia.

Insight: Many people are living away from home (working/
studying) and they all wish they can be with their families
during the festive period

Proposition: This Christmas, Nokia gives the ultimate gift for
you and your loved ones. Air Nokia will fly 1000 people home
on a flight of a lifetime.

Nokia has never attempted a global brand engagement
campaign fully led on social media

No one has the real direct skills in putting together a pop-up
airline, with full activation online, on grounds and in the plane

Handpicked core team of 10 from varying disciplines but with
the same 'nothing is impossible” mindset

Set up a SWAT working approach, each with specific role that
utilises their outstanding skills

Built a robust business sell-in plan to secure buy-in, support
and investment

Worked with Consumer Intelligence to define the best target
and proposition for maximum social media ROI

Extreme collaboration with non- marketing functions to
ensure tight legal, security and financial status

Supervised the Brand/Design in creating a fully branded
Nokia pre/in/post flight experience for the passengers
Sourcing the right trusted suppliers to deliver the dream
including hire of private jets/ airports owners

Full social media led marketing plan was drawn up with
contest mechanics on Facebook, flight route to 10 locations/
key markets, launch events— including the post flight PR
activities

Business case approved by top management including Nokia
CEO Stephen Elop and SVP Marketing Jerri DeVard
Confirmed EUR20million commitment from global, 10 key
markets and operators

Air Nokia was set to take off for Christmas 2011, but with the
unfortunate Nokia share price drop, the project was put on
hold indefinitely



