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Christina Chan




"Christina combines her incredible talent for
motivating people and keeping projects moving
at pace, with an extraordinary sense of strategy

and timing. She is never one to rest on her
laurels and, because of her keenness to push the

boundaries, she motivates her team and other
teams to constantly strive to come up with
better. Her ability to see projects through to
completion means she doesn't just talk the talk'
but delivers every single time. Qutside of MPS
she motivates other BT teams, who have
recently wanted to take on or adapt her projects
for their audiences. Building these bridges is one
of her key strengths. In short, she is critical in
ensuring there is a consistent message across
the board and taking BT beyond what it has
done before.

MPS is a complex and multi-layered function. Tt
doesn't just have different audiences, but those
audiences have very different ways of speaking,
of accessing information, of working. Christina
has worked tirelessly to understand all of these
complexities, work out how to address them,
how to package and get across a single solid
message, and then communicate that to her
team, her agencies, the sales teams, and the
wider BT world. She has achieved a lot in a short
space of time: taking what was once lots of small
teams that were putting out different messages,
to building a solid function with clear messaging
that works for all audiences and pushing the
boundaries of what BT has done before.

As an added note, Christina's work on internal

BT projects pays testaments to her seemingly
boundless energy. The Change Bandits have

been going for over a year now with her
organisational skills and energy behind their
success, the weekly Lean In Circles have brought

people closer together and encourage the BT

'bring your whole self to work’ ethos, plus the
countless other initiatives she supports and

arranges.”

Victoria Velky, Senior Business Planner,
Sideshow Agency, London

creative agency management

“Christina has given us the opportunity to push the boundaries and do some really stand

out, creative work. Whilst Christina often has her own ideas and inspiration to get things

moving, she has also challenged us to question her and make new recommendations for
strategy and execution.

Christina's willingness to escalate and help resolve when there are blockers or issues
with a project, such as delays to inputs &/or conflicting feedback. Her consistent updates
and feedback during a project or once launched, so we understand the wider stakeholder

view and reception to the deliverables.

Despite the sheer workload and number of projects that Christina juggles, this doesn't
prevent her from understanding or progressing projects. She's always remarkably up to
speed with where we're at.

It is not possible to describe Christina in one word as there are many and they
all seemed relevant and important! She is bold / passionate, driven, ambitious,
honest and committed.

Overall, Christina has been an absolute pleasure to work with. She has been a real
breath of fresh air and the team all really enjoy working with her. Her openness and the
time she sets aside out of a very busy schedule to share positive feedback is greatly
appreciated across the entire agency. That's not to say she doesn't call us out if we
don't hit the mark, which thankfully is much less often, but we have a great balance and
appreciate her honesty and her understanding of agency life. We can't wait to see
what's next!”

Rebecca Sherrington
Client Director

Earnest UK

“Christina is an inspiring marketer. She has a brilliant eye for transforming campaigns
visually and elevating the content to ensure the Vodafone Business brand continues to
be compelling and stand out from competitors. This has made her a great sounding
board for the ABM campaigns we've worked across.

With ABM, Christina has provided great guidance creatively, as well as a focus on the
detail. This has pushed everyone involved to ensure nothing but the highest standard.
Her knowledge across the Vodafone Business and the stakeholders has really helped
us to ensure the content is always relevant and on message.

We also had the pleasure of working with Christina directly, to develop the first edition
of VISION. In the beginning we were all faced with a potential challenge — to develop
an engaging summary of the latest news and innovations from across the business,
making it relevant to different customer audiences, whilst working to very tight
timings. Being the first edition, the approach, style and engagement process were
undefined and we had a large number of internal stakeholders, as well as an extensive
external audience to reach. Despite this, it became one of our most memorable
projects. It was great to work from a blank sheet of paper together and Christina gave
us the perfect amount of freedom, whilst providing invaluable insight and guidance.
The late nights of exchanging ideas and thoughts, really paid off...It was an amazing
team achieverment and a great example of an effective working relationship.”

Jenna Frampton
Account Director
Differentiated Ltd, UK

“Christina takes a customer-first approach to all of the campaigns that she leads,
understanding and communicating the nuances and needs of the audience segments
across the MPS account base. Christina injects personality and creativity into campaigns,
underpinned by data and insight, to ensure accounts receive connected, personalised and
memorable experiences based on where they are in the customer lifecycle. Christina’s
awareness of and openness to trialling new technologies and marketing approaches to get
the best results for the business mean that we have been able to leverage behavioural
insights from across the B2B web to ensure that BT is targeting accounts in a timely
manner with relevant content that speaks to their identified areas of interest through
below-the-line digital acquisition campaigns.

Through team restructuring and major platform migrations over the last year, Christina has
demonstrated the leadership to guide both internal and external (agency) teams through
sustained periods of change, while aligning all parties to a common vision. Collaboration is
a value which Christina instils not just in her internal teams, but also across her agency
partners, driving inter-agency collaboration and a “one team” approach to get the best
results and value from the work being done, for impact that is greater than the sum of its
parts. Professionally, working with BT's MPS team under Christina’s leadership has been
extremely rewarding in terms of the results we've achieved together and the shared drive
to keep improving.

Personally, Christina is an absolute pleasure to work with. She is an adept and
extraordinarily creative marketer, who champions "big picture” thinking with an
uncompromising eye for detail. As a natural leader who is committed to the success of her
teams and BT customers, Christina goes above and beyond the call of duty, while
remaining calm and retaining a sense of humour under pressure.”

Clare Noble,
Account Director,
Agent3, London



“Christina has brought a fresh energy to her
role and a significant injection of innovation
and execution. This has made a huge
difference externally with initiatives such as
ABM making real breakthroughs in acquisition
and new leads focus. Sales enablement and
our internal communications have been
transformed by Christina with an extremely
engaging style landing well with our people.”

Mick Wayman
Head of Major Business,
Vodafone UK

“The expertise offered to help us on the
Royal Mail ABM project and account right
from initial analysis and info gathering
through to the final finished product has
been very good. Being able to show
customers this level of attention and insight
will have a massive impact. I am sharing my
experience withing my own business area
and will be asking for further support to allow
us to make more use of this approach across
my acquisition unit.

I'll keep you updated on how the results
unfold as we deliver the campaign but I just
want to thank you for the first class
marketing experience we've had!”

Rob Coombs,
Client Lead, Royal Mail
Vodafone UK

“Without wishing to fall into cliché, Christina
not only helped create the future for my team
and my customer, but she IS the future for all

my account’s future marketing activity.”

Steve Davies
Client Lead, BAE
Vodafone UK
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Royal Mail taken/led
m https://vodafone.digital-hub.tech/royalmail/ by me:
L Smart Utilities for Water
https://vodafone.digital-hub.tech/smart-utilities-for-
m water
H Smart Vision/Hub
https://uk-business.vodafone.com/SmartHub-Vision
" BlackBerry AtHoc Campaign
https://uk-business.vodafone.com/BlackBerryAtHoc
= BAE o
w http://vodafone.digital-hub.tech/Baesystems Results
m MO1] achieved:
https://vodafone.digital-hub.tech/moij
Anchor Hannover
ﬁ https://vodafone.digital-hub.tech/anchorhanover
m Southern Police Forces
https://vodafone.digital-hub.tech/police-forces-
w south
—
Manchester City Council

https://vodafone.digital-hub.tech/mcc

Scottish Councils
https://vodafone.digital-hub.tech/scotland-councils

Peel Group
https://vodafone.digital-hub.tech/peelgroup/our-
vision/

Project: Account Based Marketing (2020-2021)

Account Based Marketing (ABM) is a key initiative in driving new
acquisition to generate new leads for the business — be it from
existing customers or prospects. However, at Vodafone, ABM has not been
used effectively to be our magic bullet — because the execution has not
been creative enough to engage our audience.

We have different triggers to hook in the Regional Business
(prospects) and Major Business (existing customers). As our
resource is limited, we need a smart solution to ensure both audiences are
properly targeted.

Revamp of the overall ABM strategy to be more targetted

« ABM 1:1 - shortlisted customers / prospects

« ABM 1:FEW - shortlisted verticals within the sector

« ABM 1:MANY - nurture track campaign by products / profile groups

All our ABM must deliver on one/ all of these objectives :
+ Improve account penetration

» Develop new accounts

+ Change perceptions

+ Pursue major opportunities

Introduced a new digital platform to better engage our customers
and improve our perception as a digital partner.

Won Gold, Best use of ABM, B2B Awards 2021

Marketlng sales / ROI = 1: 40

- Royal Mail : 300+ visitors, £1.7m AQV, incl. CEO, CIO and CTO

engagement

Smart Utilities for Water :30 opps worth over £15mil AQV

Smart Vision/Hub

National Trust/ English Heritage : IoT opps worth £520k AOV

BlackBerry AtHoc Campaign

BAE : 100+ site visits, BRM Engagement, VONEM opp, 160+ clicks from

social media ads

« MOJ : launched Justice Secure Cloud Prop

+ Anchor Hannover : Daily site visits, opps worth £1.3m AOV, CEC
content & follow up engagement

» Southern Police Forces : supports 9 accounts, 7 opps worth £1mil AOV

- Manchester City Council : 100+ site visits, opps worth £500k+ TCV,
CEC session & content used within

- Scottish Councils : 15 opps worth £3.3mil AOV

+ Edinburgh City Council : Smart Cities opps worth £1.3m AQV

» Peel Group : £1mil TCV across Cloud, Telemetry & mobile


https://vodafone.digital-hub.tech/royalmail/
https://vodafone.digital-hub.tech/smart-utilities-for-water
https://uk-business.vodafone.com/SmartHub-Vision
https://uk-business.vodafone.com/BlackBerryAtHoc
http://vodafone.digital-hub.tech/Baesystems
https://vodafone.digital-hub.tech/moj
https://vodafone.digital-hub.tech/anchorhanover
https://vodafone.digital-hub.tech/police-forces-south
https://vodafone.digital-hub.tech/mcc
https://vodafone.digital-hub.tech/scotland-councils
https://vodafone.digital-hub.tech/peelgroup/our-vision/

“Under Christina’s leadership we’ve had some of
the best assets I've EVER seen that enable our
Sales teams and fuel more effective and
efficient engagement with customers. Christina
has inspired her team to connect with Sales and
really think through how we can better activate
engagement with our customers. Every single
one of Christina’s team and the specific position
they play in her team is helping us to win in
sales.”

Michele Metcalfe
Regional Head of Midlands & Wales,
Vodafone UK

“It has been such a pleasure working with you
over the last year and one of the stand out points
on my learning with you is that you represent
“anything is possible”. That positive attitude has
been really uplifting for me and the team.

I also think you have a very unique persona and
one that I have not seen in Vodafone in my
tenure — so definitely a super asset to the
Vodafone machine and team. Your work ethic and
standard of work is up there with the best and I
am truly grateful for the support , time and effort
you have given me and the team.

The work we have done on ABM for the Justice
market, English Heritage and National Trust have
really brought our value-add to life.

One word to describe you is probably uplifting
and you do this is so many ways. Looking forward
to working with you as we move into another
chapter of Vodafone Business - it will be epic!”

Jayne Rees
Head of Central Government,
Vodafone UK

sales enablement toolki

Project: Why Vodafone Regional & Vertical (2020-2021)

Situation/
Context:

Thisistheplace [
Connecting Northern ireland

This is the place

Convacteg Craater M

THigs the place

This is the place
Confiecting Scotland .

Connecting Wales

This is the placg ;
ConnectingThe South

Time/
Constraints:

Thisis t‘he‘phce
Connecting Londen,

Actions
taken/led
by me:
Government
: "3 Results
‘5 i achieved:

Some of our regional customers do not resonate with the generic
Why Vodafone UK stories. We need to develop specific regional stories in
order to gain a stronger foothold as “trusted advisor” in our
regional markets.

There are key verticals within our sales priorities that we focus on
help grow our share of wallet and widen our reach. These are usually the
key verticals, where we are still seen as a challenger brand, vs. our
main competitor BT.

Therefore, it is critical that we can arm our sales team with a
very distinct vertical / regional messaging (Why Vodafone)
supported by strong customer stories.

A customised regional Why Vodafone story to drive brand
consideration across the regions, with clear “regional expertise”
strategy and what Vodafone can offer in each region

In terms of how we tell the customer stories, we are beyond just
producing a video or written case study for a selected few customers. We
can and should do more than just traditional methods.

Launched a new, revamped 'CUSTOMER ADVOCACY PROGRAMME’

The objective is to drive brand consideration for our Vodafone
portfolio but also positively impact sales’ ability to grow, acquire
and retain their accounts.

Our vision : Customer Advocacy is MORE than just proof or
evidence of what we have sold to our customers. It should be used as
part of our sales armour, as a hook to entice our customers to
purchase from us!

Our creative approach : Establish a rich way of engaging with new
senior level contacts via insightful vertical / regional thought
leadership content presented through a 100% digital approach.

Sales was extremely happy with a set of sales tools that could
aid their conversation with customers.


https://differentiated.preview.foleon.com/regional-focus/regional-focus-northern-ireland/we-are-proud-to-be-a-part-of-northern-ireland/
https://regional.vodafone.co.uk/manchester/regional-focus/

“Christina is one of the most creative minds
I have had the pleasure of working with in
BT. She has channelled her energy into
understanding us; her customers, alongside
our external market to pull together a pan
MPS marketing strategy that has re-
energised the Sales Teams and built a
credible external brand for MPS. Predicated
on thought leadership and innovation, her
initiatives have spanned ‘Leaders in

Industry’ forums, engaging customer
launch events, a comprehensive internal
Why BT sales enablement toolkit and an
award-winning Account Based Marketing

programme”

Sarah Walker,
Sales Director and New Business
Development of Major Corporate,
BT, London

lead gen / targeted sales

Project: Account Based Marketing, ABM (2017-2019)

1:1 ABM

aggreko

Creating and closing new
cross-sell opportunities
across the business

*  Won £697k mobility
contract

* Progressing £3.5m WAN
deal

* New opportunity in video
conferencing

Activities targeting a
single account

Situation/
Context:
Cluster ABM
‘1:few’ activities targeting a group of .
accounts displaying shared Tl me/
characteristics and opportunities COI’IStI'ai nts_
Dynamic account targeting ;
’&‘:w:'r; on’ 'lzm:nf activities across Act' ons
a broad group of accounts
taken/led
by me:
snorthgate
Turning a lost, legacy account
into a positive account with
new opportunities
*  MNew £1m opportunity around
ucc
*  Proposal submitted for TrapX
solution
*  Pilot of Finicom solution to
roll-out
" We won a BRONZE
ational B2B IV Results
achieved:

Marketing invested £262k into ABM platform in 2017 at sales request.
ABM tool when used properly, will increase pipeline and share of
wallet as it helps us to execute relevant and timely tactical marketing
campaigns targeting known customers and unknown prospects. It will
also sharpen sales conversations with customers by utilising ABM
insight effectively to resonate better with customers to drive higher
brand/product consideration.

6 months after the launch, sales usage of the tool was still low.
However, in order to justify continuous yearly investment, a 10:1 ROI
is required. Sales team were also novice in the social media.

Internal change behaviour roll-out to get sales to act on insight
opportunities weekly, when customers are ripe for engagement.
Weekly usage monitoring and bi-weekly calls are held with the Sales
team and Salesforce measurement is in place to track ROL.
Dynamic account targeting: ABM champions and social media
champions were recruited and Sales team was trained to upload
content, supported by weekly social media content toolkit.

Demand generation cluster ABM to target customers with
significant potential and shared characteristics across key verticals.
Current “known” contacts be targeted via EDM’s based on ABM hot
topics, whilst LinkedIn and Banner advertising used to reach out to
“unknown prospects” based on the news feed of relevant job roles.
1:1 ABM / Project ABMO0O07 for deep dive analysis on top 10
customers/ accounts — to better Understand a specific account,
Optimise existing plans and Action specific marketing programmes
that resonate with the account’s needs.

BT can now track specific named accounts and associated campaigns
with its 6 billion dollar B2B business using an ABM code.

To date, the ABM tagged insight and campaign activation have
delivered an ROI ratio of 10:1 against closed revenue.

In terms of pipeline the campaigns are running at 20% above the
target 10:1 ratio.

The Agent platform is further influencing and enhancing the ability to
close a pipeline with a potential ROI of more than 30x the cost of tool
Won Bronze Award for Best Integration of Sales and Marketing at
International B2B Marketing Awards 2018.



https://vimeo.com/257679403

Project: Why BT — Major Corporate & Public Sector (2018)

"Christina is brilliant. From the -
moment she first appeared in the x _ Situation/ Having one Why BT Story will help us (especially our sales team) to
business she was transformational. — e s Context: position BT and our portfolio, for our customers. This will also ensure
She has an incredible ability to deliver : S e strategy (and messaging) alignment, including terminology... so we will
more than: more that you asked for, o e [ 1 have one single story to engage our customers for different needs.
more than you thought possible, e MPS Proposition: At th tre of what do i inal W
e e el e ° R position: e centre of what we do is a single purpose. We
AR e e, B e fm TR N U R — want to empower our customers through technology — to give them
bell" of marketing - throwing her H L @ @ the competitive advantage they need to thrive and deliver their digital
magic dust around.” o T MAR TR @ |ty E g transformation agendas.
Nick Adams, H e o e e TiMe/ There is inconsistencies in the narrative used by Sales team to tell the
Business Development Director, : OIS @ s WE-ONTES @ Constraints:  Why BT story. There is also incomplete content to support the
Local Government & Health, Eﬁ:ﬁiﬁﬁéﬁymﬁiﬁﬁfﬂ&, E it e narrative. And worse, there is no branded collaterals and lack of a
BT, London 0 [ S———— | SE—— narrative on our bt.com to explain our credentials / portfolio.
e.g. Why BT Health story . . )
e —— Actions Master Toolkit: Basic content and collaterals to enable sales
“We worked together in developing a taken/led conversation and to be used externally. Each story can have up to 4-5
Universities sector story for our company by me: different activation modules for different marketing channels.
to gain relevance within a growing 0 Umbrella narrative: Each story builds towards the MPS proposition.
opportunity for a digital response campus. [ — Modular a h f to ter: P Poi lid
What struck me was Christina's ability to pproach for customer presenter: PowerPoint slides...
quickly focus in on the key values and n - so sales team can pick and mix the relevant slides.
principles that support a core purpose and Collaborative effort: Working together with the key relevant
her ability to simplify our collective m stakeholders across the business (Props/ Portfolio, Sales, CIO/ CTO,
thinking and align it to those key - D&D, Group/ Brand).
Pl == 17 ot Sl snlg) 20 i 22 : . One consistent look and feel: Aligned to the BT brand guidelines
witness such advanced thinking Put the vitals .
e e e, At e 0 a ther fingertips and tone of voice. _ . A
open and straightforward to work with Internal and external: Stories are written to fit existing customers,
and helped to focus our value proposition new prospects/ customers (e.g. bid documents) and sales team.
to create a compelling set of customer m i i i . .
engagement material. She was open to Results A complete sales enablement toolkit (offline/ online) with supporting
the influence of the wider subject matter 0 achieved: activation modules and content (sales presenter, videos, events, digital
experts and deftly combined expertise and — bt.com, partners’ hub, showcase, bespoke assets).
insight from across the company with the m Secured 100% buy-in from all relevant stakeholders. In total, we have
e e more than 31 stories completed, 9 pending briefs.
team to deliver thought-provoking and m Total revamp of the digital b for the Maior Co d
inspiring marketing collateral. Christina Dor p of the digital bt.com pages for the Major Lorporate an

would definitely be on my A Team!”

Sean Luke,
CIO of Universities,
BT, London

... pop-up banners

Why BT Health video

Do more, deliver more,

D mare, deliver more,
SV T

... digital banners

Public Sector customers, broken down to props (e.g. Intelligent
Connectivity), verticals (e.g. retail, health, universities, etc) and
regional level (7 different regions).

Additional thought leadership content (e.g. articles and videos) for use
in bids. bt.com, social media, paid media, events and newsletters.

One SharePoint / archive for easy use by Sales team.

Most importantly, NPS scores improved from -19% to +8.8%.



https://business.bt.com/large-corporate
https://business.bt.com/public-sector
https://business.bt.com/solutions/keep-your-people-connected
https://business.bt.com/large-corporate/retail/
https://business.bt.com/public-sector/health/
https://business.bt.com/public-sector/universities/
https://business.bt.com/public-sector/regions/
https://vimeo.com/228939328

“Christina Chan is an absolute force of
nature - she is a whirlwind who uproots
obstacles and leaves progress in her wake.
She is passionate, driven, task-focused and
leads from the front. She is demanding of
those around her but never shirks from her
own personal contribution. She rolls her
sleeves up and demonstrates a degree of
professionalism that her peers often find
difficult to emulate. She has seen her team
significantly reduced in size over the last
year but has dealt with these challenges
stoically and pragmatically, engaging the
market facing unit to manage priorities.
Throughout all of this, she demonstrated
strong mental maturity and was never over
elated by success nor crushed by difficulties
- and she has seen more than her fair
share of challenges.”

Tony Boyle,
Defence New Business Director,
BT, London

partnership/ event activation

“Thank you BT
for stepping up
and helping us
take a quantum

leap forward.”

Air Marshal Phil
Osborn CBE |
Chief of
Defence
Intelligence |
Ministry of
Defence

-

Thank t_uk for the birthday message
on lheBTYDM FRAF 10X

wo @-DroOuee

Situation/
Context:

Time/

Constraints:

Actions
taken/led
by me:

Results
achieved:

Royal Air Force Rugby Union RAFRU (2017)

BT have a long history with the UK Armed Forces and it goes well
beyond communications and technology. We're one of the largest
employers of ex-military personnel and reservists. And we're proud to
sponsor the Inter-Services Rugby Championship.

Proposition: We're supporting teams from the frontline to the touchline.
Trust and teamwork. Innovative leadership and collaboration, creates
winners on and off the field.

It's the biggest sponsorship deal we've undertaken in Defence, costing
£70k for 2 years. And we need to justify the investment with sales
opportunities and branding exposure from the activation.

A full 2 year engagement plan was created, not a one-off activity.
Branding exposure: Stadium branding — within the stadium and at
the entrance to the stadium. BT branded trophies and medals were
presented to the winners of the veterans’, women’s and men’s games.
Rugby shirts with the BT logo were worn by the all RAF players this
season and are available to the public to purchase.

Collaboration with BT Sports —we filmed a feature documentary of
the matches, special feature in BT Sports Rugby Tonight, special guests
in the BT Action Women Awards.

Real time sharing — British Forces Broadcasting Services streamed
the matches live.

Content opportunities -We created a short highlights video to be
used in bt.com, newsletters and social media.

Engagement activities — Dinners @BT Tower for the winners, the
opening and closing of the season and VIP stadium box for all matches.

The sponsorship deal has given the BT Defence team a unique
opportunity not only to build new customer relationships, but to nurture
them over the course of 2 years.

Unlike most sponsorship deals, we've been given a partner/ advisor role
to plan, collaborate and deliver rugby activities for the RAFRU.

The RAFRU allows us access to customers which are harder for us to
reach directly —for e.g. Charlie Forte (Defence CIO).

Supports Cyber opportunities of £220m including WatchTower, CSOC
and CySAFA - “From my perspective I thought this was an excellent
event and is something we should do more of. Since the event a
customer has called me about some work which is worth an estimated
£250k to us in year.” Mark Harris| IUS Business Director | BT


https://www.forces.net/sport/raf-men-win-2018-inter-services-rugby-title
https://vimeo.com/330765611

Project: EE @ Wembley Launch (2014/ 2015)

Situation/ EE signed a sixyear deal to sponsor Wembley Stadium, a contract

Context: worth £25million. It is the first time that the home of the England
football team has been sponsored. EE, the mobile operator owned by
French and German companies, will invest in a new network for the
stadium offering fans 4G and eventually wi-fi nodes to support the
huge amount of mobile data sent from smartphones during games.

Time/ Biggest sponsorship for EE, which means multiple stakeholders
Constraints: involved. The biggest challenge is making sure the network capabilities
was up and running in Wembley for launch day.

Actions A full GTM launch programme  for the 15t 12 months, including PR
taken/led and press release.

e by me: Multiple %O/Ino ;lgé) gqyernantce rT;fel{etlngsdfor (I_QA checks as we

determined person, who always puts 100% Gl LIEN gl 1) 2 20Y '_On's' e, offline an O_n_me‘ . .
into everything she does. She's equally Feb 2014 - Press/ media coverage opportunities with senior

leadership team from EE and Wembley, supported by English FA team.
New | ogo AWembl ey St adi utmbeusedhbye ct
both parties to promote the sponsorship.

Feb 2014 - Stadium branding exposure for EE (outside of the
stadium, in the stadium, all VIP box areas, video/ LED, lighted arch).
Feb 2014 - A dedicated webpage :  https://wembley.ee.co.uk/ .

Feb 2014 - Launch of the first bespoke Wembley app developed
for the stadiumbés visitors. Spec
watch matches as well as receive updates on stadium and travel news.
Sept 2014 1 Unique light show, the EE branded Wembley arch
Jul2015 -l aunch of the O6Wemhl eyxycCupi
starring football-loving YouTube talent #WembleyCup.

adept working on "big picture" strategic
pieces, or digging into the important
details. And combines all of this with a

great attitude and sense of fun. | really
enjoyed working wit

Laurence Simon,
Head of TV and Content Proposition,
EE UK

2015 - Retail exposure of EE products/ merchandise at the
Wembley retail store, including new customers sign-up.
Customer activation opportunities - EE customers will benefit

from exclusive ticketing and marketing initiatives (e.g. VIP box).
> & People engagement toolkit to ensure all venue benefits utilised for
AfWe have been | ooking for the right part W%ﬁ}t'ngsf(e)‘ﬁeérﬂ% Cul§t9mﬁ1rz§/k|@temal sales) and hospltahty tickets.

sure that Wembley maintains its reputation for being one of the

sponsorship and activation

best sport and entertainment venues on the planet. As stadia ReS_UItS 97 preSS hi'FS within 3 days in _major media. o
around the world become increasingly more technologically achieved: Social media reached an audience of 3.9million.
advanced, EE is the perfect partner to assist us in fulfilling that Within 6 months - 850,000 selfies uploaded, and streamed 400,000

goal, giving event owners and their fans the best possible and
unforgettable shared experiences.
Melvin Benn, Wembley Chairman

o goal replays.



https://wembley.ee.co.uk/

