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We help business brands tell their story in a world
where technology and social trends are reshaping
every sector.



simepaectieco pr

Over the last ten+ years w-
the biggest b2b brands i an
design and branding.

www.simpaticopr.co.uk



Ourclient experience

Media and advertising
Digital innovation
Branding & design
UX/CX/VR/CGI
Adtech / Martech
eCommerce

Fintech

Retail / DTC

Edtech

Entertainment

Research
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The Boolk of Ideas© uses journalistic techniques to
build topical on-message content for PR and
marketing fast.

Plan Measure
Ideas
' Edit ;' ‘ Pitch :’

www.simpaticopr.co.u
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The will help you achieve consistently
exceptional B2B PR and marketing results.
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Including broadcast media

[RLY o conoon ] [874 65C Newsroom]
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JULIE OXBERRY

Retail Expert & Go-founder, Household . nﬁ Neuro Ingioht
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BUSINESS LIVE
NAREN PATEL
Chief Executive, Prim
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BUSINESS LIVE
JASMINE MONTGOMERY
Chief Executive, Seven Brands

BIEME NEWS

Red London Buses - 16% T
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http://www.youtube.com/watch?v=WNh3dpI-3tI
http://www.youtube.com/watch?v=U080ODlojFk
https://www.youtube.com/watch?v=FVaWTi3WAKE
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International business media

WIRER
Why too much investment in your
startup can be as had as too little

BUSINESS SIN N TIMFES
INSIDER FINANCIAL TIMES
7 chains that will dominate the restaurant industry in sa1s myr
2017

Dyslexia, dyspraxia, dyscalculia: the gains for
employers




Business profiles

campaign
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BBC Business Live
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And industry sector media exposure

naTIONAL creo:

banking

Every solution begins with the right question. G?ocer l )l (].}Xrl§ teChnOIOQy

AMERICAN BANKER ' N IShopper.psychologyz ) What fashion can learn from other industries
o s L roeo el influencing the subconscious

Turkish Bank Lets
Customers Build Their Own

0009 v © O

RELATED
Bank

Monetising Digital
Services
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As well as brilliant multi-channel content projects
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https://www.neuro-insight.com/context-uncut
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And, we deliver international reach

Simpatico teamin market

' Simpatico team London

Preferred Partner
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Exploring CN | edia investment needs
our role included gning the study,
commissioning the research agency, writing the
report, presenting the findings at the launch
event and executing PR.

www.simpaticopr.co.uk © Simpatico PR



Media Investment
Evolved

How brands are transforming the . g S e & AFE ] ana U
21st century agenda : ; ; ]

DOWNLOAD THE
RESEARCH REPORT

Power dynamics in the digital world
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https://info.keplergrp.com/media-investment-evolved-report?utm_campaign=The%20evolved%20media%20agency&utm_content=189263732&utm_medium=social&utm_source=linkedin
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Multi-channel thought-leadership

Regon: [T+ P CN = IN The Drum.  Maescting can shange tho world.

Moiorn Marimbing  Agury Gusiomss  Gomtiity  Foburn fMadia Work & Wolllnig  Digitl Traburrmtion,  Faskiale .

New Data Shows What Marketers Are
Looking for With Media Agency
YOU'RE SEEING THIS AD o Relationships

Two-thirds of marketers say media agencles lack the Frustrated with agencies, CMOs say bringing Reach your audience

technical rtise th d in their moment.
echnical expertise they nee i i 1 o g fal Tech, co-location and in-housing are top of mind

#ha open axchanga of orma

(LT3 O theTradeDesk “A _*_

Media Investment Evolved

News Anslys

) The casiest way
to read The Drum

According to Kepler Group data, prioritie e shil or many marketers.
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30 NOVEMBER 2021 ;
Everything that matters NEWS  VEWS REVIEWS  IDOLGDSSP  INDEFTH  THELOVIN'SPODNFUL  ABOUTUS -

The future media agency won’t loo this morning e Study: How marketers are viewing their
]1ke the current one Good morning and welcome to Marketing Week’s round-up of the HKTV issues proft waming but

news that matters in the marketing world today. . i i med|a agency a ers szsm;vm:“mmm
S— e o o Media agencies warned to embrace data and tech or die | e o scoms !

FWD Insurance launches pop up
stores for insurance solutions

#DATAMANAGEMENT #DEVELOPINGCLIENT-AGENCYRELATIONSHIPS
#AUDITINGEEVALUATINGAGENCIES Brands view of the media agency roleis shifting
heir relationship with a ding to a study
large comper n The exponential rise of data-driven N Stabilo S5 and Times Booksiores
Data capabilities are what marketers now lock for when choosing to work with a particular agency or marketing is forcing brand owners to | put M\S"ﬂ'_esﬁve decor with
group, newresears o ythey’ viowthelr media 2gency . - . doode on vindow display
lationships due to data and technology's rise Inmportance, 2 1o p redefine the role of their media
h g Jointhe Monsters, Inc. team and
share the oy of Chistmas!

Why it matters. il zeduc Sortanc o metwork s ) agencies; buying clout is no longer
al

top dog - data and technology

As brands continue to in-house technology and talent - and as f -
‘automated buying platforms become more impor 2 e E y capabilities, flexible talent, and ‘adidas builds on metaverse and
fa nvestment in- 7 . NET ambiton with four-way
e wedded to this idea, strong relationships with the tech partnership
obn or more corsidering ull lath, ’ b |
Key findings platiorms are now much more UK competiton watchdag orders
important factors. Facebook parent firn Meta o sel

Asurvey of 150 senior marketers at $1bn+ revenue companies in the US, UK and APAC, conducted by GIPHY

global digital rovider Kepler. found that:

. 5% say data optiisation, rathr than media buying clou, s now the most Important ceron agency patnersneed o prov on sharing lesrings andcon udy commis ¢ Kepler, and carried out by \ Hiton nspiresfans o ravel e
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* ouiangabusnessbrand
MERKLE

Part of dentsu, Merkle is a data-driven, tech-enabled, global customer experience
management (CXM) company. Covering UK and EMEA media, our mission is to explain
Merkle’s multi-facetted proposition, visionary approach to CXM and progressive company

culture.

www.simpaticopr.co.uk © Simpatico PR
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Merkle saw UK revenues grow 6.5% in 2021, scooped nhumerous awards
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Building a busin

Forbes 15 Tips For Improving Your
Customer Experience Strategy

How The Expectation Survival Of The Fittest:
Economy Could Help Brands Becoming An Adaptive :
Move On From Ad-Dominated Organization
Marketing : — Hewsi ol 16 Critical Things To Get
: i Straight Before Creating A
Digital Marketing Strategy

munications C

We developed a serie
experience management
for Forbes. These ideas
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Buildinga b

Lm]mﬂg[] SIGNOUT | MY ACCOUNT | MY BULLETINS | SUBSCRIBE

We amplified Me

centr
‘It’sjust SO baslc’: Why ﬁrms Become a member of

should be employing disabled
Alexi Duggins | Howlong? | campaign SIGNOUT | MYACCOUNT | MY BULLETINS | SUBSCRIBE people bOth in front Of and
Faces to Watch 2021: Andy behind the cameras

Ankrah s ching n npaign produced by the m

e best of times, tho
risen to the challen
and innovation

4

We placed
Campaign
togethert
productio
Mitchell.

Freelance Project Manager

www.simpaticopr.co.uk


https://www.campaignlive.co.uk/article/faces-watch-2021/1728710
https://www.campaignlive.co.uk/article/its-just-so-basic-why-firms-employing-disabled-people-front-behind-cameras/1727750
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Industry leadership

il kinetic

We've been working with WPP’s global out-of-home (OOH) media agency Kinetic
since 2011.

The COVID dominated years of 2020 and 2021 proved to be one of the most
challenging periods in the history of poster advertising.

Our mission in 2021 was to enable Kinetic to reset the terms of debate about OOH
by bringing to life the dramatic innovations in the medium that is propelling it back
to future growth.
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Industry leadership

Last year we delivered 79 pieces of coverage, across 43
publications

AdWeek Campaign ExchangeWire Mediatel NetlImperative Reuters The Drum Times Radio WARC

ADWEEK : :reuterss campaign

The Drum. TIMES
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Industry leadership

yvahoo/news

News CoviD-19 Politics World Health Science

REUTERS

hoovering up germs and pollut

This city billboard fights air pollution

It looks like just an advertisement, but it is
an air filter

Al

We promoted Kinetic’s commercial
tech company that is deploying bra
air of harmful pollution and biologi
explaining how advertisi

ese columns are actually filters that can clean

up




Industry leadership
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PERFORAMANCE MARKETING
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calnpa]gl‘l SIGNOUT | MYACCOUNT | MYBULLETINS | SUBSCRIBE

LATEST > CREATIVEWORK > ‘TOP BRANDS & AGENCIES > EXPERIENCES » CASE STUDIES EVENTS e Q

TRENDING:

CANNES CMO OUTLODK ‘SCHOOL REPORTS 2021 THE KNOWLEDGE H

Ben Bold | July 13,207 Howlong? | 2-3minues

Inclusive 0OH messaging

e

O

AMFROSEHONORS  DISEOTMAIL MASKETING EMAIL MASKETING vomL=|

Tds Dpecoding The On-Demand TV Landscap
A guide o streaming Benaviours across Europe.
Samsung TV Plus and what it means for marketers.

17 Jun 2021 | Mike Fletcher

'OOH three-year study shows sector efficacies

Mediatel
News

LATEST OPINION INDUSTRY NEWS DATA #

28 Sep 2021 | Ali MacCallum

‘OO0H has a duty to capture the public’s imagination
with green poster innovation

————

.
Mediatel
News LATEERT OFINION INDUSTRY NEWE

Part of Adwanted Group
29 Jan 2021 | Mediatel News Staff #

Five questions with Kinetic WW's UK CEOQ, Alistair
MacCallum
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OOHIT forimpact

~— Croataapoot Edoeial

How oo you make the next iteration of your main sport game even mare inferesting for

QO[O

Advertising’s Oldest Medium Is
Primed to Fill the Cookie Gap

your players? How do you drive large scale awareness and engage with the local

communiies? Why, with a sefies of monumental murats, of course

As Electronic Arts was just warming up ko launch Fifa 2021, the game publisher wished
to push the Fifa brand oulside of the game boundaries and inlo local communities across
the UK. After some consideration, the agencies involved agreed on a senes of stunning

While other mediums have focused on their core offerings during the pandi P A SRR KR e R o e o

out of home has been reinventing itself [FOr Nis BeNing the KIea, we are Ieaming mone anout e Fira mUrals TTom Kee 185t year, a

MonuMental CAMpakgN At s Sure &0 leave @ Mmark . the history of video game

Out-of home ads that earry in ng have 2 greater impact than their purely on-brand,
old-sc00] counterparss, normalising Dil and D00SEng the bortom line, ocording (o Tesearch
from Kinetie.

‘The OO specizlist worked with mediz owner Globel and outdoor eperarors Clear Chamnel and

What are you looking for today? Q Signin Getnews Dol sub:

A page from ‘The OOH Playbook’: How to

raise the bar of out-of-home media How do you solve a problem like... cutting

H hirs used s time In hibernation te planning through during the holidays?

Jennie Roper

News Events Awards Members More
MediaPost - oooaoon

EDKINGDOM #CONTEXTS

Marketing|nsider N -

COMMENTARY We delivered research-based thoug
Advertising Wants To Go Greener --- FUEEIER IS 8 (] e o)

OOH Is Leading By Examp|e perspectives on sustainability and i

by Alister MacCallum , December 9, 2021



https://mediatel.co.uk/news/2021/09/28/ooh-has-a-duty-to-capture-the-publics-imagination-with-green-poster-innovation

We’ve been working with leading
audio branding agency amp since

2018, helping them lead the field of
audio branding.

www.simpaticopr.co.uk b tico PR




Forbes

MORE FROM FORBES

Forbes
Oct 00pm EDT Oct 8, ) Oct m s

Training Helps Teachers COVID-19 Vaccines Mean The 14 (
Respond To Students’ Ment...  Beginning Of A Safe Return... ~ Thq

How Technology Has Grown
To Shape The Soundtrack To
Our Lives

U, IIu‘IIPSC'II.‘lﬂ‘b ."fJIIQlE'I‘[g .COT

Summer marked a refurn to some semblance of normal for many
: *d end up missing the previc
e or abusyt

Subscribe signin Q

Progressive Marketers
Increasingly Hear Their
Brands As Well As See Them

Michele Arnass (oo
Forbes Agemcy Ce

nder &

randing.

{ world-leading expert in

hranding oo

F3

021 has seen a series
Motors, Pfizer and B
thinking about how th
changing consumer b
role that brand plays i

But listen. (Y

We’ve delivered month on month
exposure including call-to-action
pieces for Forbes setting out the

arguments for strategic investment

in audio branding across a huge
range of consumer touchpoints.

s -
familiar? The

ure
identity is audible as well
as visual, says Michele
Arnese of amp sound
branding

Sounds familiar?
The Near-Futurist

Technology

‘ Listen on Apple Podcasts 2 ‘

The Coca-Cola song from the 1970s, the Bond theme,
Windows start-up, Apple switch-on - we're surrounded by aural
branding as well as logos and visual cues. Michele Arnese, CEO
of amp, talks us through what's going on.

E{



https://www.forbes.com/sites/forbesagencycouncil/2021/09/29/how-technology-has-grown-to-shape-the-soundtrack-to-our-lives/?sh=315894195b3b
https://podcasts.apple.com/gb/podcast/sounds-familiar/id1441144170?i=1000531175763

THE SOUND OF... TEC THE SOUND OF... TECH

Using our unique

BAB approach, we took
a closer look at the
tech industry, focusing
on how tech brands can
transform audio and
voice branding.

-

4 is, o SOUND |
™" OF

TECH

_Emily Bowman GM
_Quique Vivas Vodafone
1 _Alicia Tillman SAP
""""" _Ivy R!:ss Google

O\
-7\4(/ VOV

A holistic way of branding is essen-
tial for the positioning of a company,
product or service. A brand, obviously,
is recognized by all our senses, not
only visually, but increasingly with our
ears. Sound branding is an important
differentiator and ingredient of how a
brand is positioned and perceived.”

Or. Borna Schasul, CED, Coup 12.85.2028
n

A

_inthe UK, USA, Italy,
Germany, Spain, Australia.

As well as contributing to
amp’s quarterly digital
magazine bringing to life the
coming “decade of brand
sound”.

@ibatico PR
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000 The American Genius

‘The only global magazine for rebranding and ! ARCIDU the pulse of tudau‘s entrepreneur

brand development
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Audio branding: Is this the next big boost in
brand recognition?

(BUSINESS MARKETING) Brands have invested heavily in audio branding in 2021, here's how that
i changing up the branding rankings for businesses.

Home Testte- News. Awards . Video - Operatori- Shop NGruppo Contati- Arealienti - Jobopportunities

Legginews ey 2 e g e

Feawres  Opinion  Awards  Conferences  Subscriptions

e La"Best Audio Brands 2021" mostra un crescente vantaggio della concorrenza per
e marchi che investono el suono

Best Audio Brands 2021 shows growing
competitor advantage for brands
investing in sound

[}

bished on June 16, 2021
£ Vasmin Dillo Turk, Staff Writer
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El branding sonoro de las marcas
Las 20 marcas que se alzan en el
ranking del mejor branding sonoro

@ 13un0200 comparme f W in =

©Mumbrella  Eorsi - Eventsc  Jobs | More s Q @Mumbrelia mmmmm ween | T

T3
I IME I I \E I “R “DIo e Gltimo afio el consumo de medios y la interaccién han aumentado notablemente en

Mastercard Stl" #'I aud o brand as Jetzt auf www.radlo-advert|5|nq-summlt.de leplaraformasmgma\esymovnes Esto se ha visto reflejado también en el mundo del audio,

imparable. En relacion con esto, un

Esta son Ia veintena de marcas que estan triunfando con sus estrategias de
branding sonoro y de las que hay que tomar ejemplo.

The Times

Thursday, June 17, 2021 6:46:45 PM

industry investment in sonic (D)7t mal® A e
strategy grows

Gre o mourmen omsecm o wm QLW in

Mediatel
News_

‘Best Audio Brands

Junz9,2021 10:00
w

Mastercard klingt spitze: Die 10 =
besten Audio-Brands oo vam oo m

22 1un2021 | Sam Tidmarsh

‘We created our DNA: why Mastercard is all-inon
sonic branding

Amp’s third annual index of the Eest Audio Brands (BAB) sees Mastercard
retain the #1 spot, with the index agair: showing the importance of
investing in sonic strategy across brand touchpoints.

weo  Global brands investing more in how they sound

Weiten by Amp.

ieg 9 i i Ther

i ig "Best i -Index

(BAB): Im Top-Ten-Ranking liegt Mastercard vorn, gefolgt von
‘Shell und Apple.

Companies investing in audio branding and bespoke music assets such as

sonic logos gained ground this year, creating what Amp calls an ‘audio

advantage’ gap that helps them cut through the noise. Data Snapshot

i cut mor sbout he s
i ———
ot madia dat.

Mastercard was named in the #1 spot due to ts use of a unique holistic

How does modern Luxury sound?
and DNA-based sonic identity, which consistently expanded the use of
sound across global platforms.

Mastercard

\’ YinnEe
than the sghi of s world-femous red and yellow ciecles oga?
According 1o thepsyments gisnts chief marketlng snd communications officer Raje
Rejamns line:
Is making =

competit in sound

[ R S —

branding 3 vial psrt ot ts brand semoury.

N oest ediatel N
e £ [ v e oo st bulletins

Amp's i annual index of the worid's Best Aux investing in deveioping I such as sonc l0gos Das Rankd
and music specialy created for ther brands - have gained gaifcant ground on their rvars. This s Creaiing  stark ‘Sucio advantage’ Gap, whereby many brands are s2ugg g 1o cut ‘baut auf dem "Best Global Brands Index" von Speaking to Mediatel News. \annar explsined: * ce

: R o _— The key criteria by which the BAB measures audio investment v af s & hrand ot whan tsing & Mastorcar. 4 bocoming ncreseinly mere
P, gl o sy ot ey atstbrand au nd mis e Audio-nvescnens mrtan e s e crddors fthe sty s st Hostread rumises

performance for brands are: customer recognition, customer trust, Performance saland der Wiedererkennng durch die ca alb fossns ke LA S B it
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Business profile and purpose NN
MINDSHARE

We’ve been working with WPP media agency Mindshare since 2018.

In 2021 Mindshare’s new leadership challenge us to establish a leadership
position around Good Growth — Mindshare’s strategic business proposition.

We used our “ook of Ideas© approach to re-energise Mindshare’s PR, research

events and content programme with purpose, bring to life ideas behind Good
Growth in ways that are relevant to the industry but also challenging.

www.simpaticopr.co.uk © Simpatico PR
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Business profile and p

By the end of H1 2022 we’d delivered 40 pieces of coverage,
across 18 publications




MINDSHARE

Business profile

campaign - -

Top agencies rally together for
Earth Day as part of
#ChangeTheBrief Alliance

Mindshare, Adam & Eve/DDB and M&C Saatchi are among the companies dedicating Earth Day to learning
ahout how the industry can have a positive environmental impact.

y

iadi The Drum.

- - 3 e

alliance for Earth Day 2022

John Glenday

Q, Latest& Trending Categories -

Ad execs unite behind #ChangeTheBrief

Home  Opiion  Analyss  Intorviews  Data  Debates Anout

Y

Green Media - taking responsibility for reducing
the impact of climate change

il

As people all over the world wake up to the climate emergency, mare and mora of us axpect brands

their part, and the media industry is no exception

4 of people agree that “media brands should
what could b 3 bigger issue than saving

52 nual
n big issues in sociaty

andedly change the whole worid when it comes to sustainability, we can maks
our part

simepactieco pr

Managing your own slice of the parity pie
baking DEI into business culture

e sustainable way to create content

tion generates up to a milion tonnes of CO2 a year. A single hour of film

of this f

15, Howewer, what is mare conceming is that around 97

The pandemic has scaled back many celebrations over past few years, but as women around the globe contin
battle the social, economic, and political fallout from COVID-19 — the need for International Women's Day is gr
than ever.

sproportionately underrs

In our industry we see first-hand the impact that advertising can have in wielding signific
cultural power and its amplification in the representation of marginalised groups at large.
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Business profile

WARC

AN ASCENTIAL COMPANY

26 April 2022 0 v Mm

Brits batten down for coming storm

Only 169 of Britons are confident they can ride out the cost-of-living crisis, with 84% making cuts to
their consumption of fuel, food, entertainment, borrowing and travel, according to research by
Mindshare UK

The media agency's Going for Broke? study was published on the same day that Unilever revealed it
had hiked prices by 8% in Q1 and flagged further inflation in the second half of the year and that
Chancellor Rishi Sunak warned of interest raie rises and an additional £1,000 a year on mortgage
payments.

Changing habits

simepaectieco pr

L.onpONIoOVes BUSINESS

BIIEIMESE HEWZ ECONDMIC NEWSE FINAMCE HEWS

Brits are making cuts to their
consumption of fuel, food,
entertainment, borrowing and travel due
to the cost-of-living crisis

NRITTEN EY LLB FINANCE REPORTER 28™ APR 22 12

Eesearch by WPF media agency Mindshare UK indicates long-term economic change as
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Business profile

Wail Online

'This is not negotiable': Netflix
customers threaten to CANCEL their
subscriptions if it starts showing
adverts to those on cheaper plans - as
experts warn move could drive users
torivals Apple, Amazon and Disney+

« Netflix users threaten to cancel their subscriptions rather than watch ads

»  Ad-supported plan could entice some consumers battling a cost of living crisis

« But analysts warn it could drive some subscribers to rival services

« Netflix also risks frustrating its remaining customers by adding ads

By SOPH UR LIME
PUBLISHED: 17:1 UPDATED: 16:23, 12 May 2022

f| o B EEM ne  *689

tions if the streaming

o be introduced by the end o
d by The New York Times on

TACONTELR

FUTURE OF
ADVERTISING

simepaectieco pr
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Brands ponder an uncertain
future in dl“ltéll adwertmnﬂ
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