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RULES

You are not able to be seen or heard by the panelists or other participants

Please be respectful of the speakers and of each other when using the
communication features

Please use the Q&A function to ask any questions and we will do our best to
answer as many as we can

Please use the Chat & Poll function when directed to by the Speakers
Please use the auto-transcript function in zoom if you need to

This session will be recorded and upload to the login site following the session, so
don’t worry if you miss anything!
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INTRODUCTION

Saskia Patel Madison Lygo Noélla Neffati
Growth Manager Talent Agent Group Account Director
M&C Saatchi Social M&C Saatchi Merlin M&C Saatchi Sport &

London Entertainment Amsterdam
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Passion Marketing M&cC SAATCHI SPORT & ENTERTAINMENT




Passion Maorketing M&C SAATCHI SPORT & ENTERTAINMENT







The application of
marketing science & creativity
to solve complex problems.

Transformative digital
experience, design
and innovation.
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GROUP L e

The Group operates across

five core divisions: .
ing brand
PASSION S
M A n K E T I N G through their passions.

Driving critical global

0 B Al & and so;iol change.
b

Protecting the planet,

IAL ISSUES transforming lives

for the better.
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@ M&C Saatchi Sport & Entertainment Network
M&C Saatchi Worldwide Network

6
FRONT DOORS

Netherlands UKk
Germany North America
South Africa Australia

350+
PASS/ION EXPERTS ’
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SECTOR
SPECIALISTS
& DISCIPLINE
NEUTRAL

As vertical specialists, we work across all channels for
our clients. From fully integrated campaigns for
Coca-Colal(from TV to experiential), to global events
foeif@ken and Reebok.

Societal
Change

Brand
Strategy

Customer
Experience

Adyvertising

Content
Production

s

Partnerships Co#

f

Sponsorship
Evaluation
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BRUTAL SIMPLICITY

OF THOUGHT
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It is easier to complicate than simplify.

Simple ideas enter the brain quickly
and stay there longer.

Brutal Simplicity of Thought is therefore
a painful necessity.

Similar people think similar thoughts.

Diversity of people creates diversity of
thought.

Diversity of Thought
is therefore a creative necessity.

We are more than fans.

We're on the pulse of passions because
they’re our passions too.

ahead of it.
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Parasocial relationships with celebs, Passion communities are 24/7 not just for People use their passions as an Global loneliness epidemic is fuelling a
s or entities have wrapped - fans the Olympics or Glasto with 70% opportunity to connect with each other. need for a community over fandom
w stakeholders and co-authors in engaging daily Minec'f’r has 180M users monthly
eir success (or demise) - (Example :

FKA Twigs x Calvi
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Getting to the heart of
niche audiences

Offering concentric
growth opportunities




GARLIC SAUCE?




WHAT ARE
i{OURIBASSIONST



Firness HIKING SERIES MOVIES
oy PO S

RUGBY  FOOTBALL THEATER  CONCERTS
YOGA  CROSSFIT
WHAT ARE
VALORANT {OUBIRASS IR WRITING
LEAGUE OF LEGENDS ART PHOTOGRAPHY
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RETRO FORTNITE FASHION CRAFTING



A brand that is looking to stay relevant to a younger audience
A brand that is looking to drive sales or value share through a partnership
A brand that is looking to drive earned media through a cultural platform
A brand with an existing sponsorship or partnership that needs to it work harder

A brand that wants to use consumers’ passions to create a more equitable world

A brand that has a partnership that needs a world-class digital campaign around it

A brand that is looking to create incredible live events which engage consumers




1
OBJECTIVES

3
STRATEGY

2
INSIGHTS

Use insights to
develop strategic
direction

Dissect client brief to
understand what they
want to achieve

Gather insights to
inform - cultural,
audience, brand,
product

0
ACTIVATION

4
CREATIVE

i
EVALUATION

Develop timeline,
outputs, project
manage delivery

Develop ideas that
align to the strategy

Meaningful results
that ladder back to
objectives




SUMMER 2024 WAS LABELLED THE

"SUMMER OF SPORTS”




A GOLDEN OPPORTUNITY FOR BRANDS TO HARNESS THIS

MOMENT, CONNEGTING WITH THEIR AUDIENGE’S PASSIONS
THROUGH CAMPAIGNS, ACTIVATIONS, AND TALENT!




There are still over 20 million
children who haven't received a
single dose to protect them from
deadly diseases.

How might we put vaccinations
higher on the agenda in the
context of a summer of sport?




OPPORTUNITY

When everyone is
captivated by what is
happening at the finishing
line,

How might we celebrate
the power of vaccines to
get millions to




INSIGHT
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: theﬁ it comes to sport, we are unequivocal
| about an equal playing field.

qu, we don’t think this way when it comes to
' vaccinations and immunisation.




ROLE
FOR COMMS

Create moments of empathy, that
make people react to the injustice of
millions who don’t have access to
vaccinations.

Realise a newfound appreciation for
what it means to have a spot on the
starting line.




POINT
OF VIEW

Everyone deserves
a spot on the
starting line.
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We /must target sports fans.
Who'are highly engaged and active online:
And care aboutjustice, fairness, and equity.
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Our recomm

A focus on the younger generation.

*YPulse Survey Data | Hobbies & Passions Survey



https://www.ypulse.com/article/2022/05/18/these-are-gen-zs-15-biggest-hobbies/

- consider themselves
a sports fan.

- as likely to care

about issues of equality.

Spend [RCENIMESIMORS

than any age group on
social media.

YPulse Survey Data | Hobbies & Passions Survey
https://www.marketingdive.com/news/study-gen-z-cares-about-
issues-and-is-skeptical-of-brands/555782/
https://sproutsocial.com/insights/new-social-media-demographics/

and GWI 2024 data



https://www.ypulse.com/article/2022/05/18/these-are-gen-zs-15-biggest-hobbies/
https://www.marketingdive.com/news/study-gen-z-cares-about-issues-and-is-skeptical-of-brands/555782/
https://www.marketingdive.com/news/study-gen-z-cares-about-issues-and-is-skeptical-of-brands/555782/
https://sproutsocial.com/insights/new-social-media-demographics/

But most importantly, they can be our chorus of support:




But most importantly, they can be our chorus of support:

- use social media to voice concerns and create change.

m https://www.searchenginejournal.com/social-
media-gen-z/485152/



https://www.searchenginejournal.com/social-media-gen-z/485152/
https://www.searchenginejournal.com/social-media-gen-z/485152/

But most importantly, they can be our chorus of support:

- use social media to voice concerns and create change.

Younger generations in each market take _ ds many
actions on social media, compared to any other age group.

m https://www.searchenginejournal.com/social-
media-gen-z/485152/



https://www.searchenginejournal.com/social-media-gen-z/485152/
https://www.searchenginejournal.com/social-media-gen-z/485152/

- of Gen Z will consume Olympic Games content

through TikTok, YouTube and Instagram.

0) https://www.rutgers.edu/news/gen-zs-anticipated-
media-consumption-during-tokyo-summer-olympics



https://www.rutgers.edu/news/gen-zs-anticipated-media-consumption-during-tokyo-summer-olympics
https://www.rutgers.edu/news/gen-zs-anticipated-media-consumption-during-tokyo-summer-olympics

Over 50% would be more interested in the Games if athletes used

them as a platform for activism.

m https://www.sportsbusinessjournal.com/SB-
Blogs/COVID19-OpEds/2021/06/30-Beal.aspx



https://www.sportsbusinessjournal.com/SB-Blogs/COVID19-OpEds/2021/06/30-Beal.aspx
https://www.sportsbusinessjournal.com/SB-Blogs/COVID19-OpEds/2021/06/30-Beal.aspx
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Vaccines give children the chance to start
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THE UNEQUAL

START
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CAMPAIGN LAUNCH
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On the day of the investment opportunity launch, an athletic
track was installed at Bourse de Commerce.

Using WHO/UNICEF data, markers were symbolically
positioned on the track, with Western Europe placed well
ahead of other regions such as Sub-Saharan Africa and
South Asia, visually reflecting disparities and emphasizing
the importance of immunization in the early years of a
child's life.

Decision makers, athletes, influencers, and journalists were
invited to the starting line to capture content for social
media, focus on immunization equity, and gather photos
and narratives for a press release.
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EDUCATE & ENGAGE
JUNE 215T —







MY ST RTING LINE
w Wy %/%Mﬂ%w/

We launched the "My Starting Line" video series in collaboration with
Hypebeast to engage audiences and spotlight disparities in starting
opportunities across different regions. Featuring athletes and para-
athletes from France (Robert Pires, Laure Manaudou and Junior Bosila
Banya), the UK (Sir Mo Farah), Germany, and Norway (Ada Hegerberg),
the series shared personal stories about their life challenges and starting
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The videos, broadcast from June 20, were tailored to key moments in ( Q « ~) -

each market. Athletes highlighted the importance of equal opportunities, -

particularly childhood immunization, and called on leaders to support -
Gavi's efforts to vaccinate 20 million children in need. The campaign also
aimed to inspire younger generations to advocate for this cause.




WHY ARE VAGGINES SO

IMPORTANT?




WHY ARE VACGINES SO IMPORTANT?
Opient” Creaer Cfaborafon

88% of Gen Z students believed technology was transforming
education, and 80% reported using YouTube as their primary
learning resource.

To engage this generation's learning preferences, we partnered
with popular content creators from key markets, like Michel
Cymes in France and Max Klymenko in the UK, to create
educational videos on the importance of immunization.

These videos reviewed key statistics, explained the diseases
immunization protects against, and emphasized the global efforts
still needed to protect all children. Additionally, content creators
explained to young people why it is crucial for their leaders to
commit financial support.







Copdepd Creafon

WHY ARE VAG%}S S0 IMPORTANT?

Z@ﬁéﬂ 12:09 - i 50 -.

the-starting-line.com

To raise awareness among younger generations about the
privilege of receiving routine vaccinations from birth, we
launched a simple landing page called "The Starting Line”

The page featured two questions:
- Where did you spend most of your first five years of life?
- In which country do you currently live?

Based on their responses, users were placed on a life track
represented by an athletic field, showing their position
relative to others of the same age. For example, a
respondent might see: "l started ahead of 138 countries."

Participants were encouraged to share their results on social

media and urge world leaders to ensure all children have an
equal start in life.
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STYLIST CHEERLEADER

NEGOTIATOR

FRIEND ADVISER

STRATEGIST PHOTOGRAPHER

PARENT THERAPIST EQIOR
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SNAPSHOT.

WHEELCHAIR
BASKETBALL

your winners.
VR |

°

SOPHIE MORGAN
& IMOGEN

Capital FM BBC Olympics Winner of
official at 2024 Love Island
Team GB coverage UK

House
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EXGLUSIVELY WORK
WITH OUR OWN
INFLUENGERS
OFFERING 360
MANAGEMENT.
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DIFFERENT STBATE[“ES, ACHIEVED BY: o Saying yes (and nol!) to the right brands and opportunities

o Honing crafts to build experience and presence in broadcast and radio space
o Maintain presence and relevance through having key identities and career direction
o The desire to build a long lasting career, not a one off year

M&CSAATCHISOGIAL




WORKING WITH KEY BRANDS OUTLINED IN INITIAL
STRATEGY MEETING.

BRAND

M&CSAATCHISOGIAL



INDIYAH

STARTS DAVASJULY AT 9PM
M&S South Shore
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COOKING WITH THE STARS
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GHL OE AMBASSADORSHIPS, BROADCAST & PRESENTING

'”510! reaming on Channel 4 f

JntoldC4

fom 24 April

CELEBS SCARED OF THE TAPPED OUT KISS FM BRITS RED THE SIDEMEN- UNTOLD CELEBRITY
GO DATING DARK CARPET HOST INSIDE MASTERCHEF

v 1- - Behind the Screens .
— — uwnh Chloe and Mlllle

WHITE FOX GOOGLE PIXEL TEQUILA ROSE JD SPORTS

ME&CSAATCHISDGIAL




GHLOE VS THE WORLD

Chloe vs The World °

@Chloevstheworldshow * 121K subscribers - 463 video:
 New episodes available to watch & listen EVERY Tuesday 6pm. ...more

22 MONTHLY
AVERAGE VIEWS

121,000 YOUTUBE SUBSCRIBERS / 304,000
TIKTOK FOLLOWERS / 91,000 INSTAGRAM
FOLLOWERS

M&CSAATCHISUGIAL

PODGAST HOST OF MAFS UK: IT’S OFFICIAL

MARRIED
ATE[RST SIGHTY*

OFFICIAL! WITH CHLOE BURROWS

MARRIED
ATHIRST STGT TN

IT’S OFFICIAL! WITH CHLOE BURROWS

It's the official Married at Firs Sgh UKpd t! Joi as we dissect all
h drama and del b e the juiciest goings-

AVAILABLE TO WATCH OR STREAM ON E4,
CHANNEL 4 AND YOUTUBE.
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SKILLS NEEDED

COMMERICIALY
ASTUTE

CREATIVE
FLAIR

COMMUNICATION
NATURAL

CURIOUS OF MIND
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WHAT’S NEXT

How media, technology and data combine to help
ensure brand communications are seen by the right
people at the right time whether that be in paid,
owned or earned channels.

Chris Khan, Search & Social Director M&C Saatchi
Performance US and Becca Marchant, Social
Associate Director M&C Saatchi Talk
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