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Introductions

Lucy ElizaALEXKatie





Deal maker
Parent
Therapist
Marketeer
Business developer
Friend
Social media specialist
Photographer
Creative brainstormer
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Strategy
o

o

o

o

Transforming Jermaine from a professional footballer to a Primetime tv 
Presenter



Broadcast



AMBASSADORSHIPS



hosting
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Strategy
Maintaining relevance by:
o

o

o

o

Elevating Chloe away from the show and positioning her as a key talent in 
the YouTube, Influencer, Broadcast & Talent space



AMBASSADORSHIPS



Broadcast





hello



CREATE CHANGE FOR BRANDS BY MAKING THEM 
CULTURALLY RELEVANT IN PEOPLE’S PASSIONS



Ballet

Zumba

Music

Organics

Veganism

Comedy

Online theatre

AR / VR

Netflix 
series 
binges

Yoga

American 
sports

Extreme sports

Korean 
beauty

eSports

Crossfit

Twitch

Wearables
&

fitness tracking

YOGA
FOOTBALL

Art

Dance

Fitness & 
Wellbeing

Theatre
TV

Beauty

Gaming
Technology

Health

Film

Photography / film-making

Mindfulness

Food & 
Drink

WHAT ARE your PASSIONS?



WHICH BRANDS STAND 
OUT TO YOU BECAUSE OF 
THEIR INVOLVEMENT IN 

YOUR PASSIONS?



Why PasSIONS?





“ Sponsorship is the 
most effective channel 
for delivering 
significant positive 
brand effects ”

IPA Report, 2020

75% of fans feel loyal towards 
companies that sponsor or 
engage with their passion



“ A KEY benefit of 
sponsorship is the role it 
plays in building a strong 
brand identity.  

BRAND STRENGTH 
CONTRIBUTES 60%-80% to 
overall sales.”

MCKINSEY

64%
of fans more likely to 
purchase a product from a 
brand that  partners with 
object of fandom



“ Being a patron of 
people’s passions 
provides benefits for the 
brand and society in 
general ”

CANVAS 8

62%
of consumers want 
companies to stand up for 
the issues they are 
passionate about

expect brands to be part of 
the debate & promote more 
progressive values and play a 
meaningful role in society 69%



HOW WE FORGE 
CONNECTIONS



WE WORK ACROSS 
LOTS OF 
CHANNELS

“VERtICAL
SPECIALISTS”



FOR BRANDS THAT 
BELIEVE IN 
MAKING CHANGE



BUILDING CAMPAIGNS





1
Objectives

Dissect client brief to 
understand what 

they want to achieve

2
Insights

Gather insights to 
inform – cultural, 
audience, brand, 

product

3
Strategy

Use insights to develop 
strategic direction

4
Creative

Develop ideas that align 
to the strategy

5
Activation

Develop timeline, outputs, 
project manage delivery

6
Evaluation 

Meaningful results that 
ladder back to 

objectives



HOW CAN FOOTBALL MAKE 
PEOPLE LOVE THEIR BANK? 



hoW can you use the spotlight of the women’s EURos to 
Highlight the work your BRAND doES in the women’s game? 



Create a campaign that ConNECTS THE ELITE GAME TO 
THE THE FIRST CHANCES YOUNG GIRLS GET TO PLAY 

FOOTBALL

Brought to LIFE WITH content, partnerships and 
talenT



IT ALL STARTS WITH A CHANCE





TVC Reactive social

talent activation On pitch





WHEN PASSIONS POWER GREATER 
DIVERSITY, EQUITY AND INCLUSION



CONSUMERS EXPECT BRANDS TO 
HAVE A POSITIVE IMPACT ON SOCIETY



STEP UPPASSIONS REPRESENT THE FUNDAMENTAL CULTURAL 
PILLARS OF SOCIETY



THEY CAN BE A POWERFUL DRIVER FOR
POSITIVE CHANGE



BUT THEY CAN BE INHERENTLY 
UN-INCLUSIVE



BRANDS IN PASSIONS HAVE A RESPONSIBILITY TO 
CHANGE THIS 



A GLOBAL PLATORM TAKING US TO THE HEART OF MUSIC CULTURE 

 A CONTENT ECOSYTEM DRIVEN BY THE RIGHT PLATFORMS AND PARTNER PUBLISHERS



BUT HOW COULD BALLANTINE’S BE PROACTIVE AT 
ADDRESSING D,E, & I issues in MUSIC CULTURE?



Validate thinking with a collective of authentic voices

Create an actionable campaign that will deliver equity

Learn Opportunity Validate Equity



Ballantine’s  pledges to support, champion and pursue equity in music culture.  

A three-year strategy to invest in makING dancefloors more inclusive 

We identified real issues that would go on to inform real solutions

Resetting the Dancefloor



JAMAL EDWARDS MBEDOPE SAINT JUDE

THE COLLECTIVE

HE.SHE.THEY

CHICA GANG HONEY DIJON AFROBAPHO











SO HOW DO I 
GET INTO PASSIONS? 



SKILLS NEEDED

BE. A. FAN



STRATEGY CREATIVE CONTENT 
PRODUCTION

EVENT 
PRODUCTION

PR, INFLUNCERS
& SOCIAL

DEPARTMENTS



Q&A 



What’s next
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