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What do you think an Agent is
and what do we do?




DEAL MAKER

PARENT

THERAPIST

MARKETEER

BUSINESS DEVELOPER
FRIEND

SOCIAL MEDIA SPECIALIST
PHOTOGRAPHER

CREATIVE BRAINSTORMER

M&C Saatchi Group
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JERMAINE
JENAS



STRATEGY

TRANSFORMING JERMAINE FROM A PROFESSIONAL FOOTBALLER TO A PRIMETIME TV
PRESENTER

o Disrupting the marketplace and appearing on
platforms where people don’t expect.
o Securing high profile broadcast presence across Sport,
Documentaries and Entertainment.
o Securing long-term strategic brand partnerships.
o Building Jermaine as a household name




BROADGAST

The Truth ({
About " -/
Stop & Search ; ,

HUNTING THE FOOTBALLTROLLS

A Shocking Truth

THE ONE SHOW

MOTDx

THE TRUTH ABOUT
POLICE STOP &
SEARCH

HUNTING THE
FOOTBALL TROLLS

THE WORLD’S MOST
EXPENSIVE TRAINERS




AMBASSADORSHIPS

L’OREAL DARE2B



Final Draw

WORLD CUP DRAW

/
O

THE BEST FIFA FOOTBALL AWARDS




CHLOE
BURROWS



SIRATEGY

ELEVATING CHLOE AWAY FROM THE SHOW AND POSITIONING HER AS A KEY TALENT IN
THE YOUTUBE, INFLUENCER, BROADCAST & TALENT SPAGE

MAINTAINING RELEVANGE BY:

o Working with key brands
o Aligning with key talent
o Maintaining presence in broadcast and radio space
o Developing a successful YouTube channel

MECSAATCHIS G



AMBASSADORSHIPS

#TeamPixel

WE ehind t; §creens
with Chloe and Millie
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GOOGLE PIXEL

JD SPORTS TEQUILA ROSE

M&CSAATCHIS AL



BROADGAST

CELEBS GO DATING

SCARED OF THE DARK

CHANNEL 4.0 OWN
SHOW ‘BAD BABY’

INTERVIEWING BETH
MEAD & JORDAN
NOBBS ON BEHALF
OF ARSENAL FC
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HOSTING KISS FM

RED CARPET
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HELLO

Charlotte Smith Ade Daramola

Business Director Account Executive

ICHI

SPORT ENTERTAINMENT

MEGSAATCHI

OPEN HOUSE



What we do

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




WHAT ARE YOUR PASSIONS?

Extreme sports

Korean
beauty

Wearables
&
fitness tracking

Netflix
series
binges



WHIGH BRANDS STAND
OUT TO YOU BECAUSE OF
THEIR INVOLVEMENT IN
YOUR PASSIONS?




WHY PASSIONS?



Engaging people through their passions
E goog for brands, businesses and society




Brand

*“ SPONSORSHIP IS THE
MOST EFFEGTIVE GHANNEL
FOR DELIVERING
SIGNIFIGANT POSITIVE
BRAND EFFECTS ~

IPA REPORT, 2020
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* A KEY BENEFIT OF
SPONSORSHIP IS THE ROLE IT
PLAYS IN BUILDING A STRONG
BRAND IDENTITY.

BRAND STRENGTH

CONTRIBUTES 60%-80% TO0
OVERALL SALES.”

MCKINSEY

64°%

ff s more likely to
a product from a
bra dthtp rtners with
ect of fandom




Society

* BEING A PATRON OF
PEOPLE’S PASSIONS
PROVIDES BENEFITS FOR THE
BRAND AND SOGIETY IN expect brands to be part o
GENERAL ~ orogresave valies and oy :

meaningful role in society

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

CANVAS 8




HOW WE FORGE
CONNECTIONS




WE WORK ACROSS
LOTS OF
CHANNELS

PASSIONS

“VERTICAL
SPEGIALISTS”




FOR BRANDS THAT
BELIEVE IN
MAKING CHANGE
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Heineken

Red Bull
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BUILDING CAMPAIGNS




What type of briefs happen in passions?

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

Dissect client brief to
understand what
they want to achieve

A

Creative

Develop ideas that align
to the strategy

2

Insights

Gather insights to

inform — cultural,

audience, brand,
product

5

Activation

Develop timeline, outputs,
project manage delivery

3

Strategy

Use insights to develop
strategic direction

6

Evaluation

Meaningful results that
ladder back to
objectives

MEGSAATCHI

OPEN HOUSE



HOW GAN FOOTBALL MAKE
PEOPLE LOVE THEIR BANK?







CREATE A CAMPAIGN THAT CONNECTS THE ELITE GAME T0
THE THE FIRST CHANCES YOUNG GIRLS GET TO PLAY
FOOTBALL

BROUGHT TO LIFE WITH CONTENT, PARTNERSHIPS AND
TALENT
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% BARCLAYS



SOGIAL

TALENT ACTIVATION A i ONP“GH .




% BARCLAYS

Qv W

@¥D Liked by claudiawhitcomb and 383 others

barclaysfootball Congratulations Lionesses,
#WEURO2022 Champions! You've inspired the nation
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WHEN PASSIONS POWER GREATER
DIVERSITY, EQUITY AND INCLUSION



A POSITIVE IMPACT ON SOGEERESYY
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PASSIONS REPRESENT THE FUNDAMENTAL CULTURAL
PILLARS OF SOGIETY



THEY GAN BE A POWERFUL DRIVER FOR
POSITIVE CHANGE



BUT THEY CAN BE INHERENTLY
UN-INGLUSIVE



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?



Our L.O.V.E process

Learn Oprortunimy Vaumate Equmy

Learn about Understand Validate thinking Create an
the problem the with a collective actionable

they push opportunities of authentic campaign that
against for action voices will deliver equity

CREATE AN ACTIONABLE CAMPAIGN THAT WILL DELIVER 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



THE COLLEGTIVE

DOPE SAINT JUDE HE.SHE.THEY

/8

CHICA GANG HONEY DIJON AFROBAPHO
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GET THE REPORT

DOWNLOAD >
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Ballantine's True Music: Resetting The Dancefloor

CP 8 > SHARE =+ SAVE
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Music matters. In so many ways. It liberates us. Connects us. It creates powerful memories that
last. In 2020 the pandemic hit and overnight, a global industry stopped - If anyone ever

questioned exactly how much music mattered, now we knew.



Ballantine’s launches 'Resettir

al e spaces exist where all
people can feel safe, right,
so places where women
can feel safe, where the
LGBTQIA+ community can
feel safe, and where disabled
L) people can feel safe.”

NEFTARA HARNETT,
Afrobapho
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@ i1 are among the names calling for
positive change in the new report by @Ballantines
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Crack Magazine @CrackMa,
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#ResettingTheDancefloor
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#TrueMusic

#ResettingTheDance
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True Musi

other brands - the
music industry - to
same conversation.
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Head over to
Ballantines.com
to read the full

report and find

out how you can
support positive
change on the

-, dancefloor
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Three quarters say the pandemic has made them more
likely to speak out if they witnessed discrimination
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@ CompleteMusicUpdate

Ballantine’s launches dance music diversity project
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+ Ballantine's True Music platform, is taking a stand to increase parity within
the music industry, after its ‘Resetting the Dancefloor’ report found that 1in 3
music lovers globally have experienced discrimination and a further 84% have
witnessed it on the dancefloor. (7011)
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Ballantine's calls on music industry to club together to fight discrimination on the VUTED BEST DJ SCHUUL =4

dancefloor
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Ballantines Troe Music takes 2 stand to increase equaliy in music cakture, afer report shows 1 in 3 music
lrwers ghobally hae raperienced inatizn,

Ballantine's launches
‘Resetting the
Dancefloor’ initiative
after report finds 1in
3 music lovers Honey Dijon, Jamal Edwards
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1in 3 have experienced discrimination on
the dancefloor, new report finds

Batantina’s ‘Reetting The Dancefioor” report ca incustry to fight discrimination on the

Wonderiand.

Wonderand.

1IN S PEOPLE HAVE °
DISCGRIMINATION ON

found that 84% have witnessed some form of discrimination on the dancefloor.

One in three people globally have experienced discrimination at a music event, with 84% having
witnessed some form of discrimination on the dancefloor, according to a new report commissioned by

Ballantine's Scotch whiskey's

Ballantine’s launches dance music diversit -
oot yoo= GAYTIMES
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discrimination, report finds

BY CONOR CLARK

Ballantine’s Scotch whisky has announced a new initiative to improve
diversity and tackle discrimination in nightclubs, both in DJ line-ups and on
the dancefloor.

Part of the alcohol brand's ongoing True Music project, the centrepiece of this
is a new report, titled ‘Resetting The Dancefloor’ That found that one in three
clubbers had experienced discrimination in clubs, while 84% had witnessed it.
As clubs begin to reopen post-pandemic, it says, now is the perfect time to
address this.

being a Black woman. | deal with

Trending Love Letters for Pride ® DragRaceUK = LongReads = Advertise]

Gender and race most common reasons for dancefloor

A shocking report has revealed how
idespread and common f
discrimination is across the world.

According to the Resetting the Dancefloor report
from Ballantine’s True Music, gender and race
were the most commonly cited reasons for
someone experiencing prejudice.

Intersectional identities including gender,
sexuality and race have dealt with this at an
alarming rate, with 64% having dealt with itata
music event.

More generally, one in three people have
in this

and 84% have witnessed it.

“I have so much intersectionality to deal with," DJ
and producer Honey Dijon explained. I deal with
being queer. | deal with being a woman. | deal with
being a Black trans woman. | deal with being an

artist who doesn't fit into the mainstream. That’s a lot, but then no one is just a

single thing."

The future may not be as bleak as the statistics suggest, however, as seven in 10
\ people said they will be more inclusive of others as nightlife continues to reopen
aﬁhﬁs ~aab tnckdown.

-wi.tahoola.com
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Music Musings Events Culture

mixmag MEWS VIDEO MUSKC FEATURES TECH TICKETS MORE-

ONE IN THREE HAVE EXPERIENCED
Honey Dijon fronts new anti discrimination on the DISCRIMINATION ON A NIGHT OUT,

dancefloor campaign ACCORDING TO NEW STUDY

2,300 music fans were surveyed cross the globe
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SO HOWDO |
GET INTO PASSIONS?



SKILLS NEEDED

BE. A. FAN

Crea’_cive Curious Communication Commercially

OPEN HGUSE
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WHAT’S NEXT

MEDIA, PERFORMANCE & PR

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.

Lavinea Morris & Adrienne Rice, M&C Saatchi Performance UK & US
Chloe Mitchell, M&C Saatchi Talk

MRGSAATGHI

OPEN HOUSE
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OPEN HOUSE
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