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CIMCIG thanks all of our judges for giving their time. We are fortunate 
to be able to call on such a diverse range of talent and experience.



Congratulations to all those shortlisted

Shortlisted Entrants
Strategic Planning & Management
Celotex (CFA)
Deceuninck UK (MRA Marketing)
Finning and Edson Evers working in partnership
Recticel Insulation (oneagency.co)
wedi Systems (UK) Limited (Reach-MC)

Sustainability as a Marketing Strategy
H+H UK Ltd (Ridgemount PR)
Wyatt International (Sait Gobain PAM UK -SustainABLE)

Best Campaign Under £25,000
Catnic
Emplas Window Systems Limited
Washroom Washroom Limited (Harris Associates)
Monier Redland Ltd (Ridgemount PR)
Reynaers at Home
SLG Budget Mailer (SLG Marketing)

Best Campaign Over £25,000
Eurocell 
Finning and Edson Evers working in Partnership
Lafarge Tarmac
Siniat
Wavin Limited (Public)

Best Product Launch
Eurocell
Everglade Windows (Balls2 Marketing)
Polypipe
Monier Redland Ltd (Ridgemount PR, Ogilvy Primary Contact)
Lafarge Tarmac

Best use of Press & Public Relations
Barbour ABI (Tangerine PR)
Deceunick UK (MRA Marketing)
Facta
H+H UK Ltd (Ridgemount PR)
Underfloor Heating (Refresh PR)
Up ornor (Willoughby PR)

Best use of Website
EH Smith Builders Merchants
IDEALBoiler
ISG plc
JBA Consulting
Tobermore (CIB)

Best Digital Campaign
Door-Stop International
Faithful & Gould
Finning and Edson Evers working in partnership
NG Bailey

Best Social Media Campaign
ACO Technologies plc
British Gypsum (Tangerine)
Celotex (CFA)

Best Mobile Campaign
Finning
NHBC

Best use of Events & Live Marketing
Bradstone Assured, World at our Feet
Celotex (CFA)
Certsure LLP (Redactive Media Group)
Edgetech UK Limited (Balls2 Marketing)

Best Use of Direct Marketing
LABC Warrenty
SLG Budget Mailer (SLG Marketing)
VincentStokes (Construction Marketing Experts)

Best use of Advertising
Brick Development Association (Realia Marketing)
Celotex (CFA)
Deceuninck UK (MRA Marketing)
NHBC
Premier Guarantee
Reynaers at Home

Best Branding and Postitioning
ABEC (CIB)
ACOTechnology plc
Lafarge Tarmac
Lakehouse
Oktra (Holistic,Senate & Draw Group)
Wavin Limited (Factor 3)

Best Professional Services Marketing Campaign
Brick Development Association (Realia Marketing)
F&G
NG Bailey
Novus

Agency of the Year
Ridgemount PR
Holistic
SLG Marketing
CFA Marketing
CIB

Marketing Team of the Year
Celotex (CFA)
Lakehouse
NG Bailey
Novus Property Solutions (Harris Associates
Wax PR & Marketing

Emerging Talent - Young Marketer of the Year
Fae Perkins (Potton)
Gemma Bradley - (Balls2 Marketing Ltd)
Katie Willison (Balfour Beatty Construction Services UK 
Division)
Nicola Ayscough (NG Bailey)

Best Construction Blog
Constructing Equality Blog
Being Brunel
Diggers and Dozers
SpecifiedBy Blog
DemolishDismantle
Digger Man Blog
Nuaire Blog
Dr Bill’s Big Fix Blog
BAM Sustainability Blog
Channel Graham?



Special Award



Strategic Planning 
and management

Winner

wedi Systems (UK) Limited (Reach-MC)

Shortlist
• Celotex (CFA)
• Deceuninck UK (MRA Marketing)
• Finning (Edson Evers)
• Recticel Insulation (oneagency.co)
• wedi Systems (UK) Limited (Reach-MC)

wedi is the founder of the market sector for tile substrate 
elements made from the unique HCFC free rigid blue core of the 
wedi building board, which is totally waterproof and requires no 
additional moisture barrier.
     wedi recognised the need to improve its understanding of its 
core markets and to identify key business opportunities. Working 
with reach-mc they undertook a business and marketing audit 
and research covering performance, business structure, existing 
strategy, key markets and customers, product offering, sales & 
marketing and key competencies.
     A three year marketing strategy 2011-13 was produced which 
focused on the company’s business objectives and opportunities 
for growth.
     wedi achieved outstanding results. Profit and sales growth 
levels exceeded the targets and increased sales of complete 
systems, reducing dependency on boards alone. They 
strengthened relationships with installers and product availability 
through stockists. Significantly the strategy was delivered at 25% 
below the allocated budget.

Judges Comment - “wedi improved their fantastic 
business through a brilliant 3 year marketing plan. They 
achieved incredible things in those 3 years including 
exceeding profit and sales targets! This marketing team 
delivered a very effective marketing strategy at an 
amazing 25% below the allocated budget!”



wedi creative building systems. One Source - Endless Possibilities

w edi Strategic Planning & Management 
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wedi is the founder of the market sector for tile substrate elements 

Recognized for “Tilebacker” boards used as a substrate for tiling 

Increase in competitors offering boards promoting claims of similar suitability

the wedi product portfolio is extensive and lends itself to 
a total system solution for walls and floors. 

The range includes floor level showers, sound absorbing boards, designer 
showers, wellness seating, steam cabins, and a complete bespoke design 
solutions prefabricated in the factory and installed on site.

Requirements
• Improve understanding of core markets & identify opportunities
• 3 year marketing strategy focused on key markets

Objectives
• To achieve profit & sales in line with company targets

• Drive demand with specifiers for wedi as a complete wall and floor system 

• Protect specifications through strengthened installer relationships

• Ensure stock availability growing sales with stockists

Results
• Exceeded profit & sales targets

• Increased system sales by 10%+ 

• Network of approved installers + 

over 200 installers received training

• Sales with stockists up 50%+



Sustainability as a 
marketing strategy

Winner
H+H UK Ltd (Ridgemount PR)

Shortlist
• H+H UK Ltd (Ridgemount PR)
• Saint-Gobain PAM UK (Wyatt 

International)

H+H is a manufacturer of aircrete blocks – a basic constituent 
of masonry-built houses. 
     H+H is no longer focusing on the credentials of aircrete 
as a building material, but is promoting its contribution to 
the development of sustainable housing.  As definitions of 
sustainability have evolved and regulations have changed, so 
H+H has refined its messaging, ensuring that it is addressing 
the issues of most immediate relevance to its target 
audiences. This is being done through targeted sponsorships, 
involvement with pioneering housing developments plus a 
broad-ranging PR campaign.

Judges Comment - “H + 
H have made a fantastic effort 
to evolve their business to their 
benefit. Their initiative to refine 
their message using targeted 
sponsorship and broad-ranging 
PR campaigns has worked 
incredibly well for them”.

Everything you 
would expect 
from an agency 
and a little  
bit more

VISIT  
www.cfa-marketing.com

GIVE US A CALL ON 
01622 754295

OR FOLLOW US AT  
@cfamarketing

For an integrated marketing agency with 
a real difference:

It’s the added extras that can make all 
the difference.



Category 2  |  Sustainability as a marketing strategy

H+H is a manufacturer of aircrete 
blocks – a basic constituent of 
masonry-built houses.
 

The focus of the company’s marketing strategy is to ensure that aircrete 
remains a first-choice product for specifiers of modern housing design.
 
The brand must demonstrate how aircrete can make a positive contribution 
to the sustainability agenda of its housebuilder customers.
 
Sponsorships, promotions and a sustained public relations campaign 
ensure that H+H remains synonymous with modern, sustainable housing.
 

Sustainability as a marketing strategy



Best Campaign 
under £25,000

Winner

Catnic

Shortlist
• Catnic
• Emplas Window Systems Limited
• Washroom Washroom Limited (Harris 

Associates)
• Monier Redland Ltd ( Ridgemount PR/

Ogilvy Primary Contact)
• Reynaers at Home
• SLG Marketing

Catnic created a heavily branded, bright orange drywall 
tape product that stands out in terms of its development 
and in the way it was marketed to the trade. The ‘Stick with 
Orange’ marketing campaign was underpinned by an offering 
of incremental sales rewards to builders’ merchants and by 
generating end-user pull through demand. 

Market research by Catnic concluded that a highly targeted 
direct mail approach to tradesmen could be extremely 
effective. The campaign was a resounding success with 228 
new stockists, £353,000 of new revenue, 69 positive social 
media comments and a ROMI of 3.85 – 136% of the target.

Judges Comment - “This campaign has been 
extremely effective. Their market researched allowed 
them to produce a campaign that maximised their 
results and it didn’t let them down. The 136% of the 
target was a fantastic result”.



Category: 
Best campaign under £25K

Description: 
“Stick with Orange” Drywall Tape campaign

Company: 
Catnic 4

W

STICK 
WITH ORANGE
And we’ll stick a hat on you!

* Terms and conditions: Offer only available in participating dealers from February 1st to
April 30th 2014 while stocks last. UK residents and trade customers only. Claim online
by 17.00 hours on 30.04.2014. Offer only available to customers who purchase 10 rolls or
more in single transaction, proof of purchase required, offer limited to one beanie hat per
customer. For full terms and conditions please visit www.catnic.com/stickwithorange

Buy 10 rolls of our new orange 
drywall tape and get a free beanie.

Register your purchase online to win your FREE Catnic beanie at 
www.catnic.com/stickwithorange

FREE
BEANIE HAT

*

A Tata Steel Enterprise

Results

 Metric  Target  Achieved  Variance

 Number of new stockists 100 228 +128%

Sales revenue in launch period (3 months) £165k £353k +114%

Positive social media comments (sentiment) 50 69 +38%

Campaign cost per stockist acquisition £167 £73 -56%

ROMI ratio reported to the Catnic Board of Directors* 1.63 3.85 +136%

*ROMI is stated as [£GPM - campaign investment] / campaign investment

Objective
Through a 3 month campaign, the objectives of the campaign 

were to increase the number of new stockists, capture end user 

data for future marketing and understand promotion metrics for 

customers engaging with the brand.



Best Campaign 
over £25,000

MERCHANTS 
LAUNCH PACK

Lafarge Tarmac is the market leader in the manufacture of
cement/cementitious products supplied in various sizes 
of packaging. These are sold to Builders Merchants and 
Retail distributors across the UK.

Our marketing strategy focuses on new product/service 
development to drive profit growth. These innovative offers help
maximise our profitability through product mix optimisation however,
2013 had been a disappointing year in this regard.

In 2014 Lafarge Tarmac launched a national promotional 
campaign, 'Bag A Big One' aimed at improving 
profitability through increasing the penetration 
of higher margin products in the product mix.

www.lafargetarmac.com

DL PRODUCT LEAFLET

A2 PRODUCT POSTER
EMAILER

4pp MERCHANTS MAILER

The campaign was a great success 
with the targeted products reaching
their highest ever penetration levels 
at the end of the campaign and the
campaign delivering a ROI of 371%.

A2 PRODUCT POSTER

CMA Poster - 3109_Layout 1  25/09/2014  11:56  Page 1

Winner

Lafarge Tarmac

Shortlist
• Eurocell
• Finning (Edson Evers)
• Lafarge Tarmac
• Siniat
• Wavin Limited (Public)
• HIGHLY COMMENDED

Lafarge Tarmac is the UK market leader in the manufacture of packed 
cement products supplied to builders merchants. In 2014 Lafarge Tarmac 
launched a national campaign aimed at improving profitability through 
increasing the penetration of higher margin products in the product mix.

Research with end users identified that they were now heavily relying on 
builders’ merchants staff as the primary advice point, for product awareness 
and recommendations.
Lafarge Tarmac for the1st time ever, ran a national promotional campaign 
that only focused on builder merchants’ staff to achieve the marketing 
objectives. 
‘Bag A Big One’ delivered a ROI of 371%

Highly 
Commended

Siniat
Seven million houses in the UK have uninsulated solid walls – that’s 
26% of all UK homes.
     Siniat sales data revealed a conundrum: Of its three thermal 
plasterboards, the cheapest product dominated sales despite 
offering the lowest levels of insulation for homeowners, and a low 
margin for merchants. SMART marketing objectives were developed 
to up-sell its higher specification boards. Research indicated that 
builders respond best to humorous, bold marketing, the creative 
centred upon the concept of BEEF UP. Implementation was directly 
linked to objectives and metrics. 
     The campaign achieved a 28% increase in sales

Judges Comment - “Once again 
Lafarge Tarmac have shown their fantastic 
marketing skills. The national campaign they 
launched in 2014 was the first focussed only 
on builder merchants and it has been a great 
success”.

Judges Comment 
- “The SMART 
marketing objectives 
have been a fantastic 
success, increasing 
sales by 28% through 
the sellng of the 
higher specification 
boards. This is a 
fantasic campaing 
which should be highly 
commended”.



MERCHANTS 
LAUNCH PACK

Lafarge Tarmac is the market leader in the manufacture of
cement/cementitious products supplied in various sizes 
of packaging. These are sold to Builders Merchants and 
Retail distributors across the UK.

Our marketing strategy focuses on new product/service 
development to drive profit growth. These innovative offers help
maximise our profitability through product mix optimisation however,
2013 had been a disappointing year in this regard.

In 2014 Lafarge Tarmac launched a national promotional 
campaign, 'Bag A Big One' aimed at improving 
profitability through increasing the penetration 
of higher margin products in the product mix.

www.lafargetarmac.com
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The campaign was a great success 
with the targeted products reaching
their highest ever penetration levels 
at the end of the campaign and the
campaign delivering a ROI of 371%.
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Best 
Product Launch

Winner

Eurocell

Highly Commended

Monier Redland Ltd 
(Ridgemount PR, Ogilvy Primary Contact)

Shortlist
• Eurocell
• Everglade Windows (Balls2Marketing)
• Polypipe
• Monier Redland (Ridgemount PR, Ogilvy 

Primary Contact)
• Lafarge Tarmac

modus® is an innovative new 8-in-1 window and 
door system delivered by Eurocell.
In launching the modus® product Eurocell took 
a strategic partnership approach, with high-value 
fabricator customers, to profitably marry supply 
with demand by enabling and controlling distribution 
channels. 
Eurocell commenced a marketing communications 
programme aimed at architects and housebuilders. 
Once trade customers were in place, Eurocell set 
about creating demand with homeowners to generate 
pull-through enquiries for modus® fabricators.
This innovative strategy and in-house marketing 
communications campaign generated a return of 
over £8,000,000 of modus® enquiries since January 
2014. That is an ROI of £57.14 for every £1 of 
marketing spend.

Redland, a market leading roof tile manufacturer regularly 
introduces additions to existing ranges, but Rosemary Craftsman 
was an entirely new product and its launch therefore extremely 
significant. 
     It kicked off with a high profile press launch, to coincide with the 
advertising campaign and promotions. Specific creative treatments 
were developed for the specifier and purchaser audiences and a 
range of in-store promotions, direct mail, advertising and social 
media work combined with the press relations to give the initial 
launch an extended life to support the first few months of product 
availability. 
     Results were evaluated at the end of the initial 10 months with 
both sales and ROI significantly exceeding target. 

Judges Comment - “The launch of this 
new product if fantastic. They have shown 
a great new marketing communications 
programme which generated a huge return 
of modus® enquiries since January 2014!”

Judges Comment 
- “This project is 
extremely significant 
as it is completely new. 
The marketing strategy 
has shown the specific 
ways they have made 
this product launch an 
exciting one. It should 
be highly commended 
due to their innovative 
strategy”.



Specifier audience campaign
Architects and contractors

  BRE press launch event
 PR
  Press advertising
  Ecobuild exhibition
  Direct mail
  E-shots
  Online product directory advertising
  Linked In posts

Trade audience campaign
PVC-U fabricators and installers

 Exclusive customer launch event
  Trade press launch (Ecobuild)
  PR
  FIT Show trade launch
  Social media
  Press advertising
 Direct mail
 E-shots

Consumer audience campaign
Homeowners in the market for home 
improvements

  PR
  Social media
  Grand Designs competition
  E-shots

5. Best product launch

Market 
research

Responsive 
website

modus75.co.uk

Product 
development

Visual
identity

Customer 
support

Press 
advertising

Award 
nominations

Social 
media

E-shotsIndustry 
firsts

Events

Clear targets

Defined 
audiences

3442 enquiries, £8m ROI

Direct mail



Best use of 
Press and Public Relations

Winner

Facta

Shortlist
• Barbour ABI (Tangerine)
• Deceuninck UK (MRA Marketing)
• Mira (Facta)
• H+H UK Ltd (Ridgemount PR)
• BEAMA Underfloor Heating (Refresh PR)
• Uponor (Willoughby PR)

Mira Showers launched an aggressive 
campaign against budget shower trays in its 
key installer market by reducing its tray prices 
by up to 50%. Facta’s role was to devise and 
implement a campaign to communicate that 
Price Drop to installers. Through print, online 
and social media.
All campaign targets were exceeded – in some 
cases by as much as nearly 1000%.

Judges Comment - “Facta’s campaign 
to communicate the 50% price drop 
exceeded the tagets by 1000% in some 
cases. This is a fantastic achievement and it 
was a clear winner”.
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“The Facta team has delivered a
campaign which was in equal
measure refreshingly bold,
extremely well-judged and highly
effective.” Stuart Hamilton, Editor, Professional Heating & Plumbing Installer.

FACTA  // Mira Showers: Flight Price Drop

ConstruCtion Marketing awards 2014

Best Use of Press & Public Relations

In January 2014, Mira Showers

launched an aggressive campaign

against budget shower trays in its key

installer market by reducing its Flight

tray prices by up to 50%. Facta’s role

was to devise and implement a

campaign to communicate that Price

Drop to installers. Through print, online

and social media, not only did Facta

meet each and every target set; but

also exceeded them – in some cases by

as much as nearly 1000%.

Poster700x500_FACTA  26/09/2014  11:37  Page 2



Best use of 
website

Shortlist
• EH Smith Builders Merchants
• Ideal Boilers
• ISG plc
• JBA Consulting
• Tobermore (CIB)

Winner

Ideal Boilers

Highly Commended

ISG Plc

Launched in February 2014, Ideal Boilers new 
website had to be attractive to the smart 21st 
century customer; responsive for all devices 
and robust enough to support greater customer 
interactivity. In addition it needed to be flexible 
for the three distinct customer audiences, as well 
as have an easy to maintain and reliable content 
management system for staff.

ISG faces the market as a single brand, with a 
single website. It operates in numerous services and 
sectors and has an ever-expanding global presence. 
The team needed to deliver a site that was engaging 
and relevant for each of its key target audiences. 
After much research and analysis, an ambitious 
technical solution was agreed by the business. 

Launched in July 2014, isgplc.com combines cutting 
edge personalisation technology, mobile responsive 
design and engaging autoplay video to deliver a 
fresh, modern website. With five times more content 
than its predecessor and vast increases in unique 
visitors - both in the UK and internationally - the 
site has achieved its objectives and exceeded the 
business’ expectations.

Judges Comment - “This 
attractive website has a fantastic 
usability factor for all devices. It is 
an easy to use website, for both its 
customers and staff who miantain it”.

Judges Comment - “This website 
should be highly commended for the 
personalisation technology encorporated into 
the building of it. It’s a fantastic website with 
a huge amount of content that is extremely 
usful for their viewers”.



WWW.IDEALBOILERS.COM

BEST USE 
OF WEBSITE.
A NEW WEBSITE WAS DESIGNED, 
COMMISSIONED AND LAUNCHED IN 2014. 
IT FORMS THE CRUCIAL RESOURCE HUB 
FOR IDEAL STAFF AS WELL AS ACTING AS A 
KEY INFORMATION PORTAL FOR INSTALLER, 
SPECIFIER AND HOMEOWNER CUSTOMERS. 



Best digital 
campaign

Winner

Door-Stop International

Highly Commended

NG Bailey

Shortlist
• Door-Stop International (MRA 

Marketing)
• Faithful+Gould
• Finning (Edson Evers)
• NG Bailey

Door-Stop’s new sales tools, accessed 
via the website, help customers generate 
leads, sell/take payment online, and 
design/order totally bespoke brochures. 
Initiatives are launched every 6 weeks with 
PR, print and online advertising, direct mail 
and digital marketing, social media, videos 
and PPC. All marketing drives traffic to 
www.door-stop.co.uk. 

The campaign generated 542 positive 
PR appearances, doubled 1,532 Twitter 
followers and grew web traffic by 23%; 
98% of orders are now taken online. Door-
Stop invested £0.27m on sales, marketing 
and the website to grow sales by £4m to 
£25m in 2013, a ROI factor of 14.8.

NG Bailey wanted to replace the “traditional” 
and “status quo” approach with one that breaks 
new ground through customer interaction and 
infotainment, adding a rare dimension to their 
marketing collateral. They sort to exploit the benefits 
of video to bring complex projects and challenges – 
and solutions – to life in an unprecedented way. 

Their YouTube channel has achieved approaching 
11,000 views and 20,000 minutes of watching. The 
inaugural interactive health and safety induction 
video has contributed significant progress towards an 
accident-free workplace, with the number of reported 
safety incidents at an all-time low. 

Judges Comment - “This digital 
campaign from Door-Stop International has 
improved their business significantly. Their 
fabulous initiatives directs all their traffic 
to their website increasing sales by a ROI 
factor of 14.8!”

Judges Comment - “NG Bailey’s attept 
to replace the traditional approach to digital 
campaigns with something new was hugely 
successful. The use of YouTube is excellent 
and should be highly commended”.



Composite door manufacturer Door-Stop has grown 20% 
a year on average since starting in 2008. Sold for £34m 
(Enterprise Value) to Masonite in 2014 its challenge is 
to maintain a profitable, market leading position in a 
competitive industry. 

Door-Stop’s strategy is to make it easier for customers to 
order, market and sell Door-Stop doors, building their own 
businesses. 

A 2 year integrated campaign with MRA Marketing has 
helped customers do just that. New sales tools accessed 
via the website help customers generate leads, sell/take 
payment online, and design/order totally bespoke brochures. 
Initiatives are launched every 6 weeks with PR, print and 
online advertising, direct mail and digital marketing, social 
media, videos and PPC. All marketing drives traffic to 
www.door-stop.co.uk.

The campaign generated 542 positive PR appearances, 
doubled 1,532 Twitter followers and grew web traffic by 23%; 
98% of orders are now taken online. 

®

Door-Stop International & MRA Marketing:

Building Business for Customers

CATEGORY 8 - BEST DIGITAL CAMPAIGN

Show what you sell

www.                      .co.uk/BrochureBuilder®

Yale Keyfree

We are all used to unlocking our cars with a 

remote control, now you do the same thing 

with your front door. Door-Stop were the first 

to offer Yale’s Keyfree, giving convenience 

by allowing access without a key. Whether, 

like with your car, you use one of the 

remote controls or enter your own 

personal code into the built-in keypad, 

Yale Keyfree couldn’t be easier to 

use. No more lost keys, no more 

rummaging in your bag and no 

more cutting keys for visitors.

Build any kind of brochure you need, from simple 
4 page door leaflets, to detailed 90 page books.

Highlight any unique features you choose to offer 
your customers - and take out any you don’t want.

Four binding and finishing options to choose from.

Choose from a range of close-up, double-page, 
high definition artistic photography.

No need for long print runs, order as few, or as 
many as you want - from 50 to 2,500 and more.

You can even use your Door-Stop KeyPoints.

SELL YOUR DOORS. WITH YOUR BROCHURE.

The UK’s favourite composite door01623 446336

“Sales Manager has 
transformed what we do. 
In just one week it’s 
tripled our usual 
business. And it took only 
30 minutes to install”

TJ Tierney, Front-Door.co.uk



Best social media 
campaign

Winner

Celotex (CFA)

Shortlist
• ACO Technologies plc
• British Gypsum (Tangerine)
• Celotex (CFA)

When the much-anticipated revision to Part L 2013 of the 
Building Regulations came into force in April 2014, Celotex 
was prepared. As a thought leader and innovator in the PIR 
industry, the company developed the ‘Insulating Britain’ 
campaign to gain a significant advantage in this highly 
desirable, competitive and lucrative market. 
Supported with a fully integrated campaign comprising PR, 
advertising, email marketing and social media, Celotex 
wanted the campaign to engage with customers face to 
face by talking to them, not selling to them. By identifying 
a social media campaign as the ideal way to communicate 
with peers, customers and potential consumers, it also 
helped to spread the company’s message in a more relaxed 
and conversational way. 

Celotex’ comprehensive Social Media strategy helped to 
ensure the Insulating Britain campaign delivered on every 
level.

Judges Comment - “Celotex have 
used social media to their advantage in the 
way all business should in the 21st Century. 
Their social media strategy helped ensure 
that their Insulating Britain campaign was 
delivered on every level.”



celotex.co.uk01473 822093

Construction Marketing  
Awards 2014
Best social media campaign

celotex.co.uk01473 822093

The bus is officially launched at 
Ecobuild. The bus is innovatively 
positioned adjacent to a café that 
is sponsored by Celotex creating 

an eye-catching stand that 
welcomes people to come and find 
out more. CPD presentations and 
press briefings are delivered on 

board the bus each day.

A Launch at Ecobuild



Best mobile 
campaign

cibcomms.co.uk Search cibcomms

Well, we’re just good old 
Communications in Building, 

always have been, always will be. 

Leading construction marketing for longer than you can shake a stick at 
and supporting the CMA’s for nearly that long too.

Many people (well, a couple) have asked
what exactly does CIB stand for?

Winner

NHBC

Shortlist
• Finning (Edson Evers)
• NHBC

Analysis of claims shoed 72% of foundation-related 
claims were attributed to issues with foundations 
constructed near trees or to heave precautions related 
to strip and trench fill foundations. In response to 
this NHBC developed their first ever mobile app. The 
Foundation Depth Calculator app gives both NHBC 
staff and builder customers a completely mobile, field-
based tool to help assess tree types and the required 
foundation depths to comply with NHBC Standards.

It has achieved 265% of its target number of 
downloads since launch

Judges Comment - “NHBC’s 
incredible mobile campaign included the 
development of their first ever mobile 
app. It has hadd an incredible 265% of 
its target number of downloads since it’s 
launch, something that has improved 
their business hugely”.



Foundation  
Depth Calculator app

when building near trees

265% 
of the target 
number of 
downloads 
achieved

The Foundation Depth Calculator app is NHBC’s first ever mobile app. Designed to 
calculate the correct foundation depths when building near trees, it’s another free, 
added value service for our registered builder customers. 

It also contributes to our overarching aim to raise standards in  
house-building and reduce the future number of foundation-related 
claims under Buildmark, our 10 year new home warranty.

A new  
standard-
raising 
technology  
to the industry

downtime  
on the  
App since  
launch

Reducing  
the cost  
and number  
of future 
foundation- 
related claims



Best use of 
Events and Live Marketing

Winner

Certsure LLP 
(Redactive Media Group)

Shortlist
• Bradstone Assured
• Celotex (CFA)
• Certsure LLP (Redactive Media Group)
• Edgetech UK Limited (Balls2Marketing)

In 2013, a merger took place between two electrical bodies - NICEIC 
and ELECSA. The significant time and money invested in the venture 
would fail if members perceived the merger negatively and resigned.
The event team re-invented the flagship event NICEIC and ELECSA 
Live, methods of improving attendee experience were brainstormed 
and a ‘Customer Journey’ approach was devised using digital and 
offline touchpoints.

The months of planning, attention-to-detail and hours of rehearsals 
paid off as the event was executed to military precision. The new 
approach led to enhanced levels of engagement and superior 
commercial outcomes. For having the courage and conviction to re-
invent a tried-and-tested formula and delivering their most successful 
event of the last 5 years, the event team are worthy winners 

Judges Comment - “This 
event produced by Certsure LLP 
proved that the planning and 
attention to detail can really pay 
off. To re-invent the event that 
is always a huge success and 
delievering the most successful 
event of the last 5 years is 
extremely exciting. They are 
worthy winners.”
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‘The Customer Journey’ 

WE’RE GONNA 
 ROCK DOWN  
TO ELECTRIC  

AVENUE

TOGETHER  
IN ELECTRIC  

DREAMS

99 RED BALLOONS

FANTASTIC DAY

Branded Scratch Cards in the 
Direct Mail. Everyone wins a prize!

Certificate of Attendance

Thank You Email 
To all delegates including 

personalised attendee 
video and feedback 

survey

Prize Draw Presentations

Farewell gifts including van air fresheners.....Podcast CDs.....And mints for the journey home!

Seminar session

VIP Gifts 
Wrapped gift and 
useful information 

card given out  
on arrival

Demonstrations

Electric Museum

Free ice creams

Car park attendant directs 
delegates to spaces

Tiny Noticeable Things 
Notepads handed out on arrival - 

personalised with the delegates name

Live music playing on arrivalFree breakfast rolls, 
tea and coffee

Delegates take their seats - VIP Reserved  
seating at front

Balloon release 
Pop the balloons and find the tickets to win a prize! 

Keynote Speech  
by celebrity 

speaker 
George Clarke

Audience Engagement 
Interactive voting pads and video footage within presentations

George Clarke mingling with delegatesDemonstration Zone

VIP Invitations

Red Carpet and
Balloon Arch at entrance

Introduced by Emma Clancy, CEO

Magician
Buzzwire game

Closing speech by Dave, Tony and Darren

Video Joining 
Instructions 

Booking confirmation email 
for every delegate with video 
of useful information for the 

day, joining instructions  
and map

Cards with useful information and phone numbers 
left for exhibitors. Krispy Kreme doughnuts handed 

out during set-up
Exhibitor Welcome  

Exhibitors arrive to personalised: Snack Pack, Stationary Pack, Enquiry Forms

Introduction
In 2013, a merger took place between two electrical bodies - NICEIC and ELECSA 
- creating an 80% market share and a total membership of 34,000. However, the 
venture would fail if members perceived the merger negatively and resigned.

Strategy
As part of a wider retention strategy, the national conference in 2014 needed 
to demonstrate that we still cared about our members. It was a highly visible 
litmus test of how we would service our customers post-merger. The marketing 
team decided to enhance the visitor experience for our flagship event devising  
a ‘Customer Journey’ approach using digital and offline touchpoints. 

Best Use of  
Events and  

Live Marketing
NICEIC and  

ELECSA Live 
2014

Results 
The new experiential approach led to enhanced levels of engagement and superior 
commercial outcomes:

It took courage and conviction to re-invent a tried-and-tested formula, but the 
decision was vindicated. The event was our most successful and best received event 
of the last 5 years. 

n	 629 total attendees  n	107% increase in sales revenue
n	 41 exhibiting companies n	100% of exhibitors would book again
n	 2:1 return-on-investment n	97% of delegates would book again

Poster Customer Journey 23.indd   1 25/09/2014   09:39



Best use of 
Direct Marketing

Shortlist
• LABC Warranty
• SLG Marketing
• VincentStokes (Construction Marketing 

Experts)

Winner

SLG Marketing

With a strong portfolio of achievements behind them, 
SLG was seeking a new initiative to help create a 
potential-fillednew business pipeline from a freshly 
expanded database of largely ‘cold’ leads.

Targeting B2B manufacturing companies, SLG 
deliberately scheduled the two-month campaign to
coincide with the Chancellor of the Exchequer’s 
announcement of The Budget. With expenditure
and profitability at the forefront of everyone’s mind, 
SLG offered to help make company marketing
budgets work harder. 

15 credential meetings and 4 client wins later, SLG had 
proved the value of a well-timed and carefully delivered 
campaign, and showcased its ability as a marketing 
front runner in the B2B arena.

Judges Comment - “The planning 
of this campaign was very well thought 
out. To coincide their campaign with 
the announcement of The Budget, was 
innovative and worked to their advantage. 
Well done SLG Marketing!”



CMA Awards 2014 Category No: 12  |  Best Use of Direct Marketing

SLG
BUDGET
MAILER

Targeting B2B manufacturing companies, SLG 

created a campaign to raise awareness of their 

expansion, generate credential meeting and 

secure new clients. 

Scheduling the campaign to run alongside 

the announcement of The Budget, SLG sent 

out chocolate coins in direct mailers to their 

refined database. eDMs were then sent to 

recipients, and this was followed by a personal 

phone call.

15 credential meetings and 4 client wins later, 

SLG proved that a personal and proactive 

approach to direct marketing was effective in 

generating new business. 



Best use of 
Advertising

ENTRY FORM 
AVAILABLE IN JANUARY

In partnership with

The Housebuilder Product Awards will be held in Summer 2015
For more details visit www.house-builder.co.uk  020 7960 1630

Winner

NHBC

Shortlist
• Brick Development Association (Realia 

Marketing)
• Celotex (CFA)
• Deceuninck UK (MRA Marketing)
• NHBC
• Premier Guarantee
• Reynaers at Home

The NHBC People Power advertising 
campaign represented a new and 
exciting direction for NHBC’s corporate 
positioning. It was firmly rooted 
in customer research that sighted 
NHBC’s service levels, technical 
expertise and people were key 
differentiators in the new home 
warranty marketplace.
The campaign produced a complete 
shift in approach, from products and 
services to the value of our people 
and resulted in a 7% increase in the 
NHBC annual net promoter score and 
maintenance of market share at 80%

Judges Comment - “This advertising 
campaign is brilliant. To produce a complete 
shift in approach is extremely impressive 
along with their increase in net promoter 
score”.



THE 

 OF  

THE HOMEBUILDING INDUSTRY

“ Be Prepared  

is m
y m

otto.”

 
 Chris 

NHBC Health and Safety Principal Consultant  

and Group Scout Leader

To find out m
ore about the services  

we offer, visit www.nhbc.co.uk or call 

0844 633 1000

Providing technical advice and delivering training 

on Health and Safety best practice to house-building 

com
panies of all sizes, is a key part of Chris’s role.

Don’t get yourself into a knot dealing with health and 

safety regulatory com
pliance, let Chris and the rest 

of NHBC’s Health and Safety team
 lead the way.

G462 01/14

The trusted partner of 

The hom
ebuilding indusTry

“ I know
 w

hat 
standards w

e 
have to aim

 for.”

 
 D

avid
N

H
BC

 Building Inspector  

and D
ow

n the Line, W
orld  

N
o.4

 C
lay pigeon shooter

To find out m
ore about the services  

w
e offer, visit w

w
w

.nhbc.co.uk or call 

0844 633 1000

D
avid’s role involves m

aking accurate assessm
ents 

of quality at critical points throughout construction, 

providing reassurance for your custom
ers that their 

hom
e is built to high standards.

It’s another exam
ple of how

 N
H

B
C

 helps to keep 

everyone on target for a better build.

G262 08/13

“ T
here’s a  

lot riding on
  

m
y advice.”

 
 D
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n
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ill h
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 yo
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The trusted partner of 

The hom
ebuilding indusTry

“ I alw
ays  

have m
y eye  

on the ball.”

 
 A

lan

N
H

BC
 Building Control Surveyor  

and football coach

To find out m
ore about the services  

w
e offer, visit w

w
w

.nhbc.co.uk or call 

0844 633 1000

It’s reassuring that people like A
lan are 

there at kick-off, w
orking w

ith your design 

and technical team
s and supporting you 

in developing cost effective solutions to 

com
ply w

ith the B
uilding R

egulations.

A
s a football coach A

lan know
s the  

value of team
w

ork to overcom
e the 

challenges you face.

G262 08/13

W
ith an NHBC warranty, your custom

ers  

get peace of m
ind knowing that their  

new hom
e has been built to high standards 

and professionally inspected. They’re covered 

and, with people like Vicki on your side,  

you’re on solid ground.

W
ith NHBC, you don’t have to let the risk  

of m
issing som

ething get you all of a quiver. 

To find out m
ore about the services  

we offer, visit www.nhbc.co.uk or call 

0844 633 1000

“ My aim
 is to 

m
iss nothing.”

 
 Vicki 

NHBC Building Inspector  

and archery enthusiast

The trusted partner of  

The homebuilding indusTry

Working as a team,  
at NHBC we call it 

A complete shift in our 
approach to advertising 
delivered by Lee and his 
photogenic colleagues!

7%
increase in our annual  
net promoter score with  
a litt le help from Victoria

Paul helped to retain our 

80%
share in the new  

homes warranty market

David helped  
create a real 
feel-good factor  
in our business

‘People Power’

Complying with the requirements  

for sustainable new homes is central 

to many building projects these days. 

And when Inderjit is not grappling with 

opponents he is helping you grapple with 

the issues of cost effective compliance.

So when the gloves are off, it’s good to  

have someone like Inderjit on your side.

“�The�gloves��
are�off.” 

 Inderjit NHBC�Sustainability�Consultant��

and�mixed�martial�arts�fighter

To�find�out�more�about�the�services�

we�offer,�visit�www.nhbc.co.uk�or�call�

0844 633 1000

The trusted partner of  

The homebuilding indusTry

20339 Inderjit Ad A4 AW V1.indd   1

13/03/2013   11:47

THE  OF  
THE HOMEBUILDING INDUSTRY

“ I’ll help you tackle 
the regulations.”

  

Alex 
NHBC Senior Environmental  
Engineer and Scottish 
rugby referee

To find out more about the services  
we offer, visit www.nhbc.co.uk or call 0844 633 1000
G462 01/14

Carrying out assessments and providing expert 

advice on sites affected by contamination is all 

in a day’s work for Alex. She’s there to help you 

make clear decisions and guide you through the 

regulations for developing brownfield land.

Who better to have on your team to give you an 

accurate assessment?

THE 

 OF  

THE HOMEBUILDING INDUSTRY

“ I’m
 your  

fro
nt-lin

e support.”

 
 

Keith
 

NHBC Building Inspector  

and community first 
responder

To find out m
ore about th

e services  

we offer, v
isit w

ww.nhbc.co.uk or call 

0844 633 1000

Keith is one of our 2
50 Building Inspectors  

who, between them, carry
 out over half a

 millio
n 

site inspections every year, p
roviding fro

nt-lin
e 

support t
o our re

gistered builders and developers.

With the back-up of a large team of in
-house expert 

consultants, Keith and his colleagues are your 

first port o
f call fo

r te
chnical queries on NHBC 

Standards and Building Regulations. They’ll w
ork 

with you to get to
 the heart o

f th
e matte

r.
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Th
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y

We’re all aware of th
e complexity of 

the Building Regs these days. Which 

is why it’s
 reassuring to have people 

like Louis on your side, working with 

you to interpret th
em and provide cost 

effective solutions to help you comply.

We work with your te
am fro

m design to 

completion, puttin
g all partie

s at ease.

“�At�ease,� everyone.�
You’re�in�� safe�hands.”

  Louis NHBC�Building�Control�Surveyor�

and�Sergeant�in�the�Royal�Engineers��

Army�Reserve

To�find�out�m
ore�about�th

e�services��

we�offer,�visit�w
ww.nhbc.co.uk�or�call�

0844 633 1000

The trusted partner of  

The homebuilding indusTry

THE  OF  
THE HOMEBUILDING INDUSTRY

“ My advice  
hits the spot.”

  

Lee 
NHBC Building Control Surveyor  
and mixed martial arts fighter

To find out more about the services  
we offer, visit www.nhbc.co.uk or call 0844 633 1000

With the pace of change to Building Regulations,  

it gives you confidence to have people like Lee to 

help you grapple with the challenges of compliance.

Lee and his surveying colleagues are on your side, 

providing you with consistent performance and 

interpretation of regulations nationwide.

G462 01/14

Strengthening our reputation as the  
leading technical authority for new homes

Keith helped to achieve 
an average of 

17%
advertising awareness 

across out target audience



Best use of 
Branding and Positioning

Making an 
impact through 
deeper 
relationships

Winner

Lakehouse

Shortlist
• ABEC (CIB)
• ACO Technology plc
• Lafarge Tarmac
• Lakehouse
• Oktra (Holistic, Senate & Draw Group)
• Hepworth Clay (Wavin Limited) (Factor 3)

Lakehouse has built a very successful business over the last 
26 years, providing support services in construction and 
maintenance within the social housing, education and public 
building sectors in the South East of England.

The recent acquisitions of K&T Heating and Allied Protection 
created tactical confusion and highlighted the limitation of the 
current brand strategy and identity. A core project team from 
Lakehouse worked closely with a specialist branding agency to 
re-energise and reposition the Lakehouse brand.

Financial growth figures following the rebranding are impressive. 
Since August 2013, K&T Heating has increased turnover by 
38%, Allied Protection has increased turnover by 24%, and the 
Lakehouse Group as a whole has increased turnover by 31%.

Highly 
Commended

Hepworth Clay (Wavin Limited) (Factor 3)

The ‘rise of plastic’ in the world of underground drainage pipes had 
seen clay become a forgotten material. With product attributes – in 
particular its sustainability, strength and durability – clay is more 
than a match for plastic, given the appropriate project requirements. 

This distinctive campaign used clay’s archetypal colour as an 
integral part of the design and, through a clever, provocative visual 
concept, majored on clay’s worthiness to be reconsidered as a viable 
alternative to plastic.
Every marketing pound spent has returned over £13 in sales. That’s 
a net increase, after factoring in market growth, of £2.7m or an 
R.O.I. of 13.5 times.

Judges Comment - “Lakehouse’s effort 
to re-energise their brand has had a brilliant 
effect on their business. With an increased 
turnover by 31%, there is no doubt their 
strategy worked”.

Judges Comment - “Hepworth 
Clay have produced a campaign that 
showed a net increase of £2.7m. This 
campaign couldn’t go unnoticed!”



Making an 
impact through 
deeper 
relationships



Best professional services 
marketing campaign

Shortlist
• Brick Development Association (Realia 

Marketing)
• Faithful+Gould
• NG Bailey
• Novus (Harris Associates)

Winner

Novus (Harris Associates)

With the two-fold challenge of establishing the new 
brand and changing the marketplace’s perception that 
Novus only delivered painting and decorating services, a 
dynamic, comprehensive PR campaign was developed by 
Harris Associates. 
The campaign shone a light on the company’s work in 
sectors such as refurbishment and new build through 
press releases, case studies and in-depth authoritative 
articles in credible industry titles. A unique photography 
and video style for Novus was developed, and regular 
newsletters produced. 
Twelve months on, painting and decorating makes up a 
smaller share of the company’s turnover while its other 
services have greatly increased. 

Judges Comment - “This campaign 
has allowed Novus to promote their sectors 
such as refurbishment and new build. Their 
fantasic press releases and case studies has 
improved these services and the turnover 
has increased significantly”.



BEST
USE OF
PRESS
AND PR

6.

Novus 
Property Solutions
Establishing Novus

When Seddon Property Services commissioned us 12 months
ago after a hugely competitive pitch process to support its
rebrand to Novus Property Solutions, they were getting an
agency with 25 years’ experience to call on. 

With the two-fold challenge of establishing the new brand and
changing the marketplace’s perception that Novus only
delivered painting and decorating services, we successfully
developed a dynamic PR campaign that produced stunning
results. 

A comprehensive campaign was rolled out, which shone a light
on the company’s work in sectors such as refurbishment and
new build through press releases, case studies and in-depth
authoritative articles in credible industry titles. We developed a
unique photography and video style for Novus, and produced

regular newsletters that have engaged with staff and clients
alike. 

One of our most significant achievements was the award entry
we researched and submitted which resulted in Novus winning
the prestigious Responsible Small Business of the Year award
at the BITC Awards. 

Twelve months on, painting and decorating makes up a smaller
share of the company’s turnover while its other services have
greatly increased. 

Novus’ marketing manager, Sophie Seddon, says: “Through its
dedicated PR campaign, Harris Associates has elevated our
position in the marketplace to new heights and we are reaping
the rewards.”



Best Construction Blog

Shortlist
• BAM Sustainability Blog
• Being Brunel
• Channel Graham
• Constructing Equality Blog
• Demolish Dismantle
• Diggers and Dozers
• Digger Man Blog
• Dr Bill’s Big Fix Blog
• Nuaire Blog
• SpecifiedBy Blog

Winner

Constructing Equality Blog

Constructing Equality Ltd is a leading company in the 
field of construction-specific equality and diversity 
training. The objective of the Constructing Equality 
Blog is to be the only place for people to look when 
they need information about equality, diversity, 
fairness, inclusion and respect in the construction 
industry. The blog strategy is to produce a regular, 
consistent and reliable blogs which provide expert 
analysis of Constructing Equality Ltd key interests as 
a business.
www.constructingequality.co.uk 

Highly 
Commended

Being Brunel

Being Brunel was setup by an engineer, for engineers. It 
provides a place to celebrate and enjoy civil engineering, 
in a way that is especially accessible to younger 
engineers and people curious about the industry. 
Being Brunel regularly tops Google for “Civil Engineering 
Blog”. The voice of the articles are engaging; giving the 
site its honest and ‘off-beat’ style that distinguishes it 
from traditional engineering editorials.

www.beingbrunel.com

Judges Comment - “This blog is 
an easily accessable guide to the ins 
and outs of diversity and equality in the 
construction industry. It is a fantastic 
idea that provides an excellent service”.

Judges Comment - “This blog 
has to be highly commended. The 
articles are engaging and it is now 
being read for pleasure for some of our 
judges, not just as an awards entry”.





Agency of the Year

Shortlist
• CFA
• CIB
• Holistic
• Ridgemount PR
• SLG Marketing

Winner

SLG Marketing

SLG Marketing has a long and successful history of working 
closely with companies in every corner of the construction 
industry. This year, their success has continued unfalteringly 
with 10 new client wins and countless creative campaigns 
which have delivered the impressive results that their existing 
clients have become accustomed to.
     To meet its increasing workload, SLG has employed several 
new team members, increasing
employee numbers by 20% .SLG Marketing’s work this year 
has helped grow sales for its clients, enhanced their own 
success with a 30% revenue increase and created a multitude 
of distinctive, memorable, and effective campaigns which have 
been seen across the construction market.

Judges Comment - “SLG 
works closely with their clients to 
produce the campaigns asked of 
them with creativity. SLG have 
employed new team members 
and it has overall been a very 
successful year for them.”



SLG
MARKETING

When a client sets a challenge, SLG asks 

questions, confronts conventions and looks at 

things from a different angle. 

With a wealth of experience and industry 

knowledge at their fingertips, SLG set out to 

create powerful, persuasive campaigns which 

hit business objectives and sales targets with 

impressive results. 

Time after time their expertise, attitude and 

determination transform the ordinary into  

the extraordinary.

CMA Awards 2014 Category No: 17  |  Agency of the Year

Highly 
Commended

CIB

Within the qualifying period CIB won 20 new clients, retained 
83% of existing clients and increased average fee level by 9%. 
CIB rarely pitches and instead wins clients through contacts 
moving companies or via third party recommendation. For 
those clients where they were involved in a competitive pitch 
for PR, they achieved a 100% success rate. 
CIB continues to be embedded in the sector with 70 current 
construction industry clients – 44% of which have been 
working with CIB for at least four years and with longest 
standing clients of 20 and 29 years respectively.

Judges Comment - “CIB 
have some very long standing 
clients. This just showcases 
their attention to detail and 
creativity through their customer 
satisfaction. They are a fantastic 
agency who should be highly 
commended”.



Marketing Team 
of the Year

Shortlist
• Celotex
• Ideal Boilers
• Lakehouse
• NG Bailey
• Novus Property Solutions

Winner

Lakehouse 

In September 2013 the Marketing team at Lakehouse 
began the task of launching the Group rebrand both 
internally and externally. 

In 12 months they achieved brand continuity not only 
through Lakehouse, but over no less than four acquisition 
companies within the group; across printed and digital 
communications, vehicle and workwear rebranding, 
website restructuring, a host of redesigned and 
redeveloped staff and resident communications and an 
online resource of hundreds of documents encouraging 
staff engagement through various means.

The team also designed and delivered a successful CIH 
South Eastern event and conference, from which two 
contracts totaling £1m was attributed, and designed and 
planned the refurbishment of the company’s Romford 
headquarters as well as a new office in Brentwood.

Judges Comment - “Lakehouse 
have had ane xtremely busy year, 
rebranding the Group internally and 
externally. This is a great acheivement 
and their marketing team should be 
proud. Congratulations Lakehouse”.



Making an 
impact through 
deeper 
relationships

Highly 
Commended

Celotex

With an internal marketing team of six – supported by an external 
marketing and PR agency, CFA – Celotex ensures every piece of 
marketing, advertising and promotional collateral delivers cohesive 
marketing messages that all follow business objectives. 

With the launch of market leading products, the achievement of 
industry-wide approvals and well thought advertising campaigns, the 
Celotex marketing team has maintained outstanding marketing and 
PR output over the last 12 months.

Judges Comment - “This fantastic 
marketing team have shown what they 
are capable of in the last 12 months. They 
have maintained outstanding marketing 
and PR and it is highly commended”.



Emerging Talent - Young 
Marketer of the Year

Shortlist
• Fae Perkins (Potton)
• Gemma Bradley (Balls2 Marketing)
• Katie Willison (Balfour Beatty)
• Nicola Ayscough (NG Bailey)

Winner

Katie Willison (Balfour Beatty)

Katie is a core part of the Communications Team at 
Balfour Beatty.

Appointed to her role as Digital Media Executive in 
January 2013, Katie previously worked on site in 
customer liaison and as support to business development. 
At interview, despite not having significant experience, 
her energy and enthusiasm won her the job. 

She has embraced the role and has written and delivered 
the divisions first social media strategy, which has 
included assisting the HR team in their development 
of LinkedIn as a recruitment tool, being a key member 
of the delivery team for the new corporate website – a 
project which involved taking some 30+ existing domains 
and sites and creating a single, integrated, online 
presence. 

Katie is an Associate Member of the CIM and is currently 
working towards becoming a full Chartered Marketeer. 
She does this alongside her full time job, as well as being 
a fully trained fitness instructor and fundraiser – this year 
she raised £3388 for The Royal Marsden Cancer Charity 
having decided with a month to go to run the London 
Marathon. 

Judges Comment - 
“Congratulations Katie! In a 
short space of time Katie has 
delivered the divisions first 
social media strategy while still 
working towards becoming a full 
Chartered Marketer. All of her 
achievements are fantastic. Well 
done again, Katie!



35K
VISITORS PER MONTH

TO OUR MAIN 
CORPORATE WEBSITE

KATIE HAS DOUBLED THE
NUMBER OF SCREENS FOR
OUR FRONTLINE WORKERS

DIGITAL SIGNAGE£3388
THIS YEAR KATIE RAISED 

KATIE HAS DELIVERED TWO MAJOR
WEBSITES IN 12 MONTHS AND IS ALSO
RESPONSIBLE FOR OUR INTERNAL SITE

WEBSITES

FOR THE ROYAL MARSDEN CANCER CHARITY
BY RUNNING THE LONDON MARATHON

KATIE WILLISON
YOUNG MARKETER OF THE YEAR ENTRANT

WEBSITES

KATIE IS AN ASSOCIATE MEMBER OF CIM AND IS
CURRENTLY STUDYING TO BE A FULL

CHARTERED MARKETEER

DIGITAL SIGNAGE

DEVELOPMENTDEVELOPMENT

£200,000 SAVED IN 
RECRUITMENT COSTS

KATIE HAS ADVISED ON EXECUTIVE PROFILES,
PLUS HELPED HR FOCUS 

ON HARD-TO-RECRUIT ROLES

3,391 FOLLOWERS
GAINED IN 12 MONTHS

KATIE HAS DEVELOPED DIY ROLLOUT OF TWITTER
FOR KEY SITES AND PROJECT TEAMS TO ENGAGE 

WITH STAKEHOLDERS AND PUBLIC

KATIE WILLISON
YOUNG MARKETER OF THE YEAR ENTRANT

KATIE IS RESPONSIBLE FOR OUR SOCIAL MEDIA PRESENCEKATIE IS RESPONSIBLE FOR OUR SOCIAL MEDIA PRESENCE

WE LIKED
THIS
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