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AMY WINEHOUSE - BACK TO BLACK - ISLAND RECORDS




ALL POINTS(IMPRINT)

BELIEVE RECORDINGS
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TROJAN RECORDS
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LEE PERRY’

THE ROOTS OF 5L AND ROBBIE A LEE PERRY JUKEBOX

THE SOUL RECORDINGS
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DOUBLE TREE

| T i ETagEl g ON MONDAY NIGHT CLIVE STAYED
LAST WEEKEND SUZY STAYED e . Rt AT A DOUBLETREE BY HILTON.
AT A DOUBLETREE BY HILTON. AT AT N 1T ON TUESDAY HE FINALLY
TODAY SHE MADE BUSTER - O L ok R IS HUNG UP THAT MIRROR.
A FILLET STEAK FOR DINNER. s oo g

DOUBLETREE

BEY HICTOR=

At Doubletree by Hilton, we champion nice and all the little things ' DOUBLETREE
that combine to make your swiy extra special. Absolute comfort, _ - - & _ SR
relaxtion and good taste naturally come as standard. _ P o At Doubletree by Hilton, we champion nice and all the litdle things
“beingnicematters T that combine to make your stay exira special. Absolute comfort,
- * relaxtion and good raste naturally come as standard.

beingnicematters
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WAR CHILD

THE SMALLEET GG TO MAKE
THE BIGGEST DIFFERENCE
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THE TEMERANCE MOVEMENT

-

L
& L
- ..._. "... Lt




MONKEY

NOT THE ORIGINAL WHISKY. MORE ORIGINAL THAN THAT.

SHOULDER

MONKEY SHOULDER

MONKEY
SHOULDER

TRIPLE MALT ScoTcH WHISKY
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el Realise
: the
potential”

dl Realise
potential
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Turn your trips to work
into a break in

By 33¢4

Get enough points for a return flight to
Athens when you spend

£2.,000 in the first three months
on your travel tickets and whatever you fancy.

Terms, taxes and fees apply.

Search '"AMEX Gold’ to apply.

A

AMERICAN EXPRESS

From buying a marrow
In a supermarket

to haggling in a souk in

MARRAKECH

Get enough points for a return flight to Marrakech

when you spend £2,000 in the first
three months on everyday things like groceries and
whatever you fancy. Terms, taxes and fees apply.

Search 'AMEX Gold' to apply.

AMERICAN EXPRESS
Preferred Rewards Gold Card

- [
S

AMERICAN EXPRESS

Preferred Rewards Gold Card

' ACAN EXPRESS 1
D (LD (T E a

AVIERICAN
EXFRESS
E

Ride a different tube
in the

Canary Iglangs

Get enough points for a return flight to the
Canary Islands when you spend
£2,000 in the first three months on your

travel tickets and whatever you fancy.
Terms, taxes and fees apply.

Search ‘AMEX Gold’ to apply.

AMERICAN EXPRESS

AMERICAN EXPRESS
Preferred Rewards Gold Card

el Realise
mmm_ the

Fancy catching a camel train in

MARRAKECH ™<'e=<*

Get enough points for a return flight to Marrakech
when you spend £2,000 in the first three

months on your travel tickets and whatever you fancy.

Terms, taxes and fees apply.

Search ‘AMEX Gold' to apply.

ya N

AMERICAN EXPRESS
Preferred Rewards Gold Card
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BARBED WIRE
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LAPHROAIG

& wiLL NEVERY?

FORGET

MY FIRST GLASS

WHAT IS THAT TASTE?
THAT'S PEAT, SON.

AND THE
SALTY NOTE?

| TASTE BAND AIDS?

YOU'RE A MAN NOW

LAPHROAIG.COM/OPINIONS
HOPINIONSWELCOME™

¥
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VACATION

INR

GLASS

T0 WHERE THE

SCOTTISH WATERS,

TARRED ROPE,
AND THE BRINY PEAT
1S MUSICO

& untamepY?
TONGUE
TEASING,
HAIR RAISING,

NECTAR

OF THE GODS

LAPHROAIG CO/OPINIONS
HOPINIONSWELCOME™




SAILER JERRY
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MUSIC.INK. RUM.

WHO GIVES

A FUCK ABOUT
ANYTHING ELSE?

MUSIC.INK. RUM.

WHO GIVES

A FUCK ABOUT
ANYTHING ELSE?

JAM, BRIGHTON x28TH APRIL 2011

FEATURING PULLED APART BY HORSES+SPECIAL GUESTS

L aikois Emﬁﬂm# A;% Em: THEORIGINAY, BRIGHTON APRIL 2011

x * LASGOW 201 | 5 o .
SAILOR JERRY MANCHESTER JUNE 2011 * SAILOR JERRY * GLASGOW __  MAY 0l
l- ( BRISTOL NOVEMBER 2011
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LONDON

WHY IT COULD BE
LOVE AT FIRST SIGHT.

After reading your lovely brief and what you're |aaking for in an agency, we
thought yvou might want a [ittie cheat sheet that may Just save you some time.
S0, here's why we believe you'll feel right at home with us..,

Hometown may anly be two vears old, but our founders are amongst the most
experienced ntegrated teams in the UK. From our first integrated campaign for
Guinness back in 1995 to our IPA Effectiveness:Grand Prix winning Crime
campaigns, we've constantly evolved haw and where our clients communicate
in order to connect with customers at the right time and place.

We have some of the best strategic and creative minds residing in Hometown
towers and our design team are amongst the best in the UK. Just ask them. We're
based in London, have an office-in Manchester and work with clients all over the
UK and the warld.

We're driven by creativity but judaed by results. We are collaborative, open and
inguisitive by nature, We will always tell you what we believe, but we know when
to shut up and crack on.

We love a challenger brand. They have to be nimble, brave, focused and prepared
to go the extra mile to succeed. Just like us, We've helped Virgin take on BA and
Sky, and enabled Kopparbera to challenge the cider status quo to become the
number-one fruit cider in the UK. All with budgets a fraction of the competition.
We're a pretty persuasive bunch tog, helping people switch bank accounts, mobile
and broadhand praviders, and power suppliers.

We've also travelled a fair few miles in your world: Virgin Atlantic, Qatar Airways,
Eurcostar, Virgin Trains and Visit London are a few of our current and previous
clients but we're definitely not know-it-alls. We'll be seeking to learn a ot from
vou when we hopefully meet for that cuppa.

Lastly our clients love working with us (blush): But don't take our word for it
(turn to page 10).

HOMETOWN - AGENCY INTRO BOOKLET

({1

CASE STUDY #1: TURNING A
CHALLENGER INTO A LEADER.

FIND A HUNDRED PEOPLE
IN A ROOM THAT FITS FIFTY
AND YOU’LL FIND

ADVERTISING

€€

THE CHALLENGE
Kopperberg Cider
of far bigger cor ding far o

and grow thei F¥ s sl ki e B

to rethink their st

PEOPLE FIRST. IT°S NOT ALL
ABOUT YOU. SORRY.

We're all different, we're all interesting, we're all driven by our awn desires and
mativations. We all have our unlgue take on the warld and a drive ko change it
M QUr owWn way.

We make choices, we take risks, we play it safe. We are in control.
We are your consumers, and you need to give us what we want.

Cur approach at Hometown puts people at the heart of all of our work,
uncovering Insights that are genuinely human and distinct. We seek to understand
device behaviours, social interactions, brand preferences, cultural nuances, and
build & unique picture of your audience = an audience that will ultimately malke

or break your brand.

We call this our People-Shaped approach, and it informs all of our thinking,
leading us to create work that has a better chance of being seen, engaged with.
and shared. |t may result ina TV campaign, @ mobile-application. ar 2 alabal
avent - but whatever the cutput, we're giving ocurselves the best chance of our
communications not being ignored

noun: Hometown:
a communityWhére people
feel physically and / or
spiritually connected.

A place where you can
profess to have your roots -
a sense of belonging.

ADVERTISING

4é

THE PEOPLE-SHAPED AGENCY.

We'll Start With An Eye Opening Pitch

If we're lucky enough to pitch to you, you'll be taken deep into the lives and
rminds of yvour customers and will seea picture develop that we hope is
sometimes surprising, but always engaging, interesting,; and full of character,

Empathethic Strategy

Or planning department focus on getting out into the world, speaking to
people, understanding motivations and emotional triggers, and honing their
insights accordinaly, We utilise ethnographic research and human-centred

design technigques to understand what the real challenges are for your customers,

and how yvour brand can better communicate with them.

People-Shaped Creativity

Cnce we understand how our customers live their lives, our creative teams then
loek at imaginative ways of communicating with them, creating work that can
live across channels and that 2 welcomed and engaged with, rather than lghored
and unioved

Up Stream Media Planning

We engage media planning partners up front to establish the media consumption
hakits of our audiences. and that further enhances our potential to create work
that fits into the lives of the people we are trying to reach.

People, Not Resources

Cur agency is full of an eclectic bunch of people, and we encourage everybody
to add to the richness that is Hometown. We work hard, respect each other,;
and acknowledge that there |s more to life than work, which keeps everyone
fresh and capable of producing the best work of thejr careers,

ADVERTISING

DAVID GAMBLE

David and Simen met while learning to swin'in the

early 80's. Painful bellyfiops and diving for rubber
bricks helped them form an enduring relationship:

‘Over the last 20 years they've worked on dozens of

integrated campaians for some of the world's best
loved brands while at O&M and RKCR. They were

founders of Saint Digital - the UK's most awarded

digital agency - for 6 years before co-creating
Hametown with Chris. David's campaions for

Lloyds TSB, The V&A and The BBC made him one

of the most awarded creative directors in the UK
between 2010-2012.

Davids hometown |5 Woadford Green, where he

lives with his patient wife Lisa, noisy toddler
Maddie. and mental doa Charlie

€€

WELCOME TO A LITTLE PLACE
WE CALL HOMETOWN.

SIMON LABBETT

Simon was a ploneer of the digital advertising
industry, In 8 career that spans 20 years. he's
worked in big and small agencies creating
award-winning campaigns for the world's best
loved brands. In his 12 years at RKCR, he created
campaigns for Virgin Atlantic, Lioyds. Land Rover
and The Home Qffice: In 2007 he won a prest igmus
IPA Grand Prix for his crime campaign. In 2008 and
2013 he was named in the Guardian Newspaper's
Top 100 Creative People and i 2008 he was cited
by Campaign as a Future Creative |.eader.

Siman's hometown IS 'trendy’ Buckhurst Hiil. He
loves nothing more than to bbg in his garden, while
his two voung boys (Seb, and Sam) happily kill
each other.

Thanks for taking time to have a look around Hometown. The next dozen or 50
will give yvou a littie glimpse through the net curtains of our agency, but
we'd really love to invite you inside to get to know you

We opened the gates to Hometown back in 2012, and our passionately creative
community and list of clients has been growing ever since. We setup the business
to establish an agency that was fit for modern clients - a perfect blend of big
brand thinking combined with a lean, nimble, startup culture.

Hometown aims to make people feel connected and at home with vour brand by
putting them at the heart of your communications. When people feel like they
belong, they'll stay langer, they'll invite others in, they'll defend ‘their brand” with
passion, and ultimately, they'll spend more.

This People-Shaped approach has resulted in a broad range of work,
encompassing global advertising campaigns (TV, Print; Outdoor, Digital),
mobile applications, social campaidns, experiential events, even product design.

Ultimately, our business is defined by the people who work for us and the clients
that we work for. With the best will in the world, we can’t work with evervone, but
yvour brief excites us enormously {we love travel) and we'd love to have that chat
with you In person over a cuppa. We'll bring the biscuits.

Chris, Simon & David

CHRIS JEFFORD

(Chris has spent the past 20 vears drawing
experience fram inside and cutside of advertising,
Starting life as a programmet, he worked through
the eriginal dotcom beom. building & rapid
understanding of what makes. people tick, [n

2001 he moved inte marketing and digital product
development, before moving to Wunderman,.

He was made Head of Digital at Holler in 2008;
before helping run Saint with David and Simoen
from 2008,

Chris' hometown is Eorest Hill, where he lives with
his wifeand little girl, Sophia.
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