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BBDGo the distance to 
raise money and 
morale 

All images used in the paper were taken on the BBDGO relay.  
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This paper tells a story of how an advertising 
agency used a mass employee activation idea 
to reassert itself as a company who gives back 
and makes a difference to the world we live in, 
in the minds of its employees.   

 

Summary 

The activation idea was none other than a 25 leg, multi-
discipline relay that went from John O’ Groats to AMV 
(Marylebone, London).  It took exactly 6 days to 
complete and everyone in the company took part.   

In total the relay raised over £32,000 for a charity that 
was close to us all, one who had supported a fellow 
AMVer through an incredibly difficult period in their life.  
This not only smashed our own internal targets but our 
Just Giving page was ranked in the top 5% in terms of 
donations in 2013. 

As a result of the relay, employee satisfaction 
increased.  The relationship between employee 
satisfaction and customer satisfaction is set out in the 
Service Profit Chain and is lived out in the case of 
BBDGo, where we saw an uplift of 23% in our client 
satisfaction score in the period after the relay took 
place. 
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AMV employee 
engagement: 
our philosophy 
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Throughout our 35 year 
history, AMV has always 
believed that the people 
who work here are our most 
important assets.   
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So it was with great pride 
that we were ranked as the 
best advertising agency 
and the 17th best company 
to work for in the country 
by the Sunday Times in 
2012.   

Source: 12th annual publication of 'The Sunday Times Best Places to Work For'  
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The relationship between employee 
satisfaction, customer loyalty and 
profitability has been set out in the 
service-profit chain.  According to 
the Harvard Business School this is 
simply good business. 

Source: Putting the Service-Profit Chain to Work by James L. Heskett, Thomas O. Jones, Gary W. Loveman, W. Earl Sasser, Jr., & Leonard A. Schlesinger. Harvard Business School. 
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We have used this insight 
to deliver a consistently 
high level of service to our 
clients, creating high 
satisfaction. 

*“AMV scores 24% higher than the average client satisfaction across all agencies” TCRC – 

The Client Relationship Consultancy, fieldwork conducted 14th – 29th Oct 2013   

AMV Client 
satisfaction 24% 
higher than the 

UK agency 
average*  

For judges’ eyes only. 
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But we were operating 
in one of the most 
intensely competitive 
markets in the world.  
We needed to innovate 
to stay ahead. 
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Taking a critical eye on the 
Sunday Times Survey results 
we noticed there was room for 
improvement, with regard to 
whether the agency was 
perceived to ‘give back’. 

Raw data from 12th 'The Sunday Times Best Places to Work For‘ survey  

‘Giving Something Back’ 

Question 

Rating out of 7.  
(7 being the best and 1 being the worst).  

Ranking 
(Out of 60 questions asked; 1st is best) 

My organisation makes a 

positive difference to the  

world we live in 

4.93 50th   

For judges’ eyes only. 
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As an agency we have 
always done a lot of charity 
work and are a patron of a 
London-based charity 
called Kids Company.   
 
Our Group Chairman is on 
the fundraising board of 
Comic Relief and our CEO 
is the chairman of NABS*.  
 
So why was there a 
disconnect between what 
we did and how our people 
felt?  

*National Advertising Benevolent Society 
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Reviewing our legacy of 
giving back, perhaps it was 
just a legacy.   
 
Had we really done 
anything current to inspire 
AMVers that we are an 
organisation that seeks to 
make a difference to the 
world we live in? 
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We needed to ensure our 
agency philosophy was not 
just delivered at an agency 
corporate level. 
 
To get the maximum benefit 
from the good work we 
tried to do, we needed to 
make sure that everyone 
felt that they had personally 
contributed.  
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Involving everyone was critical - as the service 
profit chain prescribes, delivering exemplary 
service relies on each and every employee 
being motivated to work.  

Source: Putting the Service-Profit Chain to Work by James L. Heskett, Thomas O. Jones, Gary W. Loveman, W. Earl Sasser, Jr., & Leonard A. Schlesinger. Harvard Business School. 

“The service-profit chain is 
defined by a special kind of 
leadership. CEOs of exemplary 
service companies emphasize 
the importance of each 
employee.” 
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So we created a brand to 
symbolise our intent.  We 
called it AMV Bud,  to 
represent how we can make 
a difference to the world we 
live in, by realising potential.    
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We then asked AMVers to 
nominate and vote on 
which charity Bud should 
raise money for.  This gave 
everyone a stake in where 
the benefit should go.   
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Together, we chose Brain Tumour 
Research.  A charity that had 
supported a close colleague of 
ours, Tom, through his successful 
struggle with a brain tumour in 
2012.  
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We then created an event 
where everyone could get 
involved – a relay from John 
O’Groats to AMV.  The relay 
format meant we could do 
something different for each 
leg, playing to people’s 
different talents.  We also 
planned a final leg that 
would involve every single 
person in the agency.   
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The idea 
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A 25-leg multi-
disciplinary relay from 
John O’ Groats to AMV. 
Taking place over 6 days 
in September, involving 
everyone at the agency. 
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How we engaged 
AMVers: pre the event 
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The event was launched by the 
CEO at our bi-monthly all agency 
bar meeting - using a promotional 
video, as well as posters that 
went up around the agency. 

We appealed for 25 team leaders.  
The team leaders were effectively 
our brand influencers; they 
recruited and got people excited 
at a ground level.   

For 6 of the legs we gave team 
leaders a distance they had to 
cover and a time they had to do it 
in and then let them do what they 
wanted….cue the skateboarding, 
dancing, pram dash, trolley dash 
and pedi-bus legs. 

We asked AMVers to elect and 
vote on the charity they wanted  
to raise money  for. 

We then opened up the relay to 
entrants – over 212 people 
applied; and over 200 agreed to 
take part in the final leg.  

We got people to set up their own 
Just Giving pages on the BBDGO 
site and encouraged teams to run 
their own fundraisers every Friday 
in the run up to the event.  

The fundraisers included cake 
sales, a race night, a cinema trip, 
a BBDGO burger being sold at a 
local pub, the services of a copy 
writer (he’d write to any brief!), 
and, of course, the obligatory 
charity box.   

We let AMVers vote on which 
fancy dress the CEO, Head of 
Project Management and our 
Board Planner should wear on 
their hitchhike leg.   Would it be 
Papa Dolmio, a life-size 
Blackberry or drag. …   

We created a sponsor video that 
AMVers could send out to friends 
and family to encourage 
donations.   
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How we engaged 
AMVers: during the 
event 
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AMVers could go onto storify to get live 
updates and to post messages of support. 

http://storify.com/AMVBud/bbdgo 
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Each leg was tracked with GPS connected 
devices so we knew exactly how many miles we 
had done…and how far we  had to go… 
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Momentum built throughout the week as our first relay 
participants returned home to tell of their triumphs; and new 
fresh legged participants nervously left to embark on their 
own challenges.  
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By day 3, it had really taken off.    

There were 
nearly 400 
tweets around 
the event, 
reaching over 
50,000 people. 
As well as local 
media 
coverage. 

 

*Data from conversocial, using #bbdgo 
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And for ‘our 
finale’ on day  
6 (leg 25) 
everyone got 
involved by 
walking from 
Hyde Park 
back to AMV 
for the final 
baton 
handover. 
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How we did 
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412 people 
covered  
842 miles,  
25 different 
ways over 

6 days  
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We reached our fundraising targets. 

£2,700 in donations direct 

to Brain Tumour 

Research 



AMV BBDO BBDGo 

And created an experience that we will all 
remember together for a long time to come. 
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The results 
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Following the relay we asked AMVers the 
same  ‘giving back’ question asked by the 
Sunday Times in 2012. The result was a  
uplift.   

Raw data from an AMV commissioned survey asking employees how strongly they agreed with the above 

question. Results based on 100 respondents.    

For judges’ eyes only. 
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Most importantly no one in the company 
disagreed with the statement ‘My 
organisation makes a positive difference to 
the world we live in’.   

Raw data from an AMV commissioned survey asking employees how strongly they agreed with the above 

question. Results based on 100 respondents.    

For judges’ eyes only. 
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And as the service profit chain prescribes this 
improved employee satisfaction correlated with 
a better service offering for our clients.  
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For judges’ eyes only. 
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It also correlated with business growth in the 
months directly after the event. 

Source: Articles from Campaign Magazine 
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So by applying the same 
level of creativity to engage 
our people, as we do to solve 
our clients’ business 
problems, we raised the 
quality of our service offering 
even further and converted 
key new business pitches.   
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As a result of BBDGo we 
plan to go one step further 
every year by creating an 
amazing experience that 
everyone can get involved in 
to raise money for new 
causes. 




