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Brief and objectives: 

International growth strategist experts Manifesto Growth Architects was founded in 2014 and 

specialises in creating business growth strategies, with offices in the UK and New York. The 

business works with clients in media, banking, FMCG and retail. 

Manifesto has worked with a number of companies successfully employing membership 

models, including The Times and Wall Street Journal and identified the business model as a 

key opportunity to build on. As part of its long-term growth strategy, Manifesto was looking to 

broker new business relationships with businesses prime for adopting membership or 

subscription models. 

Definition was appointed to create a campaign to generate impact and interest around the 

theme of Membership Economics amongst C-suite executives across a variety of business 

sectors, with an emphasis on generating commercial enquiries and a direct ROI – something 

Manifesto had previously failed to do with its marketing efforts. 

Our agreed KPIs to promote the event and Manifesto were to: 

• Achieve coverage in four tiered publications 

• Secure at least one panel/speaking opportunities 

• Secure a minimum of 50 event attendees through media partnership and social 

targeting 

• Achieve a minimum of five thought leadership opportunities 

• Ultimately generate new business leads through an event. 

 

The idea, research and planning: 

To capitalise and promote Manifesto’s expertise in the Membership Economy, Definition 

identified the opportunity for an exclusive event targeting C-suite individuals to directly 

support the company’s new business drive. 



To support the event, we recommended creating an authoritative industry report on the 

concept of Membership Economics, bringing together qualitative data on UK industry 

perceptions and interest with in-depth interviews with leading executives from global brands 

immersed in membership models including Sky, The Times and Dollar Shave Club. 

The report would be launched at the event, at the h Club in London, with keynote speakers 

from national brands including Tortoise and Revolut, and Management Today secured as 

media partner to leverage executive targeting and editorial exposure. 

Definition worked with Manifesto to develop key messages to convey the business’ expertise 

in the Membership Economy, and devised a targeted communications plan to raise the 

profile of Manifesto’s Executive Vice President within key target press, including industry 

trade, specialist and vertical media. 

We produced briefings for journalists, including strong case studies featuring Manifesto 

clients operating successful membership models. 

We also brokered a high-level media partnership with Management Today to secure pre and 

post-event coverage and social media engagement, including securing an event 

photographer and panel host free of charge. 

Activity would: 

• Increase brand awareness through coverage in key target business and vertical 

media titles 

• Underline Manifesto’s credibility and expertise in the Membership Economics arena 

• Attract C-suite individuals to engage with Manifesto through social media channels 

and visits to the website 

• Position Manifesto as thought leaders and experts in the Membership Economy, and 

highlight its previous successes through the use of case studies and website 

testimonials 

• Be focused on quality coverage in key business and vertical publications 

• Ultimately attract people to Manifesto’s event. 

 

Strategy, tactics, creativity and innovation: 

We identified the need for greater education in the media and business sector about the 

Membership Economy. This helped inform our survey of 500 high-level business individuals, 

which provided market insight for the report to aid Manifesto’s new business targeting, as 

well as providing data to support our news story about the rise in the Membership Economy. 

We used the content to fuel a social and targeted media plan, including advanced promotion 

of the event and journalist briefings and media activity. 



We also developed a targeted LinkedIn strategy to encourage people to sign up to the event 

and engage directly with Manifesto’s social channels, creating bespoke graphics and a 

targeted campaign identifying specific C-suite business individuals. 

 

Delivery, including details of design, production and support teams employed: 

February 2019 – May 2019: 

Definition established a sustained traditional and social media campaign to ensure 

engagement with key new business targets and encourage individuals to sign up to the 

event online, as well as raising the profile of Manifesto as a business in the Membership 

Economy. 

This included: 

• Survey into 500 senior business individuals to provide insight into the sector and 

identify new business opportunities 

• Press releases targeting individual sectors identified as being ripe for adopting 

subscription or membership business models, using statistics from the survey to 

provide credible, exclusive insight into the sectors 

• Brokering media partnership with Management Today 

• Targeted thought leadership articles, including speaking opportunities 

• Targeted LinkedIn advertising campaign 

• Event support – coordinating panellists and speakers for the event at the exclusive h 

club in Soho, London 

• Video and photography production to support website and social media content 

• Copywriting and proofing from Definition’s dedicated copywriting team to support 

production of report. 

 

Measurement and evaluation:  

We achieved all our KPIs in the four month period, specifically including: 

• The event attracted more than 100 senior business individuals 

• Generated 25+ new business meetings and leads for Manifesto’s senior 

management team, including Disney, Apple and Sky 

• More than 800,000 opportunities to see delivered in four months, including two 

thought leadership pieces in WARC, a key title 

• 75% of visitors to the Manifesto website were new in the days prior and after the 

event 



• More than 80 report downloads from Manifesto’s website 

• Three speaking opportunities secured for Sam Jordan, EVP, to present on 

Membership Economics, including at the Customer Engagement Transformation 

conference, with headline speakers including Netflix, Google, The Telegraph and 

Virgin 

• Secured C-suite individuals from Conde Nast, Deliveroo and Barclaycard, amongst 

others, to attend event through extremely targeted LinkedIn campaign, securing cost-

per-click bid of £3.73 compared to LinkedIn suggestion of £7 CPC, with 0.54% click 

through rate (compared to 2018 LinkedIn average of 0.15%) 

• The event was even acknowledged online by Robbie Kellman Baxter, author of the 

Membership Economy book. 

 

Budget and campaign impact: 

Definition dedicated a full account team to this campaign, including Account Director, 

Account Manager, Senior Account Executive and Account Executive, as well as strategic 

input from the agency’s Managing Director and London Director, to provide event support, 

under a project fee of £5,000 per month, totalling £20,000 in four months. 

The campaign and event have already generated new business leads for Manifesto, 

including meetings with O2, Universal and Warner Brothers, amongst others. Sam Jordan 

has also been approached by two conferences in America to present his thoughts on 

Membership Economics to target business attendees. 

Sam Jordan, EVP at Manifesto Growth Architects: “Definition has been a trusted partner to 

us in establishing this campaign, and the team were invaluable in securing a strategic media 

partnership to promote our event and driving valuable press coverage to raise our profile in 

key target media. The ultimate aim of the campaign was to produce tangible business leads, 

and with more than 25 meetings and counting as a result of the event, we’re delighted with 

the commercial outcomes and impact of the project.” 

 


