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About Anicca

(@@

Supporting your digital ambitions.

No Ego and No Bull, we invest in relationships with
businesses and brands to drive growth and succeed
in what we do.

Our multi award winning agency in the heart of
Leicester speaks for itself.
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Market overview

Methodology

Utilising some of the top industry tools, Anicca have put together a competitor/market analysis piece
for 30 of the biggest Construction businesses in the UK:

On a national level, we have highlighted:
- The market as a whole

- Marketing channels & Leaders

- Audience & Demographics

- Personas

- Creative Overview (B2B & B2C)

Although the biggest construction companies may not directly apply to your business, the
methodology is consistent throughout, meaning we are able to run the same report against you and
your competition, which we are offering for FREE to all attendees today.
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Market overview

Top Performing (active projects)

W

_Posifion | _____Company name ___

TN D 50 oN oA N =

15

Morgan Sindall Group
Kier Group

Royal BAM Group

ISG

Bowmer & Kirkland
Wates Group

Willmott Dixon Holdings
VolkerWessels

Winvic Group

Laing O'Rourke
Graham Construction
ENGIE

Hill Partnerships

VINCI Construction UK
Skanska UK

aniccaly similarweb data

17
18
19
20
21
22
23
24
25
26
27
28
29
30

Galliford Try

Balfour Beatty

John Sisk & Son

McAleer & Rushe

Mclaren Construction Group
Sir Robert McAlpine
Buckingham Group Contracting
Henry Construction Projects
GMI Construction Group

TSL Projects

Costain Group

Mace

JRL Group

HG Construction

Ardmore Group
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Market overview

Top Performing (Site traffic Sep 22)

Domain (30) Traffic Share ¥ MoM traffic change Country Rank Monthly Visits Unique Visitors Quarterly Change Desktop vs Mobile
1 Ml macegroup.com 12.39% m T 1B.45% #29,959 58,771 20,527 T 53.97%  76.9% 231%
2 P& kier.co.uk 11.81% = T 80.44% #27,166 56,035 28,355 T 9089% 47.9% mmmm 52.1%
3 *§ wates.co.uk 11.30% = T 169 #37,922 53,625 18,481 T 62.79% 58.6% m— 41.4%
4 2= morgansindall.com 11.01% = 1+ 9.02% #36,771 52,241 13,403 T 10.2%  70.4% 29.6%
5 B isgitd.com 5.50% & + 2.35% #54,615 26,098 9,768 T 1414%  74.0% 26.0%
6 5k skanska.co.uk 477% o t 27.71% #75,970 22,629 10,561 4 1.03%  53.7% 46.3%
7 ¥ willmottdixon.co.uk 4.68% 1 4 2093% #81,393 22,187 14,510 T 40.24%  42.8% wmmm 57.2%
8 BB balfourbeatty.com 4.01% 4 7.15% #97,868 19,031 11,678 4 1563%  49.4% 50.6%
9 = laingorourke.com 4.00% 1 T 25.55% #65,337 18,967 10,663 T 7.85% 37.6% - 62.4%
10 g8 hill.co.uk 3.98% 1 $ 22.11% #76,463 18,893 11,612 v 26.78%  36.1% mmm 63.9%
ik BE costain.com 313% 1 4 11.37% #102,491 14,869 6,946 T 6.75% 51.3% o 48.7%
12 B tsiprojects.com 3.02% 1 * 1,195.93 #244,541 14,346 < 5,000 P 9664% 68% & 93.2%
13 B srm.com 2.44% T 23.08% #115,255 11,599 6,106 + 10.31%  29.2% = 70.8%
14 J oraham.co.uk 2.43% 1 T 12.52% #182,399 11,532 < 5,000 b 442% 61.1% 38.9%
15 & engie.com 2.41% 1 v 25.7% #172,443 11,453 6,955 4 4.64% 52.5% = 47.5%
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Market overview

Top Performing (Site traffic Sep 22)

13

20

21

30

Domain(30)

7~ galiiforatry.co uk

m mclarengroup.com

{{ vinciconstruction.co...

m mecaleer-iushe co uk

o henryconstruction.c..,

® winvic oo uk

HG haconstruction.co.uk
B bam.com

@ johnsiskandson.com

u bandk.co.uk

BL jilgroup co.uk

B buckinghamagroup.c...

# ardmoregroup co uk
8 volkerwesseis.couk

K3 amiconstructiongro..

Traffic Share ¥

2.16%

1.38%

1.33%

1.16%

1.08%

1.07%

0.55%

0.48%

0.40%

0.37%

0.23%

0.20%

0.20%
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MoM traffic change

L 17.39%

-
o
[=o]
o
-—
&

Country Rank

#147,614

#144 255

#273.467

#225.608

#312497

#321430

#345,088

#565,114

#572482

#5071 988

#649.456

#601,859

#821347

#844 168

#868,554

Monthly Visits

10,268

9,879

6,560

6,296

5,493

5,084

< 5,000

< 5,000

< 5,000

<5000

< 5,000

< 5,000

< 5,000

<S,000

Unique Viaitors

5,908

5,869

< 5,000

< 5,000

= §,000

< 5,000

< 5,000

< 5,000

< 5,000

< 5,000

< 5,000

=§,000

< 5,000

< 5,000

< 5,000

Quarterly Change

30.6%

& 6402%

v 053.05%

Deosktop vs Mobile

56.9%

71.1%

71.8%

65.9%

86.7%

54.6%

83.6%

81 5%

54.7%

57.3%
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Market overview

Quick Market Stats (Aug 21 - Sep 22)

Total visits
Market size
=] Sep 2022 Desktop
5.336M
Visits
T 8.42% from last month
T 23.99% G
82,553 Quarterly Change
Device distribution Unique Visitors
) ™
Desktop 49.93% %"F 0-3%
Mobile Web Popularity Score
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Market overview

Visit Duration vs Bounce Rate

Show industry average ! Visits Duration v | NS Bounce Rate v
Bounce Rate 54.65% Visits Duration 00:071:35
]
kier.co.uk .
isgltd.com
m
e macegroup.com
morgansindall.com
=
laingorourke.com .
5k willmottdixon.co.uk 0o
skanska.co.uk hill.co.uk BB
baMetebesattykcom
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Market overview

Traffic Over The Year (Aug 21 - Sep 22)

B kier.co.uk wates.co.uk macegroup.com & morgansindall.com balfourbeattycom [ laingorourke.com skanska.couk [ costaincom & hill.co.uk
B willmottdixon.co.uk

400K
350K
300K
250K
200K

150K

50K

Oct 21 Nov 21 Dee 21 Jan 22 Felb 22 Mar 22 Apr 22 May 22 Jun 22 Jul 22 Aug 22 Sep 22
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Market overview

Traffic Over The Year (Oct 21 -Sep 22)

kier.co.uk wates.co.uk
willmottdixon.co.uk

macegroup.com ¥ morgansindall.com balfourbeatty.com B laingorourke.com skanska.co.uk costain.com hill.co.uk

400K
October 2021
350K
Domain Traffic share
' @ willmottdixon.co.... 19.5K
300K |
e hill.co.uk 25.9K
- e costain.com 32.4K
B e skanska.co.uk 25.9K
e laingorourke.com 29.4K
e @ balfourbeatty.com 20.7K
» morgansindall.c... 30.7K
oo @ macegroup.com 30.4K
* wates.co.uk 35.2K
100k S8 o kier.co.uk 66.3K
50K

aniccaly similarweb data

Nowe 23

Jan 22 Feb 22 Mar 22 Apr 22

May 22 jun 22 Jul 22 Aug 22 Sep 22
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Market overview

Traffic Over The Year (Oct 21 -Sep 22)

B kier.co.uk wates.co.uk macegroup.com i morgansindall.com balfourbeatty.com @ laingorourke.com [ skanska.co.uk costain.com B hill.co.uk
willmottdixon.co.uk

400K
September 2022

350K Domain Traffic share 0
e willmottdixon.co.... 22.2K O

300K ®)
e hill.co.uk 18.9K ®

— @ costain.com 14.9K ®
e skanska.co.uk 22.6K U
e laingorourke.com 19K >

200K
» balfourbeatty.com 19K
» morgansindall.c... 52.2K

10K ® macegroup.com 58.8K
» wates.co.uk 53.6K

1608 e kier.co.uk 56K

50K
Oet 21 Noy 21 Dec 21 Jan 22 Feb 22 Mar 22 Apr 22 May 22 Jun 22 Ju| 22 Aug 22 Sep 22
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Market overview

Summary

- The market overview report helps us determine who the best performing businesses are for our
selected industry.

- The data helps us understand which businesses are worth comparing to, and which are “up and
coming”.

- We can quickly see the size of the overall compared market.
- We can determine which businesses websites perform well, as compared to our own.

- We can see any fraffic trends through the year, helping us understand when it's most and least
important to be utilising marketing spend.
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Marketing Channels

Marketing Channel Overview (Oct 21 -Sep 22)

100%

30 Businesses | 45.08%

: o 35.96% —
Combined .
10.48%
.59% 4.42% 68% 299,
0% . : = — 4 ;05 RE
Direct Email Referrals Social Organic Search Paid Search Display Ads
100%

hill.co.uk S0

A 97%

23.86% 20.98%,
- 0.66% 3.43% 1 84% [ 4,005
s - - =

Direct Email Referrals Socia Organic search Paid search Display ads

50 40 77%

Isgltd.com A .

17.42%
. 10.66% ond,
313%

Direct Email Relerrals Social Organic search Paid search Dispiay ads

N/A N/A
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Marketing Channels

Marketing Channels (Oct 21 -Sep 22)

re

13
14

15

aniccaly similarweb data

Tratfic Source (171)

G Google Search

) Direct

(#) @ microsoftonline.com

[ Linkedin

(+] & sharepoint.com (4)

@ Email
Image Search
T ukindeed com
8 bndgend gov.uk
{3 DuckDuckGo
& Googla Search
Syndicated Search
B yraderacker com
@3 Youtube
Yehoo Search

Q, Bing Search

Sourca Typs

Search / Organic

Direct

Referral

Social

Referral

Email

Search / Organic

Referral

Referral

Search / Organic

Search / Paid

Search / Organic

Referral

Social

Search / Organic

Search / Organic

Global Rank

#1

#18

#57

#45

#359,016

243

#l

#94,954

#2

¥ Traffic Shars

43%

%

1%

G
2

4 53.16%
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Traffic Leaders

Organic Traffic Trend (Oct 21 -Sep 22)

110K

100K

95K
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Traffic Leaders

Organic Traffic Leaders (Sep 22)

Domain (29)
1 N wates.co.uk
2 B kier.co.uk
3 macegroup.com
4 BB balfourbeatty.com

5 B odcom

6 ) willmottdixon.co,uk
7 =* morgansindall.com
8 g8 hill.co.uk

9 & engie.com

10

N

gallifordtry.co.uk

Traffic Share 4

20.40% o=

12.18% =

12.16% ===

7.05% mm

6.09% m

524% m

4.50% m

337% =

3.03% =

2.87% n

aniccaly simiarweb data

-

Change

37.33%

50.63%

98.56%

Rank

#792..

#565...

#216...

#993...

#746...

#108...

#743..

#127..

#149..

#235...

Monthly Visits

23.2K

13.8K

13.8K

8K

6.9K

5.9K

5.1K

3:8K

3.4K

33K

Visit Duration

00:02:25

00:01:57

00:04:47

00:01:03

00:03:28

00:02:12

00:00:47

00:01:02

00:00:47

00:04:05

Pages/V...

2.99

2.48

3.93

2.59

4.92

1.96

1.80

217

1.87

3.35

Bounce Rate

48.06%

47.66%

51.62%

60.94%

38.62%

56.74%

60.50%

49.54%

69.87%

44.24%
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Traffic Leaders

Direct Traffic Trend (Oct 21 -Sep 22)

90K
85K

BOK

anicca 1.\'9 Similarweb data All fights reserved 2022




Traffic Leaders

Direct Traffic Leaders (Sep 22)

Domain (28) Traffic Share <
1 B} macegroup.com 30.36% m—
2 == morgansindall.com 23.04% m—
3 P& kierco.uk 8.30% mm
4 *§ wates.co.uk 739% mm
5 EE costain.com 518% m
6 B laingorourke.com 438% m
7 sk skanska.co.uk 3.86% m
8 B gtdcom 331% =
9 ¥ willmottdixon.couk 2.77% &
10 @ engie.com 200% =«

aniccaly simiarweb data

Change

™ 13.16%

™79

T 148.36%

$ 40.01%

T 192

>
o
~J
O
w

v 9.92%

d 4.38%

n

-

-~
o

ooy
Q5%

g
J 70

L JI0

#216...

#743..

#565...

#792..

#133...

#851...

#120...

#746...

#108...

#149...

Monthly Visits

27.5K

20.9K

7.5K

6.7K

4.7K

4K

3.5K

3K

2.5K

1.8K

Visit Duration

00:04:45

00:04:35

00:12:35

00:02:50

00:02:03

00:03:59

00:04:11

00:02:29

00:06:27

00:02:47

Pages/V..

3.53

3.64

Q.70

2.06

3.13

8.71

3.75

4.91

2.09

2.71

Bounce Rate

44.51%

18.42%

35.68%

63.08%

24.09%

41.56%

47.50%

40.89%

48.07%

20.69%
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Traffic Leaders

Referral Traffic Trend (Oct 21 -Sep 22)

30K
28K
26K

24K
20K

18K

16K
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Traffic Leaders

Referral Traffic Leaders (Sep 22)

Domain(18)
1 B kier.co.uk
2 =2 morgansindall.com
3 sk skanska.co.uk
4 B isgitd.com
5 J oraham.co.uk
6 Bl macegroup.com
7 ¥ willmottdixon.co.uk
8 @ engie.com
9 B8 costain.com
10 2 qallifordtry.co.uk

Traffic Share

20.14%

19.17%

15.84%

14.25%

13.22%

5.54%

2.75%

2.21%

2.05%

1.23%

aniccaly simiarweb data

Change

T 406,65%

v 297%

* 110.75%

t 290.92%

»
N
o
N

#565...

#743...

#120..

#746...

#285...

#216...

#108...

#149...

#133...

#235...

Monthly Visits

5.3K

5.1K

4.2K

3.8K

3.5K

1.5K

726

585

542

324

Visit Duration

00:01:46

00:05:37

00:02:44

00:05:01

00:00:14

00:071:45

00:00:00

00:01:27

00:06:19

00:02:32

Pages/V..

2.88

5.39

473

6.27

1.47

3.64

1.00

3.29

9.28

7.64

Bounce Rate

14.98%

56.59%

1417%

31.99%

76.63%

59.17%

100%

37.92%

56.71%
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Traffic Leaders

Social Traffic Trend (Oct 21 -Sep 22)

11K
10K
SK

8K
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Traffic Leaders

Social Traffic Leaders (Sep 22)

Domain (12)
1 B isgltd.com
2 B macegroup.com
3 "9 wates.co.uk
4 = morgansindall.com

5 [ 'aingorourke.com
6 ¥ willmottdixon.co.uk
7 B srm.com

8 J oraham.co.uk

9 @ engie.com

10 gf hill.co.uk

Traffic Share Change
38.56% m— T 0.44%
21.82% 4 18.43%
14.38% == t 29.54%
9.66% mm T 78.34%
533% = T 47.65%
274% T+ 1.370.54
2.53% =u

1.81%

1.5%9%

1.19% 1 L 82.26%

aniccaly simiarweb data

Rank

#746...

#216...

#792...

#743...

#851...

#108...

#168...

#285...

#149..

#127...

Monthly Visits

43K

24K

1.6K

1.1K

593

305

282

201

177

133

Visit Duration

00:02:24

00:02:17

00:00:23

00:14:09

00:04:53

00:00:00

00:04:47

00:01:40

00:00:10

00:00:00

Pages/V...

5.79

5.19

243

7.69

7.42

1.00

11.00

3.00

2.00

1.00

Bounce Rate

47.12%

29.14%

58.18%

1.85%

100%

100%

All rights reserved 2022




Traffic Leaders

Paid Search Traffic Trend (Oct 21 -Sep 22)

<5
< 5K
< 5K
<5
<5
< 5K ’\F
Oct 21 Nov Z Dec 2 lun 22 Fab 22 Mar 22 Apr 22 May 22 Jun 22 lyl 22 Aug 22 sep 22
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Traffic Leaders

Paid Search Traffic Leaders (Sep 22)

Domain(1) Traffic Share J Change Rank Monthly Visits Visit Duration Pages/V.. Bounce Rate

1 g8 hill.co.uk TO0% M 11.67% #127.. 1.7K 00:01:56 4.26 44.19%
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Traffic Leaders

Display Traffic Trend (Oct 21 -Sep 22)

A A A A A A A A A
N o o [*2] o o [*4] [*2] o (%4
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Traffic Leaders

Display Traffic Leaders (Sep 22)

Pomain(3) Traffic Share Change Rank
1 #= morgansindall.com 46.80% M L 74.3%  #743..
2 B buckinghamgroup...  45.27% m——— - #695...
3 B kier.co.uk 793% mm - #565..

aniccaly similarweb data

Monthly Visits

929

899

157

Visit Duration

00:04:13

00:00:00

00:00:00

Pages/V.. Bounce Rate
3.94
1.00 100%
1.00 100%
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Marketing channels

Summary

- The marketing channels report gives us a very quick snapshot of exactly which digital channels
are most important for businesses in our comparison.

- We can also see the marketing sources that provide this traffic, giving us a strong indication of
which digital activities we should be performing.

- We're able to spot trends in traffic for each individual digital channel, giving us a much clearer
picture of when to utilise those channels most effectively.

- We can see exactly which businesses’ strategies to review first from the “traffic leaders” reports,
based on who is performing best on each channel.

qnlccq 1 .“'> Similarweb data All rights reserved 2022
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Geography overview

Geography (Sep 21)

Country  Traffic Share Visits Growth Change Avg. Visit Du.. Pages per Vi.. Bounce Rate
1 & United Kingdom 47.38% mmm 251826 - . 00:04:02 3.72 46.87%
2 () France 11.73% = 62343 - - 00:02.47 4.66 52.99%
3 £ United States a95% 1 26,291 - . 00:01:52 2.75 62.55%
4 {) Belgium 427% 22,682 00:05:31 5.81 43.55%
5 < Neatherlands 312% 16,600 - . 00:04:05 6.50 5114%
6 % India 290% 1 15404 00:03:06 4.16 32.46%
7 € United Arab Emirates 278% 14784 - . 000616 517 36.57%
8 () ltaly 1.84% 9,792 00:01:74 3.58 28.63%
< @ Brazil 1.77% 9,428 - . 00:02:31% 354 57.20%
10 ® Germany 1.56% 8310 00:07:51 3.25 32.46%
R & Austalia 124% | 65,593 - - 00:02:30 2.67 60.09%
12 © Saudi Arabia 1.18% 5262 00:05:46 6.03 10.43%
13 ¢ Canada 1.07% 5695 - g 00:24.08 19.09 28.10%
14 ¢) Romania 1.00% 5302 - - 00:00:37 2.94 43.67%
15 @ China 096% 5113 = > 00.07:38 6.25 45.27%
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Geography overview

Geographical Growth (Oct 21 -Sep 22)

* France ® Germany @ [taly ® Netherlands ® Spain @® United Kingdom @ United States
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Demographic overview

Quick Demographic Stats

Gender distribution Age distribution
0%
. Male 9
o 30% 29 i
58% 24%
20% 17%
Female
0, , 10%
42 /0 10% . 6(,/0
18-24 25-34 35-44 45.54 55-64 65+
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Demographic overview

Demographic Breakdown (Oct 21 -Sep 22)

10

i

12

13

14

15

aniccaly simiarweb data

Domalt (30)

B kieroouk

9 wates co uk

Ml macegroup.com
= morgansindall.com
BB balfourbeatty.com
| /cingorourke com
Sk skanska.co.uk

BB costain.com

9B hill.co.uk

¥ willmotidixon.co.uk
B oonc com

= gallifordiry.co uk
@ engie.com

FJ graham.co.uk

B srm.com

Traffic Share W

10.07%

9.86%

9.69%

9.27%

6.58%

5.89%

5.58%

5.22%

4.93%

4.88%

4.39%

3.39%

312%

3.10%

2.69%

Male vs Female

57.7%

58 1%

57 8%

62 1%

60.8%

59.6%

58.4%

58.3%

54.2%

56.3%

58.2%

58.4%

63.4%

60 6%

57.0%

—— 42.3%
S 405
—— 47.2%
S 37 0%
m— 30.2%
—— 40 4%
w— 41.6%
— 41.7%
— 45.6%
—— 43.7%
—— 41.8%
—— 41.6%
— 36 6%
— 39 4%
e 43.0% |

18-24 25-34 35-44 45-54 55-64
102%
9.8%
8.4%
10.4%
9.1%
9.1%
9.5%
9.6%
11.6%
102%
97%
99%
96%
10.3%

9.3%

65+

6.0%
6.2%
5.4%
7%
5.8%
5.6%
6.2%
6.3%
7.9%
66%
60%
65%
6.2%
7.0%

5.9%
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Demographic overview

Demographic Breakdown (Oct 21 -Sep 22)

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30

Domain (30)

© winvic co Lk

B mclarengroup.com

“a vincleanstruction.co.uk
[l meateer-rushe co uk
< grdmoregtoup.co.uk
B bam.com

B bandk couk

[T] henryconstruction. co...
= valkerwessels.co.uk
HG bgeonstruction co.uk
. tslprojects.com

BL rigroup.co.uk

n gmiconstructiongroup.
@ johnsiskandson.com

buckinghamgroup ¢o...

Traffic Share 4

239%

1.31%

117% o

1.06% 1

0.92%

0.85% |

0.82%

0.68% 1

0.63% |

061%

0.47%

0.29%

015% 1

N/A

N/A

aniccaly simiarweb data

Male vs Female

58 7% —

54.1% eom———

54.7% W

54.6% w———

52.7% e—

53.6% we——

55.3% ma———

55.4% I

T4% we———

N/A

54.6% N

S53.4% w—

N/A

N/A

47.3%

45.9%

45.3%

45.4% |

47.3%

A2.7%

46.4%

44.7%

A4 6%

92.6%

N/A

AS. A%

46.6%

N/A

N/A

N/A

N/A

25-34

N/A

35-44

25%

N/A

N/A

N/A

45-54

20%

N/A

N/A

N/A

10.2%
10.1%
9.8%

10.0%

10.3%

10.0°
1.3%
N/A

9.7%

N/A

N/A

65

7%
6.7%
6.3%
6.9%
6.4%
6.6%
b.4%
6.7%
6.5%
1.0%

N/A
6.3%
6.6%

N/A

N/A
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Market overview

Summary

- The audience overview report allows us to determine if our marketing should be centred around a
particular country, or if efforts need to be spread across multiple countries for best performance.

- We can discover which countries are providing more or less traffic in the last year, giving us a hint
as to where we may be able to expand our marketing efforts to.

- We can gain a quick overview of the demographics that make up our traffic, such as age and
gender.

- We can also see a breakdown of each businesses current demographical split, giving us the

opportunity to adjust creative assets to suit the needs of our most important demographical
Qroups.

qnlccq 1 .“'> Similarweb data All rights reserved 2022
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Persona Overview

Combined Data (Followers of)

W

_Posiion | _____Companyname ___

Morgan Sindall Group
Kier Group

Royal BAM Group

ISG

Bowmer & Kirkland
Wates Group

Willmott Dixon Holdings
VolkerWessels

Winvic Group

Laing O'Rourke
Graham Construction
ENGIE

Hill Partnerships

VINCI Construction UK
Skanska UK

s S B BB oo Bl o |G A GO =

ClniCCCI 19 Meltwater data

17
18
19
20
21

22
23
24
25
26
27
28
29
30

Galliford Try

Balfour Beatty

John Sisk & Son

McAleer & Rushe

Mclaren Construction Group
Sir Robert McAlpine
Buckingham Group Contracting
Henry Construction Projects
GMI Construction Group

TSL Projects

Costain Group

Mace

JRL Group

HG Construction

Ardmore Group

All rights reserved 2022




Persona Overview

Combined Personas

Civil engineers

Construction Imov..

22.31%

Skanska
USA

Soclat Hodsing

668%

Deparment.,

for atio

projects ™

infrastructure 1%

structurol ™%
ENR Clark
Censtructi.,

Actions

sipport 3%
community 3%

education 3%

Joseph Mind
Rowntree
ol :

cmiccq 19 Meltwater data

Equipment Hire Actions

\ france 2% \

2063% et B8 18.64%
paris ™
e ©® - (1)
ENGIE Le Maonde EDF Architects. .
Jourmal

s -
plont ™
351 colss 8% 3.39%
call 48
@ =
HSE
- -~
Plant Hire Magazine 2023 Safaty
E)lﬁ sl[{!g

Electrical Safaty

Actians v Architecture Actions v

specialists 3%
high 2%

avaard 2%

health E%
health safety &%

security 6%

” .
amTan
frarsiv )
counte
Y

Renewabhle Actions v

- sustainability 3w
723% ustainable 3w
water 3%
" e &
@ A &
Internatio...  Siemens IRENA
Energy. Energy
Agency

roal 5%
0 residential &%
real astate 5%
g Ly [
Bropery Savills Bioperty
Week Wesk
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Persona Overview

Combined Demographics

Sex

Male

Female

Term

construction
business
servces

uk

design

aniccaild

Meltwater data

Location

United Kingdom

France . LA
United States of W
America 0

| zo7
Ireland 0
Australia !)“ ‘.
Range %
1824 —
S —
3544 * 816

37

45.54 *Ll bk
1347 I

Location

London

Pafis

Manchester

Birmingham

Liverpoal

Name

Paul

David

Mark

John

James

Chris

All rights reserved 2022




Persona Overview

Combined Socioeconomics

Level

Role J %

High school — f0.24%
7.69%
grad ==

Some college = ]* i
=

in college | 728

cmiccq 19 Meltwater data

b %
College grad _

Management

ramnsvone I '+
Services 0.51%

Sales

Production

Status 4%

15.88%
Married F
Single I -

In a relationship

Engaged

All rights reserved 2022




Persona Overview

Combined Socioeconomics

Satus V% Parents with preschoolers F 1.08%
(03-05 years) O49%
Parents (All)
Parents with early school- - 0.99%
Parents with adult children 5.30% age children (06-08 years) 019%
(18-26 years)

Parents with toddlers (01-02 q 0.68%

Parents with teenagers (13- P 3.02% 0.61%
18 years) 0.06% years) 0.61%

P ts with teens (08- 129% 0.62%

Een B prieans oS F New parents (0-12 months) . J
12 years) 0.07% | 0729
@ - "

ClniCCCI 15 Meltwater data Allrights reserved 2022




Persona Overview

nfluencers combine

Name Biography Affinity ( Unigueness () Reach Name Bicgraphy Affinity Uniqueness ) Reach .
ur purpcee 8,10 sustamably dediver Costain helps to improve people's Ives by
xR Kier Group infrastructiire which is vital to the UK. Yoi: ean B oo 7606 658K m Costain Group croating cunnected, sustanable infrastructure m - 7128 334K

follow wkierconstruct okieProperty This pope Is 4 that ensbies people end the planet thrive.
monitored Mon-Fri 95
Ve are he Construction division of Morgan

fime 8 Morgan all Y
Wiimott Dixon ks o privately-awned construction oK si‘nd ! Singall Group pic, Here you can find aut mare . 719 35 4K
- < 9 % nstruction '
¢ Willmott Dixon aac interior fit-out spocialist with the ambition to 7855 532K about 1he work we'me daing across the UK
create a huge and lasting positive iImpact on ouwr ;
society Famity-owned UK fconstiuction, developmarnt &
propacty services company - commited 1o l (E)
s " 109 313
First for the UK's construclion news and analysis - 2 Wi Grop maoking lastng difference 1o our commundies 5 H2K
CN Construction News Subscribe here: btp /bty 2(Y0OXey | Jor the 7183 MION #CreatngTomoriewTagethe
Inspinng Women pledge: https/ibit ly/3gSfEaRF
The UC's leading proftessional architeciure
BAM Construct UK is a lading construction magazine | Maentions & DMs currently PR
i ' Architects' Journal 708 3374K
Wham  BAM Construct UK tacifities mansgement and propery services 7y 7355 581K unmonitaced, get = 1ouch via s
company, part of Roysi BAM Group Mtpaiwww.archsiectgoumal co ukiconmact-us
- N . Industry Training Baard for construction
Using knowledge and foresight to shope tho w 3¢ R %
, Skanska UK i o coon _; - v 7313 ATIK delivenng a sate, tully-qualified workforce: Our it}
we five; work, and conaac a@y cre 076 515K
social madia team ara here to halp you Manday
Follow for construction news, features. events to Fridoy, Sam - Spm
Building News end (ndustry insight from the Building team. See s 7273 972K =
Buildinadicbs ALinit o Vio ave the Chartared Institute of Butdny, and
2Huidr abs for Carear opy unmoes x
oD% e @ cios we stand for the sclence, ethics and practice of ] “ 59.93 412K
L The Magazine for Construction: DLST 2rvironments acrogs the workd
L} Ul {Const ¢ ction
- tpu ity (,clms ructionMa... & Construction - ” Nows, features and analyss from the 'World's
Construction Index News http//bitlyrAliConstructio... &8 L 7196 91.0K _ " newstoom Braaking nows. Jolow K - —
e . 3 lews {Worl
Re:Constraction Pocdcast mBECRreaking. UK news, S8BCNews, Latest Vi
httpeibit ly'ReCanstruction spons news #BECSpont
C 10 Ater | fosc s
UK Construction on Twitter | fosow UK . -/ Fhom  BAM Nuttel Bullding the present, creating the future l | “GEE —
\ & 3 0 3 7 e e
RN UK construction Constiuction Peagte. Ownettweated by ‘ 7 713K K ammistalicok p 2

asubutchor
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Persona Overview

Influencers combined

Filless applied
0 Country: GB X Micra influencers: max 10 000 follawers

Name

Costain

@ Bowmer+Kirkland

muso)  Muse Developments

3 Sarah Richardson
0 Building UK

wuiy: Robertson

aniccald

Biography

Parsonal account of Snillip Ellis updating on what
we'te up to ot B+K 10 views are my own 1o now
Lika most buddors, we're povwered by
Tea+Sacon!

Please foliow @CostanGroup for the lates
Costain Group News & Infonmation #costan
Yrostaingroup

Muse Deveiopmanis is ona of the country’s
wading names in commercial Gevelopment and
wiban reganeration dolvanng complox mixed
e schamas across the UK

Edior-in-chief Research Professionsl News
Srasproinews dresfonmighl researcheurops
HE. research policy and the odd aside. Ex editor
Zhuildingnaws. My views

Bullding and the construction industry in the UK
Smoll, medium ond corporato stzed bullders. For
naws & cpinian fallow sur MD aAncyTow

We're one of the largest famiiy-owned
CONSUUCHON, INfrastructure and support services
businesses In the UK, #WelrsTeamRobenson

Meltwater data

Affinity ©

Uniqueness

875

674

674

Reach ©

77K

7K

80K

Q4K

Fitters applied

Country: GB X

Name

Rick Robinson

Waork4Builders

. | Simon Ricketts

Neil Usher

Network. Blogs X

Biography

Director #SmartCities @ JacobsConnecis Biog
hitp/theurbantechnologist.com Founder
@PivotProjects @BSmartAlliance Board
ZlnnoBham @UK_5G Ex &IBM @AmaeyPLC
BAPGroup

Register with Work4Builders & promote your
services with a detalled online profile. Find our
blog at: hittpr//work4builders blogspot co.uk/!

Town Legal partner; ubliquitous planning laveyer;
Locatism & Planning co-author, ive aris; FRSA,
personal views, clubhouse; blag
httpe/isimanicity com/

wark & workplace protagonist |
FElementalWorkplace and #ElementalChange
originator | rumoured to create human

environments | known ta blog

Micro Influencers: max 10 000 followers X

Affinity ()

Uniqueness ©)

6.68

6.68

6.68

6.68

All rights reserved 2022




Persona Overview

Influencers combined

Filters applied

Country: GB X

Name

’ Willmott Dixon

-
, . Skanska UK

Morgan Sindall
Construction

cam cie

Constructing
Excellence

i Miller Homes

w Redrow

aniccald

Network: Linkedin 2 Micro Influencers: max 100 000 followers X

Blography

Willmatt Dixon Is a privately-owned construciion
and interior fitout specialist with the ambition to
create a huge and lasting positive impact on our
society

Using knowledge and foresight to shape the way
we live, wark, and connect

We are the Construction division of Morgan
Sindall Group ple. Here you can find out more
abaut the wark we're doing across the UK

Industry Training Board for construction,
delivering a sate, fully-qualified workforce, Qur
social media team are here 1o help you Monday
to Friday. 9am - S5pm,

Natlonal movement founded on excellence and
collaboration - positively disrupting the
caonstructian indostry Join our mailing kst
httpu/bre co uk/preference-cen

For aver 85 years, we have been bulding homes
and developing communities. Here to heip Man-
Fri 830-4:45

Find #ABetterWayToLive with the colntry’s
feading premium housebuiider ',‘\ Gradrowplc

Meltwater data

Affinity

Uniqueness (.

7485

7313

n

7076

6B 64

6839

6832

Reach (&

58.2K

47K

354K

515K

218K

26.9K
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Persona Overview

Influencers combined

Filters applied

Country: GB *

Name

’ Willmott Dixon

Skanska UK

Morgan Sindall

Construction
G cite

Constructing

Excellence
e Miller Homes

w Redrow

aniccald

Network: Linkedin >

Blography

Willmatt Dixon Is a privately-owned construciion
and interior fit.out specialist with the ambition to
create a huge and lasting positive impact on our

Using knowledge and foresight to shape the way

we live, wark, and connect

We are the Construction division of Morgan
Sindall Group ple. Here you can fing out more
abaut the wark we're doing across the UK

Industry Traimng Beard for construction,
delivering a sate, fully-qualfied workforce, Qur
social media team are here 1o help you Monday
to Friday. 9am - S5pm,

Natlonal movement founded on excellence and
collaboration - positively disrupting the
constructian indostry Join our mailing kst
httpu/bre.co uk/prefarence-cen

For aver 85 years, we have been bulding homes
and developing communities. Here to heip Man-
Fri 830-4:45

Find #ABetterWayToLive with the colntry’s
teading premium housebuiider %Y+ Bredrowplc

Meltwater data

Micro Influencers: max 100 000 followers X

Affinity

Uniqueness (-

n

7076

6B 64

6839

6832

Reach (&

58.2K

354K

515K

218K

26.9K
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Persona Overview

Channel relevance combined

Network Likely to use network Network Likely to use network

LinkedIn 14.26x

Medium 4.79x

Pinterest 4.55x

WhatsApp 3.73x

Reddit 3.64x

Facebook 3.10x YouTube 2.59x

O @ ® © 6
O O 0 O 6

Snapchat 2.49x Spotify 215x

ClniCCCI 19 Meltwater data

Twitter 3.92x | .'r, %

t Read more

Replies

- .'7’:
] .; :'. "5':\‘ g

- Shares
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Persona comparison

Persona

construction indus Actions heslth, infrastruc., Actlonsw alectncal mainte., Actons v architecture, arch Actions v

contractors \ water 3% \ installation 4% \ property 8%

3365% world 1% %.21% heatih satety 3% 14.92% sales 3% 1a78% architects 4%
Iife 1% rall 3% manufacturer % award 4%
© = © © C ¥ P = O ~
pattonmalow  ABC  SpensCenter Department,. Tomorrow's EnalneeringUK Top Screvfix Elite AHMM Urban Make
INational forTransport  Engineeis Tradesmen Business Solash  Archilects..,
UK Academy
E_’_'J:_digﬁ_".l Actions sustainabllity, su.., - hire, plant Actions v
= = =
construction 25% enetgy % equipment 8%
6.83% construction am 6.37% envirenmont 4% 6.12% waste 5%
industry businesses 3% demolition Sk
built 4%
| \ BG. ‘c e
T™E AN -
BIM w BusinessGreen Forumfor Climate Flannery Plantworx HE
The BIM 8IMplus ThinkBIM the Future  Group Blant Hire 2023 Services

Plant Hire
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Persona comparison

Demographics

Sex

Male

Female

Term

Location

construction

uk

services

design

cmiccq 19 Meltwater data

United Kingdom

United States of
America

ireland

India

Range

18-24

25-34

35-44

45-54

Location

London

Manchester

Bristol

Birmingham

® Fu
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Persona comparison

Socioeconomics

Level Sy %

cotegegraa TN l—”;:-"‘
High school .

grad ] 10.34

Some college

Some high
school

cmiccq 19 Meltwater data

Role %
Adminisratve [N -
Services | 1o
Management I i
Sales oo

I 0.587
Production o

Status V%

Married | S
1.8¢

Single —

In & relationship

Engaged

All rights reserved 2022




Persona comparison

Socioeconomics

Status V% Parents with preschoolers - 0.83%

(03-05 years) | 1.08%
Parents (Al -

| 12045

Parents with early school- [l 076%

Parents with adult children — 4.57% age children (06-08 years) | 0.99%
(18-26 years) | i

Parents with toddlers (01-02 0.52%
Parents with teenagers (13- _ 2.35% ( .l s
18 years) | 3028 years)
Parents with preteens (08- - 0.96% 0.48%
12 years) € ( | 12902 New parents (0-12 months) .I Gea
DL
® Fu
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Persona comparison

Personality

42%

Neurotic

50%

Open

45%

Agreeable

57%./ 62%

Extraveried Cansoientious

cmiccq 19 Meltwater data

Personality

They are active, expressive and genial.

They are energetic: they enjoy a fast-paced,
busy schedule with many activities. They are
trusting of athers: they believe the best in
others and trust people easily. And they are
assertive: they tend to speak up and take
charge of situations, and they are
comfortable leading groups.

Needs

Their choices are driven by a desire for
organization.

Values

They consider both independence and
achieving success to guide a large part of
what they do. They like to set their own
goals to decide how to best achieve them.
And they seek out opportunities to improve
themselves and demonstrate that they are a
capable person.

All rights reserved 2022



Persona comparison

Personality

42%

Neurotic

45%

Agreeable

\ /
57%\/ V62%
Canscientious

cmiccq 19 Meltwater data

Personality
They are active, expressive and genial.

They are energetic: they enjoy a fast-paced,

busy schedule with many activities. They are

trusting of athers: they believe the best in
others and trust people easily. And they are
assertive: they tend to speak up and take
charge of situations, and they are
comfortable leading groups.

Needs

Their choices are driven by a desire for
organization.

Values

They consider both independence and
achieving success to guide a large part of
what they do. They like to set their own
goals to decide how to best achieve them.
And they seek out opportunities to improve
themselves and demonstrate that they are a

capable person.
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Persona comparison

Personality

50%

QOpen

459

Agreeable

cmiccq 19 Meltwater data

Personality

They are active, expressive and genial.

They are energetic: they enjoy a fast-paced,
busy schedule with many activities. They are
trusting of athers: they believe the bestin
others and trust people easily. And they are
assertive: they tend to speak up and take
charge of situations, and they are
comfortable leading groups.

Needs

Their choices are driven by a desire for
organization.

Values

They consider both independence and
achijeving success to guide a large part of
what they do. They like to set their own
goals to decide how to best achieve them,
And they seek ocut opportunities to improve
themselves and demonstrate that they are a
capable person.

All rights reserved 2022



Persona comparison

High Conscientiousness

audiense:

High Conscientiousness

Conscientious

. Thedat Pag chtopstoen

1) WORDING

Be Impersonal (e.g., avaid “you®, talking about §

snout tm=

n
0e DYSTEme void
negations o nagative language
> STYLE % AESTHETIC DESCRIPTION
« Be conventiona!l and tinditions + Reprosentation
¢ mowhat social as wall (@ g, rom.conmy) « A Dit peopiefocused, sacial
o Make Srg aesiNGDCs Al Sactured and predictable « Sensibie, conventionsl
« Use imagery that ks representationa! rather than abstact « Lowt Ng. considerate
o
ot

5 INFLUENCE

= Lae religious leader

4}

« Provont tho purchaso &6 o means to happy life expedonce

@ IMAGERY EXAMPLES eywesr Seesbie  Pome]  Qgasses

ClniCCCI 19 Meltwater data

ﬁﬂ ‘\\ « Have a strong, utllitarian argument

7 | « Use duty and tradition to influence
sl )
ﬁ « Similarly, use group loyalty nudges

olleagues oy messengery

@ EXAMPLE AD

thom, snd [egwise commitmant

R
i do for the collective good ﬁ

twhat thoy »

“n
s With Tricescis ad family o :‘;

@ BRANDING

« Preconttho brand ot sonsdlo, ralinhke and
dutiful

« The brang should be a logeal, persistent e

evarnyday cantext

+ Be engrossing and Hight (0., matinee)

2 ILLUSTRATIVE INTERESTS

« Yake-Away ! Snack
+ Dating

+ Crime Stotles

« Spwctatar Sports

« Inso

S WwwWydutube com

+ Video Chnt Roufefte
hA=006KLFLLC
Y « Mesvy Meta

All rights reserved 2022




Persona comparison

L.ow Neuroticism

audiense: €5 INFLUENCE © EMOJIS

~
Low N tici X tad
ow Neuroticism « Use rational appoals . ne.
s
Stable « Use audbturitye sspecially refligious leaders, scientmsts or poiiticians
\ « Focus an famil on apifiual/peraonal growth, giving back to the workd, and
D >
|mparturbablo, relaKed, se-asmirnd ' helplng ather v
« Frame morality in erms of redeing tarnm 1o others and being loyal 10 yaur gioup
« Highlight kindness an duty as values as well as fun and indepsndencs r.

L)
)

‘ TheDarRsprhalegist aam

+ Besensible, reliable. logical, tactuss and Sorious

ome, 'alr and kind

« Be somewhat tun nnd £

Cr STYLE % AESTHETIC DESCRIPTION [©) EXAMPLE AD 7 ILLUSTRATIVE INTERESTS

nnd Accounts
« Simple, repros

tnticnal

o Wark

« Toke mote scope fo bo unciear, messy, uncoriain in = Natural, outdoorsy
+ Nature and Ouidooss
atothebas = Inoffensye, comnaervative

« News [ Current Afras

« Be light-hearted and posgbly comedic in tone , @bvious

+ Humanities
« Messy, unstructued
Cosldng

« Exgreizing

ClniCCCI 15 Meltwater data Allrights reserved 2022




Persona comparison

Channel Relevance

Network Likely to use network Network Likely to use network 9| Own ] Replies "~ Shares

EE Q19 14 695 720 E7°
LinkedIn 1.24x @ Pinterest 113x q 95.81% .I 14.62 -| Vs
50.44% 17109 32.46%

Twitt 0.90
i = Medium 0.88x

YouTube 0.86x
o9 Reddit 0.86x

O O

Facebook 0.85x

v

SoundCloud 0.80x

®©@ © 0 O 0O

WhatsApp 0.80x

ClniCCCI 15 Meltwater data Allrights reserved 2022




Creative Overview
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Persona first

Utilising creative character types

« We approach creative from an audience
(personaq) first strategy, meaning we like to use
subliminal interest matters within the content to
attract an impulse eye.

« This may mean the use of a particular interest if
the persona group have a common interest. This
means we will gather a more relevant
engagement from the outset.

» Persona datais key to a more tactile strategy
when personalizing content on location and
common demographics.

qniccq 1 5 All rights reserved 2022




Thumb Stopping Creative

Grabbing attention in 0.125 seconds

* Regardless of where your message is posted, does it
work well in message and impact?

« Can you grasp what Skanska are saying in 0.125
secondse

* As auser am | enticed enough to engage and read
more?

 Once | engage, is the URL relevant to the message |
just saw?e

* In the politest way, no body cares about any brand
ad, especially on Social Media. The asset needs to
work to capture attention to convert engagement,

qniccq 1 5 All rights reserved 2022




Existing Creative =

How do you do justice to 135 years of knowledge and foresight when
redesigning a corporate brand identity? Here's a snapshot of our new brand
expression that recently won the Red Dot Design Award.

Rebranded and launched

#Skanska #KnowledgeandForesight #decisionsthatimpact
https://bit.ly/SUAOOVQ

=L CINSKA I\/I O into the future.

(‘) Like & Comment

qniccq 1 5 All rights reserved 2022




Existing Creative

Dissecting what already exists

Using augmented reality (AR) we are helping our customers to visualise their
completed building during construction.

Join Katy Dowding for a conversation on productivity as part of Building
Magazine's Digital Building Week.

1 P skanska A7 i O 1 y ?kanska + Follow ¢
624,950 followers o g followers
= . 2h-® . 1

see more

SKANSKA meEe.- SKANSKA
;; = ’*‘; & - o
How can innovations - J e J Our knowledge and
and process boost R o . foresight shapes how
o /- ! — . . we work with our
productivity? y/, B 7 TR ,
. /‘:_// | - FH i b ,’ IT ) customers o
Katy Dowding ok "7‘ ¥ r e J} : ' :
Executive Vice President - O T 1
— /)
(5 Like G) Comment r:_j Repost '] Send N Like & Co (5 Like &) Comment r:J Repost 1 Send
New branding not being used to own rules. No branding. Consideration to other Brand not a digital first language. Too much
. . . L. copy and no context
No hierarchy in copy. Whats the message? Businesses? What is it?

qniccq 1 5 All rights reserved 2022




Static Templates

Setting a guide for success with best practices

Highlight brand in bolder

colour to Stand out and
own asset SKANSKA

Mix shape to break from digital
up down left and right

Punchy headline to read aue
in a split second STRABAG joint venture

launched its first
tunnelling machine

Add Call to action in box
to show what you want
them to do

Use imagery within the grid
Use new brand guides to structure

stand out

qniccq 1 5 All rights reserved 2022




Creative Static Examples

Webinar
October 14th 10:00o0m GMT

Using AR to help
customers visualise

App|ying a |Onguoge to social How can innovations Jp comp|eted builds

and process boost

assets will make major oroductivity?

differences in engagement
from minor changes in

platform best practices and
persona based data. SKANSKA

Katy Dowding
E

xecutlve Vice President

qniccq 1 5 All rights reserved 2022




1 P skanska + Follow -+ [INITNe
C reCI.t].ve StCI_t].C Exqmples Today our Skanska Costain STRABAG joint venture launched its first tunnelling

machine, ‘Sushila’ on HS2's largest section of tunnels through London.

~See more
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' Skanska

Creative Static Examples Bl Sy o

Join Katy Dowding for a conversation on productivity as part of Building
Magazine’s Digital Building Week.

' — + Follow -
S 624,050 followers
| B ®

Join Katy Dowding for a conversation on productivity as part of Building
Magazine’s Digital Building Week.

2 Webinar

October 14th 10:00am GMT

How can innovations

and process boost
productivity?
Katy Dowding How can innovations 3 =
Executive Vice President
T and process boost =

productivity?

Katy Dowding
Executive Vice President

SKANSKA

& Like &) Comment r"J Repost 1 Send

(5 Like &) Comment [:’_j Repost
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P skanska + Follow *°° After

624 950 followers

C reative Static Exqmples Using:u;;af)ted reality (AR) we are helping our customers to visualise their

completed building during construction.
.5ee more

+ Follow *°*°

Using augmented reality (AR) we are helping our customers to visualise their
completed building during construction.

SKANSKA

SKANSKA

Our knowledge and
foresight shapes how
we work with our
customers

Using AR to help
customers visualise
completed builds

& Comment ‘:’J Repost

,* - (5 Like &) Comment r:J Repost
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Asset Creation

When creating assets, we stick to the best practice key points for maximum amplification. Making an
impact up front is critical to the success of the video engagement and thru play stats.

] Branding

Showcasing your brand upfront
Display yourselves to stop users
thinking you're the competition

4 Format

Make sure your ad is getting the
best opportunity it deserves.
Design for the platform.

aniccald

2 Timing
= When is this going out2 Make

sure the asset suits the
environment.

5 Attention

: Keep the balance right.
Re-engage the user throughout
and don't over explain.

»we *w
L)

7

e,
&7

3 sound

Videos are viewed 85% sound
off. So design for without. BUT
delight with sound on.

b Explore

Play with platform limitations and
get creative to engage the user.
Be native and experimental.
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Our Creative approach

Create EcoSystems, not executions 6 Every point is a chance to build a brand

Encourage partnerships Q Be consistent across ALL assets

Be ambitious and push boundaries o Only YOU care about solving objectives

":‘ SWEETEST

o Be inspired beyond your industry
b‘o Look at competitors, influencers, creators.

Find out how your audience are using the platforms
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A live B2C example
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A live example

SCREVZ/X
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A live example

| SCREVS/X
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A live example

@ screwfix_uk &

SCREVE/X

T

O QY A
(. 58 likes

screwfix_uk Tap, tap! This Swirl Basin Mono Tap now has a
10% saving

Shop it with our link in bio today:

iew all 3 comments

@ screwfix_uk ©
"

o s

(@ Q

aniccale
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A live example

SCREVF/X —
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A live example

SCREVF/X

TAP DANGE

20% OFF All TAPS
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A live example

SCREW-/X S—

TAP DANGE

20% OFF ALL TAPS
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A live example

SCREWF/X S—

TAP DANGE

20% OFF ALL TAPS
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Construction

Next Steps

- How can this be useful for youe

- We will send you this deck post webinar.

- Would you like a run down of your own data?

- If so please get in touch and email with competitors and latest creative

- Do you need to entice fooftfall for annual eventse (Halloween, Fireworks, or Christmas?)
- Is there a 2023 initiative you need help withe

- We are a full service agency from Insight to creative.
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Thank you

Disclaimer

The materials set out in this document are concepts only (the “Concepts”) and, in addition to any rights
vesting in Anicca Digital Limited (“Anicca”), may be the subject of existing third party intellectual property
rights.

If the client wishes to utilise any of the Concepts, it should notify Anicca in writing and Anicca will then put
in place the appropriate intellectual property searches (the “Searches”). The use of the Concepts is
therefore subject to the results of the Searches.

Anicca shall not be liable for any damages, costs or losses whether direct or indirect (and including,
without limitation, loss of profits, loss of business and loss of goodwill) arising out of any claim by any third
party relating to the Concepts proposed by Anicca where the client uses a Concept:

prior to Anicca confirming whether or not the Concept is subject to existing third party intellectual property
rights; and/or

in breach of existing third party intellectual property rights following the Searches.

All Anicca rights to proposed technical, content and creative concepfts belong to Anicca unless paid for
by the client. Should the client subsequently use any concepts without payment to Anicca (unless agreed
otherwise by both parties in writing), Anicca reserves the right to take actfion fo recoup, without limitation,
damages for breach of intellectual property rights and/or any lost costs associated with the development
of such concepts from the client.
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