
WELCOME TO THE BMS AWARDS!
Thursday 10 December 2020



BMS AWARDS 
JANUARY – SEPTEMBER 2020

Judges:
• Miriam Robinson: Chair of Judges
• Laura di Giuseppe: Publishing and Marketing Consultant
• Rosie Beaumont-Thomas: Prize Manager, Women’s Prize
• Anna Chapman: Senior Strategist, 21st Century Brand
• Georgina Atwell: Founder, Toppsta



Q1 
JANUARY – MARCH 2020





GUERRILLA CAMPAIGN Q1
HIGHLY COMMENDED

How to Break Up with Fast Fashion
Ellie Morley, Headline

‘With eight brand-wide chains of partnerships 
including small sustainable fashion shops and 

larger players like eBay, this campaign did 
exactly what a guerrilla campaign should do in 

terms of innovation and creativity to deliver 
fantastic levels of sales.’ 



GUERRILLA CAMPAIGN Q1
WINNER

Motherwell
Anna Bowen and Tom Noble, Orion

‘This campaign was executed with 
sensitivity, finesse and confidence. From 
pitch-perfect proofs to tasteful, bespoke 
local messaging, we think it was exactly 
what the author would have wanted.’



DEBUT CAMPAIGN Q1
HIGHLY COMMENDED

Saving Missy
Abbie Salter and Katy Blott, HarperFiction

‘With an extraordinary timeline of activities, this 
campaign left no stone unturned. Despite the 

multiple challenges (from the lack of cover and 
title to the Covid crisis), the team managed to do 
a fantastic job, building an army of champions in 

house, at retail and online and delivering a 
bestselling debut.’



DEBUT CAMPAIGN Q1
WINNER

The Girl with the Louding Voice
Helen Flood, Sceptre

‘This beautiful campaign with strong branding 
was as authentic as the book itself. Thoughtful 
partnerships with indie bookshops and global 
organisations showed just how much care had 
been taken to ensure this debut reached the 
right audience.’



ADULT NON-FICTION CAMPAIGN Q1
HIGHLY COMMENDED

Invisible Women
Rosanna Boscawen and Katrina Northern, Vintage

‘This campaign in no way rested on the 
laurels of the hardback, and instead chose to 
go after new audiences with a reinvigorated, 

multi-layered approach. Each element was 
treated with the same creativity and 

precision, leading to high impact and sales.’



ADULT NON-FICTION CAMPAIGN Q1
WINNER

The Future We Choose
Felice McKeown, Manilla Press

‘The team overcame many challenges –
including Facebook censorship – to 
deliver an innovative and commendable 
Zero waste campaign that has gone on to 
change the way Manilla markets its titles.’



ADULT FICTION CAMPAIGN Q1
HIGHLY COMMENDED

Grown Ups
Claire Bush, Liz Smith and Fola Adebayo, Michael Joseph

‘Despite working with a well-known 
author, this team delivered an 

imaginative, determined campaign 
which had strategy, agility, and –

importantly – was lots of fun, 
delivering a brilliant result and 

reaching a new readership.’



ADULT FICTION CAMPAIGN Q1
WINNER

Kim Jiyoung, Born 1982
Amy Fulwood, Simon & Schuster

‘With this striking, creative, thoughtful 
campaign, this team broke out of a niche 
area to reach a wider, targeted audience of 
readers, and understanding the 
importance of Indies to the success of 
contemporary fiction.’





AUDIENCE DEVELOPMENT Q1

Not A Diet Book
Orlando Mowbray, HarperCollins

‘There was such strong work on 
audience here - the team behind this 

campaign grew their author’s 
following by staying true to his 

brand, never trying to copycat others 
in the same space. The proof of their 

approach is in the sales.’



INNOVATION Q1

The Mirror and The Light
Matt Clacher, Lindsay Terrell and Liv Marsden, 4th Estate

‘From pre-order gift cards to the 
announcement heard around the 
world, this team knew what was at 
stake and continued to deliver new, 
impactful, standout campaign work 
at every single turn.’



CREATIVITY Q1

Difficult Women
Rosanna Boscawen and Sophie Painter, Vintage

‘From the striking proofs to the 
charity partnerships and merch, this 

campaign was driven by precise 
messaging and a powerful visual 

identity. Not only did it raise money 
for refugee women, it also achieved 

impressive sales.’ 



Q2 
APRIL – JUNE 2020





MULTI-TITLE CAMPAIGN Q2 
HIGHLY COMMENDED

Play and Learn at Home
Sarah Connell, Anna Howorth, Jacob Dow, Emma Baxter,                           

Lisa Watts and Matt Bugler – Usborne

‘Competing with other wonderful and impactful 
children’s campaigns while a nation of parents were 
suddenly working from home with their children, 
Usborne created a platform that had a social impact 
at its heart, and made a difference in a trying time –
with no budget to back it up. This is a campaign they 
should be really proud of, and which these parents 
will be grateful for.’



MULTI-TITLE CAMPAIGN Q2
WINNER

eBook Lockdown Promotion
Jessie Sullivan – Head of Zeus

‘This nimble campaign focused on an 
area that they clearly valued and 

understood, demonstrating the best of 
the publishing industry in knowing how 

to play their strengths and navigate a 
crisis. Most impressively, they did so 

without a huge budget.’



GUERRILLA CAMPAIGN Q2
HIGHLY COMMENDED

Mind Over Mother
Aimee Kitson – Little, Brown

‘An excellent example of a campaign that used its author well, and that responded to the pandemic with attention 
and sensitivity. This team achieved great ROI on a small budget using beautiful creative and a strong sense of 

what resonated with their author’s audience.’



GUERRILLA CAMPAIGN Q2
WINNER

Lockdown
Katie Sadler – Riverrun (Quercus)

‘A speedy turnaround that achieved 
incredible sales from a tiny budget. The 
Lockdown campaign successfully 
captured the mood of the nation, with a 
book that had been written 15 years 
before.’ 



CHILDREN’S CAMPAIGN Q2
HIGHLY COMMENDED

The Strangeworlds Travel Agency
Beth McWilliams and Aashfaria Anwar – Hachette Children’s

‘Most middle-grade fantasy launches claim 
to be the ‘most talked about’ book of the 

year but this really delivered on its promise. 
With an extensive plan to garner early buy-
in from the trade and fun POS to stand out 

in a crowded market, this was an organised 
but highly creative campaign.’



CHILDREN’S CAMPAIGN Q2
WINNER

The Worrysaurus
Emily Finn – Hachette Children’s

‘This impressive campaign was 
delivered on a tiny budget with a 
plethora of simple but effective assets 
for bookshops, parents and schools. 
Adapting the promotion to tap into 
seasonal moments and the mood of the 
nation during lockdown, ensured this 
book gained the visibility it deserved.’



YOUNG ADULT CAMPAIGN Q2
HIGHLY COMMENDED

Diary of a Confused Feminist
Natasha Whearity – Hachette Children’s

‘The campaign featured an excellent 
influencer engagement which 

generated media coverage. The 
partnerships were on brand and 

achieved an extra level of reach, which 
complemented well the sampling at 

Winter in the City and digital 
advertising.’



YOUNG ADULT CAMPAIGN Q2
WINNER

The Court of Miracles 
Fleur Clarke and Katy Blott – HarperFiction

‘This glossy campaign was driven by serious 
audience targeting with a clear 
understanding of how to use Facebook, 
Twitter and Instagram distinctly but 
cohesively. The sales are exceptional, and 
particularly impressive given that the author 
is a debut in a genre dominated by 
established brands.’



ADULT NON-FICTION CAMPAIGN Q2
HIGHLY COMMENDED

Humankind
Genista Tate-Alexander – Bloomsbury

‘Solid online activation, with a 
wonderful readalong and the visible 

effort to make the content relevant 
and relatable at the time of the 

Covid crisis. The campaign creativity 
achieved excellent ROI and overall 

digital impressions.’



ADULT NON-FICTION CAMPAIGN Q2
WINNER

Women Don’t Owe You Pretty
Caro Parodi and Matthew Grindon – Octopus

‘A carefully orchestrated social media calendar 
delivered incredible results, including doubling 
the author’s IG following and driving fantastic 
levels of pre-orders. Excellent online events, 
creative use of user-generated content for the 
audiobook, partnerships and retail initiatives to 
overcome the challenges brought by the Covid
crisis.’ 



ADULT FICTION CAMPAIGN Q2
HIGHLY COMMENDED

Daughters of Cornwall
Dawn Burnett and Sarah Shea – HarperFiction

‘This team really, really knew their 
audience, and when the pandemic hit 

they treated them with respect and care, 
shifting their messaging, adjusting their 
targeting and media buys so they could 

meet their readers in the exact right 
place with the exact right message.’ 



ADULT FICTION CAMPAIGN Q2
WINNER

The Heatwave
Ellie Pilcher – Avon (HarperCollins)

‘Turning around an author’s sales is a 
challenge in the best of times, as is selling a 
beach read when no one can go to the beach. 
This team managed to do this and more at 
the height of the pandemic, using super 
savvy digital marketing and hyper-specific, 
reactive creative.’





AUDIENCE DEVELOPMENT Q2

Skincare
Joanna Rose, Janet Aspey and Jen Callahan-Packer, HQ

‘When Covid impacted every planned 
aspect of this campaign, these 

marketers took advantage of 
circumstance to build their brand, 

incorporating a prime-time TV spot in 
two weeks, while ensuring relevance of 

messaging.’



INNOVATION Q2

White Rabbit Launch
Tom Noble, Orion

‘A creative and innovative response to the 
challenges of launching a music imprint just 
before the pandemic hit. Through a partnership 
with The Social, they created a hub which went 
on to champion, support and provide solace to 
the wider music community.’ 



CREATIVITY Q2

Ladybird Little Big Moments
Natasha Collie, Ladybird

‘This beautiful campaign spotted 
an opportunity to connect 

grandchildren and grandparents 
through the power of stories in 
their back catalogue, provoking 
heart-warming responses and a 

massive impact.’



Q3 
JULY – SEPTEMBER 2020





MULTI-TITLE CAMPAIGN Q3 
HIGHLY COMMENDED

One More Chapter Readalong
Melanie Price and Claire Fenby, HarperCollins

‘Excellent use of the online community 
with a readalong initiative which also 
leveraged the power of Whatsapp
groups as an innovative and effective 
marketing tool.’



MULTI-TITLE CAMPAIGN Q3
WINNER

Go on an Adventure with Katherine Rundell
Mattea Barnes and Lucy Upton, Bloomsbury Children’s

‘This campaign did everything a 
multi-title initiative should deliver. 

Centred around a core creative idea, 
it created a halo effect on the 

backlist, driving sales and overall 
brand awareness.’



YOUNG ADULT CAMPAIGN Q3
HIGHLY COMMENDED

Midnight Sun
Celeste Ward-Best and Maddy Hall, Atom (Little Brown)

‘Despite the playful use of technology this was 
a heavy-hitting campaign planned in 
meticulous detail. Careful audience 
segmentation meant that dormant fans were 
reached and super-fans rewarded, which 
succeeded in driving impressive sales and an 
extended period on the bestseller chart.’



YOUNG ADULT CAMPAIGN Q3
WINNER

Cinderella is Dead 
Namra Amir, Bloomsbury Children’s

‘This was a distinctive campaign, which 
clearly understood its audience and was 

able to maximise buzz on minimal budget. 
With limited access to the author and a 

Black Lives Matter backdrop, this was 
sensitively handled without compromising 

on impact.’



DEBUT CAMPAIGN Q3
HIGHLY COMMENDED

The Thursday Murder Club
Georgia Taylor and Ellie Hudson, Penguin General

‘An impeccable, year-long campaign started at acquisition. The 
team leveraged the author’s existing platform, but also managed 
to target an audience adverse to ‘celeb fiction’ and the general 
crime reader. Their decision to segment and focus on the 
newsletter turned it into a fantastic marketing asset, delivering 
an incredible level of pre-orders. With programmatic advertising 
and commercial radio to support the PR, the campaign proved to 
be extremely strategic at a time when digital-first initiatives to 
drive sales were a must.’  



DEBUT CAMPAIGN Q3
WINNER

The Super Miraculous Journey of Freddie Yates
Joanna Olney and Stevie Hopwood, Usborne

‘This was a meticulously executed campaign from start 
to finish. A deep understanding of the need to target the 

gatekeepers and the readers simultaneously was 
supported by fun and imaginative assets in digital and 

print. And the commitment from the team and the 
author to reach each and every reader in person and via 

social media, has created an army of vocal champions 
rarely seen outside of middle-grade fantasy. 

A masterclass in how to launch a children’s debut.’ 



ADULT NON-FICTION CAMPAIGN Q3
HIGHLY COMMENDED

What Mummy Makes
Natalie Wolfe, DK

‘The sales for this title in a truly 
difficult niche area were just so 
impressive, brought about by a 
tenacious, multi-pronged campaign 
which really worked all available 
avenues to ensure this title 
outstripped the competition.’



ADULT NON-FICTION CAMPAIGN Q3
WINNER

Gotta Get Theroux This 
Sarah Arratoon, Andy Joannou, Ellie Bailey and Elle Jones – Pan Macmillan

‘This campaign absolutely nailed their 
content, drawing directly on their 

learnings from the hardback to fuel some 
truly incredible reader engagement. 

They backed this up with excellent use of 
minimal author time, smart digital buys 

and savvy segmenting.’



ADULT FICTION CAMPAIGN Q3
HIGHLY COMMENDED

Love in Colour
Lucie Sharpe, Headline

‘With very little budget, this marketer 
created brilliant and consistent visuals, 
brokered sincere brand partnerships, and 
enabled the author to use her own 
authentic voice, leveraging her existing 
audience while establishing her as an 
industry-leading debut author.’ 



ADULT FICTION CAMPAIGN Q3
WINNER

The Midnight Library
Alice Shortland, Canongate

‘The pandemic forced marketers to 
be creative. We were particularly 

impressed with how Canongate 
reacted nimbly, producing an 

impressively planned and executed 
campaign that was underpinned by 
rock solid audience understanding.’





AUDIENCE DEVELOPMENT Q3

Mary Berry Simple Comforts
Abby Watson, Ebury

‘There was no hint of complacency in 
this big-name campaign, but instead 
a truly impressive revitalising of the 
author’s fan group, to the extent that 
a once-defunct Facebook page 
became the central point of 
engagement and sales.’



INNOVATION Q3

The Guest List
Abbie Salter and and Jeannelle Brew, HarperFiction

‘The team managed to achieve really 
strong sales despite it being a crowded 

autumn. They zagged while everyone 
else zigged with an innovative 
campaign powered by audio.’ 



CREATIVITY Q3

Ottolenghi Flavour
Stephenie Naulls and Morgana Chess, Ebury

‘With detailed preparation and opportunistic 
pivots, the team used research and audience 
understanding to back a visually brilliant 
branding strategy, taking Ottolenghi to new 
readers, introducing them to Ixta Belfrage. 
Creativity was put into every detail, with a 
consistent, striking brand that had an 
exciting impact and huge commercial return.’





NEXT AWARDS

Q4 OCTOBER – DECEMBER 2020 
• Submissions open: NOW!
• Submissions close: Friday 8 January
• Awards announced: w/c 25 January



HAPPY CHRISTMAS EVERYONE!
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