
WELCOME TO THE BMS MEETING!
Thursday 2 September 2021



NEXT AWARDS

Q3 JULY – SEPTEMBER 2021 
• Submissions open: 1 October 
• Submissions close: 22 October
• Awards announced: w/c 8 November





AWARDS: SEASONAL & SPOTLIGHT 
Q2 APRIL – JUNE 2021

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
• Lynsey Passmore: Founder, Bazowie



MULTI-TITLE CAMPAIGN Q2 
HIGHLY COMMENDED

The Missing Sister
Elle Gibbons & Andy Joannou, Pan Macmillan 

‘Data was king with this campaign as they 
successfully used consumer insight, sales data 
and previous digital activity to leverage this 
brand author to new heights. From radio to 
print to digital, every element was backed up 
by this research and the final results exceeded 
all expectations.’



MULTI-TITLE CAMPAIGN Q2
WINNER

Penguin Modern Classics in Audio
Laura Ingate, PRH Audio

‘The creative elements within this campaign were knock-out. Beautifully designed and 
thought through, they created a cohesive and desirable collection, perfectly appealing 

to the audiences identified. These assets were then strategically used with genre 
specific targeting to deliver on their goals with a long term view.’



GUERRILLA CAMPAIGN Q2
HIGHLY COMMENDED

The Last Thing He Told Me
Elizabeth Hitti, Viper (Profile Books)

‘The reactive and agile nature of this 
campaign impressed the judges whilst 

having one eye on the story and how the 
book fit within the genre and wider 

commercial fiction market. Pulling out 
elements of the book to really engage 

influencers so that despite stock issues it 
reached bestseller status.’



GUERRILLA CAMPAIGN Q2
WINNER

The Secret to Superhuman Strength
Katrina Northern & Hannah Shorten, Vintage

‘This campaign accurately identified the myriad of 
audiences for this book, tailoring the materials and 
approach for each one. The challenges were vast 
but the team took them in their stride and found 
creative ways to tackle them on a limited budget, 
really understanding the marketplace and 
audiences enabling them to increase the sales for 
the book.’



CHILDREN’S CAMPAIGN Q2
HIGHLY COMMENDED

You Are A Champion
Alison Ruane, Katie Roden & Andy Joannou, Macmillan Children’s Books

‘This high impact campaign is a 
shining example of pitch-perfect 

branding. Leveraging PR 
opportunities, the author’s 

channels and multiple 
partnerships, it still managed to 

retain an authentic message 
and give back to grassroots 

communities.’



CHILDREN’S CAMPAIGN Q2
WINNER

When the Sky Falls 
Sarah Kimmelman, Andersen Press

‘This carefully orchestrated campaign, 
understood its audience, capitalised on its 
author and ensured the book rocketed into 
the charts despite a crowded, middle-grade 
market. The groundwork achieved this year 
has positioned the title as a future classic 
and significantly grown the author’s 
profile.’



YOUNG ADULT Q2
HIGHLY COMMENDED

Heartstopper vol. 4 
Flic Highet, Hachette Children’s

‘The campaign fulfilled its twofold objectives, as it 
created excitement from existing fans and brought 

new readers to the series, utilising the Netflix 
adaptation as a hook. From paid social to 

bookseller engagement, the activation had a clear 
audience targeting in mind. The campaign 

maximised the reach of Hachette’s YA platform 
BKMRK, with a series of content teasing initiatives, 

complemented with AMS advertising, POS for retail 
activation and partnerships.’



YOUNG ADULT CAMPAIGN Q2
WINNER

Threadneedle
Fleur Clarke, Rachel Quin & Maddy Marshall, HarperFiction

‘A wonderfully well-orchestrated campaign to 
launch a YA fantasy debut, in a crowded market 
and a difficult landscape. With consistent 
messaging, from TikTok to bookstore activation, 
the campaign delivered in terms of pre-orders 
harnessing the power of Waterstones, lifetime 
sales, and engagement of the fantasy 
community with the ‘Coven of the Dark Moon’ 
pre-awareness campaign to TikTok activation.’



DEBUT CAMPAIGN Q2
HIGHLY COMMENDED

Ariadne
Vicky Beddow & Lucie Sharpe, Headline

‘This luxurious hardback was 
marketed as a covetable item as 

well as the next big thing in its 
growing trend. They tailored each 

marketing opportunity with a 
consistent brand and delivered 

great ROI.’



DEBUT CAMPAIGN Q2
WINNER

Careless
Helena Fouracre, Orion

‘This buzz-building, attractive campaign 
had community and partnerships at its 
heart, and we were encouraged by the 
outreach achieved as well as the 
commercial results.’



ADULT NON-FICTION CAMPAIGN Q2
HIGHLY COMMENDED

The Wild Silence
Sophie Shaw & Katie Williams, Penguin Michael Joseph

‘This campaign was meticulously 
planned, from the thoughtful 

audience targeting to the consistent 
messaging and year-round strategy. 
We loved the regional hooks and the 

way the team always built on the 
success of The Salt Path in their quest 

to make Raynor a brand author.’



ADULT NON-FICTION CAMPAIGN Q2
WINNER

Slug
Emily Moran, Fleet (Little, Brown)

‘We were impressed how the team 
managed to shift a poetry book into the 
mainstream, scoring a Sunday Times 
bestseller on a small budget. Built on solid 
audience understanding, the campaign 
successfully harnessed connections and 
leveraged buzz with innovative assets and 
creative partnerships. Proof that indie 
power can outperform Amazon.’



ADULT FICTION CAMPAIGN Q2
HIGHLY COMMENDED

Hamnet
Fergus Edmondson, Tinder Press (Headline)

‘This campaign exemplified how 
to take a new approach with a 

paperback, building on the 
success of a hardback. The fresh 

look and targeted approach really 
paid off, and we loved the 

personalised proofs.’



ADULT FICTION CAMPAIGN Q2
WINNER

The Serial Killer’s Wife
Ellie Pilcher & Eleanor Slater, Avon (HarperCollins)

‘This ambitious, hype-building campaign 
was so exciting to read! This small team 
really nailed their messaging, used TikTok
and social media marketing to incredible 
effect, and delivered unbelievable results 
despite a pseudonymous author and 
limited PR opportunities.’





AUDIENCE DEVELOPMENT Q2

Ace of Spades
Hannah Reardon Steward, Usborne

‘With a variety of assets, tailored 
messaging and unique retailer editions, 

this campaign had strong trade 
engagement but also actively engaged 

young, Black, Asian and minority ethnic 
groups beyond traditional YA and 

crossover channels.’



INNOVATION Q2

Genie and Teeny
Beth Maher, HarperCollins Children’s

‘A no-cost, design-led Instagram filter, a series 
of ads gamified to engage children on their 
level, bespoke trailers and delightful 
illustrations were just the tip of the iceberg 
with this wildly innovative campaign to 
launch a new children’s series.’



CREATIVITY Q2

Hostage
Gemma Shelley & Brionee Fenlon, Little, Brown

‘It was a real pleasure to read about the many ways the team drew on the book's 
theme – no gimmicks here, they were strategic and targeted with each aspect, and the 

overall campaign looked really sophisticated.’



GRAFT Q2

Still Life
Liv Marsden, 4th Estate (HarperCollins) 

‘Huge kudos to the 4th Estate team 
who achieved a huge amount with 

their budget. This campaign was built 
on solid graft and careful planning that 

harnessed the power of WOM. We 
loved the creative activations, from the 
unboxing author video to the beautiful 

gift wrapped proofs: no wonder 
everyone wanted to talk about it.’



CONGRATULATIONS ALL!
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