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FROM GROWING PAINS
10 GROWTH GRINS

How Challenge helped Ortecha build a brand,
engine and identity ready for scale.

A full brand, demand and marketing transformation
for a scaling data consultancy.

GHALLENGE
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A BRAND REFRESH T0 REFLEGT
ORTECHA'S TRUE VALUE

Ortecha had earned a strong reputation
and won work through referrals.

But as they grew and sought larger, strategic clients, the brand no longer
reflected the calibre of their work, and several friction points emerged:

01 Their brand no longer reflected their value

02 Sales and marketing were running reactively
(03 There was no dedicated marketing resource

04 The leadership team recognised the moment

Incremental tweaks wouldn't be enough.
The business needed alignment, clarity and a scalable engine.

So they asked Challenge to help them build the foundations for their next
stage of growth, brand, strategy, capability and pipeline, without losing the
essence that made Ortecha, Ortecha.
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The boutique consultancy

dedicated to helping companies

manage their data

Are you a Data Leader?
Are your data policies
giving you a queasy feeling?

Love your data again!

LOOKBOOK |
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AUDIENGE QUALITY AND EVENT TRAGTION

Within 12 months, the new demand engine was attracting the right audience and generating measurable engagement.

22% 67%

invitation open rate 1 0 71 O 2 Ex;cut.lve &
(industry average I [~ 3 enior
is 15%) . contacts 9 level attendees
registered across ND @

 EE—— |

28.6%

registered for
the speakers

87.5%

watched live

for the topic
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MARKET MOMENTUM AND REACH

The programme did not just create activity. It increased visibility, expanded reach and
brought more new accounts into the funnel.

75%

net new accounts

3,260

new website visitors

G
28%

- 3 5 ° / ' email open rate

increase in ' (industry average is 21%)

/ inkedIn followers
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PROGESS

Real growth starts with clarity.

So Ortecha’s transformation began with the Brand Accelerator,
a structured, human-researched process designed to identify
what's working, what's inconsistent and what's limiting growth.

We then ran two face-to-face Discovery Sessions
to hear firsthand from Ortechans.

“Working with Challenge never felt like working with an outside
agency. They quickly became a trusted extension of the team,
combining smart strategic thinking with hands-on delivery in a way
that felt seamless. They understood what we were trying to achieve,
brought clarity and structure to the process and made the whole
experience productive, collaborative and enjoyable. They were highly
effective, great people to work with and a brilliant example of what it
looks like when an agency genuinely lives by the idea that
engagement is everything.”

[ Peter Youngs, Founding Partner]



https://challengemarketing.co.uk/brand-accelerator-audit/
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IDENTITY

Brand Positioning
A broad diagnostic of visual identity, messaging, content, What Ortecha does, the

business development, and marketing activities. :
] audiences they serve, why
A full state of the union to surface gaps, :
. . Lo . the company stands out in
iImmediate needs and suggest prioritised actions. : ,
their customers’ eyes, and

where they add value.

HOME | POSIONING | MESSAGING | SIRATEGY | BRAND AUDIT

BRAND ACGELERATOR

Visual identity
» Brand and messaging
* Owned media
* Business Development =
« SEO/PPC
» Marketing Ops
s Review conclusion

Messaging Strategy

How Ortecha should talk A marketing plan that aligns

about the services they with sales to create a robust
offer, the tone of voice they business development
communicate with, and how engine, which ensures a high
the message should be level of automation,
adapted depending on scalability, and analytical
_ | different stakeholders and insights are present in each
their level of awareness. and every step of the funnel -

including post-sales support.
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IDENTITY

We created a modern, confident, flexible identity system,
expressed in the Ortecha Brand Book

A refreshed logo system

A striking red/white/dark grey palette

A clear, modern typography family

A distinctive photography approach
Data-inspired donut fills

Symbolic circles for big-picture storytelling

This wasn't cosmetic. It gave Ortecha recognition,
coherence and commercial confidence.

DEMAND

FUNCTION

DELIVERY

OUTCOME

SUMMARY

LOOKBOOK |
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TURNING BRAND INTO ACTION

THE ORTECHA LOGO There are two versions of the logo. Having two versions allows an extra degree of
flexibility in design and layouts. Version 1 is preferred and to be used whenever possible. Version 2
is for occasions when there isn't enough room for the height of Version 1, i.e. long and narrow spaces.

© ortecha
ortecha

Version 1 Icon

Version 2 Icon to
centred above

the left of
the wordmark

the wordmark

RED #FF0033
DARK GREY #333333

YANPLES
TyROGRAPHY EXA

This extra bold
Headline tion creates

wnruunﬂn

o o ortechd

ortecha

THE O

op y
greater impact

and is designed
to be used at
|arge sizes

e 1
There d

verston 2
1o e Lt O
1ean 0

cdmark
s e

FUNCTION | DELIVERY | OUTCOME

AR WY

KODAK PORTRA dnp

TYPOGRAPHY EXAMPLES

NOTO SANS BOLD

Headline

NOTO SANS REGULAR Lorem Ipsum is simply dummy text of

the printing and typesetting industry.
Lorem Ipsum has been the industry's
standard dummy text ever since the
1500s, when an unknown printer took a
galley of type and scrambled it to make
a type specimen book. It has survived
not only five centuries, but also the leap
into electronic typesetting, remaining
essentially unchanged.

NOTO SANS DEMIBOLD  Versions of Lorem Ipsum

Lorem Ipsum is simply dummy text of
the printing and typesetting industry.
Lorem Ipsum has been the industry's
standard dummy text ever since the
1500s, when an unknown printer took a
galley of type and scrambled it to make
a type specimen book.

Ve have 3 suite of diffaren;

SUMMARY | LOOKBOOK I

KODAK PORTRA 40

PHD?QGFUI_F"{V /2 pONUT L2 (NES

donut filfs

wessemee - Thijs extra bold
option creates
greater impact
and is designed
to be used at
large sizes

NOTES:
1.TYPE WILL LOOK BEST WHEN SET WITH LEADING AT

125% OF TYPE SIZE. FOR INSTANCE IF TYPE SIZE IS 12,
LEADING IS 15.

2.HEADLINES CAN BE SET IN DARK GREY OR RED.
3.BODY COPY SHOULD ALWAYS BE SET IN DARK GREY.

14
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TURNING BRAND INTO AGTION

HIGH-QUALITY ASSETS READY FOR GROWTH

A brand only works when it’s lived.

O ortecha S ‘man e, e s S So we moved quickly from identity to implementation.

Email signature

PowerPoint template
7

Sales “Battle Brochure” /
Website mock-ups I/l
Headshots and team photography using the new style
Foundational assets for BD & marketing ‘

This gave Ortecha every tool they needed to show
up consistently, confidently and professionally. ©
Internally and externally. ‘

Designin@i.
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TURNING BRAND INTO ACTION

A series of printable PDFs tied into each webinar topic meant a detailed
and insightful follow up, available ungated on their website.

6 DATA CULTURE ESSENTIALS

A good data culture is one where everyone feels a collective responsibility for data, and interacting with it is a
normal part of everyday work. But how to encourage the right attitudes and behaviours?

Your Senior Leadership Team should be role models to the rest of the
organi- sation - building up their own skills, using data to help make
business decisions, explaining the value it brings (or the risk it minimises)
ortecha in company meetings, reflecting its priority when making funding
decisions, and making the connection between data and business
outcomes clear.

Lead from the top

Build awareness, Identify the different needs within the company and create engaging

interest and skills commu- nications and learning paths so people feel confident using the
data and the tools, and understand their responsibilities. Take the time to
understand the pain points and opportunities in different departments and
tailor your messages accordingly. Not everyone needs to be a data expert,
so provide deep dive training and certification for data professionals, with
online learning and workshops for other colleagues.

Give easy access to For people to interact with the data as part of their everyday work, they need

tools and data to be able to look up information about it (e.g. definitions, quality, ownership),
raise issues about it, and analyse it - so give them quick and fuss-free access
to your Data Catalogue, Issue Management and Reporting tools.

Everyone will have some interaction with data (even if ‘data’ isn't in their job
title), so mention it in job specs so expectations are clear from the start and
new recruits are comfortable with data (or happy to become so). Create a
short video to be used as part of your onboarding process to explain to new
starters the importance of data to the organisation and where they can turn
for support. If someone takes on a role such as Data Steward, include it in
personal objectives and appraisals.

Make data a part
of recruitment and
onboarding

ANATOMY OF
A DATA MANAGEMENT Celebrate your Recognise individuals and teams who are contributing the most to your
OPERATING MODEL successes data efforts, taking baby steps in the right direction, or exhibiting the

behaviours you'd like to encourage - create a recognition scheme, feature
them in internal newsletters and townhalls, and share their insights into
what works (and what doesn't) so others can learn from their experience.

Turn your heroes Identify the most enthusiastic people in each team and assign them to be your
artecha.com (and detractors) into local data cheerleader, translating jargon into the local language’, acting as a
phone-a-friend for colleagues’ queries, and being an early adopter of new
Data Champions initiatives and tools. People complain because they care - if you engage with
them, understand their concerns and demonstrate value, they can become
your most significant supporters.

ANATOMY OF A DATA CULTURE ortecha.com
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ortecha

ANATOMY OF
A DATA STRATEGY

LEAD FROM THE TOP
Senior leadership should be using
data to make decisions and
reflecting its importance to the
organisation.

DATA CHAMPIONS BUILD AWARENESS
Identify data heroes in each team & SKILLS
to be early adﬂOpters and support Engagement and communication
colleagues.

are essential for ensuring people
feel confident using data.

--lullllllllfll”'.'..'
'm"”””'””flll.l”'.

CELEBRATE EASY ACCESS
SUCCESS

Recognise the individuals and
teams adopting the right mindset
and contributing to your data

activities

Make it simple for people to
interact with data using the
appropriate tools.

RECRUITING &
ONBOARDING
Ensure new hires understand
the vital role data plays in the
company, and how they will
engage with it

ANATOMY OF A DATA CULTURE ortecha.com

ortecha.com
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GREATING DEMAND

A repeatable events engine

Transforming brand into authority
With the foundation set, we built a predictable
demand engine.

Designed to generate authority, audience and
opportunity, Challenge built a repeatable
framework around monthly online events, giving
Ortecha the structure, consistency and momentum
they needed to scale demand.
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B YouTube - ortecha X Q Q

9 STEPS
TO A DATA
MANAGEMEN

STRATEGY §§ ‘
%

F & 5
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Designing a
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Data Leadership Series - Part 1: Designing A Data Strategy

Playlists m L“dmmp Seﬁﬂs
1B} oy Ortecha § data macks human
Playlist - & widoos « 17 views

--- — Data Leadership Serles - Part3: Bullding an effective data culture
Ench month, with the help of data and anadytics experts in
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Data Leadership Series - Part 4: Demystifying Data Products

of Al

The Data Leadership Series - Making sense

ortecha

Data Leadership Series A festive fireside splat

YouTube profile

ELEMENT 1
CAPABILITIES

ELEMENT 2
DATA
STRUCTURE

ELEMENT 3
ORGANISATION
STRUCTURE

Future-state
framework that
acts as the ‘north
star’ for the data
management
function

How your data
ecosystem is
organised

(data domains
establish a logical
boundary across
business domains) " ®

Business, data,
architecture and
technology roles
& responsibilities

and relationships

Social media carousel
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Watch on demand

o Duta Leadershlp Sarias Choosing a data uperatlng model (Webinar)
THE DﬂuTA LEADERSHIP SERIES PART TWO

Choosing an
operating mog 3|

® Approaching an operating model
® Understanding the core concepts
® Foundations for success

> Watch on (3 YouTube
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of attendees were

PROCESS |

senior leaders and executives.

THE DATA LEADERSHIP SERIES  ortecl ha.com

INTRODUCTIO

Over the past three episodes, we've
looked at Data Strategy, Operating

Models and Data Culture.

It's time to shift up a gear a

N

nd get

into a hot topic: Data Products.

Owver the next hour we're going to
look at what characterises a ‘data
product’ and why it should be an

important part of your data
strategy.

315 PM

‘We will define the characteristics
of a Data Product - what they are,
how they work and what is
needed. Our expert speakers will
provide their practical insights to
help us demystify the Data
Product topic.

We want this to be interactive -
feel free to put your questions in
the chat box. This session will be
recorded.

3:35PM 3:45 PM 355 PM

WELCOME

THE DATA LEADERSHIP SERIES  ortecha.com

INTRODUCTION

In June, we shared how to build a
strategy to deliver the data the
business needs to achieve its
objectives.

In this sessien, we will walk you
through choosing an operating
model to organise your peaple,
processes, data and technology to
deliver data value to those
objectives - bringing data to life.

IDENTITY

‘Without an gperating model, no
one is accountable for the data,
people don't know what to do,
everyone does it differently, no
one trusts the data and
technolegy can't fix the problem

As ane of the key governance
guardrail design documents, the
operating model is often missing
in action,
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GREATING DEMAND

The flagship initiative was The Data Leadership Series
— amonthly sequence of insight-led online events
designed to position Ortecha as a leader in data
strateqgy, culture and transformation.

Registrations were driven through social updates,
email nurtures, Linkedln DMs and personal invitations.

] ==
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ESTABLISHING A MARKETING FUNGTION

For the transformation to last, Ortecha needed
capability, structure and confidence
Strengthening the engine.

Martech done properly

As interest grew, systems needed to grow with it.
Challenge supported Ortecha in fully leveraging their martech stack:

e CRM configuration and optimisation
e |ntegration across tools

e Reporting and dashboards

e Automated workflows

e | eadjourneys

e Nurture sequences

e Performance tracking

This ensured the marketing function wasn't just visible — it was
predictable, scalable and commercially meaningful.

1c9


https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113
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ESTABLISHING A MARKETING FUNGTION

Building a predictable demand engine.
For the transformation to last, Ortecha needed capability,
structure and confidence.

Having never done marketing before, | was completely outside my
comfort zone. But the training and coaching | received from
Challenge enabled me to quickly learn best practice for social
media and feel confident taking the lead — which is now driving
measurable impact on the business.

Araminta Huitson
Principal Consultant, Data Culture Lead & Global Head of People,

Comms & Culture

DELIVERY

OUTCOME | SUMMARY | LOOKBOOK |

Empowering the team.

A major barrier to scale was the lack of a dedicated
marketing resource. To prevent this slowing growth,
Challenge acted as Ortecha’s strategic marketing
function, while supporting an internal consultant on
day-to-day execution.

Brand transformation only sticks when the people
behind it believe in it and know how to use it.
So Challenge:

Ran a LinkedIn Masterclass for the leadership team
giving senior figures the tools, confidence and structure
to build their presence and use social strategically —
aligned with the new brand and tone.

This helped embed confidence, capability and
momentum across the organisation.

Created and launched an editorial newsletter
to communicate expertise, nurture prospects and
reinforce thought leadership.
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Obijective and KPIs

G e Key objective Y23
Y "Establish a strong foundation for growth and enhance our brand presence.”

Event Registrations Net new Exec and senior-level

832 321 67%

Brand health
Landing page conw. Newsletter Linkedin followers

: : 36% 748
Structure, consistency and (importantly) fun

Challenge and Ortecha worked as a true partnership,
built on transparency, rhythm and momentum.

Key objective
"Establish a strong foundation

insights

Eventinvites

What to plan

* Start strategy planning
= Per lisation &
Service description
Next step of branding
Contact database topping up
Budget discussion

g ion

W oae e

What to remediate What to evaluate

* Social media
* CRM data structure
» Targeted paid advertising

* Speed of content delivery
* Event speakers  balanced PoV
* Follow-up and prospecting
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We ran:
o Weekly PM meetings to maintain pace
e Quarterly reviews to adjust strategy
e Clear workstreams and deliverables

And —in classic Challenge fashion — we kept
engagement high with a roulette-style priorities
workshop, where team members placed

poker chips on their perceived priorities.

It brought the team together, surfaced insights
and added fun to the process — all while
reinforcing alignment.
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ortecha

ANATOMY OF A
DATA CULTURE

A business ready for the next
stage of growth

By the end of the programme, Ortecha had:
e Abrand that finally reflected their expertise
e A complete identity system
e Afull suite of practical, everyday assets
e A confident leadership presence on LinkedIn
e A powerful, scalable content engine
e Aflagship platform(The Data Leadership Series)
e Afullyimplemented martech stack
e Sales and marketing alignment
e A stronger market presence and pipeline
e A confident, capable internal team

Most importantly, they had alignment —

about who they are, what they stand for,
and how they help their clients succeed.
And alignment created momentum.

ortecha.com
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THE IMPAGT IN NUMBERS

Within 12 months, the work had delivered stronger response,
higher-quality engagement and measurable commercial momentum.

O email open rate o Executive & Senior o net new accounts
O (industry average is 21%) O levelattendees (o
1 O 71 Contacts 3 2 6 O new website
[ registered / visitors
3 7 O Accounts 3 5 O/ LinkedIn follower
registered O growth

@) invitation open rate
O (industry average is 15%)

Typical B2B email open rates range from 15-35%, with cold outreach averaging around 16-21%, meaning performance above 20% indicates strong audience relevance and targeting.



https://optif.ai/learn/questions/b2b-sales-email-open-rate
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CHALLENGE GOMPLETED

Ortechais a powerful example of what happens when a business
embraces the moment to grow — and chooses to build a brand 1
and marketing engine worthy of its ambition. '

Their expertise was always there. B —
Their reputation was strong. b
Their team was committed.

They simply needed strateqgy, creativity and structure to amplify it.

At Challenge, we were proud to be the partner that helped them unlock
that next chapter and proud to see the continued momentum they‘ve -
created since. |

Engagement isn't a tactic.
It's a mindset. : s
And Ortecha now embodies it at every level.




. .

........
.
........

A selection of the assets developed as part of the transformation programme.
Each designed to reinforce authority and drive pipeline growth.
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DATA LEADERSHIP SERIES ONLINE EVENT & DECK SLIDES

A selection of webinar slides and screengrabs to showcase the new brand.

ortecha.com

INTRODUCTION

Over the past three episodes, we've We will define the characteristics
looked at Data Strategy, Operating of a Data Product - what they are,
o Models and Data Culture. how they work and what is
needed. Our expert speakers will
It's time to shift up a gear and get provide their practical insights to
into a hot topic: Data Products. help us demystify the Data

Over the next hour we're going to Freduertopic

look at what characterises a ‘data We want this to be interactive -
product‘ and why it should be an feel free to put your questions in
important part of your data the chat box. This session will be
strategy. recorded.

WELCOME!

3:05 PM 3:15PM 3:35 PM 3:45 PM 3:55 PM

THE DATA LEADERSHIP SERIES ortecha.com
ortecha

THE DATA LEADERSHIP SERIES ortecha.com [
355 PM

THE DATA LEADERSHIP SERIES

ortecha
BUILDING AN
E In June, we shared how to build a Without an operating model, no
E F F E c T IV E D ATA strategy to deliver the data the one is accountable for the data,
o business needs to achieve its people don't know what to do,
objectives. everyone does it differently, no
‘ ' one trusts the data and
In this session, we will walk you technology can't fix the problem.
o I through choosing an operating
model to organise your people, As one of the key governance
m processes, data and technologyto  guardrail design documents, the
orteeha deliver data value to those operating model is often missing
ortecha.com 3 objectives - bringing data to life. in action.

I
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FISOURCYS  ABOMTUS  [OINUS  KONTACTUR a

WEBSITE SHOWING EVENT ARTICLE r—

Then continued across the website pages, before and after the event. LEADERSHIP
IN DATA

° ortecha OurSohutions = Technology Partners  REsources = AboutUs -1 m

Qortecha D

RESOURCES ABOUTUS  JOINUS CONTACT US Q

\ Wherever you You may need to put proper data management in place. Or
are on your use what you ha‘ve more effectively. You may want to

) increase automation or move to the Cloud. You may have
data journey, an issue with data definitions, databases, policies,

. we can hel management reports, models, dashboards, risks,
Al s cransforming busiresses rapidly. It's crucial to & 1 P processes, analytics insights... Whatever's keeping you up

with risk mansgement and adopt Al respansibly. .- ; _ Building a data Operating . "il at night, we can help.
: : : model :

,‘ Are you ready for AI?

H your Data Strategy is the map, your Operating Model is the
weehicle that will get you to your destination, It defines the
people and ownership, govemance, processes and tooling
neaded to operate your Data & Analytics Managemeant
function. Discover the guardralls, operating levels and

accountabilities it showld contain,
_r ;
. TN

We do one thing We can walk

and do it well the talk

. We are practitioners, not simply
We focus exclusively on data consultants. We do more than
managementiwe are|DCAM make recommendations. We
experts and lead best practice, can make them happen.
working with the EDM Council.

WEBINAR
! W 1h h U
(11 [Al] creates an incredible competitive advantage if bl ] " <
you can harness it correctly, but it's also a great your dbtas strategy i3 the map. your eperating model i the vehicle. The operating mode! saplams TABLE OF CONTENTS
threat if it's imperfectly implemented. w o Dola B Analytics Monaginmi tebion wid aperate (o el the oDymilves Delined in Lhe Uata
e e e o e
g anid awmnersh CET T P\ 55e% and i o needed 1 erdte e functiarn o P T VEr| PEfare Fr ‘ 4 &
Here and now Q Sep e ud f DATA GOVERNANCE DATA ARCHITECTURE DATA LINEAGE
a wat
P (4] Operating
: . Tl OANLELATRRTRGF IO S, 80 DY il AT LA GRS BRI T T o " ey

Designin

‘We love having the Ortecha team around,
not just for their knowledge but because

— they are engaging, fun, intelligent and
produce great work’

CDO of major UK bank

If you need some guidance managing your data,
we'd love to help. Arrange a Discovery Call with
our experts now.

Request a Discovery Call @
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BATTLECARD/ SALES ENABLEMENT PDF

Equipping sales with clear, confident messaging.

3. Know it's done right
A dedicated team of battle-
hardened practitioners who are

* 1. Know where you are
We dEh Ver A pragmatic a‘nd honest
assessment of your : .
h ” organisation’s current invested in your team’s sUCCEess.
W at rea y capabilities to effectively You can be sure that you have
implement Enterprise Data the right people leading or
supporting your data projects.

Management use cases against
4, Know it has value

matters to _
a recognised framework.
A deep focus on delivering

CD(A)O
S' 2. Know what you can do

A living document at the core of measurable value and benefits
Your organisation’s data strategy that scale. Each use case or data
-a roadmap that can clearly project is a component of value
articulate the value of the use creation for business - we don't
cases and provide measurable do data for data's sake
steps for non-technical leaders. . o
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EMAIL NEWSLETTER

Designed to nurture prospects and maintain top-of-mind presence.

0 insig

Dear Maureen,

hts

by ortecha

Hello and welcome to your November edition of Insights by Ortecha! Delve into a freasure trove of expert
knowledge, get inspired, and catch a glimpse of what's happening behind the scenes at Ortecha.

Join us - Making Sense of Al

Tomorrow at 3pm (10am ET), we'll be hosting our penultimate
avent in The Data Leadership Series for this year. It's not too late
to register! Join Sean and his guest speakgrs as we discuss how
Data Leaders should navigate Al and why It's important for
organisations 10 mobilise themselves for the Al evolution that is

already here.

Grab your place

DELIVERY | QUTCOME | SUMMARY

T Discard # AttachFile (F) Loop Components & Signature gfJj Polls - ™ copilot ~
From: Lucy Allen (lucy@challengemarketing.co.uk) ~ o
To: Cc Bee [3]
Subject: Importance
o M Aptos 12 47 A i B 7 U = = = a0 e =1 v
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Insights
by ortecha

Dear Maureen,
Hello and welcome to the first edition of Insights by Ortecha, where data and analylics experts share their
knowledge and insights to empower fellow experts in the field.

Data Leadership Series - Designing a data strategy

In case you missed the online event on June 22nd, don’t worry, you
can catch the replay. We had a fantastic array of questions and
high engagement from data leaders who joined — nearly 400
people signed up to this event which was quite a pleasant surprise
for the team! Watch the replay

Article - Designing a data strategy
We've written a summary article on our blog about designing a
data strategy — key takeaways include advice on how to approach

2 ek °
REE;EL“I”G data strategy, what to include and where to start. Arguably, the

STRATEGY maost impartant part of this is assessing your capabilities and your
currentitarget state. Read the article
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AUDIOGRAMS FROM EVENTS USED ON SOGIAL

Short audio snippets that work for sound on and off highlighting leadership thinking.

DATA LEADERSHIP SERIES

B8 person in

leadership needs
to be an excellent
communicator

ortecha

DATA LEADERSHIP SERIES

Data S

IS one where
data is a
fundamental

DATA LEADERSHIP SERIES

a not so[lieel

data culture
in the other...
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© ortecha

EVENT ARTIGLES

Repurposing event content into
other assets to extend ROI.
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SOGIAL POSTS

THE DATA LEADERSHIP SERIES ° THE DATA LEADERSHIP SERIES °
June - December 2023 ortecha June - December 2023 ortecha

DEMYSTIFYING MAKING

DATA SENSE OF Al
PRODUCTS

E N B
] i & |
< b
- 3 / )
Bes Balie i ean 2

THE DATA LEADERSHIP SERIES PART OME THE DATA LEADERSHIP SERIES PART THREE

Building
an effective
data culture

@ Approaching an operating model
& Understanding the core concepts
@ Foundations for success

Designing a
data strategy

@ ASppraaching a data strategy
® Uncerstanding key conceps
® Bullding the laumndatiens

] ==
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SOGIAL GAROUSEL

Creating arange of formats to engage audiences.

VISION: BUSINESS OBJECTIVES: DATA REQUIREMENTS: CURRENT STATE STRATEGIC ACTIONS:
Clearly Document each with a Identify the data ANALYSIS: Agree specific tactics to
Steps to communicate summary and how you required to meet your Assess current data achieve your objectives:
. your goals and will address it objectives; described as managemen# Sl 0y people, process, data,
dellver objectives for Data Value Use cases caquﬂiﬁs: | technology
Data a managing data ( N B = N\ - identify gaps / = ~
-« \ I \o and prioritise / \ ~
Manag 7/ \ \ \ / \ delivery y, \ N
\ \
Strateg - N/ / \
\ \ e | ;-
~<0
\ N | _ - ~ \
\ S
’ ~_ |
N - -
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. BIG DATA LONDON FLYER
W AND USA VERSION

\cl)\llal\.(lblagl\il;%ni\ﬂ O\A}I-cl)EII:\IRggIJASTIEG?\IAlI}I Ig%%UK WE'LL DONATE $10 TO THE AMERICAN CANCER SOCIETY E . | | i | i .
ON YOUR BEHALF WHEN YOU SIGN UP TO THE ORTECHA
THE ORTECHA DATA LEADERSHIP SERIES. DATA LEADERSHIP SERIES. N ga g In g Collateral to raise

BE A DATA HERO

Help Ortecha fight prostate cancer

BE A HERO AND SIGN UP TODAY The Ortecha Data Leadership Series gives you a unique .

BE A HERO AND SIGN UP TODAY The Ortecha Data Leadership Series gives you a unique ORTECHA.COM/DATAHEROES unity to learn from leading industry experts who a Wa re n e S S a n r I Ve O Ot a t O t e
ORTECHA.COM/DATAHEROES  opportunity tolearn from leading industry experts who insic 1 real-life experience. It's FREE to attend

share insights from real-life experience. It's FREE to attend and access all materials, Just sign up online at

the wet access all materials. Just sign up online at g ataheroes.

echa /dataheroes. °
ican Cancer Society has invested more than $5 St a n S at I I I a 0 r eve n t S
Prostate Cancer 1§ hasndid and acceieraiedisome of billion in cancer research since 1946 to find more and better *
‘TE biggest breakthroughs in prostate cancer.care ~from treatments, and improve the lives of people with cancer and

the use of multiparametric MRI to improve diagnosis, to
the world's first precision medicine for prostate cancer
We're making it our mission to help. For every new
subscriber to the Data Leadership Series, Ortecha will
donate $10*.

Ortecha helps organizations to exploit the power of data and q
unleash its full potential. h
*Donations will be capped at $500. dosing date 15th October 2023 q

We're making it our mission to help. For every new
subscriber to the Data Leadership Series, Ortecha will
donate £10%.

Ortecha helps organisations to exploit the power of data
and unleash its full potentia

© ortecha
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VIDED GONTENTTO YOUTUBE

Increasing reach and engagement through a dedicated YouTube channel.

) YouTube ortecha Q g

Home

i Data Leadership Series - Part 2: Choosing an operating model
Shorts THE DATA LEADERSHIP SERIES PANT TWO Choosing an A\ Ortecha | data made hurman « 119 views « 2 years ago
1 operating model S|
Subscriptions Choosing an

operating model

e S— Data Leadership Series - Part 1: Designing A Data Strategy

Desigﬂiﬂgil Oriecha | data made human « 267 views + 2 years ago
data strateqgy

Playlists _' a Leadersh p Seri
Your videos o Hm’hﬂﬁm
Playfist - & videos « 17 views
Watch Later Building

" . an effective
Each manth, with tha help of data and analytics experts in 1 Bakcitaare
thie panel, we will guide you and your teams 1 MOrE ==eEe

Data Leadership Series - Part3: Building an effective data culture

Liked videos
S _ Data Leadership Series - Part 4: Demystifying Data Products

Downloads m m ‘:‘" E
Demystifying

Subscriptions > Data Products
QuizzingTV

David Allen - Ma... » The Data Leadership Series - Making sense of Al

The Art of Data : rfa:llng sense

e

Women in Data® '.._".'_‘_._.__
FormScore : i .
Data Leadership Series A festive fireside splat

Pascal Anson Onecha | data made buman = 10 views « 1 year ago
fireside splat

Badger Software o iy et

T —

1c9
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MERGHANDISE

Ensuring brand consistency across digital and physical environments.

PY23}10

Dyd28340
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ortecha
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ORTECHA BRAND BAGKGROUNDS
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ORTECHA BRAND BAGKGROUNDS
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ORTECHA BRAND BAGKGROUNDS

1c9




ONE OF ORTECHAS NEW BACKGROUND IMAGES
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THE DATA LEADERSHIP SERIES PART FOUR

Demystifying
Data Products

® Approaches to data product
® Understanding the core concepts
® Foundations for success




ENGAGEMENT 15 EVERYTHING

Want to build engagement from the ground up so it's
embedded into every facet of your marketing?

SPEAK TO CHALLENGE EXPLORE THE BRAND ACCELERATOR VIEW OUR CREDENTIALS

GHALLENGE



https://challengemarketing.co.uk/contact-us/
https://challengemarketing.co.uk/work/

	CASE STUDY
	FROM GROWING PAINS  TO GROWTH GAINS
	How Challenge helped Ortecha build a brand,  engine and identity ready for scale.
	A full brand, demand and marketing transformation  for a scaling data consultancy.

	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	A BRAND REFRESH TO REFLECT  ORTECHA’S TRUE VALUE
	Their brand no longer reflected their value
	There was no dedicated marketing resource
	The leadership team recognised the moment
	Sales and marketing were running reactively
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	AUDIENCE QUALITY AND EVENT TRACTION
	Within 12 months, the new demand engine was attracting the right audience and generating measurable engagement.


	1,071
	370
	accounts
	contacts


	22%
	67%
	85.7%
	87.5%
	28.6%
	the speakers
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I
	MARKET MOMENTUM AND REACH
	The programme did not just create activity. It increased visibility, expanded reach and brought more new accounts into the funnel.


	75%
	3,260
	35%
	28%
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	PROCESS
	Real growth starts with clarity. So Ortecha’s transformation began with the Brand Accelerator, a structured, human-researched process designed to identify what’s working, what’s  inconsistent and what’s limiting growth.
	We then ran two face-to-face Discovery Sessions  to hear firsthand from Ortechans.
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	IDENTITY
	Brand
	Positioning
	Messaging
	Strategy
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	IDENTITY
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	TURNING BRAND INTO ACTION
	THE ORTECHA LOGO There are two versions of the logo. Having two versions allows an extra degree of ﬂexibility in design and layouts. Version 1 is preferred and to be used whenever possible. Version 2 is for occasions when there isn’t enough room for the height of Version 1, i.e. long and narrow spaces.
	Version 1 Icon centred above
	the wordmark
	RED
	#FF0033
	DARK GREY
	#333333
	Version 2 Icon to the left of
	the wordmark


	TYPOGRAPHY EXAMPLES
	NOTES: 1.TYPE WILL LOOK BEST WHEN SET WITH LEADING AT
	125% OF TYPE SIZE. FOR INSTANCE IF TYPE SIZE IS 12, LEADING IS 15.
	2.HEADLINES CAN BE SET IN DARK GREY OR RED. 3.BODY COPY SHOULD ALWAYS BE SET IN DARK GREY.

	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	TURNING BRAND INTO ACTION
	HIGH-QUALITY ASSETS READY FOR GROWTH
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	TURNING BRAND INTO ACTION
	A series of printable PDFs tied into each webinar topic meant a detailed and insightful follow up, available ungated on their website.
	6 DATA CULTURE ESSENTIALS
	ortecha.com
	EASY ACCESS
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	CREATING DEMAND
	Watch on demand
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	CREATING DEMAND
	The flagship initiative was The Data Leadership Series — a monthly sequence of insight-led online events designed to position Ortecha as a leader in data strategy, culture and transformation.
	Registrations were driven through social updates, email nurtures, LinkedIn DMs and personal invitations.
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	HOW WE DELIVERED
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I
	Alignment became visible and shared.
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I

	THE OUTCOME
	A business ready for the next stage of growth
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I  LOOKBOOK I
	THE IMPACT IN NUMBERS
	Within 12 months, the work had delivered stronger response,  higher-quality engagement and measurable commercial momentum.


	RESPONSE
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	CHALLENGE COMPLETED
	LOOKBOOK
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	DATA LEADERSHIP SERIES ONLINE EVENT & DECK SLIDES
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	WEBSITE SHOWING EVENT ARTICLE
	LEADERSHIP IN DATA
	Wherever you
	are on your
	data journey,
	we can help
	We do one thing
	and do it well
	‘We love having the Ortecha team around,
	not just for their knowledge but because
	they are engaging, fun, intelligent and
	produce great work’
	GET IN TOUCH

	Then continued across the website pages, before and after the event.
	I  CHALLENGE  I  PROCESS  I  IDENTITY  I  DEMAND  I  FUNCTION  I  DELIVERY  I  OUTCOME  I  SUMMARY  I LOOKBOOK  I
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	AUDIOGRAMS FROM EVENTS USED ON SOCIAL
	EVENT ARTICLES
	Repurposing event content into other assets to extend ROI.
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	Data Drinks!
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	SOCIAL CAROUSEL
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	Engaging collateral to raise awareness and drive footfall to the stands at major events.
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