
BEST TV/VIDEO/RADIO CAMPAIGN

EXECUTIVE SUMMARY

Entry Title: Grow into the business you want to be 

Agency: Rooster Punk 
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A series of adverts starring children; a charming 
yet comedic marketing concept for a conservative 
financial firm; and the biggest-budget campaign 
the marketing team had ever launched, produced 
in a pandemic. What could go wrong?

Surprisingly little, thankfully, for payments provider 
Elavon and their agency Rooster Punk.

Elavon had recently acquired Sage Pay, the 
payments provider specializing in the UK SME 
market. With the well-known Sage Pay brand being 
retired, Elavon needed to urgently increase its own 
brand recognition in the market. 

A value proposition around supporting small 
businesses through change was brought to life 
in adverts which represented the growth of the 
business through its owner transforming from child 
to adult.

The adverts are funny, standout and convey 
Elavon’s empathetic approach through tone 
of voice. 

The strategy paid off. The campaign struck a 
chord among its target audience of small business 
owners looking to grow, generating 89% uplift 
in brand recognition, and a 224% increase in 

opportunities compared to the previous year. The 
success of the programme has prompted Elavon to 
adopt a similarly disruptive approach to marketing 
in the Enterprise sector, with a campaign due to 
launch later this year.

‘Grow into the business you want to be’ 
Watch Campaign Video 

http://roosterpunk.com
https://www.elavon.com/
https://twitter.com/RoosterPunks
https://twitter.com/elavoneurope
https://www.youtube.com/watch?v=R8rqMWzpD3A
https://www.youtube.com/watch?v=R8rqMWzpD3A


Objectives

Elavon had seen, first-hand, how B2B brand 
agency Rooster Punk injected emotion and 
personality into creative executions. Sage Pay, 
prior to acquisition, had engaged the agency to 
turn around a brand campaign. The team had 
retained the existing media spend and strategy, 
but switched out the underperforming feature-led 
creative for a new emotional-led concept based 
around the idea of ‘your business, your baby’ 
which halved customer acquisition costs!

Acknowledging that a similarly disruptive 
approach would be needed to generate a 
significant uplift in brand recognition for Elavon, 
Rooster Punk was commissioned to produce 
a campaign for the SME market which would 
demonstrably increase brand awareness from a 
low base.  

Strategy

About Elavon 
Elavon enables businesses of all sizes to accept 
payments in any way they choose to. Its products 
allow businesses to take payments in person and 
online. In March 2020, it acquired UK SME payment 

solution specialist Sage Pay. 
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Executing emotion, 
creativity and strategy 
into the concept.

—  Elavon Media Plan: Audio completion rate exceeding 
Spotify’s benchmark by 5.6%

https://vimeo.com/user/48304167/folder/4821875
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Helping you 
become the 
very best 
you can be.

Strategy

The campaign context 
The online and cashless payments market is huge, 
and growing at a staggering rate. According to 
PWC, global cashless payment volumes are set to 
triple by 20301. Small businesses which, in the past, 
might have transacted primarily in cash, have had 
to quickly adapt to accepting card, contactless and 
online payments. 

Fintech firms including Stripe, SumUp and Zettle, 
have sprung up to service these micro and small 
businesses, offering straightforward, pay-as-you-
go payment solutions. Larger SMEs are served 
by more established payment providers such as 
WorldPay and Adyen, which offer a broader, more 
complex portfolio of products. 

Having acquired UK on-line payments provider 
Sage Pay, Elavon spotted an opportunity to 
position its offering to small businesses which are 
outgrowing entry-level solutions and want more 
features, flexibility and better customer support.

In addition to the challenge posed by stiff 
competition in the payments market, Sage Pay had 
strong brand equity within this audience, but post-
acquisition the firm retired the Sage Pay brand and 
needed to urgently build the Elavon name in order 
to increase its share of market.

1 pwc.com/gx/en/industries/financial-services/publications
financial-services-in-2025/payments-in-2025.html

The target audience 
The campaign was targeted at a specific subsector 
of SMEs, whom Elavon and Rooster Punk believed 
would be most receptive to their proposition. These 
were small businesses with – crucially – this growth 
being a key trigger to switch payments provider. 
Elavon’s portfolio and consultative salespeople 
were ideally placed to help this audience. This 
strategy also allowed Elavon to avoid going head-
to-head with the payment providers who targeted 
micro start-ups at one end of the market, or larger 
established businesses at the other. 

The programme targeted a range of verticals, with 
the aim of broadening out from Elavon’s heartland 
of hospitality.

https://pwc.com/gx/en/industries/financial-services/publicationsfinancial-services-in-2025/payments-in-2025.html
https://pwc.com/gx/en/industries/financial-services/publicationsfinancial-services-in-2025/payments-in-2025.html


Strategy 
 
Getting under the skin of the customer 
Rooster Punk worked with Elavon’s EMEA 
marketing leadership to define the 
SME value proposition. Interviews were 
carried out with senior leaders at Elavon, 
focus groups were held with small 
business owners, and job shadowing 
was undertaken at the Elavon call centre 
in Newcastle. The findings were reviewed 
against market analysis and social 
listening outputs.

Playing to your strengths 
The upfront research and analysis 
highlighted Elavon’s strength in 
customer service. Time after time, the 
firm was called out for its empathetic 
approach and the ease with which 
customers could get hold of ‘a real 
human being’, when compared to 
competitors. The breadth of its offering 
was also highlighted: small firms could 
grow with Elavon rather than having 
to switch providers to access more 
sophisticated services. By focusing on 
these elements, Elavon could avoid 
trading tech features with digital-first 
competitors and instead compete on its 
own, valuable differentiators.

Taking creative risks 
Rooster Punk used the planning insights 
to develop a creative concept which 
focused on the human side of small 
businesses; using humour to stand out 
in its creative executions and conveying 
Elavon’s empathetic approach through 
tone of voice.

It was important that the campaign also 
caught people at the right trigger points. 
It needed to create a brand association 
with ‘growth’ moments; for instance, 
when small business owners were 
shifting from a purely online company to 
adding a retail outlet.

The concept was built around the line 
‘Grow into the business you want to 
be’ and represented the growth of the 
business through its owner; transforming 
from child to adult supported by the 
Elavon payments solution.

ENTRY REPORT

— Online Adverts: Captured from the video ‘Grow into the business you want to be with Elavon’ 

https://vimeo.com/user/48304167/folder/4821875


Meeting SMEs on their own turf 
A comprehensive media plan was 
drawn up, with the largest campaign 
budget Elavon had ever spent in 
the UK & Ireland region. The team 
targeted multiple channels which 
would reach small business owners, 
with assets aligned to top, middle 
and bottom of the funnel. Adverts 
were targeted – depending on the 
platform – by demographic attributes, 
interests and specific keywords linked 
to Elavon’s value proposition.  The 
campaign included video, audio, paid 
social, radio, programmatic display 
and remarketing across channels 
covering YouTube, Spotify, Linkedin, 
and premium publishers.
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— LinkedIn adverts ran in news feeds as part of the middle-of-the-funnel activity

https://vimeo.com/user/48304167/folder/4821875


Not without its challenges 
Despite the indisputable impact on brand 
awareness, and the internal plaudits this campaign 
received, it’s worth saying it was challenging at 
times. Ignoring the advice to ‘never work with 
children and animals’, the team filmed a series 
of adverts with children, which had to be fitted 
around the 2021 lockdowns. The marketing team 
backed their convictions with a set of funny creative 
executions (which, in the wrong hands, could easily 
have slipped into ‘cheesy’ territory). They worked 
under the pressure of knowing they had Elavon’s 
largest ever marketing and media budget in the 
region, and deployed a hefty media plan covering 

80 assets while silmultaneoulsy creating new 
processes internally to handle the complexity of 
the campaign.

What comes next? 
The bravery of the Elavon marketing team in 
injecting fun into their marketing, and the success 
of SME programme, has led to the commissioning 
of a similarly disruptive brand campaign into the 
corporate segment. Work is underway now and will 
be in market by the end of the summer.

Timescales of the campaign 
The campaign planning kicked off in August 2021. It 
went live in December 2021 and ran for five months. 
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Injecting fun into the 
marketing and SME 
programme strategy.

Budgets

Media budget was

and agency fees were 
£100k, with approx. £100k 
in filming & production.

£625K 
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Results 
The aim of the campaign was to 
increase brand recognition, and such 
was its success that it has already had 
a knock-on impact on consideration, 
with an incredible 224% increase in 
requests for proposals compared to 
the same period the previous year. 

- Elavon: results captured across YouTube, Spotify and Elavon UK website 

Spotify Advertising
The adverts worked hard for 
the investment, with the audio 
completion rate exceeding 
Spotify’s benchmark by 5.6%

Brand recognition
Brand tracking shows a huge 89% 
uplift – almost doubling brand 
recognition on between November 
2021 (pre-launch) and February 2022 
(the end of the campaign). 
(YouTube brand tracking)

Growing up with 
Elavon – Restaurants

133,470 
VIEWS

UK website
Elavon’s UK website saw a 
12% increase in organic 
search visitors as a result of 
the initiative and there was 
138% lift in generic search 
keywords. 

Growing up with 
Elavon – eCommerce

56K 
VIEWS

https://vimeo.com/user/48304167/folder/4821875


“Knowing you should take a risk to stand out, 
and actually going through with it are two 
different things. As a marketing team, we 
were excited to partner with Rooster Punk to 
develop and launch a campaign that was 
creatively exciting and appealing to meet our 
objectives of driving brand awareness and cut 
thorough in a crowded space. I’m so glad we 
took the leap with Rooster Punk and heroed 
Elavon’s standout customer service and 
flexible portfolio with this fun, memorable and 
well-executed campaign. The results speak 
for themselves and has moved us to a higher 
level in how we market Elavon.”  

Orla McGuinness 
Head of European Marketing 
Elavon Europe

APPENDIX

Elavon Website 
elavon.co.uk 
elavon.ie

Example Advert 2: Growing up with Elavon – Ecommerce 
youtube.com

Example Advert 1: Grow into the business you want to be with Elavon 
youtube.com

- Elavon: Targeted Adverts, depending on the platform, by demographic attributes linked to Elavon’s value proposition
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https://www.elavon.co.uk/
https://www.elavon.ie
https://youtu.be/tJjPEHkJB94
https://www.youtube.com/playlist?list=PLAhVBdMyZd71Hby3BNHla29X1Xf0_NVP7
https://vimeo.com/user/48304167/folder/4821875

