
A video magazine to keep global execs in touch with 
the business, and each other

case study



Every year, drinks giant SAB Miller would 
gather their executive leadership team 
together in one place. This one big event 
was brilliant at getting people to share 
results, ideas and knowledge. People built 
relationships, put faces to names on emails 
and found new ways to move the company 
forward.

But it stopped there. They needed to 
make their exec’s tech work to keep the 
conference in session all year round. ‘Until 
next year’ needed to become a thing of the 
past.

First, we had to find out how the execs were 
using their technology and how we could fit 
in with that.  Anything that needed a new set 
of passwords or tried to change the way they 
worked wouldn’t cut it. So we set about finding 
out what the day-to-day realities were for the 
audience that would use the final product.

Among other things, we found out that that 
this was a group of people who travelled a 
lot. Though they were nearly always working, 
they weren’t always online. And we knew that 
although most of their work happened through 
email, the limits of the system was limiting the 
way they shared.  

SABMiller is one of the world’s leading brewers with more than 200 beer brands and 
some 70,000 employees in over 75 countries. 

The Source is packed with professionally written 
articles and beautifully shot hi-res videos. It gives 
the executives the quality and slickness that they 
would be used to outside of work. They can 
comment, share and feedback on all the articles 
and movies. And as it works on any device, it’s 
easy to upload to and read offline – perfect for 
travel.  

So far, it’s lead to the executive team being more 
tuned in all year round. The  people who manage 
it also get plenty of analytics back, so they can 
see exactly what type of content the audience 
respond best to and make more of it.

It’s been so successful that SAB Miller are sharing 
the platform with other levels of leadership, and 
using it for short term campaigns too. It means 
that soon, everyone in the company, from the 
CEO to the teams in the breweries, will be in the 

the challenge: 
Keep the annual-conference 
spirit alive, all year round. 

the approach:
Don’t make the audience fit the 
tech, make the tech fit the audience.

the results:
A premium video magazine. 
Available anywhere.


