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Welcome to our extended team of creative thinkers
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Purpose of the Creative Workshop

To deliver the best creative thinking of
WPP and partner agencies

D

A new CEO, a new ambition
and new style.
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BP Creative workshop: agenda

DAY ONE: TUESDAY 14 JANUARY

WHEN

WHAT

WHO

9.30AM - 10.00AM
10.00AM - 12.30PM

12.30PM - 1.30PM

1.30PM - 2.30PM

2.30PM- 3.00PM

3.00PM - 3.30PM

3.30PMPM

Creative Workshop Welcome
BP Welcome & Context

The Brief

Q&A

Lunch

Tortoise Debrief

BP New Look and Feel Update
Final Briefing Q&A

|deation commences

Team Energy - Heather MacPherson, Global Lead
BP — Geoff Morrell, Group Head
Communications, external Affairs

BP - Duncan Blake, Director of Brand

Team Energy - Paul Kenny, Global Strategy Lead

All

Tortoise — Katie Vanneck-Smith
Landor - Carl Halksworth/Melissa Estevez
All

All

team energy




BP corporate creative workshop: Agenda

WEDNESDAY 15 JAN. 9. 00AM 9.00AM — ARRIVE; IDEATION CONTINUES
’ 9.30AM — GUEST SPEAKER: RORY SUTHERLAND - The role

of behaviour change in addressing the BP challenge (TBC)

11AM - OPT-IN BP RETAIL OVERVIEW

CORPORATE & STRATEGY CONSULTATION AVAILABLE ON DEMAND
THURSDAY 16 JAN, 9.00AM 9.00AM — ARRIVE; IDEATION CONTINUES

4PM — INFORMAL CHECK-IN WITH CLIENT (DUNCAN BLAKE)
CORPORATE & STRATEGY CONSULTATION AVAILABLE ON DEMAND
6PM: EVENING: DRINKS/NIBBLES - TBD

FRIDAY 17 JAN. 9.00AM 9.00AM — ARRIVE; IDEATION CONTINUES
’ 4PM — CLIENT CHECK IN ( DUNCAN BLAKE/GEOFF MORRELL)
CORPORATE & STRATEGY CONSULTATION AVAILABLE ON DEMAND
SATURDAY 18 JAN, 9.00AM IDEATION CONTINUES — TODAY’S AGENDA AT DISCRETION OF EACH TEAM
SUNDAY 19 JAN, 9.00AM IDEATION CONTINUES — TODAY’S AGENDA AT DISCRETION OF EACH TEAM

MONDAY 20 JAN, 9.00AM 9.00AM — ARRIVE; IDEATION CONTINUES
12.00PM - CLIENT CHECK IN

4.00PM — DECISION ON IDEAS TO MOVE FORWARD FOR CEO PRESENTATION

TUESDAY 21 JAN. 9.00AM 9.00AM — ARRIVE; IDEATION CONTINUES/FINALISE ASSETS FOR CEO PRESENTATION
’ 2.00PM — WPP TEAM ENERGY INTERNAL REVIEW/PRESENTATION WALK THROUGH

5.00PM — FINAL CLIENT REVIEW
6.00PM — ACTION AND FINALISE CLIENT FEEDACK

WEDNESDAY 22 JAN, 9.00AM 9.00AM — 12.00 — FINAL PREP OF ASSETS
1.00PM — FINAL WALK THROUGH WITH CLIENTS

2.30PM — CEO PRESENTATION
5.00PM — DEBRIEF/NEXT STEPS

THURSDAY 23 JAN, 9.00AM 9.30AM — 11.30AM: WRAP UP/NEXT STEPS
12.00PM - HOMEWARD BOUND

team energy




Briefing

team energy




Rules of the workshop

1. 2. 3. 4.

NO BUILD UPON NOTHING OUT LOOK FORWARD
JUDGEMENTS - IDEAS, DON'T OF BOUNDS — NOT BACKWARDS
DON’T DISCARD BREAK THEM THINK FREELY — WHAT DOES

ANYTHING DOWN THE FUTURE

LOOK LIKE?




1. Context & state of the nation
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BP at a glance

.
. UL .
countries employees underlying

replacement cost
profit

I

new exploration access retail sites million barrels of oil
equivalent per day —
hydrocarbon
production




How we run our business

@ Finding oil and gas © Transport and trading @ Manufacturing and marketing
==

=
© Developing and extracting oil and gas © Venturing © Generating

renewable energy



Our strategy

Growing advantaged
oil and gas in the
upstream

Invest in more oil and gas,
producing both with
increasing efficiency.

Market-led growth in
the downstream

Innovate with advanced
products and strategic
partnerships.

Venturing and low
carbon across
multiple fronts

Pursue new
opportunities to meet
evolving technology,
consumer and policy
trends.

Modernizing
the whole

group

Simplify our processes
and enhance our
productivity through

digital solutions.
14
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Respect Excellence

Courage One team




Our brands




~ The Upstream segment is responsible for our activities in oil and
natural gas exploration, field development and production.




Upstream strategy

Quality Growing advantaged oil Returns-led
execution and gas growth




Downstream business model
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product and service-led arm of BP, made up of three businesses.




Downstream strategy

B

Safe and Profitable
reliable marketing
operations growth

Advantaged
manufacturing

Simplification
and efficiency

D

Transition to a
lower carbon
and digitally

enabled future
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Global energy trading

We connect BP to the world’s traded markets for oil, gas, power, refinery and chemical feedstock
and currencies. Our combination of unique expertise in physical supply and trading, innovative

financial structures and world-class analytics delivers long-term value — from wellhead to end
customer.

o) S
£,2,500+ ) 12,000 < 280
people worldwide customers traders across the globe

in 23 countries in 140 countries in 4 trading locations



Our changing strategy & vision



BP — our strategy

Re-imagining energy
for people and our planet



Current BP brand positioning

Corporate brand provides the
platform for all BP brands

Downwards link to all master brands
and product brands in the group
Advancing the portfolio

Energy Transition
(Keep Advancing)

Embracing the dual Shift to gas & leadership

challenge in methane reduction.

We find ever better Lower carbon products.

ways to provide the Large renewables

energy the world needs business & Ventures.

today and are leading Leaders in carbon trading

the transition to a low and offsett!ng..

carbon future. ALC accreditation
scheme.

Enduring partnerships

Summary Positioning

The energy landscape has never been more
challenging than it is today. But meeting
challenges is when BP is at it’s best. For over
a century we have successfully adapted to
change to provide the energy and petroleum
products that are essential to fuel human
progress. We believe that what we have
learned and the actions we are taking make
us uniquely prepared to help the world
advance towards a low carbon future. team energy




Post Feb 5 BP brand positioning

Corporate brand provides the
platform for all BP brands

Downwards link to all master brands
and product brands in the group

Reinventing portfolio
Energy for
People & Planet

We are changing rapidly - Digitally advanced.
to help the world reach - Shift to gas

carbon neutrality and
people everywhere
improve their lives.

* Methane leadership
¢ Electric Charging

* Growing Renewables
* Ventures.

* ALC accreditation
scheme.

* Signals of change
(TBD)

* RIC

Summary Positioning

Society is increasingly recognizing that
there is a climate emergency requiring
a rapid energy transition. BP is
transforming itself to help the world
reach carbon neutrality and improve
people’s lives. We get it, and no
company is more willing or able to
make this happen

team energy




2. Stepping back - the challenge




THE WORLD CHANGED
FOREVER IN 2019




nglish Dictionary’s
ar is chosen to
10S, mood, or

s of the passing
Id have “lasting
erm of cultural



The climate crisis took centre stage as the biggest social, political, and economic
qguestions of the next century

team energy




Across the globe millions joined biggest climate protests for change

O INDEPENDENT




The new voices of global influence are changing — from governments, NGQO’s &
Corporates...to the people




Trust change is at an all time low including energy providers
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foundations NOW for the future There are just ten vears left to
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We’re continuing to build reputation and trust with Key Opinion Formers & Keep
Opinion Leaders

CAMPAIGN MESSAGING




We’re continuing to build reputation and trust with Key Opinion Formers & Keep
Opinion Leaders

KEY MESSAGES ABOUT MOBILITY AND GAS ARE CUTTING THROUGH

team energy




However, the voice of trust and influence is has also shifted to more relatable
changemakaers.

Power Re/atabi/ity

TRUST &
INFLUENCER




Can we become more relatable, passionate, and authentic beyond our current
center of influence to become a bigger part of the solution

“SHE'S INSPIRATIONAL, SHE'S ISN'T
BULL SHITTING LIKE THE PEOPLE
IN POWER & SHE HAS THE
KNOWLEDGE TO KNOCK THOSE
PEOPLE DOWN.”

Power to the People — MINDSHARE (Nov 2019)
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» is\afﬁnp_ortant characteristic of brands
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N\ 7 41 % selected Climate charﬁe,"

is the most commonly cited issue globally




We need to evolve our ecosytem of engagement to turn BP into a leading
changemaker in the future of energy?

EMPOWER

CHANGE MAKERS

Provide the tools,
opportunities, and invite
EVERYONE to have a voice,
participate, discuss, and be
part of the shaping the future
with BP

CENTRE OF

INFLUENCE
(DECISION MAKERS)

INFLUENCER
& SOCIETAL
DRIVEN

CHANGE

DECISION

MAKERS SUPPORTERS

Invite advocates to MOBILISE
contribute their voice,

time, and effort to
helping to continue drive
the conversation

Talk directly and involved
CENTRE OF INFLUENCE to
define, support and drive

meaningful regulatory and
policymaking change
for all

ENGAGE

team energy



3. The Brief
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Task

How DO WE SIGNALWE ‘GET IT  ina
- CAN SEE

MEANINGFUL WAY SO T
BP IS LEADING

AT PEOPLE

E CHANGE

7
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With behaviours that embody what it is to be an INCLUSIVE LEADERS &
ENABLERS OF CHANGE

LISTENING

OPEN & TRANSPARENT
AUTHENTIC

INCLUSIVE — WITH ALL
AGILE & RESPONSIVE
ACTION ORIENTATED

TELLING

--------
..............
-------------
S50 sen geed opeelels. sesiels:
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Our Personality

WE CARE ABOUT COLLABORATIVE & WE SPEAK WITH INTEGRITY &
THE PLANET, INCLUSIVE CONFIDENCE & DETERMINATION
PEOPLE WE WORK HUMILITY
WITH, AND PLACES
WE WORK

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

W e | teamenergy




To drive advocacy we need a platform idea that considers all
channels to engage and empower audiences

OWNED

-

Retail Forecourt Employees

www.bp.com Activation

PAI D Broadcast AWAREN ESS, 4 e(gggmrison EA R N E D

PR, Social,

& Press ENGAG EMENT,
ACTIVATION
Influencer and
trusted opinion formers Consumers
Sponsorship /Media L : .
i Experiential Social Media &
Partnerships P e
Management o i

Wy o | teamenergy




Some provocations & considerations to take away...

1. How do we demonstrate that ‘'we get it’ in a more meaningful, active, & inclusive way that
resonates with society?

2. What is meaningful empathy in a world where we're seen as one of the bad guys?

3. Can you lead and change perceptions when we'’re seen being part of the problem not the
future solution?

4. How do you engage and convince when you can’t always control the conversation?

5. How do we win the trust of the younger generation who have the loudest voice, and that
matter the most in the future?

6. The new voices of global influence are evolving — from Governments, NGO’s &
Corporates...etc, to more relatable and passionate individuals around the world. How do we
embrace this as an opportunity for BP?

...........
B I O T O
..................

team energy




Some provocations & considerations to take away...

7. How should our new purpose effect the brand experience across both upstream and
downstream — a more joined up and one BP? Our forecourts around the world are our shop
windows to the world.

8. What would we do if we were starting again? How would our new purpose reframe the dual
challenge and the energy transition narrative?

9. The external rhetoric and conversation are over simplified and misleading in what the world
should do immediately — “...let's simply switch all energy to renewables”. How do you be
the brand the leads and educates the world on the most effective energy transition?

10. What new services or products could we create that would demonstrate change? Or what
could we re-frame?

11. How will this engage and mobilise our employees around the world?

...........
B I O T O
..................
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BP Creative workshop: agenda

DAY ONE: TUESDAY 14 JANUARY

WHEN

WHAT

WHO

9.30AM - 10.00AM
10.00AM - 12.30PM

12.30PM - 1.30PM

1.30PM - 2.30PM

2.30PM- 3.00PM

3.00PM - 3.30PM

3.30PMPM

Creative Workshop Welcome
BP Welcome & Context

The Brief

Q&A

Lunch

Tortoise Debrief

BP New Look and Feel Update
Final Briefing Q&A

|deation commences

Team Energy - Heather MacPherson, Global Lead
BP — Geoff Morrell, Group Head
Communications, external Affairs

BP - Duncan Blake, Director of Brand

Team Energy - Paul Kenny, Global Strategy Lead

All

Tortoise — Katie Vanneck-Smith
Landor - Carl Halksworth/Melissa Estevez
All

All
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Thank you!
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APPENDIX



Engaged Audiences are changing -
need to consider a changing audience

ecosystem - from Key Opinion Formers &
Keep Opinion Leaders to Environmentally
CONSCIous

General public
UK Adult population

General public
Environmentally
Conscious

BP CENTRE OF

INFLUENCE TODAY
(DECISION MAKERS)

ppinion Forme

team energy
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Additional information is available & can be supplied

Target audiences - influence (Mindshare- Pat Roberto)

Media insight and strategires (Mindshare — Pat Roberto)

Possibilities Everywhere — post campaign research insights

Everyday, brighter — retail positioning strategy (Team Energy — Paul Kenny)

Energy transitions — Advancing Low Carbon Accreditation (all the relevant project underway that support the new brand purpose

— https://www.bp.com/en/global/corporate/sustainability/climate-change/low-carbon-accreditation-programme.html

team energy


https://www.bp.com/en/global/corporate/sustainability/climate-change/low-carbon-accreditation-programme.html

We know already what is important to connecting in a meaningful way to future opinion
leaders (Youth)...but the principles apply to everyone




