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F
irst of all, I hope you’re all  
well and safe, as are your friends  
and families. It’s been a really tough 
time for everyone since lockdown 

started way back in March. And I’m acutely 
aware that for some of you, it’s been even 
tougher, losing friends, family members and  
for some, your jobs too. All I can say is that  
I hope things start to pick up for you soon,  
and things can return to as close to normal  
as possible. 
 We’ve again got an eclectic mix and 
wide variety of authors and marketing subjects
this month. I hope you find the articles useful
and interesting, it’s certainly been fantastic
getting to read them as they were all being 
sentto me. A huge thank you to all the
contributors for your time and effort.
 Do you like the new design? 
A massive thank you to Claire Baker, 
Creative Director of SMITHKIN BAKER 
in Cullompton for the new design. I love it, 
and I hope you do too. It’s helped to really
elevate the quality and perception of the
magazine. And for everyone who submits
articles, to have it published in a magazine
looking as good as this does now, it’s
something that hopefully they’ll be proud 
to shout about. Thank you Claire, I REALLY
appreciate all your hard work and long 
hours on this. 
 

Since lockdown has started, I’ve been 
pretty busy - not just with Nash & Co, but with
Building Brands. We now have a new website,
email newsletters, a proper home for the
magazine, information about upcoming events
(when we’re allowed to run them!), and a blog 
that we can use to publish articles written in
between the quarterly magazines. 
 Go and have a look - 
https://building-brands.co.uk/ and please 
(and this is REALLY super important), 
subscribe to the magazine, email newsletters
and the events information. And get your
marketing colleagues and friends to do  
the same. I really want to make this a thriving
community where you will all benefit. 
 Oh and don’t forget to visit and follow us 
on our social media channels – you’ll find 
links at the bottom of the website. 
 I hope you enjoy June’s magazine, 
don’t forget to let us know if you have any
comments or questions!  

Email me at 
dave.briggs@building-brands.co.uk 
Stay safe everyone!
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I
t goes without saying that it’s a strange 
time for everyone at the moment. We’re 
all working from home, we’re probably 
anxious about our jobs and the dog is 

wondering why his walks are now an hour long. 
Businesses are having to be extremely careful 
about the money they are spending and cutting 
costs where they can. So the question is; how 
can you sell when no-one is buying?

up-selling or cross-selling

The first option your sales team has at 
their disposal is existing clients. I’m sure your 
account managers are regularly checking in on 

them anyway but now might be the right time 
for your clients to invest more. It’s crucial that 
what you sell is actually going to help them - 
now is not the time to annoy your customers 
by selling them stuff they don’t need. 

For example, if you provide managed IT 
services, your clients may need your help to 
manage their new remote working. Or if SaaS 
is your bag, your clients might be thinking about 
how to make their systems more efficient. 
The key is to put yourself in the shoes of your 
customer, understand what the recession is 
doing to their business and their mindset. 

HOW TO SELL
when no-one is buying

RIGHT NOW, MARKETING AND SALES ALIGNMENT  
HAS NEVER BEEN MORE IMPORTANT. KATIE ROBERTS,  
CLIENT DEVELOPMENT MANAGER AT NOISY LITTLE MONKEY,  
SHARES HER TIPS FOR SALES TEAMS THAT ARE READY TO 
START EMPLOYING THE INBOUND METHODOLOGY.
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There may well be services you rarely 
offer when the market is buoyant, which can 
greatly help your client when the market is on  
a downward curve. The main thing is to support 
your customers as much as you can - offer 
them extra useful products and services but 
keep them relevant to your client’s context 
and don’t be pushy… Even if your sales team 
doesn’t sell to them now, they’ll remember  
you for it and buy from you later.

new business 

Identifying prospects can be challenging  
at the best of times. At Noisy Little Monkey  

we employ the Inbound Methodology to  
attract prospects (by creating useful content 
and sharing it on the website) and nurture them 
through their buying journey using contextual 
marketing automation. This means that a 
customer’s experience is tailored to them 
and I don’t have to make lots of cold calls to 
people who don’t want to speak to me. (phew!) 
However, when times are tough, your sales 
team might have to do a little bit of outreach. 
Identify organisations who are still able to 
operate and reach out to a relevant contact 
within each one with a short and 
helpful LinkedIn message or a video. 

You can call Katie on 0117 327 0171
Or email katie@noisylittlemonkey.com

noisylittlemonkey.com

mailto:katie%40noisylittlemonkey.com?subject=
https://www.noisylittlemonkey.com/


If you’re struggling to work out who is 
still	flourishing	in	these	uncertain	times,	
here are some tips your sales team can try: 

Check local business news 

● Spend time on social media 

● Speak to your network 

● Use websites like Crunch Base  
https://www.crunchbase.com/

● Check out who’s visiting your  
website’s service pages

Play the long game

If your organisation is lucky enough to  
have a war chest, you can play the long game. 
Even when there’s not a recession, few of  
your sales team’s prospects are going to spend 
their budget according to your timetable and 
sales targets and we’re heading into a pretty 
deep recession now. To survive and thrive 
you must adapt. Focus less on the products 
or services that you sell and more on what is 
important to your prospects at the moment

Here are some things you can try: 

 Create pertinent content for right now,  
such as conference call ice breakers 

● Attend virtual meet-ups, make some new 
friends and keep in touch with them 

● Be more active on social media  
and engage with your leads 

● Get your face out there - put out  
some video content 

Yeah, but do any of these work?

They do. Your peers might be telling you that 
they’re struggling to identify new prospects and 
win new business right now but I’m practicing 
what I preach and, using the ideas above, have 
won significant new business in April 2020. 

I encourage you to give it a go, what have 
you got to lose? Stay safe out in there and 
please connect with me on LinkedIn if you 
fancy discussing this more or just want a 
friendly chat with someone. 

And	one	final	note	for	your	sales	team

Remember, the sales industry has  
changed a lot in the last few decades.  
The power that used to be with the sales 
person is now with the buyer, so use this  
to your advantage and help your prospect 
make the best purchasing decision possible. 
There is no shame in working in sales anymore, 
as long as you’re helpful. People are feeling a 
lot of uncertainty at the moment in both their 
professional and personal lives, so guide them 
through your sales process with sensitivity, 
patience and integrity. They’ll remember you  
for it. That’s all from me, thank you for reading.

If you’d like more inbound 
marketing and sales tips from  
the team at Noisy Little Monkey, 
join them at the weekly Business 
as Unusual webinar, every 
Thursday at 3pm. 

Head to mnky.bz/bau  
to register.

Noisy Little Monkey is the  
digital marketing agency helping 
you increase traffic, leads, and 
revenue through SEO, marketing 
automation and sales enablement.  
A Diamond HubSpot Solutions 
Partner, they can help your 
business thrive. 

Editor’s  
Notes

OK,	first	you	need	to	accept	that	writing	 
alone isn’t going to be enough to get your  
blog visible. Cramming a sh*t-ton of keywords 
into the text won’t do it either. Finding that  
happy place between engaging content  
and SEO perfection takes skill and time. 

Before you write that amazing content
Think about why you’re writing your blog.  

If your blog is part of a website that sells a product  
or service then all content should be created with  
your client in mind. If you don’t have an ideal client 
fixing their challenges will make your job much harder. 

Do	your	research	and	find	out	your	keywords
It’s the second time I’ve mentioned  

‘keywords’ and now you’re looking at me blank.  
OK, this is what I’m talking about:

• Keywords - specific words you  
want your post to be found for

And while we’re on the subject,  
what about these:
• Long-tail keywords - very specific words  

and phrases that relate to your topic

HOW TO 
WRITE 
AN SEO 
FRIENDLY 
BLOG THAT 
PEOPLE 
WANT TO 
READ
SOUNDS LIKE AN 
IMPOSSIBLE TASK  
DOESN’T IT BECAUSE  
WE ALL KNOW SEO IS  
PURE WITCHCRAFT.  
AND BY THAT I MEAN  
IT’S REALLY TECHNICAL  
AND BEYOND MY  
MENTAL CAPABILITIES. 
WELL, I KNOW SOME  
STUFF ABOUT IT SO  
PLEASE DO CARRY  
ON READING.

thesarkytype.com 
info@thesarkytype.com

Sarah Wilson-Blackwell

Sarah Wilson-Blackwell is a Virtual Assistant  
that helps freelancers with blog writing and web-copy, 
website building and mailbox cover. If you’d like to  
find out more, click the link above.

ABOUT  
THE  
AUTHOR

05

https://www.crunchbase.com/
https://www.noisylittlemonkey.com/blog/9-conference-call-icebreakers-to-wow-your-participants
https://www.noisylittlemonkey.com/webinar/business-as-unusual
https://www.linkedin.com/in/krobertooo/
https://www.noisylittlemonkey.com/webinar/business-as-unusual
https://www.noisylittlemonkey.com/
https://thesarkytype.com/
mailto:info%40thesarkytype.com?subject=From%20The%20Helpful%20Little%20Marketing%20Book%20June%202020


Free tools such as Answer The Public  
are great to see what people are searching for. 
You can export the data too.

Think about the questions your audience will 
want answers to. See what other bloggers are 
doing around the subjects you’re interested in 
and research the keywords on those subjects.

But wait, there’s more…
When you pop a request into Google  
(there are other search engines available)  
you will also see a list of popular searches 
related to your topic. Take a look:

And when you get the search results  
you’ll also get this:

The ‘People also ask’ field, how cool  
is that for more help with your keywords?  
It’s really bloody cool!

I ALWAYS START WITH  
A TITLE, OR AT LEAST A  
WORKING ONE. ALL MY 
CONTENT SPRINGS FROM 
THERE, OTHER BLOGGERS 
DO IT DIFFERENTLY AND 
YOU PROBABLY WILL TOO.

Ok I can now figuratively high-five you 
because you now know what your audience  
is looking for and you have your keywords. 

Just like before, Google the type of 
content you want to write about BUT this time 
concentrate on the blogs that make the  
first page in the SERPs (Search Engine  
Result Pages). 

Pay close attention to the title structure and 
the description below it. This will give you clues 
on how to write eye-catching blog posts:

You want the title to hook the reader.  
More often than not people are looking for  
a solution to a problem. Your blog post  
could be that solution.  

Creating the body of the post
Where you can, tell a story. If you’re old 

enough to remember, invoke the spirit of Max 
Bygraves. If you were born after 1985, ignore 
that reference. Narrative gets the reader 
invested because humans function that way,  
it’s in our DNA to like a good yarn.

Pepper your content with your keywords, 
when I say pepper I don’t mean dredge the 
entire text to the extent it makes people cough.

What I mean is, it has to read well  
and make sense.

Besides, it will negatively impact your  
search engine ranking if you use too many 
keywords, the algorithm is an utter b*stard  
like that!

Talk to your audience directly, imagine  
they are sat beside you. We each have an 
individual voice and you will develop yours 
through practice. Use words that are easy  
to understand and avoid jargon at all costs. 

Blog structure
Plan your layout. Maybe think in terms  

of intro, middle and end. Lead your audience 
through the content. Make sure the text is 
relevant to the actual title. Break up large 
chunks of text into smaller paragraphs and  
use bullet points and pull quotes to make  
it look visually more appealing.

Other points to remember:
• Headings: Your title will be the only H1 

heading on your page. The rest will go  
down the hierarchy from H2, H3 and H4.  
Be consistent with your choices.

• Fonts: You’ll want something that’s clear  
and again, be consistent.

• Writing guide: It’s really helpful to develop  
a writing standard for how you communicate 
to your audience.

• Internal links: You can link to other related 
content on your website.

Adding images
When you upload your photos don’t leave 

their original file name in place. Change them 
to a title that makes sense to your post and 
always add something in the “Alt. Text” field.  
A sneaky way to add some keywords, naughty!

Add a Call To Action (CTA)

Good job if your reader has read all of  
the post. Don’t leave them hanging. Give them 
something to do next in the form of a CTA 
button (like the image above) or a ‘Subscribe’ 
link to your blog. Make it really easy for them 
to get more information and to get in contact 
with you.

Publish and promote!
Spread the word across all your social 

media. Preach the gospel that is your 
wonderful, helpful blog!

And wait…
SEO ranking doesn’t happen overnight.  

You have to wait for the pages to get crawled 
by the search engines so patience is indeed, 
a virtue. While you wait, start thinking about 
your next blog post. You’re going to need to 
create consistent, top-notch content to smash 
your SEO ranking. Remember SEO is a shifting 
sand. Algorithms are always changing, you 
never have time to rest when optimising  
your blog for SEO.

HOW TO WRITE A GOOD BLOG TITLE thesarkytype.com 
info@thesarkytype.com
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You could also consider using video as 
part of a multiple touch point strategy, using 
re-targeting and funnel strategies to reconnect 
with passing audiences.

If you’re looking to stay front of mind and 
build trust with an established audience you 
should choose to post your content organically. 
You must bear in mind that social channels will 
only show your content to a small proportion  
of your audience (with Facebook, estimates  
are around 5%). So being successful with  
this approach will require a consistent output  
of valuable content. 

What you don’t spend in ad dollars you’ll 
probably spend in time creating the content.

One advantage of this approach is  
that you will be able to experiment a bit more  
as you’ll be creating lots of different video. 
Trying a variety of approaches will help you learn 
what your audience responds to and give you 
valuable feedback as to their pain points and 
struggles. It’s worth setting up a spreadsheet 
or investing in tools like Sprout Social or Buffer 
Analyze to track views and engagement across 
content topics and channels so that you can 
look for shapes and patterns in the market.

Video evolves
 Marketing is always a bit of a roller-coaster. 

Just when you think you’ve got one channel 
sorted, it becomes saturated and stops 
working. Then you hear about another tactic 
that everyone is getting great results with and 
you have to get back on the learning train and 
figure it all out again.

When you throw in the curve balls that 2020 
gave us it makes for pretty choppy waters.

There’s no denying that digital and online 
marketing strategies are going to step forward 
over the coming months. 

They have to. 
There simply won’t be the same volume of 

events, awards, seminars, sponsorship or print 
media that we’ve had in recent years. And so 
one of the strategies companies are pivoting 
to is video, to harness the emotive, personal, 
direct ways of communicating that are missing 
from every day life. The natural buddy for video  

 
content is Social Media, but marketers that 
create content need to think carefully about 
how to combine the two otherwise they risk 
investing in a strategy that won’t deliver.
Organic Vs Paid

If you’re looking to scale your social  
audience and find new relevant prospects fast, 
paying to promote your content via platforms 
like Facebook Ads might be the best approach.

You should also consider hiring a copy writer 
or ad specialist to help you create a focused 
message that drives action and results.

Paying to promote bad content is a risky 
and expensive approach.

Most of the audience watching this type  
of content will be ‘cold’, in other words they’ll 
probably never have seen you or your services 
before, your message should consider this. 
Make sure you include more information about 
who you are and why others should trust you. 

“WHEN YOU THROW IN THE CURVE BALLS THAT 2020  
GAVE US IT MAKES FOR PRETTY CHOPPY WATERS”

DAVID 
KILKELLY 
IS A VIDEO CONTENT 
SPECIALIST WITH OVER  
30 YEARS OF EXPERIENCE.  
HE IS THE FOUNDER OF  
TWO VIDEO COMPANIES  
THAT HELP ENTREPRENEURS  
AND BUSINESSES CREATE  
POWERFUL MESSAGES  
AND WIN CUSTOMERS.

HOW  
TO STAY  
FRONT  
OF MIND  
WITH VIDEO 
IN 2020

remotevideoteam.com
blinkback.co.uk
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I set Leap up in 2004 because I knew in  
my heart that there was a better way to design. 
I’d been doing it for the previous few years 
working at The Eden Project here in Cornwall,  
and I had a lot of corporate experience from 
before that. Distilling that in to good design,  
with the environment in mind, was how and  
why Leap was set up. 

During my time at Eden, we watched  
different agencies come in and propose to  
do work, and when I looked at those agencies  
I saw that they had fantastic work, but that  
they seemed to only go green when a client  
was green. My thought was, why not just say,  
“all work is green”, and as a designer just 
challenge our clients. These last fifteen years  
have really been about challenging the norm 
around design, and being inquisitive - our mission 
is to redefine design to incorporate people, planet 
and profit. Leap’s values are thoughtfulness, 
curiosity, sustainability and optimism; it’s a positive 
way to address how companies can activate their 
own work and needs in the creative sector,  
to do better for people and planet.

THE BENEFITS 
TO YOUR 
BUSINESS  
OF BEING A  
B CORP
PART 1 :  
WHY BE A B CORP?

IN THE FIRST OF THIS THREE  
PART SERIES, B CORP AMBASSADOR  
MATT HOCKING OF CORNWALL’S LEAP 
DESIGN, SHARES WITH US HIS REASONS 
FOR PURSUING B CORP CERTIFICATION.
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Understanding the algorithm
Social media platforms offer access to both 

your established audience and to new contacts. 
Understanding how they use algorithms to do 
this will give you insight into the type of content 
you might create. 

When you publish a post on channels like 
Facebook and LinkedIn the algorithm assesses 
how useful or popular the content is. It does 
this by looking at engagement such as likes, 
comments and shares. 

When your existing audience engages with 
that post the channel will often show it to their 
audiences and push the posts rankings up in 
the feed.

This then allows new connections to  
view it and either connect with or follow  
you if they like it.

This viral capacity within social networks  
is important to understand because it means 
that when you create content you should try 
and create something that has broad appeal. 
Maybe it’s entertaining or controversial. 
Maybe it’s time specific to a holiday or event. 
The function of that video is to get people to 
interact, not to buy a product or service.  
You want the social network to reward you  
with reach and brand exposure and it will only 
do that if you provide value to your audience

Be careful not to get too distracted by this 
approach, however. It’s addictive to see those 
social media numbers swelling and get lots of 
views on a video but you mustn’t forget the 
part of your audience that might be starting to 
consider your offer more seriously.  

 
That audience needs more in-depth content 
that solves specific problems in more detail.  
The views for that type of video won’t be high, 
but the phone is far more likely to ring off the 
back of publishing it.

It’s always worth considering the full journey 
of your potential customers and creating for all 
stages of the journey.
Getting consistent

Don’t be afraid to outsource the parts that 
you struggle with. What might take one of your 
team 6 hours to edit could take an experienced 
editor 2 hours.

Whether you film in house or not, batching 
your content production will help a lot with 
time management and costs. Filming 6 videos 
in a day will save you time in setting up and 
also help you get into the flow. Now you have 
enough content for a couple of months, and 
you can shift your focus back to other activities

Next find a decent auto scheduler to push 
your content out to your networks. 

We love Co-schedule because it allows 
the user to schedule native video and create 
campaigns. In other words you can plan out 
a posting schedule and then just drop a new 
video into the campaign rather than having to 
set up individual posts each time.

If you get organised in these ways, it’s 
possible to create enough content for up to 
three months in just a couple of days. 

Not only will you be front of mind constantly, 
but you’ll be building serious good will and 
authority with your audience.

Learn more about video strategy, creation and publishing on David’s  
YouTube channel or by following him on LinkedIn.

remotevideoteam.com
blinkback.co.uk
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We were already confident that we were 
doing good, but had never found a system that 
encapsulated that goodness or shared it until 
I discovered B Corp.  At Leap we’re proud of 
our attention to detail and our thoughtfulness 
over every pixel being powered by renewable 
energy, every pixel being carbon neutral, every 
piece of paper recycled or a minimum of FSC 
certified; knowing where our own work comes 
from, and lobbying our own supply chain to be 
better and to see the opportunities.   

We’ve always worked like this, but within 
this has always been the need to authenticate 
Leap, this constant query from people of “what 
makes you green?”  We’ve done ISO 14001, 
BSA555, we’ve done Investors in People, and 
they’re very good for certain businesses, 

but they all felt a little bit like tokenisms.  
We learnt about environmental management 

systems, sure, but is it right for a design team 
of a handful of people to be doing  
such rigorous environmental management 
systems certification? And then there were and 
are other marks and brands out there which 
you can pay for, to have your business audited 
and certified, and again I’m not dismissing or 
saying anything bad about those schemes, but 
they felt like it was just a contract of, “are you 
doing this?” and giving them some money.   
I needed something that really sifted through 
our business. B Corp was always this thing 
that, once I found it in 2008, I thought  
“wow, this is looking at all of the things that 
I’m already doing, but it’s really sifting for the 

golden nuggets and the truth behind  
our organization.” Once we achieved 
certification as a B Corp in 2017, it was like  
a cold shower on a really hot day, it just felt 
so right for the business. 

Certification put us into an ever-improving 
cycle and working framework. It’s called the 
Business Impact Assessment, but really it 
should be the Business Impact Tool, because 
it is a tool for all of us, whether we are B 
Corps or not, to learn about our businesses, 
continually improve our businesses, and 
continually improve our engagement 
with people, planet, our customers, our 
stakeholders, and our communities. For us, 
becoming a B Corp has been an integral and 
an inspirational change point in the business. 

And in some ways, and I say this quite a lot in 
conversations, it’s helped us to grow up; we’re 
designers so we’re good at design but maybe 
the paperwork and things like that, we’re a 
little bit less good at. This makes us much 
more accountable to ourselves, even besides 
the people and planet. It’s prompted us to do 
things the right way - keeping information all in 
one easily accessible place, enhancing policies 
to make us a better business, to help us retain 
the people we have, who we really, really, value. 
 In the next issue, Matt discusses the 
positive impacts to people, planet and purpose 
that being a B Corp brings to a business.

If you’d like to learn more about 
the road to becoming a certified 
B Corp, get in touch with Matt on 
matt@leap.eco or book a free  
60 minute consultation with him 
via his Calendly.

leap.eco.  
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Then suddenly…click. It’s the tune from 
‘washing machines live longer with Calgon’  
(if you didn’t sing that in your head as you  
read it, you’re lying).

Love them or hate them, these are called 
‘ear worms.’ The jingles that you just can’t get 
out of your head and will forever remind you of 
one particular brand. Personally, Queen’s Flash 
will never be the same again thanks to that 
bloody singing dog.

Radio really is going through a renaissance 
right now. It’s had to sit on the sidelines with the 
rise of streaming platforms like Spotify and the 
like in recent years, but with more people being 
forced to stay at home than ever before, more 
and more listeners are tuning back in to their 
favourite stations for their music fix.

Local radio stations are reporting a 30% rise 
in listening through Smart Speakers alone, with 
one RSL station saying their online listening 
figures doubled in March compared to February 
when the coronavirus lockdown fully took force. 

That’s mega – the station said they had their 
“best-ever online figures” in March, and then 
again in April. The best part is that their stats 
look set to continue this upward trend for the 
foreseeable.

Couple this with all of those people listening 
for a lot longer as well as enjoying the company 
of someone other than the people they’re 
locked down with (which presenter has become 
your new best friend?) and it seems like their 
audience is tipped to be sticking around for 
good.

Could your brand put a jingle out to  
rival the “ba dah ba ba baa” of McDonald’s  
or “the holidays are coming” of Coca Cola?  
Is there a whole cross section of audiences  
that could be hearing your message instead 
of someone else’s…? 

As the figures show, right now is the perfect 
time to think about radio advertising, so here 
are our top tips on how to make a kickass ad  
to cut through the noise.

HOW TO MAKE A KILLER RADIO AD
THE RENAISSANCE OF RADIO: 

EVERYONE’S BEEN 
THERE. WE’VE ALL BEEN 
WHISTLING A TUNE OR 
SINGING A DITTY OVER 
AND OVER AGAIN AND 
CAN’T QUITE PLACE 
WHERE IT’S FROM. 

I know I’ve spoken about having a jingle to rival the heavyweights 
of McDonald’s and Coca Cola, but you don’t always need to have 
an ear worm up your sleeve to hook the listener in. Perhaps you’ve 
booked a month-long campaign – why not rotate your messages 
weekly around a core theme instead? How about having a 
positioning statement or a particular hashtag to encapsulate the 
campaign? Odds are your sign off will include your brand’s identity, 
so as long as there’s a powerful punch behind it (this goes back 
to having the right music/voiceover artist) you’re one step closer 
to your messages being the ones the listeners remember. Have it 
played on repeat, and you’ve got an ear worm of a different kind - 
“have a break, have a KitKat,” anyone?

5. DON’T 
PANIC 
ABOUT 
NOT 
HAVING A 
JINGLE

It can be frustrating trying to find that perfect piece of music 
to suit both the flow of the words and the impact of the message; 
too soft and it might fade into the background, too hardcore and 
it could overpower what you’re saying. It’s best to settle on what 
you want the listener to feel after they hear it right from the very 
start so that you can find music to complement your messages. 
Do you want them to feel empowered? Pick a chest-beating tune. 
Compassionate? Go with something a little softer and caring. 
Invigorated? Enthusiastic and upbeat is the one.

2. THE RIGHT 
MUSIC CAN 
MAKE IT

You’re not just confined to a straightforward 30 second advert,  
you know. Play around with the space; start with a 10 second 
teaser at the start of the ad break and then come back in with 
the full shebang at the end to own the entire section, don’t 
mention your brand at all for the launch message (risky, but very 
powerful with the right jingle) or hire in a famous voice to make 
your ad instantly recognisable. Radio advertising is all about being 
remembered – so make sure you stand out from the crowd.

3. BE 
ORIGINAL

30 seconds might not sound like a lot of time, but it can either 
drag or feel to full depending on the script and how many words/
messages you’re trying to tell the audience at once. Our top tip 
is to leave just enough breathing space to give the listener some 
thinking time and to let the message resonate with them.

4. DON’T TRY 
AND CRAM 
TOO MANY 
MESSAGES 
INTO ONE

RHEA HEALY
CREATIVE CONTENT 
WRITER 
rhea@idenna.com 

1. Writing a radio script is a completely different discipline than  
writing for social media, blogs, press releases or anything else  
in between. The rules of language seem to get flipped around and 
it can feel a little lawless at times, but go with it. Just remember to 
be authentic and playful alongside getting your key messages in so 
that your brand’s personality shines through. Other than that, the 
sky is the limit.

CONTENT 
IS KING

idenna.com 
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The truth is none of us truly know – but 
there are steps we can take to safeguard our 
brand, our story and to communicate what 
we’re doing with our audiences, to keep the 
relationships alive that we have worked so hard 
to cultivate. 

Hospitality and tourism businesses look set 
to open from early July. Communications and 
marketing have never been more important to 
organisations as they seek to get the message 
out there that they’re open for business, while 
navigating the social changes that have come 
during this ‘new normal.’

Customers are focusing on local and  
ethical organisations, and are prioritising 
wellness and health.

This period of lockdown has seen 
many changes in customers attitudes and 
behaviours, and as a business it is important 
to recognise these and adjust your marketing 
messages to reflect this. According to a recent 
YouGov poll, only 9% of people want life to 
return to normal following the lockdown – the 
cleaner air, the slower pace of life, shopping 

locally and regular exercise have seen  
Britons focus more fully on their quality of life. 
Wellness, health and physical and mental  
well-being are top priorities for many people 
who want to continue these social changes 
even after life returns to some kind of normal. 

How will your business reflect this?  
How do you reflect their wish for more ethical 
and socially conscious choices?

There is also going to be a continued desire 
for information about how you will be keeping 
your customers safe. Communication about 
the measures you are taking to protect them is 
essential and should be an integral part of your 
messaging in the coming months. 

What are you doing about customer  
flow around your site? How has your car 
parking changed? What cleanliness measures 
are in place? What activities can you create to 
ensure you don’t create hotspots of groups  
in one place?

Evaluate your brand and messaging
Your organisation will have worked hard 

to establish an identity - who are you, what 
are your values and how they speak to 
your key audiences. What does the world 
around you want right now? In light of the 
changes to customers mindsets, are you still 
communicating with them in the right way? 

Communicate regularly and openly with 
your audience. Take time to review how your 
potential audiences view you, and whether  
your brand messaging says about who you are. 
Focus on what your customer needs right now, 
and how you are going to give it to them. 

Keep communicating with your  
local community

Local audiences are going to be a vital  
part of the South West tourism economy 
getting going again, as stay-cations and  
near-cations become a reality. International 
travel is unlikely to be on the agenda for UK 
citizens during 2020, and anxiety over the 
pandemic means domestic travel - especially 
close to your own home - is likely to be the 
norm for holidaymakers this year.  
This means it’s even more vital to keep your 

local community on side.
There needs to be a balance between 

opening the South West up to visitors again, 
without placing a strain on our resources and  
a risk to our residents. Be mindful of this in  
your messaging. 

Be open and honest in all communications, 
ensure every step is in line with Government 
guidelines and emphasise your focus on 
the safeguarding of health for all concerned. 
Make sure that you are managing your social 
media channels and responding in a calm and 
measured way to all questions or criticisms  
as you reopen the business.

Produce meaningful content
All organisations have customer data and 

research available to them – but are you using 
it to inform your decision making? Look at your 
customer data, tidy up any contact lists that 
are out of date, ensure GDPR compliance, and 
then drill down into who your audiences really 
are? Where are they? Who are they?  
What do they want? Use what you already 
know about them to inform your campaigns 
moving forward. Keep in touch with your 
audiences via email marketing. Share your 

WHAT NOW  
FOR THE 
MARKETING OF 
OUR TOURISM 
BUSINESSES?
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In the early stages of the pandemic, businesses were fighting for survival. 
Some closed their doors, while others pivoted in order to stay afloat.  
As we all start to lift our heads above the parapet as the country starts  
to slowly move again, the question on everyone’s lips is: 

What should we do now?

THE HELPFUL LITTLE MARKETING BOOK JUNE 2020 Photos by Benjamin Elliott on Unsplash

https://unsplash.com/@benjaminjohnelliott


content with them.
Many businesses - including theatres and 

large visitor attractions - have streamed content 
online. With the increased website traffic and 
social media usage, make sure you’re using 
video, photography and virtual or augmented 
reality. These things showcase your offer, 
have a huge part to play in the planning and 
inspiration stage of any trip planning, and 
remind your most loyal customers of the best 
you have to offer. 

Keep sharing your voice and your story - 
make sure your business is still visible during 
these strange times. Keep those relationships 
going that you’ve worked so hard to cultivate. 

Reviewing strategy, collateral  
and campaigns

You will have had your plans in place for 
2020 - but what do they look like now things 
have changed? What is your marketing strategy 
moving forward? People are using websites 
and social media more than ever before - are 
your digital platforms fit for purpose or do they 
need reviewing and improving? How do your 
2020 campaigns need to change to reflect the 
change in focus of your audience? 

Collaborations and partnerships
It will take time for the South West tourism 

industry to recover from this - a recent report 
from the National Coastal Tourism Academy 
(NCTA) says that coastal tourism in the UK will 
need investment for the next three years to help 
us to bounce back. The pandemic has shown 
that as a community, we are stronger together. 
Utilise your relationships with other tourism 
businesses to collaborate.

Use the regional bodies that are there  
to support you – Cornwall Association of Tourist 
Attractions (CATA), Visit Cornwall, Cornwall 
Chamber of Commerce and Cornwall and 
IoS LEP to name a few. South West Tourism 
Alliance is another great industry partner.  
These organisations exist to support SW 
tourism businesses, to lobby for their needs 
and to help to forge working relationships.  
Use them! They’re invaluable sources  
of support. 

Now is not the time to pause your marketing 
- now is the time to make sure people know 
who you are. Use this period to review your 
brand, your messaging, your campaigns and 
your story. Become the organisation you’ve 
always wanted to be and that your audiences 
need you to be. Use the lemons that 2020 has 
given us and try to make lemonade. We can 
emerge from this stronger and more focused. 

Hanna Mepstead 
Freelance Marketing
07710 266140

HOW TO PUT 
ON A GREAT 
NETWORKING 
EVENT (even when it’s  

 all a bit f*cked)
THE UK’S EVENT INDUSTRY  
WAS REPORTEDLY WORTH 
£42.3BN AND RESPONSIBLE  
FOR 570K FULL-TIME JOBS  
IN 2019. RELYING ON FACE  
TO FACE INTERACTION, IT’S  
NO SURPRISE THAT THE  
SECTOR HAS BEEN ONE OF  
THE HARDEST HIT DURING  
THE LAST FEW MONTHS  
BUT THERE IS HOPE!

Restaurants and hotels are planning to reopen in July which means it’s time to get your head  
back in the game and start thinking about your next amazing event. I’m pretty sure most people  
will be craving a networking opportunity that doesn’t involve the words 

“Karen, can you see me?”

FORMER MARKETING EXECUTIVE AT FLYBE  
TRAINING ACADEMY, HANNA, IS PUTTING  
HER MARKETING SKILLS TO GOOD WORK  
AS A FREELANCE MARKETEER.

12

LAUREN WEBB IS THE FOUNDER AND  
DIRECTOR OF ROSCOE COMMUNICATIONS,  
A CORNISH MARKETING AGENCY 

SUPPORTING BUSINESSES IN THE SOUTH WEST IN ALL  
ASPECTS OF MARKETING AND COMMUNICATIONS.
Services include strategic marketing consultancy, creative design and print, web development,  
social media management, campaign planning and audience research and segmentation.  
She also manages marketing and communications for Cornwall Association of Tourist  
Attractions (CATA), a regional body representing Cornwall’s top visitor attractions. 

talktoroscoe.com 
lauren@talktoroscoe.com
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Define	what	it	is	you’re	aiming	to	achieve.
Every networking event should aim to build 

a community and share services but what else 
do you want from your event? At the Flybe 
Training Academy our goal was primarily to 
showcase our venue but hard selling wasn’t  
top of our agenda. By utilising our facilities 
(hello flight simulator and evacuation slide!), 
focussing on local produce and giving our 
attendees great customer service, not only  
did we gain new clients, we created a new 
group of networkers in the region happy to  
talk freely (and positively) about our venue 
which became our main marketing channel.

How can you add value?
How great is it to go to an event (paid or not) 

and receive something delightfully unexpected? 
It doesn’t even have to be that innovative!  
At a marketing seminar I organised, we created 
a theme of ‘Digital through the Ages.’ As well 
as running this through all of our marketing 
collateral, we provided Mario Cart style boxes 
which housed retro sweets, Pacman cupcakes 
and Tamagotchis. Directly related to the topics 
being talked about? Probably not, but each 
person came away with an unusual touch  
that kept them engaged long after the event 
had finished.

Choosing when and where. 
Timings have always been tricky as  

you are never going to please everyone but 
if you’ve done your homework on your buyer 
personas you’ll know when the majority of your 
audience is likely to attend. Trialling different 
times is also key to getting it right but generally 
Tuesdays -Thursdays are best for networking 
events (unless alcohol is involved!) and early  
AM doesn’t usually accommodate school  
runs or long commutes.

Date-wise, trying to avoid your main 
competitors is a good idea if you’re starting out 
(or feel like being courteous) but it’s not always 
possible. Planning your event 6-8 weeks ahead 
is enough time to see what else is on but not so 
long that someone will get in there before you.

Venue is SO important. Your venue should 
reflect the level of your event and the ticket 
price will no doubt take that into consideration. 
Comfort of your guests should be at the heart 
of your venue choice - bad customer service 
will not be forgotten! However, if your venue 
gets that right, most other things can be 
forgiven. Make sure your venue is easy to find 
or send clear instructions beforehand - nothing 
worse than having a load of people turn up 
p*ssed off because they’ve had a horrible 
journey in.

GETTING PEOPLE TO SIGN UP  
(AND ACTUALLY TURN UP)!
TAKING THESE STEPS SHOULD HELP YOU GET  
THE NUMBERS YOU WANT WITHOUT SPENDING  
TOO MUCH MONEY:

Collate a list of people based on your buyer personas  
that you want to see at your event. Try and aim for a list  
3x larger than desired numbers.

Send out targeted invites to your list via phone/email/ 
social networks. (GDPR compliant of course).

Around 40% (maybe the hardest to reach) of these  
should also receive an offline version - colourful envelopes  
and handwritten (old school but it works)! 

Create engaging, relatable social media content.

Call upon your networks and contacts  
to help spread the word.

Once you’ve got the sign-ups DON’T FORGET ABOUT THEM! If you’ve left plenty of time you 
can get out regular emails (I wouldn’t go above once a week) in the lead up to the event, revealing 
more information or involving them in activities that can then be used on the day. 

Be flexible and empathetic when it comes to ticket prices - especially at the moment. Now is the 
time to show how great you can be as a business so price up fairly and be as helpful as possible. 

Worst case scenario
With hand shakes, buffets and nothing ‘normal’ available at the moment, make your  

event an experience. Look in to VR, AR and anything that you can immerse your guests in  
whilst being socially distanced. Most people will be craving fun and laughter so put on an  
event that creates that. 

Just please, don’t use  
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5 MISTAKES YOU MAY  
BE MAKING WITH YOUR 
MARKETING MESSAGING  
AND HOW TO FIX THEM

WE’VE ALL DONE IT, SPENT HOURS  
CRAFTING MARKETING MESSAGES  
ONLY TO FIND THAT ON LAUNCH,  
NOTHING HAPPENS. SALES DON’T  
GO UP. THE RESULT UNDERWHELMS 
YOU, AND YOU’RE LEFT FEELING  
MORE THAN A LITTLE DISAPPOINTED.  
WORSE, SO ARE YOUR TEAM, YOUR  
BOSSES. SO WHAT WENT WRONG?

Everyone wants to deliver marketing messages that captivate their audience and compel their 
customers to buy. So avoid these five common mistakes made by many marketers. Any one of 
these mistakes will reduce your effectiveness in generating leads and making sales, and that is 
costing you money. 

The fact is we don’t buy the best products and services; we 
buy the ones we can understand the fastest. So, if you are 
forcing your customer think too hard about how you will add 
value to their lives, they will go back to their friend Mr Google 
to a competitor who speaks more clearly than you do. 

Who would you rather buy from:

Company A: “In today’s highly competitive world, our robust 
platform is designed to you to evaluate and optimise sales 
performance.”

or 

Company B: “We help you track your sales figures,  
the easy way.”

Speak in clear and simple language and get straight to  
the point. Complicated doesn’t cut it. Neither does cute  
and clever. Keep things clear and simple.

YOU’RE 
CONFUSING 
YOUR 
MARKET

It’s too easy to get blind-sided by beautiful creative.  
But, as marketing guru, David Ogilvy once said, “I do not 
regard advertising as an entertainment or an art form but  
as a medium of information. When I write an advertisement,  
I don’t want you to tell me that you find it creative. I want  
you to find it so interesting that you buy the product.” 
Always focus on speaking the words that make people  
want to buy.

YOU LET 
DESIGN GET 
IN THE WAY 
OF WHAT YOU 
ARE TRYING 
TO SAY.

We know that in stories when the problem is resolved,  
the story ends. The same is true in marketing. Stop talking 
about your customers’ problems, and they will stop listening. 
Are you making it clear what problems you solve? If you’re  
not, you risk missing out to your competitors’ who do.
When we correctly identify their problems, we show customers 
that we’re a brand that understands them, and this increases 
the willingness of our customer to connect with our brand  
and what we have to sell. 

YOU’RE  
NOT TALKING 
ABOUT YOUR 
CUSTOMERS’ 
PROBLEMS.

If you don’t show your customers how buying from you  
is going to make their lives better, then they have no reason  
to buy. “Never assume people understand how your brand  
can change their lives. Tell them” (Donald Miller). Be specific 
here. Tell your customers exactly what their ‘happy ever after’ 
will look like if they buy from you. 

And, you don’t need to rely on words here. The images  
you choose are equally important in helping customers to 
visualise what success will look like when they do business 
with you. Chose pictures of happy people using your product/
service and, in most cases, you can’t go wrong.

YOU DON’T 
SHOW 
CUSTOMERS 
A VISION OF 
SUCCESS.

Most businesses avoid answering some of the  
most commonly asked questions. What’s one of the most 
frequently asked questions? How much is it going to cost.  
Yet, outside of e-commerce, very few businesses make it easy 
for customers to see prices at a glance. Considering that price 
is a consideration for most buyers, make it easy for them to 
find what your costs are to make it easier for them to move 
forward and do business with you. 

YOU’RE  
NOT TELLING 
PEOPLE WHAT 
THEY WANT 
TO KNOW.

cornishmarketing.co.uk 
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We know that in stories when the problem 
is resolved, the story ends. The same is true in 
marketing. Stop talking about your customers’ 
problems, and they will stop listening. Are 
you making it clear what problems you solve? 
If you’re not, you risk missing out to your 
competitors’ who do.

When we correctly identify their problems, 
we show customers that we’re a brand that 
understands them, and this increases the 
willingness of our customer to connect with our 
brand and what we have to sell. 

What else do they want to know? They want 
to know what other people think. In today’s 
world, people will trust total strangers far more 
than the marketing materials that you produce. 

They need social proof that the product/service 
that you are offering is as excellent as you say 
it is. Including testimonials, reviews and case 
studies will show that you have the authority 
and credibility that your customers are craving. 
Make sure you include them on the marketing 
collateral you produce.

So, when you’re next looking at marketing 
strategy, focus your efforts on the clarity of your 
messaging. Speak clearly, and your message 
will rise above the noise, and your customers 
will listen.

Fix these five errors, and you will be on the 
road to generating more leads and making 
more sales.

Want my 
Help?
As a StoryBrand certified guide, I’m here  
to help you make sure that your marketing  
is working for you and not against you. 

I can help you create a clear message that 
will captivate your audience and grow sales. 
Get in touch for a free one hour marketing 
consultation to see if we’re a great fit 

belinda@cornishmarketing.co.uk 
or 07436 884807

Make the best of your time by expanding 
on what you love and teaching yourself 
something.  
Some free resources here that might be 
useful.

HubSpot Inbound Marketing – free 
certification course

Facebook Blueprint – free online training  
for advertising

Econsultancy – achieve excellence in  
modern marketing

Instagram Training
CIM Courses – qualification in  
professional marketing

IDM – digital marketing qualifications

Google Digital Garage – free online  
marketing training

Adobe Classes Online – LinkedIn  
Learning (free trial)

Writing Great Content course

Google Analytics Academy
Digital Marketing courses
SEM Rush Academy
Future Learn
You can also take a look at some 
Marketing-based career paths, to figure 
out your progression as well as salary 
benchmarks and where a career in 
marketing could take you.

PR & Communications Career Path

eCommerce Career Path

Advertising & Media Career Path

SEO, Content & Social Career Path

ON FURLOUGH? 
RESOURCES FOR 
MARKETING TALENT

It’s not a reflection on ‘how well one does as  
a business’ or ‘how good one is at their job as an 
individual’, it’s the harsh reality of this situation we are in 
as the result of an economic downturn. Furlough doesn’t 
discriminate. But what to do during this time? Here, we’ve 
collected a whole bunch of online resources and courses 
recommended by the experts, as well as our existing 
internal guides that might take the interest of marketing 
people and those looking to upskill within this sector.

TEMPORARY  
LAYOFFS ARE AN 
UNFORTUNATE  
REALITY FOR MANY  
OF OUR CLIENTS  
AND CANDIDATES  
AT THIS TIME.

UPSKILL

adlib-recruitment.co.uk
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READ
Some blogs that are useful.

Unbounce – a platform that helps 
marketers create, convert, integrate, 
and optimise landing pages.

Quicksprout – a guide by Neil Patel 
on everything digital marketing.

Sprout Social
HubSpot
The	Buffer	Blog
The Moz Blog
The SEM Rush Blog
Bristol Media
The ADLIB Blog – featuring thought-
leaders, careers, tips & advice

LISTEN & 
WATCH
Learn new things and multi-task at the  
same time. Here, a collection of some 
marketing-focused podcasts and 
webinars  
to keep you educated and entertained  
during your time on furlough.

Digital Marketing Podcasts

Content Marketing Podcasts

SEO Podcasts

Paid Media Podcasts

Social Media Webinars

General Marketing Webinars

Meetups and online communities are a great 
way of learning new skills, connecting with 
other marketing professionals and finding out 
more about where our industry is going next. 
There is plenty still happening online.

The Rules of Engagement – Bristol

10 Marketing LinkedIn Groups To Join
Digital Marketing Meetups
Social Media Marketing Meetups

JOIN ONLINE MEETUPS  
& MARKETING COMMUNITIES

ARE YOU WORKING  
ON SOMETHING NEW  
AND YOU’VE HIT A WALL?  
ARE YOU WORKING FROM 
HOME AND IN DESPERATE  
NEED OF A LISTENING EAR? 
ENTER OUR ‘ASK OPTIX’ COLUMN!

AS A BUSINESS, WE’VE BEEN IN THE DIGITAL 
INDUSTRY FOR 20 YEARS, AND NOW SPAN 
WEBSITE DEVELOPMENT AND DESIGN, DIGITAL 
MARKETING, AND DIGITAL TRAINING, SO IT’S 
LIKELY WE’LL HAVE SOMEONE IN OUR TEAM 
WHO CAN HELP. 

Send us your questions, concerns or musings and we’ll put 
together some actionable advice and tips for you, from experts  
who have worked with the likes of Oxfam, Lidl UK and the Met 
Office in their careers. No question too big or too small, we look 
forward to hearing from you.

As a full service Digital Agency, with our own digital skills  
Academy, we know where to find lots of great resources and it 
seems criminal not to share them during this time. The Optix Digital 
Academy has only been running 6 months, but we’ve seen great 
uptake from local businesses - showing that there’s an appetite  
out there for learning. Whilst our training is a paid for service,  
some of the suggestions overleaf are free; there really is  
something out there for everyone if you look for it.

Email ask@optixsolutions.co.uk  
or use the hashtag #AskOptix on Twitter or LinkedIn 

for Academy enquiries mail academy@optixsolutions.co.uk  
for anything else mail info@optixsolutions.co.uk 

or call 01392 667766

CONTACT 
OPTIX

optixsolutions.co.uk
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1. The Optix Digital Academy 

We can’t not mention our own service, sorry! All of our training is currently run virtually, but we  
offer multiple different options for set up. We’ve got a set Academy programme running once 
a month, you can ask for bespoke training one to one or in a group, or we can create bespoke 
programmes to offer in a group setting e.g. 4 sessions all linking to each other as a  
‘fundamentals of digital marketing’ course. 

2. The Shopify Academy
For users of Shopify (popular ecommerce platform), this resource is completely free, so it’s almost 
essential that you sign up! If you’re running a Shopify site already, or if you’re thinking about getting 
one, it’ll help you use the platform more effectively and in turn you’ll see the results in your business. 

3. Yoast Academy
For users of Wordpress (popular website platform), you’ll probably recognise the SEO plugin  
named Yoast. It’s efficient to use, it gets results and you can find a lot of help on the Yoast 
Academy. This Academy is ‘freemium’ so you can access some content for free, but there is  
a paid level too. Even without formally subscribing, there are great tips to be found on their  
blog and in their email newsletter.

4. Later
If you’re using Instagram, either for paid advertising, or just as a social platform for your business, 
then this is one for you. Later are the team behind an app that allows you to schedule Instagram 
posts and stories, and their newsletter is gold dust. Their blog also contains a plethora of best 
practice articles and great ways to incorporate strategy. 

5. Moz Academy
Anyone who’s anyone in SEO knows about the Moz Academy, as they cater for beginners as well 
as seasoned SEO pro’s. Slightly more formal in their set up, they offer set courses on a wide range 
of SEO tactics and practices. At the moment, their entire Academy is being offered online for free 
which is not something to be sniffed at – they can work out quite pricey usually!

6. YouTube Creator Academy
Another free offering, you can learn anything about YouTube here, right from the basics of getting 
discovered and creating videos, through to reporting insights and commercialising. YouTube has 
come out on top in the last few months, and we’re seeing video trends absolutely rocket – it’s a 
fantastic medium to communicate with customers or contacts at a distance!

7. Leet Code
Whilst a slightly more technical aspect, coding and developing is still part of the digital sphere and 
perhaps something to learn a little more about. Leet Code is another ‘freemium’ offering with plenty 
of content to access for free, but plenty more on their premium subscription. They also offer training 
for technical interviews, so definitely one to look at if you’re wanting to start out in a coding career. 

8. Facebook Blueprint
Another essential if you’re in the digital marketing or advertising world – why expect success 
without learning your craft? This free resource base offers beginner, intermediate and advanced 
topics to help you with anything from the theory and strategic tactics that go behind ads, through  
to how to put together winning campaigns. 

9. Google Digital Garage
Their Fundamentals of Digital Marketing course is the best recommendation for beginners to the 
digital world that we can think of. Again it’s free, and the breadth of topics covered is astonishing. 
If you do the whole course, it’s accredited by the Open University, but you can also dip in and out 
of modules to learn what you need. If you’re looking for an introductory overview that isn’t too 
simplistic but still easy to digest, then this is for you. 

10. Hubspot Academy
Finally, the Hubspot Academy offers a slightly different angle by focusing on sales strategy and 
growth. If you work with Hubspot as a tool, this is a great resource for utilising it in the right way to 
efficiently grow your business, as well as an overview in other areas of digital. The lessons are free, 
but potentially not so useful if you’re not currently using the Hubspot interface.

So there you have it, a run down of 10 resources we love to use to upskill in our own team, or that 
we recommend to our contacts and clients. There’s always more to learn with digital as it’s always 
changing, so whether you’re a beginner or you’ve been in the industry for years, give it a go and try 
out some of these resources and we’ll see you there!
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Every individual, every business and every 
organisation has their own unique story…and 
the great thing about your story is that no one 
else can replicate it.

Telling a great story about your brand will 
resonate far more than quoting pedestrian and 
generic messages, or pure statistics.

In fact, research by American Psychologist 
Jerome Bruner, suggests that messages 
delivered as stories can be up to 22 times  
more memorable than facts.

But to truly resonate your story needs to  
be authentic, relatable and, above all, told well.

One of my favourite brand stories is that of 
British luxury watchmaker Bremont. Not only 
was the company founded by two brothers 
in memory of their father who died after the 
vintage plane he was flying crashed, the 
company takes its name from a French farmer 
whose field the siblings were forced to make an 
emergency landing in, again after taking to the 
skies in an old aircraft.

They have gone further still and brought 
history to life in some of their limited edition 
timepieces by incorporating materials from 
HMS Victory, Bletchley Park and the Wright 
Flyer, among others.

So successful has their storytelling been 
that Bremont watches are now seen as serious 
contenders to the more traditional, and well 
established Swiss timepieces.

Very few of us can match the Bremont 
brand story and sometimes yours may  
not seem that obvious but I guarantee you  
have one. Ask your team, your customers, 
family and friends what they think it is and  
then start thinking about how best to tell it.

When a rival company is just a mouse click 
away, how do you stand out from the crowd? 
A good story is a great place to start but what 
else can you do to ensure that you are the ‘go 
to’ business in your field?

Put simply, you’ve got to be different from 
the rest. Celebrated marketeer Seth Godin 
summed the concept up neatly in a book called 
Purple Cow. His lengthy analogy was that if you 
drove past field after field of ordinary cows, your 
brain would switch off... but if you suddenly 
saw a purple cow. Boom! You’d take notice.

So, that’s what you need to do in business. 
Now, we are not advocating that you paint your 
building in red fluorescent rainbow colours, 
unless you want to, but you do need to find 
your own purple cow.

It might be your exceptional, no-quibble, 
money-guaranteed, customer service 
approach, the fact that you donate a 
percentage of your profits to animal charities, 
or that you are one of top 100 companies in 
the UK to work for. Find your thing and shout 
about it!

YOUR FIVE 
EASY STEPS 
TO PR AND 
MARKETING 

SUCCESS
IN TROUBLED TIMES,  
THE TEMPTATION TO REIN  
IN YOUR MARKETING AND PR 
SPEND IS HIGH, BUT THAT COMES 
WITH A SIGNIFICANT RISK.

DURING THE CORONAVIRUS PANDEMIC, MEDIA CONSUMPTION SPIKED 
ACCORDING TO RESEARCH BY JP MORGAN AND THAT’S UNLIKELY TO 
SIGNIFICANTLY CHANGE ANY TIME SOON, WHICH MEANS A LARGER, 
POTENTIAL AUDIENCE FOR EVERY (SWITCHED ON) BUSINESS.

In an ever-changing world, developing  
a clear strategy that underpins your 
business goals and objectives is key. 

With the right approach you will be able 
to better leverage potential new customers, 
contacts and collaborators.

At Astley Media, we’ve worked hard to make 
the complicated business of PR and marketing 
in the social media era a little more tangible.

We believe that there are five pillars you 
need to have in place if you really want people 
to know about, and understand, what you do.

And that has never been more important 
than in this current, uncertain, climate.

By following our unique Five Steps 
approach, you will create a solid platform  
for your business to build upon over the  
weeks and months ahead. So, let’s begin!

STEP ONE :  
YOU THE STORYTELLER

STEP TWO :  
STAND UP, STAND OUT

astleymedia.co.uk
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We strongly believe that in 2020 it’s not 
good enough just to be in business to make 
money. Of course, that is a priority but, 
increasingly, companies are recognising that 
they have a ‘higher purpose’.

Really smart brands are building ‘go-giving’ 
into their corporate model.

Take, for instance, Bird sunglasses  
https://birdsunglasses.com which has 
become the first UK eyewear company to 
become a certified B Corp.

Certified B Corporations are a new  
kind of business that balance purpose and 
profit, and are committed to prioritising the 
environment and society in the way they do 
business. They are third party verified and 
legally required to consider the impact of 
their decisions on their workers, customers, 
suppliers, community, and the environment. 
This is a global movement of people using 
business as a force for good.

With each pair of Bird sunglasses 
purchased, a family in Africa benefits from 
a solar lamp. These solar lamps replace the 
standard kerosene lamps that are in most 
households. By eliminating dirty kerosene 
lamps, families benefit from better health, 
leading to better mental wellbeing, fewer hours 
of work and school missed and enabling people 
to be more productive, as well as saving CO2.

There are lots of other examples of 
companies balancing their corporate and social 
responsibilities including Toms which gives 
a pair of shoes to a child in need for every 
pair sold and Patagonia which campaigns for 
change from supporting youths fighting against 
oil drilling, to suing the US president.

UK national newspaper sales have fallen  
by nearly two-thirds over the last two decades, 
according to analysis of ABC circulation data by 
the website Press Gazette.

The stark statistic shows the extent of the 
devastation that digital disruption has wrought 
on the traditional print-centric newspaper 
business model.

In January 2000, 16 daily and Sunday 
paid-for national newspapers had a combined 
circulation of 21.2m, according to ABC figures.

But in January of this year, according to the 
latest circulation figures available, the same 
group of newspapers sold a total of 7.4m 
copies, a fall of more than half (55 per cent) 
within ten years.

The old publishing model is dying but the 
good news is that you can easily, and at very 
little cost, build and serve your own defined 
audiences better than ever.

For example, there is a beauty blogger  
who lives not far from me in rural North 
Devon who started out with just a few dozen 
followers eight years ago and who now has an 
aggregated social media and internet audience 
of 80,000 people. That’s seven times more than 
the number of weekly newspapers sold in the 
area where she lives.

The social media explosion is just part of  
a technological revolution that is changing all  
of our lives.

And that has been brought sharply into 
focus during the coronavirus outbreak.

Not only are businesses, organisations and 
individuals talking to the audiences they have 
built using tried and tested platforms, they 
are also engaging with their customers and 
colleagues in new and exciting ways.

The trick is to work out which platforms 
work for you and deliver them brilliantly.

This step is all about how you turn people 
who like what you do into people who love 
what you do and people who love what you  
do into advocates for your brand.
But how?

My favourite example of this happened  
to me a few years ago, after I purchased a  
new car. My daughter was teething at the time 
and made her presence in the showroom felt.

After the car was delivered, I received the 
usual welcome pack and manual and then a 
few days later a gold envelope.

It contained a gift voucher for a family  
photo sitting. Not only that, it was at a studio 
less than six miles from where I live.

There had clearly been a premeditated  
effort to tailor a gift that would mean something 
to me. And that meant something.

Now, this was some years ago and I 
didn’t actually use the voucher but I have told 
countless people about the experience.

If you follow the first four steps, the fifth 
could be the easiest to complete.

You may start building your tribe due to a 
brilliant and compelling story, it might be that 
your stand out is something that gets people 
talking, perhaps your go-giving will engage a 
new and loyal audience or the content that  
you publish is helpful and shareable.

Or, it could be something else that’s unique 
and authentic to your organisation.

If you’d like to find out more or book a  
free consultation you can contact me at  
marc@astleymedia.co.uk

THANKS  
FOR READING  
THIS ARTICLE AND  
STAY SAFE.

 

STEP THREE :  
BE A GO GIVER

STEP FOUR :  
BE YOUR OWN PUBLISHER

STEP FIVE :  
BUILD YOUR TRIBE

astleymedia.co.uk
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But if your brand is less established and 
awareness is less than it could be, you really 
can forget this as an option.

Simplifying things can be an amazing 
evolution of a brand when it is widely 
recognised and respected. But if you’ve only 
been around a while and are still creating brand 
awareness you should really stick with what  
you have.

Even if you’ve been around for as long as 
people can remember, a different approach can 
do far more harm than good, as in the case of 
weight watchers, who bumbled with their  
re-brand in September 2018.

The resulting furore over the re-brand 
caused a whole lot of mayhem for the 
renowned weight loss programme.

Several factors contributed to the 
perceived failure of this re-brand. WW have 
acknowledged that their marketing materials 
did not communicate the changes well  
enough to their audience, so the messaging 
failed to resonate.

Their original announcement video was  
not direct enough for consumers to understand 
that this was coming from Weight Watchers - 
just with a new name.

Even in later advertisements, the connection 
between the previous and new identity wasn’t 
clear enough for users to get the message.  
WW is now in the very tricky position of  
having to find a way to claw back reputation 
and revenue.

So, even if you are ready to re-brand, 
emulating a design trend is still a really bad 
move for you. That is if you want your brand  
to stick around for a while.

When the trend is tired beyond exhaustion, 
you’ll hate that logo you once adored.

Consider instead what your business 
is all about. Your difference can be better 
communicated in a visual identity that 
embodies this.

smithkinbaker.com

One by one the trend for corporates 
and cave men saw logos replaced with 
monosyllabic sans serif fonts used in toned 
down, type only versions of themselves. 

These often highly crafted visual identities 
even used their very own bespoke typefaces  
in some cases. The result was a generation  
of bland not brand.

What transpired was that the brand leaders 
led the way, followed swiftly by a copycat trend 
that repeated itself incessantly.

The resulting loss was difference.  
Creative corporate identity results from  
a profound understanding of the brand.  
This comes from its’ core beliefs, its’ values,  
its’ people and its’ history. The creative  
solution for its’ visual identity is a vital part  
of the corporate identity as a whole. 

Can a typographic solution genuinely 
communicate this?

YES, if you’re Spotify, whose hugely 
successful re-brand was implemented by  
New York consultancy Collins.

THE LAST 
DECADE  
SAW A 
TREND FOR 
MULTIPLE 
BRANDS 
‘DUMBING 
DOWN’ 
THEIR VISUAL 
IDENTITY.

2

1

3

1 Spotify Collins 
2 Original brand identity Pentagram
3 Re-brand - Unknown

email claire@smithkinbaker.com 
or connect with me on LinkedIn

CLAIRE BAKER  
SMITHKIN BAKER

DUMBING DOWN YOUR VISUAL  
IDENTITY CAN HAVE SERIOUS 
IMPLICATIONS. JUST AS A WELL 
CONSIDERED AND PURPOSEFUL  
RE-BRANDING EXERCISE CAN  
HAVE A POSITIVE EFFECT ON YOUR 
BUSINESS, A BADLY CONSIDERED  
RE-BRAND CAN DO FAR MORE  
HARM THAN GOOD. 

CONSIDERING A RE-BRAND?  
LOOK BEFORE YOU LEAP! 
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To apply please visit this link:  
https://hrservices.plymouth.ac.uk/tlive_webrecruitment/wrd/run/ETREC107GF.open?VACANCY_
ID=079665GsSL&WVID=1602750fTZ&LANG=USA

For an informal discussion, please contact Claire Pearce, Project Manager – Sustainability Hub: Low Carbon 
Devon by email claire.pearce@plymouth.ac.uk
Closing Date : 12 midnight, Sunday 28 June 2020

The Sustainability Hub : Low Carbon Devon  
project will provide an exciting new catalyst  
for low-carbon economic growth in Devon. 
The 5 year, £2.6m programme (supported by  
an investment from the European Regional 
Development Fund (ERDF)) will enable Devon-based 
organisations to access research, business support, 
and engage with the University of Plymouth around 
the low-carbon agenda.

The Marketing and Events Officer post for the  
Low Carbon Devon project is an exciting opportunity 
to work in a progressive and cutting edge University 
and really make a difference in Devon. The post will 
involve working with innovative businesses, world-
leading academics, enthusiastic students, dedicated 
community groups and passionate social enterprises.

Some key duties include:
• Work closely with the project’s Knowledge 

Exchange Officer (KEO) and Industrial 
Research Fellows (IRFs) to plan and facilitate 
a comprehensive programme of Low Carbon 
events, including workshops and seminars aimed 
at business and other stakeholders to take 
place in the Sustainability Hub, but also at other 
geographical locations – also via digital means;  
e.g. webinars.

• To develop and oversee the marketing  
and communications plan for all aspects of  
the Low Carbon Devon project, for example 
through social media, print media, web, banners 
and videos, in order to maximise reach and 
engagement with the project.

• To interface with customers, partners and 
stakeholders, providing information, guidance  
and referrals regarding the LCD offer, as the first 
point of contact for LCD.

MARKETING AND  
EVENTS OFFICER

MARKETING YEAR IN 
INDUSTRY PLACEMENT  
SILICON SENSING  
SYSTEMS LIMITED

To apply please send your CV to  
valerie.stephens@collins.com  
headed ‘Marketing Year in Industry  
Placement Application’  

We look forward to hearing from you!

• Work within a high technology company  
with an international customer base

• Attend trade shows in the UK,  
and possibly overseas, to learn how best  
to promote the company

• Develop essential skills and gain valuable 
experience to help with their future career

• Have a direct input on the success  
of a global business while implementing  
some of their own ideas

Duties and Responsibilities include:
• Increase brand awareness

• Help organise trade shows, including planning, 
design and exhibits

• Help prepare marketing material for trade shows

• Provide logistics support for trade shows, 
conferences and seminars

• Identify new opportunities for marketing

• Help grow and develop a social media  
marketing strategy

• Be responsible for social media marketing  
and broadcasting company news on social  
media channels

• Deliver marketing activity reports on social  
media marketing performance

• Create marketing presentations

• Carry out market research on  
competitive landscape

• Liaise with staff in the U.K., Japan and the US

Candidate requirements:
The successful candidate will be results driven, 
self motivated, and have a passion to deliver.  
A strong command of English and good
organisational skills are essential for this role.  
They will report directly to the Silicon Sensing
Business Development Manager in the U.K. 

Silicon Sensing is an established and successful high-tech MEMS inertial sensor and systems 
company with locations in the UK and Japan. It specialises in the development and manufacture  
of precision MEMS gyroscopes, accelerometers and inertial measurement units (IMUs).
Our products are used in a wide variety of exciting market applications ranging from Subsea to Space, 
Automotive to Agriculture and Research to Robotics.  

We have an exciting opportunity to work with a leading technology company in a fantastic part of the UK  
and have a direct input into its presence in the market, whilst gaining some valuable skills and experience.

This role would suit an enthusiastic and capable individual, and provide them the opportunity to:

What else? Our location offers access to  
numerous water and outdoor sports not to mention 
a world class sports and diving centre. We have a 
comprehensive benefits package including a flexible 
37 hour working week, discounted gym membership, 
access to a shopping voucher and discount portal 
and much more, all working within a culture based  
on positive assumptions in an exceptionally safe, 
clean and modern working environment.

21THE HELPFUL LITTLE MARKETING BOOK JUNE 2020

https://hrservices.plymouth.ac.uk/tlive_webrecruitment/wrd/run/ETREC107GF.open?VACANCY_ID=079665GsSL&WVID=1602750fTZ&LANG=USA
https://hrservices.plymouth.ac.uk/tlive_webrecruitment/wrd/run/ETREC107GF.open?VACANCY_ID=079665GsSL&WVID=1602750fTZ&LANG=USA
mailto:claire.pearce%40plymouth.ac.uk?subject=From%20Job%20Ad%20in%20The%20Helpful%20Little%20Marketing%20Book%20June%202020
mailto:valerie.stephens%40collins.com?subject=From%20Job%20Ad%20in%20The%20Helpful%20Little%20Marketing%20Book%20June%202020


Are you moving house?

We’re the only law firm in Devon and Cornwall with a mobile phone
app that helps speed up your property purchase or sale, and where
you can sign the forms and paperwork electronically.

The majority of our clients are using the app,
and we’re able to get them to completion on
average 2 to 3 weeks quicker than we did
before.

Using the app, clients can check the
progress of the transaction 24 hours a
day, 365 days a year, and with a handy
“To Do” list built into it, you know exactly
where you are and what’s coming up
next.

And just as we don’t believe in hidden
charges for printing and copying, we
don’t charge any extra fees for
using the app either!

If you are interested or want
more information, or have any
questions for the team, don’t
hesitate to give our Residential
Property team  a call on
01752 664444


