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EDITOR’SLetter

I don’t know about you, but with how
crap 2020 has been for everyone, it also
seems to have gone incredibly quickly.
That’s probably a good thing.

Back in March when I had to postpone
the first Building Brands conference, no
one knew just how much COVID was
going to affect us or how long this would
all last.  I don’t think anyone envisaged
how many jobs would be lost, how much
havoc would be wreaked on industries
like hospitality, tourism, etc. And sadly,
how many people would lose their lives
or have their lives changed so much.

Turning to 2021, and the vaccine that
we’ve all been looking forward to, it’s
time to start thinking about how we can
do things differently and better for the
long term. I’m hoping that by the end of
the summer, I can start planning the
conference for some time in the Autumn.
By then, we’ll hopefully be able to run

large events again, and people will feel
happier returning to them. There’s no
good being allowed to do it if the appetite
isn’t there to attend in the first place.

Thank you for all your support this year
as I’ve set Building Brands up and looked
to try and plug the “marketing
community” gap that no one had realised
was there. It’s been exciting, and a lot of
fun, and I’ve met some incredible people.

I hope you like the new magazine layout.
Thanks to Owen Jones from Upshot
Design for his tips and help! And huge
thanks to the authors of the articles too!
They’re all great! It would really love to
hear from you if you’d like to have an
article published in the March edition.

A very Merry Christmas everyone, and I
hope you all have a happy, safe and
fantastic 2021. Keep looking out for each
other, and being kind.
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Running an event is comparable to
running in circles backwards while
juggling a chainsaw and hoping that
no one dies. This seems to be the
story for most events across the
world, regardless of how experienced
the managing team are. Throw
coronavirus into the mix, and it just
gets more complicated.

In the current climate, it’s easy to lose
sight of mid to long term objectives,
it’s easy to get caught up in the day-
to-day rhetoric around death and
politics. What’s difficult, however, is to
take the time to step back and realise
the opportunity ahead and create a
laser focus on your objectives.

Since March, event planners have had
to shut their doors, or pivot to find
new and unique ways of creating new
income. Unfortunately, circumstances
surrounding lockdowns only led to a

dramatic increase in refunds and
disputed payments. This added
further pressure on professional
planners’, and in a significant number
of cases even leading to business
closure. With virtual events proving
challenging to monetise, how do you
generate enough revenue to cover
your operating expenses? Do you
even bother?

Don’t fret though, this is not a piece
about doom and gloom, but one about
a surprising level of consumer
demand for events, and to get you
planning now for a busy year ahead.

First, we saw the family reunions via
Zoom or Skype, then came the virtual
house parties, the home
improvements, and ultimately
boredom then set in. What do social
creatures do when unable to
socialise?

EVENT
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When there is nothing else left to do
except stare at the same walls you’ve
been looking at since that new coat of
paint, you start to go a bit stir crazy.
You want to get out, you want to feel
connected, you want to experience the
ringing in your ear after seeing your
favourite artist, see the excitement in
your child’s eyes as they get to see
Santa, or feel the “burn” after that
triathlon. Whatever the event, you just
want to feel again. These are all
experiences that are sensory led and
really cannot be achieved in a virtual
event unless you have the net worth
of Elon Musk.

Helm Tickets is an event
management platform that
specialises in providing software to
event professionals. Helm was
founded out of necessity as there
wasn’t much available that provided a
cost-efficient and flexible service.
Fast-forward a couple of years, and
there are many options to choose
from depending on your business
needs, from Eventbrite to Ticket Tailor
and more.

When lockdown 1.0 hit, we saw a 90%
drop in ticket sales across our planner
network, it was devastating to see so
many planners affected by these
changes. With thousands of users
registered globally, we knew we had
to step up to help out. Throughout the
ordeal, we prioritised support above
all else. We helped planners and
customers handle everything from
event cancellations, refunds,
chargebacks and disputes, and even

general business consultancy. From
our point of view, we’re in this
together. This is a far cry from the
stories we’ve heard from planners
moving to Helm from other platforms,
where they’ve had payouts frozen and
no support.

Since then, we’ve seen considerable
jumps in activity and consumer
demand across the world, with vast
surges in planner sales as soon as
their event goes live. Consumers are
supercharged to buy, making up for a
year of inactivity. Planners are
scheduling their events further in
advance, with some as far into the
future as 2023. Some are planning to
double, or even triple the number of
events they hold over the next 12-18
months to make up for lost time and
capitalise on the consumer demand.
This strategy is working, so why don’t
we all think further ahead?

This is a call to action, a prompt to get
you thinking about the next few years
from now, the long game. Never has
there been a better opportunity for you
to scale or diversify your marketing
through events. Some events are
selling out up to 5x faster than before.
Events are an excellent acquisition
and education tool that drive
engagement and can add significant
long-term revenue to your
organisation, but they also act as a
catalyst for change as we move out of
lockdown.

As we move into 2021, you should be
considering setting up your sales as
soon as you’ve finalised planning.
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Create a group or community – add recurring revenue to your
organisation and grow a database of members across a wider
network using Memberships. Offer priority access to events,
discounts or even free tickets to members. Uses: season passes to
sports clubs, gym members, book clubs and is used by Helm for
paid support plans.

Rent out empty space – create availability for smaller groups or
professionals to self-manage booking your available areas using
Assets. Football clubs, function rooms, play spaces, amusement
parks and meeting rooms are being booked this way.

Sell merchandise – adding the option of buying something else
that’s unique to your event can increase basket spend by 30%. A
charity could simply ask buyers if they want to donate as part of
their order. Sports planners can pre-sell official merchandise,
saving you up-front capital and printing dated stock that doe

1

2
3

What sets Helm apart is that we put you, the planner, at the heart of everything. Helm is
built on real user feedback with tools to help diversify your event portfolio and minimise
wasted admin time. The platform is built using the latest scalable technology to give you
peace of mind to focus on what you’re good at.

If you’ve never considered running an event before then what better time to start
planning. Helm can provide reviews, consultancy and general
help to manage your event ecosystem, transforming your
sales and fundraising.

Contact Helm today to see how we can help you get
planning for 2021.

Doing so achieves several things, but moreover, it drives initial cashflow to
support short term goals.

There are a few other ways to diversify your revenue using Helm to support
these goals:
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More than two thirds of the UK’s
population are using social media,
which is far higher than the global
average of just 45%.

This is why being active on social
media is one of the most critical
elements of marketing.

Most people I meet have a love hate
relationship with social media. On a
personal level, they love it and
embrace it, mainly as a tool for
keeping in touch with family and
friends, but professionally they find
themselves struggling with social
media overwhelm.

How many
do you
have?
By Hannah Ewing

● What do I post?
● Where do I post it?
● When do I post it?
● Do I need hashtags?
● Which hashtags do I need?

The list is endless, right? It’s easy to
understand why business owners
struggle with social media.

If you often find yourself on the edge
or fully consumed by the pace of
social media, there are a couple of key
things you can do.

The biggest and most important one
to remember is...
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QUALITY OVER QUANTITY
With so many social media networks
out there, it is tempting to think you
need to be on every single one of
them. The more platforms you are on,
the better your chance at being
discovered, right?

To an extent, yes! There is the
opportunity to be discovered on every
single platform you are on but it’s not
the amount of times you are
discovered that matters, it is the
quality of these discoveries.

Think of your social media as the
shop front to your business - it may
well be that it is.

When you are out shopping and
walking down the street which shop
are you most like to enter?

The shop that is bright, welcoming,
with a clear indication of the products
they have to offer, or the shop next
door which looks somewhat dark,
derelict and it’s really not clear what
they have to offer.

The same principle works for social
media too.

More often than not, people are using
social media to research brands and
find out more about them and their
ethos.

Spreading yourself too thin by trying
to be everywhere could potentially be
a big mistake. It’s highly unlikely you’ll
be able to use each platform to its full
potential.

Unless of course you have a large
team behind you and you can allocate
the running of each platform to
different team members. If this is a
case, get your goals drawn up, create
a solid strategy and go for it!

If that’s not you, then really, all you
need is TWO

Really, that’s it. Two good and well-run
social media platforms are better than
4 hardly touched and dormant ones.



“Two good and well-
run social media
platforms are better
than 4 hardly touched
and dormant ones.”
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o, which two should you be using?
The answer to that is quite simple – use
the social media platforms that your
target audience is on.

Facebook is the third most visited
website, (after Google and YouTube)
making it the most used social network
and the platform with the most diverse
audience demographic.
There are a variety of different ways in
which businesses can use Facebook to
grow their brand. The introduction of a
sleeker and more streamlined shopping
feature has made it considerably easier
for businesses that have products to
monetise their presence. It is also the
platform of choice when it comes to
nurturing an online community and
building a brand’s reputation.
Taking all these factors into
consideration, it is quite likely that you
want to make sure Facebook is one of
your two platforms.

The second platform is going to depend
on the demographics of your target
audience. To be in front of your target
audience, you need to be where they are
but as well considering your audience, it’s
just as important to consider the content
you will need to really make use of the
platform’s potential.

A fast moving and highly interactive
platform such as Twitter is considerably
time consuming. If you don’t have a
couple of hours per day to tweet and
interact with other users, Twitter

probably isn’t right for you. The use of
images and video is coming more on
Twitter, but primarily Twitter is used for
its text and conversational strengths.

Instagram is the second most popular
social network and is probably the one
you can have the most fun with.
Statistically, more than half the global
users of Instagram are under 34 years
old. As a platform, Instagram changes
rapidly, with new features being rolled
out more and more frequently, like Reels
and most recently Guides.
Instagram is a platform that will continue
to grow from strength to strength and
begin to attract and engage more
people.
Pinterest has divided the digital
marketing world with some not
recognising it as a social media platform.
Ben Silbermann, Pinterest’s co-founder
agrees with this statement and has been
quoted as saying “on a social network,
you upload photos for other people to
like. Pinterest, on the other hand, is self-
serving.” The general idea of Pinterest is
for people to search for what inspires
them in a bid to create their “ideal’
Facebook and Instagram are where we
share our “ideal”.

With this taken into account, if your
business centres around interior design
and your target audience are women, you
can be sure to find them there.

https://www.linkedin.com/in/hannaheewing/
https://www.linkedin.com/in/hannaheewing/
https://www.facebook.com/harmonysomedia
https://www.instagram.com/harmonysomedia/
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mailto:hannah@harmonysomedia.co.uk 
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mailto:hannah@harmonysomedia.co.uk 


And then of course there is LinkedIn.
LinkedIn is a whole new subject on its own
and although they do have a business
page facility, as a platform it is geared
more towards personal use by means of a
personal profile. From a brand
perspective, it isn’t a big sales/lead
generator. People buy people on LinkedIn
so if you primarily work B2B then you need
to be using LinkedIn, but not as your
brand, as you.

Despite what some people may think,
successful social media marketing isn’t
wizardry. There isn’t any magic involved in
a successful social media presence, just a
solid strategy

If this article has given you one of those all
important ‘lightbulb moments’ don’t be
afraid to deactivate some of your dormant
social media accounts. Inform you
audience of your plans, tell them where
they can find you to stay in touch. I took
my own advice and deactivated my
Twitter account earlier this year. I now
focus my efforts on Facebook and
Instagram, but it goes without saying -
You’ll find me on LinkedIn too!

Hannah Ewing has worked in the social
media industry for over 8 years where she
began working on a voluntary basis for start-
ups, before building her own business -
Harmony Social Media 3 years ago. Hannah
specialises in Facebook and Instagram
social media management for companies in
wide range of sectors. In addition to this, she
also offers training and support sessions
and stand-alone services such as audits and
analytical reporting.

If you’d like to find out how Hannah can help
you with your social media marketing, you
can find her on Facebook and Instagram
using the handle @harmonysomedia
or email her at:
hannah@harmonysomedia.co.uk
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underdogThe age of the
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By Jessica Waller

The pandemic hit us all like a giant
wrecking ball. Steadfast industries
that rarely fluctuated were suddenly
paralysed, businesses ceased
trading, millions of people were
furloughed and, in reality, we don’t
know for sure when this will all end.
Some businesses and industries
won’t recover, not all markets will
bounce back, some will inevitably
stabilise and other markets will have
made huge profits. So why is brand
innovation and reconnecting with
your customer so important right
now, isn’t 2020 surely all about
survival?

With great disruption comes great
opportunity
Unfortunately, businesses that have
become paralysed with fear, and
focused purely on survival, may be in
for another sharp shock as the post
covid landscape emerges. Challenger
brands and startups will move fast to
innovate in these uncertain times and
capitalise on market disruption.
Competitors' paralysis and risk
aversion strategies will become their
ally. If established brand leaders aren’t
thinking like entrepreneurs, investing
their efforts into brand value and
especially innovation, they could
quickly get left behind.

Why not innovating is a risky business
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The biggest mistake of
successful companies is
sometimes to do nothing
The troubled path of a once-
successful brand often starts with a
high dose of unchallenged success.
As board members focus on the
trusted strategies that brought them
success in the past, such as
minimising risk and seeking short-
term wins, an extended period of
mediocrity can set in. Eventually,
complacency is replaced by panic
when new competitors emerge.
Rarely does sustainable innovation
result from panic, especially when
businesses are driven to protect what
they have become so accustomed to.

A competitive advantage
Innovation requires creativity and that
makes many business people nervous,
plus it can be deemed expensive. As
Nicole Yershon writes in her book
Rough Diamond (Turning disruption
into an advantage), anything ‘new’ is by
definition untried and therefore unsafe.
Yet she reports that when most
leaders were asked what their most
sustainable competitive advantage
was, they answered, ‘innovation’.
Innovation lies at the heart of better
design and better business. It provides
the drive inside the beating heart of a
business.

underdog



Due to small budgets, smaller
enterprises with a start up mentality
can make the most dangerous
competitors. The new breed
entrepreneur understands the power
of creating consumer tribes that
evangelise them, they embrace
creative thinking into their culture and
with limited resources can quickly
carve out a niche. Size and tiny
budgets can effectively drive small
companies to challenge established
players.

The importance of trust
Not surprisingly, even before the crisis
hit, a recent McKinsey report states
that consumers had a tendency to
assume that smaller companies are
more trustworthy than big ones, a
bias referred to as the Goliath effect.
During the pandemic, this attitude has
become manifest in the intention to
buy less from large brands.

Jess Waller is a freelance
creative brand strategist
from Exeter. Working with
startups, challenger brands
and SME’s on brand
strategy and innovation
projects.

linkedin.com/in/jesswaller
jesswaller.co.uk

Think like a start up
Opportunity (and a dose of fear)
should motivate businesses to pursue
innovation as a differentiator as we
enter this next chapter. Charismatic
innovative brands that satisfy
consumers' needs can cut through the
market clutter, adding value in a way
competitors cannot. Quite simply it
creates an uneven playing field.

No matter what motivates today’s
business leaders – whether fear of
failure or a relentless quest to
capitalise on opportunities – it has
become a modern business practice
to embrace creative thinking and
nurture the right internal culture in
order to get there. Brands that can
adapt to the landscape, successfully
shifting their offering to meet the
needs of the new consumer, will do
well to fight off new players.
Businesses that purely focus on the
short term and renegade brand
innovation to mere window dressing
will inevitably see tough times ahead.

'Fortis Fortuna Adiuvat'

mailto:dave.briggs@building-brands.co.uk
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linkedin.com/in/jesswaller
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Have you had your
free edition of

Any new subscriber to Building Brands will be sent
this automatically when they sign up. But some of
the original members may have missed this when
we sent it out to you.

If you haven’t had it yet, and you’d like it, please
email me by hitting the button below.

I’d like my Marketing
Secrets please!

mailto:dave.briggs@building-brands.co.uk
mailto:dave.briggs@building-brands.co.uk
mailto:dave.briggs@building-brands.co.uk
linkedin.com/in/jesswaller
linkedin.com/in/jesswaller
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WHY BEING LOCAL
IS SO IMPORTANT

By Crystal Carter
Optix Solutions
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Why is it still important to be a ‘local’
business right now?

It’s easy to assume with businesses
becoming more digital, that the physical
location of a  business has become less
important. Well for some businesses this
may be true, but for many there is
significant evidence to show that where
you are matters for which customers you
attract and which businesses are able to
thrive.

And as a digital marketing specialist, I can
tell you that your physical address has an
effect on which people see you, who your
competitors are, and how you interact
digitally with potential customers.

How have local searches changed
post-Covid?
During 2020, we have seen local SEO
become more relevant because of changes
to where users are and which signals
Google receives.

Digital searches are affected by real world
changes in users' lives, what people need
now and how much more ‘local’ our lives
have been during this time. While this has
been a formidable challenge, there are
opportunities for businesses to use local
SEO to become more competitive in the
new landscape.

Businesses with Local SEO have an
advantage on Search
Local SEO is a name for search engine
optimisation tactics which help local
businesses to connect with local users.
Though the methods have changed over the
years, the fundamentals remain the same,
even in 20/21.  Is important to make sure
that your business name, address, and
phone number are consistent wherever they
are shown - website, social media, and
Google My Business.  That your business
has a presence in local directories. And that
your website is correctly structured to show
this information where it matters the most.

Search Engines and Social Media Filter
by Location
Results for Google, Facebook, Twitter and
other digital channels are filtered based on
the location of the content creators as well
as where the person is conducting search.
Users geotag photos and videos to give
real-time results for experiences. Google
Maps searches allow people to browse
businesses by geography. And all these
factors combine to make the location of
your business it's significant factor in your
digital visibility.
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Google’s Local Pack
Google does not have one set search
results. Google tailors it's search results
depending upon what device you're on,
where you're searching from, what language
your phone is set to, where your phone was
purchased, what you searched for in the
past, and many other factors to create
something called 'local pack'. So when
people talk about being on 'page 1 of
Google' what they don't often realise is that
there is a multiverse of pages 1s for the
same search query.

And if your business serves local customers,
this can work in your favour.

When your business has a clearly confirmed
location or servicing area, you're telling
Google which local pack you need to be on.
For instance if you were an auto mechanic
based in Plymouth, local SEO allows you to
show in search results for users based in
Plymouth. This increases the likelihood of
showing in the top results because there is
less competition than on the national scale.

Building Brands - the Magazine

Without local SEO your pages will go into
the national results, so that you're
competing for clicks with every mechanic in
the UK, and you will have a much lower
chance of being on the front page.

What are the best Local SEO Tactics
for Business Right Now?

Connect with Near Me Searches
Data suggests that net local searches have
actually increased during the pandemic.  As
I write the start of the second lockdown in
the UK and as in the spring, many people are
leading extremely local lives at this time. As
a result, since the start of the financial year,
local searches for terms like 'near me', which
rely on user location data, have seen a net
increase in popularity (see table below)

By making your location more clear in your
web copy and structure, you make it easier
for Google, and therefore for users to find
you in these searches.

https://www.optixsolutions.co.uk/digital-marketing/ppc/


Post Business Updates on Google My
Business
Businesses and services that people can
walk to, or receive next day delivery from,
have taken on new importance. Businesses
that are aware of local circumstances, can
respond to local people and display latest
info both on site and in SERP via
Google My Business.

Use More Efficient Location Targeted PPC
Businesses looking to advertise to
customers who live locally to their business
premises will see increased efficiency with
geo-targeted PPC. With users spending
more time in fixed locations, you are less
likely to spend money on clicks from
customers who are not genuinely local but
are visiting temporarily. Not only does this
mean that you will have better qualified
leads, but getting them should also be
cheaper.

Get a Presence on Social Media
Even if you are not able to post everyday on
a social media profile, it is good practice to
have a business page, with name, address
and phone number, listed on the main social
media platforms. Google uses these to
cross the reviews for your business and,
increasingly, users are turning to the
platforms to get the latest updates on what
your business is doing right now.

Request Reviews
Getting local reviews on Google, Facebook,
Tripadvisor, or Trustpilot or other platforms,
can support your business now and in the

future. If you are experiencing less footfall
than normal, that doesn’t mean that your
most loyal customers cannot still support
your team. A review can be a great way for
regular customers to show support now,
and improve the performance of your
business in the future.

Looking Forward to Google’s Mobile
Index
Finally, ensuring that you have clear and
consistent local business details on your
site will help to prepare you for Google’s
March 2021 Mobile Indexing update. In a
world where the majority of websites see
the majority of their traffic coming from
mobile users, Google is working to ensure
that why can serve the best information to
users wherever they are at the time of
search. Businesses who have strong digital
location signals will be best placed to
compete in this landscape in the years to
come.
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GRADUATE
From the 2020 Graduate:
After a pretty underwhelming finish
to years at university, those who
have graduated in the year of 2020
and finished their degrees in a
middle of a pandemic, will
understand the fear of entering one
of the toughest job markets in
decades. The fear of not being able
to hone the learnings of years of
studying and the uncertainty of
securing a role in a global recession,
looms over the class of 2020.

No matter what the year, or what the
role, securing a graduate position can
be tricky. Trying to convince
employers to choose to employ you,
with a minimal amount of experience
compared to someone with years in
industry, can be a tough job.

But employers need to open their
minds to the benefits of hiring a
graduate, over someone with more
experience.

Amy Butterworth graduated from the University of
Plymouth in the summer of 2020 with a first class
honours degree in Marketing. Amy’s now a Brand

Executive at Naked Ant, and we wish her all the
very best for her career.

the
Why hire a graduate to join your team?  More specifically, why hire a 2020 graduate?

By Amy Butterworth

Building Brands - the Magazine
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Firstly, graduates are likely to have
little to no experience, and although
this may sound like a negative,
businesses can mould us to fit the
role that they need to fill in the
business, the gap in their team. We
haven’t got previous ways of working
or bad habits that we’ve learnt from
previous roles, so we can be shaped
by the culture of the organisation to
ensure we live and breathe it in
everything we do.

Secondly, we’re open to new ways of
working, bringing a fresh perspective
to the business. With a willingness to
learn and a desire to prove ourselves,
we can make a difference to teams
through our up-to-date and specialist
skills learnt from years of studying.
We enjoy learning, so we’re constantly
trying to learn in the work
environment, bringing new knowledge
and academia to a role.

Finally, we have many transferable
skills gained from a variety of
assessments and projects throughout
our time at university. From strong
verbal and oral communication skills

to problem solving, teamwork, data
analysis and presentation skills, we
are hardworking, self-motivated and
organised individuals, who would be
an asset to any team.

I was lucky enough to secure a
graduate position as a Brand
Executive at a design and branding
agency, Naked Ant; an extension of
the ANT Company. Since joining the
team, I’ve been involved in many
projects both internally and externally,
including launching Little Ant
Insurance Services, supporting in the
launch of Big Ant Healthcare, working
with many external clients to fulfil
their digital and social media needs,
and finding Big Ant’s very own ‘BIG
TONY’.

BIG TONY is a character that has
dreams of being an Astronaut, but
loves what he does now. He’s a bit of
fun, but resonates with Big Ant’s
human approach of helping others
find what they’ll love to do, but he’s
also a nod to the ambitious outlook to
always be better today than we were
yesterday.

GRADUATE
Why hire a graduate to join your team?  More specifically, why hire a 2020 graduate?
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From the ANT Company Director:
As a business, we place huge
importance on our marketing activity,
ensuring we present ourselves
authentically, and consistently with our
delivery approach. In doing so, we aim
to have synergy across our brands
demonstrating our values.

For the ANT Company, we continue to
invest time into our brand awareness and
activity, and want to stand out positively
for how we present ourselves. This is an
area we’ve not cut back on during the
pandemic, if anything, we made the
conscious decision to increase our
activity, being creative, utilising a wider
range of tools and techniques and most
importantly, having fun with it. We
regularly receive brilliant feedback which
encouraged us to support other
businesses or organisations who would
benefit from our expertise. This ambition
created Naked ANT earlier this year,
providing primarily Artwork and Design
services. We had the talent, the belief and
the willingness to help others, but to
achieve this to the standards we expect
of ourselves, we needed more internal
capacity.

As a business, we have passion, we
believe in why we do what we do. For
anyone joining the team, they have
to possess the same values, but also
hunger, to be brilliant. It is a high energy
team, no day is the same, and our teams
need to think on their feet. Therefore,
when we looked to grow our Naked ANT
team, we wanted to attract an individual

that could inject enthusiasm and new
skills but a real determination to add
value to the existing team. We believed a
recent Graduate would have those
attributes. Someone who has learnt the
theory to support the practical, a desire
to implement their learnings into the
work environment, and into a team
where they won’t be absorbed as just a
number, but can have the opportunity to
differentiate themselves and be treated
as a person.

We don’t rest on our laurels, and digital
technology and capability evolve quickly,
and we wanted an individual who could
challenge us to keep up with these
changes, but also use them to the benefit
of our business and our growing portfolio
of clients.

For us, a Graduate can be someone
excited about kick starting their career.
Although not vastly experienced, but with
a flavour from industry placements,
helps a willingness to be guided on our
culture and expectations. We don’t use
the word ‘moulded’ as that seems to
insinuate the production of robots; we
want personalities to come through, not
just in the workspace, but in their work
itself.

The attitude, work ethic, demeanour and
personality to fit the business is not a
given with a Graduate, this still needs to
be identified and matched during the
recruitment process, but the overarching
benefits of a Graduate are clear for us to
see.
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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  forms and paperwork

electronically.

Now a large number of our clients are using the mobile

phone app, we are able to complete on average 2 or 3

weeks quicker than we did before.

You can check the progress of the transaction 24 hours

a day, 365 days a year, and with a handy “To Do” list

built into the app, 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 photocopying, we don’t charge any extra

fees for using the app either!

If you are interested or want more information,

don’t hesitate to give our Residential Property

team  a call on 01752 664444

Then find out how our mobile phone app for conveyancing
clients can help you. We don’t charge you a penny for using it.

And it will help to really speed things along.



In this third and final
installment of our series about
the business benefits of
becoming a B Corp, Matt
Hocking of Leap Design shines
a light on how the B Corp
community help and support
one and another, and how the
benefits to his business have
far outweighed the investment.

The B Corp community’s "buy
from, invest in, work for," by-line
and commitment of
interdependence is brilliant.  We
will look to our fellow B Corps
first, bar our locality. There is no
large format printer that is a B
Corp in the UK, so we use our
local printers that are solar
powered, ISO14001 and on our

doorstep who we have a
relationship - they fit the people
and planet remit of who we will
use. Definitely, we will go out to
certain B Corps in our supply
chain if we need certain skills.
For promotional goods we've
got Fluid in Cornwall, and Red
Ink up in Brighton, both fantastic
companies. We're re-looking at
Leap's entire carbon footprint,
historically and going forwards,
to be aligned to science based
targets below the 1.5 degrees.
To do that, we reached out to a
fellow B Corp. We know lots of
people that do environmental
auditing and we work with a
couple locally, but relationship-
wise there's an added trust in
value about doing the right
thing.

The B Corp Community

By Matt Hocking
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the  benefits to
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BCorp
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We recently completed a website for
the innocent foundation, and when I
asked who else they invited to tender,
it was three existing agencies but we
were the only B Corp.  That was
interesting because there's a lot of
really good web design B Corps out
there, but they said that it felt the right
thing to ask a B Corp and we'd been
highly recommended, and luckily
enough we got the work.

The business benefits of becoming a
B Corp have easily outweighed the
costs (both time and financial
commitments) associated with
certification. And this is the really
interesting thing, because certification
is so rigorous and it is going to take
time. But it's playing the long game,
because what you invest in now,
whether you're in start-up mode or
you're an existing business, is going to
prepare you for a much more
attractive, resilient, profitable future
because you know everything.

It's the first time that you're going to
look at your business through multiple
lenses, rather than just look through
the environmental lens, or the profit
lens, or the people lens; it's everything
at once. And then you choose what's
going to be most viable for you to
work on during certification periods.
For me, resiliance is key. We're in a
time of rapid and mass change for our
planet and its people, even monetary
systems.

We've got lots of touch points where
we can say, "right, this is happening,
how should we respond to it?" and it's
not so much of a firefight. I will always
say that whatever level your business
is at, to designate time to using this
tool to discover where you are as an
organisation (and not necessarily to
certificate, but just to get that
overview) is incredibly valuable. Then if
you feel that it's something that you
wish to move forwards with and invest
further time in, you can.

Once you become a B Corp you're then
into an ever-improving cycle. Also, now
is the future and we know that
business has to change, and B Corp is
just one route for that change making.
We all, as individuals and business
owners and employees, are
stakeholders in the future of people
and planet, but what we need is that
framework to understand.

To have that badge on top of all the
other things is worth doing, and so is
putting it out there to inspire other
businesses that maybe haven't looked
at a better way to do business.  People
are starting to recognise these
businesses as having something
different about them. There's
individuality and a togetherness that is
apparent in the way that they work.  It's
future proofing.
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“The business benefits of becoming a B
Corp have easily outweighed the costs
(both time and financial commitments)
associated with certification. ”



As a B Corp, you're in a bigger
community of changemakers.  One
of the biggest rewards is sitting at the
table. As a very small business in a
very impoverished area of the UK,
indeed if not of Europe, when doing
our own thing for many years and
doing good by it we always felt like a
bit of an anomaly or the odd one out.
Now we're in this community of
changemakers on a global level.  One
of the things to be conscious of with
being a B Corp is that yes, the
community is growing and will get

Building Brands - the Magazine

bigger and bigger businesses joining.
The certification and the business
community is thriving around the
world, but we are in our own bubble at
the same time and we have to be
conscious to explore outside of the
fantastic bubble that B Corp is.

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.

mailto:matt@leap.eco
https://calendly.com/matt-hocking-leap


They’re heavyweights of the content
marketing world. But as new formats
emerge, how they’re used is
changing. Here’s how to get more
from ebooks and white papers.

White papers and ebooks are a staple
in every B2B content marketer’s
repertoire. And although the two
formats serve slightly different
purposes, the terms are often used
interchangeably. Our senior writer
John Kerrison memorably dubbed
them “the content version of Nick
Nolte and Gary Busey” – distinctly
different, yet often confused.

(If you want to find out more about
these formats, we’ve written a few
pieces about their differences, how to
write them, and where they should fit
in your content marketing strategy.)

But with a host of new content formats
emerging – from new PDF alternatives
like Turtl to longer, more interactive
blog posts – the role of ebooks and
white papers are changing. Although
still strong, they’re possibly not the
catch-all choice they once were. And
that has implications for content
creators.

So, as part of our B2B Content
Tuesdays webinar series, David shared
his top tips for writing white papers
and ebooks for today’s readers –
highlighting what they expect, how to
deliver it, and a few critical questions
to ask yourself before you publish.
Then he answered some popular
questions on ebook and white paper
writing.

ebooks
and white papers
By Lizzie Cresswell

mailto:matt@leap.eco
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A modern ebook, for a modern
age
Once the prettiest sibling of the long
content formats, the ebook is
changing somewhat as new formats
emerge. Attention is harder to come
by – so to lock your readers in, you
need to demonstrate clear value, right
away.

The title and subheader will do a lot of
that heavy lifting. If you introduce the
value right from the off, it’s more likely
the right reader will engage. They can
see exactly what they will get from the
resource, so will be happier to spend
their precious time reading it.

The introduction is also a crucial time
to build rapport with your reader. As
formats become more interactive and
engaging, there’s no room for stuffy
writing (not that there ever was).
Instead, stick to snappy, clear copy,
which shows you understand their
challenges and clearly sets out how
they will benefit from investing their
time.

As you continue, don’t make your
sections daunting. Instead, move
quickly through sections of around
300 words, perhaps across two
pages, leaving room for the designer
to implement boxouts, quotes and
even videos.

Every section should be easily
scannable and follow a linear story.
After all, your reader may not have the
time to commit to fully reading it. With
clear sections – and headers that
provide summaries and interpretations
of the contents – even the quickest of
flick-throughs can be valuable.

And if you can, think of each section as
a story in its own right, which can be
atomised into smaller content pieces.
A big ebook, for example, could be the
foundation for three or four spinoff
promotional blogs. And rich media can
be linked in and out – spreading
across the internet a whole lot faster
than a denser block of ebook copy.

The new rules of writing white
papers
White papers have never been a
format known for bold design choices,
so they haven’t changed as
significantly with the rise of new
content formats. However, as content
marketing has become increasingly
popular, there’s a deluge of white
papers out there now – many of them
gated, and many not delivering value.
This combination has created a lack of
trust for many readers. After all, no-one
wants to sit down to read an in-depth
piece, only to find it’s just repurposed
desk research, or purely focused on
selling them something.
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So, you need to make it clear what
your reader will learn from your white
paper: the problem it will solve, and
how it will help them to do that. Start
by being clear and upfront, addressing
a specific person, and their particular
real-world challenge.

Then, make the information you’re
offering easily accessible.
Traditionally, white papers include
plenty of statistics, advice and
information, but this needs to be easy
to get to – not hidden halfway down a
paragraph. Once again, using
informative, clear subheaders is vital,
summarising rather than describing
the content.

However, not all traditions are helpful.
Where white papers are typically
written in a very formal, academic
way, this can turn your readers off.
Although you may be writing about
complicated technical specifics,
there’s no reason for your writing to
be overly complex.

Using the technical jargon of your
reader – their language, if you like – is
important, but using simple sentence
structure, preferring the active voice,
and avoiding buzzwords will make
your content infinitely more enjoyable
to read, and that’s never a bad thing.
We’ve even written a whole blog
about it.

And finally, three key questions to
ask yourself:

What does my reader need?
Think about your reader. What do they
need? What challenges are they
facing? Are you being targeted and
realistic about who your audience is?
Will they have the time?

Is this the right format?
Take the time to consider your options.
Will this be printed, or viewed online?
Are you able to break down the
information into scannable pieces?
Can it be atomised into smaller
chunks?

Am I providing value?
Make sure you’re producing something
genuinely helpful, that delivers results.
Can they find this out anywhere else?
Do you need more research or subject
matter expertise? What sections are
most important – and what do you
need to measure? Is it readable? Has it
been reviewed thoroughly?
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Q: How do I measure the success of my white paper or ebook?
David: “As a writer, finding out how successful your copy is can be a challenge. At that stage of
the funnel, a lot of what we hear from clients is anecdotal. They’ll mention when the leads start
coming through, or the white paper starts to play an active role in the sales process, as a
conversation starter.

“There are likely plenty of other ways to measure how successful your work is though. If you
have any suggestions, tweet us at @Radixcom – and be sure to use the #b2btuesdays
hashtag.”

Q: How important is it that readers read the whole white paper?
David: “Let’s be brutally honest: even for a professional white paper writer, you’re unlikely to get
people to read every word. But, from a writer’s perspective, being realistic about that fact is a
really important part of the process, and a guide to how you should structure the piece.

“For example, because most readers will just skim through, your headers should help deliver
the message. Subheadings shouldn’t just say ‘Conclusions’ or ‘Objectives’ – they should
actually summarise the information.

“Then, your reader can get through the logical narrative quickly. Even without reading all the
text, they can still find the resource valuable. You’re telling the story in the headers, then the
dense stuff that makes up the content really acts as supporting information for each stage of
the story.”

Your ebook and white paper
questions answered
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Q: Can you recommend any other platforms similar to Turtl?
David: “Turtl has been a real eye-opener. We used it ourselves for the Barriers to Great B2B
Content survey we created earlier this year, and it was great – the process was really easy. I
definitely recommend looking into it if your budget will allow it. And they’re lovely, helpful
people.

“As for other platforms, SlideShare can still be useful. Embedding them on LinkedIn – portrait
rather than landscape – can give your readers something to flick through with a clear narrative
story.

“Velocity Partners have a content format called Velocity String, which I believe is HTML5.
Again, it shows the importance of giving the reader a chance to navigate interactively through
the story, and get the data about what they do.”

And if that doesn’t fully sate your needs, there’s more. We’ve created a playlist of all our B2B
Content Tuesdays webinar recordings on YouTube.

Meet Lizzie Cresswell!

When you need short-form content that’s
snappy, informed, and understands its
audience to a fault – you can count on Lizzie
to deliver. And as a perfectionist with a keen
eye for detail, she’s quickly become one of our
most trusted proof-readers. When not writing
another winning ABM campaign, you’ll likely
find her trekking the coast.

Find Lizzie on Linkedin here
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on a shoestring…
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You’re in a tough spot. You’re a
one-person marketing
department trying to do the job
of five people. Maybe you have
other responsibilities besides
marketing.

Plus, you have zero budget for
content from freelancers/
agencies.

“Don’t worry – you’re good at
creative stuff,” your boss says.
“Just whip up something for our
socials.”

Yeah, sure. Easy for them to
say. The good news is you can
create eye-popping content on
the cheap. No subscription
required.

Here’s a look in my content
toolbox for the skint (or tight
wads):

Making videos
You already know how to record
a video on a smartphone. Here
are a few ways to make it look
more professional:

Use the rear camera. The front
camera on your smartphone
(also known as the selfie cam)
is usually a lower-spec camera.
It was designed for video
chatting, so it doesn’t need to be
as fancy as the rear one.

I get the appeal of using the
front camera; it’s nice to see if
you’re capturing a flattering
angle. But the video quality will
be worse and amateur-ish.

Good lighting. This one is super
important. You need to be
somewhere with good lighting,
or you’ll look grainy and awful.

Content
By Wendy Clack



The best lighting is natural sunlight (I
know…a bit hard to come by in
England).

Simply record with your face toward
the window. If the window is behind
you, you’ll get that weird ghoulish
silhouette.

You can also get LED lighting cheaply
online (£20ish pounds) if you need to
record at night.

Good sound. Use headphones with a
built-in microphone when you record.
The microphone on your smartphone
and laptop aren’t good enough for
quality sound. If you want something
fancier, pick up a cheap USB
microphone.

I’ve also seen bargains on good
second-hand microphone equipment.
Why? A lot of people dream of
podcasting, invest in fancy kit, lose
their enthusiasm, then dump it online.

Good angle. Hold your camera slightly
above your eyeline for a more
flattering angle. Use a stack of books
to get the right height if you need to.
No one wants a double chin.

Video editing. Do you need something
fancy like Final Cut Pro or Adobe
Premiere to make a good video?

Nope. You probably have access to
free software already, and it will do the
job. Got a Mac? Use iMovie. Got a PC?
Microsoft may have retired Windows
Movie Maker, but you can still edit
videos using the Photos app.

There are all kinds of YouTube
tutorials to help you master the
basics. It’s not as hard as you might
think! My cousin uses iMovie and he’s
in Year 3.

Create an animated logo intro/outro.
This trick is a game-changer for DIY
magic. You can create animations in
PowerPoint, then export them as a
video. And it’s a billion times easier
(and cheaper) than Adobe After
Effects.

This tutorial from Abhinav Rawal is
awesome. And it works for slick,
animated transitions too. Check out
this tutorial.

Canva (a popular freemium design
website) has also started introducing
animations to make your graphics
pop.

Free stock video footage. Want to
make your videos even fancier? Drop
in some professional video footage
(for free!). Check out Pixabay or
Pexels.
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“Just whip up
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our socials.”
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Blogs and articles
Quick formats
If you’re expected to push out loads of
content and you’re short on time, use
these quick and easy content formats.

Q&A with a company exec. Simply
email your company exec a list of
interesting questions, then have them
respond by email. Publish the full
questions and answers as an article.
Boom! No editing required (assuming
their responses are coherent…)

Ask them to share with their networks.
They get an ego boost; you get new
content. Everyone wins. Grab a couple
of their quotes and create a simple
graphic in Canva to promote on your
social channels.

Newsjacking. Take something current
and topical, then get your company
exec to record a 60 second opinion or
prediction on the topic. Upload right to
social without editing.

SEO love
If you’re being pressured to make
“SEO-friendly content,” don’t stress.

One of the best ways to enchant
Google is answering your customers’
questions. After all, Google is basically
one big answer repository. People go
there hoping for quality answers to
their questions.

Quality images. There are plenty of
free websites with high-quality
images. So there’s no excuse for
cheesy corporate stock photos.

I love Unsplash, Pexels, Pixabay and
Burst by Shopify.

Graphics for social posts. You
probably know about Canva, the
granddaddy of budding graphic
designers around the world.

Some of Canva is free, but lots of the
designs and graphics cost money.

So I use Flaticon (free) to save png
graphic files with transparent
backgrounds, then upload them to
Canva to edit. Yes, it’s an extra step,
but we’re after “free” remember?

I also like Piktochart for infographics.
You could give new life to old
company research with a shiny
infographic.

Image editing. Most computers come
with a built-in image editing tool. Play
around with different filters, and
adjust the brightness, saturation, and
hue until you get a look you like.

And you don’t need Photoshop to
remove the background. Just use the
handy (free) website remove.bg.
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So provide great answers, and Google
will reward you with an SEO boost.

Endless content ideas. Answering
customer questions is a simple,
effective content strategy.

How do you find out what they want
to know? Ask your customer service/
sales departments what customers
ask.

If your company has a pretty good
collection of blogs and articles
already, have a look at which ones did
well. Then take that content, update it,
and publish as a new article. Here’s a
useful guide from BuzzSumo.

You can also use the websites Also
Asked and Answer The Public.
Simply type in a keyword related to
your company, and it will show you
common questions people ask
Google. I bet you can get 10 different
great ideas for blogs from one search.

You got this
It’s not easy to be a marketer right
now. You’re having to do more with
less, without any extra budget. But
these tools will help you make luxury
designer content at charity shop
prices.

Wendy Clack is a Plymouth-based B2B
content strategist. When she’s not
writing for clients like LG and IBM, the
American native is practising her
British accent. She still can’t figure out
the subtle pronunciation difference
between ‘Warsaw’ and ‘Walsall’.

clackcommunications.com/
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So here we are. 2020 has been quite
an experience for all of us, hasn’t it?
It’s certainly not been the year any of
us expected, or (for that matter) one
we’ll forget.

COVID-19 with all its multi-faceted
ramifications has affected every last
aspect of our lives. As you’ll know,
media production hasn’t escaped the
shockwaves created by the pandemic
– far from it.

Throughout this period, I’ve found
myself returning to the words of an
old teacher of mine, a (rather blunt)
fellow with a clear maxim: “Don’t bring
me problems, bring me solutions!”
This simple notion has served me well
over the years.

It’s no secret that relationships lie at
the heart of what we, in media
production, do. Specifically, our
relationships with clients are vital.
Ideas, concepts and creative flair are
all very well but if there aren’t the

clients to commission them, well, the
whole process is a bit of a non-starter!
All across the industry we creative
types cherish these bonds.
Continuously cultivating client
relationships (both old and new) is a
big, and important, part of the job.
This symbiotic relationship has
always been essential if creatives and
the clients they serve are to flourish.
Put simply, our clients’ problems are
our problems.

There have been, of course, A LOT of
problems lately. You’d have to be
living under a rock not to know that
the stress of ongoing lockdowns has
been immense, even on the most
robust of businesses. It’s in this
context that cherished clients
everywhere are turning to their
favoured media companies, asking
the creatives to help boost awareness
and sales. Traditionally, creative
directors would have followed a
well-trodden route – recommending
live action shoots for commercials
and multi-platform content.

animation
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Problem solved.

Things, however, with COVID-19 really
aren’t that simple. Shooting live action
comes with a host of regulations and
limitations to make it ‘COVID-
compliant’ that means, right now, it
simply isn’t the option it once was.

So what’s happened?

Today, in the wake of COVID-19,
animation is having its own moment
in the sun. A perfect storm of issues
has coalesced, forcing many to think

outside of the live action ‘box’. Across
the land, production companies are
finding, in animation, a COVID-safe,
solution to their beloved clients’ (very
real) problems. It may surprise you to
find that some of our key clients had
never taken this path before, instead
they’ve traditionally commissioned
Pushed to create arresting live-action
content – a creative route to which
we’ll return to as soon as conditions
allow. For someone as passionate
about this unique artform as I am, it’s
been amazing to introduce our clients
to the versatility, flexibility and
adaptability of animation.
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That’s not to say that, in providing
animation as an effective creative
solution, it wasn’t necessary to dispel
some myths. For too long a
misinformed and inaccurate view of
animation has lingered. People have
felt animation was overly-time-
consuming, over-technical and overly
expensive. For some reason, the idea
has been allowed to pervade that if
you don’t have the resources of
Disney, animation isn’t for you.

This simply isn’t true.

Right now, creative minds everywhere
are harnessing the power of
animation. At last, due to the
necessities of our ‘new normal’, this
marvellous artform has stopped
playing second-fiddle to its live action
cousin. The results of this seismic
shift have been breath-taking.

I talk about the ‘Power’ of animation
advisedly. Properly harnessed,
animation provides amazing results –
something many businesses are
discovering as their marketing moves
outside its live action ‘comfort zone’.
Animation is, hands down, the perfect
medium for communicating (often
complex) messages in a memorable
and effective way. It can be no
coincidence that animated content is
taking a leading role in the public
information messaging produced
during the pandemic.

Animation is simply more memorable
than other content. It’s as simple as
that. Both sides of the brain are
stimulated at once when animation is
viewed, meaning 58% more
information is remembered than if the
same content were delivered in the
written word. This type of connection
is something many clients would
never have benefited from, if it weren’t
for the creative diversion made so
necessary by COVID-19.
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There’s no doubt that animation
connects to the viewer in a way other
content simply doesn’t. Not only that,
harnessing animation is amazingly
good value for money. The myth of
expense is just that: a myth. Once
created, animated elements form a
toolkit that can be used and reused
with endless versatility. Clients, new to
animation, are excitedly discovering
the freedoms the form provides. It’s
so easy to inexpensively reversion
animation. Need adapted content to
fulfil the needs of an online platform
or a new campaign? No problem.
Turning it around can be quick and
simple – without any need to reinvent
the wheel. The same, sadly, cannot be
said of live action.

To be honest, I’ve been proud to see
how creatives across the industry
have stepped up to the challenges
created by COVID-19. Personally, with
my old teacher in mind, it’s been a
pleasure to introduce effectively
harnessed animation to Pushed’s
valued clients: a versatile, flexible and
adaptable solution to their needs.

I’ll let you in on a secret. Those of us
who love animation have a suspicion
that, in discovering the power of
animation, many of our clients will no
longer see it as an understudy for live
action. In fact, I’m not alone in thinking
that many of these clients will insist
upon continuing to harness the power
of animation, long after the current
storm has passed.
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Dave Meadows, Managing
Director, Pushed.

Passionate about the power of

animation, Dave Meadows is an

RTS and AVA Platinum Award

winner. With over 20 years’

experience in animation and film,

Dave is driven by a daily desire to

innovate and exceed client’s

expectations. Outside of work,

Dave loves mountain biking and

playing the piano – thankfully not

at the same time.  Contact Dave

using the details below:

hello@pushed.co.uk

pushed.co.uk

Instagram.com/pushed_design

Call 01752 346507
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I would put money on the fact
that none of you reading this
right now, have ever had to
market your product or service
during a global pandemic, right?

This is new territory for all of us!
We’re all learning at the same
time and having to cope with
continuously changing
goalposts within the business
world. Close your office, open
your office, close it down again.
Close your restaurant, open your
restaurant, we’ll even get
customers in the door for you,
close it down again, quick!

None of us know what is around
the corner and it’s impossible to
predict how the landscape will
look in 6, even 12 months in
front of us.

Yet, despite this unbelievable
turn of events that kicked off in
March, we’ve overall, coped.
We’ve adapted. We’ve fought
on. We’ve changed, forever.

As we (more than likely) face
more lockdowns and greater
disruption to our familiar way of
working going forward, we have
to remember the lessons we

Marketing in a lockdown - lessons learnt

Page 49Amazing
SARAH

By Sarah Bailey



Building Brands - the Magazine

They want 4 keys things; flexibility, value
for money, transparency and
convenience. You must know your
customer inside out. Every buying stage
and every customer touch point must
demonstrate those 4 key things. Stay in
touch with your customer expectations,
ask them how you can make their life
easier and invest in the tools and
technology that make this happen.

Lesson Number 2 – Demonstrate
Compassion
I’m not sure I can remember a year with
more devastation; the Australian bush
fires, Covid-19, Black Lives Matter, the
Beirut explosion, I mean I won’t go on as
you’ll finish this article in tears, but it
seems like we live in a world of disaster
after disaster.

We all need to do a better job of looking
after each other and companies need to
be responsible for their employees,
customers and community when it
comes to showing compassion. It’s your
job in marketing to demonstrate this
compassion, which isn’t always easy.

have learnt from the very first lockdown.
These were hard lessons learnt but they
will be the difference between our
survival and our failure in 2021.

Lesson Number 1 – Consumers
Set Your Strategy
Even pre pandemic consumers have
moved towards a ‘here and now’
expectation, driven by the ‘on demand’
world that we live in within our home
lives. With cloud services like Netflix and
online banking being instantaneous,
consumers expect the same quick
response in their work life. Companies
who improved their digital presence
during 2020 by putting the customer
front of mind, will have benefitted most
during Covid-19. Whether that’s by
adding Live Chat to your website, or user-
friendly ecommerce functionality or even
extending your hours so people could
reach you outside of the traditional 9-
5pm.

Consumers have changed and
businesses need to change with them.
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According to new research 81% of brand
representatives surveyed in July said
they adapted their marketing due to
Covid-19 yet 60% found it difficult to
display empathy when doing so. The
research among 250 senior marketing
decision makers in the UK, was
conducted by Sapio on behalf of
marketing AI company Datasine.
Over 90% of marketers are trying to be
more empathic in their marketing
campaigns which shows a genuine
understanding of the need to respond to
issues and societal events impacting
consumers and audiences. However,
75% said they were unable to respond
quickly enough to rapidly developing
situations such as Covid-19.

Some of the big brands demonstrated
compassion quite well; Dove’s Courage is
Beautiful campaign featuring front line
workers for example. Brewdog who were
quick to adapt their Scottish brewery to
producing a free ‘Punk hand sanitiser’.

But how do you demonstrate
compassion of a smaller company?

One of the best things you can do is
communicate, regularly. With your
customers and with your staff.
Acknowledge these are hard times.

Be open and honest in every
communication. Remind them of ways
they can contact you and reassure them
they you are there for them. Offer help
with things slightly outside of the norm.
Perhaps one of your clients is really
struggling with their own marketing – as
an expert, why not offer some advice.
Review their website, check over some
collateral for them or simply offer your
ear to listen.

Other ways you can demonstrate your
company’s compassion is to create
useful content and distribute it for free,
regularly. Think about your customer’s
current issues and pain points. Create an
e-Guide, a top tips blog or a video
offering useful information. Maybe even
tailor it to the sectors you serve.



If you’re a dab hand at webinars, why not
set up and facilitate a series of webinars
to bring together a community, create a
forum for peer to peer discussion.

Above all, stay positive, keep connected
in meaningful ways and listen, listen,
listen. The best response is one that has
taken the time to listen beforehand.

Lesson Number 3 –
Stay Agile
I’m sure back in January 2020 you all had
a nice polished marketing plan for the
year, (or perhaps a scrappy version on a
piece of paper in your back pocket,
right?) but then Covid hit and threw all of
your best laid plans, projects and
campaigns straight in the bin. Thanks
Covid!

We all had a brief moment of panic. What
do we do now? Give up?

But you didn’t, you adapted, pretty damn
amazingly well if you say so yourself
hey? That’s because you can. All humans
have the ability to adapt when under
stress – it’s one of our best traits.
You moved your face to face events
online. You reassessed your plans and
came up with a completely new month
by month, even week by week plan.
Webinars, Zoom and Teams became
your best friends. Hell, I bet some of you
had never even heard of Zoom pre-
March? You focused your efforts online.
Blog posts were being churned out by
the dozen. Your social media accounts
didn’t know what hit them! Maybe you

even started posting videos on LinkedIn
for the first ever time. Despite being
terrified of the prospect, you did it and
found out that it’s really not that big a
deal after all.

Some companies even started offering
their services for free! When paid for
business dried up, they used their skills
for good and helped others who needed
it. Genius. Because when those
companies you helped get their budgets
back, it’ll be your door they come
knocking on. Kindness is contagious
after all.

This agility, this think of your feet way of
working – has to stay. We live in a fast-
paced world. People, processes,
technology, the environment around us
changes, all the time. You need to be
nimble to be noticed. You need to act on
impulse and make decisions, fast. If you
don’t, your competitors will.

Gone are the days where you spend
hours, days, weeks debating an idea, a
theme, a campaign. If it feels right, if it
matches your customer’s needs – do it.
Try it. Don’t fear failure, it’s the best
platform you have to learn.

I’m not saying don’t have a marketing
plan, that would be crazy, but instead,
have a plan that can pivot to respond to
the unexpected.

Embrace these lessons, as hard as they
were, and you’ll be in a better place this
time next year.
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DURING A PANDEMIC
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BUILDING A BRAND
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The former, is truly the hardest thing I have
EVER done in my life - the Pilates “hundred”
is a close second.

That afternoon I set to work, steeping
vodka with botanicals, researching the
history of Gin (chameleongin.co.uk/journal
- if you’re interested), understanding the
legalities, getting to grips with what gin is
made of and inventing some very disturbing
recipes.

Since 2012 I’ve wanted to make a Gin, not
just whitelable something that tastes like
Gordens in a fancy bottle, but REALLY
make a quality Gin. At that time I was
backpacking across Australia and after a
very long drive from Melbourne to Adelaide
(3 days!), fuelled by exhaustion and
adrenaline, a friend and I took the very
sensible decision to drop our bags at the
nearest hostel and then go out to a bar!

It was dead, it was a Tuesday night and we
were the only punters in the place; it was
also a gin bar. Due to the lack of other
customers, the bartenders took pity on us,
we got talking and we spent all night
learning about Gin’s from across the world
and the “perfect serve”. I’m not talking
about adding tonic, the perfect serve is
tasting a quality gin, straight, on the rocks
with a selected botanical or fruit to enhance
the flavour of the spirit. Now, unless you are
a Gin expert with an exceptional palate and
a lot of time on your hands, discovering
what the right fruit/botanical to serve your
favorite gin with is near impossible - this is
where I saw the opportunity!
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I think that we can all agree that starting a
business during an “unprecedented”
national lockdown isn’t the start up dream.

(And I promise that this is the final use of
the word “unprecedented” in this article).

Rewind to 2019, after over 2 years of
heading up a marketing team that looked
after Student Property across the UK,
Ireland, Spain, Dubai and Germany, my
team and I were suddenly made redundant.
It feels like a distant memory now, but at
the time we were shocked, blaming Brexit,
God, ourselves and not understanding why
a whole department was suddenly cut.

(Fast forward to 2020, thousands of people
are now feeling this way, but trust me, it’s
not your fault, you are brilliant and things
will get better).

To get over the shock of losing not just a
job, but an identity, I spent the next day “in a
leisurely manor”. I woke up at 10am
endured Loose Women (!) determined to
make the most of this period of my life and
enjoy chilling out, before coming to the
conclusion that watching Loose Women in
your pyjamas doesn’t solve your problems
or chill you out. That afternoon I wrote
down all the things I wanted to do but had
always been terrified to.

1. Start my own Gin brand
(chameleongin.co.uk)

2. Run my own Marketing agency
(glowdigital.co.uk)

3. Pilates

https://www.chameleongin.co.uk/journal
https://www.chameleongin.co.uk/
www.glowdigital.co.uk


Whizzing forward to 2019, after
months of distilling (I’d moved
from making bathtub gin in my
kitchen to making London Dry
Gin a Cornish distillery), foraging
local botanicals and grabbing
people off the street to get them
to try samples of gin to see
what flavours they liked best (I
can only apologise if you visited
Looe at any Saturday in 2019
and were coerced into drinking
Gin at 9am), we finally nailed it,
the perfect recipe.

 - Pine and
Orange Gin with Orange Infusion
pockets that change the colour
and the taste.

Pine, isn’t that just for Christmas
trees?

No!

It’s part of the Juniper family, it
tastes delicious, adds depth to
Gin and I dare you to try and find
a more natural ingredient than a
freshly cut sprig of pine!

I was almost there, I had the
recipe, the licences to create
and sell Gin, I just needed some
money to make it happen. It’s
Christmas 2019 and armed with
2 bottles of Gin for samples
(again, sorry if I ambushed your
Christmas party last year), a lot

of hope and a fantastic group of
friends. We managed to
crowdfund £14k from over 100
people pre-buying bottles of Gin
and other amazing gin based
experiences and rewards.

Spending the next 3 months
tirelessly working on a brand
with local creatives (shout out
to Emily Dymond, 51Studio and
Altitude Design), pressing
infusion pockets, ordering glass
bottles, wax seals, boxes and
labels. I was finally ready, we
were going to go into production
at the end of March…

We all know what happened in
March.

On the 26th July, just before the
end of Lockdown, finally, I
created 400 bottles of
Handcrafted Gin - and trust me
on this, there is no greater
feeling than a dream becoming
a reality.

We were still very much in a
state of semi-lockdown over
summer and whilst I was
supported by lots of incredible
local businesses, buying bottles
to sell to their customers, their
footfall was down and orders
were no-where near my pre-
lockdown research predictions.
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“On the 26th July, just
before the end of

Lockdown, finally, I
created 400 bottles of
Handcrafted Gin - and
trust me on this, there

is no greater feeling
than a dream

becoming a reality.”
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Fortunately - I’m a Marketer by trade and
Chameleon Gin, was never about having
a “quick G&T”, it’s all about community
and dipping your infusion pocket, sipping
your gin until you get the perfect balance
of botanicals and savoring your drink. It’s
an experience.

From the joy of opening the box that
Chameleon Gin comes in, to seeing a
locally made hessian bag stuffed with
biodegradable infusion pockets and
finally, pulling out your brand new bottle
of Chameleon Gin, every part of the
purchase should be (and is) an
experience.

One of the great joys of running
Chameleon Gin, is sharing a community
experience with customers and building
a brand. Every customer is invited to a
monthly online cocktail class (be
prepared, we drink a lot), I upload
countless “how to” videos to instagram,
I’ve worked with other local businesses
on how their products can compliment
Chameleon Gin, ran food pairing
evenings and tasting sessions.

I love getting to know my audience,
understanding why people love Gin, why
they drink Chameleon Gin, sharing tips
and hits with them from my bartending
days and more than that, building a
community of Chameleon Gin fans who
have and will influence future flavours.

I’m delighted to say that I have just
finished our second batch. This
Christmas I am releasing new products
such as small bottles of Gin and a limited
edition Cranberry, Orange and Cinnamon
infusion (as voted for by the community
of course) and I’m very much looking
forward to Chameleon Gin being part of
people’s festive season - we deserve a
quality tipple after this year!

Find out more: chameleongin.co.uk
Instagram: @chameleon_gin
Facebook: @chameleonginUK

Not only is George a bit of a Gin expert
she is also a specialist in Digital Marketing,
running Glow Digital which is based in
Plymouth.

With over 10 years of marketing experience
she is passionate about helping clients use
the right digital tools for their business,
building communities and creating sales
without breaking the bank.

When she's not creating gin or setting up
digital campaigns you will find her hiking on
Dartmoor.

Have a chat with her at:
hello@chameleongin.co.uk or
georgina@glowdigital.co.uk
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Join us this Christmas. Our parties may be socially distanced this year but they
don’t have to be boring! Treat your team to a fun cocktail evening this Christmas.

We love nothing better than a Christmas Cocktail and with our carefully selected
selection of Christmas themed gin cocktails you will love these winter warmers!
All the ingredients you need will be sent to your door and I will teach you how to
shake, stir and sip your way to cocktail perfection.

Our virtual cocktail class promise to be a party like no other, you will even learn a
few fun facts about the history of gin and take part in some festive fun along the
way.

For more information and prices: visit us here

Missing that Christmas party this year?
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content creation
This gets a little more challenging when the entire team
are based remotely.

What you need to ensure that content creation processes
continue is a structure, a ‘framework’, that ensures the
entire team know what's happening and are aligned
around your content production processes.
For that reason, we've devised the VOICE framework to
show you how to build the perfect content creation
process with a remote team.

Let's begin…

Visibility
If you’re using ContentCal to plan and publish your
marketing content, you can use the monthly or weekly
calendar views to gain a quick snapshot of all the content
that's going out across your channels. You’ll also be able
to see the campaigns and strategies that you have
planned over the upcoming weeks.

Using the Calendar filters,  we can drill down into the
Category Tags to understand the content that we've got
going out for different themes, topics, or campaigns.

Building Brands - the Magazine

with a remote team

Quality content is the result of a clear plan and team
coordination

https://www.contentcal.io/?utm_campaign=Building%20brands%20magazine&utm_source=Building%20Brands%20Magazine 
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Once we have total visibility over the plan, now's
the time to go into the organization stage.

Organization
Within this organization stage, we can build out
ContentCal to represent a picture of all of the
content we have planned, not just for social
media. Using the Custom Planning Channels, we
can build out content for emails, blogs, press
releases, and more.

Using this functionality gives us total clarity and
assurance that all of our messages are aligned
across channels, our tone of voice is
appropriate,, and it’ll also show up any gaps in
our content plan.

Once we establish where these gaps are, it's time
for the ideation phase.

Ideation
The ideation phase is arguably the most
important step of the entire VOICE framework.
This is the part where we're going to get a
broader team involved in this process. After all,
the best content is created together.

There's a number of ways to facilitate the
contribution of ideas. I'll give you three examples
of how this can be achieved.

The first method is to make use of ContentCal's
integrations. At ContentCal we use Slack for our
internal communication and collaboration so it
makes sense for us to use Zapier to connect
Slack and ContentCal.

Within Slack, we’ve created a channel called
‘Content Ideas’ where all of the content ideas
from across the team will be collected. If we like
one of those ideas, we can ‘star’ it. And when we
‘star’ that message, it’ll get automatically added
to the Content Hub Library within ContentCal.
The Content Hub is the most important feature
to facilitate this ideation process as ContentCal
acts as your ‘digital pinboard’ for ideas from
across the business. This is the place where
you're going to curate all of your suggestions and
contributions.
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The second method to facilitate the contribution
of ideas is by using the ContentCal Google
Chrome Extension, known as 'Web Clipper.'
Using this,, your team can gather interesting
articles from across the web and easily pin this
information to the Content Hub in just a few
clicks.

Finally, you can also use the ContentCal mobile
app to pin interesting articles that you find on
your phone or take snippets of text that you want
to add to the Content Hub. Ultimately, this makes
it really simple to get lots of people's thoughts
and contributions.

So now we've got a bunch of ideas living in the
Content Hub, it's time for the collaborative
process.

Collaboration
In the collaboration stage, we can now start
taking the contributions from our Content Hub
and using the ‘use content’ button. In using the
content, we are adding it to our main Calendar as
a ‘Draft’. To encourage people to collaborate and
give feedback, you can now leave comments on
this post and @ mention members of your team
to draw attention to your post. This gives an
opportunity for other stakeholders to add their
thoughts and comments to this content.

We can also use the Approval Workflows, in
which we can create custom multi-step approval
processes. Oftentimes and certainly in current
times, content needs as many eyes on it as
possible to make sure that the narrative and your
tone of voice is sensitive to what's happening.
That's why a social media management system
is so key.

By sending the content for approval, you give
others the opportunity to contribute, ultimately
creating a streamlined process around
collaboration.

Now that your content plan is visible, it’s well
organized, it’s brimming with ideas and your
team are now enrolled in the process, we can
now go onto the final stage of the VOICE
framework – Execution.

Execution
At this stage, we’ll be using ContentCal to publish
our content across numerous channels. You’ll
have your main social channel that you use for
your brand, but remember that you can also
supplement this by tying in additional profiles
such as LinkedIn personal profiles or a Facebook
Group to give your content additional reach.
In addition, you can use the integrations that we
spoke about earlier to give you additional
publishing functionality, allowing your content to
go further.

So that's how you build the perfect content
creation process with a remote team, utilizing
the VOICE framework to go through visibility,
organisation, ideation, the collaboration to the
execution of that content.

Andy Lambert is the
Director of Growth at
ContentCal. If you
haven’t tried their
social media
scheduling software,
then you really
should!

You can contact Andy direct by emailing him at
andy@contentcal.co or visit ContentCal’s website
here.
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