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Let’s just help
each other

Building
Brands

Hello! And welcome to the 3rd edition of The Helpful
Little Marketing Book. I really hope this finds you well,
and that you’re in a positive place. 2020 has been one
hell of a year. From Brexit, through the Covid lockdown,
a  recession and to where we are now; having to deal
uncertainty, the Covid situation worsening, and Brexit
threatening to run out of control.

One thing that’s become very apparent is the effect
this is having on us all. It’s never been more important
to be kind and look out for each other than it is now.
Lots of people in marketing have lost their jobs or
they’re under threat of losing them. Some have stayed
but had their job roles changed significantly.
Competition for new jobs is beyond intense, and a lot
of people have taken the decision to set up as a
freelancer. And that’s before we even start to consider
the changes and issues we’ve all faced away from
work too. Difficult times for everyone.

Please, every now and then, check in on your friends
and colleagues. Send them a message to see how they
are. Give them a ring. Go for a walk or a coffee with
them. If you know someone looking for a job and you
see one advertised, send it to them. Can you help them
even more by reaching out to your connections to see
if they know of anything? Now’s not the time to hide.
Now’s the time that we need to help and support each
other. What can you do for your friends?

It really doesn’t cost anything to be nice. It
certainly doesn’t hurt to reach out and check that
they’re ok. Let’s be positive, let’s help each other out,
and let’s try and get through the last 3 and a half
months of 2020 intact in as good a place as possible.
I’m sure I’m not the only one looking forward to 2021!

Building Brands, is going from strength to strength.
Since I added the website and the email newsletters
during lockdown, numbers of those following us and
engaging with us have grown week on week. The last

magazine received some REALLY positive feedback,
and it’s pretty clear that we’re starting to fill a gap that
no one really realised was there!

Have you signed up on the website for the
magazine, newsletter or events info? If not, you’re
missing out on our free Marketing Secrets guide,
packed with tips and advice from some pretty
awesome marketing people around the country. I’ve
even been asked to do a second edition! We’ll see
what the new year brings.

The only negative is the continued uncertainty of
when the first big event’s gonna happen. It was due to
take place on the 25th March - just 2 days after
lockdown officially hit. Not knowing how long lasting
the pandemic was going to be, I rescheduled it for
November 12th, but we’re going to have to reschedule
that again. Some have asked about it going online, but
I really want to avoid that for our first event. The value
is in the personal relationships and connections that
you can all make at the event - something really
difficult to do online.

There’s lots of good things happening, and loads of
you are doing some incredible work. Hats off to you. If
I can do anything to help, please don’t hesitate to get
in touch. Speaking of which, did you see that incredible
offer in the t&s creative advert on page 2? Go take a
look and make sure you apply!

Stay safe everyone, and keep smiling.



So you have invested a lot of time researching your
audience, defining your strategy, designing and building
your new website, and now its ready to go live. Nothing
else left to do, except agreeing to a website maintenance
package with your web agency. Sounds sensible, right?

Website maintenance is where the health of your site
is looked after, keeping it technically up to date and
ensuring it stays in good condition. So why would I say
that website maintenance moves your website
backwards?

Because if you’re only maintaining where you’re at,
when your competitors take steps forward, or your
audience needs change, if your website doesn’t progress
to keep up, then you will be left behind and your website
will appear to go backwards!

Website maintenance is a good first step, where you
are keeping the website technically up to date and secure
with the latest patches and updates. But you then need

to have a website progression plan, to ensure your site is
growing and answering your users needs.

So how do you create a website progression plan?

Step 1: Establish good foundations
You should have established good foundations

already during the initial stages of your website project.
We find the following gives a good basis for moving
forward:

● An understanding of your audience needs
● A competitor audit
● Your brand review and your offering
● A critique of your current website and marketing

Step 2: Build on those foundations
So this step is actually before the website

progression. This is where you’re designing and building
a website that meets your audience needs, in a way that
sets you apart from the competition and presents your
offering in an engaging way. If you’ve done this well, you
can then move onto the next step.

Website maintenance moves
your site backwards

by Ben Stirling
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Step 3: Regularly test the foundations
So at this point many organisations are happy with

their new website and then they go into maintenance
mode. Then in 3 years time they realise their website isn’t
working as hard as it did when it was first launched and
then decide to go through the process again of making
another new website. This can be quite an inefficient
process. Instead of waiting 3 years to review your
foundations and then redefining your approach, test your
foundations more frequently. Now the frequency of
testing is going to be different for every organisation in
every sector. But we would suggest reviewing the
foundations at least annually, but probably competitor
reviews and audience needs more frequently.

● What are your competition doing online?
● What are their key messages?
● Are they answering the same needs as you’re

answering?
● Are they doing it better than you?
● What is your point of difference?
● Has your product or service offering changed?
● Has your team changed?
● Are your users needs changing?
● Are there areas on your website that are increasing /

decreasing in popularity?
● Are users moving through your website as expected?
● What search terms are bringing visitors to your

website?

Answering these kind of questions on a regular basis
will help you to understand if your foundations need
updating at all.

Step 4: Establish a user feedback loop
A great way to understand your user needs is to

simply ask them. Make sure you’re using polls, comment
boxes or simple ways for your audience to give feedback
on your website. Don’t be afraid to ask them short
questions on how they are finding the website experience
today. We all like to hear positive praise, but it’s the
trends of negative comments that can be really insightful
to improving your user experience. You can create a
feedback loop using:

● Subtle overlays asking for site wide feedback
● Specific questions asking “Did you find what you

were looking for today?” on pages with a high exit
rate.

● Ask “What (if anything) is missing from the
website?”

● Email questionnaires that contain a mixture of
multiple choice questions and free text fields to
allow a broader response - you’d be surprised what
your audience really think!

● Focus groups (based on your user personas) to get
feedback on your website and offering according to
their individual needs.

Whatever techniques you choose to implement, just
choose to do it regularly and review the feedback
regularly. This will be a very powerful source of
information that gives real clarity for website
progression. If your customers are asking for a feature,
then its probably worth implementing.

Step 5: Adapt and grow to the changes
Once you have all of the review information in front

of you, you can then record all of these features into a
backlog. The backlog can then be prioritised in terms of
cost to implement vs benefit to the end user. So easy
fixes that bring massive benefit to the end user will be
actioned first.

Understanding the foundations your website and
marketing are built upon, regular reviewing of the
foundations, and then adapting accordingly will ensure
that your website remains successful. Staying ahead of
the curve, listening to your customers and being
proactive is all part of your website progression
strategy.

At Made with Maturity we create environments
where your digital project will thrive. If you need help
taking your website to the next level, or would like to
discuss your website progression plan then please drop
me an email at ben@madewithmaturity.com to see if
we can help.

madewithmaturity.com
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Being a B Corp helps us to attract brilliant
talent.  Everybody that comes to us is either in a
conversation around "I see you're a B Corp and I
would love to work for a B Corp,” or they’re saying
“I want purpose in my life."  When we recently
advertised to fill a new design role we asked
interviewees why Leap (for some of them they
were looking to move from London to Cornwall)
and the majority of them replied that they
understood that the wage wouldn't be equivalent to
London, but that they wanted to make sure that
everything that they did was more purposeful. One
of the things that I learned when I was at Eden was
that I got such a higher level of enjoyment and
sense of well being designing at a leaner, more
environmental level than when I was designing for
these big global corporates. In short, I knew that I
was contributing my skills to making a difference.
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THE BENEFITS
TO YOUR
BUSINESS OF
BEING A B CORP
PART 2: PEOPLE, PLANET, PURPOSE

In this second part of a three
part series about the benefits of
becoming a B Corp,
ambassador Matt Hocking
(Founder at LEAP) discusses the
positive impacts to people,
planet and purpose that it can
bring to a business.

https://www.linkedin.com/in/matthocking/
leap.eco


One of the biggest things that we’ve seen since
becoming a B Corp is that very quickly, a new breed of
client was approaching us and they were purpose-led
businesses. I always struggle with the term “purpose”,
because don't all businesses have a purpose? But if we
look at purpose then Leap has always had that purpose
of redefining design for people, planet and profit.

For us, what we've found is that in the early days of
Leap, and probably for half of its lifetime, we had many
organisations approach us from the charitable sector
who would say, "we love the work that you do. We don't
have much money, but we'd like to work with you," so
Leap ended up in a funding cycle for a lot of our clients.

What we're finding now though with the B Corp
community, which is for-profit organisations, is that they
value skills, people, and profit at a much better level.
Profit shouldn't be a dirty word, it should be something
that's considered in balance with people and planet.
More profit means more changemaking. If you look at a
business like Patagonia and see the level of
changemaking that they do with their huge turnover.

 We're finding that these sorts of businesses will
invest and there's no question about that investment.
They understand that we are the right supplier for them,
in this case for graphic and web design, and they want
that as part of their supply chain. That's not to say that
all of our clients didn't value us in the past, but now that
50% of our business now comes from within the B Corp
community around the world, it's more a conversation
about getting to know each other - which is as it should
be.

leap.eco
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Business should be about the relationship and asking
if we're going to be able to work together to reach the
same aims, and those aims have gone from just making
money to having people, planet and profit in balance.

Our working relationship with Don’t Cry Wolf is a
perfect example. They've been a B Corp for less than a
year now, but they made a commitment that in their first
year of trading they wanted to act like a B Corp, and have
those values. One of the things that John and Sarah did
was to create a B Corp supply chain. They reached out to
different organisations that could help them do their
accounting or their design and so on, and that's how we
formed a relationship that, once we met, the common
ground was so good that actually we've helped each
other to reach new markets.

Quite a lot of the businesses that approach us are
already people and planet aligned in some way, but we
also love working with those that aren’t so that we have
the opportunity to show them what is possible. There's
the occasional one that's seen a piece of work and come
to us off the back of that, and naturally they'll get a green
outcome (web or print) anyway. Within procurement and
CSR, there now seems to be much more of an
awareness about why businesses are choosing these
triple bottom line organisations. In the four years that
we've been a B Corp, when I go back to some of the
clients that we worked with helping on verification
towards certification, they're finding that they're getting a
whole load of new contacts from businesses on a CSR
level and that their businesses are definitely changing
from it, for the better.

Location doesn’t seem to be a barrier within the B
Corp community. Sometimes when we've been asked
to quote on projects by other agencies or businesses
and explained that we're in Cornwall (we do have a base
in London but it's not our headquarters) we sometimes
hear 'ooh, that's quite a long way away".  It's quite
interesting because we work all over the world for
clients and we always have, from Vancouver to the Sinai
Dessert and from Lapland to New York, and for those
values based clients our location has never been a
problem. We've got something that they need and we do
it in a way that they like because it's balancing people
and planet whilst still helping them to be profitable.

In the third and final instalment next issue, Matt will
tell us about how the B Corp community help and support
one and another, and how the benefits to his business
have far outweighed the investment.

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.
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We all need a hero in our lives - someone we might
want to live up to, someone we admire or someone who
stands for something that we also believe in.

They might be a great sportsman or woman, a
politician or business leader, a close relative or someone
who made a difference to our life.

In a film the hero is the star of the movie who
manages to beat the odds, overcome adversity and
triumph over evil so that we can feel that all is right in
the world again.

In business, like in a film, we are all telling a story - a
story about who we are, what we do, what we have to
offer, why what we offer makes a difference and how
that should make our customers and clients feel.

What a lot of businesses get wrong though is
realising who the hero of their story is. Here’s a big clue -
it isn’t them.

Public Relations is largely about helping businesses
to tell their story through all the channels available to
them - the media, print, online and offline, social media,
white papers and blog posts to enhance expertise and
understanding, award entries, website content and so
on.

And we often find with businesses that we talk to
that they put themselves and what they have to offer at
the centre of their story. This is a big mistake. You are
not the hero of your story.

LOOKING FOR THE
HERO OF OUR STORY

Briscoe PR essentially help businesses (like yours)
communicate what they do. In the process they create greater
awareness of your brand, increasing interest for you products
and services and, ultimately, more sales. With offices in
Plymouth and Fareham, they’re well placed to work with
businesses across the South Coast.

briscoepr.co.uk

Kevin Briscoe
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It’s your customers or your potential customers who
are the heroes of your story - the people who hire you,
buy your services or goods, and trust you with their hard-
earned money to deliver on your promises.

These are always people that have a problem and
they are coming to you because they believe you have
the solution. They don’t come across your business or
website by chance or by accident - they come across it
because they are looking for an answer to their issue.

They want you to persuade them that you can deliver
the solution that solves their problem, call them to action
and then deliver on your promises.

So if in the telling of your story you are not
approaching all of your communications from the
position of the hero customer and explaining how what
you do or what you sell solves problems like theirs then
you will miss out on their business.

If your website is all about you and how long you have
been in business for and how many awards you have
won, you are not answering the fundamental question
that people arriving on your site want answered - how
can you help me?

And if your social media is all about you - the person
at the party who just talks about themselves all the time
and is becoming a bit of a bore - then you are not
persuading potential customers that you have the
answer they have been looking for.

Too many business websites have been set up by
business owners who want to boast about their heritage
and their standing, that they are a family-owned
business started by their great grandfather and have a
huge About Us page to illustrate it all.

Or they like to show off their corporate office
buildings or office interiors, and talk about all the people
that work for them.

And their blogging and social media is largely mutual
back-slapping, slightly self-obsessed content about their
latest widgets and services.

There is room for some of this - it lends itself to
general activity about reputation and profile. But it is
secondary to answering the questions that your
customers or potential customers might have. And
those questions are unlikely to be “what does your office
look like”, “are you a family-owned business”, and “have
you been going for more than 100 years”.

Their questions are more likely to be “I have this
issue right now - can you solve it?”, I need these
products right now - do you have them?”

Listening to your customers - listening on social
media,  running surveys, asking for feedback - and then
positioning your offering according to what you hear is
the basis for a sound PR strategy. You are responding to
your market place, delivering what they want to hear.
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Remember that people are arriving on your website,
your social media or your blog from their phones or
tablets, making a decision almost instantly whether you
can deliver what they need, whether to stay or click away
and try someone else. You have to be answering their
questions as soon as they arrive, not expecting them to
navigate to dig out the answer they need.

Until your story reflects the role of the hero - your
customers or potential customers - you will continue to
miss out on significant business opportunities.

Whatever the size of your business you can put a PR
and social media strategy together that listens and then
creates activity in response. If you don’t have the skills or
competence in your existing in-house team to do that
then consider outsourcing it. It could be the best
business decision you make.

Keeping your business, products and services visible
to your existing clients and potential customers has
always been important.

Today it is vital that you are actively managing and
developing your reputation, while listening to what your
customers and other stakeholders are saying, to give you
that important commercial advantage over your
competitors.

Once you have listened and then created your
approach to your communications these are some of the
things you should be considering:

Never underestimate the power of a published press
release providing news about your business, product
and service development, new appointments, contract
wins and other activity. Finding the right publications
and having the relationship with the key journalists is
important for getting the coverage that fits with your
wider strategy.

Make sure you publish the news release on your own
website too and then signpost it from your social media
content.

If your social media output was a bit ad hoc pre-
Covid now is the time to make it more professional,
consistent and strategic with considered content and
supporting imagery and graphics. Make sure it aligns
with your core values and messages, but don’t make it
all about you. Don’t be the business that just talks about
itself on its social media all the time.

Well-written examples of how you work and what you
achieve for clients will touch the pain points of those
people who are looking at your website to see if you can
help them. Include a strong testimonial from the client
too.

Content on your own website that illustrates the
problems and issues that you solve can be reassuring
for people considering hiring you or buying your goods.
Blog posts give you the chance to show your expertise
and opinion on key issues in your sector - and Google
loves that new and fresh content too.

If you have a team of people spend some time brain-
storming ideas for news stories and other activity that
could get your brand noticed. Get a pipeline of activity
and content for the next six to nine months.

Always remember that all of this communications
output has to put your hero customer at the centre of
the story, answer the questions your hero customer is
asking and persuade them that you can deliver what
they need.
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Clare Trigg has worked in marketing for over 15 years. Whilst most of her roles have been in-house for fast-

growth B2B organisations including manufacturing and broadband service provision, she recently made a

decision to move agency-side! With a huge passion for design and all things creative, Clare is really enjoying

getting stuck into her new role at Bristol based design agency Soap Creative.

What is Brand Identity
and why are brand
guidelines so important?

These are iconic brands who have
spent millions on their own brand
identity. Here, Clare Trigg takes a look
at brand identities and why they’re so
important.

Think about Nike and what is your
first thought? The white swoosh/
tick? Now how about Coca Cola? The
white swirly writing on a red
background?

soapcreative.co.uk
https://www.linkedin.com/in/claretrigg/
www.soapcreative.co.uk


What is brand identity?
What is the first thing you think of when you think

about your favourite brand?

Perhaps you’re an Apple fan, like millions of others
across the world? In which case you most likely think
about the iconic apple logo, instantly recognisable even
without the company name. It’s modern and minimalist
look is synonymous with innovation and outstanding
design that many of us have come to love and expect
from their technology-leading products. These brand
values can be seen in everything they do, from usability,
design, and language, through to packaging and even its
retail outlets.

Another example, in fact a personal favourite of my
own, is Moleskine. For those of you who haven't heard of
them before they basically sell notebooks. But hold on,
they're not just any old notebooks! Aside from being
incredibly expensive, they are beautifully crafted with a
simple and elegant design, and perfectly bound so they

never fall apart. With a strong brand vision ‘to create a
world where we take the time to stop and notice the
details, where we sit on a bench in a bustling city and
scribble down an idea that has come into our head’, they
have cleverly managed to turn an everyday product into
something special with a loyal following of creatives,
entrepreneurs and travellers who would never choose
another brand.  Their vision, combined with the
simplicity of their design is a key part of their attraction
and can be seen in their website, point of sale and
throughout their stores.

The key point here is that brand identity is more than
just a logo, it is the image that people visualise when
someone talks about a brand, or the way it makes them
feel. It is your business’s personality, and some would
even argue it is a business' most important asset.

Every business has a brand even if it doesn't act like
it. Whilst some companies have spent millions and
worked hard to consciously create their brand, for some
businesses, theirs is something that has developed over
time.

Whatever the story behind your brand, the key to
creating a strong brand identity that accurately reflects
your business’ values and personality, is continuity and
consistency. The way you speak to your customers, how
you present yourselves must be recognisable regardless
of the channel you are communicating to your
customers with. And the best way to do this is through
creating a comprehensive set of brand guidelines.
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guidelines so important?

Every business has a brand even if it
doesn't act like it. Whilst some
companies have spent millions and
worked hard to consciously create
their brand, for some businesses,
theirs is something that has
developed over time.
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What are brand guidelines?
Brand guidelines, otherwise known as “brand book” or

“style guide”,  are a series of standards and rules that
guides anyone who interacts with your brand, including
designers, suppliers, and staff,  on how the different
elements of your brand should be used.

These rules must be followed to create consistent
marketing materials, and ensure your brand is portrayed
professionally at all times. Typically the document would
include information about the following:

● Company vision and values
● Mission statement
● Tone of voice
● Fonts
● Logo usage
● Type style
● Image style/photography
● Colour palette

Whilst creating brand guidelines can be time
consuming, it is essential for effective marketing strategy
and creating a successful brand. So before you jump in
and decide to invest time and effort, here is a little more
about why they are so important.

Why are brand guidelines so important?
1. Helps create a strong brand identity
Strong and consistent branding helps to portray what

your business stands for, it’s values, and personality.
Creating an identity is much easier with a set of
guidelines, ensuring consistency across all channels.

2. Brand consistency
Brand guidelines are an excellent way to ensure

cohesive and consistent styling for your company. They
should have some degree of flexibility to enable
designers to be creative, but rigid enough to keep your
brand easily recognisable. Without guidelines, a brand
can often develop and distort over time which can be
damaging to your brand and come across as
unprofessional.

3. Brand recognition
Representing your brand in a consistent way will help

you become more recognisable within your industry,
your target audience and your customers, enabling them
to recall your brand better in the future.

4. Saves time and effort
From a practical point of view brand guidelines are

an excellent way of communicating the brand to new
staff and suppliers. Once staff have familiarised
themselves with the document, it provides them with
focus and direction to ensure they mirror the messages
in their day to day work and can help to avoid costly
mistakes and confusion.

5. Builds brand value
A strong cohesive brand helps to increase your

brand's perceived value, showing it to be reliable and
professional.  Brand guidelines help protect the integrity
of your brand value that you have worked so hard to
build.

THE HELPFUL LITTLE MARKETING BOOK SEPTEMBER 2020

Do you need help with your branding?

If you think your company is ready for
brand guidelines but just never seem to
have the time, then get in touch with the
soap team today! We’d love to help and
without wanting to blow our own trumpet,
it's what we’re good at! Call us on 01275
400777 or email me here:

ctrigg@soapcreative.co.uk

Whilst creating brand guidelines can
be time consuming, it is essential for
effective marketing strategy and
creating a successful brand.

https://soapcreative.co.uk/
mailto:ctrigg@soapcreative.co.uk
www.hollyandtony.com


Holly Whitehead and partner-in-crime
Tony Harbron are Cofounders of Growth
Guides, and look after the marketing for
Securious, an Exeter-based cyber security
company doing exciting things.

Their new website, Holly and Tony Do
Cyber Security, is a personal safe space,
where they talk about the crossover of
their worlds. Discussing musings,
learnings and breakthroughs, they aim to
ignite a passion for cyber security in their
fellow marketers.

It doesn’t matter whether you’re a client-side
generalist, digital agency guru, copywriting comms
person, web design expert or one of the many other
specialists in our sprawling industry…

There is something in this article for you.

I want to tell you about an opportunity - and,
simultaneously, a chance to avoid a lot of pain. You’ve
probably heard plenty about this subject already, but
might not have joined the dots to see how relevant - and
important - it is to you in your professional life within
marketing and communications.
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Do you spend your life
defining, building,
protecting or communicating
a brand? Then you should
read this...

hollyandtony.com

Holly Whitehead
Securious

https://soapcreative.co.uk/
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In fact, if you’re anything like I was, you’ve actively
ignored it. Switched off when you heard it mentioned.
Successfully side-stepped and avoided even thinking
about it.

But this can’t go on, so hear me out: I promise you,
this is your problem (and opportunity) as much as it is
anyone’s…

Because it’s all about trust. And brand reputation. And
business values.

Yet, marketing people don’t tend to touch it.

Wait, what?

Yep.

Even though there’s this whole industry driven by the
need to preserve brand reputation, build trust and
express positive business values, marketers steer WELL
CLEAR.

Honestly, I’ve waited until now to even utter the
words, in the hope you might be intrigued enough not to
stop reading the second you realise what I’m talking
about…

Yeah. It’s cyber security.

Now, let’s get the negative bit out of the way, because
it’s not what I want to talk about and I don’t think it’s what
drives you either. But it’s important you’re aware of it, if
nothing else. Then we’ll talk upside.

1. We’re in it for the same reasons
Let’s be real: why does anyone actually give a sh!t

about cyber security? What is it that’s damaged most by
a breach or attack?

Funnily enough, most of the time it’s not being driven
by some sense of moral duty. Or even the immediate
financial consequences.

No. It’s the potentially catastrophic impact it could
have on reputation: it takes years to build a brand.
Seconds for it to come crashing to the ground because
of a cyber attack.

So if you spend every waking moment of your
professional life defining, building, protecting or
communicating a brand… It might be worth enquiring as
to what’s in place to prevent it from all being a wasted
effort.

2. We hold a lot of keys
A lot of us hold keys to sensitive rooms, many of

which are public facing. Logins to social media accounts
and websites need to be protected; any breach could do
a lot of damage.

Imagine your website being taken over by some far-
right extremists, with copy and images changed to
reflect their beliefs. Or your Twitter account being
hacked and filled with pornographic videos…

Not good.

It doesn’t look great for your brand, or for you
personally. So, since you hold some pretty important
keys that could do a lot of damage in the wrong hands,
you have to be aware of cyber security. Not only that,
but you must also take the appropriate steps to prevent
attackers gaining access to public-facing or sensitive
information.

3. We’ll have to clean up the mess
Say your business is hit with an attack. Data is sold

to the highest bidder on the dark web. Customers can’t
access their accounts, or suddenly have access to other
people’s sensitive information…
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More widely, accreditations that show you take cyber
security seriously will open doors, and serve as a tool
you can use to differentiate yourself from the
competition. They are a great way to spice up your
marketing, with an authentic demonstration of your
commitment to customers (whether B2B or B2C).

Career development
Getting involved (or taking the lead!) with your

company's cyber security will certainly demonstrate
initiative - and help you do your job better.

And thinking of the future, it could add a nice edge to
your CV: whether you've helped manage post-breach
communications, successfully exploited accreditations
to drive more leads, or adopted GDPR-friendly practices
with the processing and storage of data, cyber security
experience can be a valuable string to your bow.

And on an optimistic side note - some of the key
skills the cyber security industry lacks most are those
we marketers have honed to an art: psychology,
communication and persuasion, to name just three… So
who knows. You may even find yourself falling in love
with this fascinating, constantly-evolving industry. Just
like I did.

Convinced?
Hopefully at least one of the above reasons for

caring about cyber security will have resounded with
you. I think marketers will play a significant role in
helping businesses be more secure in the future - which
means there’s an opportunity now for the savvy among
us to get ahead of the game.

If you want to find out more, check out mine and
Tony’s website, which documents our journey from
poachers (noncompliant, pain-in-the-ass marketers) to
gamekeepers, determined to help marketers like us get
why cyber security is so important.

hollyandtony.com

And if you fancy chatting to a couple of marketers
cross cyber nerds, hit us up. Let’s get a coffee :)
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Who’s going to be responsible for sorting out the
communications? Explaining to customers,
stakeholders and the press what’s happened… You can
bet your bottom dollar we marketing folk will be
involved!

So it’s worth thinking it through in advance and
making sure you and your team are prepared. Even just
getting together and talking it through will help you,
though it is generally recommended to have an
incident response plan in place. After all, the worst time
to think about all of this for the first time is AFTER a
breach has occurred…

And you’ll be a hero internally if you’re prepared in
advance :)  Okay, so that’s the scary bit out of the way!
Cool.

Now let’s talk about the opportunities…

Build trust
Getting people to trust your brand isn’t that easy in

this day and age. The internet makes sure no mistake,
slip up or oversight goes unnoticed - or forgotten. And
there are so many factors that impact how much your
customers trust you that it’s really bloody hard to win -
and keep - their favour.

It’s not enough to whack a line in the values section
of your ‘about us’ page, claiming you care deeply about
your customers and their needs. They need proof.
Evidence. And it needs to look like more than lip
service…

And, though it is a somewhat sideways approach to
tackling this problem, showing people that you take
cyber security seriously is a fantastic way of proving
you don’t just talk the talk. It means you really care and
that you put your customers’ welfare first.

Competitive advantage
To win contracts with government departments, the

MoD or large organisations, having some basic cyber
security measures in place is imperative. Cyber
Essentials, a government-approved certification that
demonstrates basic cyber hygiene, tends to be a
requirement.

hollyandtony.com
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Jon Draper
Stormy Studio

Stormy Studio are an award-winning
business animation studio based in
Plymouth, Devon. Our days are spent
creating high quality bespoke animated
video for businesses with a big spoonful
of style. The videos are typically used to
explain, promote and entertain.

We are an accomplished group of
designers, producers, animators and
scriptwriters with expertise in 2D and 3D
motion graphics, editing and ‘on-trend’
design, meaning we deliver award-
winning, engaging videos.

stormystudio.com
stormystudio.com


Trying to stand out in a competitive market and have
your business message heard above the noise is no easy
feat. There are more digital screens than ever vying for
our attention.

This is where high quality animated video content can
come in. By combining an effective and concise script
with compelling visuals and audio it’s possible to reach
out and engage with your target audience.

There’s an ever-growing array of places to capitalise
on your video investment too. Many of which are free or
competitively priced enabling you to share your video
content, increase leads, boost product understanding
and overall brand awareness.

Stormy Studio was established in 2014. Our clients from
all over the world return time and again for help with new
2D and 3D animation projects and campaigns. The
uncharted waters of 2020 have caused industry to make
some drastic changes not just in how workforces
operate but also in order to survive. In implementing this
the internet has never been more vital for business and
companies like us can help.

Like Bees are attracted to the colours in flowers,
humans are drawn to colour, fascinating shapes and
motion. So, it’s no surprise that marketing professionals
rely on these elements heavily when planning a new
campaign. Motion graphics and animation are powerful
tools for marketing and branding, so powerful in fact
that they can affect whether or not a consumer notices
your company or heads elsewhere in search of
something better. Furthermore, animation can be used
to explain complex and technical processes that might
otherwise be difficult to communicate via filming or still
imagery. Many of the videos we make are explainer, or
instructional videos created for show on social media or
a website, alternately they are exhibited at conferences
or B2B presentations. A cool, smart looking branded
video shown to your audience, is so much more likely to
hit home than a near static slideshow. Of course,
bringing revenue in is a biggie for businesses but to
sustain success you need a happy and competent team
to back you up. Training is task that animation covers
thoroughly and clearly. Over the recent months we’ve
made training videos which will inspire and amuse your
staff.

So, what does a business animation project look like?
How would you get started? As with many things, design
ventures of this sort often start off being quite foggy or
just as a fledgling idea but don’t let uncertainty put you
off. Start off small, maybe just with a few objectives, the
ideas will flood in by the time the creative juices are
flowing.

Is business
animation for us?

stormystudio.com

By combining an effective and
concise script with compelling
visuals and audio it’s possible to
reach out and engage with your
target audience.

stormystudio.com
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From the starting blocks make some notes about
what you want to achieve with your video. Pose yourself
some questions, such as:

● What do you want the video to achieve?
● What message do you want to get across?
● How would you like to be perceived?
● Who are your target audience? ie. Business

professionals or Joe Public
● What feeling do you want to embody?

○ Strong/successful
○ Uplifting/refreshing
○ Serious/sombre

Next is to tap into your artistic flair. Everyday life and
of course, the good ol’ internet are brimming full of
inspirational styles and trends. This is the fun part
because you can immerse yourself in the world of digital
video, get a feel for what you like and realise the potential
available. Something catches your eye; a style, a
statement or a colour combination and that’s your lead.
You may want a fully animated video, or you might like
the aesthetic of live footage with over-laid motion
graphics and text. Pay attention to the lingo and use it to
deepen your search, you’ll discover a rabbit warren of
design looks once you get stuck in. You can also chat it
through with a creative team at an animation studio.

Your project is growing legs and will need a script.
Firstly, to give your video value and direction and
secondly, should you require it, for your voiceover artist
to read and record. If you are really stuck on writing your
script and developing a creative idea your animation
studio should be able to offer this service and this means

you need to find a competent studio that will offer plenty
of rounds of review. Ensuring you are happy with the
script content and that you are happy your message is
conveyed as you would like.

A decent and reputable business animation studio
will nurture your idea into existence. Finding a studio to
work with can be a daunting task. Our recommendation
is that you check the portfolio of any studio which
appeals to you. Look for volume of work, the calibre of
corporations they have produced work for, and whether
they have created videos in a similar style to your
requirements? Have they won any accolades for their
animation?

Our own studio site has a unique interactive pricing
tool, which will give a good indication of ballpark
production costs. It also helps if you gel with the
creative team you’ve chosen, after all it’s a collaboration
and they will offer you additional ideas and advice. If you
don’t feel at ease to say no or make changes where you
deem it necessary, the project won’t take the course you
want it to.

Depending on length and style of your animation it is
wise to give yourself, and your studio, at least four to six
weeks per project from conception to completion.
Obviously, video production can happen a lot quicker or
can take longer. But this amount of time on average will
allow for script writing, storyboarding, initial draft and a
good amount of review time in between.

Once completed you’ll then have a great animated
business video to engage your audience, and share
across a wide range of channels. This can then be used
for many months and years ahead. You can further
capitalise on the investment by grabbing stills (or
animated GIFs) and design assets from your business
animation to compliment your website imagery and
printed media.
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The Black Lives Matter protests this summer have
lead organisations around the world to reconsider the
image they project. In this atmosphere of recognition
and reaction, businesses are taking a more honest - and
awkward - look at themselves. They are appreciating the
implications of their heritage, and questioning whether it
is still appropriate, in the 21st Century. The racial
connotations of names, imagery and even music have
been reviewed, and changes made. Companies are
beginning to ask: What does our brand say about our
business?

It’s important for anyone with any responsibility for
leading a business to recognise that the perception of
your business is determined by the people outside your
organisation. Whether you call them customers, fans,
followers, clients, stakeholders, shareholders or
supporters, it is their opinion that counts. What they say,
believe or think to be true, about your business, is reality.

Jeff Bezos, the founder of Amazon, described brand
as “what other people say about you when you’re not in
the room”. What businesses are beginning to recognise
is that what people say about you is no longer just
related to your products or services. They are just as
likely to talk about your impact on society - the
campaigns you support or the issues you take a stand
for.
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What does your brand say about
your business?

At Alder and Alder we help
organisations to make an impact. In
a challenging economic environment
that is more important than ever.
Whether you need to adapt to
changes in your market, or you want
to exploit the opportunity to do
something new, we have the
knowledge and experience you need.
We will create the brand you need to
drive your business success; not just
through the recession, but into the
recovery as well.

Jonathan Alder

Jeff Bezos, the founder of Amazon,
described brand as “what other
people say about you when you’re
not in the room”.

alderandalder.co.uk/
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Nike took a stand for racial justice in 2018. They
championed Colin Kaepernick, the NFL player who ’took
the knee’ during the US national anthem in 2016, to
protest at police brutality against the black community.
As a result of his actions Kaepernick lost his contract
with the San Francisco 49ers. Nike featured him in an
advertising campaign with the line, “Believe in something,
even if it means sacrificing everything”.

The protests, following the death of George Floyd,
have triggered an unprecedented response from
businesses, in support of the Black Lives Matter
campaign. Quaker Oats are just one example. They have
committed to change the name and image of the 131
year old Aunt Jemima brand, to address the ‘racial
stereotype’ it portrays. US ice cream van operator Good
Humor, launched a new jingle (written by RZA of the
Wu-Tang Clan) for their vans. The traditional tune used in
the US, “Turkey in the straw”, has racist connotations.
Thousands of other companies, across the globe, have
issued statements and posted social media content
supporting Black Lives Matter.

However, people have been quick to question the
motivation behind many of the companies pledging
support. There is an opinion that simply issuing a
statement and pledging support lacks authenticity. This
type of “support” is seen by many as a marketing
exercise, rather than a genuine desire to drive change in
society.

Critics argue that a real sign of change would be an
increase in the number of black employees and
executives in the companies that are pledging support.
Marketing Week columnist Mark Ritson pointed out that
Adidas, Apple, Spotify, L’Oreal and even Nike - all brands
that pledged support - don’t have a single black face in
their leadership teams. Ritson suggested companies
“Walk the walk before you tweet the tweet”.
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A desire to make a positive impact on the community
is something that unites businesses of all sizes and
sectors, around the world. The Black Lives Matter
campaign may seem remote to many businesses in the
south west, but there is no lack of desire in the region’s
business community to deliver “social purpose”. And
there are many opportunities: mental health, gender
equality, well-being, climate change and inclusion are just
some of the causes businesses are supporting.

But “support” isn’t a marketing campaign. It needs to
be more than a cosmetic gesture. People want to see
something that makes a difference. Are you really
supporting the LGBTQ+ community by having a rainbow
avatar on your social media accounts during pride
month? What about the other 11 months of the year? Are
you really committed to tackling mental health by holding
a single event during Mental Health Awareness Week?
What do you do for the other 51? People want to see
“support” that is a genuine investment of time, money or
resources, not just goodwill.

What the Black Lives Matter campaign has revealed is
that people want to see positive action from the business
community to address this issue. In an era of heightened
customer awareness and expectation, it is likely that the
attitude of other campaigns will follow. Whether it’s
climate change, gender equality or inclusion, people will
expect companies to be proactive. It won’t be enough to
not be part of the problem. People will expect companies
to actively be part of the solution.

Companies will be judged by their actions. The
values people associate with your business are
determined by what you do, not what you say. To
demonstrate your commitment, do something that
people can experience - not just look at or listen to.

There are lots of examples of businesses that have
embraced a social purpose, and made it part of what
they do. The Body Shop has campaigned to end animal
testing in cosmetics since 1989. Patagonia is a US
outdoor clothing brand, founded in 1973. It has long
championed environmental causes, challenging recent
US government legislation threatening several National
Parks.

If you’re not sure how to demonstrate your social
purpose, look for a cause that is relevant to your
business. It might be something that reflects your
values. It could be linked to your clients. Or it might be
rooted in your local community. Whatever it is, this
connection will resonate with people and give your
activity authenticity. It’s this external perspective - and
ONLY this external perspective - that will help you to
build your brand. It will give you the credibility you need
to change perceptions and influence what people say
about you.

What the Black Lives Matter
campaign has revealed is that people
want to see positive action from the
business community to address this
issue.
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Top digital marketing
strategies for
eCommerce SEO

Crystal Carter, marketing professional
and Senior Digital Strategist at Optix
Solutions. She is passionate about SEO,
digital campaigns and transformative
power of data interpretation. She loves
coming up with new strategies for
making the most of the web in today’s
vibrant digital landscape.

With high street retail in a state of transition,
eCommerce is something that lots of companies are or
should be investing in right now. If you are a retailer,
supplier or manufacturer this can be one of the easiest
ways to bring digital transformation to your organisation
and to increase revenue.

In recent months global lockdown has created an
unprecedented moment for eCommerce brands.

Here are some of the tactics that we are seeing
across our clients and across the retail industry to help
you come up with your next eCommerce play.

Showcase Credibility
● Prioritise Your Pages
● Invest in your images
● Think mobile first
● Showcase Credibility

On 4 May 2020, Google released its latest Google
core update. This caused a shake up across digital
brands and content creators. Like the January update
and the update before, Google’s main goal was to make
the internet a more credible and accountable place to do
business and connect.  As a result, websites who can
really demonstrate high expertise, authority and trust
were able to increase visibility and therefore revenue
during this time.

https://www.optixsolutions.co.uk/
https://www.optixsolutions.co.uk/digital-marketing/seo/
https://www.bloomingdales.com/
https://www.asos.com/
https://www.trustpilot.com/
optixsolutions.co.uk
https://webmasters.googleblog.com/2019/08/core-updates.html
https://webmasters.googleblog.com/2019/08/core-updates.html
https://www.optixsolutions.co.uk/blog/google-e-a-t-2019/


Amongst Optix Solutions SEO clients who
implemented expertise authority and trust updates, we
saw visibility games as high as 30 percent. Looking at
the wider industry online retailers like Bloomingdales and
asos, made gains of more than 30% following similar
tactics.

How can you build authority on your website?
Here are some of the methods that I’ve seen deliver

results for clients.

Encourage Customer reviews
One of the best ways to build authority on your

website or to let your customers speak for you. If you
have a strong collection of customer reviews then you
will be able to demonstrate to Google and to other
customers that you have great products and services.
Opportunities for reviews of your business rather than
your product, are available on Facebook, Google My
Business, Trustpilot and more.

Once you have a collection of reviews can schema
markup to add this into your website structure and help
improve your CTR on search.

Shout about your team of Experts
As well as building confidence in your brand, it pays to

reassure your customers that your company is full of
knowledgeable brand enthusiasts. If you have a bricks
and mortar outlet this is particularly useful for helping
shoppers who might meet you in person to feel confident
about your business. Share who makes up your
team,how they represent your brand values and Google
will thank you for it.

Showcase Companies Credits

Don’t be shy about your award winning brand. Don’t
hide away your accreditation. You’ve worked hard to
gain these accolades and they have are valuable tools to
increase your credibility with customers onsite and with
Google’s algorithm.

And for eCommerce brands in particular, aspects like
customer service, delivery information and even basic
information like your business HQ address and
company number can work in your favour.

This might seem obvious, but in the quest to make
beautiful, styled driven websites, this is often
overlooked. Whilst sites without this information may be
losing out on clicks without knowing it.

Asos (above) clearly lays out company info and has
full footer links for customer service enquiries.

Prioritise your pages
Anyone on a marketing team will tell you that

eCommerce websites are notoriously large. Making
room for all of the pages, every product and variant you
are taking quite a lot of digital real estate in the process.
When Google comes to look at your website they need
to be able to find the most important pages quickly. This
means that you need to tell them which pages are most
important and show them how to crawl them first with
an optimised sitemap, clear robots.txt, and good
housekeeping for removing old pages before they 404.

optixsolutions.co.uk
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Optimising for site crawlability and crawl budget is an
SEO task that I carry out for all of my clients to make
sure that the site map is showing exactly which page are
the most important. Without SEO guidance this is
something that can be easily missed, but if once
corrected the effects are clear and bankable.

Invest in your Images
There is a reason why online retailers invest in

creating look books and custom imagery, because it
yields results. Google favours original content and on
Google Image searches. So your unique images are
going to perform better than one which is duplicated
from a rankings behemoth like Amazon.

How to SEO eCommerce Images
Creating custom photos take time and resource, so

you optimise the images for your online shop by:

● Creating Custom Image Titles and Alt Tags
● Adding schema markup to your images
● Creating an image sitemap xml file
● Compressing your images or serve them from a CDN

(as on Shopify) for speed

I’ve seen clients get an immediate rankings boost and
sales boost by making these kinds of image
improvements. And they should be applicable for
businesses of all sizes.

Optimise Your Shop for Mobile Purchases
Your shoppers, particularly your B2C customers are

mobile first. Make sure your shop is as well. In the first
instance this means ensuring that your mobile site is
Clear, Responsive, Accessible, Fast, and Tested. For
eCommerce sites I would also add that your site should
be really really Easy to use!

It should be really straightforward for you customers
to complete their journeys.

Think of how easy your last ‘1-click’ purchase was via
Amazon Prime. Or how simple it was to buy new trainers
on Ebay from your PayPal account. These friction-less
purchase options can be the decision maker between
one seller another. Amazon knows this and your
business can implement many of these practices as
well.

As eCommerce excellence shapes up to be the
deciding factor of B2C business success for 2020,
implementing these strategies should serve you well.
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means ensuring that your mobile site is Clear, Responsive,
Accessible, Fast, and Tested. For eCommerce sites, I would
also add that your site should be really really easy to use!
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First impressions really count and now more than
ever we buy with our eyes. We can’t help it! Across
websites, social media and digital marketing, we browse
photographs before we decide what to buy. And without
realising it, we make a judgement on a brand, its quality
and its value for money.

Even though quality photography is such a critical
part of the customer’s journey to purchase, it’s often
removed from budgets. Photography is often thought of
as “one more cost” and that a shot with a ‘good’ digital
camera will suffice.

29

Getting The
Best From
Product
Photography

Pip Hayler

Pip is a commercial photographer
specialising in product and interior
photography. Her reliable, professional
and caring approach has earned her many
loyal clients in Cornwall and beyond.

Pip delivers a thoughtful, considered
service to the businesses she works with
that allows her to focus on what each
individual business needs. She provides
professional portfolios ready for clients to
use on their websites or for marketing
and advertising.

piphaylerphotography.co.uk
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Sometimes, sharing examples of good photography
from competitors can help. And getting a business to
think about how their own customers browse and shop
online and how photography influences decisions can
support your point too. A clear understanding of how
much time a business owner (or marketer) spends
doing the photography can also produce a lightbulb
moment. Very often, a business is spending far more
time than it realises on its DIY photography.

But I’m mindful of how businesses, especially start-
ups, juggle budgets. So, I tread carefully, because
explaining that their photography may not be good
enough can feel like telling someone they have a terrible
singing voice.

And in the end, like every decision a business makes,
they have to see the value of the investment to
understand how this becomes a benefit.THE HELPFUL LITTLE MARKETING BOOK SEPTEMBER 2020

As smart phone use has increased,
more people have the self-belief that
photography is easy.  And this
makes it hard to explain how
damaging bad photography can be
to a brand or business.

But until a business understands that their
photography needs to look professional to get the sales
they want, all the time and money they spend in other
areas will be for nothing.

Yes everyone can take a photograph. But not
everyone is a good photographer. Unlike any other
creative practice, many business owners think they can
take good photos, or that photography is also a
marketing function.

If I gave a bunch of people a pencil and paper I’m
pretty sure they wouldn’t believe that they could all be
illustrators. But the combination of everyone having
phone cameras and the belief that a photograph looks
pretty much like the thing you point your camera at, often
means people think they can be a photographer. As
smart phone use has increased, more people have the
self-belief that photography is easy.  And this makes it
hard to explain how damaging bad photography can be
to a brand or business.
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Product photography is used in these main areas:
websites, digital marketing, social media and print
marketing, such as magazine articles or fliers.

The product photography that offers the best value
for money is basic pack-shots taken on a white
background, which can be used for all areas, especially
e-commerce. If a business wants to sell products
through other retailers or on Amazon and eBay these
shots are an essential investment.

Pack-shots are incredibly versatile photographs, as
they can be resized more easily – quite simply, there is
no background to contend with.

The humble pack-shot, however, may seem simple –
but they’re the hardest to do ‘well’. There’s nowhere for
the product to hide so any imperfections need to be
touched up, and reflective products and packaging are
challenging to photograph. Getting a pure white
background takes skill,  the grey background or badly
cut-out product often seen on a Facebook or Amazon
shop inventory can cheapen a brand.

Lifestyle and creative shots, where products are in
situ, being used or with creative backgrounds, not only
add to a portfolio, but they can be used across a range of
marketing tactics to draw the customer in. This is
especially true of those aspirational images at point-of-
sale that are so compelling that the customer wants to
purchase – immediately!

Time is often critical and I do caution businesses, and
sometimes the marketers they are working with, that in
the rush to get a new product online, a poor-quality
photograph uploaded to their ecommerce site is a false
economy. Ad-hoc photos sit awkwardly next to
professional imagery and will instantly impact a brand’s
credibility.

But does every photograph need to be professionally
shot? The one exception is for social media. Because of
its nature, this real-time, storytelling content needs to
look authentic and relatable. And sometimes a
professional shot can look too contrived.

As with professional shots, social media photos
should never be blurry, wonky or badly lit. They are still
part of storytelling so they need to represent the brand
authentically and professionally.

Just like authors specialise in different writing styles,
photographers have specialist knowledge and skills in
particular areas and it rarely crosses over effectively.
Ask them about their experience in shooting product
photography and check their portfolio!

Personally, I always refer fashion photography to
someone in my trusted network, even when I’ve handled
the product shots. Shooting models is a totally different
skill set, and I want the best outcome for the business
I’m working with.

Make sure you know where the images are going and
tell the photographer what cropping ratios you will need.
A cropping ratio is the size of an images height and
width (not the resolution), for example a square 1x1 or
rectangle 2x3.

This is really important if the photography is to be
used on a website. There’s nothing worse than having a
square crop in a gallery that cuts into the very thing you
are trying to showcase – especially when you’ve paid for
the photography!

Resolutions are also important to consider.  Although
they sound technical, talk to your photographer about
where the images are going and what you’ll require.

Ask your photographer to include the various crops,
resolutions and a contact sheet so you can reference
the image name to the photograph when you make your
selections. This stops you wasting time trying to resize
images or searching for what you need.
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There’s nothing worse than having a
square crop in a gallery that cuts into
the very thing you are trying to
showcase.

https://piphaylerphotography.co.uk


Copyright and photographs from the internet
Copyright can be a tricky thing to understand and I’m

afraid you can’t just click on Google images and take an
image that you like and use it. Every photograph that’s
taken belongs to the person who took the photograph,
unless they sell or give the copyright to you. If you use an
image without permission, the person who owns it can
legally ask for compensation and money for usage. Just
because it’s on the internet it doesn’t mean it’s free.

You also need to ask permission if you take an image
from social media. Pinterest and Instagram are often
misunderstood, as photos posted there are not copyright
free. And while some people are happy for a tag or
mention, others may ask for money, so always check.
And never assume a client owns the usage rights just
because they sent an image to you.

Photo libraries are great for generic photographs, but
they won’t of course be unique. They won’t have the
product you are showcasing, but stock images may work
for background shots or social media storytelling.

Copyright can be a minefield so do talk to your
photographer about this. Most photographers will keep
the copyright of any images they shoot, but will give you
unlimited usage rights. So, make sure you have it all in
writing.

A note about current times
I’d be remiss if I didn’t mention the way the current

pandemic is affecting retail and I’m mindful of what the
future may hold for all of us – photographers and
marketers alike. We all know that online sales are
increasing and many retail shops are closing, which
means many businesses are looking at ecommerce in a
way they didn’t before.

Sadly, businesses who are used to relying on their
direct sales pitch to customers – whether that be
tasting, seeing or touching – can no longer rely on this
face-to-face customer experience.

This means photography will play the lead role now
in the customer journey. The visual experience takes the
emotive experience of marketing copy one step further.
Photography has never been more important in
attracting customers and encouraging them to buy.

https://piphaylerphotography.co.uk/
https://www.lifemediauk.com/


In the end, if your video didn’t cause any kind of reaction,
engagement or interaction, it was either a bad video or
poorly distributed.

2. It wasn’t planned out
Planning your video is one of the most important
aspects of the production process. If you haven’t
planned out your story, shots, purpose, message,
locations, content, pace and more, then you are setting
yourself up for a spectacular flop.
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8 reasons why
your video sucks

Sunjay’s enthusiasm for video comes from a firm belief in its
power to transform a business, having seen the impact time
and time again for his clients. A well-developed video helps
you engage with your customers in a genuine way, by telling
your business story and giving real insights into what makes
you so special.

The barrier to entry for video creation is low. For
marketers this can be a blessing and a curse.

A blessing because we can create marketing videos
quickly and affordably through our phones. But it’s also
a curse, because if we actually want to stand out from
all the noise, we need to think more creatively about the
content we’re actually creating.

This blog post is about the 8 reasons why most
brand videos suck… and hopefully will act as a guide on
how you can do better.

1. It didn’t produce results
Taste is subjective. Maybe your Director loved the video.
Maybe the FD hated it. Ultimately, none of that matters if
your video didn’t produce any results.

The first step is to think about what success actually
looks like for that piece of content. Is interactions? Is it
click-throughs? Maybe it’s conversions?

Sometimes it’s really easy to tell, especially when
you’re running ads. But when you’re producing brand
pieces that are more targeted towards increasing
awareness, it can be difficult to track relevant metrics.
This is where platforms like Google Analytics and
Vidyard can become extremely useful, because of their
detailed tracking insights.

Sunjay Singh
Life Media UK

lifemediauk.com/

https://piphaylerphotography.co.uk/
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Don’t over-complicate things if you’re self-shooting. Keep
the content concise, keep the shots limited. If you’re
working with a production company, then they should
help you with all of this. If you work with us, we’ll help you
with planning AND we’ll feed you cake. No brainer.

3. It’s a vanity project
Have you ever been on a date and all they did was talk

about themselves? Did you date that person again?
Exactly!

You’re phone is not a mirror. It’s a portal. A portal to
the rest of the world. And they can hear you my friend.
But if you want the audience to actually listen, then the
video needs to help them and not just be about you.

Vanity projects aren’t very popular… especially with an
audience that doesn’t know you yet. Don’t get me wrong,
the odd personal post or work celebration here and
there is fine. But if your video contains too much use of
the word ‘we’ or ‘I’ then you’re on the wrong track!

4. It’s cringey
Who are you? What do you stand for? What do you

want to be remembered for? The answers to these
questions are extremely important. You see, without
knowing this, how can you craft an authentic message?

Authenticity is crucial when it comes to
communicating effectively because without it, you’ll lose
the trust and attention of the audience.

A video that lacks authenticity will always come
across as cringey. So next time you think about shooting
your video blog in front of a Ferrari… don’t.
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Ok but seriously, next time you want to shoot a video,
ask yourself: is this really us/me?

5. It’s boring
What makes a video boring? Well, I once sat through

a 4 hour lecture on dental implants. It was extremely
comprehensive, delivered by a world-leading dentist and
packed full of information. But 5 minutes in, I wanted to
cry…. I was so bored.

Why? Because it was totally irrelevant to me. This
links back to point 3 and thinking about your audience.

It doesn’t matter if your content is brilliant. If it’s not
linked to the needs, priorities or challenges of your target
audience then it’s irrelevant and ultimately it’ll be boring!

PS: We were filming the dentist thing so I had to stay!

6. It lacks structure
In 350 BC, Aristotle wrote that a play must have a

beginning, middle and end. Over 2300 years later and
ain’t much changed.

It’s something that is so blindingly obvious now that
we all take it for granted. That simple structure is so
ubiquitous in our lives that we just expect it to be
present.

If you don’t have a clear structure to your video,
you’re going to fall short. The content won’t be as
effective and you’ll have trouble resonating.

7. It’s not part of a strategy
One good video is ok. But one good video is NOT

good video marketing.

You see, for your video to reach its full potential, it
needs to be part of a wider content strategy.

Perhaps that strategy includes more videos. Perhaps
it leads to a downloadable guide or a blog post. But
either way, it needs to be part of a larger strategy that is
aimed at nudging your prospects through the sales
funnel and converting them into a paying customer.

Get your strategy right if you want your video not to
suck!

You’re phone is not a mirror. It’s a
portal. A portal to the rest of the
world. And they can hear you my
friend. But if you want the audience
to actually listen, then the video
needs to help them and not just be
about you.

https://www.lifemediauk.com/


8. It’s a one hit wonder

The digital landscape is extremely dynamic.

Social media is a fast flowing river of content. Post
your video more than once, because lots of your
audience won’t see it the first time.

It’s absolutely ok to keep posting the same video, just
give the content some breathing space.
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Life Media UK scooped the Media, Digital & Creative award in the respected MTM Awards.

Social media is a fast flowing river of
content. Post your video more than
once, because lots of your audience
won’t see it the first time.

It’s absolutely ok to keep posting the
same video, just give the content
some breathing space.

You’re not making an instagram story; it doesn’t have
to disappear after 24 hours. So post it multiple times
over a 3 – 6 month period in order to give yourself the
best chance of success.

Which of these 8 sins have you committed? If you’ve
answered none, then you’re on the way to video
marketing success! If you can spot a few, it’s time to
reconsider you approach to video marketing before you
start creating your next videos.

If you could benefit from some professional support
with your video marketing strategy, Life Media UK are
here to help you to see real results from video – without
the headache of creating it all yourself.

https://www.lifemediauk.com/


Quite often these types of articles bombard you with a
lot of sales talk, facts and numbers which is a necessary
part of the business we are in. What we sometimes
forget is that we are ultimately communicating to other
human beings. No matter how high up the corporate
ladder, they are still influenced in some part by their
emotions. So, what happens when an agency listens to
and delivers from their heart as well as their head?

If you looked on the surface, we were doing quite
nicely, thank you - the monthly profit and turnover was
steady, there were no looming debts or disasters. It was
a happy world, unaware of the COVID-19 bombshell in
our near future.

Or was it?

We’d been through tough times before, and bounced
back stronger.

Three years ago a major client pulled the rug from
under us with little or no warning and the senior team
had to beg, borrow and scrape to keep us afloat - all our
forecasts had been tied to that one client and we agreed
never to do that again!

Sometimes you blind yourselves to the truth when
doing everything to rescue the business, but in pulling in
a major new client to replace the outgoing, we found
ourselves in similar territory. All the signs were there
again; high staff turnover, lower than desirable margin,
silly mistakes from stress or too much throughput and
focusing on delivering almost unachievable results for
an industry that seemed built on those as prime
directives.

This time we knew we couldn’t rely on that client to
be our sole provider, so we had to put a long-term plan
in place to pivot the business. Our core aim was to focus
on working with nice clients, who, whilst demanding (we
love a challenge), are reasonable human beings, and to
spread the risk across multiple smaller clients.
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A series of
unfortunate
events

Sometimes you blind yourselves to
the truth when doing everything to
rescue the business, but in pulling in
a major new client to replace the
outgoing, we found ourselves in
similar territory.

https://www.tandsadvertising.co.uk/
https://www.tandsadvertising.co.uk/


Step three was to invest in our account management
team to help better respond to the needs of our clients.
Not only did this lead to happier clients, but also (and
this was the primary aim) provided much needed time
for analysis of where output could be improved, as well
as adding value to ongoing projects; both in terms of
presenting extra opportunities to target the right
audiences for our clients and to generate extra revenue
for us - win, win.

Throughout all of this, we had one core thought;
‘does each of the measures we are implementing help
improve the quality of work we are doing?’ We are happy
that the results speak for themselves.

We cannot deny that we got some luck along the
way. No-one in the advertising industry was planning for
COVID-19 and the direction we had pointed ourselves in
happened to be within industries that didn’t take a
downturn. Was that because we purposefully sought out
more like-minded partners - perhaps. However, even
without that, putting in place a better strategy for taking
the agency forward, in effect, preparing us for the ‘new
normal’ before we even knew that was such a thing.
Speaking from the ‘heart’, we would absolutely advise
others to go down the same route.
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Step one was to define how we manage workflow
throughout the agency better, and to do that we had to
review our service level agreements, focus on client
relationships and ensure that we could institute
manageable timelines and guaranteed delivery for client
projects. By strictly enforcing this, we found it much
easier to balance our workload for a growing array of
clients, and also was a fantastic way to work out where
we had gaps in our knowledge and when we needed to
bring in additional members of staff.

All that said, we know that we have to deliver, and
sometimes that creative is needed yesterday! To
manage this we created a ‘fast-track’ service, which
although slightly more expensive than our normal hourly
charge, meant that for urgent jobs we can always
deliver.

This additional revenue being available allowed us to
embark upon step two, which was to analyse the team
to identify who was best at delivering which tasks,
promote them, which in turn created a revised way of
working, whilst seeking out additional resources to
further strengthen the team and improve core skills.

We are t&s creative communications, a
full service creative communications
agency with a proven track record of
delivering multi-channel, high impact,
and cost-effective creative marketing
solutions that deliver results. With over
two decades of creating successful
marketing campaigns, there is nobody
better placed to ensure that your
message is delivered in the right way,
in the right place and at the right time.

tandsadvertising.co.uk/
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What steps can you take to be more inclusive in your
marketing? Joyann Boyce, founder of The Social Detail,
spoke to Claire Dibben from Noisy Little Monkey ahead
of her appearance on their Business as Unusual webinar
on 17th September where she was part of a panel
discussing cultural diversity in the marketing sector
(click).

You’ve recently set out on a mission to make
‘inclusive marketing the industry standard’. What is
‘inclusive marketing’ defined as to you?

To me, it’s understanding that your target audience is
diverse within itself. A lot of people look at diversity and
inclusion as potential charity cases or side projects but I
think that inclusive marketing is just marketing.

Let’s take marketing tampons as an example.
Tampons are created for people with vaginas. This
means that the people buying your product could be
trans men so that automatically broadens who your
audience is. When you practice inclusive marketing like
this, you’re diversifying the people in the content and
letting them know that they’re being seen.

So, inclusive marketing is essentially understanding
that your target market is diverse and catering to them.

In your opinion, which brands do really well when it
comes to inclusive marketing?

Nike - although I want to caveat that I know they’re
not totally unproblematic - but you can see in their
campaigns that they make an effort to include people.
One of their recent campaigns focused on women
athletes, all of them Muslim women wearing hijabs.
When some brands attempt to do inclusive marketing,
you might see someone in the background or on the
sidelines but these women were front and centre.

Men’s health and mental well being platform Manual
launched a campaign around men’s body image in May
last year, urging advertisers to move away from
problematic descriptions of men as stoic, Grecian gods.
The article is worth checking out.
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Inclusive
Marketing: tips
and inspiration
for marketers

To me, it’s understanding that your
target audience is diverse within
itself. A lot of people look at diversity
and inclusion as potential charity
cases or side projects but I think that
inclusive marketing is just marketing.
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Firstly, diversify where you’re getting your stock
images from. These are a few resources that I really like:

● UK Black Tech
● https://www.blackillustrations.com/
● https://stock.bodyliberationphotos.com/
● https://tonl.co/
● https://affecttheverb.com/collection/

Secondly, start understanding how your content is
consumed and consider that. For example, when you’re
putting photos on social media make the effort to write
Alt Text because some people will consume the images
in that way. Make sure you write a proper sentence to
describe the photo too - make it as helpful as possible
for someone who might be using a screen reader.

Another recommendation I have is: follow people
from different backgrounds on social media. This is how
I’m educating myself on how to write good Alt Text
because I’m following more disabled people and I’m
learning from them.

Sometimes people think that championing diversity
and inclusion is all about acts like marches or protests
but even something small like changing up your social
network is good. To see change, you have to disrupt the
system to start a new stream. On that note, I'd also say
look at your role models and assess. Are they reflective
of the values which your company holds?
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I also like Microsoft for their use of diverse
illustrations in their content and I also really like this
campaign from LinkedIn!

What are three things marketing managers and small
business owners can do starting tomorrow to take their
first steps on their journey towards inclusive marketing?

Claire Dibben - Noisy Little Monkey
Joyann Boyce - The Social Detail

Another recommendation I have is:
follow people from different
backgrounds on social media. This
is how I’m educating myself on how
to write good Alt Text because I’m
following more disabled people and
I’m learning from them.

noisylittlemonkey.com/
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In a marketing sense, it humanises your brand. Any
brand saying they don’t know something or they made a
mistake or they’re trying to learn to be better makes that
brand more relatable. Saying any of those things is a lot
better than silence because silence doesn’t let anyone
know where your brand is at.

If you’re looking to take the first steps in inclusive
marketing practices, I’d really recommend checking out
this training from the team at Salesforce (click).

If you're just getting started on this journey, you could
also look to get an inclusive marketing audit done for
your business. We offer inclusive marketing audits at
The Social Detail which help businesses identify the
steps they can take to make sure their marketing is
hitting the mark.

What are the common mistakes you see brands make
when they start on their journey towards inclusive
marketing?

Three things come to mind. First off, doing inclusive
marketing once in a tokenised way. For example, you
think that you’ve done enough because you’ve included a
wheelchair user in one photo shoot. Or, you’ve used the
same diverse people in your content over and over again.
Essentially, the same variety and enthusiasm you’d put
into any of your other efforts, put into your inclusive
marketing too.

Don’t just do inclusive marketing for the cookie - Black
History Month is a good example here. Don’t just dig into
the archives for some content you did five years ago,
pulling out the one time you did inclusive marketing
doesn’t work. You need to revisit your efforts.

Finally, don’t do nothing. A lot of people don’t know
what to say with the Black Lives Matter campaigning
going on. Sometimes as a brand saying you don’t know,
or you’re thinking, or you’re trying to assess is good.
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Don’t just do inclusive marketing for
the cookie - Black History Month is a
good example here. Don’t just dig
into the archives for some content
you did five years ago, pulling out the
one time you did inclusive marketing
doesn’t work.

Noisy Little Monkey, just like Banksy
and the original Darth Vader, was
conceived in a back bedroom in
Bedminster, Bristol, UK.

The reason for our existence is
simply this: to protect the naive from
spending their money on digital
charlatans.

Over the past 10 years, we've shone
light into dark corners of the
internet, tackling bad practice in
SEO, PR and marketing in general.

www.noisylittlemonkey.com
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BuildingBrands

BOOK CLUB

Have you read a marketing book recently that you thought others would really enjoy or
benefit from reading? Then this is the place to share it! If you’d like to let others know about
the book, please email me at dave.briggs@building-brands.co.uk and I’ll make sure it’s
included in the next magazine!

A couple of people I’ve come to know pretty well over the last few months have written
some fantastic books.

SEO content writing is 'bone
dry' as far as interesting
subjects go, but Sarah
Wilson-Blackwell has
managed to make it
ridiculously entertaining.

Available from Amazon as
an ebook for just £2.99!
Click the picture of the book
above for more details.

Two books here by the inimitable
Dan Kelsall from Offended
Marketing. They’re fun, but they
hit the nail right on the head.
Some great ideas and tips.

Available from Amazon FOR JUST
£4.69 and £4.50 each. Just click
the image of the book you want
above to go to Amazon.

A fantastic book, written by
David Hieatt, one of the
most interesting people I’ve
found in a long time! Watch
his videos, read his books.
He will make you feel
differently!

Just £7.25 from Amazon -
click the image of the book
above to buy it.
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https://www.amazon.co.uk/gp/product/1795764791/ref=as_li_tl?ie=UTF8&camp=1634&creative=6738&creativeASIN=1795764791&linkCode=as2&tag=buildingbrand-21&linkId=9e253a3cfaff06705796bdd9daa73622
https://www.amazon.co.uk/gp/product/B0875Z3LQF/ref=as_li_tl?ie=UTF8&camp=1634&creative=6738&creativeASIN=B0875Z3LQF&linkCode=as2&tag=buildingbrand-21&linkId=c821754904168278cec06b7ca71320a7
https://www.amazon.co.uk/gp/product/190797413X/ref=as_li_tl?ie=UTF8&camp=1634&creative=6738&creativeASIN=190797413X&linkCode=as2&tag=buildingbrand-21&linkId=fdf28323cc8a2364ba277f26b3c06c99
https://trailhead.salesforce.com/en/content/learn/modules/inclusive-marketing-practices?trail_id=champion_workplace_equality
https://trailhead.salesforce.com/en/content/learn/modules/inclusive-marketing-practices?trail_id=champion_workplace_equality
https://www.thesocialdetail.com/inclusive-marketing
https://www.thesocialdetail.com/inclusive-marketing
mailto:dave.briggs@building-brands.co.uk
mailto:dave.briggs@building-brands.co.uk

