
www.nash.co.uk           01752 664444

March 2020

“Nothing sticks in your head better
than a story. Stories can express the
most complicated ideas in the most

digestible ways.”

Sam Balter, Hubspot

www.nash.co.uk


CO
NT
EN
TS 05 Foreword by Dave Briggs

What’s the magazine about, who’s it
for, and what kind of stuff’s going to
be included?

08 Customer Service by Matt Smith

Have you made it as easy as possible
for your potential customers to get in
touch with you?

10 Sponsorship by Austin Blackburn

It doesn’t really matter what you’re
sponsoring, you need to ensure that
you’re protected.

12 Andsplaining by Jamie Fewery

Andsplaining or why you absolutely
can start a sentence with and!

14 Content that converts by Adrienna Cheshire

What does a conversion mean
to you?

Business Development by Drew Ellis

Some helpful advice about how to
stay on top of business development.

16
Value Proposition by Andrew Leon Walker

Why do your customers buy from you
and not your opposition?

20

24 Marketing Jobs

from around Devon and Cornwall

26 Well being at work by Louise Pratley

Top tips to improve physical and
mental well being in the workplace.

Communication by Kirsten Clarke

How can you keep your clients informed in
this time of crisis?

22



36 Personality by Alex Hawker

Personality and tone of voice. Why
every business needs them!

Story telling by Joff Alexander Frye

What is your story?

Billing by Claire Baker

Hourly billing is dead. Long live
relationships!

Proofreading by Lorraine Williams

How can you make your marketing
copy dazzle rather than distract?

34

32

30

38 Customer Service by Anna Lake

There are many ways to stand out
from the crowd. One of them is the
standard of service you deliver.

40 Social Selling by Lesley Anderson

Get it wrong, and you are basically
spending your time posting randomly

42 User Experience by Ben Stirling

Are users at the centre of your
website development?

44 Employee Engagement by
Bernadette Eccleston

If you don’t share your brand plans
with your staff how can they be on
the team?

46 SEO in Plain English by Diana Crabtree

What do we actually mean, when
we say SEO?

Low Cost Marketing Ideas by Alison Jobson

How to maintain your marketing momentum
for less.

28



Are you moving house?

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

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

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

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

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

https://www.nash.co.uk/personal/residential-property/
https://www.nash.co.uk/personal/residential-property/


Hello and welcome to the first edition of The Helpful Little Marketing Book! This has been
created on the back of the Building Brands event. It’s an additional way to help build more of a
community for marketing professionals in the area. At the same time, it’s a great way of
promoting some of the amazingly talented, helpful and knowledgeable people we have living
and working around us! And finally, I wanted to create a way to tell you about some of the
other pretty awesome groups and events that you’d kick yourself if you missed!

As you’ll know, we’ve had to take the decision to postpone Building Brands until the 12th

November. It was definitely the right decision to make in light of what’s happening with the
coronavirus, but having sold all 200 tickets for our very first event, it was certainly a little
gutting too! On a positive note, virtually everyone has agreed to keep their ticket for
November’s event, and we have some awesome speakers and workshops lined up for you to
attend.  Thank you all for your support and kind messages following the postponement.
They’ve been hugely appreciated!

So the plan for the magazine is to publish it every quarter. That way, we can keep you up to
date with everything that’s going on throughout the year (alongside the Building Brands
events, we are looking into other more specific events that we can organise during the year to
help support what you’re doing). We’re hoping to have different writers for each edition of the
magazine (though I’m sure you’ll agree, some of them are pretty awesome, so you’ll probably
see a few of them more often!). If there’s an area of marketing that you’d like to see featured,
please get in touch and let me know! Just send me an email (details and link below). I really
want this to be as useful for you as possible so I need your input on what you want to see.

If you’d like to write an article, or if you’re part of a fab marketing group or event, or you have
a marketing job going, again, please let me know. I can’t guarantee I’m going to be able to
include everything - I’m already getting loads of people volunteering to write articles and I’m
being told about lots of other events - but please do get in touch and I’ll do my best!

Now, this is where I let the real experts take over. So sit back with a cup of tea (and LOTS of
biscuits) and enjoy the articles they’ve all written for you!

Huge thanks to everyone who has contributed to this magazine, and I look forward to
hopefully seeing you all in November.               It’s a pretty awful time at the minute, please,
make sure you stay safe.

Dave Briggs is Marketing Manager at Nash & Co Solicitors and can
be contacted on 01752 827011 or emailed here: dbriggs@nash.co.uk

What’s this all about?

mailto:dbriggs@nash.co.uk
mailto:matt.smith@apa-marketing.co.uk






Their OPINIONS

Matt Smith on CUSTOMER SERVICE
Have you made it as easy as possible for your potential customers to get in touch with you?

When considering any form of
marketing activity, it can be easy to fall
into the same old trap of thinking:
'what's the quickest and easiest way to
reach our customers'.

At a glance, that may seem good
enough - but I’m a firm believer that
companies should stop thinking about
how they can access their customer
base, and instead start thinking about
how their customers can access them.

It’s a minor difference, but such an important one.

Too often this is approached in a short-sighted way - Where are
my customers? How can I reach them? How can I sell and up-sell
products to them?

It’s too much of a one-way street.

In contrast, what if this was looked at from the reverse angle -
Where and how can customers find out about us? What is their
preferred platform/s to do so? Where and how will they want to
access our products and services?

The latter of these approaches is much closer to being truly
customer orientated. Whereas, the former is too internally
focused, and will often (un-intentionally) result in the customer

having to fit into whatever works best
for the company.

I can think of countless times in
previous roles where what’s best and
simplest for the customer, somehow
gets superseded by what’s easiest for
good old Edna in admin, or worse,
Neville in finance. And as any marketer
worth their weight will tell you, it can be
a difficult (and sometimes lonely) place,
fighting against the ‘Ednas’ of this world.

Interacting with human beings can
occasionally be a pleasant
experience!

A really basic example of this ‘company-
first’ approach, is the rising trend of
online enquiry forms replacing good old
fashioned contact details.

As a customer, often all you want to do
is pick up the phone and have a chat, or
at least have an email convo with a real
person. Yes, online enquiry forms are
useful and some people will prefer
them – so why not just add a number
and email alongside the form and let
the customer choose? After all,
interacting with human beings can
occasionally be a pleasant experience.

My fear however, is that by omitting
contact details some companies (not all)
want to be able to choose how and
when they deal with, and respond to,
enquiries on their own terms - not
when and how the customer would like
them to.

Matt Smith is a
Freelance Marketer
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The reality is that business owners and
marketing teams can be under so much
pressure to deliver, that it’s often the
small, but vital, details that are
overlooked.... or reluctantly pushed
down the priority list. But as I’ve
hopefully already highlighted in one
way or another; it’s usually the simplest
things that make the biggest difference
to the customer.

So please don’t let good old ‘Edna’ get in
the way of your customers’ glee.

P.S. just to practice what I preach, I've
included my details below. Feel free to
get in touch anytime for a chat.

You can call me on - 07889 802203

Or you can email me -
matt.smith@apa-marketing.co.uk

The Helpful Little Marketing Book March 2020

How frustrating is it, when you have an issue with any kind of
product or service and you’re presented with countless FAQs and
help forums, when all you want to do is actually speak to
someone? It goes without saying that cost has a huge influence on
this approach - but a high customer churn rate certainly won’t help
that bottom line either.

“The closer you are, the less you see”

I’m sure we’ve all had these types of experiences before. Yet when
it comes to making our own business and marketing decisions
(particularly those that directly impact the customer), how many of
us are guilty of letting a degree of complacency set in?

Many companies simply don’t have the time and resources to take
a step back, and view the customer experience with total
objectivity. Meaning that improvements to any customer
touch-point can be difficult to identify, let alone implement.

It’s just like the old Chinese proverb states “the closer you are, the
less you see”. And while I may have just plucked that little pearl of
wisdom out of thin air – it actually couldn’t be more accurate.

Having been part of in-house marketing teams for 10+ years, I
know how easy it can be to lose sight of something that's right in
front of you on a daily basis.

< 9 >
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Austin Blackburn on SPONSORSHIP
It doesn’t really matter what you’re sponsoring, you need to ensure that you’re protected.

Connecting your brand with a good
cause through sponsorship can offer a
great marketing benefit as well as being
a valuable source of revenue for the
cause.  Corporate Social Responsibility
(CSR) is not just a buzzword, but a
positive force for good. But it’s not
without its risks.

There is more than just the direct
financial cost of the sponsorship fee to
consider and the terms of any
sponsoring arrangement ought to be
carefully evaluated and properly
recorded through a formal agreement.

● If all goes well, it would be great to have a right of first refusal to
sponsor the next running of the event (or series of them). But
this can’t be taken for granted. Might you be funding the initial
lower profile establishment of it as a calendar item for someone
else to take the prestige of in future years?

● If the event is badly managed by the organiser what are the
reputational risks to you?  Do you have a right to pull out
beforehand and recover monies paid? Is there is a risk of
adverse publicity for you as a result of issues with the organiser
or its workers, or there is evidence that the event is being very
badly arranged?

● Does the organiser or event location
have appropriate insurance if things
do go badly wrong and if someone is
injured? This must be a clear
contractual commitment that can be
enforced if need be.

● When is payment due, and can you
pay by instalments as the
arrangements progress?

● If the event is cancelled due to
unforeseen circumstances or lack of
interest, do you still pay, and can you
carry forward the payment to a
rescheduled event?  Once paid the
sponsorship fee is likely to be
non-refundable unless this point has
been expressly covered in the
agreement or contract.

● Are you the main or sole sponsor or
might your competitors also be
associated with the event? Ideally
you want to be the sole corporate
sponsor (if this is affordable) but in
any event, it should be confirmed
what policy exists for accepting
sponsorship from other businesses
in your sector.

● If you’re the main sponsor, what
perks/higher prominence does this
give you over other sponsors?  In
blunt terms, what are you getting for
your money?  You may only expect
very little, but ensure that this is set
out to avoid any disappointment and
possible dispute through lack of
shared expectation. Don’t be shy
here… if you don’t ask, you don’t get!
The best relationships in

Austin is Partner
and Head of our
Commercial team
here at Nash & Co
Solicitors.
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sponsorships come from those that are mutually beneficial. As
the sponsor, you need to get something back for your outlay.

● Are you expecting free entry for your staff, and will you be
having hospitality laid on?  If promises have been made to you
during the lead up to your agreement to be a sponsor, make
sure these form part of the sponsorship.  But equally
importantly, make sure that the expectations of you are clearly
set out and the organiser can’t subsequently make a complaint
that there are other outstanding obligations on you.

● Control over your branding style and intellectual property rights
(such as your logo) is very important and the agreement should
set out what rights the organiser is allowed to use (and that
these rights cannot be sub-licensed or applied to other events
without your explicit agreement) and what the organiser can,
and cannot do with these. If you have a set of brand guidelines,
then it should be noted in any agreement that they will be
adhered to.

● You also want to ensure that your
status as a sponsor is clear and that
you are not legally affiliated with the
organiser and that the organiser can-
not enter into commitments in your
name as a partner or joint venturer.

There are many other things to bear in
mind when it comes to sponsorship. I’ve
just covered a few of the more
important legal aspects that you really
need to think about before taking the
plunge.

Being a sponsor can be a a really
positive thing to do whether it is with
the aim of supporting positive benefits
to the community or seeking some PR,
(or both!) but you should nonetheless
treat it as a commercial venture that
needs to be supported by an
appropriate agreement to mitigate the
risks and ensure a common
understanding of what is expected of
each other.

If you would like to talk about putting a
sponsorship contract together, or you
have any questions, please don’t
hesitate to get in touch!
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The finish line of the Great South West Sportive, sponsored by Nash & Co
Solicitors

You can call me on - 01752 827125
Or email me at ablackburn@nash.co.uk
Web: www.nash.co.uk
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Jamie Fewery on ANDSPLAINING
Andsplaining: or why you absolutely can start a sentence with and!

Here’s a short, but not exhaustive, list of
popular publications that have
sentences beginning with the word and.

● The US Constitution

● The Bible

● The Canterbury Tales

● Most books published since The
Canterbury Tales

● Newspapers (again, all of ‘em)

● Magazines (ibid)

Now, here’s a list of publications that go
to frankly absurd, contortive lengths to
avoid beginning a sentence with and.

● Branded marketing content

● GCSE essays

That’s right. It’s time to talk about the bugbear of more or less
every copywriter whoever copy wrote. That comment you find sat
there in the margin, all proud of itself that it’s caught this
supposed professional, full-time writer out…

You can’t start a sentence with and.

In my experience, this is very common
in B2B. And it’s one of the things people
are least likely to stand down on when
challenged with the suggestion that
banning conjunctions from opening
sentences is detrimental to readability
and flow.

It’s something I’ve termed andsplaining
– characterised as the (often well-
intentioned) practice of explaining
something to people who are already
experts on it. Joining it are things like
removing list commas, adding a shit-ton
of semi-colons where no semi-colon
should go, and generally going about
stripping urgency and interest from
copy with a style guide written by a
misguided English teacher.

So, with wrong, prescriptive grammar
guidelines in the news at the moment,
thanks to that MP who looks a bit like
Beaker from the Muppets, let’s knock
this one on the head shall we?

Defending and…
When interrogated a bit, you’ll find that
a lot of grammar ‘rules’ are school day
hangovers that stick around with people
long into their professional lives, rarely
questioned. The trouble is, they were
never rules to begin with.

Many, many writers have repeatedly
tried to point this out before us.

As we’re sure you’re aware, Wilson
Follet’s Modern American Usage calls

Jamie Fewery is
the Head of Copy
at the Octopus
Group in London.
They have a series
of fantastic blogs
and articles that
you’ll find of
interest!
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the and rule ‘a prejudice [that] lingers from the days of school-
marmism rhetoric.’

Kingsley Amis wrote, ‘And the idea that and must not begin a
sentence, or even a paragraph, is an empty superstition. The same
goes for but.’

And Fowler’s Dictionary of Modern English Usage explains that the
idea is ‘a faintly lingering superstition.’

Now, it may well be that these writing guides and meditations on
writing are only read by other writers. Which is why everyone from
the CMO to the janitor reckons the copywriter who begins a
sentence with and is some kinda huckster who’s conned their way
into the gig.

But the whole andsplaining thing has got to stop.

And here’s why…
Sentences beginning with conjunctions are there for a reason.
They serve a purpose.

Sometimes that might be adding a bit of urgency and drama to
copy. Just like a strategically placed line break or header.

Sometimes conjunctions are useful for stopping writers bending
over backwards to twin two sentences. I mean, who really wants to
read a clause that begins Additionally, Furthermore or, God forbid,
Moreover?

And that brings me to my last point: rhythm and the natural flow
of language.

You’ve almost certainly read a quote along the lines of, ‘Enterprise
and Business Partners is delighted to announce the leveraging of
our strategic solution to further the goals of our prospects’, said
Bill Executive.

It’s hideous, right? Because it sounds like nothing anyone’s ever
said.

But that’s what copy that refuses to fol-
low the natural rhythms of speech and
language is like all the time. It’s formal
to the point of being unreadable.

The more that writing sounds conversa-
tional, colloquial and real, the better.
Especially in marketing, where your
main purpose is to start conversations
with people. Conjunctions are part of
that. So refusing them at sentence
breaks for the sake of an old ‘rule’
doesn’t make much sense.

And that’s that.
I always prefer copy that has a bit of life
to it. The more rules in place, the less
that’s likely to happen – and sadly B2B
can be a bit guilty of that.

Our advice to clients is to loosen the
reins a bit, to give your copy a bit of
personality and to use conjunctions,
contractions, Oxford commas, emojis
and whatever little tricks and flicks you
fancy. Some go for it, some don’t. All we
can do is to keep stating our case again.

And again.
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Adrienna Cheshire on CONTENT THAT CONVERTS
What does a conversion mean to you? Is it an online sale? A new subscriber? A monthly client?

The aim of any Digital Marketing strategy
is not only to generate leads and increase
brand awareness, it’s to convert your leads
into long-term, loyal and paying
customers. Too often a brand spends time
and money on Marketing without
establishing the fundamentals first, and
then wonders why they aren’t
seeingresults.

So, how can you start creating and sharing
Marketing content that converts?

1. Know your Target Audience
In order to know what content will almost
certainly convert, you must clearly define
your ‘ideal customer’. In doing this, you
will ascertain the key messages that they will truly engage with.
You should research and answer the following in as much detail as
possible:

● Their buying behaviour (online and offline)
● Their age / gender
● Their geography
● Their lifestyle
● Their Income
● Their doubts, fears, needs and wants

Once you know the ins-and-outs of your
target audience, you are well equipped
to start planning the kind of content that
you’ll share. Understanding the
psychological and behavioural drivers
of your ideal customer allows you to
apply your Business in a more relevant
and direct way.

2. Your Branding and Online Presence
“Your brand identity is the soil in which
your Marketing can grow from.”

Now is the time to look at what you’re
offering, and how it is packaged:

● Does your service / product provide
a solution to a particular need or
want?

● Does your branding and online
presence reflect the VALUE that
you offer?

● Who is the face of your brand? Is it
your team? Yourself? Sharing a more
personal side to your brand in this
way builds real connections with
your audience.

3. Content
You want to share content that is
persuasive enough to turn your visitors
into leads and, thereafter, into paying
customers. Take time to plan your
content calendar, taking into account
seasonal trends, relevant hashtags and
trending topics. Stand out from the
crowd by answering the following
questions:

Adrienna Cheshire
is the Marketing
Director at Business
Success Marketing
in Plymouth.
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● Is this a relevant topic that my ideal customer would want to
know about?

● Is this idea going to evoke an emotional response, such as
anger, pain, pleasure, surprise?

● What is the best time and platform to publish my content?
● Is there a sense of urgency/importance in what i’m offering?
● What is the end-goal of sharing this particular content?

It is important to note that content with positive emotions performs
better online.

When sharing content, remember the 4 C’s:

● Creativity; is it original and eye-catching?
● Consistency; post regularly and keep the focus on your key

messages.
● Copy; when writing a blog post or a caption, keep to the point.

Research what language and keywords your audience will engage
with.

● Call to Actions; tell your audience what you want them to do
next i.e. ‘Visit our website to learn more’!

4. Create an irresistible value proposition
Be clear in what you’re offering and how the customer will benefit
(your USP), without over-promising and under-delivering. When
your product / service is refined to fully satisfy your ideal
customer, it sells itself. Use your content as a way to establish
yourself as a distinctive brand whilst emphasising the key
solutions you provide.

5. Build Trust
The online landscape is busier (and more competitive) than ever!

Communication and authenticity is key
to cutting through the noise. Use a
variety of content types to put a face to
your brand - think videos, blog posts,
memes, question posts, email marketing -
using Personalisation wherever you can.

Remember, it works both ways; engage
with your audience through comments
and messages, and engage with other
brands as well… It's a win-win situation.

“People want to do business with people,
not with a logo.”
To take your audience from ‘just looking’
to ‘SOLD!’, you must first ensure the
fundamentals are in place:

● Your Target Audience (ideal
customer)

● Your Branding
● Your Online Presence
● Your Key Messages and USP(s)

Measuring your results is a must. Find
what works, and what doesn’t work,
adapting and improving as you go.

In such a busy world, relationship building
is key to converting leads into loyal
customers. Sharing original, honest and
relevant content that is targeted at your
ideal customer on a regular basis (and on
the right platforms!) will build a real
connection with your audience.

You can call me on - 01752 230377
Or email me at:
email@businesssuccessmarketing.co.uk
Web:
www.BusinessSuccessMarketing.co.uk
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Drew Ellis on BUSINESS DEVELOPMENT
Some helpful advice about how to stay on top of business development!

Business Development takes time and if
you’re a business owner, staying on top of
the latest technology and innovation can
be costly and time-consuming. You feel
you just don’t have the time to focus on
growth. You know you should be keeping
abreast of the latest thinking but day-to-
day work takes priority.

You need to ensure you utilise all the
digital platforms available to you in order
to save you time and give you the
opportunity to focus on growth rather than
administrative tasks. So here's a list of the
top ten tools I rely on to help me with the
day to day administrative pressures giving
me more time to do business development:

1. Evernote. https://evernote.com/ I do still use a hard copy
note book but I find Evernote invaluable as you can share
notes with colleagues or clients and being digital there’s
no crossing out! You can create client folders, job bags
and even scan receipts to it as well.

2. Scannable. https://evernote.com/products/scannable An
Evernote app that I have on my phone as I don’t always
have access to a scanner. It takes an image of the

document you want cupping
and renders it into a clear black
and white image to share by
email or other messaging
platforms.

3. Tresorit. web.tresorit.com/
Like Dropbox but more secure.
This Swiss based company also
ensures you are GDPR
compliant if you’re storing
customer data.

4. We Transfer. Wetransfer.com/
A free service for send high
resolution files like video or
RAW images that are too big for
email.

5. Signal. https://signal.org/
A free and secure end to end
encryption messaging service
that’s better than Facebook's
What’sApp.

6. Eventbrite. eventbrite.co.uk/
A ticketing platform for setting
up events and marketing them
to a community outside your
own database. Use it in
conjunction with PayPal so you
get paid immediately, improving
your cashflow.

7. LinkedIn. linkedin.com/
I subscribe to Sales Navigator as
it’s a key part of identifying
prospects. If you spend a lot of
time trying to find people this is
the go to platform and worth
paying for. Business content is
also improving at a rapid rate

Drew Ellis runs the
agency
EyetoEye.digital and
is also responsible
for running the Like
Minds Festival in
Exeter.
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and I’m finding I spend more and more time on the
platform.

8. Otter. https://otter.ai/ A transcription app that I find
invaluable as it not only records voice but transcribes it to
text in real time with few errors. Perfect for blogging live
events.

9. PayPal. The first online bank. Connected with Eventbrite
for ticket revenue and linked to your bank account it
means you get paid when a ticket is bought and your
revenue isn’t held by Eventbrite until the event is over.

10. Xero. Accounting software that links with your bank
account, credit cards, debit cards and PayPal. It enables
me to write and send an invoice on the move. Connected
with your bank account it reconciles your purchases and
invoices seamlessly, cutting down on bookkeeping
expenses, providing management accounts at the touch
of a button.

Now you’ve saved a bit of time you can get down to spending more
time on business development. Business Development is possibly
the hardest thing to crack when you’re building a company. It's the
key to scaling your business, as without a good pipeline of
prospects your cashflow forecast is going to look like a heart rate
monitor on a rollercoaster.

But how do you achieve this as a small business with no sales
director or sales team driving you forward? It always seems a bit
chicken and egg – while you’re working you're not prospecting for
new business and while you're identifying leads and pitching for
new business you're not focussed on the projects you already
have! Well it’s all about creating opportunity.

Here are a few pointers to help you develop your business:

1. Networking.

One of the key things to do is take
networking seriously. It’s something you
can do outside working hours by
attending business breakfasts,
networking lunches or early evening
meet and greets. Done properly it can
lead to some fantastic opportunities.
The key is actually not to sell. This
sounds counter intuitive but if you take
the time and trouble to get to know
people, like you would in a social setting
you’re going to get a lot more value
from the relationship that by just
sticking your hand out and trying to
convince someone you’re just what they
need. But be targeting, don’t just go to
the opening of an envelope.

2. Be helpful.

Ask your prospect how you can help
them. What are their challenges? Can
you introduce them to someone who
can help with an issue they have? If you
start a conversation like this then you’ll
not only get a better reaction from your
prospect but they’ll see you as someone
who is useful and connected. The
person you’re suggesting could help will
also be grateful and will try and return
the favour. So you get two potential
opportunities down the line rather that
turning off your prospect by trying to
sell them something that may not even
need.

3. Run your own events.

I've found by running my own events
that you get potential prospects coming
to you. This is a much better way of
creating opportunity. By curating good
speakers you’re providing value and
attracting the right kind of prospects
depending on the type of speaker
you’ve invited to talk. The Nash & Co
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Building Brands event is a good case in point. If marketing
companies are your target market then create an event for them
and then they’ll come to you. This saves a lot of time researching
prospects, pitching to them or trying to get a meeting via cold call.

We work with a lot of international clients looking to expand in the
UK and specifically London. So we set up events for them to attract
the right prospects. Why spend hours prospecting for leads on
LinkedIn and then sending cold emails to people you’ve never met?
By inviting prospects to a compelling and targeted event they will
come to you. Once you’ve met them then you’ve begun a potential
relationship you can move forward with.

4. Just Ask.

Like Nike's Just Do It! this is a mantra of mine. Most people like to
be helpful. If you’d like to build a relationship with someone try
asking them for help first. This creates an initial bond with them
and then you can take things from there by offering to reciprocate.
Business is about relationships and the more you can build on a
relationship the more chance you have of working with them in
the future.

5. Read More.

There are so many business books out there to help you on your
journey and having run events over the last decade with many of
them around the latest business book I thought I’d share a list of
the ten I’ve found to be the most useful:

○ 1. Trillion Dollar Coach by Eric Schmidt, Jonathan Rosenberg
an d Alan Eagle

○ 2.  Creative Blindness, Dave Trott

○ 3.  How to Get to Great Ideas, Dave Birss

○ 4.  Rough Diamond, Nicole Yershon

○ 5.  Alchemy, Rory Sutherland

○ 6.  Life Scale, Brian Solis

○ 7.  The Joy of Work, Bruce Daisley

○ 8.  Limitless, Ajaz Ahmed

○ 9.  Making Ideas Happen, Scott Belsky

○ 10. No Straight Lines, Alan Moore

So those are some of the do’s. Now for
some of the don’ts.

1. Don’t just connect on LinkedIn.

Personally I find this really annoying.
You just get a random request to
connect on LinkedIn. Why would you do
that? If you were at a party you wouldn’t
just walk up to someone and stuff a
business card in their pocket and walk
away would you? Connecting without
sending an introductory message
saying why you want to connect is
doing just that. Explain why want to
connect and how you might be able to
help them.

Don’t tag people in posts who you’ve
not met yet. It’s just pointless and
annoying as you know they’ve just
tagged you because they want you to
like their message which means your
connections see that post in their
stream. They don’t need that either so
it’s actually doing you a disservice as
they may then just disconnect from
you. Who needs random stuff in their
feed?

Don’t jump on someone else’s post and
promote your product or service. It’s
just rude. You wouldn’t butt in on
someone’s conversation and try and
take it over so don’t do it on line.

Don't post Facebook style content on
LinkedIn. It’s a business platform. No
one needs to see cats or dogs
performing ridiculous antics on
LinkedIn. It’s a business platform. Post
that kind of thing on Twitter, Facebook
or Tik Tok or what ever social channel
you use. It’s really not helping you
"stand out” from all the business
content, well not in a good way...
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While we’re talking about LinkedIn if you need help to understand
how to use it effectively for business development I suggest
attending Vic Williams' and Lesley Anderson's fantastic LinkedIn
Locals. You’ll learn the do’s and don’ts and meet some amazing
people while you're there.

2. Don’t just turn up to the opening of an envelope.

Be selective in your networking. Don’t go to everything as a) it’s
exhausting and b) you need to be targeted. You want to meet
people in your industry not just a room of random people hoping
something might come from it. Join groups on Facebook, LinkedIn,
MeetUp and other online communities. Look at who has already
built a community around your target market and go and meet
them.

3. Don’t expect overnight success.

Business development takes time. My experience is it takes
around three months from meeting someone to a potential job or
project to come to fruition. Unless you’re very lucky and you’re in
the right place at the right time (it can happen) then expect it to be
a long tail process. It’s like planting a seed, it starts off small but
the more you nurture it carefully the more it grows into a bigger
prospect.

4. Enjoy it!

Whatever business you’re in make sure you enjoy yourself and
look after your mental health. Stress is a killer and there’s no point
in driving yourself to distraction over business related things. if
things go wrong remember tomorrow is another day, look
forward. Your next achievement is in the future. Focus on

spending time with your friends and
family, take time out of your day to
meditate, go for a walk. I use the Calm
app https://www.calm.com/ when
travelling as it’s dead time and better
spent listening to something relaxing
than frustrating yourself by trying to
download emails and messages on
flakey wifi!

5. Don’t be too hard on yourself.

Business development is a skill, but it
can be learnt. You may not start out
feeling confident about doing it and
that’s fine. But you’ll find the more you
do it the easier it gets and you’ll build
your confidence along the way. Don’t
give up at the first hurdle, keep going!

You can call me on 07860728483
Or email me at: drew@eyetoeye.com
Web: www.eyetoeye.digital
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Andrew Leon Walker and Mathew Riley on VALUE PROPOSITION
Why do your customers buy from you and not your opposition?

When a business has been set up and
running for a while it's easy to get into a
routine where the marketing machine
kicks in - tried and tested ways of reaching
customers which are working well. A level
of sales success has been reached and for
a period, things are good.

But what happens when buyer behaviour
changes? A situation could arise where
sales opportunities begin to dip. A business
might decide to invest more money and
resource into the same previously
successful activities and wonder why they are seeing worse
results.

One way to get around this is to have a really good understanding
of your value proposition i.e. why your customers buy from you
and not your competition.

To expand on this, we'd like to introduce you to Tom, Dick and
Harriet. These 3 individuals run similar businesses selling similar
products to similar audiences. Tom and Dick have been in the
business for a long time, and Harriet set up her company quite
recently after spending several years working for Tom.

During her time as Marketing Director at
Tom's B2B company, Harriet worked
hard to understand the reasons why
people were buying their products:
speaking to customers and building up
her knowledge of the issues they faced.
Harriet found out that people were less
interested in the product itself and more
in the benefits the product provided to
their own internal processes. For
example, how the product cut
production times, reduced costs and
increased margins.

She also identified an unmet need
where the customer base craved more
help and support about the best way to
integrate Tom’s products into their own
production lines, and how others were
using them across different sectors.

Harriet explained these issues to Tom,
but he didn’t listen. As far as Tom was
concerned his products were the best in
the marketplace and the marketing
focus needed to be all about the
products. There was no need for
segmentation as his product line was
suitable for everyone.

So, Harriet decided to put her money
where her mouth was and set up a rival
company.

As a new start-up Harriet knew that
there was no point in positioning her
company as a me-too provider. Based
on her customer knowledge Harriet
decided to position her company as the
experts in their field. She decided to

Andrew Leon
Walker runs the
agency Walker-Riley
in Torbay, with
business partner
Mathew Riley.
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focus on three different market sectors that would enable her to
target her marketing messages at a defined audience and speak to
them in a (technical) language they would understand.

She knew that manufacturing a quality product, focusing on the
customer and providing a great service were the main focus of
Tom and Dick’s marketing messages. But she also knew that these
were the offers expected by every customer, from every company.

She wanted to take her company to the next level by providing
additional help and information on how and where her products
could be used. She created a content hub where her audience
could find technical articles on the many uses of her product line,
case studies detailing how they had helped high profile businesses
improve their results, step-by-step guides in text and video
formats and an online chat line where users could speak to
technical experts in real time.

Harriet’s audience began to flock to her content hub, and in turn
started to buy her products.

Harriet also set up an applications team that spent time visiting
customers, getting to know their future plans and working closely
with them to develop new solutions to their issues - that could
then be launched across her product lines and market sectors.

As Tom and Dick began to notice a downturn in their sales
pipeline, they did what many businesses do and focused on sales
promotion campaigns to spark interest. When that didn’t work,
they started to reduce their prices, starting a price war and a
downward sales spiral.

Harriet stuck to her principals because she believed that whilst
many customers would be influenced by price, many more would
be interested in the value her company provided in terms of the
help and support she wrapped around her product lines and that
people would be happy to pay a small premium for this.

Conclusions

Harriet’s success was based on understanding that the internet
has changed buyer behaviour and the power is now in the hands
of the buyers. Those buyers carry out research to find solutions to
their problems via the internet and social media. This happens

without your knowledge, so it’s vitally
important to be where your audience is.

To successfully position your business
against your competitors you really
need to know why they buy your
products and services. Knowing this
enables you to move away from mass
marketing. This makes it easier to
differentiate your offer and create
marketing messages that will resonate
with your audience and help them
understand how you can help them.

By creating, publishing and promoting
the value you offer through your
website and social media content you
can demonstrate your expertise and
build credibility and trust with your
audience.

Uber don’t own any taxis, but they
understood that people were looking
for a better all-round experience.

Andrew Leon Walker and Mathew Riley

You can call me on 01803 413481
Or email me at:
hello@walker-riley.co.uk
Web: www.walker-riley.co.uk/

The Helpful Little Marketing Book March 2020 < 21 >

Their OPINIONS

https://www.linkedin.com/in/andrewleonwalker/
mailto:hello@walker-riley.co.uk
mailto:hello@walker-riley.co.uk
www.walker-riley.co.uk/


Kirsten Clarke on COMMUNICATION
How can you keep your clients informed in this time of crisis?

We have all been forced into an unknown
situation without any warning and are
having to adapt to something that we
don’t really know how to adapt to. But
that is what we have to do as the world
changes and we need to keep our clients
educated.

I work with some businesses where face
to face contact is crucial and their whole
business model relies on it so the
immediate thought has been that their
business is doomed and there is no way
out of it. Through online forums,
conversations, putting our heads together
and discussing it we have found that they
can still continue to have a presence by moving what they can
online. It is not ideal, yes their earnings will be impacted but isn’t
everyone in the same boat? So we have to face these challenges
together and help one another by sharing details and suggestions
on what can be done.

Information, updates, communication and social media is proving
vital and I have seen so many fantastic support groups and
conversations happening since the news regarding Coronavirus
has worsened.

How can you stay visible in times like
these? It is really important to remain
active and for your clients to know that
you are still there. You can say you are
struggling and be honest about the
situation, the world knows everyone is
fraught. But keep people informed, what
are you doing? Are you a shop, a café, a
financial advisor, are you staying open?
Have you adapted to being online?

There are many ways you can still reach
people. A lot of the companies I work
with use Mailchimp as a method to
create newsletters to stay in touch with
their clients. Over this week alone we
have increased these updates and for
some we are sending out updates every
day. Mailchimp is a free service to use
for up to 2,000 contacts, after that
charges apply but they are fairly
minimal. It is very easy to use and set
up, it just takes a bit of time but it is a
great tool to stay in touch with your
client base.

Kirsten Clarke is a
Freelance Marketing
Consultant in Exeter
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Also, use your social media channels. In times like this where
everyone is looking for information, guidance and support, stay
connected and use your channels. Try to stay positive, we all know
how worrying and uncertain these times are so do what you can to
help others and tell them about your business. What you are doing
each day to keep a smile on your face, how are you adapting your
business given the crisis, what is going on in your local community.
There is so much content you can put out there that people will
appreciate and engage with.

Now is the opportune moment to review your website, update
your content and your images, write some blogs, video some vlogs,
talk about what you do and why you do it. It is very hard to plan
anything long term but you can use this time wisely to talk to your
customers using the platforms you have, making sure your
marketing tools are fresh and current.

Given the circumstances, you may not see a return coming in
straight away from implementing any of this, but you will keep
your brand name out there. You will still have a place in the
market, you will increase your contacts and conversations and will
be amazed by the support you find. You can form relationships
online which can then be built upon and turned into more as the
crisis changes. The situation is forcing us to become more digital
and we have to embrace that to make it through.

I won’t say when things return to
normal because I think there will be a
very different looking normal, but when
things do start to calm down and we
are not in a state of panic, then people
will remember you. The time and effort
that you are putting in now will make a
difference in the future.

And if you don’t know how to use
Mailchimp, Facebook, Instagram, Zoom,
Canva, now is the perfect moment to
learn. YouTube will be your new best
friend for tutorials! If it is still too
daunting, speak to someone like me
who can help you to keep in touch with
your clients and give you guidance on
how to adapt in this changing
environment.

You can call me on - 07701 020397
Or email me at
kirstenclarke@outlook.com
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MARKETING JOBS in Devon & Cornwall
Do you have any marketing jobs that you would like us to help promote?

Head of Marketing
Salcombe Distilling Company Ltd
Location: Kingsbridge & Salcombe / Home based

We are seeking a creative Head of Marketing with a
burning desire to take our brand and market presence to
the next level and set us further apart and above other
players in the gin and broader spirits industries. We plan
on expanding our current marketing team of four,
alongside our external partner agencies and require a
passionate and experienced Marketeer to be at the
forefront of driving our growth and further establish our
brand’s unique position in the marketplace.

Find out more here:
https://www.salcombegin.com/jointheteam

Account Manager
Nixon Design
Location: Hayle, Cornwall

We’re looking for an experienced Account Manager with at
least four years’ experience working in a similar role at a
creative agency. You’ll join a friendly, talented team, have
the opportunity to own a portfolio of clients, and possess
the skills required to proactively take our client services to
another level.

Here, you’ll find an informal culture with bags of character.
The team is extremely friendly, and this attitude is evident
throughout the company.

Find out more here:
https://www.nixondesign.com/jobs/account-manager
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MARKETING JOBS in Devon & Cornwall
Do you have any marketing jobs that you would like us to help promote?

Marketing & Fundraising Manager
Libraries Unlimited
Location: Exeter

We are looking for someone to lead and coordinate our
marketing strategy and project manage our approach to
fundraising. You will be an integral part of our Senior
Leadership Team and take a key part in ensuring our
organisation is well known, valued and well supported. We
are looking for someone who is creative and
entrepreneurial as well as collaborative, given the need to
work extensively with both internal and external partners.

For an informal discussion about this role, please contact
Steve Turner, Head of Commercial and Innovation on
07971 475289 or email:
steve.turner@librariesunlimited.org.uk

Find out more here:
https://www.librariesunlimited.org.uk/jobs/

Account Executive
Bray Leino
Location: North Devon

We have a great opportunity for a motivated and confident
individual with a passion to work and develop a career
within the marketing and communications sector.  As an
Account Executive you will provide administration support to
the client services team, working on range of exciting and
varied food & drink accounts.

You’ll be given the opportunity to manage small projects
from start to finish, compiling timing plans, cost estimates
and studio briefs across a variety of jobs, ensuring their
smooth running from start to finish, including managing the
job on our bespoke job management system.

Find out more here:
https://www.brayleino.co.uk/careers/account-executive
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Our top 5 tips to improve physical & mental well being in the workplace!

We have all been there, it is 4pm on a Friday, the deadline is looming, you have been stuck at your
desk all day… you are feeling stressed & your lower back is now sore. Yet, there are numerous
things you can do to help to reduce pain, tension & stress.

Why is physical & mental well-being in the workplace of highest importance?

Workplace injuries cost the UK economy £15 billion per year and can be detrimental to a person’s
stress levels, physical injuries & pain levels. Physical injuries can include lower back (85% of the
adult population) and neck & shoulder injuries. Mental health regards a person’s stress levels,
anxiety & depression which can significantly impact a person’s daily life.

Imagine if there were quick, simple & easy to apply things you can do during your working
day to help this?

Look at how you sit and move during the day.

How is your desk workstation set up? Have you had
your desk properly assessed? What the main areas
you feel pain in during or at the end of the day. Setting
up your working environment is vital for your posture,
productivity and ensuring you are setting your body
up for success. You want to imagine there is a piece
of string pulling you up which stops you slumping,
this can be achieved by adding a cushion/ rolled up
towel into your lower back. This increases the curve
of the lower spine and makes it more difficult to
slump. Secondly, you want to ensure that you are sat
straight in front of your desk, you’re not twisting through
the body, and that your eyes are level with the top of the screen. This again stops your body
dropping forward.

For a full video on this: https://youtu.be/_uQAhd0rKBE

https://youtu.be/_uQAhd0rKBE
https://youtu.be/_uQAhd0rKBE


Taking breaks are key to success!

How many breaks are you taking? What do you do in your breaks? Taking breaks are vital to
improve your physical & mental well being. The brain needs to ‘switch off’ from tasks which are
achieved by walking away or removing yourself from the situation you are dealing with. Breaks are
also vital to reduce tension & stiffness through the body, regular breaks prevents tension patterns
forming, relieves tension and improves range of motion. We recommend a break every 1 hour at
regular intervals during the day.

Finding your YOU time during the day

What do you do during the day that you enjoy? What do you do during the day for yourself? This is
vital for looking after both your physical & mental well-being; by finding time for you it means you
choose something to do that you enjoy, releases endorphins and improves your body & posture.
Some examples may be listening to your favourite podcast on the way to work, reading your book
during your break or going for a walk at lunch.

Moving during the day

How often do you move during the day when you are
working? What do you do? Regular movement during
the day is vital to reduce stiffness, reverse patterns and
prevent pain. It is recommended to do movement
every hour, making sure you are moving through your
neck, upper body, lower back and lower body.

Find a full video on this here: https://youtu.be/TBVi6TZx3ZA

Stretching during the day

How often do you stretch during the day? How flexible
do you feel at the end of the day? By regularly
combining stretching with movement this also helps
to reduce tension building through the body, prevent
slumping and significantly reduces tightness. This
helps with reducing your risk of injury as well as
improving mental well being by relaxing through
the body. It is recommended to stretch every hour
targeting key areas of tension through the body.

Please see the following video for more information: https://youtu.be/cL9YO7pw1GY

Remember your body is your most important
asset so make sure you look after it!

To find out  more information visit our Osteo & Physio YouTube Channel
&  find us on social media @Osteoandphysio

By Louise Pratley M.Ost Med
Visit www.osteoandphysio.co.uk or call 01884 308123

https://youtu.be/TBVi6TZx3ZA
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Alison Jobson on LOW COST MARKETING IDEAS
How to maintain your marketing momentum for less.

As the impact of COVID-19 begins to hit
and the economy takes a nosedive many
businesses are slashing their marketing
budgets and putting a halt to
‘unnecessary’ expenditure.

While cutting marketing might seem like a
good short-term fix, the longer-term
effects will be far more damaging to your
business.

It takes a long time to build brand
awareness. Switching the tap on and off
again is not a viable option. And, when you’re not actively
marketing your business you can bet that you’ll have competitors
who still are.

Even if your customers aren’t in a position to buy from you now,
they will want or need your products and services in the future. So,
if you can keep your brand in front of people now, they’ll be more
likely to come to you when they’re ready to spend again.

If you’re feeling the pinch but want to stay in the game, here are
some low-cost marketing suggestions to keep your brand at the
forefront of your customer’s minds without breaking the bank.
And, they can all be done from home so possible to achieve while

living through the current
unprecedented period of social
isolation.

Low-cost marketing ideas:

Be active on social media – regularly
post updates to your social media
channels (the ones most relevant to
your target audience) and engage with
others.

Use your posts to be helpful and share
your expertise. Comment on other
people’s posts and invite new
connections to expand your network.

Keep your website up to date – blog,
blog and blog some more. Do some
keyword research to provide informed
ideas for new content and use this
insight for your blog topics. Share your
expertise, industry knowledge, company
news, peeks behind the scenes, answers
to common Q and A’s, and anything else
relevant to your brand, service offering
and target audience.

If you sell online, ensure your product
list is current.

Use email marketing – keep in touch
with existing customers and your
prospect database via email. Share your
latest offers, expertise (via tips and
advice) and good news to keep your
audience engaged.

Alison Jobson runs
Straight Marketing
Limited, based in
Exmouth in Devon.
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If you don’t have an email sign-up on your website and email
footer, implement one now.

Write a letter – direct mail works well for B2B businesses and
needn’t be expensive. Target prospect customers with a well-
thought-out letter and then follow up with a phone call to gauge
their interest.

During a period of self-isolation, a letter will be a welcome and
thoughtful distraction.

But bear in mind that in the current situation many people may
not receive their business post. If this is the case, spend the time
now building a database ready to send letters when normal
business operations resume.

Court the press – approach relevant media with press releases
and ideas for feature articles. Not only is editorial content
significantly more effective than advertising, but it’s also free!

Media outlets will be pleased to accept positive news stories that
offer an alternative to the coronavirus-led coverage. Now is an
ideal time to build new relationships with journalists and gain
some profile for your business.

Ask for referrals – everyone likes to pass on a recommendation,
and as a consumer, you’re far likely to buy from a business that is
recommended by a trusted source than one which is entirely new
to you.

Maximise word-of-mouth marketing by encouraging happy
customers to refer you. You could offer an incentive or just ask! Try
it; you might be pleasantly surprised.

Run a promotion – encourage customers to spend by offering
them a little extra. Can you provide an added extra which won’t
cost your business anymore but will be valuable to the customer?

If your customers can’t use your services now, e.g. if your salon
has to close, consider ways of enticing them to spend with you
now but for services immediately in the future. Perhaps, offer a
discount if they book and pay a deposit now for a date in the
future.

Be helpful – reach out to your current
customers and see if you can help them
in any way. When the economy hits a
crisis, all businesses are vulnerable, so
if you can support your customers
somehow, they’ll be more likely to stick
with you and maybe even increase their
spend.

There is no doubt, all businesses are
going to experience difficult times over
the coming months. But, if you can find
a way to maintain some marketing
momentum while times are tough your
business is more likely to thrive when
we come out of the other side.

If you have any questions or would like
my help with anything, please contact
me.

You can call me on 07754 375078

Or email me at:
ajobson@straightmarketing.co.uk

Website:
www.straightmarketing.co.uk
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Lorraine Williams on PROOFREADING
How can you make your marketing copy dazzle rather than distract?

Industry talk. An air of professionalism.
Somewhat awkward conversations with
people you’ve never met before as you
balance a buffet-loaded plate with one
hand and try not to spill potato salad
down your smart-casual outfit. It’s the
networking way.

But networking isn’t just about meeting
new folk and fuelling up on free caffeine.
Networking is about image. Because
business is about image. As you’re chatting
away you’re subtly communicating what
your business stands for. In that moment
you are the brand.

We know the importance of presenting that professionalism
through your business communications too. You need clear and
accurate copy for your digital content, print media and client-
facing documents.

But it’s not just about typos or how autocorrect diddles you over
without you even knowing. Other accidental issues can slip
through and inadvertently give your audience a reason to question
your credibility. No one wants a brand reputation that’s as sloppy
as that potato salad.

Brand image is built by your audience. It’s
down to how your business makes them
feel.

Remember that time you were
networking and your new pal had a bit of
food in their teeth? Maybe a little bit of
red. You wonder if you should tell them.
Is it tomato from the quiche? You don’t
want to make them feel embarrassed.
You realise you’re staring. Did they just
ask a question?! You fake a laugh, garble
that you think you left your headlights on
and dash off to check a mirror.

You may have felt awkward. But it’s more
than that � you were distracted. You
struggled to follow the conversation. No
matter how much you might have been
enjoying your chat, how they presented
themselves with their colourful smile
dragged you away from what they were
saying. It affected your connection.

The person you were chatting to will
never know how you squirmed through
your conversation. You don’t always
know there are things in your copy that
make your readers squirm either. They
are just as risky to your reputation as
spelling errors. And they can cost you
sales.

Marketing copy is crafted to take your
reader on a journey and elicit a specific
emotional drive. A drive to make that
purchase. But if their attention is
diverted? It’s hard to get them back to
that receptive state.

Lorraine
Williams runs
Lighthouse
Proofreading in
Cornwall.
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So how can you smooth over your copy so it dazzles rather than
distracts?

You need a handful of proofreading techniques. Ones that aren’t
just about giving it to a colleague or having a break and going back
to it later. Not everyone has someone they can share their work
with. And having the time to step away from your copy might be
the ideal, but it’s often not the reality.

Try these five tips to take the pressure out of proofreading.

1. Syllable by syllable
If you’ve been involved in writing, editing or even approving the
copy, you’ll probably know what to expect without reading it. And
even if you’ve not seen it before? We read words as shapes, not
individual letters. Context gets in on the action. And we don’t read
in a continuous line. Instead our eyes make short and snappy
jumps across the text.

Stop yourself scanning over the words by reading each syllable
separately. It can take some getting used to, but it instantly
improves your focus.

2. Read it in stages
To proofread the same way we read means you’d be looking for all
possible issues all at once. That’s overwhelming. Make it
manageable and save yourself from losing track by splitting it into
stages. Work through each of these sections one at a time before
you read it in full.

○ Headings

○ Lists

○ Quotes

○ Captions

○ Footers

3. Continuity
Keep an eye out for those diddy details
and inconsistencies: hyphenation,
ampersands, capitalisation, double spaces,
double full stops and even how prices are
written. CTRL+F is your buddy here.

4. Links
Website URLs and emails are easily
overlooked. Check the addresses in the
copy as well as their hyperlinks. Then
check the link in your browser to make
sure it goes to the right place and not a
404 error message.

5. Read aloud
Not you. Your computer. Both Word and G
Docs can convert text to speech. Word has
a built-in option that can be added to the
toolbar, while G Docs needs a web
extension. They’re fantastic tools for email
newsletters and blog posts when there’s
not that much copy. Especially when
there’s not that much time to proofread it.
You’ll hear those a/an or to/too mix ups,
and if you’ve typed a word twice.

Now you can send your copy off to mingle
around the web, strut into inboxes and
hold its own in the hands of your
audience. You’ll feel confident that it’s
looking smooth, suave and making an
impression for the right reasons.

If you’re in need of copy confidence
without the focus and faff of proofreading
it yourself, give me a shout!

Email:
lorraine@lighthouseproofreading.co.uk

Website:
www.lighthouseproofreading.co.uk
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Claire Baker on BILLING
Hourly billing is dead. Long live relationships!

Back in the days of yore, creative agencies
adopted the model of hourly billing as a
method of tracking time on jobs and
charging for it.

This model, derived from the advertising
agencies of old, was to capitalise on the
hourly rate and make as much money as
possible. Back when ad agencies wooed
their clients with money-no-object
expense accounts and company bar tabs
this was accepted. It was a win for the
client to be wined and dined to attain their
business and a win for the agency - when
the accounts they were handling were
prestigious, high value, high profile
‘portfolio-worthy’ brands.

Hourly billing worked for other professional service providers,
such as Solicitors and Accountants, so why not creatives?

Certainly, most agencies would provide an ‘estimate’ at the outset
of the project, but always with the reiteration of the ‘small print’,
that the billing was hourly. This was a ‘guide’ price that would
never be held to. As a Senior Creative in London in the late nineties
and early noughties I regularly provided ‘ballpark’ estimates to

clients illustrated with ‘from £x - £x’ and
backed up by the afore-mentioned small
print.

Fixed fees were as rare as rocking
horse shit.

In all of the agencies I worked in I can
remember having to diligently keep time
sheets, in the old days these were
literally sheets of paper on every
designer, artworker and freelancer’s
desk. Every minute of every day had to
be recorded and assigned to tasks such
as design, production, artwork, art
direction and the like.

The account handler or agency admin
would then bill the client accordingly,
for every single minute.

Clients in those days accepted this
model, mostly because they didn’t have
much of a choice. The vast majority of
agencies and freelancers alike operated
this way.

This no longer works. Here’s why not.

Creatives provide value in the outcome
of their creative solutions. Whether this
takes an hour, a day, a week, or a
month, the perceived value is derived
from a number of factors :

● Did the creative solution answer
the client brief?

● Did it solve the client’s problem?

Claire Baker is a
Director at the
agency Smithkin
Baker in Exeter.

The Helpful Little Marketing Book March 2020 < 28 >

Their OPINIONS



● What was the outcome of the solution?

● What was the client’s perceived value for money?

Of course, we have to derive our fees from somewhere, we can’t
simply pluck a figure out of the air! First and foremost, our fees
should be competitive. If you’re in London you’re gonna be
charging way more than an agency in the South West, quite simply
because your overheads will be far higher. Wherever you are, your
fees should always be derived from your costs and comparative to
your peers.

It is also fair to say that clients these days expect far more bang for
their buck.

The advent of digital media and a high demand for creatives to
provide integrated media-wide solutions has changed the agency
model. It has also RADICALLY changed client expectation.

Time is money, but time has become a very precious commodity.

We have all adapted to include digital media as part of the
package. The resulting consequence is that in addition to our
creative expertise we must offer the production, management and
maintenance of websites, ppc, seo and social. Projects need
management, as do client expectations, budgets and deliverables –
that’s a lot of balls to juggle.

We can’t charge more or charge more than our competitors. So,
what’s the answer?

It’s really simple, we champion a retainer model for our clients.

We tested this model to determine whether this was feasible for
clients, who are typically small and medium sized companies here
in the South West. We’ve been running our business like this for
over four years now.

And it works!

As is typical of all agencies, we have a day rate, which is our
starting point.

We meet with potential clients to discuss their requirement in
detail. This gives us a clear picture of ongoing requirement for that

particular client. We then go away and
work out how much time their account
is likely to require per month in order
for us to provide all of the deliverables.

Next, we offer the client a fixed monthly
fee for a set number of days per month
which covers this.

We allocate those days to the client in
our workflow and get the work done.

The client pays monthly for this service,
guaranteed that the time is secured for
their account.

It guarantees that we deliver.

What’s more, it guarantees we get paid,
every month, by all of our clients.

You can speak to any of our clients any
time and they all say the same great
things about us, but the common
theme is that we get the job done.
We deliver. On time and in budget -
because we’re not running to a clock,
rather the fixed fee that the client has
agreed to and is happy with.

Everyone’s a winner!

You can call me on 01392 347980
Or you can email me at:
claire@smithkinbaker.com
Web: www.smithkinbaker.com
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Joff Alexander-Frye on STORY TELLING
What is your story?

We all exist within a story - personally,
relationally, communally and globally.

Story is powerful. It gives us a time, a
place, a purpose and a narrative.

If you think about it, as a species we are
obsessed with stories. The film, music and
book industries exist solely on the basis of
story. We long to relate, connect and be
caught up in stories.

Close your eyes and spend ten seconds
thinking of a book, film or song that you
enjoyed as a child.

1, 2, 3, 4, 5, 6, 7, 8, 9, 10.

For most people, that would’ve been a pleasant, maybe even
emotional exercise. It just goes to prove that stories stick with us
for a lifetime. By the way, the one that came to my mind was
Sultans of Swing by Dire Straits.

So, let me ask you a possibly
uncomfortable question. What is your
story?

Approaching that question with honesty
and authenticity is the start of a powerful
and fruitful journey. One of self-discovery,
self-analysis and, hopefully, self-improve-
ment. Moreover, if you are involved with or
responsible for the marketing of your
business, you will need to ask that same
question both personally and for your
business.

Cue the hundreds of resulting sub-
questions. Where have you come from?
What are your unique character traits?
Who influenced you in your formative
years? What adversities have you had to
overcome and what have your greatest
successes been? How have they affected
you (for good or for bad)? Where did your
story begin and where does it seem to be
going?

As best as you can, don’t fake or fast-
forward through answering these self-
reflective questions. Facing up to them will
be much like panning for gold. You may

Joff Alexander Frye
is the Editor in
Chief and MD of
Publishing at Grow
and is also a
Director of Grow
Coffee House in
Exeter
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bring up a fair bit of mud in the process but there will be nuggets
of gold to be found too. The gold of knowing who you really are,
becoming more confident in your own story and honing your abili-
ty to communicate it to others.

After all, no matter what you think about your own story, there is
no one else exactly like you, which gives you the super-power of
bringing something truly unique to the table. Authenticity Girl. Or
Honesty Man. Or something like that…

And in the world of marketing, where sometimes it feels like who-
ever shouts the loudest gets heard, I for one believe that it is au-
thentic and honest voices which cut through and have the most
impact. You can’t fake authenticity though. That’s what makes it
such a valuable commodity.

I sometimes think of authenticity as the
compelling finesse ingredient in the
‘story cake’, adding a depth of taste and
texture. Like a drop of soft lavender es-
sence in a lemon sponge or a fiery injec-
tion of ginger into a dark chocolate
gateaux . They might not be the main
ingredients and, in fact, some people
might even not appreciate them being
added. But, without them, you are often
left with ‘just another cake’ lost in
wastelands of baking mediocrity.

So, in a world awash with stories, what
is yours and how is it unique? And if we
all have a voice, what are you saying
and how are you making sure it cuts
through the noise?

You can call me on 01392 793056
or email me at
editor@growmarketinguk.com
Web: www.grow-media.co.uk/
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Alex Hawker on PERSONALITY & TONE OF VOICE
Personality and tone of voice: why every business needs them!

When you’re thinking of your brand, what
are the first things that come to mind?
How would you describe it? What traits
does it have that make it unique?

Like people, brands have their own
personalities, and these are formed
around things like core beliefs,
motivations and experiences. The way you
want to present your offering to your

customers, and how you want them to feel
about you, should show through in
everything you do – and everything you say.

Your tone of voice is the way that personality is portrayed – and it’s
a tool that helps with everything from your writing to your visual
identity. It can also guide the way your team behaves or
approaches problems. It would impact how they answer the
phone, respond to a query or speak to customers in your shop. If
you sell a specific product with its own packaging, your tone of
voice will show through in the snippets of information included.
There’s room everywhere to portray your brand’s personality.

Personality and tone of voice guarantee a very valuable thing for
your brand: consistency. That’s important in branding, because if
you’re upfront and confident about what you stand for, you’re

much more trustworthy and memorable
to your customers. From the beginning,
defining what your brand’s personality is
within your team will give you a good
basis to work from. There will likely be a
lot of different ideas and thoughts
thrown in, but chances are, you’ll all
agree on at least a few traits that you
associate with it – meaning these are
probably accurate.

Every business is trying to show its
differences and come across in its own
way, even if in the most basic sense it’s
offering something pretty similar to its
competitors. Personality and tone of
voice can completely change up the way
a brand is perceived. For example, a low-
price supermarket would sound
completely different to one focused on
luxury and indulgence, so even though
they’re both saying “We sell food”,
they’re choosing very different ways to
say it – and this alters how we see them.

Alex Hawker is the
Content Strategist
at Nixon Design in
Cornwall.
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Often, it’s really handy when you’re defining your tone of voice to
think about what words are most likely to be used by your brand. If
you were the luxury supermarket, words like ‘indulge’, ‘delicious’,
or ‘tender’, would be cropping up. If your focus is making it really
easy for customers to save money, you might opt for a very direct
yet friendly tone of voice. You’ll use more simple language, with
words like ‘easy’, ‘great’ or ‘just like that’, and come across as
cheerful and unfussy.

Choosing words is a useful place to start, but the tone of voice is
more intricate than just words – it’s also about how those words
are being delivered. If you were describing a high-quality ready
meal sold at the luxury supermarket, your sentences might be long
and languid, with lots of words that have vowel sounds like ‘ooh’
and ‘aah’ to subtly elevate the indulgence and deliciousness of
your food. And for the money-saving supermarket, your sentences
would be shorter and punchier, conveying efficiency and simplicity.

Your tone of voice forms a guideline that works across every
medium – but you should be making sure you’re always thinking
about the context you’re writing in, because you may need to

adopt a tone that suits the situation a
little better. If you were the luxury
supermarket, you’d want to lay off the
adjectives and indulgent tone when it
comes to things like your terms and
conditions or responding to complaints
– because these are times when your
reader just wants the hard facts, and
using this tone in contexts like these
wouldn’t be appropriate.

Loyal customers are hard to gain, but
once you have them, they’ll expect you
to remain consistent. Bonds with
customers take time, and they’re not
unbreakable – so you need to stay
vigilant with how you come across in
every context. Personality and tone of
voice is a great place to start with this.
Once you have it nailed, you’ll start
noticing strength and consistency in all
aspects of your brand.

You can call me on 01736 758600
Or email me at
contact@nixondesign.com
Web: www.nixondesign.com
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Anna Lake on CUSTOMER SERVICE
There are many ways to stand out from the crowd. One of these is the service you deliver.

There are many ways in which you can
stand apart from the crowd and one of
these is through the service you deliver.
Whether you are selling your product or
service to consumers or to other
businesses, client service is becoming an
increasingly important factor in the
buying decision, often more so than price.
People are prepared to pay a premium for
an excellent service but how do you make
it part of your brand promise?

1) Move service up the agenda internally
In order to move to a focus on service, you
need senior internal buy-in and
sponsorship.

Service is a largely intangible concept, but it can and does have an
impact on the bottom line. Sainsbury’s, for example, saw an uplift
in profits in the parts of 2019 when it put a laser focus on
customer service across the business.

If service can rise to the top of the agenda in a huge oragnisation
like Sainsbury’s, it can in yours too. Here are some points to help
you gain internal buy-in:

- It costs much more to acquire and
new client than keep an existing one,
so it pays to keep your current
client-base happy by offering an
excellent service

- Satisfied customers/clients stay
longer, buy more and recommend
you to others - free marketing!

- Changing supplier is a costly and
time-consuming exercise from a
client’s perspective so it’s important
to deliver a high standard of service.
It demonstrates integrity and
cements your commitment to
ensuring you are providing what
clients need

Once you have convinced the necessary
internal stakeholders, you need to
identify a senior sponsor – someone
who will champion the approach and
help remove any internal barriers to
making your plans a reality.

2) Establish the baseline
Next you need to find out about your
current levels of service – what are you
doing well and what could be improved.
There is no better way of finding this out
than by asking your current clients.
Below are some tips to get you started:

- Think about your survey method.
Email surveys are quick, and you
can reach a lot of people but take
up is usually low and you have
limited opportunity to gain a real

Anna Lake runs
Anna Lake
Consulting, a
marketing agency in
Tavistock.
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insight as you can’t ask follow-up or clarification questions.
Telephone or face to face interviews often yield better results

- Ask both quantitative and qualitative questions, it’s great to
get some hard data so you can track progress but by also
asking more open questions, you gain a deeper insight

- Be brave – don’t just ask the clients you know love you. Ask
the challenging clients too as you need a balanced and true
reflection of your current levels of service

Once you have started to gather feedback, you should be able to
identify themes around your service, both positive and negative –
for example, clients might find your team very friendly and easy to
deal with in person but not be so happy with the time it takes to
respond to emails.

The positive themes will move forward and help you to articulate
your brand promise. The negative themes need to be acted upon –
it is vital to close the feedback loop, so the same issues don’t arise
next time you ask for feedback.

3) Communicate, promote and empower
Your themes should help you identify the words you wish people
to associate with your brand – e.g. collaborative, proactive,
approachable etc. Use these to develop your brand promise which
will enable clients (and prospects) to know what to expect when

working with you. Utilise your social
media channels to communicate your
brand promise and promote examples
of where they have been delivered.

You also need to ensure your internal
teams are aware of your brand promise
and give them the necessary
information and training, so they
understand what’s expected of them in
order to live up to the promise you
make to your clients.

Empower people, give them the
freedom (within reason!) to deliver an
excellent service in a way they feel will
be most beneficial for their clients and
make sure they are recognised for
doing so.

You can call me on 07738 728221

Or email me at:
anna@annalakeconsulting.com

Web: www.annalakeconsulting.com
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Lesley Anderson on SOCIAL SELLING
Get it wrong and you are basically spending time posting randomly.

‘If you’re not on Social Media, you’re losing
out.’

We have all heard this comment over the
last few years – but what are the best
ways to use social media for your
business? The first thing to do is think
about is whether you are going to
separate out your personal accounts from
your business accounts. Generally

speaking, that works well on Facebook
and Instagram but less well on LinkedIn.
However, the principle to adopt is that you
use your business social media accounts in
a different way to your personal accounts.

Social Selling is a strategy used by businesses to employ social
media specifically to connect with customers, build relationships
and convert them to sales. It emphasises the return on the time
and energy that goes into marketing your business on social
media. The platforms may be free but your time is not – make sure
you aren’t wasting your time.

If a business gets their social selling right, it should take away the
need for cold calling (which everyone hates, right?) and mean that
potential clients are already aware of your business, understand
how you work and have that warm feeling about your brand. Get it

wrong, and you are basically spending
time posting randomly and not seeing
the results you want.

So, what can you do to start selling
socially? Let’s take LinkedIn as a good
example of a social platform geared to
facilitate business to business
relationships.

1. Set up a Business Page (now
called a LinkedIn Page) and make
sure you have fully populated it,
with links back to your company
websites and explaining what
your business does. Optimise it
for your key products and servic-
es. Get all your employees to link
to the page, assuming they are on
LinkedIn. Post weekly and keep
the page up to date. You may not
have hundreds of followers or lots
of engagement, but this page is
still working hard for you and will
be looked at by people checking
you out.

2. Sort out all the personal LinkedIn
profiles of your employees and
make sure they are fully opti-
mised and that everyone knows
how to use LinkedIn to build con-
nections, build relationships and
drive interest in your business.
This does NOT mean posting daily
sales offers, blitzing inboxes with
spammy sales pitches or using
automation. It’s about relation-
ships, not sales on steroids.
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3. Be active and engaged on LinkedIn. Contribute to other peo-
ple’s posts and be helpful. Recommend others, give advice
and be visible. By posting regularly and by commenting, you
raise your profile dramatically and start building up a picture
of what kind of person you are to work with. When it feels as
though a lead might be warming up, find a friendly way to
suggest taking your relationship offline with a call or email
or a coffee. Inviting someone to an event is a low pressure
move, or suggesting meeting at a network event you are
both going to.

ADD VALUE  By providing value through your posts and
comments, by sharing insights and being helpful, you will draw
potential clients towards you – they are looking for suppliers to
help them with specific problems and you want them to know that
you have solutions and can be trusted.

Social Selling is a strategy which relies heavily on your ability to
add value rather than pitch. You need to be seen as an expert in
your field and as someone who others would be happy to do
business with. Ramming sales messages down their throats will
actively push clients away – that has its place, but not in social
selling.

Take estate agents. Posts they could do as part of their social
selling strategy could include:

● photos of lovely views with a comment about where they are
and what their day consisted of

● top tips on how to sell a house or how to increase the value of
a house

● information about local news, with a comment about how
that might impact the housing market

● testimonials from happy clients

● sharing insights into their team or agency in a way which rein-
forces your values, for example sponsorship of local events,
charity walks, team events, network events, anniversaries for
the business.

LISTEN Social Selling also means being more attentive to what
people are talking about on social media platforms. Social listening
means you get to pick up messages from potential customers and

can jump in with timely replies – again,
not overt sales pitches, please. You can
set up lists on Twitter to track key
prospects and even your competitors,
but make those lists private. Use
HootSuite or other tools to watch out
for mentions of key words or your own
business name. Follow hashtags – and
actively look at them – to get a feel for
what’s going on in key areas.

Ultimately, people do business with
people and they need to feel they know
something about you, they like what
they know, and they feel they can trust
you. If you bear those factors in mind
when you’re writing your content, you
won’t go far wrong. You may be trying to
win more clients but they are people
first, not customers. Their emotional
response to your posts will be a driving
factor in them contacting you and not
your competitor.

Lesley Anderson runs Hedgerow
Marketing Ltd and provides marketing
and PR support to help businesses in
the South West grow their businesses.

You can call me on 07968 034849

or email me at:
lesley@hedgerowmarketing.co.uk

Web: www.hedgerowmarketing.co.uk
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Ben Stirling on USER EXPERIENCE
Are users at the centre of your website development?

In today’s digital world there are so many
different technologies, design trends and
different pieces of functionality that could
be included in your next web project. The
options and excitement can often cloud
our thinking around the most important
part of the project…

…The user.

Or more precisely: Answering our users’
needs. This should be the main concern
of our websites. Understanding our users,
identifying their needs and mapping how
we can answer or fulfil those needs.

All too often, web projects start with a brief, move into creative
design, are built, populated, optimised and finally launched with a
series of marketing campaigns. You have a website, it probably
looks quite nice and probably fits the brief well. But do you know
who your users are? / what their needs are? / or if it’s answering
your users’ needs? Great if you do, but if you don’t, then what is
driving your brief for the website? Is it based on assumption or
research? Assumptions are fine, as long as we identify them as
assumptions, and are later tested. If we base our website (or any
other marketing channel) on a series of assumptions then we
could easily waste a lot of time, building amazing campaigns and

channels, only to realise they don’t
answer our customers’ real questions
and needs.

The process of putting users at the
centre of your website or marketing is
called UX Design (User Experience
Design).

There are many different ways that
agencies or marketing professionals can
approach a UX design project. But here
are our 5 steps for putting users at the
centre of your website.

1. UX RESEARCH. UX research will dove
tail with your strategic marketing plans.
Using a variety of qualitative and
quantitative tools including workshops,
analytical data, interviews and
questionnaires - this will lead into
defining who your users are and a set of
clear user needs. This foundation of
user needs goes way beyond being
useful for just the website. This kind of
data can feed into all of your marketing
plans and channels. Once this is mixed
with an understanding of your
competitors and your brand proposition
you will have a robust foundation to
build a successful user centred website.

2. UX ARCHITECTURE. Once you have
identified your users’ needs, you then
need to map how your organisation is
going to answer or fulfil those needs.
How many steps do you need to be able
to answer their need appropriately. Ask
yourself questions like, “where am I
trying to lead the user here” or “what is

Ben Stirling is one
of the Founders of
Made With Maturity
in Plymouth.
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the call to action here” or “what is the main purpose of this page”.
This planning step looks at refining the User Journey. This is then
visualised using Wireframes (black and white versions of your
web pages that include very basic layouts, page structure and call
to actions). They are great for showing to real users and to test
your assumptions and initial thinking. They are quick and easy to
modify and re-test, ensuring that your website is going to answer
your users needs before it gets to any creative design concepts.

3. CREATIVE DESIGN and 4. WEB DEVELOPMENT We won’t go into
depth on these two sections - not because it is less important than
the other stages, but because many marketing people understand
this section pretty well (and I’ve only got 700 words!); Creative
concepts, responsive template design, development using best
practice code, CMS integration, optimisation and going live with a
series of marketing campaigns. For many people the web process
ends here. But for us there is one more important step…

5. USER TESTING. This vitally important step is often forgotten.
This is the step that completes the UX process. It is iterative (the
frequency needs to be set for your organisation), and we then test
the website with real users. Allowing them to give feedback using
similar tools that we used in the UX research stage. Their feedback
on how well we have met their needs is then used to make
improvements to the website, to increase its performance and
success.

At Made with Maturity, we use the
above UX process for many of our
clients. We are proud to be based in
Plymouth and work with brands such as
The Ministry of Defence, The Royal
Foundation, NHS, James Martin and
Tesco. We also work regionally with
many clients including Vickery Holman,
The University of Plymouth and Kitley
House Hotel. If you would like any
assistance on putting your users at the
centre of your next digital project then
please drop us a line to see how we can
help.

You can call me on 01752 936300

Or you can email me at
ben@madewithmaturity.com

Web: www.madewithmaturity.com
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Bernadette Eccleston on EMPLOYEE ENGAGEMENT
If you don’t share your brand plans with your staff, how can they be on the team?

You have a great product. Your brand is
single-minded with a clear purpose that
resonates positively with its audience.
Your powerful advertising campaign is all
ready to go. But if you’re like most
business leaders, you’ve probably
overlooked the most important factor of
all: your people.

If you don’t share your brand plans with
your own staff, how can they be on the
team? How can they live and breathe the
dream alongside you? Because every
interaction they have makes all the difference.

How Martin answers the phone on reception. The way Claire in
Accounts talks about work at the pub on a Friday night. How your
engineer wraps up each customer visit.

All of these things can transform the perception of your brand for
better or worse. But more importantly, how well your people carry
the torch will determine the future success of your organisation.

So before your big consumer launch, give it the best chance
possible and unleash the massive potential of your workforce.

The good news is that these guys are
one audience you can control, that
should already be emotionally invested,
open and receptive to your message.
Get this right and you will earn an army
of advocates, batting for you in the big
bad world, actively singing your praises
and advancing the cause.

Best of all, compared to your marketing
spend, this stuff costs peanuts and
everyone will love you for it.

In sharing your brand internally,
consider these six fundamentals;

Timing
Tell your people about the launch before
you take it to market. Finding out about
it accidentally or after the effect will
make them feel like an after-thought,
never a nice feeling and one which could
create resentment.

So, give your team “priority access”. A
“first look” will make them feel special,
involved and keen to help out.

A specific campaign
If you’re producing a toolkit for your
consumer marketing it is always a good
idea to develop something specifically
for your staff as well. Keeping everyone
on the inside track gives them a sense of
agency and inclusion.

But also, as you are talking to family, you
can have a bit more fun and take a few
more risks, without the fear of losing
customers.

Bernadette
Eccleston runs
Deep Thought
Creative in
Cornwall
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Consistency
A seamless blend between internal and external messaging and
brand is key. Nobody trusts anybody that says one thing but does
something different. A brand is exactly the same. Messaging with a
consistent tone of voice and behaviours will avoid confusion and
build confidence, while training your team up on how to live and
breathe your vision.

A purpose
You can tell all the whats and hows you like in the sexiest way
ever, but unless you give your staff a why, you have no point to
make at all. We all need a purpose and a reason to believe, so
make this abundantly clear in your internal campaign.

Two-Way Communication
Some people will just get it, but there may be others that need a
bit more hand-holding or extra information before they feel that
they can have a good conversation with customers, peers, friends
or family.

So encourage and enable sincere dialogue. Bring everyone with
you on the journey.

Power to the people
Once you done everything you can to educate, inspire and excite
your staff, you are ready to unleash your army! Create and share
content and actively encourage them to share it on to their
networks and talk about it with their friends.

Of course there is a catch to all this. No one can see the water they
are swimming in. So building your brand internally can be hardest
for the person to whom it matters most: you.

That’s why successful businesses, invest
time with an expert partner to hold up a
mirror to their brand story and help
translate it to their workforce.

Companies that value and invest in their
internal brand improve morale,
productivity, staff retention and, most
importantly, deliver success and
ultimately increase revenue.

Where to begin? Call me and let’s put an
outline plan together.

Bernadette Eccleston is an Employee
Engagement and Creative
Communications Consultant, helping
businesses in the South of England to
transform productivity through positive
employee experience and company
culture

You can call her on 0771 264 7417 /
01566 781419

Or you can email her at
beccleston@deepthoughtcreative.com

Web: www.deepthoughtcreative.com
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Diana Crabtree on SEO - IN PLAIN ENGLISH!
What do we actually mean, when we say SEO?

Many clients come to us saying that they
need SEO (no one actually wants SEO,
after all!), but not really understanding
what it is. They are also usually concerned
about investing in a service, which they
don’t really understand, and where there
is no physical / tangible product.
What our clients do know is that they
need more, high quality traffic visiting
their website, and then converting once
they are on the site. Their goal could be to
generate more leads (calls, emails, quote
requests), or more online sales.

So, I thought I would try to give a bit of an
insight into SEO – in plain English! I hope
you find it useful.

What is SEO – in a nutshell?
SEO or Search Engine Optimisation is the term used to cover all
activities – both on and off the website - aimed at helping a
particular website to be listed as high as possible on Google’ s
search results for selected search terms (and maybe locations).
Google wants ever more search traffic, so it’s in Google’s own best
interest to serve up the highest quality, most relevant results
(websites) when someone enters a search term. I say Google – but
whatever we do for Google, as long as we always follow current

best practice, will work equally well for
the other search engines. And at the
moment, in the UK, Google accounts for
93% of all search traffic (Bing 4.5% and
Yahoo 1.5%).

And, what isn’t SEO?!
SEO is not about trying to beat or trick
Google, or even about writing content to
please Google. When we write copy, it is
essential that we write for the reader – if
we get this right, people will find and
visit the website, spend time on it,
interact with it – value it – and Google
will reward the site!

What is “On-site” or “On-page” SEO?
This includes a range of tasks – some
technical in nature, some not. The
technical ones include things like the
following (this is not an exhaustive list,
but gives an idea):

● defining the website’s SEO strategy -
before a single page of the website
is created;

● selection of the domain and page
names (or URLS), focus keywords /
phrases for each page;

● ensuring the website loads quickly –
this has become a really key
indicator for Google;

● making sure the website is not only
“responsive”, i.e. automatically
scaling for all device types, but also
mobile-friendly – delivering a great
user experience to people however
they choose to browse the website;

Diana Crabtree
runs The Web
Design and SEO
Company in
Plymouth.
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● ensuring there are no broken links, and the right number of
relevant internal links;

● making sure that the website runs securely (with the padlock)
– this is critical!

The SEO Manager & the Web Designer / Developer must work
hand in hand - SEO needs to be baked into the website from the
very outset. Having a website built and then trying to retro-fit SEO
into it after the event is a really bad idea, and a false economy!

The non-technical side of “on-site SEO” is all about writing good
quality, relevant and engaging content, and adding to this on a
regular basis – with blogs, news articles, projects, case studies,
customer reviews etc. Adding relevant, engaging images and
videos also really helps.

And finally, “Off-site” SEO
This is simply all of the tasks that can be done online across the
internet, but away from the website itself. This includes things like:

● making sure that your company name, address and contact
details are consistent across the web;

● listing your website on all of the quality directory sites that
Google rates highly;

● using your linkable website and business assets to create
additional high quality links back to your website – the
emphasis here (and in all things SEO is quality, not quantity) –
each backlink is like a “vote” for your website;

● optimising your social media
presence – choosing and using the
right channels for your target
audience;

● encouraging your customers to
leave you online reviews.

I could write and talk about SEO all day!
My team and family will vouch for that!
SEO done properly is hard work –
there’s no quick fix! It is constantly
changing and requires me and my team
to be ahead of the curve at all times.
Fortunately, we love it!

As our company name suggests, we
take a joined-up approach to web
design and development and SEO. We
strongly believe it’s the only way to help
our clients achieve their business goals.
en we would love to invite you to our
office in Plympton for a coffee and a
non-techie chat about how we can help!
Thank you for reading.
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You can call me on: 01752 291865
Or email me at: hi@wdseo.co.uk
Web: https://webdesignandseocompany.co.uk
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