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Another issue of the Steer Your Business magazine in quite challenging
circumstances but we decided that it was important to keep going as
once everyone starts to return to work, they will need the support of

everyone to get back on track.
As you will see, we have some fabulous and inspiring articles from n ;

around the globe. Paul Miller is in Melbourne and we have a great
collaboration going to support each other from the opposite sides of the
world. 've worked through his course and learned loads so give it a go
and see what you think.

We also have some great articles on project management, videos,
LinkedIn and sales which are all skills we need when running our
businesses.

Whether you are new to business or more established, there is
something for everyone.

Our big news is that we are launching a podcast to complement
the magazine. It will go live very soon and will include interviews with
pbusiness owners who are happy to share their knowledge and expertise.
It's a very exciting step forward and something we've been talking about
but not done up until now.

We've all had to find new ways of working in recent weeks and being
online is definitely the way forward for many of us.

We'd love to hear your experiences and challenges so that we can
focus future articles on the areas where you are looking for more
support. Please get in touch or coomment on our social media channels
so that we can help in whatever way we can.

7 &/ Marshall

Enjoy the magazine, stay safe and catch up again soon.

STEER YOUR BUSINESS




CONTENTS

NEWS FROM THE BEACH
A HERO’S JOURNEY
YOUR ESSENTIAL GUIDE TO COMPLYING WITH GDPR
THE ULTIMATE GUIDE TO LINKEDIN ENGAGEMENT
YOU'VE MADE A WILL...

WHY VIDEO CONTENT IS A MUST IN TODAYS DIGITAL 1
WORLD |

THE INSTITUTE OF LEADERSHIP & MANAGEMENT

CIMA GETS STUDENTS AND MEMBERS READY FOR
THE FUTURE OF FINANCE

BUILDING BETTER BUSINESS OUTCOMES
THOUGH DATA

S0... YOU JUST STARTED UP YOUR OWN BUSINESS?

THE COST OF BELIEVING EVERYONE IS A PROJECT
MANAGEMENT

BUSINESS DIRECTORY




STEER YOUR BUSINESS

New,

From the /

When | originally said that my vision was to have a
business which | could run from a coffee shop anywhere
in the world, | never imagined that we would all be
working remotely and that the coffee shops would be
closed during a global lockdown!

What it has shown me, and many of my clients, is that
our businesses need to be able to adapt and that we
need a plan which we can put into place should the
need arise.

It's been amazing to watch businesses over the past few
weeks change and adapt to the new conditions which
none of us could have imagined. No-one could have
predicted that we would be in a lockdown of this scale
and everything would grind to a halt so quickly.

Having a plan is key to knowing what you want to
achieve. The strategy part is really just how you are
going to get there and what you need to have in place
to make that happen.

Part of the plan should be a risk register - a list of all the
things that could go wrong and what mitigations you
have in place to reduce that risk.

You couldn’t have predicted a pandemic but did you
have the capability to move from an office to working
remotely? Could you just pick up your laptop and

work from home with access to all your files? If you
have a more traditional bricks and mortar business, are
you ready to work online, deliver or offer a take away
solution? The more time you spend thinking about

the unimaginable, the easier it is to carry on when
something like this happens.
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Many businesses will have changed direction and some
will have fallen by the wayside. It has all been a big
learning curve for everyone; are you ready to pick up
the pieces and move forward again once the lockdown
is eased and we can get back to some sort of normality,
whatever that is going to look like?

When you next look at your business and work on your
plan for the next 6 or 12 months, have a look at the
options for doing nothing, changing direction or maybe
even collaborating with someone else to provide a
bigger and better service for your clients.

I know that for my business, it has given me the time
and space to look at what I've got, what my clients need
and how | can best serve them by providing a different
product which is more flexible, affordable and adaptable
for their business.

If you’d like to know how | can help add value to

your business, I’d love to have a chat. Please book
some time in my diary so
that | can learn about your
business and the challenges
you are currently facing -
https://calendly.com/sally-
steeryourbusiness/30min

Sally
7 &/ Marshall

Sally Marshall
sally@sallymarshallgroup.co.uk
0330 107 8337
www.sallymarshallgroup.co.uk




A HERO’S
JOURNEY

How to craft outreach
emails to influential people

The brain is a magnificent thing: it weighs only 2% of your
bodyweight, yet it consumes more than 20% of your daily
calories.

Your brain is hardwired to switch off when something is
not a clear advantage or benefit to your survival. TL;DR
- too long, didn’t read. That's why | believe in the Hero’s
Journey formula for successful story-telling. Remember:
if you confuse, you lose. The Hero’s Journey formula is
the classic Hollywood 3-act screenplay structure:

* Act 1: set up the conflict

* Act 2: increase the tension

* Act 3: create the redemption

2% 120%

Of Your Body Of Your Energy
Weight Needs

3. The problem you help solve
4. Why your recipient might be interested

First, Some Helpful Stats
5. Offer an easy next step

35% of email recipients open emails based on the
subject line and nothing else.

- ConvinceandConvert.com Hemingway

Before, we looked at why it's important to keep your
communications simple. Hemingway is a free web app
that guides you on how to simplify your writing. It can
be found here...

http://www.hemingwayapp.com/

61.9% of email opens occurred on mobile, 28.3% in a
webmail client and only 9.8% on desktop.
- Adestra “Top 10 email clients” (March 20719)

HubSpot analysed 40 million emails sent through their

. Wit  Ede
platform to determine the most successful word counts e
i i ello Brenda, cmingwa
for subject and email body: o Brenc o
; ; : ve reason for my email is to introduce Happy Fish, our new Readanilty
+ Highest read subject line: 3-4 words PLUS the T feasen for iy stual b oo tnproduce Happy Pt S
persons name Located on the picturesque shores of Spray Sound. Happy Fish R
° nghest read rate 50_]25 WordS mixes fresh Tasmanian seafood with the exotic flavours of Asia
. H|ghest CHCk_thrU rate: ]25_200 WOrdS If Alliance needs to build lasting relationships with customers,
! imagine combining a vexing view, a world class wine list and the :ﬂwﬁ; '::«-»' skl
exotic flavours of lime & chili infused chargrilled Blue-eye Trevally
= muum delicious! [l use of passive vokce,
Structure et o Gonl o2 ¢ fowe
. . o We are open from brunch through to late, and while we welcome E
Any type of outreach email requires a “clean conversa- walk-ins, it's best to make a reservation to avoid disappointment Wistwores beve sbrpler
tion” - your message should be sincere and brief. Here Brenda, if you're interested in trying Happy Fish, simply respond B
. . . . 1o this email and I would be delighted 1o greet you and your guests ™
is a quick guide on an appropriate structure: with a glass of complimentary wine 9 T —
hard 1o read.

1. Describe who you are/what you do
2. The reason for your email

Warm regards,
Amy, owner/founder

Continued overleaf
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MARKETING

The key to high performance emails:

¢ Create your 2 best email concepts

¢ Use Hemingway to refine: aim for Grade 9 reading
level or easier (it's a free website)

- A/B split test your 2 best email concepts*

* There are many ways to split test: dividing your list in two,
taking a small sample of your list and splitting that; or simply
asking a few people you trust their preference.

Back to Brevity

INn 1941, in the height of the Second World War, Winston
Churchill sent the following memo to the First Lord of
the Admiralty...

“Pray state this day, on one side of a sheet of paper,
how the Royal Navy is being adapted to meet the con-
ditions of modern warfare.”

As you think about your next important email, ask
yourself if your job is any harder than responding to
this?

i

Rookie mistake: Yes, | know you're an expert. But
don’t use jargon and complex language to describe
the industry problems you solve. Remember to make it
Grade 9 reading level or easier! If your 14 year-old kid
or niece can understand it, that means you’re good to
send.

’Paul
Miller

Paul Miller is a business
development consultant who
helps tech companies improve their go-to-
market strategies. He has developed an online
BD course; due to the challenges of COVID-19,
he is offering this completely free for 90 days
to any of Sally Marshall’s readers. No strings, no
credit card. Easy!

For more info, see here https://b2b-growth-
lab.mykajabi.com/about-me-sm

Your Essential Guide to

Complying

with

The General Data Protection Regulation (GDPR) is
a complex set of rules you'll need to follow if your
organisation has any dealings with people in EU countries
or if your organisation is established in the EU. A must-
read for small business owners, GDPR For Dummies,
by internationally renowned data protection lawyer and
GDPR expert, Suzanne Dibble, provides simple steps to
help you quickly and easily get to grips and comply on
an ongoing basis with these new requirements and avoid
fines of up to $27million.

These regulations apply to all organisations established
in the EU and to businesses established outside of the
EU insofar as they process personal data about people
within the EU. In the book, you'll discover how GDPR
applies to your organisation in the context of marketing,
employment, providing your services, and using service
providers.

In relation to Brexit and the UK leaving the EU, following
the end of the transition period, when the EU GDPR will
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cease to apply, the UK will adopt its own version of the
GDPR which is very similar to the EU GDPR. The effect
of Brexit on data transfers and on data protection for

organisations within the UK is covered within the book.

Suzanne explains how to prevent costly fines,
regulatory investigations, customer complaints and brand
damage, while gaining a competitive advantage and
increasing customer loyalty by putting privacy at the heart
of your business.

The book explains the complexities of the GDPR in
language that anyone can understand. It is practical,
relevant and comprehensive. If you're
processing personal data - whether
you're part of a company, a
charity, or an association, this is
the book for you.

Suzanne
Dibble

Suzanne Dibble
https://suzannedibble.com/



SOCIAL MEDIA

TI:e Ultim_ate guide to
Linkedin Engagement

LinkedIn is easy to use but tricky to master. If you We recommend writing them ahead of time so you only
learn how to play by its rules, then you can reap some need to spend a couple of minutes when uploading it. You
fantastic rewards. It can be your ticket to higher levels should also post on a regular schedule. Every day, every
of engagement amongst your peers, which can lead to other day, once a week - whatever you choose, stick to
new opportunities for you and your business. Despite this it. Your network will appreciate the consistency. If anyone
mammoth potential, only 0.5% of the 630 million LinkedIn comments or likes your post, make sure to engage them
users use it in the right way. There is so much opportunity and encourage conversation where you can. You want to
for organic, helpful, and useful content. Not from a handful come across as natural - don’t push the hard sell.

of “influencers”, but from the masses.
Tip 3: Stay on Top of Your Inbox

The guestion is: what is the right way to use it? Thankfully, The sales work goes on behind the scenes in your inbox.
it doesn’'t have to be hard. Alia Coster of Coster Content But you shouldn’t be pushing too hard. You want to
has put together her essential list of tips and lead your connections through a natural

conversation. Turn your cold contacts into
warm leads. Spend some time getting to
know their business and how they operate.
Figure out what their common gripes

are and how you could solve them. We
recommend creating a message funnel
that you can use in almost any situation.
Depending on how many different
audiences you have, you might want
multiple funnels.

tricks that can turn you from LinkedIn shy to
a LinkedIn shark.

Tip 1: Clean Your Network

When you first start on LinkedIn, it can be
all too tempting to add everyone you come
across. After all, you never know when the
connection will bear fruit. But it's impossible
to benefit from every connection. If you
aren’t engaging with one another’s content,
what is the point?

You don't like it when someone tries to sell

In this case, less is more. You could have 10,000 to you, do you? So don’'t do that to them. Be respectful
connections, but if only 1,000 people are engaging with and open the door to working together when the
your content then that’s a measly 10% view rate. But if conversation reaches that point. Keep on top of your inbox
you had 1,000 connections and all of them are regularly every day to make sure no one goes ignored.
commenting on your content, then that’s a 100% success
rate. Spend some time going through your list and think If you can find a rhythm of connecting with the right
about who adds value to your network. Don’t worry about people, posting the right content, and engaging in
offending people. It’s strictly business; people won't be conversation with others, you're well on your way to
troubled. After this, you can use LinkedIn’s Sales Navigator mastering LinkedIn. If you take these steps, you're already
to find worthwhile connections. above millions of other LinkedIn users. It's

a long-term commitment, but with the
Tip 2: Think About What You Post right level of planning, you can see
LinkedIn is sometimes used as “Facebook for business some amazing results.
people”, with users regularly posting their latest meal or
what they’ve been watching on TV. Don’'t become that 0 ‘ 1
person. Your feed should be filled with relevant, insightful Coster Content is an expert at
content that displays your expertise. Think about what crafting content that brings your
value you can add to others. What hot button issue can Linkedin profile to life with relevant, Coster
you be a thought leader on? What are the regular pain engaging content. If you're already
points of your clients and how would you solve them? This juggling enough daily activities and don’t know
is the kind of useful content that will resonate with others. where LinkedIn will fit in, get in touch on

0161 413 8418 to see how they can help you.
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You’ve made a Wi,

but have you made a Shareholders’ Agreement?

A Shareholders’ Agreement is as important to your
inheritance planning as a Will. Why these two documents
should be linked or even why you might need both is
explained further below.

What is a Shareholders’ Agreement?

Shareholders’ Agreements are made between owners of

a limited company (the shareholders) and usually cover
issues such as: What decisions within the business require
unanimity, who has the right to appoint a director, what
happens if a shareholder wants to sell their shares and
agreements relating to the sale of the business in the future.

Why are Shareholders’ Agreements so significant?
Shareholders’ Agreements can also deal with what
happens in the event of the death of a shareholder.
Without a Shareholders’ Agreement in place, the
deceased’s shares will pass either to the beneficiaries
named in their Will, or under the intestacy rules if no
will is in place. If it’s the former, this usually results in the
deceased’s family becoming owners of the shares. This
can lead to two potential problems:
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1. The remaining shareholder(s) will have to work with
members of the deceased’s family who could suddenly
own a significant stake in the company. Those family
members will have influence over the company and
may also be entitled to dividends, even though they will
not be obliged to work in the company.

2.The deceased shareholder’s family may not want
anything to do with the company and may want to
realise the capital value of the shares (sell them) rather
than having them tied up in the company.

How can these problems be avoided?

In order to solve these problems, cross options can be
put in the shareholders’ agreement giving:

a.The deceased’s family the right to compel the remaining
shareholder(s) to purchase the shares; and

b.The remaining shareholder(s) the right to compel the
deceased’s estate to sell the shares to them.

Whilst this is a potential solution, an issue may arise as to

whether the remaining shareholders can afford to buy the
shares. If they cannot, then it is likely that the family could
apply to the courts for the company to be wound up.

What is the best solution for everyone?

Taking all the potential problems into account, it would be
advisable for each shareholder to take out life insurance
which is held in trust for the remaining shareholders.
Then, upon any shareholder’s death, the remaining
shareholders receive a lump sum which they can use to
purchase the shares from the deceased’s family.

A carefully drafted cross option may be able to avoid
inheritance tax payments on the value of the shares. If the
deceased shareholder has owned shares in the trading
business for over two years, then Business Property Relief
at 100% may be available.

The shares held in a company may well be a major
asset of an individual. If you are a
shareholder, it is therefore extreme
important, when considering
providing for your loved ones,
that you put measures in place
to enable them to realise this
asset. It will also help to avoid
any protracted and unpleasant
dealings at an already sensitive
time.
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0 For advice on Shareholders’” Agreements or any
other legal Commercial matters, please contact
Head of Commercial & Dispute Resolution, Paul
Reader, at preader@berryandlamberts.co.uk or
on 01892 526344.
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Why Oideo Conterntisa
MUST in today’s Digital World.

Most companies quite rightly spend time,
effort and/or money on SEO to attract
visitors to their site. Sure, we buy why this
is important.

But do they really consider what type of online content
will keep them there? It’'s one thing getting the traffic in,
but if they jump straight off the page what have you really
gained?

At the end of the day, the purpose of a website is to be
your “shop window on the cyber high street” and you
want it to be memorable. Google recognises that the

days are numbered for just standard block text and stock
images, and that we all need to interact with customers

in more engaging and exciting ways. Welcome - the
emphasis on ‘rich’ content. Algorithm technology can now
recognise sites with video content, making it one of the
key factors to keep customers engaged!

So much so, a Forrester Research study shows that a
website with video is 53x more likely to land on the front
page on Google searches. The two main reasons are:

1. More dynamic and rich content to satisfy consumer
desires, and,

2. Longer site engagement keeping visitors interacting for
longer.

It is also proven by Dr John Medina, the author of the
book ‘Brain Rules’, that movement has a hugely positive
impact on our memory. Video footage of course has the

0 Billy Collins can be contact on

added benefit of being supercharged with audio [both
the spoken word and/or music] - therefore capturing your
customers’ imagination with the most prominent of their
two senses. One of the most powerful stats from Forrester
Research is that a ‘one minute video has the same value as
1.8 million words that would take up 3,600 web pages.’ To
put it into perspective, that would take 100 hours to read
and in paper terms would use 8 reams of A4 and 16 ink
cartridges to print!

A good example for video to convey a complicated
message is the ‘How To’ and ‘Explainer’ genres that
have taken YouTube by storm. | am constantly watching
cooking tutorials to try and up my game, and | have, just
ask my family when | make scrambled eggs!

Video can take many forms and satisfy many needs of
customers, from unboxing and explainer videos, showcase
and product videos, through to short marketing promos
and testimonial videos. Any business, large or small,

can improve their customer journey with this rich video
contact.

Think of video as the most powerful
way to connect with your customers
by reaching out to them through
their PC’s, laptops, tablets and

smart phones.

07480 111591 or visit
www.takingthepixels.co.uk

STEER YOUR BUSINESS ¢



ADVICE

The Institute of

LEADERSHIP & MANAGEMENT

The Institute of Leadership & Management’s mission is to inspire great leadership
everywhere; we do this by delivering world class tools and resources to help leaders
and managers unlock individual and business potential.

Kate Cooper, Head of Research, Policy and Standards at The Institute of Leadership & Management

Myl eadership is The Institute’s multi

award-winning e-learning tool, for

individuals and organisations. Institute

Members have exclusive access

to MyLeadership to develop their

leadership capability. It is built around

our five dimensions of leadership

- authenticity, vision, ownership,

achievement and collaboration.

These dimensions comprise 49 components which we
have identified, based on extensive research into the
knowledge, skills, attitudes, behaviours and values that
enable leaders to achieve successful outcomes.

Members can test themselves in any of the 49
components and if you meet our standard, you receive
a digital badge recognising your capability in that
component, which you can share and take with you on
your leadership journey. MylLeadership also provides
an expertly curated library of online learning resources,
combined with interactive guidance and live conversation,
to form the basis of your leadership development, and
help you to meet our standard in areas you need further
development.

Myl eadership can also be customised to your team’s
requirements and your business needs, to create a
pathway within the 49 components, to develop your
leaders wherever they are on their journey.

Members can also benefit from our unique, practical
assessment tool of real-life coaching approaches at work
- Coaching Conversations - developed for managers,

HR specialists and professional coaches. This is the only
product of its kind where individuals are measured on their
real-life coaching discussions and, as with MylLeadership,
no written assessments are required.

This enables experienced managers who coach to
be recognised for their capability and showcase their
management style. It provides a solution for HR managers
and L&D specialists who recognise that a coaching culture
can enhance performance, improve results and create
a better working environment. Professional coaches
benefit from being recognised and achieving this unique
accreditation, setting them apart.

For organisations, The Institute also offers leadership
programme development and recognition in the form of
Institute Approved which adds credibility and recognition
to an organisation’s existing leadership programme. To
achieve approval, a leadership programme is mapped
by The Institute to its five dimensions of leadership,
and relevant components are identified, tailored to the
individual organisation, to underpin it.
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THE INSTITUTE OF

LEADERSHIP
& MANAGEMENT

0Contact: Pippa Hanson at Camargue on ema3

This independent confirmation
of the quality and relevance of
your leadership programme
by an authoritative and trusted
source sets your company apart,
offers individuals recognition of
their learning and raises your
profile with your stakeholders

as an organisation that takes
management and leadership development. The latest
research informed online learning materials are embedded
into your existing programme and online conversations
are held with an Institute Assessor to reward and validate
individual learning. This ensures a comprehensive and
bespoke offer.

The Institute also undertakes and commissions its
own original research, often partnering with relevant
organisations, offering insight that informs, influences
and impacts the practice of leadership, management,
coaching and mentoring. Fundamental to our approach
is the requirement to identify opportunities to apply
research findings; ensuring leaders use our insights to
improve their practice.

This year we have explored the reasons people decide
to leave a job in our ‘New Decade, New Direction’ study,
discovering that the relationships we have with our
colleagues is a key factor in this
important decision. Look out
for new research coming
later this year exploring
how SMEs can build
sustainability into their
businesses.

phanson@camargue.uk or Luke Aldridge at
laldridge@camargue.uk or 01242 577277.

The Institute of Leadership & Management is a
world-renowned specialist membership body that
raises professional standards of more than 30,000
leaders, managers, coaches and mentors. Our mis-
sion is to inspire great leadership, everywhere. We
are a registered charity and governed by a board of
trustees.

@InstituteLM | www.institutelm.com
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C| MA gets students )

& members ready for the future of finance

About The Chartered Institute of Institute of
Management Accountants

Founded over a hundred years ago, the Chartered Institute
of Management Accountants (CIMA) is the world’s
leading and largest professional body of management
accountants. Through the Association of International
Certified Professional Accountants, the unified voice of
CIMA and the American Institute of CPAs (AICPA), you
can find our members and students in 179 countries

at the cutting edge of finance, working at the heart

of organisations to guide decision makers and drive
transformation in the digital world.

Building tomorrow’s skillset

Last year, we delivered the findings of one of our most
important research projects to date, which looked at what
the future holds for management accounting. The report:
Re-inventing finance for a digital world, contains the
insights of conversations with 5,500 finance professionals,
2,000 employers from over 150 countries. It revealed

that 50% of finance leaders globally feel their teams’
competencies must “change significantly” in the next
three years. Yet, it also highlighted that most of finance
professionals are not growing their skillsets fast enough
to make up for the impact of artificial intelligence, robotic
process automation and other technologies.

To thrive in the modern business world, finance
professionals need to develop new digital skills and
competencies that complement their traditional finance
and accounting skills. They must have basic digital literacy
and to be able to understand how digital technologies can
disrupt business models. They will also need to enhance
their social and commercial skills to better tell the story
of the business, generate new insights and business
solutions, and collaborate effectively with their colleagues
across their organisation.

This will enable them to become influential business
partners and value creators delivering real business
intelligence to improve both overall company and staff
performance. In addition, finance professionals need
to make a wholesale change in mindset - they need
to become proactive learners who continuously learn,
unlearn and re-learn new skills to deal with complexity and
operate in an agile working environment.

The CIMA Professional Qualification

Finance professionals must move fast to thoughtfully
reimagine what they do and how they do it, or risk
being left behind. As their professional body, it is our
role to help them navigate these unfamiliar times. This is
why in January 2019, we launched our enhanced CIMA
Professional Qualification driven by the findings of our
extensive and rigorous research programme into the
future of finance.

The updated CIMA Professional Qualification covers all
the competencies and skills employers expect in a tech-
led business world. These include current and future hot
topics such as digital costing and digital strategy, business

aAndrew Harding, FCMA, CGMA, Chief

models, automation, blockchain, artificial intelligence,
cybersecurity and data analytics. Understanding these
emerging areas will be critical to support them through
the fast-paced changes affecting finance and how it
supports business and business performance.

CIMA will be moving to remote exam testing from May
2020 to continue to support its students and help them
keep their careers moving throughout the coronavirus
pandemic. This will benefit individuals, businesses and the
whole economy in the long-term. Additionally, students
and members have ongoing access to
a cutting-edge library of learning
resources and research as well as
range of online courses, resources
and insights to develop new skills
and competencies, and prepare
for the future.

Harding

Executive - Management Accounting
www.aicpa-cima.com
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Building better
business outconie

though data

Rachel Aldighieri, MD, Data & Marketing Association, discusses

how responsible and innovative data use can build consumer
trust and help organisations to improve the customer experience

An increasing number of organisations are waking up

to the variety of opportunities that data, when used
creatively, responsibly and sustainably, can offer both the
business and the consumer. For many businesses, data,
and the insights they derive from it, is one of their greatest
assets, if not their most valuable. In some instances, this
data is the only asset they have.

Customers share data in exchange for personalised
services

As consumers, we are increasingly becoming aware that
by using digital platforms, such as search engines, social
media, maps and other tools, we are essentially trading
our data for access to services and products.

The DMA’s ‘Data Privacy: What the consumer really
thinks’ report found that 51% of the respondents view
data exchange as essential to the smooth running of the
modern digital economy, up sharply from 38% in 2012.
They are also receiving improved service by sharing their
data, with 46% agreeing - up from 33% in 2012.

In addition, nearly half of marketers (49%) surveyed in
the ‘Data Privacy: An Industry Perspective 2019’ report
believe consumer trust has improved in how brands
handle their data since the new regulations came into
place. In addition, 46% state that trust has increased in
brands and their marketing too.

These findings suggest that as an industry we are
heading in the right direction, but there’s still a lot of
progress to be made.

The ICO’s ‘Information Rights Strategic Plan: Trust and
Confidence’ report 2019 found that when consumers were
asked if they trust brands with their data just 28% agreed.
While this has increased by 6% since 2017, this number
must be much higher if businesses are to truly thrive in the
digital age.

Innovation through data must respect customers’
privacy

In an era of mass personalisation and technological
innovation, we need to demonstrate that the data
consumers share is used to serve them better.

It has never been such an important time to think about
our values as individuals, organisations and a society to
ensure we're putting down the right ethical foundations
for future generations.

With technologies such as Al having a transformative
impact on business, there is little doubt that, as they
continue to evolve, the data sets they rely on will be key to
a competitive advantage.
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Ensuring transparency and governance over information
processes will become more crucial than ever if
organisations are to increase consumer engagement and
support. As we navigate through the data revolution, it is
important to remember that responsible and innovative
data use can build consumer trust and a willingness to
share insights - creating better opportunities for both the
business and the customer.

The DMA’s Value of Data campaign
The DMA’s ‘Value of Data’ campaign aims to elevate and
champion the role of data, from classroom to boardroom
- and help organisations across the UK responsibly deliver
value to their customers. This project aims to ask difficult
questions about where the value of data really lies. In the
data? Its quality? Its quantity? Or in the way we use it to
create better outcomes for customers? By having better
values, could organisations deliver better outcomes to
their business, their customers, and society at large?

By finding the answers to these questions the initiative
aims to introduce bold, innovative, data-led approaches
to customer engagement, underpinned by solid ethical
frameworks.

The project is bringing together key stakeholders across
academia, government, and the public and private sectors
to find outcomes that build better business through
mutually beneficial, sustainable relationships
with customers based on transparency
and trust.

i

Rachel Aldighieri, Managing
Director, Data & Marketing
Association

As a leader of the organisation
that represents over 1000 brands,
agencies and marketing services organisations
engaged in data and marketing across the

UK, Rachel is a key part of the industry’s drive
to strengthen its commitment to responsible
marketing.

Rachel is at the forefront of delivering the DMA's
programme of GDPR guidance for the data and
marketing industry. Rachel is a member of the
ICO’s consumer education hub and she also sits
on the Committee of Advertising Practice, the
body that creates and maintains regulations for
non-broadcast marketing in the UK.

Rachel

Aldighieri



So....

you just started '

ADVICE

up vyour own business?

Congratulations. You just bought yourself a sales job.

If you don’t think of yourself as a salesperson you're wrong
and you are in for a horrifying ride. You will drift from
scarce order to scarce order, surviving just long enough to
buy the next piece of business by discounting or over-
servicing and being treated like a doormat.

Selling is the simplest job in the world but it’s tough. It’s
tough mainly because of the noise in your head, some
awful beliefs and your propensity to make excuses and
justify why you'll do almost anything other than what you
need to do. There are 3 leading indicators you MUST track
to stay solvent.

1. Daily unigue effective conversations
2. Pipeline velocity
3. Volume of qualified prospects moving to closable

Unigue effectives are conversations with decision makers
who have not been spoken to in at least 12 months where
you get past the gatekeeper, through to the decision
maker and you contract with them that they will listen

for 30 seconds to the purpose of your call and decide
whether to hang up or talk for a few more minutes or invite
you in.

Velocity refers to the speed with which opportunities
move through your gualification process, either advancing
or disqualifying. Pipeline hygiene is critical, especially as we
move into the next downturn. A healthy sales pipeline is
the lifeblood of your business. Ignore this at your peril.

You need to ensure there are enough genuine, qualified
prospects so that no single piece of business matters
enough for you to be attached to the outcome. When
that happens, you cede all control to the buyer and you
become a commodity provider with commission breath!

Ugly! Needy, desperate and skint!

Beware happy ears! Hope is a BAD strategy. You prospect
SO you have choice and so you can be honest with
yourself. Never become emotionally attached to the
outcome of ANY sale, EVER. If you have a strong sales
pipeline which you are moving quickly and effectively
through the qualification process and you have enough
opportunities, you can walk away from bad business,

bad customers and you can focus on building a strong
business.

Make no mistake, we are at the start of the next big
downturn. Unless you can sell, you are toast. Invest in
your own and your salespeople’s ongoing reinforcement
training. One off training DOES NOT WORK. You're better
off buying a lottery ticket. Get quality coaching. And
coach yourself. Sales is the lifeblood of every business and
pipeline is the lifeblood of sales.

DO NOT BELIEVE PUNDITS who tell you that any
single route to market doesn’'t work. They are trying to
sell you a course on social selling or cold calling or email
marketing. They ALL work but only if you do them well. In
tough markets, buyers hunker down, close off and make
decisions more reluctantly. You need to surround them,
get plenty of social proof and do the grunt work every day.
NO EXCUSES. NO AVOIDANCE. Oh, and get comfortable
talking about money. It's not rude and it’s not dirty:.

Happy selling!

Marcus
Cauchi

Marcus Cauchi
https:/www.linkedin.com/in/
maximisechannelsales/




ADVICE

The cost of believing
everyone is a

In my opinion it is true - everyone is a Project Manager.
Whether it is organizing an event, buying and selling a
house or even working out an itinerary for holiday - you
are a Project Manager. However, in business you might not
be and | am not only saying that to protect my profession!

So what is a Project and what is, in terms of a career, a
Project Manager?

According to the Oxford English Dictionary a Project is
defined as ‘a piece of planned work or an activity that is
finished over a period of time and intended to achieve a
particular purpose’.

In careers, Projects can be all different sizes and
timescales, but the main criteria for a project is that the
‘vlanned work or activity’ are not part of the organisations’
day to day operations. This is where a professional Project
Manager is essential and the very reason why specialists
are usually outsourced - like me, a Contractor brought in
to lead and execute the Client’s requirements.

| am a collaborative Project Manager - the ‘figurehead’
of the defined project with the full responsibility for the
delivery of the Client’s requirements, to time, budget and
quality. As a ‘Figurehead’, | am not a specialist in every
industry | have worked in, nor am | a Designer, Architect,
Quantity Surveyor, Site Construction Manager or any of
the many other disciplines making up a Project Team,
what | am is someone who listens (you know, ‘the two
ears, one mouth for a reason’” meaning), evaluates options
and evaluates the outcomes, to ensure the ship is steered
in the direction of success.

In general terms, my qualifications in Project
Management methodologies have provided me with
the skills and knowledge of steering projects from pre-
conception specification and ‘Business Case’ through to
Feasibility, Construction, Commissioning, Completion and
Handover; and my collaboration ensures that | constantly
focus on the Client requirements and the Contract
between the Client and the Delivery Contractor, able to
spot potential challenges or indeed work with the Team to
overcome them. It's a people career, a process career and
of course one with a requirement to prove how decisions
have been made, finances spent and stakeholders kept
informed. It's the perfect career for mel

So, | think you can see it now..the Project Manager in
‘The Apprentice’ or your organizing an event, that house
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sale or holiday don’t have all those steps! Which is very
good because otherwise, you may never get to achieve
those life choices.

It is the temporary state of a Project that leads many
organisations to outsource Project Management and this
has proven to be the success for many large businesses. A
temporary team on a project to focus and achieve an end
goal that is not be part of the Client’s ‘business as usual’
means there is no detraction from their business goals and
requirements. In my career, | have been called in to help
a company turn their project around after first believing
internal staff could deliver a project in-house. The colleague
involved ended up very unhappy and felt like a failure
because he believed it should have been easy to deliver the
project, but the costs were out of control. Hence, the title
of this article “The Cost of Believing everyone is a Project
Manager’; not wanting to say it happens on every project,
but the real quality of a Project Manager is to assess the
costs and requirements for the Client. In some situations,
the Delivery Contractor has cut costs to gain the contract
for work, but is now looking for ‘extras’ to make up profit.
The key is definitely in understanding what the situation is,
whether there is an issue to solve, or whether the suggested
change within the project is acceptable. In each of these
instances and audit trail for the project is essential.

| believe that being a Project Manager is a fantastic career,
if you are determined to learn then it really is a career with
transferable skills, so you can change industry and keep your
grey matter challenged!

The downside, well the minimum timescale of a Project
| have undertaken is 6 months, with the longest being
many years. As such Project Management can feel like the
achievement causes your downfall - a Project completes
and you are no longer needed, ‘out on your ear’ needing the
next break, but in terms of MY career, the fact | have been
there until the end has been something to be proud of.

As Managing Director of Diligence (PM) Services Ltd,

I have been involved in some pretty high profile projects
in southeast London and Kent, where we have enabled
our Client to deliver their Regulatory Body responsibilities
through the provision of infrastructure. Examples include:

» Ebbsfleet Development Corporation, arms length body
of Government. Utilities Project Manager (Project Value
£275m. My business cases include the £30m Electricity



ENVIRONMENT

I]I:'

provision for the Ebbsfleet Valley - the first time the
Government has invested in Infrastructure in this way.
Something | am very proud of!

* UKPN high profile, London 2012 Olympics resilience
project (Project Value £36m) 24/7 working and
delivered in 6 months

* Thames Water on their TTQIl project (Project Value
£220m)

* UKPN Major Connections project for Crossness 33kV
supply - Barking West to Abbey Wood (Project £12m)

* Harrods of Knightsbridge & Hyde Park Residents, Park
Lane - Retail and Residential renovations (Projects from
£100k through to £20m)

So now you know a little more about Projects and
Project Management, but you are also now more aware
of Diligence (PM) Services Ltd. So if you, or one of your
contacts would like a proven Contract Project Manager,
I hope you will be confident
enough to signpost them
to me - or should that

be ‘Steer’ them in my
direction?

Feel free to get in touch:

ﬂ Contact Nicola Coppen at
nicola@diligence-pm-services.co.uk
07961 781981
www.diligence-pm-services.co.uk

GIVING NO AD TO PROMOTE OUR
ACHIEVEMENTS OR
THANKS FUTURE VACANCIES,
JUST A THANK YOU FOR
TU OUH STAYING AT HOME &
KEYW“RKERS LETTING YOU KNOW THAT...

DILIGENCE ARE ALSO KEYWORKERS

WE WORK WITH LOCAL AUTHORITY &
UTILITIES CLIENTS EVERYDAY DURING THE
CORONAVRIUS CRISIS.

OUR PROJECT MANAGEMENT DOES NOT
STOP - WE ARE DOING OUR BIT!

LET'S CONNECT: Nicola Coppen, MinstLM, TechlOSH - Diligence I
m_mcola coppen-diligence < Diligence
, @DiligencePM Specialist Infrastructure Project Managers
Dealing with Planned
n @DiligencePM & Unplanned Changes everyday.
'}% diligence-pm-services couk Goo% Pﬂe
Business
& 01322 838004 Pl
'x,J 07961781981 B nicola@diligence-pm-services.co.uk
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BUSINESS DIRECTORY

ACCESSORIES

Nelson Were Designs
Birchington, Kent
0780 6668184
Info@nelsonwere.com

ACCOUNTANTS

Accountancy
Ltd

www.ch-accountancy.co.uk
01233 329 545
Claire@ch-accountancy.co.uk

Beresfords Chartered
Accountants

Ashford, Kent
Peter@beresfordsaccountants.
com

AT Accounts Ltd
Whitstable, Kent

01227 200744
Amanda.taylor@ataccounts.
co.uk

BAKERS

PandiBakes

Banstead, Surrey
07516961799
Any@pandibakes.co.uk

BEAUTY

Lashtastic Beauty
Bradwell, Great Yarmouth,
Norfolk NR31 9RB

0770 615 3572
Laststic@sky.com

BOOKKEEPING

STRATA

Ashford, Kent
07816335595
Info@strata-bk.co.uk

Brilliant At Bookkeeping
Margate, Kent

01257 739 2881
Alan.brown@obrilliantatbook-
keeping.net

BUSINESS COACHING

Improving Performance
Personal Coaching
Info@improvingperformance.
co.uk
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BUSINESS SERVICES

"DIME TURNER LTD

EXECUTIVE RESOURCE SERVICE

www.timeturnerltd.com
020 3948 6850
ea@timeturnerltd.com

Applause Conferences
Maidstone, Kent
Conferences@applauseconfer-
ences.co.uk

CLEANING SERVICES

MAS Cleaning
01474 974142
Contactus@mascleaning.com

Seaberry Cleaning Services
Rainham, Kent
07525196950
Aideen1969@icloud.com

Mobile Cleaning Services (UK)
Ltd

Crowborough, East Sussex
0800 612 4405
Info@mobilecleaningservices.
co.uk

CHARITY/NON-PROFIT

Kent Association for the Blind
Maidstone, Kent ME15 6SJ
01622 691357
Sue-piper@kab.org.uk

CHAUFFEURS

Ashford Chauffeurs

Ashford, Kent TN23 5HX
07792 084344
Info@ashfordchauffeurs.co.uk

CONSULTANCY

Sally Marshall

Kent

03301078337
Sally@sallymarshallgroup.co.uk

Diligence (PM) Services Ltd
Dartford, Kent

0796 1781981
Nicola@diligence-pm-services.
co.uk

EMC & Associates
Ashford, Kent TN27 9AD
0771747 4684
John.mather@ibd-uk.com

Spark Consulting Ltd
Rochford, Essex SS4 INS

0797 3801682
Julie.barber@spark-consulting.
co.uk

COACHING

Improving Performance
Personal Coaching

Pegwell, Kent CT11 OLY
Info@improvingperformance.
co.uk

Vanessa Vajana
07918 733328
Vanessa@vanessavajana.com

CRAFTS

Little Button Candles
Chislehurst, Kent BR7 6DS
Sales@litte-button.co.uk

Scrabox

Banbury, Oxfordshire
07946 383319
Scrabox2018@gmail.com

Simply Chocolate Whitstable
Whitstable, Kent

0775 3605936
Simplychocolatewhitstable@
gmail.com

Sharon’s Crafty Corner
Workshops

Folkestone, Kent CT19 4HE
07534 802084
Gshazzy@aol.com

PURE WIX

Pure Wix - Artisan Candle
Maker
https://www.wixcandles.

co.uk/
079552 15796
Karen.wickenden@sky.com

DISCOUNT CLUB

Discount Club

GW Associates

Folkestone, Kent CR18 7SA
Johnandsheila@minibills.co.uk

DRINKS

Beach Craft Spirits Ltd
Nairn
Info@beachcraftspirits.co.uk

Wines From The Vines
Ashford, Kent
Whichwines@gmail.com

ENERGY

REST
Margate, Kent CT9 2PX
Info@rest-uk.com

ENTERTAINMENT

Stuart Weller Magic
Ashford, Kent

07834 922578
Stuart@stuartweller.co.uk

ELECTRICIANS

T-Tech South East Limited
Maidstone, Kent
Info~t-techltd.co.uk

EMPLOYMENT LAW

Orchard Employment Law
Medway, Kent ME4 6BB
01634 564136
Info@orchardemploymentlaw.
co.uk

EQUITY RELEASE

Discover Equity Release
Info@discoverequityrelease.
org.uk

EVENTS

The Open Air Cinema
Admin@theopenaircinema.com

FIRST AID

CPDG Limited
Kent DA3 8ND
07910 277210
Paul@cpdg.co.uk

FOOD

Bangers and Balls
Whitstable, Kent CT5 4FD
07517 404880
Bangersandballs@gmail.com

FRAGRANCES

We Make Scents
Ashford, Kent TN24 OBJ
Hello@wemakescents.uk
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GLAMPING

Honey Bee Glamping
Devizes, Wiltshire SN10 3NE
Themelanielee@hotmail.com

GRAPHIC DESIGN

P * HOWELL & HICKS
HH-Creative
https://www.hh-creative.com
07984 527686
jen@hh-creative.com

GraphicKat
Sittingbourne, Kent
www.graphickat.co.uk
07399 712721
Kathy@graphickat.co.uk

Lemon Creative
Bossingham, Kent CT4 6DY
01227 752081
Drew@lemoncreative.co.uk

Gentle Giant Design
Designgentlegiant@gmail.com

HEALTH AND SAFETY

Invicta Safety Ltd
Ashford, Kent TN23 6L.W
01233 226477
Info@invictasafety.co.uk

Wirehouse Employer Services
07496 523121
Matthall@wirehouse-es.com

HEALTH CARE

TEDAlert

Maidstone, Kent

075000 45599
s.palmer@tedalertuk.co.uk

HEALTH AND WELLNESS

Shaping Wellness
Faversham, Kent ME13 8UJ
01795 229151
Deborah@shapingwellness.
co.uk

Andrew Marsham Fitness Ltd
Kilbirnie, Ayrshire
07432122743
Andrewmarsham7@gmail.com

Body Boost

Tenterden, Kent

0754 3054135
Herbalicious73@gmail.com

Insightful Minds
Maidstone, Kent MET7 3AW
07815904848
Liz@insightfulminds.co.uk

Moth Therapies

Whitstable, Kent

077887 14588
Tracey@moththerapies.co.uk

Urban Bottles
Ashford, Kent TN23 5HX
07967 808728
Hello@urbanbottles.com

Inspired To Change
Canterbury

Canterbury, Kent

078 287 93189
Richard@inspiredtochange.biz

Medway Sports Massage
Gillingham, Kent ME7 THF
07899 744817
Medwaysportsmassage@
hotmail.com

The Little Breathing Space
Clarissa@thelittlebreathing-
space.com

Performance Therapy & Per-
sonal Branding

Battle, East Sussex

0797 3846934
Talktome@elaineflook.com

HOTELS

Broome Park Hotel
Canterbury, Kent

01237 831701
Sales@broomepark.co.uk

g#=~_  Realise HR Ltd

www.realise.
hr.co.uk

07546 854552
Jean@realisehr.
co.uk

Realise HR

IDIFAL4U

—— [SUT'aDCe

www.ideal4u.co.uk
01304 364 899
info@ideal4uinsurance.co.uk

M/-*

edic Healthcare
Medic Healthcare Ltd
www.medichealthcare.co.uk
0781548 4513
Kevin.bates@medichealth-
care.co.uk

Healthcare
Practice

Michele Cole
www.wpa.org.uk/michelecole
07905586274
michele.cole@hcp-plc.org.uk

Martin Insurance Services Ltd
Rochester, Kent MET1LX
01634 407103
lan.martin@misonline.com

IT SERVICES

Blue Scorpion Limited
East Malling, Kent ME17 6BJ
Sales@bluescorpion.co.uk

Verbo Computers
Northfleet, Kent DA 9DY
01474 353277
Cj@verbo.co.uk

Red Boot Tech Services
Dave@rbtechservices.co.uk

Mail Master Ltd

Ramsgate, Kent CT11 9JF
0333 224 8053
Tim.munday@mailxmaster.
co.uk

Liquid Computing Ltd
Molash, Kent CT4 8HF
Pmonger@liquid-computing.
co.uk

Highway Business Services
Sandwich, Kent CT13 3AS
David@hibits.co.uk

JEWELLERY

Leon Designs

Ashford, Kent TN23 3FW
07718 882556
Leondesigns@btinternet.com

LASER SERVICES

Ashford Lasers

Ashford, Kent

0779 2084344
Info@ashfordlasers.co.uk

DIRECTORY

LEGAL

SLS Wills and More
Aylesham, Kent CT3 3HB
01304 577998
Sara@slswillsandmore.co.uk

LOCKSMITH

SL Locksmiths
Steve@sllocksmithskent.co.uk

MARKETING

Coster Content
07462 455894
info@costercontent.co.uk

) 2 MPER

Simple Advertising
(Marketing/SEO/Digital)
https://simpleadvertising.co.uk
01634479957
Info@simpleadvertising.co.uk

MECHANICAL SERVICES

Alied Link Ltd

Romney Marsh, Kent TN29 9LW
07856 598103
Info@allgasserv.com

MERCHANDISE PRINT

Wittering Promo Worx
Wittering, West Sussex
PO20 8PR

0774 2802 600
Wpworx@outlook.com

MORTGAGE BROKERS

Charles Mac

Ashford, Kent TN26 6HH
01233 733900
Elaine.cook@charlesmac.co.uk

mrl'l MORTGAGE &

| & PROTECTION LTD
MCH Mortgages
www.mhcmortgages.co.uk
01227 807087
enquiries@mhcmortgages.
co.uk
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NATURAL PRODUCTS

Aloe2Bee
X

http://www.aloe2bee.co.uk/
07815967445
Info@aloe2bee.co.uk

NETWORKING

Wonder Women Network
Maidstone, Kent

07846 759591
Info@wonderwomennetwork.

o
]
=
s

SERVICED OFFICES

Kent Space Ashford
Ashford, Kent TN23 6N
01233 222233
Vt@kentspace.co.uk

PHOTOGRAPHY

StudioGB Photography
Welling, London DA16
0203 763 7703
Info@studiogbp.com

PR AND MARKETING

12z

PUBLIC RELATIONS
lzzy PR
www.izzypr.co.uk
0330 094 9454
Hello@izzypr.co.uk

JSPPR
Bearstead, Kent ME14
Jane@jsppr.co.uk

Markethinker

London SWT1

07946 661532
Ducasorana@gmail.com

PRINT

Geerings Print

Ashford, Kent

01233 658602
Martin.almond@geeringsprint.
co.uk

Symbian Print Intelligence Ltd
Stansted

01279 810740
Lee.deacon@symbianprint.co.uk
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Wittering Promo Worx
Chichester, West Sussex
07742 802600
Wpworx@outlook.com

Advanced Print
Coulsdon, Surrey

020 8668 141
Info@advanced-print.com

The Print Directors
Needingworth Hello@theprint-
directors.co.uk

PROJECT MANAGEMENT

Special Projects Consultants
Rochester, Kent
twyles@specialprojects
consultants.com

SPRAY

L'. STYLES

www.spraystyles.co.uk
07514 133355
jamie.hunter@spraystyles.co.uk

Votta Sales and Lettings
Margate, Kent
Info@votta.co.uk

Kitchen Wraps UK
Sittingbourne, Kent

0774 527 3037
Architechuralwrapsuk@gmail.
com

Inspired Villages

London N1C 4AG
Jane.shotliff@inspiredvillages.
co.uk

PROPERTY MAINTENANCE

Allworx

Whitstable, Kent

0746 208 4024
Allworx86@hotmail.com

Frederick and Co Property
Services

Westgate on Sea, Kent

0770 283 2665
Martyn@frederickandcoprop-
ertyservices.co.uk

Trinity Fencing and
Landscaping

01795 385070
info@trinityfencing.co.uk

PROPERTY - OVERSEAS

Beckett Hanlon Worldwide
Property

079664 96496
Fred.manning@becketthanlon.
com

REAL ESTATE

Real Estate

Expat Housing Solution

New Delhi

982107 1240
Expathousingsolution@gmail.
com

RECRUITMENT

Kent Recruitment Bureau
Whitstable, Kent

01227 637 393
Tony.line@kentrb.co.uk

SOCIAL MEDIA

Designed to Network
Gwynedd
Kim@designedtonetwork.co.uk

Socialincs

Ashford, Kent
07825137075
Charlotee@socialincs.co.uk

TEAM BUILDING

Carpe Occasio Creative Art
Herne Bay, Kent
07811196340
Fun@cocreativeart.co.uk

TELEPHONE ANSWERING

Miss’d Call

East Malling, Kent
01732 757 879
Hello@missedcall.co.uk

The Call Answering Company
Hessle, East Yorkshire

0333 8007 365
Info@thecallansweringcom-
pany.co.uk

TRAINING

Oregen Computer Training
Sittingbourne, Kent

01892 665 353
Info@oregentraining.com

TRAVEL

F ymsravely

YMS Travel
www.ymstravel.co.uk
01227 456331

Not Just Travel - lan & Liz
Ashford, Kent

0777 168 3778
lan.liz@notjusttravel.com

Travel Counsellors

London W11
Cathie.ofea@travelcounsellors.
com

Arriva Bus

Maidstone, Kent

0788 4004 103
Christiem@arriva.co.uk

VIRTUAL ASSISTANT

Your Virtual Assistant Solu-
tions

Aldington, Kent
07981918458
Emilie.naiker@yourvirtualas-
sistantsolutions.co.uk

Get Ahead VAo
Godalming, Surrey
Office@getaheadva.com

Pitstop PA Services Limited
Milton Keynes, Bucks
Penny@pitstoppaservices.co.uk

Miss MPS

East Malling, Kent
01732 757870
Info@missmps.co.uk

VIDEO

Big Jam Studios
Sittingbourne, Kent
01795 385385
Info@bigjamstudios.co.uk

Steve Briant Dot Com
Canterbury, Kent

01227 832 910
Steve.@stevebriant.com

Taking The Pixel
Bexleyheath, London
0748 01M591
info@takingthepixels.co.uk
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BUSINESS DIRECTORY

WEBSITES

p— DO YOU WANT

Westerham, Kent

07840 582 509

Liquid Computing

Molash, Kent ’
Info@liquid-computing.co.uk -

WEALTH MANAGEMENT

Wealth Management

Contact us at media@steeryourbusiness.co.uk

Letts Wealth Management Make sure your company has a consistent presence in every

g"%;‘;tj;‘gﬁe”t MEl4 SPP issue of Steer Your Business Magazine to maximise your
Adam letts@sjpp.co.uk exposure to hundreds of our readers.

Contact us today to
add your business. YOURJBUSINESS

KAT.CO.UK

DIGITAL GRAPHICS | PRINT GRAPHICS | BRANDING | ARTWORK | MAGAZINES &
CONTACT KATHY@GRAPHICKAT.CO.UK FOR A QUOTE -


mailto:media@steeryourbusiness.co.uk
mailto:David@localwebites.biz
mailto:Info@liquid-computing.co.uk
mailto:Adam.letts@sjpp.co.uk

Struggling to make sense of your business?

Making the move from employed to self employed is fantastic but is often overwhelming, stressful and
chaotic. If that'’s you, then we'd love to have a chat and see how we can help bring calm and a better
work/life balance so that you enjoy your business and get the rewards that you deserve.

Visit our website to find out more.
www.sallymarshallgroup.co.uk






