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How to start 
your podcast.
‘7.1 million people in the 
UK now listen to podcasts 
each week.’

Ready to Launch?  
Setting Up A New Business 
in Easy Steps

So, how do you tap into these 
audiences and boost your visability?



Ready To Launch?   
Setting Up A New Business In Easy Steps

Setting up a new business might 
not have been your ‘Plan A’. That’s 
100% okay. Contrary to popular 
belief, not all business owners are 
born entrepreneurs. More often 
than not, sole traders evolve; they 
take the lessons they learn during 
their corporate life and use them 
to work independently. 

Coronavirus has been a game 
changer for many of us. Maybe, 
just maybe, you’ve been using this 
time to develop a new interest 
or passion that could become a 
source of income. This interest 
might yet prove to be a valuable 
investment in yourself and your 
future, as it grows from an idea 
into a business. 

That’s certainly true for me. Five 
years ago, I was a corporate 
management accountant in 
a global IT company that was 
heading into an age of uncertainty. 
Now, I’m a successful therapist and 
wellbeing coach who supports 
people in recovery from chronic 
fatigue conditions such as M.E./
CFS and fibromyalgia. My business 
was borne from an interest, but 
it’s supported by good business 
planning and the skills I learned at 
work. It CAN be done.  

Before you rush to start your 
business, it’s a good idea to seek 
help and advice from as many 
people and places as you can. 

My Five Top Tips:

    1) Seek support from your 
local and regional advisors. 
Advisors are available through 
government-funded Growth 
Hubs for social enterprise.

I worked with a fantastic coach 
from the Growth Hub. Not only did 
he help me formulate my plan, he 
was able to signpost lots of different 
resources, courses, networking and 
large organisations.

    2) Conduct in-depth research: 
Who else is doing what you’re 
thinking of doing? Arrange a chat 
with them to pick their brains. 
Information is power and you 
need to power up!  

I spoke with three chronic fatigue 
specialist practitioners. I told them 
I was thinking of undertaking the 
training and asked for their honest 
feedback. Their information 
helped me to make the decision to 
niche down, so that I could target 
my activities and marketing.

    3) Find a supporter - someone 
outside of your family to whom 
you can speak freely about your 
business, and who you know will 
give you an honest response.  

I have a friend who’s been a sole 
trader for fourteen years. I value 
her perspective and feedback. 
She’s kept my feet on the ground 
as well as help me take stock and 

celebrate how far I have come over the 
past four years.

    4)  Trust your gut and follow your 
heart. Bit of a cliché, I know; however, 
they’re clichés for a reason.

My work is all about boosting my clients’ 
energy levels. The most common factor 
that pulls energy levels down are when 
my clients do work they don’t love or 
that doesn’t sit well with their personal 
values. Check in with your gut and heart 
to see if what you’re thinking of doing 
makes you feel good.

    5)  Surround yourself with people 
who inspire you.

Inspiring people help you get over any 
resistance you may encounter. They 
help to keep you focused, excited and 
committed to your plan. You’ll probably 
need this kind of support, because 
setting up a new business can be 
challenging at times. Also, who wouldn’t 
want to be around inspiring people?! 

My Story 

One moment I was on top of 
a mountain, literally. I was in 
full health; I was a successful 
management accountant, a wife 
and a mum of teens who was 
enjoying skiing in the French 
Alps.  The next moment I caught 
an edge, crashed, and tore two 
ligaments in my knee. Back at 
home and housebound, I found 
even simple things—like going to 
the loo and taking a shower—were 
complex operations, as I tried to 
not jostle my knee and make it 
sore. At the same time, whilst 
off work to recover, there was 
an office reshuffle and change 
in values. The company was 
preparing to outsource some of 
our work to Lithuania. 

When I went back to work all the 
productive work relationships 
we’d had were broken, and it was 
clear more disruption was on the 
way. Everything was changing 
and the future looked uncertain. 
I realised that I didn’t enjoy 
working there anymore. 

I took the plunge and left my 
corporate role. For a few months, I 
didn’t know what to do. My initial 
thought was to get a similar job in 
accountancy, but my heart wasn’t 
really in it.  

Whilst working, I’d trained in 
Health Kinesiology and I knew 

that it was a therapy with a great deal of 
potential. I decided to take the plunge, 
change my career, and work full-time as 
a therapist.  

I did a lot of learning in those first twelve 
months. I completed five training courses 
to become a member of the Federation 
of Holistic Therapists. I learned more in 
that year than I had in eighteen years of 
being a Management Accountant—and I 
loved every minute of it.   
 
I found my tribe at the Silver-web Centre 
in Clay Cross. Here was a group of like-
minded people talking and working 
energetically with others, bringing 
about positive change for their clients. I 
eventually decided to specialise in fatigue 
problems. Finding the Chrysalis Effect 
Online Recovery Pathway has taken my 
work to another level. It’s a collaborative 
way of working with clients who want to 
understand what’s driving their fatigue, 
so that they develop tools to support 
themselves towards full recovery. 

I’m now in a position where I can look 
back at my journey and those of my 
clients. I can confidently say two things: 
recovery from M.E/CFS and fibromyalgia 
is 100% possible, and I have a 100% 
success rate in reducing fatigue and 
pain. I offer my sessions online and 
I’m therefore fully accessible to clients 
anywhere and everywhere.

Contact Suzanne at: www.reconnectingyou.co.uk

with Suzanne Smith
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How To Start Your 
Own Podcast
Are you someone who 
enjoys watching/listening 
to podcasts? The popularity 
of the podcast has grown 
significantly over the last few 
years. According to www.
ofcom.org.uk, roughly ‘7.1 
million people in the UK 
now listen to podcasts each 
week’. This equates to 1 in 
every 8 people.

Many of us feel like this 
year has had its fair share 
of challenges, and we’ve 
sought out different methods 
of escapism. Some of us 
turned to film and television 
whilst others chose yoga 
and meditation, for example. 
Podcasts have become 
another way to escape the 
world’s chatter. Whilst many 
of us listen to podcasts for 
entertainment value, there 
are as many who tune 
into podcasts to access 
information…and it’s this 
huge audience you need to 
be tapping into.

The great thing about 
podcasts is that they can 
be accessed and enjoyed 
virtually any time, any 
place. Many people listen to 
podcasts on their commute 
to work, or whilst in the bath…
or even as they exercise. 

You may believe that 
you don’t see any of your 
competitors hosting 
podcasts, and, therefore, is 
it really worth it for you. The 
short answer is YES! You’ll 
be accessing untapped 
audiences that your 
competitors have not yet 
considered.

So, how do you start your own 
podcast?

1. What will you call your podcast?

If you plan to host a podcast as part of 
an established brand or business, use 
the company’s name to your advantage, 
as you’ll already be known under that 
name. For those of you who don’t have 
an established brand, think about 
the content you’ll likely cover in your 
podcast. If you plan to post health and 
fitness content, choose a name that 
relates to that. Your podcast can be 
called whatever you like, as long as you 
and your audience are happy with it and 
it relates to you or your content in some 
way. Have fun with it!

2. What are you going to talk about?

As with most things, there may be 
someone out there already doing 
what you’re planning to do – this is 
nothing to worry about, in fact, take 
inspiration from their content. Look 
through their episode lists and listen to 
a few podcasts that pique your interest, 
then use these as inspiration for your 
podcasts. Alternatively, you may already 
have your own ideas regarding the 
topics you’d like to talk about. Write 
them down and create bullet points 
relating to your key messages.

3. What is your podcast going to look 
like?

We don’t mean what will your podcast 
studio look like, we’re talking about your 
podcast’s branding. What will your logo 
look like? What are your brand colours? 
Your branding can look however you 
like, what matters is that it matches 
your brand’s tone and appeals to your 
target audience. 

4. How often will you be posting a 
podcast?

If you intend to start your own podcast, 
it’s important to put together a plan of 
action. Growing a successful podcast 
takes time and commitment. If you/your 
business has an existing audience, don’t 
expect them all to listen to your podcast 
just because they frequently interact 
with you on social media. You need 
to create engaging content that your 
listeners will want to absorb. 

5. Are you writing a script or not?

If you think you could talk unscripted 
for anything from 10 minutes to an 
hour, go for it. Some people possess 
the quick-thinking that’s needed to 
broadcast unscripted, but most of us 
don’t. On the other hand, scripting can 
make podcasts seem rehearsed and 
predictable, with no exciting moments. 
Aim for a happy medium: create a 
basic list of subjects you’d like to cover 
(so you don’t wander off topic), but 
talk about them naturally, so that the 
podcast flows easier. Imagine you’re 
chatting to a (mute) friend who’s sitting 
across from you. 

 6. How long will your podcasts be?

Most podcasts are usually under the 
one-hour mark; some are as short as 
15 minutes. Your podcast can last for 
as long as you want it to, but just make 
sure you’re using that time to give your 
audience something worthwhile – 
you don’t want to bore them. Our top 
tip would be to start off with shorter 
episodes and build up to longer sessions.

7. What will you call each episode?

When naming your episodes, you 
want them to stand out and grab your 
audience’s attention. Maybe there was 
a funny, unscripted moment in the 
episode that you can use as the basis for 
its title. Humour is a great for engaging 

your audience; avoid clickbait, 
though, as your listeners will 
soon lose interest. 

8. How are you going to 
record your podcast?

If you plan to be consistent 
with your podcast and see 
it as a long-term prospect, 
it may prove worthwhile to 
invest in your own podcast 
equipment. If this seems 
too much of a commitment 
to begin with, you can 
rent podcast studios and 
equipment at fair prices. 

9. Where will you put your 
podcast?

There are plenty of streaming 
services out there, such as 
Spotify and Apple Podcasts 
to name a couple. You can 
also upload the audio files to 
your website or SoundCloud 
or film your podcast and post 
it on YouTube. Where you 
make your podcast available 
is up to you; however, 
just consider where your 
audience will most likely find 
your podcast and tune in. 

All that’s left is for you to 
promote your podcast across 
your various social media 
accounts. Add direct links to 
your posts, and you’re away! 

Podcasts are effective when 
it comes to engaging an 
audience; however, as with 
any marketing approach, 
the emphasis is on 
educating prospective leads, 
not selling to them.
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There’s Never Been 
A Better Time To 
Start A Business!
‘I wish I was my own boss!’

If I had a pound for every time I’ve heard 
someone say that, I’d be a very wealthy 
man. The desire to  be in control of your 
own destiny is strong within most of 
us, and what better way to take control 
than running your own business?  
Well, despite (or perhaps because of) 
everything that has happened, thanks to 
Covid-19, there’s never been a better time 
to start a business.

If you’re already in business, the chances 
are you’ve found yourself in one of two 
camps since lockdown began. Either 
you’re busier than ever before as demand 
has gone through the roof or you’re 
contemplating your options because 
your sales disappeared overnight. Very 
few people have experienced no change 
at all.

If you were employed and found yourself 
on the furlough scheme, then, just like 
those whose sales disappeared, you’ve 
had a lot of time to consider your options. 
I know many people on furlough who 
have tasted life outside of their current 
workplace, and who have decided now is 
the time to do something for themselves. 
With that in mind, here’s a simple article 
designed to help you start and grow a 
successful, sustainable new business.

Do what you love doing

The first rule when starting a business is 
to make sure you’ll be doing something 
you love to do.  When you become 
your own boss, you’ll also find you 
are your own salesperson, marketer, 
administrator, tea-maker and purchasing 
officer! You will spend your time covering 
all the work that needs to be done, 
so make sure you will have fun in the 
process. 

Ask yourself this question:
 ‘What do I love to do for fun?’

A common mistake when starting a 
business is to chase the money. We see 
people who have been successful in a 
specific business area for an employer 
who think they could make money 
doing the same. That may or may not 
be true, but it’s a myth that money buys 
you happiness. If you love what you do, 
you will be prepared to do it just for the 
love of it. Money won’t get in the way, 
and as a result, you will get more chance 
to do it. More people will engage with 
you, your reputation will grow, and the 
opportunity to make money will follow.

The other mistake often made is to 
think that you’ve to set up a ‘proper 
business’. If the thing you love doing is 
too unusual, there’s little point in trying 
to run it as a business - might as well 
do something ‘proper’ instead. When 
I was a BizFizz Coach in the late 2000s, 
one of my colleagues had this exact 
example. A client had come to him, 
who intended to start a painting and 
decorating business. There were grants 
available at the time, and he wanted 
one. My colleague detected that the 
client wasn’t really into painting and 
decorating, so he asked what they did 
for fun. When he asked this, the client’s 
eyes lit up, and they described their 
passion for hang-gliding. They did this 
every weekend, they were qualified to 
instruct others, and it was clear that this 
was much more interesting to them as 
a way to make a living. They applied for 
a grant for a new hang-gliding school; 
it was approved, and they never looked 
at painting and decorating again. The 
local authority supported the client’s 
application because they saw their 
passion for the business. People will buy 
into you if you’re authentic, enthusiastic 
and interested in helping people above 

everything else.  

It’s not about ‘what you do’!

Now, having got you thinking 
about ‘what you should 
do’, I would like you to set 
that aside. Unless there’s an 
immediate and obvious need 
for you (e.g. plumber to fix a 
burst pipe), very few people 
will come looking for the thing 
you do. Instead, they will want 
the difference you make.

People buy products or 
services because they have a 
need. They require something 
to be changed, for something 
to be different. They will buy a 
product or a service because 
they believe it will fulfil a 
need. When you’re looking 
to engage with people who 
might buy from you, it’s 
essential to start with this 
need in mind.

Thinking about the thing you 
do that you love, ask yourself 
some more questions.

Have you ever done it for 
someone else? If so, what 
benefit did they notice 
afterwards? What was the 
difference you made for 
them?

If you did make a difference, 
did this have a measurable 
value? In an ideal world, the 
difference will be measured in 
saved time, saved money, or 
more money made; however, 
it could be something else. 
It may be that you helped 
someone keep their kids 

calm, or helped someone enjoy a nicer 
garden. As long as there’s a specific, 
measurable difference, you’re developing 
an approach that will help you find your 
first customers or clients.

The simplest way to explain this is to 
look at a very common product.  Soap 
powder.

When you buy a box of soap powder, 
how much do you know about the 
chemical formula, the machine wash 
cycle, or the washing characteristics 
of the product? Unless you work in 
the industry, I’m guessing the answer 
to those questions will be, ‘Nothing’. 
To help us choose their brand of soap 
powder, manufacturers do not spend 
time explaining these characteristics to 
us. Instead, they develop straplines such 
as ‘Washes Whiter’, to help us make 
an informed choice. If you look at the 
noticeable difference(s), they’re all after 
the product has been used. If you need 
your whites to be whiter, you buy Daz 
because that’s what it says it will do after 
you’ve used it. You don’t buy it because 
there’s a unique chemical in the box.

You can apply this to your new 
business, too. The good news is that 
taking this approach makes it quicker 
and easier to bring yourself to market 
and find some customers.

When we start a new business - 
especially if we’re doing something we 
love to do - the temptation is to spend 
lots of time perfecting it before we test 
it with some customers. We spend 
loads of time perfecting our offer, our 
product, our service and our pricing. 
We invest in all the marketing collateral 
we need, including a comprehensive 
website covering everything we do, 
and back this up with social media and 
SEO campaigns. We might even go so 
far as to rent an office (pre-Covid-19, of 
course), lease a vehicle, and invest in 
signwriting and graphics so we present 
a great image to the market. The good 
news is that you don’t need to do all of 
these things before you talk to potential 
customers.

If you’ve worked out that you make a 
difference for others, the next step is to 
think about the people who need that 
difference the most, then go and talk to 
them.

If you’ve already made a difference for 
food manufacturers, for example, it’s 
perfectly reasonable to approach more 
food manufacturers and see if they need 
the same difference. If the difference 
you make is compelling and of sufficient 
benefit, they will want to find out more 
from you about how you can help them. 
Working this out in advance means 

you can channel your networking 
and your marketing activity towards 
this ‘market niche’, which makes it 
easier to create and deliver impactful 
content, activity and campaigns.

You can also move up the chain 
and see who else helps the food 
manufacturers you wish to talk to.  
Ask yourself how you benefit these 
extra people you want to talk to. 
For example, if you wanted to talk 
to lots of food manufacturers, you 
might seek out accountants as they 
could introduce you. However, don’t 
expect a warm welcome from the 
accountant if all you want to do is 
to talk to their clients! There must 
be a benefit for the accountant, so 
ask yourself what difference you 
can make to them. If you can help 
them generate more fees, they’ll be 
interested in talking to you. If that 
happens to involve you working with 
their clients, at the very least, you’re 
giving them a reason to talk with you 
about how that might work. And, 
more importantly, if your network 
knows about this, you’re giving them 
a great reason to introduce you to 
their accountant.

Referrals and recommendations

It is a well-known fact that the 
best business comes from word 
of mouth. Various studies have 
shown that referrals increase 
trust and boost the likelihood of 
engagement or purchase. What is 
not so well-known is that the secret 
to generating referrals lies within 
your social capital.

Your social capital is defined by 
sociologists as your narrative in 
your network. That is your story 
developing over time in your 
network. If you think 
about the last time 
you referred 
someone to 
a friend, 

there will have been two 
parts to them accepting your 
referral. The first was that 
they mentioned a need to 
you and you knew someone 
who could help them. The 
second will be that you 
shared a story with them that 
supported the introduction. 
Most commonly, you will have 
used the supplier yourself 
and can tell a personal story. 
If you’ve recommended 
someone based on how 
they helped someone else, 
you will often have personal 
knowledge of the other 
person they helped.  Your 
reputation goes with every 
referral you pass (which is 
why accountants won’t be 
happy to introduce you to 
their clients just because you 
ask them to!).
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As we covered earlier, this is another new 
business process that does not involve 
what you do. Effective and engaging 
stories will be about the difference made 
and the way you worked. If you were 
helpful, punctual, tidy and on budget, 
you will be recommended. What you 
actually did and how you did it is often 
taken for granted and does not help with 
the introduction process.

Being paid

So, you’ve worked out what you want to 
do, who it helps and how it helps them. 
You’re starting to generate stories in 
your network of how you help people. 
Referrals are starting to come through. 
The next step is to make sure you get 
paid.

A question I’m often asked is whether 
or not someone’s pricing is appropriate. 
It’s an impossible question to answer 
yet an easy one to test. Whatever you 
decide to charge, there should be some 
logic to it. There are plenty of resources 
covering pricing, so I won’t go into that 
here, but as a basic principle, make sure 
you’re making a profit on your products 
or activities after you’ve paid yourself a 
salary. Your profits are not your salary – 
otherwise, you’ll never be able to invest 
in staff or additional activities to help you 
grow.

The three-stage buying process

When people are looking to buy 
something, they go through a three-
stage process. We’ve covered the first 
two, which are:

    1. Does the produce or service meet 
my need?

    2. Does the provider or supplier have 
credibility, in my eyes, that they can 
meet my need?

We’ve turned the thing you love doing 
into a difference made for someone 
else, which is meeting a need for them. 
We looked at the value of stories in your 
network and how they develop into a 
strong reputation. If you’re referred, you 
have the highest credibility that you will 
be able to meet the need.

The good news is that, if the buyer can 
answer those first two questions with a 
’yes’, the next question is just:

    3. Can I afford it?

Notice that this is not ‘what’s the price?’. 
If your main strategy is simply to be 
cheaper than your competition, you will 
run out of money and your business will 
fail. If you follow this model, you will also 
be missing the point.

People don’t worry about the absolute 
price. They worry about affordability. If a 
more expensive product better meets 
the need or has greater credibility, 
customers will pay extra if they can afford 
it. If we all bought the cheapest, there 
would be no need for premium or luxury 
brands.

There has never been a better time to 
start a business!

At the start of this article, I made a bold 
claim. Despite everything that’s going 
on, I believe that there has never been 
a better time to start a business. Having 
explained to you how simple it can be, 
what’s holding you back?

People still have needs and want things 
to be different. If you need to contact 
someone to run an idea by them or pick 
their brains, the chances are they’re 
working from home right now, so it’s 
easier to get hold of them. If you need to 
find and share stories, we’re spending 
more time than ever online; social 
media traffic has grown massively. And 
you don’t need to spend money on the 
things considered necessary before we 
went into lockdown. You don’t need an 
office or a new car, or to invest in smart 
new clothes or shoes to make a good 
impression.

Work out what you love doing, work 
out how this makes a difference for 
others, and work out who really needs 
this difference the most. Reach out to 
people who fit such criteria and offer to 
help them. If you do make a difference, 
you will gain confidence and you’ll start 
to build your reputation.  On the back 
of this activity, you’ll start to be referred 
to more people with similar needs. And 
finally, whatever price you charge, if you 
lead with ‘needs’, and your stories give 
you credibility, your customer or client 
will simply need to ask themselves if they 
can afford it.

Andrew Gibson

Whether you’re wanting to make life simple or find 
your unique referral point, you can find the answers in 
Andrew’s books.
They can be found on Amazon. Search ‘Make life Simple’ or ‘What’s your URP?’.

Speak to the man behind the books through a 1-2-1 coaching 
session for new start businesses.

Contact Andrew today: 
www.andrew-gibson.com
andrew@businessservicesleeds.co.uk
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Recognisable 
Logos

A logo…branding…having 
a symbol to define what 
you, your family or your 
company stands for…is not 
something new. Consider 
noble families’ coats of 
arms and countries’ flags 
- even ancient civilisations 
used unique carvings to 
differentiate themselves. It’s 
evidently human nature to 
want to stand out from the 
crowd and represent what 
you stand for.

Today, there’s an extensive 
library of company logos that 
are easily recognisable; we 
all know what they are and 
what they stand for just from 
their symbol, logotype, or a 
combination of both. From 
an early age and as we grow 
older, we’re bombarded with 
these brands. Even small 
children recognise the Nike 
tick, McDonald’s golden 
arches and Amazon’s smile. 

So, what makes a random 
symbol on a sign, shirt or 
screen resonate?

People give human-
like characteristics to 
brands based on their 
understanding of a 
company’s values and 
behaviours. A logo is 

important to a brand; it 
visually embodies the culture 
and character of a company. 
It’s comparable to a person’s 
signature. 

The main focus of a logo 
is to ensure the brand it 
represents ‘remains at the 
forefront of the audience’s 
thoughts’ (Herskovits and 
Crystal, 2010, p.21). 

The secret to what makes 
a logo recognisable is a 
lengthy and complicated 
subject. If you only take one 
thing away from this short 
article, it should be this: a 
logo needs to be powerful, 
so that customers don’t 
just remember its shape, 
but what it stands for, too. 
The most memorable logos 
remind consumers why your 
business exists. 

If your logo isn’t distinct, 
potential customers will 
struggle to differentiate 
your brand from your 
competitors’. They’ll be more 
likely to confuse you with 
other providers of what you 
offer and spend their money 
with someone else. 

A unique logo will always be 
worth the investment.

Chatbots: Are 
They Worth It?

No brand wants to ignore 
their customers or sales leads/
enquiries. You therefore need 
ways for your clients and 
potential clients to contact 
you easily. Any message 
that isn’t noticed is a missed 
opportunity; you also risk 
potential clients approaching 
your competitors because they 
weren’t able to get hold of you.   

Our top tips help you make 
it easy for people to contact 
you. We’ll also detail how to 

use chatbots to their full 
potential. 

1. Great way to start a 
conversation

You can set up 
an automated 
chatbot on your 
Facebook page 

that prompts 
visitors to message 

you if they need help 
or if they have 

any questions. 

This helps you to strike up a 
conversation with them.

2. Make your user flow 
simple

You may not even need to 
physically interact with people 
looking to message you on 
social platforms Facebook 
and Instagram, for example. 
You can set up automated 
responses that acknowledge 
visitors’ messages, such as 
‘Someone will be in contact 
soon’. On Facebook you 
can even set up a FAQ chat, 
which automatically answers 
common queries. People on 
your page can simply click on 
a question and receive their 
answer straightaway, without 
having to wait around for a 
human to say the same thing. 

3. Don’t expect a chatbot to 
do everything

Some of your clients may find 
the answer to their enquiry 
via a FAQ chatbot; however, 
it’s important to remember 
that chatbots cannot do 
everything… yet. Humans 
are still better at gauging a 
sender’s feelings and judging 
the appropriate response. 
We can also continue a 
conversation, as we’re not 
limited to predetermined 
responses. Whilst chatbots 
are a great way to identify 
potential leads and promote 
a product, make sure that 
you continually check your 
messages to ensure every 
lead and enquiry has been 
‘caught’/acknowledged and 
dealt with in the correct 
manner. Also make clear 

on your page(s) that there’s 
always the option to speak to 
a human.

4. Set up a dedicated place 
to interact with people

Many businesses have just one 
social media platform where 
they can be contacted, which 
is typically Twitter. Whilst this 
makes life easier for you, as 
business owner, to only have 
one social media platform 
to check for enquiries and 
activity, it may not be the 
platform through which your 
customer wishes to get in 
touch. You can, through your 
social media marketing efforts, 
direct people to use your 
preferred method of contact. 
Make it clear what you want 
them to do. 

5. Merge your social channels 
into one

There are tools and apps 
available that allow you to 
integrate all of your social 
channels, which allows you to 
manage and respond to any 
interactions from one place. 
If this is of interest, search 
Google for ‘social media 
management tools’. Find the 
tool that will work best for your 
business and its needs. 

As mentioned, chatbots 
are hugely useful - they can 
acknowledge enquiries when 
you’re not available to do 
so, and start conversations 
with clients. However, they 
shouldn’t be expected to 
replace all interactions with 
your customers.

References
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Health And 
Safety For New 
Start-Ups
Whilst it may not be as 
exciting or glamourous as 
designing your branding 
or ordering your first 
reusable coffee cup with 
your logo on, the Health 
and Safety measures you 
need to implement in your 
new business should not 
be dismissed; not doing so 
could have serious, costly 
consequences further down 
the line.

Health and Safety applies to 
every industry. Considerable 
legislation covers employees, 
contractors, the public 
and your assets - meaning 
whatever your business does, 
it will apply to you.

On your checklist of things 
you need to start your 
business, insurance will likely 
be on there – such policies 
don’t just cover you against 
disaster, having adequate 
insurance in place may help 
you secure finance or a 
particular business location. 

Once you arrange your 
business insurance the aim, 
of course, is to never make a 
claim. However, this will only 
happen if you put certain 
measures in place.  We train 
ourselves to drive safely, we 
wear the right PPE (seatbelt!), 
and we unconsciously 
risk assess our journeys 
to account for weather 
conditions, traffic etc.  You 
need to apply the same 
approach to starting and 

maintaining your business, 
and for each activity within 
it. If you get things right 
from the beginning you will 
avoid having to claim on your 
insurance, or at least reduce 
the claim if things do go 
wrong.

Health and Safety is a legal 
requirement under the 
Health and Safety at Work 
Act (1974). It’s also your moral 
responsibility. You will want 
your business to be seen as a 
safe, reputable company by 
your customers, clients and 
employees.

To get started, think about 
what industry specific 
legislation covers your new 
business, as this will dictate 
some of the procedures 
and documentation you’ll 
require. Then, complete risk 
assessments and create 
policies that will demonstrate 
your commitment to Health 
and Safety within your 
business.

Identifying a Competent 
Person within your company 
is also a legal requirement. 
The Competent Person 
can be you, as owner of the 
business; however, if you’re 
not comfortable taking on 
this legal responsibility or 
you feel you do not have 
adequate knowledge of this 
area, this can be outsourced - 
and that’s where Health and 
Safety Support Professionals 
can help. They can advise 

Using Facebook 
Messenger In Your 
Marketing Efforts

you on the right level of 
compliance for, and the 
bespoke requirements of, 
your business.

So, don’t let Health and 
Safety drop down your list of 
priorities when it comes to 
launching your new business. 
Get everything in order from 
the outset and your business 
will be set for great things!

Emily Oxford
H&S Consultant

emily@hsssltd.co.uk
07464 821455

www.hsssltd.co.uk

The Facebook Messenger app 
is one of the most popular in 
the app store. It allows its users 
to message people directly, 
overriding the Facebook 
platform and its constant 
sharing of information. 

Facebook claims, in its news 
centre, (www.facebook.com/
business/) that ‘people and 
businesses are exchanging 
over 20 billion messages on 
Messenger each month’. 

One high-profile 
businesswoman took full 
advantage of the app and its 
features, creating a Facebook 
Messenger campaign to drive 
awareness, traffic and sales. An 
article from messengernews.
fb.com/2019/12/11/want-to-
reach-your-customers-strike-
up-a-conversation/ states that 
‘Global fashion icon Victoria 
Beckham created a full 
Messenger experience, driving 
an 86% open rate for push 
messages and a 4X higher 
open rate, compared to email’.

According to https://www.
facebook.com/business/
marketing/messenger#, 
there has been a rise in the 
amount of people messaging 
businesses:

    • 61% of people in the UK 
have messaged a business in 
the past three months
    • 53% of people are more 
likely to shop with a business 
they can message directly
    • More than 1 in 2 people 
consider business messaging 
the modern way to 
communicate
Businesses that invite 
messages from the public 
build trust with, and evoke 

loyalty from, their customers. 
Automatic responses can 
be set up, which forward a 
predetermined message to 
customers as soon as they get 
in touch, saying such things 
as ‘someone will respond 
soon’. They can even include 
FAQs, so that customers 
can access answers to their 
questions quickly. 

If someone takes the time 
to reach out to a Facebook 
page and message the 
corresponding business, 
this usually means they’re 
interested in the product/
service the company sells. This 
provides a great opportunity 
for the business to follow 
up with potential clients, 
to talk about customers’ 
wants and needs, and build 
up relationships. Once a 
relationship has been forged, 
businesses can follow up with 
these customers and promote 
special offers or introduce new 
products and services. 

Another welcome aspect 
of Facebook Messenger is 
that it’s private. Customers 
can message the business 
about sensitive topics, safe 
in the knowledge that 
they’re having a one-to-
one conversation with the 
company. For example, there 
are many domestic abuse 
charities on Facebook that 
have their own pages. Victims 
of abuse could message these 
organisations for advice via 
Messenger and none of their 
Facebook friends would see 
that they’re communicating 
with that page. 
Facebook Messenger is a 
free way to communicate 
with customers, so it’s no 

surprise that 40 million 
businesses actively use it 
each month*. Are you one of 
those businesses?

*www.socialmediatoday.com
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The End Of ‘BOGOF’ 
On Unhealthy Food?
Many of us indulge in 
unhealthy food/snacks 
on a daily basis. They’re 
accessible, taste good, 
and they’re so cheap! 
So, what does the new 
Better Health Campaign 
targeted at obesity mean?

The first thing to note is 
that junk food adverts will 
be banned on TV before 
9pm. Younger children 
are impressionable, 
and repeatedly 
showing them 
an advert for 
something 
makes them 
want it. 
Broadcasting 
these adverts 
after the 
watershed, when 
many children 
are in bed, means 
they won’t see 
them. There are 
several studies 
that show how 
obesity can start 
at a young age; 
minimising the 
advertising of junk food to 
the younger generation 
could help reduce the 
number of overweight 
children. 

The plan restricts where 
unhealthy foods, i.e. 
those high in fat and 
sugar, can be promoted 
within supermarkets. 
It also stipulates that 
restaurants should display 
the calories of meals on 
their respective menus. 

Knowing how many calories are in 
our favourite meals and treats will 
help keep the country on track with 
their weight - if we consume more 
calories than we burn during the 
day, it’s inevitable that we will put 
on weight. However, if we do the 
opposite, we should lose weight. 

How often, when queuing to be 
served in the supermarket, have 
you seen the chocolate bars next 
to the checkout and thought, ‘Oh, 
go on then, just one’? If Boris goes 

ahead with his campaign, it could 
be the end of last-minute unhealthy 
purchases. 

Boris Johnson said these new 
plans will help ‘reduce our health 
risks and protect ourselves against 
coronavirus’. The campaign comes 
into play after government statistics 
showed that nearly 8% of critically ill 
patients in intensive care units with 
coronavirus are morbidly obese, 
compared with 2.9% of the general 
population.

Boris Johnson’s own experience 
in intensive care after contracting 
COVID-19 is thought to have 
changed his stance on the country’s 
weight. He wrote in the Daily 
Express, ‘We all put things off - I 
know I have. I’ve wanted to lose 
weight for ages, and, like many 
people, I struggle with my weight. 
I go up and down, but during the 
whole coronavirus epidemic and 
when I got it too, I realised how 
important it is not to be overweight.’

What are your thoughts on 
the government’s latest 
campaign? Tweet us at
@intheknowemag.

Design For 
Non-Designers 
Using Templates 

Now that the world and 
businesses have moved 
online, the way your content 
looks and is designed 
matters a lot more than it 
previously did. 

Have you ever found yourself 
creating designs even 
though you are not a graphic 
designer? I know I have. Here 
are my top 3 tips for you non-
designers to help make your 
creative assets look like they 
were professionally created 
by a graphic designer. 

1. Find templates.

My first tip is to find an 
app or website that allows 
you to edit their templates. 
These apps have templates 
uploaded by real graphic 
designers who know what 
works, meaning if you go in 
and follow the template but 
just change the images and 
text, you are on to a winner. 

2. Less is more 

When it comes to editing the templates, try not 
to change the layout of that template too much. 
As already stated, these templates are created 
by designers who know what works and looks 
good, once you start changing aspects of the 
template, you can start to offset the look. Leave the 
designing to the designers.  

 3. Same for Same

If you want to change the colours of the template 
to your brand colours, that’s perfectly fine, but 
if they have used a darker colour in one place, 
replace that with your branding colour that is dark. 
The designers know what works where, so use the 
template as a guide of where to place colours and 
your images. The same for same rule also applied 
to fonts, you can replace the font to a font that is 
within your brand guidelines, but if the template 
has the font as Bold, keep it Bold. If it’s in Italics, 
keep it in Italics. 

There are many apps/websites out there that will 
let you edit their templates, such as:
    • Canva (Mobile app and accessible online)
    • Adobe Spark/Adobe Spark Post (Mobile app and 
accessible online)
    • PicMonkey (Mobile app and accessible online)
As mentioned, there are many apps and websites 
that will allow you to do the same thing, these are 
just the top 3 that people prefer to use. It’s just a 
matter of finding the one that works best for you 
and your needs. 

Canva Example

Our Example
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Using Instagram
For Your Business
With an actively monthly 
user base of over 1 billion 
people, it’s no wonder that 
Instagram plays a big role in 
business’s marketing efforts. 
With this many people 
using Instagram, your target 
audience is likely to be on 
there. 

Instagram offers detailed, 
responsive and useful 
analytics; you can learn a lot 
about your audience. 

An Instagram business 
account’s analytics show the 
following, in relation to each 
post in your feed:

    • Likes

    • Comments

    • Direct sends

    • Saves

    • Profile visits

    • Accounts reached from
that post

    • Followers from that post

    • Impressions, and where 
these came from (i.e. 
Home, Hashtags, Profile, 
Explore, Other)

They also show:

    • How many views your 
posts and stories 
received
per week 

    • Your account’s reach
per week

    • Impressions per week

    • Interactions on your  
profile

    • Profile visits

    • Profile growth

    • Locations of your 
audience

    • Age and gender of your 
audience

    • The time(s) when your 
audience(s) is online

You can use this information 
to ascertain what kind of 
content and which hashtags 
work best with your 
audience.

By constantly tracking 
and referring back to your 
analytics, you can continually 
hone and target your content 
to the age(s) and gender 
of your audience. The type 
of content that appeals 
differs from age group to 
age group; you can convey 
the same message, but the 
way in which you convey 
that message needs to be 
customised to each separate 
audience. 

A relatively new feature to 
Instagram is the ability to sell 
your products through the 
app. You can set up a shop on 
your profile and link items to 
relevant products featured in 
your social media posts - your 
audience won’t have to leave 
the platform to purchase 
your products. 

To boost lead generation, add 
a ‘contact us’ button to your 
profile. It makes it even easier 
for potential customers to 
call or email you.

Finding 
Content 

Inspiration 
When writing social media content 
for your business, you may sometimes 
suffer from writers’ block and wonder 
what on Earth to talk about. 

There may not be anything 
particularly interesting going on for 
you to talk about - or so you may 
think. There’s always something to 
create content around; in this article I 
will show you where to find inspiration 
for social media posts. 

1. Create a social media content plan
Having a plan in place makes it 
easier to curate content on days 
where you may draw a blank. 

An easy plan to follow is:

    • Monday - #MondayMotivation

    • Tuesday - #TopTipTuesday

    • Wednesday - #WednesdayWisdom

    • Thursday - #ThrowbackThursday

    • Friday - #FridayFeeling

These hashtags serve as effective 
prompts and are great inspiration for 
social media posts. 

2. Reshare old content
If you’re struggling to produce social 
media content, why not reshare 
and repurpose old social media 
posts? Choose content that will be 
meaningful to your audience, or 
‘throwback’ to one of your significant 
milestones. 

Perhaps reshare some of your 
favourite products or services, and 

how they helped one of your 
customers – you could even 
tag that same customer in 
the post. Tagging the relevant 
client means that they’ll be 
more likely to share your 
content, talk about your 
business and describe their 
experience with you.

3. Share customer reviews
Sharing (positive) customer 
feedback is a great way 
to boost client loyalty. Put 
your customers’ opinions of 
your business out there for 
all to see. 

Once again, tag the relative 
customer into the post; 
increase the chances that 
they’ll share the post and talk 
positively about your business. 

4. Utilise trending topics
Commenting on trending 
topics is a great way to 
organically boost your reach 
on social media. Because 
people will be actively 
searching and talking about 
these topics, they’ll be more 
likely to see your post and 
interact with it. Try to avoid 
subjects such as politics, 
religion, or anything too 
polarising; you don’t want 
to alienate members of your 
audience.

Twitter is a great way to 
identify the popular topic of 
the hour/day - you can even 
see the top posts for the 

subject that’s trending and 
take inspiration from these to 
create your own post. 

5. Host a poll on your socials 
Polls are a great way 
to generate organic 
engagement on your social 
media. Polls can be created 
around anything to do with 
your business. For example, 
a marketing company could 
host a poll that relates to 
two new logos and ask their 
audience which one they 
prefer. Not only does this 
provide market research, it 
will get them talking about 
your plans.

6. Go behind the scenes
People are intrinsically 
nosy and will therefore be 
interested in what goes on 
behind the scenes of your 
business. Bring them into 
your world and show them 
what a typical day is like 
for you and your company. 
Posting behind the scenes 
humanises your business, 
it gives your brand a 
personality, and it makes you 
more relatable. 

It’s easy to create compelling 
content for your social media 
if you think outside the box. 
Just keep in mind, with any 
content you create, that it 
must always be engaging and 
relatable to your audience. 
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“In my role as communications and 
marketing manager for AD:VENTURE, 
I regularly work with clients to develop 
case studies and press releases that 
celebrate the success of our start-
ups and scale-ups; and, of course, to 
publicise the huge variety of support 
that’s available through funded 
programmes like ours.

When speaking to clients, there’s one 
thing that commonly crops up. I have 
to admit, it still surprises me.

Business founders and owners often 
don’t realise how much they can 
benefit from external business support 
programmes, or that they’re free.

It’s important to point out that these 
programmes are free to the business as 
a result of funding that can come from 
a variety of sources - not because the 
offer is of low, or no, value.

Compounding the issue is that the 
nature of a new or growing business 
sees the owner often snowed under as 
they struggle to keep all their fragile 
plates spinning. They don’t reach out 

for help because they’re too 
busy to do so. They don’t 
know if it will be worth it. 
They already have a lot to 
think about.

We get that.

However, these are 
exactly the reasons why 
they should reach out for help.

We’re experiencing some 
very tough times. I’m not 
claiming that business 
support services represent 
a magic wand that will fix 
everything we currently face. 
They can help with a lot of 
it, though, and they can give 
you free, impartial advice 
and information that will 
save you time and money. 
After all, as a business owner, 
your time IS money.

Here is a quote from an 
AD:VENTURE client that I 
think sums up how valuable 
business support can be:

“We expected some hints 
and tips, but what we 
got was free, professional 
business consultancy that 
helped to shape the 
future direction of our 
organisation.”

Business founders, when 
asked to give advice to 
someone in their position, 
will commonly say, “Take all 

the help you can get. Surround yourself 
with people who know different things 
to you. Don’t try and do everything.”

Why, then, do so many business owners 
still shy away from asking for help? It’s 
certainly not a weakness to explore 
new solutions – it’s a strength, and one 
that will pay off. Is it because they don’t 
know the value of the support, so they 
instantly dismiss it as an option?

We’ve worked with businesses in 
pre-launch through to companies 
scaling up. We know from experience 
that each business is as individual 
as its owner, which is why we don‘t 
have a one-size-fits-all prescriptive 
programme to follow.

Each client begins their AD:VENTURE 
journey by simply talking to an advisor 
about where they currently sit with their 
business, and what they want to achieve.

Experts in business support, our 
advisors will offer a range of solutions 
to explore. We help businesses with 
their specific issues, offer new ideas, 
and move through the process at the 
business owner’s desired pace.

As an organisation, we’re also well 
connected. Much like any other experts 
in their industry, we know what the 
ever-changing funding and support 
landscape looks like at any given 
moment. We know where to go to get 
a business the right help. We’re oracles 
of our industry, as we should be. Is it 
reasonable to expect a business owner 
to know absolutely everything? No, and 
that’s why we exist.

What might our help look like?

It could simply involve offering a 
neutral ear or being a trusted critical 
friend - someone who understands 
your challenges and can provide 
practical ideas to overcome them. 
It may be a specific aspect of your 
business that requires improvement; 
we may suggest events that will help 
the owner and/or team members 
to upskill in key areas, such as sales, 
strategy, marketing, SEO or the legal 
aspects of running a business.

We can look at your funding options 
and find suitable avenues for the 
business to increase its capacity for 
investment. For example, we offer 
a £25,000 grant; this is matched by 
the business and can halve the cost 
of a project that could support the 
company’s future growth.

One young business, that successfully 
applied for a grant of £22,000, was 
initially invited to an AD:VENTURE 
event in Cleckheaton. Recognising that 
their organisation could benefit from 
some advice, the directors went along.

They said, “It’s difficult to keep up with 
everything that’s going on when you 
start a business; there are lots of things 
to think about. We were aware that 
business support was on offer, in terms 
of practical assistance and grant 
funding, but we had no idea how to 
access it. We dropped into the event 
and listened to what was being said.”

It’s fair to say that they received a 
great return from simply attending a 
local event.

We deliver services to businesses that 
have been trading for less than three 
years, and which are based in the 
Leeds City Region. If that’s not you, fear 
not, we’re not the only horse in town. 
There are local growth hubs across 
every Local Enterprise region. Find 
yours and see what’s available to you 
in your area. Some programmes and 
funds are available nationally; some, 
regionally. Again, business advisors can 
help you navigate them.

What’s the true value of asking for 
help? It’s priceless!

For anyone wanting to know more 
about our service, you can get in touch 
via the website or through our social 
media channels. Our case studies are 
also a great way to see how we’ve 
helped other businesses; take a look at 
the ways we could help you.”

The AD:VENTURE programme delivers 
ERDF funded growth support to 
existing businesses in their f irst 
three years of trading and for people 
planning to start a business within 

The True Value Of Asking 
For Help - And Why You 
Should Do It
Daneile Moore, Communications and Marketing Officer at Leeds 
City Region AD:VENTURE Programme, looks at the importance of 
seeking outside help when starting or scaling up a business.

the Leeds City Region. It’s 
supported by the 2014 – 
2020 European Regional 
Development Fund.
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Tips For A
Healthier Lifestyle
The level of obesity in the UK 
is in the news at the moment, 
following the introduction 
of new measures by the 
government, concerning 
junk food and how it’s sold to 
consumers.

This, compounded with the 
fact we’re living with the 
constant threat of contracting 
Covid-19, means thoughts 
about how to maintain good 
health are at the forefront of 
our minds.

Good hygiene and frequent 
sanitisation of our environment 
constitutes one factor. 
Boosting our immune system 
is another. Achieving and 
maintaining a healthy weight 
is a third.

We need to place a greater 
emphasis on our health, 
that’s a given. But how do you 
achieve a ‘healthy lifestyle’? 

Here are our tips:

1. Drink

Human beings are two-thirds 
water. Keeping hydrated is 
an important aspect of good 
health. Whilst drinking coffee, 
tea or juice will quench your 
thirst and count as part of 
your fluid intake, doctors 
recommend drinking water 
for optimum benefit. Aim to 
consume six to eight glasses 
a day.

2. Take regular exercise

Perhaps this is a no-brainer. 
Our bodies are designed to 
move. The adage ‘if you don’t 
use it, you lose it’ comes into 
play here; if you only move 
from sofa to bed and back 
again, before long, your 
muscles will forget what 
they’re supposed to do. Whilst 
some people are dedicated 

gym buddies, not everyone enjoys working 
out; a short walk every day will go some 
way towards maintaining your agility, 
burning off some calories, and keeping 
you in shape.

3. Cut down on sugary and fatty foods

Sugar and fat have been our enemies 
for years now. Calorie-laden treats may 
taste good, but too much indulgence will 
eventually affect your health and your 
weight. Just keep them as a treat every 
now and again.

4. Monitor your salt intake

Like sugar, too much salt can be a bad 
thing. It can raise blood pressure and 
increase the risk of serious illness, such 
as stroke or heart disease. Food items’ 
packaging clearly states how much salt 
the food contains, and how much of 
your recommended daily intake you’ve 
consumed. 

5. Eat breakfast

Start the day as you mean to go on, 
with good choices. Whilst it may be 
inconvenient or a chore to factor breakfast 
into your morning routine, it will prevent 
you from overindulging on calories 
mid-morning when your blood sugar 
levels start to slump. Choose porridge or 
something high in fibre for breakfast as 
you’ll feel fuller for longer.

6. Eat a variety of foods

There are many diets out there that 
restrict certain food groups. Most health 
professionals recommend a balanced diet 
that includes all the different food types. 
This ensures you’ll absorb a healthy level of 
the right nutrients and give your body all it 
needs to function well.

7. Get plenty of sleep

Your body restores and repairs itself when 
you’re in ‘deep sleep’ mode. If you skimp 
on sleep, or your sleep is often disturbed, 
your body will let you know that this is not 
good for you. A late night here and there is 
fine…when it becomes the norm you may 
have a problem.

8. Control your portions

What you eat is important, as is the 
amount you eat. You may think you’re 
enjoying a low-fat meal, but if it’s spilling 
off the plate, you may be consuming many 
more calories than you think. Overeating 
can make you sluggish and it’s obviously 
the precursor to weight gain. There are 
a number of resources online that will 
help you determine what an acceptable 
portion looks like.

9. Live for today

Eating well and taking regular exercise 
may be the aim, but if your stress levels 
are through the roof, you’ll still be putting 
your body through the mill. No one wishes 
they’d worked more when on their death 
bed. All we can guarantee is the present 
moment – we can’t do anything about our 
past and we have no idea what’s around 
the corner; don’t chase tomorrow or the 
next day or the next day so much that you 
forget to live now.

10. And…breathe!

It seems silly to remind you to breathe…
after all, if you didn’t, you wouldn’t be alive 
long enough to read this. That said, how 
many times a day do you breathe deeply? 
When we take deep breaths we get more 
oxygen into our blood, we feel calmer 
and we become more aware of what’s 
around us. The practice of mindfulness is 
beneficial to our mental health - it focuses 
on deep breathing and being solely aware 
of the sounds, sights and smells of our 
environment. It’s the science of simply 
‘being’. Improving your physical health 
is only half the battle, you should pay as 
much attention to how you think and feel.

Even small changes can be beneficial. If it 
feels overwhelming to do the above all at 
once, just pick a couple and implement 
them into your daily routine until they 
become second nature…then choose 
another couple. 

Health is today’s real wealth. You can 
always make and lose money, but if your 
health is seriously impacted, money isn’t 
much help.
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Content 
Creation
Where do you go for 
expert advice on anything 
nowadays? The internet. As 
a civilisation we rely heavily 
on the information that’s 
available at our fingertips. All 
of this information is known 
as ‘content’. 

Content can be classified 
as follows:

    • Written, i.e. what you’re 
reading right now

    • Verbal/oral, i.e. content 
that you listen to - 
podcasts, for example

    • Visual, i.e. content 
that you watch. Statistics 
show that video is the 
most effective form of 
communication in today’s 
24/7 world

It’s important that you 
use all three within your 
company’s marketing, as 
each one has its own pros 
and cons. 

When will you be sharing 
the content?

When you’re scrolling 
through social media, what 
kind of posts stand out to 
you? The truth is, different 

content resonates with 
different people in 

different ways. It can 
even vary with your 

mood. 

Consider that employees, during their 
lunch breaks, want to absorb content 
that’s funny and short-form (i.e. takes 
very little time to read, watch or listen 
to) as they seek  escapism from their 
work. Once home, with more time on 
their hands, they may prefer long-form 
content with a beer or a glass of wine in 
their hands. 

When creating content for your 
business, think about when you’re 
going to share it, as this will have an 
impact on its length/volume. 

What’s the purpose behind the 
content?

The next thing you need to think 
about when creating content is why 
you’re creating it? What is the purpose 
behind the content? Are you looking 
to educate your audience about a new 
product or service you’ve launched, for 
example? Or are you simply wanting 
to make them smile and/or build trust 
around your brand? 

Where is the content going to be 
shared?

You know when you want this content 
to go out and the purpose behind it...
now you need to think about where it’s 
going. Which platform are you going to 
share this content on? 

If it’s an article you may plan to share 
it on a blog site - in which case, 
word count doesn’t really matter. 
Alternatively, you may wish to share 
it on LinkedIn; again, the word count 
doesn’t really matter here. However, if 
you’re sharing it as a post on Facebook 
the length of your content really does 
matter. So, before you even begin to 

write, think about where you will be 
posting your content. You don’t want to 
write the best article in the world then 
realise you need to cut half of it so that 
it fits on the required platform. 

Who is your audience?

The final thing you need to think about 
is who will likely consume it? Different 
‘tones of voice’ resonate with different 
people. A good tip is to research your 
target market; look at the content they 
already watch and consume. I often 
read an article or listen to a podcast 
related to my target market before I 
start creating content, to get me in the 
mindset of that audience. 

Content creation is vital for your 
business. It’s essentially how you 
communicate with your audience. 
However, you need to make sure 
your content stands out from the 
crowd. You need to remember that 
you’re not just competing with your 
main competition; when it comes to 
content creation, you’re competing 
with everybody that makes any form of 
content. There are only so many hours 
in a day...you can only watch, read and 
listen to a certain number of things 
before the day is over. Your content 
must stand out if it is to have any 
chance of being consumed.

For help and advice with your content 
creation, get in touch with
Novus Marketing Solutions
on 07983 575934 or via
info@novusmarketingsolutions.co.uk.
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Whilst our team of writers are experts in their specific niches, they do 
not profess to be ‘In The Know’ about every subject under the sun. We 
want to encourage people from all corners of the business world to 
demonstrate their own knowledge and expertise.

We welcome your thoughts and opinions, your articles and blogs. 
Help your fellow entrepreneurs to be ‘In The Know’ and give your own 
visibility a boost in the process. 

Send your submissions to info@itkmagazine.co.uk

Check out our latest 
In The Know Podcast 
on YouTube.
In our latest podcast, we sat down 
with Becky Hanson of Unimax 
Solutions.

Brett and Becky discuss the 
difficulties of running a business 
during the pandemic and delve 
in to the world of CRM and how it 
can benefit your business.

Podcast


