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EDITOR’S WORD 
Welcome

According to Jeff Bezos, founder of 
Amazon.com, “Your brand is what 
other people say about you when 
you’re not in the room.” It’s essential 
to all enterprises but too often, 

branding is trivialised or overlooked.
In our March issue, we look at the ways 

companies, organisations, individuals and even 
regions can create a strong identity and the benefits 
that brings.

Our cover story is the man who has built a multi-
million pound business by combining his passions 
of Reggae music and Caribbean sauces – with just a 
little help from some Dragons. 

While in the region to speak at the launch of 
Scaleup NorthEast, Levi Roots spoke to North East 
Times about the exponential rise of his Reggae 

Reggae company and how the brand is now moving 
away from its highly personal identity to one that 
is more focused on increasing the popularity of 
Caribbean cuisine throughout the UK.

We also speak to Guy Currey, director of Invest 
North East England, about how the North East 
brands itself to inward investors, and to Julie and 
Stephen Drummond, the owners of renowned 
Tyneside-based marketing and communications 
agency, Drummond Central, which pioneered live 
odds advertising and broke the internet with a 
puddle, about their business journey.

In addition, the brand leaders of two iconic North 
East brands – Barbour and Ringtons Tea – share 
their and their company’s stories.

I hope that you enjoy this issue.
Alison

Welcome to the March issue

Editor’s Word...

ALISON COWIE
alison@netimesmagazine.co.uk

07961091522

@AlisonNETimes

NET

PARTNERSHIP:
To become one of our exclusive corporate partners, please contact: martin@netimesmagazine.co.uk
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North East Times provides a voice for those 
who are shaping the North East economy.

The high quality monthly publication combines 
inspiring business and lifestyle content for 
professionals who are working and living in the 
North East.

We look to build on the four-decade history of 
the North East Times title, while embracing the 
latest digital innovations to engage, inform and 
entertain our audience.

By publicising the achievements of the 
individuals, companies and organisations that 
are impacting the local economy, our aim is 
to showcase the North East as a vibrant and 
productive place to work and live.

With our modern approach and established 
legacy, North East Times strives to be the 
number one business publication in the region, 
both on and offline.
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NEWS
Bulletin

The fourth annual Sunday Times Lloyds SME Export 
Track 100 league table, which ranks Britain’s small 
and medium-sized private companies with the fastest-
growing international sales, was announced last month.

Four companies headquartered in the North East were 
included in the list. Collectively, international sales have grown by an 
average of 73 per cent a year over two years to a total of £37 million, 
and together they employ more than 600 people.

The top-ranked company is Newton Aycliffe-based Crafter’s 
Companion. It sells more than 4000 craft products through its 
website, retailers and its three UK stores. Regular appearances by 
founder Sara Davies (pictured) on television shopping channels in 
Germany and the US have helped exports rise by 92 per cent a year to 
£10.3 million in 2017.

Steel castings manufacturer Bonds is a new entrant in the league 
table. Headquartered in Crook, County Durham, and with facilities 
in Cumbria, Sheffield and Scunthorpe, its made-to-order castings are 
exported to customers in 32 countries, helping overseas sales rise to 
£12.1m last year. 

Marketing technology developer SaleCycle, located in Houghton-
le-Spring, and Hexham-based drinks manufacturers Fentimans 

completed the North East contingent. 
The SME Export Track 100 is sponsored by Lloyds Banking 

Group, DHL Express and Heathrow Airport, and is supported by the 
government’s Exporting is GREAT campaign. It is compiled by Fast 
Track, the Oxford-based research and networking events firm.

Gareth Oakley, managing director SME banking at Lloyds Banking 
Group, the title sponsor, commented: “For businesses that take the 
leap to trade overseas, the rewards can be significant – the strong 
growth achieved by this year’s SME Export Track 100 is proof of that. 
At Lloyds Banking Group we are committed to helping businesses 
scale-up and trade internationally, and have pledged to help 5000 
first-time exporters every year until 2020 in support of this.”

BUSINESS

Four North East companies 
named in prestigious 
export league table

BULLETIN

BUSINESS

Employment figures drop in North East 
but overall outlook remains positive
Employment in the North East stands at 1,219,000 or 72 per cent – a 
fall of 15,000 in Q4, 2017 – according to the latest UK Labour Market 
statistics released on February 21. But over the year, employment in the 
region rose by 25,000. North East unemployment stands at 69,000 or 5.3 
per cent, a fall of 3000 over the quarter and 21,000 over the year. This 
compares to a rate of 4.4 per cent nationally. 

Paul Carbert, policy adviser of the North East England Chamber 
of Commerce, said: “The figures published show a slight fall in 
employment in the North East over the previous quarter, but the region’s 
labour market is in a much healthier position than 12 months ago.”



9

TRANSPORT

Port sees a lift in cargo 
imports
Record levels of cargo were handled at Port of 
Sunderland in 2017, according to figures released 
last month. 

The municipally-owned port, which celebrated 
300 years in operation in 2017, saw a 13 per 
cent uplift in tonnage passing through its docks 
compared to 2016, with figures now standing at 
well over 800,000 tonnes.  

EDUCATION

North East businesswomen 
inspire next generation
A quartet of women were recruited by Westfield 
School in Gosforth to shine a light on careers in the 
region’s creative, consumer and charitable sectors 
for its pupils at a special event last month. Speakers 
included Kari Owers, MD at O Communications, 
Mandy Coppin, CEO at Streetwise Young People’s 
Project, Kim Davis, MD at Explain Market 
Research, and Cathy Stephenson, marketing 
manager at Sweetdreams Ltd.

National and 
international 
news 

SERVICES SECTOR SEES 
STRONG GROWTH AT 
START TO YEAR

Business volumes in the 
services sector grew 
strongly in the three months 
to February, with both 
sub-sectors seeing a rise in 
profits for the first time since 
November 2015, according 
to the latest quarterly CBI 
Services Sector Survey. 
Business and professional 
services firms – which 
include accountancy, legal 
and marketing firms – saw 
business volumes grow 
at the fastest pace since 
August 2015, and growth 
is set to accelerate further 
in the three months to May. 
Meanwhile, after a sharp 
decline in the previous 
quarter, volumes grew at the 
fastest pace in a year in the 
consumer services sector – 
which includes hotels, bars, 
restaurants, travel and leisure 
firms. Consumer services 
growth is expected to ease 
next quarter, but nonetheless 
remain firm.

REGION’S BUSINESSES 
LEARN ABOUT 
LATIN AMERICAN 
OPPORTUNITIES

An export workshop run 
by North East England 
Chamber of Commerce 
and the Department for 
International Trade last 
month provided North East 
companies with information 
about the huge potential 
of the Latin American 
marketplace. 
Led by Latin American 
expert Gaby Castro-
Fontoura, who has worked 
with UK businesses for seven 
years, the guests at the 
event heard the benefits as 
well as the possible pitfalls 
of the region.
Among the facts highlighted 
at the workshop were the 
differences between the 
various countries within the 
region. 

AUTOMOTIVE

Celebrating North East 
automotive excellence
Over 240 people gathered at the Best Western 
Roker Hotel, Sunderland, on February 9 for 
the inaugural North East Automotive Awards 
organised by North East Automotive Alliance.
£18,000 was awarded in support of the region’s 
future automotive talent on the night, and the 
keynote speech was provided by Mike Hawes, chief 
executive of the SMMT.

MEDIA

W North supports growth of 
Yorkshire acting academy
The Leeds-based Yorkshire Academy of Film and 
Television Acting (YAFTA) has hired the newly-
established Northern arm of W Communications 
in a bid to reach more adult and young students 
across the UK. 
W North has been tasked with raising brand 
awareness of YAFTA and its head, Charlotte 
Armitage.
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BUSINESS

Simpson Group acquired in 
management buyout
Washington-based Simpson Group has been 
acquired in a management buyout. The print 
company was formed in 1972 by Bill Simpson 
and now employs over 100 staff in the North East, 
and at a satellite southern operation in Langley. In 
August 2018, the new management team will take 
over, led by managing director Dean Williams, who 
has a 30-year career in the print industry, joining 
Simpson Group as a YTS trainee and re-joining 
again as sales director in 2011.

TECH

Digital survey specialist secures £250k funding
A Newcastle business which specialises in 3D digital technology has secured a £250,000 investment from 
Mercia Fund Managers to enhance the development of its revolutionary new software solution. Luminous 
Group has pioneered the use of 3D in sectors including architecture and construction. It offers digital 
surveys which use laser scanning to capture every surface of a building or structure, and can record 
measurements, identify damage and produce detailed 3D models.

ENGINEERING

Nortech Group acquires 
specialist electrical contractor
Nortech Group, the Teesside-based UK 
engineering services provider, and its Abu Dhabi-
based partner, Dhabi Contracting, has completed 
the strategic acquisition of electrical contracting 
business STS Limited. Located in Maidstone, STS 
is a specialist provider of the electrical elements of 
building management systems employed in large 
scale commercial and public service properties. 

Calendar of events:
March 6 & March 13

Review and Refocus
Location: Wonderstuff, 
Salters Road, Gosforth, NE3 
1DH
Price: £180 + vat per session
erika@wonderstuff.co

The ‘Review and Refocus’ is 
a focussed one-hour work 
session with Wonderstuff, 
where brand consultant 
Erika Sykes will review your 
current vision, and focus on 
what you want to achieve 
in the next 12 months. The 
session is designed to give 
you and your developing 
ambitions room to breathe, 
developing a purposeful 
base on which to plan or 
refine your marketing and 
communication strategies. 

March 7, 9am-5pm

CIPD North East Branch 
Annual Conference
Location: Durham County 
Cricket Club, Emirates 
Riverside, Chester-le-Street, 
DH3 3QR
Price: £25 - £90
www.eventbrite.co.uk

The conference theme for 
2018 is ‘Workforce of the 
Future’, and the day will focus 
on excellence in practice 
as a profession in meeting 
the changing needs of 
organisational and regional 
workforces. 

March 15, 8am-10am

GDPR Briefing
Location: The Cube, Barrack 
Road, Newcastle upon Tyne, 
NE4 6DB
Price: Free
www.sintons.co.uk

During the seminar, topics 
such as data mapping, 
data protection principles, 
lawful bases for processing, 
enhanced data subject 
rights, direct marketing, 
privacy notices, the role of 
a DPO, security and breach 
notifications and controller/
processor obligations will be 
covered.

NEWS
Deals

DEALS
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The Aviation Minister, Baroness Sugg, 
recognised Newcastle International 
Airport as one of the North East’s “great 
success stories”, as new figures reveal a 
10-year-high in passenger numbers.

The latest statistics show the airport enjoyed 
its best start to a year since 2008, with more than 
283,000 passengers passing through its terminal in 
January 2018 alone. The figures show how travellers 
from across the world are taking advantage of greater 
connectivity in the North. 

Baroness Sugg made her comments on February 
23, while visiting Newcastle International Airport as 
part of Northern Powerhouse International Week. 

The airport was also announced on the day as an 
official Northern Powerhouse partner.

Baroness Sugg said: “These latest statistics just 
underline how the Northern economy continues to 
go from strength to strength.

“Newcastle International Airport is undoubtedly 
one of the North East’s great success stories, bringing 
thousands of jobs to the area and delivering vital 
links with countries around the world.

“And we are determined to help boost 
productivity in the region even further, starting with 
the significant investment we’re making in transport 
infrastructure to improve connections between the 
North’s towns, cities and counties.”

Nick Jones, chief executive officer at Newcastle 
International Airport, also said at the event: 
“I’m delighted that Newcastle Airport has been 
announced as an official Northern Powerhouse 
partner by the Aviation Minister. 

“As the North East’s largest airport, we’re already 
going a long way to facilitating a truly ‘global North’ 
and we’re committed to continuing to help the region 
achieve its best in the future, whether that’s through 
our work promoting the North East to overseas 
visitors, our role as international gateway for Great 
Exhibition of the North, or simply our extensive 
worldwide connections.”

Councillor Iain Malcolm, leader of South Tyneside 
Council and lead of the LA7 shareholders, added: 
“Newcastle International Airport is hugely important 
to the North East, both as a gateway for the region 
and as a generator of jobs and millions of pounds 
for the local economy. The airport is critical to the 
regional economy, providing connections across the 

world, either directly or via a number of major hubs. 
“We have already demonstrated with Emirates that 
we can both secure and make a success of a game-
changing new air route.  

“The team behind Newcastle International Airport 
and its shareholders work tirelessly to open up new 
markets for both our leisure and business customers 
and I am delighted that today the Airport is being 
announced as an official Northern Powerhouse 
Partner, which will help to further increase the 
important role the Airport plays.”

This formal commitment by Newcastle 
International will see the airport work to proactively 
promote and publicise the successes of the Northern 
Powerhouse. Passengers travelling through the 
airport will also see evidence of this with branding 
appearing across the site. 

Aviation minister hails 10-year high in Newcastle air passenger numbers

NEWCASTLE 
INTERNATIONAL 
AIRPORT
www.newcastleairport.com

Photo, left to right: Iain 
Malcolm (South Tyneside 
Council) Sophie Dekkers 
(easyJet), Aviation Minister 
Baroness Sugg and 
Nick Jones (Newcastle 
International Airport)

i

MONTHLY REPORT
Newcastle International Airport 

NEWCASTLE AIRPORT 
FLYING HIGH
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The region is a step closer to hosting a pioneering £40 million International Centre for Connected 
Construction after a successful launch event on January 29 at the House of Lords.
More than 100 peers, MPs and senior trade, industry and education leaders attended the launch 
of the vision for the IC3, which is being driven by Northumbria University and regional IT network 
Dynamo. The House of Lords event was hosted by Viscount Matt Ridley, a long-term supporter of 
the North East’s science and technology sector

IC3 INTERNATIONAL CENTRE FOR 
CONNECTED CONSTRUCTION 
VISION LAUNCH

KEY EVENT 
IC3
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Q
OPINION
Burning Issue

What brand(s) have inspired you the most?
BURNING ISSUE

From an early age I was intrigued by the history of sports brands 
such as Adidas and Umbro, which, in recent years, have gone full 
circle and now really play on their heritage. However, a few years 
ago I read the story of Innocent Drinks and the importance of its 
internal and external vision and values really resonated with me. 
Innocent has grown exponentially since 1998, but has retained a 
clear ethos that is prevalent across all their channels. The identity 
itself has pretty much stayed the same since the start. The story 
of three friends at university setting up a stall selling homemade 
drinks, with ‘Yes’ or ‘No’ bins for customers to put their empty 
cups in, thus answering the question as to whether they should 
give up their day jobs and make smoothies for a living, is pretty 
inspirational. Obviously the ‘Yes’ bin was overflowing and the rest is 
history.

At 8:30pm on May 15, 1976: “Daran!”, could be heard across the 
small Northern pit village I was dragged up in. “Can you stop 
playing with your Chopper, you’ve been messing around with 
it all day.” That was the moment my love for Raleigh was born. 
From the Grifter, which I never owned, to the Bomber and the 
aforementioned Chopper, never has a brand given me such a buzz. 
You can keep your BMW, your Audi and your Porsche, Raleigh 
branding is where it’s at and where it will always remain. 

A brand that’s got me buzzing lately is HullCoin. Simply put, it’s a 
social cryptocurrency. It rewards volunteers and community workers 
for their contribution to society through discounts offered by local 
businesses. I first heard about it on BBC. Since then, it’s been in 
Financial Times and is fast gaining international attention. Unlike 
similar loyalty-points or currency-based systems, HullCoin is digital, 
uses blockchain technology, and cannot be exchanged for real 
money. What really inspires me is that everyone benefits from it, and 
the applications are manifold. Businesses benefit because they decide 
the discount, and it increases footfall; then there’s the social value!

I like brands that know themselves inside out; that are rock solid in 
their purpose and are authentic in their story.

Dr. Martens is almost 60 years old and was founded on 
craftsmanship and a strong set of core values including rebellious 
self-expression, but over time it has been adopted and subverted 
by diverse individuals, musicians, youth cultures and tribes – with 
a united spirit. It uses the power of these individuals and tribes in 
its brand communications, sharing how they wear the products as 
a form of self-expression. That’s something any business can learn 
from – only people truly bring a brand story alive.

Paul Hart
Managing director, Cargo Creative

Daran Atkinson
Creative Director, SHA

Dr Vignesh Yoganathan
Senior lecturer, Northumbria University, and chair of the 13th 

Global Brand Conference ‘Branding in the Digital Age: Innovation & 
Responsibility’

Kari Owers
Managing director, OPR
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RECRUITMENT

Your monthly guide to the people moving jobs in the region

APPOINTMENTS 

Neil Willis has been appointed to lead the North 
East Local Enterprise Partnership’s Education 
Challenge. The role will see Neil spearhead the 
Next Generation Learning project, which aims to 
reduce the gap between the region’s best and lowest 
performing secondary schools and improve the 
social mobility of young people. Neil previously 
spent 16 years as a science teacher and in senior 
leadership in secondary schools in the North East.

KPMG has appointed Richard Stark, a director 
in the firm’s corporate finance practice, as its 
head of private equity in the North. In his role, 
he will coordinate KPMG’s dealflow to private 
equity investors, in addition to advising on any 
transactions involving private equity. Richard joined 
KPMG’s audit practice as a graduate in 2006, before 
moving to the firm’s corporate finance team in 2010. 
He specialises in M&A lead advisory.

Jonathan Hamill has joined GreCon Limited as 
managing director. The appointment underpins 
GreCon’s 25-year commitment to the UK and 
Ireland market and its global position for measuring 
technology and fire protection systems. Jonathan 
is an experienced business leader and has held 
a number of senior commercial positions. In 
his last organisation, he led the application for, 
and received, the Queen’s Award for Enterprise, 
International Trade.

The new chair of North East England Chamber of 
Commerce in Sunderland has been appointed.
Natasha McDonough, who owns MMC, based 
in Sunderland Software Centre, has worked in 
marketing for over 20 years. Her experience 
includes working in Sydney for global brands such 
as Sony and then spending four years working in 
Los Angeles where she launched a publication for 
the then-emerging dot-com industry.

Sarah Dover has been appointed operations 
manager at intu Metrocentre. She joined intu 
Metrocentre in 2006, working in the administration 
department, before taking on the roles of customer 
services coordinator and guest services manager.
In her new role, Sarah will take responsibility for 
full operational management of the centre including 
security, technical services, guest services and 
environmental services. 

John Newlands has joined the board of TOC 
Property Backed Lending Trust plc, the Newcastle-
headquartered investment trust. A highly-respected 
expert in the investment trust industry, John 
previously spent a decade as the head of investment 
at Brewin Dolphin. He also holds a non-executive 
position at the CQS New City High Yield Fund and 
is a member of the Citywire Investment Companies 
Performance Awards Panel. Tier One Capital Ltd is 
the investment advisers to the trust.

APPOINTMENTS  
Have you moved job or 
appointed someone to your 
team? Contact

alison@netimesmagazine.co.uk

i

Neil Willis
Project manager 
North East LEP Education 
Challenge

Richard Stark 
Head of private equity in the 
North
KPMG

Jonathan Hamill
Managing director
GreCon Limited 

Natasha McDonough
Chair
North East England Chamber 
of Commerce in Sunderland

Sarah Dover
Operations manager, intu 
Metrocentre 

John Newlands
Board member 
TOC Property Backed Lending 
Trust plc
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RECRUITMENT

New positions available in the North East

JOBS

JOBS  
To post a position, contact 

alison@netimesmagazine.co.uk

i

Corporate accountant/manager 
County Durham, c£36,000 plus benefits

Bryony Gibson Recruitment

A successful accountancy practice with an admired 
reputation is looking for a qualified (ACA/ACCA) 
accountant to lead a small corporate accounts team. 
The successful accountant will be ambitious, client-
focused and able to manage the delivery of year end 
statutory accounts. The culture of the firm is one of 
teamwork, trust, responsibility, honesty and about 
creating an enjoyable yet rewarding place to be. 

bryony@bryonygibson.com

Financial analyst 
South Tyneside, salary up to £45,000
NRG

NRG is seeking a fully-qualified accountant with 
strong Excel Modelling skills and an analytical 
mind set for a newly-created role within a growing 
financial services organisation in the South 
Tyneside area. Supporting the CFO and the Group 
FC, the successful candidate will be responsible for 
the provision of meaningful and relevant analysis 
to assist senior management teams in delivering on 
their strategic objectives.  For more information 
contact:

liamoconnor@nrgplc.com

Director of finance and operations
Newcastle, attractive salary plus benefits
UNW

UNW has an opportunity for an experienced and 
commercially astute senior finance professional to 
join its leadership team in a broad ranging role.
The key responsibility of the position will be 
to provide strategic leadership to the business’ 
financial, operational and commercial activities.
The role would be ideally suited to an experienced 
finance director with prior experience of leading 
multi-disciplinary teams, who is seeking a diverse 
board level role. For further information please 
contact: 

lauradean@unw.co.uk

Group financial accountant
Newcastle, £45,000 circa 
BMC Recruitment Group 

An opportunity has arisen to join one of the UK’s 
leading public transport providers as it looks to 
expand into international markets. Reporting to 
the head of group accounting, the group financial 
accountant will be responsible for the consolidation 
and presentation of financial results. The successful 
candidate will have key involvement in ensuring 
compliance with accountant standards, driving 
financial control and reporting throughout the 
group. 
 
sophie.goymer@bmcrecruitmentgroup.com
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COMMENT
In the limelight

The North East works hard to present 
itself as a place where businesses can 
thrive but it was dealt a major blow 
recently when a leaked Government 
document predicting that the region 

would be the worst hit after Brexit. 
Analysis obtained and published by BuzzFeed on 

the impact of Brexit indicated that the UK would 
be worse off outside the European Union, whatever 
deal was secured (a free-trade agreement, a no-deal, 
or single-market access via membership of the 
European Economic Area). 

The leaked document – dated January 2018 – 
also predicted that the North East would suffer a 
catastrophic fall in GDP of between 11 and 16 per 
cent. 

The Government tried to distance itself from 
the analysis and in a statement said the forecasts 
‘did not reflect the Government’s official thinking’ 
and that ‘more research was needed’. But it still 
made uncomfortable reading for North Easterners 
– especially given the region voted resoundingly 
to leave the European Union (just one of its seven 
areas voted to remain). 

North East England Chamber of Commerce’s 
Ross Smith was not surprised by the predicted 
impact on the region in the leaked report. 

He says: “The North East of England is the 
biggest and best region in the country in terms of 
doing trade with Europe, so it stands to reason that 
the negative effect would be greater.

“What is surprising is that we’re now 20 months 
on from the referendum and Government hasn’t 
properly addressed this yet. Particularly when you 
take into account that they were elected last year 
on a manifesto that made closing the gap between 
London and other parts of the country a top 
priority.”

Though the director of policy remains wary of 
economic predictions so far in advance, in a blog 
published on the Chamber’s website on February 8, 
he vented his frustrations at the analysis and called 
on the Government to stop “taking us for idiots”. 

Iain Wright, chief executive of the North East 
of England Process Industry Cluster (NEPIC), 
also wasn’t surprised by the forecasts. He cites one 

reason that North East would be so negatively 
affected is that it is a “major player in key industries 
such as manufacturing, automotive and chemicals”, 
which rely on trade with Europe and the rest of the 
world. 

Iain goes on to say that the uncertainty around 
Brexit has led many of NEPIC’s members – 
which tend to represent large-scale, international 
organisations – to delay investing in new facilities, 
skills and products in the area.

Similarly, Alex Ingham, managing director of MI 
Supplies, wasn’t shocked by the predicted negative 
impact on the North East.

“Certain regions of the UK such as the North 
East always seem to get a raw deal,” he says. 

Alex reports that his own business – a workwear 
and safety clothing company that relies heavily 
on imported goods – felt the impact of Brexit 
immediately after the referendum, as suppliers put 
their prices up.

“One major supplier raised its prices by 14 per 
cent 24 hours after the result was announced,” he 
reveals.

“It’s meant that we’ve had to find a lot of new 
work to subsidise losses that we’re making on 
existing contracts.”

In his blog, Ross Smith calls for a number of 
Government actions during its Brexit negotiations. 

He recommends that the Government should 
reconsider leaving the Customs Union as this could 
expose the UK to “huge risks.. great complexities 
and huge capacity building”. Or if sufficient 
evidence is provided that shows that there are 
benefits from leaving the Customs Union, then the 
two-year window to manage this transition and 
secure trade deals is “perilously short” and should 
be extended. 

Ross also believes that major investment should 
be taking place in technical training and advice for 
businesses.

“Government should be investing now in the 
kind of infrastructure and support that businesses 
are going to need to understand future custom 
procedures,” he says.

Iain also questions the two-year transition period 
and says that Negotiators must make sure there are 

Last month, BuzzFeed obtained Government analysis of the impact of Brexit that indicted the 
North East could see a devastating drop in GDP of between 11 and 16 per cent. Alison Cowie 
gauges reaction to the leaked information and asks what needs to be done by way of a response 
to these damning forecasts

IN THE LIMELIGHT



21

no unnecessary trade barriers created in the UK.
“For example, modern manufacturing means 

partially finished products are often moved across 
borders using complex ‘just-in-time’ models. If 
products get stuck in ports while paperwork is 
complete, because the UK is not part of the single 
market, this will put barriers up and it will make the 
playing field uneven.”

Alex Ingham, meanwhile, is not waiting to see 
what the outcomes of the Brexit negotiations are, 
and has already taken steps to future-proof his 
business by opening sites in Germany and France – 
as well as building its e-commerce capability. 

“We’re looking at how we can spread the business 
and not rely on one locality or one Government,” he 
says.

When asked whether businesses like his may 
decide to leave the North East altogether if the 
damning Brexit analysis comes to fruition, Alex is 
not convinced.

“We’re a £2.55 million turnover business and I 
think for businesses of a similar size, it’s difficult 
for them to up sticks and move. Their facilities and 
workforces are based here; their kids go to local 
schools. Relocation also represents a large expense 
for companies.”

Iain also strikes a positive note when asked 
whether NEPIC members may leave the region.

“The region’s underlying strength is its reputation. 
We’re known for being an innovative place. People 
tend to think of the North East of England when 
they’re looking for manufacturing so I don’t think 
they’ll turn their back on that. The Government just 
has to ensure the best possible deal - for all British 
Industry – is secured.”

How much credit can be given to the leaked 
Government analysis is still up for debate, but what 
has been highlighted is the North East’s vulnerability 
due to its positive export record and reliance on 
certain sectors. The forecasts also reconfirm the need 
for the North East to ensure its voice is heard while 
negotiations between the UK government and the 
EU take place.

“We can’t just shout from the sidelines,” says 
Ross. “We must take every opportunity to explain, 
properly and meaningfully, what the issues are in the 
North East. 

“At the Chamber, we’re trying to get ourselves – 
and our members – in front of ministers and civil 
servants who are making the decisions to make sure 
they can hear directly from North East businesses 
and how Brexit will affect them.

“I would hope and expect any other organisation 
in the North East, which has the capacity, to be 
doing the same thing.”
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Daniel O’Mahoney
Bradley O’Mahoney was established in 1991 when 
Sarah was three and not too bothered about PR at 
that stage.

Our elevator pitch is that ‘we make [clients] 
famous’. It’s as simple as that. Clients want a share 
of voice in the market and we shape and sharpen 
their communications, so they stand out.

Sarah joined the business in 2009, just as we 
went into the longest recession in living memory. 
I would have preferred it to have been a more 
positive introduction. That said, what doesn’t 
kill you makes you stronger, so I suppose that 
experience hardened Sarah. It made her realise 
that you have to fight for what you have. 

The essential lesson I feel I’ve taught Sarah is to 
never knowingly let anyone down. Our family’s 
background is Irish so we carry more than our fair 
share of Mea Culpa. 

Sarah’s taught me to never give up, which is odd, 
because that’s what I should be saying to her. She 
also doesn’t like it when I say I have everything 

under control, as she says that means I am not 
going fast enough!

Sarah and I travel to and from the office together 
and we often have board meetings in the car. Being 
Sarah’s dad and boss does have its moments, but 
we have a lot of laughs too. 

Sarah can achieve whatever she wants in her 
career. 

Sarah O’Mahoney 
PR wasn’t my initial career choice. I flirted with 

law for a while but thought that might be a little 
dull. Journalism was up there too but I preferred 
the look of the PR course at Leeds Beckett 
University, where I studied for four years. 

I did my work experience nine years ago at 
Bradley O’Mahoney and didn’t like it. I resigned 
every other day! That said, I would always arrive 
the next morning at the family home, just after 
8am, to pick Dad up for work. 

I also completed a work placement for a 
consumer PR agency as part of my university 
course, which was very fast paced.

Today, I handle the day-to-day running of 
my clients’ public relations, which ranges from 
press material, blogging, social media, internal 
communications, brand management and drafting 
content and maintenance on client website. I am 
particularly proud of the journey I have been on 
with building and roofing specialist, Hodgson 
Sayers, which was crowned British Chambers of 
Commerce national company of the year in 2015. 
I am also privileged to work alongside a range of 
fantastic people at Park Electrical Distributors, 
UTS Engineering, Stadium Group and the Tyne 
Pedestrian and Cyclist Tunnel.

Never give up was something that was instilled 
in me from a young age. My dad has also taught 
me to surround myself with positive people.

Sometimes we have some ‘creative tension’ but 
things settle down pretty quickly.

I think my dad would be proud to know that he 
has mentored me and I have become a consistent 
support to him, especially as I have developed and 
gained confidence to lead on accounts.

INTERVIEW  
Daniel O’Mahoney and Sarah O’Mahoney

SUPPORTING ROLE 
Daniel O’Mahoney established public relations company Bradley O’Mahoney in 1991. Eighteen 
years later his daughter, Sarah O’Mahoney, joined the business as an account manger, after 
completing her university degree. Here, dad and daughter reflect on board meetings in the car 
and ‘creative tensions’

BRADLEY O’MAHONEY
www.bradleyomahoney.co.uk
@BradleyOMahoney
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INTERVIEW
Paul Wilkinson

Paul Wilkinson is global marketing and commercial director at J Barbour & Sons Ltd, one of the 
North East’s most iconic brands. He joined the company in May 2013 and is responsible for all global 
branding, e-commerce and commercial marketing strategy. A member of the senior management 
team, Paul sets the overall brand strategy for both Barbour and Barbour International across all UK 
and international markets, which includes Europe, the US and Asia. Previously, Paul’s career has 
included senior positions with lifestyle brands O’Neill, Protest and Adidas

10 QUESTIONS

What was your first break in 
business?
I graduated with a first-class 
honours degree in sport 
marketing and commercial 

management. As part of this, I did a placement at 
NUFC which was great experience. This gave me 
the opportunity to go on and work for the global 
lifestyle brand, O’Neill, where I worked my way up 
to sales and marketing director.

What did you want to be growing up?
I wanted to be a professional football player. I never 
quite made that goal! After that, I thought working 
in sports marketing or management would be a 
good option. I turned down a soccer scholarship in 
the US when I was 18 to enrol on a sports marketing 
and management course in the UK.  

What attracted you to your current role? 
Three reasons: the brand, it is as emotive and 
aspirational as any in the world, the Barbour family, 
what Dame Margaret and Helen Barbour have 

achieved is immeasurable and finally, the North 
East; to help build a brand and business on a global 
level from my home town is pretty special.

What is the company’s mission?
To build a long-term and sustainable business 
honouring our Barbour family values and rich 
British heritage. Also to provide excellent quality 
products and world-class customer service.

How do you get the best out of your team?
I have always believed that the best leaders create 
the leaders of the future. I have a good role model 
in my MD, Steve Buck. While I set the strategy 
and objectives for my team and offer guidance 
and assistance while staying close to the detail, I 
believe that delegation is important, so I give my 
team the responsibility and empowerment to make 
decisions. I was always brought up to speak to and 
treat everyone the same and I always make time for 
everyone – my door is always open. 

What has been your career highlight?
Changing the customer’s perception from seeing 
Barbour as a brand that ‘just does outerwear’ to 
a brand that offers a lifestyle choice of clothes, 
accessories and footwear has been exciting and 
rewarding.  In both 2016 and 2017, we won the 
Drapers Premium Lifestyle Brand of the Year, the 
first brand to win it twice in two consecutive years. 
This is something we are all very proud of as it is 
a measure of how far we have come as a lifestyle 
brand in the UK market, earning the recognition 
from our industry peers.

What has been your biggest challenge?
In 1936, Duncan Barbour introduced a 
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motorcycle suit (the Barbour International). 
This motorcycle heritage has always been part 
of our story but had never been clearly defined. 
Today, with our evolution as a lifestyle brand, the 
difference between Barbour (country inspired) 
and Barbour International (motorcycle inspired) 
has become more distinct. In 2013, following a 
piece of consumer research, we split off Barbour 
International as a stand-alone brand.  Implementing 
this strategy has been exciting and also challenging 
as we develop the brand with its own associations 
and beliefs, separate product collections, social 
media channels a dedicated retail store in London 
and separate branded spaces within our wholesale 
partners.  While we still have work to do, it’s really 
encouraging that our customers are beginning to 
understand the difference between the two brands.

Who or what inspires you?
The All Blacks have a philosophy which states 
that you should be a good ancestor, to plant trees 
you will never see, to ‘leave the jersey in a better 
place.’ It is a philosophy that resonates with me. I 
am merely a guardian of these great brands and 
I want to play my part in leaving Barbour and 
Barbour International in a better place for the next 
generation. My inspiration and desire to achieve 
this comes from Dame Margaret, our chairman – 
she has built a global business with integrity and 
sound family values and I have the utmost respect 
for what she has achieved.

What are Barbour’s short and long-term goals?
Our long-term goal (vision) is to be the best British 
lifestyle brand worldwide. All of our short-term 
goals are focused on this vision, which includes 
developing product categories such as shirts, 
knitwear, footwear and building our branded 
lifestyle business with key wholesale partners 
across our key global markets to drive the business 
forward.

How do you achieve a good work/life balance?
It’s always a challenge. The nature of the role means 
I’m travelling a great deal. The most important thing 
to me is my family so I always make sure that I give 
them plenty of quality time, they deserve this from 
me. I enjoy sport and exercise is something I can 
do with my two children, which is good for all of 
us. Being in the North East definitely gives a better 
work/life balance – living by the coast, it’s easy to 
take long walks on the beach with the family.

BARBOUR
www.barbour.com
@barbour
@barbourint

i
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INTERVIEW
Paul Alderson

Paul Alderson is the founder of Wonderstuff, a team of brand and design consultants based in 
Gosforth. After completing an HND in design in Newcastle and a degree in visual communication 
in Belfast, Paul worked for Belfast agency Genesis for seven years before moving back to 
Newcastle in 2003 before the birth of his first daughter. Paul worked at some of the region’s most 
established agencies as senior designer and creative director before launching Wonderstuff in 
2009. Clients include Lane7, Durham Gin, Utilitywise and Travel Bureau

WHAT I’VE LEARNT

Support your staff within the business, 
but also respect them as individuals 
in a broader context. This was taught 
to me by my first boss, Stanley, who 
was the creative director of the agency 

I worked at in Belfast. He was a father figure to his 
employees.

Create a working culture that strives for success 
beyond the financial for both staff and clients. This 
is the ethos at Wonderstuff and it hasn’t changed 
since we launched.

Have resilience, ambition and drive when running 
a business. You also need to be confident in the 
choices you make and mindful of the successes you 
achieve.

Take time to stop and put things in perspective. It 
means you can reframe your thoughts and move 
forward more purposefully.

Don’t forget why you started your organisation – 
and where you want to get to. Take steps to ensure 
the pressing day-to-day doesn’t dilute your purpose 
or your vision.

Before you invest in growth, ensure your business 
and brand are aligned – it’ll make everything easier, 
and more rewarding. 

Set and agree on clear individual and team 
objectives for your employees. If they achieve these 
KPIs, then rewards them with perks (such as a free 
weekly team lunch). Providing long-term stability 
and opportunity is also important.

Provide your staff with the freedom and openness 
to allow them to shape their own personal 
development and growth.

Focus on your own idea of success and drive 
towards that. There is too much hype right now 
about ‘growth’, ‘investment’ and ‘success’. A tiny 
fraction of organisations are held up as unattainable 
exemplars. 

WONDERSTUFF 
www.wonderstuff.co
0191 447 2727
@_wonderstuff.co

i
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COVER STORY
Levi Roots

STAYING TRUE 
TO YOUR ROOTS

I

‘Be yourself’ is a mantra that has served Levi Roots well. His appearance, complete with 
guitar, on Dragons’ Den not only awarded him with business support and investment into his 

Reggae Reggae sauce - but the affections of an entire nation who bought his Caribbean-
inspired creations in their droves. Diversifying into ready meals, drinks, sandwiches, pizzas 
and now restaurants – Levi is seen as the godfather of Caribbean cuisine in the UK. Last 

month, the charismatic Rastafarian was a guest speaker at the launch of Scaleup NorthEast 
in Newcastle, where he captivated the audience with his business stories and advice. 

Afterwards, he talked to Alison Cowie about how he developed a winning brand that, first 
and foremost, celebrates his passions

’ve read that you began selling your sauces at The London 
Notting Hill Carnival in the 90s but you didn’t brand them 
until 2005. What led you to create the Reggae Reggae brand 
and what impact did it make?
Even though we’d done the carnival for many years, I suddenly 
spotted a gap in the market. It was a lightbulb moment for me. 
I was busy running my record label and touring around the 
world but I thought it’s time to make way for my second passion 
– food. 

But the key thing was merging my two passions – music and 
food – because it would have been terrible if I’d put the guitar down 
completely. That’s my heart and soul. It what makes me tick and makes 
me feel beautiful. I put these two things together and that was the 
magic moment. 

What was your ambition for your Reggae Reggae sauce in those early 
days?
I established the business with my children and our aim was to start 
with a small factory somewhere and, hopefully, after a couple of 
years, build the business up. Then Dragons’ Den happen and that all 
changed. 

When you applied for Dragons’ Den, did you ever expect the impact 
the show would make on you and your business?
It was a total shock. I thought I was rubbish on the show! I got my 
numbers wrong and I was sweating profusely. I did all the things 
that most people do when they go on Dragons’ Den and don’t get 
investment – all that and more. But I think people loved the honesty. 
I was in a corner and I just said, ‘actually, I can make a great sauce but 

I’m crap at everything in business – please teach me’. 

What happened after the show?
For me, I had the fear factor. I knew that I had the public’s attention 
because everyone was lording me all over the place. I had the mentor 
in Peter Jones and I had the investment but I kept asking myself, can I 
really do this? Can I make it work? 

How did you deal with that fear?
My way of dealing with it was just to be me. I didn’t try to be this 
‘proper’ business person. I remained Levi Roots, with the music, the 
quirkiness, the swagger and the style. Being myself has been the best 
way to manage the fame and the massive growth of the business.

As your company has developed, and products diversified, has it 
been difficult to ‘be yourself ’?
Absolutely not. That’s why I say to people, ‘do a business that you’re 
passionate about’ because in those moments when things are not 
working and are not right – usually at the offset of the business – you 
need to be enjoying it. You need to be passionate and still have the 
enthusiasm to get out of bed and carry on. For me, it was always 
about the music and food. These two things that I could never get 
away from. It was the only thing that I really knew. I think that if I’d 
discovered another business, another opportunity, I wouldn’t have 
been able to stay focused in the way that I did. 

Is there anything you would have done differently?
In hindsight, you think you would change a lot of things. I’ve been 
through a lot of stuff in my life – including the bad stuff [Levi has 
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twice spent time in prison] but then you realise, 
this is what has made me who I am. It was painful 
to go through these things and I wouldn’t want to 
go through them again but it’s part of my journey. 
I look back at the bad times when I was in Brixton 
and got into trouble, and I think, that’s part of what 
the [Reggae Reggae] brand is. When people see 
me, they don’t think he looks as though he’s had 
a nice, lovely life. I’m a Rastaman and I’ve been 
through a lot of struggles. You can either own that 
or not. I’ve owned it and I think that’s been part of 
the appeal. I say to people ‘stay away from X,Y and 
Z’, not because I’ve read about them, but I’ve been 
through it. 

You spend a lot of time visiting schools and 
talking about your business journey. Do you think 
more young people aspire to be entrepreneurs 
nowadays?
Absolutely. Times have changed. There’s an army 
of young people out there who are ready to start 
their own businesses. When I go out and talk in 
schools, I see how kids are thinking. They’re very 
entrepreneurial-minded and business focused. But 
it’s important to find someone who can put the 
pieces together. 

There are not enough people who are willing to 
come out of the woodwork and mentor. But there 
are the people who really need it. Those people 
who don’t go Oxbridge or might know where to 
get investment from. We need to support more 

entrepreneurs from a grass root level.

What advice do you give someone who 
wants to start a business?

Two things. The first is have a business 
plan but I don’t mean a business plan in 
the traditional sense. It’s about getting 
yourself ready – a plan within yourself. 
For instance, when I started out, my 
email address was something like ‘rub-a-
dub-dub-in-the-club’. I remember going 
to my Brixton Barclays to ask for a loan. 
I was giving the bank manager my details 
and although he didn’t say anything I 
could see he was cringing at my email 
address. You need to fix up your own self 
and get ready for business. The second 
thing is to focus because once you’ve got an 
idea and a business plan, one of the most 
difficult things for young people is to stay 
‘in the eye of the tiger’ and focus within the 
business. Especially, nowadays when you’d 
got so many other entities and influences 
coming at you. One of the key things that 
make businesses fall down before they start 
to grow and make money is a lack of focus. 
It’s difficult but if you can get over that, the 
rest will be easy. 

Do you think your business brand changed?
It’s changed massively. At first, the values revolved 
around Levi Roots. It was a very personal brand and 
it was about building a business for my family and 
me. Now it’s about Caribbean food. We’ve realised 
that I am the ‘keeper’ of Caribbean food in the 
UK, as the main name out there for this cuisine. 
Restaurants are popping up all over the country – 
I’ve got my own restaurant now, too. 

Caribbean food has arrived [across the UK] 
because of a silly Rasta man with a guitar. People are 
recognising it. 

When I talk about the food and when I look at 
the scope of where my business can get to, it’s not 
just about the Levi Roots brand anymore; it’s about 
telling the story of one of the most diverse cuisines 
of the world. They’re over 3000 islands in the 
Caribbean and everyone makes their jerk chicken 
differently. I think that’s wonderful. And that’s where 
the thinking behind the brand and the focus of our 
business is now. 

Tell me about your restaurant, Levi Roots 
Caribbean Smokehouse?
We’ve just opened our first ‘Rasta-rant’ in Westfield 
in East London and the dream for us now is to 
expand. For food in any cuisine to grow, restaurants 
are key. That’s how chicken tikka masala became 
Britain’s favourite dish; it started off in small 
takeaways and then was served in restaurants, 
where people could enjoy the dish with friends and 
family. For me, I want to help get Caribbean food 
to another level with a chain of my own Levi Roots 
restaurants. 

Away from the food, I’m writing a musical score 
for a theatre play based around Thomas Sankara 
[a Marxist revolutionary who seised power and 
became president of Burkina Faso in 1983] and I’m 
very excited about that. 

I’ve also just completed my first acting role in 
[BBC television series] Death in Paradise. It was a 
very small role but, for the first time, I’m playing 
someone other than Levi Roots. And I’m the guy 
who says to be yourself! But I enjoyed it so much.

Has acting always been a long-term ambition for 
you – something to join your passions for food and 
music?
I wouldn’t say it’s a long-held ambition of mine but I 
would like to do more. I see it as another challenge. 
I love to challenge myself. That’s why, when my 
kids said to me, ‘Dad, don’t do Dragons’ Den, you’ll 
embarrass us with that bloody guitar and that song. 
It’s a show all about business and enterprise’, but 
I said to them, ‘I’m just going to be me, I’m not 
going to go in, put the guitar down, talk like Prince 
Charles and pretend to be someone else. I’m going 
as your father and I think that’s what made the 
Dragons invest.’ 

COVER STORY
Levi Roots
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“I REMAINED LEVI ROOTS, WITH THE 
MUSIC, THE QUIRKINESS, THE SWAGGER 

AND THE STYLE. BEING MYSELF HAS 
BEEN THE BEST WAY TO MANAGE THE 
FAME AND THE MASSIVE GROWTH OF 

THE BUSINESS.”
LEVI ROOTS
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INTERVIEW
Julie and Stephen Drummond

Award-winning marketing and communications agency, Drummond Central, has pioneered live 
odds advertising and taken it around the world, broken the internet with a puddle and been 
described as ‘mad but insightful’. Here, its traditionally publicity-shy owners, Julie and Stephen 
Drummond, speak to Alison Cowie about their company’s journey so far 

BANGING THE DRUM FOR 
NORTH EAST CREATIVITY 

Stephen and Julie Drummond 
established Drummond Central, 
a marketing and communications 
agency, in 2004 after returning to 
the North East following the birth of 

their son. 
Julie and Stephen had both previously enjoyed 

successful careers working in internationally-
renowned agencies in Newcastle, London 
and Edinburgh; Stephen in creative roles and 
Julie specialising in account management and 
communications.

Over the past 14 years, Drummond Central has 
worked with locally-based companies such as Sage, 
Atom Bank, Tor Coatings and Newcastle Building 
Society and as well with national and international 
clients including Money Guru, Subway and bet365 
– who could forget during the 2008 Euros when 
Ray Winstone provided live odds for the games 
during the ad breaks – a concept developed by 
Stephen and his team.

The agency – now 50-strong – has been 
regularly recognised for its work with scores 
of awards on show in the waiting area of the 
Newcastle office – styled as to look like a living 
room, complete with fireplace, bookshelves 
and even a bamboo bar (dedicated to a former 
employee who sadly passed away in 2017). 

Surprisingly, this is the first time that Stephen 
and Julie have participated in an interview, having 
previously shied away from any publicity in favour 
of their work doing the talking. 

But the complementary dynamic between 
the pair is clear to see. Creative director Stephen 
is the more emotive, spontaneous one while 
chief executive Julie, who oversees the account 
management and day-to-day running of the 
agency, provides the business-savvy, level-
head; she is ready to jump in when Stephen 
unintendedly reveals confidential information 
about a future project. 

“This is why I don’t do interviews,” Stephen 

responds with a grin as his wife quickly rectifies 
his slip.

Julie and Stephen established Drummond 
Central to replicate the method of working 
they were familiar with from their London and 
Edinburgh agency experiences. 

“We wanted to create a highly creative agency 
where we were judged on our results, as opposed 
to just trying to get as many ads and commercials 
as we could,” Stephen explains.

At first, the agency was run from the couple’s 
spare bedroom, where Stephen and Julie 
shared a single Mac computer. From here, the 
agency relocated to offices in Gateshead before 
moving to one of Newcastle’s most aesthetically 
pleasing streets, Jesmond Road West, where two 
characterful Georgian terrace houses have been 
converted to accommodate Drummond Central’s 
growing team.

Stephen reveals that they initially named their 
agency Long Hot Summer (after the Style Council 
song) but changed to Drummond Central after a 
shared email address led people to assume it was 
their brand.

But as Julie explains, the rename has proved an 
important element for the company going forward.

“It encompasses that we’re a central resource 
for all things marketing,” she explains. “A lot 
of agencies our size bring everything in-house. 
They make sure they have all film and media, 
production, photography, PR and media buying 
in-house. We do things exceptionally well in 
this building and have very talented people 
but if there’s something we can’t do well, we 
transparently outsource this to a partner of ours 
and tell our clients, these are the guys who will be 
doing the work.”

That said, the agency did make its first 
acquisition last year of software developers, 
Coalface.

“They’re great guys and we’ve worked with 
them for a long time,” Julie says. “I was keen that 
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it wasn’t just a financial transaction, but it was a 
really good culture fit for them and us.”

Pressed on what the culture of Drummond 
Central is, Julie reveals that the agency recently 
went through an extensive brand exercise. 

“For about four months, we reached out, not 
just to fans of Drummond Central, but to people 
who maybe hadn’t worked with us for a while or 
people who might be quite critical of us.

“Pleasingly, the feedback was positive and very 
complimentary of the team,” she says.

“One comment was that we were ‘utterly mad 
but completely insightful’ and I really liked that. 
But the overarching theme was that our staff cared 
about other people; this was important to us as it’s 
one of our most important values.” 

Another key value, Julie and Stephen reveal, is 
that their agency has no place for egos. 

“I’ve seen a lot of companies over the years 
talking about how good they are,” says Stephen, 

“but if something goes wrong they’re left with egg 
on their face.

“We run a meritocracy and don’t like show offs,” 
he adds. 

Drummond Central has worked with 
companies of varying size and sectors but is 
perhaps best known for its long-term relationship 
with online gambling company bet365. 

Julies explains: “We started working with bet365 
in 2006 when it was a digital start-up company and 
we worked with the team on their original identity, 
delivering brand work, design and product 
development. 

“We went on a journey with them in terms of 
advertising and then came up with the live odds 
commercials, which sparked a whole trend in 
terms of the gambling industry. 

“It was truly one of those silver bullet-defining 
moments and after that, everyone was playing 
catch up.”

bet365’s live odds commercials featuring Ray 
Winstone – first aired during the 2008 Euros – 
indeed caused a stir and they were even debated in 
Parliament.

Stephen reflects: “It was just an idea that we had 
– whether you could put live data onto a television 
screen as part of a commercial. 

“We could have easily said, it can’t be done, 
don’t bother trying but through pure persistence 
we did it.” 

The creative director goes on to say that one of 
his career highlights was when Ray Winstone was 
asked about the advert in an interview and replied 
‘They were done by a guy from Newcastle called 
Stephen’.

Drummond Central has subsequently taken the 
live odds concept around the globe, producing 
similar bet365 adverts in Denmark, Sweden, Italy, 
America and Australia, and using alternative 
celebrities in the different territories – including 
Samuel L. Jackson, who fronted the Australian 
adverts for four years. 

Julie explains that another client – a financial 
comparison site – approached the agency to 
develop its brand as a direct result of the Bet365 
work.

“We’re two years into that journey with Money 
Guru and it’s now recognised as the UK’s fastest 
growing comparison site,” she adds.

Drummond Central’s commitment to 
giving its team time to explore new ideas and 
technology led to one of agency’s most high-
profile and unexpected ‘success’ stories in 2016, 
#DrummondPuddleWatch. 

At the time, Stephen and his team were getting 
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to grips with Periscope and live internet streaming. 
They decided to set up a live recording of the, often 
elaborate, ways people tried to cross a giant puddle 
that would collect at the entrance of an underpass 
near to the office. 

Within hours, the innocuous live streaming 
had gone viral and eventually attracted more than 
700,000 views, causing Periscope to crash (its 
capacity at the time only supported 10 per cent of 
that figure).

The phenomenon also lead to a spike in the 
Twitter share price leading Jack Dorsey, CEO of 
Twitter, to email Julie to thank her for increasing 
his share price and ‘finding a use for Periscope’. 

Despite Drummond Central’s appetite for 
delivering pioneering work and its proven 
international results, Julie and Stephen have felt 
no need to open additional offices in London or 
elsewhere. 

“If there was a benefit to doing something we 
would do it but we live here, we’re based here, and 
we don’t understand why we have to open an office 
a few hundred miles away,” says Julie. 

“Similarly, I don’t believe you need offices in 
various territories because you can be anywhere, 
at any time, thanks to Skype and digital 
technologies.”

The agency and its owners are instead proud 
of its Tyneside roots, and by being part of what 
Stephen describes as “Newcastle’s fantastic creative 
hub.”

Julie finds it particularly satisfying quashing 
preconceptions about her regional agency among 
her London-based peers. 

She reflects: “I can be at a meeting or at an event 
in London and after I tell people what we’ve done, 
they cock their head and say, ‘You’ve done all 
that?’. You can see their mindset changing.”

While Stephen and Julie remain heavily involved 
in the business, they are now looking to their 
team to take on more responsibility and decision 
making.

Beth Hazon joined Drummond Central in 2006 
as an account executive and is now in charge of the 
company’s operations as its managing director. 

“After I interviewed Beth 12 years ago, I turned 
to Steve and said, ‘She’s going to run the company 
one day’,” Julie recalls.

The chief executive is also adamant that she and 
Stephen have no intentions of selling Drummond 
Central. 

She says: “As soon as we got four or five years 
in, everyone was asking me, ‘What’s your exit 
strategy? When are you going to sell?’ I used 
to think ‘I’m doing something wrong because I 

haven’t got one? I’m just really enjoying what I’m 
doing’. 

“Now I’m at the stage when I couldn’t care less 
what other people think. We don’t have an exit 
strategy and I’m bloody proud of that. But what we 
do have is a growth strategy. We have a strategy to 
bring people on within the business, to do more 
interesting and challenging work and to remain 
ahead of the curve. 

“It’s not about me and Steve anymore; it’s more 
than that. We’re on that interesting business 
journey – not the traditional one.”

“Good answer,” Stephen adds – following by a 
reassuring glance to his partner. 

DRUMMOND CENTRAL 
www.drummondcentral.co.uk
@drummondcentral
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INTERVIEW  
Guy Currey 

WHAT IS THE NORTH 
EAST’S BRAND?
Alison Cowie talks to Guy Currey, director of Invest North East England, about how the region-
wide inward investment agency has developed and asks what key regional messages are used to 
promote the North East to national and international investors

The dissolution of One North East in 
2012 left a void in terms of delivering a 
dedicated region-wide strategic inward 
investment programme – something that 
was highlighted as an issue in Lord Adonis’ 

North East Independent Economic Review published a 
year later.

As a result, Invest North East England was 
established in September 2013 to provide a single point 
of contact for investors into the North East Combined 
Authority area. 

Guy Currey, who has experience running the UK 
base of an international company and has worked 
in economic development roles for more than 25 
years, was appointed to lead the new publicly-funded 
organisation tasked with attracting inward investment 
into the area.

“By inward investment,” Guy explains, “we mean 
either foreign-owned investment or UK companies that 
are currently outside of the area and are looking to set 
up an office, factory or other facility in the North East.”

Invest North East England utilises several methods to 
foster inward investment enquiries.

Digitally, the comprehensive Invest North East 
England website provides extensive information centred 
around five key sectors: advanced manufacturing, 
life sciences, IT/digital, energy and business services 
(aligning with the North East LEP’s Strategic Economic 
Plan), while ongoing social media activity includes 
sector-specific social media and other digital campaigns.

The three-strong team also attend a number 
of national investment events each year, while 
ambassadors have been recruited to share the region’s 
merits at events on a wider scale. In addition, Invest 
North East England acts as the first point of contact for 
investment enquiries funnelled from the Department 
for International Trade.

More recently, Invest North East England has begun 
working with a global investment agency charged with 
generating leads. 

“The mainstay of its work is identifying companies 
in London, particularly those in digital, finance or 
professional services, that are seeing rapid growth, 
but may be constrained by some of the negative issues 
associated with the South East. Things such as high 
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“It’s important that the North 
East has an overarching, 

umbrella brand that people 
can fix their initial ideas onto 

and make the decision that 
this is the area of the country 

they want to come to.”

GUY CURREY
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property costs, high labour turnover and skills 
attrition,” Guy explains. “We feel the North East can 
really hit the sweet spot in terms of what they are 
looking for.”

Once a company is identified – either reactively 
or proactively – Invest North East England sets 
about creating a bespoke proposition that mirrors 
each potential investor’s key requirements. 

Key drivers tend to include market opportunity, 
appropriate property locations, skills availability, 
infrastructure coverage, access to support networks 
and quality of life. 

After a proposition document is produced, it is 
then hoped a visit can be arranged where potential 
investors are shown key sites and facilities in person 
while meetings are set up with relevant influencers 
from the region.

Invest North East England also works closely 
with the North East Combined Authority’s seven 
constituent local authorities’ business teams and 
their inward investment sub-brands – Invest 
Newcastle, Business Durham, Make It Sunderland, 
Invest Gateshead, Invest North Tyneside, Invest 
South Tyneside and Arch- The Northumberland 
Development Company – in what Guy describes as 
a ‘hub-and-spoke’ operational model. 

Invest North East England will coordinate the 
initial strategic region-wide assessment but if, 
consequently, a specific area is identified – either 
because it offers the most benefits or is preferred by 
the prospect investor – Guy and his team will then 
bring in the relevant organisation. 

While each of these regional agencies have their 
own brands and key messages to promote, Guy 
believes that it is essential the North East portrays 
one unified brand which can represent the very best 
the region can offer, whilst at the same time making 
the most of the strong sub-regional brands where 
appropriate.

“It’s important that the North East has an 
overarching, umbrella brand that people can fix 
their initial ideas onto and make the decision that 
this is the area of the country they want to come to. 

“They can then work towards identifying which 
specific area within the North East suits their needs 
best.”

He continues: “When I first came into post, we 
spoke to the local authorities and the private sector 
about what the North East brand should be. The 
sorts of things that emerged were that the North 
East was ‘pioneering’ and ‘innovative’ and its people 
were ‘hardworking’, ‘loyal’, ‘passionate’, ‘personable’ 
and ‘dependable’. We therefore came up with our 
tagline – North East England Works. – to try and 
get across to investors that people in the region will 
work hard for them and their business, whichever 
sector it is in, and that more generally, locating their 
business here will work for that business.” 

Asked about misconceptions Invest North East 
England come across most, Guy reflects: 

“I’ve lived in the region for more than 20 years 
now and I do think that there is a far more positive 
perception of the North East nowadays; we’re seen 
as far more than a place of football, fields of sheep 
and Greggs bakeries. It’s now recognised that our 
people are tremendously friendly and there as 
some fantastic cities here with a real buzz, vibrant 
universities, innovative companies as well as some 
great countryside.” 

One issue that Guy concedes does come up 
regularly is the North East’s perceived distance from 
London and the South East.

“A lot of foreign companies looking at the UK 
only really know London and they think the North 
East is too far away. But the fact is it’s only two and 
three-quarter hours away from London on the train, 
means it’s actually not – especially when you’re 
talking to companies in America that are used to 
travelling much further distances,” he says. 

While, understandably, as the strategic inward 
investment agency, Invest North East England is 
looking to attract the largest possible companies 
operating in its five key sectors – thus, creating 
more and better job opportunities for residents 
of the North East – Guy is quick to point out that 
the North East’s warm welcome extends to SMEs 
too, particularly those going through rapid growth 
phase – some of the most dynamic and innovative 
businesses around. 

For example. Invest North East England played 
an instrumental role in bringing global IT service 
management company Convergys to The Rocket 
office in Newcastle city centre – representing 600 
jobs – while it also worked closely with Dublin-
based Phonovation, which set up a three-person 
team to Gateshead after suffering skills shortages 
in Ireland’s capital. The communications software 
provider is looking to grow its North East England 
office to seven employees in the next few months 
making use of the region’s digital talent.

Guy reveals that in the 2016/2017 financial year, 
Invest North East England, plus its local authority 
and other partners, helped to create an impressive 
6500+ jobs in the region from both foreign and UK 
investment. 

The Invest North East England director is now 
hoping his team can build on this success, but with 
Brexit making foreign investment more challenging 
(at least in the short term, as details of the deal are 
worked out), this year’s energies will remain focused 
on identifying and targeting companies in London 
that may be feeling the effects of an overheating 
market.

He concludes: “We want to show these 
companies that the North East is a place that they 
can grow, prosper and invest in.” 

INVEST NORTH EAST 
ENGLAND 
www.investnortheastengland.co.uk
@InvestNEEngland
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PAST 
When I first started in the business in 1995 we used 
Ford Escort vans, paper van books to record customer 
details and we were even the last company in the 
UK to use a Kalamazoo system to manually record 
sales. I’d say we were quite introspective at the time 
with set management style, training and approach. 
By the time I became national manager we started to 
make significant changes within the operation of the 
business – technology became sleeker, we updated 
sales offices from being sites which were built for 
horses to new modern offices designed for simple 
loading, stock management and optimised operation, 
which in turn improved our customer service – a 
major part of our brand identity. 

As it has done since 1907, the company focused 
on three values – quality, service and value for 
money.  The brand was seen as one rich in heritage 
and tradition and as a local company for mums and 
grandmas. We were, and still are, seen as honest, 
trustworthy folk who are a personable, friendly and 
positive part of the local community.  

The biggest impact the business faced at this time 

– and still does to this day – is a change in working 
patterns, which means our traditional doorstep 
service no longer works for as many people. We are 
living longer, are more active and the once-traditional 
roles for men and women do not exist anymore, 
which means that our customer base has changed and 
a service which relies on people being in the home 
cannot work in the same way.  Similarly, the rise of 
the ‘big five’ supermarkets has meant buying habits 
have changed significantly and we had to counteract 
the potential impact by offering the best quality 
product, diversifying our range and making sure our 
service options keep us relevant. 

PRESENT 
Today we are proud to say we have retained our 
brand values of quality and service, but freshness in 
particular has become a big part of who we are and 

Jon Malton has worked for Ringtons since 
1995 after his mum spotted an advert in the 
Hull Daily Mail for an area sales manager. 
Taking on several roles within the business 
over the last 23 years, Jon spent time as a 
trouble-shooter in Yorkshire and Lancashire 
before becoming southern regional 
manager, then national sales manager and 
Ringtons brand director in 2007 – changing 
the history of the business as the first non-
family director appointment. Today, Jon is 
managing director for the Ringtons Brand 
– taking responsibility for the company’s 
traditional doorstep delivery service, 
beverages for business, out-of-home 
division and online store 

THE LONG GAME

INTERVIEW  
Jon Malton

RINGTONS
Ringtons is a family 

business established in 

the North East in 1907 by 

Samuel Smith sold tea in 

Newcastle using a horse 

and cart

www.ringtons.co.uk
@Ringtons

i

TIMELINE

1998
Trouble-shooter in 

Yorkshire and Lancashire 

1999
Southern regional manager

1995
Area sales manager for Hull
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our brand messaging. We’ve even created our own 
packing process – Leaf Lock True Taste – to ensure 
we bring our customers the freshest tasting tea on 
the market. All of our fresh coffee and tea is made 

in our own factory in the North East and we are a 
true British business and no matter what economies 
can be saved by looking outside of the UK, we are so 
passionate about our roots, quality and innovation 
that this will never be an option to us and they are key 
factors in our brand image.  

The emergence of our Beverages for Business 
division and online store has meant we have to appeal 
to an even wider audience and our product range 
has diversified substantially to do this. Our coffee 
offering, range of fruit and herbal infusions and 
year-round gift options in particular have seen huge 
growth. With Ringtons, the challenge as a brand is 
celebrating our proud heritage whilst making sure our 
audience know just how much time, effort, passion 
and expertise is put into everything we do.

We often get asked how our traditional doorstep 
delivery service is still going in today’s competitive 
market and the truth is it would be impossible to start 
from scratch now. We’re fortunate in that we’ve been 
going for over 100 years and have gradually built up 
the business to what it is today. We are headed up 
by the fourth generation of the Smith family and we 
are lucky enough to have the luxury of being able 
to take a long-term view on the business. For us, we 
see ourselves as custodians of the company and our 
job is making sure we pass on a business which is 
futureproofed to the next generation. We will always 
do the right thing for the customer, our employees 
and the family to make sure the business will always 
exist and the brand retains its loyal following. 

FUTURE
The future of Ringtons is based very much on 
convenience and choice – our vision is that no matter 
where you live, you can get Ringtons delivered in a 
way which suits you. Our doorstep delivery service 
makes us who we are and we want to optimise this 
service to suit a new/changing audience through 
initiatives such as a subscription service or a live 
tracking app which offer greater flexibility. We will 
continue to innovate and expand our range to meet 
new audiences and consumer demands, in particular 
the booming coffee market in which our Beverages 
for Business division is thriving. We ultimately hope 
the brand is made even stronger through investment 
in people, relationship building, commitment to 
quality and convenience. 

2007
Ringtons brand director

2001
National sales manager

2011
Managing director Ringtons Brand 
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The new European Trade Mark 
Directive, due to be introduced into 
UK law by January 14, 2019, will mean 
that UK trade marks no longer need 
to be ‘represented graphically’ on the 

register. This change will mean that, as long as 
the representation of a sign is sufficiently ‘clear 
and precise’ (so that other people can tell what 
protection the mark owner has), different kinds 
of trade marks will now be allowed on the register 
– including motion marks, film or ‘multimedia’ 
marks and hologram marks. 

These will complement more traditional trade 
marks which, historically, have mainly consisted 
of words (including personal names), letters and 
numerals, and therefore often comprise company, 
trading or product names, along with brands and 
logos. An example: the first registered UK trade 
mark, which dates from 1876 and is still in force, 
is a black and white representation of the logo 
for Bass & Co. Pale Ale (currently belonging to 
Pioneer Brewing Company). 

The industry appetite for more unusual marks 
has seen an increase in design, colour and sound 
mark applications, as well as applications for 
marks covering the shape of goods or packaging 
of goods. This change to UK law should also make 
these applications easier. For example, uploading 
a sound recording, rather than providing musical 
notation or other visual depiction, may satisfy the 
‘clear and precise’ requirement. 

Potential applicants should bear in mind 
that some businesses have suffered difficulties 
securing registration, for reasons including failing 
to be sufficiently precise and clear, falling foul of 
the exceptions to protection, or else not being 
considered ‘trade marks’. For example: 
•  Red Bull’s application for its silver-and-

blue combination was rejected, because the 
representation allowed the two colours to be 
arranged in different combinations. As the 
trade mark could take multiple forms, it was 
considered insufficiently precise. 

•  Nestlé was denied its three-dimensional shape 
trade mark representing its famous four-finger 
KitKat chocolate bar because the Court of Appeal 
held it had not acquired ‘distinctive character’ 
such that it could be considered a ‘trade mark’ (as 
something that denotes origin). 

The courts’ and trade mark registries’ treatment 
of non-traditional trade marks should not deter 
potential applicants, but simply serve as useful 
guidance that they must give due care and 
consideration to the mark’s illustration, and to the 
evidence they may need to defend any potential 
objections or exceptions. 

Potential applicants can hope that the 
introduction of more non-traditional trade marks 
signifies that the courts and registries must be 
ready to embrace change. Previous case law has 
suggested (repeatedly) that consumers are more 
likely to rely on words and logos to identify a 
product’s origin or manufacturer (the key purpose 
of a trade mark), rather than shapes or any other 
indicator. However, if the law makers have decided 
all such signs are capable of being trade marks, 
potential applicants for non-traditional marks 
should not be put at a disadvantage or higher 
burden of proving their sign qualifies as a ‘trade 
mark’. Perhaps an increase in non-traditional 
registrations will support the development – in 
case law – of a more sophisticated consumer who 
might rely on other types of trade marks.

Hopefully these changes will allow businesses to 
build their trade mark portfolio, allowing for layers 
of protection and, as technology advances, the 
industry fully expects to grapple with smell, taste 
and maybe even touch marks.

LAW 
Womble Bond Dickinson

Changes to UK trade mark law allowing new types of trade marks opens up a wealth of 
opportunities, according to Rose Smalley, associate of Womble Bond Dickinson

NOW YOU SEE ME…HEAR ME…
OR SENSE ME?

WOMBLE BOND 
DICKINSON 
For advice on how you can 

protect your brand, please 

contact Rose on 
rose.smalley@wbd-uk.com
www.womblebonddickinson.com 
@WBD_UK
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FINANCE 
Rathbones 

If you’re paying more than double the going rate for branded batteries, what else are you 
overpaying for? Rathbones investment director James Kyle asks how long will these brands last 
before people realise and ditch them in droves

THE END OF THE BRAND?

Have you ever been in the middle of 
brushing your teeth when the battery 
of your electric toothbrush suddenly 
peters out? And after some grumpy 
minutes of searching it becomes 

apparent that you’d put off buying some spares. 
If you’re lucky, you’ll have a trusty fixed bristle 

back-up, or whatever the old-school equivalent is, 
and can add some more branded batteries to the 
shopping list. 

But when will you squeeze in a trip to the shops? 
Wouldn’t it be easier just to buy online? Browsing 
Amazon, you find you could buy ‘Basics’ store brand 
batteries at a significant discount to the well-known 
branded equivalents. On the same page. Customer 
reviews suggest these basic batteries are at least as 
good as the branded ones. 

This gets you thinking: could social media and 
independent customer reviews destroy certain 
brands?

For example, 20 years ago, most people would shy 
away from buying supermarket branded cornflakes, 
even if they were significantly cheaper than the 
branded variety. But this was before independent 
customer reviews could give reassurances about taste 
and quality. 

I suspect luxury brands won’t be as affected by 

this: people will always aspire to buy those kinds of 
products and services. Just being able to buy them is 
part of the allure, it doesn’t really matter if you can 
get the same quality from a spartan manufacturer 
elsewhere.

But we don’t seem to get excited by commoditised 
brands such as Andrex, Kellogg’s, Colgate, Flash, 
Fairy Liquid, etc, anymore.  We don’t show them off 
to our friends and neighbours. We bought them in 
the past because we believed and trusted the brands 
to be of superior quality. We trusted that they were 
worth more. But what if own branded products are 
considered to be least as good as them and half the 
price? What if that trust has diminished? 

Will Millennials be loyal to these if their peers 
are positively reviewing much cheaper alternatives? 
We already know their spending patterns are very 
different to middle-aged people.

This has already been seen with painkillers in 
this country. You can buy supermarket own brand 
paracetamol at a fraction of the price of the branded 
ones. Clearly many people do. 

New brands are popping up very quickly, backed 
by big marketing budgets, for example web-based 
property brokerage Purple Bricks. These start-ups 
bargain on developing their image in the public 
consciousness as quickly as possible to gain the trust 
that is the lifeblood of brands. Often, these branded 
goods or services have low barriers to entry other 
than their marketing spending power. We need to be 
sure the substance and sustainability of the company 
matches the initial spending power.

And as for the battery drama? You could purchase 
online during your morning commute and they’ll be 
home before you are.

Disclaimer: 
Rathbone Investment Management Limited is authorised 
by the Prudential Regulation Authority and regulated by the 
Financial Conduct Authority and the Prudential Regulation 
Authority. Registered office: Port of Liverpool Building, 
Pier Head, Liverpool L3 1NW. Registered in England No. 
1448919. Rathbone Investment Management Limited is part 
of Rathbone Brothers Plc. Head office: 8 Finsbury Circus, 
London EC2M 7AZ.

Any views and opinions are those of the author, 
and coverage of any companies must be taken in the 
context of the article and in no way reflect an investment 
recommendation. Past performance should not be seen 
as an indication of future performance. The value of 
investments and the income from them may go down as well 
as up and you may not get back your original investment.

RATHBONES
www.rathbones.com
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The North East is a pioneer in so many 
aspects of engineering. From the 
development of the steam turbine 
to the locomotive engine, the region 
is a hot house of invention and 

innovation.
That entrepreneurial spirit exists in the vast 

range of manufacturers from the region that blaze 
a trail in home and export markets – many being 
prominent players in their sectors.

UTS Engineering is very much in this category.
The company operates from large-scale 

manufacturing and service facilities in Jarrow and 
Newport, Wales. It works extensively in the utility 
sector, as well as across a range of industrial and 
commercial sectors in the UK, and has developed 
significant business in the Middle East.

The company, which employs more than 100 
people, produces a vast range of couplings, flange 
adapters and repair clamps. Its unique selling 
point is having the capability to provide almost 
any product for the piping industry, to incorporate 
tailor-made solutions and to fabricate its products 
to suit any size of diameter and oval pipes, if 
required.

However, it’s the company’s culture that makes 
it special. Basically, it is fearless. It operates around 
the clock every day of the year, including Bank 
Holidays, and is on constant call to assist in large-
scale emergency situations.

When water bursts occur or when essential 
maintenance is needed, it is UTS that the utility 
sector turns to.

Shaun Sadler, managing director, says: “We 
are constantly available and always on the move. 
We hold over £5 million of engineering parts, the 
majority of which we manufacture ourselves, and 
we have a fleet of vehicles with skilled engineers on 
call 24/7. 

“It is not unusual for us to be contacted about a 
major incident and for us to design and produce 
an engineering part, transport it by road 300 miles, 
and for us to be on site and the problem solved all 
within 24 hours. 

“It can be challenging and stressful but I have 
complete trust in my colleagues, with whom I 
have built a tremendous bond over the years. 
They overcome what sometimes may seem 
insurmountable odds. However, they always 
deliver.” 

With two sites in Jarrow and ever-increasing 
demand from customers both at home and 
overseas, the company invested £750,000 in a 
facility in Newport, at the end of 2017, which will 
offer a variety of essential services to customers in 
Wales and the south of England. 

What makes UTS stand out is the sheer size of 
its facilities. In a world where evolving technology 
means firms can downsize, UTS requires vast 
shop floor space in which to design and engineer 
its products. The three sites combine to close on 
200,000 sq ft, which is approximately four football 
pitches.

Shaun adds: “It is remarkable how far we have 
come and I suppose that, in many ways, manifests 
itself in the size of our facilities. I was increasingly 
aware that the more we grow, the more the interest 
in our company would be.

“We needed to stand back a little and look at the 
way we presented ourselves, not just to customers, 
but suppliers and the communities in which we 
operate. To that end we have engaged with Bradley 
O’Mahoney Public Relations to help us promote 
the many positive things we do as a business and 
to look at our digital and web presence. That work 
is taking place now.

“We are very proud of our industrial heritage 
and also where we are heading in the future as a 
company. It’s time that we started to tell our story.”

PUBLIC RELATIONS 
Bradley O’Mahoney

Daniel O’Mahoney, managing director of Bradley O’Mahoney Public Relations, reports on UTS 
Engineering, which has a fearless, can-do attitude, that makes it a vital player in the utility sector

TRAILBLAZING UTS ENGINEERING 
GOES FOR GROWTH

BRADLEY O’MAHONEY
www.bradleyomahoney.co.uk
@BradleyOMahoney

UTS ENGINEERING
www.uts-ltd.com

Photo (top): Shaun Sadler, 
(above) Daniel O’Mahoney

i



47

I’m often asked what makes a good brand 
and there is no simple answer, particularly in 
today’s challenging marketplace where brands 
have to compete in an overcrowded and noisy 
space.

A distinctive brand starts with a compelling idea 
that may be a disruptor in the marketplace, but 
certainly should capture the customers’ attention. 
Good brands start from the inside out and are 
about creating the desired culture that will support 
the vision of the organisation. They have a core 
purpose that is the driving force, and this is well 
communicated throughout the business. Customer 
service is a key focus for these organisations and 
their people understand they need to demonstrate 
passion and consistency in that delivery, whether 
of its services or products. 

When people talk about brands they generally 
think of logos, websites and marketing events, but 
brands are about how you make your customers 
feel. They are about the quality and consistency 
of your people and the service they give. A strong 
brand not only attracts new customers, but will 
also create repeat business and endorsements.

To do this you need to focus on your values and 
the internal communication within the business. 
Think about how you recruit, induct and train 
your people. Do they understand what the vision 
is for the organisation, where it is going and what 
role do they play in its development? Do the 
behaviours of your people and, in particular, your 
leadership team fit with the culture your brand 
wants to promote externally? We’ve seen in recent 
months how behaviours from certain individuals 
can have a very negative impact on brands. The 
speed and connectivity of social media also has 
a huge influence on developing and promoting 
brands, but equally the wrong messages about the 
organisation or its people can have devastating 
effects. 

A brand’s position, purpose and culture should 
all be employed by management to guide decision 
making, and leading brands fully understand 
how important it is to have a cultural fit that is 
supportive to brand strategy. A supportive internal 
culture that has a feeling of ownership strengthens 
employee engagement and has a far better chance 
of delivering an outstanding service. Companies 
who align their internal and external brand 

messages, and most importantly stay relevant, have 
seen more collaborative working and an increase 
in productivity.

I was asked to help Square One Law develop 
a new legal brand six years ago. The legal 
marketplace is overcrowded and traditionally 
resistant to change, but here was a firm that 
wanted to challenge the status quo and create 
something fresh, different and more agile than its 
competitors. We talked about going back to square 
one and building an internal brand and culture 
that would create a relevant service for today’s 
marketplace - and that’s how I came up with the 
name Square One Law.

The firm totally focuses on its clients and 
puts them at the heart of all it does and has been 
successful because of the strong relationships 
its people have built with their extensive range 
of clients. They’ve attracted a very talented, 
engaged team of lawyers who understand that 
communication is key and their teamwork, and the 
way they put their clients first, has created a very 
successful brand.

LAW
Square One Law

Gill Gilthorpe, branding consultant to Square One Law, discusses how collaborative working can 
help improve and strengthen a brand

WHAT MAKES A GOOD BRAND?

SQUARE ONE LAW
Gill Gilthorpe is a branding 

consultant to Square One Law 

0843 224 7900

www.squareonelaw.com
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Branding is all-important for a business 
– research has shown that at least 
two thirds of the value in FTSE 100 
companies lies in their brand. Despite 
this, it’s surprising how often the 

value of a brand is overlooked or misunderstood. 
Brands can be lost or devalued if they are not 

adequately protected; they can even be destroyed 
by a careless remark. 

Gerald Ratner, CEO of the jewellery group 
Ratners, once described some of his own products 
as ‘total crap’. Afterwards, he said, the value of the 
Ratner Group plummeted by around £500 million 
and it eventually had to be completely re-branded 
as the Signet Group.

A considerable investment of time, and often 
money, is involved in developing and maintaining 
a brand, whatever the size of your business. If you 
are going to make this investment, then it is vital 
you establish whether you are free to carry out 
your activities without coming into conflict with 
the legal rights of others. 

It is also important that, when you create a 

brand, you know your rights when involving 
third parties such as advertising agencies. Unless 
something is signed to the contrary, you could find 
yourself in a position where that third party owns 
all the copyright in their creative output despite 
you paying substantial sums for the work to be 
carried out.

Some elements of a brand can get greater 
protection if they are registered. The most obvious 
and common form of protection is to register 
your business name as a trade mark. There is a 
common mistaken belief that registering a name 
at Companies House provides some degree of 
protection. This is not the case. 

By registering your business name, brand 
name or logo as a trade mark, you are granted a 
monopoly on the use of that name for your goods 
and services, which will continue – providing you 
pay the renewal fees every 10 years. 

A trade mark can be anything distinctive that 
clearly identifies your goods or services from 
those of other traders – not just business names or 
words. Sounds, shapes, slogans, colours and even 
smells can be registered.  

You will need to be vigilant as to the use of 
your marks or similar marks by others in the 
same or similar market. You must be prepared 
and in a position to act promptly if you believe 
that someone is using your marks without your 
permission. You should educate your employees 
about the importance of trade marks; sales and 
marketing teams are often in the best position to 
spot any infringements.

Branding does not just concern big businesses 
– every business, big and small, should consider 
establishing a brand and also what IP assets it has 
that it could protect to give it monopoly rights and 
strength in the event of any later infringement. 

LAW
Sintons 

…says Pippa Aitken, head of IP at Newcastle-based law firm Sintons 

IT’S YOUR BRAND – OWN IT!

SINTONS 
Contact Pippa on: 

pippa.aitken@sintons.co.uk

0191 226 7842

www.sintons.co.uk
@SintonsLaw
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FIVE TOP BRAND PROTECTION TIPS 

•  Check no-one is already using your brand 
or brand idea.

•   Brand registration is not essential, but will 
help protect you and your business from 
competitors.

•  Put guidelines in place governing the use 
of the business’ brand by others.

•  Keep an eye on the competition to ensure 
they are not using your work as their own.

•  Ensure you own all the intellectual 
property created on your behalf.
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LAW
Sintons 

Do you remember what was taking 
place in August 2008? The  Olympic 
Games opened in Beijing and the 
domain Bitcoin.org was registered. 
In January 2009, Slovakia officially 

became the 16th member of the Eurozone and 
adopted the euro. The same month, the Bitcoin 
Network came into existence. In March 2010, Hurt 
Locker won best film at the Oscars and Bitcoin was 
worth $3c. In February 2011, the Arab Spring saw 
Hosni Mubarak resign as Egypt’s President and 
Bitcoin was worth $1.

A fair few things have happened since – 
including the extraordinary rise of Bitcoin value 
– up until just before Christmas 2017. 

Satoshi Nakamoto is widely credited as the 
inventor of Bitcoin but he also created the 
first commercial Blockchain in 2008 - which 
is a continuously growing list of data records, 
called blocks, which are linked and secured 
using cryptography. The first work on a 
cryptographically secured chain of blocks was 
described in 1991 by Stuart Haber and W. Scott 
Stornetta – so the concept is far from being new.
It is set, however to become the norm. By 2020, 
Dubai plans to conduct all government business 
by Blockchain. 80 per cent of the world’s banks are 
also developing their own Blockchain.

Technology is changing money
We are moving away from commodity-based 
[physical] value and moving towards network-
based [digital] value.

Fiat (no intrinsic value) money has major 
problems; worldwide debt has reached 
distressing levels. Credit cards first appeared 
in 1946 – technology has barely changed but 
credit availability worldwide has been severely 
abused. Centrally banked currencies are 
engaged in competitive devaluation and it’s even 
been reported the price of gold may be being 
manipulated to conceal inflation.

Worldwide, people are using less cash to pay. 
Credit and debit cards remain popular but are 
increasingly being used via smartphones. 

Smartphones and digital transactions now go 
hand in hand. Digital currency and fiat currency 
already co-exist, but digital currency will only 
continue to grow.

 
Blockchain is the future of transactions
Described on TheGuardian.com as “one of the 
biggest IT inventions of our time”, Blockchain is a 
mutual distributed ledger that keeps digital assets 
completely secure – creating new possibilities for 
money. It removes the risk of theft, duplication 
and it has never been hacked. It allows people 
everywhere to transact safely and securely. It is the 
only reliable system to validate digital transactions 
transparently and globally.

Bitcoin began it all, but it does have limitations 
and is steadily losing market share. As the 
prototype,like all first inventions, what follows is 
more advanced. Think about the phone you had 
before your first smart phone. Early adopters have 
made millions – despite its well-publicised fall in 
value late last year, it is still worth over $9000 – 
from a $3c start 2010. 

Usability
A growing number of firms are offering services to 
the new adopters encompassing advice on when 
to buy and sell and which currencies to trade 
– Bitcoin being the best known. Despite being 
around for nearly eight years, Bitcoin is still only 
accepted by 400,000 merchants worldwide.

Imagine, however, a new digital currency that 
provided true usability; where we could shop 
anywhere in the world, pay using digital currency, 
but where the merchant chose to be paid in his/her 
preferred currency. Where there were no merchant 
fees – something that can be crippling with 
credit cards. Imagine being able to shop – using 
your smart phone – buying goods and services 
anywhere that accepts Visa and MasterCard,in 
over 60 million outlets worldwide. Then reflect on 
being able to transfer all cryptocurrencies to this 
ledger.

Is this some future fantasy? Actually, it will be 
possible in June.

FINANCE 
The Aurea Partnership

Google changed information, Facebook changed friendship and Apple changed communication 
but a far more significant change is coming with Blockchain, says Chris Haley, managing director 
of The Aurea Partnership

SYSTEMIC CHANGE

THE AUREA 
PARTNERSHIP
www.theaureapartnership.com
@AureaPartners
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Virgin, Google and Rolls Royce are 
some of the world’s most iconic 
names that have stood the test of 
time. All three companies have 
been successful because their 

brand – and all that it stands for – is well-known, 
respected and trusted.

Brand is so much more than a name, company 
logo or fancy marketing slogan. It is how people 
perceive your business as a result of their 
experience of it. Having the right people with the 
right skills in the organisation is essential. They 
make the product or deliver the service, they 
uphold your values and create the culture and 
behaviours which determine your success.

Brand-building takes time, effort and 
continuous investment. Newcomers to the market 
find that they’re competing against brands that 
have been around for several decades – a difficult 
challenge and perhaps a reason why so many 
start-ups fail within their first three years of 
trading, but it can also be an opportunity to create 
something distinct and to stand out. 

More than 60 years ago, Gateshead College 
became pioneers of apprenticeship training, 
working hand in hand with local engineering firm 
Sigmund Pumps, and have gone on to deliver 
vocational training tailored to the business needs 
of hundreds of other employers. In all this time 
our core purpose has remained the same: to 
deliver training that gets people job-ready and 
helps employers become more productive and 
competitive. That is the essence of our brand: 
education with employment edge. 

Every single employee has an important role 
to play in delivering this. After joining Gateshead 
College, all new employees take part in a brand 
workshop with the director of marketing and 
communications, highlighting what we stand for 
and the behaviours they’re expected to display. In 
return, we continuously train and develop them 
so that they’re able to perform at the top of their 
game and can play their role in creating a brand 
we can all be proud of.

A strong and clear brand helps organisations 
stand out from the competition, drives business 

growth and gives focus and purpose to the work 
it does. Get it wrong, however, and this could 
have disastrous consequences for reputation, staff 
morale and profitability. 

Because we understand the importance of 
brand, we can help other businesses strengthen 
theirs. Over the last six decades, we’ve delivered 
flexible training programmes tailored specifically 
to the needs of each company we’ve worked for, 
enabling them to develop a pipeline of skilled 
talent who can grow and develop their business. 

One of our long-standing partners is the 
region’s third largest employer, Go North East – a 
brand renowned in the local business community 
for its commitment to innovation and customer 
service excellence. The company recognises 
the importance of continuously investing in 
its people and we’ve helped it to deliver several 
bespoke training programmes, including 
an award-winning mechanical engineering 
apprenticeship and a unique bus driver training 
and development initiative.

Aimed at fulfilling Go North East’s driver 
recruitment needs, while supporting local 
unemployed people back into work, the 
programme provides candidates with the 
specialist training required to meet the company’s 
high standards and improve candidates’ chances 
of future employment. Comprising practical 
driving tuition, English, Maths and interpersonal 
skills refresher courses, and blended with critical 
subjects such as interview techniques, health 
and safety and – crucially for Go North East – 
customer service, learners also receive depot 
tours with an extensive company induction to 
introduce the operator’s strong vision, beliefs and 
attitudes; embedding them into the culture from 
day one.

Maximising the potential of your people is 
critical to the success of your brand and I am 
delighted that we are playing a key role in helping 
employers across the region to do this. Seeing 
those businesses become more productive and 
competitive as a result of developing their people 
demonstrates that we are delivering on our brand 
promise.   

EDUCATION
Gateshead College

Judith Doyle, principal and CEO of Gateshead College, discusses the importance of brand-
building in the business world

EMPLOYEES ARE KEY 
TO BRAND SUCCESS

GATESHEAD COLLEGE
www.gateshead.ac.uk
@gatesheadcoll 
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For any professional services firm, 
it is important to maintain brand 
authenticity and ensure that the 
business has personality and depth, 
rather than just a name.

At Gordon Brown Law Firm LLP (GBLF), its 
people are its brand, and the firm is proud to have 
a team of straightforward and grounded lawyers 
offering well-informed, bespoke advice to its 
clients. 

GBLF has brought this to life through the firm’s 
‘Real People’ brand, which is breaking down the 
corporate image of solicitors, while ensuring its 
clients feel that they are dealing with a real person 
that understands their circumstances and who 
they can relate to.

The first step to creating the ‘Real People’ brand 
was to identify what really sets GBLF apart – the 
fact its lawyers are approachable and friendly. 
Based on these findings, GBLF established a brand 
of ‘Real People, Really Great Lawyers’, which truly 
places its people as the face of the business.

Building a brand of real people has enabled 
GBLF to connect with its clients on a person-to-
person basis. It is a client-orientated firm, with 
lawyers that deliver excellent services across a 
range of practice areas; this service is authentic and 
tailored to each individual, because it comes from 
a real person rather than a faceless individual.

Looking past the legal specialism or daily 
routine of a financial controller to their passion for 

running, or a solicitor’s love of collecting quirky 
shoes, has enabled people to see the diverse nature 
of the team, whilst allowing GBLF to develop the 
image of the business as a people-centric firm even 
further.

Since introducing the ‘Real People’ brand, the 
firm’s senior management team has encouraged 
everyone at GBLF to get involved, across all levels 
of the business. From its managing partner to its 
business development manager, a paralegal to an 
associate, the entire team feel more coherent and 
solid as a business since the brand was launched. 
This is particularly important as the firm operates 
across two offices in the North East, so developing 
a feeling of togetherness is essential to ensure 
efficient service across every department.

While the impact of the ‘Real People’ campaign 
on clients is important, GBLF values its people, 
their morale and workplace satisfaction as a top 
priority. Through establishing a people-focused 
brand, it has been able to connect with and 
understand the individuality and authenticity 
of every team member, enabling employees to 
understand each other more, bringing the team 
closer together and strengthening relationships.

With offices located in Newcastle and Chester-
le-Street, GBLF’s experienced team of ‘Real People’ 
offer a range of legal services and advice across 
all areas of family, residential conveyancing, wills 
and probate, dispute resolution, corporate and 
commercial law. 

LAW
Gordon Brown Law Firm

Gordon Brown Law Firm LLP is looking to break down the traditional corporate image of law and 
replace it with a more approachable and friendly brand, developed by its team

BUILDING A BRAND OF REAL PEOPLE

GORDON BROWN 
LAW FIRM LLP
www.gblf.co.uk
@GordonBrownLaw
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We’ve really enjoyed writing 
our articles for North East 
Times over the last couple 
of months. Discussing the 
themes of ‘relationships’ 

and ‘people’ – both important ingredients to any 
business. 

This month, we’re talking ‘brand’. Surely a simple 
task for a design agency to talk about, right? 

Unfortunately not; one page isn’t anywhere near 
enough to cover this vast area, but we have a few 
experiences we’d like to share which may get you 
thinking.

As a creative digital agency, our relationship with 
a client often begins when tasked with the design 
and development of a new website. During the early 
stages of this process, a key area we explore early 
on is whether or not the client has content or an 
existing brand to implement across their new online 
home. A ‘logo’ is often a starting point for this, and 
sometimes maybe the only element of an identity 
that some clients have. We’ve all heard that a brand 
is much more than a logo, but this is easy to say and 
much harder to put into practice. So, how does this 
all fit together, and at what point does your website 
become part of your brand?

Websites and digital solutions require structure. 
By exploring this we discuss elements such 
as hierarchy of information, messaging and 
imagery to name a few. More and more often, 
when carrying out website discovery workshops, 
our clients uncover and therefore develop a 
deeper understanding of their brand when being 
challenged to give structure to their business. Will 

a user understand that terminology? What message 
does the content on this page convey? What is your 
tone of voice? These are a few questions that spring 
to mind. 

Our most recent project, launched last month 
for business development agency Generator, is a 
great example of this. Prior to embarking on the 
web project, a marketing review had been carried 
out and a suite of logos with usage guidelines 
had been established for us to use. However, by 
working with the team to establish their website, 
the renewed Generator brand came to life - not 
only in the aesthetic of the site, which has now been 
applied to a range of printed material – but also 
in understanding the complex positioning of the 
array of services and programmes they have to offer. 
Through this process the team themselves adopted 
the phrase ‘Garage to Global’, a mainstay of the key 
messaging that is now promoted.

With a scalable site and marketing strategy in 
place, Generator is now well positioned for growth 
in 2018.

Jodie Balmer, marketing manager at Generator, 
says: “Our old brand was simply that; old. Generator 
was established in 1991 as a music development 
agency but has since evolved and branched into 
other sectors, providing a whole host of services to 
businesses within creative, digital and tech. A solid 
brand that fits with the nature of the work you do 
is vital for business development, this is something 
we regularly tell the businesses we help but had 
neglected to turn that mirror onto ourselves. The 
team at Cargo were outstanding in helping us 
develop our understanding of Generator’s online 
offering. With their help, finally we feel we present a 
true reflection of not only our business but of all the 
people involved, this will help us continue to expand 
our reach in the North East and further afield.”

Your brand is much more than a logo and by 
undertaking a web project you can discover and 
learn far more about your brand than you might 
think. We have helped a range of clients establish 
and develop a consistent brand both offline and 
online. However, we often see a project that starts as 
‘we just need a new website’ develop into a branding 
exercise - a discovery around how their identity, 
website and content all come together to form their 
true brand.

MEDIA 
Cargo

Carl Rutherford, lead designer at Cargo, reveals how to create effective digital brands – using a 
project the North Shields-based creative agency recently delivered for business development 
agency Generator as an example

IS IT A WEBSITE OR AN IDENTITY? 
NO, IT’S YOUR BRAND

CARGO
www.cargocreative.co.uk
@cargocreative 

Photos: (above) Carl Rutherford 
and (top) working with the 
Generator team. See the new 
Generator website at: 
www.generator.org.uk
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IN ASSOCIATION WITH:

North East Times’ success in covering the commercial property sector has prompted us to widen our scope to – the Built 
Environment. Just as we will continue to focus on news and views in the important commercial property sector, we have extended 

our interest into every aspect of the construction environment. We will seek to engage with the many disciplines involved and 
highlight the issues impacting them. Above all, we will promote the excellence that exists in the North East and deliver where we 

can the inside stories from within the complex world of the Built Environment

BUILT 
ENVIRONMENT
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BUILT ENVIRONMENT - NEWS

SOUTH TYNESIDE

Office park sold for £1.31m
A fully-let office park in South Tyneside has been sold for £1.31 
million.

Blue Sky Way, part of Monkton Business Park, Hebburn, has 
been acquired by a private investor from Shildon Estates LLP/ 
South Shore Developments represented by Cushman & Wakefield. 
The £1.31m purchase price reflects a net initial yield of 8.74%. The 
sale comprised eight high-specification ‘own front door’ offices 
located five miles south east of Newcastle city centre between the 
A1 and A19 corridors.

NORTH TYNESIDE 

First look at George Clarke’s 
Fab Houses     
Places for People and Urban Splash, the joint venture partnership 
redeveloping Smith’s Dock in North Shields, have released a new 
image that shows what the next homes at the site will look like.

With 24 modular Town Houses on The Plateau area of the 
development, an elevated plot overlooking the water, already 
complete, the developer has now unveiled the much-anticipated 
aesthetic of the next residential phase – which have been designed 
by North East architect and Channel 4 presenter George Clarke.

Ten of the 2-storey homes have been created and will launch for 
sale this March. Known as Fab Houses, they stand on the Plateau 
and, according to George, have been designed with families in 

mind. He said: “I am thrilled that we can now show buyers just 
what these homes will look like. What we’re creating here are 
proper family homes; homes that are spacious, well planned and 
will encourage family living.”

NORTHUMBERLAND  

The Sill shortlisted for national planning award   
Northumberland National Park Authority’s The Sill: National 
Landscape Discovery Centre at Once Brewed has been shortlisted 
for a prestigious national RTPI (Royal Town Planning Institute) 

Award in the Excellence in Planning for Heritage and Culture 
category.

The Sill, designed by North East architect firm JDDK, opened to 
the public in July 2017 and has since received 96,000 visitors. 

DURHAM

Council in running for two awards 
Durham County Council is in the running for two prestigious 
national awards, in recognition of its work to spruce up towns and 
villages and support local businesses.

The council has reached the final of the Local Government 
Chronicle Awards 2018 for its Operation Spruce Up programme, 
and its Finance Durham Fund.

The awards celebrate excellence in local government with 

Spruce Up shortlisted in the environmental services category and 
Finance Durham in the innovation section.

Finance Durham is a £20m fund overseen for the council by 
national private equity managers, Maven Partners, working closely 
with the authority’s economic development organisation Business 
Durham.

The fund can give up to £700,000 to support local businesses, 
or to help firms from outside the county to move there.

IN ASSOCIATION WITH:
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Re-birth after 50 years

It was a typical November day in 1968 when King 
Olav V of Norway snipped the ribbon across the 
main entrance to the Council Chamber. 

Cementing our age old links with Scandinavia, 
the presence of such a venerable member of 
European royalty gave the city a huge lift, only 
repeated when President Jimmy Carter visited 
the city.

Now the George Kenyon-designed building 
is set for transformation. Officially completed in 
1967, the building was extraordinary at the time 
with a roof-top clarion donated by the Adamson 
family of the then-British Paints business 
in Ouseburn, two impressive David Wynne 
sculptures and a line of gas-fired flambeaux. 
Impressive to say the least.

So why the investment, why the change? 
Cllr Ged Bell, Cabinet Member for Inclusive 

Growth, Newcastle City Council, says it’s all 
about the ongoing financial challenges facing the 
Council that “require continual innovation over 
how we operate and how our assets are utilised”.

He continues: “The refurbishment of the Civic 
Centre is an ‘Invest to Save’ programme of works 
that will result in net savings of £32 million over a 
25 year period – savings that will relieve budget 
pressures on Council services.”

There are several key objectives - to increase 
the quality and value of the Civic Centre asset 
by modernising and improving office working 
environments. This will improve organisational 
efficiency and performance through the adoption 
of agile working practices.

This will increase rental income through the 
letting of surplus areas of the Civic Centre, 
reduce energy consumption and carbon 
emissions by around 30 per cent and, above all, 
result in a net £32 million revenue saving.

Cllr Bell adds: “To achieve these savings, there 
is a requirement to make a capital investment 
of £45.4 million, but this will be paid back and 
generate the additional saving of £32 million over 
the next 25 years.”

The redevelopment will see the 

FaulknerBrowns-led design delivering a new 
main entrance to the Civic Centre incorporating a 
café facility and some 90,000 sq ft of refurbished 
office accommodation designed to facilitate agile 
working practices. This would be occupied by 
council employees.

An additional 90,000 sq ft of refurbished 
space will be leased to other public sector 
organisations. For example, around 60,000 sq 
ft will house the Family Civil and Employment 
Tribunal court facilities. There will be a new 
Coroner’s Court and a new Data Centre.

Old plant and services will be replaced to 
improve energy efficiency performance, there will 
be new shower/change staff facilities and the 
external façade of the estate will be repaired and 
cleaned. 

The introduction of agile working has reduced 
accommodation needs, releasing substantial 
areas for external letting. The Council has 
been working closely with the Government 
Property Unit to introduce other public sector 
organisations to the Civic Centre.

This will extend and enhance the use of the 
facility, increase employment in the city centre, 
and potentially open opportunities for joint 
service delivery and shared working that could 
improve the quality and efficiency of the Council’s 
operations.

The demand for accommodation from third 
parties has been positive and tenants now 
occupying the site include ACAS (Advisory, 
Conciliation and Arbitration Service), Insolvency 
Service and Northumbria Police Occupational 
Health. 

Negotiations are now at an advanced stage for 
a long-term lease with HM Courts and Tribunals 
Service. The lease will bring together Civil, Family 
and Tribunals work in the Civic Centre and 
facilitate the bringing together of Magistrates and 
Crown Court work under the same roof in the 
Combined Court on the Quayside.

So far, seven floors in the Tower Block have 
been refurbished providing 70,000sq ft of office 

Chris Dobson reflects on the major plans that are set to bring Newcastle’s iconic Civic Centre into the 21st century 

PROPERTY - CHRIS DOBSON
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IN ASSOCIATION WITH:

space, 60,000 sq ft of which are occupied by 
around 990 Council employees. 

A five-year lease for c10,000 sq ft has been 
entered into with the Advisory, Conciliation and 
Arbitration Service, Heads of Terms have been 
agreed with HM Courts and Tribunal Service to 
secure a 25-year lease for Blocks 1 and 2 from 
summer 2019 to house the Civil, Family and 
Tribunal Courts.

The introduction of agile working is a new 
approach to the way in which the Council 
operates. It is based on a modern flexible 
working environment where staff are allocated a 
range of different resources to suit their working 
patterns and requirements. Staff will have their 
own personal storage and filing spaces, but will 
not be allocated an individual desk. 

The move to agile working will allow the 
Council to harness the benefits that it can bring 
such as greater flexibility, new work styles within 
the office and beyond it, so encouraging and 
supporting a culture that is focused on delivering 
outcomes.

Among an array of benefits, the new approach 
will facilitate differing styles of individual and 
collaborative working including quiet rooms, hot-
desking, informal discussion areas and formal 
meeting rooms. 

Space is more intensively, intelligently and 
efficiently used. It is harnessing new technology 
with increased use of Wi-Fi, more mobile devices 
and greater digitisation of information speeding 
up processes and transactions. King Olav would 
be amazed.
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Viewpoint 

Quorum is one of the region’s largest 
business parks. Could you remind me of 
the key statistics?
There are 16 office buildings at Quorum totaling 
just short of one million square feet. In terms 

of capacity, the park can accommodate up 
to 10,000 employees. We have seen steady 
growth over recent years with 25 businesses 
now at the park. Between them, they employ 
over 6,000 staff on site. 

There is a wide range of sectors and sizes of 
businesses at Quorum from small start-ups in 
the serviced office and managed suites to large 
major businesses such as Tesco Bank, who 
have close on 1000 staff. 
 
You’ve been involved in this project 
throughout its development. What was your 
role? 
I was working in London when I approached 
about taking on the Quorum role almost exactly 
10 years ago. At that stage, half the park 
had been built and five tenants were on site. 
The vision was to double the size of the park, 
reinvest the onsite offer and significantly drive 
the occupancy forward. At that stage, I was 
working on some significant business parks 
in Cambridge and the M25/ M4 area, and I 
brought ideas around place making, quality of 
environment and staff amenity up to the North 
East.

For me, the place making was the key 
element, carefully planning the shared spaces, 
and providing important break-out and amenity 
spaces, such as our sports courts. This and 
the events programme we host gets staff out of 
their buildings and gets them to become part of 
a wider community.
 
What have been the outstanding lettings?
Every one of our 25 new tenants have been 
important to us, being a vote of confidence 
in our offer, when there are so many other 
options out there. One highlight has been 
attracting headquarters of some major North 
East businesses such as Greggs PLC, British 
Engines and NCFE, as we always set the park 

Fergus Trim, director at Broadoak Asset Management, talks to Chris Dobson about his ten years at Quorum 
Business Park, North Tyneside

INTERVIEW - FERGUS TRIM
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IN ASSOCIATION WITH:

up as a headquarters-quality environment. 
Another significant highlight has been landing 

inward investments, typically projects that 
looked across the country, where we were in 
competition with other UK and international 
locations. We have landed five such projects 
that have created over 2250 new jobs for 
the region. Landing Tesco Bank was a key 
milestone for us and brought over 1000 jobs in 
a single hit on a 15 year commitment.
 
How has Quorum helped the region’s 
image?
A significant part of my role is selling Quorum 
and the Newcastle city region on a national 
and international stage. We work closely with a 
number of important partners including North 
Tyneside Council, Invest Newcastle and Invest 
North East England to get the message out 
there. At the end of last year, I was in India 
talking to potential occupiers about Newcastle 
and the skills base in our growing IT cluster. 
It is important that we are seen as acting with 
scale to get us onto the radar of international 
investors.  

Quorum has helped this in as much as we 
offer immediately available space at a time when 
large city centre floor plates are scarce. Many of 
the inward investment projects are fast moving 
and having space built and available is always 
important.
 
Visually, Quorum is an outstanding 
development. How did you develop the 
masterplan and what was the brief?
The brief from the outset was clear, to 
have a closely master planned semi-urban 

environment. The buildings are all close 
together, all fronting on to the Avenue with 
connectivity and pedestrian break-out spaces 
linking the buildings. Car parking is hidden 
behind the buildings. 

Another important focus was on health and 
well-being with free to use sports courts, events 
spaces, BBQ and an outdoor gym, and free to 
use bicycles and table tennis tables etc.
 
What other projects are Broadoak involved 
in?
Quorum is our largest project, so our focus 
remains working with the investors and 
supporting the occupiers here in Newcastle. 

Another significant project we are working 
on is the 750,000 sq ft Maxim Office Park near 
Glasgow. Maxim has seen some good recent 
letting activity and has massively benefitted from 
the recent M8 motorway upgrade, which now 
sees ten lanes of motorway serve the park, with 
tenants attracted to the excellent connectivity to 
both Edinburgh and Glasgow. 

While Scotland is important to us, my focus 
remains on the North East. Here we are talking 
to a number of partners about potential new 
projects, and I’m really excited about the 
opportunities in the North East over the next 
few years.
 
Will Broadoak continue to have a presence 
in the North East?
Yes. I live locally and this is now home for three 
generations of the Trim family. My parents have 
followed us up the road, and my children have 
all grown up here. After 10 years we have really 
put down roots. The quality of life is fantastic 
and I can’t now imagine living anywhere else. 
 Business-wise, I see real opportunities in the 
North East going forward. As long as we can 
all work hard to grasp devolution, and demand 
the investment we need to realise the massive 
potential we have as a region. Hopefully 
Broadoak will have a part to play in delivering 
the workspace we need for the growing North 
East business base.

Broadoak Mangement 

www.broadoakmanagement.com

Quorum Business Park

www.quorumbusiness.co.uk
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Brand applies to places 
and premises too 

The brand of any business relates to how its 
staff, customers, clients, stakeholders and 
others perceive it.

At JK Property Consultants (JKPC), it’s no 
different. What we do and how we do it gives 
our clients and potential clients confidence 
that our service will achieve a standard of 
excellence.

It’s one of the reasons why I helped to 
co-found the North-East Initiative on Business 
Ethics (NIBE). 

NIBE is a company limited by guarantee and 
was set up to challenge the private and public 
sectors and academia to achieve responsible 
business.

First impressions count
How people perceive a business is crucial 
to its standing in the community, profitability, 
attraction of key people and future trade. 

That is why when JKPC is asked to acquire 
property on behalf of a client, the first question 
asked is what impression the company wishes 
to give in relation to the quality and standard of 
the accommodation being sought to meet their 
needs.

This criteria of perception needs to be 
incorporated in the three primary economic 
factors arising in the choice of accommodation 
and location, namely, proximity to market, 
labour and materials. All these factors matter 
when formulating a decision on the best 
located building to meet the company’s needs.

The experience to prove it
JKPC has made several acquisitions 
recently for numerous clients such as 
PricewaterhouseCoopers, NewcastleGateshead 
Initiative, Turner & Townsend, and Atom Bank.  
All considered carefully the overall needs of 
the organisation so we could find the type of 

accommodation that was most appropriate.
Singling out North East-based national digital 

bank Atom Bank as an example, the choice of 
its headquarter buildings was crucial at a time 
when confidence and perception of the banking 
sector generally is low.

High levels of sustainability and care of the 
environment and the full spectrum of corporate 
responsibility came into consideration to 
engender confidence. The acquisition of the 
Rivergreen Centre at Aykley Heads, Durham, 
met these criteria. The Rivergreen Centre is 
an acclaimed, exceptionally designed building 
which is highly environmentally friendly.

The acquisition of office accommodation is 
a similar case in point, requiring the identity of 
Grade A office space that is modern, effective, 
sustainable and - most importantly for the 
attraction and retention of key people - an 
enjoyable place in which to work with all 
amenities close by.

This can also be applied to manufacturing 
space, particularly where high-value engineering 
is carried out and modern well-designed laid 
out space, maintained to a very high standard, 
is required.

A consideration for all organisations
This might not be patently obvious when 
choosing business accommodation, but I 
wonder how many organisations actually think 
through the choice of the location of property 
and its impact on the brand, especially when 
it’s likely a considerable amount has been or will 
be spent.

We are in a highly competitive market, both 
as individual companies and as a region. Thus, 
how people perceive us has an even greater 
impact upon business development, value of 
orders and, most importantly, the attraction and 
retention of our people.

… says Kevan Carrick, principal of JK Property Consultants 

PROPERTY - JK PROPERTY CONSULTANTS 

JK Property Consultants LLP

www.jkpropertyconsultants.com
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There is no denying that the word brand 
means different things to different 
people. Jeff Bezos, founder of Amazon, 
hit the nail on the head when he said: 
“Your brand is what other people say 

about you when you’re not in the room.” 
Branding is about so much more than a 

logo and a strapline; a brand can arguably be a 
business’s most valuable asset. 

Great branding engages your people and 
permeates your culture. It ensures that customers 
look past your business as a practical solution and 
start to see your brand as the sole offering that will 
meet their needs.

When it comes to marketing professional 
services, brands arguably need to work harder 
to establish trust and to show their value. It 
is important to remember that services are 
emotional, they are delivered and experienced 
and it doesn’t matter how slick your advertising 
campaigns are if the promised service isn’t 
delivered as expected. Fairstone recognises the 
power of branding and is committed to building 
and investing in its brand. 

Established in 2008, Fairstone is this year 
celebrating its tenth anniversary. After ten 
successful years in business, the full service 
financial advisory house is well positioned 
within the financial services industry. The brand 
is recognised nationwide, as evidenced by the 
phenomenal growth seen by the firm over the last 
ten years. 

Over the last 12 months, Fairstone has 
completed eight acquisitions and ten new 
downstream buy out deals. As a result, recurring 
income has increased by £9.2 million, client assets 
have grown by £1.8 billion and organic growth 
across the business is in excess of 15 per cent. 

While this growth is set to continue, over the 
next five years the firm plans to shift its focus 
and to establish the Fairstone brand within the 
consumer marketplace. 

Fairstone CEO Lee Hartley says: “We are 
incredibly proud of how the Fairstone brand has 
developed over the last ten years and I have every 
confidence that within the industry, our brand will 
continue to go from strength to strength. 

“We have work to do in the consumer space and 
we are not naïve enough to think that just because 
we are recognised and trusted among our peers 
this will immediately translate into the consumer 
market place. We have a strong foundation on 
which to expand our brand awareness and a 
commitment to making Fairstone a recognisable 
name over the next five years.” 

As one of the UK’s largest Chartered Financial 
Planning firms, Fairstone offers independent, 
whole-of-market financial advice to more than 
40,000 clients nationwide. Fairstone advisers 
combine market knowledge, specialist expertise 
and the very latest technology to produce the 
highest quality outcomes for their clients in a cost-
effective manner. This advice covers everything 
from financial planning, pensions and investments 
to mortgages and estate planning. 

For a third year running, Fairstone has retained 
one of the industry’s highest marks of quality, its 
five-star Defaqto rating for its range of in-house 
investment solutions. 

FINANCE 
Fairstone

South Tyneside-based Fairstone has enjoyed unprecedented growth since establishing in 2008 
and its industry recognised brand has helped it become one of the largest Chartered Financial 
Planning firms in the UK. But there’s still work to be done, says CEO Lee Hartley

FAIRSTONE’S MOST 
VALUABLE ASSET 

FAIRSTONE
Fairstone incorporates 

Fairstone Financial 

Management, which is 

authorised and regulated 

by the Financial Conduct 

Authority – FRN: 475973

www.fairstone.co.uk
@FairstoneGroup
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As a contractor, it’s easy to believe 
that the services you provide 
within the public sector are being 
‘absorbed’ or ‘swallowed up’. Your 
unique ways of working, your 

service offering and your identity are eaten up by 
the larger machine. You play by their rules, you 
work to their procedures and you give them what 
they ask for. In the process, the reason that you 
wanted to work in the public sector in the first 
place, the reason that the buyer chose you, and 
your core identity, are lost. 

But it doesn’t need to be that way. 
Your brand and your identity are much more 

than just marketing collateral. They represent 
the thoughts and feelings that are conjured up 
whenever someone hears your name, sees your 
logo or otherwise recognises your company. You 
use this perception all the time to communicate 
what it is that you do; what it is that makes you 
special. Bidding and tendering are no exception.

A typical tender process sees each bidder 
answering a series of questions. Everything has 
to be aligned to the specification, which can often 
be highly prescriptive. It’s possible to become 
so bogged down in complying with the tender 
requirements that you can forget who you are, and 
what you are really selling. It is your energy, your 
passion and your vision for service delivery, all of 
which are communicated by your brand. 

Whenever you tender for work, take a step 
back and think about why the process exists. 
Completing a tender isn’t just about going through 
the motions and giving them what they ask for. It 
is all about selling and, more to the point, selling 
yourselves. Yes, we will give you what you have 
asked for, but much more importantly than that, 
we are the right people to help you achieve what 
you want to achieve. In the process, you should 
use your brand – but don’t rely on it. Think about 
what your brand signifies. Is it quality, credible and 
reliable? Whatever it is, your aim should be to:
•  Project that image of who you are and what you 

do.
•  Link it to clear and tangible aspects of your 

service delivery methodology.

•  Connect it to the buyer’s desired outcomes.
With this mindset, you are never just answering 

the questions; you are essentially taking the buyer 
on a tour of your organisation. The more that they 
can see and feel the way that your organisation 
lives and breathes, the more they can trust you, 
and the more they can imagine working with you. 
Your tender should introduce the reader to the 
right people; people ultimately buy from people, 
so how can they imagine working with you if they 
don’t really know who you are? A good tender 
walks the buyer by the hand through the way 
that you work and demystifies any ‘black boxes’ – 
more so, it tells the buyer why you do things that 
way. Most of all, your tender should be putting a 
spotlight on everything that makes you ‘you’ and 
everything that makes your organisation unique.

Brand isn’t just a collection of signs, symbols 
and colours. It is the projection of the organisation, 
and all the emotions and feelings that that brings. 
In the same way, your tender shouldn’t just be 
something that you write. It should be a projection 
of who you are. 

BUSINESS 
Executive Compass 

Newcastle-based Executive Compass is a consultancy that specialises in bid, tender and pre-
qualification writing and management. Here, its director of sales and marketing, Amy Forshaw, 
reveals why it’s so important for companies to effectively reflect their brand when bidding for 
public sector work

USING YOUR IDENTITY IN 
THE PUBLIC SECTOR

EXECUTIVE COMPASS 
www.executivecompass.co.uk
@ExecCompass
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A 
brand is the vehicle a business 
uses to communicate what it is 
doing internally, to its customers 
and stakeholders. At Narrative, we 
develop brands for a living – as 

well as delivering quality PR, creative, advertising, 
digital and strategic services, of course. In 2015 – 
when the company was known as Press Ahead – I 
realised that our business had changed substantially 
and to the point our customers, potential 
customers and our team didn’t fully understand 
all of the services we offered and how we delivered 
them. Consequently, I decided that we should 
follow our own advice and ensure that as our 
company evolved, our brand also evolved with it.

Listen to the people you want to work with
At the start of any brand project, I’d recommend 
finding out what your stakeholders think of you. 
Including what they think you do, how you do it 
and what they like about you. You may not always 
like the responses, but it’s an important step to 
understand how others perceive your business. 

The feedback our company received when we 
did this highlighted strengths and weaknesses, 
which helped us to validate what we thought we 
already knew, and ultimately strengthened my 
resolve to create a brand that truly reflected our 
business and our fantastic team.

Your internal team may have the answers 
During the rebrand process, we decided to open 
up discussions with our internal team and this 
proved to be a major factor in our eventual success. 
Through these open discussions, I could find out 
what the team felt Narrative stood for in a heartfelt, 
off the cuff way, and this helped inform our final 
branding decision by ensuring we created a brand 
that truly reflected what we do.

It can be difficult for any senior team to create 
an open, honest dialogue with their staff about 
their company and its values – especially in larger 
companies. Sometimes it can be useful to have 
an independent person facilitating this process. 
Ultimately, I would recommend having such 
internal discussions because the brand decisions 
you make based on what you hear will be much 
stronger. And it is much more likely that workforce 
will become proactive brand advocates.

Prepare for bumps along the way
The team involved in a rebrand will likely all have 
their own views on the identity of your brand. 
People often see their place of employment as a 
reflection of themselves and their own values, so 
can hold their opinions quite highly.

Sometimes it is necessary to take a step back and 
take everyone’s views into account – even if this 
means your project takes longer. 

Don’t lose sight of your goal
A brand project can be a huge investment for an 
organisation, in both time and money, and can 
also push emotional boundaries. However, if you’re 
looking to grow your business, it will definitely pay 
off.

After a recent successful period for the company, 
Narrative is starting to think again about how it 
communicates what it does as the business evolves. 
Our business continues to grow and change as we 
find better ways to support our customers in what 
is a very fast-moving environment. This time we 
won’t need to change our name, but we will need to 
refresh our brand to better convey how Narrative 
can help our customers with their own brand and 
marketing issues – watch this space! 

MEDIA 
Narrative 

In 2015 after a period of sustained growth and change in the business, the well-known marketing 
company Press Ahead rebranded itself – and ‘Narrative’ was born. Here, managing director Kieron 
Goldsborough talks about how to complete a successful rebrand

THE EVOLUTION OF BRANDS

NARRATIVE 
www.narrativecommunications.
co.uk 
0191 516 6235

@NarrativeComms
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Muckle LLP, the only law firm 
in the North to be currently 
recognised for sport in the Legal 
500 rankings, is celebrating after 
assisting CPL Limited in another 

successful year running its high-profile Caribbean 
Premier League T20 cricket tournament 
(CPLT20).

Statistics recently published by CPL for the 
2017 tournament show a marked increase in 
spectators and television viewers from around the 
world, attracting new high-profile sponsors and 
supporters, as its economic impact continues to 
grow with its global popularity and appeal.

The CPLT20 annual cricket league is held 
mainly in the Caribbean, and over the past four 
years has revolutionised the limited-overs game.

CPL Limited’s latest tournament again attracted 
world-class cricket players from around the globe 
including Kieron Pollard, Chris Gayle, Darren 
Sammy, Dwayne Bravo and Brendon McCullum.

Newcastle-based independent law firm Muckle 
has assisted CPL Limited in renewing and 
establishing a wide-range of tournament-specific 
agreements, including players’ contracts, media 
rights agreements and third party sponsorship and 
partnership agreements.

Anthony Coultas, solicitor in Muckle LLP’s 
sports team, says: “We have been working with 
and advising CPL Limited for the last four years 
and it is very pleasing to see such a successful and 
entertaining cricket tournament go from strength 
to strength, this year reaching an even greater 
global audience around the world.

“It’s certainly been a busy year for our sports and 
employment teams supporting existing and new 
commercial agreements and partnerships and we 
are looking forward to working with CPL Limited 
as it develops and grows further in the future.”

CPL’s CEO, Damien O’Donohoe, adds: “We 
are proud to see further evidence of the rising 

international stature of the CPLT20 around the 
world. From the tournament’s inception back in 
2013, we were determined to showcase the very 
best of what the Caribbean has to offer, both on 
and off the field. 

“We are immensely proud of the huge steps that 
the tournament has made and we strongly believe 
that there is even more to come in 2018. We are 
grateful to Muckle LLP for their support over 
that period, which has helped us to achieve the 
successes we have had with the CPLT20 to date. 

“Muckle’s continued legal support and guidance 
to us is commercially-focused and timely, which is 
just what we need when running a major sporting 
event like the CPLT20.”

The multidisciplinary law firm also provides 
CPL with specialist advice on a variety of 
other matters, including competitive tender 
procurement, image rights, international TV 
broadcasting rights, merchandising, sponsorship 
and disputes.

LAW 
Muckle LLP 

Newcastle-based law firm Muckle LLP is providing ongoing legal services to CPL Limited, which 
runs the increasingly popular Caribbean Premier League T20 cricket tournament.

LEGAL ALL-ROUNDER ADVISES 
GLOBAL BRAND

MUCKLE LLP
Photo: Left to right, Anthony 

Coultas and Tony McPhillips, 

Muckle LLP lawyers and 

advisers to CPL Ltd. 

www.muckle-llp.com
@MuckleLLP
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We’re hard-wired as human 
beings to think in the 
opposite way to what a good 
investment strategy should 
be and this can result in 

investment portfolios underperforming by up to 
4 per cent a year, according to independent expert 
Dalbar.

But by understanding the mental processes that 
drive our actions, we can plug this behavioural 
gap.

Behavioural finance sees investors as complex 
bundles of emotion and biases, rather than 
calm, rational individuals. A leading proponent, 
the US economist and Nobel Laureate Robert 
Shiller described it as a counter-revolution to 
mathematical finance, which does see people as 
calm, rational and analytical agents. Shiller used 
his understanding to predict the dotcom crash and 
financial crisis.

Here are some of the basic themes of 
behavioural finance, but be warned: ticking 
them off one at a time isn’t the best approach. It’s 
important to understand how they interact with 
each other.

Getting hyped by small passing trends
Sometimes a story creates its own momentum. The 
challenge is to stay focused on what really matters, 
rather than getting caught up in the latest fad.

Whether it’s something you read on the web 
or something your friend recommends, you 
hear little nuggets all the time and you become 
emotionally engaged. Shares enjoying strong rises 
tend to gather this kind of attention, helping to 
create bubbles.

Overconfidence bias
Once investors are emotionally engaged, 
overconfidence becomes a danger. This means 
they will limit their research to things that back up 
their predisposed position, and therefore end up 
underestimating the risks.

Shiller and others consider overconfidence a 
main factor behind bubbles: it helps people believe 
house prices or stocks will inevitably rise, no 
matter what others say.

Loss aversion
People are naturally loss averse. They don’t feel 
gains compensate for the chance of an equally-
sized loss. But in finance we can’t avoid losses.

So beware of investment platforms that display 
gains and losses based, for example, on daily price 
movements. All they give is a sense of risk and no 
sense of return. Very few people invest for a daily 
return; they’re investing for their financial futures 
over many years. What these platforms do is frame 
returns in a way that triggers loss aversion and 
heightens risk perception.

Recency bias
The latest events tend to dominate our minds. So, 
when markets fall, our risk perception rises, but as 
time passes, the pain will lessen.

Take two people, both with the same return, but 
where one has experienced a strong gain followed 
by a loss, and the other a loss followed by a gain. 
I’m going to have two very different conversations 
– even though traditional mathematical finance 
would say that they got exactly the same return, so 
they should be equally happy.

Action bias
In times of stress, the human psyche prefers action 
to inaction. This means investors tend to do the 
one thing that exercises absolute control – sell.

But often the best advice is to follow the 
principles of good portfolio management 
and rebalance a portfolio, rather than selling 
everything.

The disposition effect
This is a behaviour shown to cost a lot of money. 
Investors are much happier to sell winning 
positions over losing ones. It’s a great ego boost. 
It gives them the sense that their investment did 
what it was supposed to do, because they made a 
profit. But in selling a loser, loss aversion kicks in, 
creating emotional pain. So they don’t.

You end up holding the losers too long and 
selling the winners too early. When you look at 
what happens over a 12-month period, you’ll often 
see people would have done better by selling the 
losers and keeping the winners.

FINANCE 
Barclays Wealth

Changing your behaviour could result in a more effective investment strategy, Peter Brooks, head 
of Behavioural Finance at Barclays Wealth Management, reflects…

MIND YOUR BEHAVIOUR: 
SIX WAYS TO INVEST BETTER

BARCLAYS WEALTH
Contact Richard Clark,

Chartered wealth manager on

richard.f.clark@barclays.com
www.barclays.co.uk/wealth
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Olive Transitional Short Jacket - £195
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Pure shores
Photographer – Christopher Owens

Model – Catherine Parsons @ Tyne Tees Models
Hair – Rebecca Dixon 

Make up – Josephine Birkett
Stylists – Chloe Taylor & Deborah Mordain
Photographer’s Assistant – Megan Bendall

Jackets by Rockholly – 
www.rockholly.com

facebook.com/rockholly
@rockhollyonline

All other clothes stylists own
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Navy Transitional Long Jacket - £225

Navy Transitional Short Jacket - £195
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Black Transitional Long Jacket - £225
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Olive Transitional Long Jacket - £225
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“We never used to like 
you. Oh, wait no, 
that’s Steven Taylor 
– you’ve always been 
ok!”

These were the amusing first words of Sunderland 
owner Ellis Short to me after being introduced to 
him by the Sunderland press officer in the tunnel 
after a 3-0 home victory over Everton that sealed 
another ‘down to the wire’ Premier League survival 
for the club. With a celebratory drink in hand he 
was bigger than expected and perhaps more polite 
too, having heard about his previous exchange in 
the very same tunnel with Alan Pardew.

His popularity then would be miles apart from 
where it is at present. Seemingly doomed by the 
years of mismanagement and poor appointments of 
the wrong people to positions they aren’t qualified 
for, has it finally caught up the club despite the best 
efforts of a fine manager in Chris Coleman?

The surprising slow start by Tony Pulis has left 
Middlesbrough in a group of five clubs competing 
for just one play-off place, unless they can put a 
fantastic run together. Every year there seems to be 
one team that emerges with an impressive late run 
and they must hope it’s their turn, otherwise they 
need to begin planning an assault on promotion 
next season.

Having recently watched them against Hull, the 
Pulis style of football saw dissenting voices in the 
crowd despite a 3-1 victory. This for a manager 
who was brought in, not to play ‘attractive football’, 
but simply to get them out of the Championship as 

soon as possible. The loss of Gestede for the rest of 
the season to injury is a blow, but not as big a blow 
as the recent four-game ban (subject to appeal at 
time of press) for a second red card of the season 
for the in-form and revitalised Adama Traore.

Rafa Benitez’s Newcastle must continue to have 
a points total outweighing their games played to 
avoid a nail-biting finish to the season. A hard-
fought, impressive win against Manchester United 
saw the fans at their best and this was very nearly 
followed up with an away win at Bournemouth 
which would’ve given them real momentum as 
they near the end of their first season back in the 
top flight.

Away games at Liverpool and Spurs will prove 
tough in March and this puts increasing pressure 
on pivotal home games against Huddersfield and 
Southampton, which are fixtures they’ve struggled 
to win this season when under real pressure to do 
so. 

It will be an impressive achievement to keep this 
squad in the Premier League but they’re certainly 
trying to do it the hard way.

Another of my old clubs, Hartlepool United, has 
sacked yet another manager. I’ve been linked with 
the post myself in the past but their turnover of 
managers is ridiculous. They’ve had far too many 
in recent years and they can’t all be poor managers. 
It’s yet another example of a club not being set up 
in the right way to be able to succeed. Let’s hope 
they can secure their survival and stay in the 
National League while securing new owners along 
the way.

Ex-Newcastle and Sunderland footballer, Steve Harper, reflects on the plight of our region’s professional football 
clubs as we head towards the business end of the season

SPORTING VIEW

SPORT  - Steve Harper

STEVE HARPER
www.myoddballs.com

@steveharper37
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Growing the brand with the business
One of the toughest challenges is 
allowing a brand to evolve with 
the business. Sir John Hall and his 
daughter Allison opened Wynyard 

Hall as a wedding venue 10 years ago. It grew very 
quickly to become one of the best wedding venues 
in the North East. 

Ingrid Brough-Williams, sales and marketing 
manager, reflects: “As the business expanded, 
it was initially challenging to alter consumer 
perceptions and get people to see us as much more 
than a wedding venue. It took the implementation 
of a new five-year strategy for the brand to be 
re-positioned and realised as a destination for a 
magnitude of services.” 

Maintaining brand consistency
Naturally, diversifying the service offering 
results in a diverse target market. Wynyard 
Hall’s corporate clients range from independent 
businesses to public sector organisations, 
construction firms and solicitors, while The 
Gardens appeal to local residents and tour 
operators. The next challenge was keeping the 
brand consistent across all departments, and all 
channels – ensuring that every single social media 
post, magazine advert and radio campaign was 
aligned. How do you make sure that a cocktail 
posted on Instagram is the same tone as an 
exhibition screen at a trade show? In 2015, a re-
brand was commissioned, and a marketing agency 
was appointed to develop a new website, print 
creative and brand guidelines. 

Ingrid continues: “Wynyard Hall was growing 
so quickly, the brand ran the risk of becoming 
disjointed. Our re-branding project helped us 
re-establish our core values, and make sure each 
department was working to the same goals. 

“Following completion of the re-brand, we 
were using multiple agencies for various different 
services – PR, web development, graphic design 
etc. We decided to start growing our in-house 

team. This has made a positive impact on the 
business, we have shortened lead times for design 
creative, streamlined the sign-off process and 
made our marketing more coherent.” 

One such recruit is marketing manager Beckie 
Andrews. She says: “We made a conscious decision 
to alter our tone of voice and use only the best 
content. We focus now more than ever on creating 
compelling copy and telling Wynyard Hall’s 
story. It can be tough keeping a traditional brand 
contemporary, but it’s something that is important 
to ensure longevity. Our guests really engage with 
striking photography and emotive videos. This 
is evident in our social media engagement - our 
Facebook following has doubled in the last two 
years.”

Managing brand growth
Another strategic test is how to manage brands 
within brands and keep them consistent?

Beckie says: “Now in its third season, Wynyard 
Hall’s Gardens attracts more than 20,000 visitors 
per year, and we have been faced with a decision 
– whether to keep information on the main 
Wynyard Hall website, or whether to launch a new 
site dedicated to The Gardens. While a Gardens 
website would allow more room for content, we 
feel there are too many negative implications – 
splitting the website traffic and its impact on SEO, 
additional resources to maintain the website, 
duplicate booking systems, etc. We felt the 
brand has more power as Wynyard Hall and The 
Gardens, rather than two separate entities.”

Beckie concludes: “To ensure a brand’s 
longevity, it must evolve with the business. You 
must have long and short term strategies in place 
and the team to deliver and review them. It’s also 
crucial to be objective by using focus groups 
or consultancy firms that can provide unbiased 
insights into your brand. Finally, for a strong 
brand, it’s essential to remain true to its core 
values, and not allow it to be pushed or pulled in 
different directions as the business grows.” 

Wynyard Hall has rapidly grown from a wedding venue into a £5m-turnover destination for corporate events and 
leisure activities. As the business has grown, its management team has overcome challenges in creating a strong 

identity and future-proofing the brand…

WYNYARD HALL: 
THE CHALLENGES IN BRAND 

EVOLUTION

LEISURE  - Wynyard Hall

WYNYARD HALL
www.wynyardhall.co.uk
@WynyardHall
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Kiln, based in Newcastle’s Ouseburn, is a Mediterranean bar and kitchen that serves 
freshly prepared meals while next door is 1265 Degrees North, a pottery and ceramics 
workshop where Jun Rhee, Richard Cullen and the rest of the team work their magic. 

All of the ceramics used in the café are carefully crafted in the workshop and are 
available to purchase in house. Here is Kiln’s recipe for Shakshuka, as well as directions 

to make your own plate – should you feel adventurous enough!

RECIPE OF THE MONTH - Kiln

KILN
www.kiln.cafe/food

0794 9565013

Shakshuka 

Method
• Fry the onions and garlic in oil until soft.
•  Meanwhile, roast the peppers and tomatoes in the oven for 40 mins. 

Combine the ingredients, add seasoning and stir through fresh 
herbs. 

• Put entire mixture back into oven at 180 degrees for 10mins. 
•  Crack an egg over the mixture and bake until the white is hard but 

the yolk still runny. 

Plate
•  Throw the wet clay on wheel into the desired shape. Leave to air dry 

for 24 hours. Bake in a kiln for up to 1000 degrees.
•  Combine glaze ingredients with water to achieve viscous 

consistency. Coat the plate in wet glaze. Refire in the Kiln up to 1265 
degrees. 

• Allow to cool. 

•  Put Shakshuka on plate. Sprinkle with feta and serve with delicious 
sourdough. 

Ingredients
10 red peppers

10 ripe tomatoes
5 onions

5 cloves garlic
1 big bunch parsley

1 big bunch dill
1 big bunch coriander

2 tbsp harrisa 
Salt

Pepper
Olive oil

1 large egg
Some feta

300g clay
Wollastonite

Cornish stone
Petalite

Manganese dioxide
Kaolin

served on a hand thrown plate
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Alison Cowie looks skyward to sample the new menu on offer at Six restaurant

BUSINESS LUNCH: 
SIX RESTAURANT

BUSINESS LUNCH - Six

There’s no denying that Six – sitting at the 
top of BALTIC Centre for Contemporary 
Art on Gateshead’s quayside – boasts one 
of the most spectacular locations of any 
restaurant in the region. 

I had been to the lofty eatery a few times previously 
but not for a few years, so I was keen to see if the 
restaurant had changed when I visited last month. 

As the lift doors opened at floor six, I could see that 
the restaurant was still the same aesthetically. The main 
dining area offers a monochromatic décor – purposely 
minimal to make the most of the panoramic views – 
which is book-ended by the well-stocked bar and a 
substantial open kitchen. 

There has, however, been a recent change to the menu, 
which now offers a range of small and larger plates 
(essentially starters and mains), snacks and cold cuts, 
and a six-course tasting menu served with four glasses of 
matching wine. 

At lunchtimes and early evenings, Six offers a small 
and a large plate for £20 or, for £5 more, you can add a 
dessert. 

Pleasingly, while most restaurants only provide their 
discounted rates on weekdays, Six offers its lunch menu 
from Tuesdays through to Saturdays, until 7pm. This 
means that visitors can enjoy a leisurely trip to the gallery 
on a Saturday, followed by some good value fine dining 
afterwards.

My two colleagues and I sampled the three-course 
lunch offering, with a selection of four small plates, four 
large plates and four desserts to choose from. 

Stand-out dishes included my wonderfully earthy 
Jerusalem artichokes with walnut and brown butter 
starter and my colleague’s moist and flavoursome chicken 
with mushroom and cranberry. My chocolate brownie 
with coconut and peanut mousse looked more like a 
decadent delice than a brownie, but I’m not complaining 
as it tasted amazing. 

But the highlight of the dining at Six is undoubtedly 
the vistas of Newcastle’s metropolitan sprawl on show 
from the East facing floor-to-ceiling windows. Almost 
inevitably, the food takes second place to this – I even 
noticed that most of the diners moved their chairs in 
order to make the most of the views. 

So if you’re looking for a dining experience that’s 
guaranteed a ‘wow factor’ – Six is the magic number. 

SIX
www.sixbaltic.com
BALTIC Centre for 
Contemporary Art
0191 440 4848
@sixbaltic
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Taramasalata with squid ink crackers 

Nocellera del belice olives

Rosemary bread with seaweed 

butter 

Purple broccoli with smoke hollandaise and 

quinoa 

Jerusalem artichokes with walnut 

and brown butter

Sticky toffee pudding and 

butterscotch sauce

Chocolate brownie, coconut and 

peanut mousse

Bergamot cheesecake, Rhubarb 

and Caramac

Venison, spiced black pudding 

and burnt orange

Squash ravioli with chestnuts and 

maple vinegar 

Mains

Starters

Dessert

Yeasted chicken breast with 

mushrooms and cranberry 
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In keeping with this edition’s theme of 
branding, it seems fitting to discuss the vast 
array of brands that have entered – and in 
some cases dominated - the fitness industry in 
recent years. 

Every year, at the big UK fitness conventions, new 
brands launch into the world of exercise in a bid to 
get more instructors delivering their programmes in 
as many fitness facilities as possible, in order to get 
the maximum number of fitness enthusiasts taking 
part in their classes. 

With programmes ranging from dance-based 
classes to those inspired by martial arts and 
everything in between, there is no doubt that there is 

a healthy selection on offer.
As a fitness consumer in an extremely fast-moving 

industry, it can be difficult to decide which fitness 
classes to try and, most importantly, which are here 
to stay and which are simply fitness fads. 

To help you get the best workout, here are my top 
recommendations for branded fitness classes. 

Les Mills
You don’t need to be a fitness enthusiast to have heard 
of the series of programmes that include classes 
such as Body Pump and Body Combat. Les Mills is 
a global group fitness brand and their classes feature 
on many UK studio timetables. By taking part in a 
Les Mills class you can be sure you’ll receive a great 
workout, whether it’s in their mind body class Body 
Balance or resistance training class Body Pump. My 
personal favourites are Sh’Bam, the dance-based 
class, and their high intensity GRIT class. 

Boxercise
You will, no doubt, have seen a wide range of names 
for boxing fitness classes but the original and, in my 
opinion, the best is Boxercise. Trainers delivering 
Boxercise classes have been well educated and trained 
by the Boxercise brand to coach boxing-based 
fitness in a safe and very effective manner. I know 
this because I’ve passed its course and it is extremely 
detailed and well taught. 

The brand has been around for as long as I can 
remember and continues to be as popular as ever. 

FitSteps
If, like me, you are a huge fan of Strictly Come 
Dancing, then this class is an absolute must. It was 
created by former Strictly professional dancers, so 
you know the quality of the content is going to be 
top notch. This class takes all of the classic Strictly 
dances, such as the Jive and the Waltz, and puts them 
together into a fun and easy-to-follow class with 
brilliant music, and the best part is you don’t need a 
partner. 

Health and fitness expert Katie Bulmer-Cooke reflects on emerging brands making an impact on an ultra-
competitive industry 

WHAT’S IN A NAME?

HEALTH & FITNESS – Katie Bulmer-Cooke

Katie Bulmer-Cooke
UK Personal Trainer of the Year 2012 & UK Fitness 
Professional of the Year 2013.
Entrepreneur/Consultant/Speaker/
Bookings: michael@usb-uk.com
www.katiebulmer.com
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Deborah Busby picks out the latest books, DVDs, music and television to enjoy at home

CULTURE IN 

BOOK:
THE RAILWAY MAN
JOHN DEAN

The latest in a series of critically-acclaimed 
crime novels by North East writer John 
Dean, The Railway Man – the third in the 
DCI Blizzard series – details the fictional 
investigation into the murder of an ex-boxer 
and local hardman. Hailed as a classic British 
whodunnit with a thrilling and contemporary 
twist, John looks set to follow the success 
of his award-winning DCI Jack Harris series 
with his latest creation. 

Out now
www.amazon.co.uk    

TV SERIES:
LOVE

The popular comedy drama 
Love, which offers an 
alternative perspective on 
dating and relationships 
from both a male and female 
viewpoint, is about to unveil 
its third and final series. 
Bringing back much-loved 
main characters Mickey and 
Gus, Love’s creator Judd Ap-
atow has said season three 
will be the “sweetest, funniest season, that ends the 
story in a beautiful way”. While many have expressed 
disappointment that Love will be coming to an end, its 
final outing gives a reason in itself to watch. 

Released March 9 
www.netflix.com   

MUSIC:
MOBY, EVERYTHING WAS 
BEAUTIFUL, AND NOTHING 
HURT

Moby returns with his 15th studio 
album, which he has described as his 
most personal yet. It is set to yield a 
return to Moby’s gospel and trip-hop 
roots, so memorable from his many 
globally-successful songs over the 
years - the first single, Like a Mother-
less Child, channels his familiar and 
instantly-memorable signature style 
and makes Everything was Beautiful, 
and Nothing Hurt a much-
anticipated new album release.

Out March 2
www.moby.com    

DVD: 
GOODBYE 
CHRISTOPHER ROBIN

This British biographical 
drama recounts the lives 
of A.A. Milne, creator of 
Winnie the Pooh, and his 
family, especially his son 
Christopher Robin. Starring 
recently-Oscar nominated 
Margot Robbie, 
alongside Kelly Macdonald 
and Domhnall Gleeson, the 
film, hailed by critics as 
‘British heritage cinema’, 
tells the little-known 
tale of the darkness that 
surrounded the creation of 
the classic children’s tale.  

Out now
www.amazon.co.uk

ARTS - Culture in
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Arts and cultural highlights from around the region this month

CULTURE OUT 

SHOW:
DAVID BADDIEL – MY 
FAMILY: NOT THE SITCOM

Arriving in Newcastle after 
two critically-acclaimed runs 
in London’s West End and a 
sold-out run in the city’s Menier 
Chocolate Factory, David Bad-
diel’s one-man show has won an 
Olivier nomination for its uncon-
ventional humour. It is hailed as 
a “massively disrespectful cele-
bration” of the lives of Baddiel’s 
late sex-mad mother Sarah and 
dementia-suffering father Colin, 
tackling topics including ageing, 
infidelity, dysfunctional relatives, 
social media and gay cats. 

March 11
www.theatreroyal.co.uk 

FILM:
BRAKES

A raw, dark and unconventional comedy, likened to 
‘Love Actually with a death clock’, Brakes is a superb 
low-budget British offering, starring the likes of Noel 
Fielding, Julia Davis and Paul McGann. Split into 
two halves, it follows the turbulent stories of nine 
couples, starting with the brutal and absurd endings 
of their relationships first, before travelling back to 
the moment the sparks first flew between them. 
This screening includes a Q&A with Brakes’ director, 
Mercedes Grower. 

March 20
www.tynesidecinema.co.uk   

THEATRE:
ELEVATOR FESTIVAL

Known far and wide as a crucible of emerging talent, Live Theatre goes 
back to its roots with the Elevator Festival, which showcases a series of 
plays by rising stars of the playwriting world. Among the packed 
schedule are interactive events and talks, alongside work-in-progress 
plays and extracts from emerging talent. The Elevator Festival 
comprises a number of events, all of which can be booked individually. 

March 10-17
www.live.org.uk

ART:
BOMBERG

Marking 60 years 
since the death of 
David Bomberg, 
who is nowadays 
recognised as one 
of the 20th centu-
ry’s leading British 
artists. This is the 
first full Bomberg 
exhibition for more 
than a decade and examines all the major phases of his 
career, including his early contribution to pre-war 
modernism and his famous landscapes of Spain and 
Jerusalem. The exhibition, at Laing Art Gallery, is accompa-
nied by exhibition tours and a series of talks from experts 
during its run. 

Until May 28
www.laingartgallery.org.uk

ARTS - Culture out
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My interest in astronomy 
started as a child. I 
used an old telescope 
that belonged to my 
father.

My mum invited an astronomer to 
our home to teach me how to use the 
telescope and recommend books. I 
devoured the books written by the 
French Canadian astrophysicist Hubert 
Reeve. 

I have two main focuses in astronomy. 
In the winter, I concentrate on deep sky 
observations (galaxies, nebulas, star 
clusters) and in the summer, I focus on 
the sun.

When we look at the sky, we go back 
in time, we see stars and galaxies as 
they were thousands or millions of 
years ago. Some of these objects would 
have drastically changed or even maybe 
disappeared by the time we see them. 

Astronomy took a backseat when I 
went to university but after I graduated 
I picked it up again and bought new 
equipment – including tools to fit my 
camera on a telescope.

The simplest equipment you need for 
astrophotography is a DSLR camera, 
a wide-angle lens and a steady tripod. 
Photographing the milky way is a great 
way to start. To photograph objects in 
more detail, such as galaxies, you can 
connect your camera to a telescope. 
However, you will need to get a mount 
and tripod with tracking capabilities. 
Tracking mounts compensate for the 
motion of the earth and let us stay fixed 
onto one object for a long period of time. 

My favourite object to capture is the 
sun. It is a challenging object to image as 

the techniques used are very different to 
night time astrophotography. 

In 2015, a partial solar eclipse could be 
observed from the UK. I travelled down 
to the Midlands to catch the best of the 
weather and captured a crescent sun. It 
took a lot of planning and preparation to 
get the shot.

I joined the Newcastle Astronomical 
Society in 2007. The society has around 
50 members who come from all walks 
of life, and a wide range of ages, from 
18 to 80. We have a mixture of interests 
with some members enjoying our 
lecture programme and other members 
interested in the more practical aspects 
of astronomy, such as observing or 
astrophotography with a telescope.

The society meets on a monthly basis, 
between September and May, for 
lectures. We also organise practical 
workshops, where around five members 
and the public can bring their telescope, 
get help with setting up, ask for advice, 
or fix issues with equipment. We also 
deliver tutorials on astrophotography 
and image processing. 

We organise nights out into the 
Northumberland International Dark 
Sky Park (weather permitting) and in 
the summer we organise picnics where 
members can bring their specialised 
solar telescopes and visitors can observe 
the sun safely*. 

My advice to anyone wanting to develop 
their interest in astronomy is visit your 
local astronomy society. Talk with the 
members and go to a few lectures. There 
are plenty of events all year round, 
for all ages across the North East, the 
Northumberland National Park and 
Kielder.

Belgium-born Alison Bossaert has lived in the UK for the past 20 years. She studied computer science at the Open 
University, while working full time as a junior software developer. She joined Tombola in 2014 as a web developer 

and was recently promoted to senior platform developer within the arcade platform team. In her spare time, Alison is 
an avid astrophotographer and is a member of Newcastle Astronomy Society

BALANCING ACT

BALANCING ACT – Alison Bossaert

Newcastle Astronomical Society 
For more information on the society and its 

events visit www.newcastleastro.co.uk
www.facebook.com/groups/newcastleastro/

*Never look at the sun directly or use 
unprotected equipment to look at the sun, doing 

this will cause blindness.
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Aston Martin, the quintessential English brand, recruited renowned photographer Rankin to promote its new Vantage

BEAUTIFUL 
WON’T BE 

TAMED 

The new Aston Martin Vantage made its 
global debut in November 2017 with a 
unique portfolio of imagery and film 
by Rankin, one of this generation’s 
most influential photographers. 

The London-based photographer has been at the 
forefront of commercial and editorial innovation 
since he co-founded the magazine Dazed and 
Confused in 1992, bringing a unique aesthetic to 
fashion shoots and portraiture.

Over the course of a high-profile career, Rankin 
has taken portraits of the Queen of England, Daniel 
Craig, Kate Moss, David Bowie, Monica Bellucci 
and many hundreds more. He has also published 
around 30 books and been a key driver behind 
major charity and commercial campaigns for a 
number of brands around the world.

The brief from Aston Martin was to capture the 
new Vantage as the archetypal hunter, imbued with 
the ethos of ‘beautiful won’t be tamed’ to create a 
sharply focused sports car with a sense of precision 

and intensity. 
Across two shoots – a dynamic two-day session 

at the Atlanta Motorsports Park and a static shoot in 
Rankin’s Studio – Rankin and his creative team built 
up a portfolio to capture the true character of the 
new Vantage.

He said: “My ambition was to create film and 
stills that make the hairs on the back of your neck 
stand up.

“It’s about high intensity, maximum impact - 
imagery that gets your pulse racing with the urgency 
of the V8 engine at full throttle.”

To emphasise the primal, predatory character of 
the car, the shoot involved bringing a wolf into the 
studio – a stark and beautiful contrast with the form 
of the car. 

“The Vantage becomes a symbol of primal 
beauty,” the photographer explains, “it is as much a 
sensual experience as it is an exhilarating one.”

With deliveries scheduled for the second quarter 
of 2018, the new Vantage is powered by a 4.0-litre, 

MOTORS  – Aston Martin Vantage 
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ASTON MARTIN
www.astonmartin.com
@astonmartin

MOTORS  – Aston Martin Vantage 

510PS/685Nm twin-turbo V8 engine, mated to 
eight-speed ZF transmission. 

It can achieve maximum speeds of 195mph and 
reach 0-60mph in 3.5 seconds.

This is also the first Aston Martin to be fitted with 
an Electronic Rear Differential (E-Diff). 

The stunning aerodynamic performance was 
also central to the Vantage design concept: the front 
splitter directs airflow underneath the car, where 
a system of fences channel cooling air where it is 
needed, and also ensures the rear diffuser is fed with 
clean airflow. 

Together with the new side gills, which have 
been integrated into the body surface and bleed 
air pressure out from the front wheel arches, and 
the pronounced upswept rear deck lid, the Vantage 
generates a significant level of downforce – a 
rarity on any production car and a first for a core 
production Aston Martin model.

Internally, a high waist interior theme and lower 
driving position creates a more immersive driving 
experience, and contributes to significant gains in 
occupant space and significant improvement in 
headroom compared with the outgoing Vantage. 
A combination of rotary and toggle style controls 
have also been used for their tactile and intuitive 
functionality. The interior also offers generous 
stowage space, with useable room behind the seats 
and generous double-tier storage areas.

The Vantage features a high level of standard 
equipment, including keyless start/stop, tyre 
pressure monitoring system, parking distance 
display, park assist and front and rear parking 
sensors. The In-Car Entertainment system – 
controlled and viewed via a centrally mounted 
8-inch LCD screen – comprises of the Aston 
Martin Audio System, Bluetooth audio and phone 
streaming, iPod, iPhone and USB playback and an 
integrated satellite navigation system.

Being an Aston Martin, the new Vantage boasts 
the levels of finish optimised through the use of 
tactile natural materials of the highest quality. There 
is also extensive scope for personalisation via a 
generous choice of options. These include forged 
alloy wheels in a variety of finishes, Sports Plus 
Collection (comprising Sports Plus seats and Sports 
steering wheel), carbon fibre interior and exterior 
detailing and a Premium Audio System. 
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SAMSUNG S9 AND S9+

Following the launch of the 
iPhone X, its hotly-anticipated 
‘rival’, the Samsung S9 
and S9+, proved to be no 
poor relation with an array 
of innovations to excite 
customers and analysts 
alike. With features including 
a new super-slow motion 
camera, super-fast speed – 
supposedly making it up to 
25 percent faster than the 
S8 - and Face Unlock, which 
is said could up the ante on 
Apple’s Face ID, the recently-
unveiled handsets have been 
hailed as two of the most 
powerful and polished new 
additions to the technology 
market of 2018. Priced from 
£739 for the base model. 

www.samsung.com

The Galaxy S9 and S9+ cameras boast a Super Speed Dual Pixel sensor with 
dedicated processing power and memory to take amazing shots with high 

photo quality. Other features include super slow-mo that captures up to 
960 frames a second, a low-light camera, AR Emoji that lets users create a 
personal emojis and Bixby, an augmented reality technology that provides 

useful information about the user’s surroundings. 

With the DeX Pad, a new docking system, users 
can easily connect the Galaxy S9 and S9+ to a 
larger monitor, keyboard and mouse to expand 
the mobile experience with enhanced document 
editing or even full-screen gaming. Users can also 
transform the Galaxy S9 and S9+ into a Touch Pad 
with the DeX Pad.

Deborah Busby reveals what’s new and improved with the world of gadgets and 
technology

TECH 

TECHNOLOGY
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JAYBIRD X3 RUNNING HEADPHONES

These wireless in-ear headphones are new 
from Jaybird and are designed especially for 
runners, with flexible waterproof design and 
interchangeable tips and fins to ensure they 
remain in place in the ear during activity. 
Sweat proof and water resistant, they have an 
eight-hour battery life and Bluetooth 4.1 to give 
a strong connection to your device. It’s even 
possible to customise the sound balance to 
your liking using Jaybird’s MySound app. Priced 
at £109.99.

www.jaybirdsport.com

HOMEPOD

This innovative wireless speaker from 
Apple delivers stunning audio quality 
wherever it’s placed — in any room in the 
house. Voice activated using Siri, it works 
together with an Apple Music subscription 
providing access to one of the world’s 
largest cloud music libraries. HomePod 
can also send a message, set a timer, 
play a podcast, check the news, sports, 
traffic and weather, and even control 
a wide range of HomeKit smart home 
accessories. Priced £319.

www.apple.com/uk

RAZER MAMBA HYPERFLUX

This wireless mouse is hailed as being particularly useful 
for gamers due to the fact it is ultra-lightweight and, 
used alongside its accompanying mouse mat equipped 
with Razer wireless technology, runs without a battery, 
meaning it never needs to be recharged. It also has a 
dual hard and cloth surface to allow for more play style 
flexibility. Priced at £249.99.

www.razerzone.com

TECHNOLOGY
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Growth was the key theme at Fairstone’s annual business partners conference, which welcomed 250 guests to the 
Crowne Plaza on January 31 as well as key note speaker, five-time Olympic gold medalist, Sir Steve Redgrave. Later 
that night, Fairstone took over the Boiler Shop for an evening of drinks, dancing and street food to celebrate ten years 

of business success

FAIRSTONE’S BUSINESS 
PARTNERS CONFERENCE 

EVENT - Fairstone
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North East Times’ breakfast event on February 8 hosted around 80 guests who enjoyed informal networking and 
light refreshments at Newcastle’s historic Lit & Phil. Attendees from the region’s business community were the first to 
receive a copy of February’s issue featuring Sir Gary Verity, chairman of the Great Exhibition of the North and CEO 
of Welcome to Yorkshire, on the cover. We were delighted to welcome Laura Partridge, innovation champion for the 

Great Exhibition of the North, as guest speaker

NORTH EAST TIMES’ 
BREAKFAST

EVENT - North East Times
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I’ve lived in the North East for most of 
my life, though in more than one area 
within it. I grew up in Middlesbrough, 
then after starting a family I moved to 
North Yorkshire and now live in central 

Newcastle. Each place has been great to live in 
and had its own selling points. Middlesbrough 
is great for the local humour, North Yorkshire is 
good for an active life (it’s so beautiful you just 
want to be outdoors all the time) and Newcastle is 
rich and varied in the cultural life it’s got on offer. 

The best thing about living and working in the 
North East is the quality of life it offers. We’ve got 
some of the most affordable housing in England 
(although the availability and affordability of 
housing is still a challenge) and easy access to 
beautiful cities, countryside and coastline. We’ve 
also got pioneering hospitals and great schools. 
Bringing it all to life is the natural and simple 
warmth of the people. 

The North East is a brilliant place for talent and 
innovation in the digital and creative sector 
in which I work. We’ve got truly world-leading 
digital expertise with the likes of Teesside 
University and a buzzing community of creative 
entrepreneurs. It’s really fast-moving and exciting 
to be a part of this movement that’s gaining 
momentum all the time. 

A favourite place to eat is The Fork in the Road in 
Middlesbrough, set up by Teesside businessman 
and philanthropist, Andy Preston. It’s not just 
the food that keeps me going back, even though 
it’s great. It’s the fact that it’s staffed by former 
offenders who are being taught new skills that 
will help them find work and a positive role in the 
community. If you didn’t know this, you would 
just think ‘great little restaurant’. 

We’re spoilt for choice in the North East but 
Durham Cathedral has got to be one of the 
most iconic landmarks. It’s the epic scale of 
imagination that it represents and the staggering 
resilience of its architecture that have still got the 
ability to create shock and awe. People have the 
same response to the progressive architecture of 
North East buildings like Sage Gateshead, but 
the cathedral tops my list for its history and its 
timeless ability to stop you in your tracks.

I enjoy all of the art galleries and theatres 
of Newcastle. I often visit the Laing, Shipley, 
BALTIC and Side Gallery, to name but a few. 
There are some really inspiring exhibitions, talks 
and events in these galleries which turn them into 
so much more than ‘hands off ’ viewing spaces. 
The Laing’s recent Paul Nash exhibition was 
really fantastic. We are also so lucky to have great 
theatres such as the Theatre Royal, Northern Stage 
and Live Theatre. I’d also give a big shout out to 
the Tyneside Cinema for everything it brings 
together. 

If I could build one thing in the North East 
it would be better and faster transport links 
within the region. Newcastle to Middlesbrough 
by train takes too long! But also links to other 
major cities in the UK, especially in the North, 
too. It would be better for business and would 
be a counterweight to the influence of London 
and the South. Elon Musk’s futuristic and 
visionary transport Hyperloop might make that 
happen one day, hopefully with the help of some 
of our region’s many brilliant businesses with 
world-leading engineering, software and battery 
technologies. There is very little that this region 
can’t do!

Tanya Garland is managing director of Cool Blue Brand Communications, a creative agency with offices in 
Newcastle, Teesside and London. She heads up a 38-strong team of digital, PR, design and marketing experts 
developing integrated campaigns for a growing roster of leading regional, national and international brands
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