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A little bit ‘ground-hog day’ writing this in 
2022 with the global pandemic still raging – 

in our naivety we thought by now it would all be 
a distant memory!

For the foreseeable future we will continue 
operating a hybrid model of working – a 
mixture of office and home-based working for 
the team with Thursdays being the day of the 
week where everyone is in the office together. 

In terms of team news here at Blue Horizons, 
we were delighted to welcome Lisa to the 
team as a Client Manager in October (turn 
to page 7 to find out more about her). Tess is 
now on maternity leave currently awaiting 
the arrival of her first baby but will be back 
with us early 2023. 

In this issue we give an overview of Online 
Store 2.0, discuss what to include in a 
website brief, provide a case study on 
Hardy Games and run through how to get 
your website found. We also have a feature 
from UpPromote on how to find influencers 
on Instagram. 

Looking towards the year ahead, Blue Horizons 
will be celebrating its 20th anniversary in 
October. We’re immensely proud of what 
we’ve achieved over the years and are truly 
grateful to our all of clients past, present, and 
future. We’re excited to see what projects 
unfold this year. 

We hope you find this issue useful. 

Zoe Davitt
M A N A G I N G  D I R E C T O R

EDITOR’S 
NOTE
EDITOR’S 
NOTE
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WELCOME ONBOARD 
TO NEW CLIENTS 

Take a look at our latest work
www.bluehorizonsmarketing.co.uk

OUR NEW TEAM MEMBER

LISA 
POWELL 

COFFEE OR TEA?  

Coffee in the mornings, tea in the afternoons... 
(Wine in the evening!)  

WHAT DO YOU ENJOY THE MOST 
ABOUT YOUR WORK?  

Making things happen! Problem solving, being 
productive and seeing results is what drives me. 

WHAT DO YOU BRING TO BLUE 
HORIZONS IN THE WAY OF 
EXPERIENCE WITHIN MARKETING?

I have worked in Direct Marketing for many 
years within the subscription field. I managed 
customer acquisition and retention, customer 
comms, customer service as well as the 
ecommerce store & customer journey. My 
previous role had a wide remit, and I am looking 
forward to bringing all of my experience to Blue 
Horizons and working with clients on their new 
websites and marketing needs.  

HOW WOULD YOUR PAST 
COLLEAGUES DESCRIBE YOU?  

Proactive, hardworking and a team player.

WHAT IS YOUR 
GUILTY PLEASURE?  

Cringeworthy reality shows  think KUWTK / 
Selling Sunsets.  

WHEN ARE YOU AT 
YOUR HAPPIEST?  

It’s got to be at the weekend when spending 
quality time with my little ones, Teddy who is 6 
and Isla who is soon to be one (they grow up 
so quick!)  

WHAT QUOTE 
RESONATES WITH YOU? 

Put life into each day and not days into your life.
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At long last Shopify’s updated Online Store 2.0 is finally here 
- perhaps the most highly anticipated update ever! Here at 

Blue Horizons we are genuinely excited about this and have been 
utilising the new theme builder on new client stores for a few 
weeks now. But what does it mean for you and your store?  
Here’s a brief overview of what the update entails.

WHAT IS ONLINE STORE 2.0 AND 
WHAT DOES IT MEAN FOR ME?

THE BACKGROUND

You may have noticed your theme editor change over the last couple of months with a new 
interface and editor options. This is all part of Shopify’s recent upgrade to Online Store 2.0. Launched 
at last year’s Unite Conference, Shopify have rolled out a bunch of new options and features for app 
and theme developers to use, culminating with a brand new theme editor and some great new 
features. The aim is to help create amazing experiences for merchants and shoppers.

THE BENEFITS

Sections everywhere
Customising your inside pages or product 
pages used to involve duplicating templates 
or hard coding sections - not anymore.

You can now customize the content on most of 
your online store’s pages using all the sections 
you find on the homepage! Add, rearrange, or 
remove sections and blocks to create unique 
page layouts.

Richer content using dynamic 
sources
Stuck with just being able to add content to the 
existing product page fields without an app?

With native product metafields you can add 
additional fields to a product page to allow 
you to showcase extra attributes, like materials, 
weights, award badges and logos and update 
these dynamically on the front end, meaning 
you can display product specific information in 
different places on a product page with ease.

Different layouts for different 
products
Customising a product page now no longer 
needs touching the code.

Re-order and hide elements in the theme editor, 
add accordions, modals and custom badges 
and graphics with ease and apply different 
layouts and sections to different products 
with just a few clicks!
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Enhanced app support
Install or change apps without touching 
any code.

Add app functionality anywhere in your theme 
using app blocks. Plus removing apps is just 
as quick.*

*This feature is only available with a few apps 
so far...

Faster loading
2.0 has been built for speed.

Shopify’s free Dawn theme loads 35% quicker 
then their Debut theme, and with the improved 
speed available for developers to utilise, we’re 
expecting quicker stores to start appearing in 
the market soon.

And very recently...: Metafields natively for 
collections, customers and orders. Incredibly 
useful to collect additional customer data as 
part of customer account sign up forms or to 
display additional data on collection pages that 
never quite work in just the description field.

Upgrading or changing your theme 
isn’t critical. Your store will still function 
just as well as it did before and will still 
look great and be easy to manage. So 
if now is not the right time to invest in 
a revamp, refresh or an upgrade to get 
the new features, or you’ve recently 
just done this or just launched your new 
site, then don’t worry, you don’t need 
to do anything.

But, if you were thinking of having a redesign, 
adding new features or apps or making lots of 
custom changes, then now might be the perfect 
time to upgrade to 2.0!

Please do get in touch for any advice or any 
questions you have or if you’d like a quote for 
moving to 2.0 - every client is different, so let us 
tailor a quote to you.

WHAT DO I NEED TO DO? SHOULD I UPGRADE?

Get in touch

Change by Design – Tim Brown 

BOOK 
RECOMMENDATIONS

Lunchtime Learning for 
Leaders – 16 ways to grow 

your resilience and influence – 
Lucy Ryan

Rest – why you get more done 
when you work less – Alex 

Soojung-Kim Pang

Collection filtering
Allow customers to filter collections in your store 
by availability, price, product type, vendor, plus 
variant options, like size and colour. All without 
an app and without custom tags.

This means quicker load times and reduced 
running cost!
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Spending time thinking through and planning out your 
requirements prior to engaging an agency or freelancer to 

design and build your website is time well spent. This will help you 
solidify in your mind what your non-negotiable requirements are, 
help you feel more in control and ensure a better collaborative 
relationship with your agency/freelancer from the outset.

CREATING A BRIEF 
FOR YOUR WEBSITE

It can be tempting to jump straight into the aesthetic elements and how you envisage your new 
website to look. However, as with any design project, clarifying the strategic intent and functional 
requirements should come first.

Here we run through the key elements for consideration when creating a website brief:

An overview of the 
bigger picture

It helps, in your own words to 
state what your business does, 
who your target audience are 
and what the goals for the 
business are. Where does the 
website fit into your business 
strategy? What does your 
brand stand for?

What you have now

Make sure to communicate 
to your website developer/
agency from the outset 
your current set up – 
this could include:

>  What platform your existing 
website is on

> Third party integrations

> Inventory management

> Point of Sale set up

>  Existing Google Ads/ 
Shopping campaigns

Other important 
information

> Domain name registrations

>  Existing hosting 
arrangements

> Email set up

Ecommerce 
information

> How large is your inventory?

>  What countries do you sell 
to? Do you require multi-
currency and/or multi 
language?

>  What shipping options 
do you require?

Project 
management & 
timelines

Who from your business will 
manage the project? Who has 
authority to make decisions? 
Are there any specific 
deadlines to work towards? 
What are your budget 
requirements?

An evaluation of 
what does and 
doesn’t work

Provide a pros and cons of 
your current website - do you 
currently have any analytics 
to support this?

If you would like to discuss a website development project with us then please give us a call on 
01242 236600 or drop us an email – info@bluehorizonsmarketing.co.uk

Goals & Objectives

Following on from the 
evaluation of your existing site 
you’ll then be able to prioritise 
the non-negotiables versus 
nice-to-have requirements.

Articulate what it is that you 
want visitors to your site to 
think, feel and do. Be specific 
– are you wanting customers 
to buy there and then online, 
or perhaps you want them to 
make an enquiry. Do you want 
them to create an account? 

Inspiration & 
aesthetics

Be sure to supply any brand 
guidelines or specific elements 
of, for example, packaging 
designs - elements that help 
demonstrate the aesthetic of 
your brand.

It is also useful to provide 
examples of websites that 
you admire (from any sector), 
stating the specifics of what it 
is that you like and why.

The more specific and 
clear you can be at the 
outset, the more this can 
help ensure an enjoyable 
development process with 
open communication. You’ll 
end up with a website that 
meets your needs, exceeds 
your expectations, and, above 
all, functions and performs well 
to meet both your and your 
customer’s needs.

WWW



BACKGROUND
Hardy Games is a small business specialising 
in the gaming world and predominately selling 
through online marketplaces. Although this 
route proved very successful, they decided that 
the time was right for them to branch out on 
their own and to sell direct to consumers which 
would enable them to sell the same quality 
products but at a fraction of the price.

The service provided by Hardy Games and 
their USP of fast delivery times are enough to 
encourage repeat custom, but Hardy Games 
were keen to have a reward element within 
their customer journey to furthermore reward 
their customers and encourage them to 
purchase directly.

C A S E  S T U D Y WHAT WE DID
First step was a new brand 
image and logo. Hardy 
Games wanted their logo 
to be instantly recognisable 
and they wanted to ensure 
that they had a cohesive look 
across all marketing efforts.  
It was important that the new 
logo reflected the brand and 
its gaming nature.

At BH we love to get creative 
and help our clients bring a 
vision to life.  It all starts with 
an idea; this gets created 
and presented to the client 
and then we work together to 
develop the concept.

For Hardy Games it was 
important that gaming was 
evident at first glance with 
the logo. We also wanted to 
ensure that we were helping 
create a profile for their name 
so wanted to try and keep 
their name/initial present.

A few options were 
presented to the client.

These were 
discussed and 
refined and the final 
logo was selected. 
The new logo brings 
together the name 
of the company 
whilst also bringing 
in elements from the 
digital and gaming 
world with a digital 
pixel and a D-pad 
control image.

BLUE HORIZONS MARKETING
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NEW ONLINE PRESENCE:
The answer to a better online presence 
was a new Shopify website which we 
created for them. They can now easily 
update their website syncing from 
their inventory management platform, 
Linnworks, whilst knowing that they 
have a checkout process which is fast 
and secure and easy for customers 
to navigate. 

The reward element was no problem 
with a Shopify website as there is “an 
app for that”. By installing the Bold app 
every customer who purchases on the 
site can create an account and gain 
points for every purchase which can be 
redeemed against future purchases. This 
helps the customer to form a long term 
relationship with Hardy Games.  

ADDITIONAL MARKETING 
COLLATERAL:
With a new brand image and new 
website we have been able to work 
with Hardy Games on additional 
marketing collateral. We have designed 
and created core stationery for 
them, branded clothing & pens and a 
promotional flyer which was used in 
existing market place orders offering 
customers 10% off their first direct order.

Hardy Games recognised that they 
needed a new image and a new website 
to help take them to the next level. Here 
at Blue Horizons, we have created this 
for them and have provided them with 
the assets to help springboard them 
into their next chapter.



HAPPY CLIENTS = HAPPY  US

You can see all our 
latest reviews on our 

instagram page.

Follow us 
@bluehorizonsmarketing
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>  A website that is easy to navigate with content 
grouped in logical categories

>  A responsive website that can adapt and 
deliver the best experience to users whether 
they’re on their desktop, laptop, tablet or 
smartphone

>  Having optimised the actual page content – 
formulate descriptive rich keyword content 
(think product titles and descriptions), using 
meta data and images

>  Provide useful ‘housekeeping’ content – 
contact pages, policies 

HOW TO PROACTIVELY DRIVE TRAFFIC TO YOUR WEBSITE WITH SEO – 
SEARCH ENGINE OPTIMISATION
The foundations for good SEO are:

>  A website that isn’t bloated and therefore 
takes too long to load

>  Create content of interest to your target 
audience not just on your website but also 
via social media and guest blogs to assist 
in link building

>  Monitor and analyse how your audience 
find and use your content, then revise and 
update accordingly

Top tip – use your Google search console/ 
Google Analytics to verify ownership of 
your website and optimise your Google My 
Business Listing.

Search Ads - good for products and services 
specifically when you have certain categories/
brands/products/services that you want to 
promote with priority.

Example:

Google Ads boosts overall brand awareness 
by 80% - WebFx.

Shopping Ads - great for ecommerce and 
physical stores to showcase their inventory 
through product based ads.

Search for ‘blue wellies’

 

Having a great website is only part of the marketing jigsaw. 
Marketing is pretty much everything that you do, so for your 

website to perform its best, the rest of your marketing needs to be 
working towards helping you secure ongoing, profitable sales for 
your business.

HOW TO GET YOUR WEBSITE FOUND

WHERE ARE YOUR 
MARKETING LEAKS?
We would thoroughly recommend that 
you check out Bryony Thomas’ Watertight 
Marketing’ – helping you look at your 
marketing bucket and fixing any leaks.  
Check out our previous blog here

Display Ads - great for building brand 
awareness and growing brand reach, good for 
new products/brands/services and increasing 
brand recognition.

89% of the traffic generated by Google Ads is not 
replaced by organic clicks when ads are paused 
- Google AI Blog.

Video Ads - great for brands who want to tell 
their story, be in front of the camera, get more 
brand reach and awareness and who can’t 
explain the benefits of their products/services in 
a single image or text ad.

https://youtu.be/L-TADKnnjQY

HOW TO PROACTIVELY DRIVE TRAFFIC TO YOUR  
WEBSITE WITH SEM – SEARCH ENGINE MARKETING
There are various options when it comes to marketing your website on Google or other search 
engines. We’re going to focus on Google as they have the largest market share by far:



SEO 
PACKAGES

Onsite review

Keyword research

Quarterly strategy

Content marketing x 1  
for your own blog

Monthly reporting

Email and telephone support

Onsite review

Keyword research

Quarterly strategy

Content marketing x 1  
for your own blog

Content marketing x 1  
other areas of the business

Link building

Weekly social updates

Monthly reporting

Email and telephone support

Onsite review

Keyword research

Quarterly strategy

Content marketing x 1  
for your own blog

Content marketing x 2  
other areas of the business

Link building

Twice Weekly social updates

Monthly reporting

Email and telephone support

PER MONTHPER MONTHPER MONTH

Silver Gold Platinum

£  295 +VAT £  490 +VAT £  680 +VAT

We offer a range of packages to increase traffic to your 
website, grow your brand visibility online and help you 
reach out to new customers and potential markets.

We can help you grow your audience
Get in touch to find out how we can help your website.

*Minimum 3 month contract

Local Ads - for local tradespeople, shops, 
restaurants etc who are looking to drive footfall 
and increase awareness about their brand.

Benefits of Google Ads

>  Controllable - over how much you spend and 
when - you only pay when someone clicks on 
or views your ads (depending on ad type)

>  Targeted - you choose the audience, location, 
times of day to show ads, the devices they 
appear on and how often they appear

>  Measurable - there are lots of metrics that 
help you make sense of your advertising 
campaigns - i.e. clicks, views, sales, leads, sales 
value, SIS*, CPC*, cost/conv, ROAS*

*SIS = defined as the Number of Impressions 
you have received, divided by the approximate 
number of impressions you were eligible 
to receive.” 
*CPC = cost per click 
*ROAS = return on advertising spend

“Forty-three percent of visitors bought 
something for the first time after seeing 
Google Ads” - clutch.

Remarketing

Remarketing means showing your ads to people 
who have already made a connection with your 
brand  - i.e. visiting your website. Google uses 
cookies to collect details of who has already 
visited your site and you can build up audience 
lists to retarget in the future.

Remarketing is great for increasing conversions 
and ROI (return on investment) as people who 
have already connected with your brand are 
more likely to convert.

Remarketing is for those brands who think long 
term as it takes time to build up audiences. 
However, the wait is worth it as remarketing 
ads tend to have a 2-3 times higher CTR (click 
through rate).

NEED SOME HELP?
If you need help with Search Engine 
Optimisation and/or Search Engine 

Marketing then drop us a line  
info@bluehorizonsmarketing.co.uk 

or give us a call on 
01242 236600



CREATIVE 
BRANDING & 
PHOTOGRAPHY

+ Ecommerce

+ Branding & Design

+ Professional Photography

+ Printed Literature

+ Direct Mail

+ E-marketing

+ Promotional Items

+ Digital Presentations

+ Signage

+ SEO & SEM

Do get in touch if there is something that you’d like  
assistance with - we’d love to help.

Blue Horizons are here to help you make your 
business a success. As a full service agency 
we can help you with all of your creative 
and marketing requirements:



UpPromote is an automated all-in-one affiliate and influencer 
marketing solution to help merchants manage and track affliates.

Here, they provide the best ways to find influencers on Instagram 
and tips on how to approach them effectively.

BEST WAYS TO FIND 
INFLUENCERS ON INSTAGRAM 
FOR ANY INDUSTRY

What are you goals? What will success look like 
for you? What criteria will you use to evaluate 
the performance of your Instagram affiliate 
marketing campaign?

>  Are you trying to boost sales/ raise your 
brand awareness?

>  Are you about to push a new product?

>  What’s your target audience?

LIST OUT YOUR AFFILIATE CAMPAIGN GOALS AND METRICS

FINDING AFFILIATES ON INSTAGRAM

1.  Look at your followers (free)

  Potential influencers could already 
be following you on your business 
Instagram account. 

  Once you’ve found someone with a quantity 
of engaging audience likes anything on your 
profile, check to see whether they’re engaging 
with your material or sharing photos that 
highlight your brand.

  Then do some “stalking” tasks on their profile 
if they’re matching your needs to become 
your affiliates then you can approach and ask 
them to join your program.

2. Monitor relevant hashtags (free)

  After listing out a few relevant hashtags you 
can go on putting each one into the search 
bar and browse through all the results to 
find posts with engagement reaching your 
expectation and target audience, see their 
profiles and direct them to propose your offer. 
 

3.  Check the “Suggested” profile (free)

  If you have any influencers in mind, go to their 
Instagram, there is a section where Instagram 
suggests similar profiles for you to end up 
with a long list of potential affiliates.

  #1 Go to the Instagram account of your 
desired influencer.

  #2 Next to “Follow” or “Following,” click the 
“Arrow” button.

  #3 Instagram will recommend profiles that 
are comparable to the profile of your ideal 
influencer. The suggested profiles may be 
seen above their Instagram post.

  #4 Select “See All” to view all of Instagram’s 
suggested profiles.

4.  Find affiliates on Instagram by 
“Location” (free)

  People love checking in, especially those 
that work in the fashion/ beauty industry. 
Depending on your niche, you may be able 
to mention a few of the regions where your 
customers frequently go. It might be a tourist 
site, a hip/ signature coffee shop, or simply 
a well-known place for the photoshoot, and 

>  What’s the persona of your ideal influencers?

Find relevant keywords/ hashtags for your 
industry to power your search.

Once you have clarified your brand’s goals, 
images, core values, and target audience you 
can then determine the right keywords which 
will showcase your business so that you can find 
influencers on Instagram with ease.

uppromote.comVisit:

BLUE HORIZONS MARKETING
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they usually include a location hashtag 
when posting it on Instagram. Simply follow 
the steps below if you have the location list 
on hand:

  #1 Type a location in the Instagram 
search bar.

  #2 Browse the profiles that included the 
“Location” tag.

  If you come across good posts with good 
engagement rates with about 200 likes, 
you’re probably looking at influencers with 
a large following.

  Click on their profile name to check out 
their profiles in detail.

5.  Check your competitors’ followers (free)

  To find influencers on Instagram, consider this 
a form of reverse market research. Your firm 
may face tremendous rivalry, depending on 
the industry. You might be able to uncover 
influencers interested in your sector by 
looking at your rivals’ followers.

  By browsing through their profile and 
checking out “Suggested” influencers, 
you may find your potential influencers 
with less effort.

6.  Search influencers on the explorer 
pages (free)

  People go to the Explore page when they 
want to see photographs and videos from 
accounts they don’t currently follow linked 
to their interests.

  The Explore tab helps you find influencers, 
comparable accounts, and new brands 
and organizations. Instagram employs an 
algorithm to suggest items on Explore that 
you might be interested in based on your 
likes and visited pages.

  You can find the explorer tab lying in the 
second-bottom button (from left to right). 

INSTAGRAM INFLUENCERS APPROACH TACTICS

1.  Send clear briefings

  To become enthused about cooperating 
with you, influencers need to comprehend 
the briefs or contracts that you provide 
them. Create a well-structured brief 
clearly describing your brand objectives, 
guidelines, and deadlines to make them 
easy to comprehend.

  You should also divide your brief’s material 
into sections and avoid lengthy explanations. 
Excellent briefs will save you time by 
eliminating the need to clarify some areas 
of the partnerships. It will aid influencers in 
avoiding blunders and also be easy for them 
to examine whether the partnerships were 
done according to your specifications.

2.  Have personal communication

  You need to be available to answer any 
follow-up inquiries swiftly to persuade 
influencers to join your campaign. They may 
need to ask logistical questions or explain 
aspects of your affiliate campaign.

  Your prompt and accurate replies will 
aid them in deciding whether or not to 
participate in your campaign and  
will provide them with a  
favourable impression  
of your firm.

 

3.  Allow their creativeness

  The authenticity of the influencers’ narrative 
and material is one of the most crucial 
parts of influencer marketing. However, for 
partnerships to be authentic, you must give 
them creative leeway.

  It’s a narrow line to walk between directing 
influencers what to share and collaborating 
to produce inspiring tales. Strict text and 
photo constraints will make people feel as 
though the partnerships are unauthentic 
and limiting. Allowing influencers creative 
freedom allows them to utilize their 
imagination to generate material about your 
firm and deliver it in a way that appeals to 
their target audience.

4.  Pay them appropriately

  To stimulate influencers’ attention, you must 
give fair and mutually acceptable pay when 
sending booking requests. Influencers put 
in a lot of time, effort, and money to provide 
partnerships that help your company 
gain a reputation, and they want to be 
recognized for it.

7.  Conduct a special search query 
on Google (free)

  Google has a set of syntax that helps you 
better describe your search. Using this 
query: site:instagram.com ‘k followers’ + 
keywords to tell Google that you want to 
search for people on Instagram with more 
than 1000 followers that relate to the 
keyword you input.

  For example, site:instagram.com ‘k followers’ 
bohemian would return Instagram profiles 
that have more than 1000 followers and are 
related to bohemian.

  Protip: If you are targeting a specific 
region, remember to change the location 
setting on your Google search by going 
to Settings (bottom-right corner of Google 
page) > Search Settings > Region Settings  
and choosing the region that you want.

8.  Check the top list on Google (free)

  As we mentioned above, doing keyword and 
hashtags research related to your brand 
is vital. Now you can use those keywords to 
conduct a Google search to check the top list 
of Instagram influencers in your industry.

  For each country, there will be different top list 
of Instagram influencers, as well as a variety 
of additional influencer rankings based on 
other businesses and themes.

9.  Subscribe to the influencer marketing 
tools (paid)

  Some platforms will do the job for you when 
it comes to search tool platforms, you simply 
provide the information, and the platform will 
take care of the rest.

  Social Baker is an Instagram tool that helps 
you find proper influencers.
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A :  Upper Floors, 
40B London Road, 
Gloucester, GL1 3NU

P :  01242 236600

E :  info@bluehorizonsmarketing.co.uk

W :  www.bluehorizonsmarketing.co.uk

Blue Horizons Ltd. Registered England Number 4555929


