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Welcome to the fifth edition of our client 

magazine. We’ve had some great feedback 

from the previous issues and, following 

feedback, have included more of the things 

that you, our clients would like to see. Please 

do email me at zoe@bluehorizonsmarketing.

co.uk if you have any suggestions or 

recommendations for future issues.

Dee from Clear Vision (Specialist Dental 

Accountants) has kindly contributed an article 

for this issue ‘The Jackanory of Marketing Your 

Dental Business’ and makes some excellent 

recommendations for how you can use your 

story to help market your practice.

We also have lots of tips and advice to help 

make your business more successful, news 

about the latest happenings at Blue Horizons 

plus an exclusive loyalty voucher as a token of 

our appreciation.

We do hope you enjoy reading this issue and 

please feel free to pass it on to any colleagues 

who may be interested in our services.  

Remember, you could get a choice of an iPad 

mini, a case of champagne or £200 of John 

Lewis vouchers if they go on to become a Blue 

Horizons client!

Enjoy

Zoe
Zoe Davitt, 

Managing Director of Blue Horizons

Managing Director 

Zoe Davitt

Director 

Marcus Davitt

Client Manager 

Jo Tippin

Head of Design 

Lee Groenewegen

Head of Interactive Services 

Steven Henderson

Marketing Coordinator  

Kelsey Smart 

122 Bath Road 

Cheltenham 

Gloucestershire 

GL53 7JX 

t 01242 236600 

e info@bluehorizonsmarketing.co.uk 

w bluehorizonsmarketing.co.uk

Editor'sNote
Your trusted 
financial partner

Some of our services

Call today on 02920 564008 
to find out how we can help your 
business move forward

t 02920 564 008  e info@freemansaccountancy.com  w www.freemansaccountancy.com

Financial, business 
& taxation advice

VAT & Tax submissions

Bookkeeping

Payroll

Company valuations, 
incorporation & aquisitions

Tax planning
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Our website make-over!
As a marketing agency we find 

ourselves always busy helping 

other businesses with their 

marketing which means that 

our own marketing often gets 

neglected and put to the bottom 

of the to-do list!

Reviewing your marketing 

communications is important to 

ensure everything is on brand, 

saying the right messages and 

reflecting your business as it 

is today. Compare your items 

with your overall marketing and 

business plan and check they’re 

still working for you.

Websites are a great example 

of an item that can become 

outdated and not meet all the 

specifications of current modern 

devices that people use to access 

sites. They might not work with 

the latest browsers, meet with 

recent legislation or just not 

contain your most up to date 

information.

We recently took time out to 

revamp our own website and have 

included some great new features 

and examples of our work which 

you can explore for yourself at 

www.bluehorizonsmarketing.co.uk

What’s been happening 
at Blue Horizons?

Don’t forget to use your email signature as a ‘pull’ – reaffirm why 

your clients use you and should continue to do so

5BlueHorizonsMagazine

Your dental care plan provider www.ident.co.uk

01463 223399

Dental care plans 
working for you

Set-up support

Training support

Conversion management

Marketing support

Administration support

Business development

0% admin fee for 9 months

Blue Horizons are 
now officially 
‘Shopify Experts’
Blue Horizons are now 

officially Shopify Partner 

and Experts. See page 18 

for more.

Marketing Apprentice
Meet our new apprentice. 

See overleaf for details.
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The evidence

Over the last few months, 

Google have been sending 

out gentle reminder emails 

through Webmaster tools, 

recommending that pages be 

optimised for mobile. These 

warnings have increased with 

multiple ‘critical issues’ now 

being highlighted in inboxes, 

such as the example opposite.

These kind of warnings are 

extremely rare when it comes 

to Google, so we thoroughly 

Google rarely announce any 

of these kind of updates with 

their search algorithms. It’s 

so unusual that we really see 

these changes as having a 

signifcant impact on a website’s 

performance when it comes to 

search results on a mobile.

Industry experts called this 

‘M’ day, the day that mobile 

search really comes to the 

fore. Now, this is obviously 

only going to effect businesses 

where customers are searching 

for your services on their 

smartphone. If you have mainly 

desktop users visiting your 

website or if people are just 

looking for your business by 

name, then you’ve nothing 

to worry about. However, a 

recent review conducted by 

ecommerce specialists Shopify 

showed that 50.3% of traffic 

comes from smartphones. This 

indicates that mobile website 

users have now overtaken 

desktop users, so perhaps it’s 

time to do something about it!

recommend that they are taken 

notice of. Responsive, adaptive 

or mobile websites are pretty 

much the norm with today’s 

website development. Older, 

existing sites can still be made 

to be mobile friendly too, so 

there are multiple ways to meet 

Google’s own requirements and 

‘pass their test’.

Should you require any help, 

either by making your existing 

site mobile friendly or by taking 

the opportunity to create a 

refreshed site altogether, then 

don’t hesitate to get in touch.

We are delighted to welcome on 

board our first ever apprentice 

to Blue Horizons!  Kelsey joined 

us at the start of July and will be 

completing an Advanced Level 

3 Marketing Apprenticeship.

Kelsey really did stand head 

and shoulders above the other 

candidates, despite being only 

17 years old. We’re very excited 

about having a new member in 

our team, not only to help with 

our increasing workload but also 

to add a fresh, new perspective 

to ideas and creative concepts.

Back in April, Google announced that any websites that 
aren’t deemed mobile-friendly are likely to disappear from 
search on a mobile.

Marketing Apprentice

Google’s   M   Day

Check out this link to get some tip tips on how to search on Google  

https://support.google.com/websearch/answer/134479?hl=en



The Jackanory of Marketing 
Your Dental Business

I am willing to bet, when you think 

about it, you can identify instances 

of where you really made a 

difference to them.

Perhaps you helped them benefit 

from a fresher, healthier mouth 

which they can now feel confident 

about. Maybe you completed 

a course of treatment which 

provided them with a brighter, 

straighter smile.

It’s important to recognise when 

you have created these differences 

for your patients. 

First of all, it helps you and your 

team to continue to feel heartened 

about what you do, as you go 

about your day to day tasks. So 

make sure you talk about your 

successes together. 

It is also important as the 

differences you make to patients 

form a great foundation for your 

marketing content.

Marketing is really just about 

telling a story. A story of human 

experience and emotion. Potential 

new patients don’t want to be 

‘sold to’. As consumers we know 

how tiresome thinly-veiled ‘sales 

messages’ can be. 

Research shows that humans feel 

first, before thinking and making 

decisions. So when you share a 

story, connect with a potential 

patient on an emotional level, 

you’ll break through all the 

bland marketing ‘noise’ and 

grab their attention.

Here is the five step system I 

recommend you follow to identify, 

collate and share the patient 

stories you create: 

1.	 Recognise	&	discuss	the	
differences	you	make

Often, dental teams simply 

go about their work and don’t 

recognise the differences they 

make. Differences which may 

be ‘everyday’ to the team, 

but certainly aren’t 

commonplace to patients. 

So look back periodically with 

your team to pick out the stories 

you have created. 

This process becomes easier 

when you encourage your team 

to record instances when they 

happen. Something as simple as a 

whiteboard gives them the chance 

to spontaneously write down 

details of differences made and 

comments from patients. 

2.	Approach	your	patients

When you create a difference, 

be overt in explaining to the 

patient how sharing it will 

help your business. Ask them 

permission to capture and use 

it in your marketing. 

Don’t be perturbed if a few say no. 

Just accept and acknowledge their 

decision. Some will say yes.

You can even agree that a 

patient’s story will be used in 

your marketing at the outset 

treatment and exchange the 

‘use’ of their story for a small 

discount on the cost. 

3.	Capture	their	comments

It is important to make this easy 

for patients, so don’t just present 

them with a blank sheet of paper 

to use, give them some questions 

to answer.

A ‘story capture template’ is 

quite easily put together when 

you format it to capture their 

comments and feelings before, 

during and after their treatment. 

Ask them how they FELT at 

each of these stages. Make 

your questions, and therefore 

the answers they are guided 

to provide, emotional.

4.	Produce	the	story

From a very early age, we are 

hardwired to engage with stories. 

This goes on throughout life as 

we continue to read books, news 

stories, watch films and exchange 

stories with each other.

So as you transfer your patient’s 

comments into a story format, 

think about how an author or 

filmmaker draws you into their 

story, engages you.

Include before and after treatment 

photos so your story becomes 

visual and can be seen to be real.

5.	Promote	the	story	

There are so many ways for you 

to promote a patient story. Here 

are a few to start with:

Include it on your website. This is 

your 24 hour shop window and 

you keep people coming back to 

visit when you make it dynamic 

and add new content regularly. 

Then share links on social media to 

drive readers to the website story. 

Display your patient stories on 

your practice walls and windows.

Keep a file of your stories in 

each surgery to aid conversion 

of particular treatments. Give 

patients interested in solving 

a particular problem or looking 

for an aesthetic enhancement 

a copy of a relevant story.

Make your strongest stories the 

basis for your patient newsletters 

or e-zine. 

And should you exhaust your 

‘internal’ marketing opportunities, 

you can even include stories in 

your adverts, articles and external 

promotions.

You are making a difference 

and creating stories for your 

patients whether you consciously 

recognise it or not.  Why not use 

them in your marketing? They are 

the most powerful marketing tool 

you have.

Dee Gerrish 
Dental Marketing Specialist

Clear Vision Accountancy Ltd 

1 Abacus House, Newlands Road 

Corsham, Wiltshire SN13 0BH 

telephone: 01249 712074 

email: dee.gerrish@cvag.co.uk 

www.clearvisiondental.co.uk 

www.clearvisiondentalblog.co.uk

Take a moment to think back over the last week and 
consider the patients you have seen…

9BlueHorizonsMagazineBlueHorizonsMagazine8
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If you would like to talk through how Blue Horizons Marketing 

can help you grow your business then get in touch at 

zoe@bluehorizonsmarketing.co.uk or call 01242 236600

Network
Networking is about forging 

meaningful, mutually beneficial 

relationships and not just 

about trying to ‘sell’. Effective 

networking isn’t about going 

to an event and mindlessly 

handing out your business card; 

think more along the lines of 

synergistic relationships with 

other businesses, working 

partnerships etc.

Have a business mentor
Running a business is stressful 

and you cannot be expected 

to have all of the answers all 

of the time. 

A good mentor should act as 

a source of expertise, experience 

and support. Above all they 

should provide you with 

a fresh perspective.

Know how you 
can grow
There are three key strategies to 

growing your business and they 

should be approached in the 

following order:

1. Sell more to your existing 

clients to increase their 

net worth:

- introduce them to new 

products and services

- increase their frequency 

of purchase

2. Reduce the number of clients 

who leave (attrition)

3. Win more clients

So, if you are looking to grow 

your business, strategically think 

about how you are actually going 

to achieve this. The reason to put 

your existing customers first is 

that it has been proven to cost 

approximately four times less to 

“farm” your existing customers 

than to “fish” for new ones.

Plan for success
Without a plan in place, you will 

find that your business runs you 

rather than the other way around! 

Have a clear vision, set goals and 

SMART (specific, measurable, 

action-orientated, relevant and 

time-based) objectives to help 

you reach those goals.

Consistently measure 
progress against 
objectives
Being in control of your business 

and knowing exactly where 

you are at is key component to 

success. If you do steer off track, 

you can rectify the situation 

rather than ignore it and let it 

snow ball out of control.

Keep an eye on your 
cash-flow
Turnover is vanity, profit is 

sanity and cash-flow is king. 

Many businesses don’t survive 

because they’re too busy 

chasing more turnover and 

neglect effectively managing 

their costs and cash-flow.

Invest in your team
Investing in your employees 

not only saves you the cost of 

replacing them because they 

don’t stick around but you will 

also find that happier employees 

work harder and serve your 

clients better meaning more 

success and more profits for your 

business.

Delegate
You cannot succeed on your own 

and you cannot do everything 

yourself. Don’t fall into the trap of 

‘busy fool syndrome’; ensure that 

your talents and those of your 

employees/partners/suppliers are 

being utilised effectively in order 

to achieve the business goals.

Tips to help 
your business grow

iPhone top tip: touch and hold a character to see alternative accented characters 

-simply slide to pick the one you want

Running a business requires many skill sets. Often many businesses fail because 

they have focused on their specific trade/profession and neglected the critical 

operational aspects such as HR, finance and marketing.
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MAKE yOur 
MESSAGE 

STAND OuT

What can we 
do for you?
We’re here to help you make your 

business a success and be a true 

marketing partner. Whatever marketing 

needs you may have, Blue Horizons are 

here to help. As a full service agency we 

offer a whole host of services including:

• Marketing strategy

• Branding & logos

• Signage

• Printed literature

• Promotional items

• Websites & ecommerce

• Video

• Digital presentations

• Awards submissions

• SEO & SEM

• E-marketing

• Advertising

• Photography

• PR & copywriting

And, if there is something not on the list 

then just ask us – we’d love to help and 

if we can’t do it, we’re bound to know 

someone who can!
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Producing Quality Content Part 1: 

How to improve your writing

Have a plan
Have the ‘bigger picture’ in 

mind to frame your content i.e. 

your overall business strategy.  

There should be an integrated 

approach to all of your marketing 

communications ensuring that 

everything is cohesively and 

single-mindedly working towards 

the same goal but with a specific 

objective set for each item.

The context of what you’re 

writing will determine how you 

need to write – the tone of voice, 

how long it needs to be, the 

format and so forth.

The table to the right is a useful 

guide for the ideal length for 

everything in your marketing 

communications.

It’s important to bear in mind 

that we read differently online 

than we do on paper. Online we 

tend to scan read (this will be 

covered in greater detail in part 

II) whereas on paper we read 

more of the detail.

Think before you ink
Before you put pen to paper, or 

fingers to keys, there should be a 

separate task of idea generation.

Find something that works for 

you. I, for example, use Evernote 

(www.evernote.com) and when 

I come across interesting, useful 

content on the web, I quickly ‘clip’ 

it. I also use it to make a note 

of any random ideas that come 

to me (often at the strangest 

moment which is why my iPhone 

is always within reach!) Then, as 

a weekly task, I organise all my 

clippings and notes into relevant 

content headings – for example, 

social media, marketing strategy, 

branding, design etc. When 

I come to create any content I 

scour Evernote to get the creative 

juices flowing, which helps me to 

focus rather than being daunted 

by an expanse of white, blank 

space staring back at me.

Who are you writing for?
Good writing anticipates the 

questions that readers might 

have as they’re reading and 

then goes on to answer those 

questions.  Who is this piece of 

writing for?  What value are you 

creating for them by writing this 

piece? Is it of any use?  Content 

needs to please the reader, not 

you or your superiors but the 

end-user – the person who the 

content is intended for.

By defining who you are 

writing for you can more clearly 

determine the right tone of voice 

for a particular piece of copy.  

Many writers suggest you write 

as though you addressing one 

particular person.

Generally speaking, content 

writing these days is informal 

and more conversational. Don’t 

get too hung up on grammar.  

That being said, here are some 

examples of the classic grammar 

faux pas that wind people up!

You don’t want your writing 

to be too formal but if it is full 

of mistakes the reader will be 

focusing on the errors rather than 

the subject that you’re writing 

about. www.grammarist.com 

is a useful online tool if there is 

something you’re unsure about.

The human factor
Human nature dictates that, 

despite what we may think, we 

lead with our heart not our head.  

So, in order to make something 

‘stick’ it is best to sandwich 

it between something more 

emotional.  Humour can be great 

way to make your point ‘stick’; 

think anecdotes, idioms and 

nuances to give things a more 

personal touch.

Bryony Thomas in her book 

‘Watertight Marketing - delivering 

long-term sales results’ discusses 

the concept of the logic sandwich 

when delivering marketing 

messages; that is they start with 

emotion, lead onto logic and then 

return to emotion to seal the deal. 

We’re all becoming immune and 

somewhat numb to marketing 

messages due to the sheer 

volume that we come into 

contact with on a daily basis. 

In order to have more chance of 

getting through, be empathetic 

to your audience. Put yourself in 

their shoes and try to think and 

feel as they would in order to 

engage them.

Utility x Inspiration x Empathy = 

Quality Content (Ann Handley)

The process of writing
Read lots - the more you read, 

the better your writing becomes.  

For instance, if you need to write 

a blog post, read other blog 

posts; it’ll help you develop the 

right tone for the right medium 

and audience.

‘Content marketing’ is the big buzz phrase at the 

moment and with good reason. Search engines use 

page and domain authority to rank your website 

favourably and quality content is a key component to 

ensuring that this happens. So, how can you improve 

your writing in order to produce quality content?

Ideal length guidelines for 
everything in your marketing

Blog posts (for ranking)

1500 words

Email subject lines (for open rates)

50 characters or less

Line of text

12 words

Paragraphs

4 lines or less

YouTube video (for views)

3 to 3.5 minutes

Podcast

22 minutes

Title tags 

55 characters

Meta descriptions

155 characters (maximum)

Facebook post (for likes & shares)

100-140 characters

Tweets (for retweets)

120-130 characters

Domain name

8 characters or less
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As with everything, the more 

you do something and the more 

habitual it becomes, the more 

natural and easier it is.  Get 

yourself in the habit of writing 

regularly, even if it’s not intended 

to be published (for example, a 

personal journal) and your own 

process for writing and tone of 

voice will fall into place.

Ann Handley suggests the 

following process in her excellent 

book ‘Everybody writes’:

1. Goal

2. Relate to readers

3. Data/examples

4. Organise

5. Write to one person

6. Produce rough first draft

7. Walk away

8. Rewrite

9. Give it a great title

10. Get someone else to read 

& edit it

11. Final readability check

12. Publish – answer ‘what now?’ 

– call to action

Once you’ve established what you 

are writing, why you are writing it 

and who you’re writing it for, just 

start by putting something onto 

paper. You can move it around, 

change it, add to it but don’t be 

afraid to just get your thoughts 

onto paper or screen.

Remember that writing is a 

process and rarely do writers sit 

down and complete a piece of 

finished content in one sitting.

Edit, edit then edit again
Editing is about quality over 

quantity.  Does each and every 

paragraph hold its own weight?  

Are you repeating yourself but just 

using different words? Perhaps 

by reordering the content and 

moving things around a better 

flow will form.

When re-visiting your writing, 

trim out any excess bloat such 

as overuse of adverbs. Is your 

choice of words expressing the 

point you are making adequately? 

There is a balance between being 

conversational in style and just 

waffling. You want your writing to 

be understood and, unless you’re 

writing a fictional novel, chances 

are the reader wants you to get to 

the point quickly.

Pay special attention to the 

opening & closing paragraphs – 

the opening paragraph needs to 

be the hook to entice the reader 

to want to carry on. The closing 

paragraph should contain some 

form of ‘call to action’; going 

back to the objective you set 

yourself for writing the content in 

the first place.

If you’ve made reference to facts 

or quotes in your writing, double-

check them for accuracy and 

remember to credit any other 

authors whose work you make 

reference too; don’t plagiarise!

Finally, always get someone else 

to read through your work before 

you hit ‘publish/post’.

In	the	next	instalment,	quality	

content	part	II,	we’ll	be	looking	

at	how	to	make	your	content	

more	visually	appealing	and	easy	

to	navigate	for	the	reader.		In	the	

meantime,	if	you	simply	don’t	

have	the	time	or	inclination	to	

write	your	own	copy,	then	get	in	

touch	and	we	can	help	you	

info@bluehorizonsmarketing.co.uk	

01242	236600

Sell your products 
24 hours a day 
with a great value online store

FrEE 
TrIA

L

Call us on 01242 236600 
for more information
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Here at Blue Horizons we are 

always delighted to welcome 

new clients on board. If you 

refer a colleague who goes 

on to become a Blue Horizons 

client we will show our 

appreciation by offering you a 

choice of:

1. An iPad mini

2. A case of champagne

3. £200 John Lewis gift 

voucher

Plus your colleague will get 

a 20% discount off their first 

order*.

Please pass on our details 

to any colleagues who you 

fell would benefit from our 

services, or alternatively, pass 

their details on to us and we’ll 

take care of the rest.

*minimum spend applies

referral offer
Here at Blue Horizons, we are always 

delighted to welcome new clients 

on board. If you refer a colleague who 

goes on to become a Blue Horizons 

client we will show our appreciation 

by offering you a choice of:

1. An iPad mini

2. A case of champagne

3. £200 John Lewis gift voucher

Plus, your chum will get a 20% 

discount off their first order*!

Please pass on details to any 

colleagues who you feel would 

benefit from our services, or 

alternatively, pass on their details to 

us and we’ll take care of the rest.

* Minimum spend apply.

Blue Horizons 
are now officially 
‘Shopify Experts’

We’re delighted and proud to be included on 

Shopify’s recommend ‘experts’ list. Shopify is 

a world-renowned ecommerce platform that 

offers a fantastic system to develop website 

shops and even non-commerce sites on. 

We’ve even developed our own website on 

this platform it’s that good!

Being a Shopify Expert means we have the 

additional skills and knowledge to help set up 

your new website or online store as well as 

marketing this on an ongoing basis.

You can view our profile at 

https://experts.shopify.com/blue-horizons 

and even leave a review if you’ve been 

happy with our service!

Search engine optimisation
We o�er a range of o�-the-shelf packages to increase tra�c to your website, grow your
brand visibility online and help you reach out to new customers and potential markets.

*Minimum 3 month contract

£355
PLUS VAT PER MONTH

Optimisation of
chosen keywords
Backlinks review, build and 
link removal as necessary

Optimisation of
chosen keywords
Site structure, meta data
and content review

Optimisation of
chosen keywords
Content creation for your 
own blog and referral sites

Optimisation of
chosen keywords

Creation and issue
of online press release
– up to two per annum

Optimisation of
chosen keywords

Content ampli�cation to 
connect your content with 
highly engaged audiences

Optimisation of
chosen keywords
Sales video
(60 second animation)

Optimisation of
chosen keywords
Weekly updates on Facebook, 
Google+ and Twitter

Optimisation of
chosen keywordsMonthly reporting

Optimisation of
chosen keywordsEmail and telephone support

PLANE

Optimisation of
chosen keywords

£575
PLUS VAT PER MONTH

Optimisation of
chosen keywords
Backlinks review, build and 
link removal as necessary

Optimisation of
chosen keywords
Site structure, meta data
and content review

Optimisation of
chosen keywords
Content creation for your 
own blog and referral sites

Optimisation of
chosen keywords

Creation and issue of
online press release 
– up to four per annum

Optimisation of
chosen keywords

Content ampli�cation
to connect your content with 
highly engaged audiences

Optimisation of
chosen keywords

Creation of sales landing 
page to promote your
products and o�ers

Optimisation of
chosen keywordsSales video
(60 second animation)

Optimisation of
chosen keywords

Daily updates on Facebook, 
Google+ and Twitter plus
one boosted post per week

Optimisation of
chosen keywordsMonthly reporting

Email and telephone support

ROCKET

Optimisation of
chosen keywords

£199
PLUS VAT PER MONTH

AIR BALLOON

Optimisation of
chosen keywords

Site structure, meta data
and content review
in month one

Content creation including 
blog posts for your own blog 
and referral sites

Creation and issue
of online press release
– up to one per annum

Monthly reporting

Email and telephone support

Want you're SEO to really �y?
Get in touch to �nd out how we can help your website to take o�. 
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However on the other hand, the 

image above of bottles, from 

a bespoke photoshoot we did 

for 58 Queen’s Square, creates 

an immediate impression and a 

feel for the brand and there is 

an obvious difference between 

the two. This bespoke shoot 

has originality; it’s specific to 

the client and includes real 

people from within the business, 

therefore showing significantly 

more care, reflecting the brand 

and demonstrating to potential 

customers that you are worth their 

time and hard earned money.

Photography is the only language 

that can be understood anywhere 

in the world.

There is of course still a place 

for good stock imagery, but if 

Just think about some of the most 

memorable advertising campaigns 

from some of your favourite 

brands and we’ll bet you it’s the 

images you remember.

The stock business type photo 

above is a great example of a 

‘safe’ (perhaps boring) marketing 

approach. It’s ok, but it certainly 

isn’t different or memorable. 

In fact, in my view it shows 

unoriginality and and a lack of 

thought and planning.

Be unique

The joy of bespoke photography 

is that it is tailored to you, 

designed to be completely 

unique to your business. If your 

competitors are simply using 

stock images and you opt for 

the use of commissioned photos 

then you are immediately setting 

yourself apart and being more 

memorable. A picture speaks 

a thousand words, so you need 

to ensure those words are 

all positive.

Search engines 
will love them

As well as helping your marketing 

materials stand out, be unique 

and more memorable, using your 

own photos on your website will 

actually help with Google ranking 

too. Your own photos are unique 

content, nobody else will have 

them and because Google is 

sophisticated enough to recognise 

when images are reused, utilising 

images that fit your page content 

and that only you have will give 

you some extra ranking points in 

this cut-throat area.

Don’t believe us? Drag a stock 

image into ‘Google Images’ 

and just see all the versions 

of the same photo it will find? 

Duplicate content = bad for 

rankings and SEO!

Enhance your brand

Great photos become 

synonomous with your business 

and a core part of your brand. 

the majority of your marketing 

material use your own pictures 

then it makes your brand look 

more professional, shows clients 

that quality is a big focus for you, 

which in turn reflects positively on 

how customers view you and how 

likely they are to tell someone 

about you.

Great value

Having a bespoke photoshoot is 

surprisingly cost-effective. 

A half or full day shoot should 

give you enough images to use 

for mutliple marketing items in the 

future without the need to source 

and buy stock images. There will 

be multiple shots of different 

scenes all ready to adorn your 

web, brochure, mailers, adverts, 

Facebook page and so on.

You can see more examples of 

our clients’ bespoke photography 

on our website or view a gallery 

on our Pinterest page. And if you 

would like to discuss bespoke 

photography for your business 

then please just give us a call on 

01242 236600.

Bespoke photography, partnered with a strong identity 
can help ensure yOur uniqueness shines through against 
your competitors.

& marketing

Bespoke photography



22 BlueHorizonsMagazine 23BlueHorizonsMagazine

They came to Blue Horizons 

Marketing as they wanted 

help to reinvigorate their 

current brand and position 

themselves at the forefront 

of the disabled bathing 

product industry.

We provided various design 

concepts for their new logo 

before they chose the distinct 

bird design. This identity 

depicts the freedom and 

independence that they try 

to provide their clients with 

through their range of specialist 

products for people with 

disabilities.

This extensive project started 

with the logo and encompassed 

all media channels currently 

available to the company. 

Micro-projects included new 

stationery, product catalogue, 

exhibition stand, email 

marketing and finally 

a new fully responsive 

ecommerce website.

“We	launched	the	new	look	

brand	at	Kidz	south,	and	

received	many	favourable	

comments	from	attendees	and	

OTs	about	our	new	look!	Our	

new	website	generated	a	sale	

on	the	day	it	launched	and	

we’ve	had	a	large	increase	in	

enquiries	since.	The	website	is	

proving	to	be	a	real	asset	to	the	

business	and	a	really	key	part	of	

our	rebrand.”

- Dale Spademan, Sales & 

Marketing Manager

If you think that this is a type 

of service that you or your 

company would benefit from, 

then please don’t hesitate in 

calling us on 01242 236600 for 

an informal chat.

Case study:

How a rebrand helped 
reinvigorate sales 

After a recent change in management, Kingkraft 

decided that it was vital to rebrand their company 

to help support their new strategic plans in the 

coming years. 

Marketing round up

Industry news

Online adverting 
is where it’s at

The internet, by 2017, will 

be the biggest advertising 

medium in 12 key markets 

– including the UK, China 

and Germany – representing 

28% of global ad spend 

according to the latest 

quarterly advertising 

expenditure forecast from 

ZenithOptimedia.

Implantables are 
the new wearables

With the likes of the Apple 

watch now available for 

mass purchase, we are now 

looking beyond wearable 

technology to a future where 

the technology resides inside 

us (how very Minority Report!)  

It was reported earlier this 

year that a Swedish company 

has implanted microchips in 

its staff which allows them 

to use the photocopier, open 

security doors and even pay 

for their lunch.

Largest uK 
Facebook audience

According to 

Socialbakers.com, the Facebook 

page with the largest UK 

audience is Manchester United 

with a whopping 65,166,237 

fans.  Even more surprising was 

to discover that in second place 

is Mr Bean with a staggering 

62,281,252 fans!

App addiction! Check out our latest blog giving a run down of our current favourite 

apps http://www.bluehorizonsmarketing.co.uk/blogs/news/53250179-app-addiction
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