
LUCY REID  |  SENIOR DESIGNER

portfolio

hello@lucyreid.co.uk	 +44 (0)7941 048694	 Edinburgh, UK		  www.lucyreid.co.uk

mailto:hello%40lucyreid.co.uk?subject=


Creative and highly-skilled Senior Designer,  
with extensive experience in design for print
Background working in contract publishing,  
design agencies and strategic content
Strong typographic and layout skills, with 
considerable experience in editorial design 
Collaborative and friendly, with excellent 
interpersonal and communication abilities
Experienced managing jobs from initial  
briefing right through to print-ready artwork
Fully-conversant in Adobe CC InDesign, 
Photoshop & Illustrator
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Job: Report design
Client: Rewilding Britain

design & layout | image sourcing | art-working | print preparation
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Job: White paper design
Client: The Good Spa Guide

design & layout | image sourcing | graphs | print preparation



Job: Report design
Client: Burness Paull

design & layout | image sourcing | illustration | print preparation
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Job: White paper design
Client: Haines Watts

design & layout | image sourcing | art-working | print preparation



Job: Annual report design
Client: Freelance for Emperor

design & layout | visuals for client presentation
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OUT OF THE BOX | www.inpost.co.uk

The explosion in e-commerce and 
home delivery has enabled us to grow 
into one of the continent’s largest 
independent logistics operators. 

InPost is in the right place, at the right 
time, with the right thinking. 

We’re partnering with business and 
governments to deliver innovative 
and sustainable solutions that 
delight customers, and help us all to 
meet the pressing goal of net zero 
carbon emissions. Thinking out of 
the box is at the heart of our mission 
– it’s what powers our passion and 
professionalism, and inspires us to 
achieve our goals.

For people everywhere, InPost puts  
you in control of your parcels. 

We’re changing the way people shop, 
with deliveries and returns that are 
quick, easy, and totally reliable. No 
more missing out on parcels or hoping 
a neighbour will take them; no more 
parcels left in the rain or going astray. 

OUT OF 
THE BOX
OUR STORY

Our extensive locker network 
means that all you have to do is 
pick a location that works for you, 
and InPost does the rest. Your 
parcels are always safe and  
ready for collection at your 
convenience, 24/7.

For our retail partners, InPost 
adds value to your business and 
helps to eliminate costs. 

We drive customer attraction and 
retention by redefining the delivery 
experience, to ensure that the last 
mile of each customer’s purchase 
journey is positive and efficient, 
reducing the CO2 in your supply 
chain along the way. And; we work 
closely with retailers to facilitate 
international logistics, helping to 
grow your reach and audience.

For governments and local 
authorities, InPost is unique 
because we are, quite simply, the 
most sustainable method of last 
mile delivery. 

As government bodies increasingly 
see the need to reduce road traffic 
and implement clean air zones for 
business vehicles, we are becoming
a valued partner. InPost delivers over 
one thousand parcels successfully 
for every 80 that conventional 
couriers carry. That’s a 75 per cent 
reduction in carbon emissions. Yes, 
75 per cent.

Our journey began in 2006, and in 
that time the world has changed 
at a pace never seen before. We’re 
proud to have been at the forefront 
of change, and InPost will keep 
on leading the way; thinking out 
of the box, helping to shape the 
low-carbon cities of tomorrow, 
and delivering better logistics for 
businesses and people everywhere.  

Because that is what we do.

InPost; delivering better.

Innovative 
use of digital 
technology and 
data analysis 
makes our 
business agile 
and highly 
responsive.”

Reduction in carbon emmisions

Europe’s leading parcel locker service, making 
deliveries secure and convenient for millions of 
customers every day. 
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Rafał Brzoska (born 1977, Polish) is 
the Group Chief Executive Officer, a 
member of the Management Board 
and member of the management 
board of Integer.pl since February 
2007. Mr Rafał Brzoska is the founder 
of Inpost and shareholder of the 
Group. Mr Rafał Brzoska is also a 
member of the management board 
of Integer.pl, Inpost, Inpost 
Paczkomaty and other companies 
within the Group. Mr Rafał Brzoska is 
also a co-founder of two Venture 
Capital funds, bValue VC and InovoVC. 
Mr Rafał Brzoska is currently a director 
of Giverty Holding Limited (since 2011) 
and Granatana Limited (since 2012), 
CEO of AR Holding sp. z o.o. (since 
2015) and FH FENIKS sp. z o.o. (from 
2020), a member of the supervisory 
board of Social WIFI sp. z o.o., 
Web2Print sp. z o.o., Benhauer sp. z o.o. 
and Bright Future sp. z o.o. and a 
limited partner of WLW Inwestycje sp. 
k., BVALUE Bridge sp. z o.o. and 
BVALUE Unicorns sp. z o.o. Previously, 
he was a director of Fenix Investment 

Adam Aleksandrowicz (born 1972, 
Polish) is the Group Chief Financial 
Officer, a member of the 
Management Board and a member of 
the management board of Integer.pl 
since May 2017. Adam Aleksandrowicz 
joined Inpost in 2017 as CFO of the 
Group. Adam Aleksandrowicz is also a 
member of the management board 
of Integer.pl, Inpost, Inpost 
Paczkomaty and other companies 
within the Group. Adam 
Aleksandrowicz has over 25 years of 
experience in finance, business 
management. Previously, Adam 
Aleksandrowicz was CFO of American 
Heart of Poland from 2012 to 2016 and 
member of the supervisory board of 
American Heart of Poland from 2016 
to 2018, Bioton and various 
subsidiaries in Europe of AstraZeneca 
and Teva Pharmaceuticals. He was 
also a member of the supervisory 
board of WSiP S.A., a company in 

Michael Rouse (born 1973, UK) is the 
Chief Executive Officer of the 
International business and a member 
of the Management Board since 
September 2021. Michael Rouse joined 
InPost as CEO of International in 
October 2020 following more than 20 
years of experience in general 
management, operations, mergers 
and acquisitions, and go-to-market 
leadership. Previously, Michael Rouse 
was the Group Chief Commercial & 
Revenue Officer at Klarna Bank AB in 
Sweden from 2015 to 2020, and held 
number of executive positions at 
American Express and United Biscuits. 
Michael Rouse holds a Master’s 
Degree in Business Administration 
and Management (MBA) from the 
Ulster Business School and is a native 
of Northern Ireland.

Rafal Brzoska
CEO and founder

Adam Aleksandrowicz
Chief Financial Officer

Michael Rouse
Chief Executive Officer 

Members of the 
Management 
Board
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OUT OF 
THE BOX
DELIVERING
BETTER Secure +  

Accessible

Sustainable  
+ Convenient

Efficient + 
Controllable

Innovative  
+ Simple First + Agile

OUT OF THE BOX | www.inpost.co.uk

InPost SA | Annual Report & Accounts 2021 Overview Corporate GovernanceStrategic Review Financial Statements

OUT OF  
THE BOX
INTERNATIONAL

9

The total international parcel volume 
reached 1 million in the fourth quarter of 
the year ended 31 December 2020, all of 
which were delivered to APMs. The total
number of parcels delivered in 
international markets in the year ended 
31 December 2020 amounted to 2.2
million, largely due to the significant 
increase in parcel volume in the UK 
during the fourth quarter. The fourth
quarter of the year ended 31 December 
2020 has seen a strong growth of 100% 
in parcel volume compared to the third 
quarter of 2020 and a 400% increase 

compared to the fourth quarter of the 
year ended 31 December 2019. The 
increase in parcel volume in UK is 
mainly driven by the expanding 
merchants base and the accelerated 
roll-out of APMs. This has enabled the 
Group to ramp up its UK operation at a 
significantly quicker pace in the fourth 
quarter of the year ended 31 December
2020 than it was able to in the past. In 
the fourth quarter of the year ended 31 
December 2020 internationally the 
Group acquired 3 new clients: Zara, 
Superdry, New Look. Throughout the 
year, the Group’s client portfolio was 
expanded by the inclusion of 48 firms,
including Zara, Superdry, Missguided, 
The Hut Group, New Look, Karen Millen, 
Coast, Topshop, Topman.

International expansion strategy
The Group aims to pursue an 
international expansion strategy, both 
through its structured direct entry
model, which will focus on organic 
growth, and its opportunistic M&A 
model. The Group expects to pursue 
selective acquisitions of existing 
out-of-home delivery networks and 
automating them through the
development of a dense APM network.

It seeks to then leverage its existing 
pan-European merchants to provide
additional parcel volumes and drive 
performance improvement by 
leveraging its existing technology and
operational know how. The Group’s 
current M&A strategy considers 
acquisitions only where they accelerate
the APM ”flywheel”. 

Acquisition targets
As part of their opportunistic M&A 
strategy, the Group expects to continue 
to evaluate on an ongoing basis possible 
acquisition targets on European markets 
of strategic priority. Relevant 
opportunities are considered to be those 

which can accelerate expansion into 
those markets or offer opportunity to 
integrate the valuechain in the core 
segment where the Group operates.

The Group cannot predict the timing or 
probability of completion of any potential 
transaction that can be considered in the 
future. On 15 March 2021, the Company 
announced the proposed acquisition of 
Mondial Relay, the French out-of-home 
parcel delivery provider, for a transaction 
value of EUR 565 million (approximately 
PLN 2.5 million), in cash. The proposed 
transaction, subject to its completion, 
would be financed through a committed 
12 month bridge facility, provided by a 
consortium of seven banks. 

As of 31 December 2020, the Group has a network 
of 1,478 APMs outside of Poland (1134 in the UK 
and 344 in Italy). 

2.3m

The total international 
parcel volume reached  
1 million in the fourth 
quarter of the year.”

Total number of parcels delivered in 
international markets in year ended 

December 2020
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Job: Post-event report
Client: World Chambers Congress

design & layout | image sourcing | art-working | print preparation
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Job: Annual report design
Client: Oxbury Bank

design & layout | image sourcing | typesetting | graphs & tables



Job: SYP membership guide
Client: Scottish Youth Parliament

design & layout | image sourcing | art-working | print preparation
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Job: Global trends report
Client: HSBC

design & layout | image sourcing | art-working | print preparation



Job: Event brochure
Client: Punit Yatri | Composer

design & layout | image sourcing | art-working | print preparation
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Job: Promotional brochure design
Client: Oxbury Bank

design & layout | image sourcing | art-working | print preparation



Job: Estate agency brochure
Client: Clan Gordon

design & layout | image sourcing | art-working | print preparation
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Job: Brochure design
Client: Texaport IT Management

design & layout | image sourcing | icon creation | print preparation



Job: Promotional brochure
Client: The Contact Company

design & layout | image sourcing | art-working | print preparation
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Job: Music festival brochure
Client: Music at Paxton

design & layout | image sourcing | art-working | print preparation
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BiG iNTERviEW

Financial brands are wary of social media. They 
blame data regulation. Social networking strategist 

CHARLES WELLS explains why he thinks that’s a 
‘cop-out’ – and why Facebook users have a lot in 
common with suicidal ants. Arthur Allan reports.

ANxIETy
SOCIAL

▶

T
he Twitter feed of Charles  
Wells is a lively one. You’d 
expect nothing less of a  
social networking specialist. 

But in December 2011, the tweeting 
stopped abruptly.

Almost a year later, a new post revealed 
why: ‘My brain exploded… It’s been 1 hell of 
a year, but I’m back.’

Charles had suffered a brain haemorrhage 
classed as grade 5 – the gravest category. ‘I 
was in a coma for a while. When I woke up, 
they didn’t give me good odds,’ he recalls.

‘I would not be sitting here today if it 
were not for a huge number of family and 
friends. I have family all over the world, and 
they managed to keep everyone up to date 
through social media. 

‘Everyone felt they were by my bedside, 
even though they couldn’t be there. It meant 
a lot to me and to them.

It was a fitting vindication of social 
networking for this self-declared ‘big believer 
in the power of connecting humans’.

Charles says the experience pushed home 
the importance of relationships. He now 
strives to spend ‘a third of my energy on 
keeping healthy, a third on doing fantastic 

work for our clients, and a third on the 
people that I love’.

That’s energy, you’ll notice, not time. 
Today Charles is relishing the 80-hour 
working weeks that were the norm before 
his illness. 

Despite having to re-master sight and 
walking, it took him just eight months to 
return to his office at SapientNitro, a new 
breed of agency redefining storytelling for 
an ‘always-on’ world. 

Charles runs the strategy department as 
well as the agency’s social media delivery 
team, with hubs in London, Miami, India and 
Singapore. His diverse client list includes 
Standard Chartered, Ladbrokes, McLaren 
Automotive and Public Health England.

Many of SapientNitro’s clients are  
banks – the agency recently won a Gold 
Mobile at the Cannes Lions International 
Festival of Creativity for the Get Cash 
mobile facility, developed for RBS. This 
allows customers to withdraw money 
without using their bank cards, using the 
RBS and NatWest mobile banking app.

But if they are expanding their mobile 
offerings, financial brands are behind the 
curve when it comes to embracing social Ph
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‘IF YOU STAND FAR 
ENOUGH AWAY, 

FACEBOOK LOOKS 
LIKE A REALLY BIG 

ANTS’ NEST.’ 

SUE DIAMOND  
is Director of Compass Research Ltd
Contact: sue.diamond@ 
compassresearch.co.uk

STEFAN ELLIOTT  
is Director of Six Serving Men 
Contact: stef.elliott@6sm.co.uk

30 | ARGENT The Journal of The Financial Services Forum

mARkETiNG 

Facebook page: check. Twitter feed: live. YouTube 
videos: up and running. You’re all set to connect 
with consumers – right? New research suggests 
otherwise. SUE DIAMOND and STEFAN ELLIOTT 
explain why finance is in a category of its own 
when it comes to social media.

DIGITAL 
DIFFERENCE

T
he ‘spin’ around social media 
suggests that every brand needs  
an active presence on social  
platforms today. While many  

sectors have taken this path, should financial 
services follow? 

The risk is that few have taken the trouble to 
ask consumers what they think, and what kind of 
digital relationship they want or expect to have 
with their financial providers. The research that 
exists tends to be from the business supplier 
perspective, with much of it US-based.

That’s what prompted us to carry out some 
in-depth qualitative consumer research. We 
recruited a cross-section of people, in different 
parts of the country, to keep diaries of their online 
activities, and conducted interviews with them. 
We also set up workshops with a representative 
sample of people, focusing on what would help 
them engage digitally with financial services.

Our findings covered digital media in the round. 
But it’s in the realm of social media that some of 
the most striking findings emerged.

sPEEd REAd
• Social media is a challenge for the industry
• But it can help with trust
•  Interaction habits are dependent on the 

level of digital sophistication

www.thefsforum.co.uk The Journal of The Financial Services Forum ARGENT | 31
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SOCIAL MEDIA ISN’T A NATURAL 
ENVIRONMENT FOR FINANCIAL 
SERVICES …
When people were encouraged to review 
financial brands’ social media offerings, 
they said only some posts were relevant. 
But, in general, social media isn’t a natural 
environment to search for, access or review 
financial information.

The stark truth is that financial services is 
unlike any other sector. There’s much about 
it that is private. In a world that often seems 
prepared to share almost anything, finance is 
still seen as strictly personal.

As one 55-year-old points out: ‘You 
just don’t talk about that sort of thing 
in public.’ A 38-year-old concurred: ‘I’d 
share something that makes you smile on 
Facebook, but finance is personal and it just 
wouldn’t occur to me.’

That applies even to younger people. 
While they are more digitally confident, 
they lack financial confidence. People 
might recommend a financial brand 
or product face to face, when 
they can give caveats, but they 
are more reluctant to do so on 
Facebook or Twitter.

 
…BUT IT HAS ITS USES 
This is not to say that financial brands 
should desert social media altogether. It 
can be a forum to help re-establish trust, 
if brands use it in an open and honest 
way. Comment from experts with genuine 
consumer credibility, or community 
engagement at a more local level, are 
examples of where social media can be 
effective. However, it is important to 
determine the question to which social 
media is deemed the solution and clearly 
communicate with consumers what the role 
of social media is for their brand.

People don’t currently see YouTube  
as a place to go for financial information,  
but they are hungry for an element of 
education for which video could be an 
obvious medium. Our research found a 
demand for video explanations of simple 
tasks such as downloading an app or 
completing a process.

 
IT CAN ALSO HOOK PEOPLE IN TO 
RELEVANT CONTENT 
Only a limited number of people viewed 
Facebook as a platform they’d use for 
financial services. But if they can be 
encouraged to connect in this way, it could 

lead them to relevant content that they 
might otherwise ignore or fail to find on the 
brand’s website.

When we asked people to review financial 
Facebook pages, some discovered relevant 
content. Aviva won favour for its frequently 
updated articles, including handy hints and 
health content; Santander was praised for 
content that went beyond products and 
services to general money-saving tips. 

Other brands fared less well. The Halifax 
page was seen as ‘mainly people letting off 
steam or just lots of competitions’, while 
HSBC’s Facebook presence hadn’t been 
updated for some time.

 
FINANCIAL BRANDS’ CURRENT 
SOCIAL MEDIA OFFERINGS AREN’T 
USER-FRIENDLY 
Reviewing financial brands’ social  
media presence, consumers were generally 
unimpressed. The fragmented nature  
of several brands’ offering was off-putting  

to some.
‘I looked at Standard Life on Twitter 

and there were about four different 
streams to choose from,’ said one 
respondent, a 28-year-old who’s an 
early adopter of digital media. ‘One 

looked like it was about investments 
and too much for me. I wasn’t sure what 

the others were, so I gave up.’
This amongst others points to the degree 

of ‘silo’ among the structure of many 
financial providers, which can lead to a 
lack of co-ordination in the online offering. 
The lack of holistic digital management 
within the financial services industry is quite 
evident, which we believe is impacting upon 
the delivery of a truly consumer-focused 
digital strategy. 

Making an instant connection is important, 
because people quickly become conditioned 
in how they relate to brands’ digital offerings. 
If they go online and find nothing that they 
can use, they’re unlikely to return.

ONE SIzE DOESN’T  
FIT ALL 
People consume digital 
communication in one of 
three ways, depending on their digital 
sophistication and their preference of 
device as an access point. They may sit  
at a laptop and take time to ‘eat’; they  
may ‘snack’ on information via their  
mobile or tablet during the day; or they 
may just ‘graze’ continually via mobile at  
a fairly superficial level.

Interaction habits also depend  
on the level of digital sophistication –  
from cautious users who are very  
focused when online, through those  
who juggle multiple devices comfortably, 
to the early adopters with prolific 
multi-tasking capabilities.

It’s not enough simply to have a  
digital presence; you need to consider  
how these different categories of users  
are behaving and, more importantly, 
interacting with digital channels. So far, 
there’s been little attempt by financial 
providers to segment their audiences  
for digital marketing, based upon 
demonstrated behaviours.

 
WHAT NEXT? 
These findings have provided our financial 
clients the foundation upon which to build 
a framework for reviewing and developing 
their digital offering in line with evolving 
consumer expectations.

It allows them to start afresh from the 
premise that financial services is different –  
a private realm which many consumers  
still find a little frightening. It demands  
a degree of segmentation. Above all, it  
calls for a greater level of hand-holding – 
guiding consumers through the services 
available, and not assuming they can find 
what they need.

The research was carried out on behalf of 
a syndicate of financial services clients. 

‘IN A WORLD THAT SEEMS PREPARED TO 
SHARE ALMOST ANYTHING, FINANCE IS 
STILL SEEN AS STRICTLY PERSONAL.’

‘IT’S NOT ENOUGH SIMPLY TO HAVE 
A DIGITAL PRESENCE; YOU NEED 
TO CONSIDER HOW THE DIFFERENT 
CATEGORIES OF USERS ARE BEHAVING IN 
RELATION TO WHEN, HOW AND WHERE 
THEY CONSUME DIGITAL INFORMATION.’

£$
€ ¥
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simoN PoNT  
is CEO of ECR Retail Systems.
Contact: simon@ecr.co.uk 
www.ecr.co.uk

sPEEd REAd
• Global mobile transactions will > $1 trillion 
• Africa is the world’s No 2 growth region
• Mobile solutions are ‘portable and flexible’ 
• Concerns about transaction security

‘The future of banking is being defined in Africa,’ enthuses one California-based mobile 
banking innovator. ‘It’s going to change the world.’ SIMON PONT assesses the power of 

that continent’s doorstep banking revolution. 

AFRICA’S		
‘SILICON	VALLEy	

OF	bANkINg’

the need to go into the bank itself. 
Since then, technological changes have 

accelerated across Africa, altering the way 
banks think about the services they offer 
their customers, both in-branch and 
through mobile. In March 2009, MTN 
Uganda launched its own banking solution, 
MobileMoney. One year later it boasted 
600,000 users. Today, located across the 
country in distinctive canary-yellow 
buildings and kiosks, MobileMoney  
attracts 1.6m users and reaches 85% of 
Uganda’s population. 

As mobile technology advances, the 
capabilities and potential of mobile 
banking solutions become more complex. 
Beyond one-off electronic payments, what 
about mobile phone deposits and business 
banking? Are there alternatives, and how 
do you evaluate them? Is there enough 
spectrum to accommodate the increasing 
demand for more connected devices? 

In fact, it’s not all about technological 
innovation. Investment in technology is 
important but it’s providing a reliable and 
secure service that helps secure a high 
customer retention rate. And that involves 
much more than the device alone.

So what’s the next step for Africa’s 
rapidly evolving banking sector? Can it 
continue to develop and define the future 
of mobile banking? Is there a danger of 
growth slowing or too many technologies 
over-complicating the market? 

California-based mobile-banking 
innovator Carol Realini, executive chairman 
Obopay, is enthusiastically optimistic: 
‘Africa is the Silicon Valley of banking. The 
future of banking is being defined here… 
It’s going to change the world.’ In fact it’s 
estimated that by 2015 global mobile 
transactions will exceed $1 trillion dollars. 
That may seem like a bold prediction, but 
when you look at the growth trajectory it’s 
hard to refute.  
 
VARIETY OF TECHNOLOGIES
While we know mobile technology is 
playing an essential part in Africa’s  
growth, its banking evolution is multi-
faceted. There’s a variety of technologies 
circulating, each providing precise  
services and levels of connectivity  
and functionality. 

Mobile banking doesn’t have to be 
limited to mobile phones. Nor is it 
restricted to simply sending money  
via SMS or a solution which processes 
transactions over the mobile network. It 
can take many forms, from contactless 
solutions to mobile payment terminals. 
People often have preconceived notions 
about the size and capabilities of mobile 
terminals. But, in many respects, they offer 
far more options than phones – for one, 
there’s no need to bolt on additional  

S
ignificant investment in 
infrastructure and technology 
has accelerated growth in 
Africa over the past 15 years. 

That growth, partially boosted by a boom 
in mobile technology, has helped to 
establish the world’s second most 
populous continent as its second-fastest-
growing economic region, expanding 
annually at a rate of 5.1%.

Consumers in the West may take advantage 
of the benefits of smartphones – largely for  
their similarities to computers – but for 
Africans mobiles represent a whole way of 
life. Many don’t have access to a computer, 
so their mobile phone is the device that 
enables them to carry out all the essential 
tasks Western consumers have long taken 
for granted. 

In 1998, there were fewer than 4m 
mobile phones on the continent; by 2011 
that had swollen to 500m – one for every 
two people. By the end of last year that 
figure had risen to 735m. In fact, Africa is 
now the second-largest mobile market by 
connections after Asia, and the world’s 
fastest-growing mobile market. 

HIGH RETENTION RATE
Africa’s banking evolution began six years 
ago with the launch of Safaricom’s M-Pesa, 
a service which allows users to store 
money on their mobile, and then use it to 
pay their utility bill or send money via text. 
At the time, it was revolutionary – a cheap, 
easy-to-use service through which millions 
of Africans could access their bank account 
via their mobile without hefty charges or 

‘THE FUTURE OF 
BANKING IS BEING 
DEFINED HERE. IT’S 
GOING TO CHANGE 
THE WORLD.’

moBilE BANkiNG
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‘THE NEW MACHINES GIVE  
TRADERS CONFIDENCE THAT THE 
MONEY COLLECTED IS ACTUALLY  

GOING INTO OUR ACCOUNTS – 
WE CAN SEE OUR ACCOUNT  

DETAILS BEING BROUGHT UP  
ON THE COMPUTER.’

Job: Argent Magazine 
Pagination: 52pp    
Client: Financial Services Forum

design & layout | image sourcing | art-working | print preparation
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Job: Wellness Magazine 
Pagination: 116pp    
Client: The Good Spa Guide

design & layout | image sourcing | art-working | print preparation
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40 | Wellness | MAKING THE MOST OF YOUR SPA TIME AUTUMN/WINTER 2017  | 41  www.thegoodspaguide.co.uk

TRIED AND TESTEDTRIED AND TESTED

in the
Skincare

From Cape Verde to Mauritius, we sent 
our Spa Spies armed with products to see 

if you can, in fact, combat the dry skin, 
restless sleep and swollen legs that are 

part and parcel of flying long-haul.

 KEY INGREDIENTS: Oxygen, 
hyaluronic acid, beta-glucan, Vitamin B 
and green tea.

 FIRST IMPRESSIONS: The Linda 
Meredith Oxygen Masks come in a 
stylish box with a foiled silver logo on 
the front. Inside, the sheet masks are 
individually packaged in white and 
silver sachets, with clear instructions 
on the back.

 WHAT'S IT LIKE? The mask is 
really easy to apply, even when you’re 
on a flight without a decent mirror. 
They are drenched in a hydrating 
serum which can be quite wet; protect 
your clothes with a tissue if needs be. 
I massaged the extra product into my 
neck before settling down with a book 
for fifteen minutes. The cotton felt 
soft against my skin, it was cooling and 
refreshing and the serum absorbed 

quickly. I have to admit I did feel a 
little self-conscious wearing this on 
the flight, and I did turn a couple  
of heads.  

 DOES IT WORK? The oxygen 
mask promises to have firming, 
hydrating and anti-ageing properties. 
After one use my skin felt plump, 
firm and hydrated, instead of the 
usual tight, dry feeling you get 
mid-flight. When I examined my 
skin on landing, I noticed that my 
complexion looked brighter, radiant 
and smoother than usual. 

 VERDICT: Feeling a little self-
conscious mid-flight was worth the 
results. Yes, they’re a rather indulgent 
purchase, but it works wonders on 
long flights, and is the answer if you 
want to look good strolling through 
arrivals or have an event to get to.

'... works wonders on long flights, 
and is the answer if you want to 

look good strolling through arrivals 
or have an event to get to.'

 KEY INGREDIENTS:  
The spray: lavender, jasmine and 
Brazilian rosewood essential oils. 
The rollerball: grapefruit, lemon and 
rosemary essential oils.

 FIRST IMPRESSIONS: I could 
probably spend a fortune on NEOM’s 
travel range, since they each promise the 
impossible: de-stress, sleep, happiness 
and energy. The products come in cream 
boxes splashed with pretty colours and 
would make perfect gifts for travellers. 
The boxes open up to contain tiny little 
portable phials – perfectly sized for hold 
luggage for a weekend break. I need 
something to cope with security stress...

 WHAT'S IT LIKE? The De-stress 
Mist is rather clever. The instructions tell 
you to spray it above your head, inhale 
and count to seven, exhale and count to 

eleven. I do this before entering security 
at Gatwick. It smells lovely, both florally 
enchanting and earthy. The Energy Burst 
Pulse Point is a rollerball: you roll it onto 
your temples, wrists and behind the ears 
to activate.

 DOES IT WORK? De-stress Mist:  
because it smelt so nice, we breathed it 
in deeply and duly slowed down. So yes, 
it does work. Energy Burst: I can’t say I 
noticed an instant hit with this one. It’s 
a bit fiddly and I ended up dropping it 
in the airport car park. It smashed and 
created a lovely grapefruit-y waft for all 
to enjoy.  

 VERDICT: I love the scents and 
packaging, they make great gifts for 
travellers. I would get the De-stress Mist 
again, as it works for me, but am not so 
convinced by the rollerball.

NEOM	SCENT	TO	DE-STRESS	TRAVEL	KIT	
5ML | £8
neomorganics.com

'...because it smelt so nice, we breathed it in deeply 
and duly slowed down. So yes, it does work.'

LINDA MEREDITH OXYGEN MASK 
SET OF THREE | £119
lindameredith.com
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ABHYANGA 
A herbal oil massage. The oil is created for 
each client’s dosha type.
See also Ayurveda; Dosha

ACUPRESSURE
This ancient Chinese holistic treatment 
works on the ‘meridians’ or energy paths 
that form an invisible map across the body. 
The Qi (say ‘chee’) or life energy flows 
along these meridians. Acupressure applies 
fingertip pressure at strategic points along 
the meridians to remove blockages and 
improve the flow of energy around the 
body, which is said to promote self-healing. 
Proponants say if your Qi flows free, the 
happier and healthier you will be.
GOOD FOR Migraine; muscular and joint 
pain; overcoming addictions; weight loss
See also Reflexology; Reiki; Qi; Meridians;  
Thai massage; Tui Na

ALGOTHERAPY
A general term for spa treatments that 
involve algae, seaweed or other marine 
ingredients. These might be slathered 
onto or around your face and body, or 
added to a bath or pool. It’s not a medical 
treatment but the algae, when activated 
and absorbed by the skin, is said to have 
healing properties. The most common 
type of treatment involves wraps and 
scrubs followed by a massage. It doesn’t 
necessarily smell all that great.
GOOD FOR Sweating out toxins; improving 
the tone of skin; refreshing; relaxation
See also Wraps; Seaweed

AROMATHERAPY
Aromatherapy uses warm essential oils. 
The oils are massaged into your skin, 
dropped into water for you to bathe in, or 

Do you know your algotherapy from your balneotherapy? 
What is champissage? Would you enjoy Tui Na? The Spa 

Spies have pooled their knowledge  
to create The Treatment Bible.

THE  
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The A to Z of all 
things spa

blended with other oils or steam  
for you to inhale. The powerful oils  
used in aromatherapy are extracted 
from plants, shrubs, flowers, bark, 
peel, resin, grasses, fruits, roots, 
trees, petals, stems or seeds.
GOOD FOR Stress; anxiety; 
sleeplessness; mood swings
See also Baths; Massage; Phytotherapy; 
Relaxation massage

AYURVEDA
An ancient Hindu practice based on 
the idea that the body, mind and spirit 
must be treated together. The treatment 
is personalised to suit your ‘dosha’ or 
body type. Every human being has a 
unique blend of energies and therefore a 
different dosha. The dosha is made up of 
three elements:
• vata – blood, circulation and healing
• pitta – heat and metabolism
• kapha – your spiritual and   

philosophical make-up
GOOD FOR Detoxing; cleansing; boosting 
the immune system; making changes to 
lifestyle
See also Indian head massage; Marma; 
Reflexology; Acupressure; Chakra; Qi; 
Shiroabhyanga; Pizzichili

B
BALINESE MASSAGE
Balinese massage uses a combination 
of gentle stretches, acupressure and 
aromatherapy oils to stimulate the flow of 
blood, oxygen and Qi around your body.
GOOD FOR Strained muscles and joint 
pain; boosting circulation; sleep problems

BANYA
A Russian bath house which traditionally 
encompasses a steam room, a washing 
room and entrance room. Banya 
temperatures will often exceed 90 degrees 
Celsius and special felt hats are worn to 
protect the head from such intense heat. 
If you are having a banya bathing ritual 
you’ll enter the very hot steam room, lay 
down and your ‘banschik’, bath attendant, 
will lightly whip you with ‘banny venik’ 
(bunches of twigs), often eucalyptus, birch 
or oak, dipped in water. In Russian outdoor 
banyas, you would roll around in the snow 
or dive into the river to cool down, but in 
traditional indoor banyas, you may have 
a plunge pool or ice bucket to drastically 
reduce your body heat.
GOOD FOR Circulation; boosting immune 
system and metabolism; releasing serotonin 
or happy hormones
See also Sauna; Steam room

'Ayurveda is based on  
the idea that the body, 

mind and spirit must be 
treated together.'
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Maldives
The

f you think of white sandy beaches, 
remote islands and turquoise waters, 
you’re probably summoning up an image 
of The Maldives. The chain of 1,190 
islands (188 inhabited) that form the 

Maldivian archipelago are separated into groups of 
islands called atolls. Addu atoll is the furthest 
south, Haa Alif is the northernmost and the 
centrally located Malé is called the King's Island.

The white sand of the Maldivian islands is made 
of ages-old coral, with a jungle of coconut, Indian 
almond and banyan trees. Resort islands tend to be 
small, only a kilometre or two long; you’ll find villas 
dotted in the middle of the tree line, and often a 
wing of overwater residences. It feels a little odd to 
be on a tropical island with no monkeys: instead 
you’ll find white-headed gecko, pelagic birds even 
flying fox bats as your island mates.

Dip below water and there are over 2,000 
species of fish in the Maldives, from the 
kaleidoscopic parrot fish to the leviathan whale 
shark. If you’ve travelled all that way to snorkel  
or dive, you’re in for a show.

Much of your resort’s personality will rest  
on the shoulders of the local staff. The language, 
Dhivehi, has similarities to Sri Lankan’s 
Sinhalese, and the culture is influenced by Sri 
Lanka, India and Africa. Bodu Beru drumming 
has roots in East Africa, and the rhythmic 
Bandiya Jehun dance originated in India. The 
Maldives is a Muslim state, so while resorts 
serve alcohol, it is banned for locals. Outside of 
western resorts it’s recommended you cover 
your shoulders and knees.

If you speak to visitors to the Maldives,  
they’ll tell you about meeting a shark or a ray 
while snorkelling, speedboat or seaplane  
transfers over the impeccably turquoise waters, 
beach BBQs and overwater bungalows – but  
also the unswerving heat; even in the middle of 

the night the temperature still sits in the high 20s.
Deciding where to visit in The Maldives is also 

incredibly important. Atolls are the equivalent of 
our counties, so each has its own history, 
personality and resorts. Some may be better than 
others for snorkelling, some may have bigger 
islands with more beach. Can you cope with a 
connecting flight or long boat journey when you 
hit Malé (the capital and home to the main 
airport), or do you just want to get your toes 
straight in the perfect, pristine sand?

It’s also worth knowing that there’s a dry and a 
wet season. The Iruvai Monsoon which runs from 
December to April is the dry season, and the 
Hulhangu Monsoon from May to November is 
the wet season. You’ll still have stretches of clear 
sunshine in the wet season, but they may be 
balanced out by rainy and overcast days. Decide 
what’s important to you.

We’ve scouted the island from the very top to 
the very bottom to find the most spa-inspired 
resorts. It’s a hard life…

Sun-drenched beaches, Asian massage, 
captivating coral reefs; The Maldives 
has it all. We sent Summer Spy and 

Supreme Spy to find the best spas in  
this far-flung paradise. 

SPA  
SPOTLIGHT 

ON...

SPOTLIGHT ON...

LUCY REID  |  PORTFOLIOEditorial
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I remain confident that the mid-market  
will be the engine that pulls Britain out of 
the economic downturn. Why? Because 
mid-market companies have always 
understood that their businesses  
must adapt and diversify to prosper. 

In my first column for Corporate World,  
I would like to reiterate HSBC’s unequivocal 
support for the mid-market and share 
examples from our segment that give 
cautious optimism that the economy  
is on the turn.  

HSBC’s finance and trade initiatives 
support mid-market companies growing  
at home and abroad.  
We increased our lending 
book to the mid-market 
over the past year and 
we’re growing it further 
still in 2013. In 2012,  
we took 165 British 
businesses overseas on 
International Exchanges 
and we have 200 more lined up this year. 

The government has woken up to the 
mid-market and we’ll be working with key 
partners CBI and UKTI to help the 
mid-market diversify into new markets  
and business lines including growth capital 
through the Business Growth Fund. 
Mid-market companies clearly understand 
the shape of the challenge. At our autumn 
Viewpoint event last year, 53% of 
companies said they would seek growth in 
emerging markets; 22% planned for more 
value-add in sales and 20% will take on risk 
to fund growth. Only 4% saw retrenchment 
as a solution. This is supported by analysis 
from Mazars and the EEF.

Mid-market firms remain a key 
bellwether for recovery. They represent 
less than 1% of all firms within the UK but 

account for 22% of all economic revenue 
and 16% of total employment. TUI Travel 
has reported a solid uptick in profits despite 
being a European travel business over  
a period of Eurozone crisis. In just over  
a decade, Markit has grown from five guys 
in a barn in St Albans to a global financial 
information services company with  
2,800 employees worldwide. Bestway’s 
excellent results show that a business 45 
years in the building can maintain creativity 
and momentum. And Arup’s success as a 
global engineering and design consultancy, 
where 60% of its 11,000 employees and 

80% of its profits are 
outside the UK, reflects  
its long-term commitment 
to employee ownership 
and long-term view on 
international markets.

Mid-market companies 
have helped stir equity 
markets back to life with 

highly successful issues from real estate 
agents Countrywide and builder Crest 
Nicholson where media commentary has 
been negative. There has been some 
strong momentum in buyout deals and I am 
confident there will be creative deal activity 
in private equity in the next 12-18 months, 
concentrated in the mid-market.

It’s not time to break out the bunting 
yet. The Eurozone represents a continuing 
huge challenge, with unemployment at 
11.9% across 17 nations (also showing  
UK companies have done a good job of 
keeping unemployment down). But the  
US and Asia offer some comfort and 
balance and there is evidence to suggest 
that the platform is now there for strong 
and ambitious companies, that are unafraid 
of change, to grow. 

Adapt and prosper

Dispatches: DAN HOWlETT
Head of Corporate Banking,  
Commercial Banking UK
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Sector Focus

Renaissance

Resilience during the downturn, new 
government policy on public-service 
delivery, demographic trends and national 
interest in social entrepreneurship are 
driving growth in British employee-owned 
businesses and co-operatives.

Co-operatives and employee-owned businesses are 
a great British export. Since the first co-op appeared 
in Lancashire in the 19th century they have spread 
around the world. But it’s like football, Britain did it 

first, now other countries do it better,” says Ed Mayo, Secretary 
General of trade body Co-operatives UK.

Mayo is referring to statistics which show that although 
there has been a resurgence in Britain’s ‘mutual’ economy – 
businesses owned by employees, producers, consumers and 
other enterprises – the UK is a long way down the international 
league tables.

Despite national icons and success stories, such as Arup, 
Bader Scott, Co-operative Group and John Lewis Partnership 
as well as claim to its invention, Britain has a relatively small 
mutual economy. 

Employee-owned businesses employ 11 million in the US 
but just 500,000 in the UK – three times fewer workers than 
suggested by the relative size of the economies. Meanwhile, 
none of the world’s top-20 co-operatives are British and co-
operatives account for much more economic activity in the  
US, Japan, China, Germany and France.

This is about to change.  Interest in the mutual economy is 
at an all-time high thanks to the government rediscovering the 
sector. A prominent speech by Nick Clegg in January 2012 calling 
for a ‘John Lewis economy’ ushered in a blaze of publicity and 
new policy initiatives. 

“We’ve passed a tipping point,” says Iain Hasdell, CEO of 
the Employee Ownership Association, the organisation that 
represents employee-owned businesses in the UK. “Following 
the publicity of 2012, employee ownership is now seen as the 
main alternative to conventional forms of ownership in the UK 
economy. It is an increasingly popular alternative to trade sales, 
management buy outs and various other forms of asset realisation 
when business owners who are approaching retirement decide 
how to exit their businesses.”

Currently the UK’s 120-odd large employee-owned 
businesses turnover £30bn annually – around 3% of GDP – while 
the nation’s 5,900 co-operatives have £35.6bn annual turnover 
with £34.2bn generated by the largest 178 organisations. >>

“

resilienceof
10%

Average outperformance 
of employee-owned 

businesses

£30bn 
Turnover of the 
UK’s 120 largest 

employee-owned 
businesses
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Global Markets

Energy, commodities and rising consumption have transformed 
Singapore from emerging market to industrial economy and are 
now powering growth throughout East Asia. 

S
ingapore has come to mean not only 
a hub for business in the Asia Pacific 
but an aspirational model for an entire 
region seeking to profit from oil and 
petrochemicals; commodities; and a 

burgeoning middle-class.
Becoming the energy and petrochemicals 

hub for the Asia Pacific has been a central 
pillar in Singapore’s growth, making it the third 
biggest trading zone in the world for oil and 
related products, according to the Singapore 
Economic Development Board, and the second 
biggest importer of refined petroleum at 1.5 
million barrels a day. 

 
Hub for black gold 
The oil industry, which accounts for 5% 
of the nation’s GDP and US$43bn of its 
manufacturing output, is a trade nexus that 
connects Singapore with regional energy 
producers and consumers such as Australia, 
Brunei, Indonesia and Malaysia.

For instance, Bangladesh’s largest lubricants 
distributor, MJL, uses Singapore both as a 
regional hub to manage its trade with the world 
but also as a banking centre.

“We organise our import operations  
through Singapore – it’s a convenient distance 
from Dhaka and foreign currency funding 
through Singapore enables us to finance trade 
at a much more favourable rate than the Taka,” 
says Tipu Sultan, CFO of MJL Bangladesh.

MJL is also planning to use Singapore as 
a base to supply and finance its new lubricant 
business investment in Myanmar. “It’s very 
inconvenient to remit funds in Myanmar,  
but Singapore has banking links with 
the country so we can transact through 
Singapore,” Sultan says. 
 
Commodity trading zone 
Singapore’s renown as a trading nation is not 
limited to oil – the island nation is a leading 
market for a broad swathe of international 
commodities. Trade on the Singapore Mercantile 
Exchange grew eight-fold in the 2012 financial 
year to US$100bn. The island state is home to 
more than 350 global trading companies. 

“Singapore has a host of free trade 
agreements with countries in South East Asia 
and the Pacific,” says Anthony Askalany, CFO 
of Vinmar, a global petrochemicals marketing 

Asia
goes to market

Where

But as well as the maintenance, repair and 
overhaul facilities and the business aviation 
companies needed to service a transport hub, 
Singapore is also putting in its bid to become 
a regional manufacturing and R&D centre.

In total, the Singapore government 
estimates its aerospace industry achieved an 
output of S$8.7bn in 2012, more than double 
the value of a decade ago. The industry 
is located at the purpose-built Seletar 
Aerospace Park, adjacent to the recently 
renewed Seletar airfield. 

Due for completion in 2018, even the bus 
shelters are shaped like aerofoils at Seletar. 
The airfield occupies half the 320 ha site with 
a 1,800m runway, aircraft parking areas and 
engine run-up bays that will boast its own 
instrument landing system by 2014. 

A new Rolls-Royce campus, operational 
since February 2012, is the signal success 
of Singapore’s efforts. The S$700m facility 
produces Trent aero engines for Airbus 
and Boeing aircraft, including the world’s 
largest passenger airplane the A380 and the 
technologically advanced 787 Dreamliner, 
with capacity to produce up to 250 units 
per year.  The first engine assembled by 
Rolls-Royce in Singapore was unveiled in 
September last year with the razzmatazz of 
a visit from Prince William and the Duchess 
of Cambridge.

Rolls-Royce says that it took 30 years to 
bring its anchor Derby, UK facility up to the 
output that it plans to reach in just five years 
in Singapore.  “We’re the queen bee of the 
aerospace park at Seletar at the moment 
and the Singapore government is working on 
bringing in new suppliers,” says Paul O’Neil, 
Director of Rolls-Royce Seletar Campus.

The company has had a presence in 
Singapore since the 1950s and its growth 
in footprint matches the island state’s own 

development into an international business 
centre for the Asia Pacific.  In 1995, 
Singapore Airlines placed what was at the 
time the largest order in the company’s 
history for the supply of Trent 800 engines 
for its entire fleet of Boeing 777 aircraft.  
Today, nearly 80% of the airline’s fleet is 
powered by Rolls-Royce engines. 

“By 2015 the Seletar Campus will double 
our global production capacity alongside 
facilities in the UK of large Trent aero 
engines. Asia is our biggest market with over 
45% of our order book,” O’Neil says.

Rolls’ Seletar Campus also houses a 
wide chord fan blade manufacturing facility, 
a technology research facility and the 
company’s first regional training centre in 
Asia. Over 650 staff are currently employed 
at the 154,000 square metre campus which 
will rise to 1,000 by 2015 as production 
ramps up.

The growing scale of operations at 
Seletar has attracted investment from rival 
Pratt & Whitney. The US aircraft engine 
maker announced in January 2013 that it 
would bolster its Seletar repair facility with 
a new 16,000 square metre manufacturing 
plant for fan blades and turbine disks.

“For us, it’s great that other global 
companies are supporting Seletar and setting 
up facilities here. It is not only reassuring 
for Singapore and the region’s aerospace 
industry but the ‘hub thinking’ will encourage 
the development of local supply chains,” 
O’Neil says.

Other international companies at 
Seletar include Jet Aviation, Bombardier, 
Bell Helicopter, Cessna, Eurocopter, Fokker 
Services Asia, Hawker Pacific Asia and 
ExecuJet. A government study predicts the 
rapid growth of the industry will require more 
than 6,300 new direct employees by 2015. 

The lion takes wing
With the Asia Pacific region’s sixth-busiest 
passenger airport and fourth-busiest air cargo 
hub it is perhaps not surprising that Singapore 
has a booming aerospace industry.

 
island CHemisTry

For suppliers of equipment and 
services to the petrochemical 
industries there is no place quite 
like Jurong Island, an artificial  
isle and regional chemicals  
hub located off Singapore’s 
southwest coast.

Built by joining seven existing islands 
and completed in 2009 ‘20 years 
earlier than scheduled’ the island 
is home to around 100 facilities for 
a who’s who of oil and gas giants, 
petrochemicals companies and 
specialty chemicals manufacturers.

The island’s refineries process 
around 1.3m barrels of crude oil 
per day and Jurong also houses 
a terminus for the 640km natural 
gas pipeline from Indonesia’s West 
Natuana field.  “We don’t just promote 
the companies we promote the 
ecosystem,” says Chang Chin Nam, 
Executive Director at the Singapore 
Economic Development Board.  “We 
get companies to share resources. 
That way the output of one company 
becomes the feed stock of another.”

Croda, Shell and Tate & Lyle are 
among the island’s better-known 
UK tenants. Sugar giant Tate & Lyle 
has operated an 11 ha production 
facility for its zero-calorie sugar 
alternative Sucralose since 2007. The 
company invested around US$200m 
in the facility and at the time it was the 
company’s largest investment in Asia.

Together, the facilities on Jurong 
Island represent an estimated 
US$42bn in investments and the 
annual production amounts to 2.5% of 
Singapore’s annual gDP, the Singapore 
government estimates.

Singapore continues to invest in 
the island. Plans for desalination plants 
are under consideration and expansion 
of the island’s chemical storage 
facilities is underway. Singapore’s first 
underground rock caverns for storage 
of crude oil, condensates, naphtha and 
gas-oil will provide storage capacity of 
1.47 million cubic metres by 2014 with 
potential for 1.32 million cubic metres 
in future.  

“On Jurong Island we build 
our physical infrastructure in three 
dimensions,” Chang explains. 

organisation based in Houston, Texas, “and that makes 
it an ideal hub for our business.”

The island’s network of 18 bilateral and regional 
free trade agreements with 24 countries and territories 
substantially reduce tariffs and quotas on traded goods. 
“It also has a well-developed judicial system, essential 
when arbitration of international contracts is required, 
and a highly skilled workforce,” Askalany adds.

“We opened our office in Singapore by shifting 
from Dubai – even though Dubai is a zero income-tax 
jurisdiction, the benefits of Singapore far outweighed it.” 
 
retail magnet 
The economic prosperity that has followed trade 
produces yet more business opportunities in retail. 
Singapore is the world’s top consumer nation with 
its four million citizens enjoying a GDP per capita of 
US$56,532 according to Knight Frank. Couple that 
with the island’s status as a transport hub for the 
region and it’s easy to see why the island is a magnet 
for retail brands.

 “As a small company we don’t have a huge 
marketing budget, but by having a presence in 
Singapore we not only have a wealthy local target 
market but access to travellers from the entire region,” 
says Giles English, co-founder of Bremont Watches, a 
maker of luxury time pieces.

In 2012, 14.4 million global travellers arrived in 
Singapore according to the national tourism authority. 
The island is a top-ten destination among high net-
worth Chinese travellers, according to the Hurun 
Report, one of the strongest demographics for luxury 
goods manufacturers today.

“Singapore is a great place to find distribution and 
marketing partners,” adds English. “And that is highly 
influential when we decide which markets we want to 
be in.”

Above: Petrochemical refinery 
and tank farm on Jurong Island 
– an artificial island located 
southwest of Singapore

LUCY REID  |  PORTFOLIOEditorial



www.ethicalboardroom.com58  Ethical Boardroom | Summer 2022 www.ethicalboardroom.com Summer 2022 | Ethical Boardroom  59

Manja Knevelbaard & 
Jan Otten explore how 
the Q method can help 
develop a better 
understanding of 
organisational feeling 
and culture.

We released the first publications 
on behavioural auditing more 
than a decade ago and 

cautiously undertook the first 
implementations of the theory . The 
approach has since grown into a mature 
and very successful audit product. A 
behavioural audit is carefully designed to 
obtain insight into organisational 
members’ behaviour, to report on the 
results, and by doing so influence 
organisational socio-psychological 
climate and culture. A behavioural audit 
is an inductive audit form to investigate 
complex organisational issues at the level 
of mental models, motivations, and 
beliefs concerning managerial control. 
Examples of research questions are: “How 
effective is our change program?”, “Why 
do many of the projects fail?”, and “Are we 
a learning organisation?”

BOARD GOVERNANCE 
BEHAVIOURAL AUDITING

Those small samples are usually 
surprising. One of the most frequently 
asked questions about qualitative 
research is: ‘how can you draw valid 
conclusions based on a study with 12, 
15 or 20 respondents? You always need 
at least 100 people, right?’

However, with subjects about which 
little is known, the demand is usually 
for exploratory research in which 
qualitative methods are often 
appropriate. This research is not about 
adding facts and figures but 
unravelling a ‘why’ or ‘how’ question. 
Qualitative research is often aimed at 
very specific target groups, where the 
variance in behaviour is smaller than 
for ‘all employees’. As a rule, the focus 
is on underlying motives and choice 
arguments. In a behavioural audit, we 
look for motives and motivations. We 
speak of ‘mental models’, responsible 
for how people think and act. 
Therefore, we are mainly looking for 
the underlying causes of certain 
situations or events. In short: an 
answer to the ‘how’ and ‘why’ 
questions! At the level of ‘how’ and 

‘why’, you will find less difference in 
variance than at the behavioural level 
(‘where’, ‘what’, and ‘how much’). It  
is remarkable how behaviour is  
often driven by a limited set of motives 
and values!

The results of qualitative research 
cannot be generalised statistically, but 
theoretically. This means that the 
results may be generalised to 
environments whose context is the 
same as the context of the research 
group. For example, a behavioural 
audit delivers a so-called ‘narrative’ as 
one of the end products. An effective 
(and efficient!) possibility to generalise 
the results of the audit, when in doubt, 
is to discuss the narrative (possibly 
(further) anonymised) with members 
of other organisational units of which 
we do not know whether the context is 
the same as that of the research group.

Sometimes the behavioural auditor 
is confronted with organisational 

members who are less open to the 
principles of qualitative research. 
Situations are also conceivable in 
which it is important not only to gain 
insight into the variation of 
motivations and mental models, but 
also into their quantitative 
distribution among the organisational 
members. When it is clear which views 
are held by which groups of people, the 
client can draw up a policy aimed at 
specific groups within the 
organisation. In those situations, the 
so-called Q method comes in handy.

THE Q-METHOD
Many auditors have never heard of the 
Q-method. That in itself is not so 
strange. However, even though the 
method has been around for almost a 
century, it is not or hardly discussed in 
the regular teaching of methods and 
techniques. It is a pity, because the 
Q-methodology can be a valuable 
addition to the toolbox of any 
behavioural auditor.

With the Q-method, subjective 
research areas can be portrayed in a 
reliable and detailed way. The 
underlying idea of the methodology is 
that subjective assessments can best 
be examined by weighing them up 
against each other. This retrieves 
information about a respondent’s 
relative perception.

An opinion usually cannot be 
captured in a simple representation on 
a Likert scale in a questionnaire. Yet 
subjective information (such as 
opinions about politics, points of view, 
beliefs, etc.) is often retrieved and 
reported in studies in this way. We 
also see this reflected in audit 
practice, where (a limited number of) 
audit departments make an inventory 
of so-called ‘soft controls’ using a 
questionnaire. This, of course, should 
not cause any problems. For topics 
such as which political party is voted 
for, the market share of a candy 
manufacturer or the lease car of the 
year, it is useful if the answers are 
shown in percentages or numbers. 
However, it is a different story when it 
comes to complex subjective topics, 
such as people’s perception of 
psychological safety in the 
organisation or the attitude towards  
a new management philosophy to  
be implemented.

With such topics, it is necessary to 
delve deeper into an issue than the 
level of a simple ‘agree’ or ‘disagree’ to 
get a good picture. The Q-method 
offers an excellent opportunity to 
investigate the nuance and complexity 
of subjective subjects. The Q-method 
was originally developed and 

Manja Knevelbaard, 
Jan Otten
Jan studied 
organisational 
psychology and 
business 
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and after his 
education, he 
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for institutes such as 
Radboud University 
Nijmegen and the 
Institute of Applied 
Sociology (ITS). Most 
of these studies 
related to work 
motivation and 
aligned with the 
socio-technical 
paradigm. In 1994, 
after 10 years at 
KPMG, he started 
ACS. His main activity 
is conducting and 
supervising audits on 
behaviour and culture. 
He also provides 
coaching, training and 
education in this area.
After working for 
several years in the 
energy and IT sector, 
the semi-government 
and financial 
industries, Manja 
joined ACS Partners in 
2022. She researches 
behaviour and culture 
(behavioural audits) 
and supervises Agile 
Audits with 
multidisciplinary 
teams. Manja 
graduated in 
Controlling and 
Change, completing 
her thesis on the 
interaction between 
auditor and auditee 
and what this means 
for the adoption of 
recommendations. 
She graduated cum 
laude.

The following starting 
points have been brought 
together in the methodology 

of a behavioural audit:
1. The Action Theory 

of Argyris & Schön;
2. The Learning 

History, developed 
by Roth & Kleiner;
3. Qualitative 

research with an 
emphasis on the Grounded 

Theory of Glaser & Strauss.
The latter point in particular will 

occasionally cause hesitation among 
both clients and auditees. However, 
the principles of quantitative 

research − in which mathematical 
figures and statistics play a  
major role − are deeply rooted in 

many ideas about research. This 
 often causes surprise regarding the 
size of the ‘sample’ and the 
generalisation ability of the results  
of a behavioural audit.

 The sample of qualitative research 
must be designed in such a way that 
research results are represented in a 

qualitative sense. ‘Representativeness’ 
has a different definition within 
qualitative research than within 
quantitative research. In quantitative 
research, the term ‘representativeness’ 
is defined numerically and based on 
(large) numbers of respondents. 
Qualitative research, in contrast, is 
small-scale because representativeness 
in this context is not based on numbers 
and numbers of respondents. The 
results are qualitatively representative 
if the sample is composed in such a way 
that all relevant variations in opinions, 
views, feelings, and motivations  
are given the opportunity to  
manifest themselves within the 
 sample and the research. We speak  
of representativeness in qualitative 
research, therefore, in terms of  
how well those factors manifest in  
the sample.

Samples of 12, 15 or 20 respondents 
are common in qualitative research. 

Unpacking the 
behavioural 
auditor’s  
toolbox

Preparation

Preparatory
discussions 

client & audit 
team

Sensitizing 
concepts Interviews

Behavioural 
observation

Noticeable 
results

Qualitative 
data analysis

Narrative 
rapport Audit rapport

Data collection Data processing Reporting

Validation

Reporting

Organised 
material: 

themes and 
concepts

Feedback on 
narrative and 

dialogue

FIGURE 1 DESIGN OF BEHAVIOURAL AUDIT
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ENVIRONMENTAL, SOCIAL & GOVERNANCE 
SMART CITIES

INVESTING 
FOR A SMART, 
SUSTAINABLE, 
URBAN FUTURE 

Why the Smart City blueprint paves the way 
for sustainable urban development

Urbanisation began in 
Mesopotamia, around 6000 
years ago, as an increasingly 

sophisticated agriculture which 
allowed larger and larger groups to 
agglomerate. Ever since, urbanisation 
has continued unabated.

The industrial revolution of the late 
18th century sparked a massive 
movement towards urban centres as 
agricultural labourers sought better 
paid work in urban centres.

Today, around 56 per cent of the 
world’s 7.9 billion population lives in 
cities. Some of these cities are already 
staggeringly large: Delhi’s is over 30 
million and Tokyo’s population stands 
at more than 37 million. 

Urbanisation is the great ongoing 
human project: every week three 
million more migrate to global cities 
attracted by jobs, schools, colleges 
and social interaction. At the current 
rate, the future of humanity will be 
predominantly urban, with 68 per 
cent of the world’s populations 
expected to be living in cities across 
the world by 2050. This is predicted to 
research a remarkable 85 per cent by 
2100, based on the current trends.

Due to the ongoing urbanisation 
megatrend, Smart Cities are of vital 
concern to Real Estate investors − 
especially investors with strong ESG 
strategies. Future proofing for an 
ever-growing urban world is 
becoming top of the agenda.

WHAT IS A SMART CITY?
In a Smart City, data is continuously 
collected from people, devices, 
buildings, and assets. It is processed 
and analysed to better understand 
and manage traffic and transportation 
systems, power plants, utilities,  
water supply networks, waste, crime 
prevention and detection, information 
systems, schools, libraries, hospitals, 
and other community services.  
Smart Cities are defined as smart both 
in the ways in which their 
governments harness technology as 
well as in how they monitor, analyse, 
plan, and run the city.

Smart Cities blend information and 
communication technology, and 
various physical devices connected to 
the Internet of Things (‘IoT’) network. 
They do so to enhance the efficiency 
of city operations and services, while 
connecting citizens to one another 
and to government. Smart City 
technology allows city officials to 
interact directly with community and 
city infrastructure, monitor what is 
happening in the city, and how the 
city is evolving.

 Information and communications 

technology is used to enhance the 
quality, performance and interactivity 
of urban services, to reduce costs and 
resource consumption, and to 
increase contact between citizens and 
government. 

WHY ARE SMART CITIES 
MORE SUSTAINABLE?
Smart Cities are not just about 
deploying the latest technology  
and digital know-how. They are not 
connected merely for the sake  
of connection. 

The truly Smart City uses 
technology to reduce its carbon 
emissions. Innovation is applied to 
help create safe and social places to 
get together and live prosperous, 
happy lives. The Smart City should be 
future-proofed to develop a resilience 

to the environmental, social and 
technological changes which we can 
predict are heading our way. Further, 
during the transformation of a city to 
become Smart, opportunities arise to 
make spaces, places, and services 
more accessible and inclusive to 
historically marginalised parts of the 
community – there are opportunities 
to benefit the very aged, the disabled 
and the economically disadvantaged. 

Smart Cities also allow for 
continuous improvement of a city’s 
sustainability: for example, using 
embedded sensors, city managers can 
monitor traffic f lows, noise levels, air 
quality, energy usage, and travel 
patterns in real time.  

These insights allow businesses, 
citizens, and the government to 
review and make changes swiftly to 
improve city services and amenities.

Straightforward innovations to 
parking can be a great example of 
how a connected, Smart City can help 
achieve sustainability goals, whilst 
making a common feature of urban 
life much less irritating. If the 
connected technology in your car 
knows exactly where the nearest 
parking space is, you no longer need 
to devote time to the search for a 
parking space. This simple, digital 
convenience improves quality of life 
and saves energy.

Similarly, sensors and advanced 
meters can track water consumption 
at different addresses. This enables 
cities to advise individuals on their 
consumption patterns, reducing 
overall usage. In developing 
economies, where water leakage from 

Greg Morsbach, 
Head of PR, 
PATRIZIA
Greg leads PATRIZIA’s 
sustainability 
communications 
strategy and 
programme, with over 
10 years in corporate 
communications 
across a variety of 
industry sectors and 
listed global 
companies. His 
passion for 
sustainability first 
began during his 
career at the BBC, 
when he reported 
from South America 
and saw the 
destruction of parts of 
the Amazon rainforest 
by goldminers. He 
recently completed a 
training programme at 
the University of 
Cambridge Institute 
for Sustainable 
Leadership (CISL) on 
sustainability solutions 
for real estate.

pipes is a major problem, smart 
sensors can cut that water loss by 
around 25 per cent.

More than just contributing 
towards sustainability goals, Smart 
Cities represent an important  
social project, too. Properly conceived 
and implemented, information  
and communication technology has 
the power to make cities more 
inclusive, more liveable and more 
happily prosperous. 

THE SMART CITY AND  
HUMAN HEALTH 
As well as providing jobs, enhancing 
connectedness and being more 
“liveable” overall, Smart Cities can 
have a positive, measurable impact on 
human health. By monitoring patients 
remotely, health systems in high-

income cities can reduce the health 
burden by 4 per cent. These systems 
use digital devices to take vital 
readings, then transmit them securely 
to doctors in another location for 
assessment. This data alerts both 
patients and medics when early 
intervention is necessary. That  
could result in fewer complications 
and hospitalisations. 

WHAT ARE THE CHALLENGES 
IN MAKING SMART CITIES 
SUSTAINABLE? 
The Smart City consists of three 
fundamental elements:

1 Real estate/buildings and 
infrastructure.

2 The technology that connects 
buildings and infrastructure to 

citizens, to city “managers”, and to 
other elements of the built 
environment.

3 The inhabitants and the 
communities they make up.

Investment managers have 
focussed on the sustainability of 
buildings and infrastructure for  
some time, so making these  
elements sustainable is certainly  
not a new challenge.

In fact, a number of investment 
managers are on the journey to 
becoming a leading sustainable 
investor in real assets with a 
consistent UN PRI five-star rating 
from 2025 onwards. 

It is vital to address the embodied 
carbon content of building materials, 
and the fact that it is inherent in the 

“DUE TO THE ONGOING URBANISATION MEGATREND, SMART 
CITIES ARE OF VITAL CONCERN TO REAL ESTATE INVESTORS 
– ESPECIALLY INVESTORS WITH STRONG ESG STRATEGIES.”
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much-needed strategic improvements. 
Sixty per cent believe TPRM is 
undervalued, considering its enterprise-
critical role amid today’s disrupted, 
expanding or shifting supplier networks. 

TECHNOLOGY IS FAILING  
TO FULFILL ITS PROMISE
At the height of the pandemic, as 
companies reassessed the risk  
profiles of their third parties and took 
stock of their exposure, weaknesses  
in existing TPRM programs became 
hard to ignore. The ‘lack of visibility’ 
that current technology is delivering 
around third-party risk is being 
reported as a key issue that’s frustrating 
60 per cent of TPRM leaders. 

RESOURCE CHALLENGES  
ARE HERE TO STAY
KPMG research indicates that 
organisations are challenged by a lack  
of resources and skills as TPRM’s  
remit expands across all risks, domains 
and types of third parties. To illustrate 
this, the number of businesses  
assessing all of their third parties on 
environmental risk, for example, is 
expected to reach just 30 per cent – less 
than one in three – within three years. 
Progress remains slow. 

BUSINESSES ARE STRUGGLING 
TO MAINTAIN FIT-FOR-PURPOSE 
MODELS
Somewhat surprisingly, perhaps, TPRM 
leaders have told us it was ‘luck’ – 
rather than effective TPRM programs 
– that helped them avoid a major 
third-party incident amid the global 
pandemic’s disruptive impact. The 
majority – three quarters – believe 
overhauling their operating model is 
clearly ‘overdue.’

“The recent findings make it clear to 
KPMG professionals that TPRM leaders 
need to make a step change in their 
operating models and their approach to 
third-party risk,” says Greg Matthews, 
Partner, KPMG in the US. “The need to 
drive progress will likely increase as 
supply chains and ecosystems  
continue to expand and as reliance  
on fourth parties keeps rising,  
ultimately increasing complexity  
and the risk of disruption.” 

KPMG’s research should be a wake-up 
call for TPRM leaders and their 
organizations. Uplifting an enterprise-
wide TPRM program is a major 
initiative, requiring sufficient resources 
and the full commitment of senior 
executives. Businesses need a clear 
vision of where they are going, how they 
will get there, and what’s needed to 
complete the journey. It’s fundamental 
to understand the importance of 

strategic initiatives that embody the 
full complexity of sound TPRM 
programs, while remaining cognisant 
that there is no quick fix or off-the-shelf 
solution to today’s challenges. 

Rather than narrowing in on  
limited initiatives and individual 
risk-management components, 
broad-ranging programs supported  
by appropriate budgets are the order  
of the day, if businesses hope to  
unleash powerful new capabilities  
and efficiencies around operational 
resilience, cyber security and fraud. 

“KPMG professionals expected 
TPRM to become even more of a 
strategic priority following the 
pandemic,” says Jon Dowie, Partner, 
KPMG in the UK. “But it’s quite 
concerning that businesses are not 
taking TPRM as far as it needs to go 
– and even citing luck for their 
avoidance of costly incidents. The focus 
up to now has often been on addressing 
tactical issues, rather than getting an 
enterprise-wide fix and engagement 
across the organization. There’s a real 
need to wake up to a new reality and 
sort this out.”

LESSONS WE’VE LEARNED 
FOR SUCCESS ON THE TPRM 
JOURNEY 
Automation is one of the keys to the 
future. KPMG firms are helping clients 
in industries around the globe to 
address today’s pressing challenges, in 
order to effectively manage risk and 
prevent business disruption while 
enhancing operational and cost 
efficiencies. Completing the TPRM 
transformation journey demands three 
key components:

Design phase and connectivity: A 
thorough design phase at the outset of 
any TPRM transformation initiative is 
crucial. If a holistic view is factored 
into the design and build of a TPRM 
program – showing how other 
programs inform and depend on TPRM 
– its scale and scope becomes clearer, 
allowing leadership to allocate 

appropriate resources toward 
enterprise-wide needs. A top metric  
is throughput time and the rapid 
engagement of a third party. But 
achieving that involves resolving 
numerous factors across the 
organisation first, such as roles and 
responsibilities, data models, 
technology needs, and balancing risk 
with speed. It’s a challenge that 
demands an enterprise-wide lens, 
rather than a silo-driven approach.

It is critical to ensure that the  
TPRM model fully supports the various 
requirements unique to each business 
– rather than the model dictating 
what’s possible and what’s not. That’s  
a balancing act that should be 
performed: understanding what your 
TPRM program needs to do, and then 
identifying the right technology to 
meet your business’s unique needs,  
but without customising the model to 
the point that it cannot process future 
updates and innovations. 

An effective TPRM program relies  
on the integration and steady 
operation of several components (risk, 
procurement, contract storage and 
others), spanning people, processes, 
delivery model, governance, data and 
technology. Recognising how your 
program stacks up across these areas, 
and the gap against the desired end 
state, can reveal your organisation’s 
current level of maturity and  
whether the overarching operating 
model and technology architecture is 
fit for purpose, sustainable, and 
well-integrated.

As KPMG research makes clear, 
despite high hopes for their technology, 
TPRM executives are struggling with 
unsatisfactory or burdensome tools 
and capabilities. Many report running 
into troublesome data-related issues. 
Automating a faulty TPRM process is a 
mistake we see businesses making 
today, ultimately leading to frustration  
and a costly waste of resources and 
investment. “A good analogy would be 
the process of building a home and 
– upon completion – deciding you need 
to include a basement,” Matthews 
notes. “Strategic planning and 
implementation are absolutely 
fundamental to success.” 

You are only as good as your data: 
Fixing the technology aspects of the 
TPRM program requires an enterprise-
wide approach, one reflecting the 
reality that procurement, contract-
lifecycle management and vendor-
performance systems vary and that 
integrating the underlying data should 
be dealt with holistically. 

It is vital that business processes and 
platforms across the enterprise  

In the volatile post-pandemic market, third-party 
risk management moves to center stage: but 
transformation challenges still prevail.
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RISK MANAGEMENT 
THIRD PARTY RISK MANAGEMENT

Today’s global businesses are 
enduring a perfect storm of 
supply-chain disruption, soaring 

cyber threats, and growing inflationary 
pressures. To try to manage this volatile 
environment, forward-looking 
organisations are training a sharp new 
lens on their operational resilience  
and dependence on third and fourth 
parties. Simply put, third-party risk 
management (TPRM) is front and center 
as never before.

KPMG International’s latest global 
research reveals the importance of 
effective third-party risk management 
today − as well as the significant 
challenges businesses are struggling 
with, as they seek to transform their 
TPRM approach in an increasingly 
complex global environment.  

The recent KPMG survey involved more 
than 1,200 senior TPRM professionals, 
across six sectors in 16 nations and 
jurisdictions, shows that TPRM is now a 
strategic priority for 85 per cent of 
organizations – up from 77 per cent 
before the outbreak of the pandemic. At 
the same time, however, business leaders 
say they are clearly troubled by the array 
of challenges they now face on the TPRM 
transformation front.

“This research shows that businesses 
still have a long way to go on TPRM 
transformation and there should be no 
doubt that in today’s turbulent, fast-
evolving environment, there’s little time 
to lose in starting and completing this 
inevitable journey,” says Gavin 
Rosettenstein, Partner, KPMG Australia. 

What are today’s global TPRM leaders 
saying about the diverse challenges they 
are struggling with to better mitigate 
risk? Key insights from the research 
spotlight the following issues:  

Third-party incidents are disrupting 
businesses and damaging reputations

Three in four executives surveyed by 
KMPG say they have experienced at least 
one significant disruption caused by a 
third party within the last three years, 
while about the same number report that 
unresolved TPRM inefficiencies continue 
to expose them to reputational risk. This 
is compounded by weaknesses in the 
TPRM operating model, leading to 
missed opportunities to mitigate risk. It 
is worth noting also that 80 per cent of 
leaders also cite an urgent need to 
improve how they assess fourth parties 
– which are now playing a significant role 
in business disruption.

BUSINESSES ARE UNDER-
INVESTING IN SOUND TPRM 
PROGRAMS
TPRM leaders told KMPG they are being 
held back by limited budgets and forced 
to prioritise tactical initiatives over 
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“KPMG RESEARCH 
SHOWS THAT BUSINESSES 
STILL HAVE A LONG 
WAYTO GO ON TPRM 
TRANSFORMATION AND 
THERE SHOULD BE NO 
DOUBT THAT IN TODAY’S 
TURBULENT, FAST-
EVOLVING ENVIRONMENT, 
THERE’S LITTLE TIME 
TO LOSE IN STARTING 
AND COMPLETING THIS 
INEVITABLE JOURNEY”

THE CLOCK 
IS TICKING 
ON THIRD-
PARTY RISK 
MANAGEMENT
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CASH MANAGEMENT

As we drive towards the 2018 Cheque
Exit, we’ll see more revolutionary
technologies taking further control of
our wallets, predicts JOHN SALTER
Head of Payments Trade and Card,
Lloyds Corporate Markets.

check out
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Exciting 
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RECOVERY AND RESOLUTION

“It is increasingly certain that the UK regulatory authorities will require
financial services institutions to prepare more formal recovery plans to avoid

fatalities. Institutions will also need highly detailed analysis to assist the
authorities in developing resolution plans should the worst actually occur.”

Never too early 
to write a

LivingWill

T
he UK banking industry clearly
faces uncertain times – about
the general state of the
economy and whether a
recovery can be sustained,
about whether retail and
investment banking operations
will be required to be

separated and about the UK regulatory
framework, following the abolition of the
Financial Services Authority (FSA).

In this state of uncertainty, what can banks be
sure of? Late in the 18th century, Benjamin
Franklin said ‘nothing is certain but death and
taxes’. Taxes are particularly poignant at the
moment, given the need to reduce the UK’s fiscal
deficit, the announcements in the June
Emergency Budget and, in particular, the
introduction of a bank levy from 2011. 

Those of us working in financial services and
banking certainly hope that, despite its challenges,
the UK industry isn’t facing certain death.
However, it is increasingly certain that the UK
regulatory authorities will require financial services
institutions to prepare more formal recovery plans
to avoid fatalities. Institutions will also need highly
detailed analysis to assist the authorities in
developing resolution plans to facilitate what
would happen should the worst actually occur. 

These Recovery and Resolution Plans (RRPs) are
commonly referred to as “living wills”. They are
receiving increasingly widespread support from

UK and international regulators, and the Financial
Stability Board (FSB) is due to make further
recommendations in preparation for the next G20
Summit of Global Leaders in Seoul in November
when living wills are again on the agenda.

There are essentially two components to 
an RRP:
• a recovery plan to prolong the ability of a firm

to continue in business; and 
• a resolution plan to ensure an orderly workout

should the recovery plan fail and to minimise
systemic risk.

RECOVERY PLANS should cover both capital
and liquidity and are likely to build on existing
contingency capital and funding plans and
scenarios identified in stress tests already
formulated. The focus is to identify clear actions
that a firm could take under severe strains (be
they market-wide or idiosyncratic) but these
actions are likely to have to be more radical than
those previously identified in stress tests. 

It is essential that firms not only identify
potential actions but also analyse them in detail to
prove, amongst other things, that the actions are
credible and capable of execution within a
reasonably short timeframe. 

RESOLUTION PLANS will be prepared and
owned by the regulatory authorities but firms
will be required to provide significant amounts
of data and perform detailed analysis to assist

the authorities in producing these plans.
The complexity of many institutions and the

fact that some of the necessary information and
analysis is not produced in a normal “going
concern” situation means that firms may not
currently have this information readily available
and collating it into a useful form, for a “going
concern” scenario, is likely to be a highly
onerous exercise. There are also no guarantees
that, even with large amounts of planning,
executing a resolution plan will be easy or
without significant cost.

The FSA has said that it expects the
requirement to produce RRPs to apply initially to
all UK deposit takers (this is reinforced by the
requirements of the Financial Services Act) and
other systemically important firms. However,
given the current popularity of the concept of
RRPs and the fact they are a further tool
available to help the regulatory authorities
maintain financial stability, there is every
likelihood that the concept may be extended to
other regulated institutions.

There is no confirmed timeline for final
implementation of the rules in the UK, but it is
currently expected that the FSA will release
detailed rules for consultation towards the end 
of this year.

Producing an RRP is obviously a big task. Some
larger organisations have already commenced
pilot projects and are working with the authorities
to develop the draft regulatory rules. Some smaller

barrels?
fireWill

ministers
both

As the politicians launch two
more high profile investigations

into UK banking, the big
question is how radical

either will prove to be
in the remedies they

recommend. CHRIS
BAUR measures the
undercurrents.

COVER FEATURE: POLITICS OF BANKING
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O
one of the next big
challenges for all UK
banks is to prepare for
when cheques check-
out. Although the
end-October 2018
deadline for this
historic event looks
comfortably distant,
the implications for
corporates and for
individuals are both

more immediate – and more exciting – than many assume. 
It’s too easy to be made complacent by the evidence of

rapid and terminal decline in cheque usage that stares us all in
the face. In the last 20 years, there’s been a steady fall in the
number of cheques in circulation – and that decline is getting
steeper: down 40% in the last five years alone. 

Much of this is retail-driven. Major store groups like Tesco
and M&S have already decided not to accept cheques any
more and have shown that, when it’s managed well, it won’t
undermine their business.  It simply encourages customers to
become accustomed to other ways of paying. 

And that makes the larger business point: the incentives
are indeed highly attractive. It’s estimated that, for Corporate
UK as a whole, the net saving in not having to process
cheques will be something like £750m a year.  Those are huge
numbers, far too big to ignore. 

However, the mandatory 2018 deadline, with a progress
review in 2016, has now usefully forced everyone to travel this
route together. And the truth is that there are still lots of
occasions when cheques are used extensively – transactions
between individuals, payments to sole traders, small
businesses, clubs, charities and schools, and so on. 

And there’s a good reason for managing the decline, rather
than simply letting the system wither messily on the vine, as it
were. The UK regulatory body, the Payments Council wants to
make sure by 2018 there’s literally “no scenario where
individuals or businesses still need to use a cheque… and that
the needs of elderly and vulnerable people are met”.

All the same, taking cheques out of the system is going to
have a big impact on everyone at different levels. In 350 years,
it has become such an established part of our banking
landscape, one of our most familiar payment instruments. The
cheque is so ingrained in our social psyche that it’s not
necessarily all that straightforward to wean people off the habit.
Like removing one of the foundation stones of a house, you
better be pretty sure how to replace it. 

Moves to other payment systems are often restricted not just
by lack of awareness but also by lack confidence in the
alternatives. When we talk to customers, it’s very clear they
expect banks to be in the forefront of the development of
alternatives. And they expect banks to guide them safely
through into that new world. 

And what we’re finding so significant here is that, while lots
of other companies – notably telephony and internet service
providers – are entering the field with new payment
methodologies, there’s measurably less trust in the offerings of
non-bank providers. 

This isn’t just an interesting objective commentary. For banks
it’s a matter of high importance at a time when the
strengthening of customer trust is rightly so prominent on all
our agendas. At the very least, I take it to mean that we have a
head start in what’s now a mandatory quest to find fast and
reliable replacements for the cheque. 

Now, of course, attitudes to this change vary. The ‘Facebook
generation’ is noticeably relaxed about embracing replacement
technologies. Whereas, the older people
get, the less confident they become
generally about handling tech-based
solutions. But we can’t avoid  the fact
that the Big Cheque-out is bound to
have a significant impact on almost all
of us. 

We’re intensively examining two
routes. The most obvious alternative is
to use plastic instead of paper. A lot of
people are beginning to think that a
card-based system is the answer. I think
that’s right. There’s no doubt that cards

“WHAT’S SO SIGNIFICANT 
IS THAT, WHILE LOTS OF
OTHER COMPANIES ARE

ENTERING THE FIELD,
THERE’S MEASURABLY LESS

TRUST IN THE OFFERINGS OF
NON-BANK PROVIDERS.” 
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RECOVERY AND RESOLUTION

Never too early 
to write a

organisations, or those who
have not yet come into the focus
of the regulators in this area,
may be inclined to defer work,
believing that there are more
urgent regulatory demands and that it
may be sensible to wait until the FSA has
produced some more detailed
proposed rules in a
Consultation Paper.

However, it is likely to
be advantageous to at least
do some initial planning and
it may pay to take certain
initiatives in advance of the
regulators. The authorities have
stated that if living wills that are
produced by institutions make
apparent obstacles to resolution,
steps will be taken to either
restructure firms or require them to hold
additional capital or liquidity buffers. 

Firms will no doubt find that it is far better to be
able to answer the questions when they are asked
about how “recoverable” or “resolvable” their firm is
and potentially mitigate the impact of additional capital
or liquidity buffers, which can be very costly and quickly
erode the profitability of certain business lines. 

In summary, there will be real economic benefits of having
an effective RRP and preparing early.

Nick Jacques is a director in Deloitte’s financial 
services team.

“IT IS INCREASINGLY 
CERTAIN THAT THE UK 
REGULATORY AUTHORITIES 
WILL REQUIRE FINANCIAL 
SERVICES INSTITUTIONS TO 
PREPARE MORE FORMAL 
RECOVERY PLANS TO AVOID 
FATALITIES.”
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D
espite many signs to the contrary, not
everyone’s convinced that we really are
headed for a bloody showdown between
the banks and the politicians. The rhetoric
certainly says so, but the question
remains: will it turn out to be so much
grandstanding?
On the face of it, the drama is

preordained. UK bankers
are looking straight down
both barrels of a wicked-
looking political shotgun.
The first is loaded with the
year-long inquiry just
launched by the
Independent Commission
on Banking (ICB), chaired
by Sir John Vickers. The
second is primed with the
parallel six-month
investigation by the
powerful Commons
Treasury Select Committee
under Andrew Tyrie MP.

They overlap: both are centrally mandated to consider what’s
needed to promote competition in banking services. But each
will provide its own distinctive flashpoint. With the Vickers
Commission, the greatest interest will focus on the practicality of
the so-called “nuclear option” of separating retail and
investment banking functions. For the Tyrie Committee, the hot
issue is whether muscular new players really can be created from
the wreckage of the financial crisis to challenge existing banks.

But, in reality, the language of confrontation is being
choreographed with some delicacy. Partly, that’s because of
differences within the governing coalition. Establishing the

Vickers Commission, Chancellor George Osborne is clear about
the need for what he calls a "new settlement" between the
British people and the banks – but meticulous not to pre-empt
conclusions on the trickiest issue, what to do about the “too big
to fail” banks.

Osborne’s Liberal Democrat coalition colleague, the Business
Secretary, Vince Cable, is less reticent in highlighting what to him
is the obvious "direction of travel" towards separating retail and

investment banking. He even
suggests that the UK could act
unilaterally if there was no
global agreement.

The heart of the debate is
whether and how to divide the
“casino” investment banking
functions from the narrow
“utility” services. Bank of
England Governor, Mervyn
King, has been persistent in
arguing that “the massive
support extended to the
banking sector around the
world, while necessary to avert

economic disaster, has created possibly the biggest moral hazard
in history. The ‘too important to fail’ problem is too important
to ignore.”

With practiced balance, the Financial Times fields two
seasoned commentators in opposing corners. Its Martin Wolf
confesses that, while he admires Mervyn King’s determination
to “make politicians uncomfortable”, he is personally
“unpersuaded that the structural solution – the separation of
utility from casino finance – is workable”.

His colleague, John Kay, however, is trenchantly convinced it
is. “Sir John Vickers” he argues, “will hear a lot of tosh on the
separation of banks... His Commission will be told that such a

“THERE’S A RISK OF
GOVERNMENTAL CONFLICT OF

INTEREST. GOVERNMENTS HAVE
AN INTEREST IN MAXIMISING

THE YIELD FROM THESE SALES.
THEY ALSO HAVE A DUTY TO

MAXIMISE COMPETITION IN THE
RETAIL MARKET.”

ANDREW TYRIE Chairman, Commons Treasury Select Committee

“I EMBRACE COMPETITION
AND DIVERSITY, BUT WE
SHOULDN’T KID OURSELVES –
I CAN’T THINK OF A SINGLE
COUNTRY IN THE WORLD
WHERE THE NUMBER OF
BANKS IS GOING UP.”

STEPHEN HESTER Chief Executive,
Royal Bank of Scotland

continued over >>
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SUCCESSION

Most businesses require some 
form of succession planning during 
their lifespan. Family businesses, in 
particular, rely on knowledge and 
skills which have been built up over 
generations, so there’s a lot at stake.

earlyGet in

strategies for       
succession planning

historically, managers in the 
agricultural sector have not been 
proactive about planning for the 
future; and although the industry 

is improving and businesses are prioritising 
succession planning, there’s still a long way 
to go.

As we see with the Wakely family, key 
issues which can arise when planning the exit 
of an agri-business leader can include:
• a lack of clarity on roles, responsibilities 

and objectives within the business
• historic structures, which often  

don’t suit current needs.
• loss of knowledge that is no longer 

accessible once the key person has gone.
There is also the generational problem, 

where too many members of the family 
try to make a living from the business, and 
subsequently tie the hands of those actually 
running the farm.

of agriculture businesses 
are family run

Source: 2011 www.ifb.org.uk  
UK Family Business  

Sector Report

89%

As Paul Bradshaw, Senior Relationship 
Manager in Somerset says: “The key 
challenge for these businesses is to think 
five to 10 years ahead and ensure the 
retiring generation has an adequate pension 
in place. This means establishing a family 
ownership and occupation strategy. 

“It is vital to assess whether your business 
has the appropriate resources, or access to 
them. For example, some businesses  
don’t have a finance director, so working with 
experts in the field can be a way around this.” 

Whether you are mentoring, training 
and grooming a successor, or identifying 
and bringing in a whole new management 
team, this sort of transition is unlikely to 
happen overnight. 

“As a business leader, you need to think 
ahead and make sure you are involving 
experts at the earliest opportunity in the 
planning of your business’s future,” adds Paul. 

“Our Relationship Managers have the 
expertise and sector knowledge to help you 
assess your business and identify areas where 
you need to act – to ensure your business and 
your successors are ready for the wrench of 
generational change.”    

 The key challenge 
for these businesses is 
to think five to 10 years 
ahead.” 
paul Bradshaw, SENIOR 
RELATIONSHIP MANAGER, SOMERSET

> FUTURE     
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risk     
money

 It was a big shock  
to suddenly have this 

responsibility at relatively 
young ages: but we moved 

forward with the help of  
the Bank.”

nick wakely, j. E. WAKELY & SONS
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no time like the present
If your business is reliant on your accumulated 
knowledge and skills, it is never too soon to start 
planning your handover to a new generation, as 
j. E. Wakely & Sons knows all too well.

Ed, Nick and Craig 
Wakely are working 

together to protect the 
future of their business.

Brothers Nick and Ed Wakely inherited 
the mixed farming enterprise in Somerset 
when they were still in their twenties. 
While they had always been given the 
chance to learn about the business by 
making their own decisions, and mistakes, 
they found the sudden loss of their father 
to be devastating.

The brothers had a working knowledge 
of the practical and financial aspects of 
farming, but they lacked an understanding 
of the complex paperwork involved.

As Nick explains: “It was a big shock 
to suddenly have this responsibility at 
relatively young ages: but we moved 
forward with the help of the Bank.”

It is why they are now determined 
that Nick’s son Craig, who is 27 and the 
fourth generation of the family to enter 
farming, should learn about every part of 
the business.

Craig became a partner this year and, 
as a talented mechanic, is responsible for 
maintenance and repair of equipment on 
the farm. However, unlike his father and 
uncle, he will not focus on one role but all 
areas of the farm, from selling produce to 
business planning.

The Wakely brothers inherited a land 
bank of 300 acres, and over the past 19 

years have increased it to 1,500 acres. 
With a diverse portfolio, including 

sheep, beef and arable, and a range of 
vegetables such as potatoes, carrots  
and parsnips, the business has continued 
to grow. It has also sustained borrowing 
levels with help from the Bank so 
the home farmstead buildings and 
infrastructure could keep pace with  
this expansion. 

Its business plan has also included 
moving on from selling produce to 
wholesalers, to value-adding by washing 
and packaging vegetables on the farm,  
and introducing its own brand.

As well as on-farm experience, 
Craig is now involved with planning 
for the business’s future by attending 
meetings with the farm’s bank manager 
Paul Bradshaw, its accountant and its 
independent business consultancy firm.

“The Bank has always liaised well  
with these other local experts, and we 
have been able to bring Craig in on these 
meetings so he can gradually learn about 
business planning,” Ed adds. “He is 
listening and learning and should 
anything happen, he will be able to  
move forward with this progressive  
and commercial business.” // 

> CASE STUDY: J.e.wakely & sons

paul 
Bradshaw,  
Senior Relationship 
Manager, Somerset

rbs-businesssense.co.uk

Expert help
If you would like to start building  
a succession plan, speak to one of  

our dedicated RBS team of  
Agricultural Managers on  

0800 073 0264.
Email: agriculture@rbs.co.uk

Download our free  
Succession Planning Guide at  

rbs-businesssense.com/sfguide
Minicom 0800 404 6161.  

Calls may be recorded.
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HEALTH & SAFETY

RISK
Agri-businesses is a complex industry involving the use of 

hazardous machinery, chemicals and processes, but Mentor 
can help you ensure you have the right checks and balances in 

place to protect your family, employees and the public.

f arming is a high risk occupation –  
33 workers suffered fatal injuries 
on farms in 2011/12, nearly half of 
whom were the farmers themselves. 

So how can you ensure you have the 
right health & safety procedures to ensure 
everyone remains safe, and you keep up-to-
date with the latest changes to legislation?

This is especially pertinent since the 
Health & Safety Executive (HSE) now 
operates a Fee for Intervention (FFI) cost 
recovery scheme, targeted at ‘high-risk’ 
industries such as agriculture, which came 
into effect in 2012. 

Under the Health & Safety (Fees) 
Regulations 2012, those who break health 
& safety laws are liable for recovery of 
HSE-related costs, including inspection, 
investigation and taking enforcement 
action, charged at £124 per hour.  

“This is where Mentor can help,” 
highlights Jerry Hill, Head of consultancy 
Support – Safety, Health and Environment. 
“Mentor is an advisory, support and 
consultancy service which provides expert 
guidance to help farmers handle the 
regulatory and compliance challenges faced 
by the modern agricultural organisation.”

Health & safety-related issues faced by 
the farming community:
❶ information and training: training 

may constitute simple instructions from 
a supervisor through to nationally-
recognised courses leading to accredited 
qualifications. 

future     
agri-eXpertise    
> RIsk     
money

Reduce your

❷ all-terrain vehicles (atVs): always 
wear an appropriate helmet and the 
harder the surface or the greater the 
speed, the greater degree of protection 
required. All helmets should have a 
chinstrap and be capable of being used 
with suitable eye protection. 

❸ young people and machinery: it is 
against the law to allow a child under 
the age of 13 to ride on, or drive self-
propelled machinery such as tractors. 
The law also requires employers to 
make sure their risk assessment for 
young people under the age of 18 takes 
account of their inexperience, immaturity 
and lack of risk perception.

❹ toilet and washing facilities: 
farmers must provide adequate welfare 
facilities. Workers may be allowed to use 
farmhouse facilities, but these must be 
separate from food preparation areas. If 
remote work-sites are infrequently used 
such as when harvesting crops, provide 
portable toilets.

❺	cattle and public access: you will be 
held legally responsible for any injuries 
caused by your stock. Always assess 
their likely behaviour when members of 
the public are present and if in doubt, 
keep people and livestock separate. 

❻ children: farms are exciting places for 
children to explore and they will often 
have very limited risk perception. Always 
consider this when carrying out your 
farm risk assessments.

DID YOU  
KNOW?

of farm worker deaths 
are caused by transport

26%
Source: 2013  

www.hse.gov.uk/
agriculture/ 
hsagriculture 

Jerry hill,  
Head of Consultancy 

Support – Safety, 
Health & Environment

Spring/Summer 2013 11

kEEP ALL sAFE  
ANd sOUNd
Even the most careful business can 
benefit from a review of its paperwork 
and processes. When Wrydelands Estate 
had health & safety concerns raised by 
its insurer, the Bank’s Mentor Health & 
Safety service was there to help it get  
its house in order.

Wrydelands Estate runs two farms over a significant 
expanse of land and faces some unique challenges when it 
comes to managing health & safety. 

Its insurer, the National Farmers Union, identified that 
the estate needed to be audited and suggested a Fire Risk 
Assessment, but it was Mentor who stepped in to quickly 
provide the service.

Mentor advised on legal requirements for health & 
safety documentation, and highlighted a number of 
housekeeping issues, such as proper storage of oxidising 
chemical fertilisers, where improvements could be made. 

Mentor Senior Safety, Health and Environmental 
Consultant Peter Harvey was impressed that the 
estate’s Managing Director Stuart Cade acted on all his 
recommendations within a week, even arranging some 
things before he had left the site. 

However, the sheer size of the Wrydelands Estate was 
of initial concern. “With this farm, we’re talking about 
hundreds of hectares, yet there are only a few employees. 
People can be on their own in the middle of nowhere, 
operating complex and dangerous machinery,” he explains.

“Stuart already had arrangements in place in terms of 
methods of communication, how regularly people should 
be in contact, checking overhead power lines, proximity to 
ditches and so on.”

Because the farm is a family business, Stuart is more 
aware than most about his responsibility for keeping 
everyone safe. As it has grown over the past 30 years, he 
has ensured everyone working on the farm has appropriate 
levels of training and regular updates.

“Training is important to us because you can always 
mend or even buy a new piece of machinery, but you can’t 
replace someone’s hand. With every new piece of plant 
and machinery, I provide training to everyone who will be 
using it,” he emphasises. 

“Mentor has given us peace of mind that we’re doing 
all we can to make the estate as safe as possible, and 
accidents are unlikely to happen if  
we follow the procedures.” 

Peter also visited onsite construction work involving 
the building a grain silo, and identified that he needed to 
check contractors had conducted suitable and sufficient 
risk assessments, were competent and had all the correct 
documentation in place.

“All emergency numbers are now provided in each 
tractor cab, for medical and environmental emergencies,” 
he adds. // 

Mentor advised on legal 
requirements for health & 

safety management documentation, 
and also highlighted housekeeping 
issues, such as proper storage of 
chemical fertilisers.”

> CASE STUDY: wrydelands estate

are you fully protected?

Changes in legislation mean you could be liable for tens of thousands of pounds for a gradual pollution event, 
which most public liability policies do not cover. With a FarmWeb policy you can be covered for a wide range 
of farming activities to ensure you have the right protection in place for your business, including embedded 
environmental impairment liability. Their UK network of specialist agricultural Insurance Brokers will assess 
your needs and tailor your policy to suit the needs of your business. For more information, speak to your Bank 
Manager or contact info@farmweb.co.uk.  
FarmWeb is a third party provider offering a national network of agricultural 
intermediaries who are each authorised and regulated by the FSA. Policies are 
administered by NIG and underwritten by UK Insurance Limited. UK Insurance is 
authorised and regulated by the Financial Services Authority.
www.farmweb.co.uk

rbs-businesssense.co.uk

Expert help
If you would like to know more 

about Mentor’s health & safety 
or its employment law & hr 

Services, call us on 0800 073 0264.
email: agriculture@rbs.co.uk

Minicom 0800 404 6161.  
Calls may be recorded.
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YOUNG FARMERS
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hERE
No complacency

Do succession, CAP reform, high land value, feeding a growing population 
and limited natural resources pose threats or opportunities for today’s young 

farmers? It depends who you ask says Milly Wastie, National Federation of Young 
Farmers’ Clubs (NFYFC) Chairwoman.  

Young farmers are busy forging their 
careers and helping to shape their 
future, often by attending cAP 

working group meetings with the European 
council of young Farmers or lobbying on 
county Estate reviews.

They also have an appetite for acquiring 
skills and training despite or because of their 
busy day job and think nothing of changing 
boots to suits and back again in a day to take 
up an opportunity to meet with a politician 
or take part in an event.

Technology, business expectation, natural 
resources and time constraints are changing 
in a time of national austerity, limited lending 
opportunities and volatile markets. yet 
young people who are hungry for careers in 
farming are helping themselves to make it 
happen. 

An example is the agriculture committee 
of the NFyFc, which secured funding from 
defra for a feasibility study for a Farming 
Opportunity Matching Service.

Early signs are positive, but one of the 
key questions that arose from the study was 
whether the culture of farming could be 
changed to adopt such a scheme.

It is hoped industry membership 
organisations will consider their part in 
making a farming opportunity matching 
service a viable project. Key organisations 

have shown initial interest and will be 
consulted in the next stage. 

“The feasibility study has indicated 
there is no central marketplace for either 
young farmers to advertise and sell their 
business ambitions or for existing farmers 
and landowners to put forward any 
opportunities,” emphasises Milly Wastie, 
NFyFc chairwoman.

“It was acknowledged that it may be easier 
to envisage a farming opportunity matching 
service operating in some agricultural sectors 
than in others, but there are numerous cross-
over opportunities for young farmers.”

Future study will include scoping 
training, support and mentoring on a 
regional level by surveying key bodies 
including yFcs, NFU, clA, TFA regional 
offices and show societies. 

This should help aspiring farmers 
without the benefits of a family farm, 
however, there are encouraging stories 
of younger farmers taking up the reins of 
family businesses and making a smooth 
transition from the older to young 
generation of farming. 

 There is no   
 central 
marketplace for 
young farmers to 
advertise and sell 
their business 
ambitions.”
milly wastie, NATIONAL 
FEDERATION OF YOUNG FARMERS’ 
CLUBS (NFYFC) CHAIRWOMAN

milly wastie,  
Chairwoman, 
National  

Federation of  
Young Farmers’ Clubs

Spring/Summer 2013

Expert help
If you would like to know more 
about how RBS can help young 

farmers, call us on 0800 073 0264.  
Email: agriculture@rbs.co.uk

Minicom 0800 404 6161.  
Calls may be recorded.
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ASSET FINANCE

The temporary increase in the Annual Investment 
Allowance (AIA) to £250,000 is great news for farmers. 
Lee Simms, Agriculture Finance at Lombard, explains.

lee simms,  
Agriculture Finance  

at Lombard

upgrade Boosts 
growth
Lombard was able to help 
Overbrook Farm to invest in a 
biomass system through hire 
purchase, reducing its CO2 
emissions and improving the 
growth rate of its birds. 
Overbrook poultry farm, established in 1990, 
operates from three sites and 22 poultry 
sheds and produces in excess of 5.5 million 
birds annually.

This makes it one of the largest producers 
in the area and a key customer of the local 
food process factory with which the farm 
enjoys a strong working relationship.

Overbrook Farm Director, David Allsop, 
said he had an ambition to install biomass 
boilers in the 22 sheds to replace the 
existing heating system which ran on liquid 
petroleum gas. 

The old system generated CO² emissions 
and required continuous ventilation in the 
sheds, which lost considerable heat. 

Lombard worked with David 
to ensure he retained 

control over suppliers 
of the equipment and 
their payments, by 
putting in place a sale 
and hire purchase 
back arrangement to 
reimburse the £750,000 

funding agreed under the 
hire purchase terms.
By using biomass, the farm 

will reduce its energy bill by 30-40%, an 
estimated reduction in its annual fuel bill of 
over £100,000. In addition, by reducing CO² 
emissions in the poultry sheds and improving 
the overall environment, there has had been 
a significant improvement in the final weight 
and purchase price of the birds.

The business will also benefit from nearly 
£300,000 per annum thanks to the Renewable 
Heat Incentive. “We didn’t have to borrow 
money before the boilers were up and running. 
We have opted for quarterly payments and by 
the time the first one is due, we shall be reaping 
the rewards,” David enthuses.”// 

> CASE STUDY: oVerBrook farm
future       
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Regular investment in capital 
equipment is a fundamental part 
of running a successful agricultural 

business. 
As lee explains, the introduction of a 

temporary increase in Annual Investment 
Allowance (AIA) provides a great opportunity 
for farmers to invest in new machinery and 
improve efficiency; they can also acquire 

the most up-to-date equipment that better 
manages the variety of conditions that the 
modern farmer faces.

“AIA is a type of capital allowance that 
offers a 100% allowance on qualifying 
capital expenditure in the accounting year of 
purchase,” he adds.

The allowance has been increased 
from £25,000 to £250,000 per year for 
a specified two-year period, meaning the 

REAPtherewards

 Lombard is   
 working with 
customers to help 
them maximise 
opportunities 
presented by the 
temporary increase  
in AIA.”
lee simms, AGRICULTURE FINANCE, 
LOMBARD

temporary increase in AIA is available on 
capital expenditure incurred on qualifying 
equipment before 1 January 2015.

“The measure, designed to stimulate 
growth in the economy by providing an 
incentive for businesses to invest, covers 
most agricultural business assets, including 
tractors, combine harvesters and other 
agricultural machinery,” lee emphasises.

“As a funder committed to the 
agriculture sector, lombard is not only 
actively looking to increase the amount 
of funding it provides, b ut is working 
with customers to help them maximise 
opportunities presented by the temporary 
increase in AIA.”

lee highlights that farmers have the 
perfect opportunity to consider the 
efficiencies that more modern equipment 
may bring through such things as more 
efficient fuel consumption to additional 
versatility, enabling equipment to be used in 
all weather conditions. 

“Many farmers are only too aware of the 
importance of maximising efficiencies and 
this, coupled with the tax incentive, means 
now is the perfect time to invest in new 
equipment.” 

Lombard is  

now financing  

biomass projects.

visit: www.

lombard.co.uk/

agriculture

security may Be required. product fees may apply. 

Asset finance is provided by Lombard part of The Royal Bank of Scotland Group Registered in England No 337004. Registered Office:  
3 Princess Way, Redhill, Surrey. RH1 1NP

rbs-businesssense.co.uk

Expert help
If you would like to know how  

you can maximise your AIA 
opportunities, call us on  

0800 073 0264. 
Email: agriculture@rbs.co.uk

Minicom 0800 404 6161.  
Calls may be recorded.
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L
ike millions of 17-year-old girls, 
Maddy Jennings eagerly 
awaits Captain America: Civil 
War, the latest superhero film 
in the series featuring the 

Marvel Comic character Captain America.
But unlike millions of other teenagers, 

Aberfeldy-based Maddy has recently won 
one of three places on the Junior GB 
women’s slalom team, having been selected 
during trials in April at the Olympic white 
water course at Lea Valley, London. 

She will now go on to compete for Team 
GB at the Junior European Championships in 
Solkan, Slovenia, at the end of August (as 
revealed in last month’s Heartlander).

A member of the Breadalbane Canoe 
Club and a pupil at Breadalbane Academy, 
Maddy began paddling seven years ago with 
the club and is in her third year of training 
with the Scottish Canoe Association’s 
performance squad.

She is also the current Scottish champion 
in her category. 

“I have three personal goals when paddling,” 
Maddy states. 

“I must always aim for the middle of each 
gate on the river course and work with the 
water. Above all, I must enjoy what I do, and I 
just love it.”

Slalom racing is not just about performance 
on the water. 

While Maddy trains every day on the river in 
Aberfeldy or Grandtully – summer and winter, 
rain or shine – she also clocks up arduous 
running and gym sessions several times a week. 

A ‘quick’ run from Aberfeldy to Grandtully 
and back before school is a regular circuit, 
forming part of a programme drawn up by her 
coach Lukas Giertl.

This all sounds like a pretty full timetable but 
Maddy’s enthusiasm and focus also allow her to 
pursue other interests, along with schoolwork 
– she currently has the additional ‘minor’ 
challenge of sitting higher exams in English, 
Gaelic, psychology and PE. 

She enjoys playing basketball with friends 
and was excited about a school ‘muggle 
quidditch’ tournament inspired by the Harry 
Potter books where ‘broomstick-riding’ 

competitors try to get a ball through hoops 
at each end of the pitch. 

“I think we have started a new school 
tradition,” she comments.

Unfailingly polite and thoughtful, Maddy 
adds: “I would like to thank my coaches past 
and present, family and friends, and sponsors 
for supporting me in achieving my dream.”

Big Tree Camper Vans is her main sponsor 
but Maddy needs to raise £4,000 to compete 
this summer in Europe, including one month 
at two special training camps. 

She has to supply all her kit, ranging from 
a special canoe and paddle through to 
helmet, clothing and travel. She is grateful to 
Aberfeldy-based Spirit of Wood and 
Anderson Dentistry who have already 
pledged further financial assistance.

Paddling
EUROPEto

As for the future, Maddy has no  
firm plans. 

“I will see what my higher grades  
are like and then I will think about next 
steps. In terms of paddling, I hope to do 
well in August and consider what 
opportunities might open up. I plan to 
enter the GB team trials again next year 
which will be my last as eligible in the  
junior, under 18, category.”

And just like her fantasy hero, Captain 
America, Maddy will need strength, agility 
and determination and to win the day.  
Watch out for the next installment. 

“I have three personal 
goals when paddling...I 
must always aim for the 
middle of each gate on 

the river course and work 
with the water. Above all, 

I must enjoy what I do, 
and I just love it.”

"I WILL SEE WHAT  
MY HIGHER GRADES 
ARE LIKE AND THEN I 
WILL THINK ABOUT 
NEXT STEPS."`

CONGRATULATIONS 

Congratulations are also due to Maddy’s 
Breadalbane Canoe Club teammates 
Louise Revell and Eddie McDiarmid who 
were selected for the Team GB junior 
squad in the white water kayaking 
category, and will compete in the 
European Championships this summer.

Maddy in the thick of things on the ‘muggle quidditch’ pitch  

Maddy volunteered at the kayaking world 
championships held in London last year

Slalom paddler Maddy Jennings loves being on the water 
and seeks success as part of the GB Junior Slalom Team at 

the European Championships in Slovenia this August

Speed, precision and guts are a few of the necessary 
attributes to succeed in slalom kayaking

TRICIA MARSHALL talks to the teenager going for Euro gold.
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I
t is a truth universally 
acknowledged, that no Scottish 
castle is complete without a 
resident ghost. Preferably 
female, and emerald tinted. 

In central Scotland, Taymouth, Menzies 
and Stirling castles, not to mention Crathes 
in the north-east, Fernie in Fife and 
Ferniehurst near Jedburgh, all have their 
Green Ladies. In other castles the lady may 
appear in grey or white, and there’s even a 
Pink Lady floating around somewhere, but 
by and large green seems to be the 
fashionable colour in the afterlife.

Castle ghosts are predominately female, 
which comes as little surprise when you read 
about the sheer numbers of unfortunate 
women in days gone by who were chucked 
over battlements, or walled up in dungeons 
and left to starve, or simply chopped in two, 
which explains why Meggernie Castle’s lady 
ghost appears in two halves. Occasionally 
there’s some poor bloke who met a sticky 
end and shows up from time to time to let 
the living know about it. Just about as 
unnerving as Airth Castle’s resident phantom 
– a dog that nips people’s ankles.  
 
Numerous visits 
Castle Menzies at Weem, just outside 
Aberfeldy, has long had a reputation for its 
hauntings. Originally built as a Z-plan tower 
house in the 16th century, the castle has been 
frequently altered over the centuries, with 
considerable changes in the early 18th 
century and a west wing added in 1840. It 
survived the troubled periods of Scottish 
history and played a direct part in the events 
which led up to Culloden, being occupied by 
the Jacobites in both 1715 and 1745. Only four 
days after Bonnie Prince Charlie made a brief 

stay in the castle in 1745 it was garrisoned by 
300 government troops under the command 
of ‘Butcher’ Cumberland. 

In recent years the ancient castle  
has attracted numerous 
visits from investigators  
of the paranormal and 
commercial tours of  
the ‘Scotland’s Most 
Haunted’ variety. 

Tommy Pringle, who 
lives not far from the 
castle in the village of Dull 
and knows the place as 
well as anyone, having 
family connections to it, 
gleefully recounts the story of a paranormal 
investigation televised a few years ago 
during which a séance was held. 

“It took place in the Victorian wing of  
the castle,” says Tommy, “where there’s a 
room with three portraits of women on the 
wall, two quite old and one more recent.  
The ghost hunters detected the presence  
of a spirit and pointed to each of the 

portraits, asking it if it was the lady in the 
picture. The spirit opted for the recent 
portrait. The problem was, the woman in  
that one was still alive – that put the kibosh 
on their investigations!” 
 
The Green Lady 
But who was the Green Lady of Castle 
Menzies? Nobody seems to know. One 
problem, says Tommy Pringle, is that when 
the castle contents were sold soon after the 
First World War, the castle’s historical 
documents covering many centuries,  
which had been stacked up in the under-
floor strong room known as the Muniments 
Room, were divided into lots and auctioned 
off. Some have since been recovered and are 
kept at the castle, the Bell Library in Perth 
and other safe places, but centuries of 
records have been lost. “When we were 

kids,” Tommy Pringle 
recalls, “Willie Hood  
who lived in the South 
Lodge and had to key to 
the deserted castle used 
to take us round and tell 
us stories about the 
Green Lady.”

In 1914, Juliette 
Gordon Low, a wealthy 
American philanthropist 
and friend of Lord Robert 

Baden-Powell, who was so deeply impressed 
by the rapidly growing Girl Guide movement 
in Britain that she later went on to found the 
US Girl Scouts, stayed at Castle Menzies and 
wrote to her mother that she had, “rented a 
castle complete with a ghost!” Frustratingly, 
she gave no details. “Probably the Green 
Lady,” says Tommy. 

“In the early ‘70s,” Tommy recalls, “I was 

isthereanybodythere?

If there’s an article to be written about Scotland’s ghost population, 

who ya gonna call? Why, FRAN GILLESPIE of course.

PARANORMAL ACTIVITY...

"WILLIE HOOD WHO 
LIVED IN THE SOUTH 
LODGE AND HAD TO 
KEY TO THE DESERTED 
CASTLE USED TO TAKE 
US ROUND AND TELL 
US STORIES ABOUT 
THE GREEN LADY."

Castle Menzies

Bonnie Prince Charlie
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I
t towers over the heart of 
Scotland, its unmistakable 
conical peak visible across  
vast distances. Schiehallion, 
whose name derives from  

the Galeic Sith Chaillean, means Fairy Hill  
of the Caledonians.

For many centuries, this landscape  
was held in awe, probably because of the 
network of caves on the underlying band  
of limestone which runs along Gleann Mor  
on the south side of the mountain.

Perhaps the most famous of these caves 
is Uamh Tom a’ Mhor-fir – Cave of  the 
Hillock of the Great Man – which was 
believed to be the entrance to the 
underworld. The caves’ inhabitants, it was 
said, were fairies and other supernatural 
beings, including the Great Man, Tom a’ Mhor.

The Reverend Robert MacDonald, in his 
Statistical Account for Scotland 1845, 
described a “remarkable cave called 
Tom-a-mhorair, believed to be full of 
chambers or separate apartments, and that, 

is a well – Fuaran na h-Inghinn – which the 
young people would run to on May Day, 
giving offerings to the fairies so they could 
gain the healing powers from its waters.

Schiehallion is undoubtedly a really 
special place, where some people feel a sense 
of other-worldly presence. 

There is certainly tangible archaeological 
evidence of the ancient peoples who lived 
here, including a cup-marked stone, and  
hut circles. 

More recent activity is also revealed by 
farming ruins, including old sheilings. 

For me, however, the real magic of the 
place is expressed in the birds which appear 
in spring time and the happy faces of people 
who have conquered the mountain, whether 
under sunshine and blue skies, or on a dismal 
wet and grey day when every step has been 
a challenge. 

I like to think that the fairy folk  
would approve of the work we do in this 
special landscape. 

as soon as a person advances a few yards, he 
comes to a door, which, the moment he 
enters, closes, as it opened, of its own 
accord, and prevents his returning”.

According to Malcom Ferguson, in his 1891 
book Rambles in Breadalbane, Schiehallion 
was also believed to be the venue for an 
annual gathering of the ancient tribes of 
Glenlyon, Rannoch and Strathtummel and 
the surrounding areas “presided over by the 
beautiful and accomplished Queen Mab, 
gorgeously arrayed in her favourite green silk 
robes, with her abundant crop of beautiful 
golden-yellow hair waving in long ringlets 
over her shoulder down to her waist”.

Queen Mab is described in Shakespeare's 
Romeo and Juliet as “the fairies' midwife”.

Schiehallion was also said to be a 
favourite haunt of the mythical Cailleach 
Bheur, or the Blue Witch, who appeared on 
Hallowe’en to usher in the winter.  

“Her face was blue with cold, her hair 
white with frost and the plaid that wrapped 
her bony shoulders was grey as the winter 
fields,” wrote AD Cunningham in Tales of 
Rannoch, published in 1989.

According to folklore she would catch out 
unwary travellers, her icy blast freezing them 
to death.

On the south side of the mountain, there 

A lore 
unto itself

With an elevation of 3,553ft, Highland Perthshire’s 
most prominent mountain is certainly…

Schiehallion is one of the most familiar and best-known 
mountains in Scotland. But what of the folklore surrounding  
it? LIZ AUTY, John Muir Trust land manager, reveals all.

Magical: When the sun shines on the snow 
and all the ice crystals sparkle, the hill takes 
on a blue light and thoughts of the blue 
witch come to the fore.

Trust teams up with children’s  
hospital for fundraising at the fairy hill  
“You get so used to seeing everyone in the 
hospital with sick bowls, you forget there is a 
wider world out there for everyone to enjoy,” 
said Derek Lambert. 
Along with his wife Diane, and their son Calum, 
five, Derek was one of 100 people who arrived at 
Schiehallion to celebrate and fundraise.
Organised by Glasgow Children’s Hospital 
Charity with support from the John Muir Trust, 
the second year of the event once again brought 
families, patients and staff from Scotland’s 
largest children’s hospital – the Royal Hospital for 
Children in Glasgow – to the heart of Scotland.
The location is poignant, the mountain gives 
its name to the hospital unit where so many of 
those assembled have spent long periods of 
time, often with children battling cancer and  
rare blood disorders.
Snow patches either side of the mountain ridge 
glistened in sunlight, as those who had made the 
journey were rewarded with a bright and mostly 
wind free day. 
Emily Erskine, 11, had travelled from Stornoway. 
She was a patient five years ago at the 
Schiehallion unit and wanted to take this chance 
to raise some money and recognise the help she’s 
had with her ongoing recovery. 
With the support of Trish, Richard and Bill from 

the Highland Perthshire Community Land Trust, 
whose property Dun Coillich neighbours the 
Trust’s Schiehallion property, Emily and her family 
planted several trees as a way of marking her 
journey to date.
Earlier that morning a group had also set off for 
the summit supported by qualified mountain 
leaders stationed at different points on the hill. 
At basecamp, a storyteller enthralled listeners 
with folklore and fairy tales (as well as the story 
of the Gruffalo) while others took part in craft 
sessions or roasted marshmallows on a fire. 
Groups also left throughout the day to follow 
a numbered nature trail from basecamp to a 
stream, around woodland and out onto the foot 
of the mountain itself.
Volunteers, partners and organisations from 
across the local community came together with 
the John Muir Trust to make the event happen 
including: Harviestoun Brewery, the Highland 
Perthshire Communities Land Trust and the 
Breadalbane Wildlife Watchers.
Glasgow Children’s Hospital Charity (formerly 
Yorkhill Children’s Charity) sits at the heart  
of Scotland’s largest children’s hospital  
raising money to ensure that all of the 160,000 
babies, children and young people treated there 
each year have the best possible care  
and experience. 

"The real magic of the place 
is expressed in the birds 

which appear in spring time 
and the happy faces of 

people who have conquered 
the mountain, whether 

under sunshine and blue 
skies, or on a dismal wet and 

grey day when every step 
has been a challenge."

Mellow: When the colours of autumn 
are truly beautiful and stags can be 
heard roaring in Glen Mhor.

Mauve: When the ground is 
purple with heather and full 
of the scent of its flowers.

LUCY REID  |  PORTFOLIOEditorial
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“Iyengar would  
never accept the 

words ‘cannot do’.”
p14

“ ...to allow freedom 
of the body to 

express, is to be 
connected to your 

emotions.”
p68
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HAVE YOU EVER wondered what really holds the body togeth-
er? Some might say it is the ligaments, or perhaps the skin. In 
yoga, we might attribute the inward pull to prana vayu.

 The question of what actually holds us together in space 
as biologic form isn’t just an existential or theoretical one. It’s 
the core of the new paradigm in practice! As a movement 
teacher, a practitioner of yoga, and a human, having a body is 
to experience pre-tension, what protagonists of the paradigm 
call biotensegrity.(1) Learning to teach and practise yoga in this 
new paradigm is a call to connectedness and one that we can 
feel equally in our hearts, bones, behaviour and beyond.

 So, what is pre-tension and how does it work? It sounds 
more technical than it is! The concept is one that those with 
an engineering background might be more familiar with, but 
pre-tension is so fundamental to our bodies that it might take 
you a minute to step back and see the obvious. ‘Pre’ means 
that it has always been the case. And by ‘tension’, in a biolog-
ical context, we’re dealing with the force that pulls inward.

 The new paradigm in biology (called biotensegrity in cer-
tain circles), is recognising that this drawing together of tissue 
around regions of various densities gives rise to tension-com-
pression structures. The tensional force arises from the bal-
ance of interconnected cytoskeletal elements in dynamic ar-
rangement within their secretions: the Extracellular Matrix 
(ECM), aka the fascia.

Five ways biotensegrity blooms within us 

Pull 
yourself 
together 
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AM How has your degree and 
experience in the medical field 
informed your teaching?
AM My medical background has 
encouraged me to take a more 
evidence-based approach to my 
teaching. Science cannot current-
ly give us all the answers to the 
questions that we have, but if I am 
going to make a concrete state-
ment about a benefit that can 
be gained from yoga, I will have 
definitely thoroughly researched 
the topic first. I’m a great believer 
in being completely clear about 
why we say what we say and 
why we do what we do as yoga 
teachers. So, my background has 
hopefully allowed me to become 
a thoughtful and considered 
teacher. What I make an effort not 
to do is use anatomical language 
or medical jargon in my teaching. 
I think that it is unnecessary and 
often doesn’t make much sense 
to the students!

AM Do you think yoga teachers 
should have a higher knowledge 
of anatomy & physiology?
AM I think a strong foundation in 
anatomy and physiology is im-
portant but really understanding 
and being able to integrate some 
key principles about the body is 
more important than knowing 
the name of every muscle. What 
is wonderful for me to see is that 
many trainees and teachers are 
genuinely fascinated about the 
human body and want to study 
more because it is a subject that 
they become so passionate about. 
I have also noticed that the more 
a teacher increases their knowl-
edge of anatomy and physiology 
the more confident they become 
and the more joy they have to 
gain from teaching.

AM You run your own online course on anatomy and 
physiology – do you think anatomy is covered enough on 
foundation TTCs?
AM I think in general anatomy and physiology is covered to 
a reasonable degree on most foundation TTCs. Anatomy and 
physiology are complicated subjects for many yoga teachers 
and my courses offer them a chance to not only recap what 
they may have previously covered but expand upon it and 
really relate it back to practicing and teaching yoga. My fo-
cus is all about making anatomy and physiology practical, ac-
cessible, inclusive, evidence-based and fun. I really try to get 
students excited about the topic and the more fun we have 
the better the chance that the information will get absorbed.

Interview Interview

AM Last year there was a lot of discussion in the media 
about the high rate of injuries in yoga teachers and practi-
tioners. What are your thoughts about this?
AM It is my understanding that a lot of these discussions stem 
from anecdotal evidence. I don’t want to take away from any-
one’s personal experience, but I think it is also important to 
zoom out and look at the bigger picture. It is obviously going 
to depend on many different factors such as the style of yoga 
being practiced, but in general practicing yoga asana is a low-
risk activity. Injuries tend to be more associated with activities 
that involve speed and external forces or loads. There is some 
interesting research that has been done looking at yoga-re-
lated injuries. In a study by Bueno et al (2018) the authors re-
port that the injury prevalence of yoga was less than 1% when 
compared to 38% among soccer players, 19% among runners 
and 9% among subjects participating in strength training. In 
a national cross-sectional survey in Germany by Cramer et 
al (2019) an average of 0.60 injuries per 1000 hours of yoga 
practice were reported. Based on this, the authors stated that 
yoga appears to be as safe 
or safer when compared to 
other exercise types. They 
commented that adverse 
events were more com-
mon in participants with a 
pre-existing medical con-
dition and among participants who did yoga on their own 
without prior or current supervision by a teacher. In a study 
by Wiese et al (2019) the authors state that the number of 
injuries reported by yoga participants per years of practice 
exposure was low and the occurrence of serious injuries in 
yoga were infrequent compared to other physical activities, 
suggesting that yoga is not a high-risk physical activity. A sys-
tematic review and meta-analysis of literature by Cramer et al 
(2015) suggests that yoga is as safe as other forms of physical 
activity.

AM Do you think the move to more online classes and 
courses will impact student performance? 
AM I think there are positives and negatives to come from 
practicing online. As I have just mentioned, there is some 
evidence to suggest that adverse events are more common 
amongst students who practise yoga on their own without 
prior or current supervision by a teacher. However, I would 
also argue that by practicing more on their own or with less 
close supervision, many students will actually have a better 
chance at improving their own awareness of their bodies and 
will become better at making the choices that are right for 
them in a given moment. To me, improving awareness is the 

“My focus is all about making anatomy and 
physiology practical, accessible, inclusive, 
evidence-based and fun”

LUCY REID  |  PORTFOLIOEditorial
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HELENA ANN KENNEDY, Baroness Kennedy 
of The Shaws, QC, FRSA, HonFRSE has 
authored a number of books on law reform, 
co-wrote the successful television series Blind 
Justice and became a well known broadcaster 
on law and ethics during the 1980s, presenting 
the BBC's Heart of the Matter. A frequent 
broadcaster and journalist on law and women’s 
rights, her publications include the widely 
acclaimed Eve Was Shamed: How British Justice 
is Failing Women (Chatto & Windus, October 
2018); it was also published in paperback under 
the title, Misjustice: How British Law is Failing 
Women (September 2019). Her book Just Law: 
The Changing Face of Justice and Why It Matters 
To Us All (Chatto & Windus, 2004) was also 
published in paperback in March 2005. Eve 
Was Framed: Women and British Justice (Vintage, 
1992) was published in paperback in 1993 
and was fully updated and reissued in March 
2005. Helena was the Investigating Officer of 
the Human Trafficking Commission in Scotland. 
She is a member of the First Minister’s National 

Advisory Council on Women and Girls. She 
is now chairing a Scottish Working Party on 
Misogyny. Helena was Master of Mansfield 
College, Oxford for several years and was 
responsible for creating the groundbreaking 
Bonavero Institute of Human Rights, Oxford. 
Helena was the chair of the Booker Prize 
Foundation for five years and is the current 
chair of the Video Standards Council. Helena 
is also a member of the Microsoft Technology 
and Human Rights Advisory Council. She is 
the President of Justice, the British arm of the 
International Commission of Jurists. She is 
the Chancellor of Sheffield Hallam University 
and the Director of the International Bar 
Association's Human Rights Institute.

Elevating Eve
Lady Kennedy photographed by Nadav Kander

Baroness Helena 
Kennedy QC
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chance to turn my life around. What I 
wasn’t prepared for was the stigma of my 
previous life. 

For years I was told to get clean, to stop 
committing crime, and that there would 
then be a better life for me to live. I soon 
found that this wasn’t true.

The aim of imprisonment is supposed 
to be rehabilitation. I found that even 
when I achieved these goals, the world 
wasn’t ready to accept this to be true. 

Every time I tried to move on with my 
life, my past was brought up, to drag me 
back down. When I applied for jobs, I was 
told that I didn’t pass the DBS checks and 
that I was too high-risk for them to take a 
chance on me.

Today, 16 years later, I am a 
senior manager in the NHS providing 
opportunities for people with lived 
experience of the criminal justice system 
to return to working in the NHS. I also 
run the National Implementation of 
services to support those who leave 
prison to engage in their own health. I 
am determined that women (and men) 
leaving prison today are given the 
opportunities to move on in their lives 
and to become part of civil society. I am 
using my own journey to demonstrate 
that we should walk the talk of 
rehabilitation. We can and should do 

Kate Morrissey

IN 2005 I weighed 5.5 stone, was a heroin 
and crack addict and my life had spiralled 
into chaos. In June 2005 I was remanded 
to prison after the courts lost patience with 
me and my 33 criminal convictions.

Since my release from prison I have 
worked hard to change my life. I detoxed 
from drugs, went to university and got a job.

Being in prison changed my life. It 
gave me a break from the relentless circle 
of crime and addiction and gave me a 

Knows that leaving the past 
behind is harder than it sounds 
Photographed by Wendy Carrig

A woman who knows her worth
Photographed by Wendy Carrig

Rachel Ara

RACHEL ARA IS a conceptual and data artist who explores the 
relationships between systems of power, gender, sex and technology 
through her work. She was awarded a degree in Fine Art from 
Goldsmiths College, London and there, she won the Burston Award. 
Rachel was also awarded the Aesthetica Art Prize in 2016. She 
currently works and lives in London.

"For years I was told 
to get clean, to stop 
committing crime, and 
that there would then 
be a better life for me 
to live. I soon found 
that this wasn’t true."

more. Prison and any other engagement 
with the criminal justice system should be 
an opportunity to truly turn lives around, 
not an opportunity to continue punishing 
them for the rest of their lives. And 
when people do rehabilitate, we should 
support that rehabilitation and give them 
opportunities to move on with their lives. 
They are, after all, all 'Someone’s Daughter'.
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After spending 12 years of her life incarcerated for a serious and 
violent crime, RAINIA DUNNE uses her voice and experience to 
help lift other women out of the shadows.

WAS A shadow back then, 
hidden under a hoodie, 
trying to be quiet and 
unseen, except for the black 

rings around my eyes that shouted the 
truth. I was just 18, and trying to care for 
a mother who called her heroin addiction 
“self-medication” and looked for all the 
answers in the bottom of a bottle. 

Many men came with their promises 
of love but their kisses just left more 
bruises. I was the oldest of three sisters 
and I learned that I had to protect my 
mum the best I could and hide my 
sisters from the violence. To keep them 
safe, I put them in a room and told them 
to keep their fingers in their ears and 
sing. A song that I would never hear. I 
would only see the scenes of blood on 
walls, and hear lonely screams that were 
solely mine to bear.

The longer this went on, the further 
my mother sank to the bottom of that 
bottle and the more the dark rings around 
my eyes started to find their way around 
my heart. Eventually Social Services got 
involved and they split us up. I watched as 
my four-year-old little sister grabbed the 
bottom of my leg and begged me not to 
go, her little hands white at the knuckles 
and her big brown eyes filled with 
confusion as I tried to calm her with false 
promises. I lost my heart that day. 

All that I had left was to be there for 
my mum. I knew it was up to me to keep 
her safe, but unlike before when I had 
my sisters to remind me of who I was, 
I started to like the screaming, and the 
punches felt good. The more I got hit, 
the less my heart hurt.

Then one night I was out with a couple 
of mates. My friend’s partner began to 
hit her. I felt all this anger start to build 
up inside. All the punches, all the kicks, all 
the men that used my mum as a punch 
bag –  he became the face of all of them. I 
knew that I had to help, try to protect her 
if I could, and so I did. 

It went quiet, too quiet, the silence 
was so loud it was deafening. What  
had I done?

Later on, in the dock, I had no  
idea what was being said, in this 
secret language that only these people 
understood. I strained my ears trying 
to hear anything that would make any 
sense to me. I kept hearing one word 
repeated a few times and everytime it 
did, my heart would stop. “Life sentence”.

But before I had any time to even 
think about it I was dragged into a cage. It 
slammed shut, and I felt like this must be 
the loneliest place on earth. 

Time is a funny thing when you're 
locked in a cage with no windows and no 
clocks, no events that show the passing 
of time, just you and your thoughts.  

It was a hell of my own making. 
Eventually my solicitor came to 

explain my sentence to me. I was 
relieved to find out that I was not 
going to prison for life, but that I 
had a sentence called IPP. IPP meant 
'indeterminate sentence for public 
protection'. I had five years but I didn't 
have a release date, and they said I 
would be able to go for parole after  
five years. 

I went to prison inside a box inside 
a van, with nothing but a blacked out 
window to watch the world go by. I saw 
people buying coffee, shopping, and 
just living their lives. I wanted to bang 
the windows and scream for someone 
to look up and see me, but then I 
remembered I'd always been a shadow. 

I soon realised that not having a 
release date was one of the worst feelings 
I'd ever known. I saw girls have big circles 
penned round dates in their calendars. 

I heard them all talking about release 
dates and court dates and the plans they 
would make for when they were released. 

I ended up doing 12 years in prison. 
Along the way I tried to do all the 
courses that were offered but none 
of them did anything to help me. I did 
more than double what I was sentenced 
to, and for half of that time I was locked 
in a box. What use is that? 

Seven years into my sentence, I 
found a programme called Therapeutic 
Community, which involved women 
doing therapy together in a group. I 
did this for three and a half years. It 
changed my life and was one of the 
hardest things I've ever had to do. 

Someone'sDaughter

"The scariest thing about 
being in prison is that 

when that door shuts, there 
is nowhere else to run. The 
only person is you and I'd 
spent half my life running 

from that person." 

I
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wORLd POTATO production rose 
from 267 million tonnes in 1990 to 

FACTS & STATS

An illustrated overview of a year in agriculture

lower  
production in 2012  

saw beef exports fall by

17% 
to 

120,000  
tonnes last year 

(2012)

shipments of beef 
from Brazil have 
decreased –

3,700 
tonnes, compared to

25,000 
tonnes in 2005

Beef volumes to 
france have fallen by 

2,800 
tonnes

UK imports  
of sheep are 
forecast to  
increase by 

12%  
this year

High sheep stock 
levels in New 
Zealand has led  
to a decline of 

30%  
year on year, as  
of last autumn, in 
farm gate prices  
in New Zealand  
and Australia

insightgloBal supply

BEEF 
in the year to  

february, volume 
 purchases fell.

First quality roasting  
joints fell by

6.8%

1.4%
Mince fell

on the year, as 
consumers traded 
down to chicken 

and pork

cROPs 
uk harvest is  

13.3 million tonnes,  
down

on 2011 crop
13%

dAIRY 
3 points to  

improve profitability: 
efficiency 

across supply chain, 
compared with 
competitors.
innovation 

differentiate milk, 
increase prices,  

by better meeting 
customer needs.
relationships/

contracts 
obtain  

both efficiency  
and innovation  

through supply chain.

million tonnes in 2010
324

Aprroximately 
two thirds 
of potato 
production 
is consumed 
as food with 
the rest used 
for animal 
feed or for 
potato starch 
in textiles, 
adhesives, etc.

Asia accounts for 
half the world’s 
production. 

China accounts 
for c.25% of 
world potato 
production at 81 
million tonnes: 
60 million tonnes 
consumed as 
fresh product.

UK is a small 
player but it’s 
11th in terms 
of global 
production. 
China and 
India produce 
over 81 
million tonnes 
and 34 million 
tonnes. 

Domestic 
production 
is valued at 
£947 million 
at the farm 
gate and 
£3.8 billion 
at consumer 
level.

cROPs
major stock holders.  

Argentina, Australia,  
Canada and the EU27 

21%
China 

32%
India 

13%

At the end of October, 
UK domestic supply 

was down

6.2%
year on year

Cattle numbers in 
America are also at 
their lowest level for 

60 years

BEEF prices reached 
historically high levels 

in 2012 driven by a 
shortage of supply. 

uk shEEP export 
volumes are down, 
but still forecast to 

account for 

35%
of 2012 domestic 

production

global mILk  
supply trends

Annual US growth was up 

6% 
in April, but since then the 
drought has reduced this 

to less than 1%

In the UK, annual 
supply was down last 

year by

4% 

Domestic production 
of lamb and mutton is 
expected to increase by 

6%
in 2013

Agri-
sNAPshOT

future     
> AGRI-EXPERTIsE    
risk     
money

Source: 2013 RBS Strategic Review

Spring/Summer 2013 09

FACTS & STATS PRIZE DRAW

“POOR AUTUMN  
cONdITIONS lIMITINg  

whEAT SOWINgS ANd THE  
HIgHER PRIcE OF PROTEIN MAy 

ENcOURAgE INcREASEd SOWINg  
OF PEAs ANd BEANs AS FEEd 

cROPS THIS SPRINg.”

weather

 
“in June and  

July sUNshINE 
hours were

 80and70% 
of the long-term  

average, temperatures 
were also down  
about 1 degree  
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100%
RAIN FALL was up 

(June) and 75% (July)  
on long-term average. 

Once again cereal price increases are driving feed  
price inflation. This has been compounded by the
vERY wET sUmmER and the need to start 
feeding winter forage early.

2012

in the last 5 years, cow numbers in the uk have fallen by 8.7% or 209,000 cows. 
the december 2012 survey showed dairy cow numbers down only 19,000 or  
1% on the previous year. 

was the wettest summer on record

in the december returns, the total sheep flock increased by 
0.4%. in england the flock size increased by 4% and in scotland 
by 0.4%, but in wales it fell by 3%. forecasters suggest the uk 
flock is set to increase of 4%.

stock

 

wIN!

Grow is offering you a chance to win 
an experience you’ll never forget, 
including one of the following:

First prize:  
weekend (two nights) glamping 
experience at Drove Orchard.  
Travel not included. Over 18s only.

second prize:  
tour of Bradfield Brewery for two, 
including beer tasting and two six-
bottle gift packs. Available Monday 
to Friday, 10am-4pm, or Saturday, 
10am-2pm. Book in advance. 
Travel and accommodation not 
included. Over 18s only.

Third prize:  
case of Drove Orchard apple juice.

Entries close at 12.00pm on  
10th October 2013.

To be in with a chance to win, please 
visit our website and complete our 
online entry form, providing your 
contact details. So we understand our 
readers a little better we will also ask 

for your type of business  
& turnover (these fields  
are not mandatory). 
www.rbs-businesssense.
co.uk/grow

rbs-businesssense.co.uk

No. of members

Age range of members

10 to 26

NFYFC facilitates 
and hosts a variety of 

events for our members 
including:

Annual Convention
YFC Ski 

Agricultural
Competitions Day

NFYFC raises awareness of 
issues affecting young people 
living in the countryside such 
as rural isolation, farm safety 

and safer driving.

CAMPAIGNS

NFYFC gives a voice to 
rural young people and the 
next generation of farmers. 
We offer training, events, 
study tours and research 
opportunities.

Events

AGRI

The National Federation of 
Young Farmers’ Clubs

Training & skills

619
46

Fun, Learning and Achievement

YFCs

County 
Federations

Members can 
participate in 
bespoke courses 
designed to develop 
their skills to benefit 
them and their YFC.

Democracy
NFYFC is a 
voluntary youth 
organisation that 
is led solely by its 
members.

NFYFC’s specialist 
agri recruitment 
service.

Youth work

HELP

SUPPORT

GUIDANCE

Supporting young people to 
develop transferable skills on 
their journey through life. 

Charity work

Competitions

£1.2m

Supporting the community 

YFCs volunteer 
and organise 
projects to 
give back to 
their local 
communities. 

YFCs raise more than 
£1.2m a year for charity 

through fundraising 
activities.

NFYFC annually 
organises 33 national 
competitions. There’s 

something to suit 
everyone!

YFC Travel
Every year around 50 
members travel with 
YFC on volunteering or 
working trips; staying 
with rural families. 

Job: Infographics for editorial and online  |  Clients: RBS, HSBC, NFYFC, EnergySys, Barclays, Investec

An introduction to the 
Production Allocation Cloud

SECURE 
DATABASE 

ENVIRONMENT
COLLECT 

MEASUREMENT
DATA

1

Upload securely to the cloud 
via web or email services

VALIDATE
• Set defaults or use 

previous day values
• Detect missing values 

and out of range readings
• Add your own validation

3

CALCULATE
CALCULATE WELL POTENTIAL
• Well test
• Choke position & 

performance curves
• Decline curves: linear 

or exponential
• Add your own method

CALCULATE WELL DERIVED METERS
• Use standard regular 

meter expressions
• Add your own formulae

•  Stored instrument data
•  Validated data
•  Derived meters
•  Allocated volumes

PROCESS 
& STORE
MEASUREMENT DATA
• Optional manual data input

ALLOCATE DAILY
PRODUCTION VOLUMES
• Configure hierarchical allocation 

between production groups

SECURELY 
SHARE BY 
EMAIL OR 
WEB SERVICES

SHARE TO 3RD 
PARTY SYSTEMS

• OFM
• OSI/PI
• SAP

• Corporate dashboard

2

4

5

8

9

RECONCILE DAILY 
VOLUMES TO SALES

6

CREATE REPORTS
• Ad hoc report
• Statutory reports
• Standard reports

7

CONTACT US
www.energysys.com

10
To learn more

04 / Global perspectives corporate World Spring 2013 / 05  

ViewpointsViewpoints

Wheels on fire
UK auto manufacturers exported record volumes in 2012 with factories 

in Britain forecast to build more vehicles than the previous peak in 
production back in the 1970s. What’s under the hood?

Around 

£11bn 
of OEM spend 

is currently 
spent with UK 

suppliers

UK supply 
chain spend

Supply chain 
opportunity 
identfied by BIS

Non-UK supply 
chain spend

50

40

30

20

10

0
2011

30

2012

33

2013

36

2014

39

2015

44

2016

46

Forecast increase in UK OeM market opportunity, 2011 to 2016

}
In 2016,  

total UK spend 
could increase 
from around 

£11bn in 2011 to 

£21.5bn

of investment has recently 
been announced by OEMs in 

UK production.

UK auto exports

BRic & 
Others 

39% 

eU26 
51.0% 

Us 
9.3% 

Eurostat figures suggest the UK is second only to Germany 
for productivity in Europe2nd

73%
of OEMs cited

taxes and tariffs as one  
of the reasons for sourcing  

in the UK

of UK suppliers 
described ‘our 
quality’ as a 
competitive 
advantage

82%

European auto 
manufacturing capacity 

utilisation 

UK

74%

FRANCE

53%

ITALY

40%

Vehicle production in the 
UK is expected to increase 

at 9% per annum to  

2.2m
  units in 2016

2.5

2.0

1.5

1.0

0.5

0 2011

2012

2016

2015

2013

2014

SPAIN

57%

m

New investment  
means around

£3bn 
in urgent, unfilled 
opportunities for  
UK-based auto  

suppliers

13.1m 12m 7.2m 4.6m

CHINA EU27 USA JAPAN

£6bn

Source: SMMT

GERMANY UK FRANCE SPAIN

international new car registrations 2012

a record number of units 
exported in 2012

1.2m 

ound 

£3bn
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Clients: Carbon Capture NZ, Rewilding Britain, Vuabl, Mondo Visione

Carbon Capture
N E W  Z E A L A N D

SEED SERIES 
INVESTMENT 

February 2022

www.carboncapture.co.nz

THINK BIG.
ACT WILD.
Help create The Rewilding Network, Britain’s  
first learning and action network for people to  
put rewilding into practice.

MEDIA PACK
www.mondovisione.com

The 
Concept Hybrid Carbon Capture 

+ Direct Air Capture technology 
for New Zealand (with Modular 

Solar Power add-on) utilizing 
“All of Air” high value upstream 

gas components.

THE SOLUTION
To digitalise a housing organisations 
stock whilst providing real time 
analytics and insights.

The Rewilding Network  |  Help create Britain’s first learning and action network for people to put rewilding into practice. www.rewildingbritain.org.uk  |  5

DYNAMIC AND 
COLLABORATIVE SERVICE 

FOR 300+ MEMBERS 
REWILDING MORE THAN 

180,000 HECTARES 

NEW INTERACTIVE TOOL 
TO HELP LANDOWNERS 
GET THE INFORMATION 

THEY NEED TO IMPLEMENT 
VIABLE REWILDING 

AMBITIONS

MILESTONES

ONLINE DISCUSSION 
TOOLS, WEBINARS 

AND NEW LAND USE 
MAPPING APP

OCTOBER 2020 EARLY 2021 MID 2021 2022NOVEMBER 2020 APRIL 2021 LATE 2021 2023

REWILDING 
INCUBATOR FUND 

ESTABLISHED 
TO SUPPORT 
REWILDING 
PROJECTS

DIRECTORY OF 
REWILDING 
EXPERTS TO 

PROVIDE SITE VISITS 
AND BESPOKE  

ADVICE 

START TO DELIVER 
A PROGRAMME OF 

DYNAMIC EVENTS TO 
SHARE AND LEARN

THE REWILDING
NETWORK IS 
FINANCIALLY  

SELF-SUSTAINING  

THE REWILDING 
NETWORK LAUNCH 
- MINIMUM VIABLE 

PRODUCT WITH 
CONTENT GUIDES, 

AND REWILDING MAP 
AND LOCAL GROUPS

300+
 

MEMBERS

THE EAGLE OWL 
is already breeding in  

some places

www.mondovisione.com

OUR AUDIENCE

We have built our subsciber base 
over 20 years based on three 

principles: our expert knowledge of 
the financial markets trading eco-

system, the neutrality of our content 
and our access to opinion-formers. 

32.3%
AMERICA'S

37.5%
EUROPE

6.6%
MIDDLE/EAST 

AFRICA

23.5%
AUSTRALASIA

DAC = a better idea

Direct Air Capture 
and Storage 

(DAC+S) has long 
been dismissed as 
an uneconomical 

pipe dream 

Now the 
numbers are 
starting to 

make sense

Unit removal costs 
$94-$232USD 
(and dropping)

Current NZU 
forward buying 

take or pay 
agreements 

$100-$175NZD

www.carboncapture.co.nz

NZ current 
spot price 
$80NZD

2025 NZU spot 
carbon price 

$300NZD

PRIVATE SECTOR SERVICEABLE 
ADDRESSABLE MARKET

Source: https://bit.ly/3tqk7fr

Source: https://bit.ly/3bbvAcQ

REAL ESTATE 
AGENCIES IN 

THE UK OFFICE 
FOR NATIONAL 

STATISTICS 

% 
LARGEST  
MARKET  
SHARE 

Countrywide PLC

Connells LTD 

Savills PLC 

LSL Property Service PLC 

2.7

2.2

1.3
2.1

Countrywide residential lettings  
600 offices nationwide operating 
under locally recognisable brands, 
over 74,500 properties under 
management.
Connells have 1,250 branches 
with 141,000 properties sold each 
year lettings business managing 
120,000 tenancies
Savills have 122 offices 
LSL Property Services have 
brands including Your Move and 
Reeds Rains and Marsh & Parsons 
– 275 branches.

WE NEED 
TO ACT 
NOW
We hope you’re as excited as we are to propel rewilding to the next level.

The Rewilding Network  |  Help create Britain’s first learning and action network for people to put rewilding into practice. www.rewildingbritain.org.uk  |  7

To discuss this proposal and opportunities  
for funding and involvement, our chief  
executive, Rebecca Wrigley, is available on: 
rebecca.wrigley@rewildingbritain.org.uk 

Key project staff for this proposal include:
Rebecca Wrigley 
Rewilding Britain Chief Executive
Alastair Driver 
Rewilding Britain Director
Sara King 
Rewilding Network Lead
Susan Wright 
Rewilding Content lead

We have an exceptional team of staff and 
trustees, with a deep understanding and 
experience of community development, 
conservation and environmental project 
management. Our small, agile team works 
collaboratively across diverse organisations 
and sectors to ensure the impact of 
rewilding is positive for all.

@RewildingB            @rewildingbritainwww.rewildingbritain.org.uk

Rewilding Britain is a charity registered in England/Wales 1159373 and Scotland SC045685:  
Registered address: The Courtyard, Shoreham Road, Upper Beeding, Steyning, West Sussex BN44 3TN www.mondovisione.com

OUR AUDIENCE
by organisation

Trading Venues 34%

FinTech/Tech Vendor 11%

Sell-Side 15%

Buy-Side 11%

Information Vendor 8%

Consultancy 3%

Regulator 3% 

Post Trade Provider 3%

Financial Markets Trade Body 3%

Media 2%

Index Provider 1%

Other 6%

ORGANISATIONAL  
TYPE
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DISCOVER ISLAND  
LIVING in FLORIDA

Charming | Timeless | Captivating

Boca Grande

Nestled along Florida’s Gulf Coast on Gasparilla Island, the quaint village of Boca Grande offers a step back 
into the beauty and serenity of Old Florida. While you will feel a world away once over the bridge, you will find 
an abundance of leisure activities within easy reach – from fishing, boating and shelling to golfing and tennis. 

Boca Grande has been bestowed with pristine beaches along the Gulf of Mexico as well as a picturesque 
walk/bike trail that runs nearly the entire length of the island. Unique museums, cafes and boutiques.

Minutes away from the world renowned Coral Creek Club and private jet port.

Carol Stewart  
Broker-Associate | 941.276.1162
CarolStewart@michaelsaunders.com | BocaGrandeBroker.com

Licensed Real Estate Broker 
420 E Railroad Ave (Mail: P.O. Box 208)

Boca Grande, FL 33921

To discover more about this captivating destination,  
contact Carol today.

CORK YOGA MAT

www.snyogi.com

STRONG GRIP

NON-SLIP

ECO-FRIENDLY

CONNECT WITH FLEUR: Mobile 202 425 9403 | Office 202 234 3344 | Email fhowgill@ttrsir.com 

TTR Sotheby’s  
International Realty 
1515 14th Street NW 
Washington, D.C. 20005  
United States
www.sothebysrealty.com
www.ttrsir.com

Luxury Real Estate Specialist in  
Washington D.C., Virginia & Maryland.

FLEUR HOWGILL

Local expert. Global reach.
Call us to arrange a home visit:
0800 999 8994
www.agecare-bathrooms.co.uk

Your  
bathroom 

is about 
you

We’re here to listen 
and create your ideal 

bathroom solution

WALK IN BATHS  |  WALK IN SHOWERS  |  WETROOMS

Job: Magazine adverts
Clients: Michael Saunders & Co, Age Care Bathrooms, Sotheby’s International Realty, Surya Namaskar



UNLOCK  
HIGHER VALUE  
CONVERSATIONS
Equip your front-line to deepen client 
relationships and unlock greater value.

OUR CHALLENGE WHAT WE DO OUR THINKING ABOUT US

OUR THINKING

Content marketing fails at the last mile.
B2B brands are investing more than $4.8bn in content marketing1.  

More than 70% will go unused2.

Your highest value audiences don’t have time to search for your content.  
And only 15% will trust your corporate brand messages.

Yet front line is where trust is built, the brand promise  
is delivered, and true ROI generated3

Is it time to flip your funnel?

1http://www.endersanalysis.com/content/publication/content-marketing-publishers-saviour
2https://econsultancy.com/blog/66882-how-to-fix-the-50bn-problem-in-b2b-content-marketing/

3http://www.edelman.com/trust2017/

The Connected Thought Leader.
The latest research on front-line advocacy, and how to  

build your personal Thought Leadership ‘brand’.

» Crack the Thought Leadership code

» 3 surprising predictions on CMO roles in 2020

Front line engagement requires both advocacy  
and the most intuitive front-line tools.

SIGN UP... GO

AUDIT AND 
CONSULTANCY

» Audit and benchmark  
your current campaigns  

for the front-line 

» Workshops with  
front line teams 

» Frameworks for  
front-line advocacy

FRONT LINE  
TOOLS

» Front-line  
conversation toolkits

» Internal Playbooks  
for brand and product 

launch campaigns 

» RM Content Portals 

INTERNAL ADVOCACY 
CAMPAIGNS

» Launch internal  
advocacy campaigns 

» Workshops and training  
for front-line RMs

We are a passionate team of content strategists,  
technologists and sales enablement experts.

Founded by Caspian Woods, we’ve spent the last 25 years devising and implementing the 
content marketing strategies for 30+ of the world’s leading B2B and Financial brands.

Today we’re trusted by global financial brands such as:

To learn more about our  
thinking, contact us:

Tel: 0207 859 4059

Mob: 07967 149209

Email: caspian@clientmap.co.uk

NAME NAME
Title title title

NAME NAME
Title title title

NAME NAME
Title title title

“This is a testimonial pullquote this is a testimonial 
pullquote, this is a testimonial pullquote this is a 

testimonial pullquote this is a testimonial pullquote.”

SUBMIT FORM

Name

Phone

Message

Email

Subject

FOLLOW US:

OUR CHALLENGE

OUR THINKING

ABOUT US

WHAT WE DO

LUCY REID  |  PORTFOLIOWeb/social media

Job: Various web banners and social media graphics
Client: Good Spa Guide, NFYFC, Oxbury Bank Plc

UNLOCK  
HIGHER VALUE  
CONVERSATIONS
Equip your front-line to deepen client 
relationships and unlock greater value.

OUR CHALLENGE WHAT WE DO OUR THINKING ABOUT US

OUR THINKING

Content marketing fails at the last mile.
B2B brands are investing more than $4.8bn in content marketing1.  

More than 70% will go unused2.

Your highest value audiences don’t have time to search for your content.  
And only 15% will trust your corporate brand messages.

Yet front line is where trust is built, the brand promise  
is delivered, and true ROI generated3

Is it time to flip your funnel?

1http://www.endersanalysis.com/content/publication/content-marketing-publishers-saviour
2https://econsultancy.com/blog/66882-how-to-fix-the-50bn-problem-in-b2b-content-marketing/

3http://www.edelman.com/trust2017/

The Connected Thought Leader.
The latest research on front-line advocacy, and how to  

build your personal Thought Leadership ‘brand’.

» Crack the Thought Leadership code

» 3 surprising predictions on CMO roles in 2020

Front line engagement requires both advocacy  
and the most intuitive front-line tools.

SIGN UP... GO

AUDIT AND 
CONSULTANCY

» Audit and benchmark  
your current campaigns  

for the front-line 

» Workshops with  
front line teams 

» Frameworks for  
front-line advocacy

FRONT LINE  
TOOLS

» Front-line  
conversation toolkits

» Internal Playbooks  
for brand and product 

launch campaigns 

» RM Content Portals 

INTERNAL ADVOCACY 
CAMPAIGNS

» Launch internal  
advocacy campaigns 

» Workshops and training  
for front-line RMs

We are a passionate team of content strategists,  
technologists and sales enablement experts.

Founded by Caspian Woods, we’ve spent the last 25 years devising and implementing the 
content marketing strategies for 30+ of the world’s leading B2B and Financial brands.

Today we’re trusted by global financial brands such as:

To learn more about our  
thinking, contact us:

Tel: 0207 859 4059

Mob: 07967 149209

Email: caspian@clientmap.co.uk
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“This is a testimonial pullquote this is a testimonial 
pullquote, this is a testimonial pullquote this is a 

testimonial pullquote this is a testimonial pullquote.”

SUBMIT FORM

Name

Phone

Message

Email

Subject

FOLLOW US:

OUR CHALLENGE

OUR THINKING

ABOUT US

WHAT WE DO

24

Job: Web site design
Client: ClientMap



LUCY REID  |  PORTFOLIOLogos

mind
speak
your

GRAPHIC DESIGN

Mindfullybeing: logo visuals | draft 3 | 5.4.18

beingCare 
Connection 
Contribution 

beingCare 
Connection 
Contribution 
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beingCare 
Connection 
Contribution 

beingCare 
Connection 
Contribution 

Rspace
COMMUNITY

Rspace
ENTERPRISE

st.andrews
INSURANCE GROUP

Job: Annual campaign logo design
Client: Scottish Youth Parliament



thank you

hello@lucyreid.co.uk	 +44 (0)7941 048694	 Edinburgh, UK		  www.lucyreid.co.uk
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