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				Hello and welcome to the Autumn/Winter issue of Essex Director

				The theme for this issue is Insight.

				And, as you know, insight can take many forms.

				It can be data-driven, knowledge-based or earned through years of experience. It can also come from an understanding of people and culture, nurtured over time through empathy and communication. 

				Sometimes, it’s simply a natural ability to see the trees, not just the forest.

				The most important thing to understand is that, when it comes to business, true insight is about more than just knowing the facts. It changes how we understand a situation, helping to unlock opportunities, shape decisions and create better outcomes.

				And that makes it one of your most valuable assets.

				So, where can you tap into a wealth of insight? Why, right here, of course.

				Because that’s exactly what our contributors bring to this and every issue of the magazine. They share their knowledge, experience, perspectives and vision to help readers across the local community to run their businesses better. 

				For example… 

				Our lead interview is with Mario Garcia, the Founder and Director of Achilleus Security. After being a young football fan and a bit of a tearaway growing up, he now provides security services for Premier League football clubs and other big events. He offers valuable personal insight into both the passion of the fans and the crowd mentality. Yes, his is an interesting story of “poacher turned gatekeeper” and well worth a read.

				Also, in this issue…

				Warren Page from Pagepix shares the valuable lessons he has learnt on his business journey, Adam Peddar from Techwyse looks into the ‘tokenomics’ of AI, and we put Craig Starling from ICS under the Spotlight.

				My thanks go to all our contributors for this issue. Our next edition is themed ‘Believe’ and is out in January 2027. If you are interested in contributing to the issue, then please get in touch with Brian on brian@sawmedia.org.uk 

				Martine SilkstoneWriter & Sub-Editor
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				Growing up, it’s fair to say that Mario Garcia was a bit of a tearaway – always strong-willed and outspoken, often getting into “scrapes” and sometimes running with the wrong crowd. But even during those young, wild years, he was still, at heart, a grafter and budding entrepreneur.

			

		

		
			
				As a child, he would find different ways to earn money, often doing all the jobs that nobody else wanted to do, whether it was painting fences, emptying bottle banks or cleaning up after the dogs at his local greyhound track. And by his early teens, despite an occasional tangle with police, he was already dabbling in his own business ideas.

				Today, that same innate drive and resourcefulness – inherited from his father perhaps (more on that later) – has seen him establish and grow the highly respected, Essex-based company: Achilleus Security. 

				Working alongside his wife and Co-Director, Cathy, Mario provides a wide range of professional security services from offices in Waltham Abbey, Colchester and across the region, delivering tailored solutions for commercial, industrial and event-sector clients. 

				Yes, having had a somewhat troubled youth, Mario is now using all the insight gained on his life’s journey to keep people safe. 

			

		

		
			
				“I’m a poacher turned gamekeeper,” he smiles. 

				In many cases, quite literally a ‘game’ keeper. 

				Achilleus has become well-known as a specialist provider for security, stewarding and crowd management at major sporting and entertainment events, with clients including Premier League Football teams, Twickenham, Wembley Stadium and even London 2012. 

				In fact, you may know them as the Official Security Partner for Essex County Cricket Club, Colchester United and Ipswich Town FC.

				It’s an impressive client list by any measure. So, was that always the goal (pun intended)?

				“My vision for Achilleus has always been simple: keep people safe, create a company people are proud to work for, and deliver a great service for clients. It has never been just about making money. Everything we do comes back to people and safety.

				“The journey hasn’t always been smooth,” he adds. “There have been setbacks along the way and I’ve learnt some very hard lessons over the years. But 

			

		

		
			
				“My vision for Achilleus has always been simple: keep people safe, create a company people are proud to work for, and deliver a great service for clients.”
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				those experiences also make you more resilient, more self-aware and more focused on what really matters. And that’s what gets me up in the morning – the belief that things can always be done better. 

				“There are weekends now where our teams are involved in environments with hundreds of thousands of interactions between staff, supporters and members of the public. Knowing that people go home safely afterwards, and we have played even a small part in creating that safe environment, means a great deal to me.”

				Where it all began

				In February 1967, Mario Garcia was born at the Alexandra Palace Maternity Hospital in London. The family were living in the city at the time, but later moved to Maidstone, and then to Essex when Mario was 11 years old. 

				Also an entrepreneur at heart, his father had bought a run-down nightclub in West Mersea; a nightclub he then transformed into a successful music venue and restaurant.

				The apple doesn’t fall far from the tree, it seems.

				“My dad was an incredible character,” Mario says proudly. “He could turn his hand to almost anything. He’d been a chef, an entertainer, a tailor, and even trained greyhounds. He was just one of those people with natural ability and drive. But his dream had always been to build something of his own, so when he spotted the nightclub for sale, he went all in on it. 

				“I still remember the conversations between my mum and dad about whether to take the risk. And when they did, it wasn’t always easy; family life could be emotionally difficult at times. But growing up in that environment taught me a huge amount about people, business, hard work and resilience.” 

				Looking back, Mario describes his younger self as curious, restless and easily bored. Always wanting to be outside, he would often play on the beach or “mess about on bikes” or, whenever possible, head to the local green for a game of football. He had – and still has – a huge passion for the game and, despite having knee problems, he would usually end up in goal, much like his hero, Peter Shilton. 

				But it wasn’t all fun and games. From the age of eight, he also kept himself busy by finding paid jobs over the summer, whether it was feeding and walking dogs at his local greyhound track, cleaning kennels or painting the fence for £5 to buy Airfix kits. Later, he also worked in his father’s club, and by his early teens he had started “dabbling” in his own business ideas, including a stint as a DJ at 14. 
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					“Some teachers openly told me I’d never amount to anything.”
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				But while the seeds of his future as an entrepreneur had been firmly planted, at school, things were proving more difficult.

				Though he enjoyed art, metalwork and English, he says he wasn’t “particularly academic” and would often get into trouble. He describes those moments as “occasional scrapes”, but that is an understatement. His “scrapes” included fighting and truancy. And, at 13, a misunderstanding over a replica gun he had brought into school for polishing (with his metal work teacher’s permission) even saw him briefly being arrested. He was handcuffed and marched out of school, then when he was later released, his mother had to collect him from Colchester Police Station (and not for the last time).

				“School and I never really clicked,” he says smiling wryly. “It didn’t challenge me, other than the discipline, 

			

		

		
			
				so I was often bored and disruptive. Some teachers openly told me I’d never amount to anything, but that probably motivated me more than they realised.” 

				Another big influence in Mario’s life was the local youth club and the people who ran it: Doug and Sue Powell. West Mersea was a quiet town and, while going through a difficult period with his father and occasionally “running with the wrong crowd”, the club provided Mario with a constructive outlet for his energy and a strong male role model that he deeply respected. 

				The result, he says, was both life-changing and life-saving.

				“They had a far bigger impact on me than they ever realised,” he declares. “At that age I was a restless, rebellious and argumentative teenager, and not always making the best decisions. But I respected them and cared what they thought.

				“Honestly, without those two wonderful people in my life, I could easily have gone down a different path and made some poor decisions that could have had lifelong consequences.”
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				Better choices

				When it came to his choice of career, Mario had lots of ideas growing up. At one stage he was thinking about joining the police, and for a short period even considered the army, going to the recruitment office at one point to sign up but turning away at the last minute having realised it wasn’t for him. Ultimately, at the age of 15, he went to work at the Co-Op in West Mersea (his mum only agreed to him leaving school early if he got a proper job), while at the same time working in his dad’s nightclub and starting a DJ business with friends. 

				Over the next few years he explored his options, taking on roles as a fisherman, satellite engineer, builder, milkman, electrician, plumber, mechanic – and a range of jobs in between.

				Then in July 1985, while working as a builder, he was given the opportunity to work in security at the WOMAD music festival which was taking place in West Mersea that year. 

				That, he says, is where his love affair with the industry really began. 

				“I loved the atmosphere, the responsibility, the crowds and the unpredictability of it all.

				“And looking back now, I can see how all those early experiences gradually pushed me towards the path I eventually took with security, leadership and building businesses.

				“But then life has a way of forcing decisions on you.”

				Forced decisions

				By this point in his young life, Mario had already become a father with all the responsibility that brings. 

				Then his own father died. 

				Adult life was suddenly very real and earning a living wasn’t optional, it was survival.

				Reflecting on that time, he says: “Dad taught me to look at life with my eyes wide open; to work hard and to never be afraid of taking risks. Losing him in my early twenties was probably the biggest challenge of my life. Suddenly I was trying to support my mum, deal with grief and navigate adulthood and fatherhood all at once. 

				“That period shaped me enormously and forced me to grow up very quickly.”

			

		

		
			
				A couple of years later, Mario’s relationship also ended and he took it hard. Feeling like he had “gone off the rails a bit”, he moved back to London where he slept on floors while trying to rebuild his life. 

				Needing money and stability, he took occasional roles with door supervision companies at first, before one day he chanced upon a job stewarding at Lord’s Cricket Ground during a Test series. He loved it immediately – the atmosphere, the people and the unpredictability of live events. 

				Through the people he met there, he applied for and secured work at Wembley, where he was introduced to a whole new world with big crowds and major events. And in 1994, having gained a true passion for the sector, he successfully applied for a position at Showsec International, one of the most respected event security companies in the country.

				It was a great decision.

			

		

		
			
				
					“Growth without the right culture is pointless.”
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				“Showsec completely transformed my thinking, my standards and ultimately the direction of my life. I worked concerts and festivals involving artists like Michael Jackson, Prince and Oasis, and I still remember standing in front of crowds of over 125k people thinking: ‘This is where I’m supposed to be.’”

				Moving up

				Mario was an Operative at Showsec for two years, before moving on to various management roles within other security companies, while also working as a Personal Security Operative (bodyguard) to well-known bands, celebrities and dignitaries. 

				During this time, he also started PTTC The Training Company, which offered high-quality training services for the security sector (Mario is a highly qualified instructor and one of the only ASP – Armament Systems and Procedures – Accredited Civilian Trainers in the UK). 

				That business operated for 14 years – but that wasn’t all. 

				In 2009, having just completed a foundation degree in crowd safety and management at Buckinghamshire New University, Mario also started Achilleus Security and Stewarding, providing security staff, stewarding and crowd management services to all industries in the UK. 

				He has since completed a wide range of qualifications including those in self-defence, the use of restraints, spectator safety, business management and the prevention and management of violence. 

				And in 2010, all of those skills and business initiatives were brought together under the one Achilleus umbrella, where Mario’s enduring passion for the industry and more than 38 years of experience continued to inform the company’s 
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				values, standards, safety systems, event planning, training and development.

				But he hasn’t done it alone. He has been working alongside his business partner and now wife, Cathy. 

				The couple met while working at Achilleus then married in 2017, and, though clearly keen to protect his private life, he describes Cathy as his soulmate and best friend.

				“Cathy is, without question, the biggest support in my life,” he says fondly.

				“People often ask how we manage to work and live together so closely, but for us it works because we genuinely enjoy each other’s company. We’ve been through the highs and lows together, built things together, struggled together and celebrated together. That creates a very strong bond.

				“I wouldn’t be where I am without her support, love, guidance, patience and belief in me over the years.”

				A new ballgame

				Achilleus was growing strong, but COVID was an enormous challenge as public gatherings stopped, venues closed and uncertainty hit everyone. Still, always keen to keep learning and adapting, Mario says it also gave them time to rethink, rebuild and refocus, and part of that strategy for the future was to focus on bigger events. It was, it turns out, a rather good plan, and today a large percentage of their contracts come from concerts and sport. For example, Achilleus is an Official Security Partner for Essex County Cricket Club, Ipswich Town FC and Colchester United, while other clients include West Ham FC, Wembley Stadium, Twickenham and AFC Bournemouth. They also proudly sponsor stands at various grounds. 

				But what attracted those major clubs to work with Achilleus?

				“I think it’s because we do what we say we’re going to do,” Mario says matter-of-factly.

				“With live events, trust and consistency matter enormously. Clubs need to know that when the pressure is on, when crowds arrive or when situations become challenging, the people responsible for safety and operations are calm, reliable and capable.

				“We bring that professionalism and experience, supported by integrity.

				“Football has always been personal to me as well,” he smiles. “I was standing on the terraces as an emotional young Ipswich Town fan long before I was working professionally in stadiums. And that gives 

			

		

		
			
				me a valuable insight into what we do, because I’ve been on both sides. I understand the passion and emotion that supporters bring with them.”

				In the last few years, Achilleus has grown from 150 team members to more than 900 – and counting. Mario has also expanded into manned guarding and mobile security services with Achilleus Shield, launching the new division with the same standards, the same mindset and the same commitment that has formed the foundation of everything to date.

				He is also a member of various organisations including the Football Safety Officers Association and The Worshipful Company of Security Professionals, and he has additional interests in digital marketing and web development.

				He has, it’s fair to say, proved his teachers wrong.

				So, what’s next?

				“We have ambitions to expand significantly over the next few years, but I want to do it carefully and ensure we stay true to our values. Growth without the right culture is pointless.

				“I’ve also realised as I’ve got older that a founder needs to be careful not to hold the business back. At some stage, you have to plan for succession; you have to develop the next generation so the business can continue evolving beyond you. That’s something I need to start thinking about.”

				And more personally?

				“I’d like the freedom to enjoy life a little more spontaneously; waking up one day and deciding to disappear off somewhere without worrying about phones, operations or schedules! And I’d like to fish more. Some of my best childhood memories are fishing with my dad, and it’s the one place I do really switch off.

				“But most importantly, I’d just like more time with my wife, my children and my grandchildren, as they are my world and my greatest achievement, even though they don’t always know it.

				“Seeing my children grow, build their own lives and in some cases become part of the business as well, there’s nothing more meaningful than that.”

				achilleus-security.co.uk
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				Dean McCormack is a Director at Rickard Luckin. Dean specialises in working with SMEs, helping clients achieve their goals through a clear understanding of their needs and ambitions.

				T: 01702 606829

				E: dean.mccormack@rickardluckin.co.uk 

				Or visit rickardluckin.co.uk
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				Cash flow concerns? Take the long view

			

		

		
			
				By Dean McCormack, Rickard Luckin

			

		

		
			
				APIs and ERP systems to continuously monitor balances and provide an up-to-the-minute view of liquidity. The result is fewer awkward phone calls, faster collection and a credit control function that scales without adding headcount.

				Forecast the ‘what ifs’

				Long-term forecasting lets you model how changes in working capital – the difference between your current assets and current liabilities – impact cash flow.

				Say you want to raise funds, take a cost-cutting measure or make a large purchase. A forecast lets you predict how the decision will likely affect your cash position before you commit. 

				Protect margins through pricing

				When costs rise and prices stand still, operating margins can erode at an alarming rate. 

				If, like many businesses, you use a cost-plus pricing strategy, review calculations regularly to keep them in step with rising overheads. Alternatively, consider adopting value-based pricing. This strategy sets prices on the value customers place on your service, not what it costs to deliver.

				Don’t rule out finance

				Accessing finance is simpler than many directors believe. The lending landscape has recently shifted from traditional bank loans to more accessible alternatives. Options now include invoice finance (which unlocks the cash tied up in unpaid invoices), asset finance (which spreads the cost of equipment) and flexible facilities such as revolving credit lines. What’s more, open banking means many decisions are now made in hours or minutes rather than weeks. 

				If funding has been hard to come by in the past, consider looking again now the options have evolved.

				Working together

				None of these strategies require you to tackle cash flow alone. If you’d like to understand which of them could make the biggest difference to your business, our team can help you model the available options and build a plan that protects both your margins and your peace of mind.

			

		

		
			
				If turnover is vanity, profit is sanity and cash is reality, then the reality for many SMEs is stark.

				Stagnating demand, rising costs and a perceived difficulty in accessing finance are squeezing margins and draining reserves, leaving profitable businesses struggling to function. The natural reaction is to focus on the short term: chasing overdue invoices and negotiating with suppliers to defer payments. This approach can keep you afloat, but it rarely fixes the underlying problems. Lasting relief comes from planning how to solve cash flow issues, not reacting to them. The strategies below give directors a far better chance of resolving liquidity problems for good.

				Let AI and automation do the chasing

				Technology can reduce manual credit control work, chase payments more effectively and help you to get cash in sooner.

				Automated tools trigger payment reminders and escalation emails that encourage customers to pay, while predictive models weigh historical credit and payment data to flag invoices likely to be paid late. AI engines can even integrate directly with banking 
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				Most founders don’t set out to become the bottleneck in their own business. They get there by being brilliant at the thing that built it, making decisions, holding every relationship, carrying every judgement call. 

				And for years, that’s what makes it work.

				Then the business grows, and the same instincts start to slow it down: decisions queue up for one person’s sign-off, structure remains informal and communication is often chats in corridors, lacking a consistent rhythm. 

				It rarely looks like a crisis, but it can become one.

				This pattern crops up across every sector I’ve worked in, and it was just starting to show at House of Harmony, one of Suffolk’s best-known kitchen and bathroom specialists, when I first met Managing Director Chris Beale.

				House of Harmony has been trading in Bury St Edmunds since 1981, built on design expertise, quality installation and a strong family culture. Chris had ambitious plans: growing turnover from £1.6m to £7m by 2030, opening new showrooms and expanding into new markets. But almost every operational decision still ran through him, which is fine for a small team but not for rapid growth. Chris recognised this and invested in its future; he brought us in to help.

				As a fractional people director, I worked with House of Harmony for over five months, with focused days each month rather than full-time. What mattered more was what happened between visits to keep things moving. With only three people involved – Chris and two senior leads – there was none of the lengthy decision-making that slows bigger teams down. We agreed on something and it got done, often before my next visit, building momentum that outweighed time spent on-site.

				Together, we built a strategy the whole business could see, redesigned the structure around two new senior roles, put a proper communication rhythm in place, and defined ‘The Harmony Way’ to carry the culture through growth. We also tackled the details that rarely get a headline: customer triage, health and safety, and the management 

			

		

		
			
				information required to run the business, not just work in it.

				Chris put it simply: “We’ve been in business for over 40 years and I’ve always known what we’re good at. What I didn’t have was the structure, the strategy or the processes to take the business to the next level. Mark helped us get all of that in place in a remarkably short period of time.”

				Small team, fast change

				It’s tempting to assume transformation needs a big team, a long timeline or an outside system. Often the opposite is true: the fastest-changing businesses just need a handful of people who trust each other enough to decide and move, not debate.

				House of Harmony’s growth numbers tell one story. The pace of change behind them matters more – three people who trusted each other enough to agree on a plan and move fast. That same pace will carry the business from £1.6m to £7m without losing the family culture that built it.

			

		

		
			
				The biggest barrier to growth? It might be you
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					Mark Waine is Portfolio People Director at People Puzzles

					T: 0345 646 5201

					E: mark.waine@peoplepuzzles.co.uk

					Or visit peoplepuzzles.co.uk
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							Mark Fermor is Co-Founder and Director at Firevault Limited 

							T: 07951 091063

							E: mark@fire-vault.com 

							Or visit fire-vault.com 
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					PROTECTING YOUR DATA

				

			

			
				
					It’s time for leaders to act on data security

				

			

			
				
					By Mark Fermor, Firevault

				

			

			
				
					broker) highlights one ransomware attack that closed online stores for more than a month at an estimated cost of £300m. Another disruption affected 5k suppliers and caused losses of at least £1.9 billion.1

					Cyber is no longer simply an IT issue. It is a test of governance, continuity and control.

					What are we really protecting?

					Behind every system sits something more valuable: contracts, customer records, intellectual property, board papers, legal files, financial evidence and the information required to keep trading.

					Yet the 2026 Thales Group’s Data Threat Report found that only 34% of organisations have complete knowledge of where their data is stored and only 39% can classify all of it. Organisations use an average of seven tools for data protection and monitoring, but only 39% are confident they understand those tools.2

					More technology does not always mean more control. 

					For years, businesses have worked towards making information available from anywhere, at any time. That has made collaboration easier, but it has also made that information vulnerable.

					Offline secure storage asks a different question: does our most valuable data really need to remain online all the time? 

					That is why we built Firevault. It provides secure, governed and auditable offline secure storage for the valuable, vulnerable and sensitive information an organisation cannot afford to lose. Because recovering from a loss does not start with servers. It starts with trusted data. 

					Every Business Recovery Plan assumes there will be clean data to recover from, and while offline secure storage does not replace cyber security tools, it complements them by preserving a clean, controlled starting point for recovery. 

					In short, the organisations that recover fastest will be the ones whose leaders identified what mattered most and protected it before it was needed.

				

			

			
				
					Three years ago, just 20% of UK businesses identified cyber as a key risk. Today, that figure has risen to 46%, making it the number one concern for business leaders. Even more strikingly, 96% of businesses are concerned about at least one cyber threat.1 

					Those figures should resonate in every boardroom.

					When cyber is mentioned, our instinct is often to turn to the people around us. We ask the IT team whether systems are secure, advisers whether we are compliant, insurers whether we are covered and staff to complete another round of training. All of those things matter, but they do not remove the responsibility from leadership to act.

					Advisers advise. Technical teams defend. Employees follow the processes set. Leaders lead.

					Our role is not to understand every firewall rule or security platform. It is to decide what matters most to the business, what it cannot afford to lose and whether we have done enough to protect it.

					The consequences of getting that wrong are now impossible to ignore. Marsh (the global insurance 
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					1. https://www.marsh.com/en-gb/services/risk-advisory/insights/uk-business-risk-report.html

					2. https://cpl.thalesgroup.com/sites/default/files/content/campaigns/data-threat-report/2026-thales-data-threat-report.pdf
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				AI ‘tokenomics’ and the cost of assumptions

			

		

		
			
				By Adam Pedder, TechWyse Limited

			

		

		
			
				One common mistake businesses make when adopting new technology is focusing on what they can measure rather than what metrics will drive better outcomes. With AI, the latest metric attracting attention is credit usage. Leaders want to know how many credits are being consumed, how usage can be predicted and whether the investment is delivering value. High consumption does not necessarily mean high value.

				If there is one lesson business leaders should take from the fast-moving world of AI, it is this: success will not be determined by who uses the most AI, but by who makes the best decisions about how, when and where to use it.

				Borrowed from the world of cryptocurrency, ‘tokenomics’ is about how a finite digital resource is designed, distributed and used to create value. The same principle gives business leaders a useful way to think about AI credits.

				Whether your organisation measures usage in credits, tokens or licences, these resources have a cost. And the question is not simply how many you consume, but what you achieve as a result. Too many AI discussions focus on efficiency in isolation. Can we automate this? Can we generate that? These are valid questions, but they often miss the more important one: how do we use AI most effectively to complete the right task?

				Good leaders have always understood that resources are limited. Budget is limited. Time is limited. Attention is limited. AI simply adds another resource that must be managed wisely.

				Consider two organisations. One consumes large numbers of AI credits creating content, refining wording and experimenting with endless prompts. The other uses fewer credits by defining the outcome, planning the input, prompting carefully and applying AI to recurring problems to remove operational friction. Which creates more value?

				Technology projects rarely fail because the technology itself was incapable. More often, they fail because organisations make assumptions. They assume the tool will solve the problem. They assume staff know how to use it well. They assume the data is ready. They assume governance can be added later.

			

		

		
			
				At TechWyse, we see strong similarities between AI adoption and the way organisations have approached cyber security, cloud migration and digital transformation. The businesses that achieve the best results are rarely those that rush in first; they are the ones that ask better questions.

				•	What problem are we trying to solve?

				•	How will we define the goal and provide good input with the prompt?

				•	How will we measure success?

				•	What risks are we introducing?

				Get ready before you scale

				An AI Readiness Assessment helps organisations to understand where they stand today, identify opportunities and risks, and build a roadmap for adopting AI in a way that creates measurable value, ensuring organisational readiness before significant investment decisions are made.

			

		

		
			
				AI TECHNOLOGY
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						Adam Pedder is Managing Director at TechWyse Limited, the proactive IT specialists who offer personalised support, managed services and trusted strategic advice to businesses in Essex and Hertfordshire.

						T: 0333 0240 0660

						E: info@techwyse.co.uk 

						Or visit techwyse.co.uk
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				When your retirement plan is your business
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				Lisa Dawson is Partner and Head of Family at Ellisons 
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				By Lisa Dawson, Ellisons Solicitors

			

		

		
			
				the next generation. A relationship breakdown does not necessarily prevent those outcomes, but it may affect their timing, structure or viability. 

				A common assumption is that if a spouse has not been involved in the business, it sits outside the discussion. In practice, that is rarely the case. The business is often one of the most valuable assets and needs to be considered as part of the overall financial picture.

				There are more practical considerations too. Success does not always equate to financial flexibility. Many owners are asset rich but cash poor, with much of their wealth tied up in the business. This can create challenges if funds are needed, when the focus had previously been on long-term growth or exit planning.

				The impact may also extend beyond the individual. Depending on how the business is structured, fellow shareholders or partners may be affected, and arrangements that once seemed straightforward can suddenly become more complex. 

				Meanwhile, the business continues to operate. Staff still need direction, customers and suppliers expect continuity, and important decisions can’t be put on hold. Balancing those responsibilities with significant personal change can be one of the biggest challenges.

				And for many, all of that occurs alongside having to rethink where they will live, how they will work and what the next phase of life looks like. For many owners, the business is more than an asset; it represents years of work and ambition, making it a big part of their identity. 

				Making the connection

				Retirement, succession and exit plans are rarely shaped by commercial considerations alone. When personal circumstances change, even well-prepared plans may need to adapt. This is not about expecting the worst; it’s about recognising that business planning and personal planning are connected. 

				When your retirement plan is your business, understanding that connection will help you make more informed decisions about what comes next.

			

		

		
			
				For many business owners, their company is more than a source of income. It reflects years of effort, long hours and financial commitment. And it is often central to retirement planning, with future plans built around a sale, succession or a gradual step back from day-to-day involvement. Yet that connection is not always fully considered until personal circumstances change.

				As a family lawyer, I regularly advise business owners going through separation and divorce. One of the most common issues is that people spend years planning for the future of their business without considering how a change in their personal life might affect those plans.

				Whether a separation follows a long period of discussion or arrives unexpectedly, it can leave owners facing difficult questions at a time when they are already under pressure.

				Consider the future

				Many owners build their retirement strategy around a future sale, management buyout or handover to 
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				How great leaders learn to see what others miss

			

		

		
			
				By Anne-Sophie Gossan, Inner Spark Coaching

			

		

		
			
				through the habits of noticing, filtering and stepping back. It’s less about seeing the future and more about paying closer attention to the present than everyone else in the room.

				What leaders can do about it

				Good news: none of this requires a personality transplant. Sharper acumen starts with structured reflection time – a regular space, protected in the diary, where patterns can be spotted rather than missed in the rush of daily operations. Treating every decision as a data point, good or bad, and reviewing what it reveals, turns experience into acumen. 

				The same applies to knowledge and vision. Leaders who make progress here tend to invest in outside support, such as coaching, to help them focus on what genuinely matters. Do that consistently, at every level of a business rather than just at the top, and insight stops being a trait some leaders are lucky enough to have, it becomes a valuable habit any leadership team can build.

			

		

		
			
				Every business leader has access to roughly the same information: market reports, customer data, industry networks. Yet some leaders consistently spot an opportunity early and address risk before it becomes a crisis. 

				The difference is insight.

				Drive and character get a business off the ground. But what separates acumen from mere experience, and vision from wishful thinking, is how a leader actually thinks, interprets and acts once that business is underway.

				What gives leaders an advantage?

				Talk to any leader who’s built something lasting and a common thread emerges: they’ve trained themselves to notice small signals before they become issues. Individually, these signals mean little. But a leader with sharp acumen joins them up, recognises the pattern and acts on it.

				That kind of acumen is built through repetition: making a decision, watching what happens and using the outcome as learning. The leaders who develop it fastest treat every decision, good or bad, as useful information rather than simply moving on.

				It is also worth remembering that knowledge is only as good as its application. As business owners, we are inundated with information. The challenge is to identify what matters right now. The sharpest leaders we speak with are the most selective. They’ve learnt to filter relentlessly, seeking out the handful of insights that will actually move their business forward, and ignoring the noise.

				But the most misunderstood trait of insightful leaders is vision. It’s tempting to imagine it as some innate ability to predict the future. In practice, it’s a discipline; a habit of stepping back from day-to-day operations to ask where the business – and the market it sits in – is actually heading. Visionary leaders protect time for this kind of thinking, rather than hoping clarity will arrive during the daily noise. 

				Business insight doesn’t belong to a certain kind of person; it’s not just for someone who is intuitive, visionary and born with an edge. In our experience, insight is built, deliberately and often uncomfortably, 
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				Anne-Sophie Gossan is Founder at Inner Spark Coaching. We deliver 1:1 coaching retainers and workshops, building lasting acumen, insight and vision across every team.

				T: 07798 797 831

				E: info@innersparkcoaching.net

				Or visit innersparkcoaching.net/programmes
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				Over the last two decades, companies large and small have been slowly moving the majority of their marketing to digital channels, meaning the use of printed media has been in sharp decline.

				Today, businesses generally consider digital marketing to be less expensive, offering the ability to make a big impact on a small budget. It is also more accessible, more measurable, more adaptable and, most would believe, more eco-friendly, adding an all-important boost to their green credentials. 

				Meanwhile, printed materials are thought of as requiring a greater, somewhat speculative investment; one which is definitive at point of creation (not adjustable as trends change) and subsequently harder to track. It is, of course, also a visible product with a visible impact and subject to potential waste. In other words, its carbon footprint is there for all to see.

				Put like that, it is clear which is the correct choice, right?

				But is it really as simple as that? 

				The latest research suggests that the marketing landscape is actually rather more complicated.

			

		

		
			
				The digital world

				When it comes to digital marketing campaigns, effective planning and content management can help businesses capture audience attention and achieve marketing objectives such as brand recognition, increased web traffic and user engagement, all while creating a personal connection to buyers and building customer loyalty. 

				Once implemented, comprehensive data is readily available, showing engagement results in real-time and allowing adjustments to be made as required. It also gives a clear idea of return on investment (ROI), after all, every business leader wants to know that their money is well spent!

				However, it is not without problems.

				With the rise in fraudulent adverts and online security concerns, trust can be an issue. Many people also feel rather overwhelmed by the sheer volume of online traffic. It’s crowded out there and, with the algorithms running the show, it can be hard to stand out among all the noise.

				So, will your digital campaign really have the impact you want? Are the figures giving you a true picture of how well it is working? And, crucially, given the power and cooling water required to run the huge data centres, is it really as ‘green’ as you think?

				It’s hard to say, because there is a notable gap in research around the environmental impact of digital marketing. Despite the wealth of data it provides, there are simply too many variables: what channels are used, how targeted the campaign is, how long it runs, which devices are used to both create and receive it. The list goes on. 

				However, according to a 2024 study published on sciencedirect.com, the carbon dioxide (CO2) emissions caused by digital advertising can actually make it a significant environmental concern. In fact, the same article cites research which found that an average digital ad campaign, encompassing video ads, search-engine advertising, social media promotions and programmatic displays, generates approximately 71 tons of CO2 emissions. That equates to the emissions from 35 round-trip flights between Paris and New York, or the annual carbon footprint of an individual.1

				So, it’s certainly not the carbon-neutral option that many think it to be.

			

		

		
			
				
					Digital vs Print
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					What is the best marketing tool?

				

			

		

		
			
				TALKING POINT
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				The power of print

				To cut through the digital noise we are exposed to every day, some companies are beginning to opt out, finding that their business marketing has more impact in that quieter space – the actual post box.

				Where the online world can seem a bit like the ‘Wild West’ at times, traditional marketing methods such as brochures and direct mail can signal permanence and credibility, while providing a tactile interaction that its online counterpart simply can’t provide.

				In addition, printed marketing materials can be well designed, informative and visually appealing, whereas digital adverts have to be adaptable for different devices, and the focus tends to be on SEO and clickability rather than style. An important distinction to consider when trying to grow a business’s brand identity.

				And while it can be harder to collate data on its efficacy, it’s not impossible. The use of item-specific discount offers, QR codes or special telephone numbers, can all help track the engagement figures. 

				But it’s not environmentally friendly, you say?

				According to a recent study by the globally respected Öko-Institut of Freiburg, Germany, printed marketing can actually deliver significantly lower greenhouse gas emissions than online digital media. The research found that, when considering an item’s full life cycle (from forestry management and papermaking through to printing, energy consumption, consumables, logistics and delivery), printed communications can generate as little as one-fifth the carbon footprint of their digital equivalents.2

				The use of sustainable paper sources and eco-inks, along with green energy use and recycling opportunities, have brought print a long way, it seems.

				So, what have we learnt?

				Digital channels deliver cost-effective marketing campaigns with speed and flexibility, allowing companies to connect directly with their audience while also providing comprehensive data that can be easily monitored.

				Printed materials can capture attention and build trust, offering people in your potential market something real they can touch and keep. Print doesn’t get lost in the constant digital ‘noise’ and prices remain surprisingly competitive.

				Importantly, they each have the potential to help or harm your green credentials.

				Here at UKD Magazines, we certainly understand the value of both. Business leaders like the readability and visual appeal of our flagship printed edition, and for those who have been the subject of our lead 

			

		

		
			
				interview, there is still a personal pride and kudos to being on the front cover. But alongside them, we also have our digital offering: our e-Pub, website, social channels and podcast. 

				As with most things in life, the answer lies in balance. 

				In conclusion

				Print and digital marketing don’t have to be enemies, if you use them both wisely.

				In a digital age, it would be foolish to neglect the ability to market your business online, but keep in mind that print still offers a wide range of valuable opportunities to stand out in the marketplace.

				The key is to start with your audience, objectives and timeline, then map each stage of the journey to the channel that best supports it. 

			

		

		
			
				1. https://www.sciencedirect.com/science/article/pii/S0040162524006164 2. https://www.oeko.de/fileadmin/oekodoc/2025-PCF_Print_vs_Digital_Werbung.pdf
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				Describe yourself in three words?

				Resilient, adaptable, thoughtful.

				What was your first job?

				My first paid job would have been as a paper boy; I started when I was 13. 

				What frustrates you?

				I’m a calm person, so it takes a lot for me to get frustrated, but stationary traffic when you’re trying to get to a meeting will do it. 

				How do you spend your leisure time? 

				I spend it with family, friends and exercise, whether that’s swimming, cycling, running or going to the gym. 

				What is your go-to comfort food?

				McDonalds Double Cheeseburger. 

				What temptation can’t you resist?

				I definitely have a sweet tooth, so it’s got to be some sort of sweets or chocolate. 

				Where are you happiest?

				When I’m with friends and family, or when I am on holiday. 

				What is your number one karaoke song? 

				Backstreet Boys, ‘I Want It That Way’. Not sure why, but maybe just because it’s an easy song to sing. 

				At school, what were you good at? 

				This is a hard question as I wasn’t very interested in school, but I wasn’t too bad at sport, IT and art. 

				What would be your plan B as a career? 

				Before I chose IT, I was considering being an architect. The thing was, I didn’t want to go to university, so I chose a different path. 

				Which one luxury could you not live without? 

				I would say good coffee. 

				Which three people, dead or alive, would you invite as dinner guests? 

				I would say both of my grandads and my nan. 

				If you could time travel, where would you go and why? 

				I would visit any time before the internet, mobile phones and social media. I feel like most things were better before those arrived. 

				How many attempts to pass your driving test? 

				I passed both the theory and the practical first time.

			

		

		
			
				Most people know me through my role at ICS, but at heart I’m just someone who believes that if you want something badly enough, you’ve got to put the work in. I learnt that mindset from my dad, who remains one of my biggest inspirations. 

				I’m happiest keeping active, travelling and taking on new challenges, whether that’s completing triathlons, planning my next adventure or learning a new skill. I’ve also experienced some tough periods in life, particularly while supporting my family through illness, which taught me the importance of resilience, perspective and looking after your mental health. 

				Above all, I value people, relationships and making the most of the time we have. Once I’ve ticked one goal off the list, I’m usually already planning the next.
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				By Joanna Burton, Larking Gowen
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				Lessons and insights from our visitor economy

			

		

		
			
				In business, insight is often the difference between reacting and leading. That principle sits at the heart of our Tourism Business Survey, a trusted barometer for East Anglia’s visitor economy.

				Now in its twentieth year, our survey gathers views from tourism, hospitality and leisure businesses, including holiday parks, hotels, attractions, pubs, restaurants and visitor destinations. Its value lies not only in the numbers, but in what sits behind them: confidence, trading conditions, staffing pressures, investment plans and profitability.

				What we have learnt

				The 2026 results show resilience under pressure. Visitor demand remains positive and many businesses have seen turnover rise, but costs have increased too. Rising employment costs, inflation, taxation, business rates and regulatory change are squeezing margins. Around 60% of businesses reported increased turnover in 2025, but 40% expected lower profitability.

				For leaders, this is where judgement matters. Turnover alone can present an incomplete picture. Insight means looking beneath headline figures, spotting patterns early and asking better questions before decisions are made.

				Over 20 years, the sector has navigated the financial crisis, Brexit, Covid, energy price rises, the cost-of-living squeeze and now new employment and tax pressures. Because spending is discretionary, it is often first hit and last to recover. Yet the strongest businesses have become more sophisticated, diversifying income, investing in technology and marketing, improving customer experience and collaborating more. The successful ones know what makes them different. They are clear about their market and what they offer in quality and customer experience. And they use that clarity to decide where to invest, where to hold back and how to protect what makes them distinctive.

				This is leadership that blends evidence with instinct. Data can show what is happening, but experience helps leaders interpret why and what to do next. Whether a hotel expands into events or an attraction lengthens its season, strong owners read the market and respond with purpose. 

			

		

		
			
				That insight also requires leaders to look beyond their own organisation. Tourism supports jobs, supply chains, high streets, communities and the region’s overall economic health, so a strong visitor economy benefits far more than those directly within it.

				Indeed, that wider view is why Larking Gowen continues to run the survey. By sharing anonymised findings and practical analysis, we help the sector benchmark performance, understand its position and speak with a stronger collective voice.

				The future for tourism, leisure and hospitality remains challenging, but the survey also points to optimism. Businesses are still investing, innovating and delivering experiences that give East Anglia its distinctive appeal. Those most likely to thrive will keep looking ahead, understand their numbers, listen to their market and act on what they learn.

				That is real insight; the most valuable asset of all. 
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				Joanna Burton is Tourism Director at Larking Gowen Chartered Accountants & Business Advisers. To find out more about their Tourism Business Survey, or how they can support you and your business, contact Jo directly.

				E: joanna.burton@larking-gowen.co.uk 

				Or visit larking-gowen.co.uk/tourism-insights
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				Celebrating a royal award for international trade

			

		

		
			
				By Bolaji Sofoluwe MBE, ETK Group

			

		

		
			
				one of just 185 organisations nationally to receive the honour in 2026. 

				In a strong endorsement of our work, ETK Group was recognised for outstanding short-term growth in international trade, with overseas sales increasing by more than 85% in three years and now accounting for nearly 100% of the company’s total revenue. 

				One of the key contributors to this award-winning growth has been ETK’s significant expansion of its advisory work across the Global South (emerging economies, particularly in Africa, Latin America, the Caribbean, the Middle East and much of Asia), as well as the launch of innovative new software solutions to provide additional support.

				Our focus has always been on providing business leaders with the necessary tools to access high-growth markets with confidence, and this award reflects both the power of that commercial work and our contribution to building global trade relationships. 

				ETK has already delivered projects across 34 African countries, supporting more than 300 clients to navigate regulatory environments, build export capability and strengthen competitiveness. 

				To be recognised for that impact is a significant milestone for ETK and reinforces our commitment to enabling businesses to succeed across the world. 

				Think globally

				Today, we remain focused on our primary goal of delivering practical outcomes for businesses navigating a rapidly changing global marketplace. 

				Because at a time when economic uncertainty, geopolitical tension and supply chain disruption continue to reshape commerce, many UK organisations are asking the same question: where will future growth come from? And for an increasing number of ambitious firms, the answer lies beyond UK borders and even beyond the European markets.

				Leaders cannot afford not to think globally right now and there are new opportunities out there for agile businesses willing to adapt.

				That is the path that ETK Group has been helping people navigate for more than a decade.

			

		

		
			
				Founded in 2010, ETK Group provides market entry expertise, international trade facilitation and investment support for governments, development partners and private sector organisations targeting high-growth African markets. The company has built a reputation for combining strategic insight with practical delivery, helping organisations navigate complex markets and build sustainable international partnerships.

				And this year, the company was honoured to receive royal recognition for its exceptional export growth and global impact.

				A strong endorsement

				Winning a King’s Award for Enterprise for International Trade was an incredibly proud moment for us because it rewarded years of work helping businesses build meaningful connections and growth opportunities across the globe. 

				Now in their 60th year, these awards remain the UK’s most prestigious business accolades, and we were 
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						Bolaji Sofoluwe MBE is Managing Director at ETK Group 

						T: 01206 563698

						E: info@etkgroup.co.uk

						Or visit etkgroup.co.uk
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							Rob Thacker is CEO at Sona Insurance Solutions

							T: 07498 482289

							E: rob.thacker@sonainsurance.com

							Or visit sonainsurance.com
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					Learning how to become a good business leader

				

			

			
				
					By Rob Thacker, Sona Insurance Solutions

				

			

			
				
					its own challenges. That’s why relationships remain at the heart of everything we do.

					Looking ahead

					Is leadership driven by instinct or by data? My answer is simple: always know your numbers. Good data gives you confidence, provides context and helps you make informed decisions. But numbers only tell part of the story; experience and conversations are what bring those numbers to life. The best decisions are made when evidence and intuition work together.

					Looking ahead, I’m excited for the future of insurance. Artificial intelligence is already changing the way businesses operate and insurance will be no exception. It offers enormous opportunities to improve efficiency and enhance customer service. What it can’t and never will replace, however, is genuine human connection. Technology will continue to evolve, but trust, relationships and good advice will remain the foundations of great insurance.
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					I often look back on becoming Branch Director for a large international insurance broker at just 33 years old. At the time, it felt like a huge opportunity, and it was. I had received some support before stepping into the role, and fortunately my previous manager, someone from whom I had learnt a great deal, became my new boss. 

					Unfortunately, only two months later, a corporate restructure meant he was gone. 

					Suddenly, I found myself rushing to meet head office deadlines and client expectations, dealing with insurer relationships, claims, colleagues and new business opportunities. I was trying to figure out what leadership was actually supposed to look like and I did the best I could, but the reality was I didn’t really know what I was meant to be doing. 

					That experience became one of the most valuable lessons of my career.

					Finding simplicity

					Over the years, through plenty of reading, listening, learning and, most importantly, experience, I realised leadership doesn’t have to be as complicated as I first thought. Today, I believe my role comes down to three key responsibilities: coaching my leadership team, nurturing the right culture and providing clear direction. Of course, none of those is a simple task, but they’re far more effective than trying to solve every problem myself. Good leaders don’t need to have all the answers; they need to create an environment where their people can find them. That shift in mindset transformed not only how I lead, but also how our business grows.

					Understanding your industry is another essential part of leadership. One of the books that has stayed with me is ‘Good to Great’ by Jim Collins, and its lessons are just as relevant in insurance as in other sectors. If you don’t truly understand your industry, it’s incredibly difficult to lead effectively. For me, that means understanding far more than insurance products, it means knowing how our services genuinely help clients at every stage of their journey and constantly asking how we can improve it. It’s an iterative process; there isn’t a silver bullet to solve complex issues, given that every client is different and every business faces 
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				Interview: Perry Norton on the future of giving

			

		

		
			
				Looking back over your career, how have you seen philanthropy evolve?

				When I was younger, giving was always seen as a positive thing to do, but it wasn’t something people really planned.

				Over the last decade, I’ve seen a real shift. Businesses have moved beyond seeing corporate social responsibility as simply ticking a box. Today, they’re thinking much more strategically about how giving reflects their values, supports their communities and engages their people.

				The biggest change I’ve seen is that people want to see the impact of their giving. It’s no longer enough just to make a donation, they want to know who has been helped and the difference it has made. At ECF, we see that every day and, for me, that’s what is driving the future of philanthropy. It’s becoming more thoughtful and more intentional, with people really thinking about the difference they can make.

				How do you think the way people give is changing, and why is it important that more people see themselves as having a role to play?

				Before I joined ECF, if someone had asked me what a philanthropist looked like, I’d probably have pictured Bill Gates, Warren Buffett or someone with enormous wealth. I certainly wouldn’t have imagined it could describe ordinary people who simply care about their local community.

				What I’ve learnt is that local philanthropy looks very different. Whether someone gives £500 or £50k, every contribution helps strengthen communities across Essex. 

				Giving isn’t only about money either. Across Essex there are more than 10k charities and voluntary organisations, many of them run by volunteers. Funding is essential, but so are professional skills. Whether it’s finance, marketing, HR, legal advice or administration, giving your time and expertise can be just as valuable as writing a cheque.

				People often talk about solving global challenges, but realistically the only way anything globally can change is if everyone plays their part locally. When individuals, businesses and professionals all contribute what they can – that’s when communities become stronger.

			

		

		
			
				The way we think about philanthropy is changing. Increasingly, businesses and individuals are looking beyond one-off donations and towards creating a lasting impact in the communities around them. 

				As Head of Development at Essex Community Foundation (ECF), Perry Norton has spent the past seven years growing relationships with businesses, philanthropists and professional advisers across Essex. Those relationships have given him a unique perspective on local giving and helped ECF to create new charity opportunities, from developing the regular donation platform Fundbuilder, to growing local philanthropy through ECF’s Professional Adviser Network. 

				In this interview, he reflects on how philanthropy has evolved, why relationships are at the heart of giving, and how exciting new initiatives are helping to shape its future.

			

		

		
			
				Below: Perry Norton (right) with Robert Ashworth, Partner at Thompson Smith and Puxon LLP Solicitors, taken at ECF’s 30th Anniversary Golf Day.

			

		

		
			
				By Julia Esse, Essex Community Foundation
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				How are initiatives like Fundbuilder and your work with professional advisers encouraging people to think differently about giving? 

				Fundbuilder actually grew out of conversations I was having with professional advisers. It became clear there were lots of people in their 30s and 40s who wanted to give back but didn’t have the £25k needed to establish their own charitable fund. At the same time, many were already giving £50 or £100 a month to different charities, just without any real structure.

				That made me think about pensions. Most of us spend our working lives building one for ourselves, so why couldn’t we build a charitable fund in the same way? Fundbuilder allows people to make affordable monthly contributions, gradually building their own charitable fund while benefiting from Gift Aid and, where appropriate, tax relief.

				And one of the things I really like about Fundbuilder is that people don’t have to wait years to see the difference they’re making. While members are building their own funds, ECF pools those contributions together to create grants for charities across Essex. It means people are creating something for the future while also supporting local communities today.

				One of the other benefits of giving through ECF is that your support can reach much further than it might on its own. Businesses often end up supporting the same well-known charities year after year, but there are thousands of smaller charities and community groups across Essex, each doing incredible work, that simply don’t have the resources to raise their profile. We can help connect donors with causes that align with their values and objectives, ensuring their giving reaches communities and charities they might never otherwise have known about.

				Professional advisers are another key part of that journey because they’re already having conversations with clients about wealth, succession planning and legacy. By introducing philanthropy into those discussions, people begin to think much more strategically about how they want to give back.

				Over the past seven years we’ve built a fantastic network of professional advisers through ECF, but we’ve also recognised the importance of investing 

			

		

		
			
				in the next generation. That’s why we launched our Next Gen Professional Advisers Network, bringing together newly qualified and early-career advisers to build relationships, share ideas and understand the role philanthropy can play.

				That’s how we continue to build a culture of giving for the future.

				If you could leave Essex’s business leaders with one thought about giving back, what would it be?

				Small donations locally make a massive difference.

				People often think philanthropy is about making one extraordinary donation, but that’s simply not reality. Every contribution matters, whether that’s financial support, sharing your professional expertise or creating a charitable fund over time.

				The future of philanthropy isn’t about a handful of people giving more. It’s about more people recognising that they have a role to play. When businesses, advisers and individuals all contribute in ways that reflect their values, the collective impact can be transformational for communities across Essex.

				Continue the conversation…

				Inspired to think differently about philanthropy?

				Whether you’re considering creating a charitable fund, would like to learn more about Fundbuilder, or want to explore how strategic giving could benefit you, your business or your clients, we’d love to start a conversation about creating lasting local impact.
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					Perry Norton, Head of Development at Essex Community Foundation 

					T: 01245 355947

					E: perry@essexcf.org.uk

					Or visit essexcf.org.uk
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					Interested in Fundbuilder?

					Scan the QR code to learn more about creating your own charitable fund.
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					CONNECT.

					EXPAND YOUR NETWORK.

					MAKE AN IMPACT.
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				Below left: 3Food4U was the first Fundbuilder grant recipient.
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				Why insight is at the heart of all transactions

			

		

		
			
				By Sarah Moores, Forward Corporate Finance

			

		

		
			
				creates the long list, but insights will create the important shortlist.

				And so, to the deal

				So, we’ve been really successful and you have received multiple offers for the business. What next? They are all structured differently and are full of jargon: deferred consideration, loan notes, preference shares, earn-outs. Is a £10m up-front offer better than £7m on day one with £5m of earn out? There is no right answer, but again we can use our knowledge and expertise to help you to compare, contrast and work out which one is best for you.

				Finally…

				What insight means for us is getting under the skin and figuring out what makes your business successful, what type of buyer will make a good fit, or which deal is best for you. That is what ultimately delivers the best outcome for you, and that is all we are trying to do.
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				Our projects usually start with an email or a phone call with a business owner when they are looking to change something. That could be a desire to sell the business and step away, finding an equity or debt partner to support more ambitious growth, or making an acquisition. 

				“We are looking for some help and someone recommended you.” Perfect, let’s talk!

				First conversations

				From that first conversation, knowledge, vision and insight, both ours and yours, will be at the core of our relationship, all working in partnership to deliver the right outcome. That partnership evolves in stages.

				In the first instance, we can use our knowledge and insight to help you to map out your options by asking questions, by understanding what you and your management, other shareholders or family want, and by helping you to understand what is realistic. If there feels like a route forward, we can help develop that plan with you.

				Telling the story

				Secondly, we need to understand and help you to tell your story. As an entrepreneur running a successful business, it is almost certainly going to involve insight. The insight to do something different and to build a business to deliver it. It could be your products, your unique service, your systems, your approach to your customers…or most probably a combination of them all. And these will not have appeared overnight; they will have evolved along the journey to where you are now. But we need to explain all this to your buyer or investor. Most of it will not be immediately obvious to anyone else except you and your team. We can help tease it out.

				The successful search

				Thirdly, we have to help you to go out and find your buyer, investor or lender. We don’t just open the Yellow Pages; putting together that target list requires further research, knowledge and analysis. We ask questions, again looking for insight to unlock opportunities and ideas. What does a good buyer look like? What might a buyer be interested in? Are you a good candidate for PE investment? Research 
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						Sarah Moores is a Founder Director at Forward Corporate Finance

						T: 01279 215558

						M: 07809 610401

						E: sarah@forwardcf.co.uk

						Or visit forwardcf.co.uk
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				Bringing our business community together

			

		

		
			
				By Sue Wilcock, UK Director Business Magazines

			

		

		
			
				UK Director Business Magazines puts this idea into practice. 

				Our values

				Mission established, I wanted to ensure we did things the right way and built the company around five core values:

				1.	To treat people as we wish to be treated.

				2.	To behave with honesty and integrity.

				3.	To deliver quality and value for money.

				4.	To remain focused on our target audience.

				5.	To be commercially aware and principles driven.

				Today, those values inform everything we do here.

				Inform and inspire

				In the magazines, we provide a variety of content including information, news, tips and advice, while avoiding all the usual jargon and ensuring our articles are concise and easy to read, no matter who you are or what your profession.

				In our podcasts, we not only aim to deliver insightful content, but to also get to know our guests on a personal level, putting a human face to the corporate world.

				Meanwhile, our events not only provide opportunities to network and chat, but attendees are positively encouraged to question the keynote speakers and the panel of experts; all with a focus on sharing knowledge and experiences and stimulating a healthy discussion around the real issues linked to running a business. 

				Finally, our Business Club – the most recent addition to the UK Director family – offers the opportunity to meet like-minded people in a relaxed, social environment. We want to bring a bit more joy to what we do on a day-to-day basis and provide a place where people can ‘plug in’ to a community and make good friends, not just useful connections.

				Across everything, our simple mission remains: to provide an environment that supports business leaders across the counties we operate in. 

				And we are constantly looking at ways to achieve that goal - and make the whole process more enjoyable!

			

		

		
			
				When I launched Essex Director Magazine five years ago, as a sister publication to Suffolk Director and Norfolk Director, I had a simple, clear vision – I wanted to help and support our local business community.

				Because, I know, being an entrepreneur can be lonely and daunting at times. 

				Most of us start out with a good idea – a skill or product or service that will potentially fill a gap in the market – but with no actual business experience. And while the responsibility for any success or failure rests firmly on our shoulders, there is no one around to teach us how to run a business properly! So, we just set out with our basic plan, then learn and make mistakes along the way. 

				Certainly, in my experience, it can feel a lot like you are spinning plates. There’s so much to think about and so many areas demanding attention – from overall strategy to sales, from staffing to accounts, to keeping a ready supply of toilet roll for the office! And sharing how you’re feeling with staff, friends and family is often not an option. 

				So, what if we could create a platform where business leaders could connect and support each other? A trusted, safe community of like-minded people with one thing in common: we are all working hard to develop our businesses and facilitate the growth and prosperity of our local economy. 
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					Sue Wilcock is Owner and Managing Editor of UK Director Business Magazines. If you would like to have a chat about ‘plugging in’ to our business community, then please take a look at ukdirectormagazines.co.uk
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					“In our podcasts, we not only aim to deliver insightful content, but to also get to know our guests on a personal level.”
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				Bridging the gap between boardroom and operations

			

		

		
			
				By James Thrower, Arco Safety Ltd

			

		

		
			
				In any business, big or small, treating safety as a tick-box compliance exercise is a strategic misstep. Because while Health, Safety, Environment and Quality (SHEQ) are frequently thought of as back-office administrative duties or cost centres, the truth is that effective safety governance directly impacts performance, workforce retention and executive legal liability. In other words, it not only protects your people, it also protects your commercial future. 

				All of which means SHEQ should be a constant priority for business leaders.

				Things to consider include… 

				1. Director liability

				Under UK health and safety legislation, directors and senior managers can be held individually liable if an offence is committed with their consent, connivance or neglect. So, while board members do not need to manage day-to-day site hazards, they must demonstrate active health and safety governance. Directors should regularly ask:

				•	Does the board receive proactive risk metrics, or only lagging indicators like incident counts?

				•	Are safety policies actively integrated into daily operations, or sitting unused in manuals?

				•	Is there a clear, documented chain of safety leadership from the boardroom to the shop floor?

				2. The unseen costs of operational friction

				In medium-to-large organisations, poorly designed safety procedures can often create operational friction. And when compliance systems are overly bureaucratic, workers find workarounds, increasing risk exposure. Conversely, streamlining safety processes reduces downtime, improves workflow predictability and protects profit margins.

				3. Lowering the total cost of risk

				Incidents carry direct financial consequences: enforcement fines, uninsured losses and legal costs. However, it is the indirect costs which often inflict greater long-term damage.

				•	Increased commercial insurance premiums.

				•	Project delays and lost operational capacity.

				•	Severe reputational harm and loss of trust.

			

		

		
			
				By embedding a mature safety culture, organisations protect their bottom line, strengthen brand equity and position themselves favourably for growth.

				How Arco transforms safety governance

				Scaling an organisation successfully requires a safety model that grows with you without adding unnecessary bureaucracy. Arco Safety Ltd provides expert SHEQ consultancy, board-level guidance and risk management for businesses across Norfolk and nationwide. We help directors to transition SHEQ from an administrative burden into a competitive advantage, bridging the difficult gap between boardroom governance and operational reality. 

				Because whether you’re a small business scaling rapidly or have an established workforce of hundreds, robust safety governance protects your people, your leaders and your future growth.
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					James Thrower is Managing Director at Arco Safety Ltd

					T: 0333 224 7593

					E: hello@arco-safety.com 

					Or visit arco-safety.com
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				Discovering essential insights through data

			

		

		
			
				By Andy Skinner, AMS Business Consultants

			

		

		
			
				Data also provides objectivity, which is especially important in smaller businesses where decisions are often influenced by habit, emotion or anecdote. When a team member says, “We’re always busy on Fridays,” data can confirm whether that’s true and whether that business is productive or simply chaotic. When someone believes a product is performing well, data reveals whether it actually is, helping SMEs to avoid mistakes and focus their energy where it matters.

				Another critical benefit is speed. Businesses need to react quickly to changes in demand, customer expectations and market conditions. Data enables faster, sharper decision-making because it removes the guesswork. With a simple dashboard showing daily sales, lead conversions or production output, insight becomes a real-time tool, not a retrospective report.

				Data also strengthens customer understanding. SMEs thrive when they know their customers intimately: what they value, what frustrates them, what keeps them coming back. Data reveals these patterns. It shows which products are popular, which services generate repeat business and which touchpoints create friction. With this insight, SMEs can tailor their offerings, improve customer experience and build loyalty more effectively.

				Crucially, data supports resource optimisation. Businesses rarely have spare capacity. Every hour, pound and person counts. Data helps leaders to allocate resources intelligently: staffing based on demand, stock based on actual usage, marketing based on proven channels. This reduces waste and increases return on investment – two outcomes that can transform an SME’s financial stability.

				Finally, data fuels continuous improvement, the hallmark of resilient SMEs. Insight shows whether changes are working, whether standards are being sustained and where the next opportunity lies. It turns improvement from a one-off initiative into a habit. 

				Data gives SMEs clarity, confidence and control. It helps them to understand their business, serve customers better and make decisions that drive sustainable growth. For SMEs that embrace data, insight becomes a competitive advantage – one that scales with them as they grow.

			

		

		
			
				For small and medium-sized enterprises, insight isn’t a luxury, it’s a lifeline. SMEs operate in fast-moving markets, with tight margins, limited resources and constant pressure to make the right decisions quickly. In this environment, data becomes essential. It is the difference between running the business on instinct and running it on clarity. When leaders use data well, they gain insight that strengthens performance, reduces waste and accelerates growth. 

				Knowledge is power

				The first reason data matters is visibility. Many SMEs don’t realise how much they are operating in the dark. Processes evolve informally, customer behaviour shifts without warning and inefficiencies hide in everyday routines. Data shines a light on what’s really happening. It shows where time is being lost, where bottlenecks appear and where customers are dropping off. With this information, leaders can act with confidence instead of relying on assumptions.
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					Andy Skinner is a certified Lean Six Sigma Master Black Belt and founder of AMS Business Consultants, which offers advice, consultancy and training services to help businesses operate as efficiently as possible.

					T: 07547 489448

					E: andy.skinner@amsbusinessconsultants.co.uk 

					Or visit amsbusinessconsultants.co.uk
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					Seeing your business through a buyer’s eyes

				

			

			
				
					By Simon Martin, Azets

				

			

			
				
					A seller should review both their business and these key questions through the lens of a buyer, and take action to manage the narrative where possible. That is where planning for sale becomes a key tool.

					Financial performance is, of course, still important. Being able to produce forecasts and evidence the reliability of the forecasts on a rolling basis is gold dust during a deal. A seller who can show monthly performance targets versus actual figures for historical periods will be protecting themselves against the biggest reason for deals failing to complete – lack of confidence in the numbers.

					But while collating numbers is a more traditional preparation for sale, considering the buyer’s wider perspective will help build a strong defence to a rigorous due diligence process.

					The owners who create the greatest value are often those who spend years building a business they would be excited to acquire themselves. This can sometimes be lost in the rush to target profits without the story to accompany them.

				

			

			
				
					Entrepreneurs naturally see their businesses differently to outsiders. They know every challenge overcome, every customer won and every strategic decision that has shaped the company’s journey. It can be difficult to take a step back and see their business through the eyes of a buyer. However, this is precisely the way to grow its value.

					For many buyers, the equation is simple. Balancing the price against the risk. This causes the price, in many ways, to be a function of the inherent risk.

					An interesting observation from my career in mergers and acquisitions is that two businesses of similar size and profitability can attract vastly different valuations.

					There are obvious drivers for those differences. For example, some industries are more attractive to buyers, which increases the price. However, the one that often goes under the radar is the story of the business and how this is framed. Can we highlight the quality and sustainability of the performance, rather than allow a buyer to put the pieces together to form their own story?

					Manage the narrative

					Part of the skill of negotiation is to answer buyer concerns before they are articulated. A common concern is whether there is a second-tier management team in place. If a seller starts by saying that they have worked hard to develop a second tier and that they need the deal to be right for them, the conversation automatically moves away from “Is there anyone else?” to “There are clearly strong people here – how do we keep them happy?” Contrast this with a response such as: “We have a few good people, but they are not ready yet.” And planning ahead by rewarding key staff with EMI (tax-advantaged share plan) options only enhances the story.

					By decreasing the perceived risk, a seller is increasing their likelihood of a higher price.

					There are further examples of common risks. Are the revenues diversified in both type and customer? Is the income recurring? How resilient is the business in an economic downturn?
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						Simon Martin is a Partner at Azets 

						T: 01473 220060

						E: simon.martin@azets.co.uk 

						Or visit azets.com/en-uk/services/corporate-finance
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				Hi, I’m Warren. I own and run Pagepix Ltd – a company providing photography services in the East of England and beyond. I’ve been a professional photographer for nearly 35 years. I have a newspaper background, which makes me versatile in the types of photography that I can undertake, but people are what really makes me tick. 

				How would you describe yourself at 18?

				Unfulfilled. I was working in an insurance office and spending lunchtime down the pub to make it seem a little less dull. 

				What inspired you to start your own business?

				After four years of being a staff member on various local papers, I just got fed up with going into a newspaper photographic department and having to wait for something interesting to happen. I loved covering sport, but the ‘news’ side of things was incredibly dull for the most part. 

				If you could go back knowing what you know now, what three things would you tell yourself to do when you first became a business owner?

				1.	To believe in myself more and appreciate my professional worth when pricing my services. 

				2.	To learn how to sell something, or indeed anything (including myself).

				3.	Don’t beat yourself up if clients don’t return for repeat business immediately. Stick to your values and realise that there are lots of possible reasons for them not using you all the time.

			

		

		
			
				What are the biggest lessons you have learnt professionally?

				•	Confirm absolutely everything, especially regarding times and dates etc. 

				•	Make sure your kit is always ready and check it the night before a shoot.

				•	Always leave more than enough time to reach your job site.

				•	You are only as good as your last shoot, so give every job 100% commitment.

				•	Keep trying new angles and styles – stay fresh as much as you can. 

				•	Remember that it is easier to seek forgiveness than permission, so be more direct at getting a shot that you want.

				How did you deal with a big mistake, and what did you learn from the experience?

				Any job that uses technology has the capacity for things to go wrong! Probably the worst moment for me involved a faulty camera shutter. The camera (the only one I owned) made all the right sounds and felt totally normal, but inside the metal shutter leaves weren’t actually allowing any light to the film. The result: no images. It was for a local organisation’s birthday, and the subsequent phone call was one that I won’t forget in a hurry. I did my best for the client and begged images from other photographers who attended the event, but it really knocked my confidence for months afterwards. However, I always aim to learn from my mistakes, and I went out the very next day and bought a second camera body to use on shoots. I have always used at least two cameras on jobs ever since. 

				What are your ambitions for the future?

				More of the same – to just keep taking pictures. I really love what I do. It will never make me a millionaire, but I can live with that. 

				What does the future have in store for you personally?

				Being just short of sixty, retirement is looming on the horizon, but certainly not yet! I want to keep running until I’m 80, become a ‘grey nomad’ and see a lot more of the world, walk my dogs and make my garden into a real haven…then somehow learn to relax in it. 

				warren@pagepix.co.uk
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TART GROWING WITH
US TODAY

@ Get help for your business

° Learn new skills

O Make valuable connections

o Innovate, grow and prosper

° Fully-funded support

© info@neeb.org.uk =]
© www.neeb.org.uk
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90-MINUTE MASTERCLASSES

AND MORE

Tuesday 8" September
° Saracen’s Head Hotel, Great Dunmow

10am-11.30am

Be more productive with Al

12pm-1.30pm

Find new opportunities by pivoting and innovating

0 Thursday 8" October
County Hotel, Chelmsford

10am-11.30am

Finance and funding (Money Matters)
12pm-1.30pm

E-commerce and selling more online

0 Tuesday 13" October
Powercheer, Maldon

10am-11.30am

Be better connected online
12pm-1.30pm

Al tools for marketing and CRM

Wednesday 2™ December
° Greyfriars Hotel, Colchester

10am-12pm
Pop-In session with Business Advisors

° Dates and times to suit you

One to One sessions are available with a
Business Growth Advisor.
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CoNsORTIUM A ECONOMIC BOARD

)uil-gaau/yn-61o°gaaummm





OEBPS/image/191.png





OEBPS/image/AdobeStock_656760481.jpg





OEBPS/image/238.png





OEBPS/image/18.png





OEBPS/image/Andy_Skinner_alternative_AMS.jpg





OEBPS/image/Unity_Online_Advert_-_Trust_(v3).png
wnity.online

Are you looking
to generate

Website Design - SEO - Paid Ads ° Social Media

Get in touch for a free initial consultation to start taking
a different digital path and grow your business online.

Call us today on 01473 350485

SHoP FoR TRADE

DELIVERING HiIGH-
‘The Manifesto for Global ovaLTy
Industrisl Safoty. Pt o
70 CLIENTS BI6
AnND smALL

THE ALL IN ONE
SOLUTION FOR

Installations






OEBPS/image/ECF_30_Years_-_Transparent_Background.png
a Essex

Community
Foundation

3






OEBPS/image/321.png





OEBPS/image/Fundbuilder_Page_-_QR_code.png





OEBPS/image/ED_Mario_Garcia_Achilleus_Security012_EXT.jpg





OEBPS/image/Page_Pix_Logo_Jul_26.jpg
@

PAGEPIX LTD





OEBPS/image/317.png





OEBPS/image/1.png
ESSEX

DIRECTOR

Part of UK Director Business Magazines
AUTUMN | WINTER 26

~ Acumen, Knowledg\é“and Vision





OEBPS/image/304.png





OEBPS/image/174.png





OEBPS/image/ED_Rob_Thacker_Feature_Images1.jpg





