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				Hello and welcome to the Autumn/Winter issue of Norfolk 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 Adam Goymour, who, after working his way up through different roles and responsibilities, and different divisions, has just taken over as CEO of his family business. Now leading the Goymour Group into the future, those years of experience and the knowledge gained along the way mean he has a wealth of valuable insights to bring to his new position. 

				Also, in this issue…

				Web designer Adam Barnes shares the valuable lessons he has learnt on his business journey, James Groves from Indigo Swan explains how they are turning ‘Rockstars’ into ‘Superstars’, and we put photographer Denise Brady 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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				When we meet Adam Goymour for his interview, it is in his father’s office at the Goymour Group headquarters in Banham, Norfolk. It is a symbolically appropriate location, because as our meeting takes place, the company is undergoing a leadership transition, with Adam getting ready to step into his father’s shoes as head of the family business.

			

		

		
			
				
					“It’s that sense that we’re building something meaningful and always trying to make it better – that’s what gets me going each day.”
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				Leader of the pack

			

		

		
			
			

		

		
			
			

		

		
			
				It also seems the perfect time to gain some insight into the dynamics and challenges of being the fourth generation to lead the enterprise.

				Adam, for example, is fiercely respectful of his father and ever keen to benefit from his wisdom and counsel, but he is obviously excited to finally be in control and full of ideas for the future too. Having previously been MD at ROARR! – the company’s biggest asset – he says he is driven by progress and problem-solving, enjoying the challenge of finding better ways of doing things and motivated by the idea that the business has a real impact, not only on their teams and their visitors, but also through the experiences and memories they create for families. 

				“It’s that sense that we’re building something meaningful and always trying to make it better – that’s what gets me going each day,” he smiles.

				As this magazine goes to press, the transfer of power has been completed, and Adam 

			

		

		
			
				has assumed his place as Group MD. It is a role he has earned, working from the ground up, but it will be challenging, nonetheless. What started as a single bakery in 1909, has since moved into property, leisure and tourism, and today includes a camping and glamping site, an event and wedding venue (run by Adam’s sister Kiera), and Goymour Properties, which manages a variety of land and real estate, including the sites of Banham Zoo and Africa Alive!. Adam’s most recent assignment, ROARR! – recently named as one of the best theme parks in the UK by The Telegraph and already the biggest day visitor attraction in Norfolk – completes the group’s diverse portfolio (for now).

				So, how does it feel to finally be in charge of it all?

				“There’s a strong sense of responsibility,” Adam says, frankly. “Watching my parents, I learnt about hard graft, and I know what it took to get where we are today. Now I want to keep developing, keep learning and play a role in moving things forward. I need to ensure the group remains resilient and well-positioned for sustainable growth in the years ahead.
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				“After all, the Goymour Group is a family business, so I’m invested in its long-term success.”

				Where it all began

				Adam Goymour was born in September 1987 – a second child for Martin and Caroline, and a baby brother for three-year-old Kiera. 

				Interesting fact: he is actually Charles Adam Goymour, continuing a family tradition of having Charles as a first name but using the middle name day-to-day. It had skipped a generation, but Martin brought it back when Adam was born.

				Of course, the family business was already well established by that stage and Martin was MD having taken over in 1980. Though it also comprised various property and appliance rental divisions at the time, Banham Zoo was always his main passion, and with Caroline part of the animal care team, the family lived in a bungalow on site for the first nine years of Adam’s life.

				Adam says his childhood was very much shaped by that unique environment.

			

		

		
			
			

		

		
			[image: ]
		

		
			
				
					“The Goymour Group is a family business, so I’m invested in its long-term success.”
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					“Banham Zoo was effectively my playground, and it gave me experiences that were quite different from most children. We did various jobs around the place from a young age and regularly had animals in the bungalow – particularly small primates which were my mum’s area of expertise. And we even helped to hand-rear a tiger when its mum rejected it. I remember we had to wear thick gloves and Hazmat suits to protect the tiger against infection.”

					Wasn’t that scary?

					“We had really well-trained animal keepers taking the lead, but I think Dad saw it as an opportunity for us to get involved and experience something amazing - and he was right. 

					“It's something that I'll never forget.”

					Adam also helped build the tiger and leopard enclosures, worked in every department across the site, assisted his dad with their heavy horses at county shows, and even led a primary school trip to the zoo, guiding classmates around his “backyard” and talking with confidence about the exotic animals. 

					In fact, it was at that moment that he realised his was not a ‘normal’ childhood. And while it sounds exciting and full of adventure, he says it was actually “quite lonely at times”, with his parents working hard to build the zoo and a nanny helping out at home. 

					Still, he remembers those years fondly and says: “I have no resentment about that at all – quite the opposite. I’m very proud of what my parents achieved, and I have many happy memories from that time. 

				

			

			
				
					“My childhood experiences made me who I am today.”

					School years

					From the age of nine, Adam attended a weekly boarding school where, shy at first, he quickly learnt how to interact with anyone and everyone, ultimately finding a strong sense of independence and self-reliance. He claims he was “not academically gifted at that stage” but always worked hard and excelled in a wide variety of sports.

					Then, at the age of 13, Adam was thrown a curveball.

					Having been such a healthy, active child, it was all the more unexpected when he was suddenly taken seriously ill on a drive to London. Suspecting diabetes, his doctor sent him straight to hospital where a diagnosis of Type 1 was confirmed. It was a lot for Adam to take on board.

					“It was so random, and I just thought: ‘Why me?’,” he recalls. 

					It was a steep learning curve and later in his teens, Adam was in two serious comas due to the illness. Today, he has an implant which sends health information to his phone and alerts him when he needs to address his insulin levels, allowing him to keep it well-controlled at all times. In fact, as we talk 
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				about his diabetes, Adam’s phone pings and we take a short break so he can eat a banana.

				Travels and troubles

				After GCSEs, Adam went on to West Suffolk College to study a BTEC in business studies before completing a foundation degree in construction. He did not have a particular career in mind at this point, and there was no pressure from his parents to join the family business, so, instead, Adam decided to travel.

				Always an adventurous person, in 2008 he went to Australia and New Zealand to enjoy some freedom and explore the other side of the world. He started in Perth, then worked his way across the continent, labouring on building sites and fruit picking, often sleeping in tin sheds with bed bugs, and once even in an old prison.

				He went to Alice Springs, Adelaide, Sydney and Melbourne, before driving along the Great Ocean Road where his car broke down and he had to walk five miles to the nearest town. He tried bodyboarding in huge waves, trekking in the outback and diving on the Great Barrier Reef. It was the trip of a lifetime.

				Then he had a worrying call from his dad. 

				It was the year of the financial crisis, and the banks had asked for a meeting where they called in all the Goymour Group’s loans. By that time, they had also acquired the Suffolk Wildlife Park (now known as Africa Alive!), the Dinosaur Adventure Park (now known as ROARR!), and Weston Park Golf Club.

				It was going to hit the business hard. And it was a pivotal moment in Adam’s career.

				“That’s when I knew, deep down, that I wanted to get involved in the family business,” he remembers. 

				Martin and his finance director spoke to an accountant and a solicitor for advice on how to proceed. They all concluded that to save the business, they needed to sell the property division and concentrate on leisure and tourism, no longer building new homes, though retaining some commercial and residential interests. 

				There were tough times ahead, but ultimately their plan worked.

				Later, in 2013, to safeguard the zoos – a personal passion but not financially beneficial – they also put Banham Zoo and Africa Alive! into an independent charitable 

			

		

		
			
				trust: The Zoological Society of East Anglia. They still act as landlords for the attractions, but safe in the knowledge that the animals are protected into the future.

				Coming home

				When Adam came home from his travels, he was 22 years old and ready to get to work.

				Based at the headquarters in Banham, he started as his father’s assistant, helping with project administration or simply going wherever an extra pair of hands was needed - usually the Dinosaur Adventure Park. 

				But he didn’t mind.

				“I really wanted to prove myself and I was happy to do whatever was needed,” he explains. “I'm not shy of the grunt work and I didn't expect any special treatment. I just wanted to get in there and do a good job. 

				“Dad sometimes tried to shelter me from a lot of that,” he adds thoughtfully, “when actually I needed to try and fail. But I think he did it the best way he could and he has certainly led by example. When it comes to work ethic, persistence, passion and entrepreneurialism, my father is my greatest role model.”
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				Making progress

				Within a few months of starting work at the Goymour Group, Adam had obtained his NEBOSH General Certificate (a globally recognised health and safety qualification) and become Group Health and Safety Officer. By 2010, he had progressed to the role of Assistant Manager at the Dinosaur Adventure Park.

				“I had already been helping out where needed, so the transition felt natural,” he recalls. “It was still scary though, because everyone was a lot older than me and I was coming in as this young buck. But I've worked in the zoo doing every single job, so I had a good grounding. I just had to prove myself over time.”

				In his new role, Adam supervised the addition of the indoor play area and treehouse, and was involved in establishing the park’s now-popular scare event, PrimEvil – born out of Martin's mind because he loves Halloween. His first complete project as lead was Dippy’s Splash Zone, and when the new attraction officially opened in 2016, it was the busiest day the park had ever had – and then the most profitable year.

				“It’s still the best investment I think I've ever made,” he says proudly. “The business made the money back that same year, which is fantastic.”

				Since then, his leadership has seen more investment take place, and in 2018, the park rebranded to ROARR!. Today, it is the largest business in the group, but while 

			

		

		
			
				Adam still has a long list of potential projects he would like to implement over time, he remains cautious. 

				“I'm very careful – going back to 2008 – that we don't over-capitalise,” he explains. “It's all about cash flow. Can we pay it back? What's our debt service like?

				“Of course, not everything can be put on a spreadsheet – you also need to have a good gut feeling about potential projects. But I need both to feel confident enough to move forward. 

				“Dad, on the other hand, likes a risk,” Adam adds with a wry smile, “and when he's got a passion project, it can be hard for me to find that balance. But I know what I’m doing, and I proved that through COVID, because I led the whole group through that difficult time. 

				“In fact, Dad told me a couple of years ago: ‘That's when I knew you were ready.’”

				Finding love

				Adam may have found his feet as a leader during the pandemic, but that period wasn’t all about work. 

				In 2020, he also found love online when he met Rosie – a former GB athlete in modern pentathlon and a model at London Fashion Week. 

				“I was definitely punching above my weight,” he says with a grin. 

				Their first date – when restrictions allowed – was at Earlham Park, and within six months they had moved in together. After 18 months, Adam proposed on a skiing trip to France, with a ring in his hand, champagne in his backpack and Mont Blanc in the background. Rosie, of course, said yes, and the couple were married at Oxnead Hall on a beautiful sunny day in September 2023. 

				“Rosie is the best partner I could ask for,” he smiles fondly. “She's just a phenomenal person, not only as a human being, but also in the love and care she gives to other people – she certainly brings out the best in me.”

				They honeymooned in Bali and now live happily with their dog, Beau, in the Norfolk house they are renovating together. When not working, Adam likes paddleboarding, gardening or just walking the dog. He still plays rugby occasionally for Diss RFC and his current ambition is to get his golf handicap down to single figures again. 

				It seems he is a man driven by continuous improvement at home too.
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					“I think Norfolk is such an unsung hero in the country.”
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				Meanwhile, back at work…

				The Goymour Group weathered Covid, but things were still tough for a while.

				Though 2021 was a great year, with low VAT and everyone keen to get out after the lockdowns, in the following years, costs went back up and they started to experiment with the operating model moving forward – reducing opening times and offering a varied pricing structure. Those changes and a decision to risk some further investment eventually helped ‘steady the ship’, allowing them time to form a strategy for the years to come. The most significant move being that from June this year Adam has assumed the role of MD, taking over from his father who, at 76, is stepping back to a chairman position – still looking after core projects but allowing Adam to guide the Goymour Group into the future.

				Always keen to learn and share ideas within his sector and beyond, in recent years Adam has also joined several collaborative groups as Director, including Norfolk & Suffolk Tourist Attractions. And in 2025 he became a founding member of the Norfolk Ambassadors, which aims to promote the county and all it has to offer.

				He says: “I think Norfolk is such an unsung hero in the country, considering what it brings to the table. It has a great sense of place, community and collaboration, and I feel it’s important to help push Norfolk business forward, particularly for the tourism sector.”

				So, what’s next?

				“My vision for the future is to continue building on our strong foundations in leisure, tourism and property. And I've got the passion to push ahead, but right now, with the economic situation, it's hard to have the confidence to move forward with any sizable investment. So, it's about being patient and I think that’s something I'm having to learn a bit more.

				“But I take pride in doing the right thing. And whatever we do, the most important factor is that we retain what makes our business unique: our family ethos and our commitment to delivering memorable experiences.”

				roarr.co.uk 

				applewoodholidays.co.uk

				applewoodhall.co.uk

				goymourhomes.co.uk
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				Is it time to revisit your pension strategy?

			

		

		
			
				By Mark Hinds, Charles Stanley Norwich

			

		

		
			
				From April 2027, most unused pension funds will fall within the scope of inheritance tax (IHT), prompting many business owners to revisit long-established plans.

				One pension structure where this change becomes particularly interesting is the Small Self-Administered Scheme (SSAS). Many business owners established SSAS arrangements years ago, often for flexibility, business property ownership or lending back to the sponsoring company. However, some may not be aware of the retirement income options available within these schemes. 

				As well as the more familiar drawdown route, a SSAS can provide the option of a scheme pension – an income paid for life from the scheme. This distinction may become increasingly relevant following the 2027 changes. While unused pension funds may be brought into the scope of IHT, a scheme pension converts pension assets into a lifetime income stream, rather than leaving them as unused pension funds. For some directors, this could help reduce the value ultimately exposed to IHT, making it an area worth discussing 

			

		

		
			
				with professional advisers. Suitability and outcomes will depend on individual circumstances. 

				The key point is not that the rules governing SSAS pensions have changed. They have not. Rather, the changing IHT landscape means existing arrangements may deserve a fresh review. A pension does not exist in isolation; it forms part of a wider balance sheet that may include family businesses, property and investments. This requires careful consideration, and suitability will depend on circumstances, tax position and intergenerational wealth planning opportunities. 

				Collaboration can help

				The best outcomes are often achieved when business owners, financial planners, investment managers and SSAS administrators work together. At Charles Stanley, we work alongside these professionals to help clients navigate such scenarios. Additionally, we help clients make sense of an increasingly complex world. 

				While fundamentals still matter, capital flows, government policy, central bank actions and shifting global dynamics all play an increasingly important role in asset prices and investment outcomes. We also recognise that every client is different and can work with existing holdings and accommodate individual investment preferences. 

				The opportunity presented by some SSAS arrangements is just one example of how informed advice can uncover options that may be overlooked. If you have a SSAS in place, it may be worth asking a simple question: have I fully explored the retirement and estate planning options available to me? 

				Sometimes valuable insights come not from new ideas, but from the implications of change for options that have been there all along.
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					Mark Hinds is Branch Manager and Senior Investment Manager at Charles Stanley Norwich. Talk to his team about helping secure a more resilient financial future.

					T: 01603 856932

					E: norwichbranch@charles-stanley.co.uk

					Or visit charles-stanley.co.uk
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					The value of investments, and any income derived from them, can fall as well as rise. Investors may get back less than originally invested. Charles Stanley is a trading name of Raymond James Wealth Management Limited, which is authorised and regulated by the Financial Conduct Authority and is part of the Raymond James Financial, Inc. group of companies.
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				Instinct isn’t guesswork, it’s born from experience

			

		

		
			
				By Stuart Maggs, Howes Percival LLP

			

		

		
			
				their family, which route will most likely produce the outcome they are most comfortable with.

				Your eyes lift to the ceiling as you silently rattle through decades of clients in similar situations, and with similar personalities, family dynamics and interactions. What are the costs – emotional and financial – and how readily can they be borne? Will the outcome be a bump in the road, or will it cut to the depths of their self-image? Do they want to save tax or sleep at night? 

				Neither the black letter law of tax nor the broad shades of grey of equity can readily answer those questions. It isn’t a legal judgment; it’s an empathetic one. It’s asking: in one, two or five years’ time, will my client be happier?

				A prudent lawyer can identify the risks for you; a trusted adviser guides you through them. It is this combination of technical knowledge, experience and judgement that helps clients make decisions with more confidence.

			

		

		
			
				People turn to a senior lawyer for their knowledge, but they come back because of the quality of their judgement. The best advisers not only tell you what the law is, but also help you decide what to do.

				Acumen and insight

				“Our last lawyers always told us we couldn’t fix it, but we’ve never understood why.”

				My potential clients told me this as I flicked through a yellowing trust deed.

				“I don’t think that’s right,” I replied. “I’m sure there’s a way through this.”

				You know that feeling when you listen to a melody and a single note is played off-key? It’s like that. Something’s not right, even if you can’t identify it straight away. I didn’t doubt the previous advisers’ professionalism, but after 30 years of unpicking similar problems and pulling the deeds apart, I knew it felt wrong. Deeds from 2001 simply weren’t drafted like that. There’s almost always a way.

				Being able to tell your client “I’m confident there’s a solution but I need to confirm what works best” is hugely valuable. 

				Technical knowledge can be learned from books, legislation and precedent – insight cannot. It is pattern recognition built on countless successes and failures, conversations and collaborations. It comes from being wrong often enough to know when you’re right, and being creative enough to find answers in even the most tangled knots. 

				From the inside, insight seems obvious; from the outside, it appears instinctive.

				Options and advice

				Even harder, but more valuable, is the ability to take your advice further. 

				I work with business owners who have spent decades building something of lasting value. When the legal and tax issues get in the way, those people want guidance and advice, not just options. 

				This is rarely a legal question. It’s not even asking what I would do. It’s asking me to judge from everything I know about their circumstances, their nature and 
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					Stuart Maggs is Head of Tax and Partner at Howes Percival 

					T: 01603 580079

					E: stuart.maggs@howespercival.com 

					Or visit howespercival.com

				

			

		

		
			
				LEGAL

			

		

		
			
				NORFOLK DIRECTOR Autumn/Winter 26 | 11 

			

		

		
			[image: ]
		

	
		
			
				FILM & MEDIA

			

		

		
			
				A video is for life, not just for Christmas

			

		

		
			
				By Callum Howard, Limitless Film and Media

			

		

		
			
				child a puppy they're unprepared for. Fresh from a corporate retreat or a swanky rebrand, a business owner thinks: “I’ve had a fabulous idea, let’s make a company video! Aren’t I a clever clogs?” 

				At which point they go and find their local production house or, even worse, their sister’s mother’s cousin’s friend from Bingo whose grandson “does TikTok”. Then, two months and a few thousand pounds later, they’re the proud owners of a slick-looking yet completely useless brand video.

				Make it count

				Video on its own isn’t an asset; it’s an ornament.

				But it doesn’t have to be this way. 

				A well-considered concept that addresses the full sales and marketing mix, not just the novelty of a new video, can build a media system that consistently brings you new leads, sales and growth long after the edit is done. 

				It does, however, require a strategy-first approach to ensure everything the project needs is captured on the shoot day. There’s no point realising in October that you needed a Meta ads variation when the camera went away in June!

				Measurable results

				Strategy first. Film always.

				And the question that unlocks this insight is: “Where are you losing revenue?” Is it a lack of leads leaving your sales teams hungry? Is it the gatekeepers who can't tell your story to the decision-makers who are stalling the deal? Maybe it's the complex list of services that needs to be clearly explained that's leaving your prospects bamboozled. 

				Whatever it is, that's the problem you need a video to solve. Not a nice-looking montage for the website, but a powerful tool that will actually grow your business. 

				If you can’t measure what it was meant to fix, you can’t say if it worked.

				So, remember, a video is for life, not just for Christmas. 

				A well-trained campaign with a shiny coat and a waggy tail can be a man’s best friend in business growth; you just have to take the right approach.

			

		

		
			
				For nearly 50 years, Dogs Trust has run its brilliant campaign slogan: “A dog is for life, not just for Christmas.” Coined in 1978, this catchy couplet was devised after thousands of puppies were bought as gifts over the Christmas period, only to be abandoned soon after when the reality of dog ownership became clear.

				That basic, worrying premise can also be found in my industry.

				Unfortunately, I see so many video ‘puppies’ left to fend for themselves after the novelty has worn off. They sit on a LinkedIn profile or a brand website, with no constructive plan in place, only to be ignored when a buying-motivated customer is looking for reasons to choose this business rather than the equally bland one in the office next door. 

				The story I hear of these once-exciting campaigns is curiously similar to that of a parent gifting their 
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				Callum Howard is Co-Founder at Limitless Film and Media, designing videos that solve problems and unlock growth.

				T: 01603 511491

				E: callum@limitlessfilm.media 

				Or visit limitlessfilm.media
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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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				INVESTING IN YOUR TEAM

			

		

		
			
				Turning your rockstars into superstars

			

		

		
			
				By James Groves, Indigo Swan

			

		

		
			
				finance team. But where were the Superstars? And how do we find them? I needed a way to turn some of our Rockstars into Superstars, and I had an idea that I knew would help with personal growth, self-awareness, leadership and progression. 

				After all, you can’t just wait for someone to shine, sometimes you need to give them the polish!

				And so, the Swan Superstar programme was born. 

				When putting the programme out and asking the team to apply, I was nervous. Who wants to spend a day a month with the Managing Director? Who wants to have two-hour chats about their progression and their career goals? Well, the answer should be everyone, but I just didn’t know if we had the appetite within the team. You can imagine my delight when 90% put themselves forward to be a part of the programme. 

				With four spots available, I ended up selecting Jennie, Louise, Andrew and Amee. Four Swans at different stages of their careers, but all of whom I truly believed could become a Superstar of Indigo Swan. 

				The 12-month programme started with a full colour insights review, so we could fully understand the personality types within the group. Who was an all-singing, all-dancing yellow? Who was an earth green? Who was a fiery red? This paved the road ahead and gave each of them a better understanding of who they are as people, how they like to be communicated with, how they would gel with the rest of the group and how they could best impact the wider team. 

				Then over the course of a year, we covered everything from wellbeing, goal setting, prioritisation and delegation, motivations, engagement, action plans, self-belief and leadership development. Terms such as ‘eating like an artist’ and numerous others have become part of their daily language. They have clear goals, and the skills and insights they have been given have allowed them to step up, grow and make a massive difference to their peers and the business. 

				The lesson to take away? Investing in the people within your team is never a waste of time; it is rewarding and it is business critical. Better trained, more motivated people make the experience for all – including clients – a better one. 

			

		

		
			
				The ‘Rockstar v Superstar’ debate has long been discussed within the world of business. Your ‘Rockstars’ are those people who are amazing at something. They specialise. They exceed expectations. They rock at that one thing. ‘Superstars’ are those who go beyond that day-to-day role. They step up, excel in numerous areas and are the people you look to when considering your future goals as a business.

				In an SME business, you absolutely need a combination of both. But what do you do when you have too many Rockstars and not enough Superstars? This was the question and challenge put in front of me around 18 months ago, when considering the next chapter of Indigo Swan. 

				Preparing for the future

				When I looked around the team, there were Rockstars everywhere. Amazing sellers, great customer service people, brilliant data analysts and an outstanding 
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				Above: Back (L-R) Andrew Ducker, Amee Kennett, front (L-R): Jennie Gilbert, Louise Arnold
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					James Groves is Managing Director at Indigo Swan - an award-winning energy consultancy company.

					T: 01603 625522

					E: james.groves@indigoswan.co.uk 

					Or visit indigoswan.co.uk
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				Seeing beyond the numbers to help secure funding

			

		

		
			
				By Lewis Buckley, Focalise Finance

			

		

		
			
				In the finance world, the metrics that people generally focus on are, understandably, all about the numbers. What’s often forgotten or ignored is everything else: the knowledge of the market, the business acumen to know how to best operate in that space, and the vision to see how to deliver to that particular audience. 

				Combining all these things can be critical to obtaining the right funding.

				The importance of insight

				As a director, you’ll be using data and information all day every day to provide an insight into your own business. Combining these key metrics with your own knowledge can help to highlight its strengths and weaknesses. 

				All are used to support decision-making, be those decisions big or small. And that strategy should also apply when seeking finance.

				If your business is looking to borrow, you could, as many often do, approach your high street bank or even online platforms similar to ‘Compare the Market’ to see what boxes you tick and what the potential outcome could be. These will almost certainly focus primarily on the financial aspect of the business.

				However, at Focalise Finance, we know that doesn’t tell the full story, and lots of businesses are now benefitting from our method of painting the full picture to prospective lenders.

				Leveraging knowledge and vision

				When talking with any of the East Anglian SMEs we work with, we’re looking to develop a strong relationship with the firm from the outset. This is not done through tick boxes and closed questions, but through conversation. This enables us to gain an insight into their personal knowledge, which we then use to support them in finding the right solution from the lenders we work with. 

				We still need to provide the right financial information – year-end accounts, bank statements etc. – but we make sure that we provide the context and story behind those numbers. We explain what’s happened to trade in that period, highlight the new customers or new products, openly discuss 

			

		

		
			
				challenges but also show how they are navigated. It’s not a line-by-line commentary, but it’s picking up on key areas that, without the background, would likely cause concern to a bank underwriter.

				Once we’ve talked about what has gone before, we look to the vision. Not our vision, but yours: what you, the business owner who lives and breathes the business every day, see for and feel about the future. That might include how you see the purchase of a new machine supporting the business and whether to maintain its current position or expand into new opportunities. We also want to understand what else the business is planning to do and how these other changes might impact the future.

				Leveraging this knowledge and information is all done to scale with the funding that you require, but regardless of the size of the opportunity, we’re always looking to develop a relationship.

				We want to be your funding partner for growth.

			

		

		
			
				FINANCE
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					Lewis Buckley is Co-founder and Managing Director at Focalise Finance

					T: 01603 854347

					E: lewis@focalise.finance

					Or visit focalise.finance
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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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				PERFORMANCE MARKETING

			

		

		
			
				Why AI should only ever be your ‘sous chef’

			

		

		
			
				By Tony Southgate, Ginger Pickle

			

		

		
			
				Trust but verify

				We sometimes use search engines and language learning models like ChatGPT to determine a client’s potential audience and how to reach them. It might also occasionally be used for highlighting problems, finding solutions and even creating draft proposals.

				But a word of caution.

				Some people think that they can just go to AI and ask it to do their marketing for them. And yes, it can do that (sort of), but there is a lot of risk. Because you have to understand how AI actually works, how it's trained and why it can cause issues in terms of misinformation. In short, AI is often simply wrong. It can have ‘hallucinations’ as the tech companies (rather romantically) call it. And even more worryingly, because language learning models are then trained on that incorrect information, there's an argument that over time they are going to get progressively worse. 

				So, if you want a marketing strategy that is going to be long-term sustainable and give you growth, you need to use real people; people who have experienced going through the various marketing processes and can therefore put together a solid plan built on solid research and then execute it.

				The human touch

				I think it's really important to continually challenge yourself and improve your own knowledge, so if you do use AI as a support tool, you can also challenge whether it's correct or not. 

				I'm always learning and my social algorithm is all about the marketing industry, so I can continue to understand the marketplace and see how it’s evolving. That is how we consistently get results for our clients. Through ongoing engagement with the industry, we can understand the constant changes and adapt strategies in order to get the best outcomes. And if something is not going well, our experience allows us to look at campaigns and make the necessary adjustments. It is fair to say that AI does not have the same appreciation of nuance! 

				I always say you should treat it like your sous chef, not your head chef. Yes, it can be of help, but you always need a real professional to take the lead and ensure the work is of a high standard.

			

		

		
			
				Performance marketing is often spoken about like it’s some kind of dark art, so when I started Ginger Pickle (named after my adopted cat) nearly four years ago, I wanted to be completely transparent and take each client on a marketing journey.

				Of course, it usually starts with the client asking: “I need to increase sales, how can I do that?” 

				And that is when we begin to work our magic.

				We look at where they sit in the market, their messaging, what problem they solve, the kind of person they are selling to; all that research is vital. Then once we all have a good understanding of the brand, we can determine what their strategy might look like and what tactics will work for them.

				That bespoke, professional service hasn’t changed and it will always be the foundation of our work here at Ginger Pickle. What has changed, however, is the technology available for use, and those tools can be both helpful and a danger.
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					Tony Southgate is the Founder of Ginger Pickle. The Norwich agency with expertise across the marketing spectrum. 

					T: 01603 339048

					E: hello@gingerpicklemarketing.com 

					Or visit gingerpicklemarketing.com
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					Defining your legacy with purpose and precision

				

			

			
				
					ESTATE PLANNING

				

			

			
				
					By James Graham, Succession Wealth

				

			

			
				
					It is not purely about assets. It is about purpose.

					A well-considered plan provides structure and certainty, enabling your intentions to be realised exactly as envisaged – a defining element of legacy.

					That’s why estate planning should be a cornerstone of considered financial advice. Because ultimately, it is not just about preparation; it is about ensuring that everything you have built is carried forward with purpose, precision and enduring impact.

				

			

			
				
					At Succession Wealth, we know that estate planning is not simply a financial exercise; it is an expression of insight. A considered, deliberate process that ensures your wealth, values and wishes are carried forward with clarity and control.

					True insight lies in acting early – combining acumen, knowledge and vision to shape not only what you leave behind, but how it endures.

					Structuring wealth with intent

					At the highest level, estate planning is an exercise in financial acumen, structuring wealth thoughtfully, ensuring it is protected, preserved and transferred efficiently.

					It moves beyond the simple division of assets, focusing instead on:

					•	Preserving your wealth across generations.

					•	Mitigating unnecessary tax exposure.

					•	Ensuring stability for those who depend on you.

					A carefully constructed estate plan allows your wealth to transition seamlessly. It minimises friction, avoids dilution and maintains control over outcomes.

					Clarity in complexity

					Estate planning requires more than intention, it demands knowledge. Understanding how legal structures, taxation, family dynamics and personal priorities intersect is essential to making informed decisions. A comprehensive plan may encompass:

					•	Distribution of assets in line with your wishes.

					•	Provisions for dependants and future generations.

					•	Strategies to manage tax and preserve wealth.

					Crucially, estate planning ensures your intentions are protected. In the absence of clarity, statutory frameworks take precedence, often failing to reflect the nuances of complex wealth structures.

					Vision: legacy beyond wealth

					Ultimately, estate planning is guided by vision and the goals your wealth is designed to achieve.

					•	How should your wealth support future generations?

					•	What values should it reinforce?

					•	What impact should it have?
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					James Graham is a Financial Adviser at Succession Wealth. For information on how Succession Wealth can help you ensure you have a robust financial plan, please get in touch.

					T: 07502 958984

					E: james.graham@successionwealth.co.uk

					Or visit successionwealth.co.uk

				

			

			
				
					
						This article is for general information only and does not constitute advice. The information is aimed at retail clients only. The Financial Conduct Authority does not regulate advice on estate planning. Succession Wealth is a trading style of Succession Wealth Management Limited, which is authorised and regulated by the Financial Conduct Authority. Financial Services Register number 588378. Succession Wealth Management Limited is registered in England and Wales at The Apex, Brest Road, Derriford Business Park, Derriford, Plymouth PL6 5FL. Registered Number: 07882611. MK26-299.
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				What is your go-to comfort food?

				Italian. You can’t beat a great bowl of pasta, good company and plenty of laughter around the table. 

				What temptation can’t you resist?

				Coffee, chocolate, a brand-new notebook and camera gear. Not necessarily in that order! 

				Where are you happiest?

				I’m generally a happy person, but there’s something special about standing on the Norfolk or Suffolk coast watching the sunrise or sunset. The sound of the waves has a way of putting everything into perspective. 

				What is your number one karaoke song? 

				I’d rather be behind a camera than behind a microphone! 

				At school, what were you good at? 

				Languages and drama, although I was a pretty good all-round student. I studied French, German and Latin. I also have a smattering of Spanish and am currently teaching myself Polish. I think being curious about people and different cultures has helped me connect with clients from all walks of life. 

				What would be your plan B as a career? 

				Probably interior design or event planning. I love creating spaces and experiences that make people feel something. 

				Which one luxury could you not live without? 

				Good coffee. And air conditioning in the car. I refuse to choose between them! 

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

				My grandad, because he died when I was young and I’d love him to see the woman I’ve become. My mum, just to see her beautiful smile one more time. And finally, Marilyn Monroe, because I’d love to know who she really was beyond the fame, and what really happened to her. 

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

				I’d need more than one trip! First, I’d travel back to the 1940s to photograph ordinary people living through extraordinary times. Then I’d head to Salem in 1692 during the witch trials. I have a degree in Early Modern History, so I’d love to witness that period and understand what really happened. Finally, I’d hopefully get out in one piece so I could spend an evening in a Harlem jazz club during the late 1930s, soaking up the atmosphere and listening to Ella Fitzgerald sing live. 

				How many attempts to pass your driving test? 

				Second time lucky!

			

		

		
			
				Most people know me as the photographer with bright pink and purple hair; someone with a camera always in hand and a love of telling people’s stories. Photography isn’t just my career, it’s how I see the world. I love finding small moments that others overlook and turning them into something that will keep memories alive forever. 

				Whatever I’m photographing, my aim is always the same: to create images that feel honest, natural and unmistakably true. For me, photography has never been about cameras. It’s about people. Every photograph starts with a conversation and ends with someone feeling seen. Describe yourself in three words?

				Colourful. Genuine. Creative. 

				What was your first job?

				Babysitting from the age of 13. And career-wise, as a receptionist in a local hotel. 

				What frustrates you?

				Lateness, unkindness and people who don’t keep their word. 

				How do you spend your leisure time? 

				Walking by the sea, reading, spending time with my family and grandchildren, and watching theatre shows and people. 
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					Insight, simplicity and brand sanity

				

			

			
				
					By Alex Cosham, Image Experiential

				

			

			
				
					and product to place and promotion, there can be agility, but there’s often an obsession with change for change’s sake. Revamps sound exciting and are often fuelled by an overzealous focus on – you guessed it – the latest insight. But tactics guided by strategic clarity and delivered with consistency are a far stronger bet.

					Today, we have more information than ever. Tomorrow, we’ll have even more. Accessing it all has also never been easier. That’s why we must go back to basics, and it’s easier with experts on your side who understand how a brand should work for a business.

					Brand consultancy is central to our work at Image Experiential. We wrangle insight overload into a comprehensive service that spans consultancy, creativity and capability. It comes down to understanding a brand and using those insights to shape strategy into a clear plan. 

					We call that ‘Brand Sanity’: efficient, actually insightful, helping your business grow. Simple.

				

			

			
				
					How do you stay sane while truffling through insights? Or maintain perspective around your business and where your brand fits into the market?

					In a world where more information is available faster than ever, insight shortage isn’t the problem; it’s knowing what to do with those insights.

					The answer lies in simplicity. 

					“Before you leave the house, look in the mirror and take one thing off,” as Coco Chanel might say.

					And what does the aforementioned fashion legend have in common with, say, a Prussian military theorist? (Aside from a snappy dress sense!) They both understood the importance of simplicity.

					“Simplicity in planning fosters energy in execution,” said the Prussian Carl von Clausewitz.

					“Simplicity is the keynote of all true elegance,” said the designer Coco Chanel.

					And they’re right. Good strategy is as much about what you are not doing.

					Embracing clarity

					Draining the pool of insights hones sharper, more effective tactics. Brand relies upon the memory of a largely disinterested (and likely overstimulated) customer. Clarity is crucial to being noticed, remembered and, if we’re lucky, purchased from.

					Start with the diagnosis. You need a map to begin your journey, where ‘X’ marks the insight – whether it’s something you like hearing about your brand or something you don’t. Diagnosis is the key to clarity. Consider your brand, but from the perspective of the customer not the director. 

					Diagnosis allows for a sharper, more effective strategy: a collection of clearly defined, measurable and time-bound objectives that bring the overwhelming world of insights into an actionable vision. They can be long or short-term, and focused on a specific product/service or the wider brand. Regardless, they must be a tight set of up to five strategic objectives that determine who you’re going after, what you want them to do and the intended impact on your business.

					Now, to tactics. Tactics take objectives into action. It’s how we move the needle. From pricing 
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					Alex Cosham is a Brand Consultant and Managing Director of Image Experiential

					T: 01603 408105

					E: alexc@image-experiential.co.uk

					Or visit image-experiential.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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				Chris Duke is a Business Coach at ActionCOACH North Suffolk & Norfolk. He helps business owners to create clear, written plans then stay accountable for putting them into action.

				T: 07917 185191

				E: chrisduke@actioncoach.co.uk

				LI: linkedin.com/in/chrismduke/

				Or visit business.actioncoach.co.uk/coaches/chris-duke

			

		

		
			
				Sometimes you have to slow down to speed up

			

		

		
			
				BUSINESS PLANNING

			

		

		
			
				By Chris Duke, ActionCOACH

			

		

		
			
				Every quarter, we come back for a 90-day plan, one or two priorities per team, no more, worked through with other business owners facing the same problems. You then have a week-by-week plan for the next quarter. 

				We repeat the whole thing every year, and the goals rarely stay the same size. Hit a target you set 18 months ago, and something shifts; sometimes it was never really about the car. The plan grows with you instead of sitting in a drawer.

				None of this requires a coach. It requires discipline, a wall you're willing to write on and someone willing to keep you accountable to those goals and plans (call it a superpower). The Norfolk businesses I watch stall aren't short on ambition. They're short on brakes. If you don't know where you're going, you'll end up anywhere.

			

		

		
			
				Why does a car have brakes?

				I posed this question in a recent workshop and can tell you that everyone gives the same answers: to stop, to slow down, for safety. These are all correct, but there's an even better one: brakes are what let you go fast. Take the brakes out of a car, and you wouldn't even get in it, let alone put your foot down. You need the ability to slow down before you can safely speed up. 

				That's what planning does for a business.

				As a business coach, I often have some version of the same conversation. I ask a business owner: "Do you have a business plan?" "Of course," they say. Then I ask: "Is it written down?" Long pause. That pause tells you everything. Plenty of people have a plan in their head. I see them a year later, and the plan is still exactly where it was: five years away. Nothing's moved, because nothing was ever fixed down on paper.

				A formula for success

				So once a year, I run what I call an ‘Alignment Day’ with clients (two or more days for larger businesses). It's the most important day of their year and the only acceptable excuses for missing it are that the business is on fire (literally) or someone's in hospital. On that day we build a plan across four areas.

				We start personal, not business: what do you actually want from this? The house, the holiday, the foundation, all costed and dated across one, three and five years. Then we work back to business goals: the turnover, the product lines, the team, the premises needed to fund that life. The business works for you, not you for it.

				Next comes an 18-month plan: Post-it notes arranged month-by-month, hire this person, launch that product, open that site. It goes on the wall. You see it every day.

				Last is personal development: to get what you want, who do you need to be? 

				We use a formula: Be × Do = Have.

				Most people only ever push the ‘Do’: more hours, more calls, more marketing. However, if you are not changing, then more ‘Do’ does not change anything. Sometimes it's a course, a book, a better question for your accountant. Small, not dramatic, but deliberate.
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				Turning a lifetime of insight into local impact

			

		

		
			
				By Karen Vincent, Big C

			

		

		
			
				Running my own business developed my resilience and resourcefulness, while accountancy training provided a strong foundation in strategic planning and problem-solving. Board and governance roles reinforced the importance of accountability and good decision-making, while serving as a trustee provided insight into effective charitable leadership and responsibilities that come with stewarding an organisation’s future.

				Elected office, Chair of Broadland District Council and later, Norfolk County Council deepened my understanding of community need, stakeholder engagement, as well as the importance of partnership working.

				However, it was personal tragedy that changed my perspective on life and deepened my sense of purpose. 

				These things combined are why leading Big C feels a natural culmination of my career, combining my professional experience with a cause that matters deeply to me.

				Stronger together

				Cancer affects every community and touches the lives of so many families across Norfolk. Big C provides vital support, information and care for people when they need it most. It’s an honour to carry forward the vision of our co-founders, the late David Moar MBE and Clive Bamford, whose own cancer journeys and determination shaped a charity that continues to change lives. I am equally privileged to lead a talented team whose expertise makes a meaningful difference every day.

				If my career has taught me one lesson above all, it’s that we achieve so much more when we work together. Real and lasting impact happens when people unite around a shared purpose. 

				As Norfolk’s business community continues to shape the future of our region, I would encourage leaders to use their skills, influence and networks to support the causes that matter to them. 

				Whether through partnerships, volunteering, fundraising or even small actions can create meaningful change. Together, we can achieve far more than any of us could alone.

			

		

		
			
				The best lessons of my career have rarely come from strategies, spreadsheets or board papers; they have come from people and from seeing how thoughtful decisions can change lives.

				Insight can come from unexpected places, shaped by experience, challenge and the people we learn from along the way. For me, that’s meant public service, running a business, elected office and working alongside people who care deeply about others.

				My career began as a junior within local government, where I first understood the value of public service and community impact. As responsibilities grew, I found myself leading a team of accountants, despite not being qualified yet myself.

				Determined to address that gap, I studied while working full-time and balancing family life to qualify as an accountant. That experience gave me far more than technical knowledge; it instilled humility and perseverance, as maths had never been my strongest subject.

				My role today draws on everything I have learned. From strategic planning and financial stewardship, to partnership working and community impact, each chapter of my career has contributed something different.
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					Karen Vincent is Chief Executive at Big C Cancer Charity

					T: 01603 964500 

					E: karen.vincent@big-c.co.uk

					Or visit big-c.co.uk
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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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				BRAND & DESIGN

			

		

		
			
				Knowledge is only useful if you know how to use it

			

		

		
			
				By Scott McKay, Focal Point Digital

			

		

		
			
				Building a brand

				The diagnosis stage is where knowledge really gets built, rather than assumed. We look at how a brand is genuinely perceived versus how its owners believe it's perceived, which are very rarely the same thing. That's the whole point of market orientation: putting your own bias to one side and getting a proper 180-degree view of how the market truly sees you. We test it through research, competitor analysis and honest conversations with customers and prospects. Because knowledge you haven't checked against reality isn't knowledge; it is assumption wearing a confident voice. 

				What we're usually looking for is a brand's position against four things that determine whether it grows: salience (whether it comes to mind at the moment someone is ready to buy), meaning (what choosing that brand says about the customer), differentiation (whether the value on offer is genuinely distinct) and availability (how easy the brand is to find, compare and buy from). Most businesses are strong on one or two of these and blind to the others. Knowing which is which, for a specific client in a specific sector, is the industry knowledge that actually moves the needle. Not general marketing theory, but a precise read on where the brand is weak and why. 

				That's also where vision earns its keep. Every strategy we build works toward a single unifying idea – a big brand campaign concept that captures why a business exists and what it says about the people who choose to work with it. But a big idea built on a shaky diagnosis is just a good-looking guess. The vision only holds up because it's carried by the knowledge underneath it.

				I'll put it plainly: if you're not building a brand, you'll have a commodity, and then you're competing on price not value. 

				The acumen to spot an opportunity and the vision to chase it both depend on the same unglamorous discipline: genuinely understanding your market before you decide what to say to it. That discipline, more than any single flash of insight, is what has shaped our growth at Focal Point Digital, and it's what we bring to every brand with which we work.

			

		

		
			
				When people talk about insight in business, they usually mean the big, dramatic moments: the gut call that saved a deal, the pivot that came from nowhere. In my experience leading photography, video and brand strategy at Focal Point Digital, insight rarely looks like that. It looks like knowing your industry well enough that the right decision stops feeling like a gamble. 

				We built our whole approach around that idea. Before any creative work begins, we run every brand through a sequential process: diagnosis first, then strategy, then tactics. It sounds obvious written down, but the order matters more than most businesses assume. A good strategy doesn't make up for a poor diagnosis, and a great campaign concept can't rescue a brand that was never properly understood in the first place. Skip straight to the tactics – the shoot, the film, the campaign – and you're building on sand, however good the pictures look.
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					Scott McKay is Managing Director at Focal Point Digital. Helping businesses clarify their positioning and build stronger brands.

					T: 01603 401191

					E: scott@focalpointdigital.co.uk

					Or visit focalpointdigital.co.uk
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				Designing a workplace that evolves with you

			

		

		
			
				By Tim Coll, TMJ Interiors

			

		

		
			
				One of the most important insights I’ve gained during my time in commercial interiors is that workplaces should never be designed solely for where the business is today. 

				When I first entered the industry, projects were often created with a fixed purpose in mind. Businesses had a clear structure, work patterns were relatively predictable and change happened at a much slower pace. That is no longer the case. Flexible working, evolving technology and changing employee expectations mean organisations are constantly adapting. Therefore, the most successful projects aren’t necessarily those that perfectly meet today’s requirements; they’re the ones that continue meeting a client’s needs as their business changes over time. 

				That has influenced how we approach every project at TMJ. We spend time understanding where a business is heading, providing a broader perspective that often leads to different conversations and, ultimately, different decisions. We want to create lasting value rather than short-term solutions, whether it’s through flexible layouts or joinery that can be repurposed in years to come. 

				For me, this represents the difference between knowledge and insight. Knowledge tells us how to deliver a project. Insight comes from understanding how a client’s business is likely to grow and making decisions today that will still make sense tomorrow.

				Things to consider 

				While workplace design is the context here, the principle applies to almost every business decision: how do you create something that remains effective as circumstances evolve?

				In my experience, there are five considerations worth keeping in mind.

				1.	Understand where the business is heading The most successful projects start with a clear understanding of future ambitions. 

				2.	Build in flexibility wherever possibleNo organisation can predict the future with certainty. Creating flexibility from the outset often proves far more valuable than planning for a fixed outcome.

			

		

		
			
				3.	Balance today’s needs with tomorrow’s opportunitiesIt’s important to solve immediate challenges, but not at the expense of future adaptability. 

				4.	Challenge assumptionsJust because something has always been done a certain way, doesn’t mean it’s still the best approach.

				5.	Think in lifecycles, not projectsWhether it’s a workplace, a process or a wider business strategy, considering how something may evolve over time often leads to more sustainable and effective decisions.

				These considerations have become increasingly important as businesses navigate rapid technological change, shifting employee structures and ongoing economic uncertainty. While the specifics may differ from one organisation to another, the need to plan for adaptability has never been greater.
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					Tim Coll Managing Director at TMJ Interiors

					T: 01449 740518

					E: info@tmjinteriors.com 

					Or visit tmjinteriors.com
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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 Norfolk Director Magazine seven years ago, as a sister publication to Suffolk 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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				Business decisions? Go with your gut feel!

			

		

		
			
				By Dave Courteen, Riverhills Health Club and Day Spa

			

		

		
			
				contrary, my gut feel was that after nearly a year of being locked up at home, people would be desperate to get back to their health clubs – a community where they had a sense of belonging.

				So, of course, looking back now I’m grateful that I trusted my gut on what was a fairly game-changing decision. Riverhills has gone from strength to strength over the last five years, despite some setbacks along the way, and is now a thriving part of the Mosaic business.

				Now, it would also be wrong to give the impression that every time I have gone with a gut decision instead of a data decision over the last 40 years, I have got it right. But I am convinced that your gut is a far more reliable and successful decision-making guide than just research and raw numbers on a spreadsheet. 

				So, let me encourage you to go with your gut too, and, of course, it would be remiss of me not to mention that if you were to be a member of Riverhills, then you would, most likely, have a much leaner gut to go with!

				And that can only be a good thing.
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				Next April marks the 40-year anniversary of Mosaic Spa and Health Clubs, the company that owns Riverhills, and which I set up in 1987 with my best mate from university. 

				The milestone, which does make me feel very old by the way, came up in conversation at a recent business networking event. I was asked what one piece of advice I would pass on to someone setting out on their entrepreneurial journey. It’s a challenging question and I considered a number of responses. But in the end, I landed on the fact that when it comes to the really difficult decisions, you should go with your gut.

				Like all industries, health club businesses rely on a lot of data. We look at member retention, sales conversion rates, member yield and the average lifetime of a member, as well as a lot of member satisfaction metrics. They are all important and relevant and can play a valuable part in deciding strategy. But data is only one part of the story, and business is so much more than just numbers.

				Seeing past the numbers

				We acquired Riverhills just as lockdown was coming to an end. It had been closed for eleven of the previous sixteen months, and the data would have suggested it was a risky decision. How many members would return? What would be the impact of the Joe Wicks phenomenon that saw everyone exercising at home? It seemed the demand for Peloton was growing and subscriptions for online fitness activity were too.

				Many ‘experts’ were predicting that the traditional gym membership model was dead and that to survive, gyms would have to offer an online fitness service as well as a physical building. A hybrid ‘bricks and clicks’ service was what everyone was told to strive for.

				None of the leading banks would lend us any money to buy Riverhills. They didn’t believe our data or projections, and we had to seek alternative funding sources to raise the capital required to buy the business. But, looking back, I never doubted for one moment that we were making the right decision. Despite all the data and research suggesting the 
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					Dave Courteen is MD at Riverhills Health Club and Day Spa. Riverhills is a premier health club and day spa offering a luxurious escape for those seeking health, wellness and relaxation.

					T: 01473 463262

					E: feedback@riverhills.co.uk 

					Or visit riverhills.co.uk
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				I'm a web designer, developer and photographer based in Lowestoft on the Suffolk coast. I build websites, from hand-coded sites to modern platforms, and photograph everything from music festivals to boardrooms. Being a single supplier for both is my thing: one person, one vision, no juggling agencies. My clients range from small businesses to arts organisations and government departments. 

				How would you describe yourself at 18?

				I was at art school and absolutely convinced I was going to be a painter. I was experimenting with abstract and impressionist work, even a bit of sculpture. Then I walked past the computer room and spotted an early Macintosh SE. I discovered I could do typography on it, creating fonts and layouts (which would look terrible now), and mixing them with pen drawing. I was making art with type, and that was that.

			

		

		
			
				What inspired you to start your own business?

				Redundancy, if I'm honest. I'd spent 18 years in London, working through two blue-chip agencies on clients like Marks & Spencer; I even helped redesign the Toblerone packaging at one point. Later, I built the publishing system for the Bloody Sunday Inquiry, which ran for 13 years and pulled me deep into the technical side of design. When redundancy arrived, I had the skills, a handful of loyal clients and no more excuses. I've never looked back. 

				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.	Take more risks; nothing comes easy, so push yourself. 

				2.	If a project looks wonderful but your gut says something is off, ignore the money and walk away. The gut is always right. 

				3.	Stop watching everyone else. You can lose weeks studying trends and other people's work, when you should simply be getting on with your own. 

				What are the biggest lessons you have learnt professionally?

				Keep learning. The tools never stop changing, but curiosity carries you through every shift. Another lesson is that word of mouth builds everything. Do good work and be straightforward to deal with, and the phone keeps ringing. 

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

				A restaurant asked me to create their whole identity: logo, signage, wine bottle labels, menus, website, the lot. The work was fresh, the client loved it, and I was rather pleased with myself. However, they had been flaky from day one and I ignored the signs, so I spent months chasing invoices. The lesson? The red flags are always waving at the start. 

				What are your ambitions for the future?

				More storytelling projects. I'm currently building an interactive microsite for a wonderful English Baroque music organisation, blending design, technology and narrative, and that is exactly where I want to be. On the photography side, more portrait work and more music events. The two halves of the business feed each other, and I intend to keep it that way. 

				What does the future have in store for you personally?

				Travelling with my wife, Helen. We love Italy, and some of my best street and architectural photography has come from wandering through Italian cities with a camera in hand.

			

		

		
			
				LESSONS I HAVE LEARNT

			

		

		
			
				
					Adam Barnes

				

			

			
				
					Lessons I have learnt
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					Web Designer, Developer and Photographer, Platform Ticket Ltd
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