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				Hello and welcome to the Autumn/Winter issue of Suffolk 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 David Scrivener, Regional Managing Director at Azets. His years of experience in corporate finance and accountancy already provided a wealth of valuable knowledge around mergers and acquisitions, but then he guided Ensors through its own buyout. Now he can share insights from both sides of the process – a powerful tool for anyone navigating the sale or purchase of a business.

				Also, in this issue…

				Callum Howard from Limitless Film & Media shares the valuable lessons he has learnt on his business journey, Steve Heathcock from Auditel explains how a new structural change to energy pricing will affect businesses, and we put Holly Tonge from Brightfinch 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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				At school, he enjoyed maths and always found numbers easy, but his true passion was for sport and he certainly never saw accountancy in his future. It was only an old-fashioned copy of the Yellow Pages that led to his now successful life as an accountant and business leader.

				Looking back, he says: “Having established early on that professional sport was beyond me, I genuinely had no idea what I wanted to do. So, I just sort of fell into accountancy. 

				“Fortunately, I quickly realised it was a career that I enjoyed and actually, I was quite good at it.”

				He is being modest. 

				Having started at the age of 18 as an accountancy trainee, he became chartered in 2002 and now holds the unique dual qualification of the 

			

		

		
			
				Sometimes people choose a career at a young age knowing that it suits their talents, but sometimes it’s the career that finds the person. Such is the case for David Scrivener.
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					“It’s so exciting that we are now fully part of Azets, and our ambition is to become the largest provider of accountancy services in the eastern region.”
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				ICAEW Corporate Finance and Joint Insolvency Examination Boards. He later co-founded the Corporate Finance Team at Ensors, before becoming Partner at 29, then the youngest Managing Partner ever elected just a few years later. In that role, he led the firm through Covid and laid the foundations for further growth – investing in people, teams, services and property. And we haven’t even mentioned that he also won ‘Dealmaker of the Year’ at the Emerging Leaders M&A Awards in 2017. 

				Most recently, he has used his wealth of knowledge and experience to co-ordinate the firm’s own acquisition by Azets, seeing Ensors become part of something much bigger while ensuring the maintenance of high standards and shared values. 

				“Quite good” indeed.

				So, any leadership insights to share?

				“It’s important to know the detail. If you know the nuts and bolts of how a business runs, then it’s far easier to manage. Starting as a trainee all those years ago, I gained a lot of that knowledge along the way.

				“You also need to be connected to your business community, because the people you meet early on 
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				at networking events often become local business leaders. 

				“Most importantly, make sure you do the right thing by your colleagues and the business, always.”

				Where it all began

				David was born in 1979 (the year after Ipswich Town won the FA Cup, he is keen to add) and grew up in Ipswich with his parents and older brother, Matthew. Both boys, he says, were “super competitive” and “typically sport mad”.

				“We drove our parents crazy playing football and cricket in the back garden and would often be banished to the park to save the lawn,” he remembers smiling.

				At school David’s passion for sport continued, and he also enjoyed art and design. Maths was, unsurprisingly, his favourite academic subject, though he reluctantly admits that at A level, it was his worst grade. 

				“I am definitely good with numbers, but I genuinely found maths A level very difficult,” he recalls. “Fortunately, very little of what I learnt for that exam is relevant to what I do now; working out the area under a curve just isn’t that applicable to be honest! And, actually, education isn’t just about qualifications; learning how to get along with people from different backgrounds and gaining emotional intelligence are, in my view, much more important.”

				And speaking of connecting with others…

				It was at Northgate Sixth Form that David also met Karina, the woman who would eventually become his wife. They sat opposite each other in class and, in fact, she claims to have saved him from failing his maths exam completely.

				“And she’s probably right, to be honest,” he says wryly. 

				Starting out

				In 1997, having completed his A levels in maths, computer science and business studies, David still had no idea what he wanted to do, and a careers adviser suggested he write to lots of different companies to see if they had any vacancies. 

			

		

		
			
				He grabbed a copy of the Yellow Pages and got started.

				“I didn’t get beyond the letter E,” he smiles. “I wrote to Ensors and, though they weren’t taking on trainees at the time, they invited me in for an informal conversation with the HR Manager. A few weeks later I was offered a job.”
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					“Make sure you do the right thing by your colleagues and the business, always.”
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				Next steps

				After two years in auditing, David decided it was time for a change.

				He says: “I had been doing well in that department, and I had some quite significant responsibility for my age, but I really wanted to be an adviser; I wanted to add value. So, when an opportunity came up to co-launch the new corporate finance team, I decided to take a risk and jump ship. 

				“It turned out to be a great career move.”

				Leading the way, David and his colleague Adrian Mole (great name!) quickly established a strong base within mergers and acquisitions. Then, when Adrian left shortly after, David took over his role and went on to build a great team of talented people, leading them for the next 20 years and increasing the department’s revenue by 15 times over that period. That team has since been ranked as one of the most active M&A advisers in the East of England, winning numerous awards along the way.

				He says that the key to that success was a focus on listening to the client, understanding their goals and taking the time to discover how each business works.

				“And you definitely have to understand the emotion involved,” he adds. “Often the clients we’re working with have been running their business for decades, and they have this one opportunity to sell it – that can be quite emotional. I know because I have just been through it. 

				“Transactions bring uncertainty for people, and one of my biggest jobs is to try and help smooth the process and give people reassurance.” 

				Family life

				But life wasn’t all about work during those years.

				David and Karina (also an accountant) had been together since those difficult maths classes in Sixth Form, then, shortly before they moved into their first house in Kesgrave, David proposed, writing the all-important question in the sand at Sheringham. 

				“I often think I should have picked a warmer beach,” he laughs.

				Nevertheless, Karina said yes, and the couple were married at Westerfield Church in 2005, before a horse and carriage took them to Fynn Valley Golf Club for the reception. 

				(Interesting fact: David had broken his wrist playing football a few 
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				Having secured the role, the first stage of his training was a Level 4 apprenticeship, which took two years and was a combination of exams and work experience. Learning from the ground up, David started by helping clients prepare their annual accounts. This usually meant sorting through boxes of paper invoices, receipts and bank statements, then putting together the figures required to show the profit or loss for the year.

				“It could take weeks to go through everything,” he explains. “But that kind of basic exposure was a great way to learn and the best grounding that you could ever get. And you need that ability to understand what’s going on or you’ll struggle with more complex areas later on.”

				After his initial training, David moved into auditing to gain some corporate experience while he completed his Chartered qualification. At just 22 years old, he was talking to the financial leaders of companies across a range of industries, eventually leading audits and being out on site; gradually developing an intuition for problems and errors that is still useful today.

				He qualified as a Chartered Accountant in 2002.
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				months earlier but delayed an operation to repair it so he didn’t have to wear a plaster cast on his wedding day. In fact, the break was only treated after they returned from honeymoon in Mauritius. Now, that’s true dedication to your nuptials!)

				After six years of marriage, the couple welcomed their first daughter, Isabelle, but it had been a tough six years for David and Karina. While they had been eager to start their family, the journey to parenthood was not an easy one for them. 

				“It didn’t work out for us from a family perspective for quite some time,” David explains with understandable emotion. “We had quite a lot of miscarriages between the early days of marriage and Isabelle arriving, and we had all sorts of medical intervention during that time – so it was hard. Eventually, we got to the point where we thought: it’s just not going to work for us. So, we decided to go travelling instead and took an extended break to New Zealand. And while there we reset and decided to stop all treatment. 

				“Then Isabelle came along.

				“We don’t know why it happened at that point, and I’m really careful not to oversimplify things because, though not many people talk about it, those kinds of difficulties happen a lot and everybody’s situation is different. 

				“And our experience has given me a very personal insight into that journey and an empathy; an understanding that you don’t always know what people are going through.

				“For example, one of the first things you tend to ask when networking and trying to learn about someone, is: have you got family? I know that can be painful if it hasn’t worked out for you.”

				Happily, their second daughter, Clara, was born in March 2015, making their family complete. 

				Today, they still live locally, and David describes Karina as “the glue that holds the family together”.

				“I couldn’t do all that I do, and the kids couldn’t do all they do, without her constant support,” David says fondly. “She is an amazing mum and an amazing person as well.”

				Moving up

				At the age of 29, David was made an equity partner, becoming a part-owner of Ensors and member of 

			

		

		
			
				the board. He had gained a wealth of knowledge about how to run a business over the years, but he was still relatively young for the role, and it was a big move to invest capital and lose the security of a guaranteed salary.

				And the first few years were challenging. 

				It was 2008 and the financial crisis had left corporate finance struggling as the banks stopped lending, loans were called in and the markets went into steep decline. So, they diversified into forensic accounting, and David took on fraud cases and shareholder disputes, and later appeared in the High Court as an expert witness. 

				Over the next few years, things improved.

				And in 2016, at just 36 years old, David was elected as Managing Partner.

				“I was still relatively green to be honest,” he smiles. “It probably happens in all industries, but it’s very acute in professional practice. You tend to get promoted because you’re good at your job, then the higher up an organisation you get, the more you end up managing people. I’m not sure I was ready for that.

				“It was also quite a strange dynamic at Ensors, because the Managing Partner was an equal shareholder, so you’re the boss, but there are 14 other shareholders that are also the boss. Managing that collection of equals takes a careful blend of democracy and empathy, together with the drive to make things happen.”

				In that leadership role, David saw the firm through the pandemic in 2020, navigating the restrictions while Ensors remained as busy as ever.

				Coming out of that unprecedented period, he decided it was also a good time to reassess his career. He needed to decide if he wanted to carry on as a leader or step back and do what he was trained to do; what he felt he was really good at. 
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				In 2021, he went back to full-time corporate finance, where he could help people with life-changing decisions. And that’s where he stayed for three years, until the opportunity to become part of something larger presented itself.

				New opportunities

				The partnership model at Ensors had worked well, but it eventually came to the point where its lack of scalability was restricting the growth of the business. If they wanted to move forward, they would have to make a change. The firm had been approached by potential buyers many times over the years, but now it was time to seriously consider their options.

				“We identified that we wanted to be part of something bigger, to open up more opportunities for our people and enhance our client offering,” David explains. 

				In 2025, they decided Azets was the perfect fit. Why?

				“Ultimately, we chose the one we thought was right for the business and right for our people.

				“When you look at the values of Ensors and you look at the values of Azets, they are the same. For example, Ensors has always prioritised training and Azets has a very similar ethos. Now we have more than 1k apprentices nationally and we are almost like a mini university.

				“We also just really liked them,” he adds. “And the leadership team at Azets was running a firm just like Ensors not that many years ago, so there was a shared experience there.” 

				They agreed heads of terms in March 2025, and over the next five months David took charge of the transaction and delivered the sale. It was a challenging time with confidentiality an important factor during the due diligence stage and some uncertainty for staff, but part of the deal was ensuring that there was a solid plan in place for both clients and employees. 

				They completed in August that year.

				Today, David is Regional Managing Director, running the six East of England offices and leading the continuing integration of the two companies, including the recent retirement of the name Ensors and rebranding as Azets.

				So, what’s next?

				“It’s so exciting that we are now fully part of Azets, and our ambition is to become the largest provider of accountancy services in the eastern region.

				“It isn’t just about scale though. Because we are now part of a top 10 firm, it is possible for us to provide a wider range of services, delivered locally by people who know this community – I want to lead that vision.

				“But actually, while I have got loads of ambition and I want to continue to do well in my career, my biggest goal is to be present for my girls – maybe because they were so hard to come by. Seeing my kids grow up to be two completely different but amazing young women is my greatest achievement. I never stop being proud of them and never hide from the fact that they are my ultimate priority in life.”

				www.ensors.co.uk
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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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				By Gary Rayner, AnyIT
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						Gary Rayner is Founder and Managing Director at AnyIT. For a 15-minute chat with him about IT support for your business, please book a slot by visiting the website. 

						T: 01449 798088

						E: info@anyit.com 

						Or visit anyit.com
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				clone someone’s voice. An employee could receive a telephone call that appears to come from the chief executive, asking for an urgent and confidential payment. A supplier might seemingly call to change their bank details. 

				The voice may sound right. The language may feel familiar. The caller may even know the names of colleagues and current projects.

				Real-time deepfakes take this further. 

				Attackers can potentially join a video call looking and sounding like someone you know. 

				“I spoke to them directly” is no longer the reassurance it once was.

				Pause and question

				So, what should directors do?

				The answer is not to expect every employee to become an AI expert. It is to make sure your processes do not depend on recognising a fake.

				Significant payments, password resets and changes to bank details should always be confirmed through a second, trusted channel. Use contact details already held by the business, not those supplied in the message. Consider dual approval for payments, agreed code words for unusual requests and a clear way for employees to raise concerns.

				Most importantly, give people permission to pause.

				Fraudsters create urgency because urgency stops us thinking. Employees must feel able to question an instruction, even when it appears to come from the most senior person in the organisation.

				Directors should also think carefully about the audio, video and business information they share publicly. It may be useful to customers and colleagues, but it can also provide the raw material for impersonation.

				This is why I created ‘Quick Take Tuesdays’: short, practical briefings that cut through the noise around AI, identity and cyber risk, and focus on what leaders need to know and do.

				AI has not made trust obsolete. But trust alone is no longer enough.

				Verify first. Act second.

			

		

		
			
				We have all learned to be suspicious of phishing emails. Check the sender. Look for spelling mistakes. Be wary of urgent requests. But what happens when the email is perfectly written? What happens when the person asking you to transfer money sounds exactly like your managing director – and is speaking to you in real time?

				AI is changing identity impersonation.

				Criminals can now create convincing emails that copy the language and style of a director, colleague, supplier or adviser. They can use information from company websites, LinkedIn and social media to make the message personal and believable.

				And it does not stop at email.

				With only a short recording, perhaps taken from a webinar, podcast or social-media video, AI can 
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					ACCOUNTANCY

				

			

			
				
					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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				What temptation can’t you resist?

				Squeezing in an extra excursion or event. It might lead to minimal downtime, but I will always make the logistics work.

				Where are you happiest?

				At a live gig. I love everything from pubs with live bands to festivals. The atmosphere, the music and the energy always make me happy.

				What is your number one karaoke song? 

				None! I can’t sing, so I do my best not to subject anyone else to the experience. I stick to what I am good at. 

				At school, what were you good at? 

				Getting away with not going to school! And geography, in which I received an A, much to my school’s surprise. 

				What would be your plan B as a career? 

				Originally, it was the British Antarctic Survey. I have a degree in geoscience and always imagined I’d end up in Antarctica. I’m still hoping Antarctica and I will cross paths one day. 

				Which one luxury could you not live without? 

				Having spent most of my life travelling on a budget, I’d now struggle to give up business flights, airport lounges and a good hotel. I didn’t appreciate them until my forties, but they’re a game changer.

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

				The three worst world leaders of our time. It would either be a fascinating conversation or a spectacularly awkward dinner, but I’d like the chance to challenge them on a few things. 

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

				I’d go back to ancient Mesopotamia to witness the dawn of civilisation. I’d love to see how people lived and discover just how much we still have in common.

				How many attempts to pass your driving test? 

				First time, when I was 17. If only getting a pilot’s licence were as easy! It would be much more help to me these days.

			

		

		
			
				I’m a firm believer that life is too short to stand still, and I’ve never been very interested in following the expected path. Adventure, curiosity and new experiences have always been what motivate me, whether that’s hiking in remote mountains, exploring a new country or saying yes to opportunities that most people would overthink. 

				Which makes it slightly ironic that I’ve spent the last two decades building businesses in customs and international trade, one of the most regulated and compliance-driven industries imaginable. Describe yourself in three words?

				Impulsive, driven and loyal. 

				What was your first job?

				Rolling Stock in Martlesham, where I sold and repaired skates. I also worked as a skate marshal at the rink.

				What frustrates you?

				A lack of initiative. Whether it’s in business or everyday life, I appreciate people who think for themselves and are willing to solve problems rather than simply pointing them out. 

				How do you spend your leisure time? 

				Travelling and hiking are my biggest passions, and I spend as much time as I can exploring mountain destinations with friends. I have recently returned from Kyrgyzstan. When I’m home, you’ll find me trying to master pottery throwing, with varying degrees of success.

				What is your go-to comfort food?

				Pancakes, ever since I was a child. I’ve now learned how to make them sound a little more sophisticated at dinner parties by serving crêpes Suzette...and setting them on fire.
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				SHARING EXPERIENCE

			

		

		
			
				What data and AI still need from you

			

		

		
			
				The best outcomes tend to come from clients who are open to that and treat it as evidence worth weighing, not just an outside opinion. 

				Where we think this is heading

				AI is changing a lot of this, and we think that’s a good thing. We use it ourselves day to day, and increasingly in how we work with clients too. It’s making data faster to process, patterns quicker to spot and reporting far more accessible than it used to be.

				But it doesn’t replace the part that actually matters, which is knowing what a specific business needs. If anything, it raises the value of that. 

				As the tools get better, the businesses that stand out will be the ones that pair them with a real understanding of the business in front of them. 

				That’s the direction we’re building toward, and we think it’s an exciting one.

			

		

		
			
				Before we can put a business on HubSpot, launch a campaign or fix a workflow, we need to understand that business properly. How it operates. How departments hand work between each other. What’s in the tech stack, and how data moves through it. What makes it different from the business next door? 

				None of that is background reading. Knowing an industry is what makes advice useful.

				We work across a wide range of sectors: insurance, health tech, facilities management, professional services and others. That’s not a coincidence; it’s a deliberate part of how we operate. The more industries we understand, the more patterns we can spot and the more useful we are to the next client in that space.

				Because insight, for us, has two directions. It shapes the advice and the build for the client in front of us, and it builds our own understanding of that sector for the next one. A case study from a facilities management client teaches us something about facilities management generally, and that knowledge shows up again the next time we’re working with a client in that world.

				Working across industries this way isn’t just breadth for its own sake. It’s how the advice stays sharp.

				A combined approach

				Data gives you the evidence, but it’s insight that tells you what it means.

				Every business we work with has its own way of doing things, and there’s usually a good reason behind it. Processes get built up over years, often for reasons that made complete sense at the time. Our job isn’t to dismiss that. It’s to look at what the data and our experience across similar businesses are showing, and to be honest when a different approach would serve them better.

				That’s a harder conversation than it sounds. It means being confident enough to say “we’d recommend X instead of Y” even when X isn’t what the client expected to hear. We can only have that conversation because it’s backed by something real (patterns we’ve seen play out across other businesses) not a hunch. 

			

		

		
			
				By Matt Freestone, Unmatched
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				By Sohan Sidhu, Ellisons Solicitors

			

		

		
			
				and an understanding of an immigration system that continues to evolve. Changes to the Skilled Worker route, including revised salary thresholds and higher English language requirements, have altered the options available to employers. Recruitment strategies that were entirely achievable a year ago may now need to be reconsidered.

				One case has stayed with me. A business identified an experienced engineer with exactly the technical expertise it needed. The commercial case was compelling, yet changes to the Immigration Rules meant the appointment could not proceed. It was disappointing for everyone involved, but it reinforced an important lesson. Identifying the right candidate is only part of the process. Understanding the wider framework is just as important.

				Planning ahead 

				Over the years, one pattern has become clear. Businesses rarely regret starting these conversations too early. Far more frequently, they wish they had started them before recruitment became urgent.

				The same thinking applies once someone joins the organisation. Employers with sponsor licences take on continuing responsibilities, and Home Office compliance activity has increased significantly. The businesses that manage this most effectively do not see compliance as a legal exercise; they treat it as part of good governance, alongside financial controls, cybersecurity and health and safety. In doing so, they place themselves in the strongest position to retain access to international talent when they need it.

				The Government remains committed to reducing net migration and further very significant changes to the immigration system are in the pipeline. Businesses cannot control those decisions, but they can control how well prepared they are to respond. The most resilient organisations identify capability gaps before they become barriers to growth, seek advice early and keep their options open.

				The Immigration Rules will continue to change, as they always have. Business priorities will evolve too. What will not change is the importance of finding the right people to help build successful organisations.

			

		

		
			
				Every business leader reaches a point where recruitment stops being an operational challenge and becomes a strategic decision.

				The immediate priority may be filling a vacancy, but the bigger question is whether the business has the capability it needs to achieve its ambitions over the next three, five or even ten years. That calls for more than a successful recruitment campaign. It calls for foresight.

				In my experience, businesses rarely begin by looking overseas for talent. They advertise, work with recruiters, invest in developing their existing people and draw on their networks. Only after those avenues have been explored does a different question emerge: if the expertise our business needs cannot be found locally, where else should we be looking? That is the point at which immigration becomes less about legislation and more about business planning.

				However, recruiting internationally is rarely the simplest option. It requires investment, preparation 
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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.

			

		

		
			
				INTERIOR DESIGN

			

		

		
			[image: ]
		

		
			
				[image: ]
			

			
				[image: ]
			

			
				[image: ]
			

			
				[image: ]
			

			
				
					[image: ]
				

				
					
						GET IN TOUCH

					

				

			

			
				
					Tim Coll Managing Director at TMJ Interiors

					T: 01449 740518

					E: info@tmjinteriors.com 

					Or visit tmjinteriors.com

				

			

			
				[image: ]
			

		

		
			
				SUFFOLK DIRECTOR Autumn/Winter 26 | 15

			

		

		
			[image: ]
		

	
		
			[image: ]
		

		
			[image: ]
		

		
			[image: ]
		

		
			[image: ]
		

		
			
				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.
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					What is the best marketing tool?
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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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					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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					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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				The most obvious target is rarely the threat

			

		

		
			
				By Connor Whiting, Motion Wave Digital

			

		

		
			
				Businesses run the same hierarchy, but often they have quietly reversed it.

				How the order got inverted

				In 1975, a British economist named Charles Goodhart observed that any statistical regularity will tend to collapse once pressure is placed upon it for control purposes. 

				That became known as ‘Goodhart’s Law’, and, put more simply, it means that once people are judged or rewarded based on a short-term goal, they will change their behaviour to improve that result – often in ways that undermine the overall strategy.

				For example…

				Marketing tactics are reported daily, with clear and attributable numbers: reach, clicks, cost per acquisition and return on ad spend. Set against these are the less visible indicators of the business’s actual condition: whether buyers can find you, whether they think of you first and whether you can hold your price under pressure.

				And in any organisation, the function that can show its numbers fastest wins the budget argument.

				Win that argument for enough consecutive quarters, and you are no longer reporting to the strategy. The strategy is reporting to you.

				Two companies, one cordon

				Nike is the clearest recent example. 

				In 2020, it reorganised its marketing around a data-driven and digitally led strategy, and accelerated its shift towards direct-to-consumer retail. Digital sales grew. Direct margins looked handsome. 

				Everyone was looking at the bomb in front of them.

				Meanwhile, outside the cordon, the brand was becoming harder to find on a shelf and arguably, less present in consumers’ minds. 

				On June 28, 2024, the market repriced the consequences of that strategy in a single session; the largest one-day loss in the company’s history. 

				Less than three months later the board brought back a thirty-two-year company veteran, and the share price rose around eight per cent before he had made 

			

		

		
			
				In bomb disposal, the device you can see is rarely the one that kills you.

				It is often there to hold your attention while the real threat sits outside the cordon. That is not a figure of speech. The obvious device is frequently there to be found; it is placed to focus every pair of eyes in the area on a single point. 

				Sometimes you have just done precisely what somebody intended you to do.

				Many businesses have built their entire marketing function on the same principle and call it a ‘dashboard’. But coming from a background in bomb disposal, I was trained to resist that. 

				Instead, there was a common understanding: strategy sets what the campaign is for, objectives are what need to be achieved to get there, and tactics are what you do this afternoon. That order is not administrative housekeeping. It is the mechanism that stops the one thing directly in front of you from becoming the entire war. Tactics serve objectives. Objectives serve strategy. It only functions well in one direction.
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				a single decision. Investors were responding to the prospect that the ‘dashboard’ would once again inform strategy rather than define it.

				The next example, Airbnb, took a different approach. 

				In 2020, in response to the pandemic, CEO Brian Chesky suspended most discretionary marketing, including a $540.5 million reduction in performance marketing spend. And before Airbnb resumed that investment, traffic had already recovered to 95 per cent of its 2019 level. That revealed something important. Much of Airbnb’s demand was arriving without paid acquisition, because the brand was already embedded in people’s minds. 

				Same error, opposite polarity. 

				One company could not see what it was destroying. The other could not see what it already had. The difference in outcome was not creative quality, channel mix or budget size. It was command: whether anybody in the building had the authority to look away from the obvious device.

				Putting the order back

				The question for a director is not whether marketing is measured. Of course it should be. And anybody arguing otherwise is selling something.

			

		

		
			
				The real question is around direction of travel. Do the tactics report to the strategy, or has the strategy started reporting to the tactics?

				There is a fast diagnostic. 

				Write down every metric discussed in your last three marketing reviews. If all of them describe activity-reach, engagement, clicks and cost per acquisition, but none describe the asset – whether buyers can find you, think of you first, pay your price – then the ‘dashboard’ is in the chair, not you. 

				Goodhart’s warning was never that measurement fails. It was that measurement succeeds. It reshapes whatever you point it at, patiently and efficiently, until the number is thriving. The measure always wins. 

				And that is precisely why it must never be given command.
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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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				Why good leadership starts with listening

			

		

		
			
				By Lynn MacDonald, Prettys Solicitors

			

		

		
			
				Listen and learn

				The legal profession is evolving rapidly, as are the sectors with which we work. Our role is no longer simply to respond when problems arise. Increasingly, we are helping clients prepare for what comes next. That requires curiosity, continuous learning and a commitment to understanding the changing landscape in which businesses operate.

				For me, insight is ultimately about people. It is earned through relationships, strengthened by listening and demonstrated through decisions that create confidence and long-term success.

				No leader has perfect foresight, but those who remain curious and are willing to see challenges from different perspectives are far better equipped to navigate uncertainty.

				In a world where change is constant, insight may well be one of the most valuable qualities any leader can develop.
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				In business, people often assume leadership is about having the answers. My experience has taught me something different. The most effective leaders are those who ask the right questions, listen carefully and have the insight to turn knowledge into action.

				But insight isn’t something you acquire overnight. It is built over time through experience, successes, setbacks and the willingness to keep learning. Every challenge presents an opportunity to understand people, markets and businesses more deeply. Those lessons become invaluable when difficult decisions need to be made.

				Above and beyond

				As CEO of Prettys Solicitors, I have seen that legal advice is most effective when it goes beyond the law itself. Because our clients rarely come to us with purely legal questions. They are making commercial decisions, managing risk, protecting their people or planning for growth. To support them properly, we need more than technical expertise; we need to understand their industry, their ambitions and the wider pressures they face.

				That commercial insight is what enables trusted advisers to add real value. It allows us to anticipate issues before they arise, identify opportunities that others may miss and provide advice that is practical as well as legally sound.

				Of course, insight is not about instinct alone. 

				Good decisions are informed by evidence, experience and collaboration. Data plays an important role, but so do conversations with colleagues, clients and professional networks. Some of the best decisions are made by combining facts with judgement, challenging assumptions and remaining open to different perspectives.

				Leadership also requires vision. 

				It can be easy to become consumed by today’s challenges, but sustainable businesses are built by leaders who continue looking ahead. Whether that means embracing new technology, investing in people or adapting to changing markets – the ability to see beyond immediate pressures is essential.
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						Lynn MacDonald is CEO at Prettys Solicitors 

						T: 01473 298254

						E: lmacdonald@prettys.co.uk

						Or visit prettys.co.uk
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					Tim Odusami is Founder at Flowchest 

					T: 07447 915340

					E: tim@flowchest.com

					Or visit flowchest.com
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				OPERATIONS & PROCESS

			

		

		
			
				Is your knowledge too people-based?

			

		

		
			
				By Tim Odusami, Flowchest

			

		

		
			
				standard operating procedures (SOPs), manuals and PDFs. But documentation isn’t necessarily the same as usable guidance. 

				So, the question is perhaps not whether your business has documented its knowledge; it is whether your people can use it when and where they need to.

				When someone is standing beside a machine, handling a product or carrying out an unfamiliar task, they don’t necessarily need another 40-page manual – they need to know what to do next.

				That is where operational knowledge needs to change.

				The right tool for the right job

				What if an employee could stand at a workstation, scan a QR code and immediately access the exact process they need? Short, clear steps. Visual guidance. The right tools and materials. No searching. No waiting for someone to become available.

				That is the thinking behind Flowchest, a Suffolk-built platform designed to turn existing processes, SOPs and operational knowledge into simple, step-by-step digital guidance.

				The aim isn’t to replace experienced people; it is to make their knowledge easier to share, repeat and retain. And for operational leaders, that can mean less interruption, faster onboarding, more consistent processes and greater resilience when key people aren’t available.

				Flowchest is now looking for a small number of Suffolk manufacturers, engineering businesses and operational teams to become founding operations partners. If you have a function that currently depends too heavily on one person, we’d like to hear from you.

				Give us one process. 

				We’ll show you what it could look like.

			

		

		
			
				What happens when the person who knows how to do it isn’t there? 

				The engineer who knows exactly how to fix the machine. The production supervisor everyone goes to when something goes wrong. The experienced operator who can train a new starter simply by showing them how it’s done. Those people are invaluable. But there is a hidden risk when too much operational knowledge lives with individuals rather than within the business. What happens when they are on holiday? When they leave? When you need to onboard ten new people rather than one?

				For many businesses, the answer is surprisingly familiar: someone stops what they are doing and explains it again. And it might only take five minutes. But multiply that across a team, across shifts and across hundreds of processes, and the cost becomes significant.

				There is another problem. Businesses often believe their processes are documented because they have 
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				Are you a Suffolk business?

				Do you have a process that relies too heavily on one person? We’re looking for five founding operations partners. If you think Flowchest could help your business, scan the QR code for more information.
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				Is technology putting your business at risk?

			

		

		
			
				By Billy Brundle, TwoPointZero IT

			

		

		
			
				non-negotiable. Then there are passkeys, fingerprint identification and other things you can do. 

				That’s where we come in. 

				And that is why we look at your business as a whole - what you do day-to-day, what programs you use, how you use them - and we build a strategy from there. We even run penetration testing where we try and hack the system to identify weak points. And we can look at educating your employees by running phishing simulations and providing ongoing training.

				Of course, the landscape is constantly changing and we need to keep pace with it, so we stay up to date with our training too, and we go to industry events to see what the future holds for IT.

				That way, we can keep building our services and provide valuable insights to keep clients protected.

				We know it can be scary, but we are here to help. 

				Let’s start the conversation. We might just click…
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				As a managed service provider, we provide IT support and solutions for businesses large and small, across Suffolk and beyond. And in my many years of experience, the biggest insight I have gained is that you can’t have a ‘one size fits all’ approach. Each business and each client is unique, with different needs, rules, regulations, financial resources and strategies. 

				So, our relationship doesn’t start with an estimate for the work, it starts with a conversation. 

				Before we talk about anything to do with technology or IT, I ask them about the business: what they do, who they deal with, what they already have in place and what they want to achieve. That’s how we build up a complete picture and make use of technology in the best way possible. We have to work backwards with what they’ve got, what they need, what’s most important - and build it up from there.

				But that’s just the first step. Then we need to make sure that it is being used in a secure way.

				Staying cyber safe

				Cyber security is a huge part of what we do for clients.

				In fact, sometimes our first contact is when a company has had a cyber-attack and all hell has broken loose! But prevention is better than cure.

				So, how can you protect yourself?

				The biggest risk is through people not using IT effectively. We can put protections in place, but if you’ve got a member of staff who isn’t doing things correctly, then that’s putting your business at risk.

				Ask yourself: are the correct permissions in place for external employees using SharePoint or other online platforms? Is confidential data being managed properly? If someone clicks on a dodgy email link and opens the door for a virus, how is that going to impact your business? 

				More recently, it could even be that someone has put confidential information into AI!

				There should be rules in place to regulate your IT and your systems, so things like that are avoided. For example, multifactor authentication should be in place for absolutely everything, where possible. It’s a 
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						Billy Brundle is Co-Founder and Director at TwoPointZero IT

						T: 01473 851460

						E: billy@2pointzero.co.uk

						Or visit twopointzeroit.co.uk
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				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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				Are you ready for the MHHS energy revolution?

			

		

		
			
				By Steve Heathcock, Auditel

			

		

		
			
				time, though full transition to the new settlement system is due to take place by October 2027. With that in mind, businesses should already be considering whether their meters are MHHS-ready, whether they have reliable access to data, and how resilient their metering arrangements are to future market change.

				The organisations that will benefit most are those that treat MHHS as part of a broader energy and data strategy – supported by expert advice and practical solutions – rather than a technical migration to be dealt with at the last minute. 

				Auditel’s role is to help business leaders understand the change, make informed decisions and be in a position to take advantage. We want to ensure organisations have access to practical, compliant and future-ready solutions that support half-hourly settlement and reliable data access.

				Those who delay may find their options narrowing as suppliers, systems and processes adapt around them.
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				The UK electricity market is entering one of the most significant periods of structural change since deregulation. Market-Wide Half-Hourly Settlement (MHHS) will fundamentally alter how electricity consumption is measured, settled and billed for every electricity customer in Great Britain – and the implications extend far beyond systems and processes. MHHS will influence how electricity is priced, how risk is allocated, how data is accessed and how organisations manage their energy use.

				Businesses that engage early with the MHHS changeover will be far better positioned to manage cost, make good decisions and improve insight. Those that delay may find themselves with limited flexibility, reduced transparency, fewer commercial options and potentially higher prices.

				Ready to support organisations through the transition is Auditel – award winning energy and carbon consultants based at Brightwell.

				Why now?

				Electricity has been traded in the wholesale market on a half-hourly basis for many years. However, the majority of non-domestic customers have traditionally been working on a Non-Half-Hourly footing, often taking estimated use combined with periodic meter readings, and smoothing demand across a theoretical day rather than reflecting real operational behaviour. While this approach has been workable in a more stable energy system, it is increasingly misaligned with today’s market. The growth of renewable generation, the electrification of transport and heating, and the need for demand flexibility, all require more accurate data. MHHS addresses this by moving all customers to settlement based on actual half-hourly consumption figures, captured directly from smart and advanced meters. This will give a true reflection of when power is used, so calculations can accurately take into account peak demand vs overnight usage, giving companies the opportunity to manage use and improve efficiency.

				The timeline

				The MHHS programme is already underway, but the transition is phased and supplier led. This means that not all organisations will migrate at the same 
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				Steve Heathcock is MD at Auditel – the award winning energy supply and meter management company, helping organisations improve financial performance, while targeting reductions in their carbon emissions.

				T: 01394 334000

				E: connect@auditel.co.uk

				Or visit auditel.co.uk/connect
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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 took over Suffolk Director magazine nine years ago, I set out with 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. 

			

		

		
			
				[image: ]
			

			
				[image: ]
			

			
				[image: ]
			

			
				[image: ]
			

			
				[image: ]
			

			
				
					[image: ]
				

				
					
						GET IN TOUCH

					

				

			

			
				
					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 www.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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				At Limitless, we work with business leaders across the UK to identify where they’re losing time and money, and solve those problems with memorable, cinematic video. 

				How would you describe yourself at 18?

				I was the archetypal class clown. My school reports often said I would “do much better if I spent less time trying to make the class laugh” – whoops! I was also playing rugby, working a Saturday job fixing PCs, volunteering in the Scouts, running a YouTube channel. I never stopped.

				What inspired you to start your own business?

				I don’t think I ever had that “a-ha” moment. My Co-Founder, Rob Lancaster, and I had built a reputation in Lowestoft for being two lads with cameras who 
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					Lessons I have learnt
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					Co-Founder, Limitless Film and Media

				

			

		

		
			
				knew how to use them, so a business seemed the logical, easy next step. How naive we were! 

				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.	Charge what you’re worth. You have an incredibly valuable skillset that deserves to be properly compensated.

				2.	Be kind to yourself. You’re working really hard.

				3.	Download a CRM. The pipe is life! When your sales pipeline is full, it takes the pressure off and moves you from “I need this job to pay my rent” to “I wonder if this would be a good fit for me”. 

				What are the biggest lessons you have learnt professionally?

				•	Strategy always. A lovely website video is great, but without sound commercial reasoning, it’s just an ornament. 

				•	Don’t be afraid to say you don’t know, but you’ll find out. Clients don’t want someone who knows it all; they want someone with the humility to say they’ll find the right answer. 

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

				A few summers ago, we were filming at a holiday retreat in Norfolk, and to get the most cinematic shots we were using big 600W lights. One of those lights got a bit too close to one of the beds and melted a perfect circle into the linen – yikes! Now, my first job was cleaning holiday homes in Southwold and I can change bedding quicker than you can say “Adnams Ghost Ship”! So, I quickly found the clean laundry, changed the sheets and rather sheepishly took the burned piece to the homeowner with my wallet at the ready. Luckily, she was really understanding and refused any money, so I sent some flowers and a bottle of bubbly instead.

				I learnt that you really can’t think of every eventuality, no matter how much you plan. And I always tell my team, I’m not worried if they make a mistake, as long as they own it and learn from it. 

				What are your ambitions for the future?

				I want to continue to grow the Limitless team with more amazing creatives and problem solvers, so we can help more ambitious businesses to reach their full potential. 

				What does the future have in store for you personally?

				My wonderful girlfriend keeps reminding me that there’s no ring on her finger, so no pressure there! I also want to continue building our home and seeing more of the world. 
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				Below: Rob Lancaster (left) and Callum Howard (right)

			

		

		
			[image: ]
		

		
			
				
					30 | SUFFOLK DIRECTOR Autumn/Winter 26

				

			

			
				[image: ]
			

		

	
		
			
				[image: ]
			

		
	
		
			
				[image: ]
			

		
	
		
		Contents

			
					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

					SD Issue 2 2026 INSIGHT AW2_epub

			

		
		
		Page List

			
					1

					2

					3

					4

					5

					6

					7

					8

					9

					10

					11

					12

					13

					14

					15

					16

					17

					18

					19

					20

					21

					22

					23

					24

					25

					26

					27

					28

					29

					30

					31

					32

			

		
		
		Landmarks

			
					Cover

			

		
	