Issue 293 / April 2021

Business &
Management
icaew.com/bam

Ideological
construct
The government has big plans
for the UK’s post-pandemic
road to recovery. How easy
will it be to build back better?

Trading places
Firms are moving
into Europe to avoid
Brexit red tape

Social society
Digital marketing
forms strong bonds
with customers

Support fund
How the Budget can
help business come
out of lockdown

Fixed Price Motor Insurance

£999^

A simple solution for your motor insurance
To arrange your motor insurance, or ﬁnd out more,
call our Motor Team on

03714 542 258

^Premium inclusive of Insurance Premium Tax (IPT charged at appropriate rate)
This scheme excludes Teslas plus vehicles valued in excess of £150,000, as well as certain
specialist, rare, classics, supercars or imported vehicles.
Primary insured must be over 30 years. Acceptance restrictions apply for conviction and
claims experience.
This scheme is not suitable for cars registered in a company name.
The Fixed Priced Motor Insurance product is arranged by Aon UK Limited and is provided
by Aviva Insurance Limited.
Aon UK Limited is authorised and regulated by the Financial Conduct Authority. Aon UK
Limited is registered in England and Wales. Registered number: 00210725. Registered
Office: The Aon Centre, The Leadenhall Building, 122 Leadenhall Street, London EC3V 4AN.
Tel: 020 7623 5500 FP.APC.2784.LM

Contents

Business & Management
April 2021 Issue 293

16

12

22

04
Editor’s letter

11
Walk on the wild side

25
Pay your way

With winter behind us, now is the time
to reset our focus on building a new and
sustainable future, says Dipak Vashi

Animals can teach us a lot about
leadership, says Dr Margit Muller

Reforms to payment practices can only
improve SMEs’ finances if processes
keep up, argues Martin Wheatcroft

05
News and events

Faculty and world updates
07
Board interview

COVER: GETTY IMAGES

Academic Chris Ford shares his vision
for our town’s ecosystems, and how he
challenges the board to think differently
08
Going places

Paul Golden explores the reasons why
post-Brexit trade is increasingly
difficult – and how setting up shop
abroad can improve your connectivity

icaew.com/bam

12
Social media calling

Digital-first advertising is the way of
the future, Lucy Douglas concludes
16
COVER STORY
Build to last

Although the UK’s growth plan
looks positive, there are critical
infrastructure issues to address
22
New rules

Sarah Ghaffari assesses whether
Budget 2021 will help businesses
to make a COVID-19 comeback

26
Works in progress

Employers must find innovative ways
to give feedback in this new age of
remote working, Matt Casey advises
28
Green standards

John Grant on why avoiding
‘greenwash’ is vital for connecting
with today’s consumers
30
Read all about it

The best business books and podcasts
to plug into this month

3

Welcome

Fresh perspectives
Spring is here, and that means it’s time for change.
As people’s lives begin to thaw out, metaphorically
and literally, spring cleaning gathers steam and it’s
time to reset and reboot for the months ahead.
What better place to start than with your favourite
monthly business magazine. We kick off with a feature
on relocation. As Brexit regulations complicate trade
and the distribution of goods in the EU, companies are
contemplating the creation of a physical presence in
Europe. We discuss factors that need to be considered,
and talk to three businesses that have made the leap.
Our cover story this month focuses on infrastructure.
Many are predicting governments around the globe
will respond to COVID-19 with a building boom,
future-proofing our towns and cities for the postpandemic world, and adapting our living spaces to the
new way of life. This gives the perfect opportunity to
improve sustainability too – customers are demanding
it, and addressing corporate social responsibility can
give businesses a competitive edge. We continue our
series of features on this vital issue – surely the area
where the world’s attention must turn post-pandemic.
I hope spring brings a chance for fresh thinking. As
always, comments and feedback are gratefully accepted.
Dipak Vashi
Technical manager
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News and events

In the know
Stay up to date with recent developments from
the Business and Management Faculty and beyond

Around the ICAEW
Financial Controllers’
Conference – The Future
Leaders of Finance

Global news

GETTY IMAGES

‘Inflation basket’ changes in
response to pandemic
As the UK learns to live with the
effects of COVID-19, the Office for
National Statistics has reported a surge
in spending on products designed to
keep people fit and safe.
During a year spent going in and out
of lockdown, UK spending habits have
changed. With the closure of gyms
forcing people to exercise at home, and
a heightened awareness of the need for
hygiene, hand sanitiser (a niche product
at the end of 2019), smart watches and
hand weights have been added to the
basket of goods and services used to
calculate the cost of living.
The ONS monitors monthly changes
to the cost of an array of goods and
services from pricing points across the
UK. This year in total, 17 items have
been added to the basket, 10 removed
and 729 left unchanged.
Major pay gap for female directors
A pay gap still exists between men
and women at the highest levels in
the financial sector. New research
has shown that female directors are
paid around two-thirds less than their
male counterparts.
According to the law firm Fox &
Partners, the average salary for a male
director is £722,300, while a female
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director receives £247,100 – 66% less.
While firms are willing to improve
their board diversity by giving nonexecutive roles to women, they are not
appointing them to leadership positions
with better remuneration and more
influence. The vast majority (86%) of
the female company directors occupy
non-executive roles.
Firms can promote change and
gender diversity by signing up to the
government’s Women in Finance
Charter. Companies set internal targets
for senior management and publish
annual progress reports on the number
of women filling leadership roles.
Pay win for Uber drivers
A month after it lost a legal battle over
drivers’ employment status, ride-hailing
giant Uber said it was “turning the page”
on workers’ rights. In February, it lost
the final stage of a five-year battle with
drivers who claimed they had been
wrongly classified. Uber argued it was a
third-party booking agent and drivers
were self-employed, but the Supreme
Court ruled that they were ‘workers’.
Uber has confirmed its 70,000 UK
drivers will be guaranteed a minimum
wage, holiday pay and pensions. They
will earn at least the National Living
Wage, be paid holiday time based on
12.07% of their earnings, and be
enrolled into a pension plan. Uber has
insisted its fares will not rise as a result.

For those in ﬁnance, 2021 will
be a career-deﬁning year. This
one-day event brings together a
programme of technical updates
and practical sessions, to help
you develop as a leader.
Elevate yourself with upskilling
and be the best in your role.
Hear how your peers have
overcome pandemic adversity.
Get support from our experts
in tax, ﬁnancial reporting and
business performance.
Learn to prioritise your mental
health and well-being, and
understand colleagues’ needs.
Learn about redeﬁning success
to maximise motivation and
performance at work.
Members can enjoy a discounted
ticket price of £25. Book at tinyurl.
com/BAM-FCConf. Sessions will
be available to watch on demand.

New ‘superforecasting’ guide
The faculty has published a guide
that outlines the core principles of
superforecasting, co-authored by
Philip Tetlock and Warren Hatch.
Breaking down forecasting
problems, balancing perspectives,
and weighing up different points
of view are some of the 10 key
ideas you will learn to apply.
Effective approaches to looking
ahead are crucial to business, so
forecasting is an essential skill.
To download your copy, visit
tinyurl.com/BAM-SFGuide

With this issue
It’s a bumper package this month
as you also receive your ‘Special
report: business resilience’.
Exploring how business will adapt
to survive, it covers subjects such
as meeting the needs of a
homeworking team; embracing
transformational technology;
guarding against cyber threat; and
maintaining supply chain resilience.
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News and events

Events

Financial reporting
COVID-19 support schemes

Webinar of the month
The unprecedented
disruption of the COVID-19
pandemic has highlighted
once again the importance
of business resilience for survival in
a time of change and upheaval, and
how getting it wrong can have a
significant impact on performance.
Presented by former BAM faculty
board member Nick Wildgoose, a
qualified accountant, supply chain
and risk professional, this webinar
will cover the following areas.

‘Blackbox thinking’ – getting
business resilience right, and agility
as the new business advantage.
Asking the right questions,
setting the right measures and
implementing appropriate actions.
How big data and machine
learning can be used to avoid
business interruption and
reputational damage – being
a ‘sensing organisation’.
Business resilience, 27 April 2021,
10:00-11:00

60-minute webinars

20-minute webinars

Skills to future-proof your career
as much as possible
05 May 2021, 10:00-11:00

Data valuation: the key to more
value creation
26 April 2021, 12:30-12:50

Joanna Gaudoin on what to consider to
develop your career, including key skills.

Herman Heyns explores data valuation
methods and their benefits.

Economic update
09 June 2021, 10:00-11:00

Managing bribery and corruption in
a downturn
12 May 2021, 12:30-12.50

The world is facing the biggest recession
in centuries. Economic expert Stephen
Davies shares his update for 2021 and
beyond. There is much to consider.
Building an innovative team
07 July 2021, 10:00-11:00

Siobhan Soraghan provides an outline
on how to create an innovative team,
and what leaders must guard against.

Maria Cronin provides a timely update
on the current risks to business.
Catching a money launderer
13 October 2021, 12:30-12:50

Sophie Wales highlights the warning
signs of money laundering within
a business, and what to do if you
spot them.

Missed a webinar? Catch up in your own time with recordings from the webinar library.
All webinars and events are free for faculty members. Visit icaew.com/bamwebinars

Tax news in brief
Delay on full import border controls
In March, the UK government conﬁrmed a
six-month postponement on introducing
full import border controls. The change
means that, until 1 January 2022, full
declarations will not be needed at the
point at which goods are imported from
the EU. See tinyurl.com/BAM-Imports
Super-deduction tax break
In the Chancellor’s March Budget, a £25bn
capital allowance ‘super-deduction’ tax
break was announced, to boost business
investment, aid post-pandemic recovery
and increase productivity. Good planning
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will be vital for businesses hoping to take
advantage. See tinyurl.com/BAM-SupDed

There have been many packages
made available by the government
to support businesses through the
pandemic. In most cases, the tax
treatment will follow the accounting
treatment, but the rules can be
complex. ICAEW’s Tax Faculty and
Financial Reporting Faculty have
produced a guide for companies
preparing accounts under FRS 102
The Financial Reporting Standard
applicable in the UK and Republic
of Ireland to explain the
consequences of the measures.
See tinyurl.com/BAM-AccTax

Micro-entities
In a short webcast, the Financial
Reporting Faculty looks at the
implications of the pandemic for
micro-entities preparing their
accounts for late 2020 or early
2021 year ends. It also explores
going concern and dividend
considerations, and other factors
for FRS 105 reporters to consider.
See tinyurl.com/BAM-MicroEnts

IFRS
The IASB has issued narrow-scope
amendments to IAS 1 Presentation
of Financial Statements, IAS 8
Accounting Policies, Changes in
Accounting Estimates and Errors
and IFRS Practice Statement 2
Making Materiality Judgements.
The aim is to improve accounting
policy disclosures so they provide
more useful information to
investors and other primary users
of the ﬁnancial statement, and to
distinguish changes in accounting
estimates from changes in
accounting policies. See ifrs.org

Sustainability reporting

Taxing the sharing economy
In December, HMRC made a call for
evidence on VAT and the sharing
economy. It requested insights on size,
scope and future development, and how
VAT might need to change. ICAEW said
unambiguous legal deﬁnitions will be the
keystone to any policy changes. Read
more at tinyurl.com/BAM-SharEcon

The IFRS Foundation recently
announced its strategic direction
and next steps for establishing a
Sustainability Standards Board,
which would set sustainability
reporting standards. The European
Commission has also published
two reports on the development
of EU sustainability reporting
standards. See tinyurl.com/
BAM-BeyondFR

Read more from the Tax Faculty weekly
newswire. Visit icaew.com/insights/tax-news

Read more from the Financial
Reporting Faculty at icaew.com/frf
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Meet the board

Chris Ford
Lecturer in accounting and management,
and Cabinet Ofﬁce Policy Fellow

‘How can we reimagine
our entire ecosystem?
I think the rural town
is facing possibly its
biggest renaissance
for 200 years’

ILLUSTRATION: DAN MURRELL. INTERVIEW: NINA BRYANT

I

joined Deloitte in corporate recovery
instead of taking the audit route to
accountancy. I went straight into a
world of trading receiverships and
running insolvent businesses. When
I moved from London to Leeds, I got more
involved in investigations and working
with small and medium-sized enterprises.
I learned a lot about what makes a
business work. After a couple of years,
I thought it was time to run my own.
Starting CycleActive was always about
doing just what I wanted to do. I enjoy
mountain biking, travel and business, so
I combined them. I moved to Zimbabwe
and spent three years in Harare setting up
a specialist travel and training company.
When I came back to the UK in 2000, I got
involved in National Governing Bodies of
sport, helping Scottish Cycling and British
Cycling develop leadership programmes.
Next, I went to Lancaster University for
an MBA, with a view to it helping me grow
my business. I stuck around for a PhD.
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Business ecosystems
My PhD and subsequent research looks
at the performance of open innovation,
and how ecosystem catalysts developed
their strategies. I’ve researched with
GlaxoSmithKline, and supported the
early stage development and growth of
the Cabinet Ofﬁce Open Innovation Team.
My driving goal is to help people
understand how to evaluate messy,
multifaceted innovation settings. Open
innovators often serve a broad community,
yet in delivering a great service they help
others to create value in many different
ways and different places. If no one is
reporting back, how will you know
whether your open innovation approach
worked, or can be sustainable?
I’m now working on town centre
ecosystems, as part of wider placeshaping strategies. A town is more than
an ecosystem of different businesses
that interact. Trying to understand how
ecosystems operate is hard, but as

you get better at it you start to look for
unusual connections that jump. The
jumps are hard to see – they go from
economy to culture to environment and
back to economy. Young people, old
people; present, future, past; dealing with
the temporal and spatial; and multicultural,
economic and social differences.
For example, the next generation
of almost post-industrial young to
middle-aged people are realising what
it means to be a mobile, skilled worker.
The pandemic accelerated this situation.
Everything about the way we lived and
worked in the past was driven by
industry, but people have been realising
they could probably do their job from
anywhere, not just expensive cities.

Talk of the town
Towns are starting to recognise that a
strong economy delivers health beneﬁts,
culture delivers well-being, and access
to the outdoor environment is helpful for
children’s mental health. I really like
the government’s £3.6bn Towns Fund,
focused on growth strategies for 101
towns across England. The government
is asking: how can we reimagine our
entire ecosystem? I think the rural town
is facing possibly its biggest renaissance
for 200 years, because it’s at the nexus of
the urban and the rural.
If you look at recent house price data,
there has been a massive shift to the
rural. But we shouldn’t just be branding
rural areas as great places to work. We
should be actively generating policies
that help people to succeed there.
My role as an academic is to think
hard and differently about problems.
The Business and Management Faculty
(BAM) was already committed to
academic engagement before I came
along, and leading academics were
committed to working with BAM.
I’ve been the academic member for
about six years, and I have enormous
respect for the board. I wouldn’t want
to replicate their business knowledge.
But if I can read 10 or 20 academic
papers on a current topic, and bring
that knowledge to BAM, I’m doing
something that others haven’t got
time to do. That can raise questions
and bring a different view – not
necessarily the right view, but it’s
important to have fresh ideas and
create debate.
I hope that I’ll continue having an
academic inquisitiveness to keep
exploring new ideas. I’ve always said they
can let me go when I stop being useful!
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All the right moves
Relief at the avoidance of a no-deal Brexit
has quickly turned to frustration for many
UK SMEs – although, for some, establishing
new operations in the EU has been a positive
development. Paul Golden reports

R

esearch conducted since the start of the
year has underlined the challenges facing
UK companies doing business in the EU
post-Brexit. A survey of 1,000 – mostly small –
businesses carried out by the British Chambers
of Commerce in the second half of January found
that nearly half (49%) of exporters were facing
difficulties when trying to adapt to changes in
the trade of goods.
Almost two-thirds (63%) of UK supply chain
managers, polled by the Chartered Institute of
Procurement & Supply, had experienced delays
of at least two to three days getting EU goods into
the UK, with 58% saying delays had become longer
since the beginning of the year. Similar delays
were reported by 44% of exporters. And in March,
Make UK reported that more than half (51%) of
UK manufacturers had seen their costs rise, and
that in excess of one in three (35%) had lost
revenue in the past three months. In this context,
it’s little surprise that many UK businesses have
either considered moving or have already moved
some of their operations to an EU country.
The factors they need to consider depend
on which sector they are operating in, explains
Panny Loucas, a partner at PwC UK. “For example,
a key consideration for companies in the
pharmaceutical sector will be the availability of
a highly educated workforce, whereas for an
industrial manufacturing group, the supply chain
will be a major issue – particularly the ease of
exit of goods to the rest of Europe,” he says.
“Flexible employment regulations would be
another consideration.”
Loucas observes that while there is some focus
on corporate tax rates, companies looking to
relocate business activities are more interested in
overall employment costs. Any business pondering
moving some or all of its operations from the UK
into an EU country also needs to consider the tax
aspects and the purpose of the entity.
According to Nick Farmer, Head of International
Tax at Menzies, many do not think through their
business model. “They know they want to have an
entity in the single market, but they haven’t
thought about what exactly it will be doing and
how it will interact with the UK company,” he says.
“They also need to decide how to structure the
entity and address the practical issues regarding
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directors, shareholders, accounting and contracts.”
Some businesses are finding that EU customers
are pushing back on buying from a UK company.
But if a company passes on that part of its
customer base and future profits to a new EUbased entity, there will be a potential tax cost in
the UK. “From a tax perspective, you have to look
at these entities as if they are third parties, and
no business would just hand value to a third party
for nothing,” says Farmer.
As well as overall costs, staff availability, and
proximity to customers and suppliers, UK
businesses need to consider the accessibility of
local investment incentives, says Paul Samrah, a
Brexit specialist and partner with Moore Kingston
Smith. They should also look at the time it takes to
set up a new company and access to infrastructure
such as communications and transport.
The Netherlands and Ireland have been
particularly assertive in promoting themselves as
a location for UK businesses looking for a physical
presence in the single market. We spoke to three
businesses that decided to set up operations in two
of the UK’s nearest neighbours.
Fact-finding mission
In December, Snag Tights – an online-only retailer
based in Livingston – opened a new distribution
centre in the Netherlands, with the support of the
Netherlands Foreign Investment Agency (NFIA)
and the Limburg Development and Investment
Company (LIOF).
Brie Read, CEO and company founder, says that
when she was looking for a site for a distribution
centre within the EU, she spoke to numerous
agencies in different European countries. “The
NFIA was particularly helpful and helped us go on
a COVID-secure fact-finding mission last summer
in association with the LIOF,” she explains.
Aside from the fact that English is widely spoken
in the Netherlands, she refers to the region’s
connectivity to other parts of Europe – and
specifically its shipping networks. “Once we had
opened a bank account, started a company and
leased a warehouse, we then had to look into Dutch
employment laws, as they differ from the UK and
are more complex,” she adds.
By opting to open a new distribution facility in
Venlo, the company has been able to continue to
fulfil its EU orders with no disruption, given that
there is now more paperwork to complete when
shipping goods to the EU from the UK. “The EU

‘It’s of little surprise that many
UK businesses have either
considered moving or have
already moved some of their
operations to an EU country‘
April 2021 Business & Management
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Relocation
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Relocation

market represents around 30% of our orders,
amounting to around 1,000 parcels a day, so it has
been crucial for us to make sure that these orders
remain uninterrupted,” says Read.
Support network
Stewart Superior is a Marlow-based company that
supplies resellers of office products. About 40% of
its business is in exports to the EU – a figure that
has been growing over recent years, says managing
director Geoffrey Betts. While the business had
been contemplating the idea of a warehouse in
Europe, Betts explains that it was not previously a
priority. “During 2020, we had been working with
an ex-customer who asked if he could represent the
company in Europe,” he says. “In the middle of the
year, he started talking to us about the potential
for running a distribution warehouse.”
When 4 December 2020 came and there was
still no confirmation of what was happening with
Brexit, the company decided to take a leap of faith
and open the warehouse. That gave three weeks to
get as much stock as it needed into the Netherlands,
set up a company and open a bank account.
Asked how all of this was done in such a short
time frame, Betts refers to the value of assistance.
“As well as having someone on the ground, we were
also talking to the Department for International
Trade,” he says. “So we had help in Holland and
from the UK in terms of advice, and it was then
just about joining the dots together.”
Without the new distribution centre, Betts says
the company would have either had to renegotiate
pricing with its customers or take a hit on margins.
“The problem is that there is now an increased cost
of doing business with Europe in terms of taxes
and tariffs, as well as increased bureaucracy,” he
says. “It is hard to quantify precisely, but we could
have lost business. As a British company, we are
not ‘part of the club’ any more.”
By opening in the Netherlands, Betts believes
that the company has not only protected its
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‘It is hard to quantify
precisely, but we could have
lost business. As a British
company, we are not “part
of the club” any more’
existing business, but it has also gained access to
growth opportunities. For example, the ability to
supply customers such as Amazon Europe from a
European hub means that it can be competitive
on freight costs.
“In terms of expansion, we were heading that way
anyway,” he adds. “Brexit gave us a push, but once
the announcements were made, we were relieved
that we had done it. Losing the European market
would be foolhardy, but you have got to know what
you are doing. You need good advice and the right
people behind you. It is not the most complex
process once you have your warehouse and people
in place, but it is a leap, and it does cost money.”
Facilities that fit
CRS Technics is an Essex-based commercial
aircraft component workshop. Working with
airlines and operators, the company identifies
unreliable components, reverse engineers,
and reviews and provides solutions for future
repairs. In 2018, because of uncertainty around
Brexit from a customs perspective, it established
a secondary business in Ireland. Specifically,
the company was concerned about the European
Union Aviation Safety Agency (EASA) and
its post-Brexit relationship with the UK’s
Civil Aviation Authority, explains director
Glen Stevenson.
“The regulatory factor was at least, in part,
resolved before the set-up of the new facility,
although the cost of EASA approval for UK 145
[aircraft and engines or fitted component
maintenance] workshops is now many times
higher than it was prior to the UK leaving the
bloc,” he says.
Because of Ireland’s well educated Englishspeaking population and similar legal and legislative
structure, Stevenson says that the company was
“able to quickly locate a suitable facility for the
new workshops”. He adds: “Everybody we have dealt
with has been positive, welcoming and helpful.”
He believes that being placed in an EU country
will assist in securing business from EU operators,
and notes that the overheads for the facility are
much lower than those in the UK. “As a country on
its own, the UK faces many difficulties, although
the benefit of being smaller is that it should be
more efficient and reactive,” he says. “Simple
regulatory faux pas need to be quickly addressed
and rectified for the benefit of businesses, HMRC
and the economy in general.”
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Learning from pets
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Being more extroverted
Dog owners were found to be
15% more extroverted than cat
owners, and also more enthusiastic and
energetic. Those character traits are key
for leaders to express themselves, make
deals, convince their customers and
create a formidable team bond.

7

Communication skills
The easiest way to communicate
effectively is to observe animals.
An incredible 92% of C-suite executives
learned to pay attention to non-verbal
communication from their pets, and
said they were more sensitive to body
language and eye contact. Understanding
non-verbal communication in meetings
and negotiations helps us to better
assess the reaction of our counterpart.

Animal
instincts
Cute and companionable,
yes, but good for business?
Dr Margit Gabriele Muller
shares 10 lessons for success
we learn from our furry friends
During the pandemic, pet ownership has
seen a major increase, with 19% of young
UK adults adopting a new pet and 16%
planning to. Of those surveyed, 90% said
pets helped them cope during lockdown.
Pets have been proven to boost health
and well-being, but they can also teach
life and business lessons, soft skills and
personality traits. So what can we as
businesspeople learn from pets that
will help us become effective leaders?

1
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Resilience and willpower
There may be obstacles blocking
the way on our path to success,
and we are often inclined to simply give
up. In contrast, due to the survival
instinct, animals don’t give up – even
as pets. Resilience and willpower are two
important traits of goal-oriented leaders.

2

Positive relationships
Social interactions with colleagues
can make or break a career. In a
survey of C-suite executives, 62% said
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childhood pets had a positive impact
on their ability to build rapport with
clients and co-workers. When we build
teams that have positive, nurturing
relationships, we are more likely to
become respected leaders.

3

Creativity
Of those C-Suite executives who
grew up with a childhood pet,
84% said they were creative, and an
amazing 77% said they came up with
business ideas while walking their dog.
Cat people were 11% more likely to be
creative and artistic than dog people.
One secret to business success is the
ability to think outside of the box.

4

Conscientiousness
Dog people were 11% more
conscientious than cat people.
However, owning any pet will roughly
double our conscientiousness.
Dog people tend to be planners, are
more self-disciplined and have a keen
sense of duty. Proper planning in
business is essential to avoid
unexpected project holes.

5

Non-traditional thinking
Cat people, according to the
survey, were 11% more likely
to be more curious than dog people.
They often become non-traditional
thinkers, as they tend to be more open.
Good leaders have new ideas, look at
situations from a different angle, and
amaze their teams with unexpected
points of views.
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Dealing with rejection
The higher you climb, the more
rejection you receive. Studies have
shown that pet owners deal better with
social rejection. Feelings can be soothed
by having a dog nearby or even just
thinking about one. Positive thoughts
of one’s pet are a great counteraction.

9

Dominance
A certain level of dominance is
necessary for C-suite executives.
Research shows that elevated dominance
scores predict a preference for dogs. No
leader can be successful if they are not
dominant, but this should be used in a
positive way to carry out decisions to
better the company, not to intimidate.

10

Empathic leadership
People living with dogs
understand the importance
of bio-empathic leadership. This is the
ability to look at things from nature’s
point of view. Instead of just taking,
these leaders nurture their organisations,
as dogs do in packs. Great leaders work
towards giving back to their company,
not just their own personal success.
Pets help to improve our emotional
intelligence, leadership skills and character
traits. This might be why 83% of CEOs
and C-suite executives, including CEOs
such as Mark Zuckerberg and Elon
Musk, are passionate dog owners.

Dr Margit Gabriele Muller is executive
director and chief veterinarian of Abu Dhabi
Falcon Hospital and author of Your Pet,
Your Pill: 101 Inspirational Stories About
How Pets Lead You to a Happy, Healthy and
Successful Life (HSH Press)
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The art of
being social
Building a billion-dollar
brand? Start with a smart
social strategy, advises
Lucy Douglas, concluding
our two-part study into
how companies can
increase awareness,
connect with customers
and conquer the market

O
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n 4 March, the Instagram
account for beauty brand
Glossier published a new
post: images of a pastel-pink washbag,
displayed first in the perfectly
manicured hands of a faceless model
and then on a bathroom shelf next to
some of its contents. The carefully
filtered series of images was a product
launch for the bag. Within minutes,
comments flooded beneath the post.
“Another thing for the collection,” said
one fan; “I see the money flying out of
my wallet already,” said another.
To the uninitiated, Glossier is
a make-up and skincare company,
founded in 2014 by former beauty
blogger Emily Weiss, and is now one
of the most successful examples of the
wave of direct-to-consumer, digitally
native start-ups of the last decade.
Via her blog, Into the Gloss (launched
in 2010), Weiss built up an engaged
audience and, through shrewd use of
social media, turned that audience into
a devout customer base before Glossier
had even launched its first product.
That customer base has done nothing
but grow over the last seven years. At
its last fundraising round in March
2019, the company was valued at

‘Brands using social
media successfully
are speaking to their
audiences in a human
and personable way’
icaew.com/bam

$1.2bn. Its ability to generate hype
around its products – a sweatshirt
emblazoned with the company’s logo
had a 10,000-strong waiting list at one
point – is almost unparalleled.
“Glossier has done some really good
work in the way it presents its brand,
and the community it’s built, the
content it creates and the usergenerated content it uses on its website
and social media pages,” says Mudra
Mukesh, a senior lecturer in marketing
at the University of Westminster. “It is
very much engaged with its consumers,
and has really harnessed the millennial
market in that sense.”
Glossier is a prime example of the
power of good digital marketing. In
a few short years, Weiss and her
team have built a global business in
a competitive market dominated by
conglomerates, and they’ve done so on
platforms that didn’t exist 20 years ago.
The marketing landscape has been
transformed since the turn of the
century. In the early 1990s, businesses
that wanted to get the word out about
their brand might advertise on
billboards, newspapers and magazines,
or even TV. Those options still exist,
but they’re now fighting for advertisers’
money alongside search engines and a
plethora of social media sites.
Global spend on digital advertising
in 2019 was $325bn – of which more
than 60% went to just two companies,
Google and Facebook, which made
$134bn and $69bn respectively in ad
revenue. By comparison, global spend
on TV advertising was $176bn.
Choose your platform
Businesses also have countless options
to choose from when it comes to
publishing content, ranging from blogs
and email marketing to profiles on the
growing number of social media
platforms – Facebook, Instagram,
YouTube, Twitter, LinkedIn, Snapchat
and, latterly, TikTok and Clubhouse.
“I read recently that people who are
on social media have on average eight
profiles,” says Mukesh. “New platforms
are proliferating, so brands need to be
aware of what’s good for their industry.”
Marketing pounds are no longer just
spent on advertising space and on
creative talent paid to come up with
ideas. Budget could now go on writers
to populate your blog with articles
that your customers might find
interesting and help you climb up the
Google rankings; or on social media

‘Global spend on digital
advertising in 2019
was $325bn – of which
more than 60% went to
Google and Facebook’

personalities with thousands of
followers paid to write about your
product. Or it might go on elaborate
customer relationship management
(CRM) technology that provides you
with endless insights.
Make conversation
The digital landscape isn’t just another
place to advertise – it also allows
companies to develop a stronger
resonance with their customers, to
have conversations with them and be
useful to them. Glossier’s success came
from speaking to its audience.
When it comes to social media, the
accepted wisdom now is that vanity
metrics – likes and follower numbers
– are a poor representation of the
strength of a brand’s presence on the
platform. Instead, the marketers look to
the amount of engagement a post has
had – the number of times it has been
shared or the number of people who
clicked on attached links.
Daniel Rowles, digital marketing
expert and CEO of Target Internet, says
that the brands using social media
successfully are speaking to their
audiences in a “human and personable
way. People can see through corporate
branding a lot more, so we need to
think: what do we really stand for?
If you don’t understand your brand
purpose or your strategic positioning,
it’s very hard to know what to talk to
your audience about.”
Mukesh says, “An interesting example
on Twitter is fast-food brands such as
Burger King, McDonald’s and KFC.
Their strategy is to kind of mock each
other and it’s more tongue in cheek
– there’s banter between the various
brands and that showcases their brand
personality. I’m not sure if it was
something they consciously planned
for or if it developed organically over
the last few years, but it gets a lot of
attention. It makes people think ‘these
brands are just like us’.”
Even B2B brands can benefit from
behaving in a less formal way on social
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media, with more enterprise-focused
businesses acting like consumer
brands. As Mukesh points out, people
who make purchasing decisions at
work are still consumers using social
media, too: “I might be browsing
Instagram on a break, but I might come
across content that will help me in my
work. I could be a potential lead for a
business as a B2B customer.”
For many businesses on social media,
treading the fine line between relatable
and human, while maintaining the
brand’s tone and professionalism, is
tricky. “There are different schools of
thought on this but I think, generally
speaking, the advice is to take a more
devolved approach,” says Philip Alford,
a lecturer in digital marketing at the
University of Southampton, adding
that empowering colleagues to be more
vocal on social media can increase
potential reach.
Rate the risks
Rowles and Mukesh also both
recommend having a strategy in place
in case things go wrong online. “You
can do social media in a risk-mitigated
way, but it requires process. You need
a policy that says what you do and
don’t do,” says Rowles.
“Then you need social media
monitoring in place to keep an eye
on what’s being said about you. Most
disasters happen because things
escalate, and no one does anything.”
He recommends having the team
brainstorm all the possible ways
a campaign could go wrong, assessing
the likelihood and then preparing the
necessary troubleshooting responses.
“Everyone needs to be trained,” he
adds. “All staff in your organisation
need to know what their rights and
responsibilities are with this stuff.
[This includes] people working on
reception or in the senior leadership
team: what should they and shouldn’t
they be saying?”
The advantage of digital marketing
over more traditional activities is the

‘Empowering
colleagues to be
more vocal on social
media can increase
potential reach’
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volume of data you can collect on your
customers, ranging from which page of
your website they stayed on the longest
to what time of day they’re most likely
to look at your Facebook posts.
Alford says that while data is a
game changer, businesses shouldn’t
underestimate the resources needed
to configure that data and turn it
into useful insights. “A lot of small
businesses might focus on how many
users come to the site, what pages
they’re landing on or how many are
leaving the site immediately. But
they are less able to address the key
question of tracking conversions
– which could be a sale, or it could
be capturing information if your
website is about lead generation.”
Rowles says marketers should push to
demonstrate good returns on marketing
activities, while finance teams must
bear in mind that some things are not
tangibly measurable. “It’s a chickenand-egg situation and it requires a
change of mindset.” He recommends
taking a test-and-learn approach to

digital marketing but says this needs to
be part of the organisations’s culture.
“Just because people are talking about
you, it doesn’t mean they’re going to
buy your stuff,” he adds.
Make a good start
The starting point for putting together
a digital marketing strategy should be
simple, asking: “What’s the business
objective for doing this?” Rowles says,
“We’re bombarded with emails and
social media posts. If you want to stand
apart from that, you need to give me
something that’s important to me at
the right time and on the right channel.”
He explains that it can be broken into
three elements. First is identifying your
audience, what they care about and what
they want. Second, understanding a
customer’s user journey, from how they
discover your brand to becoming a
paying client. Finally, he says, you need
a technology system to link it all up.
One common mistake is digital
marketing for the sake of it, Rowles
says. “Social media is probably the worst
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Digital marketing cheat sheet
From email newsletters to sponsored posts to
SEO, digital marketing covers a vast range of
activities. Here’s a ﬂash guide to the terms.

the more likely people are to end up on your site.
SEO is the dark art that increases your chances.

Keyword
Owned media
This is everything owned and published online
by your business. That will include your company
website, any newsletters you send and social
media, such as a Facebook page, a Twitter proﬁle
and even a YouTube channel.

Important in SEO, keywords are the terms your
target audience might use when looking something
up online. Using them in your copy tells the search
engine what your website is about, helping you to
rank higher in the results for those terms.

Cost per click (CPC)
Earned media
This is online content that is beyond your control
and created by third parties, such as your customers
or even the press. It could include people’s social
media posts that mention your brand.

In digital advertising, this refers to the amount
that a company pays per person clicking on their
online advert, while…

Cost per acquisition (CPA)
…is the amount that a company spends on
marketing to acquire a new customer.

Paid-for media
As its name suggests, this is any media you pay
for: digital advertising, sponsored posts on social
media, afﬁliate links and so on.

Impressions
This is the number of times that an advert is seen
by potential customers.

Search engine optimisation (SEO)
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According to a 2020 study, the ﬁrst organic (not
paid for) result of a Google search receives on
average 28.5% of the clicks, compared to the 2.5%
received by the one in tenth place. The closer your
company gets to the top of the list of search results,

area for this; it’s done for the sake of
needing to do it [without understanding]
what people really want. Is it about: ‘we
need to be seen to be doing the same as
our competitors’? That isn’t much of a
good reason for doing something.”
Oren Greenberg, a digital marketing
consultant who works with companies
on high-growth strategies, cautions
against looking towards the marketing
strategies of other companies for
inspiration. Differences in everything
from the marketing team’s size and
budget to the proposition of the
product or service mean that taking
your cue from what other businesses
are doing – even those in your sector
– can be dangerous.
“There are things you can learn
from really great companies [if]
you’re looking at a very specific
context. For example, ‘give me three
examples of growth teams and how
they’re structured for a team of 10
across three similar businesses’. That
helps you formulate how to build a
growth team. It’s a very specific point.

icaew.com/bam

Click-through rate (CTR)
This is the percentage of people who have clicked
on an advert, image or link in your marketing,
taking them to your website. This could be an ad on
Instagram, or it might be via your email newsletter.

Anything broader than that is going
to derail your efforts rather than
support you, in my opinion.”
Rowles argues there is a skills gap
in digital marketing, driven by the
rapid pace of change in the industry.
Consumers’ expectations are raised
by the interactions they have with
brands that have well-funded tech,
such as Uber and Deliveroo, which
most businesses just can’t compete
with, he says. “User expectations are
[getting higher], but knowledge and
technology are holding people back.”
That lack of knowledge, he says,
often means putting the marketing
operations in the hands of third-party
agencies. “And the agencies could be
doing a good job [or] they might not
be, but the firms themselves haven’t
got the people to ask the right
questions. The agencies are steering
them and they’re not able to challenge
them.” He recommends that leaders
and even middle managers improve
their knowledge in this area, to be
able to push back and challenge

‘While data is a game
changer, businesses
shouldn’t underestimate
the resources needed to
turn it into insights’
decisions that marketing agencies
make on their behalf.
Similarly, Greenberg likens marketing
to the Wild West, saying around half
of marketers don’t have a qualification.
There is no certifying body for the
industry, making it tricky for hiring
managers to assess the competency of
potential recruits.
This lack of clarity around digital
marketers’ skills reflects just how far
– and how fast – this sector has come.
“It used to be that marketing had to
justify its place on the board,” says
Rowles. “Now, the idea that marketing
didn’t have a place on the board is
crazy. It’s the voice of the customer.”
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Building
the future
With the launch of a National
Infrastructure Strategy,
Commission and dedicated Bank,
the government has indicated its
agenda for economic recovery.
Alison Coleman foresees
challenges ahead

icaew.com/bam
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T

he pandemic has placed an
enormous and unexpected
burden on the UK economy.
While the government’s commitment
to delivering infrastructure remains
steadfast, the country’s fiscal situation
has deteriorated dramatically.
Historically, the New Deal of the
1930s that helped to lead the US
out of the Great Depression, and the
Marshall Plan – the US programme
for European recovery in the wake of
WW11 – saw massive infrastructure
spending as a means of stimulating
post-slump economies, providing
welcome employment, and improving
facilities and life for people in general.
The question now is whether a similar
approach can boost the UK’s recovery
in the wake of an unprecedented crisis.
In his latest Budget, Chancellor
Rishi Sunak made a number of
announcements demonstrating his
commitment to the development of
large-scale infrastructure projects to
boost the UK’s economic recovery,
including the launch of a National
Infrastructure Bank (see opposite). Many

18

of these projects include highly complex
builds, such as hospitals and data
centres, constructed to deliver tangible
assets, long-term jobs and positive
human impact.
David Mitchell, founder of
construction tech start-up XYZ Reality,
explains that the industry is entering a
new era. Reliance on traditional practices,
largely unchanged for generations, has
led to complex construction projects
becoming notoriously difficult to
deliver, overrunning on both time and
budget, and placing additional pressure
on the public purse while eroding
construction company profit margins.
“Fortunately, the industry is
embracing innovation, and there has
never been a better time to deliver
large-scale infrastructure projects,” says
Mitchell. “Cutting-edge technology such
as engineering-grade augmented reality
can eliminate build complexity, enabling
projects of all sizes to be delivered on
time and within budget, and delivering
robust economic growth.”
Infrastructure projects will also need
to embody the government’s Build Back

‘Technology such as
engineering-grade
augmented reality
can eliminate build
complexity’
Better campaign, now a published
plan for economic growth outlined
in its policy paper of 3 March. But
that shouldn’t mean building back
quickly, says Paul Styler, Director of
Infrastructure Solutions at ETL.
“Any legacy of the UK’s Build Back
Better initiative needs better outcomes
from the delivery of public services, and
assets need to support and facilitate
this delivery, not drive it,” he says.
“It also needs to define what ‘better’
looks like. For example, achieving a
better societal outcome requires the
development of physical solutions that
work with future ways of delivering
public services, and the engagement
of many organisations and professions
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to create system design for the 21st
century. Rushing this risks missing
opportunities and burdening operational
capability and outcomes of the future.”
In terms of where this infrastructure
effort is focused, options range from
improving connectivity and transport
links to new schools and hospitals. To
align with the government’s ‘levelling
up’ agenda, activity needs to focus
on reducing regional inequalities.
Research carried out by Randstad into
infrastructure and housing project
pipelines across England revealed
delivery of infrastructure and housing
to be a driving force in the economy,
with almost 60,000 projects expected
to progress this year.
Yet, in spite of the levelling up
agenda, more infrastructure projects
are progressing in the South East –
7,064 compared with 1,530 in the
North East during 2021.
Randstad COO Owen Goodhead
says: “Levelling up the northern
regions should be a key priority,
especially given lifestyle shifts away
from city centres as a result of the
COVID-19 pandemic. Alongside
improving rail connectivity between
northern towns, there needs to be a
UK-wide focus on sustainable energy
creation through the delivery of wind
farms and tidal projects.”
Fighting for funds
The challenge for large-scale public
sector projects is access to funds. To
avoid the risk of levelling up becoming
levelling down, local authorities are
calling for powers and access to more
funding to be given directly to regions
themselves, allowing them to decide on
the specific infrastructure needed for
their area. David Hutton, Partner and
Head of Local Government at national
law firm Bevan Brittan, says: “Recent
funding arrangements – including the
Levelling Up Fund, which will be
followed by the UK Shared Prosperity
Fund – are piecemeal, requiring
individual bids to be decided by
central government.”
In assessing what growth is required,
councils will also need to consider
employment, available skills and the
type of employers they want to attract.
Hutton adds: “Councils should seek
to do this with the private sector and
consider how best to attract private
sector investment. The demise of the
private finance initiative model leaves
the options of either joint venture
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models or seeking to access funds
in other ways, including the new
National Infrastructure Bank.”
Transport
Ongoing investment in transport
infrastructure projects, such as HS2,
are seen as key to driving economic
recovery and growth, unlocking
sites for development that help
create opportunities for employment
and training across the property and
construction sector. Similarly, eight
new freeports around England will
offer incentives for construction
and renovation until 2026, including
a 100% capital allowance for
investment in plant and machinery.
Sean Keyes, director of civil and
structural engineering firm Sutcliffe,
is keen to see rail links between
Manchester, Liverpool and Leeds
improved, to enable quick and costefficient travel between three of the
North’s largest cities, enhancing
business relations and ensuring that
more multimillion-pound contracts
are secured for these regions.
“The only downside to investing in
infrastructure is the payback period,
with some major roads, rail links and
buildings taking several years to
build after the contracts are signed,”
he says. “However, these projects
still boost employment greatly and,
when complete, can benefit the
economy for decades.”
To meet the government’s
commitment to net zero carbon
emissions by 2050, the expansion
of the electric vehicle charging
network also needs to happen much
more quickly than it is at present.
Andy Jansons, managing director of
Jansons Property, says: “This requires
investment, plus a commitment from
government to work with developers, to
ensure that, where possible, land can be
repurposed to meet this demand. To do
this, reform of the planning system is
needed, as it often acts as an inhibitor
to development and growth.”

‘To align with the
government’s ‘levelling
up‘ agenda, activity needs
to focus on reducing
regional inequalities’

The National
Infrastructure Bank
Mooted in the government’s
November spending review,
the launch of a National
Infrastructure Bank was
conﬁrmed in the recent
Budget. It will be based in
Leeds and will launch in
Spring 2021, with a ﬁnancial
capacity of £22bn. This will
comprise £12bn of equity
and debt capital and the
ability to issue £10bn of
guarantees. “The government
will allocate capital to the
bank in phases in line with its
institutional development,”
said the Budget statement.
The new institution aims to
attract up to £40bn of private
investment, “to bolster the
government’s lending to
local government for large
and complex projects and
help to bring private and
public sector stakeholders
together to regenerate local
areas and create new
opportunities”. Initially, it will
offer loans to local authorities
for “high-value and strategic
projects” of at least £5m.
It will also be able to lend
to relevant university projects
and give support to early
stage technologies.

Skills for the future
Even before the pandemic,
the UK was struggling with
skills shortages, particularly
in areas of construction
such as civil engineering.
Following Brexit, access to
European labour could be
even more challenging.
Gaelle Blake, director of Hays
Construction and Property,
says: “There aren’t enough
skilled professionals to
support the desire to build
our way out of the crisis, or in
the pipeline studying at
university or on vocational
courses. Employers must
work alongside education
institutions to encourage
those studying maths and
science to consider the civil
engineering ﬁeld.”
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Target: net-zero
carbon 2050
Regardless of the need
to drive economic growth,
efforts around infrastructure
will need to be well planned
and strategic from an
environmental perspective.
With construction one of
the most environmentally
damaging of industries,
projects of all sizes will
need to factor in the UK’s
2050 target for net-zero
carbon emissions.
Sanjay Neogi, Head of
UK and Europe at energy
consultancy Enzen, says:
“Building back better will
mean 250,000 green
jobs and £12bn of
government investment,
including £2.8bn on electric
infrastructure alone. It
therefore looks as though
talk of a green industrial
revolution is anything but
greenwash and the beneﬁts
of a green recovery are there
for the taking.”
But, as he points out,
the devil is in the detail.
Having set decarbonisation
targets, the challenge for all
companies – including those
involved in infrastructure
schemes and projects –
will be moving from good
intentions to detailed
implementation.
“If businesses are to
achieve their maximum
potential, efﬁciency and
sustainability must underpin
everything they do, from
maintaining assets to
building new infrastructure.
This will set them on a
pathway to prosperity,
enabling them to deliver
competitive advantage at
a time of disruption and
helping business and
society emerge greener
and stronger.”
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Connectivity
Access to gigabit connectivity is vital
for economic and socioeconomic
growth – transforming communities
with ‘smart’ initiatives and improving
access to employment, education and
healthcare. Mikael Sandberg, chairman
at digital infrastructure specialist VX
Fiber, says this relies on a ubiquitous
fibre-to-the-premises (FTTP) network,
with fibre-optic cables laid directly
into residential and commercial
properties. As of December 2020,
5.1 million UK properties (around 18%)
had access to FTTP connectivity.
The ‘superfast broadband’ currently
accessed by more than 95% of UK
premises is delivered by fibre-to-thecabinet (FTTC) technology, a mix of
copper and fibre-optic cables, where
the fibre ends at the street cabinet,
which is then connected to the
premises by copper.
“FTTC was already struggling to
deliver the connectivity needs of a
nation pre-pandemic and is no longer
fit for purpose,” says Sandberg. “The
roll-out of full-fibre infrastructure is
an intrinsic part of the government’s
investment in projects to improve
the UK’s long-term competitiveness
and help kick-start the economy
post-pandemic.”
Others want to see 5G infrastructure
prioritised, as its roll-out will be

transformative for wider infrastructure
projects across the UK. “Adopted
meaningfully, 5G will allow us to
push boundaries, boost efficiencies
and realise huge economic and
environmental benefits,” says Dritan
Kaleshi, Head of Technology (5G)
at Digital Catapult.
Pairing 5G with Internet of Things
(IoT) functionality enables the tracking
and analysis of crucial data and the
better management of assets
throughout their life cycle. It can also
deliver ‘smart’ functionality across
entire cities. “In factories, for example,
networked system solutions, including
IoT, are helping us to fire up
productivity on production lines,
while our rail industry could see
‘smart’ railway tracks gathering data
on disruptions to manage rail
infrastructure assets, improve
operational efficiency and improve
future services,” adds Kaleshi.

‘Networked systems
solutions, including
IoT, are helping us to
ﬁre up productivity
on production lines’
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Education
Transport
Rural affairs
Justice
Science and research
Housing and regeneration
Works and pensions
Utilities
Culture
Energy

National Pipeline
The National Infrastructure
and Construction Pipeline,
published in June 2020,
provides long-term visibility
of the government’s plans
for economic and social
infrastructure including
transport, utilities, housing,
education, health, energy,
justice, scientiﬁc research
and rural affairs. The pipeline
covers 340 contracts in total
across more than 260
programmes. This map
shows the location of a
selection of projects costing
£1m-plus in a variety of
sectors. An interactive
version can be viewed at
tinyurl.com/BAM-Pipe
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Hospitals
The New Hospitals Programme
announced in 2019 should initially
deliver eight ‘new’ hospitals in the
next five years, with significant
infrastructure spend expected from
2023/24 to 2030. “A further 20 or
more new hospitals are planned for
development, with spend to start by
the end of the decade,” says ETL’s
Paul Styler. “These take time to
develop properly, and embed modern
manufacturing techniques and netzero carbon solutions that require
compromise and configuration, and will
come at a cost. A limiting factor is the
availability of NHS capital finance.
Another is that the NHS is still
considering what a net-zero carbon
hospital should comprise and whether
these projects need time to reassess
sustainability, construction methods
and pandemic readiness differently.”
Schools
The UK government fast-tracked a
£560m investment to improve school
buildings in August 2020, on top of the
2020/21 allocation of £1.4bn to improve
the school estate. As schools gradually
reopen following national lockdown
restrictions, James Scully, managing
director at manufacturing firm
Quadrant, believes that these projects
should be prioritised due to the social,
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emotional and mental impact of the
recent school closures on children of all
ages. “The money is there and there is a
desperate need to improve the school
estate. The majority of school buildings
in England are over 40 years old, with
60% built before 1976. However, we
must get the design right. COVID-19
has taught us that schools need to offer
plenty of airy, well-ventilated spaces
that are big enough to allow learning
and movement around the site to take
place, while maintaining some sense of
social distancing,” he says.
Housing
The UK’s chronic housing shortage is
one of the biggest challenges the country
faces. With the Chancellor recently
announcing an extension to the Help to
Buy scheme and 5% mortgage deposits
for first-time buyers, high-quality,
sustainable new-build homes are seen
as essential to getting the economy
moving. The recent Budget included
£10m of seed funding for a taskforce
into modern methods of construction,
to be based at the Housing Department’s
new Wolverhampton offices, where it
will work with the West Midlands
Combined Authority and Liverpool
City Region, among others.
Homes in the UK account for around
15% of carbon emissions through their
use of oil and gas for heating and so on.

Taking into account net-zero carbon
targets, house-building projects
must combine speed, efficiency and
sustainability, with the use of more
renewable energy sources as part of
their construction ethos – or the
Passivhaus (‘passive house’) approach,
based on the principle of reducing
energy demand for heating and
cooling to a very low level.
Some industry experts see modular
housing as the way forward. A report
by housing design specialists HTA
Design sets out how the UK could build
75,000 new modular homes a year,
tackling the housing crisis, creating
50,000 new jobs, reducing carbon
emissions by 40%, and delivering on
the government’s levelling up agenda.
The UK can build its way out of a crisis,
but with many traditional processes in
need of a radical overhaul, success will
depend on doing for infrastructure,
construction and towns and cities what
has been done for manufacturing:
leveraging digital technology, focusing
on sustainability and building a skilled
workforce for the future.
Further resources
For more information, you can
access the comprehensive resources
on ICAEW’s infrastructure hub at
tinyurl.com/BAM-InfraHub
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Budget 2021

The much anticipated Budget, delivered by the Chancellor
on 3 March 2021, was packed full of incentives to help
businesses navigate the ﬁnal stages of lockdown and beyond.
Sarah Ghaffari takes a deeper look at some of the key measures

A Budget for business
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Business tax
There were no surprises when the Chancellor
confirmed that the main rate of corporation
tax will rise from 19% to 25% in April 2023.
While this move alone is set to result in
approximately £17.2bn revenue by 2025/26,
the UK will still have the lowest corporate rate
in the G7. The increased main rate will only apply
to companies with annual taxable profits in
excess of £250,000, with the 19% rate retained
where profits do not exceed £50,000. And if
your taxable profits are somewhere in the middle?
Scaling relief will be available, meaning marginal
relief calculations are no longer a thing of the past.
More importantly, tax planning around use of
losses will be important.
Two more major Budget announcements were
the introduction of a new super-deduction to
incentivise companies to invest in plant and
machinery, and the more favourable treatment
of losses. These measures go some way to
alleviate the financial burden on businesses and
should provide a much-needed cash injection.
From April 2021, a super-deduction of 130%
will be available to companies (unincorporated
businesses are excluded) investing in qualifying
plant and machinery. This will generate a reduction
in tax of 24.7p for every £1 spent. So as not to
lose out, the annual investment allowance (AIA)
limit of £1m will continue to apply until the
end of 2021, thereby providing sustained relief to
unincorporated businesses. It will be necessary
to consider the impact of the 130% allowance
when the asset is disposed in the future. If it
is sold at a profit, HMRC will seek to tax the
disposal proceeds, most likely at the new
corporation tax rate of 25% (a higher rate than
that at which relief was originally provided on
the purchase). This will be of particular relevance
where the disposal proceeds are expected to be
significant or the asset will be resold within
a relatively short timeframe.
Companies and unincorporated businesses
making trading losses in 2020/21 and/or
2021/22 will be able to carry them back for up
to three years to offset against taxable profits
(for companies) or net income (for individuals)
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in those years, on a last-in-first-out basis.
The loss carry back extension applies to a
maximum of £2m for each company. While this
measure will be advantageous to businesses that
have incurred losses as a result of the pandemic,
and means they will not have to wait until profits
are made in the future, it will only save tax at a
rate of 19%. Some companies may wish to carry
forward losses against future profits, where a
maximum saving of 25% can be achieved. Of
course, there may be difficulty in forecasting
when the company will return to profitability.
In other news, eligible retail, hospitality
and leisure businesses will continue to receive
100% business rate relief for another three
months from 1 April 2021, avoiding the cliff
edge that was looming for many. ICAEW has
previously called for a full review of the
business rates regime to ensure the system is
fit for purpose, given the rise in online trading
and use of digital platforms.
VAT
The annual taxable turnover threshold, which
determines whether a person must be registered
for VAT, will remain at £85,000 until 31 March
2024. The taxable turnover threshold which
determines whether a person may apply for
deregistration will remain at £83,000.
The standard VAT rate remains at 20% and
the reduced rate remains at 5%. The 5% reduced
rate of VAT for hospitality, holiday accommodation
and attractions is extended for a further six
months until 30 September 2021. This will be
increased to a temporary interim rate of 12.5%
from 1 October 2021 to 31 March 2022, before
returning to the standard 20% from 1 April 2022.
The last time the UK had a VAT rate of 12.5%
it was the old higher rate, which was abolished
on 18 June 1979. There are unlikely to be many
computer systems that still have this rate included
in their VAT tables, so there could be significant
systems implications in ensuring the correct
accounting for this short-term interim rate
later this year.
Businesses that deferred VAT payments due
between 20 March and 30 June 2020 must
pay it back by 31 March 2021, or opt into the
VAT deferral new payment scheme to pay in up
to 11 interest-free instalments between 2021 to
2022. The deadline to join was 19 March, but
businesses can still pay VAT back in fewer
instalments until 21 June 2021. These plans will
be available when take-up is by 21 April (up to
10 instalments), 19 May (up to nine) and 21 June
(up to eight), to ensure that full payment is
received by the end of the financial year. It is
possible to pay fewer instalments, but there
must be a minimum of two.
There will be a penalty of 5%, chargeable in
relation to the amount of the deferred VAT that
remains outstanding, if businesses have not
either paid in full, opted into the new payment
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scheme or made an alternative arrangement to
pay by 30 June 2021. The normal VAT default
surcharge will not apply to this deferred VAT.
Grants and loans
Tax measures aside, the government has
introduced a suite of measures to support
businesses more generally.
Local authorities in England will provide new
‘restart grants’ to businesses required to close
because of the latest national lockdown. The
grants of up to £6,000 per premises will be
based on the rateable value of their business
premises and be available to ‘non-essential
retail businesses’. Hospitality, accommodation,
leisure, personal care and gym businesses will
be able to get more generous grants of up to
£18,000, as they will reopen later with more
restrictions. Companies that continued to trade,
chose to close, went into administration, or are
insolvent, will not qualify.
From 6 April 2021, the government will make
‘recovery loans’ of between £25,000 and £10m
available. Any business (apart from banks and

insurers) can apply before 31 December 2021,
including those already borrowing under existing
COVID-19 loan schemes. The government will
underwrite the new loans with an 80% guarantee.
The scheme will offer both overdrafts and invoice
finance over a maximum of three years, and term
loans and asset finance over a maximum of six
years. Personal guarantees will be required for loans
over £250,000, as well as proof of the pandemic’s
financial effect. The company must be able to
show that it remains viable and not insolvent.
For small businesses, there is also the ‘help to
grow’ scheme, which provides management and
digital skills training as well as cash discounts on
qualifying software. Twelve-week management
training and mentoring programmes will be
provided through a network of business schools,
with 90% of the cost funded by the government.
Companies can also apply for vouchers for 50%
discounts, saving them up to £5,000 on approved
software that enhances their productivity.
Sarah Ghaffari, Head of Business &
Management Faculty

Employment taxes
Class 1 national insurance

2021/22

2020/21

Lower earnings limit

£120 per week

£120 per week

£520 per month

£520 per month

£6,240 per year

£6,240 per year

£184 per week

£183 per week

£797 per month

£793 per month

£9,568 per year

£9,500 per year

£170 per week

£169 per week

£737 per month

£732 per month

£8,840 per year

£8,788 per year

£967 per week

£962 per week

£4,189 per month

£4,167 per month

£50,270 per year

£50,000 per year

Primary threshold

Secondary threshold

Upper earnings limit / Upper
secondary threshold / Apprentice
upper secondary threshold

The class 1 national insurance upper earnings limit and upper secondary thresholds are aligned with the
income tax higher rate threshold, which is being frozen at £50,270 from 6 April 2021 until 5 April 2026

Car, van, and car and van fuel
benefit charges

2021/22

2020/21

Van benefit charge

£3,500

£3,490

Car fuel benefit multiplier

£24,600

£24,500

Van fuel benefit charge

£669

£666
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Prompt Payment Code

Payback
time
New payment terms should
improve the ﬁnancial position
of many small businesses but,
says Martin Wheatcroft,
processes will need to keep up

SOURCE: TAKEN FROM TWO PAYMENT REPORTS FILED IN 2020-21,
ILUSTRATION: HARRY HAYSOM / IKON IMAGES

D

espite technological assistance,
the way businesses pay each
other remains stubbornly slow.
Delays in payment from customers is
one of the most significant financial
issues confronting small businesses as
they try to manage cash flow. This in
turn can make the difference in being
able to pay staff or their own suppliers.
The good news is that, from 1 July
2021, the signatories to the reformed
Prompt Payment Code (there are just
under 3,000 of them) must pay 95% of
small businesses within 30 days. This
gives the Code much stronger teeth;
previously it asked for 95% of invoices
to be paid within 60 days (which is still
the case for payments to large suppliers).
However, late payments will continue
to be a big challenge for many small
businesses, especially if they sit
towards the end of an extended
supply chain. Signatories to the Code
might pay their direct suppliers
promptly, but intermediate suppliers
may not be signatories to the Code.
In practice, many procurement
functions will be unhappy if they can’t
achieve the target set out in the Code.
Failing to do so would be a sign that
their attempts to streamline purchasing
processes are not working, given the
substantial savings to be made by
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eliminating or reducing the burden of
relatively low-value transactions.
Greater use of corporate payment cards,
self-billing and self-service portals are
helping achieve this goal.
The 80/20 rule means that most of
the value going through purchasing
processes arises from a relatively
small amount of transactions, while
a substantial number of transactions
represents a relatively small proportion
of the value even when added together.
For many large businesses, transactions
in the tens of thousands of pounds –
or more – are ‘low value’ in the context
of the millions they spend annually.
There is a lot SMEs can do, too. What
for a small business is a large amount
of money might be relatively small to
a large business customer. Perhaps
customers could use a payment card to
settle bills? There is a transaction cost,
but the cash-flow benefit is likely to be
worth a lot more, as well as being a lot
less than the cost of factoring.
If this is not an option, SMEs should
find out whether their largest customers
provide self-billing or self-service
options. In the former, the customer
automatically generates invoices on
behalf of the supplier and initiates
payments directly based on the orders
agreed. This avoids the need to create
and submit invoices which, even if
submitted by email, often require
several elements of manual intervention
to be pushed through the system and
matched to the original purchase order.
Self-service options allow invoices to
be submitted directly into customer
systems, removing the opportunity for
them to be ‘sat on’ at a series of virtual
desks before reaching the right approver.
Large businesses will be less happy
with the need to now segment their

suppliers into large and small in order
to check their compliance with the
Code. This will add to the complexity
of the statutory payment practice
reports that all large businesses are
required to file, not just the signatories
to the Code.
However, Philip King, until recently
the independent Small Business
Commissioner, commented: “Prompt
payment practice, to businesses of all
sizes, should be the default ethical
choice for companies doing business in
the UK. As we continue to negotiate
uncertainty due to public health and EU
transition concerns, prompt payment
has a major part to play in helping the
country to build back better.”
The business culture of delaying
payment to suppliers seems destined to
change, with regulatory reforms and
ethical business principles pushing this
trend, along with the convenience of
direct payment combined with better
processes and technical solutions.
Just as the idea of cheques taking
four days to clear is incomprehensible
to those entering the workforce today,
future generations are likely to be
equally puzzled that there was once
a time when businesses could take
several weeks or months to pay for
goods or services.
Martin Wheatcroft FCA, Managing
Director, Pendan

‘Prompt payment
practice should be the
default ethical choice
for companies doing
business in the UK’

Contrasting payment statistics
Major ﬁnancial
institution

Well-known
consumer brand

Days taken to pay invoices (average)

9

75

Invoices paid within 30 days

99%

17%

Invoices paid in 31-60 days

1%

26%

Invoices paid in 61 days or more

0%

57%

Invoices due but not paid within
agreed terms

1%

76%
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Virtual feedback

Giving constructive analysis in the new remote working environment is essential – but
what is the best approach? Matt Casey updates his golden rules for the new normal

O

ne of the biggest adjustments managers
are having to make in this era of remote
working relates to delivering feedback.
Much of what was previously best practice, if you
are to ensure this sharing of views is effective, is
pretty much impossible to follow when you don’t
work in the same location as your employees.
In the beforetimes, when I delivered training
to managers on the dos and don’ts of feedback,
these were some of the things I used to tell them.
Never give it over email or instant messaging,
always do it face to face.
Discuss a behaviour the moment you observe it.
Don’t pass on feedback from other people; focus
only on behaviours you have observed.
It’s not hard to see how this advice doesn’t
really hold up to the requirements of the new
normal. As it happens, I created this problem for
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myself a long time before the pandemic made
it unavoidable. My company, DoThings, moved
to a fully distributed workforce in 2019. I haven’t
worked in the same building as any of my staff
for a number of years now, and getting to
grips with this new approach to feedback was
challenging for me. The main reason for this
is that when I worked in an office, I relied on
organic and incidental feedback. We would
all be working together, and if I observed a
behaviour that I had something to say about,
I would immediately tell people. It was easy, it
was non-confrontational, and it allowed me to
use feedback the way I believe is best: through
frequent minor adjustments.
I have always said that we should think of
giving feedback as if we’re driving a car on the
motorway. We don’t wait until the car veers out
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of the lane and then make a big adjustment, we
just make constant, tiny, almost imperceptible
changes to keep the car on track. This is the
most effective way to handle feedback. But when
working remotely, the adjustments tend to come
later and be bigger. You just don’t get as many
touchpoints or as much information.
When we began working remotely, my ability
to get feedback from others suffered as well,
because the casual conversations that used to
be such a good source of information for me
were no longer happening. What I found was
that my previous approach, viewing feedback
as an activity that was prompted by the specific
events that required it, was no longer appropriate.
What I also found was that my personal
observations and interactions were no longer
enough to keep things on track.
It had previously been possible for me to steer
the behaviours of the entire group through the
organic micro-adjustments I spoke of before,
without much of a need for people to give
feedback to one another. I would observe an
interaction where one person’s behaviour had
clearly had an impact on someone else, and I could
give feedback on what I saw. This generally meant
that people didn’t have to provide feedback
between each other, as I was able to perform that
role for them. Once we began working remotely,
however, it was quickly apparent that I would no
longer get the information necessary to continue
handling things in this way. I couldn’t observe the
interactions, I didn’t overhear conversations.
Even when I did observe behaviours I wanted
to comment on, I found the nature of remote
working made it difficult. Previously, if I’d been in
a meeting with a group of people and I noticed a
behaviour that I wanted to change, it was very
easy for me to address it then and there, in a
non-confrontational way. But being in this
situation on a Zoom call just didn’t feel the same.
It felt more formal, more serious and, ultimately,
I found myself backing away from giving feedback
in those scenarios, as I was not convinced that I
could deliver it effectively in that forum.
New rules for a new situation
I gave this problem a lot of thought, because in
every single terrible company I’ve ever worked for,
it was possible to trace what made it terrible back
to a lack of feedback. I didn’t want DoThings to
turn into a workplace where nobody ever found
out how their behaviour affected their co-workers,
but in truth I was kind of at a loss as to how to fix
it, given that all my previous golden rules were
now useless to me.
In the end, the solution I discovered was simple.
If I no longer had access to all the information,
then I needed to engage the people who did have
that information. I had to decentralise feedback.
One of the reasons why, historically, a manager
has been in charge of giving feedback is that doing
it well is a specific skill. If you give someone
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‘The simple truth of remote
working is that managers
will have access to far less
information than they did when
everyone worked together’

feedback badly, it can have a negative effect. So
the thinking has always been that a manager who
knows how to do it properly should pay attention
to how someone behaves, and then give that
person feedback in a constructive and sensible
way. This solution made sense when the manager
had easy access to the information necessary,
but in the world of remote working we need to
come at it from a completely different angle. The
manager doesn’t have the information any more,
so we now need to enable all our employees who
do have it, giving them the necessary skills and
tools to deliver feedback to one another.
The right tools for the job
Making this change does not require a huge shift
in approach. For example, where people previously
may have delivered live demos or presentations of
specific work, in the remote era you can instead
ask people to record and share screencasts in a
dedicated Slack or Teams channel, where feedback
can be shared by anyone who views it. This makes
it far easier for people to watch, engage and share
their feedback based on their own schedule.
To collect and share feedback on individual
behaviour, you can use a project management tool
such as DoThings that triggers automatic feedback
requests from everyone involved, the moment the
projects are completed. These feedback requests
can be structured in such a way that they ensure
the information gathered is useful without being
confrontational, regardless of any individual’s
ability to deliver effectively.
You can also grease the wheels, so to speak,
by simply telling people that it’s OK to give you
feedback via Slack or Teams, or whatever your
preferred comms tools is. Remember, this is a
new way of working. People won’t necessarily
know what’s acceptable and what isn’t. When
that’s the case, the default behaviour a lot of
people opt for is to just do nothing, and wait
and see. If you clearly communicate that you’re
happy to receive feedback in whatever way works
for you, that alone will make a big difference.
The simple truth of remote working is that
managers will have access to far less information
than they did when everyone worked together.
I honestly believe this leaves us no option but
to rely on technology to help us get information,
and to empower the people we work with to
share the information with each other.

Matt Casey is
a management
expert, the
co-founder of
DoThings.io and
author of The
Management
Delusion: What
If We’re Doing It
All Wrong?
(DoThings, £11.99)
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The future is green
As more consumers seek out greener brands,
John Grant explains how businesses can use
sustainability to build a competitive advantage
and take an eco-friendly stand

O

nce upon a time, corporate
social responsibility (CSR)
was merely a fringe activity.
Some companies treated it as a subset
of reputation, reporting and risk
management. Others managed to
avoid it altogether. But a few pioneers
took it more seriously and started to
look at the impact of their supply
chain and operations in order to
reduce any harmful side effects.
Today, CSR is a must. Large
companies are under pressure from
shareholders, employees and customers
to show a genuine leading position.
What form that takes can vary. If you
are a car company, it could be switching
to electric car manufacturing. If you
are in food, it could be the shift to
plant-based diets, clean eating and
health. In packaging, you could be
looking at reducing the use of virgin
materials, especially plastic, and
increasing recycling rates.
As the reality of the need for
sustainable business has taken hold,
companies and brands have also
upped their ambitions. Some, such
as Oatly, Tesla and Impossible Foods,
have succeeded in creating eco superbrands. In larger organisations, the
new gold standard is committing to
being people and planet positive
(IKEA), resource positive (Starbucks)
and regenerative (Walmart). This
means that beyond ‘net zero’ targets,
these companies aim to do more
good overall than harm.

‘It is important to be
critically aware of
how creative licence
can easily turn into
unintended greenwash‘
28

While becoming sustainable can add
complexity and cost, the good news
is that it can also build competitive
advantage. In 2019, a comprehensive
study of more than 71,000 consumerpackaged products by NYU Stern
Center for Sustainable Business found
that those labelled as sustainable grew
5.6 times faster than those that were
not. There are numerous ways that
sustainability can align with marketing
objectives, including increased growth,
loyalty and advocacy, targeting new
segments, and the ability to charge
a premium for more ethical goods.
The difficulty is often how to
communicate sustainability in your
marketing. How do you take credit for
your efforts and bring people with
you? The danger is that you lapse into
greenwashing – any attempt (deliberate
or otherwise) to appear greener than
you really are. This will often backfire
because NGOs, media or regulators will
challenge you for making misleading
claims. Companies do need to walk the
walk before they can talk the talk.
Practise what you preach
One way to avoid greenwashing is to
communicate sustainability in ways
other than by making claims. I’ve
often advised clients to do something
sustainable with consumers rather than
just messaging. Encourage consumers
to recycle, rent, buy local, share lifts
and spend more time in nature. REI, an
American outdoor equipment retailer,
shuts up shop on Black Friday and
encourages consumers and staff to
#OptOutside – spend time outdoors
instead of shopping. This move was
positively received and boosted
marketing measures such as awareness
of the brand, advocacy and loyalty. On
just one measure, REI boosted its
social media impressions by 7,000%
with this campaign. It also positively
contributed to the culture and

‘Becoming sustainable
can add complexity
and cost, but the good
news is it can also build
competitive advantage’
communities it does business in.
These days, working out what your
purpose is before then pursuing that
with marketing is a common approach.
Every brand at Unilever is encouraged
to define its purpose. The CEO of
Unilever, Alan Jope, went as far as to
say: “We will dispose of brands that we
feel are not able to stand for something
more important than just making your
hair shiny, your skin soft, your clothes
whiter or your food tastier.”
Unilever brands such as Ben & Jerry’s
and Seventh Generation are radical
and activist. Others are more gently
purposeful. For instance, Hellmann’s
focuses on enjoying real food and
reducing food waste.
There are situations where you
want to tell consumers that your
products are genuinely greener. Here
it is a matter of being understated,
modest and authentic. It is important
to be critically aware of how creative
licence can easily turn into unintended
greenwash. The difficulty is that
marketing tends to exaggerate, enthuse
and extend simple product features.
Past campaigns criticised for
greenwashing include Lexus’s 2007
advertising for its hybrid SUV, offering
“high performance, low emissions, zero
guilt”. It was indeed a better choice
than a petrol SUV, but much less green
than buying a small car. The carbon
dioxide emissions figure for the Lexus
was 192g/km, whereas a normal petrol
engine for a Fiat 500 of the same vintage

April 2021 Business & Management

Sustainability

GETTY IMAGES

to embrace what has become known as
radical transparency. Clothing retailer
H&M topped the Fashion Transparency
Index 2020. Back in 2013, the brand
began to publish details of all its
supplier factories online. In 2017, it
started providing detailed transparency
information for clothes within its
Conscious Exclusive range. Then, in
2019, it gave detailed information for
every single garment on the H&M
website: “For each of our garments, we
now share details such as production
country, supplier names, factory names
and addresses, as well as the number
of workers in the factories. In addition,
customers can find out more about
the materials used to make a specific
garment. By sharing extended details
on where our garments are made, we
make it easier for customers to make
more informed choices when shopping.”
H&M is not without its critics, but it
has shown how being rigorous and
accurate with sustainability information
can create its own kind of halo effect.

was only 118g/km. Also, about half the
emissions of any car are ‘embodied’ –
from mining, manufacturing and so
on, and large luxury cars have a much
bigger footprint here too. So the Lexus
– better than similar non-hybrids, sure.
Zero guilt? Perhaps not.
The obvious way around this
problem is to have your sustainability
people working with the people who
write and design marketing materials.
But even when a claim is completely
true, it can be misleading. I used to
marvel at Lavazza Tierra coffee claiming
on the pack that it was ‘100%
sustainable’. How had they achieved
this, I wondered? They farm coffee,
roast it, pack it, ship it around the
world… without any negative impact?
When researching my latest book,
Greener Marketing, I discovered how
this howler came about. The coffee is
Rainforest Alliance certified. When
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‘The strategic way to
deal with sustainability
information is to embrace
what has become known
as radical transparency‘
displaying a label under this scheme,
you have to say how much of the
contents are certified. For instance, a
chocolate brownie might be 50%: the
cacao is certified, but not the flour, oil
or sugar. In Lavazza Tierra’s case, the
contents were 100% certified. But by
carrying a big label on the tin saying
‘100% sustainable’, it was giving a very
different impression.
The deeper, more strategic way to
deal with sustainability information is

Small but mighty
Many of these examples are global
companies with large marketing
budgets and valuable brands to defend
and build. How can you approach the
subject when you have a small business
and limited means or expertise? Some
of the most sustainable companies I
know are small. They manage it by
genuinely setting out to do the best
for people and the planet, and by
sharing what they are doing with their
consumers, who are often enthusiastic.
Many of the smaller companies leading
on sustainability have embraced the
B Corporation standard (along with
some large companies such as Danone
and Natura). The B Corp certification
(see the March issue of this magazine)
gives a rigorous framework for setting
ethical standards and sticking to them.
It’s well worth checking out.
In summary, sustainability is now
a must-do. It can build competitive
advantage. But mixing sustainability
and marketing communications can
easily lead to greenwash. As a marketer
might say, when it comes to making
eco claims, less is more.
John Grant is author of Greener Marketing
(Wiley, 2020). He was co-founder and head
of strategy at London creative agency
St Luke’s, and has advised clients such
as the BBC, IKEA, Microsoft, Natura and
Unilever on brand, marketing, behaviour
change, strategy and innovation.
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Listen…

Our regular roundup of the latest books, podcasts
and more on all aspects of business

Read...
The Organic Growth Playbook by Bernard J Jaworski
and Robert S Lurie (Emerald Publishing, £15.99)
As the title suggests, this book is all about strategies for
achieving steady, sustainable growth – and the subtitle,
‘Activate high-yield behaviours to achieve extraordinary results
– every time’, demonstrates its ambition. Authors Bernard
Jaworski and Bob Lurie, renowned experts in their field, found
that traditional-category growth strategies were unpredictable
– some campaigns worked, others didn’t. What they realised,
and have demonstrated to their clients, is that changing
customer behaviour, rather than just putting out the message
that your product is great, is key.
This is not about acquisitions, but about growing what you
already have, rapidly and reliably. Based on five principles –
including mapping the buying process; critical drivers and
barriers; and investment – all is explained clearly so that it’s
easy to gain a good overview on first reading. Because no two
companies are the same, the section on implementation looks
at how to tailor the guidance to individual circumstances.
Produced for the American Marketing Association (AMA),
this is one of a series of seven titles written by and for
marketers with the aim of honing modern marketing practice.
Others cover subjects such as digital transformation;
competing in global markets; and generating and using insight.

Long Life Learning: Preparing for Jobs That Don’t Even
Exist Yet by Michelle R Weise (Wiley, £18.99)
Working life is changing. Gone are the days when you left
school, found a job, stuck at it for 40-odd years, then retired.
Now, it’s not unusual for someone in their 50s to have changed
jobs a dozen or so times – and, as life expectancy increases,
many people are continuing to work for longer.
In 2014, LinkedIn’s top jobs hadn’t existed five years earlier
– roles such as iOS/Android developer, UI/UX designer, cloud
manager, big data architect and social media intern. All of
which makes the idea of leaving education in your teens or
20s and having no further formal learning seem crazy. This
book looks into a future where workers have extended, and
varied, careers, and where learning is a life-long journey.
The author, a thought leader and author in the field of
future education, looks at how we can continue to reskill and
upskill throughout our working lives, and how employers
need to adapt to the changing needs of the workforce. She
looks at the increasing importance of adult education, and
how taking blocks of time away from work to learn is not
necessarily the model we’ll be following in the future. She
also highlights many of the inherent inequalities in work and
education, and how these might be addressed. While statistics
quoted are all US-focused, the message contained in this book
is universal – we need to rethink learning, for everyone.
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Dare to Lead
Brené Brown’s podcasts are
a series of conversations with
“change-catalysts, cultureshifters and more than a few
troublemakers who are
innovating, creating, and
daring to lead”. The most
recent episode (at time of
writing) was a chat with
sports psychologist Dr Pippa
Grange on fearing less –
Grange worked extensively
with the England football
team for the World Cup in
2018, the one where they
ﬁnally broke the penalty
shoot-out curse!
There’s a new episode
every week, but lots in the
back catalogue to pique
your interest – including an
interview with former US
President Barack Obama
on leadership, family and
service. It’s all part of Brown’s
Dare to Lead hub, which
encourages us all to be
better leaders.
brenebrown.com/dtl-podcast
Workforce Institute Radio
This US-based think tank
specialises in workplace
performance and human
management issues. As well
as lots of interesting articles,
you’ll also ﬁnd a selection of
podcasts aimed at anyone
with an interest in people
issues. If you read our feature
on feedback (page 26) with
interest, Sharlyn Lauby’s
podcast on managing
performance would make
a good next listen.
workforceinstitute.org/
podcasts
What’s your favourite
podcast? Do you have a
must-read blog or go-to guru
for inspirational videos? Share
your recommendations for
business- and managementrelated content by emailing
dipak.vashi@icaew.com
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Accelerate your career with our
BAM resources
WHAT DOES MY FACULT Y MEMBERSHIP PROVIDE?
Here at the faculty, we want you to have access to the best value CPD, plus resources to help progress
your career and improve the performance of your organisation.
Do you make full use of everything available to you as a member of Business and Management?

Don’t forget your:
• Regular magazine with topical and practical articles to help you perform
at your best

Plus, our six online hubs focusing
on these key areas:
• Strategy, risk and innovation

• In-depth quarterly reports on business topics chosen by members

• Finance transformation

• Webinars that can be watched live or on demand to keep you up to date
on relevant subjects

• Business performance management

• Events where you can learn and network with your peers

• Economy and the business environment

• Quarterly summaries highlighting our best articles, reports and webinars
• Monthly eBulletin giving you easy access to magazine articles and
other resources

• Financial management
• Leadership, personal development and HR

• Opportunity to network through our LinkedIn group

icaew.com/bam

It pays to be connected

Take the lead with the Volvo XC60
Recharge Plug-in Hybrid
They say life’s all about who you know. As an ICAEW
member, that’s certainly the case. Enjoy exclusive savings on
our Volvo XC60 Recharge Plug-in Hybrid T6 AWD Automatic
– from finance packages to insurance and servicing offers.
Plus, experience the benefits of being connected to a more
sustainable, more economical way to drive in our dynamic
mid-size SUV.
Visit icaew.com/volvo or call the
Volvo Car Business Centre on 03333 204 147

Af finity
par tner
discounts

Finance
packages

£

Accessory
offers

Service
offers

Insurance
offer

Fuel consumption and CO2 figures for the Volvo XC60, in MPG (l/100km): WLTP Combined 30.0 - 113.0 (9.4 - 2.5).
WLTP CO2 emissions 213 – 55g/km. WLTP electric energy consumption 3.5 – 4.1 miles/kWh. Equivalent all electric
range 28.0 – 32.3 miles. Figures shown are for comparability purposes; only compare fuel consumption, CO2 and equivalent electric range figures with
other cars tested to the same technical procedures. These figures were obtained using a combination of battery power and fuel. The Volvo plug-in hybrid vehicles
require mains electricity for charging. These figures may not reflect real life driving results, which will depend upon a number of factors including the accessories
fitted (post-registration), variations in weather, driving styles and vehicle load.
Terms and conditions apply. XC40 T2 and BEV and all Polestar Engineered variants are excluded.

