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Over the last year, we’ve all had to be agile and adapt quickly, thinking of new 
strategies and new ways to do marketing in this new normal. 

 
Time is at a premium, that’s why we launched our blog series ‘5 Minutes To’, weekly 
short topics to get you started, help you improve, and maximise your marketing and 

taking 5 minutes to read, learn or achieve. 
 

Every quarter we’ll be providing an E-book collating all of our content for the last 3 
months for you to have handily in one place. 

 
Our first quarter covers some fantastic topics from Google ad words to improve 

your social media, to getting started on a new website. We’ve even thrown in a few 
chocolaty recipes you can make to keep you fuelled as you work.

JESS HADLEIGH
 MD/CO-FOUNDER

Foreword
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Our latest blog series

While topics might be wide-ranging, our aim is to either explain these topics 
and concepts in 5 minutes or less, or else give you tips and tricks that can be 
implemented in just 5 minutes.

Ruthie Pinion

We’re excited to launch our latest blog series this Friday called “5 Minutes To”!

The Beacon Team loves to learn, but we also love to share all our knowledge. And we know better 
than anyone how much information there is for marketers to read, digest and action. So we wanted 
to help make it easier to stay on top of the concepts, trends and tools that will take your marketing 
to the next level.

The format is simple: every Friday, we’ll be releasing a short piece of content across our social 
feeds. This could be a video, audio clip or a blog; all focused on a single small concept like Google 
My Business, killer layouts for your photos and graphics, or even what cascading bids in PPC are. 
While topics might be wide-ranging, our aim is to either explain these topics and concepts in 5 
minutes or less, or else give you tips and tricks that can be implemented in just 5 minutes. 

We’ve got a great line up of topics and concepts to cover; some you might be very familiar with and 
some that might be new, but we’re hoping that we can still teach you something new that you can 
use in your strategies and campaigns.

If there’s anything in particular that you want to cover, just let us know, but we’ll see you THIS 
FRIDAY for 5 Minutes To: Colour Theory!

5 Minutes to
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02
At Beacon, we bloody love a moodboard when we’re setting up for a new 
campaign or a new style of creative assets. We bring together our inspirations 
behind a set of creatives and think about how best we can represent these themes 
through design.

Ruthie Pinion

5 Minutes to

Colour Theory

When I’ve run branding training in the past, one of my favourite topics to cover is Colour Theory 
and the unconscious impact colours can have on consumers – so I thought it would be the perfect 
topic to kick us off with.

There are 3 things that influence a consumer without them really noticing: sound, smell, and colour. 
Factoring smells and sounds into your marketing might be a bit of a challenge, but using the right 
colour to evoke certain emotions or associations is a bit simpler.

The Power of A Colour

The easiest place to start is branding. Think about some of the world’s biggest brands: Apple, 
Dell, IKEA, Coca-Cola. What colours do they use in their logos and branding? What do you 
associate with these brands? You probably have more pre-formed opinions than you realised, even 
about brands you don’t necessarily use. It’s all down to the way these companies have painted 
themselves – literally. 
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Lots of charts like this exist around the 
internet with slightly differing adjectives, but 
it’s a great starting point for understanding 
the connotations that different colours can 
have for your brand. Remember that, as 
with all things marketing, these aren’t hard 
and fast laws: not everyone will have the 
same reactions, but for brand and campaign 
building, it’s a good foundation. 

Bold, passionate brands like Coca-Cola 
favour reds – it’s often something we see a 
lot in fast food restaurants to help catch the 
eye and imply a sense of urgency. We also 
see it in toymakers like Lego and Mattel. 

(Color Theory: Marketing, Branding, and
the Psychology of Color, 2018)

On the other end of the spectrum, purples are used to invoke a sense of luxury. Brands like 
Chambord, Hallmark, and Cadbury clearly remembered their Roman history when building out their 
brand colour palettes; playing on the traditional colour of the aristocracy to make consumers feel 
a very specific way when thinking of their brand. Consider the way some of these brands present 
themselves outside of just their logos: Cadbury certainly pushes this feeling of luxuriousness in its 
ads. (As an aside, if you want to get a glimpse into just how important colour can be for brands, 
check out this piece from The Drum about Cadbury and it’s trademark purple).

Blue brings that sense of safety and security that a lot of banks, car manufacturers, and tech 
companies favour. You want a car that’s safe, you want technology that won’t break within a few 
months, and you want to trust your bank to look after your money well. Social Media platforms 
– Facebook, LinkedIn, Twitter…even Tumblr – all tend to be blue as wellI; likely to put them in the 
same camp as other tech brands like HP, Windows and Intel to name a few. In short, if the business 
relies a lot on safety and security, you’ll likely find a lot of blues in their palette.

Yellow brands, like Beacon, are all about inspiring optimism and warmth. They tend to be quite fun 
brands – again you see a lot of fast food brands using the yellows as well. Similarly, orange also 
brings the sense of fun that makes it the perfect colour option for child-friendly or child-orientated 
brands like Nickelodeon. These two swatches emphasise friendliness, vitality, and playfulness – 
perfect for your friendly neighbourhood marketing agency!

https://conceptdrop.com/blog/60-color-theory-the-psychology-of-color-marketing-and-branding/
https://www.thedrum.com/news/2019/02/05/after-two-decades-cadbury-finally-cedes-its-purple-trademark
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Green is an interesting one, as it doesn’t match up as well on paper – but the link is certainly there. 
Naturally, the green implies things like harmony, health, growth and freshness; and brands tend 
to try and use this to their advantage. Unsurprisingly we see Green Giant, Whole Foods and other 
“natural” brands in this camp, but also a couple of energy companies, and even Starbucks. This is 
more about the message and the ideas they want to put out – energy companies want you to think
that their brand is more eco-friendly than the competitors on the market, while Monster and 
Starbucks want you to think their drinks are a more nutritious option.

Then, you have the greyscale colours: black, white, and grey/silver. Black is the colour of 
sophistication. Most, if not all, high-end designer brands like Gucci, Dolce and Gabbana, and Prada 
use black because they don’t need to influence their customer. The name is enough on it’s own. It’s 
a statement in it’s own right: we don’t need to think about colour theory. You’re going to buy our 
products simply because of who we are. White is the symbol of purity and clarity, but it’s often not 
a big player in branding. Instead, we tend to see the use of whitespace, rather than the colour itself. 
Sitting between them is grey, once again bringing that sense of high-end sophistication, as well as 
professionalism and calm. Apple, Wikipedia, Honda: these are all timeless brands that you trust. 

Moodboards, Swatches, and Painting a Palette
This is all well and good on paper, but what can you actually do with this information? Of course, 
if you’re setting up your business you’ll want to consider how you can translate your brand 
personality into your “silent” assets. However, if you’re already an established brand, it doesn’t 
seem like colour theory can be much use to you aside from a rebrand.

At Beacon, we bloody love a moodboard when we’re setting up for a new campaign or a new style 
of creative assets. We bring together our inspirations behind a set of creatives and think about how 
best we can represent these themes through design. What this often means is that we pick our 
different colours and swatches as part of that moodboard to see how it reflects the overall tone 
we’re going for. Next time you’re planning out something new, make sure you’re paying particular 
attention to the colours you choose, and think about why you want to use them – and what impact 
they’ll have on the end consumer. 
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03
When it comes to reporting, Google breaks out Conversions into a number of 
different metrics. It’s a good idea to get to grips with what they all mean, even if you 
only look at one or two of them on a consistent basis.

Ruthie Pinion

5 Minutes to

Understanding Conversions
in Google

Google is often the standard we have to hold ourselves to. However, with the amount of data that 
Google can display, it can be confusing making sure you’re looking at the right metrics.

Conversions and conversion tracking are one of the easiest ways to see if your activity and 
marketing efforts are working. They are the completion of a specific goal, or a specific action being 
taken, for example a sale, app download, or a phone call. If you have solid conversions, or if they’re 
in the range you’d expect, then you’re doing something right. If they’re lower than what they should 
be, you have a problem that needs addressing. But how do you know if your conversions are 
holding strong?

Setting Up For Success

You can track lots of different actions in Google Ads and Google Analytics: calls, app downloads, 
transactions, and many more. Google itself has a very comprehensive set of tutorials and guides 
on its website. The long and short of it is: you’ll need to set up the actions you want to track in your 
Google account before you can get started with Conversion Tracking. 

Take some time to work out what actions are important to you, how much revenue they drive, 
whether they’re something you need to be constantly tracking or just something to be aware of. 
This will be important as part of the setup process.

Acronyms on Acronyms

https://support.google.com/google-ads/answer/1722022?hl=en-GB
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When it comes to reporting, Google breaks out Conversions into a number of different metrics. It’s 
a good idea to get to grips with what they all mean, even if you only look at one or two of them on 
a consistent basis. It’s also handy to know these in case you work with an agency or partner who 
uses them frequently to benchmark your performance. So here we go:

Conversion: this is the number of conversions that Google has recorded across the actions you’ve 
chosen to include. This isn’t to be confused with All Conversions, which will include any actions 
you’ve set up. Sometimes, you don’t want to see your app downloads or calls when you’re looking 
at your everyday data, but you still need to track these. Conversions are for your day to day checks, 
All Conversions are for your deeper reporting. 

Cost/Conv.: Short for “Cost per Conversion” this one is pretty much what it says on the tin. It’s 
the average of how much your conversions cost you. This one is particularly important for your 
ad spend and budgeting, but you’ll want to keep an eye on this to make sure you’re either holding 
steady, or seeing a decline.

Conv. Rate: Another staple metric to look at is your conversion rate. This is how often an ad click or 
an interaction lead to a conversion.

Conv. Value/Cost: This is another way of saying return on ad spend. How much revenue did your 
conversions bring in, compared to how much you spent on it. Naturally, you want this number to be 
over 1, as it means you’re breaking even in terms of how much you spent and how much revenue 
that brought in, but this will depend on your business and the KPIs you’ve set. 

It’s also worth noting here that metrics that involve Conversion Value rely on you inputting this 
information into your analytics. This is crucial for retailers, or brands with an online store, as you 
want to be able to estimate how much revenue a conversion will drive. This can all be set up in 
Google Analytics, and might also be written as Value/Conv. in Google Ads.

(How to Conduct a Complete Google Ads Audit, 2020)
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Conv. Value/Click: This metric isn’t used as often, but it’s essentially how much revenue you bring 
in per each click. This is not as important as many of the other conversion metrics, but it’s always 
handy to understand what it means when it crops up.

Total Conv. Value: The last metric we’ll cover is the total conversion value, which is just an estimate 
of how much money you made on your conversion in a given period. Again, this will only be 
relevant to you if you’ve added Conversion Values as part of your set up, but it’s a good overall 
metric to have oversight over, and is well worth setting up. 

Knowing what all of these metrics mean will give you a huge boost in confidence as you navigate 
through the Google Ecosystem, but there are one or two extra things to keep in mind as you go. For 
example, sometimes, your conversions will appear as a decimal in a way which doesn’t necessarily 
make sense.

How could you have gotten 15.3 phone calls from your ad? When you see this, it’s because 
attribution models (which work out how much weight to give to a specific interaction in actually 
driving a conversion) give fractional credit for each conversion across multiple clicks. Don’t worry, 
we’ll cover attribution and attribution models another time!

Conversion Tracking is a great opportunity for marketers to keep tabs on just how well their 
marketing efforts are working, so I definitely recommend having a play around with it if you haven’t 
already. Let us know how you get on, and if you have any questions, just get in touch!

(TBC)

https://support.google.com/google-ads/answer/6259715
https://beaconagency.co.uk/contact-us
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04
Becoming more inclusive with your social media content takes work and nobody 
gets it right all the time so welcome any feedback, take it on board and use it to 
improve.

Jess Hadleigh

5 Minutes to

Making your social media
more accessible part 1

Photo by Le Buzz on Unsplash

Over the past few years, inclusivity has become a huge focus for consumers in particular. For 
marketers, this has a lot of implications on the UX and UI of our marketing – but especially when it 
comes to social media. 

Our goal with our marketing should always be to provide the best user experience for as many 
people as possible. This attitude starts when we think about our websites, but becomes even more 
important when we’re thinking about social.

Now, if you have the time, Hootsuite has done an excellent piece covering inclusive design for 
social media which we highly recommend. If you’re short on time though, we have you covered in 
the first of our two-parters on Social Media Inclusivity! Today, we’re coving copy and deployment.

Use Customer profiles to ensure you make the language 
more inclusive
We always find that it’s much easier to develop content when you consider how it might be 
perceived by individuals: fleshed out people rather than an undefined mass. We create named 
profiles influenced by real people in our audience that fit a wide range of different viewpoints. 
Then, we use these profiles to review our content: asking ourselves how each one (or, at least, the 
relevant ones) would respond to the piece. 

As you develop these profiles, make sure you include a wide range of different life experiences. 
This will help you to avoid using any ableist language, and encourage the use of gender-neutral 
pronouns and terms.

https://blog.hootsuite.com/inclusive-design-social-media/
https://blog.hootsuite.com/inclusive-design-social-media/
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Make Text Accessible
When it comes to writing your social media copy, you’ll want to keep it simple. Try not to use too 
much jargon and only use technical terms where appropriate, so as not to exclude anyone from 
understanding your posts. Similarly, don’t overuse capital letters, as full caps can be difficult to read 
and are often misinterpreted by screen readers. 

Turning to hashtags, one of the staples of social media, ensure that you’re capitalizing the first 
letter of each word if you’re using a hashtag with multiple words. This makes it easier to distinguish 
between words so it’s clearer to read. Also, put the hashtags at the end of a post, again to make it 
easier to read. 

Provide Captions on all Images
If you only do one thing to make your social media more accessible, add alt text to your images 
across all channels. Linkedin, Twitter, Instagram, and Facebook all let you add alt text for both Gifs 
and Images.

Describe the image in detail, convey the key points you wanted to get across. If there are any 
colours that are important, include them as well – for example, if something is highlighted in red 
because it’s important. Lastly, the tone of the descriptive text should match the image. If it’s funny 
then the text should be funny, if it’s professional then professional.

(Photo by NordWood Themes on Unsplash)

Always have captions for videos
On a similar note, videos need to have captions wherever possible. Think about the last time you 
actually watched a video with sound on in your feed – it’s likely that it’s been a while. Adding 
captions ensures better engagement with your videos as it opens them up to a wider audience. 
Indeed, internal tests at Facebook found that video ads that include captions see a 12% increase in 
view time on average. 

https://www.facebook.com/business/news/updated-features-for-video-ads
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Add Video Descriptions
Video descriptions are different to captions in that you’re describing what the video contains and 
the imagery you’ve used to convey your meaning. This can be done either by including a descriptive 
audio file or a description transcript.Becoming more inclusive with your social media content takes 
work and nobody gets it right all the time so welcome any feedback, take it on board and use it to 
improve.

We’ve also included some tools to help you on your journey to more inclusive social media content. 
Join us next week as we take you through design best practices to ensure your social media 
creativity is top-notch! 

Stay on top of Native Accessibility Tools
Facebook:

• Facebook Accessibility Page
• Facebook Accessibility on Twitter
• Facebook’s Navigation Assistant
• Facebook Accessibility Help Center
• Submit Facebook Accessibility and Assistive Technology feedback

Twitter:

• Twitter Accessibility account
• Twitter Able account
• Twitter Together account
• Twitter Safety account
• Share feedback on accessibility and other issues

YouTube:

• YouTube accessibility settings
• Using YouTube with a screen reader
• YouTube support

Pinterest:

• Emotional Health Resources
• Pinterest Help Center

LinkedIn:

• LinkedIn Disability Answer Desk

https://www.facebook.com/accessibility
http://twitter.com/fbaccess
https://www.facebook.com/help/android-app/586155171554691?helpref=uf_permalink
http://www.facebook.com/help/accessibility
https://www.facebook.com/help/contact/?id=169372943117927
https://twitter.com/TwitterA11y
https://twitter.com/TwitterAble
https://twitter.com/TwitterTogether
https://twitter.com/TwitterSafety
https://help.twitter.com/en
https://support.google.com/youtube/topic/9257112?hl=en&ref_topic=9257107
https://support.google.com/youtube/answer/189278?hl=en
https://support.google.com/youtube#topic=9257498
https://newsroom.pinterest.com/en/post/new-tools-for-managing-difficult-emotions
https://help.pinterest.com/en
https://www.linkedin.com/accessibility
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Social media accessibility tools
WAVE Browser extensions
The Web Accessibility Evaluation extensions can be used on Chrome and Firefox to assess your 
website and its content for accessibility.

Hemmingway Editor
Ensure the readability of your copy with Hemmingway Editor. Aim for Grade 8 and lower to 
comply with WCAG standards. The Readability Test Tool is another option.

Microsoft Accessibility Checker
Microsoft has a built-in accessibility tool available in Outlook, Excel, and Word. Microsoft Inclusive 
Design Manual also offers videos and downloadable booklets on inclusive design topics.

Thread Reader App
This Twitter bot unrolls threads on the platform so that people can read them more easily. To 
prompt the app, simply tag it and write “unroll” in reply to the thread in question.

Image Alt Text and Alt Text Reader
Tag @ImageAltText or @Get_AltText in reply to a tweet with an image to trigger these Twitter 
bots. If available, they’ll respond with the alt text.

Cliptomatic
Add captions automatically to your Instagram Stories, TikTok videos, and Snaps with Cliptomatic.

Text on background image a11y check
This text-over-image accessibility tool helps you determine how legible text is based on color 
contrast. Use Facebook’s Image Text Check tool to determine if you have too much text on your 
image.

YouDescribe
YouDescribe, by the Smith-Kettlewell Eye Research Institute allows volunteers to create descriptive 
audio for YouTube videos. Simply copy and paste a YouTube url into the search field and click 
Create/Edit Descriptions to get started.

Aegisub
Aegisub is a free open-source tool for creating and editing subtitles. You can also use this tool to 
create transcripts for videos.

Mentionolytics
Track your brand mentions across social media and the web with Mentionolytics. This tool is a 
good way to show up and respond to questions and feedback, whether you’ve been @-mentioned 
or not.

Web Content Accessibility Guidelines (WCAG) 2.1
These recommendations set the industry standards for accessible web and social media 
experiences.

Vox Product Accessibility Guidelines
These guidelines provide an interactive checklist for designers, editors, engineers and more.

https://wave.webaim.org/extension/
http://www.hemingwayapp.com/
https://www.webfx.com/tools/read-able/
https://support.microsoft.com/en-us/office/improve-accessibility-with-the-accessibility-checker-a16f6de0-2f39-4a2b-8bd8-5ad801426c7f?ui=en-us&rs=en-us&ad=us
https://www.microsoft.com/design/inclusive/
https://www.microsoft.com/design/inclusive/
https://twitter.com/threadreaderapp
https://twitter.com/ImageAltText/with_replies
https://twitter.com/get_altText/with_replies
https://www.apalon.com/clipomatic.html
http://www.brandwood.com/a11y/
https://www.facebook.com/ads/tools/text_overlay
https://youdescribe.org/
http://www.aegisub.org/
https://apps.hootsuite.com/apps/mentionlytics
https://www.w3.org/TR/WCAG21/
http://accessibility.voxmedia.com/
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05
Look at where you might be unintentionally excluding or under representing 
members of your community, and make a commitment to building representation, 
inclusion, and diversity in your creative assets going forward.

Thomas Joy

5 Minutes to

Photo by Rodion Kutsaev on Unsplash

Making your social media
more accessible part 2

In Part One of our Social Media Inclusivity Overview, Jess covered some great tools, tips, and 
tricks to help you make your social media content as inclusive and accessible as possible. 

In this post, we’re taking a look at some of the options that designers and creatives have available 
to build accessibility into their designs.

Let’s talk colour.
Colour is so intrinsically linked so much of what we consider as ‘design’ – whether that’s colour 
theory, branding, mood, tone, or function – that it can be hard to remember to ensure that you’re 
making colour choices that are going to be as effective for everyone.

Did you know that studies show nearly 8% of all males suffer from some degree of colour 
blindness? Color Oracle is a brilliant bit of open source software that applies a filter to your whole 
display to show how your designs might look to someone with colour blindness. It’s a great way 
to ensure quickly and easily that your colour choices can be clearly seen by as many people as 
possible.

https://www.beaconagency.co.uk/post/5-minutes-to-making-your-social-media-more-accessible-pt-1
https://www.beaconagency.co.uk/post/5-minutes-to-colour-theory
https://www.beaconagency.co.uk/post/5-minutes-to-colour-theory
https://colororacle.org/
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There’s a particularly fascinating paper by Color Oracle on this subject with the focus of 
cartographic examples, and how maps could be better designed to allow for a greater degree of 
accessibility, showing varying levels of design choices and rating them on the impact they can have:

And speaking of colour, you can also check out Contrast Checker which is a free, easy to use tool 
to assess how your designs stack up against the Web Content Accessibility Guidelines, with the 
ability to check HEX codes or upload images to evaluate contrast. Similarly, at Color Safe you can 
generate WCAG compliant colour schemes for use in design projects to ensure you’re doing your 
best by your audiences. 

http://colororacle.org/colororacle/resources/2007_JennyKelso_ColorDesign_hires.pdf
https://contrastchecker.com/
http://colorsafe.co/
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UX & Accessibility
“However, does catering for disabled users affect non-disabled users? Does it ruin their 

experience? Absolutely not. Accessibility improvements won’t diminish the experience of non-
disabled users in any way. In fact, they too will have a much better experience.” 

– UX Tricks

The question of ‘accessibility by design’ in UX is a fundamentally important one – and there’s a lot 
to consider, especially in a world where touchscreen devices are commonplace and more and more 
of our daily lives are lived through our devices.

If you have some time to spare, I wholeheartedly recommend you checkout this post on UX Tricks. 
In it, they cover several key considerations when designing with accessibility in mind, including 
colour and contrast, proportion, typography and dyslexia, avoiding seizures, how to design 
appropriately for those with hearing disabilities, too, it’s a great resource for designers to have on 
hand and be aware of.

Diversity and Representation
These. Things. Matter. 

Growing up as an LGBT kid in the late 90s / early 2000s, there was next-to-no ‘everyday 
representation’ for me in the world. Let’s not forget that a ban on schools even acknowledging the 
existence of homosexuality / homosexual relationships was only overturned in England and Wales 
in 2003. And so as the world begins, ever so slowly, to move away from heteronormativity, it is our 
job as creatives to reflect the world before us.

A 2019 report from Adobe showed that 61% of Americans find diversity in advertising important, 
and 38% of consumers are more likely to trust brands that do well with showing diversity in their 
ads. There’s a blog post coming soon from our team where we look at identity and branding, but 
there’s plenty that we can do as designers to ensure that our work is more inclusive, and plenty of 
resources available to us that help us do it. 

Getty’s collections
Image agency Getty are curating some brilliant, diverse photographic resources for designers and 
marketeers, challenging stereotypes, and helping us connect with a wider audience than ever 
before. The 67 Percent Collection is a brilliant collection examining a more realistic vision of what 
constitutes femininity in the 2020s, including plus-size women, and the lived menstrual and sexual 
realities of women today. They continued to explore this trend in the No Apologies Collection as 
well as partnering with Dove to produce the Show Us collection.

Gender & Vice
The exploration of gender continues to be a hugely important conversation, and Vice produced The 
Gender Spectrum Collection to ensure that brands have access to a diverse range of portraiture 
and photography to represent the full gender spectrum in design.

https://uxtricks.design/blogs/ux-design/accessibility/
https://uxtricks.design/blogs/ux-design/accessibility/
https://blog.adobe.com/en/publish/2019/06/04/despite-25-years-of-advertising-growth-diversity-remains-a-challenge.html#gs.upjreg
https://www.gettyimages.co.uk/photos/67percentcollection?phrase=67percentcollection&sort=best
https://www.gettyimages.ca/photos/noapologiescollection?family=creative&license=rf&phrase=noapologiescollection&sort=best#license
https://www.gettyimages.ca/photos/showus?excludenudity=false&family=creative&license=rf&phrase=showus&sort=best#license
https://genderphotos.vice.com/
https://genderphotos.vice.com/
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Disability Representation
One of the other areas of diversity that we need to be considering, especially in the smart home 
industry, is disability. The applications for the smart home are so varied, and the potential to help 
disabled users in their homes and increase their independence is a huge potential market for the 
smart home industry. And yet, the representation of disabled people in marketing is practically non-
existent.

The team behind Global Accessibility Awareness Day, teamed up with Getty Images, Verizon 
Media, and the National Disability Leadership Alliance (NDLA) to develop the Repicturing 
Disability catalogue which break stereotypes and authentically portray people with disabilities in 
everyday life. Verizon had this to say on the matter:

“We are empowering our industry to get real about disability representation with stock photos 
that can be licensed and used by anyone in the world.”

Similarly, the Brewers Collective also created catalogues with Unsplash and Pexels.

Age
One of the other crucial areas is the representation of age in marketing, especially older consumers. 
Again, considering the ageing population and the applications of the smart home in assisting 
independence and helping people stay healthy in their homes for longer. A great resource to 
consider is the Disrupt Ageing Collection curated by Getty and AARP – who say:

“While older adults live increasingly full lives, ageing is often depicted in images as a time of 
isolation and dependency, or a lifestyle of leisure devoid of intergenerational friendships. In fact, 

80% of people 50 and over say they are stereotyped by marketers.”

What impact can we have?
According to a recent survey by Google, 64% of people took an action after watching an ad they 
considered inclusive. Diversity, representation, and inclusion in our marketing clearly matters, as UX 
Tricks say: Accessibility improvements won’t diminish the experience of non-disabled users in any 
way. In fact, they too will have a much better experience.

We’re working to deploy a framework for our creative assets, and if you’re thinking about 
developing your own, a great place to start is the Microsoft Inclusive Design principles.

Their three core principles are:
• Recognise exclusion
• Solve for one, extend to many, and
• Learn from diversity.

A great place to start is to take a look at your last 3 months of social media content. Look at where 
you might be unintentionally excluding or under representing members of your community, and 
make a commitment to building representation, inclusion, and diversity in your creative assets going 
forward.

https://www.verizonmedia.com/accessibility/disability-collection?guccounter=2
https://www.verizonmedia.com/accessibility/disability-collection?guccounter=2
https://unsplash.com/@elevatebeer
https://www.pexels.com/@elevate/
https://www.gettyimages.ca/collections/disruptaging
https://www.thinkwithgoogle.com/future-of-marketing/management-and-culture/diversity-and-inclusion/thought-leadership-marketing-diversity-inclusion/
https://www.microsoft.com/design/inclusive/
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06
Many adverts use the power of visual hierarchy to make sure you don’t miss the 
most important message they want to send, or to draw attention to the image that 
says the message for them.

Tineshia John

5 Minutes to

Photo by Jeff Sheldon on Unsplash

Laying out Killer Graphics

“Design brings content into focus; design makes function visible” 
– Jennifer Morla, Graphic Designer

In essence, graphic design is all about how you communicate your message to your target 
audience/buyer persona at the right time, using an appropriate layout of visual content! In this 
week’s 5 Minutes To, we’ll take a look at the top 5 principles for laying out killer graphics and 
captivating your audience in style! 

Balance
The main branches of 
balance in graphic design 
are symmetry, radial and 
asymmetry. These are 
used to create a sense 
of order and structure 
through evenly weighted 
lines, shapes and overall 
asset distribution. In the 
restaurant poster below, you 
can see the three coloured 
stripes in the middle create 
a symmetric guide (green) 
for the arrangement of the 
food images below. 
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When it comes to text elements, use whitespace to draw attention to the parts of your design that 
really matter! In the same example below, the pink lines show where the eye is drawn to when 
looking for information. The room outside of those text areas provides breathing space, which can 
help your design to feel better composed, and easy to take in and understand.

Alignment
Alignment refers to how text and images are lined up on your canvas. Getting this right is 
important, as it can mean that your design comes across a cluttered mess. Start by deciding where 
you want to display your written information, and choose whether to align or creatively misalign it.

You can also refer to the rule of thirds. Simply put, this is a grid overlay you can throw on top of 
your design to help identify whether the information or images you want to be the focus are in the 
correct space to catch your audience’s eyes. For example, in the magazine cover below, the text is 
displayed on either side of the model. Even though text might be differently sized, the alignment of 
each side improves readability for your viewer, while helping the model in the middle to stand out, 
as she is centrally positioned.

Visual Hierarchy
A visual hierarchy is where you distinguish the focus of your creative piece, and from there guide 
the viewer around your canvas. This gives you creative control over how you convey your message, 
and displays the chronological order of your visual story. In some cases, this may be done by basing 
your graphic around a large image, then wrapping text around it.
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Many adverts use the power of visual hierarchy to make sure you don’t miss the most important 
message they want to send, or to draw attention to the image that says the message for them. 
Consider this advert for a sound bath class. The logo at the top is clearly the main focus, and then 
your eyes are drawn in a  mostly anti-clockwise direction around the page. Using visual hierarchy 
mean that, even though there’s lots to take in, your brand ethos will still be communicated.

Repetition
Repetition is used to bring a sense of unity to your creative composition. You can either do this 
by using a repeated pattern across your designs or, more commonly, through implementing a 
consistent theme. Looking at this product packaging example below: it is clear the splashes of paint 
have been used to keep a consistent theme across their items.
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As you can see, repetition doesn’t mean you have to repeat the exact same design, rather it is a 
method of carrying a brands essence across different mediums to ensure a sense of connection 
between your designs. It is also helpful to note that repetition can occur in your written information 
too, for example in a sale, you would want to repeat a timed offer message to reinforce its 
importance. 

Contrasting elements
Contrast in design is used to bring your audience visual delight while enhancing the focus of your 
canvas. Contrasting elements such as colour, typography, shape and text can bring depth and 
organisation to your work – when used properly. It is also important not to overuse contrast, as with 
salt, too much can be overwhelming and too little causes a loss in taste! Also remember that the 
bigger the difference between your visual assets, the easier it becomes to compare and understand 
the designed piece as a whole.

Imagery can also gain a massive visual boost from different levels of contrast, as shown in the 
example below. This Nike advert created by Allan Jabbar uses an amazing dark to neon light level of 
contrast to really bring out the shoe from the background; enhanced by some neon light strobes to 
further create depth! 

Now that you’re armed with a set of powerful tools to sharpen up your graphic design game, go 
out into the world of design and shake it up! Remember these are useful tools and not hardened 
rules, to help you make sure you get the most out of your creative assets. There’s always a benefit 
in thinking outside the box!
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07
If you’re thinking that a design refresh is the way to go then pulling together what 
you like to see can be quite tricky. However, there are lots of tools out there to give 
you a helping hand.

Jess Hadleigh

5 Minutes to

Photo by Christin Hume on Unsplash

Starting Your Website Refresh

Your website is one of the most important aspects of your business, it is your online shopfront and 
the first port of call for any potential customer after they first come across your brand. 

Where to Start
There is so much to consider when thinking about improving your website, from design to technical 
performance, and SEO to CTAs. There’s a never-ending list to consider, all while maintaining a 
budget. They’re not even finished when you launch them; it’s an ongoing process to keep them at 
their best. 

So how do you decide if a full refresh is required and where do you start when you’re thinking 
about it? Well, we’ve created a website questionnaire that will help guide you and allow you to 
collect all your thoughts on your website. you can download it here.

However, before you busily start filling it out here are a few things to do, to give you the information 
you need: 

Test Your Website’s Performance 
We utilize a number of tools to periodically test our site. It’s a great way to see if you need large 
changes to your website or if it’s simply in need of Maintenance. It’s always good to look at the 
technical side of your website and test those parts of the site you want to improve. We recommend 
the following testing tools:

• GTMetrix
• Think with google

https://f.hubspotusercontent00.net/hubfs/5899851/Website-review-Document-1%20(2).pdf
https://gtmetrix.com/
https://www.thinkwithgoogle.com/intl/en-gb/feature/testmysite/
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Gathering Design Ideas
If you’re thinking that a design refresh is the way to go then pulling together what you like to see 
can be quite tricky. However, there are lots of tools out there to give you a helping hand. Firstly 
we’d recommend taking a look at Website Awards. This site pulls together the best the web has to 
offer and can be a bit of a rabbit hole for top-notch website designs. It’s an amazing place to start 
looking at what your best design could look like.

Next, we’d recommend that you look at other websites in your industry either from peers or 
competitors, now you don’t want to end up with a carbon copy of their website however it’s always 
useful to take a look through and write down the following:

• What you liked 
• What you don’t like
• Any quirky bits of functionality you’d like to explore further 
• Any animation style you’d like to replace but with different use-case
• How they integrate their website with other social platforms, CRM system or tools you 

can visibly see
• Think with google

Check Your Copy 
As a website develops over time and multiple people add tweaks to a site it can erode the 
sharpness of the copy. A great way to check this is to use Hemmingway Editor as a way to 
rate the readability and effectiveness of your copy. It’s a great way to see if you need some help 
smartening it up. It’s worth mentioning that while this is a fantastic way to see if you need to make 
improvements, it never beats the detailed eye of a professional copywriter.

Run a Short Survey 
Getting feedback from the people that use your site is invaluable. You could send a small survey out 
to your customers at this stage to get their feedback on your site. Or ongoing you can install HotJar 
for free. It will allow you to enable any visitor to your website to give you feedback on your site, as 
well as give you a heatmap of usage so you can see where your site performs well and where it 
might need more to grab attention. 

Check SEO Performance 
When it comes to whether your site is performing well in terms of SEO you can use a few free 
plugin tools such as Yoast SEO to get a very topline health check. We’d also recommend going 
back to your keywords list and reviewing if they are still relevant to your business now. Check 
Google Analytics and see what your customers are really searching to find your site and review 
whether to add these keywords to your site.

We are offering 5 businesses a free SEO website report that will give you a full breakdown of the 
SEO health of your site and some tips on how to improve it. Apply here for one of the first come first 
served places. If you have any questions or would like us to help you conduct the review, please get 
in touch either through the chat function on our website or emailing hello@beaconagency.co.uk.

https://www.awwwards.com/
https://hemingwayapp.com/
https://www.hotjar.com/
https://yoast.com/wordpress/plugins/seo/
https://analytics.google.com/analytics/web/provision/#/provision
https://beaconagency.co.uk/post/5-minutes-to-starting-your-website-refresh
mailto:hello%40beaconagency.co.uk?subject=Check%20SEO%20Performance
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08
You may be wondering about the cost of recording, producing, and distributing your 
episodes, but fear not. This blog post is going to take you through every step of the 
process to create, launch, and distribute your podcast around the world totally free 
of charge.

Thomas Joy

5 Minutes to

Photo by Juja Han on Unsplash

Creating and Launching Your 
Podcast, For Free

More people are listening to podcasts than ever before. And with so many people listening, the 
demand for audio content, especially when it comes to ‘niche’ content, is huge.

That means that there’s a great opportunity for you, your brand, or your business to get involved 
with what we marketeers call ‘audio marketing’. The average attention span of an internet user is a 
matter of seconds which means that video, or visual content, has to be quick, impactful, and, all too 
often, fleeting. 

But podcasts are different. Podcasts are long-form marketing. You can offer insights, information, 
training, community-building, humour, conversation, and in return, you get the undivided attention 
of your audience.

That is marketing gold dust.

So where do I begin?
That’s a great question. People these days are getting their podcast content from a whole host 
of different services, but the most popular platforms are Apple Podcasts, Google Podcasts, and 
Spotify.

You may be wondering about the cost of recording, producing, and distributing your episodes, but 
fear not. This blog post is going to take you through every step of the process to create, launch, and 
distribute your podcast around the world totally free of charge.
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Setting up your podcast
Firstly, let’s introduce you to Anchor.fm – a podcast management platform that allows you to 
record, edit, and distribute your podcast for free across all the major platforms.

Once you’ve created your account, you can go ahead and set the title, description, and album art of 
your podcast, and Anchor will create a public page for your podcast, too. You can also link it to your 
social media accounts, and your website, too. 

Then, you’re ready to begin!

And that’s one of things we love about podcasting – there are no rules whatsoever when it comes 
to the content of your podcast. It’s a totally different, unique way to talk about you or your brand, 
with the only limitations being the medium itself.

Creating your first episode

Recording
The first option you have to record your podcast is to do it the old fashioned way, with microphones, 
or more likely these days, over Zoom. If you don’t have the budget or scope for a full microphone 
setup, recording on your mobile device can still yield some great quality results.

A top tip for recording your podcast though is going to be to make sure each of your guests has 
a separate microphone / phone – trust me, when it comes to editing your episode, you’ll be really 
grateful! You’ll have control over the levels, and make sure the active speaker is always able to be 
heard with minimal background noise. 

Another top tip if you’re using several microphones in one place or apart, is using a loud clap or 
noise you can use to synchronise all the audio feeds. That’s exactly what the ‘clapperboard’ you see 
in film and television production is used for!

Editing
Your editing style will be unique to your podcast,for this you should consider who your audience 
are, and what they’re going to want to hear. For example, if you’re creating an industry podcast, the 
chances are, your audience aren’t going to appreciate a whole lot of ‘in-jokes’, even if you’re having 
a laugh recording the episode! 

If you’ve set up your recording so each guest has their own microphone (or voice note file), then in 
the editing process, you’ll be using something called ‘multi-track’ editing.

Many of you I’m sure will have heard of Audacity, an open source multi-track editing software you 
can download and use completely free. 

mailto:https://anchor.fm/?subject=
mailto:https://www.audacityteam.org/?subject=
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A great tip is to ‘mute’ all the other guests when someone else is speaking as it makes sure that 
things are that bit clearer. If you have a more informal, conversational style of podcast make sure 
you turn the volume back up for those little social cues that make it sound much more like a natural 
conversation. It can feel a little alien if the speaker makes a humorous comment and the pause for 
laughter is totally silent!

Putting together a slick podcast takes a bit of practice. Smoothing out the cuts in the audio, working 
out the pace, and figuring out the bits of conversation to keep in (and those to leave out) takes time, 
but once you’re used to the editing process it can also be a really enjoyable, and a totally unique 
type of creative work.

Using Anchor
You could potentially save yourself even more effort and time by using Anchor’s built-in episode 
creator. Whether you’re using their dedicated podcast recording app, or just using the website, 
there are a bunch of features that can be really useful in creating episodes quickly and easily. 

As well as the ability to record audio directly into Anchor, as Anchor is owned by Spotify, you’re also 
able to search and use Spotify’s music library in your episodes. They also have a comprehensive 
suite of title and transition sounds you can use to help build your episode.

Another nifty feature, especially once you’ve established your podcast with a larger audience, is the 
‘Messages’ feature, whereby you can send out a link over social media and ask people to submit 
feedback / questions as voice notes for you to use in your episode, great for panel discussions or 
FAQ style episodes, and a great way to engage your audience, too. 

Publishing your podcast
Once you’re happy with your podcast, you can get about publishing it to all the platforms that 
Anchor supports. You’ll be asked to name the episode, give it a description, and then fill in some 
more details such as season and episode number, and then you’re good to go! Hit publish, and then 
within a couple of hours, your podcast will be available worldwide on all the major platforms.
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It can be a bit daunting launching a podcast, but there are a couple of tricks that will help build 
your audience, and one of the most important is ratings. For those platforms that support rating 
podcasts, including Apple and Google, the higher rated your podcast is, the more likely it is to 
appear in search results or as a recommendation for new listeners. It’s definitely worth prompting 
your audience in your episodes to rate the podcast and share it with their network if they’re 
enjoying it!

Analysis
As marketers will tell you, knowing your audience is one of the fundamental pillars of good 
marketing! That’s why we love Anchor’s analytics capabilities. 

If you’re trying out new episode ideas or topics, it’s always useful to know which episodes are 
popular with your audience, and which of them might not capture their interest. The ability to see a 
report on individual episode audiences, as well as seeing an overall trend and how your audience is 
listening over time is incredibly useful.
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Anchor is able to report on the reach of your podcast, in terms of listenership figures, as well as 
analyse the geographical location of your audience, and how they’re consuming your podcast. 

Growing your podcast
Currently available in the US, and hopefully coming soon to the UK and Europe market, is the ability 
to monetise your podcast directly from the Anchor platform. Anchor also works with sponsors, 
having the ability to work directly with a select group of brands, your podcast could prove a nice 
little earner! If you’re based in the US, you’re already able to make the most of this service, and 
if, like us, you’re in the UK, or elsewhere in the world, you can add your name to the request for 
monetisation which we hoping to see in the future.

Let’s get going!
Podcasts have never been more popular, and with Anchor, you have the ability to get going and 
share your voice with the world quickly, easily, and for free.

Plus, with tools like Audacity, you can put together professional-sounding podcasts with little more 
than your phone, an internet connection, and something to talk about. The potential reach and 
engagement of your audience is huge, so we wholeheartedly recommend thinking about your audio 
marketing strategy. 

If you’d like to talk audio marketing, how to put together a great podcast, or even join us for an 
episode of The Smart Life, reach out to the team at Beacon!

Drop us an email at hello@beaconagency.co.uk and find out more about how we can help bring 
your story to life.

mailto:https://podcasts.apple.com/gb/podcast/the-smart-life/id1450658887?subject=
mailto:hello%40beaconagency.co.uk?subject=Let%27s%20talk%20audio%20marketing%21


33

09
We’ve compiled some of the Beacon Team’s best Easter-themed treats to ensure 
you have a decadent, chocolate-filled holiday. Happy Easter from the team at 
Beacon!

Charlotte Niebel

5 Minutes to

Photo by Daniel Cheung on Unsplash

Easter Debauchery

Spring has sprung, the daffodils are blooming, and the shelves of supermarkets are filled with 
chocolate eggs; it can only mean one thing…It’s Easter! We’ve compiled some of the Beacon Team’s 
best Easter-themed treats to ensure you have a decadent, chocolate-filled holiday.

Jess
My Easter treat is a Creme Egg Rocky Road. You’ll need: 140g Butter, 150g rich tea biscuits, 250g 
milk chocolate, 120g dark chocolate, 4 tbsp golden syrup, 50g mini marshmallows, 50g raisins, 40g 
Glacé cherries, 16 mini creme eggs

Photo by www.tamingtwins.com
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1. Put the mini creme eggs and marshmallows in the freezer for a couple of hours beforehand 
(ensuring the marshmallows are separated from each other) so that they hold their shape.

2. On very low heat, melt the milk chocolate, dark chocolate, butter and golden syrup, stirring 
regularly so it doesn’t burn. Once the chocolate has melted, set aside 150ml to be used later. 
Leave the rest in the pan but turn off the heat. 

3. Crush the biscuits into small-ish pieces and fold into the chocolate mixture in the pan.
4. Chop the cherries in half and add to the pan with the raisins and marshmallows.
5. Chop the mini creme eggs in half. Set aside half to use later and put the other half in the pan 

and mix in gently.
6. Lay out baking parchment onto a 20 x 26cm tray and spoon the mixture onto it. Press down 

firmly on the mixture so it forms an even layer.
7. Pour the melted chocolate that you set aside earlier, evenly across the top of the mixture. 

It should only just cover all of the surface, so you may need to spread it with a spoon or 
spatula.

8. Decorate with the remaining creme eggs and put it in the fridge to set. It will be solid enough 
to eat in about two hours, although I prefer to leave overnight. Once set, cut it into squares 
and serve.

Ruthie
The worst thing about having all this chocolate around is worrying 
about eating it all in one sitting and feeling guilty. I’ll always break 
up my chocolate so that I have to keep going back to the fridge to 
get some more – so it’s no longer in a single sitting. Plus, this way 
you’re getting your steps in. Winner winner.

Thomas
If you’re anything like my partner and I, then you know that the perfect cocktail is one of life’s true 
pleasures. We sat down earlier this week to pair up some of our favourite Easter treats with some 
delicious cocktails, and compiled links to the recipes we’d recommend, too! 

Hot Cross Buns
Cinnamon Rosemary Old Fashioned
My partner in particular loves an Old Fashioned, so we wanted to find a cocktail that had some of 
the spiciness that you get with a traditional hot cross bun. We love the addition of rosemary, too, to 
cut through some of the real stick sweetness of the buns. 

Photo by Hatfields London

https://saltedplains.com/cinnamon-rosemary-old-fashioned/
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This is also a cocktail that works beautifully in the autumn in front of a roaring fire, too!

Cadbury’s Creme Egg
Campfire White Russian
Is there anything more iconic at Easter than the Creme Egg?! All that dripping fondant reminds us 
of toasted marshmallows, so, we wanted to find a cocktail that matches the oozing sweetness of 
the Creme Egg, so of course, it had to be a White Russian – and in the recipe below, served with a 
toasted marshmallow on top. Also a recipe that can be easily adapted for the vegetarian / vegan / 
lactose intolerant among us!

Terry’s Chocolate Orange
Hot Chocolate Orange
We always had Terry’s Chocolate Oranges in the house as kids at Easter. Do they count as Easter 
treats? Personally, I think anything round and made of chocolate should be allowed at Easter, and 
this cocktail is a lovely pairing, made with Sipsmith’s Orange & Cacao gin (or your homemade 
alternative) which is perfect for an early night and a Netflix binge!

Mini Eggs
Mini Egg Martini
I bloody love Mini Eggs. And this cocktail is a delight, even featuring crushed Mini Eggs on the rim! 
Rich, sweet, creamy, moreish, a real Easter indulgence. I’m sure you couldn’t drink more than four or 
five of these in one sitting… 

Simnel Cake
Earl Grey Gin & Tonic
Mostly thanks to my grandmother, I think that Simnel Cake has always been a staple in our family 
at Easter time. Just like our Christmas cakes, we make them nice and boozy, and plenty of time in 
advance for a really moist, light fruit cake. And what better combination is there really than tea and 
cake? This lovely Earl Grey gin cocktail helps cut through the dense richness of a boozy Simnel Cake 
and the bergamot also complements any mixed citrus peel you may have in the cake itself!

Rhubarb Crumble
Rhubarb Bellini
Whilst it might be slightly too early in the year yet for rhubarb, as it’s one of the first fruits to be 
harvested in Britain in the year, so often, rhubarb would feature on our Easter tables. For a nice 
aperitif, this rhubarb bellini is perfect for a garden party – it’s nice, fresh, and just about sweet 
enough to make it a fizzy delight!

https://www.phenomenalphoods.com/campfire-white-russian/
https://sipsmith.com/cocktails/hot-chocolate-orange/
https://www.bbcgoodfood.com/recipes/mini-egg-martini
https://recipes.sainsburys.co.uk/recipes/earl-grey-gin-and-tonic
https://realfood.tesco.com/recipes/rhubarb-bellini.html
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Laura
For people looking for a treat a little earlier in the day I have the recipe for my ultimate (and slightly 
controversial) brew. Simply get a Double Twirl and a cup of tea, dunk your Twirl in the tea for 
around 3 seconds and eat…it melts in your mouth!

Charlotte
My Easter treat doesn’t require any cooking, just some light assembly. I think this is a fun twist on 
the traditional breakfast, Dippy eggs and Soldiers. It’s memorable for kids and adults alike!

Caramel Dippy Eggs with Hot Cross Soldiers
Simply take off the tops of any Easter egg and fill it with caramel (store-bought is fine – thank you 
Nigella). Serve in an egg cup with a Hot Cross Bun sliced into soldiers. 

Tineshia
My favourite Easter egg is a Milkybar egg, and there’s only one way to enjoy it! Straight from the 
fridge, smashed to bits and slowly melted in the mouth! It’s one of life’s simple pleasures.

Photo by Elena Mozhvilo

Photo by Kitchen.nine.com.au
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Karen
How do I ‘eat’ my Easter eggs? Like this…

The Easter Egg
You will need: 50 g melted chocolate, 3 Tbsp Baileys Caramel, 3 Tbsp crème de cacao, 1 Tbsp 
butterscotch schnapps, Mini creme eggs.

1. Twirl melted chocolate around the glass by slowly turning the glass and working your way 
from bottom to top.

2. Add the alcohol to a cocktail shaker with ice and shake thoroughly, then strain and pour into 
the glass.

3. Drop a chocolate mini creme egg into the drink to make it the ultimate Easter Cocktail.
4. Pop some chilled tunes on, kick off your shoes and enjoy!

Photo by Pariwat Pannium

So there you have it, an incomplete guide to Beacon’s Easter celebration. We’re not all entirely 
convinced by dunking chocolate in your tea, but to each their own. Happy Easter from the team at 
Beacon!
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10
Exact keywords are more likely to drive a conversion, and so you’d be happy 
to spend more money on appearing for exact match searches. That’s where 
Cascading Bids come in. 

Ruthie Pinion

5 Minutes to

Photo by Josh Appel on Unsplash

April has been a big month for the Beacon team, with the launch of our Digital Communications 
offering at the end of March. With this being such a big topic, we’ve decided to spend the next 
couple of weeks breaking it down into smaller parts. Today we’re looking at Paid Media and the art 
of Cascading Bids.

Cascading Bids are a small, but very important part of running Paid Search campaigns. While this 
‘5 minutes to’ might not take five minutes to read, it’s something you should be able to apply in 
about five minutes.

Match Types
Cascading Bids are a simple way of making the most of your Search Budget, and it relates to the 
different Match Types within Google Ads. When setting your Keywords, you have the ability to set 
them as Exact match, Phrase match, or Broad match (there also used to be the option of Broad 
Match Modifier but Google Ads have discontinued this).

For a refresher in Match Types, let’s use the example of “puppy classes”:

Cascading Bids and Paid Media

• Exact Match: Ads may show on searches that are the same meaning as your keyword – so 
if a user searches for “puppy classes”, you might appear.

• Phrase Match: Ads may show on searches that include the meaning of your keyword – so 
you’d appear for “puppy classes near me”.

• Broad Match: Ads may show on search results that relate to your keyword – for example 
“puppy behaviour”.

https://support.google.com/google-ads/answer/10286719?hl=en-GB
https://support.google.com/google-ads/answer/10286719?hl=en-GB
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Each of these match types loosely correlate to a step in the consumer journey. Broad match 
tends to appear when people are gaining an awareness of a topic. Phrase match relates more to 
consumers who are researching their options, and are considering which to choose. Exact match 
tends to be a great tool for brand protection, and often covers the point where users are ready to 
make a decision.

Cascading Priorities, Cascading Bids
Now, you probably have an idea of which keywords would be most valuable. Exact keywords are 
more likely to drive a conversion, and so you’d be happy to spend more money on appearing for 
exact match searches. That’s where Cascading Bids come in. 

In short, you’re varying your bids based on your priorities. You really want to appear for the exact 
match keyword, so you’ll spend more to increase your chance of winning the auction. You’re less 
concerned about appearing for the lower converting Broad Match terms, but they still provide a 
great opportunity to build awareness, so you might not want to spend as much on them.

Start with your average cost per click (CPC) – a midpoint average for what you’d like to spend. 
Then, adjust this amount for each match type, cascading from the highest bid (exact match) to the 
lowest (broad match). In practise, it’ll look something like this:

Exact Match: £1.50

Phrase Match: £1.25

Broad Match: £1.00

This is a very simple example and doesn’t take into account any nuances in performance once your 
campaign is running. However, if you’re stuck with where to start, or all of your keywords currently 
hold the same weight, this is a quick and easy way to make sure you’re spending your budget more 
effectively.

And there you have it, a simple way to make your money work for you. By customising your bids 
you have greater control over your spend and your customer interactions. If you have any questions 
or would like us to help you with your paid media, please get in touch either through the chat 
function on our website or emailing hello@beaconagency.co.uk.

mailto:hello%40beaconagency.co.uk?subject=Cascading%20Bids%20and%20Paid%20Media
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Exact keywords are more likely to drive a conversion, and so you’d be happy 
to spend more money on appearing for exact match searches. That’s where 
Cascading Bids come in. 

Ruthie Pinion

5 Minutes to

Photo by Josh Appel on Unsplash

On Wednesday, we hosted our first webinar all about Getting Started with Digital Communications! 
Couldn’t join us for the session? This week’s 5 minutes to explains what you need to know.

Marketers can have a rough deal. We’re often expected to hit huge KPIs and stay on top of the 
latest topics and trends, while also negotiating a small budget or limited resources. Adding new 
channels to your strategy can feel overwhelming, but the key is to be selective in what you bring in.

The Three Musketeers of Digital Comms
When we talk about Digital Comms as an agency, we’re specifically talking about three main 
disciplines:

Getting Started with
Digital Communications

• SEO and Content Creation,
• Social Media and Community Management
• Paid Online Advertising

Other aspects that often get included here are branches like Email Marketing and Newsletters, Text-
Based Marketing, or Videos but we’ll be leaving these for the time being.

In order to work out which channels are right for you, you need to have an understanding of each 
area and what you can do to help your performance.
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SEO and Content Creation
SEO and Content Creation is all about making the most of your website so that potential customers 
can find you more easily. Included in this is Technical SEO, which mostly concerns itself with 
your site’s hygiene, Content, to solidify yourself as an expert in your field and a sage advisor to 
customers; and Keyword Strategy, which unites both Technical SEO and Content and focuses on 
the terms you want to appear in searches for. 

SEO can be more challenging for those with an older site that hasn’t been looked at in a while, than 
for a new brand with a newer site that has more regular maintenance. However, if you’re looking 
to tackle your technical SEO, it can be condensed to a one off job with lots of low-hanging fruit. 
Content creation on the other hand, requires more consistent efforts. You’ll want to be adding new 
blogs and videos frequently in order to see the biggest reward, so if you aren’t able to commit, you’ll 
want to consider a different route.

Getting started with content means using keywords. Start by thinking about the themes and 
overarching topics you want to be associated with. List them out – these are called “Content 
Buckets”. Then start breaking these down into the individual terms and questions you want 
to answer and appear for in a search engine. Work backwards: when someone comes to a 
particular page, what were they searching for in Google? What question did they want answered. 
Demonstrating how you can answer those questions is crucial to your SEO strategy.

Social Media and Community Management
Social Media and Community Management is an excellent option for brands that already have 
a strong community aspect, a product that looks great in situ, or a gorgeous design suite. As a 
strategy, it’s a great way to build engagement and get to know your audience in the corners of the 
internet where they spend the most of their time. 

When it comes to posting, you don’t want to fall into the trap of only posting about your products, 
pricing and sales. A well-rounded, multimedia approach will benefit you here; positioning you as a 
sage advisor to your customers that will keep them coming back. You don’t need to spread yourself 
across every social media platform: pick and choose the ones where your customers or potential 
customers already are. This will save you time and effort in the long run: helping you to be more 
effective with your strategy.
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Community Management is the step beyond pure Social Media Marketing, and it’s a step I really 
recommend you make. Community management is the engagement part of a social strategy that 
sees you commenting, replying to, and generally having conversations with your followers and 
users. It allows you to evangelise those people who love what you do; turning them into brand 
advocates who will jump to your defence if you ever need it. They’re a handy audience to have 
around!

Getting started with Social Media and Community Management takes a lot of research and 
exploration. You need to have a really solid understanding of who your audience is on each channel 
you’re on, the kinds of content they’re expecting, where this channel sits in the buyer’s journey and 
so on. You’ll also need to know the restrictions and characteristics of this channel inside and out! 
However – never feel like you need to cover the whole social landscape. Start with one channel and 
build your reach up as you need to. This will prevent you from burning out trying to do too much 
work!

Paid Digital Advertising
Paid advertising is an incredibly powerful tool, but if you’re just getting to grips with Digital 
Communications it’s not the right place to use your resources. Your time is better spent building on 
the foundations of SEO or Social Media first, and using Paid Media when you have something to 
build on or boost. 

This being said, if you’re chomping at the bit to get started with Paid Media, there’s two things I 
recommend you do. The first is to cover off all your brand keywords in Paid Search so that you’re 
more likely to appear right at the top for any searches that are directly about you. Secondly, for 
those with physical products on offer, upload your feeds to Google Shopping to help beat out any 
competitors and, again, cement yourself at the top of the search results. Unless you are using a 
more advanced social media strategy, you can get away with leaving Paid Media alone for the time 
being.

Choosing your Weapon
Hopefully you have an idea of what each platform entails from these short breakdowns. You can 
use this information to help build on your marketing strategy by including elements of digital 
communications in a way that is sustainable and suits your workflow. Be sure to analyse your 
performance to see how your efforts impact your KPIs, and, most importantly, experiment and find 
out what works best for you.
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Having an updated GMB profile gives additional indicators to Google to help them 
see how relevant your business is to a search. 

Ruthie Pinion

5 Minutes to

Photo by Josh Appel on Unsplash

On the face of it, SEO seems like something that you can only control on your website. However, 
there are a couple of other ways that you can boost your SEO that don’t rely on you updating your 
website. Today, in another 5 minutes to execute, we’ll be looking at a great SEO quick win: Google 
My Business. 

What is Google My Business?
Google My Business is one of those weird, add on parts of Google that many marketers are aware 
of, but not intimately familiar with. For those who aren’t familiar, Google My Business relates to 
the panel on the right hand side of Google Search Results. It gives you a great way of showcasing 
information of your business and making sure that you’re showing up when it matters most.

Within your business profile, you can set things like your address, phone number, opening hours, 
and even COVID-secure notices that give users a quick snapshot of the most important details 
about you. This panel appears at the top of the search results, which makes it easy for users to find 
you, and also helps to verify that you’re a legitimate business.

Boosting Your SEO with
Google My Business



44

How Can GMB Help Your SEO?
Google My Business has the biggest impact on your SEO for local searches and is often used as a 
cornerstone of a location-based SEO strategy. Local results are based on Distance, Relevance (how 
well a listing matches the search’s intent), and Prominence (how well known your business is). 
Having an updated GMB profile gives additional indicators to Google to help them see how relevant 
your business is to a search. 

As you’re building out your listing, consider using a couple of your main keywords in your Category, 
Description and Attributes. Similarly to using keywords on your website, this will make sure you 
appear for the right searches. Remember, keyword stuffing is an outdated practise, and you’ll need 
a lighter touch than you might ordinarily use; so keep it simple.

Top Tips and Actions:

• Make sure all of your GMB listing details are complete. Google is incredibly detail orientated, 
so you need to make sure that all of your information is accurate and up to date.

• Got a sale or major update that you want searchers to know about? Add it to your profile! You 
can keep your customers updated by creating posts, giving them another reason to visit your 
site or store. 

• Encourage your customers to leave a review through the Business Listing, as this will once 
again help to verify your business and also provide other searchers with more information 
about your business. 

• Consider treating GMB as an additional social network, and add posts to your listing once a 
week. This also gives a searcher even more information about your business. 
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It cannot be understated how important sounds are to TikTok: its entire offering is 
video content, naturally, this would be nothing without the accompanying audio.

Charlotte Niebel

5 Minutes to

Photo by Josh Appel on Unsplash

TikTok

TikTok is widely regarded as the app of choice for Gen Z, but what makes it so popular? And is it 
possible to create a marketing strategy that suits TikTok, its users, and your brand?

Let’s Start Small: What is Tiktok?
TikTok is a social media platform that falls somewhere between Instagram and YouTube. It hosts 
short form content (videos up to a minute long) that can be shared publicly to the entire platform, or 
privately to your followers. It’s main draw (and what I personally use the most) is the ‘For You Page’ 
(FYP). The FYP is similar to Instagram’s Discover page, the algorithm curates a feed of videos for 
you to watch. Often the videos are tagged with #FYP in order to boost the chances of making it to 
the For You Page, however as you spend time on the platform the algorithm picks up on the content 
you interact with and shapes your viewing experience.

Through the algorithm, many subcultures are born and nurtured. To start with, the platform is 
divided into two main categories: ‘Straight TikTok’ and ‘Alt TikTok’. Unlike the names suggest they 
aren’t divided by sexuality, but rather defined by their ideals and interests, and so nurture different 
subcultures within them. Whilst ‘straight TikTok’ is more focused on mainstream trends, ‘Alt TikTok’ 
or ‘Gay TikTok’ is defined more by its rejection of ‘normal’. “[It’s] not that everybody’s gay, but 
everybody’s a little different”, said viral TikToker, Una Smoole in an interview for Mashable.

Another important aspect of TikTok is the ‘Sounds’ that are used. These are soundbites that can be 
up to a minute long and feature anything from pop songs to a recording of someone snoring. These 
can be uploaded individually as a ‘Sound’ or shared from a video as ‘Original Audio’. It cannot be 
understated how important sounds are to TikTok: its entire offering is video content, naturally, this 
would be nothing without the accompanying audio. Sounds are the main way that trends are born 
and shared.

https://mashable.com/article/alt-tiktok-straight-tiktok-queer-punk/?europe=true
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Audio that goes viral can be used millions of times, garnering billions of views, and it’s even 
having an effect on traditional music charts; ‘Driver’s License’ by Olivia Rodrigo gained most 
of its popularity when the sound went viral on TikTok, it went on to spend 10 weeks at the top 
of Spotify’s most streamed music ranking. The impact of TikTok on other digital platforms is 
increasingly significant, it can be used to measure the changing priorities of young people and can 
easily map trends and social movements.

Why is it Relevant?
TikTok is the platform of choice for Gen Z, and increasingly, Millennials. The content being produced 
feels joyful (for the most part) and rejects the overly-curated, almost museum-like quality that 
Instagram can have. TikTok is diverse, socially engaged and most of all, it’s fun. With millions of 
people downloading it from the app store every month, it’s here to stay, and whilst it may not 
currently have the highest number of users, it was the most downloaded app of 2020.

BUT…
Marketeers be warned, the nature of TikTok means that it is difficult for big brands to sell on the 
platform. It all boils down to the idea that people want to feel like they matter. For example, small 
businesses often use specific sounds that allow them to show off their products but the draw 
of these is that they are typically 1-5 person businesses selling directly to their customers. By 
supporting these businesses, customers can see the product, contact the seller directly, and enjoy 
the benefit of supporting a small business, and in doing so, also ensure a lower environmental 
impact. 

https://www.tiktok.com/@mauroxmaccioni/video/6929644143941635333?referer_url=https%3A%2F%2Fbeaconagency.co.uk%2F&referer_video_id=6929644143941635333&refer=embed
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The algorithm allows these small businesses to reach people who will like their products. You’re into 
historical costumes? Buy some stays from a one-woman business! Maybe you prefer interior design 
– someone will show off their living room with links to their favourite pieces of decor, and the next 
thing you know, you’re the proud owner of a Mid-century Modern lamp.

Increasingly, large companies are trying to infiltrate the app. Some do it well by appealing to the 
Dada-ist sense of humour (satirical and nonsensical) that stems from its predominantly Gen Z 
audience.

Others try to apply traditional digital marketing strategies to an app that doesn’t work on the same 
principles as its forebears. This results in clunky product placements and brand activations that miss 
the mark, typically due to companies trying to jump on the TikTok trend without any knowledge 
of the app itself. Think, “My boss heard about TikTok from their child and asked me to create an 
account”. 

This is not to say that creating a TikTok won’t work for your brand, but when it comes to marketing, 
and in particular social media marketing, relevancy is everything. 

Where to Start
When deciding whether or not to start a TikTok there are certain things to consider:

• Do Your Research – Spend some time getting to know the platform and the kind of content 
that succeeds. Look at how the audience interacts with creators, and really get to grips with 
this new way of communicating.

• Understand Your Audience – Who are you trying to reach? This is where creating really 
good buyer personas can help you get ahead, as you’re able to target and tailor your offering 
to your ideal audience. Want to know more about creating effective buyer personas? Read 
our blog post here.

• Start Small – Match a single product or service to each of your buyer personas and create 
content ideas around that. TikTok is less forgiving than other social platforms, so getting it 
right is key!

• Create an Attractive TikTok – This may seem obvious, but creating an attractive, easily 
understandable piece of content will serve you better. People are much more likely to watch 
an aesthetically pleasing video with a clear message – don’t overcomplicate it.

• Pick Your Trends Carefully – Interacting with popular trends and sounds on the app is a 
great way to boost viewership and interactions, but only if they make sense for your brand. 
Understand which trends are going to work for your brand, because if you really have to force 
a connection, or search for how to make it work, then it probably won’t make sense to your 
audience.

• Consider Product Placements – Perhaps starting your own account isn’t the right route to 
go – instead, think about collaborating with established TikTokers. I will caveat this by saying 
that relevancy is important for this to work, for example, a furniture brand collaborating with 
a home makeover channel makes sense, but sending out products to seemingly random 
channels is a surefire way to become a punchline. 

• Have Fun With It – We can sometimes forget that the main draw of social media is to have 
fun and interact with people. Exploration and experimentation are often overlooked in favour 
of pushing your own agenda, which in turn, can come across as tone-deaf or pushy. Take 
time to understand and enjoy TikTok.

https://beaconagency.co.uk/post/marketing-strategy-has-changed-permanently-how-good-buyers-personas-help-you-adapt-and-thrive
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Who is Doing this Well?

RyanAir
The first company that comes to mind when talking about brands that have seamlessly integrated 
themselves into the TikTok community is RyanAir. Now, I know what you’re thinking: how does a 
cheap, Irish airline appeal to millions of people without talking about their prices? The answer is this: 
RyanAir have created a strong brand presence that strikes the right balance of surreal and youthful, 
on purpose. 

They understand that they aren’t going for a hard sell. Instead, they are focussed on having fun with 
their viewers and taking part in (relevant) TikTok trends. Their audience even regularly comment on 
how the person responsible for creating their TikTok content deserves a raise. 

Tinder
This is an interesting type of popularity, as unlike RyanAir, they are not known for their videos, but 
rather for commenting on TikToks created by regular users discussing their dating lives. Whilst they 
don’t have a significant following on their channel, they have perfected commenting on popular 
TikToks, which arguably gives them a greater reach than they might otherwise have. Their main 
goal is brand awareness through relevant interactions. 

https://www.tiktok.com/@ryanair/video/6930279587662269701?referer_url=https%3A%2F%2Fbeaconagency.co.uk%2F&referer_video_id=6930279587662269701&refer=embed
https://www.tiktok.com/@ryanair/video/6939930632004832517?referer_url=https%3A%2F%2Fbeaconagency.co.uk%2F&referer_video_id=6939930632004832517&refer=embed
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What do these brands have in common that helps them to thrive on this platform? In a word, 
authenticity. Despite selling different products to different audiences, in different ways, these 
brands are often acknowledged for creating entertaining outputs, through a combination of viewer 
interaction, and consistency in uploading content, both things that are common in traditional digital 
marketing strategies. The real difference is that they interact with their audience without trying to 
hard-sell to them. This type of inbound marketing is proven to generate interest and goodwill. 

A sense of goodwill towards a brand can go a long way. Surveys have shown that in 2020, 
the things that people most valued in a brand were authenticity as well as social and economic 
responsibility. Doing good is good for business, and upholding good socio-economic values appeals 
to consumers. 

It’s worth mentioning that popularity on one social media platform doesn’t mean that this will 
translate to another. This is a result of many factors including, demographic, content, and relevancy. 
Cross-posting doesn’t typically work well, due to some changes that Instagram made to their 
algorithm deprioritising reels that weren’t made specifically for their platform. We’ve found that 
one size doesn’t fit all and a key way of fostering positive interactions on social platforms is to treat 
them like siblings. They may have the same parent, but they have their own personalities (content) 
and friends (followers). 

So, Is TikTok the right platform for your business?
The answer is… It could be? Marketing on TikTok is more than skin deep, it requires thoughtful, 
consistent, and relevant upkeep which can certainly be a bit of a commitment. Ask yourself why 
you want to be on the platform – does it align with your goals, your target audience, or even your 
budget. Sure, uploading is free, but your employees’ time isn’t. It all depends on what you want to 
achieve.

Get in touch with us if you have any questions or like to find out
more about social media marketing.

https://beaconagency.co.uk/contact-us
https://beaconagency.co.uk/contact-us
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