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When we published our last issue almost twelve months 

ago we talked about the huge change and uncertainty that 

the industry faces. Today, that situation hasn’t changed. 

Despite being a year closer, we still remain unclear about 

the likely outcome of Brexit and what it will mean for the 

UK economy, our trade relationships, labour availability and 

agricultural support mechanisms. We are also reminded at 

the moment of the uncertainty that weather can bring – 

with the snow and cold weather giving way to a late spring 

that is making life difficult for so many agricultural sectors.

We also see technology continuing to move on at pace 

– with voice-activated assistants now mainstream in 

many homes and increasingly sophisticated sensors and 

automation systems on farm. The rise of ‘fake news’ and 

the use of social media in ways perhaps not previously 

imagined, shaping wide-scale opinion across societies, also 

present challenges for communications.

One thing remains clear, however. Uncertainty can only be 

managed effectively by resilient, efficient businesses that 

operate through close relationships with their supply chain 

partners and customers – something that only comes from 

mutual understanding and consistent communication.

With more than seventy years of combined experience 

in agricultural and food industry communication and 

PR, the Reverberate team continues to help our clients 

navigate the external challenges we all face, and deliver 

communication programmes that achieve cut through and 

help organisations meet their objectives.

We hope that you find this issue interesting and if you 

would like to discuss how we can help you then please 

don’t hesitate to get in touch.

Welcome to the second edition of Down to Earth, 

our magazine focused on communication in the food 

and agricultural sectors.

A WARM 
WELCOME

Philip & Melanie, Directors
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Down to Earth is sent out annually to clients and 

contacts of Reverberate PR.  If you would prefer not 

to receive future editions of Down to Earth, please 

contact enquiries@reverberate-pr.co.uk
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No matter where a farmer is in the 

country, they like to talk to other 

farmers and see what they are 

up to. What’s more, farmers trust 

other farmers – so if a fellow farmer 

says that something works, it has 

credibility. This is what makes hosting 

farm open days such a brilliant 

opportunity to communicate directly 

with farmer customers.

Open days 

Visiting another farm in person 

provides farmers with a first-hand 

opportunity to examine how fellow 

producers are tackling challenges 

and gain insight into how they might 

adapt their own system to improve 

business performance. 

Farm open days also provide visitors 

with the chance to interact directly 

with a wide range of people; be it 

fellow farmers, technical specialists or 

expert guest speakers. In a farm open 

day setting, producers get the chance 

to actively question why they should 

be doing something. 

This dialogue and interaction not 

only benefits the producer asking the 

question, but also the client hosting 

Despite the online world offering an endless stream of independent information and advice, 

farmers still seek the direct recommendations of their peers when making purchasing decisions. 

Reverberate’s James Marshall explains why this makes farm open days and customer testimonials 

such effective communication tools…

an open day; providing a chance for 

a client to promote their own goods 

and services directly to their farming 

customers.

And farmers don’t require too much 

persuasion to attend an open day. 

They want to develop their own 

knowledge and understanding, 

to improve their businesses, and 

they recognise that open days help 

achieve this. If the open day is on an 

interesting farm, with good speakers 

and free food, then you should secure 

a good turnout. 

Testimonials 

It is an inherent interest in what fellow 

producers are doing that also makes 

farmer testimonials such a powerful 

communication tool when targeting an 

agricultural audience. After all, a well-

constructed testimonial should provide 

some of the same insight as a farm visit 

– just without the social interaction or 

complimentary cup of tea! 

An effective case study should 

provide some general information 

about a farmer’s enterprise, their 

approach to a topical challenge or 

issue (such as reducing antibiotic 

usage or improving milk quality) and 

how a particular product or service 

has helped improve their business. All 

of this is much the same information 

that could be provided during a farm 

open day, but in a more succinct, 

economical and accessible manner. 

And testimonials are particularly 

useful because farmers are sceptical. 

Let’s face it, when making purchasing 

decisions we all question the 

claims that a business makes in its 

advertising. If you can find a farmer 

confirming advertising claims in a 

testimonial, then this is great news. 

When a farmer provides a testimonial, 

it provides a clear signal that they are 

happy to put their reputation on the 

line by backing a specific product or 

service, and this has great weight in 

the agricultural community. 

Whilst case studies can appear rather 

‘old school’, they are incredibly effective, 

and they don’t have to be paper-based. 

The benefit of a video testimonial is 

that viewers can get a visual insight of 

a particular system, making it much 

easier for viewers to relate to the 

circumstances in which a product or 

service is being used.

TESTIMONIALS  
& OPEN DAYS
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Targeted

Think about who you want to read/

view the testimonial and make sure 

that the completed testimonial is 

providing information that is relevant 

and informative to that audience. 

Be prepared

Make sure that the person providing the 

testimonial has been asked beforehand 

that they are happy to do so and 

have been briefed about the kind of 

information they will need to talk about. 

Facts and figures

Try to pick a testimonial where 

someone can provide clear, 

supporting evidence to back up claims 

made about a product or service. 

Reverberate has been working 

with LIC (UK) for two years to help 

promote their dairy cow genetics 

and services to UK farmers. Activity 

includes publicity and support 

around open days and conferences, 

and the production of technical 

videos, customer testimonial videos 

and open day videos.

“We have a monitor farm near 

Plymouth where we follow the 

herd’s development into an 

outstanding grazing-based unit,” 

explains Piers Badnell, Pasture to 

Profit Consultant for LIC (UK). 

Key elements for a successful testimonial
Don’t forget the 

pictures

Eye-catching 

and well-crafted 

photos are 

an essential 

component of any 

written testimonial; 

providing the 

visual support to 

written content. 

Video testimonial 

Try to select 

farms that also 

have something 

interesting to offer visually; be it the 

use of modern technology, well-

kept/new buildings or an unusual 

geographic setting. As for interviews, 

try to choose someone who isn’t too 

nervous about being on camera!  

LIC UK
“With the help of Reverberate, 

we launched our first monitor 

farm open day in April 2017. They 

provided social media support 

in the run up to, and during, the 

event, as well as producing a series 

of press releases and articles to 

distribute to the media about the 

day. 

“For the second open day in 

November, Reverberate supported 

us with photography, press releases 

and the production of a video 

which included an interview with 

industry expert, Dr John Roche, 

which generated significant interest 

on social media. 

“Coupled with a farm video 

testimonial earlier in the year, 

which got more than 10,000 views 

on Facebook, and with on-going 

social media support, the open 

day coverage has helped us share 

the monitor farm’s progress with 

a much wider audience. It has 

improved customer awareness of 

our brand through exposure in the 

agricultural press, and increased 

engagement with farmers via our 

social media platforms.”



4  DOWN TO EARTH REVERBERATE-PR.CO.UK

For customer sales, the traditional ‘path to 

purchase’ (below) is still as true as ever. Firstly, 

you need to make your customer aware of your 

product. You then need to ensure that their 

research leads them to choose you as their 

preferred seller, before going on to tell their friends how 

great your products are! The challenge today, though, is that 

customers expect this once quite linear journey to move 

back and forth via a rich experience of online, social and 

in-store engagement… and to take place 24/7. While it can 

seem overwhelming to start with, getting the basics right 

and focusing your attention on specific areas, will really help 

in your quest to get customers to stop, look and listen to you.

& LISTEN

Know what works

The ‘awareness’ part of the purchasing 

path is actually quite a large hurdle 

to begin with. With GDPR tightening 

up on direct marketing (see page 6) 

and the decline of print media, social 

media is the obvious choice for sharing 

content with potential purchasers 

and ensuring consumers are aware of 

your product. But even here, constant 

algorithm changes are making it more 

and more difficult for brands to get 

content in front of people. 

Moving further down the path, what 

hasn’t changed is the power of good 

customer service. Getting this right, 

both online and offline, is extremely 

valuable, so make sure you have the 

right people in your team to deal with 

this area. Remember, people are more 

likely than ever before to contact you 

with quick questions via social media 

and email – and they will expect an 

answer from a real person, fast. Make 

sure your social media is always being 

monitored by someone during office 

hours and consider monitoring it out-

of-hours too during major campaigns. 

How people are treated during their 

decision-making process will have a 

huge impact on their final choice of 

supplier and will be one of the main 

areas they will talk about when sharing 

their experience with others.

SIMPLIFIED PATH TO PURCHASE

Conversion  

Where and when to buy

Awareness  

Triggers and influencers
1

Consideration  

Product and company 

research

2

Evaluation  

Experience and feedback

3

4
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STOP, LOOK AND LISTEN

 for social media marketing
Be people-centred

Recently Facebook has announced 

that newsfeeds are going to be much 

more focused on friends’ posts rather 

than branded content, meaning that 

businesses will need to rely on paid-for 

advertising rather than organic reach 

to promote themselves. Companies 

should take advantage of tools such as 

reviews, check-ins and events, which 

are linked to personal activity and 

feature high on a newsfeed’s agenda. 

Make it easy for people to engage with 

your brand in these ways by creating 

photo opportunities with branding 

in the background and suggested 

hashtags, remind them to check in via 

signage, and if they show positivity, 

ask them to leave a review. Creating 

events associated with your brand is 

another way to spread the word, as 

interest and awareness will spread 

as friends see other friends that are 

‘interested’ or ‘attending’ your event. 

Use video

YouTube continues to increase in 

popularity and shouldn’t be ignored as 

a communications channel. YouTube 

on mobile alone currently reaches more 

18-34 and 18-49 year-olds than any 

cable network in the U.S. and 6 out of 

10 people prefer online video to live TV. 

Video is also still prioritised by Facebook 

in newsfeeds and, in our experience, 

video posts are the ones that get the 

most engagement.

Get involved

‘Meaningful discussion’ will be appearing 

in newsfeeds as it develops on Twitter 

and Facebook, so while it can be time 

consuming to administer, do consider 

making use of this to increase the reach 

of your content. This type of interaction 

also helps create a personality around 

your brand, so make sure the people 

working on these channels are 

communicating in the right way and 

covering the same key messages. Where 

appropriate make sure you address 

negative comments swiftly and, if 

necessary, move the discussion offline 

so you can deal with issues out of the 

public sphere. Create a Google business 

page for free. You can post content from 

it to increase search engine optimisation 

for your brand and link to your website 

and social media pages.

Mobile plays a huge part in consumer 

product research – make sure your 

website is mobile optimised. 

Don’t forget to monitor online reviews. 

Get on the front foot and create your 

own Tripadvisor page with professional 

photos rather than letting a customer 

start it off for you. 

For video content, remember that 

approximately 20% of the people who 

start your video will leave after the first 

10 seconds, so make sure you create a 

fantastically engaging introduction!

We worked with Methley Estate 

Christmas Trees to increase their 

farm-gate sales in the lead up to 

Christmas. Here, we started building 

anticipation in November, through 

video snippets that showed the farm 

getting ready for the season and 

‘warm-up’ posts talking about the 

variety of products on offer. 

As the season began, we launched 

a Facebook ‘like and share’ 

competition to win a Christmas tree 

which organically reached 34,000 

people in the local area. We also 

ran a number of boosted, paid-for 

posts to advertise the ‘cut-your-own 

tree’ experience that was on offer, 

targeting adults within a 30-minute 

drive radius of the farm. Each post 

drove traffic to the business website 

and resulted in people tagging 

CASE STUDY: Methley Estate

family members and friends which 

increased organic reach further. We 

engaged with every person that 

left a review and had a member of 

staff on the farm who responded to 

every direct message in an average 

time of 23 minutes. We know this 

was appreciated as practically all of 

these customers thanked us for our 

timely response and indicated that 

they would be visiting.

Results

2000 new visitors to  

the website over  

the Christmas period

25 new 5-star 

recommendations  

(vs 8 the previous year)

Facebook page follows 

almost doubled from 535 

to 1008 over festive period

Increased tree sales 

‘Choosing a Methley tree 

experience’ established as 

a family tradition by many.
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GDPR IS COMING!

Lauren Goringe explains what 

you need to know and, more 

importantly, what you need to 

do, to ensure you comply… 

You can’t get away from the General 

Data Protection Regulations (GDPR) 

coming into effect on 25th May 2018, 

and while you must make time to 

understand how they impact your 

organisation, if you already operate 

in a responsible way, you needn’t be 

unduly alarmed. 

The regulations are designed to:

•  give people more rights over how 

their data is used (because no-one 

likes the thought of their details 

being shared); 

•  ensure organisations take a robust 

approach to data privacy and 

protection (again, most would agree 

that this is no bad thing).

What impact will this have on 

marketing activity?

There has been a lot of 

scaremongering about how the 

new GDPR regulations will affect 

direct marketing activity. In fact, it 

is not quite as limiting as some have 

suggested. Going forward, there will 

be three ways of direct marketing 

under the new GDPR regulations…

‘Legitimate Interest’

The Information Commissioners 

Office (ICO) which governs this 

area states that there are six bases 

for processing data. For day-to-

day activity most will process data 

under the ‘contract’ basis. There 

are then three further bases for 

processing data; legal obligation, vital 

interest and public task (where data 

processing is necessary to comply 

with the law, protect someone’s 

life or perform a task in the public 

interest respectively). The fifth and 

sixth bases are ‘legitimate interest’ 

and ‘consent’. ‘Legitimate interest’ 

is where an organisation can make 

the decision to communicate with 

a person on the basis of having a 

legitimate interest to contact them. 

Crucially, the ICO suggests that 

direct marketing could fall into this 

category, but only if carried out 

responsibly.

The best way to determine legitimate 

interest is to ask ‘would the person 

I am communicating with expect 

this data processing to take place?’ 

Often, the answer is that current, 

recent or prospective customers 

probably would expect marketing 

communications, whereas contacts 

bought from a mailing list, for 

example, may not. 

What is personal data?

Personal data is anything 

that identifies an individual, 

so while ‘John Smith’ might 

be not be distinguishable 

on its own, together with an 

email address or ID number, 

for example, this could 

identify a single person. 

Organisations will, of course, 

still need to use (or ‘process’ 

as it is termed) personal 

data to carry out their day-

to-day activity, and there are 

no set time limits about how 

long people’s information 

can be kept. The key is to 

ensure that the data being 

used for these purposes 

is safe and stored in an 

organised way.

The reasons for having 

clear-cut systems for data 

storage in order to comply 

with GDPR are two-fold. 

Firstly, under the new 

regulations an individual 

(be it employee, customer, 

prospect) has the right 

to be provided with the 

information you hold 

about them and, secondly, 

they have the ‘right to be 

forgotten’ and their data 

destroyed. Clear systems 

will make both of these 

obligations much easier to 

fulfil and more transparent 

for all involved.



‘Consent’

If the people you are marketing to don’t 

fall into the above category, gaining 

‘consent’ is the other way to justify 

contacting someone, and here the  

consent process must be transparent 

(see box below).

For website forms/email marketing, 

this information needs to be clearly 

visible on the sign-up page. For 

face-to-face or phone interactions 

it is recommended that you follow 

a script or record the interaction. 

Marketing opt-ins cannot lead the 

user in any way, this means boxes 

cannot be pre-ticked, and the buttons 

to ‘opt in’ or ‘opt out’ must be of an 

equal size and of equal visibility. 

You can’t use data after 25th May, 

where subjects weren’t given this 

information, but up until this date you 

can contact your database and ask 

them to ‘re-subscribe’ following the 

above guidelines. 

Remember if you buy lists for 

marketing purposes, they are likely 

to increase in price soon. Also, get 

confirmation in writing/in a contract to 

confirm that the person you are buying 

from has gained consent from each 

person listed to be contacted.

Legitimate Interest 

The ICO recommends thinking 

about:

•  Who does the processing 

benefit? 

•  Would individuals expect this 

processing to take place?

•  What is your relationship with 

the individual?

•  Are you in a position of power 

over them?

Consider using social media

Social media is a great way to 

communicate with your audience 

as you don’t need to hold data on 

individuals and people interested 

in your business can ‘follow’ and 

‘unfollow’ you as they wish. However, 

algorithms are forever changing so 

try and use a range of communication 

channels, not just social ones, to get 

your message across.

•  What is the impact of the 

processing on the individual?

•  Are they vulnerable?

•  Are some of the individuals 

concerned likely to object?

•  Are you able to stop the 

processing at any time on 

request?

Going forward, when asking for 

someone’s details for marketing 

purposes you need to tell them:

•  What information is being 

collected

•   Who is collecting it

• How it is collected

•  Why it is being collected

•  How it will be used

• How it will be looked after

• How long it will be kept

•  Who it will be shared with

•  What the effect of this will be 

on the individuals concerned

• What their rights are 
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for data 
storage
•  Make sure data is stored 

securely – use encryption 

where necessary

•   Avoid duplication of data

•   Only hold the personal data 

that you need for an individual 

and only for so long as you 

need it. The more personal 

data you hold, the greater  

the risks

•   Make sure anyone you contact 

can easily opt out of future 

communications if they so 

wish and your systems are 

robust enough to ensure they 

don’t get contacted again by 

accident

•   Don’t forget about employee 

data

 for businesses
Know your data 

Unless you know what personal data 

you process, why, what you do with it, 

where it is held and how you process 

it, it will be difficult to be sure you are 

compliant. Check the policies with 

providers who process personal data 

on your behalf too.

Get your team on-board   

Ensure everyone in your business 

understands the principles of GDPR and 

create a culture where data protection 

is taken seriously. Be especially aware 

when you are out of the office with 

documents, phones, tablets, laptops 

or memory sticks containing personal 

information – IT security will be more 

important than ever! 

Check your privacy policy  

You should have a company privacy 

document that covers all company 

activities including personnel, client/

supplier data, payroll etc. It should 

also detail how and if data is collected 

on your website, and this information 

should be duplicated on your website 

in the form of a ‘privacy statement’. If 

you have any data capture forms on 

your website these should also each 

contain a privacy notice explaining: 

who you are; what you’ll do with the 

data; how you will look after it; why 

you need it; how long you need it for 

and what the user’s rights are.

Check consents 

Review current consents and re-

permission now if necessary. Don’t 

forget to comply with existing direct 

marketing laws whilst doing so.
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GDPR IS COMING!

While the above can seem 

overwhelming, and initially you 

may need to allocate some time 

to checking and tweaking your 

systems, looking to the future 

these regulations will probably be 

of benefit to most. Not only will it 

help make organisations’ internal 

systems more robust and create 

a more responsible culture, in the 

long-term databases will be leaner, 

more accurate and contain more 

engaged customers, allowing 

marketing to be more targeted and 

your business more trustworthy.

It is an area that must be taken 

seriously though, as non-

compliance can lead to fines of up 

to 4% of the global revenue of a 

company. 

Disclaimer: This article is for 

information only and it is 

important you seek your own legal 

advice to ensure your business 

is fully compliant.  Reverberate 

cannot be held in anyway 

responsible for failure to comply 

with GDPR.
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Blockchain is the technology that 

cryptocurrencies like Bitcoin use 

as the backbone of how they 

operate. Invented in 2008, in 

simple terms it is a public digital 

data ledger that, rather than being 

stored in one location, is stored 

in many locations and accessible 

to all, delivering transparency and 

security. Data is stored in blocks, 

which are then tied together using 

complicated mathematical algorithms 

and cryptography. Data is stored 

chronologically, and each data block 

Mention the word Bitcoin and most people would have some idea what you were talking about. 

This digital ‘cryptocurrency’ has been in the headlines largely as a result of the massive increase 

in value it has seen in recent months. But, whilst many of us might recognise the name, most 

people are still fairly unaware of what Bitcoin really is or how it works. Go one stage further, and 

start a conversation about Blockchain, and the response is likely to be a blank look!

is encrypted by multiple computers – 

‘hashed’ - before being given a digital 

signature that can then be used as 

a reference. Hashing is a one-way 

process – you cannot get back to the 

original data from the unique digital 

signature, so this makes it inherently 

secure. If someone changes the data, 

it creates a new digital signature 

at that point in the chain, alerting 

everyone in the chain to the change. 

Because it is not hosted as a single 

database, it is always up to date for 

everyone in the chain.

Of course, the technology is hugely 

complex, and a detailed explanation 

is not the point of this article. But the 

potential application of this relatively 

new technology in agricultural supply 

chains could be transformational. 

What makes Blockchain different 

from other data management 

solutions is that no-one runs it, 

no-one owns it, and no-one makes 

decisions about the data within it. 

It could provide a cheap and robust 

way of managing data for so many 

applications within agriculture. 

COULD
BLOCKCHAIN 
TRANSFORM 
AGRICULTURAL 
SUPPLY CHAINS?
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COULD BLOCKCHAIN TRANSFORM AGRICULTURAL SUPPLY CHAINS?

Traceability

Traceability is one obvious use of 

Blockchain technology. Data from 

all parts of a supply chain - and 

from a variety of sources – could be 

integrated into one, infallible chain 

of data. This could include primary 

production data such as field records, 

fertiliser applications, livestock 

production data, test results, livestock 

movements, etc. Other data can then 

be added to the chain at every point 

in the supply chain – as product is 

processed, transported, packaged, 

delivered to stores and sold. This 

would transform traceability as any 

person with access to the Blockchain 

would be able to see exactly where 

product originated, how it was 

produced and what had been done to 

it at any point. 

Summary

Blockchain is simply  

a way of managing 

data online in a secure 

way. Considered alone, 

this technology doesn’t 

necessarily bring immediate 

benefits to agricultural 

supply chains. Where it 

could offer real advantage, 

however, is when the 

technology is used by 

innovators to develop new, 

low-cost approaches to 

solving the challenges faced 

by agricultural supply chains. 

At that point, Blockchain 

technology could become a 

real catalyst for change.

Payment systems

Another potential use is for supply 

chain payment systems. In commodity 

markets, Blockchain could provide 

a transparent and secure way for 

buyers and sellers to see how products 

are trading and agree transaction 

prices and volumes based on that 

information. What’s more, using digital 

currency linked to the Blockchain data 

could ensure immediate payment of 

suppliers as a transaction is processed.

Data recording

As well as providing traceability, 

Blockchain also has the potential 

to allow producers to capture and 

utilise reliable data in real time in a 

manageable way. This can be utilised to 

help drive management decisions and 

improve productivity and profitability.

“The potential application of this relatively new technology in 
agricultural supply chains could be transformational.”
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Over the past 

decade the number 

of employees who 

work from home has 

increased almost 

20% to 4.2 million.  And among 

the industries with the highest 

share of home workers is 

agriculture, with 25% of people 

employed in the sector classed 

as home-workers. 

The Reverberate team, along 

with several of our clients’ teams, 

contribute to this total. So, with 

home working in our sector on 

the rise, Lauren Chambers looks 

at some of the advantages of 

having a home-based office, and 

how working from home can 

benefit employers as much  

as employees. 

Anyone who works from home will 

know it’s definitely not all about 

watching Homes Under the Hammer 

and meeting friends for lunch. In fact, 

research shows the opposite, and 

supports the idea that working from 

home can increase productivity and 

decrease stress. Research also suggests 

companies that encourage and support 

home working actually save money in 

the long run.  Here’s ten reasons why 

working from home could bring value 

to your workforce and business.  

1. Curtail that commute

The daily commute 

can be time 

consuming and 

stressful, not to 

mention costly. Working from home 

means that time can be spent doing 

something productive as well as 

saving employees money. It also 

means no lost work time due to bad 

weather or when the route to the 

office is gridlocked. 

REVOLUTION
WORKING

2. Be more productive

There are lots of ways 

working from home 

can make you more 

productive. Fewer 

office distractions, background noise 

and trips to the coffee machine make 

it easier to concentrate and get work 

done. Having more control over your 

working time also means you can 

be more flexible and work outside 

of the standard 9-5 day to suit both 

yourself, your employer and your 

customers.  

3. Fewer sick days 

Recent research from 

Canada found that 

home workers took 

fewer days off sick 

compared to those working in an 

office (1.8 days for home workers 

versus 3.1 days for office-based staff. 

Source: Canada Life Group). This 

makes sense when you think that 

employees who have a cold or are 
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mildly sick are often encouraged to 

have the day off to avoid spreading 

germs, whereas as at home you can 

still get work done. You’re also less 

likely to get sick in the first place if 

you work from home because you’re 

less stressed and run down and 

exposed to fewer germs. 

4. Better work/life 

balance 

Working from home 

means you are 

much more likely to 

have a better work/life balance and 

therefore be less stressed.  Those 

extra hours gained from not having 

to commute put you in a better 

frame of mind at the start and end 

of each day, and that time can be 

spent doing something else such as 

exercise or helping with the school 

run. When you work from home there 

isn’t the same pressure to get things 

done by the end of the office day – 

you can choose what time your day 

ends, helping reduce stress around 

deadlines. 

5. Hold on to talent 

As well as being 

less-stressed when 

you work from home, 

the greater flexibility 

means that employees are more 

likely to stay with a company if they 

can work from home. Once you’ve 

experienced home working, it’s often 

difficult to go back to being office 

based, so staff are less likely to leave 

for jobs where home working isn’t 

an option. Often for parents, the 

flexibility home working brings is very 

valuable to help with childcare, and 

for others, being able to start and end 

your working day to suit you is seen 

as a real benefit. 

6. Widen your  

talent pool

At Reverberate we’re 

a great example of 

how being home-

based allows us to 

have a team spread across the UK.  

With bases in rural Devon, Somerset, 

Dorset, Cheshire and Staffordshire, 

there’s no chance we could all 

commute to one office!  Being spread 

across the country also means we 

can be more effective for our clients 

by working geographically when it 

makes sense. 

By encouraging remote working 

you can get the right talent for your 

business, uninhibited by geography 

or transport. 

7. Save money on 

office space

Having no central 

or satellite offices 

saves businesses 

money. Working from home means 

a business saves on rent, technology 

infrastructure and utilities. Aside 

from the one-off costs of setting 

up a home-worker, this can save 

thousands of pounds a month.  

8. Healthier workforce

You are more likely 

to make better food 

choices, exercise more 

and get more sleep if 

you work from home. All these lead 

to a healthier, happier workforce. Add 

in the reduced stress levels and fewer 

sick days by working from home, and 

everyone is much better off! 

9. Take advantage  

of tech

Today, you can be 

connected without 

being in the same 

room.  Programmes such as Skype 

and Facetime mean you don’t have 

to feel remote, even when you are. 

At Reverberate, our Skype is always 

switched on, which means there is 

always someone there to talk through 

an idea, just as if you were sat next 

to each other in an office. Superfast 

broadband and 4G mean that you 

can sometimes have even better 

connectivity away from a central office. 

10. Never miss an 

Amazon delivery!

…or the window 

cleaner, or the meter 

reader.  OK, so number 

10 is a little tongue in cheek – but all 

these things help make life that little bit 

less stressful and employees happier 

at work, healthier and in turn more 

productive and less likely to leave.
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Recognising and rewarding 

excellence in the industry via an 

award scheme is a great way of 

raising your profile, but with so many 

farming award schemes running,  

how do you make sure they have 

value both for the winners and  

your organisation?

There are some clear steps you can 

take to help make any award scheme 

a success. Firstly, understand what 

you want from an award as this 

will help you decide what type of 

scheme you should consider. There 

are two distinct options, both with 

advantages and disadvantages: have 

your own award scheme or involve 

yourself with other partners for a 

group award scheme. 

Partnering with an award scheme 

through sponsorship

Being involved with an award 

scheme, either long-standing or 

new, alongside partners with a good 

reputation has many benefits. You 

are placing your company alongside 

some of the best in the industry 

and your reputation will benefit as a 

result. As one of a group of sponsors 

your administrative input should 

be quite small. Hopefully the award 

scheme will have well-established 

communication lines and may even 

have a press tie-in with one of your 

key target titles.

However, this can be a costly way of 

being involved in an award scheme, 

with little tangible benefit to your 

company in the way of press profile 

or recognition, and you might feel 

there is no level of control or input 

into the award classes or judging 

criteria. All too easily your voice can 

be lost amongst a high-profile group 

of sponsors and your company’s 

profile may not justify your spend.

Running your own award scheme

Your own award scheme can be 

run internally, among existing or 

potential customers. You can develop 

award categories that align with the 

fundamental aims of your business 

and such awards are a great way of 

recognising and awarding excellence 

from among your customer base, as 

well as a way to provide a reservoir 

of potential case studies. Any profile 

you get in the press and industry 

will be yours alone and you can use 

your own communications channels 

(newsletters, social media and 

website) to publicise the winners.

A well-run award scheme can create 

huge amounts of goodwill amongst 

existing customers.

But don’t underestimate the 

amount of time that running an 

award scheme will take. As well as 

the administration, organisation of 

judging, publicity and presentation 

ceremonies, you also have to invest 

time to make sure the sales force and 

other staff are fully on board with the 

aims of the award scheme. They will 

be the ones putting forward entries 

to the award and without them you 

won’t get the calibre of potential 

applicants.

SHOULD 
YOU RUN 
AN AWARD 
SCHEME?
In an increasingly crowded marketplace, do industry 

award schemes have the reputation they used to 

and should they still have a place in your marketing 

budget? Reverberate’s Emily Ball reckons they do...



Provide a quality cup 

or trophy

Make sure unsuccessful award 

applicants are notified and 

thanked for their efforts – 

maybe with a gift

EMILY’S 
TOP TIPS 
for successful 
awards
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SHOULD YOU RUN AN AWARD SCHEME?

We spoke to Cara Green, 

UK Ruminant Communications 

Specialist, about what makes the 

awards work for them.

“One of the key aims for our award 

scheme is to recognise and reward the 

technical excellence displayed by our 

customers and running our own award 

scheme helps us to concentrate on 

this,” explains Cara. 

“By developing our own award scheme 

we can recognise excellence in the 

three key pillars of our business; feed 

efficiency, forage and youngstock 

management. We ask our account 

managers to nominate clients who they 

think excel in one of these categories 

and all shortlisted finalists are visited 

by our panel of judges. We announce 

our regional finalists at ceremonies 

at the UK Dairy Day in Telford in 

September and the South West Dairy 

Show in October. All regional finalists 

FORFARMERS ARE ENTERING THE THIRD 
YEAR OF THEIR HIGHLY SUCCESSFUL 
‘EXCELLENCE IN FARMING’ AWARDS, 
WHICH REVERBERATE HELPS DELIVER.

are then invited to a ceremony held 

at the Farmers Club in London in 

November where the national winners 

are announced.

“National winners receive two places 

on a European study trip but we 

also make sure all regional finalists 

and runners up receive a framed 

certificate or high-quality trophy, and 

a gift from ForFarmers. 

“We use our own communications 

channels - such as newsletters, social 

media and the website - to get the 

awards messages out but we are 

also able to place articles in key 

agricultural publications, due to the 

quality of our winners. We also have 

a lot of success with the local press, 

where a good picture can ensure a 

great piece of free publicity.

What I don’t think I was prepared for, 

was just how much winning an award 

means to our customers. Technical 

excellence is crucial in all aspects of 

dairy farming in order to ensure the 

future viability of farming businesses. 

The ForFarmers Awards are designed 

to showcase some of the best examples 

of system efficiency in UK dairy farming 

and the entries for the competition 

certainly don’t disappoint!”

Target press local to 

the winners

Make the award ceremony an 

event in itself

Don’t skimp on good 

photography
“Investing in good 

photography will pay 

dividends when it comes 

to press coverage and 

promoting your  

award winners”
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We’ve all heard the line, “This is 

something customers expect but 

won’t pay more for” as justification 

for higher standards of production 

with no change in price. We have also 

seen particular production systems 

flourish due to the economics of the 

demand for cheap food, only to see 

those same systems come under 

attack for delivering what the market 

requires – cheap, safe food.

It is easy for those of us involved in 

livestock production to feel despair 

– you’ve only got to see the anti-

livestock farming vitriol put out by the 

minority in the vegan movement and 

the animal welfare lobby at times to 

feel that the whole industry is under 

attack. And it is also easy to feel that 

such attacks are very personal – it 

seems at times that the very way of 

life and moral fibre of those involved 

Like it or not, we live in a world where consumers are disconnected from agriculture, yet have strong 

views on how food should be produced. Regrettably, often these views are based on relatively un-

informed positions and, even more frustratingly, often these views shape consumer behaviour right up 

until the point of purchase, where price or availability take over and shape the final buying decision. 

in any way with livestock food 

production is in question.

But, perhaps, some of the problem 

lies at our own door. Perhaps in the 

livestock sectors - and particularly 

in the less integrated supply chains 

such as lamb, beef and dairy – we are 

guilty of perpetuating the disconnect 

between primary production and 

the end consumer. Perhaps we have 

let retailers and the anti-animal 

agriculture lobby shape customer 

views and behaviour without using 

our own influence to get our own 

messages out there. And, perhaps, 

when we do communicate, it is at 

times defensive – justifying our 

behaviour and blaming low prices 

rather than taking the time to 

understand consumer concerns and 

address them through dialogue and 

better understanding. 

Consumers are fickle. Someone might 

not like the idea of a farm animal 

being housed yet may be happy to 

leave their pet dog at home all day 

by itself whilst they are at work. This 

seems hypocritical but, rather than 

criticising consumers, we need to 

work on understanding them and 

engaging them and helping them to 

understand and trust us.

There are great initiatives out there 

already – Open Farm Sunday being 

the highest profile one – but too 

many involved in the industry see 

such activity as someone else’s 

responsibility. 

In fact, we all share this responsibility 

and we all need to take action. If 

you earn your living in some way 

from livestock agriculture, you are 

responsible for what consumers know 

DOES LIVESTOCK AGRICULTURE NEED TO
BECOME MORE CUSTOMER-FOCUSED?
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DOES LIVESTOCK AGRICULTURE NEED TO BECOME MORE CUSTOMER-FOCUSED?

and think about the industry. Rather 

than seeing the antis as the enemy, 

we need to work to address their 

point of view. Bill Gates is credited 

with saying that “Your most unhappy 

customers are your greatest source 

of learning” – so we shouldn’t ignore 

someone’s views just because we 

don’t like them or agree with them. 

Instead, we should recognise that 

the most vociferous views come 

from a small minority but that the 

silent majority are influenced by this. 

And so we should react by listening, 

creating and distributing messages 

that will, in time, shape the views of 

that silent majority differently. As 

Winston Churchill said, “Our future is 

in our hands.”

Ultimately, we are all consumers and 

we all have high expectations of 

those providing us with products and 

services. Yet it is all too easy when 

the boot is on the other foot to spend 

time justifying why consumers are 

wrong – why they don’t understand.

Sometimes, we need to see things 

through a consumer lens, to question 

the way we act and how others 

would see it. And sometimes we 

simply need to explain better what 

we do and how it benefits consumers. 

21st century livestock agriculture 

needs to change. Unfortunately, 

there remains a culture among some 

farmers that still see customers – 

whether that’s processors, retailers or 

the end consumer – as a problem.  

Yet without those customers we 

don’t have an industry.

There are many great initiatives 

out there to address this and many 

organisations and individuals 

that do a great job. But until the 

culture of the whole industry 

becomes customer-focused, the 

current animosity towards livestock 

agriculture will only intensify. 

Customers now have more choice 

than ever before. What we are seeing 

now – and must learn from – is that 

if we don’t all take time to engage 

customers, then someone else will.

DOES LIVESTOCK AGRICULTURE NEED TO
BECOME MORE CUSTOMER-FOCUSED?

“Your most unhappy 
customers are your 
greatest source  
of learning”
Bill Gates, Microsoft

®
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While date, location and speaker 

programme are crucial to the 

success of a conference, increasingly 

companies are using new innovations 

to develop the experience for their 

delegates and get value above and 

beyond the actual conference.

Videos

Use video to 

introduce the 

speakers and give 

the background or 

to illustrate key points within the 

presentation. They put the talk in 

context and give the speaker time 

to concentrate on their key issues. 

Video clips also give you a resource 

for website/social media use after the 

conference. 

Video link to speakers 

from across the globe 

With great 

improvements in 

technology, having 

a video link with a speaker on the 

other side of the globe isn’t as nerve 

racking as it has been in the past. It 

costs a fraction of the expense to 

bring the speaker to the venue and 

gives access to some really high-

profile speakers – just make sure you 

have a fallback option!

Many organisations either run conferences, or are considering 

doing so, to help raise their profile and engage their key 

stakeholders. But conferences take considerable time and 

resource to organise, so it is essential that any conference is 

well-run, with relevant and engaging speakers and topics, if it is 

to be effective. Being a bit more innovative with your conference can help 

it feel fresh and bring in a whole new audience. Emily Ball has some ideas 

on how you can get the best from organising a conference.

GETTING THE BEST  
FROM A CONFERENCE
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GETTING THE BEST  
FROM A CONFERENCE

Don’t skimp on 

networking time

“We know one of the 

main reasons farmers 

attend our Pasture 

to Profit Conference is to meet and 

talk to other farmers,” says Moana 

Puha, from LIC (UK). “So, we make 

sure we have 45 minutes for morning 

and afternoon coffee breaks and a 

full hour for lunch. We make up for 

lost time by starting the one-day 

conference early, which seems to 

pose no problem for farmers.”

Twitter/Facebook

Use social media 

before, during and 

after the event to 

publicise what you 

are doing and enable those who are 

not able to attend feel part of the 

conference. 

Bring in young people

“One of the things 

that was striking 

about our delegates 

was the proportion of 

them that were under 40,” says Nicky 

Morson, from Kite Consulting, who 

was part of the team that organised 

the hugely successful Progressive 

Dairy Operators Conference. “We 

use a scholars programme, where we 

invite key companies within the dairy 

industry to send younger delegates. 

Not only do these younger people 

bring in new and refreshing ideas but 

they will be our key audience in the 

dairy industry of the future.”

If you need help to develop 

a winning conference 

programme or want to talk 

to us about updating your 

conference offering, please 

get in touch.

“We know one of the main 
reasons farmers attend our 
Pasture to Profit Conference  
is to meet and talk to  
other farmers.”  
Moana Puha, LIC (UK)

®



The Rt. Hon. Michael 

Gove MP, has 

launched a vision for 

the future of British 

agriculture which 

features the word ‘harmony’ 

in the title. Foolish optimism, 

perhaps? Our MD, Philip Gibson, 

looks at what it is all about… 

The government’s consultation 

document on the future of British 

agricultural policy – ‘Health and 

Harmony: The Future of Food, 

Farming and the Environment in a 

Green Brexit’ – has recently been 

published. This document sets out 

a vision for how agriculture will be 

supported and directed in the future 

and, it would seem on the surface 

at least, that Defra is an oasis of 

calm in the otherwise stormy waters 

of Brexit. Gove seems to be fairly 

popular – he’s articulate and bright 

and seems to have a clear view on 

the future, which has been broadly 

accepted as a sensible approach.

After decades of being constrained 

by the EU’s Common Agricultural 

Policy we now have the opportunity 

to set out our own stall for the future. 

Sounds good? Well, the devil will be 

in the detail, of course. 

In brief, Gove’s proposals are that 

support payments will change from 

a system based on the area of land 

farmed, towards a new approach 

focused on paying farmers ‘public 

money for public good’. In practice, 

it seems that this will focus on the 

environment, through a recognition of 

the value of natural capital, although 

it could also include investment in 

skills and technology to improve 

productivity, providing public access 

to farmland, enhanced animal welfare 

standards and measures to support 

resilience of rural communities. 

Critically, the government is 

consulting with the industry to 

determine the exact shape and 

implementation of future policy, so 

this doesn’t appear to be about being 

done unto – for now, at least. But 

what will this new approach mean for 

the agricultural industry in the UK? 

Here the jury is out. A focus on the 

environment has been welcomed 

by many – particularly the NGO 

community – and is also nothing new, 

as the 2003 Curry report and the 

2010 Lawton report both argued for 

more focus on environmental activity 

and the delivery of public good. What 

is different is the focus on payment 

by results and natural capital, but it 

remains unclear exactly how success 

will be determined. 

Yet others think that the proposals 

haven’t given enough emphasis to 

food production. Back in July 2017, a 

report was published by the University 

HARMONY? 
REALLY?
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of Sussex - ‘A Food Brexit: time to get 

real’ – which outlined that 31% of food 

consumed in the UK comes from the 

EU, and called for the government 

to “make a clear and explicit 

commitment to ensuring a sufficient, 

sustainable, safe and equitable supply 

of food, and set out how that will 

be achieved when and if the UK is 

no longer in the EU.” It went on to 

suggest that “unless some such broad 

commitment is made and delivered, 

we foresee a danger of the UK’s 

food supply becoming insufficient, 

increasingly unsustainable, unsafe and 

inequitable.” Yet the consultation the 

government has issued doesn’t really 

focus on how we can build a resilient 

and secure supply of domestically 

produced food at all. Surely food 

security is the ultimate public good, 

yet it doesn’t seem to feature in the 

government’s thinking at present. 

One thing’s for sure – we face 

considerable change, in some 

sectors more than others. 

Sectors that rely heavily on 

basic payment support for 

survival such as the beef and 

sheep sectors could struggle, 

particularly if trade deals don’t 

deliver free access to EU markets. 

One man’s troubles might be 

another man’s opportunity, 

however. Perhaps a fundamental 

re-map of British agriculture, whilst 

painful in the short term, might be 

the shot in the arm the industry 

needs to prosper in the future?

The consultation process, which 

ends in mid-May, is critical. 

When considered alongside 

the wider issues of Brexit that 

will also impact on agriculture, 

such as uncertainty over trade 

arrangements, access to markets 

and exchange rate volatility, 

the only immediate thing Brexit 

brings is insecurity. Will we end 

up with food, farming and the 

environment being in harmony, 

as Gove’s optimistically-titled 

consultation suggests?  

Time will tell.
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HARMONY? REALLY?
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