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2020, a year we could all have done without but one we won’t forget

The last time I shook the hand of one of our members was on March 12th in Manchester. It was a day I will always remember because it was the last live event 
for Pimento – and probably the day I caught Covid.
 
As the year closes, I look back and see the remarkable resilience and ingenuity of our nation which is constantly reinventing the way things are done and 
creating a new normal.
 
2020 was the year Pimento went virtual with the result that we actually became a closer community rather than more isolated.
 
We shifted our regular networking events, meetings and seminars onto Zoom and since our first weekly broadcast on March 19th we have promoted, written, 
delivered and produced over 300 events. Over 1800 people have attended our Wednesday Covid calls and a further 5200 people have joined our sister events 
held in association with the PRCA, The Alliance of Independent Agencies and of course our members. While webinars were one of the channels that initially 
ramped up in terms of popularity, their adoption rate won’t be slowing down any time soon. The climate as we know it is going to continue to evolve, with the 
recession and of course Brexit to contend with. The truth is that in the current, turbulent landscape, there’s no such thing as ‘over-communicating’. We all look 
for support and value our interactions in order to feel both personally and professionally fulfilled. Webinars, by their very nature, educate, entertain and foster 
that collaboration. In short, we are #strongertogether 
 
I hope you have enjoyed our weekly get togethers, along with our new 5pm Clubs, NetWalking events and seminars. I’d like to thank you for all your 
contributions. With vaccines now here, the lowering of the R rate and the opportunity to spend at least some time over Christmas with our loved ones, 
let’s hope and wish for a healthier and more prosperous 2021.
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To view a number of the events described in this book, please go to our YouTube Channel ‘Pimento Virtual Marketing Agency’.
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WEEK 06

what’s funny about corona virus?
april 22, 2020

DR. RACHEL LAWES, LAWES CONSULTING
WILL STRATTON-MORRIS, CAFFE NERO
SIMON RHIND TUTT & CAREY EVANS, RELATIONSHIP AUDITS

This week we had a brilliant line-up of experts from the world of retail, 
semiotics and agency/brand relationships, providing some interesting insights 
and ideas that we can apply to our own businesses and those that we advise.

Key takeaways:

• Demonstrate leadership and show initiative
• People are trying to get some work done 
• Find ways to help them and offer solutions, especially parents
• Creativity relieves anxiety; help people build their skills
• Reassure us that it’s OK to fail; no one is perfect all the time
• Be quick, be relevant or be gone
• Not all doom and gloom, there are winners and losers
• Adapt now to how your clients want to work and be relevant
• Agility is a key part of the “new normal”
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WEEK 09

CREATIVITY IN A CRISIS, BRINGING CLARITY TO CONFUSION
May 13, 2020

NAOMI EDLER & LESLIE DAVEY, LEONARD CHESHIRE
JONATHAN SANDS OBE, ELMWOOD
SALLY-ANN HALL-JONES, REALITY HR

We heard leading charity Leonard Cheshire ask for help from Pimentoees to 
identify a commercial partner with a large organisation/brand to deliver reach 
and engagement in a meaningful, mutually beneficial relationship. 

Jonathan Sands OBE shared a new Global Challenge ‘How I See Tomorrow’, an 
initiative that invites children across the world to share their thoughts on Covid 
in a creative way. 

Finally, we brought some clarity to the latest set of measures announced by 
Boris as we welcomed back Reality HR to demystify what we need to do as 
employers and employees.

Key takeaways:

• Despite new rules, it is still very uncertain for businesses. The 
responsibilities have shifted to the owner and employer as opposed 
to the rigid direction from the government

• Covid is a hazard in the work place which needs to be carefully 
managed

• Some people have been ‘addicted to furlough’ and are anxious to go 
back to work

• The majority of people are still planning to work from home, it’s 
important to review your working from home policy to be more 
permanent

• As employees aren’t required to be in the office and some, especially 
younger people might be working and living in one room it can have 
a massive impact on mental health and wellbeing. Employers need to 
take time to care for their people

• Despite the 2-year extension for holiday roll forward, it isn’t          
recommended. You still need to allow your employees time to get 
away from their screen
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WEEK 11

WHAT HAPPENED TO MY (NEW) BUSINESS? Q&A PANEL
JUNE 3, 2020

KATIE STREET, STREET
LUCY SNELL, CHERRY
STEVEN HYDE, PUSH GROUP

This week we posed questions for the professionals, with a panel that featured 
new business consultants Gray Matters, Cherry and Street, and two new 
business maestros, Steven Hyde from Push Group and Pad Burns at CDS.

Key takeaways:

• Increase your communications with valuable and supportive content
• The sensitivity around sales has changed dramatically. We need to be 

more mindful and empathic when talking to a lead, you don’t know 
their situation

• It’s not all about the sell! Be helpful, stay top of mind and be relevant
• There isn’t a one size fits all approach
• Before you start pushing your messaging out, make sure you 

understand your customers’ new needs
• If you are using a video conference platform for presenting or talking 

to a lead, be engaging and interactive. Don’t just talk at them

PAD BURNS, CDS
ADAM GRAHAM, GRAY MATTERS 
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WEEK 12

PREDICTING THE FUTURE, RECORDING THE PAST
june 10, 2020

DR. MICHAEL KERIN, REDSELLA
NATHAN LOMAX, QUICKFIRE DIGITAL
OLIVER WRIGHT, SAVANTA

Predicting the ongoing impact on our own businesses and those of our clients 
would be more than useful just now. Understanding consumer sentiment and 
where we are in this journey with up to the minute data would also help, and 
the ability to remain positive and seek ways to strengthen our strategies would 
make us all feel a lot happier.

Key takeaways:
Covid forecast and impact assessment tool
• This crisis is complex and isn’t going away in a hurry
• We have to be ready to deal with whatever the ‘new normal’ is
• The more information we can give ourselves and our clients about 

what to expect, the better equipped we will be to face the future

Tips for adapting and preparing to the new environment
• The game has changed, but the opportunity has never been greater 
• Personal reflection and development are key 
• Stand out from the crowd, surround yourself with the right people
• Building agency partnerships has never been more important

How the UK, US and other markets are feeling and coping, part 1 
• Levels of worry have gradually declined over the past few weeks, 

however 1 in 8 are the most worried they have ever been
• Over the course of lockdown, there has been a slight increase in 

businesses saying they are confident in surviving the Covid crisis
• 3/4 of businesses are still seeing negative impacts in demand and 

cashflow, which has dropped slightly since the peak in April
• This could be due to 2 in 5 saying Covid has negatively impacted their 

disposable income. 1/3 admits to worse mental health
• 1/3 admits to worse mental health during the pandemic
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WEEK 14

Independent, Proud & Doing All Right - How Come?
June 24, 2020

MARK GAIR, CDS
SAMMY MANSOURPOUR, AGENCYUK
SIMON BARBATO, MR B & FRIENDS

The independent marketing agency sector has always had to fight for its place 
at the top table. The groups provide coverage to support multi-national brands, 
but very often these relationships are driven by Global procurement policies 
rather than local management choices. For far too long, smaller, often better 
independent agencies have had to focus on local clients and make do with 
the crumbs from the Networks’ top table. Yet, the indies have been quicker 
to adapt to Covid and are set to benefit from their can-do entrepreneurial 
attitude. 

This week we heard from three of the best, a superb mix of B2C, B2B and B2G 
- and all with agile adjustments, thriving during the pandemic, ready for the 
return to the ‘new different’.

Key takeaways:

• Protecting your cash is key to surviving  
• A work from home IT infrastructure was essential and will continue to 

be so
• Need to rapidly adapt to your clients’ needs and track the impact by 

having deeper conversations
• Continue to let your core brand values drive your decisions
• Money grabbing agencies and networks will be a turn off 
• Don’t act irrationally or panic
• As an independent we are privileged, we can do what we want and 

change our minds. But you need to be comfortable with losing money
• Digital and social quickly taking centre stage
• People don’t work in the same way, understand who is struggling and 

support them
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WEEK 16

The car business, have the wheels come off?
july 08, 2020

SIMON OLDFIELD, PIMENTO
PHILIP J. DEACON, MARSHALL MOTOR GROUP
EMMA LOWNDES, APPLIED INSIGHT

Global Society in the 20th Century was dominated by the impact of the car; 
but emission scandals, the banning of petrol and diesel sales by 2030, and 
reaching ‘peak car’ have all put pressure on the sector. And all of this before 
Covid. The sector remains the second largest manufacturing industry in the UK 
and employs over 800,000 people. 

This panel discussed where the opportunities lie and what agencies should 
be doing to deliver against the current needs of brands and car retailers, with 
experts from all sides of the debate.

Key takeaways:

• Brands are under considerable cost pressure as they invest in electric-
drive technology and remain short-term sales focussed with the 
majority of their marketing spend

• Significant shift to digital and data-driven marketing and CRM activity
• Direct and remote sales (e-commerce) by Brands, reducing the role 

of traditional retailers, is an area of tension in the current distribution 
model

ROB MCGOWAN, EDIT 
MARK ANAND, BLUEPRINT 
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WEEK 21

User-Generated Content Masterclass
Aug 12, 2020

EMILY FORBES & BRENDAN FREER, SEENIT
OLIVER WRIGHT, SAVANTA

The toughest job in marketing has never been tougher. Marketers at start-ups 
and challenger brands were time-poor, cash-constrained and struggling to 
engage audiences online even before Covid. Now, crowded digital channels are 
even busier, consumers are more sceptical, and brands are forced to become 
more creative and agile to keep up with the relentless pace of change.
 
User-generated content (UGC) and films co-created by fans about the brands 
they love provide one of the biggest opportunities for organisations to stand 
out from the crowd. 

Savanta provided an up-to-date view of how the UK, US and other markets are 
feeling. This is an update on their last presentation two months ago - a lot has 
changed.

Key takeaways:
UGC
• Be authentic and keep the tone simple
• Quantity over quality
• Reassure the producer. People can get nervous filming themselves, 

remind them it’s all in the edit
• No script! Provide some context for the story and let people say it in 

their own words
• Don’t ask too many people, start small
• Share tips and ideas on how to film. The best way to do this is also via 

video content

How the UK, US and other markets are feeling and coping, part 2
• A steady increase in people leaving the house, mirrored by a decline 

in those claiming to self-isolate continues
• Confidence in surviving Covid has increased amongst businesses, 3/4 

think they will survive
• 2/3 still report a decline in consumer demand, whilst 1/2 report 

decline in sales 
• 1/3 of larger businesses have used the Job Retention Scheme
• 1/3 still experience worse mental health
• A large majority of businesses plan to permanently change their 

working practices as a result of Covid
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PIMENTO NETWALKING WELCOME TO BATH
AUG 25, 2020

ANDY CLARKE & DAVID MORLEY, PIMENTO
JON REAY, REWRITE DIGITAL
ANTHONY BARONE, STUDIOHAWK

When a crisis impacts and changes how we interact, it’s important to think 
innovatively for the new normal. Conscious that we may not be able to do 
events in the usual way, Pimento introduced (socially distanced) Netwalking. 
Our first event was in the lovely Bath, it was a great 9kms round trip.

Netwalking helps to get people outside, makes it easier to get to know each 
other, and builds meaningful connections and interactions for human, social 
and financial benefits.

It also increases local, regional and national collaboration and group activities. 
It opens the mind to new business and, importantly, new thinking.

Feedback:

•  “Great neologism,  great idea, great company and great conversation. 
And exercise! Would love to join future yomps”    
 

PHILIP LANCASTER, PARKWOOD CONSULTANCY
IAN BATES, FIREHAUS
DR. MICHAEL KERIN, REDSELLA

ANDREW JACKSON, ICONIC CYCLING EVENTS
NICK PRICHARD, MARKETING CONSULTANT 
SIMON LEADBETTER, KELLER WILLIAMS
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• “I thoroughly enjoyed it and made some valuable connections with 
other members already. Count me in for any future leisurely walks”

• Further walks have been held in Windsor Great Park and Henley and 
we hope to extend this programme in 2021 across the country
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WEEK 22

Purpose Beyond Profit
SEP  2, 2020

STEVE FULLER, THE HOUSE 
SIMON LEADBETTER, KELLER WILLIAMS

The House has worked with global and local brands for 25 years. It supports 
CEOs and business leaders who want to create a flourishing brand, a greater 
company, a better world and a lasting legacy. 

Talking of houses, Simon is about to embark on his next sustainable venture. 
He talks about marketing the nascent renewable energy and cleantech industry 
in the noughties, to advocating sustainable investment in the 10s, and now 
working on energy-efficient homes and fuel poverty in the 20s.

Key takeaways:

• Purpose can and does lead to commercial advantage
• Purpose helps brands navigate uncertainty, builds loyalty and 

advocacy, inspires innovation, reducing the need to play with pricing
• Purpose is a strategy, the opportunity to build something better (it is 

core to the business and not CSR, PR or a veneer)

3 barriers to purpose:
• Heart: passion overtakes logic and strategy. Essential to marry 

fundamental principles of business to a heartfelt ideal
• Head or Ego: purpose is seen as worthy or uncool versus big ‘sexy’ 

brand work. Opportunity to reframe creativity as a tool to solve 
problems that will improve life  - meaningful

• Getting trapped in the old model: we continue to measure and 
reward success on dividend alone. Opportunity to shift the metrics to 
measure impact and legacy
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WEEK 23A

DEPLOYING THE RIGHT CONDITIONS FOR CREATIVITY
sep 9, 2020

BETH POPE, IAN BATES & NICK BARTHRAM, FIREHAUS 

This week’s update discussed the right conditions for creativity and managing 
your mental health. Firehaus explained ‘The Have and Have Nots: identifying 
and deploying the conditions for greater creativity’.

Key takeaways:

• Know how important a positive environment is and take responsibility 
for delivering it

• Embed a deep understanding of the customer and their challenges 
across the business

• Provide accountability and support in equal measure
• Recognise they are responsible for the conditions for creativity, not all 

the ideas
• Celebrate innovative thinking and creativity wherever they see it

The 9 conditions for creativity framework
• Purpose: belief, focus and ambition 
• People: imagination, motivation and expertise 
• Culture: behaviours, support and environment
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WEEK 23B

MANAGING YOUR MENTAL HEALTH
sep 9, 2020

MICHELLE MORGAN, PJOYS

One of the main blocks to creativity is the state of your mental Health. 
Michelle Morgan, well known to the Network, is a leading Mental Health 
First Aid England Ambassador and Founder of Pjoys. She shared an in-depth 
presentation on one aspect of the online training she designed during these 
extraordinary times  - The SENSE Framework - helping you to talk to someone 
about their mental health.

Key takeaways:

SENSES framework 
• Safety – create a safe space
• Empathy – let someone talk freely. Truly listen. Connect
• Non-judgement – it’s not about you. Accept their experience
• Support – let them know they are not alone
• Encouragement – gently encourage them to seek help
• Sixth Sense – listen to your gut feeling. If in doubt, ask
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WEEK 24

THE ASSOCIATIONS: WE NEED YOU MORE THAN EVER
sep 23, 2020

STEPHEN WOODFORD, ADVERTISING ASSOCIATION
FRANCIS INGHAM, PUBLIC RELATIONS AND COMMUNICATIONS ASSOCIATION
CHARLES JARROLD, BRITISH PRINTING INDUSTRIES FEDERATION

Back in July we invited the heads of the leading industry associations to join us 
with a provocative panel discussion entitled “What have the Associations ever 
done for us”. We discussed the importance of collaboration, the need for more 
support for the independent movement, and a recognition that things would 
inevitably get worse before they get better.  

Two months later, we had them back to discuss the needs of their members. 
With the agency world reeling from Covid, and clients slashing their budgets 
as we sink into recession, we heard how the Associations are responding to 
support and advise their members. It’s clear the Associations have added a 
huge amount of value to the independent agency community, opening their 
doors to provide support, to learn from one another and inform.

 Summary of some of the ways the Associations have helped:

• Lobbying (with 4 Government departments in the room)
• Representing disparate groups’ views into policy
• Critiquing the Government on their comms approach
• Bringing people and peers together in a time of crisis
• Shared learning within like-minded communities of interest
• Opening up training, people development and well-being support 

and opportunities
• Revitalisation of how print has been a real support function (maps, 

packaging, food and healthcare)
• Insight-driven solutions that serve a common purpose
• Provided a framework for competitors to collaborate
• Weekly calls, workshops, surveys and interactions

CLIVE MISHON, THE ALLIANCE OF INDEPENDENT AGENCIES
CHRIS COMBEMALE, DATA & MARKETING ASSOCIATION
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WEEK 26

WHY THE WORLD OF PR & COMMS IS CHANGING?
sep 30, 2020

MARK LOWE, THIRD CITY
OLIVER FOSTER, PAGEFIELD 
ALEX GRIER, FRANK

Communications have been at the heart of the pandemic and the Government 
has been rightly criticised for their over complex and often conflicting 
communications. In this session, we had three of the top PRs in the land to 
lend their views on Government, business and consumer communications, and 
how the pandemic and social media are changing the way we see the world.

Key takeaways:

• Communications need to be clear, consistent and compelling, not 
confusing

• Normally it’s best to have one spokesperson for the brand
• Due to lockdown and working from home, we are consuming more 

content over more channels, this can be an opportunity for agencies 
in the media and PR space

• The Covid advice and consumer markets are changing more rapidly 
than ever, this makes it difficult to create long term strategies. Focus 
on the short term and be ready to adapt

• Communications and marketing now have a seat at the boardroom 
table and are more involved in the decision making

• The current trend is for less promotional PR, more crisis and 
consumer PR

• Less selling into media, more organic and paid social which has 
massively accelerated the PR industry

KATE GIBSON, CIRKLE
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WEEK 27

ALL AT SEA, WHAT NEXT FOR THE CRUISE INDUSTRY? 
oct 7, 2020

JO RZYMOWSKA, CELEBRITY CRUISES

No industry has been hit harder by the pandemic than travel, and cruise 
is perhaps the most impacted. The incredible Jo Rzymowska has spent her 
career in the business and her insights into how she has steered the Celebrity 
brand through Covid, managed her team and continued to focus on purpose, 
diversity and her customers is a lesson to us all.

Key takeaways:
• It has been challenging to get people to understand the overall 

protocols for the Cruise industry, it gets a bad reputation with Covid, 
sustainability and the negative PR associated

• The industry must come back slowly. Jo predicts three years to 
recover

• Building and continuing relationships with all stakeholders is essential
• There is a need to shift the target audience, focusing on younger 

consumers
• Smaller agencies have worked best for Celebrity Cruises. Local can 

drive global when it comes to creativity
• Agency relationships need to be strong; an extension of the team

The Cruise industry as a whole is not very diverse:
• 5% of officers are female. However, Celebrity Cruises had 23% in 2019 

as they’ve invested in programmes to encourage young women to 
join cadets and marines and then go on to become officers

• Celebrity Cruises are the only ship to have a black officer
• Having a diverse team is essential, especially in marketing. How can 

we resonate with people across the world if you don’t have a diverse 
team with different points of views
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WEEK 28

PUTTING YOUR PEOPLE FIRST
0ct 14, 2020

RUTH KIERAN, CIRKLE AND THE ALLIANCE OF INDEPENDENT AGENCIES
HEIDI WADSWORTH, REALITY HR

Many of you will have felt the pain of redundancy, others may have been more 
fortunate, either way you may be having to make further restructuring plans 
as the period of furlough comes to an end. We investigated how you can help 
your people in their greatest hour of need and what as responsible employers 
you should be doing at this time.

‘What Next’ is a bespoke outplacement service that has been developed to 
support the sector at this time; low cost, flexible and delivered by a high calibre 
team of professionals to help get people back into work.

Key takeaways:

• People haven’t lost their job due to their own fault. We don’t 
necessarily want to reskill them out of the industry, we want to retain 
the talent

• Culture and teamwork were great at the start of Covid but people are 
getting tired. We need to keep momentum and strong culture going

• Keep an eye on your team, if you don’t feel comfortable supporting 
your team’s mental health, outsource it

• It’s hard for young people to develop and learn remotely. Buddying 
up with a junior person will help them feel more comfortable to ask 
questions

• Keep your offices safely open where you can to allow human contact 
outside your household

• More and more employers are recruiting from outside their local 
area, this opens up more opportunities for people

• Ensure people moving jobs feel comfortable and safe to do so. If cuts 
have to be made, don’t revert to first in first out
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WEEK 29

PROCUREMENT & PITCHING
oct 21, 2020

TINA FEGENT, PROCUREMENT CONSULTANT
ADAM GRAHAM, GRAY MATTERS

With the rise in local lockdowns, the need to hone our virtual pitch skills and to 
understand what clients now expect from their agencies has never been more 
apparent. This week we heard from Marketing Procurement supremo, Tina 
Fegent, new business gurus, Adam Graham and Patrick Woods and Founder & 
CEO of LONDON Advertising, Michael Moszynski on their experiences and best 
advice for the Just Now.

Key takeaways:

• Make sure you practise your presentation – look at set-up (especially 
if there is a mix of people working from home and in the office) 

• Build the relationship outside of email  - look at how you can engage 
the client before the pitch to bring your culture to life

• Break up the session  - be engaging, have breaks, do a quiz, use 
whiteboards and breakout rooms 

• Plan for Zoom fatigue
• Break the pitch process – be different
• Chocolate biscuits are ESSENTIAL for pitch success!

PATRICK WOODS, PIMENTO
MICHAEL MOSZYNSKI, LONDON ADVERTISING 

Pimento Year Book FINAL VERSION.indd   35 11/12/2020   17:08



- 36 - - 37 -

Pimento Year Book FINAL VERSION.indd   36 11/12/2020   17:08



- 36 - - 37 -

WEEK 30

THE YOUNG ONES
oct 29, 2020

MOLLIE MAYNARD-SKELTON, PIMENTO 
ANNABEL WEST, LIVE SMART
GABBY FERENC, A-VISION

If you think you’ve had it bad, spare a thought for those entering the industry 
and their experiences during the pandemic. How do they view the future? 
What do they miss most from office life? How have they had to adapt to their 
new working environments? What support as employers can we offer them at 
this time?

Key takeaways:

• Getting into a routine and making sure you take breaks is difficult 
when working from home, especially without a separate working 
space or office, but it is essential

• Creativity has been impacted, it is harder to bounce of one another 
over zoom or the phone

• The social events have massively declined since the start of lockdown
• Agencies have a responsibility to support the mental wellbeing of 

their teams. It’s great to see more businesses offering support and 
training opportunities

• Being made redundant or furloughed means they are missing out on 
new experiences during a crucial point in their careers. Keep learning 
and motivated so when you go back to work, you have new skills

• All businesses should adopt flexible working, give people the choice 
and everyone will benefit

SANDY TEA, SOMEONE
JAMES KNIGHT, THE & PARTNERSHIP 
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WEEK 31

M&A IN A CRISIS
nov 4, 2020

PAUL WOOLLEY, BAAA
TONY WALFORD, GREEN SQUARE
DOUG BAXTER, AGENCY FUTURES

Agency mergers and acquisition activity is now buoyant with the specialist 
advisors having a very good year. What is driving this growth, is now a good 
time to acquire or be acquired, what are the marketing sectors that are doing 
well and what are the pitfalls? What impact will a sale or purchase have on 
your people? How do you maintain culture post-merger when you’re working 
remotely?

Key takeaways:

• If looking to be acquired, ensure you are ahead of the game and 
people fit

• Plug capability gaps
• Understand and solve points of friction
• Streamline decision making processes
• Have the best talent in place doing the right things
• Effective people management can turn potential liabilities into solid 

assets
• It’s a seller’s market
• If you are selling, make sure you look for cultural fit

ANNABEL DUNSTAN, QUESTION & RETAIN
GUY MCCONNELL, BURN
DAVID BLOIS, M&A ADVISORY  
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WEEK 32

WHAT NOW FOR AGENCY MANAGEMENT?
NOV 11, 2020

JON BAILEY, PRECISION PROCO GROUP
SAMMY MANSOURPOUR, AGENCYUK
KATHRYN STRACHAN, COPY HOUSE

After a two minute silence for Remembrance Day, we kicked off our weekly 
update by hearing from three successful agency leaders on how to manage 
lockdown and the recession. What lessons can we take from the first period of 
lockdown? How can we do better for our teams, our clients and ourselves?

Key takeaways:

• When Covid hit, the main priority was to make sure the team felt safe 
in their jobs and focus on bringing people together

• An exciting development for some businesses was how much 
Covid has opened the door to new digital solutions and high-tech 
innovations

• After months of trusting employees to get tasks done from home, the 
agency world should know by now to be more flexible and output-
based

• Surround yourself with positive people who can bring you up when 
you’re feeling down, to get through the Covid crisis stronger
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Week 33

IS YOUR AGENCY FINANCIALLY ‘FIT FOR GROWTH’?
nov 18, 2020

DOUG BAXTER & BRIAN CURRAN, AGENCY FUTURES

The past six months have clearly been a challenge for agencies all over the 
world. Client budget cuts have forced agencies to scale back operations, lay off 
or furlough staff, cut salaries and freelance talent, and remove discretionary 
spending. These moves, although pragmatic, may not have created an 
efficient model to effectively service clients in the long run, and the resulting 
dysfunctional structures now threaten agencies’ ability to capitalise on 
recovery when opportunities arise.

This session was for agency and business leaders, to provide ideas, insights and 
tools to ensure agency financial readiness for growth.

Key takeaways:

• Recovery and future success is unlikely unless your agency is fit for 
growth

• Fit for growth = clients receive value from their agency; employees 
are fairly remunerated; future facing agency capabilities are invested 
in and owners make a fair return on their capital

• Base your assessment on client commitments and intelligent 
forecasts

Built on strong financial foundations
• Capacity
• Direct labour
• Labour mix
• Overhead
• Growth and incremental fees
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WEEK 34

MIND YOUR LANGUAGE
nov 25, 2020

ELLIOT POLAK, SOCIAL DIVIDEND GLOBAL
MARK ALFORD & SILVIYA BELAHCEN, MANAGED LANGUAGE
GARY HOLT, SOMEONE

This week was the turn of the Transcreators. If you aspire to do more work 
overseas or wonder how social is changing the way we talk, you would have 
enjoyed this session, and with Brexit around the corner, now could be a great 
time to reach out beyond Europe.

Key takeaways:

• Virtual negates the need for an office in the market and screams the 
need for feet on the ground

• As consumers, we are emotional buyers  - brands need to speak our 
language

• Consider how a multilingual audience perceives a foreign language vs 
their own

• Social listening and the local  audience  - such vital aspects to take into 
consideration. The fancy words may not mean much if we do not pay 
attention to the audience and their way of expression (gen Z vs other 
gens and the different markets)

• Social language and the generational change in language drives            
transcreation  - remain relevant and in tune with culture, language 
and youth
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WEEK 35

HOW INTELLIGENT IS AI?
dec 2, 2020

MICHAEL WARD, THIRD FOUNDATION
KERRY HARRISON, TINY GIANT
ADAM BENZECRIT, INFLO.AI

We turned our attention to the world of artificial intelligence (AI). We heard 
from three leading practitioners on how they are using AI to improve repetitive 
marketing processes, improve social capabilities and drive creativity across 
multiple platforms.

Key takeaways:

• AI shouldn’t be about replacing people, it should be used to enhance 
our creative thinking. AI can augment human creativity

• There are lots of jobs and people behind AI – learnings, data, insights, 
programming

• Companies that do replace people with AI should be responsible for 
reskilling talent

• The lens with which we view AI will determine how we come out of it
• Governments need to work together to use AI for good
• “Nothing wonderful will ever happen to you if you don’t take a risk” - 

Professor Scott Galloway
• We see 4,000 commercial messages every day and are oblivious to 

all but 76 of them. Of these 76, just 12 make an impression. Of the 
12, it’s unusual to recall more than 2 the next day. The use of AI in 
our communications can create that cut through we all desire for our 
clients 

• Marketing automation tools have grown from 150 in 2011 to 7,040 in 
2020
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WEEK 36

that was the year that was
dec 9, 2020

OLIVER WRIGHT, SAVANTA
ANNABEL DUNSTAN, QUESTION & RETAIN

On our final call for 2020 we heard from Oliver Wright, who gave an update 
on the general public perceptions during the second wave. We found out how 
the Covid pandemic has impacted on the financial resilience of businesses, the 
future business environment and expected challenges in 2021.
 
Whilst Annabel Dunstan shared the top line summary of her findings from the 
recently completed Pimento Membership survey.

Key takeaways:

How the UK is feeling and coping, part 4
• Projections across sectors are broadly negative for next year, with only IT, 

Tech and Comms anticipating some stability
• Home working is driving longer hours yet lower productivity
• Small businesses focussing on survival, medium and large are looking to 

enhance ways of working: employee wellbeing and IT security
• Businesses planning to increase spend in 2021 on IT and marketing
• Levels of worry amongst general public reflects the waves of the virus
• There is a communications challenge for the Government surrounding 

the vaccine
• 73% of business are feeling confident that they will still be operating by 

the end of 2021 

Pimento Annual Membership Survey:
• This year’s survey was conducted independently by Annabel Dunstan at 

Question & Retain
• Pimento received an overall approval score of 91%
• Pimento members praised Pimento on their communications with an 

overall score of 94%
• Over 80% of members would recommend Pimento to their clients and  

other agencies
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The christmas gnome
dec, 2020

“PIMENTO...HO!, HO!, HO!”

Thanks for reading this far, we would like to introduce you to our very own memento from Pimento  - the Christmas Gnome. 

Can we wish you and yours a very happy Christmas and a wonderfully healthy and happy New Year.

some other outstanding speakers & their contributions
April-august 2020

Where was Ralph?

Sadly our digital graphic recorder Ralph and his stylus weren’t always available to attend all of our mid week events this year but we would like to recognise the 
contribution of all our speakers and the advice and support they have given to their fellow members and friends within the Network.  
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WEEK 01

CRISIS WHAT CRISIS?
March 19, 2020

ANNABEL DUNSTAN, QUESTION & RETAIN
PAUL WOOLLEY, BAAA 
CHRIS CLAY, ESCALATE

We launched our series of webinars with the purpose of each call to facilitate and encourage cross member support during the Covid crisis. 
From day one, members have been generous with their time, expertise and experience, and like any community, it’s at times like this that we all pull together.

JONATHAN SIMMS, DAVID CUNNINGHAM & CHRIS BOOTH, CLARION
SALLY-ANN HALL-JONES, REALITY HR
RUSSELL WHITE, PREMIER CONSULTANTS

WEEK 02

HOW TO ENSURE YOU ARE MAKING THE MOST OF THE GOVERNMENT’S SUPPORT 
march 25, 2020

JULIAN DAVIES, REDFIN
NICK BAND, PIMENTO PEOPLE      
DOUG BAXTER, AGENCY FUTURES 

 
This week we interrogated the Government Support Packages and the opportunities available for our members and friends. We considered what Covid 
meant for the gig economy, consultants and the freelance community. Lastly, we were joined by M&A experts and agency advisors to share the potential 
opportunities, advice on how to survive, who to turn to and life beyond Covid.

BARRY DUDLEY, GREEN SQUARE
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WEEK 03

MENTAL HEALTH IN MENTAL TIMES
april 01, 2020

MICHELLE MORGAN, PJOYS
MICHAEL PENROSE, SUSTAINABILITY GROUP

In these uncertain times we all need to be mindful of the mental health of our teams and of ourselves for that matter. We were joined by Michelle Morgan, 
a leading expert in Mental Health and Mental Health First Aid, and Michael Penrose Founder and Chief Executive of the Sustainability Group which helps 
businesses plan for a sustainable future. Their insights into how to cope and manage were both creative, inspiring and highly valued by the attendees.

WEEK 04

COMMUNICATIONS IN A CRISIS
april 08, 2020
FRANCIS INGHAM, PUBLIC RELATIONS AND COMMUNICATIONS ASSOCIATION
JUDE MACKENZIE, COMMUNICATIONS CONSULTANT 
ANDREW COWEN, BLUESPARK COMMERCIAL STRATEGY
    
The focus for this week was on Communications in a Crisis  - what brands, agencies and government should and shouldn’t be doing.
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WEEK 05

BUSINESS, BRANDS AND SELLING
april 15, 2020

LEE WARREN, INVISIBLE ADVANTAGE
KARIN SHEPPARD, IHG
OLIVER WRIGHT, PAGEFIELD

At the start of April we tackled a number of fundamental issues for people and their businesses. In this week’s session, we turned our attention to business, 
brands and selling in a crisis – we have all witnessed brands getting it right and wrong and people doing the same. What can we learn and how can we apply 
this to our businesses and those that we advise?

WEEK 07

QUESTION TIME
april 29, 2020

JONATHAN SIMMS, DAVID CUNNINGHAM & CHRIS BOOTH, CLARION 
JULIAN DAVIES, REDFIN
NICK HARVEY, ESCALATE DISPUTES
    

This week’s event was a little different. Since the 23rd March many of you have had to adapt to the new environment, reducing your cost base, furloughing staff, 
applying and in some cases receiving loans under the Government CBILS programme. But, with lockdown now set to last until early May, possibly beyond and 
the ensuring likelihood of a major recession, what further actions should you be considering at this time?

BARRY DUDLEY, GREEN SQUARE
PAUL WOOLLEY, BAAA 
RUSSELL WHITE, PREMIER CONSULTANTS

KATHRYN HATHAWAY & NICOLA GATER, REALITY HR
CLIVE MISHON & GRAHAM KEMP, MAAG
DAVID BLOIS, M&A ADVISORY
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WEEK 08

THE NEW NOW
MAY 6, 2020

ROSS SLEIGHT, SOMO
IAN JAMES, SILVERBULLET
OLIVER WRIGHT, SAVANTA

As we entered another week of lockdown with the promise of a plan on the way, we began to ask ourselves what life will be like on the other side. A lot has 
changed but a lot stayed the same, what challenges do brands, businesses and agencies face? In this session we investigated the “new now” with leading 
presenters drawn from the world of marketing and communications.

WEEK 10

ADAPT OR DIE
MAY 20, 2020

PAUL STANWAY, XYZ
CLIVE MISHON, MAAG
ANNABEL DUNSTAN, QUESTION & RETAIN

    In this session we discussed why there is no better time to be an independent agency (just a pity it is now!); how creativity comes in many forms and it’s often 
when your back is against the wall that you turn out your best work and find new solutions. Finally, Annabel Dunstan shared the very latest results from her 
independent agency survey.
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WEEK 13

COME FLY WITH ME - WHAT NEXT FOR THE TRAVEL INDUSTRY?
JUNE 17, 2020

JON WALTON, SPIKE
JAMES SKELLINTON, FORCE24

The travel and leisure industry has been amongst the hardest hit by the crisis. Travel data and insights experts presented their own thoughts and survey data as 
to how the industry can get back onto its feet. If you are in the travel sector, have any travel clients or were hoping to get to Magaluf next year, this was a must.

CHARLI HUNT, PROOF CONTENT
BRETT NORTON, PIMENTO 

WEEK 15

WHERE HAS MY HIGH STREET GONE?
JULY 1, 2020

GRAHAM APPLEYARD, FLINTLOCK
JOHNNY MORRIS, RETAIL CONSULTANT
RICHARD BEASLEY, BWP

As Napoleon once suggested, the British are a nation of shopkeepers or at least we were. The high street has been in long term decline, first it was the out of 
town retail parks, then Amazon and friends and now Covid. What will retail look like in a year from now? What strategies should we be employing to support 
our retail clients and what do you do when it’s all gone horribly wrong? 

We welcomed sector experts drawn from the world of retail and the agencies that support them.
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WEEK 17

WHAT HAVE THE ASSOCIATIONS EVER DONE FOR US?
July 15, 2020

STEPHEN WOODFORD, ADVERTISING ASSOCIATION
FRANCIS INGHAM, PUBLIC RELATIONS & COMMUNICATIONS ASSOCIATION
CLIVE MISHON, MAAG

The heads of the most important Associations in the land joined us. With the agency world reeling from Covid and clients slashing their budgets as we sink into 
recession how are the Associations responding to the needs of their members? What lessons can we learn and apply to our own businesses and what more 
help do you feel they could give you at this time? We had all the players with the heads of the BPIF, DMA , MAAG, PRCA and the AA. That’s more acronyms than 
you can shake a stick at. 

CHARLES JARROD, BRITISH PRINTING INDUSTRIES FEDERATION
CHRIS COMBEMALE, DATA & MARKETING ASSOCIATION 

WEEK 18

WIN ON STRATEGY, LOSE ON SERVICE
july 22, 2020

HELEN DARLINGTON, WOVEN
PHILIP LANCASTER, PARKWOOD CONSULTANCY
ADAM GRAHAM, GRAY MATTERS

We returned to the subject of new business and how to retain and leverage your relationships to drive more business and ensure the business you win you 
keep.  For an agency to survive and grow it needs its customers to not only be loyal but to be advocates. The thing that is going to set agencies apart, especially 
now is their service. We explored how agencies could step up their service to not only win and keep clients, but to then turn them into advocates for your 
business.
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WEEK 19

RECESSION PROOF LEADERSHIP
July 29, 2020

DONNA BONFIELD & HEIDI WADSWORTH, REALITY HR

Inevitably, as leaders and business owners, we are all carrying burdens both personally and professionally. This session was designed to acknowledge the 
challenges leaders are facing and provide information, hints and tips to help you. A simple and effective 6 step approach was presented to lead you through 
turbulent times, to drive your business forward and continue your strong leadership contribution, using the language and messaging from a popular 
psychometric tool.

WEEK 20

AGENCY LEADERSHIP - SOME LESSONS FROM THE COAL FACE
aug 05, 2020

ANDREW NUGEE, IMAGINEEAR
ANNABEL DUNSTAN, QUESTION & RETAIN

    
We looked at the different approaches agency leaders have taken during Covid. Annabel Dunstan shared the latest results of their Pulse Check survey in which 
they asked over 1000 C-Suite leaders about their stress levels and what challenges their businesses have faced.
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