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COVID-19  
has had an  
unprecedented 
impact across 
the globe Sarah Woodhouse, Director AMBITIOUS

It has changed how we live, work and play. And it has  
completely transformed how we run our businesses, from  
adopting new, flexible working practices, to altering how  
we communicate with clients and market ourselves to grow  
our brands and market share. 
It’s no exaggeration to say that the marketing and PR  
landscape has evolved over the last two years. We’ve all had  
to rethink strategies, adapt our plans, and refocus on how we  
promote our companies, products and services – all at pace – 
and against a backdrop of uncertainty. 
The pressure for a speedy digital transformation has impacted 
businesses of all shapes and sizes, across all industry sectors 
and seen a large migration of effort across  
digital channels.
What will the future hold? Our  
businesses are in unchartered  
waters but peer to peer learning  
and knowledge sharing can give us  
much needed context as we  
steer our future course.



WHY THIS  
REPORT NOW?
 

Introduction

As an award-winning PR and marketing 
communications agency deeply embedded 
in the South West business community, we  
commissioned this report to discover how the  
region’s businesses are faring.
We wanted to understand the key challenges you face, and start 
a new dialogue about marketing and PR that encourages local
knowledge sharing and best practice.

We can all learn from our peers in the region. The sharing of 
information and intelligence is vital to rebuilding and regaining 
competitive advantage. Identifying and understanding typical  
business pain points and developing effective strategies to  
overcome them is crucial as we start to write a new future  
for ourselves and our businesses. 

Thanks to all the contributors for sharing their insights  
and experience. We hope that this report is useful and  
enlightening as you map out the road ahead.



Introduction

WHO DID WE  
SPEAK TO?
We teamed up with South West Business Insider magazine to  
carry out an online survey aimed at business owners, directors,  
senior managers and marketing and communications professionals  
across industry sectors throughout the region.

“As the purse strings tighten, 
business leaders look at  
expenditure and decide which 
are the most important functions 
to protect and which areas of the 
business are expendable.

Our survey posed a series  
of questions about where  
businesses are currently  
spending their money, future 
plans and where priorities lie. 
And many of the answers point 
to the fact that there is still a 
huge appetite for marketing.

For many the immediate  
reaction to the pandemic was  
to go into survival mode. Many 
businesses also started to think 
about just how much money 
should be spent on marketing. 
But like so many aspects of  
the pandemic, things have  
not gone to plan.

The reality is that, rather than  
bringing the world to a standstill, 
the pandemic has accelerated  
many of the trends that were  

reshaping the world that we  
all live and work in. The digital 
revolution has picked up pace, 
and businesses across all sectors 
and of all sizes have made the 
transition to operating virtually.
 
All of that means that the need 
to get the message out about 
your business and the services  
it can offer has never been more 
important. And the channels  
of communication to potential 
clients and business partners 
have continued to multiply with 
social media playing an even 
more important role when it 
comes to marketing and PR.  
According to our survey, the  
majority of businesses have  
either maintained or even  
increased their level  
of spending. 

One of the most interesting  
findings was where businesses 
will be concentrating their  
efforts. The two main areas  
that stood out were content  
creation and social media.”

Mike Ribbeck
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Whilst business impacts such as social distancing  
measures are temporary, labour shortage and inflationary 
pressures look set to continue (at least in the medium 
       term) and could have a stymieing effect on our 
             economic recovery. As the government looks 
                 to recoup some of the £300bn+ that it spent 
                    during the pandemic, South West businesses 
                      will no doubt be anxious about potential 
                       tax hikes and rate increases.

Recruiting skilled talent in the 
face of increased competition and 
growing wage inflation is likely to be 
a massive challenge for the region’s 
businesses in the year ahead, not to 
mention the arduous task of retaining 
staff in what is a candidate’s market.

Building and maintaining a strong 
employer brand is certainly up at the 
top of business critical issues for 2022 
and beyond. Without it businesses 
will not keep existing employees 
motivated and engaged or attract 
and inspire new talent to join.

Introduction

Embracing change 
as we navigate the 
new normal
It is perhaps no surprise that managing uncertainty due to COVID-19 has 
been an overriding concern for businesses in the South West, with more 
than half (51%) admitting nervousness about the road ahead. 
Businesses voiced concern – 43% – about managing the money coming into 
and out of their business to support business operations, growth objectives 
and future investments.
This year, the recruitment, retention, and development of quality 
people is also a significant business challenge for 43% of respondents.
Businesses are only as good as the people they employ. There has been a 
positive shift in the labour market, with unemployment rates declining and 
job vacancies at an all-time high since the start of the pandemic.
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01 Drivers for boosting spend

Boosting profile and visibility, 
growing market share and 
generating awareness and 
support for the sales funnel 
are all terminology we are 
used to hearing when it 
comes to PR and marketing. 
What’s also evident is that marketing 
has a role to play in attracting, engaging 
and recruiting talent into the business 
(as well as helping to retain talent). 

Today’s job candidates discover and 
weigh up potential employers in the 
same way they find consumer goods, 
restaurants and hotels. It is mission 
critical that marketing budgets reflect 
this digital shift.   

Drivers for  
boosting spend 
We asked businesses if they had changed their PR and 
marketing spend over the past year because of COVID 
and, if so, what were the main drivers for the change? 
Nearly four in 10 (39%) South West businesses say they have maintained  
their PR and marketing spend in the last 12 months.

Of those businesses who decided to increase their PR  
and marketing spend, the main drivers for them were: 

Investing to 
win talent 

boost profile & visibility 58.33%

grow market
share 16.67%

generate
awareness 16.67%

recruit staff 8.33%



02Planning  
for success  
in 2022



Greg Halse, Senior PR Consultant, AMBITIO
US

Goal setting
We’ve all heard the saying, ‘if you fail to plan, you 
are planning to fail’. Setting goals is an essential part 
of any marketing strategy. They are the compass for 
your business, setting the direction of travel for your 
products or services and offering a view of what you 
aim to achieve with your marketing activity.

Our survey shows that the primary 
goal for most businesses in the 
South West is brand awareness, with 
eight out of 10 (81%) respondents 
focused on ensuring they are more 
recognisable to potential customers.
Strategically, this makes a lot of 
sense. It may sound simplistic, but 
if customers are going to purchase 
a product or service from you, they 
need to know you exist.
Studies show that consumers are 
more likely to buy from brands they 
are more familiar with when it comes 
to purchasing decisions. In fact in 

one study by Onbuy.com, 71%  
of consumers said it is essential  
to recognise a brand before  
making a purchase.
According to our survey, the second 
most important priority for nearly 
two thirds (65%) of businesses is 
generating leads and increasing 
sales. Firms in the region recognise 
that it’s all very well having a great 
marketing campaign, but the end 
goal needs to generate leads and 
convert them into physical sales.

Another main marketing priority for  
62% of the businesses we surveyed  
is building reputation and credibility 
through thought leadership  
activities. Focusing on content  
that establishes you or your business  
as an expert in your field can help  
build trust and boost your brand  
as an authority in your industry.

Interestingly, recruitment continues 
to be a marketing priority for 
businesses, with nearly a third (32%) 
focusing on supporting HR efforts 
to build their brand as an attractive 
employer to would-be candidates.

A robust approach to planning that covers objective 
setting, audience insight, ideas and innovation  
and most importantly what  
measurable success looks like 
are the essential elements for  
any business plan. We always  
adopt this framework. 

02 Planning for success in 2022



Budgeting for the win
As in all areas of life, when it comes to spending 
money, it’s essential to have a budget, and marketing  
is no exception.
One of the most critical elements of 
a marketing campaign is deciding on 
a workable budget. 
Nearly half (48%) of the businesses 
we spoke to spend 0-5% of their 
revenue on marketing. Arguably,  
this is on the lower scale for 
marketing expenditure, but as a  
rule of thumb, 5% for small and 
medium-sized businesses can  
provide a solid foundation to  
base marketing activities.
A further 23% of businesses in the 
South West spend 6-10% of their 
revenue on marketing campaigns.
Of course, some businesses spend 
more than 20% of their revenue 
on marketing if they are in a 
competitive, fast-moving sector  

(such as consumer goods) and are 
trying to make a fast entry into their 
market. However, according to our 
survey, just 11% of South West firms 
spend 11-25% of their revenue.
One red flag from the research 
is that 14% of businesses don’t 
know what their marketing spend 
is as a percentage of their revenue. 
While this is not necessarily a show-
stopper, it could be indicative of a 
lack of adequate marketing planning.
Marketing should never be a ‘blind 
gamble’, or about putting your finger 
in the air as a guesstimate, it is about 
having a definitive plan and a budget 
that enables you to take calculated 
risks based on the facts at hand. Kate Woodward, Commercial Partnersh
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We should be applying the same level of planning 
and rigour to a marketing budget as to any other in 
the business. It is an area which often comes under  
a great deal of scrutiny at board level and it needs 
to stand up to this. The ability to monitor  
and measure results is a vital part  
of the process.

02 Planning for success in 2022
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Where do you want to be?

03 Where do you want to be

We asked businesses to tell us exactly where they  
will be prioritising PR and marketing investment in  
the year ahead.
The top six areas companies will be 
focusing on in 2022 are:
 

Just 35.1% of businesses are 
prioritising more conventional 
forms of advertising, such as print, 
outdoor adverts and online  
display ads.
Instead, with more than half (51.4%) 
of businesses in the South West 
focusing on content creation, there’s 
no doubt that this is one crucial 
marketing activity that is, quite 
rightly, taking centre stage.
In a short space of time, content 
creation has gone from a new 
marketing concept that creates a 
competitive point of difference to  
a critical part of the digital 
marketing toolbox, providing 
consistent, quality messaging that 
can be used for everything from 
email marketing campaigns, social 
media to PPC ads.

From our survey, it is evident that 
South West businesses recognise the 
importance of social media in the 
PR and marketing mix. Over 43% of 
companies are making social media  
one of their key priorities for 2022.
Social media platforms such as 
LinkedIn, Facebook, Twitter, 

Instagram, YouTube (and more) 
are increasingly being used by 
businesses to promote their brand  
by creating valuable content. It 
allows businesses to communicate 
with their customers and to 
powerfully showcase their brand  
to target customers quickly and  
cost-effectively.

Isobel Bryant, Content Executive, AMBITIOUS

Without content, there’s nothing to help businesses connect 
with their audiences - customers, employees, potential 
recruits and industry influencers - so it’s a critical part of 
any marketing communications activity. Creating rich and 
engaging content that’s on brand is key to everything. 
There’s a great opportunity to stand  
out and make sure your content is  
king through clever words,  
eye-catching images and  
interesting storytelling videos.

Social media

Content creation (including  
videos, podcasts, and blogs)

Website development

SEO

PR (media coverage, corporate 
reputation management)

Advertising (media spend inc   
print, outdoor and online)

43.2%

51.4%

24.3%

24.3%

35.1%

35.1%
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SEO is always changing as Google regularly updates its 
algorithms to provide visitors with the best experience. 
User intent is at the heart of Google’s 2021 MUM 
update, recognising that the visitor journey is complex 
and needs more than just the ten links on the first page. 
Answers to questions will elicit the best response, 
whether that is a video, image or web page. 
Content is at the heart of SEO. Create content with 
purpose. Build links from sites that have a  
genuine interest in your content. Get  
higher rankings by serving your  
audience the content  
they deserve. 

Standing out from the crowd 
- search engine optimisation
The drawback of finding new, effective marketing 
channels is that rather quickly, your competitors will 
cotton on. The online market has become  
over-saturated and highly competitive.
If you want to stand out from the 
crowd, you need to be noticed by 
customers, and that means boosting 
your brand visibility with good search 
engine optimisation (SEO).

SEO is a cost-effective marketing 
strategy that allows you to rank well 
on search engines, such as Google, 

by appearing for relevant keywords 
that match consumer intent. 

It’s a long-term strategy – the SEO 
graft you put in now will improve 
your online results over time, and the 
more you invest in SEO, the more 
visible your business will become.

03 Where do you want to be



Alys Gorton, Content Manager, Actual Experie
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Supercharge your PR
Our survey shows that PR is still a major force to be 
reckoned with in regard to marketing priorities. Over 
a third (35.1%) of businesses will be prioritising PR 
activities such as getting media coverage and focusing 
on corporate reputation management in 2022. 
While traditional print media is 
declining, digital media is getting 
bigger, and it is only going to keep 
growing. Many businesses are waking 
up to the benefits of integrating PR 
with their digital marketing strategy to 
reach online target audiences.

As the world becomes digitised, 
media relations needs to consider 
the vast array of online media outlets 
and to help brands tell a newsworthy 

story that will capture attention. PR 
is extremely effective at creating 
compelling stories that can go much 
further than advertising and marketing 
to boost brands’ profiles. And, digital 
PR’s ability to use tactics to earn 
backlinks - when you secure a link to 
your website from a website that has  
a high page ranking or domain 
authority -  is now an important  
part of SEO performance. 

03 Where do you want to be

I value PR because it’s instrumental in raising brand 
awareness whilst also able to directly result in leads, 
depending on your tactics. Personally, I believe PR is 
vital when the company is going through a strategy 
pivot to target a new audience. Additionally, link 
building campaigns will not be successful without  
a sound understanding of traditional PR tactics and 
what makes a good story. So, you could also say that 
PR is vital to drive SEO performance too.
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Never underestimate the power of the personal 
brand. Your CEO or founder is the public figurehead 
of the business – and one of its key assets. As a 
leader at the helm of the business, they have a vital  
role inspiring others, representing 
your brand’s values, protecting  
the brand, and safeguarding  
stakeholder and if applicable,  
shareholder value.

The power of the CEO  
personal brand
Amazon founder Jeff Bezos once said that your 
personal brand is “what people say about you when 
you are not in the room.”
Investing in your CEO or founder’s 
personal brand is increasingly an 
influential PR and marketing activity 
that can make all the difference to your 
business’s success.

A strong CEO personal brand helps 
to put a human face to the business 
and builds trust and credibility to 
customers, staff, suppliers, talent, 
and other stakeholders. Think 
Richard Branson, James Dyson, Mark 
Zuckerberg, and Elon Musk, to  
name a few.

While your business may not be a 
multi-billion-pound enterprise, it 
doesn’t change the fact that having 

a powerful figurehead can help your 
business really stand out. It is also 
worth remembering that people buy 
from people.
Interestingly, according to Edelman’s 
annual Trust Barometer, last year for 
the first time ever, people trusted 
employers (75%) much more  
highly than anyone else – including 
non-governmental organisations  
(57%) and governments (48%).

In these challenging times, having an 
authentic, credible founder or CEO is 
more important than ever to support 
employee attraction and retention. 

However, according to our survey, 
43% of businesses do not spend any 
of their PR and marketing budget on 
their founder or CEO’s personal brand. 
A further 3% are ‘not sure’ if they put 
any expenditure towards creating a 
personal brand.

It begs the question if businesses are 

perhaps missing a highly effective  
trick they haven’t considered? 

That said, nearly a third (32.4%) of 
businesses are allocating PR and 
marketing budget to their CEO’s 
personal brand. And encouragingly, a 
further 22% don’t yet but are planning 
on doing so in the future.

03 Where do you want to be



Lis Anderson, Director, AMBITIOUS

The power of the CEO  
personal brand
Creating a personal brand can seem like a daunting 
task. But sticking to a few simple rules will  
help get you started:

In today’s world, the way people make decisions about 
who they buy from, work for and associate themselves 
with, and of course who they don’t, has never been 
more associated with those leading businesses. 
Personal branding has never mattered more.

 Make time to make a plan - this is your brand  
 so invest some time in it. 
 Have a focus - what is it that you stand for   
 and what is it that you don’t.
 Be genuine. Be you.
 Tell a story through great content - this is   
 what makes you interesting. 
 Develop a content plan and leverage  
 social media. 

Personal branding is all about intentionally shaping, 
building and managing your reputation and image. 
Everyone has a personal brand. So given the 
opportunity, it’s surprising how many CEOs 
and business executives choose not  
to actively manage theirs and  
instead leave it to chance. 

03 Where do you want to be
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Helen Embleton, Client Services Director, AMBITIO
US

 Start with the end in mind!  
When planning your campaign 
activity, set measurable goals, 
targets and KPI metrics.

 PR and communications 
measurement must move 
beyond purely content 
analysis. Demonstrate 
outtakes and outcomes as  
well as the organisational 
impact of your work.

 Measure holistically 
across the PESO (paid, 
earned, shared, and owned) 
channels. AMEC’s Integrated 
Evaluation Framework is a 
free to use resource available 
in 17 languages. It makes 
measurement much  
easier - use it!

Measuring and evaluating 
marketing success Three top takeaways from AMBITIOUS Client Services  

Director, Helen Embleton

04 Measuring and evaluating marketing success

With most of the region’s businesses spending up to 
5% of their revenue on PR and marketing, and some 
spending considerably more, it’s vital that firms can 
measure and evaluate promotional activities.
Every business will inevitably ask: 
‘did we spend our PR and marketing 
budget effectively?’ ‘Have our 
marketing campaigns driven  
business growth?’
And the only way you can make sure 
you are putting your marketing  
spend in the right place is to 
continually measure marketing 
performance across every channel  
and marketing campaign.
In a nutshell, once you understand 
what channels are driving the highest 
quality leads or the most sales, you  

can focus on those channels and 
increase your budget.
It can take time to answer these 
questions using data from different 
parts of the business and examining 
various sources of information. So, 
it’s essential to have a strategy for 
measuring marketing effectiveness.
An effective measurement strategy  
will break down business objectives 
into measurable KPIs and metrics you 
want to track. It ensures that everyone 
in the business, from top to bottom,  
is clear on what marketing success 
looks like.



Chris Marais, Head of Division, Marketing Propositions & Cont
ent
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Performance measurement is fundamental to good 
marketing – and we are always keen to spend 
time identifying meaningful KPIs that speak to 
our purpose as a business. Against a backdrop of 
shifting audience behaviours across existing and new 
channels, these KPIs provide our focus and drive 
decision making across the board.

When it comes to measuring and evaluating PR and 
marketing activity, 43% of businesses in our region 
do not spend any money tracking the success, or 
otherwise, of their campaigns.
However, over a third (35%) are 
spending up to 5% of their  
marketing budget on measurement 
and evaluation.

While the percentage of firms not 
investing in measuring their marketing 
effectiveness could be cause for  
alarm, it may be an indication that  
they are focusing on relying on  
online metrics to provide insight into 
how their PR and marketing activities 
are performing. 

There is a wealth of free tools available 
that will allow companies to get to a 
certain point with their analysis, but 
investment in the right platforms  
can provide a clearer and more 
complete picture. 

For example, tracking visitor behaviour 
on your site can be done using Google 
Analytics. Take it to the next level;  
there are platforms available that  
allow you to put company names to 
the site visitor, enhancing your new 
business activity. 

Interrogate the data you have access 
to. You might have a high interaction 
rate with your content, but is this 
corresponding to the end goal, such  
as increased sales? Ensure that the 
quality of audience interaction with 
your business is right for you. 

This may mean a more focused and 
targeted approach to get your content 
in front of the right people at the  
right time.
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There are simple and free ways to track web 
analytics, such as website visitors or time spent on 
specific web pages through Google Analytics. These 
allow you to monitor your website, analyse a large 
amount of data, and track how specific pieces of 
content are performing. This can be a powerful tool, 
allowing you to very quickly start analysing trends 
and changing your marketing activity based on the 
insights it provides.  

 Conversion rates (this 
 could be sales, online form    
 submissions, emails, or 
 report downloads)

 Website visitors
 Website sessions to certain 

 pages (e.g., blog articles, 
 press releases, landing 
 pages, etc.)

 Number of sessions from 
 sources (e.g., organic, PPC, 
 or social)

 Advertising conversion rate 
 (for social media advertising 
 or search ads)

 Social media followers, 
 numbers of impressions, 
 engagement rates 

 Domain or Page authority 
 (how well a website is ranking) 

 Key messages, share of voice 
 and sentiment across shared 
 and earned media channels

Setting KPIs
While your KPIs will be unique to your brand,  
specific products or services or a marketing  
campaign, an example of metrics that businesses  
often set include:

Liam Britnell, Senior PR Consultant, AMBITIOUS 
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Liz Gadd, Co Founder & Recruiter, Moxie & Mettle

It’s absolutely no surprise at all. I talk to businesses 
every day who are concerned about the marketing 
skills gap. Demand for digital expertise is so high 
that qualified and experienced people are in very 
short supply (and are highly sought after), and 
employers are finding recruitment a challenge.

Beware the  
marketing skills gap
Looking at in-house marketing skills, the region’s 
businesses are split down the middle on whether they 
have all the skills in-house they need to deliver their  
PR and marketing activity.
Nearly half (49%) agree they have 
sufficient talent within their business to 
deliver their marketing plans, while a 
further 49% disagree and believe they 
lack the requisite specialist PR and 
marketing skills.
However, with 43% of firms stating 
that one of the biggest challenges 
facing their business in 2021/22 is 
recruiting, retaining, and developing 

quality people, it is clear the  
ongoing shortage of marketing  
talent is a concern.
As we’ve discussed in this report, 
the marketing sector has significantly 
evolved in recent years as the digital 
space expands. In digital areas such 
as content marketing, SEO, PPC, and 
programmatic, there is an extremely 
high demand for skilled professionals.
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A recruiter’s perspective
We spoke to Liz Gadd, specialist marketing recruiter 
and cofounder of Moxie and Mettle, for her take on the 
situation:
Q. Why is the marketing skills  
gap widening?
A. Marketing and communications 
departments need such a broad range 
of skills to support business, it’s just 
not affordable to cover every skill set 
needed - from strategic planning to 
content creation to media relations to 
social media management and events.  
In particular, the pace of change in 
the digital space is now so fast that 
people’s skillsets are not keeping up 
with how quickly things are evolving. 
It’s a perfect storm of employees 
coming out of furlough (even just six 
months out of the business can mean 
skills aren’t fully up-to-date)  
 
 

and businesses not offering training 
to people to brush up their digital 
knowhow due to budget restrictions.
Q. What are you seeing from in-house 
clients and their marketing teams? 
A. The employment market is so very 
competitive and busy that candidates  
who have not moved for two years  
(either due to worries about  
job security or because they have lost 
confidence in the pandemic) are now 
starting to consider career options. 
Gaps are being caused by employees 
leaving, demands for certain skills 
evolving and businesses not being  
able to replace them quick enough.

Q. Are there any recruitment trends 
you are seeing?
A. Yes, every single candidate 
interviewed now wants at least an 
element of remote working, and most 
are asking for 40% minimum at home 
(two days a week). It’s become the 
norm. Plus, key skills are all digital-
related (from PR to marketing, social 
and all communications) – everything 
is now focused towards digital 
communications. And the more 
senior the candidate, the higher the 
expectations for digital expertise.
Q. What advice would you give 
businesses looking to recruit a 
marketer at this time?
A. My key piece of advice is beware of 
overpaying people. Due to the skills 
shortage, salaries are inflated and 
completely out of line with what they 
should be. Many candidates are asking 
for a 20% - 25% pay increase to move 
to a new job, and they are getting it! 
Long term, that’s not sustainable. 

Q. What skills will PR & marketing 
teams need in the future? 
A. In addition to strong digital 
marketing skills, future PR and 
marketing teams need to have the 
ability to discuss wide-ranging topics 
with their stakeholders. This means 
being open to discussions about 
much more than just their current job 
or marketing campaign, it’s about 
looking at the bigger picture, and 
having a view about the economy, 
the environment and sustainability 
position, the effects of the  
pandemic, the role of young  
people in the employment  
market, and more.
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To outsource or not?
There are so many different elements to PR and 
marketing, from media relations, content creation, 
online and offline advertising and social media to SEO 
and pay per click (PPC). Businesses could be forgiven 
for feeling daunted by juggling it all, particularly if the 
in-house team is small, let alone a solo marketeer.
Add the widening skills gap in the 
marketing sector to the mix and there 
is a compelling reason why businesses  
decide to outsource aspects of their  
PR and marketing.
If your in-house staff don’t have the 
expertise or time to manage certain 
marketing activities, outsourcing to 
an external agency is a cost-effective 
solution, offering a breadth of services.
Instead of making existing team 

members wear multiple hats or 
overload more junior staff with 
responsibilities beyond their skillset, 
outsourcing your PR and marketing 
you can put an entire team of 
specialists at your disposal.
Outsourced marketing can be used in 
conjunction with the marketing efforts 
of your in-house team, providing a 
complementary service that ensures 
everything is covered.

05 Beware the marketing skills gap

What PR and marketing  
activities are you currently  
outsourcing?
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Outsourcing to an expert web 
designer or agency makes perfect 
business sense, ensuring your website 
is highly responsive and optimised to 
drive maximum results while keeping 
pace with changing digital trends and 
advancing technologies.
PR is another important function 
that nearly 4 in 10 (38.9%) firms are 
currently outsourcing. An agency 
can provide an invaluable service, 
providing access to a rich source of 

established media contacts to help 
secure press coverage and increase 
brand awareness, and allowing your 
business to position itself as a thought 
leader to a wider audience.
Other marketing activities businesses 
are currently outsourcing include 
content production (36%), search 
engine optimisation (30.6%) and 
marketing communications and 
strategy (30.6%).

Interestingly, a quarter (25%) are not 
outsourcing any of their core PR and 
marketing functions, suggesting they 
either feel they have the requisite skills 
in place internally or they are only  
focusing on specific marketing  
activities at this time. 

As we plan for a post-pandemic 
future, businesses need to start re-
thinking the resources needed to be 

successful, with flexibility  
and efficiency at the top of  
the ‘shopping list.

The pressure in 2022 and beyond  
will be to adapt marketing and  
communications strategies in the 
face of significant market change  
and growing competition.

Outsourcing marketing  
and planning for 2022
Most of the businesses we spoke to prefer to 
outsource their website design and development,  
with 44% using an agency to deliver this aspect of  
their marketing activity.

Inevitably businesses will need to rethink the 
appropriate mix of in-house and external PR and 
marketing resources to ensure they can take full 
advantage of emerging opportunities.



Future focus 2022.  
What’s yours? 

What this report shows is  
the mix of skills within your  
marketing team will evolve and  
need to be revisited frequently.  
Planning for change is now part  
of the plan! 
For this reason, we believe  
collaboration will be the  
buzzword for marketing in 2022. 
This could mean investment in  
peer to peer learning to sharpen 
team skills, hiring in short or long 

term support where talent gaps  
exist. Or a rethink of your agency  
relationship from supplier to partner 
in order to develop the right  
approach and toolkit of tactics to 
succeed in this new world order. 
The good news is that the South 
West is a collaborative place with a  
strong creative sector to draw upon 
and so all the answers you need  
can be sourced locally. 

Chris Thurling, Chair, Bristol Creative Industr
ies

.

Overall, the market is far more buoyant, and we 
are starting to see the light at the end of what has 
felt like a long, dark tunnel. Businesses are feeling 
understandably cautious – if we’ve learned anything 
from the past 18 months, it’s that the unexpected 
can happen, of which we have no control. What we 
all need to do now is look at the opportunities that 
come out of adversity – whether that’s a chance for 
greater agility, better collaboration at a local level, 
or new, innovative ways of getting our PR  
and marketing messages across. There is  
much to feel optimistic about for  
the future of our creative  
industries in the region.

Reflecting on the data and analysis in this document, 
we believe the ‘new normal’ for developing a PR  
and marketing strategy is the ‘test and learn’  
approach, a term  
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