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In March 2022, the Royal Society of Medicine launched a multi-year ‘Tackling Inequalities’ 
programme. The inaugural Tackling Inequalities conference, in partnership with NHS England focused 
on Core20PLUS5, an approach designed to support Integrated Care Systems to drive targeted action 
in healthcare inequalities improvement. Core20 represents the most deprived 20% of the national 
popultion,and in this mini-brand I was trying to show this 20%. The logo is made from 100 dots with 20 of 
those in a different colour that are drifting away from the 80%. 

The logo was designed with a view to animation (which can be viewed here) where the full animation 
shows the 20% drifitng off and then being pulled back to complete the heart, thus showing the inequalities 
being tackled.
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https://vimeo.com/808077387


Key pillars and
our goals.

Our specialty education 
programmes, general events 
and professional development 
initiatives will better equip 
healthcare professionals.

To help us deliver the Education 
pillar of the strategy, we have set 
seven goals.

Pillar 1

Education. 

Whilst President of the RSM’s Intellectual Disability 
Section, I have been able to work with colleagues 
to test out a number of newer developments, 
from the use of virtual platforms to the increased 
participation and visibility of patients and service 
users at the heart of our programmes.
Professor Regi Alexander, Consultant psychiatrist and President, 
RSM Intellectual Disability Section 

Being a member of the RSM isn’t just about connecting with 
medics. You get the opportunity to collaborate with veterinary and 

dentistry colleagues as well as allied health professionals across 
the different medical specialties. Working with these colleagues 

to run cross-section events is something that’s going to be very 
important to me as I take over as President of the Trainees Section.

Dr Bernard Ho, Locum consultant in dermatology and 
lymphoedema and President, RSM Trainees Section 

Goal 2: Focus on multidisciplinary 
learning

We stand apart from other 
organisations in that we are truly a 
multidisciplinary society. The RSM has 
55 sections and societies, covering 
a wide range of specialties. Whilst 
historically doctor-focused, we 
are actively working to strengthen 
our approach to multi-professional 
support.

We will actively promote joint-
specialty programmes and ensure 
that speakers at events come from 
a range of professions and patient 
communities.

Goal 3: Deliver a broad mix of 
specialist and general education as 
well as professional development 
programmes

We have deep experience in delivering 
specialist education programmes 
through our sections. With the success 
of a number of online series produced 
during the pandemic, it has become 
clear there is also significant interest in 
general education programmes.

We will continue to produce specialist 
programmes supported by general 
education programmes. In addition, 
we will create a range of professional 
development programmes and roll 
these out further.

Goal 1: Deliver high-quality, relevant 
education that supports healthcare 
professionals at all stages of their 
careers

For the RSM to be at the forefront of 
medical education, our programmes 
will be:

High quality: We have developed 
new quality assurance measures and 
recently started awarding our own 
Continuing Professional Development 
(CPD) credits. A dedicated CPD 
Committee has been established 
to oversee and support the Dean of 
Education in awarding these. This new 
development will enhance the quality 
assurance processes of our education 
programme and further enable the 
sharing of good practice.

Relevant: We will ensure that annual 
programme planning takes into 
account current topics and themes, 
and addresses the needs of a wide 
range of healthcare professionals.

Accessible: With healthcare 
professionals working in 
multidisciplinary teams, our 
programmes will be open to, relevant 
and able to support, the broader 
healthcare sector.

Targeted at all stages of careers: We 
will deliver programmes that not only 
address the needs of senior healthcare 
professionals but also specifically 
target those embarking on or at the 
early stages of their careers.

Goal 4: Ensure the RSM is at the 
forefront of experiential education 
delivery, both for in-person and 
digital learning

Education programmes have 
moved away from a single lecturer 
imparting knowledge from the 
front of a room or by means of a 
lengthy speech or webinar. Engaging 
delegates before, during and after an 
education programme can improve 
the overall educational experience.

Our recent experience throughout 
the pandemic has provided a clear 
demonstration of the need for 
interaction and we will continue to 
embed experiential learning in our 
education programmes.

Goal 5: Enhance learning through 
networking opportunities and 
access to broader resources

An essential part of our education 
is the broader learning that comes 
from activity beyond an event, be it 
in person or online. By introducing 
new people to the RSM, being 
proactive in establishing networking 
events and supporting programmes 
with resources, we will enhance 
learning for everyone.

To meet this goal, we will:

• Develop regular proactive 
networking elements for our 
education programmes whether in 
person or online

• Actively seek to partner with 
external organisations. These may 
be other societies or professional 
bodies or patient groups, all of 
which can enhance the sharing of 
knowledge

• Support education events with a 
Library enhancement package of 
online resources that complement 
the event topic

Goal 6: Significantly increase 
reach by ensuring our education 
programmes are accessible across 
the UK and the rest of the world

We will capitalise on our switch 
to online programmes and look to 
increase our reach across the UK 
and world for both live events and 
subsequent viewing.

Goal 7: Embed inclusion and diversity 
across education at the RSM

Sharing knowledge is at the heart of 
the RSM. We will ensure the range of 
speakers that are given a platform to 
share their knowledge represents the 
diversity of healthcare professionals in 
the UK and internationally.

For me, the RSM has really been a beacon of educational excellence and it’s been 
crucial to my own professional development since I qualified as a doctor. 

Mr Akib Khan, Trauma and orthopaedic specialty registrar 
and Council member, RSM Orthopaedic Section Council

Transforming the Royal Society of Medicine for the next century (2021-2026)

A multi-channel campaign launching in October 2021 for the RSM to share their plans for transforming every 
aspect of their work and membership offering to enable them to deliver their new vision. This encompassed 
a printed strategy document, a photographic exhibition in their building, and digital campaigns across email 
and social media. Designed to be a fresh start for the RSM brand, delivering something that still represented 
the old brand but was noticeably different with a more simpler, typographic approach. This sat alongside a 
neutral brand refresh that I led on at the same time.

Photo exhibition

RSM - STRATEGY 2021-2026

Strategy 2021–2026

Better healthcare 
for better lives.

Transforming the 
Royal Society of Medicine 
for the next century

JAMES NICHOLLS

People
Our staff make an enormous 
contribution to the success of the 
RSM. We will ensure we have the 
right people, structures, incentives 
and culture in place to deliver our 
strategy. To help achieve this, we will:

• Create a sustainable, high-
performing culture and 
environment that focuses on agreed 
strategic priorities 

• Attract and retain a diverse 
and skilled group of staff and 
volunteers, embedding continuous 
learning and agility in all that we do

• Inspire a customer-centric delivery 
ethos 

• Empower and support staff to 
innovate, take risks and deliver 
outstanding performance 

Capabilities
Delivering our strategy will require 
the development of new processes 
and capabilities. Our staff will be 
supported to deliver these goals 
which are designed to enhance the 
experience that members, visitors 
and other stakeholders have when 
engaging with us. We will:

• Capture and share powerful data 
and insights that demonstrate our 
impact

• Create seamless customer 
journeys and develop relationship 
management skills 

• Develop a robust Intellectual 
Property model and commercialise it

• Improve internal data capture and 
analysis to support evidence-based 
decision-making 

• Anticipate and respond to external 
trends through horizon scanning 
and insight

• Build internal knowledge 
management systems enhancing 
organisational resilience 

• Build skills and capacity to convene 
healthcare professionals, innovators 
and policymakers 

Environmental
sustainability
The RSM is committed to 
environmental sustainability and 
tackling climate change.  We will:

• Understand environmental issues 
and share this information

• Develop innovative and flexible 
solutions to bring about change

• Source products and services which 
are produced and distributed in a 
responsible fashion

• Recognise that managed social 
responsibility is essential to our 
future

• Invest our funds in a responsible 
manner

• Encourage all suppliers and 
partners to share our aims

• Monitor and measure progress

Membership
Our members make the RSM the 
vibrant, high-quality organisation 
that it is today – they are crucial 
to our future.

Whilst members will value different 
aspects of their membership, we will 
deliver:

• Demonstrably high-quality, 
relevant and accessible education 
programmes 

• Easily accessible and extensive on-
site and online resources including 
skilled staff input

• An attractive environment in which 
to network, socialise, work or spend 
the night

• Access and introductions to 
different healthcare professionals in 
a safe space

• Valuable benefits for all categories 
of membership

Property
Our London headquarters is in a 
fantastic central location and an 
asset for the RSM, and those who 
work, visit and stay here.

Our goal is to enhance our premises 
to better meet the needs of members, 
staff and visitors so that it offers:

• Modern facilities and spaces for 
learning that support the Education 
pillar

• A variety of spaces for individual 
and group learning as part of the 
Learning Resources pillar 

• An attractive environment for 
networking and socialising that 
supports the Networks and 
Innovation Support pillars

• An appealing office that enables 
staff to undertake agile work with 
different spaces for a range of 
meetings, interactions and quiet 
working

• High-quality, fit-for-purpose, 
integrated event spaces that are 
appealing to members and external 
clients 

Technology
Technology will underpin each of the 
four pillars and play a fundamental 
role in delivering our strategy.  It will 
support:

• An agile workplace strategy 
throughout our premises, 
supporting those who work from 
home or remotely

• On-site education spaces, meeting 
rooms and broadcast facilities

• Remote access to live, interactive 
streaming and videoconferencing 
capabilities

• Enhanced recording and post-
production capability

• An improved online presence and 
more effective and integrated 
technology platforms

Delivering our 
strategy.
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Education.
Fundamental to the education provided by the RSM 
are our highly valued volunteer members who develop 
and deliver the specialist medical programmes run by 
our 55 sections. 

Working closely with RSM staff and representing 
expertise often at a national and international level, 
these volunteers offer a unique breadth of healthcare 
expertise and knowledge. Working in collaboration with 
partners, the RSM’s volunteers have explored the reach 
of our specialist programmes. In 2021/22 new ways of 
working virtually were extended with trials of different 
types of platforms and new event formats. 

Alongside our specialist programmes, we delivered 
cross-specialty learning opportunities for healthcare 
professionals. Bringing together expertise and the 
latest thinking on key issues affecting healthcare, many 
of these multidisciplinary programmes are developed 
in collaboration with the sections. Themes include 
professional development, women in leadership, health 
inequalities and the COVID-19 series. We also held 
broader engagement events for members of the public 
who have an interest in healthcare. 

As in 2020/21, the majority of events took place online 
or in hybrid format, with more in-person events hosted 
at our building as the year progressed. However, 
shifting audience behaviours that emerged during 
the COVID-19 pandemic continued into 2021/22. Even 
without pandemic restrictions, many people chose to 
attend events online. We worked to understand how 
this challenge, which is likely to represent an ongoing 
change in event attendance behaviour, represents an 
opportunity to broaden reach and increase impact both 
regionally and internationally. 

101
prizes awarded   

89k
event participant 
registrations   

255k
views of event recordings  

365
events hosted 
 117 in person/hybrid
 248 online  

A stellar cast of public health experts reunited at the RSM to broadcast the landmark 100th episode of our COVID-19 series.

16 17
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Learning 
Resources. 

The Royal Society of Medicine has one 
of the most extensive online medical 
collections in Europe, providing relevant, 
up-to-date learning resources that support 
the delivery of continuing education for 
healthcare professionals. 

Our members have access to major clinical 
databases, more than 5,000 e-journals and 
almost 2,000 e-books. Services and materials 
are offered via our digital library and at our 
central London home at 1 Wimpole Street. 

We have developed our knowledge services 
to reflect the fact that much of our education 
provision is delivered digitally or with a digital 
dimension. This digital provision not only 
ensures flexibility but also extends the RSM’s 
reach, enabling both knowledge and services to 
have a wider impact. 

This societal shift towards digital, accelerated 
by the pandemic, meant that our digital 
library services and remote access to learning 
resources were highly valued by members this 
year. In-person visits to our library increased 
but remained lower than before the pandemic. 

1716

55k
digital logins

20.6% 
of members used 
library e-resources

95
events with 
embedded 
learning 
resources 

12.7k
members used our
library services

  7,231
 visits

A key part of my current role at the RSM is producing the annual report at the end of each academic year. 
In 2021 the look and feel of this was refreshed to sit alongside the new Strategy and the new neutral brand 
guidelines. For the last two this had been designed to have a very simple design, using minimal colour with 
simple black and white line drawings and photographs, to allow the content to speak for itself (the illustrations 
are also my own).

RSM - ANNUAL REPORTS
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Hazardous temperatures 
and cardiac health
Tue 27 Apr 2021 | 6:00pm to 7:00pm

This fourth will explore the links between climate change 
and cardiovascular health. Expert speakers will discuss

the range of conditions a�ected and highlight the
 bene�ts of a healthy, sustainable lifestyle.

Book now: www.rsm.ac/ClimateChangeinCardiac

JAMES NICHOLLS

10 part webinar series where leading healthcare experts discuss the impact climate change is 
having on human health.

For this webinar series I created a mini-brand for use on all marketing and event material, across 
print and digital. The brand was designed to be easily animated, to be used as a unique opening 
sequence for the series to elevate it from our standard events (this can be viewed here). The brand 
was designed to fit in with our standard typography, but to have its own visual style, and to be 
appealing to a younger, and broader non-medical audience. 

HEALTH EMERGENCY OF CLIMATE CHANGE

https://vimeo.com/614331968
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The potential for Unified 
Communications is huge but 
does the SME understand what 
it is all about and where they 

can gain a competitive advantage?
We ask vendors and resellers some key 
questions to find out the answers.

Is the concept of unified 
communications very difficult for an 
SME to understand? Why is that and 
what can we do about it?
 Gavin Sweet, Director, Skyrack 
Telecom says that Unified 
Communications (UC) is easy to 
describe superficially.
 “It’s simply the real-time 
integration of communication 
services – but difficult to pin 
down in the detail. It 
can potentially cover 
a huge breadth 

of services – voice, mobile, SMS, fax, 
video, IM, presence, conferencing, 
email, desktop apps etc. – all of which 
can be used in different modes, from 
different devices and different contexts.
 So for the average SME, it is kind of 
bewildering to start considering a UC 
solution – you’re looking at the fruit 
bowl wondering which are apples and 
which are pears, and which flavour you 
prefer, let alone how to compare them!
 In fact, what we find at Skyrack 
is that most customers don’t come 
looking for UC, they come looking for 

their own idea of some kind 
of service integration 

that brings together 
X and Y, maybe 

with Z. And 
we’re finding 

that these 
customers 

are more and more engaged and 
more and more tech savvy. Many have 
already built up their own IT and 
comms services across suppliers, and 
some have intelligence about what is 
available in the market, or perhaps ‘in 
the cloud’.
 Kevin Scott-Cowell, Chief Executive 
Officer at 8x8 Solutions would seem to 
agree when he says the concept of UC 
isn’t difficult but the way it’s described 
can be daunting. 
 “Many SMEs don’t have a member 
of staff dedicated to IT or telecoms so 
you’ll often be dealing with the office 
manager or even the CEO directly. 
They can be put off when confronted 
with technical language, so UC 
providers need to drop the jargon and 
speak in terms SMEs do understand. 
What we find they recognise is the 
real world 

UC IS A FEAST BUT IT’S 
A MOVEABLE FEAST

Selling unified communications to the SME is not easy. More often than not you have to 

sell the concept, the benefits and the applications to someone who generally has a day job away 

from the UC action.

Commenting on the state of play 
with UC and collaboration, 

Alexis Argent, founder and director 
at VoIPon Solutions, says that 
everyone is buying, but it is a slow 
migration. 
 “Lync appliances in particular 
are on the rise, with an influx of 
people talking about Sangoma 
Lync Express, supporting up to 600 
users, or using it with the more 
affordable Office 365. 
 Everybody is talking about 
WebRTC, and while the Web Real-
Time Communication project is 
showing excellent results, Google 
Hangouts has been using it for 
ages. People don’t care what is being 
used, as long as it works. It can be 
open source or paid for, people just 
want a reliable piece of kit that 
allows them to communicate in 
the most natural and efficient way 
possible.”

MARKET 
SNAPSHOT

Continued on page 48

The concept of analysing very large 
amounts of data and looking 
within it for patterns, trends, and 
insights is one that nearly any 

business, large or small, can use to help 
make better decisions.

The interesting thing for the channel 
is that we are used to helping users 
handle and interpret data – we’ve been 
doing it for years. The trouble is that we 
are not really used to selling the concept. 

However, the fact is that the 
communications platforms we 
provide customers are a rich source 
of information that if not gathered 
and interpreted with insight might 
just be a waste of time instead of a 
route to providing more management 
information and the means of storing it, 
using it and ultimately, profiting from it.

Take call management – it’s not a 
window on company activity it’s a double 
set of doors! But who really exploits this 
information and how?

Carl Boraman, 
Commercial Director of 
Tollring, says that big 
data for SMEs is all about 
joining up various sources 
of data and using it to 
improve productivity and 
profitability.  

“With accessibility 
via the cloud, big data 
enables smaller businesses 
to take advantage of the 
tools that were previously 
only available to larger 
corporates. 

Big data is basically a 
repository of information 
drawn from different 
silos and joined up to make it work more 
effectively for the business.

A large proportion of Tollring’s iCall 
Suite end users are SME-sized businesses 
and we’ve identified five key steps on how 
an SME can maximise their existing data 
to make it BIG:

1. Define the business objectives

2. Identify all sources of data

3. Join up the data and consolidate

4. Analyse using reports and dashboards 
to understand the data

5. Maximise and use the data to benefit 
the organisation

Looking at these steps in more 
detail, the first question is what does 
the organisation want to achieve from 
their data?  Customer satisfaction is 
usually a primary aim for SMEs, since a 
happy customer means repeat business. 
Customer satisfaction goes hand in 
hand with an overall aim of using data 
to improve business productivity and 
therefore profitability.

This brings us to the old favourite 
of First Contact Resolution. A business 
is doing well if they can deal with a 
customer’s request quickly and efficiently, 
compared to asking the customers to 
repeat their question or query each time 

they make contact. 
Secondly, most SMEs 

will have data stored in 
a range of isolated areas. 
The key is to work with 
what they have and then 
join it up.

Customer contact 
information is the 
best place to start. 
Most organisations 
will have a CRM 
(Customer Relationship 
Management) system but 
it can be any database that 
holds customer details.  In 
addition, a business will 
have additional stores of 

information that encompass the many 
different ways they communicate with 
their customers:

 u Start with the CRM system or a basic 
database of contacts

 u The telephony system tracks all calls 
made and received

 u There may 
be a separate 
repository of call recordings

 u Access reports from an 
accountancy system

 u Email systems show history of 
communications

 u Social media accounts such as 
LinkedIn and Twitter provide further 
data on communications

The phone is still the medium of 
choice for many people, so call analytics 
need to be captured and weaved into an 
organisation’s customer service strategy.

The next step is to join up and 
consolidate all the sources of information 
within a single tool.

The SME may select their CRM 
system to display the combined data. It’s 
worth noting that few CRM systems are 
able to access data from the various data 
repositories, so their service provider will 
need to recommend an alternative to join 
up the data. Tollring has inbuilt APIs that 
can hook into databases and deliver that 
information to leading CRM systems, 
many of which are customised to deliver 
specific workflows for unique vertical 
sectors.

Next you need to analyse reports and 
dashboards to understand the data.

Adding a seamless link to call 
recordings enables users to hear what 
was discussed in any conversation.  In 
the past, these recordings would have 
been held in a separate system and would 
only be integrated when there was an 
issue. Now the information can be at 
hand before an escalation or compliant. 
It can be used to help employees achieve 
an understanding of the customer to the 
highest possible level, which in turn will 
enable them to deliver better customer 
satisfaction.

Finally maximise the data based on 
specific business workflow. This will 

MARKET REPORT: BIG DATA
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MAKING BIG DATA 
WORK FOR SME’S

As buzzwords go, ‘big data’ is currently one of the most 

powerful—and one of the most perplexing. It sounds 

like something only multinational conglomerates can 

afford. Let’s find out.

Carl Boraman 
of Tollring

MOBILE BUSINESS MOBILE BUSINESSMOBILE BUSINESS MOBILE BUSINESS
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MIRUS
I got a call back from Peter just 

half an hour after I had left a message 
with the receptionist which is pretty 
good going in my book. Peter told me 
he could offer a few different services 
depending on my requirements. Mirus 
provided 8x8, Horizon and Vodafone’s 
OneNet. He said your typical hosted 
solution would have 4000 features but 
most businesses would use less than 
1% of those! In terms of differences 

between 
them I 
was told 
Horizon is 
a straight 
out of 
the box 
solution 
which is 
suitable 
for 9/10 
businesses, 

developed on Broadsoft, whereas 
8x8 have developed their platform 
themselves and have more flexibility 
to make changes etc. Vodafone would 
be suitable if we were looking to get 
rid of desk phones completely and 
centre everything on mobile. Peter did 
mention OneNet has experienced a 
few issues at the start of its existence 
but Vodafone has since poured a lot of 
money into developing the product.

Peter explained by going down one 
of these routes we would be saying 
goodbye to our traditional Capex model 
and could potentially save ourselves 
money on the service. Plus the new 
system would not only suit us now 
but could grow with us as we expand 
in numbers. We could also bespoke 
features for specific users depending on 
job function. In essence, the systems 
are designed to be used across the 
lifetime of a business and can do pretty 
much anything we need. 

Peter asked me a little about the 
access in the area and what we already 
had in terms of PBX and lines coming 
into the building. He said they would 

tailor the right system for our business 
but really he would need to come and 
take a look at how we operate to see 
which solution was best for us. He 
also said the connectivity would be the 
starting point for everything as if we 
can’t get that right there is little point 
deploying a hosted solution as it would 
just not be fit for purpose. 

Peter mentioned they had an open 
day at their Milton Keynes office 
coming up which we could come along 
to if we wanted. They would be talking 
about the various hosted solutions they 
sell and how they can help businesses. 
The day would be geared towards the 
8x8 solution but they may be the right 
fit for us. 

Total 25/30 – Excellent call! I really felt 
Peter left no stone unturned. He had 
three systems to talk about and said 
he would need to learn more about the 
business and how we operate before 
going one way or the other. Peter also 
spoke about the industry and how BT 
are turning off the PSTN network in 
2025 and even gave me a bit of history 
behind 8x8 getting into the UK market.

MYSTERY 
CALLER

This month our mystery caller is wondering about going “hosted”. The trusty old PBX system in 

the corner is starting to show signs of weakness and he is increasingly seeing reports in the media 

about various flavours of hosted telephony. What sort of impact will this have on his business? 

Can he integrate it with his staff existing mobiles? What if it doesn’t work or the call quality is 

poor? There isn’t anything inherently wrong with what he has currently, he just realises that the 

equipment won’t last forever and he is concerned his staff are missing out on some major 

productivity benefits by using an old piece of kit. He needs some answers and a provider that 

can guide him through the process. 

ROUND UP
 I had two very good calls this month from Phoenix and Mirus. Both Paul and 
Peter knew their stuff and could make recommendations over the phone. Peter 
edged it because he actually went into details about three hosted systems which 
may have also suited us but was really interested in getting to know the business so 
he could tailor the appropriate solution. Although he said Horizon would suit 9/10 
company’s straight out of the box it was really important to go through exactly what 
we needed because it may not suit. He also invited me to an open day in Milton 
Keynes where I could learn about the various options before going any further. In 
all, Peter covered all his bases here and left me feeling like whatever I bought from 
him it would do the job well.

PHOENIX LINK 
I had tried a number of companies 

before Phoenix and had either got no 
answer or the relevant people weren’t 
available, so I was delighted when Paul 
picked up the phone. After listening 
to my request Paul told me there were 
a few things I needed to consider. The 
product they sell was called Horizon and 
is a hosted VoIP product. 
Considerations included 
our current access or the 
access available in the area 
and the other was moving 
to a subscription based 
model. Paul said it can be a 
bit of a change because we 
would pay per seat and then 
we could have a certain 
number of minutes etc 
bundled into the deal. 

When it came to the functionality Paul 
said I should be able to get all the usual 
functionality like voice mail and call 
queuing etc but also some extras like call 
recording and music on hold. In theory 
it is incredibly easy to install if we had 
Cat5E cabling or better installed into the 
building, if we didn’t then that’s when it 
would take slightly more effort.

When it came to the mobile piece Paul 
told me we could use an app which would 
enable us to receive calls using the IP 
service straight from our handsets. This 
would be great for our remote workers 
and it can also provide presence and 

messaging between users. 
We could also do the basic 
things like call forwarding 
and mobile twinning if that 
was something we would 
prefer .

In terms of cost Paul said 
we would probably be saving 
money on going hosted and 
our initial upfront costs 

would be 
far less if we 
were looking 
getting a like 
for like PBX 
replacement. 
Paul also said 
if we signed 
up for a three 
year contract 
the upfront 
costs would be 

bundled into the contract 
value. 

Paul reiterated that the key was the 
access into the building and he said 
they could come in and demonstrate 
the service to us. If we were worried 
about quality they could separate our 

bandwidth and have separated access for 
the voice service. Either way, the access 
would be the starting point of the deal. 

Total 23/30 – Good call! Paul obviously 
knew his stuff and gave me a great run 
down of the Horizon product. In terms 
of what the product would do for the 
business Paul was very clear on the 
business benefits but also knew where 
we potentially have pain points around 
access etc.

Highlights: Excellent knowledge, 
friendly

Lowlights: Didn’t ask about 
business functions, not much about 
the kit itself

SCORES 
Helpfulness – 3/5

Manner – 4/5

Knowledge – 5/5

Understanding – 4/5

Sales Technique - 3/5

Clarity –4/5

SCORES 
Helpfulness – 4/5

Manner – 4/5

Knowledge – 5/5

Understanding – 5/5

Sales Technique - 3/5

Clarity –4/5

Highlights: Brilliant knowledge of 
platforms and industry

Lowlights: Not much, perhaps he 
could have pushed the sales side

FINAL 
SCORES

1st Mirus 

2nd Phoenix Link

BABBLEVOICE
I came across Babble online and was 

intrigued as their website was great and 
they had an excellent video displayed 
explaining what their proposition is. 
Unfortunately when it came to getting 
in contact all I could find was a form 
to fill out and request a call back. This 
irritated me no end as all I wanted to do 
was have a quick chat about what they 
could offer me. Undeterred I filled in 
the form and waited for my call... and I 
waited. The next day I was still waiting, 
I think 24 hours without call back is 
pretty disastrous from a customer point 
of view. My business would probably be 
going elsewhere.
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What was obvious from the 
outset of creating this 
feature is that a lot more 
people are talking about 

M2M and the IoT (Internet of things) 
than ever before. In contributions 
alone I have been swamped to such 
an extent my inbox has been groaning 
under the strain! As I set out to find 
out more about the state of the market 
it did feel like something had changed 
and conversations were moving on. 
However there is still work to be done 
and challenges remain.
 Keith Curran, Co Founder of Plan.
com, commented “IoT isn’t just the 
next big thing; it’s a significant “game 
changer” for everyone in the mobile 
industry. But the challenge for the 
Reseller Channel is that it’s still very 

much the biggest opportunity the 
majority of resellers don’t know how to 
realise yet.
 But as a Reseller, despite IoT 
being relatively new, you’re already 
frustrated that the only thing anyone 
ever seems to be able to tell you, is how 
big it’s going to be. When what you 
really want to know, are what are the 
specific opportunities, how do I fulfil 
them, and how do I commercialise the 
opportunity to a level that works for 

me.”
 Mark Shane, ICON Sales Director 
said “Right now M2M/IoT is not 
understood in the channel. Ask the 
average reseller if they deploy M2M/
IoT solutions and they will probably 
say no. Ask them what M2M/IoT 
means and they will most likely quote 
the examples of a refrigerator ordering 
milk or home security monitored 
through a smartphone. These are the 
popular consumer examples of M2M/

IoT. However, in the business field 
many of ICON’s channel partners have 
been deploying M2M/IoT solutions for 
some time, often without realising it, 
and earning a healthy return from 
their efforts.”
 “For example at its basic 
level M2M/IoT is about 
monitoring a sensor or 
a device and sending a 
message to a system, a 
person or some other 
thing. This is what 
solutions from our vendor 
partners Multitone, 
BlueSky Wireless, and 
Fusion are built to do 
and are already doing 
in the field.” 
 “The problem 
is, the terminology 
M2M/IoT is not 
understood. The 
industry needs to do 
two things. Firstly, it 
must explain what is 
included under the 
umbrella of M2M/
IoT. Secondly, it 
needs to dispel the 
myth that solutions 
are futuristic and 
high tech – consumer 
solutions probably are, 
but many business 
solutions are mundane, available today, 
and already being used in hospitality, 
healthcare and manufacturing. These 
are part of the Industrial Internet of 
Things (IIoT) which many expect to 
be one of the biggest opportunities of 
the next few years and will ultimately 
dwarf the consumer IoT. ”
 Dr. Rishi Mohan Bhatnagar, Global 
Head - Digital Enterprise Services, 
at Tech Mahindra added “Currently, 
the solutions that are provided by 
companies are more of ‘point solutions’ 
or stand-alone solutions that are not 
interconnected and are deployed on 

separate platforms. The cloud services 
prevail but an IoT platform with 
integrated security, user profiles, big 
data analytics is absent. 

 Trend has shown appetite for 
solutions and services that allow 

channel providers, utility 
companies, auto makers 
and enterprise businesses 
of all types for real-time 
billing, charging, policy 
and customer care offerings 
through Cloud or Software-

as-a-Service mode.”

Working Smarter
 Understanding M2M and the 

IoT opportunity is one thing 
but actually implementing 
that knowledge and selling 

solutions into your 
customer base is another. 
So what are resellers 
actually selling out there 
right now? 
 Jonathan Sheridan, 
MD of Converged Comms 
commented “Resellers 
are taking advantage 
of M2M in more than 
just a traditional high 
volume of SIMS’s and low 
amounts of data manner. 
The delivery method for 
the resellers currently 

is to look at opportunities within 
broadband resilience, mobile wide area 
networks and secure connectivity for 
mobile fleets. There are opportunities 
in tracking, alarm companies, vending 
and network surveillance which will 
represent large revenue and decent 
margin growth.”
 The IoT will be the largest device 
market in the world. By 2019 it will 
be more than double the size of the 
smartphone, PC, tablet, connected car 
and the wearable market combined. 
That represents an enormous 
opportunity to be a part of not just 
one hardware opportunity but a 
much larger and multiple hardware 
opportunity.”
 Dan Cunliffe, MD of Pangea, states 
“There are very exciting and very 
relevant opportunities for the channel. 
I have seen many of our partners use 
the capability within the M2M space 
and apply it to the way they are used to 
working with other technologies. One 
partner in particular is very successful 
in selling fixed connectivity as part of 
their Wide Area Networking (WAN) 
offering. They have been successful 
with this across various sectors but in 
particularly the construction arena, 
where helping the construction 

company get connected effectively and 
efficiently is very important. Pangea 
has introduced a productised version of 
a Mobile Wide Area Network (Mobile 
WAN) to compliment what the partner 
is already doing in the fixed space for 
these contraction companies.
 This is where the channel needs 
to play to its strengths, by using 
existing relationships and helping 
partners seize the opportunities with 
new revenues and growing margins. 
M2M is an ever-growing opportunity, 
which fits perfectly into the Channel 
mentality of continued growth through 
collaboration and relationships.”
 Joe Murray, Channel Director at 
Essensys, commented “The obvious 
area where the Channel has expertise is 
in the office/workplace/buildings. The 
Channel is uniquely positioned to make 
their customers buildings work better 
and ‘smarter’ for them.
 There are many ‘vertical’ IoT 
services available today. However, 
it is important to stress that the full 
value of an IoT ecosystem will be 
realised as these services are integrated 
and interconnected into a platform. 
Although some exist today, much of 
the investment 

MAKING STRIDES IN M2M
The industry has been brandishing M2M and the Internet of Things about like it’s going to be

The Second Coming and in a not so distant future everything from our fridges to our shoelaces

will be connected. As always, taking an unknown technology to the Channel can be a slow

process, but are resellers beginning to see M2M as a new opportunity or is it still too difficult for

them to get on board? David Dungay went to find out.

SMART OFFICE – 
OPPORTUNITY KNOCKS!

 u Door access systems.

 u Using a mobile app to control 
door access. 

 u Energy Management

 u Using devices to monitor and 
manage electricity use

 u Hot Desk Optimisation (Optimal 
Occupancy Services)

 u Using LAN and WLAN data 
to show actual usage of office 
facilities

DEALS WON IN 2015 – 
PANGEA PARTNERS

 u Fleet management win of 15000 
vehicles with a contract value 
of £5.4m

 u Smart City venture for the 
disabled market that has 
received funding of over £0.25m

 u UK council deal to measure and 
improve transport with a total 
contract value of £24m

Although there is still good 
money to be made in terms 

of the simple connectivity piece 
the real winners in the reseller 
space will be those who research 
and deliver other areas of 
the overall solution.

Keith Curran, Co Founder of Plan.com

Continued on page 54

The obvious 
area where the 

Channel has expertise is 
in the office/workplace/
buildings. The Channel 
is uniquely positioned 
to make their customers 
buildings work better 
and ‘smarter’ for 
them.

Joe Murray, Channel Director 
at Essensys

0203 763 2000
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We roundup the PGA 
Merchandise Show in Orlando

Working with SMS INC we have 
produced a special report looking 
back on 2015

Your preview of what A/W16 
apparel the industry will be 
launching

Behind the scenes with a TGI 
retail consultant

Tony Clark on why Rio 16 is a 
missed opportunity for golf 

www.golfretailing.com

owards the end 
of last year it was 
announced that 

a golf APPG had been set 
up with the broad remit ‘to 
support the game of golf’. 
The APPG, which is made 
up of MPs from various 
political parties, will meet 
four times a year to discuss 
the issues the game is 
facing and will host events 
throughout the year. 

The group’s chairman 
is Karl McCartney, the 
MP for Lincoln, who 
describes himself as a keen 

sportsman and ‘occasional 
golfer’ who couldn’t believe 
that there wasn’t already an 
APPG set up for golf. When 
asked what the group will 
do he is keen to stress that 
one of their aims is to make 
sure that the wider public 
are aware that the sport is 
open to all. “The view that 
people have had about 
golf is changing slowly, but 
perhaps the game needs 
help to spread the word that 
it is open for all”, he says. 
“If you look at different 

New parliamentary golf group to 
act as ‘focal point’ for industry
The Chairman of a new All Party Parliamentary Group (APPG) for golf, Karl McCartney, met GOLF RETAILING in the Houses of 
Parliament to explain how he hopes the group will 
be able to give golf a political voice and ensure 
that everyone knows the sport is open for all. 

T

David Leadbetter: “The problem 
with a lot of teaching today is 
that people are working on the 
effect and not the cause”

One of the world’s top coaches talks to GOLF 
RETAILING on why he is worried that some PGA 
Pros are getting too obsessed by the numbers 
and how they can establish a reputation as a 
top coach. 

olf coach David 
Leadbetter 
has said that 

too many coaches 
are focusing on the 
numbers and statistics 
produced by technology 
such as TrackMan and 

G

Continued on page 24

Continued on page 28
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e are in an age 
where there 
has been an 

enormous shift in how we 
communicate our products, 
particularly with brand 
culture which dominates 
our daily life.

Branding creates such 
an identifiable image for 
a number of major golf 
clubs that it is surprising 
and difficult to understand 
why so many attach little 
importance to the concept. 
Some don’t even attempt 
to create 
any brand 
recognition 
within 
their local 
community, 
county or 
region – a 
missed 
business 
opportunity 
in terms of delivering the 
right message and growing 
the identity of their 
product, which is the club 
itself.

Aware that success in 
membership subscriptions 
and visitors fees relies 
on attracting traffic to 
their destinations, the 
more progressive clubs 
find a way to distinguish 

themselves from the 
competition. A brand 
culture affinity is powerful; 
it forms a bond, a trust 
and reliability. There is 
evidence that golf clubs 
that have merged their 
marketing talents with that 
of their golf professionals 
have created a strong 
brand awareness through 
communicating a confident 
message.

A powerful, identifiable 
brand is one of the most 
important assets a club 

can have. 
Beyond 
distinctive 
logos and 
clever 
tag lines, 
branding 
is the 
culmination 
of defining 
who the 

club is, how it is set apart 
from the competition and 
why a prospective buyer 
should do business with it, 
whether such prospects are 
societies, corporate days, 
or new members. Whether 
you’re an established 
club or not, branding has 
a tremendous impact. A 
brand instils confidence, 
creates loyalty and can 

enable the business to 
command a premium 
price. Critically, a great 
brand reduces a buyer’s 
perception of risk and 
makes the purchase 
decision easier.

Developing a brand 
is much more than just 
deciding on a name or 
picking some colours. 
The sum of all that a club 
is and does, it is derived 
from ‘moments of truth’; 
every single touch point 
with each individual 
golfer. Brand development 
requires a plan that 
consistently communicates 
what the club is and does, 
along with its distinct 
attributes, image and 
personality. 

Branding is simply 
the implantation of an 
associative memory 
in combination with a 
recall cue. Now that we 
know what it is, the next 
question – the important 
one – is how to create 
one that impacts on the 
club’s business. Successful 
branding requires three 
essentials: the first is 
consistency. To establish 
the club brand with 
members, guest and 
visitors, it is imperative 

that everything happens 
in the best way possible, 
every single time. 

The second key is 
frequency, day after 
day, week after week. 
Creatively repeating the 
message has become 
even more critical 
in the oversaturated 
digital communication 
environment. Members 
and guest are seduced 
or assaulted, depending 
on your perspective! 
With thousand of brand 
impressions each day, from 
national and local media 
exposure to brand logos 
on clothing, the challenge 
is to be seen and heard 
through the clutter. There 
are a host of other creative 
aspects that go into 
marketing a memorable 
message but, without 
frequency, there is little 
chance of establishing a 
brand.

The third essential is 
anchoring. It is the most 
difficult to achieve because 
each member and potential 
visitor sees or hears the 
message through their 
personal sensory filter. 
Perception is reality and, 
in many cases, clubs fall 
into denial. Business 

psychologists inform us 
that when an associative 
memory is being formed, 
the new and unknown 
part has to be associated 
with a memory that is 
already anchored in the 
mind. While consistency 
and frequency creates 
branding, it is the 
connection to an emotional 
anchor that effectively 
cements the attraction. The 
branding challenge is to 
find the emotional anchor, 
to create a picture with 
the member, prospective 
member and visitors mind-
set and perception that 
will define the value of the 
brand, which will generate 
the positive feel and 
attachment to the club.

Typically, such anchors 
are either really positive or 

GR INSIGHT 

Building a brand
Branding is the new flirting and those that do it best will be able to attract more new members 
through their doors, writes Eddie Bullock. 

Eddie Bullock

A powerful, identifiable brand is one of the most important assets a club can have

W

  A great brand 
reduces a buyer’s 
perception of risk 

and makes the 
purchase decision 

easier 
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ince it first 
launched in 
2000 Topgolf has 

experienced rapid success 
although, it should be 
mentioned, that most of 
this has occurred outside 
the UK. That’s not to say 
that the three venues in the 
UK haven’t been successful, 
far from it; last year almost 
800,000 people visited the 
sites. It’s just that most of 
the company’s expansions 
have been in America, with 
eleven sites there. This is 
set to change though, with 
the recent news that the 

business venture is looking 
to expand into at least ten 
locations throughout the 
UK. 

What’s impressive 
about the facilities is how 
they attract people to try 
golf who wouldn’t have 
otherwise thought that 
the game was for them. 
Paul Williams, director of 
golf across the three UK 
facilities, estimates that 
around 85 per cent of 
those who visit them would 
classify themselves as non-
golfers and that the average 
age bracket of players is 

25-26 – fairly different 
from the normal average 
age demographic of a golf 
club. “People who come 
are getting a nice relaxed 
environment where there 
are no barriers to entry, 
you can come as you are. 
The clubs are free to hire 
so it is readily accessible to 
everyone,” says Williams. 

There are some in the 
industry who view Topgolf 
as a competitor to golf 
clubs and pros and think 
that the company could 
take business away from 
them, an opinion that 

Williams disagrees with. 
“I don’t really think that 
we compete with the golf 
courses in this country; we 
are so different in terms 
of what we offer that I 
don’t think we compete 
directly,” he states. “It is a 
totally different experience. 
People go there to play 18 
holes, here it is more about 
entertainment, to hit a few 
balls and have some drinks 
and some food. It is more 
about enjoyment rather 
than being fixated on the 
end score.” 

One thing that isn’t 
in question is that the 
‘premier entertainment 
and event 
venue’ as 
the company 
calls itself on 
its website, 
is bringing 
people into 
the game 
who would 
be unlikely 
to try it in a 
traditional golf 
club setting 
and, if just 
10 per cent 
of the 800,000 people 
who visited them last year 
transition to becoming 
golf club members then 
that has to be a good thing 
for the industry. “You only 
need a small percentage 

of those to get that light 
bulb moment of hitting a 
good shot and then they 
will think about taking it 
further,” confirms Williams. 
“We have coaching teams’ 

at all three 
sites who can 
facilitate that 
journey.”

Topgolf 
have put PGA 
pros at the 
heart of their 
offering, with 
each location 
having two or 
three coaches 
who are either 
qualified 
PGA Pros or 

very late in their training, 
as well as other trainees. 
There is an emphasis on 
engagement, on the Pros 
and trainees walking up 
and down the range to say 
hello to people and to offer 

practical advice. This helps 
to create relationships 
and also can lead to one 
on one lessons for the 
pros, but Williams says 
that the philosophy is 
that, “Whether they have 
physically paid for a lesson 
doesn’t matter; if they are 
here they should be given 
some advice on how to play 
better golf.”

As a PGA pro himself 
Williams certainly knows 
a thing or two about 
coaching. He started his 
golfing career in salubrious 
surroundings at the Belfry 
where he completed his 
PGA training and was there 
for the Ryder Cup in 2002 
when Europe triumphed 
by three points, which he 
understandably describes 
as a highlight. After the 
Belfry he joined a small 
private golf course called 
the Gladstone before 
moving to Topgolf where he 
is focused on developing 
the coaching team and 
creating a blend between 
traditional one on one 
coaching with a more open 
and inclusive style that fits 
complete novices to the 
game. As we all know, golf 
is a difficult game to learn 
and making it enjoyable 
for someone is key to them 
coming back and trying it 
again. 

“If you play golf and hit 
those top shots and bad 
shots consistently then it 
is not fun and you will stop 
coming back. Our goal with 
the coaching team is to try 
and get as many people 
as possible to take that 
experience away so that 
they get the golf bug and 
want to come back and do 
it again as they feel that 
sense of success,” says 
Williams. “It’s amazing the 
amount of people I have 
seen that, after getting that 
initial interaction with a 
coach to take them through 
the pain, have then taken 
their golf onto the next 
level.” The company also 
cater for more elite players, 
and Williams proudly 
tells the story of a player 
who is coached at their 
Chigwell site who became 
the youngest ever girl to 
win the Fairhaven trophy 
and she didn’t just win it; 
she romped home by eight 
shots. 

Technology is at the 
forefront of what the 
company does – the balls 
used have Microchip 
technology which provides 
information to the players 
which is then displayed 

in the screens in all of the 
bays. Topgolf also have 
a technology innovation 
centre in America and 
the UK locations use 
FlightScope, BodiTrak 
pressure matts and the 
swing analysis application 
Hudl. The UK director of 
golf is keen to point out 
that while the information 
provided by this technology 
is very helpful their 
coaching team don’t rely 
solely on the data and that 
he himself is constantly 
looking to improve his 

knowledge. “I’m always on 
the PGA website looking to 
see what the next coaching 
seminars are coming up,” 
he say. “You need to make 
sure you are keeping up to 
date with things, especially 
the technology side and 
how to correctly use all 
the data; if you don’t then 
I think you fall behind. 
The art of coaching is still 
key and for quite a lot of 
golfers who come through 
here than putting them on 
FlightScope is going to be 
irreverent. We need to be 

able to adapt our coaching 
approaches.” 

If clubs want to make 
their driving ranges more 
engaging then Williams 
recommends adding 
different elements to them, 
which he says can also help 
with coaching. “If there 
are challenges and games 
on ranges to challenge 
players to think differently 
with every shot then that 
helps,” he says. “If you have 
an individual struggling 
with distance control then 
hitting to a target which 
gives you feedback on how 
far it has gone is good.”  

With the company 
looking to expand into 
more locations in the UK 
it is clear that Topgolf’s 
profile in this country will 
continue to rise. “We are 
very excited about the 
news. We regularly receive 
feedback from guests that 
are visiting the area from 
all over the UK and wish 
they had a Topgolf nearer 
to them,” says Williams. “I 
also believe it will be really 
good for the sport of golf in 
any future areas we expand 
into. England golf, The PGA 
and various other high 
profile coaches/players are 
in support of Topgolf which 
I think confirms that it’s 
a positive to have 10-15 
venues across the country.” 

Each venue has at 
least three PGA Pros 

working in them 

Driving golf participation

GR FOCUS

Following the news that Topgolf are looking to expand into more venues in the UK, Andy Brown 
went to meet Paul Williams, director of golf, to find out more about the business and how the 
plans for the future might affect the industry. 

  I don’t really 
think that we 

compete the golf 
courses in this 
country; we are 
so different in 

terms of what we 
offer 

Williams started his PGA 
training while at the 
Belfry 

Technology is at the heart of the offering at Topgolf, and all 
customers receive shot feedback on the monitors in each bay 

The 
different 
games on 
offer at 
Topgolf 
TopGolf: 
Players score 
points by 
hitting balls 
into any target 

TopChip: 
Chip into the 
red, yellow 
and green 
targets to score points 
but hitting the wrong 
colour sees the points 
disappear

Top Pressure: 
Hit all nine 
sections 
within the 
yellow target but 
avoid hitting the same 
section twice

Top Break: Hit 
the red target 
followed by 
any other 
coloured target. 

TopShot: Hit 
targets at four 
consecutive 
distances S

GR FOCUS 

Golf Retailing Magazine September 2013 - February 2017

Monthly production of Golf Retailing Magazine (winner of Best Launch/
Relaunch of the Year at the PPA Independent Publisher Awards 2014), a 
new magazine for the golf retail industry, layout of all editorial pages, 
news pages, features, pre-press production of all advertising, in-house 
advertising, and final liaising with external printing company.
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ENOUGH SAID.
REGISTER AT 

WWW.CYCLE-TRADE.NET

GETTING IT RIGHT?

79%

44%
62%

92%
agreed that ‘more relevant 
information for the trade is a  
positive’

agreed that ‘a more 
independent editorial view is 
required’

agreed that ‘the trade will 
benefit from the new ideas 
and content we provide’

of readers like our 
editorial style and 
content

* Survey conducted on 4th March 2016, call 01892 538 348 for details

Following the successful launch of Cycle Trade, 
we asked our readers what they thought of us. 

Launch Advertising for Cycle-Trade Magazine

Before the launch of Cycle-Trade Magazine, the cycling retailing industry only had one dedicated 
magazine. These adverts were used across print and digital to highlight how the launch was a good thing 
for everyone and that new competition for advertising and readers would overall improve the quality of 
coverage for the industry as a whole.

CYCLE TRADE - ADVERTISING

JAMES NICHOLLS
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Embracing the internet with new 
initiatives from Fisher Outdoor 
Leisure’s CEO James Browning 

Ben Thomson is growing his 
retail business by importing and 
distributing niche brands 

Andy Knight is creating a brand 
from scratch as he looks to 
increase his revenue options  

Can bike fitting offer an 
alternative revenue stream for 
IBDs

Expanding on its core product 
range Foffa Bikes is preparing to 
launch a clothing line CYCLE     TRADE

CYCLE     TRADE
www.cycle-trade.netFebruary 2016 LAUNCH ISSUE

The NEW magazine for the cycle retail sector - more ideas + more innovation = more profit

n a report 
outlining 
its trading 

performance over the 15-
week period to 15 January 
2016 cycling related sales 
increased just 1.1%. 
While that in itself is not 
particularly good news the 
overall picture is even worse 
given that for the year-to-
date cycling related sales 
are down 1.4%. The small 
increase that did take place 
is said to be due to growth 
in sales of bikes and cycle 
repair which has offset 

a small decline in parts, 
accessories and clothing 
sales. 

The poor sales should 
be a cause for concern to 
everyone in the industry 
given that in November 
2015, Halfords’ Chief 
Executive, Jill McDonald, 
said, “The cycling 
performance in the second 
quarter was disappointing 
and, given the seasonal mix 
towards cycling during the 
summer, this contributed 
to the decline in Group 

Halfords’ sales fall flat 
despite Christmas push
Halfords may well be disliked by the 
independent cycle trade but the fact remains 
that the performance of the UK’s largest cycle 
retailer acts as a barometer for the rest of the 
industry cannot be ignored. It is, therefore, a 
cause for concern when despite a slight increase 
in seasonal sales, due to the demand for 
children’s bikes at Christmas, year-to-date sales 
are down on the previous year. 

Continued on page 3
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ILLUSTRATIONS

JAMES NICHOLLS

Assorted illustrations and artwork

I’m originally from an illustration background, and I have continued this work in my free time, regularly 
producing self initiated projects that I sell on-line and at arts and crafts fairs. Occasionally this has spilled 
over into my graphic design work, particularly at Comms Business and as a live drawing sequence for the 
Health of Emergency of Climate Change series (this can be re-watched here). At the RSM I am also part 
of the Wellbeing team, and regularly host on-line arts sessions for the rest of the staff.

https://www.etsy.com/uk/shop/JamesNicholls1
https://youtu.be/tsBVVfAWlz8

