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Thanks very much,

INTRODUCTION

It takes nothing to join a crowd but it takes everything to 
stand alone, and the brands in the Against the Grain series 
are testaments to that. 

I started this series to speak to the brands that don’t focus 
solely on immediate ROI metrics and customer acquisition. 
Whether it’s their incredible dedication to looking after their 
customers, or investing in and supporting the creative arts, 
even though it couldn’t be further from their products, they 
seek to go above and beyond with their community. 

In this paper, we speak to the marketing leaders behind 
these incredible brands. They come from a wide range of 
industries, but their challenges and how they’ve addressed 
them are often similar. 

Connecting brands with agencies that can help them build 
this kind of approach is the core of our business, but I never 
get bored of watching it work. What we see all the time is 
that so much of this success comes down to building 
authentic relationships. With your community, your 
customers, your agency partners – it’s so hard for a 
marketing strategy to succeed without them.

Thank you to Levis, giffgaff, Paddy power, BODA Skins, Social 
Energy, Auto Trader and Sorted Group for contributing to this 
paper.
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For Against the Grain, we aim to speak directly to marketers
in brands that are changing the industry in their approach.
This could be through new takes on creative campaigns, an
innovative business model, or standing out as an authentic
brand. In this series, we’ve spoken to the below.

OUR LEADERS

AGAINST THE GRAIN: THE MARKETING LEADER'S GUIDE

Daniel Mahoney
Marketing Director

Rhodri Evans
Brand Experience and
Content Director 

Lee Price
Former Head of PR &
Mischief 

Nick King
Director of Insight and 
Market Research

Katya Escala
PR Lead

Roxy Baciu
Head of Community

Dan Greenall
Marketing Director 

Jack Dyson
Global Brand Manager 

www.thegonetwork.com/?utm_source=Against+the+Grain+Paper&utm_medium=EBook


The past 12 months has been one of the most turbulent years the

UK has faced. How have you managed your roles and

responsibilities in the face of an almost entirely new way of

doing business?

THE 'NEW NORMAL'
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Nick (Auto Trader): Auto Trader is the biggest 
marketplace in the UK for cars, new and used, not just 
used. It’s new as well! Prior to COVID, we were up to 
nearly 500,000 cars on our marketplace.

Because of COVID, we had 3 months of no one building 
anything. Factories stopped, which is completely 
unheard of. Rental companies were not buying cars, 
fleets were not buying cars. There are around 10 million 
cars sold in the UK, every year, roughly 8 million used, 2 
million new, almost every year for the last 10/15 years. 
That’s a huge number, but roughly a million didn’t arrive 
and that’s had a massive impact. We now have much 
more demand than there is supply and it’s that basic 
economic rule. For the first time ever, we’re seeing 
used car prices increase! Traditionally you buy a car and 
you watch the value decrease.

We’re in an odd place, so my role at Auto Trader is to 
help our customers understand the world we’re going 
through and be more successful. It’s almost oddly a 
philanthropic role because Auto Trader can’t really exist 
without the retailers who advertise with us. If they go 
bust, we don’t have a business, so we need to help 
them understand the world is changing, keep up with 
the times, keep up with this new, engaged online 
audience and succeed.
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Rhodri (Levi’s): Well, it’s been a year like no other hasn’t 
it? Like most brands we would always pride ourselves 
on being flexible and agile, but we could never imagine 
something like this. It certainly put that flexibility to the 
test. I think the most important part brands must play, 
is being able to use their platform to step up and help 
people. Any brand that has done that has my full 
respect. That sets the tone for my answer on this 
question as well, as that’s what we have tried to do.

We pivoted through very challenging circumstances and 
asked what can we do to support and to help people?
Levi’s are usually present across dozens of music 
festivals every summer, so we had to rethink how we 
did that and how we get in front of our audience in 
other ways.

Pivoting more towards digital is probably the broad 
answer to the question, as I’m sure every other brand 
would say. We funnelled more investment into those 
channels to drive demand through digital. What we 
have also done is make sure that we’re giving people 
entertainment and information.

THE 'NEW NORMAL'
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“I think the most important part brands must play,
is being able to use their platform to step up and

help people. Any brand that has done that has my
full respect.”



"THAT WAS PROBABLY THE BIGGEST

CHALLENGE FOR ME, FIGURING OUT

A WAY TO PLUG THAT GAP AND

FIGURING OUT HOW TO NAVIGATE

THE RIGHT WAY ACROSS THE

ORGANIZATION AND DOING ALL

OF THAT REMOTELY."

Dan Greenall 
Marketing Director



THE 'NEW NORMAL'
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Dan (Sorted): Initially, it was completely surreal. You 
know what it’s like to join a company, you have a couple 
of weeks of inductions, where you meet everyone, and 
you get completely overloaded by information. You 
bump into people in the kitchen when you’re making a 
brew, and you start to learn the real nuts and bolts of 
the business. Being in the office with your colleagues is 
where you can get a real organic sort of insight of how 
everything works.

That first two weeks was still just as intense in terms 
of inductions, I went through as much of the 
businesses as possible in that period, and just 
completely absorbed as much information as possible. 
It was very surreal doing all of that through a screen 
because one of the key things is that when you have a 
conversation through a screen it is incredibly focused, 
it’s not like when you go into the office you have a 
meeting.

When you’re doing it through a screen, you have a focus 
on what needs to be achieved for that meeting. Once 
that’s been achieved, it’s like great I’ve got a spare 10 
minutes to gather myself before the next call. So, all 
that natural organic stuff, kind of doesn’t happen. That 
was probably the biggest challenge for me, figuring out 
a way to plug that gap and figuring out how to navigate 
the right way across the organization and doing all of 
that remotely.



THE 'NEW NORMAL'
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“We're very keen, since the pandemic, especially to
focus on our purpose as a brand.”

Katya (giffgaff): I've only been at giffgaff for a year, but 
I've been here during the most trying time, for brands, 
for people and just for the world in general, no matter 
what your industry is. Still, it's been the most
refreshing time for me as someone in PR. Yes, it's
harder to sell a story, but we find that we get press 
coming to us for things that we want to talk about, 
we're very, we're very keen, since the pandemic, 
especially to focus on our purpose as a brand. 

It's not just about picking things out of thin air, we're 
very insight driven, and insight led as a brand. By 
speaking to our members, by speaking to the wider 
public, we find out what their concerns are, what their 
passions are, what they care about. We are trying to 
drive our business based on our customers and what
the wider public need and want in such trying times. 

The GO! Network works cost-free with brands to
connect them to agencies that fit more than just
the filters. To have an initial confidential chat
with the team, click below.

GET IN TOUCH
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In spite of the year behind us, you’ve managed to maintain your

growth – accelerate it, even. How have you and the rest of the

business managed this?

MANAGING GROWTH
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Dan (Sorted): The pandemic has certainly been the 
catalyst for that acceleration in growth. But all of the 
things that have happened in that concentrated time 
were going to happen anyway. 

If you think about it in terms of that last mile of the 
customer journey, it's the courier delivery world. 
There’s more choice; same day, next day, click and 
collect, nominated day, retailers are starting to really 
figure out the value in offering choice at that part in the 
customer journey and how powerful that is for 
acquiring business.

The other interesting dynamic is the retail market being 
so consolidated. We touched on it a couple of seconds 
ago, around casualties in the market and what is 
causing it, we’ve seen it in the news recently that 
Debenhams and the Arcadia Group have gone from the 
high street. 

What this means for the market is that competition is 
going to get even more fierce in ecommerce. How that 
manifests itself in terms of, better digital experiences 
and really slick customer journeys, is going to be 
interesting to see.



Roxy (giffgaff): This is kind of like what the culture is all 
about, right? 

We tried to make it very much like a start-up. We’re all 
in the same mindset and we all try to encourage one 
another to think outside the box to really, really fill the 
giffgaff values. 

That's what it comes down to, right? As you go bigger 
and bolder, those values will stay exactly the same. It's 
just the way you go about it will change slightly 
differently. 

Even now, we're looking at ‘run by you’ and what that 
means. It's exactly the same concept. We still want to 
be ‘run by you’, we still have that passion. And the only 
thing that's different as you grow as a business is how 
you go about it. Because you need to take into 
consideration competition and other things. 

Now that doesn't mean it's impossible. It just means it's 
going to take us a little bit of time to figure out what 
exactly that means for us in the new world. 

MANAGING GROWTH
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"AS YOU GO BIGGER AND BOLDER,

THOSE VALUES WILL STAY EXACTLY

THE SAME. IT'S JUST THE WAY YOU

GO ABOUT IT WILL CHANGE

SLIGHTLY DIFFERENTLY. "

Roxy Baciu
Head of Community



Daniel (Social Energy): Coming in as Marketing Director, 
it’s a lot different than what most people would expect. 
When I took the role there was a lot of stuff on sales 
and the wider business strategy, far beyond the 
marketing side of things. 

Being in a younger fast-growing business, I love that my 
role doesn’t just consist of overseeing strategy and 
signing off work. I like to be in the trenches, really 
working on stuff, so being in a young business with 
quite a small marketing team, it means I get to do the 
work that I love and that for me is really exciting.

I’ve also got the chance to build a really great team. 
We’ve got people here that are just so talented at what 
they do, they constantly impress me and being able to 
keep building around them is such an incredible 
position to be in.

Jack (BODA SKINS): For BODA SKINS it’s all about 
globalisation and scale now, we are already hugely 
popular in the States, New York and Los Angeles 
specifically. We target specific territories we identify as 
strong growth areas and then develop strategies from 
there. Through influencer marketing, paid social/search 
and email marketing we always looking to achieve a full 
360 approach.

MANAGING GROWTH
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The past year has been incredibly revealing for audiences – in a

lot of ways, brands have had their true colours shown. How

have you used this to consolidate your brand and build those

lasting connections with your community, when other brands

have fallen off, so to speak?

AUTHENTIC BRAND IDENTITY
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Lee (Paddy Power): We never wanted to be formulaic or 
predictable and as a brand, we have evolved a lot over 
the last decade. From something approaching “laddish” 
to something more sophisticated. Others perceive our 
brand to be where it was 10 years ago and are surprised 
when we do something that is sharp-witted or daring.

One of our key brand pillars is to be provocative, and 
our 'missing fans' campaign veered away from that 
slightly, more towards surprising, being on the side of 
the fans and using our platform for good.

I guess people who criticise us normally say: ‘it’s a 
cynical attempt to stand out by not doing what 
everybody else does’… but that’s certainly not the way 
we think – none of our success metrics on my 
campaigns are based on customer signups or how many 
bets are placed. We of course do an element of that 
sort of promotion because we are a business, let’s face 
it. 

I do all the spokesperson slots on the likes of 
talkSPORT but if I can avoid saying too many numbers, 
that’s a good thing. It’s not always easy, we are a 
bookie, that is what we do, but we strive to strike a 
balance on that.



Rhodri (Levi’s): What you have to do, as a guardian of a 
brand like Levi’s, is be confident in what it is that you 
give to the consumer, aside from the products. Of 
course, the aesthetics, quality and value of the products 
are incredibly important but there is so much more to 
the brand.

Our consumers also buy into the lifestyle that exists 
around that and I think with a brand like ours 
authenticity is engrained in what we do and our long 
standing values; and that is a huge weapon in our 
arsenal against a competitive and healthy marketplace.

Right at the very start of the pandemic, we launched 
something called 501 Live. It’s about live music, 
performances, cultural talks, masterclasses, or panel 
discussions, that type of thing. It was launched with 
the view of giving our audience something engaging, 
interesting or even just something to do through such 
testing times, every evening for an hour at 5:01pm.

We’ve also kept going with other physical stuff. We’ve 
opened our new retail and brand experience space in 
Soho, ‘Levi’s by Levi’s’ for example, so it’s not all digital. 
We still realise the importance of physical connections 
and how impactful and compelling they are for an 
audience even in times like these.

AUTHENTIC BRAND IDENTITY
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"WHAT YOU HAVE TO DO,

AS A GUARDIAN OF A

BRAND LIKE LEVI’S, IS BE

CONFIDENT IN WHAT IT IS

THAT YOU GIVE TO THE

CONSUMER, ASIDE FROM

THE PRODUCTS."

Rhodri Evans
Brand Experience and
Content Director 



AUTHENTIC BRAND IDENTITY
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Roxy (giffgaff): When things go wrong, that's when a 
brand or even a person shows their true colours. You 
get to see a glimpse of what they're really about. It will 
present how much you actually believe in your values; 
you get the chance to show them and display them.

One of the most important parts is taking responsibility 
and ownership when things don't go that well. I think 
that gives us that trust, and credibility. We don't shy 
away from saying, yep, we messed up. But we want to 
do it better - help us do this better. That's the trick of 
it. It takes a lot of time, a lot more time, but it is what 
we decided to do. 

There's no better feeling than coming back and talking 
to the people and seeing their reaction. From my 
experience, by doing this, you create a deeper bond. 
When you're actually open and say we messed up, I'm 
here, I'm not running away. Then it is just on a totally 
different level. 

It just offers us the opportunity to prove to our 
community that we're here with them. We did it by 
standing by those values.

"When things go wrong, that's when a brand or
even a person shows their true colours. You get
to see a glimpse of what they're really about."



Nick (Auto Trader): Everything we do in marketing at 
Auto Trader is based on what we hear our customers 
telling us.

We ask our audience by doing surveys online. When 
we’re thinking about a campaign, we’re not going to give 
the game away by saying, do you think having two 
people talking about swinging and dangling keys at each 
other is going to be funny? 

We ask them - what is it that’s interesting to you about 
buying cars today? What do you want? Do you want to 
find something unique, as exciting as finding your 
perfect partner? We’ll start to assess what the audience 
is thinking about and then work with award-winning 
creatives to come up with campaigns.

We have a brand that’s been around for 44 years, so it’s 
very well etched in people’s minds. When we ask our 
audience, ‘What do you think about Auto Trader?’ 
what’s lovely is we have a very high trust rating. It’s up 
towards 80% because we’ve been around a long time.

The slight issue is people trust us, so if they see a car 
advertised on Auto Trader, they assume it’s advertised 
by us and if something goes wrong, they blame us. We 
are just the marketplace. We have to do everything we 
can to make you feel safe so we’ll have reviews, options 
of chat to the dealer, text, website etc. Every detail you 
can possibly think about if you need to know who that 
dealer is and how safe they are. It’s part of the journey.

AUTHENTIC BRAND IDENTITY
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CREATIVE CAMPAIGNS
Along with those ‘true colours’ coming through in the 
past year, we’ve seen a number of brands throw out the 
rulebook when it comes to creative. What are you most 
proud of?
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Rhodri (Levi’s): I suppose it’s not really a campaign at 
all. I think what I’m most proud of is what we do in the 
music space, specifically community music activations. 
The Levi’s Music Project is a long-term commitment to 
providing free music education to communities around 
the world. We have 11 Studios across five European 
markets currently, and that’s growing every year.

We partner with music artists, to establish these 
studios. We then pair them with amazing community 
music charities and organizations who work with local 
young people, musicians or people who just have an 
appetite to learn and want to get creative. We then set 
them off on these projects. Those projects build 
towards key events and amazing moments that really 
show what an amazing amount of talent, 
resourcefulness, and beauty we have bubbling in our 
communities.

It’s also a bit of a middle finger up to, policymakers and 
governments, to the people that say that the provision 
of creative arts and music shouldn’t be anywhere near 
the top of the list of priorities.

At Levi’s we all believe that it absolutely should be, and 
our role is to enable that, tell the stories, and show 
what happens in our spaces.



Lee (Paddy Power): Save our Shirt is an obvious answer 
but the other one I’m really proud of is what we did for 
the 2018 World Cup, called Rainbow Russians. 

There was a plethora of issues you could talk about, 
hooliganism, travel, Putin, but no one was talking about 
LGBTQ+ rights. There was a rainbow-coloured elephant 
in the room, so we harpooned the elephant.

We donated money to an LGBTQ+ charity every time 
Russia scored, meaning Russia was directly funding the 
improvement of gay rights worldwide, which was lovely. 
The best thing was that Russia had a fantastic World 
Cup, so we ended up donating probably three or four 
times more than what we budgeted for, which was 
great. 

And, obviously, the coverage was amazing. I appeared 
on CNN in America in a Russia shirt! W won awards for 
the campaign but the best thing about it was that it 
was brave. It was on the right side of history and Paddy 
Power has quite a big footprint in LGBTQ+ issues and 
rights. I think it’s important for brands to keep doing 
that, you can’t just do one thing then disappear.

CREATIVE CAMPAIGNS
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The GO! Network works cost-free with brands to
connect them to agencies that fit more than just
the filters. To have an initial confidential chat
with the team, click below.

GET IN TOUCH
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"THERE WAS A

RAINBOW-COLOURED

ELEPHANT IN THE

ROOM, SO WE

HARPOONED THE

ELEPHANT. "

Lee Price
Former Head of

PR & Mischief 



It’s more than likely that marketing on the whole is changed for

good by the impact of the last year – nowhere moreso than in

the realm of digital transformation. What’s been most

interesting for you?

DRIVING DIGITAL
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Dan (Sorted group): What we’re seeing now, is there are 
lot of retailers who’ve got those stores and they have 
got a strong ecommerce business as well, they have 
started to realize that actually you can turn those retail 
stores into mini distribution centres. 

If you can get your infrastructure in the back office to 
realize that the stock in-store is also available to be 
picked and then distributed through the online 
business, then that reduces some of the commercial 
impact on those retail stores not being active.

In the very immediate future, you’re going to see some 
big household names announced as joining us on the 
platform.

There are some big ecommerce brands in there, very 
well-known ecommerce brands, but there’s all sorts of 
big traditional retailers, that have seen large 
ecommerce growth and are partnering with us to keep 
up that momentum going further and further into the 
future.
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What do you, as a brand, look for when hiring an agency?

What’s that process like for you?

THE RIGHT AGENCY
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Dan (Sorted group): Open mindedness, lots of ideas, and 
innovation. For a long time in the industry, it feels like 
brands and agencies have judged the measurement of 
success for agencies around cost per lead, which is 
absolutely fine in a lot of markets. 

we look at it differently, because our TAM (Target 
Addressable Market , is made up of, I guess, a 
comparatively small number of very big accounts. 
topped up by some pretty big mid-market accounts, so 
what we’re all about is cost of opportunity.

We want agency partners that are open-minded and 
can adapt to that way of working. In terms of ideas and 
innovation a great example would be if we’re looking 
for a PR agency, I just want to be hit with lots of 
options. Keep us busy! The worst thing possible and I’ve 
experienced this the hard way, is when you’re fuelling 
the PR agency with ideas and avenues to explore. 

You get to the point in that sort of relationship thinking, 
what’s the point of me paying you for this? Because I’m 
doing a lot of work here and really, it should be coming 
the other way. That’s what it boils down to, open-
mindedness and bringing lots of ideas to the table.
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Jack (BODA SKINS): Any agency has to be agile, they 
have to be able to react with the brand, be proactive 
and match our get it done attitude. 

There has been a shift in the agency world to a more 
flexible approach which is important for us, if we have 
a campaign going live on a Sunday I need to know I 
have their support over the weekend.

Daniel (Social Energy): I think a good agency should be 
pretty much an extension of the team. I’m not a fan of 
agencies who take that very segregated approach.

I must be able to work with an agency, I want to be 
able to integrate with them and again, be in the 
trenches. I think one of the biggest pain points are ‘yes 
people’, I don’t want an agency with a ‘yes man’ 
approach. 

If an agency thinks I’m wrong I’d much rather them say 
‘shut up Dan, you’re talking shit’ than blindly agree, it 
could lead to a wrong decision. I think a good agency 
can be an incredible asset, but one bad moment can 
hinder you and waste a lot of money. Collaboration and 
honesty are absolutely key.

THE RIGHT AGENCY

AGAINST THE GRAIN: THE MARKETING LEADER'S GUIDE

"If an agency thinks I’m wrong I’d much rather
them say ‘shut up Dan, you’re talking shit’ than

blindly agree"
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Rhodri (Levi’s): It changes depending on the objective or 
what we feel we need for each concept. We need to be 
confident that the agency have a clear understanding of 
our brand and the audience that we’re looking to speak 
to. 

Above that, I want anyone working on our brands to 
have quite an entrepreneurial spirit and to have the right 
values mindset that is aligned to our brand.

Somebody who wants to get to the bottom of a story 
and tell it - I’d want it to really matter for our brand’s 
personality to come out. After that, flexibility, and open-
mindedness to think if they don’t have the answer, let’s 
grab a coffee (or a pint! and talk it through.

The size of the agency doesn’t matter, we look at what 
 we need to deliver and work towards finding out who 
the best partners are in that particular market. Whether 
walking into a meeting room in a big posh agency house, 
with 30 people in there ready to work on our brand or if 
I’m having a coffee in a coffee shop with one or two 
individual creatives, it doesn’t really matter.

THE RIGHT AGENCY
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The GO! Network works cost-free with brands to
connect them to agencies that fit more than just
the filters. To have an initial confidential chat
with the team, click below.

GET IN TOUCH
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"WHETHER WALKING INTO A

MEETING ROOM IN A BIG

POSH AGENCY HOUSE, WITH

30 PEOPLE IN THERE READY TO

WORK ON OUR BRAND OR IF

I’M HAVING A COFFEE IN A

COFFEE SHOP WITH ONE OR

TWO INDIVIDUAL CREATIVES,

IT DOESN’T REALLY MATTER."

Rhodri Evans
Brand Experience and
Content Director 



Katya (giffgaff): We reviewed our whole process of 
working with agencies towards the second half of last 
year. I know what we as giffgaff are looking for in 
agencies. 

What we've come up with is a certain line of questioning 
and whenever we brief our agencies or look to work with 
new agencies, we ask for their D&I policy. We ask how 
they keep diversity and inclusion top of mind and how 
they champion inclusivity in the workplace. 

Do they champion diversity in their recruitment process, 
how will they ensure diversity and inclusion within the 
team that will be working on giffgaff?

We also work with quite a few creative agencies who 
work with other purpose-driven brands we respect. 

We tend to avoid the bigger, shiny agencies because we 
don't want to be part of that cog in a machine. Lots of 
bigger agencies do some great work, absolutely but for 
brands, it feels very formulaic. We want to go down a 
route that is more unique, that our members can 
identify with. 

Every brief we send out to agencies, we ask them top 
line, how can we hear our members voices in this next 
campaign? 

THE RIGHT AGENCY
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BUILDING BETTER
RELATIONSHIPS

Whether it’s with your own community or your agency partners

– what’s your key to success on building strong, authentic

relationships?
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Rhodri (Levi’s): I hear quite a lot from our external 
partners, especially when we work with bigger agency 
partners and creatives, that they’re surprised by how 
hands on we are at Levi’s.

Some brands I guess do everything through an agency. 
People are always quite surprised that they get so 
much one to one contact with us and I think it’s that 
way because the output matters so much to us.

It’s so close to what we’re thinking and feeling that we 
want to make sure that every piece is as good as it can 
be or at least as good a reflection of the intention as it 
can be.

The GO! Network works cost-free with brands to
connect them to agencies that fit more than just
the filters. To have an initial confidential chat
with the team, click below.
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Roxy (giffgaff): I mean, we had a community before we 
had a business. We started with the forum before we 
had any products or anything. I think that says it all, 
doesn't it? 

Ultimately, that’s what drives us. If you go into our 
office, we always have reminders of ‘together with our 
members, anything is possible’ and not just by having 
them on the wall, we have members coming into the 
office. It's beautiful, because you get to, to really, really 
feel what they feel. And they transform from like this 
concept to real people and they come to life, and then 
it is really very hard to ignore them. 

Through this, we know what we need to do in order to 
maintain that flame and keep it alive, and it motivates 
us to try and find the answer to: okay, what does this 
look like?

AGAINST THE GRAIN: THE MARKETING LEADER'S GUIDE

BUILDING BETTER
RELATIONSHIPS

"I mean, we had a community before we had a
business. We started with the forum before we

had any products or anything."
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POSITIVE IMPACT – A
GROWING NEED

A lot of brands have recently been under growing pressure to

become more ‘impact-driven’ in their processes and products.

What’s your approach to a wider purpose as a business?
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Lee (Paddy Power): The key for us is not to do 
something just for the sake of it. There is plenty that we 
do behind closed doors, so it doesn’t just look like a 
campaign. We sponsored Brighton Pride, our float was a 
bus carrying all the openly gay male Premier League 
footballers on, so it was empty. There’s plenty of ways 
of being inventive around an issue.

We are constantly working on how we can support and 
encourage responsible gambling. It is very hard to be 
perfect but how can you solve an issue overnight? I 
think it is a fair thought and it needs to be taken on the 
chin for now until it improves. 

Thankfully, I think our marketing is less in your face in 
terms of odds, odds, odds! That doesn’t exclude it from 
criticism, but we just try to do the right things behind 
the scenes and be more like an entertainment brand.

The GO! Network works cost-free with brands to
connect them to agencies that fit more than just
the filters. To have an initial confidential chat
with the team, click below.
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Daniel (Social Energy): Basically, Social Energy is all 
about trying to help people to go greener and save 
money. We focus on creating something green that will 
last. We make technology that will work and give the 
customer access to their energy.

Similar to your standard utilities but with a big 
difference, we have technology that goes into the home 
and connects to a battery which in turn connects to 
solar panels on the customer’s roof. We then use that 
to create savings for our customers.

What we do is not unlike a Nest Thermostat, but 
instead of a boiler we connect to a battery. We can 
then optimize the customer’s energy usage and work to 
create a bigger saving for them as well as helping them 
become greener.

Rhodri (Levi’s): I do think it’s clear that the fashion 
industry has a part to play in where the world goes 
next, in terms of its health, sustainability and longevity. 
It’s needs to be taken seriously; I’m not asking for 
immediate change but certainly more support for those 
people who are pushing for change.

POSITIVE IMPACT – A
GROWING NEED
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Roxy (giffgaff): For us at giffgaff, it would be about 
responsibly caring about the people that you serve. I 
think acknowledging where we are when it comes to 
telcomms, everyone has at least one mobile phone or 
almost everyone. As a business that provides that 
service, we should all be responsible when it comes to 
how people use it, and the impact that it has on their 
lives. 

That would be it for me - trying to not make it a 
transaction but actually caring for the people that you 
serve at a deeper level. 

Looking at everything that's happened, especially with 
the pandemic, the gateway to this is connecting with 
others. It’s all about how you do it, what you do on it, 
and how you use it. It shouldn't be to your benefit or to 
your detriment. I know that telcomms could never fully 
solve the problem. Still, we should all try by doing the 
right kind of communications. 

I think it all starts with communications, providing the 
right service, and just being selfless.
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"THE KEY FOR US IS NOT

TO DO SOMETHING JUST

FOR THE SAKE OF IT. THERE

IS PLENTY THAT WE DO

BEHIND CLOSED DOORS,

SO IT DOESN’T JUST LOOK

LIKE A CAMPAIGN. "

Lee Price
Former Head of

PR & Mischief 
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