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DWF reports 18% revenue 
growth driven by international 
expansion and investment in 
innovation

10 Top Tips on 
Building an 
International Brand

heehaw to building 
an international 
reputation

CONTENTS

Welcome to the latest issue, which 
focuses on international business.
The timing is appropriate, as the time for 
Brexit draws ever closer with no real clarity 
yet on the horizon to help guide businesses 
operating in an increasingly globalised 
marketplace. More than ever, businesses are 
hoping that the UK Government finds a way to 
help our business community deal with what 
is coming down the tracks towards us with 
greater certainty.

Duncan Whitehead, EY’s Economic Advisory 
Lead for Scotland, points to Brexit as 
the greatest risk to the UK and Scottish 
economies in his informative update, which 
shows that Scotland continues to attract 
Foreign Direct Investment ahead of the rest of 
the UK, but – despite an improvement on last 
year – continues to trail the rate of growth in 
the UK.

As ever one of the key roles of Business 
Comment is to highlight the innovative and 
successful work of our members, and this 
issue is no exception. The story of heehaw, 
a market leading video and film production 
company based in the New Town, is an 
inspirational one. This small enterprise 
continues to punch well above its weight, with 
a global client list to envy and around 35% of 
its revenues generated overseas. Which goes 
to prove that international aspirations are not 
solely the preserve of large companies.

Few organisations do more to promote 
Scotland’s Capital on the international stage 
than the Edinburgh International festival, and 
in his article, Festival Director Fergus Linehan 
illustrates the enormous importance to the 
city of its cultural festivals – with some £280 
million of economic impact generated each 
year, supporting thousands of jobs.

Finally, Edinburgh International Airport 
continues to provide a vital gateway to the 
world for city businesses seeking to expand 
into overseas markets, for building trade 
partnerships, and for bringing visitors to 
our city. Opening new routes is a highly 
competitive, international venture and Chief 
Executive Gordon Dewar describes the Team 
Edinburgh approach which successfully 
secured our much needed and highly prized 
direct route to China.

Enjoy the magazine.

International Business

Liz McAreavey
Chief Executive, 
Edinburgh Chamber 
of Commerce
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International legal business DWF today 
announces its full year results for the year 
ended 30 April 2018. Revenue increased by 
18% from £199m to £236m, while profit per 
equity partner also increased.

Andrew Leaitherland, Managing Partner and 
CEO commented: “This has been another very 
strong year for DWF, with growth across all of 
our businesses. Our differentiated offering of 
services, with innovative non-legal services 
supporting our core strengths in commercial 
and insurance, is having a real impact with 
clients.

“We have prioritised making significant 
investments which will drive the long-term 
success of our business and enable us to 
transform the way legal services are delivered. 
Through these investments we have furthered 
our international reach and launched our 
Connected Services division. We have 
also invested in senior leadership, with the 
appointment of Sir Nigel Knowles as Chairman, 
the recruitment of more than 35 partners to the 
business and a further eight promoted from 
within the business to that level.

“Combined, these investments will help us meet 
the needs of our clients more effectively, as we 
continue to focus on innovation.”

International expansion
The past year has seen further notable 
international expansion, with DWF opening 
its first offices in Singapore, Italy and Qatar 
and entered into a strategic alliance in Turkey. 
The firm also opened additional offices in 
Australia, with Brisbane and Melbourne added 
to its existing Sydney location. Recruitment in 
international markets also saw the addition 
of new offerings, including the launch of an 
intellectual property practice in Paris and a 
banking practice in the UAE.

Investment in Connected 
Services
In October, DWF formally launched its 
Connected Services capabilities as a separate 
division. Connected Services consists of a range 
of professional, business or consulting services 
which are complementary to the traditional legal 
services offered by DWF’s other three divisions. 
Connected Services are offered either directly 
to clients as stand-alone services or as part 
of a complementary offering to DWF’s other 
services. The Connected Services division’s 
offerings allow DWF to provide multi-disciplinary 
teams across different professional and 
business services in an integrated package.

Client successes
We have strengthened our relationships with 
a wide range of blue-chip clients and public 
bodies, including in the past 12 months 
advising Tokio Marine Kiln, Lloyds Banking 
Group, Serco, Telefonica, Whitbread, adidas and 
the Pension Protection Fund. Overall, we advise 
28% of the FTSE100.

Leaitherland added: “It has been an excellent 
year. The combination of our core legal 
strengths, sector focus, geographic reach and 
most importantly, our commitment to doing 
things differently is delivering for our clients. 
Our innovative business model has been 
recognised, with DWF ranked as the 10th most 
innovative legal business in Europe in the 2017 
Financial Times Innovative Lawyers report – 
and scoring highest of all firms for innovation in 
the business of law.

“Looking ahead, in June we confirmed that we 
are considering a number of strategic options 
for our business, including the possibility of 
an IPO on the London Stock Exchange. We 
are already positioned positively for the next 
phase of our development, but we believe an 
IPO would be one of the options that would 
allow us to achieve our strategic objectives, 
notably by further increasing our capacity to 
invest in IT and Connected Services, while also 
enhancing our ability to attract and retain the 
best talent.”

DWF reports 18% revenue growth 
driven by international expansion and 
investment in innovation
n	 Revenue up by 18% to £236m, while PEP also increases
n	 New openings in Singapore, Italy and Qatar, with additional offices in Australia
n	 Connected Services division launched to deliver innovative products and 

services
n	 More than 35 partners recruited as DWF positions itself for the next phase of 

development

Andrew Leaitherland
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From a greener, more 
inclusive Capital, to 
affordable housing and 
quality jobs: New 2050 
Edinburgh City Vision 
campaign asks locals to 
share their hopes for the 
future
In early September, Marketing Edinburgh 
launched the 2050 Edinburgh City Vision 
campaign, inviting everyone who lives in 
Edinburgh to share what matters most to them 
for the future of the city.

From now until mid-December, residents 
are invited to submit their own ‘City Vision’, 
detailing what they would like to see from their 
city in 2050. All visions will be compiled by 
the campaign and made into a complete City 
Vision which will be announced next year. The 
City Vision will act as a blueprint for the future, 
something that every person, business and 
organisation can take inspiration from when 
planning for the next 32 years.

Visions can be submitted through the 
campaign website - www.edinburgh2050.
com – and we want to ensure the voice of 
the business community, from employees to 
employers, is heard and used to help shape the 
final vision.

To help shape the campaign and bring the 
future to life, Marketing Edinburgh worked 
with a professional ‘futurist’ to help visualise 
what Edinburgh could look like in 2050. Ten 
sketches were created to show what the future 
could hold and ranged from internal living to 
entertainment options at The Playhouse. 3D 
printed homes, vertical farming and a more 
pedestrianised Princes St were also explored. 
The sketches were pinned to a bespoke map, 
which residents can follow via the 
www.edinburgh2050.com website.

A large scale interactive world cloud, 
powered by the 2050 Edinburgh website is in 
development and will be visible on screens at 
a number of high-profile locations including 
Edinburgh Waverley train station. The world 
cloud will gather City Vision submissions from 
the public and showcase key words on the 
digital screens, creating a real talking point to 

encourage people to get involved and share 
their views.

In addition to sharing visions via the 
website, there will also be opportunities for 
Edinburgh locals to take part in a diverse 
range of activities designed to inspire and 
excite residents about the possibilities of the 
future, which will be rolled out from now until 
December.

Applications are open for ‘the job of the 
future’ - a job search for the next generation 
of ‘futurists’. Three lucky applicants will win a 
trip to understand what Edinburgh can learn 
from other cities around the world, which are 
also pioneering progress whether it be through 
innovation, research, environment or culture. 
Upon return, the appointed futurists will collate 
their learnings, sharing a report and video 
content series, which will be shared on the This 
Is Edinburgh social media channels.

As winter approaches, a series of coffee shop 
partnerships will be announced, offering ‘a 
coffee for your thoughts’. Locals will be invited 
to get together to share their views on what 
they want Edinburgh to be like in 2050, in 
exchange for a free coffee at five city-wide 
locations.

John Donnelly, Chief Executive, Marketing 
Edinburgh, said: “The 2050 Edinburgh City 
Vision campaign is a real opportunity for the 
people of Edinburgh to voice their opinions, 
knowing they will be considered, to help 
collectively decide what happens next in their 
city.

“Our Capital is already an outstanding city 
to live in, but we don’t want to stop. We have 
long been at the forefront of creativity and 
innovation, so it’s exciting to consider the 
possibilities the next 32 years hold, and think 
about where we can go next. The Edinburgh of 
the future will be even better than it is today.

“I’d like to encourage businesses from all 
sectors to get involved – from employee to 
employer, through to customer and supplier. 
This is a huge opportunity to be part of shaping 
the future of your city.”

This campaign is for the people of Edinburgh, 
with their voices at the heart of it. Communities 
across the city are invited to help anyone 
unable to access a computer independently 
take part.

For more information and to download 
the business toolkit, please visit: 
http://bit.ly/2050toolkit

My Edinburgh will...? Capital invited to 
share their ‘City Vision’ for 2050



Amy Ford 
Corporate Fundraiser

Edinburgh Children’s Hospital Charity believes that 
nothing should get in the way of being a child. It is 
our privilege to support over 110,000 babies, children 
and young people, who come to Edinburgh’s Royal 
Hospital for Sick Children (RHSC) every year from 
across Scotland, to access a variety of services. We 
work in partnership with NHS Lothian to enhance 
their provision and as a result of what we do; children 
and young people’s lives are less interrupted by 
illness; children and young people are less scared 
of hospital and have a positive experience; their 
families are better comforted and supported and 
they have an improved experience of healthcare in 
the community.

Like many charities (and businesses), in 
order to continue our work, it is vital for us 
to raise both funds and awareness, building 
long term relationships and partnerships with 
businesses, organisations and individuals 
across Edinburgh. We have been members 
of the Edinburgh Chamber of Commerce for 
two and half years, and in that time we have 
had extensive opportunities to raise our profile, 
build relationships with companies across the 
city and secure support through successful 
partnerships. Everyone we meet has a “Sick 
Kids” story and as a local charity we are able to 
develop partnerships that are unique to those 
we are working with. We support employees 
as they take on challenges and organise 
activities to raise funds, provide volunteering 
opportunities for teams, utilise the expertise 
of our partners through generous in-kind and 
pro bono support and engage staff to take 
ownership of the partnership and contribute to 
a vision and purpose that goes beyond their 9-5 
working hours.

We have also benefitted from the wide ranging 
calendar of events offered by the Chamber. Our 
Chief Executive had the opportunity to speak 
at one of the Chamber’s Spotlight Breakfast 
events last year, sharing the story of our rebrand 
in May 2017 when we changed our name from 
The Sick Kids Friends Foundation to Edinburgh 
Children’s Hospital Charity. The Chamber helped 
us share the news of our rebrand with a news 

story on their website and at the end of last year 
we were able to work with them again at the 
launch of our Christmas Campaign.

We also attend regular Chamber Early Start 
events and lunches throughout the year, offering 
opportunities to build relationships and explore 
partnerships with a wide variety of companies. 
Throughout the duration of our membership 
our staff have also attended Chamber training 
courses and the now famous Edinburgh 
Chamber of Commerce Awards; our CEO was 
shortlisted for a Chamber award in 2017.

The new children’s hospital (The Royal Hospital 
for Children and Young People) will open in 
early 2019. Thanks to our supporters, we 
have committed over £3 million to an exciting 
and innovative art and therapeutic design 

programme within the new hospital; the largest 
project of its kind anywhere in the UK. This is 
in recognition of the importance of creating a 
healing environment within healthcare settings 
and the positive impact this can have on 
recovery and engagement with treatment.

Edinburgh Children’s Hospital Charity’s long 
term aim is to significantly increase the impact 
we have on NHS paediatric healthcare settings 
across our geographical remit, encompassing 
seven paediatric hospitals and children’s wards 
and numerous community settings, in order to 
transform the lives of all children and young 
people receiving care. Fruitful partnerships, like 
the one we enjoy with the Edinburgh Chamber 
of Commerce through our membership, will 
enable us to see this vision realised.

Edinburgh Children’s Hospital Charity

“Thanks to our supporters, we have committed over £3 million 
to an exciting and innovative art and therapeutic design 
programme within the new hospital; the largest project of its 
kind anywhere in the UK.”
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The Principal Edinburgh Charlotte Square, 38 Charlotte Square, Edinburgh EH2 4HQ
The Principal Edinburgh George Street, 19-21 George Street, Edinburgh EH2 2PB

Two landmark, city centre hotels for all of your meetings and events.

Set at either end of George Street in the Georgian ‘New Town’, and with a range  
of meeting and event rooms from the iconic King’s Hall and Library room on  
George Street to the members’ club style Dining Room and loft-style Cellar  
space on Charlotte Square, PRINCIPAL combines the best of old and new.

You’ll find everything you need, whether you’re looking to book  
a boardroom meeting, a gala dinner or something in between.

This autumn, we have a range of banqueting offers with prices  
from £46 per person, including a 3 course set menu with room hire.

Book with us quoting ‘ECC Business Comment magazine’ to receive  
a free sponsored drinks reception on arrival to your banqueting event.

What’s not to love? 

Offer valid from 1 October- 30 April 2019, based on new bookings only.

To find out more or to make a booking call 0131 240 7139 or email  
E D I N BU RG H E VE N TSCS@T H E PR I N CI PAL H OT E L .COM  

to arrange a showround.

THE REASON THE PEOPLE  
OF EDINBURGH ARE VIS IT ING  
OUR HOTELS IN EDINBURGH
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WELCOME TO OUR NEW MEMBERS
Acting Up Ltd

Amberta LTD

Association for Project 
Management Scotland 
Branch

Bell Geospace Limited

Benchmark Lettings Limited

Beyond Medispa Limited

Big Hearts Community Trust

Brain Tumour Research

CityFibre Holdings Limited 
(Edinburgh CORE)

Claremont Office Furniture 
(Scotland) Ltd

Coburg House Art Studios

CoMoUK

Computer Law Training 
Limited

Cost Effective Catering Ltd

CrossReach

Forth Tech Limited

Graham + Sibbald

i-on magazine

Kennedys Scotland

KLM Partnership

Marta Regina

Morham Solutions

Neatebox

News Scotland

Ostrero

Phoenix Group

Propellor Consulting Ltd

Pure Offices

R&B Distillers Ltd

Rapleys LLP

Really Good Data Protection 
(RGDP LLP)

Resource & Environmental 
Consultants Ltd

RSM UK

SBC Strathmore Business 
Centres

Taka Wealth Advisory

The Action Group

The Edinburgh Drawing 
School Ltd

The Real Mary King’s Close

The Refinery St Andrew 
Square

The Trussell Trust

Tim Licata Magic

Uber London Ltd

WEB

Wilkinson & Associates

Your PA Solutions Ltd

A revolutionary makeover 
is just around the corner 
for the most iconic way to 
travel between Edinburgh 
and London.
Operated by Serco, Caledonian Sleeper is set to 
be transformed as a new fleet of trains make their 
debut in Edinburgh and Glasgow, with a number of 
features never seen before on UK railways.

For 150 years Caledonian Sleeper has been a 
vital link for Edinburgh businesses to trade with 
London, offering a stress-free alternative to 
air travel. Rather than run the airport gauntlet, 
travellers can board the train and relax until 
they reach their destination refreshed and 
ready to go about their business, thanks to an 
investment of over £150m, part funded by a 
capital grant from Scottish Ministers.

With a range of accommodation options to 
suit all travellers’ needs, the new trains will offer 
comfort seats, twin and single en-suites, double 
rooms, and a sophisticated Club Car where 
guests can work in comfort while they relax with 
a drink or order from the bespoke menu of fresh, 
local produce. With multiple charging outlets and 
Wi-Fi provided free of charge, the new trains are 
designed with convenience in mind for all guests.

Operating six days a week, the trains will 
initially be introduced on the Lowlander route 
between Glasgow/Edinburgh and London 
from 28 October. The Highlander route, serving 
Inverness, Fort William and Aberdeen will follow 
in spring 2019.

Ryan Flaherty, Serco’s Managing Director at 
Caledonian Sleeper, said: “We know that many 
of our guests are eagerly awaiting the arrival 
of the new trains, particularly in Edinburgh and 
Glasgow where the trains will make their debut.

“It’s an exciting time for guests travelling across 
the border for business and the new service 
will make commuting to meetings, events and 
conferences all the more convenient, hassle 
free and enjoyable.”

Edinburgh Chamber of Commerce members 
keen to know more about the new Caledonian 
Sleeper service can visit http://newtrains.
sleeper.scot/ for additional details and imagery 
of how the trains will look.

A new dawn for Caledonian Sleeper
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The correct formula for your business
AUDIT & ACCOUNTING • TAXATION • CORPORATE FINANCE • PAYROLL & EMPLOYMENT TAXES

CONSULTING • OUTSOURCING • GLOBAL MOBILITY  • WEALTH MANAGEMENT

t: +44 (0)131 357 6666  •  e: edinburgh@aab.uk  •  www.aab.uk

ANDERSON

ANDERSON

& BROWN LLP

 
 

So, let’s ask a few questions:

Q1. What is MTD for VAT?
Put simply, from 1 April 2019 (so counting from 
1st October 2018 that’s only 116 working days), 
if you are VAT Registered with turnover greater 
than £85,000 you will no longer be able to log 

onto the Government Gateway and submit your 
VAT Return.

Q2. How will I submit my VAT 
Return then?
You will have to do this through (technical term 
coming up!) ‘functional compatible software’.

Q3. What does that mean?
Old versions of accounting software may need 
to be upgraded, manual systems will have to be 
changed to digital.

Q4. I’m using software already – 
won’t it work next year?
There isn’t a list available yet of software 
which will work. The technology is still being 
developed and, although HMRC is currently 
working with software providers, the list hasn’t 
been published. But we do know that some 
software providers have already said they won’t 
be updating old versions of their software.

Q5. So how do I know what to do?
Ask your software provider if they are changing 
the version that you use to be compliant. Or 
ask your accountant; as we work with many 
different systems we are well-placed to help. 
And remember - if you are using spreadsheets 
or a manual system you will need to change.

Whatever else you do - don’t ignore it. You 
will have options and it is a great opportunity 
to evaluate what you are getting from your 
existing system and consider whether you 
could benefit from moving to one of the newer 
platforms.

We want to help you make sure you get the 
most out of any changes which you may have 
to make. It’s not just about meeting HMRC’s 
requirements on MTD-Day; we have helped 
many businesses benefit from the enhanced 
efficiencies and reporting available, particularly 
using cloud-based software. So, don’t hesitate 
to contact us to find out how AAB can help you 
understand and get the most out of ‘Making 
Tax Digital’.

Making Tax Digital for VAT
It’s a bit like GDPR – everyone’s suddenly talking about Making Tax Digital for VAT 
(“MTD”) but many businesses don’t know what it means and how it impacts them, 
let alone what they might have to do.

Hilary Dyson, 
Anderson Anderson & Brown LLP, Chartered Accountants & Business Advisors
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The family-owned group of 10 four-star 
contemporary hotels announced a set of 
strong financial results for 2016-17 which saw 
turnover up six per cent to £65 million.

But the group is not one to rest on its laurels 
and, when it comes to attracting clientele and 
fostering continual growth, there is a firm 
focus on using its position of strength to keep 
improving, evolving and staying ahead of the 
game.

Chief Executive Angela Vickers said: “Our 
strong track record in the four-star market can 
only be achieved through investment in our 
existing portfolio, as well as providing excellent 
customer service and brand standards.”

That’s why, hot on the heels of those results, 
came a commitment to invest £15 million 
to refresh properties across its portfolio – in 
Dundee and London as well as Edinburgh, 
which is home to four of its hotels.

Apex Grassmarket – which commands a prime 
spot in the Old Town, right in the city’s cultural 
heart with stunning views of the iconic castle 
– benefitted from a seven-figure refurbishment 
as part of the bumper investment package.

Every single one of its 169 bedrooms 
underwent a stylish transformation, ensuring 
top class surroundings for the influx of visitors 
that flock to the city.

And the development of the Grassmarket hotel 
is set to continue, with plans in the pipeline for 
a revamp of its decking area, which offers an 
incredible Castle view.

The work under the multi-million group 
investment also saw improvements at 
Haymarket and Waterloo Place within the 
capital.

As a package, the refurbishment puts Apex 
in prime position to cater for tourists and 
business travellers alike – and elevates the 
group’s existing signature ‘warmer welcome’ to 
another level.

Conferencing and events
The continuous work undertaken by Apex is not 
solely focused on attracting a huge tourist trade 
– business customers are equally as important 
in a city renowned as a conference destination.

Apex’s carefully chosen locations throughout 
the capital perfectly complement the city’s 
top air and rail links, and that’s why top quality 
conference and events spaces are also high on 
the group’s agenda.

The majority of the properties cater for groups 
of various sizes, perfect for small meetings 
or interviews or even large conferences, with 
catering and break out areas creating inspiring 
spaces to conduct business.

Conference and events staff are also on 
hand to create a tailored experience ensuring 
delegates enjoy a dynamic and inspiring 
experience.

And it’s by no means all-work-and-no-play. 
There are events spaces suitable for intimate 
gatherings, private dining, parties, fundraisers, 
balls and more, with planners on hand to help 
make them perfect.

Festive countdown
The teams across all four Edinburgh hotels are 
in the midst of preparing for one of their busiest 
times on the events calendar…Christmas.

Events experts are on hand to help find the right 
ingredients the ultimate festive bash – the best 
space, date and time, the right food and drink, 
entertainment and more.

From party nights and lunches to festive dining 
and even a Christmas Day feast, there’s plenty 
on offer – and tailored packages can also be 
created.

Any businesses out there looking for an 
amazing Christmas venue should look no 
further than Apex. Find out more at 
www.apexhotels.co.uk/christmas

Strong results and 
commitment to 
investment spell 
success for Apex

As 2018 enters its final months, Edinburgh-headquartered Apex Hotels is 
reflecting on a year of success, bolstered by strong financial results and a focus 
on investment across its portfolio.

CHAMBER NEWS



I had the pleasure of welcoming participants in 
our Gateway Project to Meadowbank House in 
June, allowing us to gather feedback about the 
things that are working well for our customers 
– so that we can share that learning across 
the business – as well as things that aren’t. I 
can’t address a problem unless I know it exists, 
and days like this feel particularly important in 
helping us deliver services in a way that works 
for all of our customers. I know that a day out 
of the office alongside the demands of the job 
is a significant sacrifice for our stakeholders, 
so I’m particularly thankful that so many of the 
people we are here to serve are willing to take 
the time to help us get it right.

The Gateway project has helped us to identify 
some of the key pain points for our customers, 
and we are reviewing the findings to ensure that 
as part of our ongoing digital transformation 
wearen’t only listening to feedback – we are acting 
on it and incorporating new ways or working in the 
way that we operate. This, in turn, helps us deliver 
the best possible services for our customers.

Supporting our customers
On that note, I was particularly pleased to 
welcome the Scottish Trans Alliance (STA) to 
Meadowbank House last month to discuss 
some of the ways that RoS can support our 
transgender customers. That too came out of 
early discussions with trans people about some 
of the policies we had in place that didn’t quite 
work for them. We are working across teams to 
examine the problems that have been identified 
and working hard to find ways to change them.

I met with James Morton, Manager of the 
STA, to talk about one of the policies that we 
hope will make a real difference to our trans 
customers. We had been told that there was 
some anxiety around name changes on title 
sheets, so we looked into how we could make 
that process fit for purpose.

We know how important respectful recognition 
of trans people’s identities is, and it’s for that 
reason that we have procedures in place 
to ensure that trans customers updating 
their title sheets with new names accurately 
reflecting their identity are treated with dignity 
and respect. We also know that there are 
sensitivities around the erroneous use of the 
names trans people were formerly known as.

When we are told by a person that they are 
undergoing, or have undergone, a process of 
gender reassignment we will show only their 
new name on their title sheet and change 
existing entries in the securities section so 
that they no longer reflect the name used in 
the security deed, but instead reflect their new 
name as granter of a heritable security.

We hope that this will give customers some 
reassurance that we take trans equality 
seriously, and are keen to keep an open mind 
about other ways in which we can adapt our 
work practices, to ensure that we are always 
thinking about how best to meet the needs of all 
of our customers. I have also asked colleagues 
to start thinking about the support that we 
provide to trans employees, and I look forward 
to driving that forward over the coming months.

www.ros.gov.uk

BC ADVERTORIAL

Engaging with stakeholders

Delivering 
Digital
Our Digital Discharge Service (DDS) was 
launched in May last year, and has been an 
overwhelming success. Digital Discharges 
deliver the highest level of security, 
offering peace of mind to both solicitors 
and their clients. 

One of the challenges of operating in a 
modern business environment is that lots 
of people want, and expect, everything to 
be done more quickly – DDS delivers that, 
whilst also managing to cost the customer 
less rather than more. We have completed 
27,802 digital discharges to-date, and in 
July this year, 36.per cent of all securities 
were discharged via DDS.

The roll-out of ScotLIS is another key 
work area for RoS and the response from 
our business users – there have been 
30,243 since its launch – to ScotLIS has 
been incredibly positive, with customers 
reporting efficiency savings. One of the 
next steps for ScotLIS will be making 
access for the citizens easier and more 
affordable. We have so far had 88,932 
public users since ScotLIS went live and 
we are looking forward to seeing that 
number increase as we introduce simpler 
payment methods and reduce costs over 
the coming months.

It has been a busy summer for Registers of Scotland (RoS), and I was delighted to 
be able to meet with so many of our external stakeholders and partners, as well 
as see progress in the ongoing development of our digital services.

Jennifer Henderson, keeper of the 
Registers of Scotland, and James 
Morton, Manager of the Scottish 
Trans Alliance
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I’ve had the opportunity to share my thoughts 
on various aspects of GDPR in the past, but 
with the 25th May now behind us, I’ve taken the 
time to reflect on our initial compliance journey 
at OpenCRM, the steps we took and the big 
wins we achieved.

Alongside a more robust and sharpened Data 
Security policy, the process of GDPR compliance 
has strengthened the way we operate as a 
business, improved the way we engage with 
our customers and streamlined the way we 
collaborate as a team.^

The Ripple Effect
It was without doubt that the introduction of 
GDPR was going to mean a complete evolution 
of our Data Security policies and procedures, 
after all, the goal posts had moved. But the 
nature of developing this process, led us 
down avenues of further evolution across the 
business.

Through the new requirements we faced, we 
found new best practices, technologies and 
methodologies emerged, allowing us to get 
some big wins in other areas of the business as 
well. Discussions around capturing consent lead 
to new Account Management steps, by exploring 
how we retain data we found new technology 
features with cross department benefits and 
engaging with expert consultants helped to 
broaden our infrastructure capability.

The Big Win – Evolution breeds evolution; by 
taking the time to explore new and exciting 
changes in our Data Security policies other 
interconnected processes benefitted from the 
best practices we uncovered.

Enhancing our Customer Focus
For us, GDPR was a great project as it was purely 
focused around our customers, ensuring we were 
doing everything in our power to secure their data. 
Whilst we all aim to put our customers at the front 
and centre of everything we do, often our product, 
processes or people can be cause for the focus to 
slip.

It helped to reaffirm the clarity of what we do 
and why we do it. As a software provider, we’re 
here to build tools that not only help businesses 
manage what they do but ensure they do it 
in the right way – GDPR epitomised that and 
helped remind us of what it’s all about – our 
customers!

The Big Win – GDPR gave us the opportunity 
to put the customer at the front of what we do! 
It helped remind everyone what really matters 
and re-energised the entire business.

The Benefits of Empowerment
For the nature of our GDPR project in particular, 
we knew we needed to extend our open 
company culture to enable us look objectively 
and honestly at where we were and how we 
needed to change to meet the challenges. 
We gave the project the maximum authority 
it needed to rewrite some key areas of our 
business, but above that, we gave the project 
team the authority to challenge all that was put 
in front of them.

We knew granting this authority would be 
essential, we needed our team to not be afraid 
of challenging if something was truly correct or 
suggest how to do something better. It didn’t 
matter if that was to one of our newest starters 

or to me as the Managing Director, we had to 
apply the due-diligence to achieve the right 
result.

The end result? A Data Security policy we’re truly 
proud of and can fully get behind. The level of 
challenge and scrutiny meant we couldn’t rest 
on our laurels, we covered all the angles and 
accounted for the risks.

The Big Win – By giving our GDPR team the 
maximum authority, we fostered the approach 
we needed. Hierarchy can undoubtably cause 
barriers, if you break them down, you can achieve 
the best results.

Whilst I don’t believe the ICO (or anyone really) 
has really got their heads around the impact 
GDPR will have on the tech industry, I’m proud 
of what we’ve accomplished. Alongside a robust 
security framework, we’ve felt the wider benefits 
of an open and enthusiastic project that’s bred 
evolution in many different areas, empowered 
our staff to ask questions and helped us set our 
sights back on what matters, the customer.

To talk to a member of the OpenCRM team 
about how CRM softwre can benefit your brand, 
just call 01748 473000 or visit the website: 
www.opencrm.co.uk

Graham Anderson, is the CEO 
and founder of OpenCRM, one 
of the UK’s leading customer 
relationship management 
systems.

The Big Wins from our GDPR Compliance Journey
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IT  centric
T h e r e  i s  a l w a y s  a  s o l u t i o n

Our IT solutions
keep your business 
world moving
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nCall 0131 477 2644
to arrange your free initial consultation
www.itcentric.co.uk   enquiries@itcentric.co.uk

Managed IT services  
to support, secure & enhance 
your business.
From complex server installations to network  
design & management; security & data  
solutions; managed backup & antivirus  
software; cloud services; VOIP & broadband – 
we’ll provide game changing IT solutions  
for your business. 

Our customers come from a wide range  
of industries and typically require support for  
50-100 users. If you’d like to find out how your 
business can benefit from our IT support  
& solutions, we’d love to hear from you.

IT centric world ad .indd   1 30/08/2018   10:01

IT Centric is the trading name of SortmyPC Ltd. Mackenzie Cottage, 302 Colinton Road, Edinburgh, EH13 0LE
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1. Know your market. Who do you want to work 
with, and why? Why would they want to work with you? 
What territories are most important to you? If you don’t 
understand your customers and their needs then it will be 
impossible to build an international brand.

2. Have the best people. You can’t build a brand nor a 
business without incredible people around the table. Your 
team is everything and they are the face of your business 
wherever they go.

3. Build a strong culture. To me, you have to live and 
breathe the culture of your business. Your customers 
need to see and feel it every time they are in contact with 
your business – it is what differentiates you.

4. Think world-class. If you want to build an 
international brand you need to think big. Aim to be the 
best as being second best isn’t an option. Excellence is 
key.

5. Find your style and be memorable. What makes you 
stand out as a business? What differentiates you from 
your competitors? Some call it their USP – but what really 
makes your business unique and memorable?

6. Be authentic. Be clear on what you stand for, both to 
clients and to your team. As leaders we are here to coach 
and encourage our people, not dictate and micromanage. 
Be yourself and show you are not infallible and too make 
mistakes. Mistakes are part of the journey of learning, and 
personal development is an integral part of growing an 
international brand.

7. Tell stories. Make your business personal. Don’t just amplify 
what you do - communicate in clever ways how you do it, why you 
do it, how your team works. People buy people and trust builds from 
personal relationships.

8. Get on a plane and go and speak to people. Nothing can 
replace a good, old fashioned face to face meeting. Do your 
homework and know who you want to meet and why. Plan ahead 
and prepare for people to cancel or change meetings but ultimately 
this is the best way to make global connections and relationships. 
All for the price of a plane fare and a few nights in a hotel.

9. Have an excellent digital strategy. Plan, plan and make more 
plans. Think content curation, themes and styles. Think visually. 
Invest as much as you can in this area; it’s your platform to reach 
the world and a chance for you to promote your business globally. 
And yes, social media may be free, but running a consistent social 
media strategy and finding your voice isn’t. It takes time and 
dedication and constant evaluation to create a strong brand.

10. Spend as much as you can afford on your marketing, 
always. Even when things are good and as especially when you are 
“too busy” to do any marketing. Marketing is the lifeblood of your 
business and it should never be neglected.

10 TOP TIPS

10 TOP TIPS ON BUILDING AN INTERNATIONAL BRAND

Name:  Marie Owen

Business name: LS Productions

Marie 
Owen



ASK THE EXPERT

You have to go back a long way in 
Glenmorangie’s history to find out when the 
first cask of its Highland single malt was sold 
abroad. In 1880, our Highland Distillery was 
being run by Anne Matheson, the widow of our 
founder. When this astute business woman 
spotted her opportunity that year, she took it, 
sending Glenmorangie’s exceptional whisky 
abroad for the first time – to Italy, and to 
America, where Ardbeg’s Islay malt was also 
being sold.

To this day, the export market remains a hugely 
important part of The Glenmorangie Company’s 
business. The world’s rising demand for our 
whiskies fuels growth year after year. And with 
our eyes firmly on the future (after all, it takes a 
decade to mature our Distilleries’ flagship malts 
Glenmorangie Original and Ardbeg Ten Years 
Old), we are planning rigorously, innovating 
tirelessly and working evermore sustainably, to 
ensure we build on that success.

Investing in our future
This year, in line with demand, we have made a 
sizeable investment in our Distilleries, starting 
work on multi-million-pound expansions at 
both sites, due for completion in 2019. At 
Glenmorangie, which is celebrating its 175th 
anniversary, we are constructing a new still 
house. Working alongside the existing building, 
showcasing two more of the Distillery’s 
signature copper stills – the tallest in Scotland 
– it will help ready the Distillery for the next 175 
years.

We have also begun work on a new still house 
at Ardbeg. This ambitious project to replace 
the old still house with a building holding four 
stills, is a testament to how far our Distillery 
has come since 1997, when it was saved from 
extinction by its loyal following, The Ardbeg 
Committee.

Since then, Ardbeg’s fan base has extended 
to more than 100,000 members in over 130 
countries – and investment is needed to keep 
pace with desire. Despite these changes, we 
are committed to ensuring that Ardbeg, revered 
by its fans as The Ultimate Islay Malt, is crafted 
in the same way as it has been since 1815.

Always innovating
The reason for this growing global appetite for 
our whiskies? We believe it’s our pioneering 
ways which, since the days of Anne Matheson, 
have enabled us to surprise and delight 
drinkers around the world.

Glenmorangie is renowned for challenging 
single malt’s boundaries. We use our 
casks only twice to age our smooth, 
rounded signature malt The Original, 
loved by aficionados and those new 
to whisky. To create Glenmorangie 
Signet’s unique mocha intensity, we 
give our Distillery over to a most 
demanding distillation using high-
roast chocolate malt. Meanwhile, 
at Ardbeg, the Committee’s 
appetite for new ways to enjoy 
their favourite malt, inspires a new 
limited edition each year.

We aim to inspire consumers in 
bars around the world too, with 
innovative campaigns that show 
our malts in different lights. Try one 
of our Glenmorangie cocktails (I’d 
recommend a Matheson’s Sour) or a 
dram of Ardbeg after a virtual-reality 
tour of Islay, and you’ll understand!

Protecting our roots
Of course, we owe our existence to our 
Distilleries’ beautiful surroundings. As we 
work to increase the sustainability of 
our enterprise, to ensure we can satisfy 
global demand long into the future, 
it’s vital we put these places first. 
Take, for example, Glenmorangie’s 
ground-breaking collaboration with 
the Marine Conservation Society 
and Heriot-Watt University, to 
bring oysters back to the Dornoch 
Firth, where they were wiped out 
a century ago.

Our Distillery has nestled on the 
Firth’s banks since 1843. With 
this pioneering project, we can 
help improve natural balance 
in the marine environment. 

It’s all part of our vision to work in harmony 
with the world around us. After all, we’ve 
been creating wonderful whisky in Scotland 
for generations – and we plan to share the 
delights of our single malts with the world for 
generations to come...

How to nurture a successful export business
Export has been a vital part of Glenmorangie and Ardbeg’s business for 
generations. As the world’s appetite for The Glenmorangie Company’s award-
winning single malt whiskies continues to grow, International Director Richard 
Yeomans explains how investment, sustainability and deliciously innovative 
drams remain key to its export success.
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Ten Hill Place Hotel @ Surgeons Quarter has now increased to 129 rooms, following 
record occupancy numbers – making it Edinburgh’s largest independent hotel.

Capacity of the successful restaurant and wine bar has also been increased and 
beautifully refurbished– the space can now host 150 guests. It also boasts a wonderful 
private dining area, “The Snug”, which can accommodate 14 guests for dinner and 20 
for a drinks reception.

Drinks & Dining led by award-winning chef Alan Dickson, is set to be a popular dining 
spot not just for hotel guests, but for local Edinburgh residents too.

Located in a historic part of Edinburgh mere moments from the centre of town, 
Ten Hill Place Hotel will ensure your stay is as relaxing as it is enjoyable.

There is one more excellent reason for choosing Surgeons Quarter. Ten Hill Place Hotel 
is owned by the Royal College of Surgeons of Edinburgh and its success helps fund the 
availability and development of surgical care around the world, which will help you 
sleep more soundly in more ways than one.

10 Hill Place 
Edinburgh 
EH8 9DS

Reservations@tenhillplace.com

Tel: +44 (0)131 662 2080

www.tenhillplace.com

Impressively situated in 1,000 acres of parkland with 300 years of history,  
the four-star Dalmahoy Hotel & Country Club baronial manor house offers 
a country retreat and city break venue all in one, just 20 minutes from 
Edinburgh’s city centre and 10 minutes from Edinburgh Airport.  

Within the hotel, we have 215 bedrooms and suites, 11 contemporary 
meeting and events spaces, two restaurants and bars offering fine and 
casual dining plus complimentary parking for 300. The historic resort also 
features two 18-hole golf courses, one of which is a Championship course, 
plus a further Pitch and Putt golf course and driving range with expert tuition 
available. Our Country Club features an indoor swimming pool, sauna, steam 
room and a fully equipped fitness centre.

300 years of history, just 7 
miles from city centre

CONFERENCES & EVENTS



October/November 2018    BC       17

BC ADVERTORIAL CONFERENCES & EVENTS

www.stobocastle.co.uk 
Tel: 01721 725300  reservations@stobocastle.co.uk
Stobo Castle Health Spa, Stobo, Peeblesshire EH45 8NY

The Gift VoucherThe Gift Voucher
The Perfect Christmas PresentThe Perfect Christmas Present

Half  Day Visit
Including:

Lunch or Afternoon Tea

From £65
Relaxing Spa Day

Including:
2 Treatments & Lunch

From £115

southdalziel
historic building Fantastic former church building in the heart of Motherwell

South Dalziel Historic Building, 240 Orbiston Street, 
Motherwell, Lanarkshire ML1 1QF
t: 01698 26 31 31   e: enquiries@southdalziel.org    www.southdalziel.org

We have 5 available rooms for hire 7 days a week. 
They’re available for functions and corporate events.

Studio 1 – Large space suitable for parties, weddings and large 
functions and corporate events

Studio 2 – Upstairs space suitable for dance, art and drama. Dance 
mirrored wall

Studio 3 – Space suitable for small group meetings and classes

The Auditorium – Auditorium space for weddings, concerts, parties 
and large group events

Meeting Room – suitable for interview space and private meetings

Our Coffee Shop is open to the public and available for pre-booked 
events. You can also call to discuss any catering needs you have.

If you would like to hire any room for your event or would like to 
come and see them, please contact us
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Employee ownership is big news right now. The 
Scottish Government is backing a plan to make 
Scotland the ‘best country in the world for 
employee-owned (EO) businesses’ and wants 
to increase the number of EO businesses 
fivefold by 2030.

According to First Minister Nicola Sturgeon, “All 
the evidence tells us that employee ownership 
delivers benefits to business performance, the 
people who work in them and the places in 
which they are located.… We want to make it 
easier for companies and workers to find out 
more about this model.”

Moreover, support for employee ownership 
comes from all parts of the political spectrum, 
both north and south of the border – certainly a 
rare thing in business and politics.

More than an exit strategy
Employee ownership is sometimes 
pigeonholed as an exit strategy or succession 
planning. It’s certainly true that it’s an excellent 
solution here but it’s more than that, as the 
Scottish Government has usefully highlighted. 
Numerous studies have shown how EO 
businesses outperform other types of business 
(see Box on ‘The Business Benefits’).

There are also tax benefits for both owners and 
employees. Owners who sell more than 50% 
of a company to employees receive capital 
gains tax relief (as long as certain conditions 
are met) so they pay no capital gains tax on 
the sale. Owners can retain a minority stake so 
they can still benefit from future profits and a 
sale. Furthermore, staff in an EO business are 

eligible for (but are not guaranteed!) a tax-free 
annual bonus of up to £3,600.

Increasing popularity
The Scottish Government’s plan involves 
funding an industry leadership group to drive 
growth in this area but there’s no need to wait 
for its work to be finished. There are already 
over 100 EO businesses in Scotland, generating 
combined turnover of around £940 million.

Take-up of the model is accelerating, according 
to Sarah Deas, a director at Scottish Enterprise 
and Head of Cooperative Development 
Scotland (CDS) which supports businesses to 
move to employee ownership. Deas reports 

that CDS has been working on a deal a month 
on average in the past year: “Our client pipeline 
is expanding too, indicating take-up of the 
model will continue to accelerate”.

The Scottish Government wants to have 500 
EO businesses in Scotland by 2030. To support 
this, Co-operative Development Scotland offers 
businesses three days of free support to help 
them explore the options.

Different types of employee 
ownership
There are three types of ownership available, 
each with its own pros and cons:

Employee ownership 
offers more than a 
great exit strategy

Whether you’re looking at succession planning or for a way to 
boost business performance, employee ownership may be the 
answer, writes Douglas Roberts, left, from Lindsays’ Corporate and 
Commercial team.
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n  Direct employee ownership - where 
employees become individual 
shareholders. Benefits of this include 
employees feeling directly engaged in the 
future of the company. However, each 
time an employee moves on the shares 
need to be transferred to someone else, 
with commensurate paperwork to be 
done and potentially stamp duty to be 
paid.

 n  Indirect employee ownership - where 
shares are held collectively on behalf 
of employees, normally through an 
Employee Ownership Trust. This offers 
simpler ongoing administration and 
quicker decision-making than direct 
employee ownership.

n  Hybrid ownership - this combines the 
two with some of the shares being held 
by a trust and other shares by individual 
employees (and sometimes the departing 
owners). These structures are the most 
common in practice with, for example, 
a new CEO or other directors holding a 
minority stake with the trust holding the 
rest. The flexibility of hybrid ownership 
allows for the current owners to scale 
down their holding over time and make a 
phased exit from the business (good for 
continuity) or for shares or share options 
to be held by the new management team 
to attract or incentivise the new driving 
force of the business.

Each of these options is more or less 
attractive in different scenarios so 
experienced, tailored advice is important. 
In each case, there will be practical and 
commercial decisions around, for example:

n  the value of the business

n  employee engagement and 
incentivisation

n  how to raise finance to buy out the 
owners

n  the tax implications

n  the pace of the buyout

n  governance.

All decisions about moving to employee 
ownership also need to be made in the 
wider context of tax, employment law, 
protecting intellectual property and other 
assets, and the overall financial climate and 
landscape for raising finance (either through 
mainstream lenders or other sources). If 
the business is family-owned there may be 
relationship and succession issues to factor 
in as well. Therefore, any move towards 
EO should be made with advice from EO 
advisers, lawyers and accountants who have 
expertise in this area.

Employee ownership is not confined to one 
type or size of business. The most famous 
example of an EO in the UK is probably the 
huge John Lewis Partnership but we’ve also 
seen it work successfully for a business 
with just nine employees.

Its benefits go beyond individual sectors 
too. We’ve seen positive examples in food 
processing, engineering, manufacturing, 
care homes, tourism and many other 
industries, as well as the two business case 
studies shown here.

What are these benefits? Various academic 
studies have pointed to higher profitability 
and productivity, lower absenteeism rates 
and more resilience among EO businesses. 
They are typically 5% to 10% more 
productive than those with more traditional 
ownership structures and during the last 

recession, EO companies grew sales by 11% 
while traditionally structured businesses 
managed an increase of just 0.6%.

Further, a recent survey of 100 EO 
businesses by the Employee Ownership 
Association found that, in addition to having 
greater levels of productivity and efficiency 
than non-EOBs, they have better workforce 
retention, easier recruitment and a strong 
record of encouraging employees at every 
level to drive innovation – itself a way to fuel 
resilience and growth.

The Business Benefits

Case study

Securing the future 
of a business
Palimpsest Book Production Company was 
established by Craig and Ruth Morrison 
in 1994. It’s one of the UK’s leading book 
production companies, offering a range of 
pre-press services including typesetting, 
proofreading, digital publishing, design and 
reprographics.

Craig and Ruth have chosen the EO model 
as a solution for securing the future of the 
company and giving the employees the 
opportunity to participate in the future of 
the business. We helped them set up a new 
Employee Ownership Trust which now holds 
a controlling interest in the business on 
behalf of the 21 employees.

Co-founder Ruth Morrison says, “The 
support we received throughout the 
transition process was invaluable and we 
appreciate the experience that Douglas 
Roberts and Lindsays were able to offer 
regarding the legal and commercial 
elements of the transaction.”

Case study

A retirement 
solution
Harvey Map Services is a Doune-based 
professional mapmaking service for outdoor 
pursuits such as orienteering, hillwalking 
and mountain marathons. Last year, with 
the founders making plans for retirement, 
we helped them use employee ownership to 
secure the business’s future.

“Having formed and developed this business 
into a market-leading company over the 
past 40 years, we didn’t want to sell to a 
competitor and see our life’s work absorbed 
into another company,” said co-founder 
Susan Harvey.

“We wanted a succession solution which 
gave the company, the jobs and the brand 
a good chance of continued independent 
existence following our retirement; 
employee ownership ticked all our boxes.”

With support and advice from Lindsays 
and Co-operative Development Scotland, 
the owners set up an Employee Ownership 
Trust which now holds 90% of the shares 
on behalf of the employees. This will 
allow the company to protect the future 
of the business as well as offering the 
well-established benefits of the employee 
ownership model (See ‘Business Benefits’ 
above). lindsays.co.uk
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CORPORATE VIEW

Duncan Whitehead,
EY’s Economic Advisory lead in Scotland

Last December the year ahead looked 
particularly positive for the Scottish economy 
with GDP growth predicted not only to 
significantly increase but to also match that of 
the UK as a whole in 2018 (1.4%), as reported 
by the EY Scottish ITEM Forecast 2018.

Fast forward to summer and the lie of the land has 
shifted slightly. Yes, the Scottish economy is levelling 
out after something of a tailspin with GDP growth 
forecast to be 1.3% in 2018 compared with 0.8% in 
2017, but once again we start to see a divergence 
between Scotland and the UK-wide economy – with 
the UK predicted to exceed previous expectations 
and reach 1.6% growth this year.

Scotland has not been able to buck the trend of 
lagging behind the UK for at least the last five 
years. This looks set to continue with Scotland 
predicted to grow at a slower pace than the UK 
as a whole through to 2021.

There is also real disparity between our 
domestic and international performance with 
another of our key barometer reports, the 2018 
EY Scottish Attractiveness Survey, showing 
Scotland continuing to have unprecedented 
success in attracting foreign direct investment 
(FDI), having set new records in each of the 
past three years. In this area we see Scotland 
enjoying a higher rate of growth than the UK as 
a whole (7% compared to 6%) and securing the 
highest number of research and development 
(R&D) projects in the UK. The real challenge 
facing the Scottish economy is improving the 
prospects for growth in domestic demand.

Economic growth in 2018 is expected to be 
driven by the continued positive contribution 
of consumer spending, albeit at a slower 
pace as the savings ratio dwindles. The rate 
of consumers’ expenditure is due to fall from 
1.1% in 2017 to 0.5% this year. The strength of 
exports in 2017 resulted in net trade delivering 
the biggest boost to the Scottish economy last 
year, and this is expected to be repeated in 2018. 
However, a strengthening pound, which will make 
products more expensive to international buyers, 

will temper some of the positive impact this year.

Employment growth is forecast to slow to 
0.7% in 2018, and to 0.2% by 2021 with private 
services predicted to be responsible for the 
majority of employment. Construction will also 
contribute to job creation as the sector recovers 
from eight consecutive quarters of contraction.

In-line with UK trends, sectors that are reliant 
on consumer spending and tourism, such as 
‘accommodation and food services’, ‘wholesale 
and retail’, and ‘arts, entertainment and recreation’ 
are also expected to grow in employment terms 
while Scotland’s retail sector is expected to 
experience modest job losses in 2018.

The main risk to Scottish economic growth is 
Brexit. There are still a number of key issues 
that need to be agreed between the UK and 
the EU, while uncertainty persists business 
investment is likely to be lower than might 
otherwise have been the case.

And while we can continue to rely on the 
export market to boost Scotland’s economy, 
momentum gained in 2017 is likely to be 
challenged with sterling strengthening and 
therefore the same contribution to growth 
cannot be expected throughout 2018.

Likewise consumer spending, the traditional 
driver of economic growth, is expected to 
remain subdued with consumers cautious.

The forecast is a little brighter for 2019, with an 
expected 1.6% growth, as consumer spending and 
business investment are expected to strengthen.

Scotland’s economic forecast is positive and it 
is building momentum with growth rates firmly 
expected to stay above 1% for the foreseeable 
future. While this is welcome news, it is not setting 
an agenda of outstanding performance, if anything 
it is an incentive to double down on efforts to drive 
business and economic growth. This is particularly 
important in uncertain times, with Brexit looming on 
the horizon, nothing can be taken for granted.

Levelling out of a tailspin but what’s next for 
Scotland’s economy?

“Employment growth is forecast to slow to 0.7% in 2018, 
and to 0.2% by 2021 with private services predicted to be 
responsible for the majority of employment.”

Duncan Whitehead



Edinburgh ecological consultancy 
leads the field
One company taking a fresh approach to ecological consultancy is Ellendale 
Environmental. Their straightforward and practical advice has helped numerous 
clients gain (and implement) their desired planning proposal.

Their experience encompasses projects of 
all sizes, for both public and private sector 
organisations, from major infrastructure, 
utility, construction and residential projects 
to conversions of individual barns and 
outbuildings.

Such is their expertise that Ellendale has 
worked with organisations including Scottish 
& Southern Energy, Balfour Beatty, Savills, 
McGregor Construction, a number of architects 
and planners – amongst others – yet their 
portfolio also includes smaller, one-off projects 
too.

The Ellendale way
As founder Stewart Parsons explains “Each 
project is the most important project to us, no 
matter what the size of the scheme, we give it 
the same care and attention – we don’t simply 
deliver a report but provide ongoing advice and 
support which help our clients progress their 
projects”.

Ellendale’s expertise means they understand 
the environmental challenges presented 
by projects within the context of British 
and European Environmental Law and can 
find a way forward within those regulatory 
constraints.

As Ally Johnston explains, “The Ellendale team 
have a good understanding of construction 
practices and the problems we can encounter 
on site. They proactively find solutions to both 
environmental and ecological constraints to 
allow the works to continue, whilst protecting 
the environment and ensuring the contractor 
stays on the right side of the law. Ellendale 
provide a modern approach to ecology and 
environmental management, I would certainly 
recommend their services to everyone”.

Surveys that deliver solutions
Ellendale is licenced to provide a range of 
specialist ecological surveys, including baseline 
surveys that indicate the characteristics of an 
area, pre-construction surveys, plus species 
and habitat surveys.

Through their work, Ellendale detect whether 
protected species are present on a site, identify 
how they use that site and then advise clients 
on how to take a project forward without it 
having a detrimental effect on the wildlife.

Always being solution-focused, where an 
impact on wildlife is unavoidable, Ellendale 
suggests straightforward, effective mitigating 
steps that will protect the wildlife and their 
habitats – giving development projects the best 
chance of going ahead.

As client David Stirling of Simul Consultants, 
planning and heritage consultancy explains: 
“We have engaged Ellendale Environmental for 
a variety of ecological work over the last four 
years. They have always been quick to respond 
and have assisted our clients with their planning 
applications. Ellendale are very reliable and their 
survey work, mitigation proposals and reports 
have allowed us to obtain many planning 
approvals on sites of ecological interest”.

Taking projects forward
Once planning permission has been obtained, 
implementing projects is the next challenge and 
it’s imperative that construction is progressed 
in a way that doesn’t contravene wildlife or 
environmental regulations. Commitments 
made to acquire planning consent must be 
carried through and that’s why having an 
environmental ecologist on site helps ensure 
the project runs smoothly.

Ellendale Environmental provides Ecological 
Clerk of Works / Environmental Clerk of Works 
(ECOW) services to projects throughout the 
UK and Europe, supervising construction sites 
to ensure work continues on schedule, finding 
practical solutions whatever the restrictions of 
the planning consent.

Recognition for best practice
A particularly significant project for which 
Ellendale Environmental has provided ECOW 
services is the Almondbank flood protection 
scheme which has recently received a 
prestigious Green Apple Environment Award – 
which recognises environmental best practice.

The Almondbank flood protection scheme 
comprises a series of flood defences along the 
River Almond and the East Pow Burn, plus a 
temporary flood storage – designed to protect 
a community which has suffered a number 
of flooding instances in the past. Such is the 
scope of the project that it represents an 
investment of an estimated £14.7M.

Ellendale Environmental has worked with 
Balfour Beatty as part of the onsite ecological 
and environmental management team, 
undertaking protected species surveys and 
monitoring the project, providing advice and 
support to Balfour Beatty and Perth and 
Kinross Council – enabling the project to 
progress full steam ahead.

Your planning proposal
Have you had difficulty gaining planning 
permission? For ecological advice that will 
give your planning proposal the best chance of 
success call 0131 4682499 or email 
info@ellendale-environmental.co.uk
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FEATURE: EXPORT

With the Office for National Statistics 
announcing in June that UK exports are at a 
record high, it appears companies are pushing 
ahead when it comes to selling overseas. 
However Department for International Trade 
(DIT) research shows there is still work to be 
done.

The DIT National Survey of Registered 
Businesses’ Exporting Behaviours, Attitudes and 
Needs 2017 (NSRB), published recently, found 
that 63% of UK businesses with a turnover of 
£500,000 or more said they think a lot more 
companies could export than currently do. And 
that’s where government can help.

DIT, the department that promotes and 
supports UK exports and foreign direct 
investment, offers a wide range of help to 
companies at various stages of their export 
journey. By visiting great.gov.uk, DIT’s website 
that brings together international trade and 
investment information/services from across 
government, you can:

n	 access guidance on key topics such as 
customer insight, export finance and 
business planning,

n	 create a free trade profile which promotes 
your business to overseas buyers,

n	 view live export opportunities from around 
the world and apply for contracts, and

n	 search for online marketplaces suitable for 
your products.

The site features the department’s Exporting 
is GREAT campaign, which aims to inform 

companies about the benefits of selling 
overseas, encourage them to consider 
exporting as part of their business plans, and 
inspire them into action.

The primary target audience of the campaign, 
which launched in 2015, are businesses not 
exporting but which have the potential to do so 
(19% of the UK business population – more than 
400,000 businesses). Its secondary audience are 
those businesses which could be encouraged to 
increase the value and scope of their exports.

A strategic approach to exports
The NSRB revealed that 32% of businesses 
surveyed said the campaign increased their 
interest in finding out more about exporting and 
up to 130,000 businesses were estimated to 
have acted because of seeing the campaign. 
These are promising figures, but DIT and 
Exporting is GREAT have ambitions to drive 
them much higher.

To support these ambitions the department 
has published its Export Strategy, which sets 
out how it plans to:

n	 encourage and inspire businesses that 
can export but have not started or are just 
beginning,

n	 help businesses access the right 
information, advice and practical assistance,

n	 connect businesses to overseas buyers, 
markets and each other, and

n	 ensure no viable export fails for lack of 
finance or insurance from the private sector.

Export success for Scottish tech 
firm
Innovative company sensewhere, which 
was set up following the development of 
pioneering technology by University of 
Edinburgh researchers and the provision of 
Scottish Government support, is one of many 
in the UK that have successfully sold their 
products overseas. The firm, which produces 
indoor-location technology for mobile phones, 
has exported to Asia with DIT’s support – 
notably to Chinese internet service provider 
Tencent.

The company has another link to DIT – it is an 
‘Export Champion’ for the Exporting is GREAT 
campaign. The champions, which are at the 
heart of the campaign, are everyday businesses 
of all shapes and sizes from across the UK that 
are proudly selling overseas.

If you’ve exported before and want to be part 
of the Exporting is GREAT campaign, you can 
register to become an Export Champion.

Each company that is accepted onto the 
initiative will have access to a suite of digital 
Exporting is GREAT assets and be considered 
for the campaign’s marketing materials and 
PR/social-media activity.

Learn more about the export support available 
to you on great.gov.uk and 
scottish-enterprise.com. You can also get 
export support from other organisations such 
as business organisations, professional/trade 
associations and banks.

Exporting isn’t just good, it’s GREAT
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Businesses increasingly 
recognise that operating 
sustainably is now high 
on the list of demands 
from consumers, who are 
increasingly interested 
in how services and 
products are sourced and 
delivered to them.
This has translated into a growing recognition 
of the need to “go greener”, with the current 
focus on plastic pollution being just one 
example.

But the challenge to engage with, and be part 
of, the circular economy – keeping materials 
in high value use for as long as possible - need 
not be daunting for businesses.

The Scottish Government developed a strategy 
in 2016 to move the country towards a more 
circular economy and its two key elements are: 
to develop a more comprehensive approach 
to producer responsibility and drive choices 
for reuse, repair and remanufacture, while fully 
exposing and addressing the costs of recycling 
and disposal; and to reduce all food waste by 
33% by 2025 – the first such target to be set in 
Europe.

The circular economy can in fact unlock 
opportunities to grow and innovate – just ask 
Edinburgh-based Vegware.

Vegware supplies the food industry with 
compostable, plant-based packaging and 
disposables as well as operating a composting 
collection service and an environmental 
consultancy, winning over 60 awards for 
sustainability - twice winning the Queen’s 
Award for Enterprise. This success has led to 
the company frequently featuring as one of 
the UK’s fastest growing, with regular reports 
of double digit turnover growth.Joe Frankel, 
Founder of Vegware said: “The scale of 
opportunity is massive. Businesses across all 
sectors can incorporate the circular economy 
into their business models, and in the future we 
are likely to see legislative changes which drive 
this anyway.

“Greener policies and actions are expected 
to extend a business’s visibility and appeal to 
consumers, saving them money in the long 
term. By encouraging sustainability, these eco-
friendly policies will assist in future proofing 
business too.

“Food contamination is a big problem in 
recycling. Card or plastic with food on it can’t 
be recycled. Our solution is that we offer plant-
based compostables, designed to be recycled 
along with food waste. Instead, Vegware 
products such as compostable coffee cups, 
cutlery and burger trays help create quality 
compost that in turn plays an essential role 
in soil health and food security. This provides 
an alternative to non-recyclable, single-use 
packaging combining plastics and card, and 
takes away the need to remove food from its 
packaging before recycling.

“Last year in Scotland, we launched our own 
composting collection service, which collects 
used Vegware products and food waste. As an 
Edinburgh business, it feels great to know that 
we are helping other local businesses, including 
Union of Genius and Pumpkin Brown, move 
towards zero waste.

If Europe moved towards a more circular 
economy, it could generate over £1.4 trillion of 

annual benefits by 2030 – that’s a huge scale of 
opportunity.

Circular Edinburgh is a joint initiative delivered 
by Zero Waste Scotland and the Edinburgh 
Chamber of Commerce. Circular Edinburgh 
complements Zero Waste Scotland’s 
nationwide support for SMEs to develop 
circular economy business ideas, including 
its £18million Circular Economy Investment 
Fund and Circular Economy Business Support 
Service.

For further information please visit 
www.edinburghchamber.co.uk/circular-
edinburgh/

or contact Mayan Grace or Aileen Boyle 
on 0131 221 2999 (option 5) or email 
circulareconomy@edinburghchamber.co.uk

CIRCULAR EDINBURGH

Circular Economy focus on: Vegware
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Global Strategy
Launching and protecting innovation in a new 
territory requires a global strategy that deals 
with the many, varied and often specific local 
business and intellectual property (IP) issues 
which arise. Having a good understanding of 
the product, the local market and the relevant 
product legislation, and a plan in place to 
manage the expansion of the business into 
each new territory and to monitor competitor 
activity so as to be in a position to take action 
at the appropriate time, is crucial to the 
successful international launch of an innovative 
product.

For example, some products are specifically 
designed for use in a select number of 
countries, or some companies may only have 
competitors located in select countries and so 
they should consider carefully the geographic 
protection needed for each project. This can 
result in a company needing to maintain a 
number of different IP strategies depending 
upon the geographic area of use, location of 
competitors and also the local IP framework in 
force in those countries.

Patents
When seeking to protect an innovative product 
or process, a company will typically file a 
patent application in the UK which provides 
a 12-month window within which to file 
corresponding patent applications in other 
countries into which they may, in time, wish 
to expand. It is possible to file an international 
patent application which effectively increases 
this 12-month window by a further 10 months, 
but it is important that companies begin 
strategic planning as early as possible in the 

product lifetime to ensure that they cover the 
most important markets.

Registered Designs
If the product only has a short shelf-life or 
embodies incremental modifications over time, 
particularly in relation to the appearance of the 
product, then the protection afforded by design 
rights and more specifically registered designs 
may be a more cost-effective alternative to 
patents particularly in countries that involve a 
lengthy and costly patent process.

Trade Marks
Choosing the right trade mark can mean the 
difference between success and failure of a 
global product launch strategy, particularly 

in countries where the trade mark needs to 
be translated into the local language. For 
example, a trade mark may be absolutely fine 
in English, but when translated into Spanish 
for sale in Mexico it may be either offensive, 
unpronouncable or unsuitable for the product 
in question.

Take Action Early
For companies building an international IP 
portfolio, considering these issues at an early 
stage of each project is crucial as each project 
may require a different IP strategy and delay 
in taking action could lead to limitations in the 
remedies available. An intellectual property 
attorney will be able to discuss the issues 
relevant to you and devise a tailored strategy 
for your business.

Going global? Make your intellectual 
property work for you
Wendy Crosby of Murgitroyd explains how to develop a business strategy with 
intellectual property in mind.

Wendy Crosby 
of Murgitroyd 
recommends 

contacting an 
intellectual 

property 
attorney at 
the earliest 

opportunity to 
define the right 

strategy for 
your business
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When expanding to international markets, 
many companies overlook the importance of 
including the translation of their website as 
an integral part of the plan and do not budget 
for it. As a result, they are deterred by the 
additional costs of translating the content by 
professionals and use machine translation 
as a solution instead. This results in loss of 
business, potential customers being put off by 
mistakes on their website and a negative brand 
image being portrayed by their company.

Led by management team Paul P Kenny and 
Maria Graves, Edinburgh-based translation 
company weRtranslations, have faced this 
scenario innumerous times. Focused in 
helping businesses expand to international 
markets and export and trade, they offer a 
range of linguistics services covering over 100 
languages and delivers documents that appear 
to be originally authored in another language 
by only working with human translators with 
expert qualifications – no machine translation.

Managing Director, Maria Graves explained, 
“understanding the reach of your website 
when bringing your business to new markets 
abroad is key for success and translating 
your website by professionals who will ensure 
the accuracy and correctness of terms and 
grammar through the employment of qualified 
translators, editors, and localization agents will 
allow your business to increase sales and build 
a stronger brand image with global reach.”

Although several sources list Chinese (with 
over 1.28 billion speakers), Spanish (over 437 
million speakers) and English (over 372 million 

speakers) as the most spoken languages in 
the world, the English language has dominated 
the internet for some years now. Nevertheless, 
a report on internet usage by language (World 
Stats - Dec 2017) shows Spanish in the top 
three languages amongst internet users and 
Arabic and Japanese have shown the highest 
growth in last eighteen-years.

Providing a multilingual platform to cater to 
your potential customers in their own language 
allows your audience to feel that you care about 
their experience. Translators who specialize 
in copy writing can help create a condensed 
version of your website focusing on the main 
products your business offers so you can keep 
the costs down at a first stage and then build 
up your multi-lingual platform, little by little as 
you see the results from the increased sales.

Localization agents tailor the idioms, vocabs, 
grammar and the terminology of the content to 
cater to the specific countries you are targeting, 
which is particularly important when more than 
one country speaks the same language. Take 
Spanish from Spain and Latin American Spanish 
as an example. LATAM Spanish uses different 
idioms and vocabs for each of the 20 Spanish 
speaking countries in Central and Latin America, 
which in turn are also different to the terms used 
in Spanish from Spain. It’s needless to say that 
although machine translation might be cheaper, 
it ignores all those differences, whilst an agency 
will liaise with copy writers, translators, editors 
and localization agents to translate your website 
and guarantee and error free product that is 
tailored to the correct audience.

Director of Sales, Paul p Kenny, says “The reason 
our clients come to us is because we offer expert 
advise on how they can keep the costs down and 
provide a truly bespoke service by only working with 
human native speakers (no machine translation). 
All our translators have between 5 and 20 years of 
experience in their field of expertise, ensuring all 
aspects of the language skills are covered.”

It’s in our best interest that our client’s websites 
are successful, for their success and increased 
sales proves that professional translation is a 
good investment and they come back to us to 
keep on building their multi-lingual platform with 
more products and more languages each time.

“We have been working with weRtranslations 
on various projects since 2017. We have used 
them for everything, from policy wordings 
to website text. The nature of our business 
calls for the highest level of accuracy and 
professionalism and both Paul and Maria 
are superb at dealing with our frequent and 
deadline sensitive translation requests. 
weRtranslations have been and continue to 
be a valued partner.” - April Bushell, Head of 
Operations, Questor Insurance Services Ltd.

0131 664 8182 
Maria.graves@wertranslations.com 
paulpkenny@wertranslations.com 
www.wertranslations.com

International Markets - Level the playing 
field when it comes to languages
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T.ward shipping is a 
Leith based ships agent 
and freight forwarder 
that has been in the 
shipping industry for 
over 100 years.
We have had our primary office in Edinburgh for 
over 30 years, working mainly as ships agents. 
We look after all types of dry cargo ships for the 
ports of Leith, Rosyth and Grangemouth, with 
cargoes such as:

n  Coal

n		Pipes

n		Grain

n		Offshore equipment

Our freight forwarding activity (i.e. importing 
and exporting commercial goods for Scottish 
companies) has increased every year since 
2012. Being a small independent freight 

forwarder puts us in the best position to tailor 
our services, keep up with market trends and 
provide a bespoke personalised and friendly 
service. This ensures a high retention rate of 
very satisfied clients.

Freight forwarding is particularly valuable 
to companies starting out in importing and 
exporting. Our flexibility means we can help and 
add value where much larger companies fail to 
do so. We have the flexibility and knowledge to 
go above and beyond!

Our broad range of services covers:

n		Smaller items (usually smaller cartons 
under 60-70kgs) which usually require 
international courier shipments

n		Larger items (such as pallets) being sent by 
air and sea freight

n		Shipping full containers and project cargo

Through our international network of agents, 
we can arrange shipments to and from all over 
the world. Some recent examples include: 
shipping containers and part containers from 
China, shipping fire engines to South America, 

sending renewable equipment to Canada and 
original artwork to the USA. We are able to look 
after our clients’ shipping and customs needs 
whatever the size!

As Britain prepares to leave the EU, we strongly 
believe our personalised and friendly service 
and breadth of knowledge in international 
shipping and customs matters will benefit all 
our clients.

For more infomation contact us: 
Website: www.tward.co.uk  
Tel: +44 (0)131 554 1231 
Email: shipping@tward.co.uk

100 years of T.Ward Shipping

FOCUS: INTERNATIONAL AND TRADE

Exporting to overseas markets is a goal for 
many companies. However, they often make 
the mistake of failing to take precautions before 
dipping their toe into new ventures.

One of your most valuable business assets is 
your Intellectual Property (IP), part of which is 
your trade mark. It is the one thing that gives 
your product or services a unique identity; it 
shows their quality and provenance. It should, 
therefore, be at the top of your export plan 
when deciding to spread your wings overseas.

Generally, when deciding to export to overseas 

markets, most businesses will:

n  Identify potential markets

n  Estimate the demand and market needs

n  Find local partners and distribution channels

n  Adapt product and/or marketing

n  Determine prices

n  Participate in trade shows abroad

n	 Make logistical arrangements

n  Create a marketing strategy for new markets

However, nowhere on that list is any mention of 
trade marks and IP protection.

Trade mark registration is not 
universal
One of the most common mistakes made 
by exporting companies is their belief that a 
UK registered trade mark is universal and will 
protect them wherever they do business. That is 
simply not the case.

Registered trade marks only apply in 
the territory of the granting jurisdiction. 

Accordingly, failure to register a trade mark for 
your business before exporting to overseas 
markets can result in someone else registering 
it for their use. This is a common problem as 
many countries run a ‘first to file’ system.

These ‘trade mark squatters’ will not only 
prevent you from registering your brand; they 
can take control of manufacturing and selling 
your product in that country. As if that were not 
enough, it is also difficult, time-consuming, and 
costly to cancel these ‘bad faith’ registrations.

Therefore, if you are planning on exporting, it is 
essential you align your global IP strategy with 
your business strategy.

Oliver Tidman, founder of Tidman Legal, 
Intellectual Property Specialists, has helped 
many clients navigate the trade mark 
registration systems by successfully helping 
them realise their export strategies. For further 
information and advice, visit www.tidmanlegal.
com, e-mail info@tidmanlegal.com or call 
0131 557 6450 for a no obligation consultation.

Trade Marks ease entry to Overseas Markets
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We all know that writing 
mistakes can harm our 
credibility. But did you 
know that our writing 
style can put people off 
too?
Thanks to the style used by many organisations 
today, roughly one-sixth of the time we spend 
reading something is in fact spent re-reading it. 
Moreover, research has shown that the average 
reader—that’s most of us—processes around 
just 225 words per minute. Factor in how 
much of what we read we actually understand 
straight away, and that rate drops to a mere 
135 words: less than half a page a minute.

Now put yourself in the shoes of a potential customer, 
supplier or business partner whose first language is 
not English. Does your writing pass muster?

If not, here are 2 tips that could make a big difference.

First, whether you are writing for local or 
international audiences, it pays—literally and 
figuratively—to keep it simple. That is where 
Plain English can help. Plain English is a globally 
recognised style of writing that transforms 
jargon and wordiness into clear, concise 
language that everyone can understand. 
Governments and major companies around the 
world recommend its use, as do we.

Secondly, where you can, use the language 
of your audience. For example, you are 
probably familiar with a number of US words, 
but American English contains many less 
well-known variations on words, phrases and 
spelling, as well as important differences in 
punctuation. Getting these right shows your 
readers respect and creates a great first 
impression.

At Reporting for Business we provide a 
range of professional writing and editing 
services for organisations looking to improve 
communication with new and existing, local 
and international, audiences—including Plain 
English and American English.

For more information or a free writing analysis, 
contact Emma at:  
info@reporting-for-business.com

Consider your international readers, and 
they will consider you

FOCUS: INTERNATIONAL AND TRADE

Connect With Us

Digital marketing 
specialists

When we say  
be everywhere,  

we mean it...

www.be-everywhere.co.uk
e: info@be-everywhere.co.uk

t: 0191 5805 990
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But increasingly our creative industries are 
carving out stellar international reputations, and 
the global opportunities that go with that.

None more than Edinburgh-based video and 
film production company heehaw, where 
around a third of all revenues come from 
working overseas.

Think overseas clients like Nestle, the 
World Health Organisation, US health giants 
Medtronic. Then add in locations visited like 
New York, Poland, Norway, Malawi, Brazil, 
Mexico and Panama City – and that’s just 
what’s planned for this year!

And after recently securing a transformational 
deal with a major international brand, leading 
to projects which are already wringing into pre-
production, heehaw continue to successfully 
attract interest from all corners of the world.

Like all journeys, building an international 
portfolio has to start somewhere and in the 
view of heehaw Managing Director Mally 
Graveson it starts with attitude: “You need to be 
open to the possibilities, you need to have that 
willingness to embrace the opportunities when 
they come along.”

Business Partner and Creative Director Toby 
Trueman agrees: “It’s been about investing 
in the relationships we have, not allowing 
perceived barriers – be they cultural or 
language – to get in the way of building those 
relationships.”

The company’s openness to building their 
international business has certainly served 
them well. They now earn around 35% of 
revenues overseas, and were proud winners 
of the Edinburgh Chamber Business Awards 
International Trade gong in 2016.

Mally added: “I maintain that to succeed in our 
business we need to do three things: we need 
to create good work, that gets us noticed; we 
need to identify the opportunities that come our 
way; and then we need to deliver on them.

Such an opportunity presented itself when 
US medical device developer Medtronic were 
keen to create a video to capture innovative 
work they were involved in at Edinburgh’s Royal 
Hospital for Sick Children.

Mally said: “Medtronic wanted to use a local 
company to help produce the video for them. 
They flew over their own producer and a member 
of their marketing team, and we worked closely 
with them and with the hospital on the project. 
We pulled out all the stops, and now we are 
working with them all over the world.”

As well as working for overseas clients, heehaw 
also works for Scottish clients overseas. 
For example, working with creative agency 
Whitespace filming for a whisky brand in 
Norway earlier this year, or Brewgooder, the 
Scottish -based lager brand where profits help 
fund clean water projects in Africa. UK clients 

heehaw to 
building an 
international 
reputation

SPECIAL REPORT: INTERNATIONAL AND TRADE

Think about Scottish businesses who trade all over 
the world and the mind inevitably turns to whisky, oil 
and gas, or our renowned financial services…
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who involve working overseas also include 
Merlin Entertainment, owners of the Edinburgh 
Dungeon. “We initially did work for them in 
Edinburgh, and now we’ve done work with 
them in Amsterdam and Shanghai” and work 
in Europe and Asia for Busabout Travel, who 
organise tours for people aged 18-35.

All of this business may seem diverse in terms 
of its sourcing but it is often related, and it all 
depends on building and nurturing relationships. 
Mally said: “We did work in the Highlands 
probably 10-12 years ago. The person we were 
dealing with left, moved on, but years later 
needed some work done and thought of us.

“That led to our Swiss connection, and in turn 
that has now seen us work for the World Health 
Organisations, other UN organisations, and 
Nestle. But before these opportunities came 
along we had to nurture that initial relationship 
and deliver good work.”

Working overseas, whether exporting products 
or services, can often appear daunting, time-
consuming and challenging for businesses 
– particularly for SMEs focused on day to day 
operations. But the rewards can be enormous, 
as heehaw demonstrates, for those willing to 
broaden their horizons.

Toby said: “It is about seeing it as an 
opportunity to be grasped. Being prepared to 
travel to meet people, making yourself available 
at the right time despite time differences, 
understanding cultural differences but not 
allowing them to become barriers. Don’t let 
barriers get in the way.”

A company of creative people who love 
travel and cultural exploration, heehaw is 
determined to continue on its upward trajectory 
of international growth. “It’s good business” 
added Mally, “and for people like us it’s also a 
wonderful opportunity to travel. We’re a band of 
explorers and adventurers at heart. We love it.”

SPECIAL REPORT: INTERNATIONAL AND TRADE
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Apart from the sheer statistical argument 
– and more of that in a moment – the very 
founding of the Festival in 1947 was designed 
to use music, theatre and art to bring people 
from different countries and cultures together 
following the end of the Second World War.

It did, and it has been doing so ever since.

Perhaps it is that unique founding sentiment 
that has driven the Festival to its modern status 
as one of the greatest cultural events in the 
world, all underpinned of course, by a global 
reputation for excellence.

Year after year, decade after decade, has seen 
the Festival – and its sibling the Festival Fringe 
– grow and grow. This year saw 2800 artists 
from 60 nations take part in 180 performances. 
And they were watched by festival-goers from 

80 countries – and it’s worth remembering that 
there are only around 195 countries in the world.

The man charged with putting the enormous 
event together is Festival Director Fergus 
Linehan. As can be seen from the figures it’s a 
mammoth task, but one which he relishes. “It 
takes a bit of putting together, that’s for sure, 
but the great thing is you’re starting from a 
good place. The artists we approach all want to 
perform at the Edinburgh International Festival. 
There are very few brands in the world that 
have that kind of pull, but Edinburgh is one.

“As Scotland’s Capital, it is essential that 
Edinburgh is seen as an international city, one 
that looks outward to the world, and I think 
the Festival – along with the Fringe, the Book 
Festival and all of the other festivals – helps 
consolidate that reputation.”

While the influence of the festivals is 
international, it is important that they benefit 
local people. And they do, in all kinds of ways. 
Not only do people from the city and its 
environs support their festivals through buying 
tickets and attending performances, almost 
90% of those who do so maintain that the 
festivals make them prouder of their city.

But the festivals also have a major economic 
impact. Now for the statistical bit:

n  The city’s festivals sell around 4.5 million 
tickets

n		That is equivalent to the World Cup – taking 
place in Edinburgh every year without the 
need to build any stadia!

n		The most recent estimates put the 
economic impact of the festivals in 
Edinburgh at £280 million

n		The Festivals fuel spending of around £30 
million in accommodation, and around the 
same in the city’s cafes and bars.

n		Shopping, entertainment and transport are 
also major sectors to benefit

Festivals drive 
international 
reputation
The clue is in the name, but few organisations 
can claim to have contributed more to Edinburgh’s 
reputation as an international city than Edinburgh 
International Festival…

SPECIAL REPORT: INTERNATIONAL AND TRADE



Fergus added: “I think the fact that Edinburgh 
and the people here are so supportive of the 
Festival, and actively support it, greatly helps 
the international perception that Edinburgh is a 
unique place, and a wonderful place to visit or 
to do business.

“But we also need to constantly review and 
evaluate how we put the Festivals together, 
how they are organised, how they are run. We 
need to make sure, especially as the festivals 
grow, that we are running them in a way that 
maintains and sustains that support and that 
fits well with the city.”

The ability of the festivals to inspire people 
should also not be underestimated. The 
festivals continue to experiment, and that 

reputation for creativity adds to the city’s 
reputation for innovation.

Fergus added: “There is a quantifiable financial 
value to the festivals, and it is very substantial. 
But I think the huge and positive impact on the 
city’s reputation is also enormously important, 
as is the ability of the festivals to inspire.

“Edinburgh has a burgeoning creative and 
media sector, and a world-class science and 
innovation community. We constantly hear 
that the festivals help to inspire, help to attract 
creative and talented people to the city.

“The festivals are a major part of the very fabric 
of Edinburgh. We must never take them for 
granted or be complacent about them.”
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“Edinburgh has a burgeoning creative and media sector, 
and a world-class science and innovation community. 
We constantly hear that the festivals help to inspire, help 
to attract creative and talented people to the city.”

SPECIAL REPORT: INTERNATIONAL AND TRADE
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To book please contact the training team on 0131 221 2999 option 4 or email training@edinburghchamber.co.uk

OCTOBER

Monday 1st, 09:30-16:30 
Blogging for Business

Wednesday 3rd, 09.30 - 16.30 
Finance for non Financial Managers

Thursday 4th, 09.30 - 16.30 
Advanced Management Skills - 21st Century 
Management (Day 1 of 2)

Friday 5th, 09.00 - 13.00 
Talent Development Academy: Influencing Skills

Tuesday 9th, 09.30- 16.30  
Digital Writing Skills

Wednesday 10th, 09.30 - 16.30 
Increasing Productivity

Thursday 11th, 09.30- 16.30  
Boost your Sales Success

Friday 12th, 09.00 - 13.00 
Talent Development Academy:  
Meeting Skills

Tuesday 23rd, 09.30 - 12.30  
HR & How to Manage your Staff  
Problems Effectively

Wednesday 24th, 09.30 - 16.30 
Digital Marketing

Thursday 25th, 09.30- 16.30 
LinkedIn Masterclass: The Complete Guide 
to Personal and Business Development

Friday 26th, 09.00 - 13.00 
Talent Development Academy:  
Networking Skills

Wednesday 31st, 09.30 - 16.30  
Google Adwords - Advanced

Wednesday 31st, 13.30 - 16.30  
Understanding Incoterms (2010)

NOVEMBER

Thursday 1st, 09.30 - 16.30 
Advanced Management Skills - 21st Century 
Management (Day 2 of 2)

Friday 2nd, 09.00 - 13.00 
Talent Development Academy:  
Presentation Skills

Friday 2nd, 09.30 - 12.30 
Social Media Masterclass Series: Marketing 
Strategy and Content Planning

Tuesday 6th, 09.30-16.30 
Introduction to Google Analytics

Wednesday 7th, 09:00-12:30 
Improving Employment Practices, SME 
Focus (Advanced)

Wednesday 7th, 09.30 -16.30 
Practical Process Mapping

Thursday 8th, 09.30 - 16.30 
Sales and Account Management

Friday 9th, 09.30-12.30 
Social Media Masterclass Series: Content 
Creation, Delivery, Advertising & Analysis

Wednesday 14th, 09.30-16.30 
Leading and Managing Change

Friday 16th, 9.30-12.30 
Social Media Masterclass Series: Social 
Media Platform Techniques

Tuesday 20th, 09.30-16.30 
Documentary Letters of Credit

Wednesday 21st, 09.30- 16.30  
Essential Management Skills

Friday 23rd, 09.30-12.30 
Social Media Masterclass Series: LinkedIn 
for Sales and Business Development

Thursday 29th, 09.30-16.30 
Export Documentation

Friday 30th, 09:30-12:30 
Social Media Masterclass: Crises & Incident 
Management
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Company Name: CGI
Who? Justene Ewing
Role: Vice President

What does CGI do?
CGI is among the largest independent IT and business consulting 
services firms in the world. With 74,000 professionals across the 
globe, CGI delivers services, from IT and business consulting to 
systems integration, outsourcing services and intellectual property 
solutions. CGI works with clients through a local relationship model, 
which is complemented by a global delivery network. This helps 
clients digitally transform their organisations and accelerate results.

How many countries does CGI currently operate in?
CGI operates in 40 countries around the world from more than 400 
locations. Scotland continues to be a focus for investment by CGI 
and we now have offices in Edinburgh, Glasgow, Aberdeen and the 
Borders. CGI has also built up a strong network of Scottish SMEs 
who help us deliver services.

What are your main responsibilities in your role with CGI?
I am responsible for developing strong relationships with both existing 
and potential clients. A key part of my role is to ensure that our clients 
in Scotland receive the level of service that meets the high quality 
standards CGI is known for throughout the world. As Vice President, I 
also have a very strong focus on looking after our employees and giving 
them the opportunity to grow and develop their careers.

Working in an international organisation, what do you see as 
the top trend affecting business?
The digital revolution continues to change everything that we 
do in business, at home and socially. CGI is helping to drive this 
change internationally and in Scotland. To stay ahead of the game, 
businesses need to consider emerging technology including: 
automated intelligence, robotics, blockchain, big, small and dark 
data. Cyber security is a real concern for all companies and they 
need to be on their guard against attacks. There is also a big focus 
on innovation and improvement to stay relevant and ahead of the 
curve. CGI can help with all of this.

Have you found this trend to be similar, or different between 
large corporations and SMEs?
Technology develops so quickly that all businesses, regardless of 
size, need to be following digital trends. Cyber security is one of 
the biggest threats to all companies; protecting data should be the 
number one concern for every organisation regardless of size.

How important do you believe internationalisation is in a 
business’s success nowadays?
There are numerous examples of companies in Scotland that have 
gone global and achieved real success: SkyScanner, 4J Studios 
(minecraft) and FanDuel. They are following the historic example set 
by many of our whisky brands and undoubtedly others will follow. 
However, I do not think that it is necessary to be an international 
company to be successful. Success comes in many forms and 
some of the best companies I have worked with have served home 
markets only. Going global can be a complex and risky business and 
requires an in-depth knowledge of targeted geographies, an ability 
to culturally align and finally to know where to find new relationships 
and clients that will drive profitable business.

Do you have any advice for businesses who are considering 
growing their business globally?
The world is actually a small place and digital technology is making 
it smaller. Companies should not fear internationalisation, but 
it does require dedication and significant investment that may 
well distract a company from its day-to-day activities that drive 
revenues and margin. Making the decision towards creating an 
international presence has to be thought about and planned very 
carefully. Starting the global journey can be greatly helped by 
local partnerships with global organisations, which can greatly 
boost ambition. That’s one of the ways CGI became such a large 
international organisation.

With CGI being a large international organisation, how do 
you maintain a positive shared vision and strong team 
morale?
Amazingly, despite CGI’s global reach, the company is still family led. 
Employees are encouraged to become members by taking up share 
options, which helps to create a shared vision and team morale. Our 
founder, Serge Godin, tries to make sure that every team member 
across the world is inspired and motivated by his story and dream: 
‘’to create an environment in which we enjoy working together and, as 
owners, contribute to building a company we can be proud of”. It works.

Other than your current position, what would be your dream job?
I would love to have my own large farm with lots of cattle, sheep and 
horses. Having grown up as a city chick where Hunter wellingtons 
were for music festivals and definitely not for everyday wear, I now 
love the countryside. I would love to be full time on the farm, riding 
horses as much as possible and tending for the other animals. 
However, I would not be a good farmer, because I would never want 
to sell any of the animals.

Outside of business, what is most important in your life?
Family has always come first for me. Given the hours I work, I am 
lucky to be married to a very patient, understanding and supportive 
husband. Two of my children are now starting off in their own 
careers, which is great to see. My daughter, who is 7, gets me 
involved in all sorts sports and activities, including horse riding, 
which is very much a shared passion. Oh… and I can’t forget our dog, 
Charlie, a beautiful one year old King Charles spaniel.

IN THE SPOTLIGHT



SELECT and SQA — 
Meeting National Standards  
for Scotland’s Electricians

Using the Scottish Qualifications Authority’s Customised 
Awards service, organisations can design their own 
qualifications. SQA Customised Awards are unique 
qualifications developed in partnership with, and owned  
by, the partner organisation to meet their business needs, 
and demonstrate quality and industry compliance. 

SELECT has been an SQA approved centre since 1999, 
delivering a variety of qualifications for Scotland’s electricians,  
with a commitment to providing high quality training for 
the industry. 



As the first trade association in the world to serve the 
electrical industry, SELECT provide support to over 1200 
member companies, and work closely with the Scottish 
Electrical Charitable Training Trust (SECTT) who run the 
only industry approved training scheme for electrical 
apprenticeships in Scotland. Apprentice electricians work 
to achieve their SVQ (Scottish Vocational Qualifications)  
in Electrical Installation at SCQF level 7 (jointly awarded  
by the SQA and the Scottish Joint Industry Body (SJIB)).

Completing the SVQ and their apprenticeship is just the 
start! To stay up-to-date with changes in technology 
and regulations, electricians need to update their skills 
and training throughout their careers. To meet this need, 
SELECT designed a variety of SQA Customised Awards. 

SELECT originally developed the SQA (SELECT) Customised  
Award in Design and Verification of Electrical Installations.  
This qualification is for practising electricians who want an 
in-depth knowledge on how to design Electrical Installations.  
It is delivered over three training days and includes home 
study. The qualification is also credit rated on the Scottish 
Credit and Qualifications Framework (SCQF) at SCQF level 7.

In 2013, SELECT and SQA developed three additional 
Customised Awards to provide important training on  
BS 7671 – the UK national standard for electrical installation  
and the safety of electrical wiring in domestic, industrial, 
and other buildings:

• Requirements for Electrical Installations to BS 7671 —  
 Developed for practising electricians and others responsible  
 for ensuring that electrical installations are installed and 
 commissioned in accordance with current requirements.

• Initial Verification of Electrical Installations to BS 7671 —  
 Developed for practising electricians who wish to keep their  
 skills and knowledge up-to-date in relation to inspection,  
 testing and certification of new electrical installations as  
 well as additions and alterations to existing installations.

• Inspection & Testing of Electrical Installations to BS 7671  
 (incl. Periodic Inspection & Testing) — Developed for 
 electrical practitioners involved in the inspection and 
 testing of both new and existing electrical installations. 
 The qualification is also credit rated at SCQF level 7.

Training for these courses is delivered by tutors from SELECT  
at venues across Scotland. An online course on BS 7671 is 
a compulsory element in two of the awards, but is available 
to candidates on any of BS 7671 courses. The online format 
provides flexibility for learners. 

Elaine Ellis, Qualifications and Skills Development Manager 
at SELECT, believes SQA Customised Awards are of significant  
value to the trade:

“Working with SQA and designing Customised Awards 
has been invaluable. During development, we redesigned 
existing training to ensure the content and training 
methodologies used met the needs of the industry. 

We also developed additional assessment materials for each  
of the courses to ensure that our learners not only enjoy 
the training, but, through assessment, can prove that they 
have a clear understanding of the course content. 

At the delivery stage we ensured high quality and 
consistency. Yearly visits by an SQA External Verifier have 
been valuable. These visits highlight good practice and help  
ensure we stay on the right track. They also drive consistency  
for learners and have encouraged us to have robust 
administrative processes and quality assurance in place.” 

This partnership between SQA and SELECT has proven 
extremely positive for the electrical industry in Scotland, 
Elaine continues: 

“We value our relationship with SQA and the Customised  
Awards process. The qualifications are a real mark of quality.

From a candidate perspective, it provides them with a SQA  
and SELECT jointly badged certificate which allows them  
to demonstrate the quality of the training to their employers  
and any other stakeholders.

The numbers of candidates we have going through the 
Customised Awards is a testament to how much the industry  
values them. Training numbers have been rising and continue  
to do so. We have a lot of repeat business and deliver BS 
7671 training to many well-known organisations.” 

Theresa McGowan, Regional Manager at SQA, is delighted 
with the difference SQA and SELECT are making to the 
electrical industry in Scotland:

“As Scotland’s National Awarding Body, we support 
qualifications and skills in key sectors nationwide.  
I’ve worked with SELECT for a number of years and  
I am delighted to see that their commitment to  
providing high quality skills and training for electricians  
is going from strength to strength. 

SQA Customised Awards give our customers the flexibility  
to design their own qualifications, to a high quality, specific  
to their needs. Our dedicated Business Development and  
Customised Awards teams can support a variety of private,  
public and third sector organisations to meet their 
training needs.”

To find out more about SQA Customised Awards visit: 
www.sqa.org.uk/businessdevelopment, e-mail:  
mycentre@sqa.org.uk or call 0303 333 0330

Scottish
Qualifications
Authority

SELECT

SELECT is the trade association for the electrical 

contracting industry in Scotland. Founded in 1900  

as The Electrical Contractors’ Association of Scotland, 

SELECT became the first trade association in the world 

to serve the electrical industry.
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General Information
Eurowings operates from 10 UK airports to 
9 destinations in Germany and Austria. With 
London’s Heathrow Airport being its largest 
operation offering seamless connections to 
important German business centres such as 
Dusseldorf. From Edinburgh Eurowings flies 
to Cologne, Dusseldorf and Munich. At a time 
when other airlines are reducing passenger 
comfort, Eurowings is proud to promote its 
greatest USP; legroom!

Eurowings offers 32’’ in the first 12 rows on 
its A320 fleet and the first 10 rows on-board 
the A319 fleet, which means that Eurowings 
offers the best economy short-haul legroom in 
Europe, while still offering low fares.

Since April this year Lufthansa’s low-cost 
subsidiary is the first low-cost carrier to offer 
a full flat business-class-service on 3 of its 
intercontinental routes from Dusseldorf: New 
York, Fort Myers and Miami, expanding the 
service to Newark and Las Vegas in the future. 
From the UK the new BIZclass can be tested 
on connecting flights via Dusseldorf from 
London Heathrow, Manchester, Birmingham 
and Glasgow.

Product
Whatever your budget, Eurowings has a 
product offering that meets every passenger’s 
requirements. The BASIC fare, for the price 
conscious customer, Eurowings offers a flight 
only fare with a difference, compared to other 
low- cost carriers, guests on Eurowings can still 
collect miles.

Looking for a little more comfort? The SMART 
fare offers just that! Choose your preferred 
seat, enjoy an inclusive snack & drink, travel 
with one 23 kg bag whilst at the same time still 
collect your miles.

For maximum comfort Eurowings also offers 
BIZclass across the short-haul route network. 
This premium offering includes a seat in the 
first 3 rows of the aircraft with the added 
benefits of a free adjacent seat, 2 x 23 kg bags, 

à la carte catering, lounge access, security fast 
lane and priority boarding.

Furthermore, next to the already mentioned 
best economy leg room - Eurowings also offers 
on-board Wi-Fi and on-board entertainment.

Network
Eurowings has over 10 bases across Europe 
which includes; Austria, Germany and Spain. 
The biggest base is Dusseldorf with more 
than 90 routes and 40 based aircraft, closely 
followed by the airlines head office city of 
Cologne. Other German bases include Berlin, 
Hamburg, Hanover, Munich, Nuremberg and 
Stuttgart. Whilst in Austria Eurowings operates 
bases from both Vienna and Salzburg.

Most recently Palma de Mallorca has become 
the first Eurowings base in a non-German 
speaking country, clearly marking the airline’s 
ambition for more pan-European growth. 
In 2017 Eurowings grew by over 30% and 
has continued to do so during 2018 after 
taking over parts of Air Berlin. This year it 
means Eurowings has grown by a further 8 
million passengers by adding around 80 new 
connections and +30 aircraft across the fleet.

From the UK, Eurowings is proud to offer 26 
direct routes from 10 UK airports connecting 9 
airports in Austria and Germany.

London Heathrow is connected with regular 
daily flights to Berlin, Cologne, Dusseldorf, 
Hamburg and Stuttgart, whilst from 
Birmingham, the heart of the UK, passengers 
from across the Midlands can fly directly to 
Dusseldorf or Vienna.

London Stansted has 5 Eurowings routes: 
Cologne, Hanover, Munich, Vienna and 
Salzburg.

In addition the British cities of Manchester and 
Newcastle, Newquay and the beautiful channel 
islands of Guernsey and Jersey are also 
connected to Dusseldorf.

Scotland is also directly connected as part of 
the ever growing Eurowings network with direct 

flights to Dusseldorf whilst the stunning city of 
Edinburgh is connected to Cologne, Dusseldorf 
and Munich.

In 2015 Eurowings started its low-cost 
long-haul operations from Cologne, which 
subsequently were expanded to Munich and 
later Dusseldorf. In April 2018 the inaugural 
flight between Dusseldorf to New York took 
place, which was the first low-cost flight 
featuring a full service complete with a full flat 
business-class seat.

The long-haul, full flat BIZclass is now offered 
on 3 routes from Dusseldorf direct to New York, 
Fort Myers and Miami. Additional long-haul 
destinations also on offer from Dusseldorf 
for winter 2018/19 will also include Bangkok, 
Cancun, Punta Cana, Havanna, Varadero, Cuba 
and Montego Bay, Jamaica.

Bizclass
The introduction of Eurowings’ intercontinental 
full flat BIZclass marks a big milestone in 
aviation history being the first low-cost airline to 
lead in this innovation.

Apart from the 1.98m flat bed, BIZclass offers 
outstanding comfort incl. 64’’ seat pitch and 
180° banking angle, intuitive and easy handling 
of the seat, additional stowage space, an 
individual in-flight entertainment system with a 
significantly bigger 15-inches monitor and an 
adjustable armrest which offers more space for 
the shoulder region whilst lying down.

What’s even better for Eurowings guests in 
BIZclass is that the catering won’t let you down 
either! From green Twinkies (Milchschnitte) 
to Poke Bowls it is the Eurowings vision is 
to bring passengers a fresh new approach 
that moves away from the conventional and 
traditional legacy carriers. Most notably recent 
cooperations with young and stylish partners 
are rounding up this cool, but still classy 
service: Craft Beer from Crew Republic, trendy 
wines from Geile Weine, tasty Lakrids by Johan 
Bülow or calming and refreshing mint tea by 
pukka.

Europe’s fastest growing airline
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The new trainees, together with those currently 
undertaking their two-year legal traineeships at 
the independent Scottish law firm, will bring its 
cohort of trainee solicitors to 11.

This autumn the firm, which has 41 partners 
and over 200 staff, has welcomed seven new 
trainees. They join the four trainees entering the 
second year of their traineeships. Reflecting the 
firm’s full range of services for SME businesses 
and individual clients, they’ll work across 
a wide variety of departments during their 
traineeships. They will be based in Lindsays’ 
city-centre offices in Edinburgh, Glasgow and 
Dundee.

This latest intake is significantly higher than 
in previous years and reflects the firm’s 
commitment to investing in future talent and 
developing highly-skilled people.

Alasdair Cummings, Lindsays’ Managing 
Partner said: “We are pleased to welcome 
these seven trainees and wish them all the 

best with their training with Lindsays and for 
their future careers.

“Each time we recruit for trainee positions, 
we’re impressed by the skills, determination 
and ‘can do’ approach of the applicants. There’s 
a very strong pipeline of legal talent coming 
through Scotland, and both Lindsays and our 
clients will benefit from that in the future.”

Alasdair continued: “The trainees will learn 
about commercial awareness and time 

management techniques, develop their ability 
to work as a member of a team and to deal 
with people who are often going through 
challenging times.

 “All these skills will help them deliver positive 
outcomes for our clients and develop their own 
careers. This investment in our people allows 
us to develop talented staff who offer not just 
good legal advice, but practical solutions and a 
willingness to listen to clients.”

Previous trainees are also thriving at Lindsays 
with three newly-qualified solicitors having 
just started in permanent positions in the 
firm. Amy Gordon, Caroline Millar and Eilidh 
Robertson have joined Employment (Glasgow), 
Commercial Property and Rural services (both 
in Edinburgh) respectively.

Law firm Lindsays increases trainee intake 
to highest-ever level
Lindsays is extending its support for future legal professionals, with new 
trainees who joined the firm in September and a recruitment drive recently 
launched for 2020 traineeships.

(Left to right): Rachel Salmond, Rebecca Leslie, Kirsty Martin, Kendall Allan, Samantha Miller, Caitlin Connolly, Philippa Abernethy

Alasdair 
Cummings

lindsays.co.uk



By Gordon Dewar
CEO at Edinburgh Airport

When I returned to Edinburgh Airport in 2012, 
I came back to new owners who wanted to 
open the city to the world. Global Infrastructure 
Partners released the shackles of the previous 
owners and gave our team the autonomy to set 
our own goals and ambitions.

Straight away one of those goals was a 
route to China because I knew how much the 
airport, the city and the country stood to gain. 
I knew the Edinburgh Airport team had the 
expertise to land this route, but we realised it 
was bigger than the airport. It was about the 
city. It was about the collective gain rather 
than the individual goal. It was about a Team 
Edinburgh approach that would deliver a city-
wide deal.

And corralling the city’s support was crucial 
– we described the opportunity and they 
responded. Yes, everyone could see the 

benefits to them as a business, but we worked 
together on that. The creation of both the 
Edinburgh-China Air Link and Edinburgh 
Tourism Action Group’s China-Ready initiative 
were key to all of this.

The E-CAL, led by family jewellers Laings 
Edinburgh, aimed to capitalise on Edinburgh’s 
reputation as the UK’s most popular UK 
destination for Chinese visitors outside London. It 
showed the commitment from the business world 
to forge a closer relationship with China. And that 
support was pivotal throughout the process.

Likewise, the China-Ready initiative was also 
important in that it was a city vision of what 
we had to offer and the benefits in return. 
We knew it was wider than tourism – it was 
about business, engineering, financial services, 
culture and education.

From our world-famous festivals and visitor 
attractions, to our leading universities, retailers and 
hotels, we’ve all played our part in engaging with 
and preparing the city for the Chinese market.

The support of the UK and Scottish 
Governments, the City of Edinburgh Council, 
Scottish Enterprise, VisitScotland and Transport 
Scotland also cannot be overlooked.

It really has been a Team Edinburgh and Team 
Scotland approach. And why wouldn’t it be? 
Scotland has so much to offer and so much to gain 
from the world’s largest outbound tourism market. 
It has been a tough five years but we can all agree 
the reward at the end of it is worth that time.

We’ve now created a model that has reaped 
rewards. We know what we can achieve when 
we work collaboratively so why shouldn’t we 

look to do the same again? We must take heart 
from this success and strive to go further and 
take Scotland to the world.

The driver of that is ambition, that strong desire 
to do or achieve something. China’s a huge 
step forward for us but the team at Edinburgh 
Airport always wants more. We want to dream 
big and we want to deliver.

That use of ‘we’ is important. I cannot stress 
enough how important it was knowing 
that there was a swell of support from 
people across the city who wanted this to 
happen. Late night meetings, early morning 
calls, presentations – it was that support 
that spurred us on throughout. It gave us 
confidence to press on in negotiations with our 
Chinese colleagues and showed them just how 
much we valued them.

And I come back to that opening statement 
– did teamwork make the dream work? Well, 
the dream is now a reality so yes, it absolutely 
did.

However, it doesn’t mean I’ll now be adopting 
the infamous David Brent dance when pitching 
for future business. I’ll let the professionals 
break out those moves!
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Teamwork 
makes the 
dream work
It’s one of those phrases that has popped up more and 
more over the past few years and it’s often bracketed in 
that dreaded office speak owned by the David Brents of 
this world. But, if you bear with me, there’s merit to the 
sentiment behind those words!

“Scotland has so 
much to offer and 
so much to gain 
from the world’s 
largest outbound 
tourism market.”
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Gordon Dewar

We thank our Partners for their continued support of the Chamber.
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In April, the Scottish Government commended 
the successful results achieved through the 18 
month ITP project: 27 MoUs have been signed 
with international organisations across the world 
(including China, Ireland, Italy, India, Norway , 
Poland, U.S and Germany), and more than 25 
international workshops and 12 trade missions 
overseas have been organised to destinations 
such as New York, Berlin, Milan and Dublin.

The Edinburgh Chamber of Commerce 
contributed to these achievements after signing 
8 MoUs, organising 2 trade missions and 
helping over 350 local businesses to progress 
to the next stage of their international journey. 
As a result, by the beginning of 2019, we are 
expecting 14 businesses to have entered new 
international markets.

Thanks to the LEP, we continue to offer 
companies a wide range of international 
support including:

n  Market information – every month we 
organise events, seminars and workshops 
focused on key markets.

n  Sign-posting – we work closely with many 
partners, such as Scottish Development 
International and Business Gateway, and 
can introduce you to relevant contacts who 
can provide additional support depending 
on your requirements.

n  Access to COBCOE Connects – an 
innovative digital platform that allows you 
to find partners, distributors, suppliers and 
buyers worldwide.

n  Export documentation support and advice.

n  Bi-monthly international newsletter and 
LinkedIn group allowing us to promote our 
members’ global successes and inform 
them about the latest international business 
news.

We are hosting a rich and varied awareness 
programme in the autumn. Our upcoming 
events include workshops on Global 
E-commerce with DHL (9th of October) and 
Business Opportunities in the UAE (23rd of 
October) as well as roundtables with a senior 

ICT delegation from Luxembourg (29th of 
October) and the Belgium’s Minister of Foreign 
Affairs (13th of November).

We collaborate with leading organisations 
through our sponsorship scheme, so if you 
provide high level expertise in international trade 
regulations, risks and logistics, we would be 
delighted to hear from you.

For any questions regarding our international 
support and activities, please get in 
touch with: Sophie-lou.arceselenir@
edinburghchamber.co.uk

What businesses say about our 
recent international events?
“I thought the Canadian Roundtable event was 
a very worthwhile session and Her Excellency 
was extremely engaging. I am a huge fan of 
these informative sessions! - Rob Thomsom, 
Airborne & Space Systems Division, VP 
Commercial at Leonardo.

Scottish Chamber Network: key player in 
boosting Scottish Export
Over the past year, the Scottish Chamber Network committed to help Scottish 
business to grow internationally through the International Trade Partnership (ITP) 
and Local Export Partnership (LEP) funded by the Scottish Government.
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Business opportunities and jurisdictions 
to choose from in the UAE

Ayman Al Awadhi
The Co-Founder and Group Managing 
Director of The Corporate Group 

Fayha Sultan
Account Director – Business Development 
(United Kingdom)

“Being amongst the best nations in the world” 
is a promise that was made by the leaders – 
not only to the citizens of the UAE, but to the 
investors, businesses, entrepreneurs, students, 
employees and families who choose to work 
and live in the country.

UAE is the second largest Gulf economy and the 
30th largest in the world, with the 20th highest 
Gross Domestic Product (GDP) per capital (USD 
42,000). Moreover, the UAE has made significant 
progress over other countries in the region, 
especially in its move towards diversifying its 

economy through the development of many 
non-oil sectors, such as trade, travel, tourism 
and real estate. The UAE is the only country 
in the Arab world again to be ranked among 
the top 20 in the digital competitiveness index, 
according to a report released by IMD World 
Digital Competitiveness Centre. The country is 
ranked 17th globally, up one spot this year, due 
to its continued developments and increased 

adoption of digital strategies in various projects 
and initiatives implemented.

The UAE is an excellent export destination, 
which includes its position as a major trading 
hub in the Gulf, the Middle East and other Arab 
countries; its reputation as an important market 
for re-export to other countries. According 
to the latest rankings, the UAE is on the cusp 
of breaking into the Top 20 countries when it 
comes to “ease of doing business”. It managed 
to move up five spots to be placed 21st, while 
among the other Gulf States, Bahrain was 
placed 66th and Saudi Arabia at 92nd and Qatar 
in 83rd spot. In all, 190 countries are ranked.

The business community has a crucial role in 
making the World Expo a success and helping 
it deliver its commitment of a legacy that lasts 
for generations. SMEs are key in the integration 
and delivery of Expo 2020, however, all sizes of 
business will be able to take part.

The UAE enjoys a strategic position that allows it to present unlimited 
opportunities across a wide range of sectors. The UAE is now a hotbed of 
innovation brimming with new ideas. Being a hub for new ideas is a testament 
to a long tradition of Arab thinking and research.

During a business trip to the French Riviera to 
catch up with Bill, who during an illustrious career 
has lectured at Harvard on company turnarounds, 
he also told me: “When it comes to Scotland PLC I 
remain confident we can make a difference.”

Latest reports on the Capital certainly bear this 
out. That Edinburgh punches well above its 
weight as a business location and never is this 
more evident than technological expertise.

Former IBM executive Melinda Matthews 
Clarkson, is close to completing her first year 
as chief executive of CodeClan. She maintains 
there’s never been a better time to embrace the 
digital skills economy.

The academy’s graduates - the alumni is called 
“The Clan” - go onto find work as developers 
and programme managers. Over 90 per cent 
achieve employment within five months 
securing roles in both the front and back end of 
our fast-growing web industry.

“How successfully we advance digital skills 
will be key in how Scotland fares in the 21st 
Century,” she adds. Bucking the worldwide 
trend, close to half the intake in a typical 
Edinburgh class is female.

CodeClan maintain such is the pace of 
technological change that we don’t know what 
more than 50 per cent of our jobs will look like 

in a few short years. It means we have to be 
ready to adapt to current tech trends in areas 
like data science and machine learning.

Also to forge even closer links to employer-
partners who are seeking certain skill sets, 
and where “diversity and inclusivity” in the 
workplace are more than buzzwords: diversity 
is unequivocally shown to improve productivity.

Back in Monaco, Edinburgh-educated veteran 
entrepreneur and former Weir Group Euro 
CEO Bill Adam agrees. In this prolonged era of 
austerity, he emphasises the key is “to recreate 
enthusiasm and competencies for creating 
wealth and high-value employment.”

GET WITH IT By Bill Magee
Scottish Business Technology 
Writer of the Year

Global Scot and eminent engineer William A. Adam maintains that 
Edinburgh can lead the way when it comes to achieving world class digital 
competitiveness on the international stage.
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DEVELOPING THE YOUNG WORKFORCE

J.P. Morgan is perhaps best known in 
Scotland as a tech employer and currently 
employs over 1,900 people within its global 
tech hub in Glasgow. The Edinburgh site is 
perhaps less well known having only recently 
expanded both its investment banking and 
wealth management operations in the city. 
The Edinburgh office has just undergone a 
multi-million pound refurbishment programme 
across both its offices within Edinburgh Park, 
they now employ over 600 people and they are 
starting to catch the eye of job seekers wishing 
to join the global American bank.

So who are JPMorgan hoping to attract? Whilst 
many roles will have a specific skillset needing 
financial, project, client service or funds 
knowledge, one of the key skills required for 
over 50 of its open roles might surprise many.

J.P. Morgan has actively recruited those able 
to speak French, German, Spanish, Italian, 
Greek, Russian, Arabic and Swedish over 
the last couple of years, making it one of the 
largest recruiters for language speakers in 
Scotland. The Edinburgh site manages the 
client onboarding, middle office, account 
maintenance, credit and client services for its 
Private Banking operations based in London, 
Frankfurt, Madrid, Milan and Paris. Languages 
are therefore not just a ‘nice to have’, they are a 
necessity.

One person who knows all too well about 
the importance of languages for career 
development is Gary Allanach. As an Executive 
Director with J.P. Morgan he manages the 
Client Onboarding teams for the EMEA region. 
He also acts as site lead at the Edinburgh 
site for Culture and Diversity. He speaks 10 
languages and has worked internationally. For 
Gary, languages are a daily part of the role, 
switching from reviewing a legal document in 
Spanish one minute, to speaking to a colleague 
in Russian the next, to interviewing in German 
in the afternoon.

“Languages have opened up a vast number 
of opportunities to me that would not have 
existed, had I not developed my language 
skills”, said Gary.

“Languages have an odd relationship with 
education in Scotland and the wider UK. 
On one side they are deemed, correctly, to 
be necessary for career development and 
a necessary life skill. On the other, they are 
viewed as impossibly hard to study and a 
necessary ‘tick the box’ exercise to get into 
university.”

“In Scotland, there seems to be two themes 
dominating the language education space; the 
falling number of students electing languages 
and which languages students are choosing to 
study.”

“On the first point, there perhaps needs to 
be a wider rethink on how students study 
languages. Does it really make sense in 2018 
for students to be studying Highers in French 
or German; I would suggest it would be 
better for them to study for the German and 
French mandated exam (Delf and the Goethe 
exams). These exams are not only recognised 
in Germany and France but also throughout 
Europe. On the second point, there has been 
a big push to move students away from 
European languages to studying Mandarin 
Chinese.”

From a career perspective, Gary recognises 
that this could be limiting, and could also 
damage uptake in students studying 
languages.

“Realistically, you will only make more progress 
in a language when you are interested in 
speaking it or when you are keen to learn about 
the associated culture. Why not let students 
interested in Manga animé study Japanese or 
those who visit Spain on holiday learn Spanish?”

“Looking through the internet job boards for 
the whole of Scotland, it is interesting to note 
that behind French, Spanish and German, the 
two languages with the most job postings 
are Gaelic and Norwegian. These languages 
are rarely taught in Scottish schools but they 
were far more commonly advertised on the job 
boards when I looked than for Mandarin.”

As a large employer of language speakers, J.P. 
Morgan is keen to attract and retain talent in 
Edinburgh. There is a long term strategy here, 
to collaborate with education providers and 
develop an awareness with students of the 
opportunities that are open to them if they study 
languages in the hope that we can retain that 
talent in Scotland. To this end, language speakers 
from J.P. Morgan Edinburgh have delivered 
presentations to Scottish pupils and continue to 
remain actively engaged with language-based 
charities such as Lingo Flamingo.

It is hoped that this active engagement will 
demonstrate to the next generation of language 
learners that there is both opportunity and 
benefit to learning languages in Scotland.

J.P. Morgan: Engaging the next generation 
of language learners
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By Emma Lauchlan
Client Strategy Director

Marketing has always been about connecting 
brands to consumers. With the growth of digital, 
the channel mix (search, social, display) grew 
and brands began to talk about ‘omni-channel’ 
and delivering ‘cross channel experiences’. But 
some brands neglected to include their stores 
as part of this omni-channel experience and 
some have paid the ultimate price. You only 
have to look at today’s high street, littered with 
brands who have gone or are teetering on the 
brink. What’s the common theme? They haven’t 
been able to offer their consumers a seamless 
online to offline (local) experience.

Local isn’t new, it’s always been a part of 
the marketing mix. What has changed is 
the technology and platforms which we can 
leverage to deliver that seamless online and 
offline (local) experience.

What is local?
In today’s mobile first World, where you are 
matters just as much as who you are. With 
around 70% of internet traffic now coming 
from a mobile device and Google rolling out a 
‘mobile-first indexing’ update to its algorithm 
earlier this year, brands now need to consider 
the location of their target audience just as 
much as they have to consider who that 
audience is.

Take the below example. I searched for ‘coffee’, 
on Facebook app from our office on George 
Street. I am served with results based on my 
location. Try it for yourself.

Why a local approach matters
Amazon’s move into physical bricks and mortar 
(local) stores in a drive to integrate with their 
digital customer journey is an indication of the 
type of role the ‘new’ high street has to play. 
Consumers don’t think in an online and offline 
way, they expect interchangeable experiences 
with brands, the new expectation is that the 
experience will be personalised.

So, how do you begin to leverage 
local?
To get local means to get personal. Brands we 
work with often have the same issue, they have 
customer personas based on what they ‘think’ 
they know about their customers rather than what 
they can ‘prove’ using data. Traditionally, when 
you think of market research, you might think 
about focus groups, interviews and third party 
data – all of which have a role to play at some 
stage. Technology allows us to fast forward this 

process using the data you are already 
collecting in your web analytics, CRM 
and review platforms (in a GDPR 
compliant way of course) to build 
rich pictures of your core customer 
segments.

Customer Intent & the 
Local Landscape
Once you understand who your core 
customers are, the next challenge 
is to deliver consistent brand 
messaging and experiences that 
are relevant to these customers. 
To do this, it’s crucial to understand 
that consumers will look to different 
content, channels, and devices 
at each stage of their decision 
making journey. At DAC, we create a 
framework to visualise the consumer 
journey.

We then create a local strategy which 
leverages data, content marketing and 
channels grounded in this framework, to 
deliver branded content and experiences 
designed to move consumers through to 
the next step of their journey.

What the local landscape 
looks like
When digital marketers think “local”, 
what comes to mind for many is simply 
making sure you’re buying local search 
terms in paid search or that your website 
is optimised for them, but there is a little 
more to it. Though not an exhaustive 
list, the following tactics are all critical 
aspects of an effective local digital 
marketing strategy:

n  Google My Business

n		Local inventory ads (paid)

n		Social media – i.e. Facebook Places 
and store pages & local campaigns

n		Maps pack SERP results

n		Local directories and aggregators

n		Local reviews

n		Location pages

Local is a critical element of today’s consumer 
experience. Taking an incremental approach 
will allow brands to enter the local conversation 
with their audiences while ensuring a thoughtful 
approach to each possible interaction–an 
approach that fulfils the brand promise at every 
critical touchpoint, right down to the local level.

That’s why we believe, that where you are now 
matters as much as who you are.

To find out how local can work for you, get in 
touch today!

www.dacgroup.com 
0131 225 0720

Why brands need to win the battle for local consumers
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The good news is that Edinburgh businesses 
can have their say in how our capital is 
transformed for the future, to become a better 
place for us all to live, work and visit.

The City of Edinburgh Council has just 
launched a public consultation exercise, entitled 
‘Edinburgh: Connecting our city, transforming 
our places’ which was approved by councillors 
in August this year.

Supported through Sustrans’ Community 
Links programme and our Community Links 
PLUS design competition, this far-reaching 
prospectus has the potential to be a real game-
changer in how Scotland’s Capital looks, feels 
and functions.

Until November 12th at the council’s 
consultation hub, we’ll be seeking feedback to 
help inform three interrelated ongoing projects 
under the council’s leadership, namely the 
Edinburgh City Centre Transformation, Low 
Emission Zones and the City Mobility Plan, 
which succeeds the existing Local Transport 
Strategy.

All of these are guided by the principle of putting 
people and place at the heart of city design. 
They’re about creating a city which works for 
everyone, through attractive, liveable public 
spaces, with sustainable and active travel made 
as easy as possible and putting people’s overall 
health and wellbeing centre-stage.

It’s vital that we make sure that everyone, 
including those with mobility impairments and 
vulnerable users, can enjoy all Edinburgh offers 
in a safe, accessible and welcoming way.

Transport – when done well – is an enabler. 
The way we design our spaces has a tangible 
and lasting impact on our citizens’ quality of 
life. Our vision is of a city where traffic volumes 
and freight are properly managed, where 
private cars are less dominant, where goods 
are moved efficiently and sustainably around 
and, when necessary, through the centre.

Edinburgh has to be a city that recognises that 
some people have accessibility or mobility 
needs, and enables those who rely on vehicles 
to get around safely and easily. We want a 
city where the layout actively encourages 
and promotes healthier, cheaper and more 

convenient transport like walking and cycling. 
We also want a 21st century city where a truly 
integrated public transport system with smart, 
flexible ticketing enables residents and visitors 
to get reliably and safely from A to B.

Improved civic spaces where residents and 
visitors can enjoy spending time amid the 
hustle and bustle of city life are another 
key aim, as are better wayfinding and 
transport hubs to help people navigate their 
surroundings.

Enhancing the city centre and our town centres 
by making them easier and more pleasant to 
get around will boost the retail and tourism 
sector as well as local businesses. But the 
benefits will go way beyond Edinburgh’s city 
centre.

In a separate programme of work, the Council 
has a number of exciting projects that will 
enable ‘active commuting’, aka walking 
and cycling to some of Edinburgh’s biggest 
employment hubs in the west of the city. 
Another active travel hub has been completed 
in the South of the City around Edinburgh’s 
world-leading bio quarter and Edinburgh Royal 
infirmary.

Back in Edinburgh’s city centre, there are a 
number of truly bold and ambitious ideas on 
the table in the forthcoming consultation, 
all of which come directly from numerous 
workshops held in the spring with a huge range 

of groups, from school pupils, community 
councils and private sector organisations to 
transport providers, third sector bodies and 
businesses.

Edinburgh’s business sector is at the forefront 
of innovative thinking and entrepreneurship. 
We welcome your contribution to making 
Edinburgh a place where movement within the 
city enhances people’s experience of the city. 
Where 21st century tools enable a human-scale 
engagement with all Edinburgh has to offer.

I know there will be a lot of different views out 
there so please don’t miss your chance to have 
your say. You’ll be helping to shape Edinburgh’s 
city centre for generations to come.

Daisy Narayanan, Deputy Director, Sustrans 
Scotland is on secondment to City of Edinburgh 
Council leading the Edinburgh City Centre 
Transformation project.

To feed into the Edinburgh City Centre 
Consultation, click this link:
https://consultationhub.edinburgh.gov.uk/
sfc/connecting-our-city-transforming-our-
places/ 

The above editorial is based 
on an opinion article by Daisy 
Narayanan which appeared in 
the Edinburgh Evening News

Congestion is a problem for all urban centres across the globe and Edinburgh is 
no different. With increased congestion comes poorer air quality, not to mention 
the frustration caused by getting stuck in queues of traffic as you try to get 
across town. This isn’t just an annoyance. It’s bad for our beautiful historic city, 
bad for our health, and bad for business.

Edinburgh City Centre Transformation: 
time for business to grasp the opportunity



Employees who walk or cycle to work take fewer sick 
days. Find out more about our workplaces programme: 

 www.sustrans.org.uk/scotland/workplaces

By Thursday morning  
I’ve completed my 150 

minutes of physical  
activity for the week, just 

by cycling to and from 
work.

“

”
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A first choice for chauffeur services in Scotland, 
experience a truly exceptional customer 
experience with Edinburgh Executive Carriages, 
the preferred chauffeur service at Edinburgh 
Airport. We are delighted to soon be able to 
exclusively offer Airside Transfers. Straight 
from the steps of the plane into one of our 
chauffeured Mercedes.

n  The Preferred chauffeur service at 
Edinburgh Airport

n		Airport Transfers, Executive Business  
Travel, Special Occasions

n		Private Sightseeing & Ancestry Tours, 
Golfing Trips

n		Airside Transfers - Runway pick ups

n		Valet Parking

“We have used the services of Edinburgh 
Executive Carriages for over 3 years now and 
as the Senior Executive Assistant in charge of 
booking the services we have used, I cannot 
rate them highly enough. A favourite with our 
CEO, they always carry out a truly professional 
and friendly service.” Elaine Patterson, Webhelp

www.edinburghairport.com/chauffeur 
eal@edinburghexecutivecarriages.co.uk 
Telephone: 0131 644 3034 
Post Box 84, Edinburgh Airport 
Terminal Building 2nd floor,  
Edinburgh, EH12 9DN

Coming Soon a First For Scotland - Airside Transfers 
Exclusive to Edinburgh Executive Carriages Ltd

The greener way will benefit us all

Components for evaluating sustainability 
include the particular vehicles used for road, 
water or air transport; the source of energy; 
and the infrastructure used to accommodate 
the transport (roads, railways, airways, 
waterways, canals and terminals). Transport 
operations and logistics as well as transit-
oriented development are also involved in 
evaluation. Transportation sustainability is 
largely being measured by transportation 
system effectiveness and efficiency as well 
as the environmental and climate impacts of 
the system.]

Short-term activity often promotes 
incremental improvement in fuel efficiency 
and vehicle emissions controls while long-
term goals include migrating transportation 
from fossil-based energy to other alternatives 

such as renewable energy and use of other 
renewable resources. The entire life cycle of 
transport systems is subject to sustainability 
measurement and optimization.

Sustainable transport systems make a positive 
contribution to the environmental, social and 
economic sustainability of the communities 
they serve. Transport systems exist to provide 

social and economic connections, and people 
quickly take up the opportunities offered by 
increased mobility] with poor households 
benefiting greatly from low carbon transport 
options. The advantages of increased mobility 
need to be weighed against the environmental, 
social and economic costs that transport 
systems pose.

Transport systems have significant impacts 
on the environment, accounting for between 
20% and 25% of world energy consumption 
and carbon dioxide emissions. The majority 
of the emissions, almost 97%, came from 
direct burning of fossil fuels. Greenhouse 
gas emissions from transport are increasing 
at a faster rate than any other energy using 
sector. Road transport is also a major 
contributor to local air pollution and smog.

Sustainable transport refers to the broad subject of transport that is 
sustainable in the senses of social, environmental and climate impacts and 
the ability to, in the global scope, supply the source energy indefinitely.
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Edinburgh has a great 
value, modern, reliable 
public transport network 
which makes getting 
around the city easy. As 
the main bus operator, 
Lothian is dedicated to 
delivering an outstanding 
customer experience 
offering a city-wide 
network 24 hours a day, 7 
days a week.
Tickets for travel are available directly from 
our drivers, our Waverley Bridge Travelshop or 
as m-tickets via our handy free mobile travel 
app, which can also help you to navigate 
the city and find out when the next bus is 
due. Enjoy unlimited travel on board Lothian 
services in the city fare zone with a DAYticket 
or DAY&NIGHT ticket if you plan to travel after 
1800hours. If you’re a family of 2 adults and 
up to 3 children then the Family DAYticket is 
a great value option. Please note: bus drivers 
can’t give change so it’s always a good idea to 
have the exact fare ready.

Servicing Edinburgh Airport, Lothian have four 
frequent routes to and from the city. Airlink 100, 
Skylink 200, Skylink 300 and Skylink 400. Airlink 
100 is an express service to and from the city 
centre, running 24 hours a day, 365 days a year 
with buses departing up to every 10 minutes. 
Airlink 100 accepts contactless payments 
allowing air travellers a quick and convenient 
payment option accepting all major payment 
cards, Apple Pay and Google Pay. Skylink 
services offer local connections to North, West 
and South Edinburgh, with ample storage space 
for luggage, USB charging points and free Wi-Fi. 
These services are also an easy, good value 
choice to get to and from Edinburgh Airport.

To see the Capital City from a different view, 
take an open top bus tour with Edinburgh Bus 
Tours. The five-star rated, hop on hop off tours 
showcase the best of Edinburgh, with a choice 
of multi-lingual commentary or a specially 
trained live guide. Choose from three tours 
that run throughout the year: Edinburgh Tour, 
Majestic Tour or City Sightseeing or purchase 
a Grand Ticket to use all three tours and 
see the whole city. Sights include Edinburgh 
Castle, Palace of Holyrood House, The 
Royal Yacht Britannia and the Royal Botanic 
Garden Edinburgh. For full information visit 
edinburghtour.com or pop into Waverley Bridge 
Travelshop.

Connecting Edinburgh with miles of 
untouched coastline and fantastic beaches 

at Gullane, Belhaven, Longniddry and more, 
EastCoastBuses let you travel, discover and 
explore East Lothian for the similar great value 
as getting around the city centre. Spot the 
Bass Rock’s resident gannets from the shore 
(or even take a boat trip to get that bit closer), 
walk part of the legendary John Muir Way 
or climb Berwick Law for unrivalled views. In 
addition to the scenery, the area offers a wide 
choice of attractions, such as the Scottish 
Seabird Centre, Belhaven Brewery and the 
National Museum of Flight. Days out can 
also be spent shopping for unique souvenirs 
in the local boutiques of North Berwick, or 
enjoying a day at the races at Musselburgh 
Racecourse to name but a few options. Depart 
from Edinburgh and explore the whole of East 
Lothian on a countyPLUS day ticket for just 
£7.50.

Travelling west of the city just got easier with 
Lothian Country. Now serving West Lothian, 
Lothian Country operate five routes covering 
areas such as Armadale, Bathgate, Livingston 
Centre, Uphall and Broxburn. These new 
services provide vital transport links between 
the city and West Lothian for customers at 
great value prices including the lothianWEST 
day ticket for just £7.50.

For more information on all Lothian services 
and to plan your journey, please visit www.
lothianbuses.co.uk

Lothian getting you from A to B
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It has been a busy time over the last few 
months, as we’ve worked hard to make the 
transition from Virgin Trains East Coast to 
LNER as successful and smooth as possible 
for our customers, employees and everyone 
else who depends on the train services we 
operate.

We’ve had some really great feedback from both 
customers and employees to the new branding. 
This work will be continuing for some months 
as we look to update the rest of our fleet and 
materials but I’m really happy with what we 
managed to accomplish in a short time.

We’re committed to ensuring that our 
customers continue to receive the highest 
standards of service from dedicated, caring 
staff. It is our people who underpin the 
customer experience on the East Coast. I’m 
proud of the service they have delivered on 
the East Coast Main Line. Their knowledge, 
experience and relationship with our customers 
is vital to our future.

Azuma
Now that the transition is firmly behind us, 
we have been focusing once again on the 
upcoming introduction of the new Azuma trains 
on the East Coast. An important milestone 
was recently reached as we started to take our 
driver training up to Edinburgh.

Our customers can expect a fleet of high-tech, 
modern trains that will deliver more seats and 
space, as well as faster journeys. Azuma will 
play a key role in revolutionising travel on the 
east coast mainline, delivering a first-class 
service.

The trains are part of the wider East Coast 
Main Line improvement plan that was originally 
developed under Virgin Trains, which also 
includes timetable and station improvements. 
We’ll be looking at taking all of these forward 
under LNER.

Improving the customer journey
Customers are at the heart of everything we do. 
For us, that means ensuring that our service 
works as well as possible and that customers 
can be confident in the service we provide. 
It also means, testing new technology and 
ways of working with a focus on improving the 
customer journey.

As part of this, throughout the last few months 
we’ve been testing a new seat reservation 
system across our entire fleet, called Sensa.

The system combines reservation and live 
occupancy data, collected from height sensors 
installed above every seat. This data is then 
communicated to customers via a traffic light 
system - by displaying a green light if the seat is 

available, amber light if it’s part reserved during 
the journey, or red if the seat is fully reserved 
for the whole journey..

We’ve been working with McLaren Applied 
Technology on the project and it’s the first time 
anywhere in the world that this technology has 
been used like this. Tests are ongoing but we 
hope to fully introduce the Seat Sensors later 
in the autumn to give customers a much easier 
and simpler way of finding a seat.

Alongside this innovation, we must never forget 
that delivering the promised service is what 
is important to our customers. The industry 
has been through a challenging few months 
and LNER has been affected too. We’re taking 
action to build more resilience into our core 
operation, and we have recruited some extra 
resource to help punctuality and improve fleet 
reliability further. We have over 20 initiatives 
underway to improve the reliability of our 
current fleet.

I hope that’s given you a small glimpse of 
what we’ve been working on over the last 
few months at LNER. Whilst the brand has 
changed, be reassured that we’ll be continuing 
to play an active role in local communities, 
investing in new technology to improve 
customer experience and bringing new state 
of the art trains to the East Coast over the next 
few years.

LNER: Business as usual on the East Coast
On Sunday 24th June, the operation of the East Coast Main Line service 
transferred from Virgin Trains East Coast to the newly created London North 
Eastern Railway (LNER). David Horne is the Managing Director and here he talks 
about the first few months and what’s coming up for the newest train operator.

 David Horne

FOCUS: TRANSPORT
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stagecoachbus.com

Upgrade your commute

Luxury travel between Fife and Edinburgh
with Express City Connect services from
Stagecoach.  Now with improved wheelchair
access on services X55 and X56!

- reclining, leather seats
- device charging points
- great value tickets
- free wi-fi access
- air-conditioning

plan your 
journey on the Stagecoach 

Bus app
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Public transport is only really useful to the 
commuter, the tourist or the business traveller 
if they can plan a route from door to door. 
Transferring between modes usually means 
inconvenience such as waiting time or missing 
connections so the less transfers required in a 
journey the better.

The highest profile example of a public 
transport project in Edinburgh in recent memory 
is the Edinburgh Tram. The construction phase 
caused controversy falling behind schedule, 
going over-budget, causing diversions and 
inhibiting trade for businesses on the route.

The first sentence in any discussion about public 
transport usually contains the word “integration”. 
With the obvious exception of Haymarket Station a 
number of tram stops are located on stretches of 
road where private cars are prohibited, bus stops 
are not on the same block and taxi stances are 
streets away. The tram does a magnificent job of 
clearing crowds away from Murrayfield Stadium to 
Haymarket when required and this inflates overall 
passenger numbers but how many tram stops 
are integrated with train or bus or have access for 
private cars to collect and drop passengers, or have 
a taxi stance nearby? The answer is precious few 
and the possibility of parking near a tram stop to 
ride into the city isn’t worthy of comment.

I’m not criticising the tram other than to illustrate 
the massive boost provided to public transport 
integration by the taxi. If the train, bus, tram and 
aeroplane are the building blocks of a transport 
wall then the taxi is the mortar that holds them all 
together. Taxi ranks are practical and appropriate 
in some locations but mostly taxis are hailed 
as they pass or called to collect you from your 
door and drop the passenger off near another 
transport mode or all the way to their ultimate 
destination. From there the taxi will move off again 
immediately and on to the next job. There has 
been tremendous support in recent years for the 
development of Car Clubs. How efficient to have 
access to a car for use on demand, only when you 
need it. The down side is that you have to collect it 
from somewhere, leave it somewhere when you’re 
finished and fuel it up in the meantime just like any 
rental car. That means further travel and changes 

of mode this is all inconvenient and generates 
emissions – not to mention that space must be 
set aside for the parking of these vehicles between 
jobs and someone has to collect them regularly 
for cleaning and maintenance. In fact a car club 
or car rental is effectively providing you with a self-
drive taxi and removing much of the convenience. 
The taxi comes to you and when you’re finished 
with it the driver takes it away again. Private Hire 
Cars such as would be provided by booking 
apps are another option to the Taxi. They are 
not available for public hire because they are 
not wheelchair accessible, the vehicles have no 
security partitions between driver and passenger 
and the driver is not qualified. They’re more 
efficient than car clubs or car rentals because 
they come with a driver but they still don’t have the 
security, accessibility, training and qualifications or 
efficiency of a taxi and taxi driver.

Bus patronage has been in decline for decades 
and there is evidence that private car ownership 
is beginning to reduce. I’ve heard a theory 
that young people don’t aspire to own a car 
as much as my generation did in our youth 
because driving yourself is an unwelcome 
distraction from time they could spend looking 
at a smartphone. That may be a cultural factor 
but it’s more likely that people are finding that 
congestion and the cost of new cars are making 
them less attractive. A car will be most people’s 
second biggest outgoing after a mortgage but 
unlike a home, most people only use the car for 

a few hours a week and it spends the rest of it’s 
life depreciating and corroding in the street. It’s 
no coincidence that the major investors behind 
booking apps for taxis and private hire cars 
are motor manufacturers. The car makers are 
betting that we wont be going into a showroom 
individually to buy cars. They’ll be constructed 
and they’ll be shipped into the hands of a 
booking app provider or fleet operator who will 
distribute them around their local area. Those 
vehicles will come to you on demand and leave 
when you’re finished with them. For the next 
decade or two they’ll come with a driver and at 
some point in the future they may not because 
the vehicle is autonomous but the principal is 
the same. In the future, public transport will 
be individually tailored, available on demand, 
you’ll pay for it as you go and the vehicle will 
depart onto another journey when you no longer 
require it. We have a name for that sort of 
transport already. It’s called a…

…TAXI!

For information on Central Taxis services, 
including Corporate Accounts, visit www.taxis-
edinburgh.co.uk or call 0131 221 2230

FOCUS: TRANSPORTBC ADVERTORIAL

Taxis – ‘Central’ to Edinburgh’s infrastructure
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INSPIRING CONNECTIONS

August and September were record months 
for us, with a schedule packed full of diverse 
events. From networking lunches, to business 
breakfasts, our Summer Sizzler and even 
PetWalking – we’ve certainly had something for 
everyone!

Our Summer Sizzler was a definite highlight. 
This year, it was hosted at the Apex 
Grassmarket Hotel in the Heights Suite, with 
a terrace overlooking the beautiful Edinburgh 
Castle. Over 80 members soaked up some 
Scottish sun while enjoying food from the ‘build 
your own burger’ stalls and networking. Later 
in the evening, the Apex proved the perfect 
location for watching the famous Edinburgh 
Tattoo nightly fireworks.

We hosted two more ‘Developing Edinburgh’ 
events, with John Watson, CEO at Crosswinds 
and John Donnelly, CEO at Marketing Edinburgh, 
offering insight on the changing face of our 
Capital. Keith Skeoch, co-CEO at Standard Life 
Aberdeen also joined us in August to give an 
update on how the Edinburgh-based company 
is adapting to a rapidly changing environment 
and pursuing a new strategic direction aimed at 
extending its global presence.

As always, we’ve been busy on the networking 
front too. Our monthly networking lunches are 

proving real hit, 
after selling out 
two consecutive 
months. In 
August, we 
headed to 
Divino Enoteca 
to sample their 
famous Italian 
cuisine and in 
September it was 
off to Fazenda for 
some sizzling steak 
and sumptuous sides!

We had a fantastic night 
launching the 2019 Edinburgh 
Chamber of Commerce 
Business Awards in September. 
The evening was hosted by our 
headline partner, Transport for Edinburgh 
(TfE), at the Edinburgh Tram Depot. Guests 
enjoyed nibbles whilst hearing from our CEO, 
Liz McAreavey and TfE CEO, George Lowder 
MBE on plans for the event in 2019. We 
then boarded a private ECC Awards Tram 
and travelled through the city, taking in the 
picturesque views, before heading to Harvey 
Nichols Forth Floor Bar for some drinks and 
networking.

Awards entries are now OPEN, and tickets and 
tables available to buy. The closing date for 
entries is the 5th of February 2019, so we look 
forward to seeing you submissions!

Please visit our website for more information, 
or send any questions to 
awards@edinburghchamber.co.uk

With summer now firmly behind us, the events 
team at the Chamber have been busy 
planning the calendar for winter and into 
the New Year.

Events at the Edinburgh Chamber
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FORTHCOMING EVENTS

October

Thursday 4th, 17:30 - 19:30 
Chamber NetWalking

Thursday 4th, 18:00 - 20:00 
Rising Stars Networking Evening

Tuesday 9th, 08:30 - 10:30 
A journey to global e-commerce success

Wednesday 10th, 12:30 - 14:30 
Lunch at Harvey Nichols

Thursday 11th, 09:00 - 10:30 
Branding that’s designed for business

Thursday 18th, 08:30 - 10:00 
Roundtable Discussion with Edinburgh 
Napier University

Thursday 18th, 14:00 - 16:00 
Leadership Session with Brigadier David 
Allfrey

Tuesday 23rd, 08:30 - 10:30 
Exploring business opportunities in the UAE

Friday 26th, 08:30 - 10:00 
Early Start at Edinburgh Castle

November

Wednesday 7th, 12:30 - 14:30 
Lunch at Bar Soba

Wednesday 14th, 12:30 - 14:30 
Woman in Business with Nicky Reid, CEO at 
SPFL Trust

Friday 16th, 08:30 - 11:00 
Speed Networking

Thursday 22nd, 08:30 - 10:00 
Developing Edinburgh: Transport for 
Edinburgh

Wednesday 28th, 14:30 - 16:30 
Leadership Session with Colin Temple

Friday 30th, 08:30 - 10:00 
Early Start at Dishoom
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Brodies continues to build 
corporate tax and incentives 
practice with new partner
Brodies LLP, Scotland’s largest law firm, has 
appointed Karen Davidson to partner in its 
Corporate Tax and Incentives team.

Based predominantly out of Brodies’ Glasgow 
office, Karen will cover a wide range of 
business taxation matters as well as continuing 
to work on incentives across a number of 
sectors including oil and gas, private equity, 
real estate and construction. Her appointment 
brings the specialist corporate tax and 
incentives team at Brodies to eight.

Karen’s appointment is the second lateral hire 
in the firm’s current financial year.

Edinburgh College 
welcomes new Principal 
and Chief Executive
Edinburgh College has welcomed Audrey 
Cumberford as Principal and Chief Executive, 
following the retirement of former Principal 
Annette Bruton.

Audrey will lead the College’s development and 
continue its delivery of life-changing education 
to the region. She joins Edinburgh College from 
her previous role as Principal of West College 
Scotland.

She brings with her a wealth of experience 
after beginning her career in the HE sector and 
moving on to private industry - where she held 
a number of roles within the pharmaceutical 
and product design industries - before returning 
to education.

She is a member of the Scottish Government’s 
Enterprise and Skills Strategic Board, is vice 
chair of Colleges Scotland’s College Principals’ 
Group and was recently appointed a Fellow of 
the Royal Society of Edinburgh.

Audrey is committed to ensuring that 
Edinburgh College provides the very best skills 
and training for its students and stakeholders.

EDINBURGH'S NEWCOMERS

Bruce 
Hendry

Karen 
Davidson

Audrey 
Cumberford
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New Head of Wealth 
Management at Thomson 
Cooper Accountants
Bruce Hendry joins Thomson Cooper as 
Head of Wealth Management, heralding the 
re-structuring and expansion of their Financial 
Services Division across their Edinburgh and 
Dunfermline offices.

Mr Hendry has extensive experience in the 
wealth management industry gained from 
several high-profile positions. He is a Chartered 
Wealth Manager, Chartered Financial Planner 
and holds the STEP Certificate for Financial 
Services for Trusts and Estate Planning. He has 
also lectured at Edinburgh & Dundee Universities.

Mr Hendry commented, “Thomson Cooper 
have a strong base of clients and their Financial 
Services funds under management have 
flourished in recent years. I believe there is 
significant potential to extend our reach, with 
scope to increase the services offered to new 
and existing markets.”

Managing Partner David Walker added, “Bruce 
is a valuable addition to our established 
team with his considerable knowledge in 
portfolio and investment management. This 
appointment reinforces our ambition to grow 
the practice and capitalise on opportunities in 
our chosen markets.”
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Our dedicated local relationship team understands your 
industry inside out – helping you achieve your ambitions.

Contact Andy Hall on 07917 504 226* or Alan Maudsley 
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SQA’s Credit Rating Service

Credit Where Credit’s Due

Business Development T: 0303 333 0330 E: mycentre@sqa.org.uk W: www.sqa.org.uk/creditrating

SQA’s Credit Rating service gives national recognition 
to your existing in-house qualifi cations and training 
programmes by positioning them on the Scottish 
Credit and Qualifi cations Framework. 

We work with organisations in public, private and third 
sectors, helping them achieve their training goals.


