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Reverse View.
A specially selected collection 
from our Reverse View blog 
articles. Thoughts, opinions 
and observations, created to 
help businesses communicate 
more effectively. 

Let’s communicate.



Reverse View.
A specially selected collection from 
our Reverse View blog articles. 
Ranging from a guide on how to 
create an effective and affordable 
small business identity, through 
to #ReverseDesignTip – quick 
bits of advice on how SMEs can 
improve their design and marketing 
communications.

The articles also comment on 
the best of communications tactics 
we’ve noticed and how they could 
be used by businesses, organisations 
or charities to grab the attention of 
their audiences.

Reverse View. It’s all about  
helping businesses communicate 
more effectively. 

Let’s communicate.
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Recently, I’ve been searching for a way to use 
more video in marketing for Reverse. A couple of 
years ago, I posted a YouTube videoblog series 
on how to create brand identities for a small 
businesses. However, although the series went 
down ok, I wanted to see if I could produce more 
lively and engaging content. I certainly didn’t 
want to repeat the same face-to-camera format  
I used back then.

This led to an immediate problem: what to point 
a camera at? The difficulty with consultancies 
like mine, is that there are no tangible products 
or shop windows through which we can 
immediately welcome clients. If you run (or 
work for) a consultancy, you will recognise the 
problem. After an exhaustive web search (and 
In slight desperation), I got in touch with Wistia, 
an innovative video hosting company based in 
Cambridge, Massachusetts. A kindly soul called 
Mercer replied and directed me to a post on their 
website entitled ‘Marketing to a Mission’.

‘ I’m thinking of making corporate videos. 
 What should I point a camera at? ’



What is mission-based 
marketing?

Chris Savage’s article revealed that Wistia had 
indeed faced the same problem. In essence, 
how could they keep thinking up new ideas 
for marketing content, when they essentially 
perform similar tasks for similar clients and work 
to a pattern? Using the idea of mission-based 
marketing, they looked at the problem another 
way. What was their core mission? What was their 
company actually set up to do? The answer: ‘to 
empower everybody to get more out of video’. Once 
they started marketing around this mission, the 
content strategy moved into additional, new and 
more interesting areas. They could make videos, 
write blog posts, or host conferences on a much 
more diverse range of topics.

What will the use of mission-based marketing 
mean for my company? For starters, I have now 
created an expanded remit for Reverse – ‘Let’s 
communicate’. This can now encompass opinions, 
thought-pieces and comment.  

To keep on coming up with relevant,    
interesting content, it’s important to work  
out a core mission that’s wide enough to  
encompass a range of subjects

Mission-based marketing:  
why you need it



All of which is intended to help small businesses 
and others to improve the quality of their 
communications – visual, written and even spoken. 
This is what I believe communications design 
can and should do. It will all be done with the 
intention of providing positive, practical help 
that can be immediately applied to the situations 
that businesses will recognise. It doesn’t mean 
that I’ll be rushing into making lots of new video 
material straight away, but it does mean that 
when I think about using that media, I’ll have a 
clear idea of why I’ll be using it and what I want to 
communicate.

What could mission-based 
marketing could do for you 
and your business?

For example, a chocolate-maker could 
communicate around the health benefits of 
chocolate or the way we can (sometimes) indulge 
ourselves and others with treats. A music teacher 
could blog about the sheer enjoyment that making 
music gives people.  

...when I think about using video, I’ll have  
a clear idea of why...

Mission-based marketing:  
why you need it



A bespoke furniture maker could convey the idea 
of the beauty of all natural materials and hand-
made objects (not just the particular pieces that 
he or she makes). In other words, you could start 
with some thinking around what your company 
cares about, or is passionate about, rather than 
remaining focused on exactly what you do.

So why not give it some thought and let us know 
how you might use mission-based marketing for 
your business.

Wistia  
Mercer Smith-Looper and Chris Savage

videohive.net  
Feature image by Videohive

To keep on coming up with relevant,    
interesting content, it’s important to work  
out a core mission that’s wide enough to  
encompass a range of subjects
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The Communications Gap

{then now}?



The communications gap. This is the most 
important consideration for any design or 
marketing communications activity, with the 
principles going far beyond graphic design.

So what is it? Quite simply, it’s the gap between 
what customers think (or assume) about you, and 
what you want them to think. It’s the starting point 
for all the thinking around brand communications, 
and it should happen well before any design or 
marketing activity takes place.

For startup businesses, this question is 
more straightforward, as there are no existing 
preconceptions amongst their target audiences

This an opportunity not to be missed, as 
these businesses are free to establish a strong 
and unique positioning for their products or 
services, differentiated from the competition. For 
established businesses, the picture is not so simple. 
For example, if a company wants to challenge 
perceived misconceptions about its business, or it 
wants to communicate changes to its products or 
services, the task will be more difficult. 

What’s the communications gap? It’s the  
gap between what customers think, and 
what you want them to think. 

The Communications Gap

{then now}?



Yahoo Business article 
The Surprising Gap in the Modern Customer 
Experience Business
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Whatever the starting position, what must be 
clearly defined by companies and creative service 
suppliers is the ‘communications gap’:

‘what do they think now?’

and

‘what do we want them to think?’

Having defined the communications gap, 
companies have something to say. Good design 
and marketing practitioners help companies 
to get to this point, where they can face their 
markets with a positive message. All the resulting 
communications can now use the information on 
the ‘gap’ to inform the creative work, which will 
have a clear communications strategy behind it. 
From client to creative agency, everyone will have 
something against which the creative work can be 
compared and assessed. If desired, it can also be 
market-tested before going public.

For me, the ‘gap’ is what creativity is for. It’s 
where design can come alive, by providing 
clever and interesting communications ideas that 
demand attention and change minds. It’s what 
design can do for business.

The ‘gap’ is what creativity is for –  
it’s where design can come alive 

The Communications Gap

{then now}?



What’s a brand?  
It’s a piece of cake!



In my talks for business networking groups 
and design students, I’m forever telling them 
that brands are all about behaviour, not logos. 
Most people in the audiences believe me, but 
I always see more than a few sceptical faces, 
unconvinced because they require practical 
proof. In Harrogate, I experienced a brilliant 
example of brand behaviour that demonstrated 
the idea perfectly. We were travelling back from 
a short break in Northumberland and the Scottish 
borders.

To break the journey, we decided to stop in the 
Yorkshire town and to visit Betty’s. For me, it was a 
first visit to the famous tea rooms, so I was looking 
forward to it enormously. Also, it happened to be 
my birthday, and my wife only mentioned this in 
passing to the maitre d’. As this was an aside, we 
thought nothing more of it. Once we had sat at our 
table, the waiter appeared and said “I understand 
it’s your birthday sir” and produced a small 
fondant-covered cake, complete with a single 
candle (yes, I am that young).

The waiter appeared and said “I 
understand it’s your birthday sir” and 
produced a small fondant-covered cake

What’s a brand? 
It’s a piece of cake!



Yes, it was a lovely gesture, and yes, the cake 
tasted good. However, the important point is that 
someone noticed something. She passed that detail 
(my birthday) to the serving staff manager, which 
got relayed to our waiter and he acted on that 
information by bringing the cake, along with a 
friendly chat. They were observant and focused on 
the detail at what was a very busy time, resulting in 
a pleasantly surprised and very happy yours truly. 
As a result, I now have a very positive impression 
of Betty’s because of this behaviour, and I will 
recommend them to anyone. I also kept the little 
cake box you see in the main picture.

The important point is that someone 
noticed something... staff were observant 
and focused on detail

Betty’s Craft Bakery 
www.bettys.co.uk
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What’s a brand? 
It’s a piece of cake!



Find us, comment, agree/disagree, 
but most of all, engage with us!

Comment on our website 
www.reverse-design.com

or use...

Twitter
@reversedesign

LinkedIn
Search for the Reverse Design 
Company Page and Sinclair 
Ashman’s personal page

Facebook
www.facebook.com/reversedesign

Google+
Search for Reverse Design

Let’s communicate.

http://www.twitter.com/reversedesign
https://www.linkedin.com/company/reverse-design
https://www.linkedin.com/in/sinclairashman
https://www.linkedin.com/in/sinclairashman
https://www.facebook.com/reversedesign
https://plus.google.com/b/106461269192624720693/106461269192624720693/posts
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