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Demonstrate your commitment to professional development and your career 

growth: 

Having worked in the Government Communications Service (GCS) at the UK Government, I 

undertook significant CPD in the areas of crisis communications, evaluation, stakeholder 

engagement, and campaign strategy. As I result, I was selected to design and deliver two 

pop-up training seminars on stakeholder engagement and evaluation at Civil Service Live in 

June 2016.  

Additionally, I was co-author of the “Communicating Locally” GCS Public Sector 

Communications training programme. I delivered this training to practitioners in City of 

Edinburgh Council and Glasgow City Council in June 2016.  

After joining a consultancy for the first time, Message Matters (MM), I recently became a 

member of CIPR to continue my CPD. Since joining the consultancy, I have sought to focus 

my career growth on business development and business acumen. I hold regular one-to-one 

meetings with my Directors to discuss new business ideas and continue to build professional 

networks with colleagues across the sector.  

Furthermore, I was recently a delegate on the Edinburgh Chamber of Commerce’s first trade 

mission to Dublin in February 2018 to learn how to develop my business acumen in new 

markets. Additionally, I have recently joined the Committee of Causeway, a high level Ireland 

and Scotland business network to develop my experience and increase exposure to senior 

business leaders. I have been given responsibility for the organisation’s expansion into 

Northern Ireland. 

 

Outline your work-related achievements over the last two years and how they 

contribute to the wider industry: 

At MM, our culture is such that we only hire senior staff - Associates are, therefore, an 

integral part of the business. As such, there is an imperative and expectation that we seek to 

grow our business alongside providing an excellent service to our current clients. We are 

given the responsibility to demonstrate initiative and leadership in this area, even where 

significant upfront investment may be required. Having moved into consultancy from a range 

of inhouse communications roles, I made it a priority to be innovative in this regard.  



Since joining MM in June 2016, in addition to managing the accounts of several existing 

clients, I am directly responsible for adding seven new clients to our roster, culminating in 

almost £60,000 in new turnover for the company. Some of these clients have moved, or are 

likely to move, onto a retained arrangement with MM which means sustainable growth for 

our business. 

For example, among the new clients was our first in Northern Ireland, a major city council. 

Initially, I prepared a paper for MM Directors identifying the opportunity to use our collective 

expertise on Scottish city deals, which I developed working for the UK Government in 

Scotland, to add value to the prospective client. I organised a two-day business development 

trip for our project team, which included a dinner with senior business leaders in December 

2016, and utilised other political contacts from previous roles to secure follow up meetings. 

This culminated in the submission of a proposal for an initial period of support, which we 

ultimately secured. 

Furthermore, I am one of the youngest political commentators used in Scottish broadcast 

media, having made six appearances as a commentator since March 2017, including a 

number of appearances on STV’s flagship current affairs programme, Scotland Tonight. 

 

Outline the biggest work-related challenge you’ve faced in the past two years, 
including details of what happened, how you overcame it and what you learnt 
from it:  
In 2017, I played a leading role in securing our first Northern Ireland client. We were working 

as part of a project team, that included a large well known management consultancy as the 

main contractor.  

 

After the initial phase of work, it became clear that there were irreconcilable differences on 

strategy with the other contractor. As a result, our Directors agreed that it was in the best 

interests of our company to resign from the second phase of the contract to ensure our 

reputation remained intact with the client, and for future prospective clients in Northern 

Ireland. 

 

Securing this work with my Director was the biggest achievement of my career, and it was 

frustrating to see it cut short. I was initially unable to see the bigger picture, being relatively 

new to consultancy, but it has been hugely helpful in developing my understanding of 

situations where difficult decisions are required for the good of the business in the longer 

term. 

 

A summary of a campaign you are particularly proud of, including details of 

the brief, objectives, strategy, tactics, outputs, outcomes and budget: 

I am account lead for Smart Energy GB, the public awareness campaign for the national 

smart meter rollout. Our 2017 brief was to develop a public affairs campaign that would 

increase a number of key metrics from 2016, including:  

1/ Primary objective: Increase the number of MSPs actively communicating information 

about the national smart meter rollout from 26% to 51%. 



2/ Secondary objective: Increasing awareness of Smart Energy GB among MSPs 

3/ Secondary objective: Decreasing negative favourability towards Smart Energy GB among 

MSPs 

The strategy used creativity to demonstrate the real life impact smart meters can have on 

the lives of ordinary Scots to persuade MSPs of the value of becoming advocates. 

The strategy contained three core outputs: 

1/ The first ever MSP Smart Energy GB pancake challenge - 

https://www.youtube.com/watch?v=qqJ5UpsATeA  

2/ A parliamentary reception to announce the winner of the challenge 

3/ The Cooking Local, Cooking Smart event in partnership with the Scottish Parliament. 

The independently produced results by ComRes were as follows: 

1/ MSP advocacy tripled from 26% to 79% - the biggest improvement across all the teams in 

Smart Energy GB. 

2/ Awareness of Smart Energy GB among MSPs increased from 55% to 75%. 

3/ Negative sentiment towards Smart Energy GB among MSPs decreased from 22% to 13%. 

 

Case Study: Cooking Local, Cooking Smart (Budget: £2,250) 

We developed an event with the Scottish Parliament Head Chef for Scotland Food and Drink 

Fortnight. We developed a low energy Scottish recipe, using a smart meter, and held a 

cookery demonstration in the Scottish Parliament kitchen. As a result of the two hour event: 

1/ One third of MSPs (45) were engaged in discussion around the purpose of the event, 

smart meters and the national rollout. This included: 

o    5 party leaders  

o    4 Cabinet Secretaries 

o    6 Government Ministers 

o    6 Shadow Cabinet members. 

2/ 33 of the 45 MSPs (73%) had their photo taken at the stall, and many of them published 

their visit to the stall over their Twitter accounts which resulted in 371,889 impressions 

cumulatively. 

3/ The event secured coverage in three Scottish local newspapers through MSPs 

themselves. 

 


