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Fourth Estate Creative Ltd is 
registered in England under 
company number 11270346.

Its registered office is 
29 Gwydyr Road, Bromley 

BR2 0EX.

Fourth Estate 
Creative is a creative 

content agency 
with a diverse and 
talented team of 

creators  – including 
writers, editors, 

illustrators, designers, 
developers and 

videographers. We 
work with businesses 
and organisations to 
create bespoke print, 

web, digital, audio 
and video content 
– from full contract 

publishing to simple 
copywriting jobs – 

and help to market 
that content.

Content with 
substance, 
beautifully crafted.

Thanks for taking 
the first step towards 
working with us. 

When choosing a 
content company, 
direct experience is 
crucial. That’s why we 
want to give you this 
opportunity to look at 
our work yourself and 
see what our previous 
clients have to say.

We endeavour to 
understand our 

WELCOME
clients’ business needs 
and their messages 
deeply enough to help 
them intepret, clarify 
and communicate 
them better. 

We are committed to 
producing consistently 
high-quality work in 
whatever format fits 
the message best. 

We hope over the next 
20 pages you’ll be able 
to see that for yourself.

The ideas outlined in this document are the intellectual property of 
Fourth Estate Creative.© Copyright Fourth Estate Creative Ltd, 2019.



ABOUT US
Fourth Estate is a content 
creation company with a 
simple philosophy:

Content with 
substance, in any 
medium, is the most 
powerful way to 
communicate.

We work with a 
diverse and talented 
team of creators - 
including writers, 
editors, illustrators, 
designers, developers 
and videographers - to 
produce outstanding 
work across print, web, 
digital and video for 
our own brands and 
for companies that 
understand and agree 
with our commitment 
to quality.

We work across a wide 
range of platforms 
because the modern 
agency needs to be 
genuinely cross-platform.

We will often be 
designing a single project 
across print, web, digital 
and video, and designing 
many separate elements 
for online marketing and 
social media. 

Always lead with the content. 
Before you communicate 
anything, you need to decide 
what you want to say, and 
why it’s important. Only then 
should you choose a platform

The creative and wider economy is changing 
fast. The freelancer model is emerging as a 
viable way to run complex projects.

Fourth Estate Creative is one of the pioneers of  
this new economy. By drawing from a retained 
pool of talented and committed freelancers, 
clients can expect the same level of service as 
from a large traditional agency. 

The client gets a hundred talents for the cost 
of a single hire and our freelancers – given the 
autonomy to do what they do best – produce a 
superior quality of work.

ALL OUR WORK MUST CHECK THESE 4 BOXES

GOOD CONTENT IS MORE THAN HALF OF MARKETING

PRINTWEB & DIGITAL VIDEO & AUDIO

CONTENT MARKETING

What we do and why we do it

MEANINGFUL IMPACTFUL

EFFECTIVE ATTRACTIVE



OUR CLIENTS

We have worked with a 
wide range of companies 
and organisations in 
the public, private and 
third sector, producing 
content of many different 
types for different 
agendas. 

What they all have in 
common is a strong 
need to communicate 
complex but substantive 
messages to disparate 
audiences that can be 
difficult to galvanise. 

We know that, whether 
B2C or B2B, everyone 
responds better to clarity 
and elegance.

They understood our needs, were great at providing ideas 
and designs that met with our objectives, were friendly and 

professional and worked within the desired time frames.
Reader’s Digest

The whole team does whatever they can to ensure that 
what we need can be completed to a high standard. We 

definitely made the right choice by hiring them.
Chartered Trading Standards Institute

Who we work with really 
matters to us. Our tagline 
‘content with substance, 
beautifully crafted’ 
summarises our commitment 
to using our hard-won skills 
to help spread important 
messages

Some of the companies and organisations we’ve made work for:

Five-star rating on Yell, 
Google MyBusiness and Facebook



OUR MODEL

WRITING BRIEFS

CREATIVE THINKING

STRATEGY PLANNING

CLARIFYING OBJECTIVES

COMMISSIONING

ACCOUNT MANAGEMENT

MARKETING MANAGEMENT

INDUSTRY CONNECTIONS

Fourth Estate Creative 
brings a huge amount of 

experience across every 
aspect of multi-platform 
publishing and content 
creation. We work hard 

to understand client 
objectives and fulfil them 

with our in-house team 
or freelance talent. 

www.fourthestatecreative.com

Our approach to the art and science of content creation

WRITING

PODCAST CREATION

EDITING

VIDEO CREATION

PRINT DESIGN

PRINT PRODUCTION

WEB DESIGN

WEB DEVELOPMENT
Much of our creative 
work is done by our 
large network of tried-
and-tested freelancers: 
a mix of people our core 
team has worked with for 
more than a decade and 
new talent discovered 
through our Freelance 
Fellowship website.

www.freelancefellowship.com

http://www.fourthestatecreative.com
http://www.freelancefellowship.com


YOUR NEEDS

Your agency shouldn’t be coming 
to you for a list of instructions to 
follow. They should be bringing 

their expertise to bear on your  
challenges and objectives.

ADDING VALUE

If your communications are not 
bringing a net benefit (however 

measured) over a reasonable time 
horizon, it’s time to change.

RETURN ON INVESTMENT

It can be nerve-wracking waiting 
for work to come back. You need 

to be confident you’ll keep getting 
that great feeling when it looks 
and reads just as you’d hoped. 

STRIKING THE RIGHT NOTE

Quality creative work can’t be 
rushed, but most delay is caused 

by too little capacity, not too 
much creative contemplation. The 

system should scale with needs. 

GETTING IT OUT THE DOOR

INSIGHT

TALENT

SPEED

VALUE

CREATION

No two 
companies 

have exactly 
the same 

needs. But 
in decades 

What you should be expecting from your agency

Too often clients and agencies can 
be pulling in different directions. 
It is crucial for both parties to hold 
a shared understanding of the 
objectives and to work together. 

ALL ON THE SAME SIDE

UNITY

EASE

TRUST

REPORTING

Regular reporting is important, but 
it should be simple, honest and 
complete with suggestions – not 
obscure or contrived to tick boxes. 

CLEAR, CONCISE & CANDID

You don’t want to finally nail down 
an internal decision only to find 
your agency has to put you in a 
queue – or simply doesn’t have 
the specialist skills you need.

YOU ASK, YOU GET

Trust means more than just 
knowing the work will get done. 
It means being sure the right 
messages, tone and format will be 
chosen at each stage.

RIGHT PLACE, RIGHT TIME

MANAGEMENT

of working 
with clients 
we’ve found 
this list to 
be near 
universal



OUR SOLUTION
Management
Our account managers 
are not junior staff in 
our business. They are 
the most senior and 
experienced people. 
They work hard to 
understand your needs 

Access to hundreds 
of reliable freelance 
creatives – and we can 
pick just the right one.

TALENT

Capacity built in 
to the system –
freelancers always on 
standby for work.

SPEED
We only pay for work, 
not time, so you 
don’t need to pay our 
overheads.

VALUE

A team with years’ 
of experience in all 
aspects of content 
creation.

INSIGHT

and reach a shared set 
of goals. Then Heads of 
Department help them 
develop suggestions for 
the best way to achieve 
those goals through 
whichever formats are 
most relevant.

We have a two-fold 
approach to making 
sure your needs are met:

How we meet those needs

Creation
Our network of 
freelancers allows us to 
pick just the right team 
for any project and to 
have them start work 
straight away. We only 
pay for the work they are 

Your account 
manager will deal 
with all planning, 
briefs and changes.

EASE

We will work with you 
to understand your 
underlying goals so 
you know we get it.

TRUST
We’ll give you regular 
updates on what’s 
happening and what 
we can do better.

REPORTING

You’ll work directly 
with one account 
manager throughout, 
who knows the work.

UNITY

creating, meaning we can 
afford to have just about 
every creative skill you 
can think of on our books. 
Some of our clients access 
all that talent for less than 
the cost of their most 
junior worker. 



OUR WORK

‘C’The word
To many in the editorial 
and wider media world, 
‘content’ has become a 
dirty, even hateful, word. 

Separated from form 
or style, content has 
become a cheap, 
fungible commodity, 
bought in spadefuls of 
words. It’s shovelled into 
website pages to keep 
the SEO furnace firing, 
then hawked out to 
overwhelmed readers 
through email and social 
media channels.

Of course, it’s not all like 
that. There are rivers 
of fresh, imaginative 
and purposeful content 
out there. But like any 
commodity in super-
abundance each unit of 
content loses value as 
supply increases.

Why then would serious 
and talented writers, 
editors, journalists and 
videographers want to be 
involved in the business 
of making ‘content’?

The answer is that it’s 
the only good word we 
have for that thing that 
brings them all together. 
Whatever message, 
idea, information or 
challenge their work 
puts forward, the printed 
page or website or video 
that contains it is just 
the vessel; what really 
matters is the content.

We believe that, at its 
best, content with real 
substance and purpose, 
properly and honestly 
communicated, is just 
about the most valuable 
commodity we have.

Before we take you 
through to our work, 
we hope you’ll indulge 
us the opportunity to 
explain our commitment 
to putting ‘content with 
substance’ at the centre 
of what we do.

Some of the issues we 
cover editorially (like 
the video on consumer 
protection pictured 
opposite) could be a 
matter of life and death. 
Most are not. 
But it’s always 
important to us to 
keep our commitment 
to good-faith content 
marketing and 
journalism (the Fourth 
Estate in our name) 
fresh in our minds. 

Our commitment to content with substance

With confidence in information is so low it’s 
crucial that everyone creating content remains 
committed to truth, sincerity and professionalism

IMAGE: Grenfell Tower 
remembrance, from a video we 
made for Trading Standards 
Services in mid-2019



J O A N  C O L L I N S

Claim now for £24.99*

CLASS ACT MASCARA IN BLACK / RRP: £20.00 | CLASS ACT LASH BOOSTING TREATMENT GEL / RRP: £20.00 | DIVINE 

LIPSTICK IN MARILYN / RRP: £18.00 | NAIL POLISH IN MARILYN / RRP: £13.00 | CONTRA TIME SCRUPULOUS CLEANSER / 

RRP: £9.00 | CONTRA TIME ROSE OPTIMISE HYDRATING LOTION / RRP: £8.00 | CONTRA TIME SUPER LIFT EYE SERUM / 

RRP: £10.00 | CONTRA TIME SLEEP ACTIVE NIGHT CREAM / RRP: £11.50

Timeless Beauty  
collection 

collection contains 

SAVE  
OVER  
£80

We’re offering eight best-selling products from the Joan Collins Timeless Beauty range —
usually worth over £109. This unmissable offer is exclusive to Reader’s Digest readers.

* plus £4.99 packing and postage

e x c l u s i v e  r e a d e r ’ s  d i g e s t  o f f e r

readersdigest .co.uk/allboxedup

CLEAN 
WON’T HAVE 

2057 
JOIN READER’S DIGEST THIS SUMMER IN SUPPORTING #THEWATERFIGHT AND HELP MAKE 

CLEAN WATER AND DECENT TOILETS NORMAL FOR EVERY CHILD BY 2030.

Join #TheWaterFight at www.wateraid.org

AT CURRENT 
RATES OF  
PROGRESS, 

WE ARE 27 YEARS BEHIND SCHEDULE.

Feeling

Perfect for those leading hectic lives. 
Wellwoman Energy makes a great tasting, 
refreshing drink with vitamins B6 and B12, 
magnesium and iron which contribute 
to normal energy release and help to 
reduce tiredness and fatigue. The easy 
to carry effervescent tablets also 
include vitamin C and zinc which 
contribute to normal immune 
system function. Plus specialist 
nutrients including Guarana extract  
and L-Carnitine.

tired?

Available from Boots, Holland and Barret 
and online at www.wellwoman.com

RRP £5.35 FOR 10 TABLETS 

WELLWOMAN ENERGY 

The Code of Practice PAS 7100:2018 

comes in two parts. 

The fi rst part focuses on non-food 

consumer products and is for use by 

manufacturers, importers and distributors.

The second part is aimed at regulators, 

such as local authority trading standards 

teams. It sets out how they can help 

businesses to meet their responsibilities 

around consumer product safety issues.

To read the O�  ce for Product Safety and Standards strategy document, visit: 

https://www.gov.uk/government/organisations/o�  ce-for-product-safety-and-standards

The Journal of Trading Standards is 
providing a link direct to the report here:

www.jtsmag.uk/productrecalls

The Government has now made the BSI’s new Code of Practice 
on product safety and recalls available to SMEs for free.

Download yours now and make sure you understand what to 
do if something goes wrong with a product.

Product safety matters

X01_OPSS_Ad.indd   1 22/11/2018   15:15

JTS11_002_OPS_78882.pdf

EQUITY
RELEASE

Worried about debt? 
The cash in your home 
could be the answer

Be sure to download  
our trusted guide

readersdigest.co.uk/release

readersdigest.co.uk/release

For a FREE instant 
calculation call:

0800 029 1233 

This is a Lifetime Mortgage. To understand the features and risks, ask 
for a Personalised Illustration. Reader’s Digest Equity Release is a trading style of 
Responsible Life Limited. Only if your case completes will Responsible Life Limited charge an 
advice fee, currently £1,295.

PAY ATTENTION  
TO YOUR PENSION
RETIREMENT AND PENSIONS ADVICE 

Flying Colours Wealth is proud to be 
partnering with Reader’s Digest to help 
give you the advice and guidance you 
need to plan successfully for a stress-free 
and fulfilled retirement.

You may be:
• Worried about the size of your pension
• Looking for ways to maximise your returns
• Confused about the options available 

Whatever your worries, we’ll help you find 
the best solution.

CALL OUR 
PENSION 
EXPERTS ON 

0333 241 9919

readersdigest.co.uk/pensions 

IN PARTNERSHIP WITH

2016 London Cast. Photography by Darren Bell | This package includes a Band A 
ticket (usually up to £52.50) to see The Comedy About A Bank Robbery and a three-
course meal from the Formule menu at Brasserie Zédel including coffee, water and 
a glass of house wine, valid for Tuesday to Friday and both Sunday performances 
until 31 March 2018, subject to availability. For full terms and conditions visit  

MischiefTheatre.co.uk/ReadersDigest

Book now for the hottest show in town.
MischiefTheatre.co.uk/ReadersDigest

We’re offering a special deal to Reader’s Digest readers of £59.50 
for a show ticket and a 3-course meal with wine at Brasserie Zédel.

NOMINATED FOR  
BEST NEW COMEDY
OLIVIER AWARD
IT’D BE CRIMINAL TO MISS IT! 

TICKET AND 
3-COURSE MEAL 

FOR UNDER  
£60

SE
E 

TH
E 

TALKING ABOUT

HILARIOUS 
CAPER EVERYBODY’S 

The Times

'A FABULOUS 
COMEDY CAPER’ 

EQUITY
RELEASE

Want to release the 
money ti ed up in 
your home?

Be sure to download 
our trusted guide

readersdigest.co.uk/release

readersdigest.co.uk/release

For a FREE instant 
calculati on call:

0800 029 1233 

This is a Lifeti me Mortgage. To understand the features and risks, ask 
for a Personalised Illustrati on. Reader’s Digest Equity Release is a trading style of 
Responsible Life Limited. Only if your case completes will Responsible Life Limited charge an 
advice fee, currently £1,295.

EQ_RD_AUG_2017.indd   1 06/07/2017   16:31

KEEP YOUR BUSINESS  AT ITS PEAK
use our free legal advice to stay on top

www.businesscompanion.info

www.businesscompanion.info
trading standards law explained

KNOW THE BASICS -  
TAKE THE LEAD

Business Companion provides free legal advice 
and guidance on legislation that affect your 
organisation. Find out the need-to-know basics 
for trading standards laws in order to increase 
customer satisfaction and better the experience 
for consumers.

NO MESSING ABOUT

Our guides provide concise information that 
get straight to the point. If you need an answer 
immediately, Business Companion can deliver; 
offering an easy ‘what, where and how’ you sell 
layout, the site is easy to navigate and directs 
you straight to the answer you need to sell your 
products or services.

EVERYTHING IS COVERED

In-depth guides are available for those who know 
what they’re looking for, or simply need more 
detailed information. Business Companion offers 
key topics and activities; from getting started to 
detailed guidance and interpretation, giving you 
well-rounded knowledge of your business and 
your responsibilities when you sell to consumers.

There’s no doubt that 
there are many more 
immediate ways to 
consume most types of 
information than in print. 

But it is still an incredibly 
strong and engaging 
format for experiencing 
surprising, colourful and 
deep content.

With a good print 
product, readers will 
sit down, lean back 
and enjoy the tactile, 
sensory experience of 
quality print, free from 
distractions. And they’ll 
want to keep it around to 
enjoy again.

We produce content 
from full contract 
magazines to reports, 
guides and brochures, 
down to information 
posters and postcards.

05

01

PRINT

Business in Focus

Care home 
communications

Making sure your business complies with consumer law

A guide for registered managers 
and care home owners

This guide was produced as part of a business 
advice project by the Department for Business, 
Energy and Industrial Strategy and the Chartered 
Trading Standards Institute.

Business in Focus

This guide was produced as part of a business 
advice project by the Department for Business, 
Energy and Industrial Strategy and the Chartered 
Trading Standards Institute.

Fair trading for 
care homes

Making sure your business complies with consumer law

A guide for registered managers 
and care home owners

Business in Focus

Selling goods via 
online platforms

Make sure your business complies with consumer law

Guidance for traders

This guide was produced as part of a business 
advice project by the Department for Business, 
Energy and Industrial Strategy and the Chartered 
Trading Standards Institute.

Business in Focus

Alternative Dispute 
Resolution (ADR)
Make sure your business complies with The Alternative 
Dispute Resolution for Consumer Disputes (Competent 
Authorities and Information) Regulations 2015

Guidance for traders

This guide was produced as part of a business 
advice project by the Department for Business, 
Energy and Industrial Strategy and the Chartered 
Trading Standards Institute.

AT RETIREMENT
In this guide
There have never been more options available to 
people approaching retirement than at present – so 
it has never been more important to make sure you 
seek advice in order to find the right one for you

LONG-TERM  
CARE PLANNING

In this guide
How providing for the care needs of elderly loved 
ones can be made easier by following practical 
advice from independent financial professionals

DEFINED BENEFITS  
PENSIONS

In this guide
With transfer values going through the roof, there’s 
never been a better time to move away from your 
defined benefit pension. This guide helps you decide if 
it’s the right choice for you – and what to do if it is

FINANCIAL ADVICE  
IN DIVORCE

In this guide
How speaking to an adviser during the 
divorce process can help you make the 
best of a difficult situation and secure  
a healthy financial future

www.journaloftradingstandards.co.uk/brexit

Trading standards challenges and 
opportunities in a post-Brexit world

Preparing for Brexit

THREATS
Examining future risks to regulation 

and enforcement of UK consumer 

protection post-Brexit

OPPORTUNITIES
Analysing key trading standards 

areas for potential benefits to the 

UK’s regulatory environment

KEY FINDINGS
Identifying the most likely impacts 

and making recommendations  

for necessary actions

REVISED &  
UPDATED

MAXIMISE 
YOUR 
FINANCE 
TALENT

School-leaver programmes
A guide to planning, implementing 
and monitoring market leading 
school leaver programmes

THREATS OPPORTUNITIES KEY FINDINGS

Examining future risks to regulation 

and enforcement of UK consumer 

protection post-Brexit

Analysing key trading standards 

areas for potential benefits to the 

UK’s regulatory environment

Identifying the most likely impacts 

and making recommendations 

for necessary actions

Cutting 
EU Ties
CTSI Brexit Think Tank report:
Trading standards challenges and 
opportunities in a post-Brexit world

www.journaloftradingstandards.co.uk/brexit

01. Guides and supplements
02. Contract magazines
03. Postcards
04. Information posters
05. Display adverts

02

0403

Print was our first love, and it will be our last

✚ Rogues
We review the success of a 

multi-agency campaign

✚ Weapons
Welcome changes are on 

their way, but resources lag

✚ Cybercrime
Is current UK enforcement 
fi t for this global epidemic?

✚ Interview
Minister Kelly Tolhurst 

shares her future ambitions

Good intelligence matters more than ever 
for the trading standards profession

DATA CAPTURE

Winter 2018 | www.journaloftradingstandards.co.uk

Journal of Trading S
tandards

W
inter 2018

The m
agazine of the C

hartered Trading S
tandards Institute

JTS11_002_COV_49216.pdf

We sit doWn every tWo 
Weeks and chat about the 
intelligence that has come 
through about people Who 
have lost money to investment 
frauds. but very often, once 
the money has been paid out, 
you Won’t get it back. it’s gone.

www.JournalofTradingStandards.co.uk  | 23

 Journal of Trading Standards

fraud. This describes something that the 
consumer sets in motion. In essence, 
it occurs when someone logs onto their 
online bank account and pushes a 
payment out to a person they choose to 
pay the money to. 

“It’s vastly under-reported for a variety 
of reasons so whatever the stats say, 
you could probably times it by 10 or 20. 
Sometimes people don’t like to admit that 
they’ve been a victim of a fraud.”

Push-payment (also known as 
APP – ‘authorised push payment’) is a 
particularly cruel scam, so practiced and 
nuanced that even the vigilant can be 
taken in. In many ways, it’s the modern-
day equivalent of a bank robber clad 
in a balaclava. Common tricks include 
persuading customers that fraud has 
been detected on their bank account and 
encouraging them to transfer their funds 
into a ‘safe’ account which, needless to 
say, is anything but. 

Then there are the high-pressure sales 
reps who flog products or services which 
don’t exist, such as a car or a holiday 
rental, through auction websites or social 
media. And let’s not forget impersonation 
scams where criminals pretend to be 
reputable organisations, including the 
police or the taxman, in order to trick 

people into transferring money.
UK Finance estimates that more than 

31,000 people lost nearly £145 million to 
insidious push-payment scams in the first 
six months of 2018. And the onus is on the 
consumer to deal with the fallout. 

Playle says: “Once the money has gone 
to a fraudster, the chances of getting it 
back are very slim. In the City of London 
we do a lot of work on investment fraud. 
We have something called Operation 
Broadway which is a multi-agency 
partnership between us, the police, HMRC 
and the Financial Conduct Authority. We 
sit down every two weeks and chat about 
the intelligence that has come through 
about people who have lost money to 
investment frauds. But very often, once 
the money has been paid out, you won’t 
get it back. It’s gone.” 

Family warning system
Frustratingly, trading standards finds 
that victims often realise they have made 
an unwise investment decision too late, 
sometimes just a few hours after the 
money has disappeared from their bank 
account. The banking sector has, some 
claim, washed its hands of this type of 
fraud, preferring to absolve itself from 
responsibility.

In October, it was announced that, from 
2019, name checks will be conducted 
when UK bank customers send money 
to other people. At present, banks don’t 
check if account names are correct. The 
move follows a Which? super-complaint 
on payment scams to the Payment 
Systems Regulator.

But Playle thinks more should be 
done. “The big plan, which I’ve been 
talking about for a few years, is that bank 
customers should be able to contact 
their bank and say, if I try and spend 
an unusual amount of money to a new 
person that I’ve never paid money to 
before, first of all I want that to go onto a 
slower payments track, and also, here’s 
my son or daughter’s email address and 
mobile telephone number. I want you 
telephone or email them to say that I’m 
attempting this transaction.”

In this way, the relative can contact 
their parent and ask them about what 
they’re doing and, if necessary, let them 
know it’s a scam. And there’s still time to 
get back to the bank, tell them it’s a fraud 
and cancel the transaction.

“It’s having someone else review the 
transaction decision you’ve taken. When 
people get sucked into investment frauds, 
they get told a whole pack of lies by very 
slick salesmen who convince them they’re 
going to make an absolute fortune. That’s 
what the fraudsters do and they do it very 
well,” says Playle.

“But when someone else looks at that 
objectively and points out that this is a 
bad idea, in my opinion, that’s where the 
potential exists to stop someone from 
losing money.” 

50,000
FRAUDS PERPETRATED in 2017

£500m
STOLEn BY SCAMMERS in 2017

JTS11_023_B01_77948.pdf

themselves £70 or £80 out-of-pocket and 
often don’t realise for some months down 
the line. And most of these scams that 
we’ve seen originate overseas.”

Enforcement in the global village
At present, trading standards has a 
number of powers at its disposal to tackle 
cybercrime. But they only relate to this 
country. Seeking out and prosecuting 
scams that emanate from abroad is an 
entirely different matter. 

Andrews says: “If we can identify 
people responsible for an online crime 
and they’re UK-based then our powers are 
quite wide-ranging. We’ve probably got 
sufficient powers in that regard. We’ve 
got powers to investigate them, to gather 
evidence from them, and then charge 
them with appropriate offences which in 
many cases may well not just be trading 
standards consumer protection offences 
but fraud offences. 

“The bigger challenge really is around 
the scams that come from overseas. Our 
powers don’t allow us to pursue people 
overseas, and the other options available 
to us which would be things like having 
websites taken down, we don’t have any 
legal ability to do that. We rely on the 
goodwill of internet service providers and 
web host companies where we highlight 
some sort of misdemeanour. It’s in their 
hands really as to whether those websites 
are taken down.”

As things currently stand when it 
comes to overseas offenders, trading 
standards has no legal means to compel 
web companies to deal with fraudulent 
websites or dodgy online sellers. “It’s a 
big ask but one thing that would make 
a big difference [to trading standards’ 
work] is more effective means by which we 
can get online content quickly removed, 
whether that’s websites taken down or 
stuff removed from social media platforms 
that might be misleading or fraudulent,” 
says Andrews. 

Louise Baxter is CTSI Lead Officer for 
Consumer Advice & Education and head 

of the National Trading Standards Scams 
Team. Much of her job focuses on mass 
marketing mail scams, doorstep crime 
and telephone fraud. But, as she explains, 
one of her team’s main issues is that, if 
people are accessing technology, “we 
need to ensure that they have the skillset 
to be able to access the internet safely”

She says: “One of the scams where 
we’ve seen an increase is around things 
like Bitcoin and similar scams. This 
is where people who are particularly 
vulnerable because of their circumstances 
or in a situation where they may be 
socially isolated and they haven’t got 
other people to talk to might be targeted 
by clever criminals who are asking them 

to invest in that cryptocurrency and 
suggesting too-good-to-be-true offers. 
Potentially there is a danger that we may 
be tackling effectively the mail scams, the 
doorstep crime and the telephone scams 
but we may see a shift to more cyber 
scams.”

Why victims don’t report
Given the scale of online fraud and the 
prospect of further growth in this area, 
why are consumers so reticent about 
reporting online fraud? Embarrassment 

Our pOwers dOn’t allOw us 
tO pursue peOple Overseas… 
we rely On the gOOdwill Of 
internet service prOviders 
and web hOst cOmpanies… 
it’s in their hands really as 
tO whether thOse websites 
are taken dOwn
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is one major factor. After all, who wants to 
own up to being taken in by a conman? 
For older people, it sometimes boils 
down to appearing vulnerable in front of 
their children as well as fears over future 
financial help with their care home fees. 
Whatever the reason, it’s a situation 
which needs to change if more is to be 
done to tackle unscrupulous individuals 
and organisations. 

Steve Playle, CTSI Lead Officer for 
Energy & Smart Meters, says that under-
reporting is also true of push-payment 

Cybercrime by Helen Nugent

147,235
PEOPLE SIGNED UP TO THE FRIENDS 
AGAINST SCAMS INITIATIVE SO FAR

43 years
OF CUSTODIAL SENTENCES SECURED 
BY THE NTS ECRIME TEAM

JTS11_022_B01_59386.pdf



Video content is hugely 
important as a content 
and marketing tool. It’s 
not only very accessible 
and very shareable, 
it’s also a great way to 
convey the experience 
of your services and the 
authority of your leaders.

We have experience in 
video interviews and CEO 
profiles, explainer videos 
(short, typographical 
videos to explain simple 
concepts, rules or lists), 
short films, promotional/
engagement videos, 
animations and more.

We also produce 
audio work, including 
podcasts; a great way of 
establishing authority in 
your industry.

VIDEO &
AUDIO 01

04

07

09

1211

The magic of the moving image

02 03

05

08

10

13

06

01. Historical explainer video
02. Explainer video
03. CEO Interview
04. Editorial interview
05. 2D Animation
06. Online course
07. 3D Animation
08. Infographic explainer
09. Company showcase
10. Editorial film
11. Event coverage
12. Online course interview
13. Safety advice series



WEB & DIGITAL
Your website is the 
central identity of your 
business or personal 
brand. It makes all of the 
other marketing you do 
possible, it is the home 
for your articles, videos 
and other content assets, 
and it is where all the 
other promotion you do 
should point.

Most importantly for the 
health of your business, 
a good website will 

consistently help turn 
that inbound marketing 
into conversions.

If you don’t have a good-
looking website that 
functions seamlessly it’s 
very difficult for you to 
compete in the modern 
marketplace. 

If your site and content 
don’t look like they are 
high-quality people won’t 
use them or visit them. 

Content marketing can 
lead customers to your 
site, but if they don’t like 
what they see they will 
bounce off to another 
before they’ve had a 
chance to read it.

We work on full content, 
brand or eCommerce 
sites as well as content 
microsites, HTML reports, 
digital editions and web 
support, hosting and 
maintenance.

01. Full content site 02. Topic microsite

05. eCommerce site 06. Campaign microsite 07. Showcase microsite 08. Showcase website

Your site and its content 
need to be fresh, 
original, meaningful, 
relevant and useful to 
your specific audience

The destination of modern media

03. Consumer content site 04. Online community



MARKETING

SEO actually requires 
more creative judgement 
than technical skill. We 
can help you do it or just 
teach your team how to.

Search Optimisation
Content marketing can 
only be as good as the 
content you’re making 
– we will work to make it  
useful and compelling.

Content Marketing

We can assist you with 
establishing organic 
social channels, manage 
existing ones or just help 
with content and design.

Social Media

of little use if it’s not 
delivered to the right end 
users. Our marketing 
services continue our 
creation process to 
help you complete your 
content journey.

In any form, content is 
at the centre of what 
we do. We seek to 
make that content as 
purposeful, meaningful 
and compelling as 
possible, and to tailor 

it to the medium that 
makes most sense for the 
content consumer.

But no matter how 
compelling and lucid 
your message is, it’s 

ATTRACTION

We’ll set up the 
mechanisms and 
content– guides, reports 
and lessons – to tie your 
audience closer to you. 

Lead Capture

We can create content 
for brands with much 
larger reach than yours 
and help get it in front of 
the right people.

PR & Outreach

We have access into 
newspapers and 
magazines at national, 
local and trade level, with 
affordable coverage rates. 

Planning & Buying

We offer a full service, 
from keyword research 
and competitor analysis 
to copy creation and 
campaign management. 

Web PPC

appropriate, relevant and 
useful to their targeted 
audience. Your content 
plan should be tailored 
to intent and behaviour 
at each stage of the 
customer journey.

Understanding your 
audience is absolutely 
central to good 
marketing – and 
especially to good 
content creation. We can 
help you with the task. 

Too many companies are 
chasing their tails trying 
to find content to fill a 
dozen different platforms 
and don’t give enough 
thought to whether that 
content is genuinely 

Taking your content to the right audience

PROMOTION

We’ll help you write 
and design captivating 
emails and we can also 
build out integration and 
automation for them.

Email Marketing



THE TEAM

A seasoned business 
leader with significant 

experience of launching 
print and online brands 

and creating compelling 
content campaigns, Paul 
has worked across books, 
newspapers, magazines, 

web and video in a media 
career spanning nearly 

two decades.

PAUL EVANS
Managing Director

An experienced and 
expert marketer, Sarah 

has had successful long-
term tenures at some of 

the largest media groups 
in the UK. Her creative 
approach and passion 

enable her to build 
bespoke partnerships 

and innovative 
campaigns.

SARAH HUGHES
Head of Marketing

Richard has 10 years’ 
experience as a writer, 

producer and editor. He 
combines a meticulous 
eye for research with a 

taste for the incongruous 
and a commitment to 
achieving excellence.

RICHARD YOUNG
Head of Editorial

An innovative web 
developer and business 

analyst with 15 years 
experience in the content 

marketing industry. 
Michael has skills 

ranging from complex 
CRM integrations to 

jazzy front-end builds. 
He brings clear, jargon-

free communication 
to the opaque world of 

technology.

MICHAEL SADLER
Head of Web

Panji has a wealth of 
experience producing 
videos for high-profile 
clients including IBM, 
GE, KPMG and HSBC. 
He is quick to think on 
his feet and brings real 
craftsmanship to each 

project he works on.

PANJI KAONGA
Head of Video

4EC’s creative work is 
mostly carried out by a 
large network of tried-
and-tested freelancers. 

This collective of 
independent creatives 

who produce our 
amazing work are a mix 
of people our core team 

have worked with for 
more than a decade and 

new talent discovered 
through our Freelance 

Fellowship website.

FELLOWSHIP
Freelance Fellowship

Meet the folks that make it all happen



Fourth Estate Creative Ltd is registered in England under company number 11270346.
Its registered office is  29 Gwydyr Road, Bromley BR2 0EX.

CONTACT US

If you like what we do, 
and how we do it, we’d 
love to hear from you.

We’re always happy to 
have a conversation 
about what might work 
for your company or 
organisation with no 
pressure from us to use 
our services. 

We’ll be up-front with 
you from the start about 
the costs and where your 
budget could take you. 

Reach out to us and see where we can take you...

020 3289 1870

connect@4ec.uk

www.4ec.uk

@4thEstCreative

/company/fourthestatecreative

/fourthestatecreative

mailto:connect%404ec.uk?subject=
https://www.fourthestatecreative.com
https://twitter.com/4thEstCreative
https://www.linkedin.com/company/fourthestatecreative/
https://www.facebook.com/fourthestatecreative/

