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Gooooooaaaallllllllllllll!
Sadie Groom 
CEO 

Depending on print runs 
and postage the football 
World Cup might be all 
over by the time you read 
this, and the winning team 
will have set themselves a 
goal to score many goals… 
and this is what I wanted 
to talk about in this issue. 
Firstly I will say a big thank 
you to Martin Pur vis, 
Bubble’s business coach, 
for making me/us do this 
on a regular basis.  
 
So why have goals? Personally and 
professionally, most people need 
something to aim for - whether that 

is running a marathon or achieving 
a certain job or role. Goals give 
you direction and help you to stay 
motivated. There is a saying that you 
are what you think about most of the 
time. Therefore if you are thinking 
about your goals, where you want to 
be and what you want to do, then you 
can achieve it. Remember, it is your 
life and not anyone else’s so this is 
a great way to be positive, have joy 
from achieving something and take 
responsibility for yourself. 

What should they be? I have mine 
broken down into five sections: 
Career, financial, family, health and 
fitness, and travel. Are all of them 
realistic? Yes they are, but some of 
them are big as I believe there’s no 
point in doing them if you can do 
them easily! Whatever your goals 
are, they should be SMART: specific, 
measurable, achievable, relevant 
and time-bound. I have also added 

in some timelines - some are over 
10 years and some are in one year. 
This way I can measure where I am, 
and it also allows me great pleasure 
when I can tick some off the list. I 
have also identified the milestones 
along the way that will help me to 
reach them; for example, I want to 
make Bubble a truly global business 
so one milestone was setting up the 
office in LA. 
 
What to do with them? The key here 
is to write them down, whether on 
paper or digitally; mine are on a 
giant Post-it note above my desk. 
The next thing to do is to write a 
plan for each of them and work 
out how you are going to get there. 
For example, if you want to run a 
marathon, first you are going to 
have to buy some trainers, do a walk, 
maybe read a book (I can highly 
recommend The Non-Runner’s 
Marathon Trainer) and put dates 

against these things. Lastly either 
get an accountability partner or 
just start telling people, as these 
things will make it real and show 
that you are making a commitment 
to yourself. 
 
It is nearly the New Year, and what 
better time to start thinking about 
those goals for 2023 and beyond? 
Enjoy doing this over the holiday 
period and I look forward to seeing 
you all next year. 

WE ARE EXCITED TO WELCOME FIVE NEW BUBBLES TO THE TEAM!

Shawn Belluigi, Account Director
Shawn Belluigi, our new Account Director, is an ex-IT professional who took a six-month PR project in 2000 on the FIFA World 
Cup and found his true calling. Since then, Shawn has worked on various PR campaigns with sports clients including Coca-
Cola, FIFA World Cup, KFC, Barclays, the Premier League, Supersport, South African Rugby Union, Cricket South Africa and 
Confederation of African Football. In other industries, he has worked with ABSA Group Limited, Bombay Sapphire, the Kay 
Motsepe Foundation, Sanlam and various other financial institutions.

Joe Mace, Digital Executive  
After graduating from University of West England with a Marketing Degree in 2018, Joe Mace joined the IABM (International Trade 
Association for the Broadcast and Media industry) as Digital Assistant before moving up to a Digital Marketing Executive role. After 
four years in the role, Joe made the move to Bubble Agency as a Digital Executive to continue helping clients in the media industry. 
Joe has a range of marketing experience including website management, content marketing campaigns, social media, capturing 
and editing video content, and hosting webinars and live events.

Connie Weeks, Junior Account Executive
Connie Weeks joins Bubble as a Junior Account Executive having recently graduated with an MA in Journalism from Liverpool 
John Moores University, where she wrote for the student newspaper alongside her MA. She brings with her experience in 
writing, SEO and media relations.

Sarah Edwards, Account Manager
Sarah Edwards has joined the Bubble team working as an Account Manager following several years in PR and journalism, mostly 
within the Pro AV industry. She has worked alongside clients such as Absen, Digital Projection, Powersoft, AV Stumpfl and Vioso 
among others, writing and distributing PR campaigns to the global media. She also brings experience in B2B event management 
and has a passion for content creation, social media and trade shows.

Nathan Velardi, Junior Account Executive
Our US team welcomes Nathan as their Junior Account Executive. After graduating with a degree in English Literature from DePaul 
University in Chicago, he is a great addition to the Bubble team. Nathan is an avid reader, writer and of course, a fan of sports. His 
experience and enthusiasm to thrive as a PR professional will bring value to the company, as well as to Bubble’s clients! 



Aline Mello  
Senior Account Manager 

“ B e  c u r i o u s ,  n o t 
judgmental”: It’s a quote 
that became a lmost a 
motto amongst fans of 
the multi-award-winning 
Apple TV+ comedy-drama 
series, Ted Lasso.  
 
In the show, it is a phrase the main 
character, Ted, says he read on the 
street when he was still a child. He 
mentions it to warn a ‘villain’ – the 
former owner of the football club 
that Ted manages –  that he is more 
than meets the eye (right before a 
very satisfying turning point in the 
show I’d rather not spoil). 

However, this quote – originally 
one of those sentences the internet 
wrongly attributes to the poet 
Walt Whitman – could easily be a 
description of Ted Lasso, the TV 
show, itself. After all, if I had simply 
judged this book by its cover I 
would never have started it. A series 
about an American football coach 
who travels to the UK to become 
a British football club manager? 
I’m sorry, but despite my Brazilian 
heritage and having many clients 
involved in the sport, I don’t care 
that much for it. 

The truth is, although it may seem 
like a show about sports at first 
glance, the AFC Richmond fictional 

football club is just the background 
for a story that goes much, much 
deeper. Ted Lasso is about grief and 
mental health, abusive relationships 
and how even the most powerful 
people can be traumatised by them, 
leadership and teamwork, and 
forgiving people for their mistakes, 
amongst many other things. And, 

yes, Ted Lasso is also good for a 
lot of laughs – it’s a comedy show, 
after all. 

To paraphrase the creator and 
main actor of the show itself, Jason 
Sudeikis, Ted Lasso is “about good 
and evil, the truth and lies, but 
mostly it’s about our response to 

those things.” In other words, it’s an 
honest, funny and very creative take 
on what it means to be human. And 
if that isn’t enough to convince you 
to watch the show, which has its first 
two seasons available on Apple TV+ 
and the third one in production, 
then let the 11 Emmy Awards it has 
won so far speak for themselves. 

CULTURE CLUB 

“Be curious, not judgmental” when it comes to Ted Lasso
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Muck Rack 

A c c o r d i n g  t o  M u c k 
Rack’s second annual 
State of PR Measurement 
Survey, one of the biggest 
challenges in PR in 2022 
is connecting metrics to 
business outcomes to 
show ROI (Return on 
Investment).   
However, PR results and updates 
are being shared across more 
departments compared to 2021, 
including with executive teams 
(6% increase), indicating earned 
media and PR may be becoming 
even more essential to business and 
marketing outcomes. 
 
The report,  released by Public 
Relations Management (PRM) 

platform Muck Rack, surveyed 
805 PR and communications 
professionals from in October 
2022 to get a pulse on what 
metrics matter most, reporting 
preferences, and the biggest 
challenges in 2022. See below for 
key insights and takeaways to help 
measure and report on your PR 
efforts to show ROI. 

Impactful PR Metrics That Drive 
ROI
It’s critical to track, measure 
and report the results of media 
relations to prove the value of PR to 
stakeholders. There are a number 
of metrics that measure ROI, 
including coverage, social media 
engagement, and website traffic, 
among others. 96% of respondents 
reported using coverage/stories 
p laced or  earned media  to 
measure success. Since earned 
media can positively influence 

an organization’s credibility and 
reputation, it can have a big impact 
on ROI. Other methods reported 
for measuring success included 
audience reach (56%), social media 
shares/mentions (52%), social 
media engagement (51%), and 
website traffic (48%).
 
Communicating Results
The next step is determining how 
to effectively communicate your 
results to show ROI. Email remains 
the most popular method (87%), 
but chat platforms (e.g., Slack, 
Microsoft Teams) are becoming 
more popular, increasing by 4% 
compared to 2021.

It’s critical that reports are easy to 
read, actionable and provide value 
to your organization. Over 80% 
of respondents reported using a 
form of spreadsheets for reporting, 
followed by PowerPoint (46%). 

Loop in the Right People
Once you’ve determined how to 
measure and show ROI, the next 
step is ensuring the results are 
delivered to the right stakeholders. 
Over 50% said they focus on 
sharing results with executive 
teams, but there are other teams 
or individuals that could benefit 
from these reports. If the goal of 
the PR strategy is brand awareness 
and sales, it might make sense to 
consider also sharing results with 
sales and revenue teams.

MEASURING PR ROI 

Photo Credit: Apple



Shawn Belluigi 
Account Director

Broadcast  and media 
t e c h n o l o g y  v e n d o r s 
need to get to grips with 
buyers’ needs to create 
successful and meaningful 
partnerships.   

In  the  modern  pos t -Cov id 
environment the vendor and buyer 
relationship has become a lot more 
delicate, and it is easy to create a 
disconnect between the two parties. 
Caretta Research, in partnership 
with Bubble Agency, conducted 
independent research to discover 
the values and culture that a buyer 
is looking for and how they expect a 
vendor to communicate these values 
and culture to them. 

A key learning is that broadcast 
and technology buyers believe 
vendors need to be honest and 
open. They want to choose best-in-
class products from honest vendors 
who can deliver on their promises. 

Buyers are tired of suppliers 
making inflated claims about a 
product’s capabilities. A vendor 
must guarantee they can deliver on 
their promise. In today’s age that 
is dominated by software products, 

buyers are spoilt for choice, and 
they are looking for a vendor that 
has the capability and stability to 
deliver - not only immediately, but 
way into the future.

Larger and established companies 
easily fit this mould because they 
have the heritage, knowledge, track 
record and stability that attract 
buyers to their companies.

Small vendors are not always that 
lucky as they may not have the same 
track record.  They, therefore, need 
to focus on their strengths, such 
as adaptability and fast decision-
making capabilities, but at the same 

time guarantee their financial and 
product stability. 

To create  a  s t rong cul tura l 
alignment between buyer and 
vendor, collaborative working 
and co-development projects are 
increasingly important in the sales 
process.

A final point of note is that, whilst it 
does not play a primary role in the 
sales cycle, vendors that can provide 
a low-carbon product or service can 
make a buyer’s life easier. 

Download the report today to read 
all the insights. 

Casey Love 
Account Manager 

I joined Bubble in April of 
this year, and when I am 
not working with clients in 
the M&E tech space you 
will find me doing one of 
the following (I did not 
plan for them all to start 
with the letter C!):   

Cooking  – Eating is my favourite 
activity so naturally I also love to cook! 
I enjoy trying cuisines from all over 
the world and scouring bookstores 
or Amazon for new cookbooks. I 
recently bought an Israeli cookbook 
and am looking forward to making 
all the delicious-looking recipes. I 
also enjoy baking, although I rarely 
do as I end up being the only one 
who eats the finished product!
 
Cats – I own three cats who each 
have their own unique personality 

and I love chilling with them on 
the couch or cuddling with them at 
night. There is nothing better than 
being loved unconditionally. :)  

Craft cocktails – I have been known 
to travel many miles to drink a 
delicious cocktail and I am always 
on the lookout for new and unique 
offerings! I wait impatiently all year 
to travel home to Houston, Texas, 
where I ALWAYS hit up the best tiki 
bar (in my opinion) in the country - 
Lei Low. Seriously, if you are ever in 
Houston, go check it out! You will 
not be disappointed. (I might be 
biased but I think Houston is the 
best cocktail city.)  

Chilling – I am not a very exciting 
person outside of work but my 
favourite activity might be curling 
up on the couch and watching the 
latest shows and movies across the 
many streaming services available. 
I also enjoy playing video games - 
Red Dead Redemption 2 is probably 
my all-time favourite.

WHAT WE DO WHEN WE ARE NOT BUBBLING
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UPCOMING 
DATES FOR 
THE DIARY
As 2023 approaches, here 
is a selection of dates for 
upcoming in-person trade 
shows for January to April 
within broadcast, film, AV, 
audio, and sport.
Please note that these are 
subject to change.  

05 – 08 JANUARY
CES  
Las Vegas, Nevada, USA 

31 JANUARY – 03 FEBRUARY
ISE 
Barcelona, Spain

09 FEBRUARY  
SVG EUROPE AUSTRIA 
SUMMIT
Vienna, Austria 

16 – 18 FEBRUARY 
BES EXPO 
Messe, Frankfurt, Germany

20 FEBRUARY 
HPA TECH RETREAT 
California, USA

24 – 25 FEBRUARY 
BSC EXPO 
London, UK

27 FEBRUARY – 02 MARCH 
MWC BARCELONA
Barcelona, Spain

01 - 02 MARCH 
EVERYTHING IN SPORT 
WOMEN EDITION
London, UK

08 – 09 MARCH  
CLOUD EXPO EUROPE
London, UK

13 – 14 MARCH 
SPORTSPRO OTT SUMMIT 
USA 
USA (venue tbc)

27 – 29 MARCH 
CONVERGENCE INDIA EXPO 
New Dehli, India

29 – 31 MARCH 
BETT UK 
London, UK

31 MARCH 
SVG EUROPE WOMEN 
Glasgow, Scotland

The Importance of Communicating 
Company Culture Correctly 
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http://In the modern post-Covid environment the vendor and buyer relationship has become a lot more delicate, and it is easy to create a disconnect between the two parties. Caretta Research, in partnership with Bubble Agency, conducted independent research to discover the values and culture that a buyer is looking for and how they expect a vendor to communicate these values and culture to them. A key learning is that broadcast and technology buyers believe vendors need to be honest and open. They want to choose best-in-class products from honest vendors who can deliver on their promises. Buyers are tired of suppliers making inflated claims about a product's capabilities. A vendor must guarantee they can deliver on their promise. In today’s age that is dominated by software products, buyers are spoilt for choice, and they are looking for a vendor that has the capability and stability to deliver - not only immediately, but way into the future.Larger and established companies easily fit this mould because they have the heritage, knowledge, track record and stability that attract buyers to their companies.Small vendors are not always that lucky as they may not have the same track record.  They, therefore, need to focus on their strengths, such as adaptability and fast decision-making capabilities, but at the same time guarantee their financial and product stability. To create a strong cultural alignment between buyer and vendor, collaborative working and co-development projects are increasingly important in the sales process.A final point of note is that, whilst it does not play a primary role in the sales cycle, vendors that can provide a low-carbon product or service can make a buyer’s life easier. Download the report today to read all the insights - 


FALL HARVEST SALAD 
Season Skuro, US Publicist 
I have so many great recipes that I love to make when 
fall/Autumn comes around. At our local farmers’ 
market in Los Angeles all the delicious Autumn 
fruits and vegetables are aplenty: butternut squash, 
pomegranates, apple-pears, cranberries, pumpkin 
seeds and pecans. 

This is one of my favourite salad recipes and nothing makes it better than 
a delicious homemade dressing! There are many variations you can make 
to this recipe so don’t be afraid to experiment and make it to your liking.  

FALL HARVEST SALAD

• Prepare a base of tri-colour 
quinoa (can be added cold or 
warm)

• Top with fresh arugula/rocket, 
kale or a mixture of lettuce.

• Layer on the beautiful toppings 
of roasted butternut squash (I 

like to roast them with olive oil, 
sea salt and cinnamon), apple-
pears (also called Asian pears), 
pomegranate seeds, feta or 
goat cheese, and pecans. You 
can also add dried cranberries 
or pumpkin seeds!

SALAD DRESSING

• 1 cup/250ml olive oil
• 3/5 cup/150ml fresh  

orange juice
• Zest of 1 orange
• 1 Tsp apple cider vinegar
• 2 tsp Dijon mustard

• 2 tsp plain or greek yogurt, or 
sour cream

• 1 tsp honey or maple syrup
• 1 clove crushed garlic
• Pinch of salt, pepper, and 

cinnamon

Blend the dressing in a food processor, or shake it up in a jar. It’s great on any 
salad and lasts about a week in the fridge. The recipe doesn’t have to be exact.

CONTACT US:
e:  hello@bubbleagency.co.  w: bubbleagency.com

 @bubble_agency   Bubble Agency
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Each issue we will put 
a  B u b b l e  u n d e r  t h e 
spotl ight  to f ind out 
what makes them tick… 
this issue it is Andrew 
Bell ingham, Business 
Development Manager.

Favourite meal to eat?
Anything with tonnes of garlic, 
chi l l ies ,  g inger,  onions and 
coriander in it…. I’m very partial to 
hot and spicy food. It keeps me slim! 

Best meal of the day – scrambled 
eggs with more chilli than egg.

Favourite TV or film character?
Detective Hieronymus ‘Harry’ Bosch 
is a fictional character created by 
American author Michael Connelly. 
Bosch is also the best detective/crime 
series ever made – read the books, 
got the T-shirt.   

 
 
Favourite pastime?
Gardening – I love the smell of 
freshly cut grass, and I’m often 
spotted in the village bumbling 
around on my mower, waving at the 
neighbours… 

Favourite holiday destination?
Morocco - I love the heat and the 
culture. The souks of Marrakech are 
an incredible sight and the spices 
are the best in the world. I was once 
frisked entering a posh hotel, La 
Mamounia Palace, by men in dark 
suits and guns, and I thought, wow, 
the food must be good…little did 
I know that the Moroccan Royal 
Family were in attendance!

Favourite band/artist?
Sade…I fell in love with her many 
years back. Probably because I’m a 
Smooth Operator. 

Favourite song lyric?
There’s a man I meet, walks up our 
street
He’s a worker for the council
Has been twenty years
And he takes no lip off nobody
And litter off the gutter
Puts it in a bag
And never thinks to mutter
And he packs his lunch in a Sunblest 
bag
The children call him Bogie
He never lets on
But I know ‘cause he once told me
He let me know a secret about the 
money in his kitty
He’s gonna buy a dinghy
Gonna call her Dignity

– “Dignity” by Deacon Blue 

Favourite home gadgett?
Bluetooth Shower Speaker - I love 
singing and tend to sing mainly in 
the shower…Deacon Blue Dignity or 
LP Lost on You. 

Favourite sporting achievement?
The time I scored 50 runs not out 
playing cricket and won the league 
for my team. 

What are you grateful for?
I love life and my family, and I’m 
very grateful for my fiancée Rachael 
who has worked as a nurse for 30 
years, which comes in handy as I am 
very accident-prone.

INTERVIEW 

My Favourite Things

mailto:hello%40bubbleagency.com?subject=
http://bubbleagency.com
https://www.instagram.com/bubbleagency_/
https://www.linkedin.com/company/bubble-agency-pr-event-social-media-marketing/

