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WELCOME
TO THE
BISON BULLETIN

Welcome to our first BISON Bulletin of 2019!
At the start of a new year it seems apt to focus 
on the future, and how to achieve business 
growth. It’s why objective setting is so important, 
after all, you can only reach your destination
if you know where you’re going. 
 
I hope you find inspiration in our success stories, 
industry insight and advice. If we’ve whet
your appetite for more, please visit
www.madebybison.co.uk/news. 

Wishing you a prosperous 2019!

Mark Bidewell
Managing Director

BISON TAKING TO THE 
SKIES TO RAISE FUNDS FOR 
THE BIG CAT SANCTUARY

BISON have announced their funding promise to 
raise £5,000 in 2019 for the Smarden-based charity 
for endangered cats, The Big Cat Sanctuary. BISON 
were so inspired during their work on the charity’s 
rebranding that they have pledged to take a parachute 
jump as a key part of their fundraising efforts this year.  
     
BISON Managing Director, Mark Bidewell, explains 
why BISON is getting behind the charity, “The Big Cat 
Sanctuary has been present in one way or another 
most of my life. I used to pass the sanctuary every day 
and I was always intrigued by the work they did and 

fascinated by the idea of big cats being nurtured here 
in the heart of Kent, but also the impact of the charity’s 
work reaching around the globe.”   
  
The Big Cat Sanctuary, a fellow local and family-run 
organisation, is set in the heart of the Kent countryside. 
The peaceful location provides the ideal conditions 
to achieve the charity’s core objectives of welfare, 
breeding, education and conservation. The sanctuary 
is home to over 50 cats and 14 different species. These 
include lions, tigers, leopards, jaguars, snow leopards 
and cheetah.  

In 2016, BISON was approached by the charity to work 
on a new brand identity for them. Mark continues, “I can 
honestly say that the entire team immersed themselves 
completely in the project, even more so than usual. 
We led with our hearts because the conservation work 
they do is so vital, and we wanted to contribute to that.”   
  
The new logo and guidelines rolled out to literature
and signage, appeared on BBC documentary series 
‘Big Cats About the House’ and in 2019 will be 
splashed across Formula E racing cars. Developments 
that didn’t seem possible to the sanctuary just a few 
short years ago.  
  
Director of Big Cats and Conservation, Giles Clark, 
says, “BISON have supported and assisted The Big 
Cat Sanctuary through a phenomenal transition, from 
being a small charity hidden in the Kent countryside 
to a well-known organisation, raising both awareness 
and money for conservation initiatives around the 
globe. We’re delighted that this partnership with BISON 
will raise vital funds for the conservation work of the 
sanctuary and its partners.” 
  
Previously, BISON’s half-marathon fundraiser raised 
£1,075, and they now intend to build on that in 2019 
with activities including the London to Brighton Bike 
Ride. Mark, Jenna and Kai will also be taking to the 
skies, as Mark explains, “The charity has such a special 
place in our hearts that we’re going to find the courage 
to take a parachute jump as part of our fundraising 
promise of £5,000.”  

You can donate to a worthy cause here:
www.justgiving.com/fundraising/BISONforTheBigCat 

Pictured: Watchfinder & Co.
The Royal Exchange, London

LED illuminated signage, printed magnetic wall 
graphics, branded vinyl decals, POS posters
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THREE NATIONAL AWARDS SINCE 
LAUNCHING NEW BRAND IDENTITY
BISON SUCCESS STORY:
SUMMERS ACCIDENT REPAIR CENTRE

Summers Accident Repair Centre is a small family-run 
business, based in Kent, and have operated on the 
same site since 1946.

They were one of the first British body shops to be 
approved by Audi and Volkswagen; to work for these 
leading brands everything has to be just right, from
a skilled workforce to top-notch facilities. Their main
aim is to remove the customer’s stress of dealing with
the aftermath of an accident, whether it’s a small, light 
impact or full structural repairs. 
 
At a chance meeting, Mark, BISON’s MD, encouraged 
Ian Summers to think about the untapped value of his 
brand. Summers was already doing well, but Mark put 
it to Ian that they could perform even better with a little 
investment in their visual identity. 
 
DEFINE 
 
When they met BISON, Summers was already thriving. 
Employing the fifth member of the family line, brothers
Ian and Martyn were driving the business forward, but 
BISON proposed taking their branding and business
to another level. 

By redefining their brand and developing an identity that 
conveyed the company’s heritage and achievements,
they would better communicate Summers’s high quality
of service and long-established, excellent reputation 
within the industry. Ian and Martyn were open to the
idea and so BISON got to work.

CREATE
 
Over a period of eighteen months, BISON worked 
closely with Summers to create a completely new look 
for the brand. A number of options were developed and 
put forwards to Summers with mock graphics showing the 
new branding in situ. The striking branding they settled

on encapsulates Summers’s heritage, trusted reputation 
and professionalism. BISON also recommended changing 
the brand name from Summers Motors to Summers 
Accident Repair Centre; this meant they more clearly 
defined their target audience, without losing any of the
company’s family heritage.  
 
MAKE
 
The new-look Summers’s brand was rolled out to every 
point of customer contact:
 
• External signage 
• Workshop banners 
• Website 
• Stationery from business cards to compliment slips
• Premium, thick invites for the launch event  
 
BISON provided a complete end-to-end service,
creating and implementing a deployment plan that
took the rebranding from design through to the 
production and installation of all of the assets.
BISON also recommended a strategy to become
a leading and trusted voice in the industry and
proposed new professional photography to maintain 
Summers’s high-status image in all communications.

BISON managed and art directed a professional
photo-shoot, providing Summers with a gallery of images 
for future use, all containing the Summers DNA. 

The end result is a brand identity that matches up
to Summers’s professional customer service and
high repair-service standards.  

ACHIEVE 

Since launching the new brand Summers has won three 
national awards. The branding now reflects what the 
business has achieved in the last seventy years and this
has bred confidence in their customers, and raised
the company’s credibility and reputation in the industry.   

 

 
Before meeting BISON, Ian had never considered the 
importance of branding, but by being open to fresh ideas 
he is now an industry pioneer, and is as proud of his 
brand as he is of his business and its reputation. 

To see how BISON can help take your brand to
the next level, call today on 01622 677 541
or email hello@madebybison.co.uk

The rebrand has changed the way people look
at Summers. Without doing anything else 
differently, they are now being noticed and 
recognised, and this has given them a pride in their 
new image, which now sits comfortably alongside 
their customers’ brands: Volkswagen and Audi. 

BEFORE AFTER

WHAT THEY SAY

“Our experience of BISON was excellent – it was 
a pleasure working with the whole team. BISON 
had such a fresh approach; they encouraged us 
to think differently and consider how we wanted 
to be perceived.
 
We hadn’t realised the significance of signage 
and how we could improve things like brand 
recall, or convey our reliability through the choice 
of colour, eye-catching design and professional 
photography. So, in many ways, working with 
BISON has been an education that has helped
us to appreciate the value of our branding.”

Ian Summers, Director

Summers Accident
Repair Centre  
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WHY MORE AND 
MORE DIGITAL 
MARKETERS ARE  
USING PRINT

The average office worker receives
121 emails a day*

With such a daily deluge it’s little 
wonder that 51% of emails are 
deleted in under two seconds.**

We probably don’t need to say 
anything more about the challenges 
facing digital marketers. But, those 
two seconds do explain why online 
content marketers are supporting 
more and more of their activities 
with offline content, and why they’re 
increasingly going back to print.

Even the digital giant Google uses 
direct mail to market its Adwords 
services to millions of current and 
prospective advertisers each year.***

Why would they do that? Isn’t print
old hat, expensive and just well …
very 1995?

The answer is no, no and no again. 
In 1995 there was so much direct 
mail about that we called it junk mail. 
Now the junk has moved online, and 
paper-based marketing is cutting 
through the noise. Printed materials 
can be disruptive and engaging – 
and this all leads to results
for businesses.

It’s the tangible stuff that gives you 
direct access to your customers, 
and gives customers a real flavour 
of your brand. It can be picked up, 
drawn on, shared, admired and even 
pinned in pride of place on the wall. 

This quote from the Direct Marketing 
Association* sums it up perfectly:

‘Print has become the quiet among 
the noise, a welcomed break. 
We should all be using this to our 
advantage by sending powerful, 
relevant, and timely printed media
as an integral element in our 
marketing mix.’

It’s true, printing does cost more than 
hitting send on an email campaign 
but in terms of its longevity printed 
materials are harder to part with, and 
they’re in the home or workplace for 
way, way longer than two seconds.

Print hangs 
around for ...

DIRECT MAIL : 
17  DAYS

DOOR DROPS: 
38 DAYS

BILLS  AND
STATEMENTS:
45 DAYS

“PRINT IS RECLAIMING ITS PLACE 
AT THE TOP TABLE OF MEDIA – 
FUELLED BY ITS CREATIVE POWER” 

PETER WILLIAMS,
CORPORATE VICE PRESIDENT,

When thinking ahead to 2019, BISON MD, 
Mark Bidewell, asked an expert about the 
outlook for print-based marketing.  Peter 
Williams, Corporate Vice President of 
Commercial Printing and Industrial Printing 
Business Group, Ricoh Company Limited – 
the Japanese multinational with a reputation 
for technology innovation in the workplace 
 – told Mark this:  
  

“Print is thriving and it is enjoying a 
resurgence across all market sectors 
thanks to a number of drivers. 
 
Firstly, according to Print Power statistics, 
campaigns that include print are 
67% more effective at delivering new 
customers. In direct mail, a combination 
of highly targeted content and visually 
stimulating imagery, has created some 
exciting opportunities. Royal Mail figures 
state that 92% of direct mail is opened, 
with 48% of British adults taking some 
kind of action. Marketers and agency 
planners are increasingly aware of the 
power of print and building it into their 
multichannel campaigns. 
 
Secondly, global marketers are 
under increasing pressure to deliver 
business growth, ensure strong brand 
management and develop the overall 
customer experience (according to the 
findings of the Dentsu Aegis CMO
Survey 2018). And print delivers
against those objectives. 
 
Thirdly, print is engaging in a measurable 
way with Two Sides reporting that 84% of 
people say they retain information better 
when they are reading it in print. 
 
Print has a critical role in helping brand 
owners and agencies with accurate 
targeting and creative ideas.
By collaborating with dynamic

print-service providers, agencies can 
execute tailored print campaigns. 
They can harness drilled-down data 
to reach the right recipient at the 
right time with targeted information. 
They can deliver measurability, create 
bespoke content, support advertising 
automation and meet budget 
requirements. 
 
To demonstrate print’s contribution, 
Radiocenter, Ubiquity, 2017 figures 
place newspapers, magazines and 
direct mail third, fourth and sixth 
respectively for return on investment.  
  
Finding the best approach can be 
complicated by the rapidly evolving 
choices designed to help get these 
messages across. One rising trend is 
automated marketing. But the magic 
ingredient of creativity – the spark
that captures the imagination – 
can be overlooked in the rush
to build and sustain automated
marketing campaigns. 
 
Digital print can play a key role in 
balancing automation with creativity; 
one such way is to use a sensory 
media experience with special 
creative papers, white and neon toner, 
metallic substrates and synthetics.

The results engage emotionally with 
consumers, add impact and create 
differentiation. The ability to transform 
is igniting a newfound passion for print 
and opening up further worlds
of possibilities.” 

 
A huge thank you to Peter Williams for 
sharing RICOH’s insight with Mark. Don’t 
miss our further articles on how print 
marketing can lead to business growth.
Visit www.madebybison.co.uk/news

When a neuromarketing firm 
compared paper-based marketing
to digital media for Canada Post they 
found that direct mail requires 21% 
less ‘cognitive effort’ to process
than digital media, ‘suggesting
that it is both easier to understand
and more memorable’.

And in terms of that all-important 
brand recall, of the consumers who 
only received the digital versions 
– 44% could remember the brand, 
but for the direct mail recipients the 
brand recall rose to 75%.***

The long and short of it is that print 
gives you a bigger, and longer, bang 
for your buck.

It’s also true that offline direct 
marketing print does ask more from 
you, the marketer. A successful 
campaign takes creativity, planning 
and a strong brand image. But it pays 
off when you get it right. According 
to Royal Mail’s research, receiving 
something in the post beats email
and TV hands down for:

• Engagement
• Emotional intensity
• Long-term memory encoding

We’re not suggesting that you 
replace one with the other; 
direct mail should be a tool in
an integrated campaign. Email can 

pre-announce a mailing or remind
a customer about an expiring,
mailed out offer.

If you’re thinking, ‘OK, you might be 
on to something here’, but you still 
need convincing that print is right for 
your business, then you might like to 
consider how we’ve helped
local Kent businesses get results 
through improved print and
signage materials.

Your Travel Group

Your Travel Group reported
a year-on-year increase of 27%, and 
a significant uplift in recognition, 
after we updated their brand identity 
and rolled this out to their marketing 
collateral including flyers and 
proposal packs.  

AM Surveying 
& Block Management

AM Surveying & Block Management 
saw a 40% increase in company 
turnover after we updated their brand 
image for the first time in thirty years 
and rolled this out to their signage, 
office décor and printed materials.

Read about these success stories, 
and others like them, at
www.madebybison.co.uk/portfolio

*Campaign Monitor   **Royal Mail   ***LinkedIn
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CONNECT WITH CUSTOMERS IN 2019
WITH THE PANTONE COLOUR OF THE YEAR

Living Coral, was announced in December 
as the Pantone colour of the year for 2019, 
chosen because it is ‘an animating and 
life-affirming coral hue with a golden 
undertone that energises and enlivens
with a softer edge.’

The pinkish hue, which evokes coral reefs 
and the natural world, continues the trend 
for strong statement colours set in 2018 with 
Ultra-Violet. It has recently been adopted 
by leading brands Amazon and Airbnb, and 
is also one of the colour options for the 
new iPhone XR – a reflection of consumers’ 
desires for uplifting, yet punchy, shades. 

Reasons to be excited
by the colour of the year

The Pantone Colour System, and its 
infamous fan-shaped catalogue and 
numbering system, is the world’s simplest 
way to communicate and match colours to 
ensure precision and quality. The system 
is used in the design, paint and textiles 
industries, to name a few. Since 2000, the 
Pantone Colour Institute sets the trends for 
the branding, marketing and creative arenas 
and regard their annually chosen colour as 
a reflection of what’s needed in the world 
today. The influential reach of the chosen

colour is huge – touching fashion,
marketing and even politics.

How Living Coral can
liven up your marketing 

Use Living Coral to make a bold statement 
or as a cheerful accent that can work well 
alongside contrasting neutrals, pastels and 
blue to really make coral’s subtle vibrancy pop. 
Matt, BISON’s lead designer, advises, “A splash 
of bold colour complements and strengthens 
paler shades and can highlight your brand’s 
playful and optimistic side.” In a world 
dominated by digital communications and 
screens, where consumers desire more human 
connection and positivity, Living Coral is the 
perfect accent to add to ‘real world’ marketing 
because it can bring an engaging, warming and 
ultimately humanising feel to communications. 

Images © PANTONE & Reuters/Stephen Lam

MEET THE TEAM COME AND SEE US

MARK 
BIDEWELL
Managing Director

CLAIRE 
BROMLEY
Client Success Adviser

KAI
BOHANNON
Large Format Specialist

JENNA 
BIDEWELL
Client Success Manager

CHRIS
CASS
Production Manager

BISON create and produce innovative and bespoke 
printed graphics for brand communication. Come and 
visit us to meet our friendly, dynamic team and to find 
out how we can help you achieve your growth goals.

To arrange a visit please call Jenna or Claire today on:

hello@madebybison.co.uk  |  www.madebybison.co.uk
Unit 3-4 Tovil Green Business Park, Maidstone ME15 6TA

01622 677 541
MATT
BARNES
Head of Creative


