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Lucy Kemp

Employee Experience

consultant and founder of
Kemp&Co.

Speaker, Panelist, Leader.



Lucy Kemp

Lucy approached us having spent a few years as solopreneur, running her own consultancy in the

Employee Experience space. She knew that to take things to the next level she needed to more
publicly document the running of her business in order to build credibility and ultimately win new
business. Lucy had posted sporadically on Linkedln previously and would regulafrly consume content
from others on the platform, but had no prior understanding of how to position herself in the
saturated world of business consultants. She had a lot of material in the form of anecdotes and case
studies that she felt would be valuable to share, but couldnt quite understand how to articulate these

things in a way which would serve a true purpose on social media.

As a person, Lucy has a forthright, straight-talking style which she wanted communicated
authentically in all of her content. Part of her skepticism was how anybody else could nail her
distinctive tone whilst also creating content which would speak effectively to her desired target
audience. In the next slides, we'll take you on a journey, starting with our initial LinkedIn brief,

through to how we've diversified in terms formats and platforms over the course of the campaign.






The Brief

To generate revenue for Lucy's solo-business by showcasing her expertise and offerings.

Core aims:

Secondary Aims:

To build a community of advocates for Lucy’s work, as well as to build relatability with

those who care about the same issues Lucy is passionate about.

Audience:
Primary: tech founders, CEOs and COOs | Secondary: solo entrepreneurs, working mothers

Tone of Voice:

Direct, relatable, honest, educational. There was an emphasis on cutting the fluff and

communicating in a way which Lucy would in real life.

Deliverables:
A minimum of 10x posts per month, plus additional reactive content and full

account/community management services.






Early Results m

This was the first post we put out on
Lucy's campaign, and what a start it
was! It is quintessentially ‘Lucy’ in the
way that it directly calls out an issue
that many employees have experienced,

whilst directly addressing her target

audience to warn them of the

consequences of such behaviour.

No asset, straight to the point — and

suddenly people were taking note.



Early Results m

..and we continuined in that vein. We
took a formula that was clearly
resonating with Lucy’s audience and
replicated it around a number of topical

issues, like this post at Christmas time.

While many would shy away from
swearing on LinkedlIn, Lucy was always
happy to do so where appropriate, as
that's what is authentic to her. And it

works.






Female Empowerment

A large part of Lucy’s job (and later, her
research) revolves around women in the
workplace. Having experienced firsthand the
challenges of being a woman in a male
dominated industry, as well as juggling
parenthood and entrepreneurialism, we have
helped to position Lucy as the figurehead of a
movement towards better working conditions for

women.



Female Empowerment

Using Lucy’'s platform to uplift others has also

oeen a key theme throughout her campaign. It

nas ensured we keep some positivity in her posts,
whilst enabling her to talk about initiatives she
genuinely cares about — all while fostering
deeper connections with others and providing

genuine value to her audience.



Straight Talker

Simple yet effective text-only posts which reiterate Lucy'’s

willingness to say the things that everyone else is thinking.



Utilising memes as well as video skits from other platforms (Instagram,
TikTok) to add a different dimension to Lucy’s content, whilst continuing to

drive home key messaging.



Graphics

Experimenting with different graphic formats has ensured visual variety in
Lucy's content. It also means the client is not solely responsible for providing

photos for every post — we create the assets.
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Reactives

Producing timely, ad-hoc content
around stories that are relevant in
Lucy’'s space has enhanced her

reputation as a thought leader.



Personal

Building strong relationships with our
clients means we're able to write personal
content authentically — whilst making it

relevant to the campaign objectives.



Rebrand

When Lucy pivoted from ‘solopreneur’ to
'Founder, Kemp&Co', her Linkedln campaign
was the most significant marketing tool. Her
personal brand bleeds into the company brand,
so much so that her LinkedIn profile was the

focus of the launch itself.






Video Shoots B

As a result of the income generated off the

back of our activity, Lucy was keen to start
telling her brand story in a different way: video.
On an ad-hoc basis, we've been shooting
content specifically for Linkedln (but also
useable on other platforms) in our Greenwich
studio via our partners, Storyflow

Entertainment.



Video Shoots

This was the first video we posted for Lucy,
which acted as a nice intro to her foray into

video content.

All videos are fully scripted and directed by the
Ingrained team, while the experts at Storyflow

handle the filming and editing.
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available on a no obligation, ad-hoc basis.

(Download the PDF to watch).



https://drive.google.com/file/d/1KFuGEq9L4XJKcWcIvZ-GY1bdLrDV_YRT/view?usp=sharing

Video Shoots






TikTok

As Lucy’s business blossomed and she was able
to produce more whitepapers as part of her
research projects, Lucy identified a need to

appeal to a slightly different audience: Gen Z.

In a short space of time, we took Lucy from
someone who didn't understand TikTok to
someone who is building a reputation in the

right circles via the platform.



TikTok

We gave Lucy full scripts for her to self-record.
Then, we edited and posted the footage for her.



TikTok

We also saved her a huge amount of time by producing on-

brand, engaging content which required none of her input.



TikTok

Overall, our activity on TikTok helped garner exposure with a very specific audience for
specific projects. It was hassle free for Lucy, and the content threaded nicely into the
‘ecosystem’ we've created; whereby the topics can be repurposed via her other channels and

vice-versa.









ROI

Below is a list of tangible Returns On Investment that Lucy has seen from her campaign

« £200,00 revenue added

¢ Increased PR opportunities (feature articles, interviews, podcasts)
« SaaStock panelist and other panelist gigs

e Paid speaking opportunities

e Flagship clients signed (tier 1 clients)

e Thought leadership recognition and credibility

e A platform from which to conduct research projects
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