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Five reasons why partnering with
businesslife makes perfect sense...
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The magazine is distributed both in the
Channel Islands and across the City,
so your business can reach a national
and international audience

Our website and daily
email can help your
business access a
global market
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Advertisers are regularly
asked for comment in our
editorial features, letting you
demonstrate your expertise
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Our ‘special editions’ provide
clearly targeted advertising
opportunities

Advertorials give you more ways
of getting your message across
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Bringing business to life

Businesslife is a Channel-Islands based, bi-monthly business and
lifestyle magazine that is distributed widely in Jersey/Guernsey and
London and across the UK. It aims to reflect the thoughts, vision,
intellect and excellence of business professionals locally and acts
as a forum to send that message globally. Since its launch in 2009,
however, it has become much more than that.

PROFILE PICTURES
Improved technology and free online resources are
providing a new gateway to knowledge for many. At
the same time, advancements in data collection and
analysis are enabling people at all stages of their career
to understand their key strengths – and how they can
be best harnessed for the future jobs market.
Alison – which offers a free service for professional
and psychometric testing – has allowed for a more
accurate picture of the “changing personality of the
population”. Freerick says: “Using that sort of data,
with good intent, allows us to look at differences
between skillsets in different regions of the world,

Words:
David Burrows

We’re seeing a real rise
in platforms that enable
people to learn from each
other socially, as well as
through formal programmes
and courses

THE WORLD HAS got used to low
inflation. In the past 25 years, inflation
has been incredibly low compared with
prior decades, and not just in economies
that have struggled, such as Japan, but
also in economies that have experienced
episodes of high growth.
The fact is that for many, it has become
the norm – ‘just the way it is’. But is that
attitude complacent?
As ESSEC Business School professors
Radu Vranceanu and Marc Guyot point
out in their paper Why the return of high
inflation can no longer be excluded: “The
US inflation rate exceeded 4% only briefly
in 2005 and in the wake of the global
financial crisis of 2008. And, since the
creation of the European Monetary
Union (EMU) in 1999, the
[European Union] inflation
rate exceeded 4% only for
a few months in 2008.”
Inflation sceptics
point out that
inflation has
been low
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Digital transformation

despite central banks engaging in massive
asset-purchase programmes that multiplied
their balance sheets by a factor of four.
But, as Vranceanu and Guyot argue,
these sceptics attach less emphasis to
the fact that the monetary base did not
increase much, with many commercial
banks holding huge amounts of reserves
with the central banks.

RISE OF THE SLEEPING GIANT?
Some economists predict inflation’s return
with considerable confidence, citing the
amount of cash that has been printed by
central banks, such as the Federal Reserve.

interview
Alex Wood
february/april 2021 17
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Markets
meanwhile, Philip Lane, Chief Economist at the
European Central Bank, has said that the bank is
“closely monitoring” bond yields.
In early March, the Australian Central Bank
decided to steer its bond purchase programme to
unravel the increase in long-term yields. Continued
support to the bond market is the wrong signal to
send if the original selling movement in bonds is
determined by raising inflation expectations.
Vranceanu and Guyot suggest that, with a supply
shock on the one hand, and governments
engaged in massive spending plans – and
central banks ready to support them
by monetising debts – on the other,
there is little left to keep inflation
expectations under control.

The

Customer is
(still) king

What were once dismissed as science-fiction-style
developments in technology are fast becoming a
reality, as business embraces digitalisation. but
one thing remains unmoved – customer interaction
continues to be the driving force

How Covid-19 has
accelerated digitalisation

FOR MANY INDIVIDUALS, the adoption of new
technology forced on all of us by the pandemic
period was something of a foray into the
unknown. But it worked, and some aspects of
customer behaviour have been changed forever.
Consequently, the horizon for the further
digitalisation of mundane tasks and processes
has moved closer, and businesses are emboldened
in their pursuit of automation – with some
developments that once seemed futuristic now
firmly within reach.
The Channel Islands’ concentration on financial
services has always been relationship-driven
and people-focused. So it’s understandable that
financial institutions are beginning to think of
ways in which they can maintain this characteristic
while also adopting the benefits presented by
technology and using their people more effectively.

Digital transformation

And organisations across the business
spectrum are beginning to appreciate some of
the possibilities that are opening up through the
use of artificial intelligence and big data.

THE BANKS ARE HERE TO STAY
For some years, there has been a shift away
from traditional forms of payment towards
digital transactions, both for consumers and
businesses. But this is not expected to signal the
end of the banking industry.
The US retail sector reported a 150% rise
in contactless payments in the 12 months to
March 2020. And the business-to-business
sector is seeing a similar shift towards electronic
payments, says Ove Svejstrup, Associate Partner
at EY. But in 2019, cash was still used for 23%
of all payments, according to UK Finance.

In the US, Harvard economist
Lawrence Summers has asserted
that adding President Joe Biden’s
$1.9trn stimulus package to the
$3.1trn deficit that the Trump
administration ran up in 2020
has the potential to revive
inflation “of a kind we
have not seen in a
generation”.
In the
eurozone,
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Why did you come to the Channel Islands,
and how did the opportunity to launch
SRJ Technologies evolve?
I’ve been an offshore tax resident since
around 2003 and I’ve kind of bounced
around a bit. I lived in the Middle East for
the longest period on that journey, mainly
in Dubai. I also spent time in Australasia
and West Africa, working in oil, gas, mining
and mineral processing. So I was very much
in this space already when I came across
this opportunity to launch SRJ.
I and John Manning, an engineer by
trade, had been asking ourselves how an
industry like oil and gas, where you are
talking highly flammable substances and
pumping them at high pressure through
pipes, didn’t have a weld-free pipe coupling
that could be used for quick repairs.
It was a simple as that. We decided that
there was a better way to mend pipes in
the highly flammable oil and gas industry –
with a weld-free pipe coupling.
The Channel Islands came into play
because our initial finance came from an

▼

Rise of the
machines

Markets

One of the great unanswered questions in the markets right now is
whether inflation will return to previous levels – and, amid greater
controls and alternative investment opportunities to work around
its impact, whether inflation even matters any more

▼

One of the undisputed benefits of technology – its
ability to connect networks of people globally – is also
helping forge a path towards a more collaborative,
supportive and peer-driven type of learning.
The Hive Learning Network is a peer-learning
network aimed at connecting professionals across
industries in order to share ideas, solve problems and
facilitate more effective learning opportunities.
“A lot of research shows that the majority of people
learn best in a peer environment where they’re able
to access higher-order questioning, and higher-order
thinking,” says Kirby.
“In the Hive network, they’re really diving into
the material, asking each other questions, thinking
about how it can be applied and creating an
experiential learning environment. It’s very similar to
learning on the job.
“The technology brings people together with bitesized content and draws you into good learning habits
where you’re able to jump in and just spend a couple

Tell us a bit about your background.
I actually grew up in Norfolk, not far
from Norwich. After school, I went to
Bournemouth University to do a degree
in interface design, which had a bit of
computer programming in it and a bit
of neural networking in it. It was called
human-computer interaction.
But I worked out part-way through that
most people probably aren’t going to be
getting a guy from Bournemouth University
to design MiG jet heads-up displays –
they’re going to get a guy from Oxford
University and a guy from MIT. And I
worked out that I was probably headed for
Argos middle management.
So I turned left at Piccadilly and went
into construction and worked for several
businesses in the UK. Eventually I moved

to a family firm in Norfolk, generated them
quite a bit of work over a two-year period,
and then took the opportunity to go and
work on the Dubai airport build, which
was a dream for a 23-year-old.
I lived in Dubai for three years, played
polo and generally enjoyed life – probably
a bit too much – before my wife came
and saved me from all of that. I then
worked in Africa for a while, in mining,
and in Australia. So I moved around and
kind of educated myself, came across this
proposition, and moved to Jersey.

▼

A HIVE OF IDEAS

a foreign-sold product and a locally
manufactured product.
Australia has something similar, too,
as does Brazil. It’s pretty much the case
that every country now has some kind
of incentive in place for using in-country
products. So we have developed a product
that can be manufactured in-country and
we have pre-qualified service providers
in those regions.
Of course, what we provide is a highend, premium element. The benefit of our
technology is that it vastly reduces the loss
experienced by the customer. Getting back
online and producing whatever you’re
producing as quickly as possible is essential
– and the downtime is far more expensive
than the cost of our product will ever be.
So that’s really where we are.
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NOTHING CHIVVIES ALONG technological reform,
it turns out, quite like a global pandemic. While
transforming the day-to-day work of many, the
widespread, unceremonious nature of Covid-19
and its consequences have also thrust learning
and development into the spotlight. And many
believe this is no bad thing.
By March of 2020, only weeks after the
real threat of the virus had begun to be
understood, online learning platforms
were already seeing a rise in demand for
online courses – amid a workforce clearly
conscious of a rapidly changing
skills demand.
“What we noticed was a
change in the intensity of learning
and a higher certification rate,”
says Mike Freerick, CEO
of Alison, a free online
learning platform that
to date has been used
by 18 million learners
worldwide.
“From our statistics,
we could see that in
March and April
2020, people were

ACCESS ALL AREAS
While online learning is nothing new – figures from the
Open University place its economic impact between
2018 and 2019 at £2.77bn – the pandemic has forced
organisations and learning providers into delivering
learning in an efficient, effective, virtual way.
“There’s a lot of brilliant content available for
free online, but the pandemic and lockdown has
really increased the volume of what’s available,”
says Leyla Yildirim, Chief Strategy Officer at PwC
Channel Islands.
“Maybe in the past, things that providers would
have charged for, they’ve been willing to make
available for free. We simply haven’t been able to do
any classroom learning, so we’ve had to get good at
delivering learning in a virtual way that makes it as
interesting as possible.”
Lucy Kirby, Director of the Digital Greenhouse
in Guernsey, describes this as a ‘democratisation’ of
learning platforms.
“What we’re seeing is that people from all walks
of life, and from all over the world, are able to access
qualifications, experiences, platforms and content that’s
peer-led,” she says.
“We’re seeing a real rise in platforms that enable
people to learn from each other socially, as well as
through formal programmes and formal courses.
“The technology is becoming a really positive,
facilitative platform, where people can share their
learning. It’s as much about the real-life application of
the skills as it is about the theoretical content.”

JANUARY 2021

• cloud security
• digital transformation
• online training
• fintech

What does SRJ Technologies do and how
do you position yourselves as a business.
What’s the unique proposition?
We’re an asset integrity business. We
provide specialised engineering services
and pressure containment management
solutions – permanent or temporary pipe
repair or replacement – predominantly to
the oil and gas industry. But where we see
real value is in offering a wider range of
asset-integrity consulting services, helping
our customers to better understand the
operational risks and where best to focus
resource to minimise these. That’s all about
digital solutions that work with client
platforms to analyse data and highlight
leak prevention and repair programmes.
What’s essential to our proposition is
that we use pre-qualified service providers
and manufacturers local to our customers.
We’re what we call ‘geolocation-flexible’.
We very much designed that business
model and the technology to fit in with
the global desire for local manufacturing,
reduced complexity and reduced manpower
via digital capability. What’s interesting is
that we’re kind of perceived by the market
to be a disrupter, while we very much feel
this approach is what makes us synergistic
with the marketplace. We manufacture our
products in-country, utilising an IP that is
coming out of Jersey.
Why is local manufacturing such a key part
of your proposition and so in demand?
It’s all about the way customers operate.
Saudi Arabia has something called IKTVA
(In-Kingdom Total Value Add). UAE has a
system that gives you 30% delta between

Who cares about
inflation?

and what sort of behaviour or capabilities are in
demand there. We can advise on what peoples’ innate
strengths are and look at what types of careers they
might be best suited for. By providing that type of
high-value skills analysis to everybody for free, it’s
opening up a new chapter of people being able to
empower themselves online.”

02/03/2021 14:06
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With P w C predicting that 30% of jobs in the
Channel Islands could be made obsolete over
the next 15 years, organisations – as well
as the workforce at all levels – are turning
to online learning to reskill for the future.
And technology is increasing access for all

genuinely concerned about reskilling, and what it
meant for them. A lot of people understood that things
were going to change, and change profoundly.”

A new generation

▼
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The democratisation
of learning
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Online

Digital learning

ESG
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Advertising opportunities are available on all of these platforms.

Digital learning

Interview

Interview

Channel Islands-founded SRJ Technologies started life
supplying pipe repair and replacement services to the oil
and gas industry but, following a successful listing, is
diversifying into a wider range of services across different
sectors. CEO Alex Wood explains how being based in Jersey
set it up for success, what’s next – and why he is supporting
others on the islands to achieve their dreams…

Running alongside the magazine is the blglobal website, which not
only acts as an archive for all print copy, but is recognised as being the
most up-to-date online resource for Channel Islands business news.

Special editions

The Wealth Edition
• Brexit opportunities
• Changing role of the wealth adviser
• Bitcoin’s new wave
• Alternative investments
• High-end property

BUSINESSLIFE

We run one special edition during the year, which focuses on the
Channel Islands relationship with the City. For every issue, we provide
advertisers with a detailed forward features list two months in
advance, which allows them to take advantage of targeted advertising
opportunities.

Magazine

MARCH/APRIL 2021

GLOBAL BUSINESS: A VIEW FROM THE CHANNEL ISLANDS

BUSINESSLIFE

What is businesslife?
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Publications and distribution
GLOBAL BUSINESS: A VIEW FROM THE CHANNEL ISLANDS

GLOBAL BUSINESS: A VIEW FROM THE CHANNEL ISLANDS

GLOBAL BUSINESS: A VIEW FROM THE CHANNEL ISLANDS

BUSINESSLIFE

• adapting to globalisation
• role of alternative tech
• change in client focus
• plus future view supplement

MARCH/APRIL 2021

BUSINESSLIFE

• ESg reporting • mega-funds
• shadow banking • private lenders
• wine investment • outsourcing

MAY-JULY 2021

The financial services edition

BUSINESSLIFE

BUSINESSLIFE

BUSINESSLIFE

AUGUST- OCTOBER 2021

The funds Edition

BL Magazine – Special Editions
The Wealth Edition
• Brexit opportunities
• Changing role of the wealth adviser
• Bitcoin’s new wave
• Alternative investments
• High-end property

CITY OF LONDON SPECIAL EDITION 2021

• sustainable investing
• reits • SPACs frenzy
• female entrepreneurs
• PE activity

navigating
uncertainty

Three times a year, Businesslife distributes 10,000
copies, including
■ 2,000 copies at airports and business receptions
across Jersey and Guernsey

Why the Channel Islands
offer stability in
turbulent times

The future of financial services

ESG

A new generation

■ 8,000 copies at airports and business receptions

CITY EDITION 2021

Tomorrow's world

ISSUE 72 MARCH/APRIL 2021

Can funds and finance save the planet?

ISSUE 73 MAY-JULY 2021

ISSUE 74 AUGUST-OCTOBER 2021

Funding the future

BLCITY_01_Cover FINAL_AL.indd 1
BL74_BL_proof_v1.indb 1
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Special issues
■ JUNE CITY

BUSINESSLIFE

BUSINESSLIFE

BUSINESSLIFE

GLOBAL BUSINESS: A VIEW FROM THE CHANNEL ISLANDS

BL Magazine

20/07/2021 11:46

across each region.

02/03/2021 14:06

■ For the full regional distribution list, please contact

Carl Methven – carl.methven@blglobal.co.uk

Themed Editions
■ FEBRUARY/MARCH

WEALTH

■ APRIL/MAY 		

ESG

■ JUNE/JULY		

FUTURE OF FINANCIAL SERVICES

■ AUGUST/SEPTEMBER

FUNDS

■ OCTOBER/NOVEMBER TRENDS & DISRUPTORS
■ DECEMBER/JANUARY

TECH

Six times a year, Businesslife distributes 6,000 copies, including:
■ 4,000 copies at airports, Waitrose stores and business receptions across

Jersey and Guernsey

■ 2,000 copies at London airports and select business locations in the City
■ For the full City distribution list, please contact

Carl Methven – carl.methven@blglobal.co.uk
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Advertising: print options
Our advertising options mean that you can promote your business
in the way that best suits your marketing goals. Choose from:
Standard advert: Available in a
range of sizes and positions, simply
provide us with print-ready artwork

Advertorial: Designed to look like
a Businesslife feature, advertorials
allow you to talk specifically about
your products or services

Fund administration
Advertising feature

ogier.com/esg

The point
of change.
We know there is no one-size-fits-all.
This is why our sustainable investment
and legal experts provide clients with
a bespoke approach to identifying and
achieving ESG and impact goals across
the investment spectrum.

Breaking down
the cyber
security threat
to your business

THREE KEY CONSIDERATIONS
Legal and Corporate Services
British Virgin Islands
Cayman Islands
Guernsey
Hong Kong
Jersey
London
Luxembourg
Shanghai
Singapore
Tokyo

WWW.bLGLOBAL.co.uk

Managing your organisation’s cyber
security can be broken down into three
overlapping components, as advised by the
National Cyber Security Centre (NCSC).
The first is to get the information you
need to make well-informed decisions. This
involves assessing what material you keep
digitally (these days, that’s probably rather
a lot), where this property is stored, and
1
2
3

what your organisation’s vulnerabilities are.
The second step is to prioritise your risks.
You need to integrate cyber security into
your boardroom discussions and processes
and embed it in your organisation’s culture.
This is absolutely a board-level concern,
as the average cost of suffering a cyber
attack – whether ransomware, a data
breach, a hack or any other attack – has
been estimated to be £2.9m per incident.3
Third, you need to take steps to manage
your risks. You’ve likely got some sort of
disaster recovery plan in place, but when
did you last stress test it? Are your systems
as up to date as they could be? Have you
recently done something different with
your data, technology or hardware that
needs protecting?
All these questions need to be asked in
order to successfully mitigate your risks.

RISKS TO BE AWARE OF
Three components may come across as
straightforward and manageable, but
clearly there’s a lot to consider for each
element of your cyber security, especially
when the risks are so varied.
We like to break down the risks your
business is facing into four categories,
which could represent a helpful way to
gather information and prioritise and
manage risks:
1. Human capital – This relates to how
your people are prepared to identify,
manage and respond to cyber incidents.

achieved the two-month safety data
requirement for US regulatory submission
and will seek emergency-use authorisation
as it awaits full approvals from each
country’s regulatory body, which could
take months.
Duration of protection is a question
that currently remains unanswered.
Another tricky issue is that the Pfizer/
BioNTech vaccine must be stored at -70ºC
and this creates a significant logistical
challenge on top of everything else.
This is a temperature well below any
normal domestic freezer, so Pfizer and
BioNTech will be tasked with creating a
deep-freeze delivery chain.
Pfizer has already developed a suitcasesized transport box that uses dry ice and
can hold 5,000 doses for up to 10 days.
Moderna’s vaccine is based on the same
technology but can be kept in a refrigerator
for up to a month.

Sheena Berry, Equity Research Analyst at Quilter Cheviot,
looks at the wider impact of the imminent arrival of Covid-19
pandemic vaccines (written November 2020)

Does your organisation have a chief
information security officer? Are your
staff trained to recognise threats?
Are you prioritising cyber security
at a senior level?
2. Infrastructure – What equipment
and technology do you use and is it
adequately protected? Is your cloud
storage suitably secure? Are your
firewalls up to scratch?
3. Data loss – Your data is no doubt
incredibly valuable to your business, so it
makes sense that a criminal would want
to access it. Is your data secure?
4. Cyber – These are the active threats to
your organisation. We’ve mentioned
ransomware, but there’s also phishing,
botnets, DDoS attacks and hacking.
By considering your cyber security
along these lines, you can begin to
understand how you might be targeted
and what you need to do about it.
At Sure, we offer a comprehensive
suite of security solutions to help you
tackle these threats. We are offshore
cyber security experts and a trusted
provider for businesses across the
Channel Islands and beyond.
Cyber security is a serious boardroom
concern, but it doesn’t have to be a
terrifying proposition.
By breaking down the threats, you can
find a solution that works for you and
protects your business. n

https://www.accenture.com/us-en/insights/financial-services/cost-cybercrime-study-financial-services
https://www.mimecast.com/state-of-email-security/
https://www.itgovernance.co.uk/blog/the-cost-of-a-cyber-attack
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Vaccine
breakthroughs:
light at the end
of the tunnel

Paul Acton, Chief Business Officer at Sure Group, outlines the
steps you can take to protect your business from cyber attack

YOU’LL HAVE PROBABLY experienced at
first hand the way that technology has
evolved over the past two years. Rare
occurrences such as full-team video calls
quickly became the norm and, as we
thankfully return to our Channel Islands
offices, these approaches look like
they’re here to stay.
But while that advance has been
under way, so too has the darker side of
technology: cyber crime.
To take just one criminal tactic in one
industry, Accenture reports cyber attacks
on banks in 2020 and beyond will result
in them losing $347bn, that insurers will
lose $305bn and capital markets will lose
$47bn by 2024.1
But it’s not just the banking sector
that’s being affected. Mimecast notes that
more than six in 10 companies suffered a
ransomware attack last year.2
So, with cyber security threats so
prevalent, what steps should you take to
protect your organisation?

Alternatively, you can write
about broader issues and
contextualise your products
and services accordingly

BY MOST ACCOUNTS, the news from
Pfizer/BioNTech and Moderna that their
coronavirus vaccines are around 95%
effective gave the world a reason to
feel hopeful. Following eight months of
lockdowns, travel restrictions and social
distancing measures that took their toll on
the world economy, there is a genuine sense
that we have found a way out.
The news couldn’t come at a better
time – following a quiet summer when
restrictions were eased and economies
reopened, the onset of autumn brought
with it a resurgent coronavirus.
There is little doubt we are in the
midst of a second wave as positive cases
reach news highs in the UK and Europe.
Governments have responded by
tightening restrictions, most notably
England’s national lockdown running
from 5 November to 2 December.

WHAT DOES ALL OF THIS MEAN?
To borrow a well-used phrase, it is likely
that this is the beginning of the end of
the pandemic – or we are at least very
close to it. But there is still much that
needs to happen before anyone will be
vaccinated en masse.
We expect other pharmaceutical
companies to announce the results of
their trials over the coming months, but
Pfizer/BioNTech and Moderna have set a
high hurdle to clear.
Given how many people around the
world will need to be vaccinated, it is
likely we will need more than one vaccine
to meet the high demand.
Initially, the vaccine is likely to be made
available to people in high-risk groups,
such as older people as well as hospital
and care home workers.
Ultimately, the rollout will depend
on how it works among different age
groups and whether or not other vaccines
also become available.

The outcome exceeded expectations.
The 95% efficacy achieved by Pfizer/
BioNTech and Moderna’s Covid-19
vaccines with no major safety issues
observed during phase three trials was
significantly higher than expected.
With its effectiveness well above the
threshold of 50% set by the US Food and
Drug Administration, it provides a glimmer
of hope that a breakthrough in the vaccine
race has been achieved and life as we know
it may return to some sort of normality.
What makes this so significant is that it
is said that no vaccine has been developed
and proven to be so highly effective in such
a short period of time.
Russia’s Sputnik V vaccine may dispute
this claim, given that it is purported to be
92% effective, but it has been tested on a
much smaller pool of volunteers and has
not completed phase-three trials.

SUCCESSFUL TRIALS

WHAT HAPPENS NEXT?

From the onset of the coronavirus
pandemic in early 2020, dozens of
research laboratories have been racing to
find a vaccine that will bring a halt to this
deadly virus’s advances. With more than
150 potential vaccines in development, it
was a matter of when, rather than if, one
would prove effective.1
Among the most promising candidates
were the efforts of Pfizer/BioNTech,
Moderna and AstraZeneca/Oxford
University, and there was some expectation
that one would pass phase three trials
successfully before the end of the year.

It cannot be understated that the Pfizer/
BioNTech and Moderna development is
positive news that provides the world with
a shining light at the end of what feels like
a very long tunnel.
Its efficacy rate is well above what is
required to stop the virus spreading in
the population and is higher than the
efficacy rate of 60%-70% that had been
predicted. Compare this with the flu
vaccine’s 40% efficacy rate.
As always, there are caveats, challenges
and unanswered questions that need to
be addressed. Pfizer and BioNTech have

20 january 2021

is unlikely to be curtailed simply because
people will be able to visit shops again.
E-commerce has soared this year and
as people have become accustomed to
having their groceries delivered and
ordering more goods online, this will
probably continue to take a bite out of
bricks and mortar retail stores.
Therefore, we expect the trend towards
the digitisation of the economy to carry on
and technology companies in this area will
continue to perform well.
The healthcare sector has been in the
spotlight throughout the pandemic and
with the vaccine race looking set to heat
up, we can expect the focus to remain on
ongoing efforts from Pfizer/BioNTech,
Moderna and other players that are
expected to report in due course. n

HOW HAS THIS AFFECTED MARKETS?
It was no surprise that Pfizer’s
announcement on 9 November caused
stock markets around the globe to surge,
particularly in the sectors hardest hit by the
pandemic. This is potentially an economic
game-changer as it will likely help people’s
lives return to normal and businesses to
recommence their usual operations.
Companies in sectors that benefit from
life returning to normal performed well
following the announcement. This includes
business in the travel and leisure sector, as
well as oil and mining companies.
Banks also saw their share prices rise
because a stronger economy means fewer
businesses defaulting on loans.
Nevertheless, the digital revolution
that the pandemic helped to accelerate

1
www.nationalgeographic.co.uk/science-and-technology/2020/08/dozens-of-covid-19vaccines-are-in-development-here-are-the-ones-to
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We expect the
trend towards the
digitisation of the
economy to carry
on and technology
companies in this
area to continue
to perform well
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FIND OUT MORE

For more information,
contact Allie McMahon:
Tel: 01534 506105
Email: allie.mcmahon@quiltercheviot.com
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£2,415

Type area:
382w x 126h

DPS strap:
£995

Trim size:
203w x 276h
+3mm bleed

Full page:
£1,655

Trim size:
406w x 138h
+3mm bleed

DPS Half Page:
£1,430

Type area:
382w x 63h

Type area:
179w
x
252h

Type area:
179w x 126h

Type
area:
87w
252h

Half page:
£985

Trim size:
406w x 75h
+3mm bleed

Horizontal
banner Type
area:
179w x 63h

Banner:
£875

Vertical
banner
Type
area:
60w
252h

Half-page and quarter-page
advertisements should sit within
the grid. There is no availability for
bleeds on half-page, quarter-page
and banner layouts.
Artwork
Artwork is accepted in the following
formats:
• High-resolution PDF file
• Photoshop EPS with all fonts
converted to paths and images
embedded
All artwork must be supplied as CMYK
with all fonts and images embedded.
Delivery:
Via email (maximum file size 6Mb)
to artwork@blglobal.co.uk
or via FTP (details can be provided).

Requested positions
Inside front cover:
Inside back cover:
Prime position:
Back cover: 		

£2,095
£1,995
£1,995
£2,415

Please note:

All measurements are in millimetres.

WWW.bLGLOBAL.co.uk
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Advertising: the directory
The BL Directory is the essential reference tool for people looking for
companies in the Channel Islands. With both a print version in the magazine
and an extensive, searchable directory online, you can target potential new
clients both closer to home and further afield.

Costs:
Costs
Magazine (includes free online entry)
Twelve-month booking (six inclusions):
Package cost: £1,200
Cost per issue: £200

Online Directory only: £150 for 12 months

Online
Print

Directory

www.blglobal.co.uk

To advertise in the directory in print or online contact Carl Methven on
+ 44 (0)1534 615886 or carl.methven@blglobal.co.uk

Great learning boosts performance
It’s a simple fact of business that people
who know how to use their IT systems
properly are more productive and happier at
work.
At ALX Training, it is our mission to ensure
that every person we work with can use their
essential applications properly, saving time,
smoothing processes and creating a more
productive workplace.

Appleby is one of the world’s largest
providers of offshore legal advice and
services. Uniquely positioned in the key
offshore jurisdictions of Bermuda, BVI, the
Cayman Islands, Guernsey, Isle of Man,
Jersey, Mauritius and the Seychelles, as well
as the international financial centres of
London, Hong Kong and Shanghai. We are
also the only firm to have offices in all three
British Crown Dependencies.
Our services include:

Our trainers are renowned for their product
knowledge, and their friendly and energetic
attitudes to training help them get the best
from every person they teach.

l Corporate
l Dispute Resolution
l Private Client & Trusts
l Property

Learning starts at induction
We are well-known for our range of Microsoft
Office courses which includes Office 365,
Excel, Outlook, PowerPoint, Word, Project,
SharePoint and Visio but our clients know
we can do much more.

Members of the Jersey and Guernsey offices
regularly advise London City and
international law firms on all legal aspects of
offshore corporate, finance and investment
fund transactions and arrangements in the
Channel Islands.

Not only do we train on well-known
accounting packages such a Xero and
QuickBooks but we create courses on
bespoke in-house systems. We design
unique courses specifically for your
organisation, so that your staff learn
precisely the information they need to work
efficiently and effectively.

For more information visit our website
www.applebyglobal.com/our-expertise

We know there’s no better place for your
new colleagues to start learning than during
their induction programme, so we develop
bespoke induction courses that give your
new starters all the information they need to
hit the ground running. We can even deliver
content online, so training can be ongoing
and continuous.

Michael Cushing
Managing Partner, Jersey
+44 (0)1534 818 395
mcushing@applebyglobal.com
Wendy Benjamin
Managing Partner, Guernsey
+44 (0)1481 755 603
wbenjamin@applebyglobal.com

Ashburton Investments is a new generation
investment manager building on a solid
foundation to provide global investors with
multi asset, specialist emerging market and
equity products. As part of the FirstRand
Group, one of South Africa’s largest financial
services institutions, Ashburton has a strong
footprint in Africa and understands volatile
emerging markets. Ashburton believes that
taking a broad-brush view of emerging
markets is no longer effective and it is
important to make country by country
judgements enabling its specialism in Africa
and India.
For more than 30 years multi asset has been
the cornerstone of the business, with the
product set evolving over time to suit ever
changing market conditions and
understanding clients’ needs to effectively
manage risk and access more sources of
return.
Globally, Ashburton Investments has over
£8.8bn under management as at June 2017
with offices in the Channel Islands, United
Kingdom, South Africa, and the United Arab
Emirates.
For more information please do not
hesitate to get in touch:
Laythamm Malorey
E: laythamm.malorey@ashburton.com
T: +44 (0)1534 512010
Tim Townsend
E: timothy.townsend@ashburton.com
T: +44 (0)1534 512106
www.ashburtoninvestments.com

Contact us to discover great learning
opportunities:
T: 01534 873785
E : alex@alxtraining.com
www.alxtraining.com

Independent and Professional
We offer a full range of management and
fiduciary services to our domestic and
international private clients:
l
l
l
l
l
l

Family office - bespoke assurance
Wealth management - your strategy
Trustee - impartiality with vision
Corporate services - attention to detail
Good governance - a helpful eye
Strategic guidance- controlled ideas

We aim to assist in the provision of personal
service to meet your requirements. Ask us.
Being vigilant and proactive in the face of a
fast changing legal, economic and fiscal
landscape. We can provide the focus to your
solution. Try us.
Our team has many years of experience
dealing with a wide range of clients in
different countries. We look to provide good
corporate governance to achieve your aim.
Contact us:
www.baccata.co.je
Tel: 00 44 1534 870670
or

Carey Olsen is a leading offshore law firm
advising on British Virgin Islands, Cayman
Islands, Guernsey and Jersey law across a
global network of eight international offices.
We are a full service firm working across
banking and finance, corporate and M&A,
investment funds and private equity, trusts
and private wealth, dispute resolution,
insolvency and property law.
Our clients include global financial
institutions, investment funds, private equity
houses, multi-national corporations, public
organisations, sovereign wealth funds, high
net worth individuals, family offices, directors,
trustees and private clients. We work alongside
all of the major onshore law firms,
accountancy firms and insolvency
practitioners on corporate transactions and
matters involving our jurisdictions.
Our advice is delivered by an approachable
and experienced team of commerciallyminded lawyers, led by 48 partners, who help
our clients achieve their objectives. We have
the expertise and resources to handle the
most complex international transactions
combined with a personal approach to
business.
Contact:

Nicholas Falla
nfalla@baccata.co.je

guernsey@careyolsen.com
T +44 (0)1481 727272

Mrs Ann Williams
awilliams@baccata.co.je

jerseyco@careyolsen.com
T +44 (0)1534 888900

Mrs Áine O’Reilly
aoreilly@baccata.co.je

www.careyolsen.com

Licensed by the Jersey Financial Services
Commission in the conduct of trust
ompany business

Deloitte LLP
Deloitte LLP offers professional services to the
UK and European market. The company has
the broadest and deepest range of skills of any
business advisory organisation and employs
over 14,400 exceptional people in 28 offices in
the UK and Switzerland.
We provide professional services and advice to
many leading businesses, government
departments and public sector bodies and
publish many influential studies and thought
leadership pieces.
Deloitte LLP employs 160 professionals across
the Jersey, Guernsey and the Isle of Man
offices. It is the UK member firm of Deloitte
Touche Tohmatsu Limited, a UK private
company limited by guarantee, and its global
network of 150 member firms, each of which is
a legally separate and independent entity.
Deloitte provides audit, tax, consulting, and
financial advisory services to public and
private clients spanning multiple industries.
Deloitte brings world-class capabilities and
high-quality service to clients, delivering the
insights they need to address their most
complex business challenges.
For further information please do not
hesitate to contact:
John Clacy, Partner, Guernsey
Email:jclacy@deloitte.co.uk
Phone +44 (0) 1481 724011
Greg Branch, Partner, Jersey
Email: gbranch@deloitte.co.uk
Phone: +44(0)1534 824325
www.deloitte.com

➔
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Advertising: digital
The blglobal website acts as an archive for every issue of the magazine published so far.
What’s more, it’s the most up-to-date news source for business on the Channel Islands.
We also send out a daily business news email to an opted-in audience of over 1,600 subscribers.

Online
Size
(in pixels)
160w x
600h

Size (in pixels)
728w x 90h

Leader banner
£450 per month

Vertical side banner
£375 per month

Daily email

Size (in pixels)
728w x 90h

Footer banner
£265 per month

Size (in pixels)
160w x 260h

Artwork
For both the website and
the email, file size should
ideally be 30kb, but not
more than 80kb, with
animated GIFs preferred

Small vertical banner
£265 per month

Please note:

Both online banner sizes are set
to revolve with a maximum of
four clients at any one time

Size (in pixels)
610w x 250h

Large banner
(two boxes together, when available)
£750 per month

WWW.bLGLOBAL.co.uk

For our most up-to-date website
‘hit’ numbers, email distribution
figures and advertising availability
information, contact Carl Methven at
carl.methven@blglobal.co.uk – the
numbers are increasing all the time
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Publishing schedule 2022: magazine
ISSUE

THEME

AD SALES DEADLINE

AD ARTWORK DEADLINE

ADVERTORIAL
DEADLINE

PUBLISHING DATE

76 - FEBRUARY/MARCH

WEALTH

19 JANUARY

26 JANUARY

10 JANUARY

1 FEBRUARY

77 - APRIL/MAY

ESG

16 MARCH

23 MARCH

4 MARCH

29 MARCH

78 - JUNE/JULY

FUTURE OF FINANCIAL SERVICES

13 MAY

20 MAY

2 MAY

26 MAY

79 - AUGUST/SEPTEMBER

FUNDS

15 JULY

22 JULY

6 JULY

28 JULY

80 - OCTOBER/NOVEMBER

TRENDS & DISRUPTORS

16 SEPTEMBER

23 SEPTEMBER

6 SEPTEMBER

29 SEPTEMBER

81 - DECEMBER/JANUARY

TECH

18 NOVEMBER

25 NOVEMBER

8 NOVEMBER

1 DECEMBER

15 JUNE

22 JUNE

3 JUNE

28 JUNE

CITY ISSUE

How to book
For further information about
advertising in Businesslife,
please contact:
Carl Methven
+44(0)7377 866779
carl.methven@blglobal.co.uk

Conditions of acceptance
All advertisements accepted for publication by
Chameleon Group Limited in any of its print or
online publications can only be accepted on the
following conditions:
n

The publisher does not accept liability for
any loss, or damage caused by:
a) an error, inaccuracy or omission in the
printing of an advertisement.
b) any failure to publish on the date or
dates specified by the advertiser.
c) the publication of any advertisement
on any date (or dates) other than the date
(or dates) specified by the advertiser, whether
the actual date of publication be earlier or
later than the date (or dates) specified,
and/or in a specific issue.

WWW.bLGLOBAL.co.uk

n

n

n

 ll advertisements are subject to the contents
A
being approved by the management. The
management reserves the right to refuse any
advertisement, even though accepted and
pre-paid, or to make any alterations deemed
necessary.
 roofs of advertisements will be submitted
P
on request. Once the proof has been agreed
and signed by the advertiser (or their agent
or representative) no further alterations can
be entertained, except by agreement with the
publisher at the advertiser’s expense.
 otice of cancellation of advertisements
N
must be received at least 20 working days
prior to publication. Non-compliance with

made against the publisher or may be incurred or
become payable by the publisher in respect of
or arising out of each advertisement.

the above cancellation time will incur the full
cost of the space booked.
n

n

I t is the responsibility of the advertiser to
check the correctness of each insertion of an
advertisement. No responsibility can be assumed
for the repetition of an error in the advertisement
ordered for more than one insertion unless
notification is received by the publisher
immediately an error occurs.
 ll advertisements are accepted and published
A
on the understanding that the advertiser is
authorised to publish the contents of the
advertisement. The advertiser will indemnify the
publisher against all actions, claims, demands,
costs and expenses which might be taken out or

n

 hile every care is taken, the publisher is not
W
responsible for damage of artwork or photographs
or any other advertising material.

n

 rices published by the Chameleon Group Limited
P
are subject to revision at any time and orders are
accepted on the condition that the price binds
Chameleon Group Limited only in respect of the
period specified in the applicable rate card. Prices
are exclusive of GST. Credit accounts must be
settled within 14 days of the invoice date. Interest
will be charged monthly on overdue accounts at
the rate of 2.5% above base rate.
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