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Hi, I’m Grace
I’ve been a full time freelance marketer since February 2019. I’m 
interested in creating content that makes businesses resonate with 
consumers. My love of marketing comes from the combination of 
strategy and creativity involved in being a marketer, the 
psychological aspect of consumers and consumerism, and the 
ability to create social change through marketing campaigns, 
communications, and more. 

In December 2018, I set up meaningfulmarketing.org to cater for 
the digital and social media marketing needs of small and 
independent businesses in Cumbria. There was a gap for an 
affordable, yet experienced, marketing freelancer and I’m pleased 
to say I’m now fulfilling it full time!

I’m a big supporter of mental health awareness, and think that a 
work/life balance is crucial no matter how ambitious you are! You 
can never produce your best work if you’re burnt out.

Outside of my ambitions, I enjoy hiking (that’s why I moved to the 
beautiful Lake District!), watercolour painting, and drinking tea. 
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Skills & 
expertise

● Social Media (Organic & 
Paid)

● Content Strategy 
● Content Creation & 

Curation
● Email Marketing
● Blogging (with basic 

SEO understanding)
● Working with small 

marketing budgets



My Marketing Journey 

Marketing Intern
mush ltd, London
July 2017 - August 2017 

mush is a Google Top 10 Startup. Summer internship 
that included general admin work,  research and 
analysis of companies and competitors, and aiding with 
their marketing processes and objectives.

MSc  International 
Marketing
Birkbeck College, University of London
September 2017 - July 2018  Awarded an MSc in 
International Marketing with Merit in May 2019. 

Marketing Manager
Jintana Ltd, Lake District
September 2018 - February 2019 

The sole marketing strategist, planner, and manager. I 
worked closely with digital marketing (contentcreation, 
social media management, email marketing and 
analytics across all platforms), marketresearch, and 
traditional marketing (designing print advertising, PR, 
and developing promotions).

 

meaningfulmarketing.org
Kendal, Cumbria
December 2018 - Present 

Registered as a sole trader, I am freelance social media 
marketer and more to independent businesses in 
Cumbria



The Business:
Little bRogues is an independent children’s shoe shop 
located in Windermere, The Lake District. It opened in 2017, 
and the owners, Simon and Kate, recently took over the 
shop Shoe Bee Doo in Ilkley, Yorkshire.

The Goals:
- Drive footfall to the local business in Windermere. 

- Increase brand awareness on social media platforms. 

The Strategy: 
- A social media strategy that focuses on content designed 
to entice people to visit the physical shop.
- A content strategy designed to achieve engagement and 
create a more coherent look across social media platforms 
in line with the brand design.

The Results So Far:
- An increase in sales (both on and offline).
- An increase in followers across platforms:
Facebook: +232 followers 
Instagram: +281 followers

"As part of our strategic review for 2019 we had a 
great meeting with Grace from 
@meaningfulmarketingnorthwest  to discuss a new 
integrated social media strategy. Loved what she had 
to say, full of energy and enthusiasm."

 
SIMON DERNIE, CO-FOUNDER OF 

LITTLE BROGUES

Post reach is lower here 
as we’d just finished 
running a series of 
boosted posts and ads for 
an event!

https://www.instagram.com/meaningfulmarketingnorthwest/


The Business:
Maya Maya is an independent ladies wear boutique based 
in Kendal, Cumbria. It specialises in occasionwear and 
personal shopping.

The Goals:
In early 2019, Maya Maya underwent a re-brand. It’s main 
goal is to become the number one destination for 
occasionwear and personal shopping in the North West.

The Strategy: 
- A complete renovation of the website, 
www.mayamaya.co.uk.
- Content across Instagram and Facebook that focuses on 
the positioning the new brand identity as a destination for 
occasionwear and personal shopping in consumer minds 
and encourages engagement. 
- We are currently working on planning a shopping 
evening, introducing online shopping via 
downyourhighstreet.com and paid Facebook ad 
campaigns. 

The Results: 
The results are ongoing, but so far Maya Maya has achieved 
an increase in personal shopping appointments, and a 59% 
post engagement increase on Facebook.

"Marketing requires planning and then executing a 
well thought out, targeted strategy and then 

measuring its effectiveness and acting on it. That is 
what Grace does for me, she puts structure into my 
busy working life and helps me identify what works 
for us....what doesnt...and suggests what might. For 
Marketing to be effective it requires dedication and 

Grace does that for me in a friendly professional 
way."

 
AMANDA SLATTERY, DIRECTOR OF 

MAYA MAYA

http://www.mayamaya.co.uk


The Business:
Rebecca Watson is a brand designer for new businesses 
based in Cumbria.

The Goals:
Rebecca approached me with the request to focus on 
Facebook and email marketing. She had two main goals: 
to increase engagement on her Facebook page, and to 
increase sign ups to her email marketing list.

The Strategy: 
- Two posts per week on Facebook specifically designed for 
engagement. 
- Engaging with other, relevant businesses on the      
- Facebook platform to be proactive as well as reactive. 
- A Facebook leads ad designed to increase email sign ups.

The Results: 
- A 46% increase in post engagement from April - May 2019. 
- A total of 134 ad sign ups from the 15th April - 15th June 
2019.



The Business:
Every Life Matters Cumbria is a charity that aims to reduce 
the number of suicides in Cumbria and train communities 
to be more alert to the signs of people who may be 
suicidal.

The Goals:
Build an engaged social media following across platforms 
to boost awareness of the charity in May - June 2019.

The Strategy: 
- A content strategy focused on raising awareness of the 
charity, their training events, and suicide as a county wide 
problem.  
- Full service social media management, including 
community management and dealing with sensitive 
requests.

The Results: 
+300 fans on Facebook 
+ 96 followers on Twitter
+.47 followers on Instagram. 
+944 engagements on Facebook. 
+164 engagements on Twitter. 
+432 on Instagram/



The Business:
A gentlemen’s barber in Windermere offering a full range 
of men’s grooming services.

The Goals:
A two week period to raise brand awareness, increase 
followers located in the target market, and boost 
engagement rate. 

The Strategy: 
- Posts and stories were designed to look cohesive and be 
engaging to the local target market. 
- Proactive engagement with the local target market. 
- Collaboration posts to extend reach and awareness.

The Results: 
+ There was an average of 4.2 followers gained per post. 
+ There was an increase in the male audience in the 
relevant target market areas.
+ The engagement rate rose to 5.61%

"I met Grace with a view to rationalising 
and improving our instagram account for 

The Original Barber, Windermere. 
Within a couple of days she had 

organised and implemented a plan to 
take us forward and improve both our 

online stature along with our brand 
awareness. Throughout our ongoing 

process I have found Grace to be both 
informative and approachable in equal 
measure. Here’s to a long and fruitful 

road. Thanks Grace, Ian Lambert 
(Co-owner, The Original Barber, 

Windermere)."

 

 
IAN LAMBERT, CO-OWNER, THE 

ORIGINAL BARBER WINDERMERE



My Master’s Dissertation Achieved a Distinction
Titled “How radically transformative can print advertising be in women’s positive body image 
given the international diversity of cultures and the global speed of social change? An analysis 
with reference to Consumer Culture Theory.”

The research aimed to explore the extent of radical transformation that print advertisements
can have on women’s perceptions of body image within the context of the speed of social
change and global diversity of cultures.

Current body positive campaigns were examined, and five interviewees from varying cultural, 
social, and age backgrounds were selected. 

The conclusions of the study suggested that social responsibility is at the core of marketers
ability to stay positioned positively in female consumers’ minds. Additionally, it is suggested
that further research should utilise a broader sample size to access a wider range of culture
and be more universally applicable.
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