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Nifty’s a PR and marketing
agency with a difference. We
use the Niftyverse to build
communities and unlock new,
residual revenue.
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If you’d like to find out more about Nifty and our
unique marketing environment, the Niftyverse,
get in touch over the phone, email or WhatsApp...
or go old-school and pop in for a cuppa.
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Technically there has been some
difficulties – who can forget the
iOS update in April that sent
shivers through digital advertising
communities? Following from
that was a turbulent
time of test and
analysis for many,
as the algorithms
failed to react in their
previous fashion.

Let’s not beat around the bush, it’s been another strange
year. Kicking off with the isolation of our final lockdown in
the UK, 2021 has swirled with uncertainty but it’s also been
a year of the Olympics, Emma Raducanu and, of course,
football nearly coming home.
The International Year of Peace has
seen its fair share of havoc but it’s
also seen unprecedented innovation
and development. Long may this go
on.
Nifty continued to make strides into
the sports, leisure and hospitality
space while also winning plaudits in
our B2B deliveries. We grew in both
rank and portfolio, and I’ve been
particularly proud to see four brands
nurtured from conception through to
launch this year.
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The team absorbed a wealth of
experience too and the growth meant
new offices in May, another proud
moment. It’s been a real privilege to
see the Nifty culture develop in the
team, and hear the happy feedback
from clients.

To be honest, it was
pretty good for
us. Nifty’s skillset
is content – real,
compelling, thoughtleadership that
resonates with target
audiences and entices
their opinion. Content
is king and has always
been the focus of our work but the
iOS update brought an end to easy
wins and forced many to consider
campaigns holistically. It’s made
things a little more human again and
that’s where Nifty shines.
We all know there’s more uncertainty
coming in 2022 - as the impact
of Brexit continues to be felt while
inflation rises - but with uncertainty
comes opportunity and next year will
be full of exciting new developments.

NFTs are going to play a huge role in
the next 12 months as brands unlock
the communal power of these digital
assets. They’re a great communitybuilding tool for sports and creative
industries but have huge potential
across a wealth of sectors, especially
rights holders and creators.
Nifty’s at the forefront of NFT
development and we have two
ground-breaking projects planned
for the new year, so keep your eyes
peeled. In the meantime, please
enjoy this review of a massive year
for Nifty.
I look forward to speaking with you
all next year too but before then,
have a very merry Christmas and
fabulous New Year.

Christian Collison,
Founder & CEO

5

2021

’s
been an exciting
year for Nifty.

220m

12k

130%

PR

Engagement

Sales increase

REACH

RECOGNITION

RETURN

We’ve been lucky to work on some fantastic projects!.
The Nifty team’s do
ubled in size and
two NEDs have join
ed the ranks. Neil
Harvey - Creative Br
and and Marketing
Expert and Nick Ba
xter - Ex-pro rugby
player and Entrepre
neur.

So we moved into a bi
gger office
just over the road. We’l
l be taking
the floor above next ye
ar too!

We’ve also had the privilege
of working across some
awesome projects, from
secret spy missions to new
brand launches, as well as
our sports communications
services.

Another milestone was our new
website, with a fresh Nifty funk and
a blog bursting with insight and
opinion. Take a look and join the
conversation.
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It’s been a fun year rolling
out the full Niftyverse across
a wealth of new sectors
including health, retail and
fashion to deliver some great
results.

‘Nifty is more than a job. It’s a place where I am frien
ds with
colleagues, challenged in my work, and can demonst
rate my
abilities. I am proud to be a member of Team Nifty.’
- Jamie, Comms Manager
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Rachel, our Head of Operations, returned from maternity
leave in May. Her time had been spent homeschooling a
six-year-old, entertaining a three-year-old and of course,
looking after a baby.
‘I’m sure it is something many of our
clients can relate to - what a juggling
act this pandemic has been, and
continues to be,’ explains Rachel.
‘It was an exciting time when I came
back, as we were also moving into
our new offices. Nifty thrives on a
collaborative approach and we were
delighted all the team were as keen as
us to be back together again.’

NIFTY’S BEST FRIE

ND

Everybody meet our
new
BARKETING MANAG
ER, Milo! He
runs a tight ship and
always makes
sure we’re available
for a bit of fun
at Nifty HQ.
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2022 will be a big year for Nifty and it’s
llenging
we keep pushing boundaries and cha
thly team
mon
ted
crea
ourselves. That’s why we
challenges which we’ll turn into habits.

NIFTY CHALLENGES
Hydrate

JAN
new
FEB Learn something
nce
MAR Building confide
APR Yoga
MAY 50 Mile Club
JUN 10UP

JUL Meditate
AUG Book
SEP Volunteer
OCT Stoptober
NOV 7-a-day
DEC Give thanks

MISOGI
Our once-a-year harmonious
Niftyverse-event:10UP

‘As Dominic Toretto would say, “I don’t have friends, I got
family”. Nifty is family, a family full of incredible talent, a family
who work together in harmony and a family who have fun!’
- Beth, Creative Exec
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NIFTY’S NEW SIGNINGS
SAM WRIGHT
PR MANAGER

ADAM CLAYTON

‘To me, Nifty means we are better as
a team than we are as individuals,
and by working together we can
achieve much more – oh and we also
have a great time doing it!’

‘We’ve got a diverse range of amazing
clients and such a great mix of pros in
our team. No two days are the same,
we’re always innovating and creating.’

HEAD OF BD

AMY GILLIN

CHARLOTTE MORSE

MARKETING MANAGER
‘Team Nifty’s the best! This is the first
company I’ve worked for that has
such a strong and positive culture.
The team knows their individual worth
and the role they play in the bigger
Nifty picture.’

SOCIAL MEDIA MANAGER
‘There is never a dull day at Nifty
HQ. Whether it’s working with our
amazing clients, or chasing our fourlegged friend, we wouldn’t have it any
other way.’

JAKE THE
SUPER INTERN

We also welcomed some fantastic partners
into the Nifty family in 2021…

We’ve had a few interns this year
- one who came for one day and
never returned - but there’s a special
shout-out to Jake, whose super
sleuthing has help build some brilliant
influencer relationships.
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BEHIND-THE-SCENES
A NIFTY YEAR

‘I (vaguely) remember the
time we all got
very merry sampling Drop
Zone’s tasty
rum, which launches in 20
22!’
- Marc

was
‘A personal favourite
e old office...
getting locked in th
rson who
big thanks to the pe
t the window
caught the keys ou
and set us free!’
- Jamie

‘When we m
oved into th
e
new office a
nd the kitch
e
n
cupboard fe
ll off. It crus
hed
the new mic
rowave we’d
all
petitioned fo
r.’
- Sam

the
‘In September I was fortunate enough to join our client FORmE at
ed
debut
brand
iconic London Fashion Week, where the streetwear
its brand-new Blanks collection. Being a lover of all things fashion,
this was not a bad start to my time here at Nifty!’
- Amy
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‘A standout moment for me is
when we bought five new laptops
for the new team and watched in
horror as they all unexplainably
broke over the next two days.’
- Christian
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NIFTY WORK
We’re often thought of as a sports
marketing agency but the Niftyverse
works in any sector and vertical. That’s
why we’re lucky to represent a diverse
range of clients. Here’s just some
highlights outside sports from the past
12 months.
At the time, there was no name, no
branding, no beer. We were asked to
find a brewery that could white label
products and build a brand.

The complete
Niftyverse from
concept to launch.
In 2020, Nifty was approached by
former military personnel to help
build a new beer brand focused on
producing high-quality brews for
current and former service people:
DropZone Brewery.
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The founders decided on the name
and from there we set about finding
the right products and building an
online presence. Since then we have
launched five drinks, a tasty gin, two
coffees and merch. There’s also rum
coming in 2022.

1.4m
PR reach

401k

Engagement

£19.1k
In sales
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1.6m

Impressions

Nifty joined forces with the founders
of a new streetwear brand, FORmE.
The message is to give the wearers
the tools and confidence to be
completely who they are.

22k

Store sessions

£93

Av. order value

For the wearer, not the crowd…
In the first month of launching,
FORmE generated more than 1,000
followers across Facebook and Twitter
channels, with more than 3,000 users
hitting the website each month.

The wording on FORmE clothing is
written backwards meaning it only
makes sense to the wearer when
looking in the mirror.

Since launch, Nifty has managed
influencer campaigns, secured
national coverage and won a slot
at the iconic London Fashion Week,
where FORmE’s founder, Dan Watson,
was invited to showcase his designs
and explain the meaning behind his
work.

As a new brand looking to rival
established streetwear brands such
as Stüssy, Palace and Carhartt, a lot
of work went into building awareness
of the brand prior to launch.

More than 500 followers were
organically attracted to the
Instagram page before any products
launched as a result of the stencils.

We started by stencilling Greater
Manchester with the tag ‘Better Days
Are Coming’ and a link to Instagram,
which introduced three monsters
who each represent elements of the
brand’s ethos.
15
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40m
PR reach

264k
Engagement

8x

Booking incr.

SOA is an organisation comprised of former and current
special forces soldiers offering a range of missions across
the UK and Europe, providing the chance for people to
experience the life of a secret agent. After a halt in activities
due to Covid-19, Nifty partnered up with SOA to promote
their once-in-a-lifetime experiences.
Having built a new and engaging
website, Nifty went on to organise a
trip for selected guests to take part
in Special Operations Agency’s entry
level mission, Loch ‘N’ Load, based in
the Scottish Highlands.

The event was a resounding success,
with all of the journalists speaking in
glowing terms of their experience and
commenting on how, despite arriving
as complete strangers, they all left as
friends.

Guests included journalists from
national newspapers such as the
Telegraph, The Sun, luxury lifestyle
and travel publications as well as
an influencer with more than 1.5m
Instagram followers.

Since the event, we have also teamed
up with Above + Beyond, our partners
who deliver the unique experiences to
their customer base.

We also welcomed the winner of a
social media competition, which was
well-received and had run as a way
of generating reach and engagement
for the channels.

‘I knew it was going to be a special few
days, but I was blown away by the depth
of knowledge, generosity and warmth of
everyone involved. I can’t remember the
last time I had so much fun or learned
that much in such a short space of time.
Thank you to the Nifty team for arranging
everything so perfectly.’
- Catriona Graffius, The Sun
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910k

PPC Ads reach

Nifty was commissioned by Nurture Brands in early 2021 to
lead on PPC activities for their dairy-free drinks.

178k

Web sessions

This was followed by the launch
of Rebel’s sister brand in the
USA, Myracle Kitchen. This was a
different animal altogether, with a
new business entering a new market.

145%

Sales increase

The launch of Myracle was a
resounding success, exceeding sales
targets by 145% in the first 12 weeks
and selling out of the product.

Over three months, traffic to
the website increased by 200%
compared to the previous period.

Nifty’s initial focus was on Rebel
Kitchen - an established UK brand
focussing on organic, plant-based
milk and milkshake alternatives - that
were about to launch a new website.
In addition to PPC ads on Facebook,
Google, Twitter and YouTube, Nifty
worked with Nurture to optimise the
website, produce blogs and source
ambassadors and PR opportunities.
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James Hoffmann
Nifty worked closely with Nurture
Brands to maximise existing
relationships, producing video
content with award-winning barista,
James Hoffman, who boasts
more than one million YouTube
subscribers.
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UNITED WE CONQUER
British soldier, Jack Jarvis, is currently attempting
something no one has ever done before – rowing solo from
mainland Europe to mainland North America.
As soon as Team Nifty met with Jack
over a zoom call in March 2021, we
instantly bought into him and what
he is trying to achieve, and we knew
our services could be of huge benefit
as he looked to raise funds to achieve
his dream.

90m
PR reach

520k
Engagement

As well as this, Jack has received
coverage in Southampton, and
further afield, after his recent
fundraising when he ran a marathon
carrying a 26kg rowing machine!
He has also proved a hit with some
of the UK’s most popular podcasts,
enjoying entertaining chats with
Shaun Attwood and Chris Thrall.

Nifty has worked closely with
Jack over the past nine months,
particularly with PR and sponsorship
support. Through extensive media
relations we have been able to secure
a range of coverage, both national
and regional, spanning from TV to
newspapers and online.

In August he was interviewed by GB
News, receiving 25 minutes on the
Breakfast Show. The story was also
shared on social media, reaching
north of 500,000. He has now also
been interviewed by Sky News, The
Mirror, ITV, The Sun and Forces News.
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£100k
Donations

In addition to marketing and
management support, Nifty has
helped Jack secure brainstrust as his
charity partner. Their work means a
lot to Jack following the passing of
his grandad in 2007 and he now can’t
wait to raise as much as possible for
this fantastic cause.
We have so much more planned
for Jack and can guarantee you’ll
be seeing a lot more of the British
soldier, not just here in the UK but
stateside too, so watch this space!

Jack is also a benefactor of
Nifty’s sponsorship skill set, with
the 28-year-old receiving a Land
Rover Discovery, courtesy of Nifty’s
relationship with Jardine Motors, who
donated the vehicle so Jack could
tow his boat to pre-event challenges
around the country and to Portugal.
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With the pandemic putting paid to
physical events, Ometis launched a
series of webinars to demonstrate
the latest features of the innovative
business intelligence product, Qlik.

198k
Impressions

1k

Visitors

40

Exhibitors

Webinars provided Ometis with the
opportunity to continue to engage
with existing and potential customers
and showcase their expertise with the
latest products and features.
The client led on webinar topics,
with Nifty looking after promotional
content from landing pages through
to PPC activities on LinkedIn and
Twitter, driving registrations by
targeting business decision-makers
and Qlik enthusiasts.
Registrations grew from nine in the
first webinar to more than 30 by the
end of the year. The content has been
viewed by more than 3,000 people
during and post-event, earning them
fantastic feedback from viewers
impressed by the insight and support
provided.

27%

Traffic increase
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3k

Webinar views

15k

YouTube views

Three months prior to the inaugural
Sports and Grounds Expo (SAGE),
the event organisers retained
Nifty on a short-term contract
to promote the festival through
organic and paid social media.
Billed as the UK’s largest outdoor
trade show for the sports and
grounds maintenance industry,
SAGE required a significant amount
of brand development to establish
its presence within the sector and
cement its place as a must-attend
event for years to come.

We were pleased to have generated
more than 1,000 guest registrations
and secured 40 exhibitors in the
timeframe. On top of this, once the
event was over, we ran a survey
to generate feedback and were
delighted to learn that 100% of guests
rated the event as excellent.

All this needed to be done on a
tight budget and an even tighter
turnaround time, so Nifty got stuck
in with a social media strategy and
a wealth of marketing collateral
including programmes, signage and
digital content. We also engaged
our target audience directly with a
small PPC spend which was both
efficient and effective.
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We have two ground-breaking events
planned for 2022. More is yet to
be revealed but both will offer the
ultimate challenge, both mentally and
physically.

‘If it doesn’t challenge you,
it doesn’t change you.’
We’re excited about these once-in-alifetime experiences, which will unite
some fantastic brands, teams and
individuals.
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Nifty worked with a number of lowcarbon and carbon-neutral brands in
2021, including Nurture Brands and
The Natural Gardener, and have been
inspired to become carbon neutral in
2022.
As a paperless agency, this year
we’ve also funded more than 1,000
trees to be planted but next year we
want to do more.

to offset our carbon emissions.
We will continue working hard
to reduce our daily impact on
the environment and will ensure
sustainability is an integral
element to all our events and
functions.
If you have any suggestions
on how we could reduce our
impact further, we’d love to
hear them.

That’s why we’ve teamed up with
Carbon Neutral Britain and Ecologi
25

FTS
NFTs have become something of
a digital phenomenon in 2021 and
as stories break of them selling for
thousands, even millions, they’re
quickly becoming more mainstream,
although many people are still
scratching their heads and thinking,
‘What are NFTs?’.
NFT stands for Non-Fungible Token.
It’s non-fungible because it has
unique properties, like with a house,
a piece of art or a song, as opposed
to a fungible asset like money. If you
swapped a £5 note for five £1 coins,
the value remains the same.

NFTs sit in non-tamperable
blockchains and act as digital
receipts to prove ownership of an
asset that can increase in value.
These assets may include artwork,
experiences, rights... the possibilities
are endless.
That’s why they’re a brilliant way of
engaging an audience – NFTs allow
them to become part of a brand’s
story. NFTs have huge potential,
particularly across sports and events.

At Nifty, we’re working on
exciting NFT projects for 2022.
As the digital realm expands
every day, Nifty continues to
be at the forefront of the latest
tools and techniques, using
them to build and engage
audiences.
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AMC offered NFTs
to customers who
pre-booked tickets
to the premiere
of ‘Spider-Man: No
Way Home.’ AMC
CEO Adam Aron ha
iled their impact
as the premiere be
came the secondbest-selling in a sin
gle day in the US,
with all 86,000 NFTs
committed after
the opening weeken
d.

Taco Bell served up ‘NFTacoBells’,
each coming with a $500 electronic
gift card for the original owner and
selling out in 30 minutes at $1 each.
The tokens were instantly resold
for as much as $187,000. Using
smart contracts, the brand receives
0.01% of any future resales, with
all proceeds donated to the Live
Mas scholarship to demonstrate
corporate social responsibility.

Rangers recently entered the
market by commemorating their
2020/2021 undefeated leaguewinning campaign. The most coveted
NFTs were sold for nearly $10,000,
with the owner enjoying an exclusive
lunch with the Rangers team at their
training facilities, in addition to two
seats in the Directors’ Box.
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As we ‘hopefully’ look to come out the
back end of Covid restrictions, events
will inevitably play a huge part of
brands’ PR strategies. Companies
will look to bring products and
experiences to life through innovative
and immersive experiences.
2022 will also be a big year for
influencers. Gone are the days where
brands are happy to pay colossal
amounts of money for a simple social
media post. Marketing teams all over
the UK are now much more open to
taking a punt on ‘micro’ influencers
that fit with the brands ethos.
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27

#1

#3

DIVERSITY IS KEY

SANS SANS

Marketing collateral is seeing a more
inclusive approach, and long may this
continue. Expect this to evolve with
innovative, culturally-aware content,
as brands attract new audiences.

Serif fonts have been slowly making
a comeback and this trend is set to
continue. Harking back to a simpler
time, Serif fonts lend an air of trust to
your content.

#2

#4

BE BOLD

MEMES AS ADS

Bold’s back in favour, and we’re pretty
chuffed about it. Not only does it look
cool but bold colours grab attention
on busy social feeds and make your
message stand out.

It’s universally acknowledged that
memes are awesome. You’ll see more
brands sharing key messages in
funky ways with branded memes in
2022.
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Nifty specialises in generating reach, recognition
and return by amplifying content and compelling
audiences. We’re looking forward to catching up in the
New Year to find out how we can help drive revenue
for you and your brand but if you’d like to talk sooner,
please don’t hesitate to get in touch.

4 Bank St, Worcester WR1 2EW
hello@niftycomms.com
01905 27126

