
Hi. I’m Paul Nixon, the CEO of Corporate Eye, and in this video, I’m going to talk about 

how we improve our clients’ market positions through the services we offer.  

Just a brief recap on our value proposition. Why use Corporate Eye? 

First: we really focus on return on investment for our services, whether that’s improving 

costs, bottom-line impact of improving revenue, customer service and so on. 

We also help reduce risks through better explaining how companies comply with key 

things such as the United Nations Global Compact Principles or how they’re tackling 

any issues that they may have in those areas.  

We look at online negative sentiment and look at how the company is addressing that, 

communicating its story and makes recommendations to address those things. 

Lastly: we have a unique approach that looks at future situations, crises or events that 

they may be worried about could happen and how they might go about mitigating those 

risks today with how they communicate. 

The third area is that we provide a customisable framework for measuring where they 

are now and how they can improve their online corporate communications. 

The fourth area is all about content: how to improve the content they have, how to make 

better use of that content to better tell their story to more people across the website and 

so deliver their message much more effectively. 

So, the last part is through doing those things, how they improve their market position. 

That’s what we’re going to focus on now.  

So, let’s compare approaches. With a traditional benchmarking company the way that 

you might help your clients is by doing a review, looking at them in the league table, 

saying, “These are the differences with the peer group. These are a few things that 

we’ve noted that have gone down quite well,” and perhaps if you offer the additional 

services of building websites, you might be giving them a list of the things they haven’t 

done yet that you might want to sell them as additional work. 
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The thing with that approach is that it will improve the league table position but will it 

have a tangible impact on the business? So, what we do is we take an approach that 

looks to improve the communications based on what’s important for the company. How 

does it better communicate its message? How does it better communicate the brand 

values and culture that it has across the website and not just saying, “These are our 

values,” but providing evidence that supports those things? 

How do they better explain the business model and link it to their unique strengths, their 

strategy and, in fact, their investment case so that investors and all stakeholders better 

understand the business, where it’s going and, therefore, understand why it’s more of 

an attractive proposition? 

We can help improve sales and, ultimately, improve reputation.  

The consequence of taking this very focused approach that looks and starts with what’s 

important to the company is that you then get real impact. That’s what we strive to do. 

So, let’s take an example. One of our clients had multiple websites, all built differently, 

some of which were very poorly built and even brand-damaging. Not only that but they 

were all built on different platforms. So, the costs of maintaining all those different 

platforms, of coordinating across those platforms, were very difficult. 

So, we did a benchmarking exercise for them and we helped them develop their 

strategy. We then helped develop the detailed information architecture and we even 

produced their content and helped review it.  

That resulted in them having an integrated site where, both from a global level and a 

regional level, you got a consistent picture. Easy to navigate and easy to find the 

information you wanted. Within six months, they’d won an award and were being 

recognised for having delivered a better service to their stakeholders.  

So, if you look at how we provide our services, through the traditional approach, people 

will ask you to compare against a range of companies: “Which peer group do you want 

to be seen against?”  
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We go further than that because we compare against 500 websites that we’ve already 

scored and are adding to all the time to give you best in class. With our research, we go 

further than that because we look at how people are going to change and how websites 

are going to change beyond best in class at the moment.  

So, when we then do our consultancy work, not only do we ask “What’s important to the 

client?” we then go and do further research: “What’s important to the industry?” But then 

we come up with ideas that address that.  

So, we then provide that customised view in the areas that are important to clients and 

things that go beyond best in class that help stretch compared to where everyone is at 

the moment, and better deliver the message more effectively to more stakeholders.  

So, if you compare that to the traditional approach of just comparing against the peer 

group a report that’s fixed in time where we can keep our data up to date on an ongoing 

basis so that when people use our subscription tool they can see the latest scores and 

is customised to what they really need, when you consider that both are at similar price 

points, why would you choose that when you can have the wider service? 

So, I’d like to end finally on a quote. Land Securities have been a longstanding client 

and we’ve worked with them over a number of years. Abby gave us this quote. It reflects 

how we work with them on an ongoing basis; not on a one-year one-project but on an 

ongoing improvement path to improve how they communicate.  

So, I’ve explained how we help improve our client’s market position in a number of 

areas. So, if that is of interest, please do give us a call. Our contact details are on our 

website and we look forward to hearing from you. 

Thank you.   

  


