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INTRODUCTION

CREATE is a story of entrepreneur experiences in  creating 
and setting business. Their openness to explore, learn, create 
business and brand.

Awareness and attitude towards resolving business challeng-
es, setting trajectory and growing, illustrated in this book is 
inspired by real life entrepreneurs.

CREATE is created by Imajne Web Solutions LLP  
(imajineweb.com). 

At Imajine, we consciously make sure to be present in the 
moment, that gives us clarity and awareness to create awe-
some solutions to our clients.  

Our aspirations to build Imajine, is more of our spiritual 
journey in unfolding our real selves, exploring our talents, 
trusting our creativity and attracting abundance from all 
directions. 
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SARAH
Doer.   
Energetic, modern, she either expands 
time or secretly carries  time traveller

LAYLA
An advocate.
Sophisticated. An halo of
peace followed her everywhere.

SHERLOCK
Skeptic.  
Loves to debate and talks his 
mind out 

JANE
Visionary.  
Addicted to work, guess she shares 
time traveller with Sarah

TEAM



1CREATE

THE DOUGHNUT LESSON 

Sherlock, the rooster, exhaled as he shut the door behind 
the courier boy. He watched through the window as the 
fellow cycled out of the farm and then turned to Jane. 

“Awesome!” he said, tossing his proud, all-American 
comb. “Can you believe it? That’s what the boy’s T-shirt 
said ‘I AM AWESOME’.” 

Jane looked up from her laptop and smiled. “Maybe he 
is,” she said. 

Jane, the Glasgow-born-and-bred sheep, was the owner 
of the farm and the calmest member of the team. 

“Right!” Sherlock snorted, ever ready to show his fiery 
American traits. “If he was really awesome, he wouldn’t 
have to advertise it.” 

“Maybe he is, maybe he isn’t. But he did make you think 
about it. And that is what marketing is all about,” Jane 
said, being her usual reasonable self. 

Before Sherlock could reply, Layla interjected, “She is 
right, Sherlock. And nobody knows this better than I do.” 
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Both Sherlock and Jane knew her too well to miss the 
note of sadness in her voice. Layla was the wise, philo-
sophical mare who rarely made an overt display of her 
emotions; so this was a surprise. The Spaniard character-
istically displayed all the inherent wisdom of her Iberian 
lineage. 

“In college, my classmates were putting together a band 
for a competition. I assumed that if they needed a clar-
inet player they would ask me – the best player in the 
college. But they did not, they picked someone else and 
he was not even half as good as me. When I asked the 
band leader, all she said was, ‘Layla, You never showed 
the slightest interest in joining. I wish you had’,” narrated 
Layla. 

She sighed heavily, “I wish I had.” 

“Blown your own trumpet? I mean clarinet!” Layla smiled 
at Jane’s witticism. 

They all jumped as Sarah, burst in through the door with 
a large white cardboard box in her hands. 

“Hey, guess what we are having with our 10 am coffee 
today?!!” 

“Why do I feel like you have already decided?” asked 
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Sherlock, wryly. 

Sarah bobbed her long emu neck up and down in excite-
ment. 

“Doughnuts. The softest, yummiest, chocolatiest dough-
nuts you have ever had,” she exclaimed. 

As she opened the box, the luscious smell of chocolate 
doughnuts wafted through the room. 

“And you will never believe where I got them from?” her 
head wouldn’t stop bobbing from excitement. 

“Why do I feel like you are going to tell us anyway?” 
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asked Sherlock, again. 

“You know the old cat who lives on the farm next door? 
She runs a little bakery behind the main building. She’s 
been supplying desserts to several restaurants in town for 
years,” said Sarah. 

“Well, well, what do you know!” said Jane snapping shut 
her laptop and reaching for a doughnut. “How did you 
hear about it, Sarah?” 

“She finally decided to do a bit of advertising and I re-
ceived her flyer at the grocery store,” said Sarah. 

“All those wasted years…,” groaned Layla, licking the 
chocolate off her fingers. 

“I guess this makes the case for marketing pretty conclu-
sive,” Sherlock said. 

“Yup,” agreed Jane. “Never hide your light under a bushel. 
Or your doughnuts under a box. Right?” 

She was greeted by silence and the soft chewing of the 
four of them digging into the softest, yummiest, choco-
latiest doughnuts ever. 
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ARE YOU A HONEYBEE? 

“So, what do you think?” asked Sherlock, in a voice that 
expected only hearty approval.

Jane, Layla and Sarah looked at the drawing on the com-
puter screen.

It was beautiful, colourful, obviously a product of intense 
labour and utterly incomprehensible!! A maze of myriad 
pictures and words, it said a lot.

“In fact, too much,” thought Layla, the mare-advocate.

“In essence, nothing,” thought Jane, the owner-sheep.

“Our new logo,” clucked Sherlock, the rooster, who 
looked after the marketing for the farm. “Now that we 
have decided to promote our farm, we need a logo which 
will be visible on all our products. An image which is 
uniquely us, which promotes instant public recall of our 
farm.”

Sarah, the emu, bobbed her head up and down, squinting 
at the logo and trying to make sense of the graphics and 
the letters.
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“Well,” Jane cleared her throat, “Maybe you could run us 
through the thought process behind the whole artwork?’

Sherlock flapped enthusiastically, pointing at various 
bits in the picture. “Sure. These pictures denote our core 
strengths, these are our products, these here are our val-
ues, the slogan and words all promote our…,“ Sherlock 
rambled on, oblivious to the fact that he had lost his 
audience.

“And so I threw in everything about us,” he concluded.

“Yes. Everything bar the kitchen sink,” Jane almost said 
aloud.

“Hmmm. It’s pretty,” said Layla, trying to find the right 
words to articulate her doubts.

“That reminds me,” she said suddenly, reaching into the 
drawer to pull out a card. “My nephew’s wedding card. 
You remember Jacob?”

They took turns at scrutinizing the card.

“Well, are you all free to accompany me?” asked Layla.

“When is the wedding and where?” asked Sherlock
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He opened the card and looked it over. Then he flipped it 
over and searched some more. At last, he found the de-
tails he was looking for–wedged in between a prayer and 
directions to the venue.

“Lovely card,” he said. “But shouldn’t the important in-
formation be more visible?”

“True,” said Layla.

Sherlock recognized that tone of her voice. It was a spe-
cial Layla voice which said, “Read between the lines for 
stuff I am unable to say.”

Sherlock looked thoughtfully at the card in hand and 
then at the logo he had conjured up. Now that he was 
looking at it from a distance, he could see how crowded 
and messy it was. As a branding product it was ineffec-
tive. The intricate designs and colours complicated the 
logo and didn’t really say anything about their farm or 
their products.

He sighed, “I get it. Back to the drawing board, I guess.”

“It’s not really back to square one. There’s some interest-
ing stuff here. If we can just simplify it a little. I like this 
sunrise here. Very effective,” said Jane.
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“This archer taking aim is great,” nodded Sarah. 

“Dynamic and ready.”

“Hmmmm,” went Sherlock thinking and taking it all in.

“You know, honey…,” said Layla.

She didn’t have a chance to complete her sentence. Sher-
lock jumped up with a shout.

“That’s it!” he rushed to the screen and punched away 
frantically, while they watched in bemused silence.

“So?” he asked at last, turning the computer screen to-
wards them.

Logo design tips for better recall

“Sweet and simple,” Sarah bobbed.

“Denotes our core values of hard-work and unique skills,” 
Layla smiled.

Jane smiled and gave a thumbs up.

Sherlock laughed happily, the satisfied laugh of someone 
who finally got it right.
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I HAVE A DREAM 

At 9 o’clock, Jane let herself into the office and was sur-
prised to see Sherlock there. Two empty coffee mugs at 
his desk stood testimony to the fact that he had been 
there awhile.

“Good morning,” she said cheerfully, clearing away the 
mugs. “Some more coffee?”

Sherlock shook his head and said ruefully, “A fat lot of 
good it has done so far.”

Sherlock, the rooster, did the marketing for their farm 
and he took his duties very seriously. Right now he was 
working on their new marketing strategy, with nothing 
much to show for his efforts.

Layla, the mare entered and exclaimed, “Sherlock! You 
are here already? After working past midnight?”

“Yup. He was here by the crack of dawn,” said Jane, the 
sheep-owner of the farm. “He might as well have stayed 
over all night.”

Sarah, the emu, rushed in with a cheery greeting and 
began bustling around the office. Sarah was a livewire–the 
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mover, shaker and doer of the team. There was no work 
on or off the farm that Sarah couldn’t or wouldn’t do.

“So, the season is here,” said Sarah gleefully. “Let’s go out 
there and shake up the market.”

“But how, Sarah, how?” said Sherlock despairingly. 
“Tough market, stiff competition and I can’t think of a 
strategy to sell our product.”

“We do have a strategy,” said Layla. “It’s called the truth.”

Layla warmed the mug of coffee between her hooves and 
stared out of the window.

“Why we do what we do.

Why we give our all and then some to this farm.

Why we love being a part of this team.

Why we are so proud of our farm and everything that 
comes out of it.”

She looked up and said, “Don’t you see, it’s not what we 
do that is important. It’s why we do it.”



12 I HAVE A DREAM 

Comprehension was beginning to dawn on Jane’s face, “I 
see what you mean.”

“Well, I don’t,” chorused Sherlock and Sarah.

Layla beckoned them. “Come and see what I see,” she 
said simply.

They all gathered around the window to look out at their 
farm, a riot of colours that stretched out to the horizon. It 
was a breathtaking sight: plump red tomatoes, crisp green 
apples, rich purple grapes and fresh crunchy lettuce; all 
sparkling in the bright morning sunshine. As they stood 
there, hearts filled with love and pride, they all under-
stood what had to be done.

“Let’s remember why we are here. We are not here to just 
do a job, we are here to change the way the job is done. 
By doing the right thing, the right way. Always,” said 
Jane.

“We use best farming practices to keep the earth fertile 
and green. Our products are clean and safe,” said Sarah.

“Because we care about the future of our planet and our 
children,” added Sherlock.

“That is the message that needs to go out from this farm 
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– Why we do what we do. We don’t need to sell out prod-
ucts; we need to invite people to be a part of our dream,” 
said Layla.

“Dreams and values are soft topics. Will they make for 
a good marketing strategy?” Sherlock sounded a little 
uncertain.

“That is what has kept us together and kept us going all 
these years. Why shouldn’t it help us bond with our cus-
tomers?” asked Sarah.
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“Not customers, Sarah,” said Jane. “Fellow-dreamers, loy-
alists, change-makers. People who will believe in us and 
invest in our vision for a clean, green future.”

“Trust, belief, dream–these are powerful ideas that peo-
ple buy into. They don’t need to be marketed or sold,” she 
added.

Sherlock gazed out of the window and smiled.

“Yes,” he thought. “Of course, it will work.”
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THE BOOK AND THE COVER 

Sarah and Layla were enjoying the crowds and the  
flavour of the trade show. It was the ‘Annual Farmers 
Meet’; the best place to meet fellow-farmers and  
prospective customers.

Sarah, in particular, had been looking forward to the 
event for awhile now.

“That is the stall, Layla,” she pointed out.
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“I would have to be blind not to notice,“ smiled Layla. 
“You have been eyeing it all morning.”

Sarah, the emu, bobbed her head excitedly.

“Guess I’m just excited and happy… and nervous,” said 
Sarah. “They have the potential to become our biggest 
clients. We have a product line which fits their specifica-
tion to a T; so it will definitely work out.”

She trotted off happily and returned after an hour, even 
happier.

“What did I tell you?” she chirped. ”We are a perfect 
match. We had a great chat and I left my business card 
with them. They will get back by tomorrow.”

The next day saw Sarah fretting by the phone all morn-
ing. When a call finally came through, the conversation 
was rather short and abrupt, and ended with Sarah look-
ing mighty dejected.

Jane watched for a while before she turned to Sarah asked 
gently, “What’s the deal, Sarah?”

Jane, the sheep, was the owner of the farm while Layla, 
the mare was the advocate. The two of them were gener-
ally responsible for ‘the big picture’ in the running of the
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 farm.

“No deal is the deal!” said Sarah, looking even more upset. 
”That was my friend who works at the farm across the 
town. They have clinched that deal. I don’t get it, this was 
so right for us. Why didn’t they call back? I had left my 
business card with them.”

Layla pulled out all the business cards she had collect-
ed at the trade show and spread them out on the table. 
She then pulled one out. It was sharp, crisp and the most 
eye-catching of all the cards. She passed it to Jane and 
Sherlock, the rooster– their marketing head.

“Hmmmmm. A very effective card,” said Sherlock. “It 
certainly stands out from the rest.”

“We don’t need flashy stuff like that. And we certainly 
don’t need a customer who is shallow enough to be car-
ried away by it,” said Sarah, bitterly.

“Now, Sarah,” said Sherlock, “That sounds like sour 
grapes, my dear.’

“A business card is a very powerful marketing tool. A 
card which is professional and effective creates a positive 
first impression about the business in the client’s mind. A 
good first impression will do half the job for the
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customer.” Jane explained.

“Think of it as browsing through books in a bookstore,” 
said Layla. “You may not buy the book because of an 
eye-catching cover, but it will definitely get your atten-
tion. So, the cover is as important as the contents of the 
book for a sale to happen.”

Sarah took the business card from Sherlock and scruti-
nized it. “It is effective,” she said grudgingly. “The photo 
is nifty, too.”

“Sure,” said Sherlock. ”All studies indicate that people are 
likely to keep business cards which have an image on it.”

This card mentions the products and has a tagline; that 
gives a quick insight to what the company does.

This is in addition to the basic information--name, posi-
tion, phone number, email address, etc.”

“Ok, enough already about this card. Now let’s get down 
to the brass-tacks and design the best business card in 
town,” said Jane, who was already hitching up her sleeves 
in anticipation. “This is an opportunity for us to show off 
our creative, out-of-the-box-thinking.”
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Sarah’s long neck bobbed in excitement, “After all, you 
only get one chance to make a first impression, right?”

“Right!” agreed Layla. “Unlike second impression. You get 
at least a dozen chances at the second impression.”

“Really?” Sarah blinked, momentarily confused.

They all laughed so long and so loud that the cat from the 
neighbouring farm knocked on the door to find out what 
they were up to.

“Would you believe it; designing our business card.” Jane 
told him.
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ADD LIFE TO YOUR CORPORATE 
PRESENTATIONS

Layla and Sarah looked up from their computer screens 
when the door opened. A really tired-looking Sherlock 
walked in. Jane was right behind, her fingers massaging 
her temples.

Sherlock dropped into a chair with a loud sigh and an-
nounced, “What does a rooster have to do to get a cup of 
steaming hot coffee?”

“I’ll get it!” said Sarah, even as she and Layla raised their 
eyebrows and looked at Jane.
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Finally, curiosity took the better of Layla. “So how did 
the meeting with Diego go? He seemed pretty enthusi-
astic about the new venture.” She handed Sherlock a hot 
cuppa.

Diego, an old school goose from the neighboring town, 
was a regular client. He had plans to launch a new prod-
uct and had come over to discuss future plans. Sherlock 
and Jane had just returned from their conference room 
after meeting him.

“Well, if he was excited, he didn’t show it, “Sherlock 
grumbled. As Sarah and Layla looked inquiringly at Jane, 
the sheep shrugged her shoulders and said, “That was one 
of the dullest corporate presentations I have ever attend-
ed.”

“Dull?!!” snapped Sherlock. “It was downright boring. 
With that presentation, Diego’s expansion plans will go 
nowhere! Diego had loads of information to share and 
he randomly put it all together in a totally uninspiring 
PowerPoint presentation…” He stopped and took a sip of 
coffee. “…and basically just bored us to death.”

Jane sighed. “C’mon Sherlock! I guess Diego doesn’t 
really have anyone to tell him how to do this right.” She 
turned to the girls and said, “Basically, he did have a lot to 
tell us. All that information just came at us one after



22 ADD LIFE TO YOUR CORPORATE PRESENTATIONS

another, in a monotonous way.”

Sherlock chipped in, “It is time business firms realised 
that corporate presentations CAN be chic and fun, and 
yet be informative. “

“I think we need to help Diego here,” Jane said. “This is a 
very important project for us, and it will be great if Diego 
can get the right financing for it.”

“You are right! Let me just call Diego and fix another 
meeting with him. This time we’ll tell him how to jazz up 
that presentation,” Sherlock said.

The next day Sherlock and Jane were back in their con-
ference room. Diego was sitting before them, wondering 
what the meeting was about. “So… what are we discuss-
ing today?” Diego sounded anxious.

“Diego,” began Sherlock, “This is about the plans you 
presented yesterday. You gave us a whole lot of info but 
the way you did it was, how do I say this…,” Jane looked 
at Sherlock for some help.

“Uninspiring,” Sherlock completed.
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After a couple of seconds, a slightly stunned Diego said, 
“I think I know what you mean. I should have done 
something to put a spark in it, right?”

“That’s right,” Sherlock said. “We do believe animation 
gives that extra edge to a presentation. Corporate pres-
entations can get drab, especially if it’s loaded with statis-
tics.

If you add movement to text, graphics, and images, you 
can create a dynamic, engaging experience for your audi-
ence,” Sherlock explained.

“I’ll need a little more clarity here, Sherlock,” Diego said. 
Sherlock walked towards the white board. He wrote the 
words Pace, Illustrate, Reinforce, Focus and Enhance one 
below the other.

He pointed to the words, and elucidated, “Animated ef-
fects can help you Pace the delivery of information, Il-
lustrate processes, Reinforce key concepts, keep the audi-
ence’s Focus, and Enhance visual interest and impact.”

“Hmmm… I do agree my presentation was quite plain 
and boring,” Diego said, as he looked at Jane and smiled. 
“But I am still for some sort of sobriety in corporate pres-
entations. So how do you know how much is too much?”
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“Good question,” said Sherlock. “A lot of people, in a bid 
to create compelling presentations, lose their focus from 
the real message. That’s bad news, because your audience 
will be irritated and confused. To start with, always re-
member that your presentation is about the info you are 
going to provide; animation is just the method to deliver 
the information.

“You will need an engaging script; but keep it short and 
precise. Next, you will need a background score or a 
voice-over guide. Finally, add images, characters, back-
ground and graphics and arrange it to the script.”

“Hmm…,” Diego was deep in thought. “Sherlock, all of 
this makes a lot of sense. But I feel I will need some pro-
fessional help here. Do you think you and your team can 
help me with my presentation?”

“Sure! That would be a pleasure,” Sherlock replied.

“That’s just perfect, guys,” Diego sounded relieved. 
“C’mon then! Let’s jazz up that presentation!”
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OWN YOUR BUSINESS, IN THE  
ONLINE WORLD TOO 

“Sarah, remember I told you about the book review I read 
on Martha Hen’s blog?” Jane asked the emu, while staring 
intently at her computer screen. “Would you remember 
the name of the book?”

“Umm, sorry Jane, I cannot recall the name. Why don’t 
you just go back to Martha’s blog and check?” offered 
Sarah

“That is what I have been trying. But strangely, I cannot 
find the blog!” Jane was perplexed.

“I loved the review and wanted to pick up the book from 
Martha’s bookstore. I forgot the name of the book; and 
now I can’t find the blog!” Jane sighed aloud.

“You can’t find the blog! How’s that possible? Have you 
got the URL right?” the emu asked.

Jane nodded.

“Let me take a look.”

But ten minutes later, they still couldn’t find the blog.
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“I have some free time now, so I am just stepping out to 
visit Martha Hen’s store. You want to come along?” Jane 
asked Sarah.

AT MARTHA HEN’S STORE

“Good morning, Martha!” Jane and Sarah said in unison 
as they walked into the cosy bookstore.

“Good morning to you girls, too.” Martha didn’t sound 
very happy though.

“Martha, I am here for the book you reviewed last 
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week… umm… I can’t remember the name…” said Jane. 
“The one about a man who attends a funeral and…” Her 
voice trailed off.

“The Ocean at the End of the Lane,” Martha offered.

“Yes, that’s the one,” Jane smiled. “I’d like to buy that one, 
Martha.”

Martha nodded and walked towards her bestselling sec-
tion.

Jane called after her, “Martha, what happened to your 
blog? I couldn’t find it this morning.”

Martha picked up the book and walked back to the coun-
ter. She mouthed, almost under her breath, “It’s gone.”

“Gone?” Jane and Sarah said together.

RUNNING A BUSINESS ON SOMEONE ELSE’S 
SPACE

“The publisher has disabled my blog,” Martha sounded 
like she was going to break into tears. She was an avid 
blogger, who wrote several book reviews, and also blogged 
about reading, traveling and social issues. She had many 
followers, and frequently updated her blogs with info on 
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new book releases and book availabilities in her store. It 
was her sole portal to reach out to customers.

“But why?” Jane asked.

“I have no idea, Jane. I’ve been a regular blogger for over 
7 years now; you know that! I’ve even had paid ads run-
ning on my site. I’ve followed up with blog-publishing 
provider many times to know why they removed my blog. 
They have not replied to any of my emails.” Martha had 
tears in her eyes.

Jane and Sarah looked at each other and then at Martha.

“Martha, we are sorry to hear this,” Jane said. “Let’s sit 
down first. You need a cup of tea. And we need to talk.”

A few minutes later, Jane, Sarah and Martha sat down 
and sipped on their teas silently.

Finally, Jane spoke.

“Martha… you’ve become a victim of digital sharecrop-
ping,” Jane divulged.

Martha looked quizzically at her and Sarah.

“What Jane means is…,” Sarah tried to explain, “…you 
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have been running your business on someone else’s 
land, Martha. You were connecting with your customers 
through a blogging website that didn’t belong to you. 
So, although all the blogs were written by you, they were 
hosted on a site that was not yours. You had given the 
power of ownership of YOUR blogs to someone else; 
someone who doesn’t know you, and doesn’t care how 
your business runs!”

As realisation dawned on Martha Hen, she asked the 
girls, “Umm…you are right. How could I have done any 
better?”

“By posting your blogs on your own self-hosted website,” 
Jane revealed.

“Oh! But isn’t that a big corporate thing? I run a small 
bookstore; do I really need a self-hosted website?” asked 
Martha.

“Yes, you do, Martha,” Jane tried explaining. “By running 
your business on other’s space like social media websites 
or blog service providers, you actually end up working for 
them! You’re generating traffic to THEIR portal. And 
what’s worse is that they have control over your work. 
Their guidelines are ever-changing, and you will never 
know when they think your content doesn’t abide by their 
policies.”
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“And that’s not all, Martha…,” Sarah pitched in “…if 
one fine day, these portals feel there is not enough traffic 
coming in, they could just pull the plug!”

“Another important fact is, most of us completely rely on 
Social Media corporate pages to run business.” Jane justi-
fied. “Ideally, Social Media websites is a place to socialise, 
to build network. Self hosted website is YOUR STORE; 
under your control,”

“So…what I need now is….” Martha was thinking aloud.

“…a self-hosted website!” Jane and Sarah said in unison.

Jane continued, “Why don’t you come over to our office 
later today, Martha? You can take a look at what goes into 
a self-hosted website and why you should have one.”

“Yeah, we’d really like to help you here,” said Sarah.

“Thank you girls; this really means a lot to me. I’ll see 
you later today,” said a relieved Martha Hen, as Jane and 
Sarah bid goodbye.
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DOES YOUR WEBSITE DELIVER 
GOOD FIRST IMPRESSION?

Sarah walked into the office with a grouchy look on her 
face. As the others watched her, she sat on her chair, 
shoved a few files aside, muttered under her breath and 
rolled her eyes at the computer.

“What’s the matter, Sarah?” Jane asked, wondering what 
was bothering her colleague.

“Oh it’s nothing,” Sarah lied.
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“Then why are you being such a sourpuss since morning?” 
Sherlock asked tartly.

Jane looked at him sharply, and quickly spoke to Sarah 
before the emu could respond. “What Sherlock means 
is you’ve been in a pretty bad mood since morning. Is 
everything okay?”

Sarah’s face softened, but she stayed mum.

Jane tried again. “You just had a meeting, right? Some-
thing wrong there?”

Sarah had just wrapped up a meeting with Jake, a Billy 
goat, who was interested in the tangy jams project.

“The meeting went on just fine. But Jake was pretty 
miffed in the beginning because he had a tough time 
reaching us,” Sarah said. “In fact, when he called this 
morning, he said he had had a hard time finding us. 
When we met, he brought it up again. Apparently, he 
looked for us online—he didn’t know then what we were 
called—so he searched for ‘tangy jams’, which he obvi-
ously didn’t find.”

“Umm,” Jane frowned. She knew what was coming.

“He had to get in touch with the organizers of the organ-



33CREATE

ic sale, and that’s how he found us!”

Sarah revealed. “And you know what Jake said when he 
left? He said for a team that’s so creative and talented, we 
aren’t taking our online presence seriously.”

“That’s not true! We do have a website!” Layla interjected, 
not taking the criticism too kindly.

Jane looked at Sherlock, their marketing expert. The 
rooster had his eyes on the ground; it was pretty obvious 
what was running through his mind.

“Yes, Layla, we do have a website,” Sherlock finally spoke 
up. But we haven’t updated it in a while. And we also 
haven’t added any info on tangy jams.”

Jane typed in their company URL, while the others hud-
dled around the computer. The site opened up and for a 
while there was complete silence as the foursome checked 
out the different pages on their site.

“Oh! This looks so…” Layla wasn’t sure what to say.

“…outdated,” Sherlock came to her rescue, rather reluc-
tantly.

“An outdated website can cost us clients,” Jane said grim-
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ly.

“It almost did!” Sarah’s frustration was evident.

THE IMPORTANCE OF A GOOD FIRST IM-
PRESSION

“Sherlock, we need to fix this. The importance of making 
a good first impression online is very important to our 
business,” Jane stated.

“True,” the rooster agreed. “A strategic online presence 
is our most powerful investment. We can have clients 
reaching us from all over the world. They will obviously 
want to read about us online; and when our target audi-
ence’s patience and attention span is less than the blink of 
an eye, it’s important that we make a good first impres-
sion…”

“…and do it fast!” Sarah cut in.

“A functional, visually appealing and fast loading web-
site,” Jane asserted. “…And one that is updated regularly 
and offers useful information to our clients—that’s what 
we need!”

“Will be done, girls!” Sherlock confirmed.
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ONE SITE FITS ALL 

Sherlock was busy going through his notes. He had just 
wrapped up a meeting with a web designer, and he want-
ed to make sure he had all the technical details in order. 
After the disappointment the team faced the previous 
week because of the company website, the rooster wanted 
to ensure all problems were fixed in one go. “Sherlock, are 
you busy? Can I have a minute?” Jane, the sheep asked 
her marketing expert colleague.

Sherlock looked up and said, “Yes, sure Jane.”

“This morning when you were in that meeting with the 
web designer, I was, generally, looking for information 
on what the latest trends in web design are. And I read 
something about responsive web design. I couldn’t read 
much; something else came up, but I was wondering if 
you’d know anything about this,” Jane asked the rooster.

“As a matter of fact, I do,” Sherlock said almost pomp-
ously. He smiled and carried on, “The designer and I were 
actually talking about how we need a responsive web 
design.”

“Oh okay. Tell me more about this,” Jane requested.
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WHAT IS A RESPONSIVE WEBSITE?

“Let me make this simple,” Sherlock began. “We have a 
website; and our potential client is expected to visit our 
website from desktop computers or laptops. We will also 
have visitors from tablets and mobile phones, right?”

Jane nodded.

“So what we need is a responsive web design where the 
server alters the display size of the text and other ele-
ments according to the device. If someone accesses the
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site from a desktop computer or laptop, the user is deliv-
ered a full view of the website, while a mobile phone or 
tablet user gets a decreased size display, where the page 
retracts and the various elements on the site are stacked 
for easy viewing and use. 
 
And also in mobile phones, visitors are interested in spe-
cific tasts; study and understand what user wants to do on 
the phone; retain those sections and hide rest.” Sherlock 
explained.

“So basically a responsive website is one that responds 
suitably on various platforms,” Jane said, making sure she 
had understood correct.

“Exactly!” the rooster affirmed.

THE IMPORTANCE OF A RESPONSIVE WEB-
SITE

“Obviously, the most important reason for having a re-
sponsive website is to capture visits from people who 
browse the web using their smartphones and tablets. It is 
important for a company to offer its site visitors consist-
ent experience of a website, irrespective of the device he 
uses,” Sherlock disclosed.

He continued, “Sites that have a responsive web design
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are more fluid; this means the content moves freely across 
all screen resolutions and all devices”

“But why do you say responsive web design is better than 
having separate designs for different devices?” Jane asked.

“Simply because that is the way forward,” Sherlock con-
firmed. “While responsive website might involve a little 
more effort during the setting-up phase, in the long term 
it is more user-friendly and cost-effective. With more 
and more people using the internet on the go, we need a 
website that is easy to view and browse through.”

“Besides the search and usability benefits, a responsive 
site ensures better conversion rates from mobile users. It 
is also cost effective, compared to creating and optimizing 
separate sites for desktop, mobile and tablet,” he added.

“Okay! That sounds good. Well then Sherlock, good luck 
with redesign. I am so glad you are handling this,” Jane 
smiled with relief.
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INFOGRAPHIC: MORE THAN A 
FUN ELEMENT

“Two cappuccinos, please,” Sherlock said to the waitress.

Layla, the mare, and Sherlock had stopped at a café on 
their way back to office after a meeting.

“Let me text Jane about how the meeting went,” Layla 
said. The sheep had taken the day off.

Just as she put her mobile phone back into her bag, Lay-
la spotted something in the newspaper before her. “Hey, 
check this out, Sherlock. This looks pretty neat,” she 
called out to the rooster.

Sherlock took the paper from her. “Oh! This! Yeah, I saw 
the infographic in the papers this morning. It’s quite in-
teresting how a slight tweaking in our eating patterns can 
bring about such a huge change in our weight,” he said.

“No, no! I’m not talking about the info...,” Layla frowned. 
“What did you say this…this…thing is?” she asked 
pointing to the paper.

“Oh that! That’s an infographic,” the rooster said.
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“Infographic…,” Layla said slowly, taking the word in. 
“What is it really?”

“Umm… say, you have lots of information to convey, or 
you have ideas that are complex, and you need to simplify 
them; you can use fun graphics and images to represent 
this info in a visual manner—that is infographics,” Sher-
lock explained. “In fact, we are going to incorporate one 
in our website,” said Sherlock.

“Are we? So, infographics are the in thing now, is it? Lay-
la asked.
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“Infographics is a very popular tool right now!” said Sher-
lock. “So it’s a trend to watch out for, and make good use 
of.”

“There is so much information out there; people are being 
bombarded with content. So how do we make an impact 
with our clients? How do we stand out?” Sherlock took a 
deep breath and continued. “90 percent of the informa-
tion we absorb is based on visual impact; which is why 
we need simple visual aids like infographics to make our 
brand catch our client’s eye.”

“Sounds good, Sherlock. I am sure there are more bene-
fits to using infographics on our website,” Layla asked.

“Of course there are!” Sherlock confirmed. “Firstly, using 
charts, graphs and images to convey complex information 
like statistical data makes it easy for the reader to un-
derstand the content. Secondly, since most social media 
platforms are picture-based, a visual representation of our 
info will help it go viral easily. And when people click and 
share the infographic, it translates to increased traffic to 
our site. Another advantage of the infographic going viral 
is getting a high ranking on search engines. Finally, in-
fographics that feature the logo or brand name naturally 
increase brand awareness.”
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“Wow!” Layla exclaimed. “This is really impressive. So, 
what infographics are we going to use on our site?” she 
asked, excitedly.

“I am still in discussion with our web designer about the 
various possibilities. One option could be our quality 
control process. It’s something our clients would be inter-
ested in. But it’s a complex procedure and we may need to 
break the information down into bits and pieces.

What better way to do that than to use infographics!” 
Sherlock smiled.

“That’s right!” Layla laughed, as the two sipped their 
coffees.
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THE RIGHT WORDS, AT THE 
RIGHT PLACE, AT THE RIGHT 

TIME 

The park was quiet but for a few kids playing Frisbee. 
Jane, Sherlock, Layla and Sarah were on a brainstorm-
ing team outing at the park. Sarah had come up with the 
idea—to step out of the office on a working day at least 
once a month, do things each one likes to do; in silence 
yet side-by-side, and then talk about the world, their 
work, new ideas and more.

Sherlock was reading a book as he munched on an apple. 
Sarah was listening to music. Layla was knitting, and Jane 
was writing. The sheep stopped, looked straight ahead, 
deep in thought, smiled and went back to writing. Sa-
rah, who noticed this, pulled out her earplugs and moved 
closer to Jane.

“Mind if I read what you are writing, Jane?” she asked 
softly.

Jane nodded, handing over her diary to the emu. Sarah 
read two pages of what her colleague had written; her 
eyes betraying her awe.
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Finally she spoke. “Wow Jane! This is simply beautiful…”

“…thank you, Sarah,” Jane smiled.

Sherlock and Layla looked up. The mare was the first to 
speak. “Yeah… Jane does write beautifully.”

Sherlock nodded in agreement.

“You know what!!! I think Jane should write the content 
for our website!” Sarah said excitedly.

“She writes so well. I am sure our website content will 
stand out from the rest. What say, Sherlock?”

“Well…,” Sherlock began; but before he could say any-
thing more, Jane interrupted.

“I am not so sure that would work, Sarah. Website con-
tent requires a different kind of approach to writing, don’t 
you think?” she asked, turning to Sherlock. “I am more of 
a creative writer.”

KEYWORD RESEARCH AND SEO FOR WEB-
SITES

“Website content writing is different from creative writ-
ing, all right,” the rooster said. It’s a lot more technical 
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than you can imagine. The most important aspect of 
online content is keyword research and SEO.”

“SEO?” asked Layla.

“Search Engine Optimization,” Sherlock revealed. “It’s 
what we need if we want our website to show up in 
search engine results.”

Sherlock turned to the emu and said, “Sarah, remember 
how Jake, the Billy goat, couldn’t find us online?”
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Sarah eyes widened as she nodded.

“That happened, not only because we hadn’t updated our 
website with the tangy jams info, but also because we 
hadn’t optimized our site with the right keywords,” Sher-
lock said.

“keywords, he continued, “are the words/phrases that 
users commonly type in while doing online search on dif-
ferent topics or for different products or brands. In fact, 
keyword research is the first step towards search engine 
optimization. You have to find the right keywords to use 
in your online content. The process of keyword research 
can be quite a challenge—you have to identity keywords, 
check them, audit competition SEO and recheck them, 
before finalising them.”

“That sounds like a lot of work!” Sarah said.

“Yes, it is. But once we have the keywords, half the battle 
is won!” Sherlock replied. “Targeting the right keywords 
can help us rank high in search engines and drive organic 
traffic to our site,” he added.

“So what we need to do is use the researched keywords in 
our website content so that our site gets a high ranking in 
search engine results?” Jane asked.
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“That’s right, Jane. The higher the ranking, the more 
visibility we get. Effective SEO can save us a great deal of 
money in advertising and marketing expense!” Sherlock 
concluded.

Sarah looked a little dejected. “So that means Jane won’t 
be writing for our website…” her voice trailed off.

“I didn’t say that!” Sherlock put in quickly. “We definitely 
need Jane’s creative spark and vision.

Our business has our personal touch. Then how can our 
website not have it!”

He turned to the sheep and said, “keywords and SEO 
aside, we need your special touch, Jane.

Will you please supervise the writers’ work?” he asked her.

“Of course, Sherlock,” she said.

“And… do pen a couple of magical lines to add your crea-
tive spell to the content,” smiled Sherlock.
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A CAUTIONARY TALE

“Umm, this tastes exotic! Great job, Sarah,” Layla ex-
claimed as she licked the spoon clean. Sarah giggled.

“So, the very first shipment of Mgaga Farm Best Jams is 
ready to roll, girls!” Sherlock, the rooster, declared. Jane, 
Sarah and Layla nodded happily.

Two weeks ago, Bobo, a zebra from the faraway king-
dom of Mgaga had approached the farm with an exciting 
proposal—to develop a unique flavour of jams, made with 
organic ingredients, in a never-before tried combination 
of fruits. Bobo wanted the flavours to be specific to Mga-
ga’s ethnic tastes. After a few rounds of trials and tests, 
Sarah, the emu, hit upon the perfect fusion of ingredi-
ents—tangy with mildly sweet undertones. Bobo quickly 
gave the thumbs up for the flavour, and made the first 
instalment of payment. The first batch of jams was now 
ready to be shipped.

“It’s time for celebrations!” Layla announced. “I have or-
dered everybody’s favourite food.”

“Pizza!!!” the foursome exclaimed together.
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SHOW ME THE MONEY!

Three weeks later Sherlock walks into the office announc-
ing, “Girls, the second shipment of jams is ready.” He 
paused, and walked straight to where Jane was sitting. 
“Jane, have you spoken to Bobo about the second install-
ment? We need to ship the fresh batch in a day or two to 
meet the deadline.”

“I spoke to Bobo yesterday and he said he was waiting for 
a go-ahead from the Mgaga king. He did say we should 
just ship the jams, and the payment should come through 
in a day or two,” Jane revealed.

Sherlock looked a little pensive. “Do you think we should 
just wait for the payment?” he asked. He turned to Layla, 
the wise mare.

“I think you should wait,” Layla advised. “We have put 
in a lot of time, effort and resources behind this product. 
keeping our records straight is pertinent to our financial 
health.”

Sherlock nodded.

The next day, as Sherlock walked into the office, Jane was 
on the phone.
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“I understand, Bobo; but this is a crucial stage for us,” he 
heard her say. “A lot of our resources have been put into 
this project, and we really need to have steady cash in-
flows to manage timely product delivery.”

From the sound of it, Sherlock knew it wasn’t going too 
well with Bobo.

“Okay, Bobo. In that case, I will get the second batch 
shipped to Mgaga. But I hope the payment comes 
through before the third and final batch is ready. There’s 
the third installment also that needs to come in before 
this project is closed,” Jane sounded concerned.

A minute later she hung up and turned to Sherlock.

“So, the payment is going to be delayed further, huh?” 
Sherlock stated before Jane could say anything.

“Yeah… I am getting a little worried now, Sherlock. Bobo 
insists that we deliver the consignment.

He promises that the payment will come through in ten 
days max,” Jane didn’t sound as convinced though.

“Layla is not going to approve,” Sherlock remarked.

“I know, Sherlock,” Jane said. “But we’ll have to take a 



51CREATE

chance here. We do know that Mgaga is a small kingdom 
attempting to make a big stride in their growth plans; 
somewhat like our own team.

So, let’s go with the flow and see how it works,” she add-
ed.

After discussing with Layla and Sarah, the team ships the 
consignment, and waits to hear from Bobo.

The Mgaga official, meanwhile, requests the team to get 
the final batch ready as payment would come through 
soon.



52 TURNING THE STORY AROUND

TURNING THE STORY AROUND

Four weeks later, the team is sitting around the table and 
Jane is on the phone. She bangs the phone down, un-
characteristically. Sarah nearly falls off the chair. No one 
speaks a word, until Sherlock says, “He’s not going to 
answer.”

The team has barely heard from Bobo since the second 
batch of jams was dispatched. Now the third batch was 
ready for shipping and the second and third payment 
installments had not been received.

Layla had, meanwhile, researched on Mgaga and what 
she had unearthed was bad news. The Mgaga government 
was corrupt, and the king’s reputation was tainted. He 
was considered fraudulent and undependable.

“Okay people,” Layla had to break it to her team because 
they were in denial, “we are not going to get paid for this 
job. Let’s accept it. We have a batch of products, custom-
ised to a client’s specific requirements, and frankly we 
don’t know what to do with it because it’s totally different 
from what we offer. We can put it out in the market, but 
we have no time to promote it. What’s worse is that we 
have ignored all other aspects of running our company in 
the last few months because we have been so engrossed in 
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this one big project.”

Sherlock chipped in, “It’s a bad scene, my friends.”

Jane sighed and got up. “We need to go home and sleep 
over it. We will talk about this tomorrow,” and she walked 
out. The rest of them shuffle out, heads hanging in de-
spair, shutting the office behind them.

NEW MARKETS AHOY!

A few days later, Sarah rushes into the room, waving a 
flyer. “Guys, guys! Listen up!”

Jane, Layla and Sherlock look up from their respective 
computer screens, their expressions grim. The last few 
days had been simply dreadful for the team was still reel-
ing under the stress of the Mgaga fiasco.

“GUYS!” Sarah was almost yelling. “Look at this!” She 
waved the flyer before them.

“What is it, Sarah?” Sherlock asked, barely interested.

“It’s an invitation. To the Grand Organic Sale!” Sarah 
revealed.

“The grand organic sale?” Jane asked.
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“The Yeomen Horticulturists’ Association is organising 
a Grand Organic Sale, and we have been invited to be a 
part of it. We can sell our regular products, of course. But 
what I feel is that we should use this platform to show-
case our new range of products that we developed for 
Mgaga. It may or may not click, but what the heck, we 
should try!” Sarah could hardly contain her excitement.

“Wow! That sounds fantastic,” Layla chimed in. “Let’s go 
for it!

“Yes!” the team piped up.

A few days after the sale…
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“Uh huh…okay…that sounds good. I’ll see you tomorrow 
at 10am, at your office. Thanks, bye!” Sarah hung up the 
phone and announced, “That’s the seventh person calling 
us today to enquire about the jams.”

“And it’s only 11.30AM! This is great!” Jane sounded 
relieved.

“We’ve had enquiries at the stall in the sale; we’ve had 
phone calls, emails and even customer walk-ins!

I have three meetings lined up for tomorrow. This new 
range of jams is a hit!” Sherlock couldn’t hide his exhila-
ration.

Layla, the mare, spoke up, “Well, we may not have recov-
ered the complete cost of developing this new product; 
but we did get the chance to be a part of a wonderful 
event and also meet potential clients.”

She added philosophically, “Sometimes our business plans 
may not always go the way we perceived, but a little inno-
vative thinking can open new avenues! The lesson we have 
learnt here is when the going gets tough, keep the faith, and 
you’re sure to find success.”

“Well said, Layla,” Jane said with a smile, just as the 
phone began to ring again.
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NEW CHALLENGES

“Sarah, are you okay? Is it something to do with work? 
You can tell me, you know…” Layla asked the emu, who 
wasn’t her usual perky self. Sipping on a cup of coffee, 
Sarah was going through a bunch of papers in her hand, 
occasionally looking out of the window. “It’s the jams’ 
project, Layla,” Sarah uttered. “It’s not going as well as I 
had thought.”

Two months back, when the Mgaga tangy jams project 
didn’t shape up as planned, the farm team had displayed 
the experimental products at an organic sale. The response 
was encouraging, and Sarah had enthusiastically asked 
Jane if she could handle the project singlehandedly. Jane 
had given her the go ahead. However, since the jams pro-
ject had already taken up a lot of the team’s time and ef-
fort, she wanted Sarah to work on it only after her regular 
working hours. Sarah, gung ho about the project, took the 
challenge on. But now, things weren’t quite working out.

“Where are you having trouble?” Layla asked.

“Well, in the beginning, I was really excited because 
we had so many enquiries. People were calling, writing 
emails, visiting us here and what not! When I took this 
up, I had my hands full... But now…” her voice trailed off.
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“What happened?” Layla asked.

“It’s been really quiet, Layla. After the first round of 
queries, only a handful of people have come back with 
requests for order. The numbers are too small for me to 
invest in this project. I cannot use or source in raw mate-
rials and scale up productions for such a small clientele,” 
Sarah said.

“Umm…I understand,” Layla empathized. “Sarah, I feel 
you should speak to Sherlock. He’s the marketing expert, 
and I think what you need is a focused marketing and sales 
plan. Perhaps you’re depending too much on customer 
enquiries.”

“You’re right. Sherlock will be able to help me,” Sarah 
agreed.

HITTING THE BULL’S EYE

“Umm,” said Sherlock. He had heard Sarah out and was 
working a plan out in his head. “Sarah, for starters, your 
business plan must clarify who your target is. While your 
product might appeal to a lot of people, it doesn’t make 
sense to market it to everyone.”

He continued, “Of course you want everybody to know 
about your product, but a defined target audience will cut
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down your time, money and effort to market them; be-
sides saving your resources and giving you the advantage 
of deeply engaging with a segment that’s most interested 
in your product.”

Sarah nodded.

“You already know why your product stands out,” the 
rooster stated. “These jams are deliciously tangy, unlike 
regular jams that are sweet. Now you have to think what 
segment will enjoy flavours that are tangy… For instance, 
perhaps the Racoon community outside our county; 
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they love tangy foods, don’t they?”

As Sarah concurred, Sherlock carried on, “What you 
need to do is develop a customer profile; i.e. their demo-
graphic and psychographic information. Find out where 
they ‘hangout’; by which I mean what social media plat-
forms they use, which websites they visit, their offline and 
online shopping habits, and so on. Basically, you need to 
know how they use technology and what way you can 
deliver your message.”

“Of course, you will need to continually do research and 
stay updated about market trends, Sherlock concluded.

Sarah had a lot of clarity as Sherlock finished. But she 
still looked anxious. Sherlock could sense it.

“Don’t worry, Sarah,” he comforted his colleague, “I’ll 
help you.”

Sarah flashed a big smile.

“Let’s begin with making a basic business plan,” Sherlock 
stated.

“Oh thank you so much, Sherlock!” Sarah jumped up and 
gave the rooster a warm hug.
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They walked back together while Sherlock continued, 
“Hmm.. There are so many big players around. What do 
you think, how do we get larger customers taste this con-
ventional Jam.

Another thing bothering me is this mason jar packaging, 
so heavy to ship Sarah, not working, any ideas on alter-
nate packaging options?”
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THERE’S A LOT IN THE NAME

It was a hot Thursday afternoon. Sarah was out of office, 
while the others were working.

“What I need right now is some chilled mango juice…,” 
Sherlock said.

“…and here it is!!!” Sarah announced gleefully as she 
walked into the office, carrying a bag of goodies. “I’ve got 
some snacks for all of you…and Sherlock, I have chilled 
mango juice too. I’ll just get you some in a glass; hold on!”

Sarah handed the glass over to Sherlock.

“Umm…,” Sherlock said, as he sipped the juice. “So 
good…” His voice trailed off.

“I know!” the emu piped in. “I love Ming-Mang mango 
juice.”

“THIS IS MING-MANG?” Sherlock hollered. “Why 
didn’t you pick up Fresh-o instead?”

Jane, Layla and Sarah were taken aback by the rooster’s 
sudden outburst.
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“But…,” Sarah, unsure of what to say, muttered, “...I 
thought you liked this. You just said so.”

“Well, I said that because I thought this was Fresh-o,” 
Sherlock said, sounding rather aghast.

“I don’t believe this!” That was Layla, the mare. “So what’s 
important is the brand and not the taste?” she asked, ex-
asperated.

Sherlock began to defend himself, but instead, just rolled 
his eyes and shut up.
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“Sherlock worships Fresh-o,” Jane replied.

“But aren’t Ming-Mang and Fresh-o at par? Then why 
the fuss!” Layla exclaimed.

“You can’t blame him, Layla,” Jane said. “Fresh-o has 
done such a good job of branding their mango juice that 
despite liking the taste of Ming-Mang…” she raised her 
eyebrows as she glanced at Sherlock and continued, “he 
still believes that Fresh-o is better. It’s because better per-
ceptions outsell better products.”

Sherlock smirked.

“Fresh-o’s branding has helped it build deep-seated trust 
with its patrons. Its customers have a firm idea of why 
they are buying the product; and their success lies right 
there,” Jane explained.

BRANDING: WHY IS IT SO IMPORTANT?

“Umm, I have to agree with Jane,” Sherlock interjected. 
“Building and managing a brand play a large part in mak-
ing a product or service customers’ first choice.”

“Good branding,” he continued, “differentiates products 
or services, and gives customers reason to choose you over 
the competition.”
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“That brings me to a pertinent question,” Jane stated. “We 
have been in an experimental phase with our tangy jams 
for a while now. Any plans on some serious branding 
efforts in that direction?”

Sarah’s face lit up.

“Yeah, that’s something we need to start working on,” 
Sherlock confirmed. “We will need information on our 
tangy jams up on our website. And that information 
should start off with creating a brand image for the jams.”

“First,” he continued, “we have to define the brand; how 
do we want our customers to describe our jams? What 
makes our jams different from the others? We need a 
clear idea of our brand’s vision, purpose, and value propo-
sition.”

“Next, we need a simple and coherent branding message 
that cuts the nitty-gritty and helps customers relate to the 
product,” Jane added. “This message needs to be sent out 
in a consistent brand voice. Only then will our customers 
remember the brand.”

“Besides that, we cannot assume that all our customers 
will always remember what our brand stands for, right?” 
Layla asked.
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“That’s right!” the rooster said. “We need to use the brand 
logo and slogan on various platforms like business cards, 
email signatures and so on.”

“And most importantly, we need to think big, don’t we?” 
Sarah smiled.

Jane, Layla and Sherlock nodded in approval.

“Our product might be small now; but we must think big 
to come across as serious players,” the emu concluded.
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MAKE THEM ‘LAND’, AND MAKE 
THEM ‘STAY’

“Yeah, we need to finalise the landing page. I am a little 
busy today. Shall we meet tomorrow?” Sherlock paused, 
listening to the person on the other end of the phone. 
“Okay then, 10AM tomorrow, at your office. Bye!” He put 
the receiver back on the hook. “The landing what?” Sarah 
asked, bemused. “Where are you taking off to?”

Sherlock laughed and said, “No my dear, I am not going 
to take off anywhere. I was just talking to our website 
designer about the landing page for our website.”

“Landing page? What is that?” asked Sarah.

“If you are talking about something to do with our web-
site, we’d like to hear too!” Layla spoke up for both Jane 
and herself.

Sherlock and Sarah laughed, and the two joined the oth-
ers at their desk.

“Sherlock was about to tell me what a landing page is,” 
Sarah said.

Jane and Layla turned to Sherlock. “Go ahead, Sherlock,” 



67CREATE

Jane prodded.

ALL ABOUT LANDING PAGES

Sherlock settled down and began, “A landing page is 
any page on a website where traffic is sent purposely to 
prompt a certain action or result.”

“Traffic to the landing page,” he continued, “comes in 
from a variety of sources. It can be from a pay per click 
search marketing campaign. It can come from a banner 
ad or sponsorship graphic. And it can be from an email 
link, a blog post or a sidebar link.”
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“I have a question,” Layla said. “The traffic that comes in, 
lands onto the homepage; and that is the landing page?”

“No, Layla,” Sherlock said. “The homepage is not the 
landing page, as a default, if that’s what you are thinking.”

“Oh!” Layla shrugged her shoulders as she turned to Jane 
and Sarah, who still appeared confused.

“Say, on a football ground,” he continued, “you kick a ball 
towards the opponent’s goal post. Your intention is to get 
the ball into the net and score a goal. Similarly, a landing 
page is that web page on your site where you want your 
prospective client to take your desired action.”

“Okay,” the girls nodded in unison, beginning to get a 
hang of what their colleague was saying.

“The copy and design of a landing page should push the 
visitor to do what you brought him to the page for—that 
could be to make a purchase or to sign up for a service; 
anything that you desired him to do,” Sherlock explained.

He carried on, “Every landing page must have a goal. 
Once you know what the goal for the page is, you should 
come up with a clear call to action; a CTA. This is the 
single most important part of a landing page.”
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“Umm, I think I get it—the idea is to guide your poten-
tial customer to a page, which urges him to do something 
that is essential in driving your business, right?” Jane 
asked.

“That’s right, Jane. I think you’ve got the idea,” Sherlock 
nodded approvingly. “But,” he continued, “It’s not an easy 
job.”

“I could have guessed that,” Sarah said as she raised her 
eyebrows and sighed.

The others laughed.

“The CTA should be tied to your goal, and should be 
supported by everything else on the landing page, from 
the headline and body copy to the images and overall 
layout,” Sherlock stated.

“Both the design and the copy of the landing page should 
be simple and straightforward. It shouldn’t distract the 
visitor from converting into business. I would say, in this 
case, the lesser, the better!” he explained.

“Some people believe that a landing page must have a 
form. I feel that is optional; but if you do have a form, 
you should ask for only vital information. Anything more 
will make the visitor hesitant about filling it out,” 
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Sherlock added.

Sarah pitched in, “So basically, you make em’ ‘land’ and 
then you make em’ ‘stay’, right?”

The rooster threw his head back and laughed, while Jane 
and Layla giggled and patted Sarah on her back.

“Bang on, Sarah,” said Sherlock to the beaming emu.
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WEBSITES-GIVE IT THE HUMAN 
TOUCH

“Darn!!! This coffee machine is acting up again,” cried 
Layla in frustration, as she pressed the buttons over and 
over. She sighed aloud when the machine didn’t show any 
signs of life.

“Oh forget it Layla,” Sarah said. “That thing is not going 
to work. I’m stepping out in a bit; I’ll bring you some 
coffee, okay?”

“Thank you dear,” Layla smiled in relief. “But what IS 
wrong with this thing? It’s a coffee machine built for 
aliens! Never responds to anything we do!!!”

Sarah laughed out loud. “Yeah, built for aliens, not for 
humans!” She couldn’t stop giggling.

“That reminds me; I hope our website has the ‘human 
touch’,” Jane said. “The other day,” she continued, “my 
mother was checking the details of her retirement fund 
and she could barely understand the way the website 
worked!”

“What was the problem?” Sherlock asked.
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“Well, for one, the font was tiny and the background 
colour made it all the more difficult to read,” the sheep 
replied. “And then there were these chunks of texts in a 
slideshow. Finally, mum gave up and asked me to help 
her.”

Jane took a deep breath and continued, “What I am won-
dering is, why would a website for the elderly be designed 
in such a haphazard way! Whatever happened to being 
user friendly?”

The others nodded.

“Which is why I want to ensure that our website has that 
‘human’ element,” Jane concluded.

“You are absolutely right, Jane,” the rooster joined in. 
“The design of a website should work for its users from 
the very first click. Be it the typography or the colour 
contrast between the background and text, it should be 
designed in a way that offers an easy-to-understand expe-
rience to the user!”

“I also feel that that design elements that need interaction 
must stand out, especially links or buttons,” Sarah added. 
“Of course, consistency in design is another important 
factor; or users might feel lost, right?” she asked.
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“True. As a matter of fact, a website should have a soul,” 
Jane stated.

Layla and Sarah looked at the sheep, wondering what she 
meant.

“What I mean is,” Jane explained, “we need to choose one 
emotion that suits our products the best and focus on it 
throughout the site.”

“I agree with Jane. What I also think is that the design 
layout must encourage users to ‘explore’ the site,” Sher-
lock asserted. “Breaking up content into concise parts, yet 
leaving a clear connection between them will make users 
feel they are reading a story.”

“Now that you said ‘content’…,” Jane interposed. “I do 
understand the importance of SEO,” she continued, “but 
I’m not for stuffing in countless meaningless keywords. 
The content should catch the eye of the user, not just that 
of the search engine.”

“Totally!” the rooster concurred. “Search engines regu-
larly improve their algorithm; and content that only has 
keywords and nothing exciting or share-worthy for their 
users will simply go way down in the search results.”

“Of course, search engines also analyse the way people
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use a site,” Sherlock revealed. “How long they ‘hang out’ 
at a site, how many pages they browse, and so on. And 
this analysis goes a long way in deciding where a site 
stands in a search result,” he concluded.

“All said and done, the one thing that holds good is a 
positive attitude,” the philosopher in Layla spoke up. “No 
bad feelings; only positive ones. As long as we can evoke 
that for our products via our website, I believe, half our 
job is done!”

“You said it, Layla,” Sherlock declared, as the others 
smiled and nodded in agreement.
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SEO MYTHS :  UNDERSTANDING & 
BREAKING THEM - I

Sherlock and Jane were on their way back from a meet-
ing. The rooster was behind the wheel, while Jane was 
peering at her tablet.

“The weather is pretty good today, don’t you think?” Sher-
lock said, looking out of the window.

“Umm…,” the sheep replied, absentmindedly.

“You think it will rain tonight? I really hope it does.”

“Uh huh…,” Jane responded.

Sherlock turned to look at his colleague and found her 
engrossed in something.

“Are you even listening to what I am saying, Jane?” he 
said aloud.

“Huh! Sorry! What did you say?” the sheep asked, turning 
to him.

“What is so interesting there…what are you reading?” 
Sherlock was curious to know what had caught his col-
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league’s interest so much.

“Oh! You’ll like this, Sherlock,” Jane replied. “It’s an ar-
ticle on SEO myths. Something we must share with the 
entire team,” she smiled.

“Wow! Let’s hear it then…,” he prodded Jane to read the 
article.

The sheep smiled and went back to her tablet. “To begin 
with, the biggest myth is SEO is all about ranking.”

Sherlock nodded.
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“It says here,” Jane continued, “studies of click-through 
rates and user behaviour has shown that although search-
ers favour the top results, those that appear below the top 
three results are getting more click-throughs.”

“That’s true. It’s because the results are now appended 
with snippets and author tags, right?” the rooster asked.

“Yes, you’re spot on, Sherlock,” Jane replied. “The author 
tag gives you information about the author and leads you 
to other works by the specific author.”

“The next myth is, more links are better than more content,” 
Jane read out.

Sherlock nodded and said, “I believe the quality of links 
is more vital than the quantity. Besides, one must focus 
on having diverse sources linking to relevant pages.”

“But the primary focus should be on content,” he con-
tinued. “Content can be used on various platforms like 
web pages and blogs, and that will bring in more links in 
future.”

Jane nodded in agreement and turned to the tablet. “Key-
words need to be an exact match. That’s the next myth, and 
honestly, I don’t even like the sound of it,” she said.
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“You bet!” Sherlock concurred. “keywords don’t have 
to be repeated word for word. A catchy headline with a 
keyword or two should be it. I’m totally against repeating 
keywords and killing the content,” Sherlock said as he 
parked the car.

The two got out of the car, and as they walked towards 
the office Jane read out from her tablet,

“The homepage needs a lot of content; that’s next,” she paused, 
looked at her colleague and continued, “Too much con-
tent just makes my head spin!”

“You’re right!” Sherlock agreed. “Homepage content 
should be just long enough to explain who you are, what 
you do, where you are located, your USP, and what is ex-
pected of visitors; just enough info to satisfy visitors, not 
bore or confuse them.”

The two walked into the office and found Layla and Sa-
rah peering into a computer.

“Hey! What are the two of you looking at so intently?” 
Sherlock asked.

“Hi you two!” Sarah replied. “Oh we were just reading 
this interesting article on SEO myths. How was the 
meeting?”
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Jane and Sherlock looked at each other and burst out 
laughing.

“What’s so funny?” Sarah frowned, as Layla looked on, 
puzzled.
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SEO MYTHS: UNDERSTANDING & 
BREAKING THEM - II

“Sorry Sarah, we are not laughing at you,” Jane explained 
to the emu. “Coincidently, Sherlock and I were discussing 
SEO myths on our way here. You girls are probably read-
ing the same article!” “Oh!” Sarah’s eyes widened as she 
giggled.

“C’mon you, let’s read more,” Layla called out to her col-
leagues.

“Ok, we were on number 5; there’s an ideal keyword density 
for a page,” Sarah read out.

“Umm…there’s no ideal keyword density for a page,” 
Sherlock clarified. “But of course, a page title should in-
clude at least one keyword…”

“…how else will people know what your page is about, 
right?” Jane added.

“Correct. Besides the headline, you should include a key-
word in the URL as well. Plus, at least once in the con-
tent,” the rooster said.

“Next,” continued Sarah, “The more pages there are, the 
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better.”

“I think too much content might take the focus away 
from quality, don’t you think?” Layla asked.

“Exactly! And that’s not all,” Sherlock said. “If the idea is 
to get a larger presence on the web, the effort is in vain as 
all pages may not get indexed.”

“That’s what it says here,” Sarah put in. “It also says that 
even if the pages get indexed, it doesn’t guarantee quality 
traffic and leads.”

“…the next myth is,” Sarah resumed, “linking one’s website 
to self-owned microsites and domains will help the SEO.”

“No way!” Sherlock declared.

The others turned to him enquiringly.

“Honestly, I didn’t even get it,” Layla said.

“Say, you own other microsites and domains besides your 
primary website. You link or redirect to your primary site 
from these, hoping that it would support your SEO,” 
Sherlock explained. “Well, that doesn’t work because 
search engines know who the registrant for a domain is.”



82 SEO MYTHS: UNDERSTANDING & BREAkING THEM - II

“And even if you registered under different names, you’ll 
end up being rated as a spammer! Besides, it thins your 
SEO out and does no good,” he added.

“Ideally, it’s best if you focus on the primary website,” 
Jane concluded.

“Bingo!” the rooster agreed. “What’s next?”

Layla read out, “On-page SEO is all one needs.”

“I know this one!” Sarah said, enthusiastically.

The rooster raised his eyebrows in amazement, while Jane 
and Layla smiled.

“Your on-page SEO,” she continued, “may be perfect, 
but unless you tackle SEO holistically by focussing on 
off-page optimization as well, your efforts may not be 
enough.”

“You’re absolutely right, Sarah,” said Sherlock. “Off-page 
optimization includes strategies like blogging, social me-
dia presence, participating in online forums and discus-
sions, link baiting, photo sharing and loads more!”

“Ah well…I think we’ve covered the most important 
points here,” Sarah announced.
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“A lot of people,” Sherlock pitched in, “believe that SEO 
is something they can just hand over to their IT team. 
But SEO is not just technical in nature. You need specific 
skill set to run an SEO strategy.”

Jane, Layla and Sarah nodded in agreement.

“…and of course,” Sherlock concluded, “one should never 
forget that inbound marketing and SEO are significantly 
linked. SEO allows to ‘attract’ the right kind of people to 
your site; a process that is vital in inbound marketing.”
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INBOUND MARKETING: WHAT, 
WHY & HOW - PART I

“My inbox is so cluttered!” Jane sighed aloud. Sarah 
looked at her colleague enquiringly.

“Promotional mails, newsletters, offers!” Jane said, sound-
ing rather cross. “I’m going to delete them all at a go.”

“What if you delete something useful?” the emu asked 
with concern.

“What do I do then?” Jane was frustrated. She paused, 
thinking for a while and said, “I wish marketers would 
understand that these old techniques are not as effective 
anymore.”

“Yes, Jane. You’re absolutely right,” Sherlock said. “People 
are tuning out traditional marketing tactics. More peo-
ple are skipping TV ads and unsubscribing from emails. 
Almost 50% of direct mail is never opened and millions 
of people have added their phone numbers to the Do Not 
Call list.”

After a moment of silence, Layla, the wise mare, spoke 
up, “If the old methods are not working, what can mar-
keters do to attract customers? Since we are running a 
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business, it’s something that affects us as well.”

“Yeah…imagine a customer receiving our email and 
thinking ‘shucks, let me just get rid of this right away’. 
How awful…” Sarah said, sounding distressed.

“Yes Sarah, that is a possibility…,” Sherlock agreed. “…
which is why we need to offer our customers something 
they ‘love’… and that ‘love’,” he continued, “is called in-
bound marketing.”

BRING YOUR CUSTOMERS TO YOU

“Inbound marketing has been making waves in the digital 
era; it’s something we must focus on,” Jane said.

“Jane, you’re right. Inbound marketing is a holistic ap-
proach to marketing,” the rooster said. “It is content-driv-
en; which means it attempts to attract people and convert 
them into lasting customers by means of useful, relevant 
and meaningful content. When you use inbound market-
ing, you don’t literally go after your customers; your cus-
tomers come to you.”

“That sounds fabulous!” Sarah said, amazed.

Sherlock continued, “One, as marketers, we should cre-
ate engaging, targeted content on our website, blogs and 



86 INBOUND MARkETING: WHAT, WHY & HOW - PART I

social platforms… content that answers customers’ ques-
tions and gives them interesting info. Two, marketers 
should be aware that customers evolve over time as they 
interact with a company. So the company should use dif-
ferent marketing techniques to keep customers engaged. 
Communication with customers must change to meet 
specific needs.”

“What I understand here,” Layla said, “is that marketers 
should not be interruptive; instead they must give poten-
tial customers content that will appeal to them and have 
them coming back for more.”
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Sherlock and Jane nodded.

“Publish the right content at the right place and at the 
right time—that is what makes your marketing effort 
suitable and useful for customers. And yes, it shouldn’t be 
interruptive,” Sherlock confirmed.
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INBOUND MARKETING: II

“Inbound marketing has four specific actions—Attract, 
Convert, Close and Delight,” Sherlock listed them out. 
“The first step, ‘attract’, is where we get strangers to ‘visit’ 
us,” said Jane. “But not random people; we need the right 
kind of traffic coming to our site. For starters, as mar-
keters we must have the personas of our ideal customers 
charted out. Once we have clarity on our ideal customers’ 
traits, we need tools to attract them.”

“Some helpful tools to ‘attract’ the right kind of traffic are 
blogging, social media, keywords and well-optimized web 
pages with content that entices people to visit,” Sherlock 
added. “The blogs,” Jane explained, “must have educa-
tional content that our audience is looking for. It should 
speak to them and answer their questions.”

“I believe,” Layla put in, “that the social media platforms 
should reflect similar ‘audience attracting’ quality.”

“You’re right Layla,” Sherlock confirmed. “We should 
share interesting, useful content on our social web, which 
engages potential customers and gives a human face to 
our brand. Of course, the right keyword optimization 
for web pages is important to convert our website into a 
reliable go-to destination for valuable content.”
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The others nodded.

“The next step would be to ‘convert’ these visitors into 
leads, right?” Sarah asked.

“Yes,” Sherlock concurred. “And for this, we need to gath-
er their contact information; at least their email address-
es,” he added.

“In return for their valuable contact information, we can 
perhaps offer giveaways like e-books or tips or other in-
formation-rich content,” Jane said.

“To convert visitors to leads,” the rooster continued, “we 
need calls-to-action. These could be links or buttons 
that visitors can click to access useful info from our site. 
Clicking on the button should take the visitor to the 
landing page where he needs to provide contact informa-
tion to access the information he came looking for.”

“To collect a visitor’s contact info, we’ll need a form that 
is sufficiently optimized to make the conversion process 
easy,” Jane offered.

“True,” agreed Layla. “The next step,” she asked, “would 
be to ‘close’ the right leads, isn’t it? It is important to have 
a grading system for leads based on their potential for 
conversion. If we feel that some leads are not yet
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convinced about turning into customers, a series of emails 
that provides them handy content will help build trust 
and transform them into buyers.”

“Our marketing efforts,” Sarah interposed, “must be au-
tomated to understand the needs and evolution of a lead, 
and tailor the closing process suitably.”

“You hit the nail on the head, Sarah,” Sherlock exclaimed. 
“If we don’t tailor our marketing efforts and instead send 
them the same kind of communication each time, we 
might end up chasing away our leads.”

“True that!” Jane said. “And finally, ‘delight’.”

“It’s simple!” Sherlock stated. “keep the customer de-
lighted—always.”

“Just because a lead has been converted to a customer 
doesn’t mean we offer him nothing more. We need to 
make him stay and perhaps even convert him into a pro-
moter of our company’s products,” Jane explained.

“Exactly,” Layla said, “…which means more calls to ac-
tion, more interaction on social media platforms…”

“…and more pro-client marketing efforts!” Sarah added. 
“keep giving them new products and services and more
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remarkable content that will keep them engaged.”

“So that’s inbound marketing, friends!” Jane said. “It’s in 
our hands to create the right content for the right au-
dience and offer it to them at the right time and right 
place.”

“It creates more leads, it’s more affordable than outbound 
and it’s a lot more effective,” Sherlock concluded.
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E-COMMERCE: TAKE YOUR  
PRODUCTS TO THE WORLD

“I want to get Lily a nice jacket,” Sarah said, checking out 
the clothes on the rack at a clothes store. Lily was Jane’s 
teenage daughter, who was turning 16 the next week. 
Sarah and Layla were out shopping for Lily.

“Girls, are you done?” Sherlock asked, as he walked up to 
where the emu and the mare stood.

“No Sherlock,” Layla replied. “We haven’t found the right 
jacket. We liked this one,” she said, showing the rooster a 
pretty pink one, “but they don’t have it in Lily’s size!”

“Did you try online shopping?” Sherlock asked.

“Online shopping!” Sarah exclaimed. “I never thought of 
that!”

While the trio were driving back to office, Sarah spoke 
up, “Have we considered selling our farm’s products 
through our new website?”

“To be honest,” Sherlock continued, “I hadn’t really 
thought about it, until now. It’s a great idea. E-commerce 
is just what we need to overcome geographical limitations 
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and get our products to reach more people.”

The trio walked into the office making animated con-
versation. Jane looked up from her computer and asked, 
“What are you guys so excited about?”

Sarah started, “Today when we were shopping for Li…” 
Layla stamped on the emu’s foot.

“…ah! Oh! Shopping for me, Sherlock said I should per-
haps check online stores,” Sarah quickly said.



94 E-COMMERCE: TAkE YOUR PRODUCTS TO THE WORLD 

“…and that’s when we realised that perhaps we should 
explore e-commerce for our farm products!” Layla added.

“That’s a great idea!” Jane smiled. “Why didn’t we think of 
it before?”

“Better late than never, Jane. On our way here, I spoke to 
a digital marketing expert and we are meeting tomorrow 
to discuss the possibilities,” Sherlock reassured his col-
league.

SELL ALL DAY, EVERY DAY!

“That’s great! But Sherlock, while I’ve heard of clothes, 
accessories, books and even software being sold online, 
I’m wondering if we can do the same with our jams, sauc-
es and pickles,” said Jane, voicing her concerns.

“Of course, Jane!” the rooster said reassuringly. “The idea 
is to reach out to potential customers who are geograph-
ically far away from us. These ‘markets’ are waiting to be 
explored—and a web store will give us quick and easy 
access to them.”

“Imagine having a store that’s open 24/7, 365 days a 
year!” Sarah said, excitedly.

“True!” said Layla. “New sales channels, opportunity to
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sell a wider range of products, more profit per item sold, 
upsells, cross-sells… oh, the possibilities!!!”

The others laughed.

“But that’s not enough, you know,” Sherlock said. “We are 
in the ‘mobile’ era, and it’s important that as online retail-
ers, our e-commerce site is mobile-ready. More and more 
customers are shopping online using their mobile phones 
and tablets. So quite naturally, we need to go the m-com-
merce way too.”

“You’re right, Sherlock. A mobile-friendly site will trans-
late into better reach and max sales,”

Jane added.

After a pause, the sheep continued, “But something that 
really worries me is security. There should be no compro-
mise on security measures—be it the payment process or 
securing the site from spammers.”

“Yes, Jane. We need to ensure that our payment gateway 
is well secured. Protecting our customers’ payment card 
details will be our priority,” Sherlock confirmed. “We also 
need to take measures to secure our site from spammers, 
like you said. Spammers can ‘steal’ our website’s band-
width, leading to a drop in its performance.”
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Next week, the foursome talks about the security meas-
ures for their e-commerce site.
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