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Humans love to share and connect with others, it is in our very nature. Technology has allowed us 
to interact with one another in a myriad of different ways. With the invention of the internet, talking on 
the phone, sending letters, and paging one another has become second to a new wave of communication- 
social media. In 1997, the first social media platform Six Degrees connected individuals like never before, 
allowing users to create their own profile and even friend others. “From Six Degrees, the internet moved 
into the era of blogging and instant messaging,” causing a second revolution of sharing (Hale). With such 
a vast amount of information being exchanged on a daily basis, companies began to capitalize on this by 
pushing their products on the most visible, popular, and the biggest “sharers” on the internet, such as 
influential bloggers. This method of marketing became known as social media marketing, a way for 
businesses to interact with their target markets over the internet through various social media platforms, 
such as Facebook, Pinterest, Twitter, and Instagram. With around 10 million people having access to the 
internet by the year 2000, “it became quite common for people to be engaged socially online,” making the 
task of reaching a wide audience relatively inexpensive and effective compared to posted billboards and 
magazine ads (Hale).  
 

Having been blogging since she was seven years old, Abisola Omole, nicknamed Abi Marvel, 
quickly capitalized on the emergence of a meaningful interaction between bloggers and brands. While 
studying public relations at The University Of The Arts London, Abi established as many relationships 
with people in the creative and digital industry as possible. In 2011, after being commissioned to work 
with brands during fashion week, Abi realized there was a need for influencers to have a place to do work 
during one of their busiest times of the year and through this The Apartment Global Limited was soon 
born (Abi Marvel, The Apartment and 15 Years of Blogging). The Apartment Global Limited started out 
as a rented studio space for bloggers and influencers to use during London Fashion Week. Taking 
advantage of the opportunity to market products to those using the space, Abi made room for food, 
fashion, hair, beauty and tech brands to be able to showcase their products in the studio for the length of 
London Fashion Week. Now, The Apartment Global Limited sponsors Paris, New York, and London 
Fashion Weeks, functions as a social media marketing agency, and regularly works with influencers, 
bloggers, and brands throughout the year by integrating creative ideas and concepts with digital media. A 
serial entrepreneur of sorts, Abi has also just launched a contemporary lifestyle blog called arva, a spinoff 
of a personal blog she launched in 2008.  
 

My first encounter with The Apartment Global Limited occurred over social media. As I scrolled 
through the company’s attractive Instagram feed containing flatlay brunch scenes, a smattering of 
millennial pink, and museum skylights, I was so intrigued by her overall brand aesthetic that I quickly 
moved to her website to dig a little deeper. Similarly, The Apartment’s website is sleek and clean, 
containing skillful photography of fun and creative events. Although fluffy descriptions of the company’s 
work, such as “implement[ing] different fun creative ideas” were wholly unclear to me, I decided that I 
had enough information to make the leap and apply to work at The Apartment Global Limited in the 
coming months as a summer intern (Tibbals). As a business major, I was enthusiastic about having the 
opportunity to work so closely with Abi and her small team, while learning about an industry I knew very 
little about. On my first day of work, I expected to arrive at a chic and professional office building, 
getting to know Abi and all of her employees around frothy cappuccinos, like those I had seen so often on 
their Instagram account. Walking down Holloway Road and through the streets of Islington, my first day 



was quite the antithesis. I arrived at the doorstep of a less than inspiring brick faced flat- I would later 
discover is not only The Apartment Global Limited’s office, but also the home of Abi and her roommates- 
and was greeted by Abi dressed in relaxed casual wear. The living room, which was converted into an 
office space, was far from what I had imagined from all of the glossy pictures I found on the internet. 
Social media has a way of distorting things and, on top of that, a social media marketing company knows 
the exact methods that are used to manipulate content in order to sell. To a layperson, like myself at the 
time, it is easy to be tricked into believing a company is more streamlined or the product is more enticing 
than in actuality. Over the course of my time working at The Apartment Global Limited, I would discover 
that if you look hard enough, things are not always as they seem. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The Apartment Global Limited 
 

Throughout my internship, I began to derive my own truth about the reality of The Apartment 
Global Limited, filtering out fact and fiction. Sitting down with Abi on the first day, I immediately recall 
the word successful coming up in conversation more than once; The Apartment is very “successful” I was 
convinced. Successful is a difficult word to define, making it an easy word to flippantly toss around. From 
a small business standpoint, Abi would be successful if she could support herself and sustain a living with 
the money earned through her business venture. On average a “single person living in outer London 
would need to earn at least £21,100 a year to be able to pay rent in a shared house and live comfortably, 
rising to £22,300 in inner London,” which after taxes comes out to around £30,000 (Stone). Factoring in 
food, transportation, bills, and other necessities, this number only raises significantly. However, looking 
at The Apartment Global Limited’s financials, it appears that the company is anything but lucrative (THE 
APARTMENT GLOBAL LIMITED).  
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
The Apartment Global Limited Financials 

 
Having started the company in 2012, overall, one would expect Abi to have more debtors 

(receivables) and would be experiencing more growth between years 2014 and 2015 than 32%, given the 
amount of time she has been working in the industry. However, in 2014, Abi has a significant amount of 
creditors, which may be explained by pro bono work or charging nominal fees Abi absorbed in order to 
gain more traction. Between these two years, the latest updated records on public file also show that Abi 
also experienced a 58% cash decrease, with only a few thousand pounds in cash on hand. Considering the 
inevitable expenses that come with running a business, such as rent, salary, and equipment, having limited 
cash in reserve is not a positive sign of good performance. Looking through previous receipts, The 
Apartment Global Limited generates between £1,500 and £15,000 for every brand promotion or 
sponsored event. Using an average number of £8,250, it seems as though Abi had only five brand 
contracts in 2015 and four in 2014. In total, The Apartment Global Limited appears to be generating 
£10,861 between the two years based on these numbers. Requiring at least £30,000 for rent alone, it 
would seem that The Apartment Global Limited is far from successful by the given definition.  
 

From a financial standpoint, it is too difficult to draw too many conclusions, given the limited 
amount of current data provided. However, it is safe to say that The Apartment Global Limited has a far 
way to go before competing with any top agencies.  
 
The Apartment Social Media Marketing Agency 
 

Aside from the numbers, it is difficult to get a full handle of what truthfully happens at The 
Apartment from an outsider's perspective because of Abi’s heavy emphasis on brand awareness and 
appearances. As a novice looking exclusively from the exterior, it is easy to neglect the inconsistencies of 
the company, both deceptive and misleading. The facade of The Apartment is formed through their most 
visible platforms, their website theaptmt.com and Instagram account @theaptmt.  
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The Website  
 

Reevaluating The Apartment’s website, there are many warning signs that the company is not as 
professional and streamlined as it appears to be. The Apartment’s website intrigues the viewer at first 
glance with its stylish fonts and glossy photos, misleading the visitor through emotion with pleasing 
aesthetics.  
 

Much of the media that dominates the website are from Fashion Week, despite the fact that 
hosting a biannual Fashion Week in New York, London, and Paris is just a small fraction of what the 
company does. However, Fashion Week is the prettiest face of the company and when The Apartment 
does its most visually appealing work in a rented and decorated space. Fashion Week takes up only six 
weeks of the year, leaving the other forty six weeks in the office going virtually unseen to those who 
peruse their website and social media platforms. That being said, most of the website’s web pages are 
pictureless or labeled as “coming soon” and, considering that the website has not been updated since May 
7th, 2016, it appears that those pages will likely remain under construction for a considerable amount of 
time (theaptmt.com).  
 

Yet, even if one is captivated by the website’s allure, it is clear that theaptmt.com entirely misses 
the mark when it comes to information and educating the viewer. Despite the fact that Abi has worked 



with high profile clients, such as Starbucks, Lenovo, and Coca Cola, these collaborations are completely 
absent from the website entirely. Being a marketing firm, success rates and the names of the business’s 
clientele are often key factors in whether the company will be hired, however, Abi seems to be missing 
out on an opportunity to increase website traffic and publicity. Among other things, the fact that the 
website shows no mention of an actual street address, showing their offices as in the Borough of Islington 
on the map, and URL inconsistencies between the-apartment.co and theaptmt.com there is a lot of 
confusion represented to the viewer. Still, the most disconcerting aspect of the company itself is its name; 
The Apartment. As the founder of a marketing company, it is puzzling why Abi would choose such 
general and unrelated words to form the title of her business. Typing “The Apartment” into any search 
engine results in millions of hits from everything between realty companies to films with the same title. 
The Apartment is, undoubtedly, not the best name to use as a search engine optimizer, a fact, one would 
think, a social media marketing expert would know.  
 

With social media marketing becoming more important in today’s commercially saturated world, 
the flaws of Abi’s website stand no chance in comparison to other powerhouses in the industry. 
Theaptmt.com anticipates 101 visits per month, with a global ranking 7,951,720, time spent on the 
website (2:43 seconds) (theaptmt.com Traffic Statistics).  
 

Other social media management firms with offices in the U.K., such as We Are Social and 
Percolate are blazing a fierce trail to compete with.  

 

 
 

We Are Social, a media company based out of London structures itself as a drastically different 
business in comparison. Ranking 21,682nd for sight traffic in the U.K. and 91,159th globally, We Are 
Social attracts big brands and for good reason (We Are Social Traffic Statistics). We Are Social are 
completely transparent when it comes to what their brand does and how they implement their ideas 
effectively. The site is filled with the people and companies that they have worked with, case studies, past 
campaigns, and awards they have received for their work. With concise blurbs, such as We Are Social 



“celebrated the breadth and diversity of content that YouTube's creators represent, generating millions of 
views and 54% unprompted ad recall,” customers are informed about exactly what services are provided 
and the successful returns (We Are Social). However, much of We Are Social’s website is effective 
because of its clear details, such as the specificity of their job description, posting of their exact location 
and address, and names of individual clients that they have worked with.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
Percolate is another marketing firm with an office in London that specializes in social media 

marketing. As equally transparent with its branding, it is unsurprising that Percolate ranks 80,611th 
globally and 26,058th in the U.S. for sight traffic (Percolate.com Traffic Statistics). Percolate makes client 
success stories front and center, maximizing their visibility to the viewer. “Trusted by more than 800 
brands from all over the globe” and having worked with British Petroleum, Mastercard, and General 
Electric, Percolate leads with its impressive public track record, which enables clients to place trust in the 
reliability of the firm (Percolate).  
 

It is evident that clarity, transparency, and in depth information, complimented by images, appear 
to be most effective.  
 
Instagram 



 
Realizing the shortcomings of The Apartment’s website became obvious upon further scrutiny, 

however, The Apartment’s Instagram account was considerably harder to decode. Like their website, The 
Apartment’s Instagram account does not mention the influencers, bloggers, or brands that they work with, 
but rather what is “inspiring” them at the moment and various carefully organized flatlays, which slightly 
misleads the mindlessly scrolling viewer. Nevertheless, the account is very aesthetically pleasing and well 
curated. Having worked closely, curation appears to be what Abi is best at. Behind the scenes at The 
Apartment is very different from what is ever posted on social media. These photos and videos shared 
with their viewers are created in a very fabricated way. One would think that these photographs are taken 
off handed and in the moment, however, many times working in the office I have been tasked to “spend 
the morning capturing some content for Instagram” and to “be in the office...filled with inspiration.” 
Mindlessly walking through the streets of Islington, I attempted to capture buildings, store windows, and 
outdoor seating arrangements that would be of Abi’s taste. Returning a few options for her to look at, I 
recall Abi criticizing many of the shots for lacking context. In all honesty, I could not help agree with her, 
in actuality they were not in any context, but a random one. Going out and taking photos for Instagram is 
not a natural progression of sharing, it is forced and unnatural. I was especially struck by another instance 
where Abi instructed another employee and I to film an Instagram story capturing a day at The Apartment 
offices. We grabbed “props” around the office that would set scene for our staged lounge in the park 
across the street. After setting up a blanket, organizing a few books, and placing sunglasses into the set, 
we staged a spontaneous fun afternoon in the park. The entire scene felt so forced and unnatural, leaving 
an altogether bad taste in my mouth; is this really what blogging and social media is all about? 
 
Arva 
 



In addition to The Apartment, Abi’s latest project has been a new contemporary lifestyle blog, 
which she recently launched in July of 2017 called arva. The blog originated in 2008 as Abi’s personal 
blog called abimarvel.com that she sporadically used to document her life. The estimated worth of this 
blog was £3,351 and had a daily income of around £7.45 (Net Valuator). Abi used this blog as the 
foundation for byarva.com, which seems to be keeping with her inconsistent and fluctuating nature. 
Altogether, Abi had also seemed to rush the process of creating her blog, getting ahead of herself on the 
project. Heavily marketing her website and social media accounts before their tailored finish, Abi still had 
unclickable links and “coming soon” pages present on the site. Considering her background in social 
media marketing, it seems as though the power of emotion and flightiness has caused Abi to lose focus 
and spread herself too thin all around. Looking through her blog on Wordpress editor, many of her posts 
dated back to as far as 2012 and were being published on her new site. Even the unveiling of the designs 
for her new, at the time, office space were published, despite the fact that she had mentioned that in 
retrospect she would have designed the space entirely differently. Scanning through the site’s app 
directory, many of the recommendations that I had made to her made a surprising appearance on the 
website as well. Despite the fact that she had never used them before, Abi had no problem with publishing 
them as “Abi approved” on byarva.com. It is clear that there is a trend of haphazardness and misleading 
information. Scrolling through arva, the blog, it is hard to miss the abundance of sponsorships and name 
dropping that is woven through the articles. Through various promotions and marketing opportunities, 
Abi has had the chance to go to many events and sponsored trips that, in turn, she features on her blog for 
publicity. To her credit, Abi is mostly transparent with her evaluations, with pages constantly littered with 
brand names such as Coach, Haagen Daz, and ASOS, one has to question whether these posts are all for 
the love of exploring and sharing genuine experiences or for the purpose of merely enjoying free products 
and events. Although it appears as though Abi has hand selected all of the content that is posted to her 
page, when, in actuality, there is a bit more push for an abundance of information, rather than quality 
material. 

 
Bloggers  
 

This trend was further magnified when I began to do research for Abi in the office on “hot, new 
bloggers” that could be potential clients for Abi. Writing down their name, the location of their Instagram 
photos, what products and brands they were promoting, and what events these influencers were going to, I 
soon discovered that they all function as marketing tools themselves. With brands trying to cut through 
the noise of marketing messages in as many ways as possible, they are targeting bloggers that fit their 
niche in the industry to “break through the clutter” (The Persuaders, 4:01). It is undeniable that social 
media marketing and technology shape modern day society in profound ways. Instagram influencers 
provide an escape, a window into a glamourous life, that you can buy, which is why, in the twenty first 
century, “a brand manager’s job is to creating a whole meaning system for people to which they get 
identity and understanding of the world, their job now is to become a community leader” (The Persuaders, 
14:51). Marketing companies have devised it so that you too can slip into a “a ready made identity” and 
become those you see on Instagram if you purchase the same Nike sneakers or sip the same Starbucks 
iced lattes (The Persuaders, 16:54). Instagram is the perfect place for marketing, given the fact that, as of 
April 2017, Instagram had reached 700 million users, gaining 100 million users in just 5 months since the 
last survey in December (Number of monthly active Instagram users from January 2013 to April 2017). 



Bloggers are able to sustain a living because of the many sponsorship, promotions, and endorsements they 
receive, having become “[their] own media company” in a sense (Generation Like, 33:49). All in all, the 
barrier to entry is low and the competition is fierce, forcing some to plaster name brands, hashtags calling 
out products, and company tags all over every one of their posts; and for marketing companies, by 
pushing their products onto influencers, all of their promotion becomes glossed over with filters and set in 
a picturesque locations, appearing unobtrusive and friendly. It instantly became clear to me that, what Abi 
was helping others do to promote themselves, she had done to me and I had fallen for it, quite 
pathetically.  
 
“Seeing is no longer believing. The very notion of truth has been put into crisis. In a world bloated with 
images, we are finally learning that photographs do indeed lie” (Barbara Kruger). 
 

Yet, never before had I experienced such a juxtaposition in my life. On one hand, I was 
uncovering the subliminal marketing techniques present in blogging culture and experiencing what it is 
like to work for a company who is not transparent with their work. While, on the other hand, during my 
time out of the office, I was seeing how photos, videos, apps, and technology were being used as a 
positive contributions to education, ease, and entertainment in places like the Design Museum’s 
California: Designing Freedom Exhibit and the Saatchi Gallery’s Selfie to Self Expression. In our world, 
where the internet and social media reign, anything is made possible.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 

       California: Designing Freedom 
 
Located in Kensington, London, The Design Museum’s California: Designing Freedom addresses 

the advancements, achievements, and freedoms that have occurred as a result of the rise of technology or, 
better known as, “tools of personal liberation” (00:25, California: Designing Freedom). Beginning in the 
1960s, “the exhibition charts the journey from the counterculture to Silicon Valley’s tech culture” 
(California: Designing Freedom). The tag lines go where you want, see what you want, say what you 
want, make what you want, join who you want are present throughout to highlight the five main themes of 
the collection. The overarching claim the exhibit makes is that, through the transitive property, we are all 
Californians. Because we use the “empowering, addictive and troubling” technologies that have sprung 



out of Silicon Valley (California: Designing Freedom). The original LGBTQ flag, the first macintosh 
personal computer, a self-driving car, and even LSD blotting paper fill the collection; cultural artifacts 
representing the extreme liberation and creation that have occurred in recent history. The Saatchi 
Gallery’s From Selfie to Self Expression exhibition also draws attention to a similar aspect of modern 
society. Not only is there a section of the museum where digital entries accepted from across the globe 
were featured, but the entirety of the museum itself serves to “highligh[t] the emerging role of the mobile 
phone as an artistic medium for self-expression” (Saatchi Gallery). Christopher Bake’s Hello World! Or: 
How I Learned to Stop Listening and Love the Noise, “a meditation on the contemporary plight of 
democratic, participative media and the fundamental human desire to be heard,” (Saatchi Gallery) further 
emphasizes the advancements of human connectivity in the twenty first century and how social media can 
be used in the most profound ways. 

 
 

 
 
 
 
 
 
 
  

 
Hello World! Or: How I Learned to Stop Listening and Love the Noise 

 
Like anything, these tools can be used for bad or good, it is how to interact and understand them 

that will make all the difference. Our first impressions of technology and the internet are always positive, 
helping become more efficient and easing everyday life. Technology connects us, enables us, and 
introduces us to new things. We associate technology with its benefits first and encounter the negative 
side effects later on, which can become problematic. With a decrease in people’s attention spans and an 
increase in online content, it becomes challenging for people to read between the lines and spend time 
distinguishing “fake news” from real, to see what is truth and what is a lie. First impressions have always 
been important, but in this day and age, they have become even more significant. If it had taken me two 
weeks to see The Apartment in actuality, beyond its shiny facade, I foresee the malleability of information 
as posing a great threat to our society. Although, “[i]t is difficult to free fools from the chains they 
revere,” it is only with self reflection that these chains might be one day broken (Voltaire).  
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