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 Owner Subject Pre Read Purpose Introduced by Expected outcome/ 
Recommendation(s) 

1 Chair Welcome & Apologies N/A To note attendance and apologies. Chair N/A 

2 Chair  Conflicts of Interest  N/A For Pillar Board members to declare any 
conflicts of interest. 

Chair 
 
 

Any conflicts declared. 

3 LEP 
Executive 

Meeting notes – 5th 
March 2019 

Attached  To agree the notes of the last meeting and 
note progress against matters arising. 
 

Katie Judge, LEP 
Executive 

Notes agreed and progress 
noted. 

4 Chair  Angel Investment  Attached  To consider a proposal for increasing access 
to angel investment and a proposal for LEP 
funding to support the initiative. 

Paul Edwards, LEP 
Executive 

Proposal endorsed. 

5 Chair Inward investment Attached To consider a proposal for LEP funding for 
GBSLEP-targeted inward investment 
promotion and account management activity. 

Katie Judge, LEP 
Executive  

Proposal considered and next 
steps agreed. 

6 Chair  LEP Delivery Plans  Attached To consider and endorse refreshed Delivery 
Plans for 2019/20 and Q1 progress for: 
- Business, Professional & Financial 

Services  
- Creative Industries 
- Advanced Manufacturing & Engineering  
- Innovation/Emerging Technology 

Katie Judge, LEP 
Executive and 
Matthew Rhodes 
(Board Lead for 
innovation)  

Refreshed plans endorsed and 
Q1 progress noted.  

7 Chair  Growth Hub Marketing 
Plan  

Attached  To consider the Growth Hub marketing plan 
and activity update.  

Ian Mclaughlan, 
Growth Hub 
Manager 

Update noted  

8 Chair AOB N/A N/A Chair N/A 
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 Subject Decisions Agreed Actions Timescale Owner 

1 Welcome & Apologies Apologies noted (Saqib Bhatti, Paul Faulkner, Nicola 
Hewitt) 

None n/a n/a 

2 Conflicts of Interest  Chair conflict noted relating item 6. Life Sciences Cluster 
Development Plan  

None n/a n/a 

3 Meeting notes – 8th 
November 2018 

Draft meeting notes agreed. None n/a LEP Executive  

4 Growth Hub Next Phase 
Business Plan 

Approved a recommendation to the LEP Board to approve 
the Growth Hub Next Phase Business Plan and 
progression of the ERDF bid to full application stage with 
a further allocation of SEP Enabling Funds of £400,000 as 
part-match funding noting: 
- Confidence in the model of LEP management  
- Need to review risk impact and mitigation as regards 

BEIS funding in Years 2 and 3 including consideration of 
alternative levels of delivery and that work be 
undertaken in Year 1 to consider options for securing 
the longer-term financial sustainability of the Hub 

- Need to consider enquiry levels in risk register  
- Need to confirm partner commitments 

To review the risk register as 
regards levels of BEIS 
funding and enquiry levels 
 
To recommend to the LEP 
Board approval for the 
Business Plan, full ERDF bid 
and allocation of £400,000 
SEP Enabling Funds. 

LEP Board – 27th 
March 2019 

LEP Executive  

5 Innovation Interventions  Approved allocations of SEP Enabling Funds for West 
Midlands innovation ecosystem development activities by 
the Innovation Alliance for the West Midlands including 
Venturefest West Midlands (£25,000) and to extend the 
GBSLEP/IPO Innovation Enabler pilot to March 2020 
(£50,000).   Endorsed a recommendation to the LEP 
Board to allocate SEP Enabling Funds for a one-year pilot 
programme to increase business innovation in key growth 
industries (£173,500). 

Allocate SEP Enabling Funds 
as approved. 
 
To recommend to the LEP 
Board approval of £173,500 
SEP Enabling Funds for a 
one-year pilot programme. 

LEP Board – 27th 
March 2019 

LEP Executive 

6 WM Life Sciences 
Cluster Development  

(Chair left the room).  Approved allocation of £50,000 SEP 
Enabling Funds for a Cluster Development Plan. 

Allocate SEP Enabling Funds 
as approved. 

Asap LEP Executive  

7 AOB None n/a n/a  
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GREATER BIRMINGHAM AND SOLIHULL LEP  
 

BUSINESS & INNOVATION PILLAR BOARD 
                                       

15th July 2019 

 

Inward Investment  

Purpose 

1. For the Pillar Board to consider a proposal for GBSLEP funding support for 

GBSLEP-targeted inward investment promotion and account management 

activity.  

Reasons for Exemption 

2. In accordance with GBSLEP’s scheme of publication, this paper is exempted from 

publication in accordance with Section 12A of the Local Government Act 1972, 

paragraph 3, as it contains 

Information relating to the financial or business affairs of any particular person 
(including the authority holding that information) 

 

Prepared by:  Katie Judge, Executive Manager for Business & Innovation  
 

Date Created:  8th July 2019 
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GREATER BIRMINGHAM AND SOLIHULL LEP  
 

BUSINESS & INNOVATION PILLAR BOARD 
                                       

15th July 2019 

 

Angel Investment 

Purpose 

1. For the Pillar Board to consider a proposal for increasing access to angel investment and 

a proposal for LEP funding to support the initiative. 

Reasons for Exemption 

2. In accordance with GBSLEP’s scheme of publication, this paper is exempted from 

publication in accordance with Section 12A of the Local Government Act 1972, 

paragraph 3, as it contains 

Information relating to the financial or business affairs of any particular person 
(including the authority holding that information) 

 

Prepared by:  Katie Judge, Executive Manager for Business & Innovation  
 

Date Created:  8th July 2019 
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GREATER BIRMINGHAM AND SOLIHULL LEP  
                 

BUSINESS & INNOVATION PILLAR BOARD  
                                       

15th July 2019 

GBSLEP Delivery Plans 2019/20 
 

Recommendation 

1. That the Pillar Board:  
 

1.1.1 Endorse the proposed delivery plans for the LEP for 2019/20 for 
Innovation & Emerging Technologies, Creative Industries, Advanced 
Manufacturing & Engineering, and Business, Professional and Financial 
Services (Appendix 1); and  

 
1.1.2 Note Q1 progress.  

 

Background 

2. In 2017/18 the LEP developed a series of delivery plans setting out the added 
value interventions that the LEP would undertake to deliver its Strategic Economic 
Plan 2016-30 for growth and job creation – with a particular focus on opportunities 
in high growth sectors.   

3. Delivery plans were developed for business support (including access to finance), 
key sectors and technologies (advanced manufacturing, life sciences, business, 
professional and financial services, creative industries, energy technologies, 
digital technologies and emerging technologies), skills and place-making. 

4. At its meeting in November 2018, the Board requested that the next iterations of 
the Delivery Plans be developed with an increased level of ambition, focusing on a 
smaller number of high-quality interventions, maximising the potential to impact on 
the Greater Birmingham economy. 

Key Issues 

5. The delivery plans have been refreshed by the LEP Executive for 2019/20 in 
consultation with stakeholders and with regards to then emerging, and now 
published, West Midlands Local Industrial Strategy. 

6. The LEP Executive is progressing delivery of the refreshed delivery plans. 

7. It is proposed to bring each of the refreshed delivery plans and progress to the 
Pillar Board and LEP Board at least once annually for consideration and 
endorsement as appropriate. 

Conclusion   

8. The Pillar Board is recommended to endorse the proposed Delivery Plans for 
2019/20 for Innovation & Emerging Technologies, Creative Industries, Advanced 
Manufacturing & Engineering, and Business, Professional and Financial 
Services, and to note Q1 progress (Appendix 1). 
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Prepared by:   Katie Judge  
Business & Innovation Executive Manager  
 

Date Created:  4th July 2019 
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GBSLEP Delivery Plans 2019/20 

Q1 Update – Summary 

Business, Professional & Financial Services 
 
The refreshed delivery plan is focused on 3 interventions, with quarter 1 progress as follows: 

1. Collaborative lab pilot programme ‘AI for professional services’ with a focus on the legal and accountancy subsectors – HE and industry partners have been engaged 

to identify potential delivery partners.  A proposal from Hyperscale Group and BPS Birmingham is being developed with an anticipated commencement date of Q3.  

The project seeks to understand and address the challenges facing SME professional services firms in law and accountancy in adopting and implementing AI 

technologies, through exploratory projects/ live trials of intervention approaches to directly inform intervention design going further in the future.  It is expected 

that delivery will commence in Q3.  It is not currently proposed to take forward  

2. Cluster support for FinTech to widen the business base and develop the supply chain – relationships have been developed with Fintech focused bodies across the 
UK – Fintech Scotland, Fintech North, Innovate Finance and the newly launch nation Fintech Alliance – with GBS now more embedded into the national Fintech 
strategy.  EoI received from West Midlands Growth company for GBSLEP to support the expansion of the ‘AlphaBIT’ fintech hub to provide a physical ‘soft landing’ 
space to attract new fintech companies and increase the profile of the GBS region as an attractive region for fintech. (Currently only FDI companies can take 
advantage of the space).  Procurement has begun to commission the services of an independent, suitably qualified consultant/cy to create an ecosystem 
development plan for GBSLEP’s emerging fintech sector.   

3. A BPFS school leaver (pre-19) training scheme focused on ‘skills required for next generation services’ (business development, client management, relationship 

management bespoke advisory solutions, technical expertise for technologies impacting the sector), aimed particularly at young people from deprived communities 

– delivery has been delayed until Q3 due to constraints on executive capacity 
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Creative Industries 

 
The refreshed LEP delivery plan aligns with the West Midlands Local Industrial Strategy Sector Action Plan for Creative Industries which the LEP has been leading on the 
development of on behalf of the West Midlands Combined Authority, and is focused on 7 action areas: 
 

1. Creative industry-led cross sector innovation programmes 
2. Investment in creative and cultural industry infrastructure 
3-5 Creative workforce development 

3.  A WM-wide Creative Talent Platform 
4.  Improving the effectiveness of the FE/HE/apprenticeship pipeline and career progression for current creative sector workers 
5.  A region-wide Industry-led careers programme in schools to develop the creative workforce of the future 

6. Specialist Creative Sector Business Support focused on IP, scale-up and internationalisation 
7. Strengthened Creative Clusters, cross-regional working and promotion to stimulate opportunities and economic growth 

 
Creative-led Innovation 
Consultancy work commissioned by the LEP (Optimat 2017) has established an evidence base for creative industries innovation opportunities and the pilot innovation 
programme being commissioned by the LEP will include creative innovation responses to industry challenges. 
 
Creative and Cultural Infrastructure 
Work is being undertaken towards developing a pipeline of creative infrastructure projects for local growth funding including to procure an infrastructure mapping study 
and to launch a call for creative infrastructure proposals to the LEP. 
 
Creative Workforce 
Preparatory work has been undertaken by the LEP on behalf of the WMCA as regards the creation of a regional Creative Industries Skills Taskforce.  Ongoing work has also 
been undertaken to bring forward GBSLEP pilot activity including a Multi-Employer Apprenticeship, a New Entrants Support Programme including a Skills Passport and a 
pilot to encourage Women into VR. 
 
Business Support  
On behalf of the WMCA, the LEP has led on the development of the West Midlands Creative Scale-up Programme which is funded £1.3m by DCMS and for which a Project 
Manager, based in GBSLEP, has now been recruited with initial work planned to map creative scale-up businesses in the region to whom support can be targeted. Work is 
also ongoing to develop the Growth Hub offer for creative businesses,  
 
Cluster Development 
Initial work has been undertaken on regional creative cluster development including convening organisations to identify their capacity building needs and preparatory work 
to map existing cluster activity, develop a toolkit for developing excellence within cluster organisations and a cluster development.   The LEP has also contributed funding 
for the development of Film Birmingham’s production and location services. 
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Advanced Manufacturing & Engineering 

 
The refreshed delivery plan is focused on 7 interventions that respond to needs and opportunities to improve SME productivity and competitiveness: 
 

1. Mentoring for Growth – delivered via the Growth Hub in partnership with the national Productivity Leadership Group’s ‘Be the Business’ initiative, 34 
manufacturing SMEs from GBSLEP have been matched to a mentor from one of Britain’s most successful organisations 
 

2. High Speed Rail Mentoring - delivered by the Rail Alliance with funding from GBSLEP, this pilot programme seeks to provide online diagnostic support to rail 
suppliers of whom 10 will benefit from in-depth mentoring prior to introduction to top tier Rail Supply chain companies.  To date 25 companies have benefited from 
online diagnostic support. 
 

3. Industry 4.0 Workshops – a proposal developed by the LEP in partnership with Drive Midlands, also involving OCF, Warwick Manufacturing Group, Auto Desk, 
Configit, HS SMI and Aston University will provide a programme of workshops to raise awareness amongst SMEs in the automotive supply chain of the opportunities 
offered by Industry 4.0 with the aim of increasing adoption.   The funding proposal is being considered by the LEP for support. 
 

4. Skills framework for the aerospace sector – an initiative brought forward by the LEP in consultation with the Midlands Aerospace Alliance seeks to improve the 
articulation of aerospace sector skills needs by engaging local employers to collectively articulate mid-level training requirements and clearly identify gaps in the 
provision.  The work is due to be completed with LEP support in Q3. 
 

5. Cybersecurity programme – the LEP has undertaken initial scoping work with HE partners of a programme to raise awareness of and develop capacity regarding 
cybersecurity amongst manufacturing SMEs with initial ideas to include support for evaluating cybersecurity risks, demonstration activity and signposting to expert 
support – subject to identification of a lead body and LEP funding approval, the target timeframe for delivery is Q3-4  
 

6. Engineering College tutors – in response to an identified need, the LEP has undertaken initial scoping work with FE colleges to assess the appetite and issues 
involved in developing an initiative, also involving industry bodies, to address the lack of industry-experienced engineering college tutors – the target delivery 
timeframe is between Q3 2019/20 and Q2 2021 
 

7. Productivity best practice – it is the LEP’s intention to gather and respond to best practice from international initiatives to improve productivity amongst 
manufacturing SMEs – initial research has been undertaken with a view to commissioning further activity in Q3  

 



    Item 5_Appendix 1  

4 

 

Innovation & Emerging Technologies 
The refreshed delivery plan is focused on 3 key areas: 

1. Innovation ecosystem development, including piloting approaches to increasing SME innovation in key growth industries 
2. Support for the development of demonstrators, commercialisation of research and support for businesses based on the research excellence of our universities, 
3. Leveraging the LEP’s funding and influence to encourage innovation in delivery and procurement, including public sector procurement relating to major 

opportunities such as HS2, Commonwealth Games, 5G and Coventry City of Culture  
 
Ecosystem development 
Good progress is being made on piloting approaches to increasing SME innovation in key growth industries via:  

4. the Innovation Enabler developed and joint funded with the Intellectual Property Office to support companies to realise the value of their IP and engage in 
collaborative innovation projects via provision of an IP Audit and IP Confidence Fund and which has been extended for another year  

5. development and commissioning of a pilot programme of innovation challenge-events, company-centric innovation support and small innovation grant awards 
targeting SMEs operating in or looking to operate in key growth industries  

 
Commercialisation support and demonstrators 
Good progress is being made on bringing forward innovation infrastructure projects for capital Local Growth Funding – including deployment of the LEP’s Innovation 
Challenge Forum to bring a market-side perspective to the development of LGF bids - particularly: 

6. University of Birmingham’s Quantum Technologies Innovation Hub has been approved at Outline Business Case and which will provide entrepreneurial 
researchers, sensor technologists, systems engineers and businesses with access to demonstration, test and validation equipment locally, with onward links to 
National Physical Laboratory’s (NPL) significant national resources. 

7. University of Birmingham’s Precision Health Technologies Accelerator (PHTA) has been progressed to Outline Business Case and which will comprise an estimated 
c. 16,000 – 18,000sqm of high-quality laboratory, computing, office and shared space on the forthcoming Birmingham Life Sciences Park which will provide an 
important gateway for industry to the region’s translational ecosystem for health innovation 

8. Progress is being made on bringing forward an outline business case for University of Birmingham’s Tyseley Sustainable Energy Systems Research and Innovation 
Centre (TSESRIC) - a new build, physical applied research & innovation facility based at Tyseley Energy Park (TEP), which will be instrumental in helping to realise 
the region’s ambitions for Energy Capital & Tyseley Energy Innovation Zone.   

 
Further work is required to develop the pipeline of innovation projects in GBSLEP for future local growth funds and the ongoing support provided by the LEP for the 
Innovation Alliance for the West Midlands’ whose mission includes catalysing a pipeline of demand-led innovation projects, as well as building and maintaining a strong 
innovation ecosystem, will help with this.   
 
The LEP continues to influence and provide technical assistance for the allocation of European Structural and Investment Funds for Priority 1: Innovation and R&D to a 
pipeline of demand-led projects to enhance research and innovation infrastructure and capacity and to promote business investment in research and innovation with the 
final call for the remaining £3.7m funds for PA1 now open (deadline 30th September). 
 
A further area of activity that is ongoing is to define ways in which the LEP could add value through its own funding and procurement and potential support for wider 
initiatives that leverage public spending to stimulate demand-led innovation. 
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GREATER BIRMINGHAM AND SOLIHULL LEP  
                       

BUSINESS & INNOVATION PILLAR BOARD  
                                       

15th July 2019 

Growth Hub Next Phase Marketing Plan & Activity Update  
 

Recommendations 
 

1. That the Pillar Board note the Growth Hub Next Phase Marketing Plan 
(Appendix 1) and Activity Update. 

Background 

2. At the June Board meeting, the Board requested that the LEP Executive 
should develop the Growth Hub’s marketing strategy to improve engagement 
with SMEs in our region and report back to the Board.  
 

3. From the inception of the Growth Hub in October 2015 marketing has been 
fully outsourced to external companies following procurement exercises 
through Birmingham City Council. 

4. While performance was satisfactory, it was generally considered that for the 
same spend on people resources, in-house capacity would realise greater 
impact and benefits as this would involve developing internal skills, 
knowledge and contacts while having committed staff for the longer term. 

5. However, while GBSLEP was part of Birmingham City Council, recruitment 
was not a viable option for the Hub due to restrictions in place.  

6. As a result, in late 2018 it was agreed by Growth Hub Executive Board to 
recruit through the Chamber to two roles, a more senior Marketing Executive 
(0.4 FTE) supported by a Marketing Assistant (1 FTE). 

7. The Marketing Executive has taken responsibility, with the support of the 
Growth Hub Executive Board, for a strategy and suite of activities within that 
to raise the profile of the Growth Hub and to engage with more of its target 
businesses (Appendices 1 and 3). 

8. The plan has specifically included a set of marketing KPIs which are tracked 
over time and reported back to Growth Hub Executive and Management 
Boards. This has enabled impact to be measure more effectively and results 
from the first few months of this arrangement have shown a positive 
trajectory, as seen in Appendix 2 Growth Hub Marketing KPIs (May 2019). 

Key Issues  

9. Outsourced marketing support, while delivering some results, was generally 
not seen to be as effective and good value for money as expected and as a 
consequence resource has been built up in-house for the last six months. 

10. While ideally the LEP itself would have been able to recruit this resource, this 
was not possible and as a result the Chamber of Commerce as lead partner 
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has taken on this responsibility at least until GBSLEP takes over the 
management of the service and the ERDF funding from 1 October 2019. 

11. The in-house marketing approach will continue in the new Growth Hub phase 
but it is expected that this becomes part of the GBSLEP team rather than the 
Chamber. 

Conclusion   

12. This report outlines the approach taken to the delivery of Growth Hub 
marketing, the plan and activities that have been developed and the impact 
they are having and asks the Pillar Board to review and note/comment as 
appropriate. 

 

Prepared by:  Ian McLaughlan, GBSLEP Growth Hub Manager 

 
Date Created:  4 July 2019 

Appendices 

Appendix 1 Growth Hub Marketing Plan  
Appendix 2 Growth Hub Marketing KPIs (May 2019) 
Appendix 3 Growth Hub Activity Chart 

 



A Blueprint for Marketing

Jan-Sept 2019
Presented to GBS LEP Board

Alan Gilmour



Purpose of Paper

The purpose of the paper is to outline an approach to the marketing of the GBS LEP 
Growth Hub through to the end of the current contract in September 2019.

It is envisaged that this plan will be re-visited and re-scoped prior to September 2019 
once the requirements of the post September contract are known.

The Board are asked to note the approach presented.

‘no plan survives the first contact with the enemy’

-Helmuth von Moltke
Chief of Staff, The Prussian Army, 1800-1891



The role of marketing

To build awareness of, interest in and engagement with 
the GBSLEP Growth Hub offer by the market we choose to 

serve, that we might help as many SMEs as we can connect
with our tools and advice and opportunities, helping them fulfil 
their ambitions and aspirations for sustainable business growth



The customer journey

AWARENESS

‘I am aware of The Growth Hub and I want to know more’

INTEREST

‘This looks interesting,  I am going to keep in touch’

ENGAGEMENT

‘I am going to get in touch with them and find out how they might 
be able to help’

CONNECT

‘I am going to involve them in my business’

ANONYMOUS

KNOWN



Bringing this to life

AWARENESS
Marketing to raise awareness and saliency to drive target market to visit website 

INTEREST
Campaigns to generate a passive interest in the offer

‘

ENGAGEMENT
Marketing programmes to capture data and convert interest into prospects

CONNECT
Marketing activity to connect prospects and clients with and involve in key elements of the offer e.g. Assist 

programme 



We will track marketing OUTCOMES against agreed measures

1. AWARENESS – unique visitors to website

2. INTEREST-followers; open rates; click through rates

3. ENGAGEMENT-number of new prospects ; enquiries; 

4. CONNECT-3 hour/12 hour assists; referrals

There is a need to develop a marketing scorecard with SMART KPIs to allow us to track the 
performance of the plan. In doing this we will benchmark this scorecard and key 

performance metrics against similar Hubs 



The marketing focus

• Get all aspects of the Growth Hub offer noticed and understood

• Grow the prospect database for use by all partners

• Develop and benchmark a marketing scorecard

• Increase number of inbound and outbound referrals

• Build customer journeys and treatment strategies to move from prospect through to 
Connect 

• Embed the proposition and its 4 legs across everything we do 

• Deliver the contracted volume of Assist outputs

• Contribute to the development of Growth Hub 2.0

• Promote a collaborative approach



Promoting a collaborative approach across the eco-system

• The Growth Hub is a collaborative enterprise bring together a programme of events, 
tools and advice delivered across a range of partners, most notably
• The Greater Birmingham Chamber
• Birmingham City University
• Aston Business School
• Access to Finance
• GBS LEP
• Birmingham City Council

• The marketing approach must complement and supplement and market across all 
available channels all elements of the programme delivered through the Growth Hub 
eco-system

• The development of a database of prospects and clients shared by all involved (subject 
to data protection regulation) is a key enabler of the programme

• Structures will be developed to facilitate effective cross structure working and 
promotion of programmes distributed under the Growth Hub brand  and across the 
Growth Hub eco-system 

• In this regard a joined up marketing plan can support, promote and strengthen joined up 
working 



Transforming the Marketing Approach

MARKETING THAT INFORMS MARKETING THAT PERSUADES

FROM TO

To date our marketing our marketing materials have been highly informative, factual and 
rational e.g. invites to workshops have provided information on location/date/content.

Through being clear about what we want our audiences to think and do we can use a 
range of more emotionally charged persuasive tools to encourage the desired response 

which addresses the barriers to action and provides socially normative reasons to believe 



Using behavioural insights to transform marketing

To encourage the behaviours we want to drive the use of  the EAST behavioural insights 
model will be deployed to inform what we say and how we say it.

This is a simple, pragmatic, proven model developed to drive behaviour change 

Make it EASY
• Power of defaults
• Reduce hassle factor
• Simple messages

Make it ATTRACTIVE
• Attract attention
• Incentivise behaviour

Make it SOCIAL
• Show the norm
• Encourage networks
• Obtain commitment and intent

Make it TIMELY
• Use receptive trigger points
• Help people plan their response



An illustration-
Invitation to Skills Training Workshop-EAST in action

NOW

• One e-mail per event
• Highly factual and rational content

• Location
• Date
• Subject

• Quotes
• List of features/benefits
• Limited use of other channels to support

NOW

Up to 3 e-mails per event
• Initial invite
• ‘Places going fast’
• ‘LAST CHANCE…’

• Strong headlines to attract
• ‘FREE skills training’
• ‘Your personal invite….’
• ‘Book your place NOW’
• ‘‘Hundreds already attended’
• ‘businesses like yours’
• Language mirrored in social media
• PR support

We have made a successful start significantly improving workshop attendance-lots more to 
do BUT we can apply similar principles across all communications and customer facing 

materials



Our target market

Potential/
Appetite to 

grow

Businesses
Less than 250 
employees/
50m euros 
turnover

Business 
owners/
Leaders

Across GBS LEP Area
Birmingham  Solihull  Sutton Coldfield  Cannock  Lichfield  Tamworth  Burton

In this market place, and due to constraints of insights from our CRM capability at this 
stage, targeting is more an art than a science-where third party lists are used we will use 

above criteria where possible to target messaging  



Our proposition-a four legged approach

A proposition is our offer to the markets we choose to serve 

Our Overarching Proposition

Giving you the knowledge and the support YOU need to help YOU grow YOUR  
business…we enable this by connecting you with….

Access to 
funding and 

finance

Online 
support and 

advice

Skills training Guidance 
and support

Our messaging will work across all elements that comprise the proposition individually and 
collectively to add up the overarching proposition



Developing the messaging

HOW WE MAKE YOU FEEL
PLUGGED IN

KEY INSIGHT
I KNOW I NEED TO KEEP GROWING MY BUSINESS 

BUT I’VE NOT GOT THE TIME TO THINK ABOUT WHAT I NEED TO DO, 
WHERE I NEED TO GO……

OUR ESSENCE
ACCESSIBLE KNOW HOW



Our messaging

To bring greater meaning and emotional resonance to the Growth Hub proposition, It is 
important that we have a clear and powerful narrative to tell to the markets we choose to 
serve.

And we should be able to tell this story in a sentence, a paragraph, a page.

These are a set of words that directs and unites the key messages for The Growth Hub;  
describes its attitudes and beliefs; that sells The Growth Hub proposition to clients and 
potential clients, colleagues, and other stakeholders. 

A story that brings to life the emotional and rational resonance of the proposition.

And through delivering consistency across all channels and communications amplifies and 
strengthens our message.

That makes it simple, meaningful and compelling.

This is what we are about. Why we exist.

Draft messaging follows



Message in a sentence

For businesses like yours with the potential and appetite to grow, we have the know how 
you need to connect you with the knowledge, funding and people to help you achieve 

this…always accessible and always free.

The Growth Hub. Connecting you to growth.



Message in a paragraph

Running a small business can be time consuming. Leaving you with little time to think 
about what you need to do to keep your business moving forward. We get this. And we 
have worked with hundreds of businesses like yours with the potential and appetite to 
grow.  And if you don’t know where to turn we have the experience and expertise to 
support you to deliver your growth ambitions and aspirations. And the know how to 
connect you with the knowledge, the people, the training and the funding that will 

help you achieve this. Always accessible. Always free. 

The Growth Hub. Connecting you to growth.



Message on a page

Running a small business can be time consuming, all encompassing.

Leaving you little time and headspace to think about what you need to do to keep your business growing, 
ensuring it continues to move forward.  

Giving you the opportunity to work on the business

Helping you realise  the ambition and aspiration you have for your business and all who work there.

We get this. 

We have worked with hundreds of businesses like yours with the potential and appetite to grow. And if you 
don’t know where to turn we have the experience and expertise to support you to deliver your ambition and 

aspiration to grow your business. 

And the know how to connect you with the knowledge, the people, the training and the funding that will help 
you achieve this. 

Always accessible. Always free. 

The Growth Hub. Connecting you to growth.



We will use OEP Model to determine channel to optimise channel use

OWNED CHANNELS
Media activity generated in channels we control. Low cost and easy to use. 

e.g. website, colleagues, social media channels, newsletter, CRM driven e-mail marketing

EARNED CHANNELS
Media activity generated by third party sources in channels we do not control. Low cost, 

highly effective but difficult to deliver. 
e.g. PR, word of mouth referrals, social media engagement, re-posts

PAID CHANNELS
Media activity generated in channels by us we do not control and would pay to access. 

High cost, , easy to use and control, Results variable. 
e.g. online/offline advertising, paid for search, mailing lists



Social media key to building awareness…..Our Principles

We will build and maintain our online social media presence by adopting the following 9 
principles…..

• Extensive use of LinkedIn/Twitter/Facebook supplemented by use of YouTube for case studies and testimonials

• All posts will be supported by visuals/video to attract interest

• We will target specific geographic communities as and when appropriate 

• We will build a heavy presence with up to 10 Tweets per day and up to 5 per day on LinkedIn  and Facebook

• Aim to deliver across all marketing outcomes with extensive use of strong Call To Actions 

• Grow community of relevant followers to deliver reciprocity and referral

• We will build a bank of generic posts for use to promote all aspects of the proposition

• We will link to appropriate trends

• And we will make extensive use of polls, competitions, case studies, etc.  

As a rule of thumb 70% of messages on social media will promote Assist outcomes/30% will promote other aspects of 
the Growth Hub offer e.g. Access to Finance, etc



Channel selection

AWARENESS
Social media
Organic search               
PR Editorials (chamber/partner publications
Case studies
Third party events

INTEREST
Social media
Website
PR Editorials (Chamber/partner publications
Events
Newsletter
Website

ENGAGEMENT
Social media
Third party events
Face to face
Database marketing
Events

’

CONNECT
Database marketing
Website
Social media
Events
Face to face

We will maximise use of low cost OWNED and EARNED channels to deliver our messaging, 
supplemented with limited tactical use of PAID channels   



Marketing Outcome #1-AWARENESS

What will we do?

• Build social media presence across key social media platforms

• Develop a PR strategy across owned channels across all partners

• Embed case studies and testimonials 

• Test programmatic online advertising 

• Build a Communications Grid for use across the full Growth Hub eco system  



Marketing Outcome #2-INTEREST

What will we do?

• Continue to leverage digital and social media channels to build interest and lead 
generation for all aspects of the offer

• Develop an engaging content strategy to capture interest

• Identify marketing opportunities across all partner events



Marketing Outcome #3-ENGAGEMENT

What will we do?

• Build and expand the prospect database

• Develop lead capture marketing programmes e.g. Competitions, Tell A Friend

• Build customer journeys and treatment strategies that convert prospects into 
Connections across the eco-system and minimises leakage from this



Marketing Outcome #4-CONNECT

What will we do?

• Deliver the contractual requirements of the Assist programme

• Build customer journeys and treatment strategies to move clients through all 
stages of the programme and across the eco-system 

• Build a test and learn approach into our marketing



Some issues and observations

These observations might be used to inform the development of Growth Hub 2.0 if 
considered relevant

• Over reliance on workshops to deliver Assist programme-need to develop a broader 
range of solutions

• Significant leakage of clients and prospects from The Growth Hub eco-system-use of 
common CRM and leads management system needs to be enforced

• Relationship management capability needs to be developed to deliver ongoing support 
and advice

• Development of Growth Hub passport would highlight value to the business of the 
Growth Hub, maintain a log of interventions and services used, act as ‘a CPD record’ for 
the business, and deliver Growth Hub tangibility and longevity

• Develop the website to optimise usability and usefulness incorporating intelligence, 
informed insight, intelligence  



Decision Required

The Board are asked to note the marketing approach to guide the marketing programme 
for the Growth Hub through to September 2019 as detailed above and to support its 

delivery and ongoing development



Tracking Performance

Taking a baseline position of 1st April we will set targets and monitor performance of the 
Marketing programme. The following measures and targets are proposed. Targets have 
been based on benchmarking with other relevant Growth Hubs and a simple straight line 
flat rate increase

Strategic
Objective

Measure Baseline Target

AWARENESS • Number of unique visitors
• Average time per session
• % Returning

• 1250
• 3’30’’
• 22%

• 5% growth pm
• 3’ 30’’
• 25%

INTEREST • Twitter/linkedInFollowers
• Twitter/linkedInImpressions

• 1100
• 65k

• 5% growth pm
• 5% growth pm

ENGAGEMENT • Newsletter sign ups pm
• Open rates
• CTR rates
• Database growth
• Enquiries

• 5200
• 15%
• 1.5%

• 6000
• 20%
• 5%
• 5% growth pm
• 50pm

CONNECT • 3 Hour assists-TA
• 3 Hour Assists-Non TA
• 12 Hour Assists-TA
• 12 Hour Assists-Non TA
• Referals

• 360
• 840
• 168
• 72
• 1 per assist



MARKETING PERFORMANCE METRICS

Strategic Objective Target End Sept Feb-19 Mar-19 Apr-19

Awareness Number of unique visitors pm 2200 pm 1470 1724 1876

Ave time per session 3'30'' 3'32" 2'17" 2'17"

% Returning 25% 21% 18.60% 19.50%

Interest Twitter Followers 900 950 1002

LinkedIn Followers 177 200 217

TOTAL FOLLOWERS 1500 1077 1150 1219

Twitter Impressions 57K 66.7k 58k

Linked In Impressions cant retrieve this estimated 6k and above 5k 3.6k

TOTAL IMPRESSIONS 85000 63k 71.7k 61.6k

Engagement Database Size 11926 12453

Contactable Database 6000 5142 5111

Newletter Open rates 20%

Newsletter CTO Rate 5%

Enquiries 50 pm

Connect 3 Hour Assist-TA 360

3 Hour Assist-non TA 840

12 Hour Assists-TA 72

12 Hour Assists-non TA 168

Referrals 1 per Assist



May-19 MTD

1931

2'18"

17.40%

1039

230

1269

63.7k

3.8k

67.5k

12556

5104

10%

3.30%

280

859

26

132



Activity Calendar: June-September 2019

Channel June July August Sept

Paid For Media

Newsletter ‘Scale Up Your 
Business’

Exporting Meet the Partners A2F-’Don’t Give up’

Social Media

Owned Publications 
e.g. ChamberLink

Database Marketing

Website Home Page

A2F-’Don’t Give Up’

12 Hour Assist Workshop Programme

12 Hour Assist Workshop Programme

Newsletter Content

A2F-’Don’t Give Up’

A2F-’Don’t Give 
Up’

A2F-’Don’t Give Up’

Other GH Events/Programmes

12 Hour Assist Workshop Programme

Keep In Touch-
Newsletter Sign Up

Keep In Touch-
Newsletter Sign Up

12 Hour Assist Workshop Programme

Newsletter

Keep In Touch-
Newsletter Sign Up

Keep In Touch-
Newsletter Sign Up


