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Purpose of Paper

The purpose of the paper is to outline an approach to the marketing of the GBS LEP 
Growth Hub through to December 2019.

This plan will be re-visited and re-scoped prior to December 2019 with the recruitment of 
a permanent Marketing & Outreach Manager as part of the new ERDF bid from 1 October.

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



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



Coming Up-September

ACCESS TO FINANCE CAMPAIGN

• To support the Access to Finance offer we are running an integrated multi channel campaign to build awareness of the offer 
and to generate enquiries for advice, help and support

• To commence 2nd September to run through the month

• To target SMEs and brokers/intermediaries in the LEP area

• Overarching message ‘Don’t give up-there is a funding solution out there for you and we can help you find it’

• Channels used include PPC advertising, sponsored Facebook posts, social media, email marketing, Newsletter, dedicated 
landing page

• Aim is to generate 50 enquiries for the service

BACK TO SKOOL WORKSHOP PROGRAMME

• To support the delivery of the Transitional Area 12 hour Assist objective,  a comprehensive programme  of 6 skills workshops has
been developed to run through September in Staffordshire and these are being promoted heavily across social media, email 
marketing and third party channels

• Interest in and demand for these workshops is high with 80+ bookings taken to date
• On track to deliver the Assist objective if current progress maintained



Activity Calendar: September-December 2019

Channel September October November December

Paid For Media

Newsletter A2F-’Don’t Give up’ Innovation Exporting Round Up

Social Media

Owned Publications 
e.g. ChamberLink

Database Marketing

Website Home Page

A2F-’Don’t Give Up’

Workshop 
Programme

Workshop 
Programme

Newsletter Content

A2F-’Don’t Give Up’

A2F-’Don’t Give 
Up’

A2F-’Don’t Give Up’

Other GH Events/Programmes

Workshop 
Programme

Keep In Touch-
Newsletter Sign Up

Keep In Touch-
Newsletter Sign Up

Workshop 
Programme

Newsletter

Keep In Touch-
Newsletter Sign Up

Keep In Touch-
Newsletter Sign UpA2F-’Don’t Give Up’

3/12 hour Assists

3/12 hour Assists

3/12 hour Assists

3/12 hour Assists



Decision Required

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

delivery and ongoing development
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