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This new approach to business support sees academia 
and business working in partnership for the benefit of the 
county’s economy, its businesses, and its people. And of 
course, this is the only Growth Hub to have benefited from 
HEFCE Catalyst funding.

The Catalyst project was born from a shared vision for 
a Growth Hub that drives high value, innovative and 
enterprising growth for the businesses of Gloucestershire 
with a Business School at its core; with global impact and 
strong business engagement, achieved through focusing 
on knowledge exchange and employability for students.

This key flagship project of Gloucestershire’s Strategic 
Economic Plan (SEP) seeks to generate £135 million gross 
value added (GVA) and over 14,800 jobs by 2021, as part 
of a broader strategy to grow the county’s economy by 
£493 million between 2015 and 2021.

The University of Gloucestershire and GFirst LEP identified 
the following high-level outcomes of the project:

• A Business School that is employer-led and  
employer-responsive

• Increased rate of knowledge transfer to support  
high-growth sectors

• Improved rates of student employability

• Higher rate of sustainable growth for the  
Gloucestershire economy

• A demonstrator site, with extensive and on-going 
dissemination of learning, showing how Universities and 
LEPs can promote economic development through  
co-location and close integration of their activities

Thanks to the effort and dedication of the team charged 
with turning this vision into reality, The Growth Hub 
opened for business in October 2014. Now, three years on, 
it has been hugely successful in establishing itself as the 
county’s ‘go to’ place for impartial business support, and 
offers an inspiring and uplifting environment in which to 
meet, learn, innovate, and grow.
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Foreword

Plans for the next phase of The Growth Hub include:

• Expanding The Growth Hub, physically and virtually, 
across Gloucestershire

• Creating space in which to expand and integrate The 
Growth Hub within the University of Gloucestershire 
Business School

• Developing a digital infrastructure, including a new 
website; CRM system; diagnostic and knowledge 
bank; all to support simplified business engagement, 
marketing, and activity reporting

• Enabling The Growth Hub to deliver support services to 
a wider range of businesses throughout Gloucestershire

• Learning the lessons from this first phase; what worked 
well; what can be improved

The University of Gloucestershire and GFirst LEP 
are fortunate to have a committed, motivated, and 
exceptionally talented team to help ensure the continued 
success of The Growth Hub.

This project was born from a 
challenge to show how a university 

can integrate with an LEP to 
drive economic growth within a 

region. Now three years since its 
inception, The Growth Hub  
in Gloucestershire is having 

a positive impact on student 
employability, skills development 

and business growth.
Yvonne Hawkins - Director for Universities  

and Colleges, HEFCE

Of the 39 Growth Hubs across England, Gloucestershire’s is unique;  
with the University of Gloucestershire and GFirst LEP at its very heart  
it offers a new approach.

Dr Diane Savory OBE DL
GFirst LEP - Chair

Stephen Marston
University of Gloucestershire 
Vice Chancellor
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1 https://www.gov.uk/government/uploads/system/uploads/attachment_data/
file/34648/12-1213-no-stone-unturned-in-pursuit-of-growth.pdf

2 https://www.gov.uk/government/uploads/system/uploads/attachment_data/
file/193555/bis-13-p74-small-business-survey-2012-sme-employers.pdf

3 https://www.gov.uk/government/uploads/system/uploads/attachment_data/
file/414963/bis-15-151-small-business-survey-2014-sme-employers_v1.pdf

4 https://charteredabs.org/wp-content/uploads/2015/02/130917_
abspolicybrochure_web_final.pdf

5 https://charteredabs.org/wp-content/uploads/2015/02/130516_absinnovation_
web_1.pdf

6 https://www.gov.uk/government/uploads/system/uploads/attachment_data/
file/249720/bis-13-1241-encouraging-a-british-invention-revolution-andrew-witty-
review-R1.pdf

7 https://www.publications.parliament.uk/pa/cm201415/cmselect/cmbis/770/770.pdf

In 2012, the government of the day asked The Right Hon 
the Lord Heseltine of Thenford CH how they might more 
effectively create wealth in the UK. His paper entitled ‘No 
Stone Left Unturned In Pursuit Of Growth’ was published 
in October 2012, and made the case for: 

• Stimulating local growth through the relatively new 
Local Enterprise Partnerships 

• Positioning Education and Skills as the foundation for 
growth and prosperity

• Broadening the capacity for excellence within the 
private (employment) sector through hubs for business 
support and engagement at local level

The Department of Business Innovation & Skills (BIS) 
identified during local consultation meetings that 
businesses ‘do not make full use of the services or HE 
opportunities available to support their growth’.

The need for economic growth in the UK after the 2008 financial  
crisis had, arguably, never been greater, with many describing the ‘credit 
crunch’ as the worst of modern times.

Context Principle 1
Local Strategic Partnerships: providing strategic 
co-ordination, inclusive partnerships with local 
stakeholders, the private sector and government.

Principle 2 
Governance: maintaining robust governance 
arrangements to oversee Growth Hub activity  
and ensure ongoing alignment with Strategic 
Economic Plans.

Principle 3
Local Growth Planning / Scale-Ups: developing 
a strategic approach to local business growth to 
enable ambitious businesses to maximise their 
growth potential and scale-up. 

Principle 4
Deliverability: offering a triage, diagnostic and 
signposting service that joins up national and local 
business support (public and private), simplifying the 
support on offer to businesses. 

Principle 5
Sustainability: ensuring plans for Growth Hubs are 
deliverable and sustainable beyond March 2018 when 
government funding ends and that core services 
remain free to business at first point of contact. 

Principle 6 
Reporting and simplification: applying the common 
metrics and evaluation framework to produce 
high-level impact data in bi-annual and end of year 
reporting and provide BEIS unrestricted access to firm 
level data for the purpose of research and analysis.

Meanwhile, in the academic world, the 2013 report of  
the Association of Business Schools entitled ‘Is it possible 
to balance student demands with business needs?’4 

called for Business Schools to increase their engagement 
with business, to the benefit of both business and of 
teaching/research, through more intensive experience  
of real business.

Points raised in this report included:

• Ensuring graduates are equipped with basic business 
skills – communication, project management, 
presentation, and negotiation

• The need to enhance and develop engagement with 
business to ensure the delivery of effective and valuable 
student placements – understood to be the most 
effective way to ensure graduates have the skills required

In a separate report commissioned by the Association 
of Business Schools, also published in 2013, and entitled 
‘The Role of UK Business Schools in Driving Innovation 
and Growth in the Domestic Economy’, several key issues 
were identified affecting the HE sector’s engagement with 
innovation and growth:

• Courses and programmes lacked relevance and 
application to businesses

• Research in business schools often went unseen by the 
business community

• Lack of mix of skills made it difficult for HE to engage 
with and solve business problems

• Lack of engagement and connectivity with businesses is 
especially severe in relation to SMEs

Still in 2013, Sir Andrew Witty published his final report 
of Universities and Growth entitled ‘Encouraging a British 
Invention Revolution’6, which included a recommendation 
that ‘Universities should also play a prominent role in…
Growth Hubs.’

A review of government business support programmes, 
entitled ‘Government Support for Business’7 and 
undertaken in 2014, recognised that local hubs could 
play an important role in helping to simplify the business 
support landscape. The government’s principles for 
funding Growth Hubs were described as:

The Small Business Survey 20122 supported these findings, 
as did the 2014 survey3, which found that ‘each year 5% of 
SMEs had difficulties or opportunities facing their business 
that they did not receive external support or advice for.’ The 
majority of those businesses had actively looked for support, 
but had been unable to locate it. Those that had not sought 
advice, despite having a need, did not do so because:

OF BUSINESSES DID 
NOT KNOW WHERE 
TO FIND SUPPORT 
OR ADVICE

29%

20% did not believe that the 
support existed

19% lacked the time to obtain 
this advice

10% felt that the support/
advice would be too expensive

11% felt they lacked the internal 
expertise or resources to deal 
with the issue

20%

19%

11%

10%

National perspective

Figure 1: Barriers to business support: Department for Business Innovation and Skills (March 2015), Small Business Survey 2014:SME Employers
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8 http://www.universitiesuk.ac.uk/policy-and-analysis/reports/Documents/2015/
the-economic-role-of-uk-universities.pdf

9 http://www.gfirstlep.com/news/gfirst-lep-publishes-growth-statement/

10 The Strategic Alliance is a partnership between the University of Gloucestershire, 
South Gloucestershire and Stroud College (SGS) and Gloucestershire College 
that formed in 2012. One of its key aims is to build strong links with businesses to 
ensure that the students from the three organisations fulfil local business needs. 

11 http://www.gfirstlep.com/about-us/our-vision/strategic-economic-plan/

12 http://www.gfirstlep.com/about-us/our-vision/eu-structural-investment-funds-
strategy/

The Department’s aim was to reduce inefficient duplication 
across the business support network that had resulted in 
poorly targeted or under-performing service provision.

In June 2015, Universities UK published a paper entitled 
‘The Economic Role of UK Universities’8, which concluded 
that ‘Universities play an intrinsic role in the UK economy. 
They increase skills, support innovation, and attract 
investment and talent.’

The report further emphasised that universities: 

• Ensure that the UK remains competitive in the global 
market by supporting greater business innovation and 
export-led, knowledge-intensive growth

• Play an important part in responding to skill needs as 
the shape of the workforce changes

• Create prosperity in their local areas, contributing  
to regional growth, jobs, investment, and  
community wellbeing

• Anticipate future needs, help to shape policy and  
drive research and innovation to enhance efficiency  
and effectiveness

In March 2013, GFirst LEP published its 2025 Growth 
Statement9, which identified ‘promoting student 
employability and supporting business growth’ as key 
priorities within its five-year corporate strategy. The 2025 
Growth Statement identified Promotion and Skills as key 
to the achievement of economic growth, describing their 
economic vision for Gloucestershire as: 

Promotion: 

• ‘We will have attracted and retained businesses as well 
as the next generation of talent...’

• ‘We will have built upon the expertise of current business 
professionals, to support the successful growth of local 
businesses and a strengthening of our key growth sectors.’ 

Skills: 

• ‘Understanding and meeting the needs of businesses 
will enable businesses to prosper…and create the 
environment for new business start-ups.’

• ‘A flexible and skilled workforce will provide the resilience 
required in an ever-changing economic climate.’  

In April 2013, the Strategic Alliance for HE in 
Gloucestershire10 commissioned a report on skills gaps 
in the county, drawing upon data and analysis published 
by the UK Commission for Employment and Skills, and 
identifying skills gaps and shortages by locality and 
business sector. The report showed that employers 
consistently experienced skills shortages and high vacancy 
levels in high skill jobs and identified that GFirst LEP had 
reported skill gaps to be a greater problem than skill 
shortage vacancies.  

In its Strategic Plan for the period 2012 to 2017, the 
University of Gloucestershire recognised its potential to be 
a key driver of regional economic development through the 
activities of The Growth Hub, and identified the need to: 

• Develop its services for innovation

• Develop its incubation services in conjunction with 
GFirst LEP

• Support the enterprising behaviour of the student body 
through its Learning and Teaching Strategy

A review of the Business School concluded that a 
relatively low level of engagement with industry was a 
barrier to achievement of its full potential. Immediate 
steps were taken, directly by the Business School and 
via The Growth Hub, to successfully increase the level of 
business engagement and strengthen its contribution to 
growth and business support.

The University’s Strategic Plan identified five key goals: 

• Provide students with excellent learning experiences 
through outstanding learning and teaching support

• Promote enterprise, employability, and wider economic, 
social, and cultural benefit for the community

• Embed research, scholarship, practice, and consultancy 
in all its activities

• Build strong relationships with selected partners for 
mutual benefit

• Be a successful and sustainable organisation

In 2013, and following publication of its 2025 Growth 
Statement, GFirst LEP commenced development of 
both its Strategic Economic Plan11 (SEP) and European 
Structural and Investment Funds (ESIF) Plan12.

Strategic Economic Plan (SEP)

GFirst LEP engaged and consulted with over 250 partner 
organisations in the private, public, education, voluntary 
and community sectors. Throughout this period, the 
University of Gloucestershire and GFirst LEP developed 
and strengthened their relationship.

The SWOT analysis of Gloucestershire within the  
SEP identified: 

• University of Gloucestershire as a Strength for the county 
and providing Opportunities as an innovation asset

• Skills gaps and shortages were considered a Threat to 
local businesses

• Failure to retain talented young people, and gaps in 
business support linked to a lack of knowledge of how 
to access services, were considered Weaknesses

Context (Cont)

Gloucestershire perspective

University of Gloucestershire perspective Gloucestershire’s Strategic Economic 
Plan (SEP) and European Structural and 
Investment Funds (ESIF) Plan

At this time, the Department of 
Business, Innovation and Skills 
(BIS) was actively encouraging the 
consolidation of publicly provided 
business support programmes.
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• High employment rate

• High economic activity rate

• Diverse, resilient economy

• High concentration of high-tech manufacturing firms

• Expertise in the nuclear and renewable energy industry

• High-quality natural environment

• High standard of living

• High levels of self-employment and start-ups

• High business survival rate

• Highly skilled workforce

• Vibrant SME community

• Entrepreneurial culture

• Strong partnerships between education and business

• Low % of NEETs

• University of Gloucestershire and Royal  
Agricultural University

• High levels of self-containment

• Gloucestershire Airport and major international airports 
in close proximity

• Access to national motorway network

• GCSE success rates above national average

• High General and Applied A/AS or equivalent level 
success rate

• Low recent levels of economic growth

• Low productivity relative to the UK

• Under-representation in knowledge-intensive services

• Under-exploited export potential

• Pockets of county with persistent deprivation and  
high unemployment

• Gaps in high-speed broadband coverage in rural areas

• Gaps in reliable mobile phone network coverage

• Barriers to services in rural areas

• Low average number of patents per head

• Failure to retain our talented young people

• Gaps in business support and lack of knowledge of how 
to access services

• High car dependency

• High levels of commuting within the county

• Congestion problems around A417 - The ‘Missing Link’; 
A46 Tewkesbury to M5; A40 to west of River Severn; 
A40 between Gloucester and Cheltenham; Cheltenham 
and Gloucester centres

• Limited direct train services to London

• Relatively high house prices a barrier to first-time buyers 
entering the property market

• Declining productivity relative to the UK

• Lack of suitable premises for high-value businesses

• Young people leaving the area

• Increase in youth unemployment since the recession

• Increase in long-term unemployment in the public sector

• Average innovation performance

• Under-developed links between business and universities

• Ageing population, particularly in rural areas

• Forecast decline in employment in the Forest of Dean

• Forecast decline in manufacturing and  
wholesale employment

• Skills gaps and shortages in some sectors

• Rising energy prices

• Impact of climate change, especially flooding

• Insufficient number of attractive development sites

• Export potential, including within tourism

• Growth in knowledge-intensive services

• Nuclear energy

• Low carbon economy

• Agri-technology

• Tourism

• Creative industries, including digital media

• Projected growth in number of households

• Entrepreneurial culture

• Innovation assets – University of Gloucestershire, Royal 
Agricultural University and key businesses

• Extension of high-speed broadband and mobile phone 
network coverage

• Planned investment in infrastructure

• Improved direct train services to London

• Land availability near M5 Growth Zone

WeaknessesStrengths ThreatsOpportunities

Context (Cont)

The SWOT analysis of Gloucestershire within the SEP identified:
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13 Growth Hubs and Partnerships: An improved business support offer by Karen 
Leigh, Assistant Director, Growth Hub Implementation Strategy at Department for 
Business, Innovation & Skills. December 2013.

In recognition of the need for innovation to be a stronger 
driver of productivity, GFirst LEP’s ESIF plan focused 
on Thematic Objective 1: Innovation – ‘Supporting the 
development of a Growth Hub as a centre for innovation, 
forging closer links between business and the universities, 
and offering advisory services to support businesses to 
adopt more innovative techniques and processes’.

The ESIF Plan also identified that: 

• The Growth Hub is consistent with BIS/Cabinet Office 
models for growth13 and will support our priorities of 
promotion and skills.

• A key objective of The Growth Hub flagship project is to 
address the co-ordination failures between businesses 
and the University of Gloucestershire, ensuring that the 
knowledge base of our higher education institutions is 
used to greater effect as a driver of innovation. 

• With higher education at its core, The Growth Hub will 
be the location for a wide range of business services for 
Gloucestershire businesses, including demonstration and 
advisory services to support the adoption of innovative 
processes and techniques.

• The University of Gloucestershire has considerable 
experience of supporting business innovation through 
the Technology Strategy Board’s Knowledge Transfer 
Partnership (KTP) scheme, having undertaken over 50 
such collaborative projects.

• Local stakeholders suggest businesses do not make full 
use of the services that our HE institutions provide and 
the knowledge base is not sufficiently exploited. 

• More needs to be done to strengthen the links between 
HE and business, to promote the positive impact 
of research and development, and to support the 
commercialisation of the knowledge base.

In October 2013, the University of Gloucestershire 
successfully bid for £2.7 million of Catalyst funding from 
HEFCE to progress the first phase of The Growth Hub 
initiative in view of its:

• Innovative nature

• Alignment with the public policy goal of universities 
promoting Knowledge Intensive growth

• Close alignment to predicted GVA growth in the 
Knowledge Intensive sector

• Strategic significance for the University of Gloucestershire

• Establish co-location of The Growth Hub by end  
of AY 2014-15

• CRM system implemented sharing business contacts  
and networks of the University, GFirst LEP and Hub 
partner organisations by end of AY 2014-15

• 10 new business support services developed jointly 
between University and LEP by end of AY 2014-15

• 20 new teaching programmes/work-based learning 
activities aligned with LEP sector priorities by end of  
AY 2015-16

• 10 new employer/HEI networks created by end of  
AY 2013/14

• 12,724 work placements and internships over the  
course of the funded period (end AY 16-17)

• 1,500 University graduates take up jobs in Gloucestershire 
over the course of the funded project (end AY 16-17 
maintain DLHE figures for graduate level jobs created, 
including graduates employed in Gloucestershire)

• 15% year-on-year increase in income obtained from  
end of AY 2013-14

• 3,750 support interventions for Gloucestershire businesses

• 750 accelerated interventions for high-growth businesses

• Provide information to HEFCE by end of AY 2014-15  
& 2015-16. To include information from third parties  
on early lessons learned from experience of University 
and LEP collaboration

• Establish with the HEFCE institutional team an agreed 
trajectory for student recruitment both in the Business 
School and across the University, from AY 2014-15 – 
demonstrating progress towards delivery

Against this back story, following a year of intense 
preparation that saw the development of a cutting-edge 
physical location and the recruitment of a highly skilled 
team, The Growth Hub opened its doors in October 2014 
for the first time to the businesses of Gloucestershire. 

We operated with two primary objectives: 

• To grow the Gloucestershire economy above the 
national rate of growth

• To develop the University of Gloucestershire through 
employer engagement

Context (Cont)

European Structural and Investment  
Funds (ESIF) Plan

HEFCE Catalyst Ambitions (Cont)Higher Education Funding Council for 
England (HEFCE) Catalyst Funding Bid

The Growth Hub opens for business

HEFCE Catalyst Ambitions

10% 
year-on-year increase on UoG graduates 
placed in Gloucestershire jobs

10
new business support services

20
new teaching programmes

750
accelerated interventions for  
high-growth businesses

3,750
support interventions

7,500
business engagements

200 
increase in business starts per year

55.4%
target growth in Gloucestershire  
GVA by 2025

C
O

N
T

E
X

T
F

O
R

E
W

O
R

D



Context (Cont)

C
O

N
T

E
X

T

THEGROWTHHUB.BIZ | 14THEGROWTHHUB.BIZ | 1312 | THE GROWTH HUB | HEFCE REPORT

aims and objectives internationlisation/globalisation vision identifying barriers

downturn, bust, 
recovery, boomcritical decision-makingretrenchment

growth

competitive 
strategies STRATEGY

SALES AND MARKETING
strategy and planning customer journey

branding

ensuring timely delivery managing sales force

measuring success

managing agencies

management 
of the marketing

planning budget management risk management

cost benefit analysis

forecasting

new funding

FINANCE

planning and controlling services and processes resources

performance long-term goals

OPERATIONS

merger and acquisition

premises

PEOPLE
recruitment human resource management communications

contracts
 and handbooks

health and safety

employment law

managing change leadership

research potential markets

trade associations

interpreters translators planning and support

EXPORTproduct life cycle competitive advantage technology

new markets research and development

INNOVATION

START UPS

To achieve these ambitions, we designed a customer 
journey centred on two themes:

It all starts with a Business Navigator…

• The Business Navigators were our front-line service, 
dealing with walk-in enquiries as well as nurturing 
longer relationships with retained clients. Navigators 
would work directly with moderate growth businesses, 
referring those with high growth potential to the team of 
Business Guides.

No two business journeys are the same…

• Whilst our customer journey started with the Business 
Navigators, we wanted to highlight the bespoke and 
tailored service on offer. The entry point may be similar, 
the diagnostic process may follow a process, but the 
recommended course of action could be different for 
every single client.

The Customer Journey

The Hub customer service journey started with the Business 
Navigators, who worked with businesses and individuals to 
assess their current, emerging and future needs, identifying 
effective solutions to achieve positive business growth, 
over time. Often it started with a short diagnostic service, 
working in partnership with the business, to quickly identify 
growth aspiration and potential. The Navigators then 
worked to identify the specific challenges and barriers to 
growth within the business. 

Solutions could be in the form of referrals to a local solution 
provider, drawn from The Growth Hub Knowledge Bank 
of core business information (including the University of 
Gloucestershire) or connected to a national service via the 
Department of Business, Innovation and Skills. 

Navigation services included:

• Business diagnostics: delivered within The Growth Hub 
through discussion, online support, telephone advice 
sessions and technology-based tools. 

• Sign posting and referrals to: business advice, training 
and skills services delivered by local service providers, 
national providers and the National BIS Helpline 1st Tier.

• Skills Development: signposting and referral to short 
courses and training solutions from the University and a 
range of quality assured solution providers.

• Access to specialist services including: financial and 
legal, thematic networking events and seminars, referral 
to national agencies (Single Business Advice Service) 
and the national BIS helpline 2nd Tier. 

• Access to specialist University resources including: 
students for work placements, internships, student 
creative services consultancy, research and knowledge 
transfer opportunities. 

• Start-up support including: incubation centres, investor 
readiness programmes, business start-up training and 
skills delivery sessions and one-to-one consultancy 
delivered by a range of specialist partners. 

Dedicated business guidance and support 

Businesses and individuals with identified growth 
potential and aspiration were introduced to a Business 
Guide, who would work with them over an extended 
period of time. The Business Guide was embedded  
within the structure of the client business and undertook 
an in-depth business diagnostic, engaging with 
stakeholders across the organisation, resulting in the 
development of a longer term growth package tailored 
to their business needs – a Growth Plan. The Growth 
Plan brought together all of the available resources and 
support into one core planning and delivery platform.

The Growth Plan was an agreement between The Growth 
Hub and the business, to work together to reach a 
number of agreed growth goals, which:

• Summarises the results of any initial and on-going 
diagnostic activity undertaken with the business

• Identifies priority activity to support business growth 
over a 12-month period

• Outlines the roles and responsibilities of each stakeholder 
in terms of commitment, time and investment to bring 
the Growth Plan to reality

• Outlines the partner organisations who will be involved 
in the delivery of the plan

• Outlines the expected timescales, outcomes, milestones 
and return on investment of each growth activity

• Will be used to track progress and increase in GVA, jobs 
and qualifications within all engaged businesses

For the client, what emerged was a flexible and agile journey, 
with no true beginning, middle or end. In the style of a tube 
map, a client could start their journey on the ‘Strategy’ line, 
but may switch to ‘Finance’ or ‘Operations’ midway through. 
Clients could also hop on and off, at any time.
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Lessons 
Learned
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• Business planning

• Strengths and weaknesses 

• Critical success factors and  
value proposition 

• Vision and mission

• Business performance

• Financial requirements

• Sources of finance

• Financial management  
and accounting 

• Business, product and  
service profitability

• Existing staff 

• Recruitment 

• Human resource management 

• Legislations 

• Leadership

• Facilities 

• Quality 

• Supply chain  

• Processes and productivity

• Energy

• Market and customer research

• Export

• Translation 

• E-exporting 

• Market and customer segmentation 

• Moving into new markets

• Obtaining new business

• Retaining business

• Advertising, communication  
and PR

• Digital marketing 

• Branding

• Research and development

• Technology

• Change

• Creativity 

• Product, service and  
process improvement

Behind this journey were a number of key support 
themes, which businesses had identified as primary 
areas of concern across businesses of all sizes and 
sectors. We called these the ‘Super 7’ and modelled 
our support, events and services around them:

The Super 7

People & Skills

Operations

Finance

Sales & Marketing

Innovation

Strategy

Export
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Lessons Learned

Summary of service experience

Adviser 
Credibility

Business/
Growth Plan

Business 
Benefit

Compare 
TGH

Service 
Coordination

Speed 
Response

Benefit Uni 
Intergration

Large 7.0 8.0 7.1 6.3 7.5 8.1 7.8

SME 7.2 8.8 7.0 5.4 7.2 7.8 7.2

Micro (excluding start-ups) 7.4 7.3 6.1 5.9 6.5 7.7 5.7

Startup 7.6 7.0 6.9 6.1 7.4 8.3 7.5

Overall 7.4 7.7 6.8 5.8 7.2 8.0 7.0

Figure 4: Satisfaction Survey 2016 by Coventry & Warwickshire LEP Growth Hub 

Business benefits of utilising The Growth Hub services

The evaluation of The Growth Hub undertaken in 2015 
reported that: 

‘Overall, the businesses consulted felt that The Growth 
Hub provided a valuable resource for companies in 
Gloucestershire, offering advice in areas where they could 
improve or expand, on how they could better market 
themselves and how they could access funding. 

Some reported that it had provided a valuable confidence 
boost, helping to give them the motivation and know-how 
they will need to succeed.’

This was echoed in the findings of the Peer Review 
undertaken in 2017 by Coventry & Warwickshire LEP 
Growth Hub:

Evidence of success via case studies

More specific and tangible evidence 
of the success of The Growth Hub 
came in the shape of numerous case 
studies, illustrating the positive impact 
it has had on many of the businesses 
across Gloucestershire to whom it has 
provided support. 

• ‘The Growth Hub is now established within the business 
support ecosystem of Gloucestershire and will benefit 
from building on the early praise from early adopters to  
a wider audience.’ 

• ‘Customers enjoy the accessibility and approachability of 
The Growth Hub along with the courses that are made 
available, particularly around sales, marketing, and HR.’ 

Feedback from the Satisfaction Survey was broadly 
positive, with speed of response and business planning 
success being the most valued areas. Survey respondents 
generally viewed The Growth Hub as ‘better’ than other 
public support organisations and viewed the integration  
of the University of Gloucestershire as beneficial.

Happerley Passports is a new meat traceability scheme that helps 
you to understand what you’re eating and where it’s from.

They needed funding and investment for software development; 
they wanted to take on between 9 and 11 full-time staff to 
develop the network, the traceability database, and an app for 
consumers. They also needed funding for the administration of 
the passports themselves. 

Working with The Growth Hub they secured £87,000 from SEED, 
which will help create 10 new jobs. They are in the second stage 
of their application for innovation funding, again with help from 
The Growth Hub.

Happerley Passports

www.happerley.co.uk

Feedback from business customers was gathered through: 

• An evaluation of the economic impact of The Growth 
Hub and the University of Gloucestershire. It established 
base line data and mapped progress to date.

• A Satisfaction Survey in 2016, followed by a Peer 
Review in 2017; both were undertaken by Coventry & 
Warwickshire LEP Growth Hub.

• Monthly satisfaction surveys to businesses  
receiving support.

Identification of Sales & Marketing as the single largest 
perceived barrier to business growth was an unexpected 
outcome – because our actual delivery of support was 
heavily skewed towards Strategy, as demonstrated by 
the tables below, with almost twice as many support 
interventions as Sales & Marketing.

The customer perspective

Summary of customer perceptions of barriers to growth: Summary of actual barriers to growth:

1. Strategy & Planning

2. Sales & Marketing Strategy

3. Products & Services Strategy

4. Production

1. Strategy

2. Sales & Marketing

3. People & Skills

4. Finance

5. Operations

6. Export

7. Innovation

5. Distribution

6. Access to Finance

7. Staff

8. Premises

0

10%

20%

30%

40%

50%

60%

70%

1. 2. 3. 4. 5. 6. 7. 8.
0
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The Growth Hub as a meeting point 

Utilising The Growth Hub as a meeting point has proven 
to be extremely popular with many businesses across 
Gloucestershire: the facilities are open and inviting; 
the staff are professional and helpful; parking is freely 
available at minimal cost; and use of the facilities is free of 
charge, other than for private room bookings.

As a result, informal meetings and networking at The 
Growth Hub has become the order of the day for many 
firms, especially those located within reasonable proximity 
to the Oxstalls Campus site. This of course also provides 
opportunities for conversations with staff from The 
Growth Hub, GFirst LEP, and University, and has quickly 
become the ‘go to’ place for informal business meetings.

Impartiality 

This issue was crucially important to businesses. They 
needed to be confident that the advice they would 
receive was impartial, for the best benefit of their business 
and not in any way influenced by vested interests or 
achievement of targets. 

This meant that the University of Gloucestershire could 
still compete with other service providers to meet the 
needs of the client; ultimately, it became about client 
choice in terms of selection of their preferred solution. 

I now have great confidence in  
the quality of teaching and 

research at the university. Two 
of my recent hires have been 

graduates of the university – and 
where their degrees came from 

played a big part in my decision.
Barry Kirby - Managing Director, K Sharp Ltd

K Sharp Ltd is a consultancy business that researches 
technology and how people use it in order to improve 
how they interact with their tasks, systems, tools, and 
the environments in which they operate.

Through his work on the Institute of Engineering & 
Technology Committee, the firm’s founder, Barry 
Kirby, discovered a shared passion for wearable 
technology with a Senior Enterprise Partner at 
The Growth Hub. As a result, he was invited to 
demonstrate his wares at The Growth Hub’s launch 
party and was introduced to one of the University’s 
psychology experts.

Barry has since gone on to start his PhD in 
Human Psychological Stability at the University of 
Gloucestershire, which has had wider benefits besides 
his own personal development. 

Streamline Dispense Ltd specialises in the 
manufacture, supply, fitting, and maintenance of 
drinks dispense equipment.

With support from their Business Guide they drew 
up a bespoke Growth Plan and began to access 
business support to tackle their target areas of 
intellectual property, export, product development, 
and innovation.

Since engaging with The Growth Hub they have  
met with contacts in the UK Trade & Investment  
and Enterprise Europe Network, who have helped 
them to understand the nuances of intellectual 
property and patent protection when working in 
international markets.

www.ksharp.co.uk

www.streamlinedispense.com

Recommendations for improvement

The Peer Review undertaken by Coventry & Warwickshire 
LEP Growth Hub in January 2017 made the following 
recommendations for improvement; many of which have 
already been addressed or are within scope of the next 
phase of the project: 

• Businesses want to work with support advisers who 
have walked in their shoes, so The Growth Hub may 
wish to augment its current team with people who have 
successfully grown SMEs themselves.

• More thought needs to be given to how the impact of 
business support is tracked, and the process for ‘closing 
the loop’ with businesses. This could be achieved by 
reviewing the follow-up processes currently used. 

• Account management and particularly the hand-over  
of clients between advisers needs to be reviewed to 
ensure consistency. 

• The introduction of suitably skilled coaches to assist 
beyond the strategic planning phase would consolidate 
The Growth Hub offer; most businesses need strategic 
advice in Business Planning (52%) Sales and Marketing 
(69%) and Product Strategy (31%).

• Explore whether a network of specialists to assist  
with grant applications, recruitment and planning can  
be established.

• Consider supporting a self-service portal of business 
services and opportunities to enable simple needs to  
be directly met. 

• Very few businesses found The Growth Hub through 
marketing or social media. The use of intermediaries  
as positive advocates should be formally included 
into the marketing strategy, as this has been the 
most common way that high-growth businesses were 
introduced to The Growth Hub.

• The development of Growth Hub service ‘road maps’ 
would enable customers to see the full range of service 
on offer, particularly for start-ups.

• Produce clear information to better qualify grant 
application processes, including the time and effort 
needed to apply and the on-going reporting mechanism, 
so that businesses fully understand the commitment 
they are taking on.

• Develop processes that better targets information to 
businesses in a ‘bespoke’ rather than general way, and 
notify them when new schemes are available that are 
most appropriate to their specific needs. 

• Investigate the opportunity of assisting larger employers 
with their own challenges, such as the link to supply 
chain innovation. 

• Get The Growth Hub staff out and about within the 
region, visiting businesses in their premises as opposed 
to them coming into The Growth Hub; the more depth 
there is in understanding the real barriers to growth, 
the more you can directly or indirectly influence the 
intervention necessary.

• Review the expectations set around academic 
placement and graduate placement schemes.

Many of these recommendations have been implemented 
in the transition to the next phase of The Growth Hub.

How would Gloucestershire businesses sum up The 
Growth Hub today?

Many businesses have seen tangible and positive 
outcomes from their engagement with The Growth Hub, 
which is now established as part of the business landscape 
of Gloucestershire. Its single physical location is currently 
seen as a barrier to reaching all parts of the county but, 
three years on from its launch, there are many reasons to 
predict a positive future.

Phase 2 of the BiGGAR Economics Evaluation of the 
Gloucestershire Growth Hub 

Phase 2 of the evaluation by BiGGAR Economics will 
be undertaken during 2017. It will assess the interim 
performance of The Growth Hub to date, and identify  
any issues or improvements that could be made to  
project delivery.

Phase 3, which will be undertaken in 2021, will provide 
a final assessment of the quantitative and qualitative 
benefits generated by The Growth Hub. The main focus of 
this phase of the study will be on assessing the extent to 
which The Growth Hub has contributed to the targets set 
out in the Strategic Economic Plan.

K Sharp Ltd Streamline Dispense Ltd
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A new team delivering a new service to new customers – 
with no ‘script’ – meant there was soon a need to review 
roles, responsibilities, and shared learning. 

The Growth Hub endeavoured to create pioneering 
solutions to complex business challenges, calling for 
imagination and freedom to experiment, respond and 
adapt. However, what is the right balance between 
freedom and structure, openness versus boundaries and 
experimentation versus experience? 

The Growth Hub opened its doors in October 2014 
without a ‘handbook’ on how the service should look. 
This was for two main reasons, and firstly, this was to 
be a new approach to business support than that which 
had gone before. The HEFCE Catalyst project did not 
impose the usual constraints of funding eligibility and 
time-bound support that is the basis of most publicly 
funded programmes, so there was a built-in freedom to 
work with any business, any size and any sector across 
the Gloucestershire economy, to understand their needs 
and then find the most suitable solution. Whilst this may 
have appeared utopic to the business community, the 
practicality of leading and delivering a high quality service 
to such a broad client base soon became evident. 

The key challenges from this open approach manifested  
in a number of ways:

The team perspective

Lessons Learned (Cont)

The Challenge:

The Solution:

Any business with the mantra ‘the answer is yes, now what’s the 
question’ can quickly face a resources challenge; an open yet more 
defined customer journey was needed....

Allocation of resource and expertise

It became clear at a very early stage that the front-line team 
of Business Navigators and Business Guides were spending 
a disproportionate amount of time with businesses that, 
whilst benefiting from the support they were receiving, were 
unlikely over the period of the project to be in a position to 
benefit from engagement with the University or grow at a 
level that would enable the realisation of the county growth 
targets through GVA. If The Growth Hub were to engage 
with businesses that could gain the most benefit from the 
most appropriate engagement with the University, and had 
the potential for accelerated growth, resources would have 
to be allocated on this basis and the ‘open engagement’ 
approach would have to be applied in a different way.

An open yet more defined customer journey

Four months into the project, a customer journey was 
developed, based on a review of activity and business 
engagement in the first quarter, that segmented customer 
journey by ‘growth readiness’, and in doing this the service 
was better defined.

Businesses that had a business support need but had no 
identified growth ambition or potential at this point.

These businesses, in the main, were signposted to the 
National Business Support Service or local business service 
providers who could best meet their needs. 

Businesses that had a business support need and had been 
identified as having future growth ambition and potential.

These businesses became ‘clients’ of the Business Navigators, 
until the point that their growth could be qualified and were 
then promoted to the support of the Business Guides.

Businesses that had an immediate, high-growth ambition 
and growth potential that could be accelerated through the 
support of a Business Guide.

1
2
3

LEVEL

LEVEL

LEVEL

Level 1 

Level 2

Level 3

L
E

S
S

O
N

S
 LE

A
R

N
E

D
C

O
N

T
E

X
T

F
O

R
E

W
O

R
D



24 | THE GROWTH HUB | HEFCE REPORT THEGROWTHHUB.BIZ | 25

Lessons Learned (Cont)

Growth Hub  
Account Manager

• Business Navigator

Primary Support

• UoG

• BIS 1st Tier Service

• Specialist Delivery 
Partners

Client is interested in a number of the 
services within the Growth Hub and its 
partners but does not assess as having 
growth ambition or growth potential.

Service includes: Signposting to Growth 
Hub or delivery partner services.

Engagement Characteristics 1

• Use of GH Space

• Receiving GH/LEP News Letter

• Invited to targeted events

• Targeted marketing for specialist 
products and services

1
LEVEL

Level 1 - Signposting

Growth Hub  
Account Manager

• Business Guide

Primary Support

• UoG

• LEP Specialist 
Colleagues

• Enterprise 
Partners

• External Delivery 
Partners

Client is, via a range of diagnostic 
activity, assessed as having the ambition 
and potential for accelerated high 
growth leading to a planned increase 
in GVA and is assigned a Business 
Guide and an agreed growth plan is 
implemented.

Engagement Characteristics 3

As in 1, plus are likely to be 
involved in: partnership funding 
bids, IV’s KTP’s, product 
development and innovation, 
research, high level skills 
development, strategic planning, 
sales and marketing, job creation 
and graduate engagement

3
LEVEL

Level 3 - Accelerated Growth

Growth Hub  
Account Manager

Level 2CI

• Business Guide

Level 2FI

• Business Navigator

Primary Support

• UoG

• LEP Specialist 
Colleagues

• External Delivery 
Partners

Client is interested in a number of 
services within the Growth Hub/Delivery 
partners and assesses positively as 
having current growth ambition and 
growth potential.

As above but with future growth ambition 
and potential.

Engagement Characteristics 2

As in 1, plus: A number of individual 
interventions agreed that may lead 
to an accelerated growth plan over 
time linked to key growth triggers 
and likely to access national support 
provider services

As in 1 and above, but 
interventions do not clearly link to 
growth triggers at this time

2
LEVEL

Level 2 - Current Intervention

Level 2 - Future Intervention

This approach allowed the successful continuation of a 
‘single front door’ to business support, making best use of 
local and national business support assets whilst focusing 
internal resources on those businesses that could best 
benefit from the service.

Testing the resilience of a newly formed team, delivering 
a new service with no ‘script’ and higher than expected 
levels of business engagement. 

When the doors were first opened, the open approach 
manifested for the front-line team into the mantra ‘the 
answer is yes, what’s the question?’ As luck would have it, 
there weren’t many questions that they couldn’t answer, 
but as engagement grew so did the impact on capacity 
and it inevitably became more challenging for the team to 
maintain this approach. In addition, the use of the physical 
Growth Hub space had increased beyond expectations and 
Business Navigators were delivering front-line business 
support in real time; in The Growth Hub, on the phone and 
via email, as well as handling the reception function. This 
tested resilience in a number of ways and raised a number 
of questions, both from the front line team, the leadership 
team and across the co-located partnership:

• Was the structure and scope of the Business Navigator 
role correct; was it possible within one role to deal 
with the front of house activity and deliver high quality 
business support?

• When it is OK to say “we can’t help”?

• How are client relationships ‘closed’, when they had run 
their natural course and all avenues of supported had 
been exhausted, without the client feeling abandoned?

• How do the front-line team split their time between 
face-to-face client meetings and follow-up activity?

• Is it just the ‘front-line team’ who have responsibility for 
client support or can they call on the rest of the co-
located team of staff as well?

• How could leadership practice be improved to give more 
clarity and add value to the navigation team?

The Challenge:

The Solution:

A review of roles, shared responsibilities and shared learning. 

The going was getting tough in terms of capacity and it 
was time to look at the operating model. A shared learning 
day was established, where teams could share insights into 
their roles and responsibilities and ‘how it was’ for them. 
What came out of this were a number of solutions and a 
new approach to joint working.

Firstly, a new role of ‘Business Host’ was formed, which 
would deal with all the meet and greet responsibilities that 
had fallen to the Business Navigators, along with all the 
‘housekeeping administration’ like parking, catering and 
room bookings. This would free the Business Navigators 
up to spend more time with clients, and time ‘off the shop 
floor’ on follow-up activities.

The positive impact was immediate.

Secondly, experts were identified across the co-located 
team who could deal with specified client needs in real 
time. This led to more joint working with the GFirst LEP 
Business Support team particularly around skills, banking 
and finance and queries around business premises. In 
short, The Growth Hub teams regrouped and started to 
make more of the available shared expertise.

Finally, going back to the drawing board, an expert from 
GFirst LEP trained the Business Navigators on ‘client 
management’ to support them in closing those ‘end of 
natural course’ client relationships.
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Lessons Learned (Cont)

The partnership of two organisations that approach 
business support differently has resulted in an exceptional 
physical space, group of people and service; but what impact 
would two approaches to business engagement have, and 
how would their alignment benefit the business community?

The co-location of the University of Gloucestershire and 
GFirst LEP team was a major element of the Catalyst 
project, founded on one key principle; together, through 
the specialist expertise, would the teams be better able to 
support Gloucestershire to grow, and most importantly to 
accelerate that growth?

For the University, this was a unique opportunity to bring 
local business into the heart of the Business School; with 
business need as the primary driver:

1. To assure a business-informed curriculum and to 
increase the number of career-ready graduates and 
entrepreneurs for Gloucestershire.

2. To increase opportunity for businesses to benefit from 
direct support from the academic community.

3. To increase the opportunity and benefits of  
knowledge transfer.

All of which represented a strong vehicle for the delivery 
of the University’s role as an economic anchor. 

Impartiality and clarity of purpose

Whilst the common objective of the project was growth 
in Gloucestershire, the focus of the Catalyst project was 
clearly on bringing the University into sharper focus by 
working directly with business through The Growth Hub.

• The focus of GFirst LEP, to meet government 
requirements, was for an impartial service that operated 
as a single front door to a broad range of business 
support services in the county that included, but was 
not limited to, the University.

• For the University, the requirement of the Catalyst 
project was very much focused on the University 
providing a direct service to those businesses engaged 
through The Growth Hub, as well as responding to the 
market insights gained through the broader project 
activity to inform the development of broader, business-
informed portfolio of services to business.

This potential difference of focus was identified at the 
outset of the project. The principle was agreed between 
the University and the LEP that all staff working for The 
Growth Hub must always adopt a “client first” approach, 
looking for the solution that would best meet the business 
need. The University was confident that in the long 
term that would be the best way of building business 
relationships and business confidence, even if that meant 
in the short term referring businesses to other service 
suppliers who were better able to meet the business need.

Linked to this, GFirst LEP had launched the first element 
of the simplification exercise; leading on an open call 
across Gloucestershire for business support providers 
to join the pool from which The Growth Hub team could 
refer and signpost clients. Early adopters were drawn, in 
the main, from local funded and national business support 
organisations, but it took a little longer to convince the 
commercial business support providers that they could 
trust the impartiality of the project. 

The impact of this activity proved counter to that 
expected, and served to address some of the early 
cynicism about impartiality, as the newly formed provider 
partnership was some 200 organisations strong and 
resulted in a more, not less, competitive environment for 
the University to operate in; rather than a direct route into 
business that may have been perceived to give a market 
advantage to the University of Gloucestershire.

Once operational, clarity of leadership became essential in order to 
avoid mixed messages, miscommunication, and confusion. 

For GFirst LEP, the HEFCE Catalyst project enabled them 
to deliver a Growth Hub that went beyond the ask of 
government, which was to:

• Deliver the government’s business support simplification 
agenda through The Growth Hub; to map all business 
support provision across the county, identify any gaps 
in provision and address these gaps to assure that 
businesses had access to the right support to grow.

• The Growth Hub should offer a free, impartial diagnostic 
and brokerage service to enable businesses to access 
support where and when they needed it. 

• The Growth Hub should deliver key elements of the 
Gloucestershire Strategic Plan, particularly the ambitious 
growth and productivity targets. 

On the surface the alignment of ambition seemed  
straightforward but simply sharing a common goal, in 
a common location, against a backdrop of complex 
stakeholder engagement would prove to test the resolve 
of the partnership. 

Culture and identity

A client partial approach

The key to gaining the trust of the wider business support 
community was to adopt a client-partial approach, 
founded in client choice. The Business Guides and 
Business Navigators would offer a choice of providers 
that could potentially meet the client need, and those 
providers would compete for the client work. In this way, 
The Growth Hub was able to offer a free and impartial 
service at the point of entry; but clients would then have 
to choose to invest in the most suitable solution for their 
business. The main benefit of this was that their access 
to a provider was accelerated and brokered through 
the Guide and Navigator service. If the University offer 
was suitable, or the use of Catalyst funds could build a 
bespoke solution, then the University would be included 
within the potential solutions, if not, it would not.

The Challenge: The Solution:

Driving economic growth and 
job creation

Driving education, skills and 
knowledge exchange
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Lessons Learned (Cont)

Leadership within a partnership, clarity of mandate. 

Initially the leadership of the project was shared between 
the Chief Executive of GFirst LEP and the Director of 
Business Engagement within the University, and this 
joint approach worked well to support the strategic 
development of the project bid, initiation and early 
formation of the Growth Hub team.

However, one of the lessons learnt from the project is 
that maintaining a constructive working relationship in 
such circumstances requires constant effort. Although 
the University and the LEP have throughout maintained 
a strong commitment to the shared goal of supporting 
business success in Gloucestershire, the two organisations 
inevitably have different goals, priorities and ways of 
doing things. Moreover, the relationship was not static: 
changing government priorities, policies and reporting 
requirements impacted particularly on the LEP, and the 
transition from Catalyst funding to ESIF funding changed 
the operating and accountability framework for both 
parties. In such circumstances, misunderstandings and 
tensions can arise if both parties do not invest time and 
effort in maintaining good communications. There is also 
a risk of staff employed by the two organisations hearing 
different messages and priorities, leading to potential 
confusion about who has the mandate to take decisions 
on what issues.

This was particularly evident in staff feedback that 
confirmed the same question elicited different responses 
from managers across each of the partner organisations. 

Giving clarity to the delivery teams to enable them to 
deliver a consistent service became the immediate priority 
and this meant a fresh look at our leadership approach.

Whilst the open-plan working environment of The Growth 
Hub had been a fundamental element of the co-location 
(allowing market insights from the business community 
to feedback in real time between the Guides, Navigators 
and GFirst LEP teams, thus accelerating response times 
to business need) it also had some drawbacks. In a 
more conventional business environment, development 
debate usually takes place within team meetings, in a 
meeting room with invited participants. In the open plan 
environment of The Growth Hub, these developmental 
conversations became more ‘public’, within the shared 
office space.

Members: Chair LEP (Chair), Vice Chancellor UoG, LEP 

Board Member, Dean of Business School UoG plus 

business representatives x4

Associate Members: Chief Executive GFirst LEP, Director 

of Growth Hub & Growth Hub Project Manager

Chief Executive GFirst LEP, Director of Growth Hub, 

Deputy Chief Executive GFirst LEP & Growth Hub 

Project Manager

(£ Revenue) (£ Revenue)(£ Capital)

THE GROWTH HUB  
STRATEGY GROUP

UNIVERSITY 
COUNCILLEP BOARD

DIRECTOR  
GROWTH HUB

CHIEF EXECUTIVE, 
GFIRST LEP

THE  
GROWTH HUB 
MANAGEMENT 

TEAM

DEPARTMENT 
FOR BUSINESS, 
INNOVATION & 
SKILLS (SLGF)

HIGHER  
EDUCATION 

FUNDING  
COUNCIL

ESIF MANAGING 
AUTHORITIES 
(DCLG/DWP)

GFIRST LEP  
TEAM

THE GROWTH HUB  
MANAGEMENT BOARD

The Challenge: The Solution:

A formal operational agreement, clear mandate for 
operational decision making within reporting lines, jointly 
agreed and shared priorities. 

The leadership teams of University of Gloucestershire 
and GFirst LEP developed the ‘Growth Hub Principles’ 
agreement at the end of the first year of the project. The 
principles served to affirm the shared purpose of the 
partnership, give clarity to operational reporting lines 
and revisit the joint values that formed the foundation of 
the partnership. This was shared and discussed across 
the team through the staff event ‘Better Together’, where 
each team had an opportunity to share their contribution 
to the project. Alongside this, senior leadership roles 
were further clarified and operational decision-making 
returned to the reporting line in an attempt to avoid mixed 
messages and ensure clear interpretation of priorities.

In addition to this a new operational governance structure 
was implemented, which ensured that partners were able 
to debate and agree operational strategies and priorities. 
But rather than this happening in real time ‘on the shop 
floor’, which might have been interpreted as a lack of 
operational alignment between the partners, the new 
operational infrastructure enabled private debate and 
public alignment. For the operational teams this gave 
greater clarity to operational priorities and systems.

Operational Goverance Model:
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Lessons Learned (Cont)

Starting from a standstill, external communication to 
ensure brand awareness was a key priority in the early 
months of The Growth Hub. It soon became evident that  
the communication between the vast and often disparate 
groups involved in delivering the project was as much of a 
priority as communicating with the customers. 

It soon became evident that getting the right messages to the right 
people, internal and external, was a priority.

How would the difference between what stakeholders 
wanted to know, and what customers needed to hear,  
be managed?

The initial project communication strategy was outbound 
and aimed at attracting as many Gloucestershire businesses 
into The Growth Hub as possible. The message was clear 
– any business, any size, any stage, any sector – and it 
was evident from a very early stage that this had been 
successful. The Growth Hub experienced high levels of 
business engagement, meeting all visitor and intervention 
targets. However important questions arose; are the 
businesses being attracted going to make the most impact 
on growth? Are all stakeholder groups being reached?

As the project progressed, feedback was gathered 
from broader stakeholder groups: clients, students, the 
academic community, provider partners and intermediary 
organisations. Key themes emerged that confirmed some 
stakeholder groups needed more clarity on how The 
Growth Hub could be of value to them.

• The Growth Hub needed to engage more of the ‘hard-
to-reach’ businesses across the county. Businesses 
wanted support in their own geographic area – meaning 
that The Growth Hub needed to expand outside of its 
immediate catchment area.

• Some medium and large businesses felt that the 
service was just for start-ups, and the upbeat style of 
communications gave the impression to some stakeholders 
that The Growth Hub was ‘all funk and no substance’. 

• The student and academic community wanted to be 
more involved in the work that The Growth Hub was 
doing. An internal messaging review was needed, to 
better engage those closest to home.

The message, inside and out

In Year 1, getting everyone to the same starting point and 
with a shared focus became the challenge. 

In Year 2, the customer journey was reviewed and refined 
to reflect feedback and change perceptions.

In Year 3, the focus was on sustaining both The Growth 
Hub and the team.

The Growth Hub’s original recruitment day attracted 
hundreds of people for just 18 roles. Job descriptions, tasks 
and activities were carefully crafted to attract and secure 
those with the appetite and attitude, as well as the technical 
skills, to see the project succeed. There was a focus on 
Gloucestershire employees, who already had a profile in the 
county; but how do you hang on to a large group of high-
calibre appointments for a three-year project?

There is a good reason that start-up survival is measured 
at the three-year marker. It’s because it takes that long 
to really build a new business, and the Growth Hub was a 
start-up business in its own right.

• Year 1 was really about development; understanding  
our market, developing products, services, partnerships 
and processes.

• Year 2 was about adapting operational delivery  
of the project from client and stakeholder feedback  
and consolidating the strategic influence of the two  
key partners.

• Year 3 was about consolidating and looking to  
future growth.

Getting the most from great people

Getting everyone to the same starting point with a  
shared focus. 

Year 1

There were two approaches to the development phase of 
Growth Hub. Firstly, business as normal was suspended in 
the run-up to doors opening and secondly, the team was 
formed into work stream groups focusing on: 

• Engagement of provider partners

• Development of Business Diagnostics

• Growth Hub products and services

• Setting up the shared CRM

• Establishing the physical environment and shared space

Once The Growth Hub was open, these groups disbanded 
and the responsibility was returned to line managers. 
Hindsight suggests that this was too soon, and that the 
groups should have been formed earlier and continued 
into the early stages of implementation.

One of the key reasons for this was that the timing of 
recruitment was aligned to the planned Growth Hub 
opening date of October 2014, however this meant that 
the front-line delivery team were not in post until the end 
of August 2014. This presented a challenge in forming 
one coherent and confident front-line team. Guides and 
Navigators had joined the journey at a much later point 
than the development teams, leaving little time to get the 
whole team up to speed.

The Challenge:

The Solution:

Classic myth busting, a new service offer to encourage 
business to engage, a change in tone of voice, getting 
students more involved and planning for the future.

Myth busting was tackled through case studies that 
focused on the breadth of the service, to ensure that every 
element of the business community was represented; large 
businesses, small and medium enterprises, start-ups and 
pre-starts from a range of sectors. Eighteen case studies 
later, The Growth Hub had a variety of examples to show 
that it had something for everyone.

Next, the ‘single front door’ was opened wider through  
the development of a new business support programme  
of one-to-one, and one-to-many, sessions, Advice Clinics 
and Masterclasses.

Grant funding was secured from the Regional Growth 
Fund, enabling The Growth Hub and the University of 
Gloucestershire to show that it was serious about directly 
influencing and enabling growth through direct investment 
in new product and service development.

Tone of voice was differentiated for different audiences, 
academic input was increased, as was research and 
knowledge exchange and events delivered by business for 
business. These events, which addressed the key barriers 
to business growth, brought more of the hard-to-reach 
businesses to The Growth Hub, both to take part in the 
sessions and deliver them.

For academics and students, a bespoke service was 
designed to offer a route to take the classroom out into 
business with student experience at its heart. This was 
called ‘Make It’ and it enabled the academic community to 
experience the benefits of The Growth Hub first-hand, and 
for business to experience the benefits of working directly 
with their academic community.

Academic areas of expertise were mapped to The Super 7 
and key areas of business need, and then lead academics 
were invited to host Advice Clinics and Masterclasses 
to disseminate their research and expertise to relevant 
businesses. This approach gave substantial relevance to 
the expertise of the academic community of the University 
in addressing live business needs.

The Challenge:

L
E

S
S

O
N

S
 LE

A
R

N
E

D
C

O
N

T
E

X
T

F
O

R
E

W
O

R
D



32 | THE GROWTH HUB | HEFCE REPORT THEGROWTHHUB.BIZ | 33

Lessons Learned (Cont)

Get Ready days and ‘Bob’

Once all of the team were in place, a series of five ‘Get 
Ready’ days were established, themed to bring the whole 
team to the same starting point. The days focused on:

• Growth Hub values

• Roles and responsibilities

• Alignment of teams

• Delivery of the Gloucestershire Strategic Plan

Whilst this went some way to sharing the vision, it also 
showed that more on-going development was needed. 
Time was ring-fenced in each team meeting to enable the 
more detailed aspects of provision to be addressed. These 
sessions were often delivered by provider partners to 
enable the Guides and Navigators to develop a strong and 
confident ‘product knowledge’ of the support offer from 
both national business support providers and those more 
local to Gloucestershire.

In the run-up to the first day, there was a realisation that 
front-line teams hadn’t taken a call or enquiry from a client in 
practice – and client scenarios were needed to test readiness.

This was achieved through a fictional customer, Bob. Played 
by various members of the team, Bob would call, email 
and drop into The Growth Hub with a variety of business 
support needs to enable the team to gain confidence in 
their responses. 

This resulted in two outcomes. Firstly, the team began 
to understand what the business model might look like 
and secondly, it highlighted the strength and breadth 
of the shared knowledge across the whole team. This 
enabled them to identify gaps in expertise and start to 
find providers that could help fill those gaps, adapting to 
feedback and perceptions, and leading from the middle.

This is the business’s current position - 
where they are, where they want to be.

Initial meeting: sense check ‘knowns’ 
and business guide diagnostic.

Growth Plan: Development of growth 
plan to accelerate growth, access to 
high growth masterclasses, on-going 
one-to-one appointments with Guide.

Growth relationship: 
Business Guide acts as 
critical friend, access 
to high growth panels, 
events etc.

Business Guide team resolve the  
known/unknowns eg. “I know I need to 
explore/protect my idea/innovate/raise 
finance but I don’t know how”.

Business Guide team 
highlight areas of 
improvement to 
accelerate growth that 
the business doesn’t 
know they don’t know.

1
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Year 2 saw a review and refining of the customer journey. 
Focusing efforts on adapting to a deeper understanding of 
the market place, the teams needed to differentiate their 
offer for clarity of purpose, best value of public investment 
and best use of resources. The process of redefining was 
led by the front-line team, enabling them to form the offer 
based on their expertise and experience.
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The Solution:

The Solution:

High growth or high value?

Two main customer groups were identified, who would 
best benefit from Growth Hub services:

• High Value - this is not a monetary measure, but rather 
a description of those large organisations who deliver a 
high economic value to Gloucestershire; in employment 
terms, in support of the SME supply chain and in terms 
of inward investment.

• High Growth – those businesses who could show 
sustainable growth potential and ambition. There was 
no quantitative definition for this, but rather a holistic 
judgement from the team around ambition, leadership 
and other qualities.

Growth Indicator Model:

Iceberg model used to understand business challenge and growth potential:
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Lessons Learned (Cont)

Sustaining The Growth Hub and sustaining the team

Inevitably, Year 3 was a period of uncertainty for the team. 
For some it marked the final year of a fixed-term contract, 
for others a possible return to their previous role within the 
University. One of the greatest challenges was to sustain 
The Growth Hub by finding a suitable funding stream, whilst 
maintaining motivation in an uncertain environment.

ESIF funding was identified as the most likely source of 
revenue funding to sustain The Growth Hub for a further 
three to six years. However with this opportunity came a 
new set of challenges:

ESIF funding requires a pound-for-pound match funding 
investment, and this funding route would require the  
University and GFirst LEP to agree further investment in 
The Growth Hub.

ESIF funding requires that no commercial advantage can  
be gained through the funded project activity, which would 
mean rethinking:

• The commercial structure in relation to the income-
generating activity of the University, including knowledge 
exchange and provision of higher-level skills development.

THEGROWTHHUB.BIZ | 35

• The organisational structure in terms of reporting lines, to 
enable impartiality to be hardwired into The Growth Hub, 
and development of the existing Growth Hub as part of a 
broader expansion and the wider Growth Hub Network.

• Sustainability strategies; having spent three years trying 
to identify commercialisation possibilities of the service, 
along with every other Growth Hub in England, this 
exercise would need to be paused and considered how 
it would fit with the funding option of ESIF.

• The operating model, moving from an open-access 
model to one that tested eligibility, could prove 
impartiality that was time bound, whilst still providing a 
service offer to all comers.

Passing the baton and taking our future in our hands.

Cross-team bidding groups were formed, each focusing 
on a specific aspect of the ESIF funding bid. This approach 
was designed to enable the front-line teams to have some 
ownership over the future of their roles, and play a part in 
securing the future of The Growth Hub itself. The bidding 
teams played a role in identifying which bidding calls were 
most suitable to respond to, working on the development of 
a future Growth Hub delivery model and customer journey.

It was clear that ESIF would mean a significant change in 
the operating model:

• There would be a shift from a full support service for 
all businesses, to differing levels of support for ERDF-
eligible and non-eligible businesses.

• More formal activity recording systems would be required.

• Income would be dependent on having the correct 
evidence from a client organisation.

Some of the flexibility of our original model would not be 
possible under the new funding.

Engaging the wider team in the development of the bids 
would help prepare them for the changes, but it wasn’t 
enough to hold on to everyone. The team would need 
rebuilding for the future.

The first element of future planning was to embed The 
Growth Hub firmly within the newly planned network of 
Growth Hub centres across the county; the model was 
moving from one to many. The Growth Hub Network was 
being formed directly by GFirst LEP, and to ensure that 
existing Growth Hub was in the best position to respond 
to this emerging landscape, the Senior Network Project 
Manager was seconded from GFirst LEP to lead the now-
ERDF Growth Hub. This gave a stronger sense of security 
to the team about their role in the future Growth Hub 
Network and it also supported the joint planning of the 
expansion of the existing Growth Hub as part of a co-
located LEP, Growth Hub and Business School.

Responding to the development of the Growth Hub Network

The Growth Hub at Oxstalls was the first phase of a 
two-phase programme of Growth Hub development. 
The second phase will see the further embedding of the 
Growth Hub Core Diagnostic Service at Oxstalls and the 
development of a Growth Hub Network across the county 
to fulfil the needs of high-value/high-growth businesses 
identified via the Core. 

Network centres will be developed and commissioned by 
GFirst LEP and separated into three tiers:

• Tier 1 centres will provide a fulfilment service to high-
growth/high-value businesses in relation to innovation, 
knowledge exchange, research, skills, strategic 
partnership and specialist sector expertise. Presently 
there are plans for two Tier 1 centres.

• Tier 2 centres will provide a physical Growth Hub space 
and support smaller businesses, including start-ups.

• Tier 3 centres will be technology-driven access  
centres linked to public access buildings such as 
colleges and libraries.

Internally, a new structure was being developed that 
would solidify The Growth Hub’s place in the new 
landscape, with a focus on building teams to deliver:

• A Central Growth Hub Core Diagnostic Service that 
offers impartial diagnostic and growth planning for 
Gloucestershire businesses and supports a wider network 
of remote and virtual Growth Hubs across the county. 

• A separate University of Gloucestershire business unit 
(Tier 1 Centre) that offers a fulfilment delivery service 
to business referred from the Core Growth Hub, and 
delivers proactive, high-value business engagement and 
income generation to the University.

• A Growth Hub Core and Business Unit service integrated 
within the University Business School expansion at 
Oxstalls meeting the fundamental needs of business – 
skills development, productivity, innovation and growth. 

The Challenge:

The Solution:
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Lessons Learned (Cont)
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The original expectation was that the majority of clients 
would be attracted through marketing, particularly digital 
channels, but what became apparent was that 60% 
of all inbound referrals were coming via intermediary 
organisations. What would an outbound engagement 
strategy look like, for those without intermediary 
representation, those harder to reach larger companies 
who are less likely to engage with The Growth Hub for 
their business support?

As The Growth Hub became established, it became a 
route to market for a number of intermediary business 
organisations. This was founded in the fact that The 
Growth Hub could provide the single front door to support 
for growth but also that it served to add value to the 
intermediary’s client value proposition. Their access to 
The Growth Hub services increased their ability to meet 
the broader needs of their clients. These intermediary 
organisations covered the full breadth of business and 
professional services:

• Banks

• Accountants

• Solicitors

• Marketing Consultants

• Leadership Coaches

• Business Planners

The Growth Hub model succeeded in attracting SMEs but not  
larger or ‘hard-to-reach’ businesses.

Customers: inbound or outbound? 

These organisations introduced their high-growth 
business clients to The Growth Hub and the mutual 
benefit of working jointly with these clients was self-
evident. However, there were two more advantages to 
this approach; firstly, it would free up valuable resource to 
focus on the more hard-to-reach businesses and secondly, 
it would serve, through the intermediary partners, to 
expand The Growth Hub’s capacity.

The Challenge: The Solution:

How do you engage with harder to reach businesses  
and larger businesses?

Having established a successful model of working with 
high-growth businesses, and in particular SMEs, our 
challenge was to reach the business communities that 
were not engaging with The Growth Hub, specifically  
larger businesses and those more rural or in sectors of 
high regional importance.

Understand needs, refocus the message, no wrong door.

The Growth Hub identified a number of local representative 
organisations that already had strong working relationships 
with the less engaged communities. Engaging in formal 
partnerships with these representative organisations 
enabled The Growth Hub to come to the table and fully 
understand the immediate priorities of its membership and 
adapt its offer to meet their needs.

Engagement across sectors took the form of network 
groups, initially supported through the Catalyst project, but 
with a clear plan for sustainability and employer leadership. 
This gave The Growth Hub a role within key sectors.

From the network groups, follow-on ‘task and finish’ 
groups were formed, which were led by businesses who 
took key challenges and worked with The Growth Hub 
to address these. For larger businesses the need was for 
a skilled workforce – so The Growth Hub started to work 
jointly with some of the largest employers in the area to 
respond to the Apprenticeship Levy and the opportunity 
that offered.

For more rural businesses, The Growth Hub worked 
through representative groups to bring its service to them, 
so that they didn’t necessarily have to travel to The Growth 
Hub, and via the use of remote access technology for 
virtual sessions with Business Navigators.

The Growth Hub was also charged with ‘simplifying’ the 
business support landscape in Gloucestershire. To do  
this, it built a network of over 200 provider partners who 
could deliver their support services through a new ‘single 
front door’.
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Programme 
Performance
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Programme Performance (Cont)

Success factors (outputs)
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Target Achievement

2. Delivery of support services and evidence of the University and LEP working together

1.  10 new business support services developed 
jointly between the University and LEP by end  
of AY 2014-15.

2.  20 new teaching programmes/work-based 
learning activities aligned with the LEP sector 
priorities by end of AY 2015-16.

3.  10 new employer/HEI networks created by end  
of AY 2015/16.

• By end of AY 2016/17, we are pleased to report 
that a total of 21 new business support services 
have been developed.

• By end of AY 2016/17, we are pleased to report 
that a total of 30 new teaching programmes/work-
based learning activities have been developed.

• By end of AY 2015/16, 10 new networks had  
been created. This number grew to 12, by end  
of AY 2016/17.

2
Measurement

Criteria/Outcome

End of Project Performance

The bid for HEFCE Catalyst Funding in October 2013 set out the  
Growth Hub Objectives and Success Factors. Here is an overview of 
progress to date. 

1. Infrastructure in place

1.  Establish co-location of the Growth Hub by end of 
AY 2014-15.

2.  CRM system implemented sharing business 
contacts and networks of the University, GFirst 
LEP and Hub partner organisations by end of AY 
2014-15.

• The University of Gloucestershire and GFirst LEP 
co-located to The Growth Hub, which opened 
for business in October 2014 for the provision of 
business support services.

• CRM system implemented successfully on 1st 
October 2014. From April 2017, ERDF funding 
required a revision to the existing CRM system. 
The Growth Hub CRM will continue, however the 
University will also establish its own system to 
support its commercial knowledge exchange activity.

1
Measurement

Criteria/Outcome

End of Project Performance

Figure 2: Target versus achievement, when assessing co-working activities
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Programme Performance (Cont)

4. Increase in knowledge exchange income and activity

1.  15% year-on-year increase in income obtained  
from knowledge exchange activity by end of  
AY 2013-14.

• By the end of AY 2016/17, knowledge  
exchange income totalled £3.19m, against a 
target of £2.81m.

4
Measurement

Criteria/Outcome

End of Project Performance

Target Achievement

1 

0 1m 2m 3m 4m 5m

£2.81m £3.19m

5. Evidence of business support being embedded to increase KE income and activity

1.  3,750 support interventions for  
Gloucestershire businesses.

2.  750 accelerated interventions for  
high-growth businesses.

3.  Provide information to HEFCE by end of AY 2014-
15 & 2015-16. To include information from third 
parties on early lessons learned from experience 
of University and LEP collaboration.

• By the end of AY 2016/17, a total of 7,934 business 
support interventions have been undertaken.

• By the end of AY 2016/17, a total of 905 
accelerated interventions for high-growth 
businesses have been undertaken.

• Various project reports produced and disseminated 
to Growth Hubs, LEPs and HEIs as required.

5
Measurement

Criteria/Outcome

End of Project Performance

Target Achievement
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6. Impact on University aim (per 2012-17 Strategic Plan) to grow through increased student recruitment

1.  Establish with the HEFCE institutional team an 
agreed trajectory for student recruitment both in the 
Business School and across the University from AY 
2014-15 – demonstrating progress towards delivery.

• By the end of AY 2016/17, 1,515 students had been 
recruited into the Business School.

6
Measurement

Criteria/Outcome

End of Project Performance
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3. Increase in employability outcomes for students and graduates & job creation in the local economy

1.  12,724 work placements and internships over the 
course of the funded period (end AY 16-17).

2.  1,500 University graduates take up jobs in 
Gloucestershire over the course of the funded 
project (end AY 16-17 maintain DLHE figures for 
graduate level jobs created, including graduates 
employed in Gloucestershire).

• By end of AY 2016/17, a total of 13,656 work 
placements and internships (including Make It 
activities) have been completed.

• By the end of AY 2016/17, a total of 1,872  
University of Gloucestershire graduates have 
taken up jobs in Gloucestershire.

3
Measurement

Criteria/Outcome

End of Project Performance

Target Achievement

10k 12k 14k

1 12,724 13,656

0 1k 2k 3k

2 1,500 1,872

Figure 3: Target versus achievement, when assessing employability and job creation

Figure 4: Target versus achievement, when assessing knowledge exchange income and activity

Figure 5: Target versus achievement, when assessing the embedding of business support
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Programme Performance (Cont)

Objectives (outcomes)

Achieve close integration of the teaching and 
research activities of University of Gloucestershire’s 
Business School, account management of 
University of Gloucestershire’s Business 
Development Unit, internal and external business 
services, and the economic development activities 
of GFirst LEP.

Create a high quality, business-friendly physical 
environment for the co-location of the Business 
School, GFirst LEP, University of Gloucestershire’s 
Business Development Unit and accommodation 
for complementary external business support and 
economic development activities.

Create a stronger flow of high-skill talent and 
enterprise into the Gloucestershire economy by 
leveraging the networks, knowledge, and contacts 
of GFirst LEP and other business support agencies, 
particularly to help University of Gloucestershire 
graduates gain employability and enterprise skills.

Ensure those services are mutually reinforcing and 
complementary; through a shared CRM and the 
knowledge and contacts resulting from co-location 
of University of Gloucestershire and GFirst LEP 
staff within the Growth Hub, to provide a complete 
range of services for businesses that are better 
integrated and easier to access.

This objective will only be fully achieved in the second phase, 
when the Business School, The Growth Hub and the LEP will 
all be co-located together in the new building that is being 
constructed at Oxstalls for completion in Summer 2018.

During the first phase, the Business School has remained 
at the University’s Park Campus in Cheltenham, making 
it more difficult to achieve full integration of activities.  
Nonetheless, there have been regular exchanges 
between Business School and Growth Hub staff, working 
together on course design, student placements and other 
employability support, and business services.

The design of The Growth Hub has undoubtedly achieved 
the objective of creating a high quality, business-friendly 
physical environment within its shared interior spaces and 
this has been an important part of its overall success for 
those who work there and its customers.

“It’s a really impressive open space, the first impression 
sticks and that’s good.” 

“It’s a great space to come in to, recognise people and 
catch up, a useful space to hot-desk and be around.” 

“Everyone is very friendly and open, all the Guides are very 
enthusiastic, very helpful, always positive – we get good 
feedback from clients who use the service.” 

“An inspirational space is very important – the physical 
space has changed the behaviour of some of the teams 
that have already moved over here, lifted their spirits.”

Over the last three years, graduates from the University of 
Gloucestershire have increasingly opted to remain within the 
region to work post-study – from 36% to 42% (as revealed 
via the 2012/13 and 2015/16 DLHE surveys respectively). 
This, coupled with a substantial increase in the number of 
our graduates securing professional-level employment, 
represents a year-on-year incremental investment of highly 
skilled talent into the Gloucestershire economy. This includes 
a substantial investment in the Education sector (33.2% 
of 2015/16 leavers work in this sector) and Health & Social 
Work sector (10.6% of 2015/16 leavers). 

Compared to their peers, a higher proportion of those 
graduates who remained in Gloucestershire worked 
in Health, Construction, and Accommodation & Food 
Services – sectors identified in the 2016 Gloucestershire 
LEP Area Skills Statement as expected to grow – as well 
as higher proportions in Public Administration & Defence 
and Manufacturing, which were identified in the same 
document as important to the region’s economic health.

Achievement of mutually reinforcing and complementary 
services has been achieved in part, with the co-location 
of University of Gloucestershire and GFirst LEP at The 
Growth Hub. 

Development of a shared CRM system and relocation  
of the University of Gloucestershire’s Business School to 
The Growth Hub will form important steps in the next 
phase of development.

In the meantime, co-location has created the precedent 
from which further collaborations will flow.

A.

C.

D.

B.

What the HEFCE Bid Said...

What the HEFCE Bid Said...

Achievements 

Achievements 
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Programme Performance (Cont)

Ensure that the University of Gloucestershire is 
industry informed, so that courses are developed to 
reflect industry priorities, and its research activities 
are directly informed by business need.

Create a culture and way of working within The 
Growth Hub that is employer led, innovative and 
enterprising. The Growth Hub will be a route 
through which all Schools in the University 
of Gloucestershire can enrich their business 
networks, supporting student enterprise, work 
experience and employability across all University 
of Gloucestershire programmes. It will also act as a 
centre to join up the rest of the skills and education 
provision in the county, continuing to align with 
business needs wherever they are required.

Demonstrate how a University can work in a 
closely-integrated way with a Local Enterprise 
Partnership to drive economic growth, which 
will provide a case study of innovation for wider 
application. Given the centrality of knowledge 
exchange for the government’s model of high-
value, high-skill growth, this will be a valuable way 
of modelling how Universities can best support 
economic development. 

Development of higher and degree apprenticeships 
including:

• Leadership and Management

• Paraplanning

• IOT

• Product Development Engineers

• Cyber Security

The findings of the Peer Review and Customer Satisfaction 
Survey undertaken by Coventry & Warwickshire LEP 
Growth Hub in 2016 provide encouraging evidence of 
progress towards achievement in many of these areas, 
supported by evidence from case studies outlined 
elsewhere and by anecdotal comments from employees of 
The Growth Hub, for example: 

“We had a very strong vision that we are here to  
help business.”

The University and the LEP have worked closely together, 
in creating and operating The Growth Hub, and in 
developing and implementing the Strategic Economic Plan 
for Gloucestershire. That experience of joint working has 
also shown where different agendas can arise. The two 
organisations have different goals and missions, and they 
play different parts in different situations. For example, 
there is one relationship in Growth Deal projects, where 
the University is acting as project sponsor and the LEP is 
acting as project approver, compared with the relationship 
where the two organisations are working with other 
stakeholders on promoting wider economic development 
for the county. So while physical co-location brings 
great advantages, it is not by itself a guarantee of good 
communication and shared leadership.

F.

G.

H.

What the HEFCE Bid Said... Achievements 

Give University of Gloucestershire students a better 
understanding of business and better support 
to gain graduate jobs in businesses of all sizes. 
Ensure those services are mutually reinforcing 
Gloucestershire or help to set up their own businesses.

The percentage of University of Gloucestershire students 
entering professional-level employment has risen 
significantly over the past two years, by a factor of 
10.9%. The 6% increase revealed through the most recent 
DLHE survey far outstrips the increase in professional-
level employment for the HE sector overall (0.6%). A 
number of our courses map onto sectors – for example, 
the creative industries – that are characterised by high 
levels of freelance portfolio employment. The December 
2016 release of the government’s Longitudinal Education 
Outcomes (LEO) dataset reported how already strong ‘in 
sustained employment’ outcomes improved still further 
when self-employment was factored in – from the top 31%, 
13% and 15% of providers at one, three and five years after 
graduation to the top 15%, 12% and 9% respectively.

E.

What the HEFCE Bid Said... Achievements 
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• Expand the breadth, depth, and reach of The Growth 
Hub to provide county-wide access to business support 
that is comprehensive, coordinated, simplified, and 
appropriate to the needs of individual firms, no matter 
where they are located within Gloucestershire or how or 
by whom the support is delivered.

• Integrate the University’s Business School more closely 
with The Growth Hub.

Future plans, supported by ERDF funding, comprise  
five key components: 

1. The Core Growth Hub - the impartial business 
diagnostic and brokerage services that will support the 
whole Growth Hub Network. 

The Core Growth Hub will have responsibility for ensuring 
that Growth Hub engagement targets are delivered. 
The Navigator and Guide services will provide impartial 
diagnostic and brokerage support free of charge for 

businesses in the county, a central marketing function 
to promote Growth Hub activity – core services, events, 
workshops etc - and deliver the digital infrastructure. 

The Core Growth Hub activity will include: 

• Delivery of independent and impartial Navigator  
and Guide services

• Development and implementation of a marketing, 
communications, and branding strategy

• Oversight of and engagement with partners

• Delivery, management, and maintenance of a digital 
infrastructure – co-ordination of The Growth Hub 
Network, ensuring consistency and quality of an 
independent and impartial Core Growth Hub Service

• Training and support for Growth Hub Network staff

• Marketing and promotion – the attraction and 
engagement of ERDF-eligible businesses across 
Gloucestershire is vital to the success of the Core 
Growth Hub Service and the wider Growth Hub Network

The next stages in the development of The Growth Hub are  
essential to achieving the strategic ambitions of both the University  
and GFirst LEP, and will:

2. The expansion at Oxstalls - the creation of a  
physical space that integrates The Growth Hub and the 
Business School.

The University of Gloucestershire has outline planning 
permission for development of their Oxstalls campus. 
Part of the development is the expansion of The Growth 
Hub, which will move to a new part of the site and be 

co-located with the Business School and the University of 
Gloucestershire’s Tier 1 development. 

The University of Gloucestershire has ambitious plans to 
expand its Business School student numbers and its co-
location alongside both The Growth Hub and GFirst LEP will: 

• Provide access to knowledge exchange and academic 
research that will serve to accelerate business growth

• Encourage stronger and deeper links with the business 
community through an enhanced range of services
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What Next? (Cont)

The Business Guide Customer Journey:

Solutions provided via  
12-Hour Intervention Menu

Growth Plan Review Meetings

Growth Plan Closure Meetings

Referral to Network Centres

The Growth Plan12-HOUR SPECIALIST 
INTERVENTION MENU

• Provision of advice to develop 
new business models

• Advice and support to implement 
productivity improvements

• Advice to improve  
business processes and 
workforce development

• Provision of advice, consultancy 
support, mentoring, etc. for 
collaborative projects

• Advice and support for supply 
chain interventions 

• Access information and sources 
of finance to support growth 
activity within Growth Plans

Core Navigation Referral

Priority 
Area 3

Priority 
Area 1

Priority 
Area 2

High Growth  
Eligibility Checks

Growth Assessment 
Meeting

Growth Hub  
Network Referral

People Operations Strategy Finance

In-Depth Guide Diagnostic

Export Sales & 
Marketing

Innovation

Guide-Led ConsultancyINFORMATION 
SESSIONS

INFORMATION 
SESSIONS

KNOWLEDGE 
BANK

KNOWLEDGE 
BANK

NETWORKING NETWORKING

SEMINARS SEMINARS

WORKSHOPS WORKSHOPS

ADVICE 
PANELS

ADVICE 
PANELS

ADVICE 
CLINICS

ADVICE 
CLINICS

THREE-HOUR  
INTERVENTION MENU

OPEN ACCESS  
SUPPORT MENU

The Business Navigator Customer Journey:

Three-Hour Intervention and Diagnostic Activity

Diagnostic Element

• One-to-one with Business Navigator – phone or in person

• Access to online general and specialist diagnostic

Intervention Element

• Identification or relevant business support from Local and National 
Knowledge Bank

• Impartial brokerage and signposting including - National and Local Growth 
Hub, 200 business support providers, Growth Hub Network Centres.

• Unlimited access to Three-Hour Intervention Menu - events, signposting 
to relevant EDRF programmes

• Further referral to Guide Service (continuation to 12 hours)

Development and agreement of Intervention Action Plan linked to above 
and showing client choice of providers and services. One half-hour 
telephone review of intervention plan (at six-week point). Feedback, sign 
off from three-hour service or referral to 12-hour High Growth Guide service.

High Growth  
Eligible – refer to 

Guide Service

Potential for limited 
High Growth

but not High Growth 
currently – Navigator 
Three-Hour Service

Not High Growth, 
Not ERDF Eligible 

or High Growth 
Potential – Signpost 
to national and local 
Growth Hub partners

Initial Diagnostic – ERDF Eligibility, High Growth Potential, SME, Business 
Size, High-Growth Start-Up, Gathering of Metrics Data.

Entry Points - Core Service, Network, Phone, In Person, Online
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What Next? (Cont)

3. Creation of ‘University in Business’ to deliver the Tier 
1 Growth Hub Service – a distinct and separate business 
development unit for the University of Gloucestershire

UiB offers the University a way to co-ordinate and 
consolidate a number of areas of activity, building 
processes that complement the University’s commitment 
to vocational education and support for business. Over the 
next five years, UiB will: 

• Increase the effectiveness and impact of the University’s 
employability services

• Widen the offer of ‘Your Future Plan’ to support a 
broader range of student ‘futures’, including self-
employment and further study

• Continue to build on the successes of The Growth 
Hub, offering support and advice to Gloucestershire 
businesses, through funded projects, working through 
the expanded Growth Hub Network and transitioning 
into the new, larger facility at Oxstalls

• Develop programmes of support for start-up businesses 
and entrepreneurs, with suitable incubation spaces for 
both external clients and UoG student enterprise activity

• Manage and co-ordinate relationships with external 
organisations on behalf of UoG and implement a 
consistent approach to the recording and reporting of 
business activities, supporting funded projects claims 
and making a positive impact on HEIF income

• Make it easier for external organisations of all sizes to 
work with the University, ‘triaging’ their needs, offering 
attractive, flexible ‘products’, and providing a high 
standard of business-to-business communications and 
customer service

• Grow the University’s apprenticeships offering, building 
relationships with client organisations and supporting 
academic schools in developing, promoting and 
delivering apprenticeships

• Ensure all courses have embedded business 
engagement and experiential learning opportunities, and 
increase the level of involvement of UoG academics with 
business-facing activities

• Increase the income from commercial educational 
services, whilst ensuring a 40% contribution

• Manage aspects of UoG diversification and expansion 
projects, developing commercial opportunities, utilising 
external relationships, expertise and investment

• Support the UoG brand and competitive positioning  
for student recruitment and other activity by  
association with well-known brands, excellent client 
relationships, testimonials, student case studies and 
other marketing content

4. The Growth Hub Digital Infrastructure - a new  
website, CRM, diagnostic and Knowledge Bank run from 
the Core to support business engagement, marketing,  
and activity reporting.

The digital infrastructure will be procured and 
implemented by GFirst LEP and will enable Growth Hub 
activity to be measured and quality managed.

Digital infrastructure:

WEBSITE

Online portal for Growth Hub clients to monitor and 
personalise their Growth Hub experience, including:

• A search engine

• An event booking platform

• Access to support articles and information

• A business directory to find relevant  
support providers

• A Growth Hub profile and record of their Growth Plan

Online portal for Support Providers to request 
addition to the business directory and to manage 
their profile, including publishing of any support 
material and publicising of their own support events.

DIAGNOSTIC TOOL

Online business support needs assessment tool, 
delivered via the website, resulting in clients 
being presented with content, held within the 
Knowledge Bank, that is personalised to their 
own situation.

CRM

Cloud-based system accessible via web browsers 
through which Guides and Navigators can view client 
information, needs and growth plan activity.

Access point for Guides and Navigators to access 
Knowledge Bank content.

‘KNOWLEDGE BANK’

Aggregator of business support material available 
for provision to clients, including articles, factsheets, 
events and courses.
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What Next? (Cont)

5. The Growth Hub Network - the physical expansion of 
the Growth Hub at sites across Gloucestershire.

The Growth Hub Network will be delivered with a range of 
partners in strategic locations across the county. In return 
for capital investment, partners will deliver a Growth Hub 
service to businesses in their locations and/or specialist 
services for the Network. All network partners will work 
closely with the Core Growth Hub to deliver a ‘no wrong 
door’ approach to business engagement across the county. 

Supported by the Core Growth Hub, this phase introduces 
a Growth Hub Network of physical and virtual hubs (or 
spokes) across the county that will: 

• Extend the reach of what will become a truly county 
wide offering to businesses

• Enable it to attract and connect with more businesses 
and business support providers

Service will be delivered to businesses in partnership with 
the Royal Agricultural University, Tewkesbury Borough 
Council and Gloucestershire County Libraries utilising 
a three-tier delivery model, under the guidance and 
direction of the Core Growth Hub.

GFirst LEP and the University of Gloucestershire signed 
a formal collaboration agreement in March 2017, setting 
out the commitment of both parties to deliver the outputs 
and outcomes associated with the £10 million of capital 
investment from the Single Local Growth Fund.

• £5 million has been allocated towards the Expansion of 
the Growth Hub at Oxstalls and will be delivered by the 
University of Gloucestershire.

• £5 million has been allocated to the development of 
Network Centres across the county and will be delivered 
by GFirst LEP. 

Future Funding

The University, as part of its Growth Hub sustainability 
strategy, responded to four ESIF funding calls in 2016 and 
was successful in securing ERDF funding for the continuation 
of the Core Growth Hub and three other funded projects that 
will enable the University to support business growth.

In brief, these four projects are: 

Mark
eting Governance

Q
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lit
y

Digital & C

RM Evaluation

M
onitoring

Spoke

Spoke

Spoke

Sp
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e

Core  
Growth Hub 

Service

Spoke

Sp
ok

e

The Royal Agricultural University (RAU) will open a 
Tier 1 Growth Hub at their site in Cirencester in the 
autumn of 2018 and will specialise in support for  
agri-tech and rural businesses.

Offering generic support for all businesses and 
run by Tewkesbury Borough Council to service the 
north of the county, this will commence from Spring 
2018 and be located within their Public Services 
Centre, providing the perfect place to reach and 
support growing businesses in the area. The team 
has established relationships within the business 
community and there is a natural footfall from 
businesses to other services, within the building, such 
as business rates and planning. 

RAU will also act as a Tier 2 centre for the provision of 
Growth Hub services to businesses in the Cotswolds.

Offering ‘digital access’ to business support resources 
and utilising Gloucestershire County Libraries, this 
will commence roll out at all 31 library sites across the 
county from June 2017. 

The service will enhance and strengthen the role of 
libraries, complement their current offering to the 
business community, and offer excellent and county-
wide entry points to Growth Hub services. 

Tier 3 services will offer virtual ‘self–serve’ solutions 
for businesses who prefer this approach, supported 
by development of a Digital Infrastructure comprising 
a new website, CRM, diagnostic and Knowledge Bank 
to support employer engagement, marketing, and 
activity reporting. 

Tier 1 Growth Hub services

Tier 2 Growth Hub services

Tier 3 Growth Hub services

Impartial service delivered by 
the Core Growth Hub and by 
spoke partners as co-ordinated 
by the Core

Products and services delivered 
by spoke partners, branded 
Growth Hub

Partner activity enhanced by, but 
not related to, The Growth Hub

Spoke quality control and  
co-ordinated activity delivered 
from the Core

The Growth Hub Network Model:
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What Next? (Cont)

Start and Grow Enterprise (SaGE) is designed to stimulate 
successful enterprise in Gloucestershire, particularly among 
priority demographic and geographical groups, building 
on the already high start-up survival rate. This project 
addresses potential start-up failure points.

The University of Gloucestershire is the sole delivery partner.

This expansion of the University’s offer to business, directly 
and through The Growth Hub, responds to well-established 
market failures and general obstacles that prevent many 
companies, especially SMEs, from achieving their growth 
potential, in particular with issues of: 

• Not being clear how to access services

• Not having developed relationships with providers 
of business support services

• Not being aware of the benefits those services  
may bring them

SaGE Project These plans reflect:

• The lessons learned from delivering Phase 1 of The 
Growth Hub

• The shared aspirations of University of Gloucestershire 
and GFirst LEP for the next phase of development of 
business support services

• University of Gloucestershire’s longstanding ambitions 
to align The Growth Hub and the Business School

• The synergies that will occur from related ESIF and 
Single Local Growth Fund projects

• The desire of the University of Gloucestershire and 
GFirst LEP to achieve the following high-level outcomes:

• A Business School that is employer-led and  
employer-responsive

• Increased rate of knowledge transfer to support  
high-growth sectors

• Improved rates of student employability

• Higher rate of sustainable growth for the 
Gloucestershire economy

• A demonstrator site, with extensive and on-going 
dissemination of learning, showing how Universities 
and LEPs can promote economic development 
through co-location and close integration of  
their activities 

• Ensure that the local business community view The 
Growth Hub and its network as their first and best 
choice for business support in Gloucestershire

Through GAINS (Gloucestershire’s Accelerated Impact 
Network Support), the University of Gloucestershire will 
build upon the national service previously offered by 
the Business Growth Service, offering a Gloucestershire-
specific programme of support for ERDF-eligible Small- and 
Medium-Sized Enterprises (SMEs) from high-growth sectors.

The University of Gloucestershire is the sole delivery partner.

The Gloucestershire Research and Innovation Programme 
(GRIP) focuses on driving an innovation culture and 
improving innovation capacity among Gloucestershire’s SMEs, 
enabling them to successfully enter a broader supply chain.

The University of Gloucestershire is the sole delivery partner.

Building on current provision in The Growth Hub, this 
project will deliver the independent and impartial Core 
Growth Hub Services to ERDF eligible organisations within 
the GFirst LEP area. 

With the University of Gloucestershire as lead partner, 
and GFirst LEP as delivery partner, the Core Growth Hub 
will be delivered alongside the expanded Growth Hub 
Network. The University of Gloucestershire will deliver an 
additional three European projects through The Growth 
Hub, which are:

GAINS Project

GRIP Project

Core Growth Hub Project
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Thank you to all of the key players from  
The Growth Hub project:

Principles of The Growth Hub

The following principles have been developed to help 
to guide the work of The Growth Hub, highlighting its 
key aims, customers, and stakeholders. These have now 
been endorsed by The Growth Hub board and form the 
framework for The Growth Hub Business Plan. 

Purpose

Aims Governance

Stakeholders

Overview

Customer

The Growth Hub is delivered as a partnership between the 
University of Gloucestershire and GFirst LEP.

• Our primary customer is the business community (*).

• We focus on Gloucestershire but not exclusively.

• We build partnerships beyond Gloucestershire including 
national and international businesses where the outcomes 
of those partnerships will be of benefit to our primary 
Gloucestershire market and the Growth Hub partners.

We focus on those businesses:

• with high growth potential OR

• who undertake knowledge-intensive, high-skill activities 

and provide services that either:

• support growth in GVA OR

• provide revenue to The Growth Hub 

We work with businesses to help them to grow by 
providing access to the services they need.

A. To grow the Gloucestershire economy above the 
national rate of growth. We will do this by:

• Delivering Growth Hub products and services 
to our customers

• Making connections through introducing people and 
business and through access to our physical spaces

• Closing the gaps where provision does not exist  
and is in demand

• Co-ordinating one central point of contact and 
simplifying existing business support services

B. To develop the University of Gloucestershire through 
employer engagement and ensure that its curriculum, 
research, and commercial services have maximum 
potential impact for both the local economy and the 
stakeholders. We will do this by:

• Developing curriculum that is informed by business  
and sectoral input

• Bringing business into the classroom and students  
into business

• Delivering business innovation through  
knowledge transfer

• Building strong business partnerships in support  
of transformation

In delivering to our primary customer, we will ensure that 
we provide opportunities for our stakeholders to take 
advantage of:

• Government – national/local (influencing policy,  
success stories)

• Students (enriched learning experience and access  
to employers)

• Funders (outcomes achieved)

• LEP Board (transformation of business, economic 
growth, and delivery of SEP)

• University of Gloucestershire faculty staff (enriched 
teaching and research)

• Business membership organisations and institutes 
(growing local economy)

• Business service providers and partners (simplification 
of services, improved access to business)

• Operational decisions are made by the Growth Hub 
Executive (Chief Executive, GFirst LEP; Director of 
Business Development, University of Gloucestershire; 
Growth Hub Project Manager)

• Strategic activity decisions are advised by the Growth 
Hub Executive and ratified by the Growth Hub Board 
(Vice Chancellor, University of Gloucestershire; Chair, 
GFirst LEP; Chief Executive, GFirst LEP; Director of 
Business Development, University of Gloucestershire; 
plus four business representatives. Other advisers will be 
co-opted as non-voting members as appropriate). 

• The Growth Hub Board will agree the reporting 
requirements for the operation of The Growth Hub  
and ensure that these satisfy the needs of the  
partner organisations.

• The location and facilities of Growth Hub HQ should 
be based on primary customer feedback. The planned 
and future expansion of Growth Hub HQ location and 
facilities, and development of spokes should be based 
on primary customer feedback.

• In order to deliver the stated aims and objectives to its 
primary customers, the activity and operations of The 
Growth Hub should not be constrained by the operating 
models of the partners.

• The Growth Hub will be run as a business.

(*) By the business community we include:

1. Businesses – any stage or size (including start-ups)

2. Public/governmental organisations 

3.  Individuals/professionals that might benefit from The 
Growth Hub service
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Future Advanced Manufacture, based in Cheltenham, 
was first established in 1981 and provided a tool room 
supporting local businesses. Today the business has grown 
to become one of the leading lights in the provision of 
R&D and advanced manufacture to the aerospace, marine, 
defence and motorsport sectors.

The Future AM story is one of incredible commercial 
success and exceptional growth, thanks to the clarity and 
entrepreneurial vision of Owner-Manager Craig Peterson. 
Starting with the business in 2000 on the shop floor, Craig 
was promoted through the ranks until 2008 when he 
undertook an MBO to buy the business. In just less than a 
decade, Craig has taken Future AM through an exhilarating 
period of rapid growth; he has achieved his original vision 
and counts Airbus, Rolls Royce, GE, and Safran Landing 
Systems amongst his clients. But such dynamic growth 
and market success brings with it many challenges.

Challenges and opportunities 

Speaking of the business, Craig reflects: “From the 
very start, my vision was to build an R&D centre for our 
customers to use for projects and special purpose tooling, 
but also to provide the added stability of a repeat scalable 
production facility.”

Having successfully ridden out the financial crisis, Future 
AM went through its first phase of real growth in 2012 and 
secured the initial aerospace contract in 2013. At this time, 
Craig chose to relocate the business to one central facility 
in Cheltenham, bringing all production and staff together. 

Craig says: “Previously we had operated from a number of 
microsites, but our new facility in Cheltenham meant that we 
could retain all our staff with minimal disruption for travel and 
remain close to our client base throughout Gloucestershire.”

With more than 70 staff, a turnover increasing from 
£3m to £8m and more signed long-term contracts than 
in the whole history of the company, the vision was 
realised. As the business grew, so too did the commercial 
opportunities and associated challenges; staffing, 
investment, technology, and training.

Solutions for growth

Growth has always been at the very heart of Craig’s vision. 
But growth, especially in this sector, calls for extensive 
investment in specialist machinery and the associated 
skills. The Growth Hub has been able to support in both of 
these critical areas with funding from SEED and leadership 
training and development.

“Chris Gibbs and The Growth Hub have really supported 
the business over the last 12 months. Thinking specifically 
about my target to penetrate F1, we had nothing in 
place this time 12 months ago. We set about developing 
advanced manufacturing techniques and investing in 
new technology for the F1 world, as well as supporting 
our space and propulsion work. The Growth Hub was 
instrumental in helping us facilitate this and helped us 
source and secure SEED finance. We used this funding 
to help purchase the necessary equipment, develop our 
internal CAM software and conduct internal training on 
advanced manufacturing techniques,” Craig continues. 
“Having been signposted by Chris Gibbs to the LEAD 
development programme a number of years ago, 

I have since put a number of my directors through the 
same programme. Having a professional and robust 
management team behind me has been key and essential 
in supporting the on-going development of the business.”

What’s next?

Looking to the immediate future, where does Craig see the 
focus and effort being placed?

“Our advancements in technology and our continued 
commitment to training have helped us retain a niche 
position in a global market and as such we have managed 
to stay one step ahead of the competition – most notably 
from China.”

And what of skills and support?

“Our biggest challenge now is how to grow to meet the 
demand that we have generated. I need to turn attention 
to growing our local supply chain and I believe that this 
is going to be key to our continued success. I am also 
going to be focusing on our continued provision for 
apprentice opportunities and will refer to The Growth Hub 
for guidance with this. As our ‘funding guru’, I believe that 
Chris and the team will help us create real jobs for the 
people of Gloucestershire.”

On reflection, where does Craig see the real value that 
he’s received from The Growth Hub?

“It’s great to be recognised for the dreams you have as 
entrepreneurs, and one of the reasons you achieve those 
dreams comes from having the right people around you. In 
my experience, The Growth Hub is an effective mechanism 
to support businesses that have a vision for high growth. 
The support and guidance that the team provides 
minimises the risk that owner managers have to face when 
growing their businesses.”

Chris Gibbs, Business Guide at The Growth Hub agrees: 
“We are extremely fortunate to work with many local 
companies who demonstrate real high growth potential. 
But it’s fair to say that the vision, passion, energy, and 
dedication shown by Craig to achieving his ambitions and 
systematically working towards his business goal have 
been inspiring. We are exceptionally proud of the support 
that we have given to Future AM and the role that we have 
played in helping to develop such an exceptional business.”

Four Anjels was founded in 2010 by Andrea Stevens, Steve 
Greenhalgh, Dr Barry Cronin and Trevor Stephens. The 
inspiration for the business came from their shared vision to 
create a bakery in the heart of the Cotswolds that employs 
passionate bakers to make bespoke handmade products.

With just five staff, one oven and one mixing bowl, Four 
Anjels began production of a range of biscuits for a 
handful of independent stores. Over the last six years, the 
business has grown to such an extent that it now employs 
40 people and supplies major brands including Caffè Nero, 
Graze, and Pret.

Challenges and opportunities 

Following strong growth in sales since 2010, Four Anjels 
found themselves at a point where changes needed to be 
made to sustain the planned development of the business.  
Phil Stevens, Project Manager said:

“We knew that we needed to relocate to new premises, 
but we also saw that we were entering a period of 
significant change. We needed guidance to manage the 
change efficiently and further business support around the 
issues that would naturally come from a period of change 
and rapid growth.”

The team set out to find the right kind of support. Having met 
with a variety of different advisers and business consultants, 
Phil remained sceptical about the advice being offered.

“Initial contacts wanted to take us down a seemingly 
predetermined path and I wasn’t confident that advice 
being given was appropriately tailored to the Four Anjels 
business model. When we made contact with The Growth 
Hub and were introduced to our Business Guide Sarah 
Gregg, we knew from the very first meeting that we had 
found the right partner. She took the time to really get 
to grips with our business and requirements, and then 
showed us how The Growth Hub could provide us with 
effective support.”

Solutions for growth

Sarah introduced Phil to a range of funding channels and 
providers that were best suited to the requirements of the 
business, both in terms of short- and longer-term goals. 
Phil comments: “The Growth Hub was able to access 
funding routes that we wouldn’t have otherwise found. 
Either directly involved or offering checks and reviews 
on applications we were making, Sarah gave us guidance 
every step of the way.”

 

Case Study – Four Anjels
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Case Study – Streamline Dispense Ltd

Case Study – K Sharp Ltd

Four Anjels were successfully awarded almost £300k in 
funding from SEED and the South West Growth Fund. 
This money was invaluable in helping the team with the 
essential relocation to larger premises in Tewkesbury. 
Sarah also helped the business successfully apply for R&D 
tax credits, further bolstering the bottom line. In addition 
to the funding, Sarah also brought Four Anjels together 
with a range of expert organisations that could assist 
with reviewing and making recommendations for process 
efficiency including MAS.

With so many positive outcomes for the Four Anjels team, 
what’s the one thing that has made the relationship with 
The Growth Hub so fruitful? 

Phil believes it’s all down to partnership. “The approach 
that we and the Growth Hub team have taken is centred 
around collaboration. Our success has come from the fact 
that we are both equally committed to working together. 
From our side, we do what we are asked to do and we 
continually communicate with Sarah and the team, and 
from The Growth Hub the same applies.”

Speaking of the partnership, Sarah continues: “Working 
with Phil and Andrea has been exceptionally rewarding. 
They have such a great business model and ethos, I feel 
we really have been able to make best use of all that we 
have available to us to help them reach their goals. As well 
as the external support that we have been able to broker, 
it’s really positive to see how many dedicated Growth 
Hub events the team attended, which delivered a tangible 
benefit to their programme. Meet the Mentors and our 
Financial Advice Panel have been two such events that 
have provided a valuable focus and delivered real results.”

What’s next?

With the relocation project well underway, and with the 
very best network of specialist support in place, Four 
Anjels are now turning their attention to different aspects 
of the operation. 

Phil explains: “Innovation is a key theme for 2017 and we 
are planning in a number of innovation workshops so that 
we can really focus in on this hugely important aspect 
of business growth. In addition to this we’re looking 
at additional areas of support surrounding the use of 
digital communications and IT and specific guidance for 
apprenticeships and training.”

Sarah has also put Four Anjels in direct contact with the 
Enterprise Europe Network that provide expert support 
for sales growth overseas.

Founded in 1978, Streamline Dispense Ltd. is a Stonehouse-
based business that specialises in the manufacture, supply, 
fitting, and maintenance of drinks dispense equipment. 
Daron Sarrington joined the business as a partner in 1990, 
became Managing Director in 1995 and incorporated the 
business in 2000. Daron has since overseen significant 
expansion and innovation of the product-service portfolio 
– and came to The Growth Hub looking to access the 
expertise and network of the Business Guide team. 

Challenges and opportunities

The manufacturing and supply arm of Streamline Dispense 
is currently performing at its best in the Republic of 
Ireland, where Daron has been able to utilise export and 
distributor contacts to great effect. The installation and 
maintenance market is primarily local to the company’s 
Stonehouse base, while a new ‘outdoor bar’ service is just 
launching and will cover the South West.

Daron was first made aware of The Growth Hub when 
meeting Richard Thorogood, Business Guide, at a local 
networking event. On his first visit to The Growth Hub, 
Daron met again with Richard to draw up a bespoke 
Growth Plan and to start accessing business support to 
tackle his target areas of intellectual property, export, 
product development, innovation and more.

Solutions for growth

Richard introduced Daron to a number of his key contacts 
with support organisations, to build a bespoke support 
plan addressing his challenges and areas of focus.

Daron comments: “The Growth Hub has been a revelation 
for my business. Since engaging, I’ve met with contacts in 
UK Trade & Investment and Enterprise Europe Network, 
who have helped me to understand the nuances of 
intellectual property and patent protection when working 
in international markets – and they have also been 
influential in my export strategy for targeting new markets.

“When it comes to research, The Growth Hub is now 
my first stop and as yet I haven’t had to go to a second. 
Richard has been able to find the answers or the people 
with the answers to all of my queries, which has saved 
me endless time and energy – important for a business 
as lean as mine. If I could recommend one thing to 
Gloucestershire businesses, it’s to get out of the office and 
network, network, network. Since making that effort, I have 
cut thousands of miles off my business in finding local 
suppliers, local connections and local business support 
organisations like The Growth Hub.” 

What’s next?

Streamline Dispense has diversified its products and 
services over the past decade, phasing out less profitable 
arms of the business and introducing new elements. Now 
Daron’s priority is to focus on the manufacturing and 
supply stream, whilst introducing the pop-up bar service 
for outdoor events.

Richard Thorogood, Business Guide, comments: “We will 
continue to support Daron’s business streams, but we’re 
also keen to focus our resources into helping him target 
the healthcare and dentistry industry. If we can help him to 
diversify and break out into another lucrative market, his 
business will be growing at a fantastic rate, which is what 
everybody wants.”

K Sharp Ltd is a Gloucester-based consultancy business 
that researches technology and how people use it; in order 
to improve how they interact with their tasks, systems, 
tools, and the environments they operate in.

Its founder, Barry Kirby, has worked in the defence 
industry for 15 years inside companies like BAE Systems 
and GE Aviation. Taking his passion and his hard-won 
knowledge, Barry founded K Sharp in 2011 and has been 
working with customers including the Ministry of Defence 
and the UK Space Agency ever since.

Challenges and opportunities

Barry, a staunch supporter of academic-business synergy, 
had been looking to engage with the University of 
Gloucestershire for some time and the opening of The 
Growth Hub in 2014 presented the perfect opportunity. 
Through his work on the IET (Institute of Engineering 
& Technology) Committee he discovered a shared 
passion for wearable technology with Elaine Haines, 
Senior Enterprise Partner at The Growth Hub and fellow 
committee member. As a result, he was invited to 
demonstrate his wares at the launch party and made the 
connections that he needed to get started.

Barry was open to the vast range of opportunities that a 
university partnership would offer, but had specific ideas 
around joint-tender bids, graduate recruitment, tapping 
into student talent and his own personal development.

Solutions for growth

To that end, Barry was introduced to Dr. Graham Edgar, 
one of the University’s psychology experts, and comments: 
“The connection with Graham is where it all began. He 
shared my vision of a business partnership and over the 
last 18 months, we have submitted a number of joint 
bids to the Ministry of Defence. Having the University’s 
academic rigour on board gives us the extra power to bid 
for bigger contracts and bolsters our resource.”

Barry has since gone on to start his PhD in Human 
Psychological Stability at the University of Gloucestershire, 
which has had wider benefits besides his own personal 
development:

“I now have great confidence in the quality of teaching 
and research at the University. Two of my recent hires 
have been graduates of the University – and where their 
degrees came from played a big part in my decision.”

Graham Edgar, Psychology Reader at the University of 
Gloucestershire, comments:

“The growing relationship between the University and K 
Sharp Ltd is living proof that business and academia can 
provide tangible benefits to one another. Besides the bids 
and employing graduates, Barry has also brought five 
current students into his business to gain real experience 
and take part in publishing industry papers on one of 
his projects. Their commitment and free-thinking helps 
him to innovate, whilst they get invaluable marks of 
commendation on their CV.”
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Case Study – Spark Brands Case Study – Happerley Passports

Happerley Passports is a new meat traceability scheme 
that helps you to understand what you’re eating and 
where it’s from.

“If you’re a producer, retailer, intermediary or consumer, 
you can register,” explains Sophie Smith, Network Liaison 
for Happerley Passports.

“Once you’ve registered, Happerley creates a free profile 
and you build your trading network from there. Farmers, 
for example, can add in the butchers and the restaurants 
that they sell to. Retailers can log in, search for producers 
in their local area and see what they can buy. We aim to 
reduce the element of food fraud, where a consumer could 
be told that a restaurant buys straight from a particular 
butcher, but has no way of knowing where that butcher 
sources their meat from. It shows the direct relationships 
between the consumer and the producer.”

It was launched by two farmers in Happerley who applied 
traceability to their company Gloucester-Born Beef. They 
sell beef burgers at Gloucester Rugby and at each game 
there’s a code and a picture of the animal. Consumers can 
type in that code to see the whole life story of the animal, 
making sure that they’re comfortable with the produce.

Challenges and opportunities

Happerley relies on two primary elements; its network 
and its ability to trace the meat to assign the passports. 
Both of these required extensive software development 
involved to create and develop the network, as well as 
implement the traceability for individual animals. This is 
time, knowledge, and finance intensive.

“We needed funding and investment for the software 
development. We wanted to take on between 9 and 11 
full-time staff to develop the network, the traceability 
database, and an app for consumers. We also needed 
funding for the administration of the passports 
themselves,” Sophie explains.

Happerley were seeking around £85,000 of funding, 
initially, to support software development and launch the 
first stage of the passports scheme.

Spark Brands is a sales marketing and distribution 
company that works with fast-moving consumer goods 
brands around the world. Established in March 2015, Spark 
specialises in marketing unique grocery and health and 
beauty products from Great Britain and abroad.

Spark helps manage e-commerce strategy with a 
particular focus on export, ensuring that its clients' brands 
and marketing are aligned with the new markets they 
are breaking into. Working with a number of marketing, 
distribution, and e-fulfilment partners, they provide a 
comprehensive service for businesses looking to launch 
their brand into new territories.

Challenges and opportunities

“We’re very lean as a business,” explained Stephen Shortt, 
CEO and Founder of Spark Brands. “We want to do things 
differently and not be office based. We want a truly 
remote way of working and our structure and IT support 
that goal. We’re in the process of launching a number 
of B2B and B2C web stores and we want to ensure that 
our marketing and digital strategy is in line to ensure the 
success of these projects.

“We’re currently using two PR agencies and we wanted 
to broaden our knowledge to ensure we maximise the 
effectiveness of what these agencies are doing.”

Solutions for growth

“We initially went to The Growth Hub as a convenient 
place to work. It’s a great place to meet other directors 
and clients and to be able to ask advice about all sorts of 
subjects, from business planning and marketing and PR, 
to digital marketing and design. It’s a really handy place to 
be to get expert advice straight away. We’re there once a 
week at the moment.

“The Growth Hub’s courses are the best way for us to 
broaden our knowledge. One course in particular has been 
instrumental. The PR Dos and Don’ts Masterclass was 
delivered by an incredibly knowledgeable speaker and 
opened our eyes on how to effectively to manage our PR 
strategy, as well as how to measure success.

“We’ve been getting great advice from our Business Guide 
on marketing and social media and again, the courses are 
really useful. Digital marketing is a really complex area 
at which we want to get better. We’ve used what we’ve 
learned from The Growth Hub to look at how well our 
websites have been built and focus our SEO. We’ve been 
able to make amendments to our site that have improved 
our search rankings and the amount of traffic we get. 
We’re also now looking at AdWords, Facebook advertising 
and various other ways of marketing the business better 
online. We’re already having good success with one of 
our recent products, Squid Soap, that has grown our 
Facebook following quite rapidly. The Growth Hub really is 
a wealth of expertise and advice.”

What’s next?

“We’ve just launched a new e-retail store called 
marketgoodness.com and we’re launching several brands 
into major UK retailers, including Boots and Holland & Barrett 
– and expanding our export into China and the US. Even 
though we’re a start-up, we’re very experienced in export, 
so it goes to show that The Growth Hub isn’t just for new 
businesses. You never stop learning, there are always things 
you need to ask and The Growth Hub is the perfect place to 
get the answers, advice and guidance that you need.”

Solutions for growth

“We knew The Growth Hub had a number of funding 
options and contacts available. At our first meeting with 
Sarah Gregg, our Business Guide at The Growth Hub, we 
all sat down and discussed what Happerley was about, we 
explained to Sarah what we did and went through all of 
the opportunities that were available to us.

“Sarah took us through our best options; Innovation 
Vouchers and the SEED Programme, a University of 
Gloucestershire funding pot supported by the Regional 
Growth Fund. After the meeting, she continued to send 
us more options and advice on other types of funding. 
Throughout the application process, she was involved 
in making sure that we were submitting a polished bid 
that gave us the best chance of success. We’d fill it out, 
Sarah would point out weaker areas and together we 
would improve it. In the end, we secured £87,000 from 
SEED, which will help create 10 new jobs. Now we’re in our 
second stage of our application, for innovation funding. 
Again, Sarah is by our side.”

What’s next?

“We’re still in contact with The Growth Hub pretty much 
every week. At the moment we’re in talks with a number 
of investors, seeking investment to enable us to start 
spending money on software. The Growth Hub has put us 
in touch with a number of potential investors and they’re 
helping us apply for further funding.

“We’ve also engaged with the ‘Make It’ programme through 
the University of Gloucestershire. We’re taking on two 
students for work experience, which is a great way for us to 
get some young, fresh ideas coming into the business.”
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