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EAST OF ENGLAND TRAIN TO GAIN MARKETING PLAN 2007-08
This marketing and communications plan has been developed to assist the East of England in reaching the targets set for Train to Gain. The marketing and communications activity in this plan is made up from both tried and tested activities that have proved to be successful on 2006-07 and also proposed activities that will help raise awareness of Train to Gain throughout the region, spreading the messages to new audiences in our target market. 
Requirements from National Marketing
As with 2006-07, it is essential that the Train to Gain national marketing activity provides a strong basis on which we can build the regional campaign. We rely on the national marketing activity to provide the higher level marketing activity such as TV, national radio and national press advertising. Once the messages are distributed via the national media, we can then use the regional media to spread these messages throughout the region. We have recently been working with Mindshare to achieve this and we plan to build on this relationship in 2007-08. 

Mindshare have arranged for the current national advertising campaign to be booked into the following regional and local press and radio and we are keen for this to be replicated with future national marketing campaigns. (It has recently been confirmed that regional radio on the below stations has been booked to promote TtG as part of the skills campaign w/c 16th July. Campaign dates are in the document entitled ‘Train to Gain Marketing Campaign Timings’ which you will have received with this document.)
Press:





Radio:

	Luton & Dunstable Herald & Post
	
	Star Radio in Cambridge  

	Luton On Sunday
	
	Q103  

	Essex Chronicle
	
	Dream 107.7 FM 

	Essex County Standard
	
	SGR Colchester  

	Colchester Evening Gazette
	
	Dream 100  

	Basildon & Southend Evening Echo
	
	Classic Gold Luton (828)  

	Eastern Daily Press
	
	Kiss East  

	Great Yarmouth Mercury
	
	Radio Broadland  

	Norwich Evening News
	
	97.6 Chiltern FM (Dunstable/Luton)  

	Peterborough Evening Telegraph
	
	SGR FM  

	Peterborough Herald & Post
	
	Classic Gold Amber Total  

	East Anglian Daily Times
	
	102.7 Hereward FM  

	Ipswich Evening Star
	
	Classic Gold Peterborough (1332 )  

	Bury Free Press
	
	Lite FM  

	St Albans Observer
	
	Classic Gold Essex (1359/1431)  

	Herts Advertiser Series
	
	Essex FM (inc Ten 17 FM)  

	Cambridge Evening News
	
	Hertbeat FM 

	Town Crier Series
	
	Mercury FM (Herts) 

	Huntingdon/St Ives/St Neots News
	
	Star Radio in Cambridge  

	The Hunts Post
	
	

	Bedford Times & Citizen
	
	

	Bedfordshire On Sunday
	
	


With future Train to Gain national campaigns, we would also be interested to find out how successful the outdoor advertising was in the regions that piloted it and, if appropriate, replicate this activity in the East of England.

Regional Marketing

The Regional Train to Gain Marketing Plan underpins the East of England Learning and Skills Council’s priorities as set out in the Regional Commissioning Plan 2007/08. The Regional TtG Marketing Plan aims to contribute towards the achievement of Priority 1 and Priority 2 of the Regional Commissioning Plan. 
One of the goals of the TtG Regional Marketing Plan is to strengthen the partnership with employers, in particular with the middle and large businesses which employ 75% of the region’s workforce. In addition to this, the plan aims to support the colleges and providers to increase the volume of people achieving their first full Level 2 qualification and also to link into Skills for Life programmes, offering Skills for Life qualifications when appropriate.

The plan also aims to support the objectives set within the Regional Commissioning Plan, which are: 

· to decrease the percentage of adults without a full Level 2, or above, from 37% to 34%
· to decrease the percentage of adults without the Level 3 from 58% to 55%
· to increase the number of adults in the East of England who have literacy or numeracy skills by 15,7000 - first Skills for Life achievement at entry Level 3, Level 1 and Level 2 and
· to target the skills necessary to support employers in the region, with a particular focus on the seven priority sectors and on higher level skills. 
Activities
Employer Engagement Local Area Activity

The strategic direction for employer engagement activity in the East of England has been agreed in that we will segment the market for engagement and establish local employment and skills boards where they add value. The market segmentation exercise is now nearing completion. We have identified the top employers in the region, removed those that can easily be identified as employing over 5000 people (for NES), split the list into public and private sector and divided the employers into counties.

The segmentation exercise now moves to identifying leads to engage with these employers. We will begin identifying the most appropriate marketing for these employers in conjunction with the leads in order to achieve greater penetration and link in to the skills campaign and skills pledge.


This relationship requires LSC staff to develop one to one relationships with major employers in their areas drawn from the list of top employers. It is proposed that ADs identify how many and which employers they wish to engage with. In conjunction with this, relationships at an area level will be further developed with local Chambers of Commerce. 

Proposed Activities

The Train to Gain marketing plan will support this activity by assisting ADs in their relationship building with the top employers. We plan to develop attention grabbing mailers and information packs which can be sent to the top 100 employers, which can be followed up by the Area Directors. 

Timing

August – November 2007 (this is tbc by RLT).

Employer Engagement Joint Provider Activity

Linking into the above activity, this will involve working with the 8 colleges in the region that are involved in the regional LID employer engagement project, helping us and the colleges achieve direct contact with the employers in our key sectors across the East of England. 
Proposed Activities

We will work closely with West Suffolk College, the lead college on the project, and this work will then link into the other colleges - Colchester Institute; City College Norwich; Cambridge Regional College; West Hertfordshire College; South East Essex College; North Hertfordshire College and Bedford College.
We plan to run a series of networking events across the region, held at colleges / training providers and overseen by A:Live Communication. These events will build on the networking events that are currently being organised by EEBC and TCHC, with employers from key sectors invited to learn more about TtG. College Principals, LSC Area Directors and Skills Brokers will present information on Train to Gain and skills brokers will also be involved and available to answer questions on the day. Employers who are already signed up to TtG will also be involved, so new employers can see how the programme works. 

Timing

Starting in September 2007.

Chamber events

Following on from the joint marketing activity with the Chambers (details of this activity can be found in Annex A), we would like to continue this work by attending the Chambers’ key business events, giving the Area Directors a chance to promote Train to Gain. The work with the chambers will also tie into the top 100 companies that we are targeting, looking at those who are Chamber members. Brokerage organisations could also have stands at the events, giving businesses a chance to speak to a skills broker on-the-spot. 
Proposed Activities

We will look to support 3 or 4 events with each chamber, using the chamber mailing lists to invite employers. The brokerage organisations will work together to develop and deliver the activity. 
This will also link into the other business events we plan to attend. 
Timing

Throughout 2007/08, linking in with the current Chamber activity.

Provider support

Proposed Activities

A variety of support is proposed including:

- ‘How to’ packs for providers. We would like to expand our marketing support for providers following the feedback and enquiries we receive on marketing. Although guide documents have been circulated to providers to make it easier for them to access and use the campaign resources branding website, providers still need extra support when it comes to ‘selling’ Train to Gain. The ‘how to’ packs will give providers marketing tips and guides to running events, printing materials and generally promoting Train to Gain.

- Printed materials. We would like to provide training providers and partners with TtG materials to use at events and when marketing Train to Gain. This will help us ensure that Train to Gain materials follow brand guidelines and it will also minimise the amount of materials that colleges are having to produce themselves to promote TtG. We can ask providers what would work best for them and provide folders or templates that they can add their info to.

- Provider proposals. Providers will be encouraged to submit proposals for small networking events that the LSC will fund. Evaluations and results of these events will be collated to show what activity has been held by providers over the year.

- Provider telemarketing. Using the providers’ existing databases of local businesses, call businesses and arrange appointments for businesses to meet with providers / skills brokers. Providers needing / able to act upon this extra support will need to be identified. 
Information will also be fed to providers via the provider networking events attended by Glen Moore. 

Timing

Throughout 2007/08. 

Employer ‘quick wins’

Proposed Activities 
Activity will be planned around the announcement of new policies within target sectors that require staff to achieve a Level 2 qualification as part of their job e.g. the DfES requiring staff to have a Level 2 qualification. The LSC press and publicity officer and the regional PR agency could be asked to monitor announcements of this kind so we can act quickly when new legislation is announced.

Also, we would like to replicate some of the activity other regions have run such as the schools leaflet aimed at school support staff which was run in the North East. HR directors at the Councils and health authorities can also be targeted, such as Norfolk County Council, Norwich City Council and the health authorities.

Messages will tie into the Skills Campaign and also the Skills Pledge.

Timing

Timing will depend on any new legislation that is issued. Other general ‘quick win’ mailers can be sent at any time.

Media buying

The national Skills Campaign (of which Train to Gain will provide the employer element) starts on 16th July 2007, with national radio, press and TV advertising. We also have nationally booked local radio advertising in the East of England, starting on 16th July. This will be supported by additional media in the East of England, in the form of radio, press and online advertising.

Proposed Activities

We have met with our media buying agency to discuss a media buying strategy that will compliment the national activity and we are currently planning radio and press activity to cover the period from September to December 2007 and January - April 2008 when the national campaign stops. We are also looking into online and email advertising that can be planned to geographically target our audience and also reach specific audiences in specific sectors and businesses. 

Timing

September – December 2007 and January – April 2008.
Direct Mail

We plan to run another direct mail campaign, following on from the postcards and incentive leaflets mailed to SME employers in 2006/07. 

Proposed Activities

Activity could consist of all, or a mixture of the following:

- TtG packs or incentive mailers sent to the top 100 / largest employers in the region. These will only be sent to the main businesses (MDs and HR Managers)  that we would like to target, and the packs / mailers will be made to stand out and be noticed. Follow up calls will be made by Area Directors, to arrange meetings with these key businesses to discuss the benefits of TtG. 

- Direct Mail. We will then mail businesses across the region, using the data bought by size of business, mailing the next largest businesses across the region. Telemarketing will be used, with follow up calls made to those who have received the mailers.

Timing

Timing of this activity will fit in with the next phase of the national marketing activity which begins in July 2007, with mailers sent in September, after the national advertising.
Telemarketing

In 2006/07, we supported the DM activity with 8 weeks of follow up calls to those who have received the mailers, made by the regional call centre. This was at a cost of 35k and results so far have been fantastic, with up too 100 skills broker appointments booked every week as a result of the follow up calls. 

Proposed Activities

We would like to continue this success with telemarketing throughout 2007/08, to follow up the direct mail campaigns. We would also like to establish ourselves as the leader in Train to Gain telemarketing, ensuring that there is no overlap between the telemarketing we are conducting and the telemarketing that is being arranged by the providers. We have also had discussions with the brokerage organisations, who have agreed to monitor the progress of the leads from the marketing campaigns such as the direct mails and also the telemarketing, to enable us to evaluate the effectiveness of the telemarketing more efficiently.
Timing

The telemarketing will be planned to follow on from the direct mail campaigns, making follow up calls to those who have received mailers. 

Roadshow
The TtG roadshow ran for four days from 23rd April 2007 in four of the six areas in the East of England. Branded smart cars and promotional teams visited industrial estates and town centres, spending a day in each area, and the roadshow was also supported by advertorials in the local press. The East of England brokerage organisations arranged for Skills Brokers to attend the tour so they were available if businesses wanted someone to speak to on-the-spot. 
We would like to run another roadshow in 2007/08, taking advantage of the cost savings that can be made as much of the set-up costs were covered in 2006/07. Therefore, we can now plan to run a six week roadshow, spending a week in each of the six areas in the East of England. 

Proposed Activities

The roadshow will run for six weeks across the East of England, with a week in each of the areas – Bedfordshire and Luton, Cambridgeshire, Essex, Hertfordshire, Norfolk and Suffolk. Businesses visited will be chosen by industry sector and location and promotional teams will make appointments with the businesses and collate leads for Train to Gain Skills Brokers. There will be two teams of two promotional staff working strategically across the region. The teams will be fully briefed and trained and they will be required to commit to the entire campaign to ensure consistency. The teams will travel to businesses in the branded Smart cars, wearing branded clothing and distributing promotional literature. To ensure that as many of the target areas are covered and to provide a concentrated ‘hit’, the teams will work the same county at the same time. We will also ensure that all Skills Brokers are kept informed of activity and are committed to meeting the appointments made by the promotional team. 
Timing
September and October 2007.
PR

As in 2006/07, we would like to continue working with our current Train to Gain PR agency, Band and Brown, to PR Train to Gain across the region, highlighting the campaign’s key messages and including case studies relevant to the particular areas and sectors. The agency will aim for quality, creative features and coverage rather than issuing generic stories across the region which are much less likely to be picked up.

Proposed Activity

· General Train to Gain PR - drip feed Train to Gain stories to the local press across the region throughout 2007/08, securing Train to Gain coverage in the local press and also into trade publications
· Job Swap features – Working with a variety of media partners, Band and Brown will organise for employers and employees in the target sectors to swap jobs for a day, giving both an insight into each others’ roles (tailored to each county)
· Train to Gain milestones – Press Releases will be sent out to generate coverage on Train to Gain reaching certain targets or employees achieving new qualifications etc

· Business features – A series of features will be developed, to target the key titles in each county. Each will place Train to Gain as the ideal solution to a business issue
· Piggy-back on national PR – Band and Brown will work with Hill & Knowlton when it is possible to find a local angle on a national story
· Press cuttings service – Train to Gain coverage will be picked up by the general LSC media monitoring service provided by Band and Brown for the East of England
Timing

The above activity will run throughout 2007/08, with the agency working 2 days a month on Train to Gain. This will provide us with one case study and one PR’d feature (such as those suggested above) per month. 
Partner and Brokerage Marketing

Throughout 2006-07, we have also supported the marketing activity carried out by our brokerage organisations and also by partner organisations such as the Chamber of Commerce. We have funded PR and marketing activity carried out by the brokerages such as advertorials, the production of case studies, advertorials and also the production of information packs and materials for the skills brokers to use. 

We are fortunate in the East of England as we have very proactive brokerage organisations who are keen to promote TtG, and if we could help them further with budgets, they could become a valuable extension to our busy marcomms team, enabling us to organise further marketing activity via their organisations.
Proposed Activity

Financial support for the brokerages to advertise Train to Gain via local press and advertising routes, with more targeted advertising in growth areas and particular sectors they are keen to build a relationship with on a more local level. 
Timing

This activity would go ahead as and when needed and as and when opportunities arise throughout 2007/08. However, brokerages would be asked to submit a plan at the beginning of the period so we can ensure their planned activity works inline with the LSC TtG marketing plan.
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