Background:
Worcestershire is a county that is open for business. Working together the Worcestershire Local Enterprise
Partnership, Worcestershire County Council, the six local district councils, the Herefordshire &
Worcestershire Chamber of Commerce, along with private and public sector partners, share the ambition
to attract people to live in Worcestershire, invest in Worcestershire and to visit Worcestershire.

Activity to date includes:

Moving forward
1. Setting the Goals:
Why do we want to raise Worcs profile
Who do we want to target
What will success look like

4. Building the Evidence:
Proof points (built on robust research)
Audience insight
Qualitative feedback

2. Knowledge Sharing:
What activity is already underway
Lessons learnt from past campaigns
Industry/sector insight

5. Creating the Narrative:
Consistent key messages
Content planning
Brand and campaign development

3. Collaborating with others:
How are we going to get buy in
What are the common benefits
How do we keep up the momentum

6. Telling Our Story:
Campaign delivery
Development of ambassador networks
The creation of thought leaders

Setting the Goals
Getting the right people in the room at the same time gives us the opportunity to develop a clear focus for
what we want to achieve; agree the target audiences and confirm how success is going to be measured.
From this we will:





Develop evidence-based proof points
Agree target audiences
Establish campaign advocates
Identify our champions

Led by Mark Stansfeld attendees from Worcestershire County Council could include:






Simon Geraghty – Leader of the Council
Paul Robinson – Chief Executive
Nigel Hudson – Head of Strategic Infrastructure and Economy
Keith Beech – Head of Communications
Rob Morris – Market Management and Research Manager

Results will depend largely on how effectively we identify and then target key audiences. There will be a
number of audiences that we want to reach with our messages. The range of digital and traditional
channels that we have at our disposal enables us to segment our activity with bespoke content.
Expert insight and robust research will shape our proof points and feed the content which we create.
A key audience for us, like many others, will be THE MILLENNIALS

Millennials:
Millennials are the generation that reached adulthood in the early 21st century.
Dates vary depending on where you look but typically millennials were born between the early 1980s and
the late 1990s. Millennials are now aged in their 20s and their 30s.
Millennials are the first generation born after the internet was invented. They are tech savvy and have
been active on social media from the time they were given their first digital device.
Work/life balance is a key driver for them: (KPMG 2017)

Talking to and effectively engaging with millennials from inside and outside of Worcestershire will play an
essential part in how we build the evidence that will shape our campaign development.

A Compelling Vision:
We’re not starting from scratch. Worcestershire has a great deal to offer:

Next Steps:
Getting the right people in the room at the same time gives us the opportunity to develop a clear focus for what
we want to achieve; agree the target audiences and confirm how success is going to be measured.
From that initial meeting a small group of ‘campaign drivers’, led by Mark Stansfeld, can be established to move
forward, assign tasks, monitor progress and importantly keep up the momentum towards launch.








April / May - Goal setting
May
- Desktop Research (WCC Research)
June
- Proof points and key messages
June
- Collaborative workshop
July/August - Campaign development
September - Campaign launch

