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EXECUTIVE SUMMARY

The following infographic captures the key headlines.
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Funded by Innovate UK (IUK) and the European Regional
Development Fund (ERDF), the Innovate 2 Succeed (I12S) project
provides tailored support to innovative small to medium sized
enterprises (SMEs). 12S covers the Local Enterprise Partnership
(LEP) areas of Hertfordshire and Greater Cambridge Greater
Peterborough (GCGP"). This is the final evaluation for Exemplas
Ltd who deliver this pilot initiative.

HEADLINES

The headlines from the company survey were as follows:

e 95% of companies who took part in the project were either ‘Very Satisfied’ or ‘Satisfied’
with it.

e 88% of I12S participants believe that the project has definitely, very probably or possibly
helped them in some way to overcome the barriers they faced against a target 50%.

e Over half of participants believe they have or will at a future date ‘Increase efficiency and
reduce costs’ (52%).

e A noticeable decline in the innovation barriers faced before and after the project.

Early observations against each objective are as follows:
Objective 1: Improved Innovation Management Capacity

There is good progress against Objective 1 (Improved Innovation Management Capacity). The business
survey shows that 70% companies who took part in the project believe their company's approach to
innovation has improved (see Chapter 3). This exceeds the project team'’s target of 50%. The number of
out-referrals suggests that the project has been able to increase business engagement in accessing EU and
national grant funding (the case studies and stakeholder interviews confirm this). In terms of improving
SMEs" access to finance and resource efficiency there is less clear progress. The former remains an
innovation barrier for many and only under a quarter of businesses can cite resource efficiency
improvements to date. That's said there is evidence that over half the firms consulted have increased
efficiency or reduced costs or will do at a future date.

Objective 2: Helping Overcome Significant Barriers to Innovation and the Commercialisation of
New Ideas

In terms of Objective 2 (Helping Overcome Significant Barriers to Innovation and the Commercialisation of
New Ideas) the survey shows that firms are overcoming many, but not all, barriers to innovation. Funding
and lack of time remain stubbornly high. Looking at other barriers the highest percentage decrease was for
'lack of organisational prioritisation’ (-61%), ‘ideas not developed enough’ (-57%), plus ‘technical constraints’
(-55%) and 'lack of knowledge for markets’ (-50%).

1 GCGP LEP is now the Cambridge & Peterborough Combined Authority (since April 2018)
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Objective 3: Speeding Up the Routes to Market

Objective 3 aims to increase the speed at which new products, processes or services can be developed and
brought to market by participating SMEs. It is therefore encouraging that most respondents (78%) reported
time and scale additionality in relation to innovation benefits experienced, that is, 12S has help them to
speed up and increase the level of benefits achieved.

Objective 4: Successful Commercialisation

In terms of Objective 4 (Successful Commercialisation), Chapter 3 indicates the noticeable difference in
ratings of how close products/services were to market before, and after, working with 12S. The average
rating for closeness to market (on a scale of one to ten where one is low) has almost doubled from 3.68 to
74.

PROJECT SUMMARY, OBJECTIVES AND RATIONALE

The overall aim of 12S is to increase the effectiveness in generating and commercially exploiting new
products and services from high growth, innovative SMEs, as well as those showing innovation potential, but
facing barriers to innovative performance. It prioritises SMEs in the Hertfordshire and GCGP LEP priority
sectors (see Section 1.1).

The objectives of the project are as follows.

e Objective 1 — Improved innovation management capacity and assisting 300 participating SMEs to
manage the innovation process.

e Objective 2 — Helping overcome significant barriers to innovation and the commercialisation of new
ideas.

e Objective 3 — Speeding up the routes to market.

e Objective 4 — Successful commercialisation.

The project's rationale is to encourage (a) more innovation across a broader range of sectors, (b) more of
that innovation to be captured and commercialised locally, and (c) businesses to navigate the challenges of
surviving the steps towards and including commercialisation.

Following an in-depth needs analysis and jointly developed action plan, businesses are offered a bespoke
package of up to seven days support. This is designed to embed innovation management capability within
the company. This project forms part of a programme being delivered across 13 pilot LEP areas as part of
IUK agenda to increase and enhance innovation management capacity in the UK's small businesses. The
customer journey is described in Section 1.4.

STUDY AIMS AND APPROACH

Section 1.5 of the report summarises the aims of the evaluation. These include a robust assessment of
progress towards its objectives; a review of its rationale and strategic fit; a quantitative impact evaluation of
performance and a review of project delivery and administration. This final evaluation includes an
assessment of value for money. The research involved a desk review of the project’s strategic context,
documentation and performance (see Chapter 2.0).

A consultation programme was undertaken with key stakeholders (See Annex Two for a list of those
consulted). A workshop was also undertaken with 12S advisors in September 2017 and there was a
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Management Committee Discussion (December 2018) and Advisor Team meeting (December 2018). A
telephone survey was undertaken with 103 participants and 27 companies who did not proceed (this was
agreed to offer the most useful counterfactual intelligence). These were done in two cohorts in 2017 and
2019. The survey included both qualitative and quantitative findings to gain a unique insight into the added
value and innovation and wider benefits of the project. It explored the degree to which business investment
has stimulated wider innovation benefits such as the generation and exploitation of ideas. The survey
results were presented to the 12S Management Committee in October 2017 and again in March 2019. Eight
case studies were undertaken (these appear throughout).

GEOGRAPHICAL, SECTORAL AND STRATEGIC CONTEXT

Section 1.7 of the report notes that the project area covers a diverse geography embracing growth
corridors, and rural and urban areas. There are some similarities between the two LEP areas in sectoral
terms with roots in defence, aerospace and automotive industries. Hertfordshire has strengths in life
sciences, advanced manufacturing and engineering and professional, banking and finance sectors. The
GCGP area is known for its global expertise in cutting edge research and advanced manufacturing, bio-
tech/medical industries, life sciences, and clean-tech technology as well as being home to one of the best-
known universities in the world.

12S was developed by the EEN, originally the service was called Enhancing Innovation Management Capacity
(EIMC). EEN is funded by Innovate UK (40%) and COSME? (60%). H2020 funding was subsequently secured
to deliver a limited number of I2S/EMIC interventions. Following the success of the H2020 12S service it was
agreed that there was sufficient demand to expand it, so ERDF funding was applied for in 13 LEP areas. Ten
of the LEP areas went forward to full ERDF programmes the remaining three did go forward but without
ERDF funding; only the IUK funding.

12S fits with the objectives of the ERDF Operational Programme Priority Axis 1 (PAT), which aims to increase
the number of SMEs engaged in collaborative research and innovation, and the IUK Delivery Plan which
highlights how IUK has been working with companies to de-risk, enable and support innovation (p2). The
GCGP Priority Axis 1 call (under which the ERDF funding was drawn down) explains how important
innovation and technology businesses are within the GCGP area and the extent to which the area is
recognised nationally and within the European Union as a centre for innovation. The project has potential to
reinforce the long-term commitment to raise the R&D intensity of the economy, as articulated in the Final
Report of the Industrial Strategy Commission (November 2017) and inform the thinking around the new UK
Research and Innovation (UKRI) agency. A ‘new emphasis on demand-led initiatives' (p43) positions 12S well
for any new business facing activity led by the new UKRI agency.

The project supports relevant objectives in the LEPs' European Structural Investment Frameworks (ESIF)
Strategies. In Hertfordshire it aligns closely to Thematic Objective 1 ‘Strengthening Research, Technological
Development and Innovation’. The Strategy recognises that innovation takes place within an ecosystem
much wider that a simple support service, and concludes, ‘there is a growing need to look at the whole
innovation value chain and support innovation in services and the creative industries and to reflect emerging
trends in open and user led innovation.”

2 EU programme for the Competitiveness of Enterprises and Small and Medium-sized Enterprises (SMEs). It runs from
2014 to 2020.
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The GCGP ESIF notes (p9) that whilst its diverse economic base provides a strong platform for growth, it
could be significantly accelerated with more innovation a) across a broader range of sectors makes it to
commercialisation, and b) is captured and commercialised locally and within the UK rather than abroad.

PERFORMANCE

Telemarketing has been the key channel for client engagement leads but other channels such as advisor
generated and partner referrals (including collaborative events) have built momentum. These latter
channels have produced better-quality leads, with conversion rates increasing as Innovation Advisors
became increasingly skilled at selling the project, more often through sharing project experience. There is a
good mix of ‘clients signed up’ with companies covering many high value sectors. Analysis of the data
shows that those clients who signed up clearly represented a more equal societal representation.

In terms of outgoing referrals there are good links to areas where Exemplas has a delivery role or expertise
(Get Growing, Department of International Trade (DIT), EEN) and both growth hubs feature strongly. All
outputs have been overachieved with an exceptional performance on C28 (New Products/Services to
Market). Marketing activity, channels and content are currently focusing on brand awareness and
showcasing of the 12S project and its impacts. Overall, there are no major areas of concern or significant
barriers to 12S achieving its operational and contracted performance objectives.

BUSINESS SURVEY

The business survey found an increasing propensity to innovate amongst the 125 cohort and tangible
improvements being adopted in approaches to innovation. There was evidence of firms’ overcoming key
barriers such as risk of failure and having ideas that are not developed enough. High levels of reported
additionality®> are encouraging, and the businesses consulted reported significant time and scale
additionality. There are demonstrable improvements in bringing products to market and high ratings for
the professionalism and the knowledge of the advisors.

PROJECT DELIVERY

There are several aspects that have worked particularly well including the delivery model that was fit for
purpose. The programme’s local reputation was strong. The high calibre of advisors is a key success factor.
Business liked the ‘deep dive’ nature of the intervention, the delivery process and the programme’s scale
and duration. Exemplas has a diverse toolkit to work with businesses. Clients liked the programme’s
flexibility and fact they were able to revisit and fine-tune their plans. This was matched by a willingness
amongst advisors to learn, refine and adapt their approach. The project was well managed by a competent
and experienced team. Partnership working and incoming and outgoing referrals worked well and has
improved over the duration of the project, particularly with other programmes managed and delivered by
Exemplas. The filtering of leads generally worked well and the team has done a good job of gauging
commitment and innovative potential.

The key barriers and constraints included the reporting procedures which were unnecessarily convoluted.
Exemplas initially had to bank roll 12S and felt it was squeezed somewhat on its overhead to deliver the
programme. Getting the right calibre of advisors was a challenge given the pull of the London market and

3 Additionality refers to the extent to which an activity (and associated outputs, outcomes and impacts) is larger in scale,
at a higher quality, takes place quicker, takes place at a different location, or takes place at all as a result of intervention.
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mix of skills and experience required. The rigid application of ‘undertakings in difficulties’ state aid
regulation meant the team were turning away some potentially innovative fast-growing companies which
seemed counterintuitive on an innovation programme. More visible marketing of IUK 12S brand would have
helped the promotion of the project and perhaps generated further high-quality leads. It was felt the
programme could have higher visibility with IUK generally.

Several project enhancements were suggested. Follow-on support could be improved including further
follow up visits and the identification of funding and support opportunities. It would be possible to
streamline paperwork and review the effectiveness of the toolkits currently being used matching them more
closely to the emerging objectives of the new programme. The Strategic Advisory Group would like to see
a more systematic referral system and attendance at complementary programme meetings. There was
scope to build on local professional networks. Finally, stakeholders would like to raise the currency and
kudos of the programme and there are plans to exploit digital media channels more explicitly.

FINAL CONCLUSIONS OF PERFORMANCE AGAINST OBJECTIVES

Final observations against each programme objective are as follows:
Objective 1: Improved Innovation Management Capacity

There is good progress towards Objective 1 (Improved Innovation Management Capacity). The business
survey shows that 76% companies who took part in the project believe their company’s approach to
innovation has improved (see Chapter 3). This exceeds the project team'’s target of 50%. The number of
out-referrals suggests that the project has been able to increase business engagement in accessing EU and
national grant funding (the case studies and stakeholder interviews confirm this). In terms of improving
SMEs" access to finance and resource efficiency there is mixed progress. Funding remains an innovation
barrier for many and just over half of participants believe they have or will at a future date ‘Increase
efficiency and reduce costs’ (52%). UK have recognised this and are investing in further CPD for all advisers
to build knowledge and expertise in this area across the EEN as part of the 12S extension programme.

Objective 2: Helping Overcome Significant Barriers to Innovation and the Commercialisation of
New Ideas

In terms of Objective 2 (Helping Overcome Significant Barriers to Innovation and the Commercialisation of
New Ideas) the survey shows that firms are overcoming many, but not all, barriers to innovation. Funding
and lack of time remain stubbornly high. Looking at other barriers the highest percentage decrease was for
'lack of organisational prioritisation’ (-61%), ‘ideas not developed enough’ (-57%), plus ‘technical constraints’
(-55%) and 'lack of knowledge for markets’ (-50%).

Objective 3: Speeding Up the Routes to Market

Objective 3 aims to increase the speed at which new products, processes or services can be developed and
brought to market by participating SMEs. It is therefore encouraging that most respondents (95%) reported
time and scale additionality in relation to innovation benefits experienced, that is, 12S has help them to
speed up and increase the level of benefits achieved.
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Objective 4: Successful Commercialisation

In terms of Objective 4 (Successful Commercialisation) Chapter 3 indicates the noticeable difference in
ratings of how close products/services were to market before, and after, working with 12S. The average
rating for closeness to market (on a scale of one to ten where one is low) has over doubled from 3.6 to 7.4.

Innovation Advisors and stakeholders are confident 12S has met its objectives, as evidenced in the final
programme reports and client feedback. Advisors felt they had a good mix of companies in priority sectors.
An IUK funded extension for three years has just been confirmed. The following recommendations are
designed with this in mind.

FINAL RECOMMENDATIONS

For the next iteration of 12S Exemplas may wish to consider:

. Incentivising more advisor generated leads.
Il.  Disseminating the evaluation findings.
M. Implementing process and administrative refinements freeing up more delivery time including the
automation of checks and new simplified documentation to replace the current case file.

IV.  Identifying additional funding for businesses to take forward identified actions.

V. Using of alumni and word of mouth recommendations to generate new high-quality leads.

VI Implementing strong referral protocols with partner programmes and the professional community.
VIl Further enhancing the identity and profile of the programme.
VIl Exploiting policy opportunities for innovation activity including the Shared Prosperity Fund.

IX. Potential programme flexibilities relating to the intensity and nature of support.

X. Addressing the 12S Task and Finish Recommendations on the new emphasis of the programme
with needs analysis and tools tailored to the target 'life stage persona’/client maturity.

XI.  Offering appropriate advisor training and CPD to achieve the above.

XIl. Forge links with new innovation tailored products related to access to finance and scale-ups.
Xll. Digitising economic impacts’ intelligence including current and anticipated new jobs.
LESSONS

LESSONS FOR EXEMPLAS

. Telesales is only part of the solution and costly so you need to be clear on expectations. Advisor
generated leads result in better conversion rates.
Il The filtering of leads and peer review has improved the quality of businesses supported.
. Getting advisors to talk to each other is important for cross referral and sharing expertise.

V. Process and administrative refinements such as automation of checks frees up more delivery time.
V. Businesses would welcome funding to take forward identified actions.
VI.  The use of alumni and client recommendations exploiting the potential of company contacts is
desirable and would improve the number of word of mouth referrals.
VIl Internal collaboration is essential from the bid writing stage through to delivery.
VIIl. - Think about how projects might link together seamlessly and complement each other.

IX.  Thereis a need to review the case file and tools to reflect the changing shape of the programme in
light of the 12S Task and Finish Recommendations.
X. A central function offers independent management and control validating and verifying decisions.
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XI.

Holding firm in terms of recruiting the right calibre and quality of advisor has been beneficial.

LESSONS FOR THOSE MANAGING SIMILAR PROJECTS

VII.

A strong and large team with depth of knowledge has helped 125 overachieve its targets. Holding
firm on recruitment has paid dividends.

In terms of project set-up invest early on having a separate central resource and developing robust
and consistent processes.

There is an appetite to hear success stories including case studies via various digital channels.

At the bid writing stage consider how complementary projects might link together.

Strong management, robust processes and longevity of the intervention worked well.

It takes time to establish a strong referral network. Forge strong links with your local growth hub
preferably through co-location and close advisor contact.

Current beneficiaries can generate new referrals through word of mouth.

LESSONS FOR POLICY MAKERS

VI

Consider how the 12S extension could adopt more flexibilities for instance in relation to the length
of support or in terms of streamlining the administrative requirements.

Find a future role for 12S or complementary innovation within emerging Industrial Strategy and
Shared Prosperity Fund.

The adoption of a stronger national profile and identity is needed for pilots like 125 to increase
awareness and generate leads.

The ‘undertakings in difficulties rule’ is hard to apply in an innovation context — consider UK
flexibilities.

Consider funding changes post Brexit such as the refinement of procedures and more reasonable
programme delivery overheads.

Consider new innovation measures in addition to product development for instance around
innovation capacity, access to finance, or progress towards commercialisation.

Finally the broad categories of what companies wanted or were prioritising were as follows:

Funding/investors for product development (18% of comments).

Assistance in market and export development and new customers post Brexit (33%).
Assistance with scaling up — staff, marketing, new technologies (18%).

Support to progress in the next stage in product development (19%).

Business management organisation and systems (12%).
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1. OVERVIEW AND CONTEXT

This is the final report of the I2S Project by Kada Research

Limited in association with the Innovation Partnership. Covering
the LEP areas of Hertfordshire and Cambridge & Peterborough
Combined Authority, the IUK and ERDF funded 12S programme,
provides tailored support to innovative SMEs.

1.1. BACKGROUND

The 12S helps SMEs to enhance their innovation management capability, resulting in increased effectiveness
in generating and commercially exploiting their ideas. This improved capability will, it was anticipated,
provide long-term benefits to the SME and local economies.

Beneficiaries undergo an in-depth needs assessment of their business by an Innovation Adviser and a
bespoke package of coaching support is subsequently designed and delivered to embed innovation
management capabilities.

SMEs are entitled to up to seven days free support. It is envisaged they will gain innovation management
capacity early on in the process from point of the initial strategic analysis. Support will typically be delivered
at the SME’'s own premises. This activity forms part of a programme being delivered across 13 pilot LEP
areas as part of Innovate UK's (IUK) agenda to increase and enhance innovation management capacity in
UK’s small businesses.

1.2. PROGRAMME OBJECTIVES

The overall aim of 12S is to increase the effectiveness in generating and commercially exploiting ideas of
high growth, innovative SMEs, as well as those showing innovation potential but facing barriers to innovative
performance in the two LEP areas (Hertfordshire and Greater Cambridge Greater Peterborough). It
prioritises SMEs in the LEP target sectors including life sciences, bio-medical, high value engineering and
manufacturing, information and communications technologies, creative industries, carbon and
environmental goods, financial and business services and high-end logistics. Innovative companies working
in other sectors can apply. The objectives are as follows.

OBJECTIVE 1 — IMPROVING INNOVATION MANAGEMENT CAPACITY

The objective is to assist 300 participating SMEs to manage the innovation process. 12S will encourage
investment in research and innovation and in product and service development and Innovation Advisers
will:

e Provide relevant, professional advisory services.

e Increase business engagement in accessing EU and national grant funding.

e Improve SMEs’ access to finance and resource efficiency.

e Focus on creating impact, in terms of market access, commercialisation, cost savings, productivity.
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|OBJECTIVE 2 - HELPING OVERCOME SIGNIFICANT BARRIERS TO INNOVATION AND THE
|COMMERCIALISATION OF NEW IDEAS

The barriers enterprises face including a lack of awareness of the benefits of investing in innovation, the cost
and uncertainty about the value to the company, lack of access to appropriate finance, and translating
knowledge into new market products and intellectual capital. This is explored in the company survey in
Chapter 3.0.

‘OBJECTIVE 3 — SPEEDING UP THE ROUTES TO MARKET

Objective three concerns increasing the speed at which new products, processes or services can be
developed and brought to market by participating SMEs.  This will be achieved by increasing their
innovation management knowledge, skills and capacity through tailored consultancy support.

‘OBJECTIVE 4 - SUCCESSFUL COMMERCIALISATION

The objective here is to achieve the successful commercialisation of new products and business processes
and initiatives. As a result of the support provided, either to bring new products to market or encouraging
the development of new business models (both recognised as needed in the LEP priorities), 90 SMEs will be
supported in each LEP area (180 outcomes) to introduce products/services new to business and 52 will be
supported to bring new products to market in each LEP area.

1.3. RATIONALE

The project’s rationale is to encourage (a) more innovation across a broader range of sectors, (b) more of
that innovation to be captured and commercialised locally and (c) businesses to navigate the challenges of
surviving to commercialisation. Stakeholders agreed that the project rationale was sound whilst recognising
that it is not possible to capture all the long-term outcomes arising from innovation activities.

" feel that the big challenge is to speed up the innovation cycle. If we can reduce costs/time to market, we
then reduce the 'valley of death' and we get more innovative outputs”. (Stakeholder)

1.4. PROJECT ACTIVITIES AND CUSTOMER JOURNEY

The customer journey for 12S is centred around understanding companies’ needs through an analysis of
their requirements and dedicated account management. The advisors check eligibility; match company
requirements to the right team resource (product/service); adopt a ‘customer first' philosophy; and follow
up including aftercare. The concept is to offer a seamless service.

In practice this means:

e SMEs will be matched to appropriate Innovation Advisers depending on their location, sector and
experience, who will further diagnose their needs and account manage them through the project.

e Innovation Advisers will undertake initial needs analysis and strategic analyses of SMEs’ innovation
management capability and will report on the innovation barriers facing the business. The
Innovation Adviser will ascertain whether the company will be suitable for 12S service and the
decision is confirmed by a peer group.

e The Innovation Adviser will remain the client's key contact and will review his or her client’s
progress. They will assess the support requirements and potential of a company. Throughout the
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journey they and/or project support staff will follow up with companies to check on outcomes
achieved.

After initial screening, each service package will comprise five key elements: needs assessment and analysis,
foundation, programme planning, implementation and review.

NEEDS ANALYSIS

Innovation Advisers (IAs) will undertake an initial needs analysis and strategic analysis of the SMEs’
innovation management capability and will report on the innovation barriers facing the business. The tool
the team of advisers will use to inform and support the detailed assessment of the SMEs’" innovation
management capacity and innovation performance is an innovation version of the High Growth
GROWTHmapper™. This tool was specifically developed for this programme. An easy to use needs
assessment in the format of a firm psychometric, it is designed to assess company strengths and weaknesses
and challenge management perceptions.

The GROWTHmapper™ online tool consists of ten questions covering ten areas* and is completed online by
the Owner Manager/MD/CEQ and up to six senior managers in typically 15-20 minutes. Two reports are
generated one for the client, one for the Innovation Advisor, to stimulate discussions at the face-to-face
interview. Detailed results, alongside the information gained directly from the interview, will then be used to
inform the foundation stage of the I12S service.

‘ FOUNDATION STAGE

The Adviser will help create a foundation for on-going innovation management by supporting the business
to examine or develop their innovation strategy and identifying key barriers/opportunity areas for
productive innovation and agree these for action at the planning stage.

‘ PROGRAMME PLANNING

The adviser will work with the business to put a plan in place to address the barriers in topics such as
management or resource development. A SMART action plan will be developed to document and address
the weaknesses, bottlenecks and opportunities, being clear about who is responsible, accountable and who
needs to be, consulted or informed so that the client and their management team are fully bought—in.

IMPLEMENTATION

The plan will be implemented via a series of business focused modules to enhance the business’s innovation
management capacity and growth potential. Support will fit the client’s needs and will be delivered by
Innovation Advisers, by specialists from within the applicant organisation or brokered out for delivery by
industry experts external to the project. Examples of service modules (not in priority order) include:

e Market understanding — an exploration of markets, resources and competition.

e Staying ahead — an exploration of how a business can foster creativity and how and from where
ideas are generated and how new ideas are documented.

e Working with others — an exploration of how well and effective their collaboration is with their
team, networks, suppliers, and customers.

4 Leadership, operations, change, people and skills, innovation, cash, marketing and sales, finance, sstrategy,
sustainability.
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Examples of expert modules include:

e People — a bespoke package assessing individuals’ skills and learning needs for business
development through innovation as well as recruitment needs, training and other CPD
programmes.

e Access to finance — exploration with the company of the alternative forms of finance available and
review as to which are most appropriate for the stage the company is at.

e Protecting ideas - review of company’s intellectual property management strategy.

e  Electronic communication - review of the company’s use and effectiveness of all forms of electronic
communication for internal purposes and external marketing including use of social media

SMEs are also signposted to specialised brokered modules outside the project in areas such as market
research, design and prototyping, etc. One area that has been received well is an Intellectual Property (IP)
strand. The Intellectual Property Office (IPO) have funded up to £2,600 of support to undertake an audit.

REVIEW

Once the client has completed the selected implementation stage modules, the adviser and the company
will complete a review of the programme and service delivery. The Innovation GROWTHmapper™
assessment will also be re-run at this point to provide a snapshot qualitative review of the impact of 125,
providing real time evaluation alongside additional added value to the client regarding next steps. This takes
place at the end of the project. Delivery may also be supplemented with small number of events or other
SME interactions such as workshops on specific subjects of common interest.

The above activities offer an in depth and tailored package of support that will equip targeted SMEs with:
the tools needed to improve their capability to manage the innovation process, to help them to translate
their knowledge into new market products and build on their intellectual capital and facilitate the transfer,
exchange and exploitation of knowledge that helps to drive the capacity to innovate. It will also introduce
them to innovation processes to internationalise and exploit knowledge-intensive services. For instance,
SMEs will be given intensive bespoke advice to help them adapt to market opportunities, forge partnerships
with firms/universities, innovate and exploit their unique selling points.

1.5. STUDY AIMS

The specific aims of the evaluation are to:

e Undertake a robust assessment of whether the project is making progress towards achieving its
objectives or not (see Section 6.1 for a summary), what has worked well and what has not, for
whom and under what circumstances (see Chapters 3 and 4).

e Assess the original rationale for the project, and whether the rationale is/is not still valid including
how it fits with current ERDF priorities and those of other local, regional and national strategies (see
Section 1.7).

e Conduct a robust quantitative impact evaluation of the project that assesses performance including:
the achievement of gross outputs and expenditure against its approved targets (see Chapter 2.0).

e Conduct a value for money assessment of the cost effectiveness in terms of input/output unit cost
ratios (see Chapter 4.0).

o Assess the effectiveness of the process of delivery including management, administrative and
delivery mechanisms and operational characteristics that have had a significant effect on the scale
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and nature of the outcomes and impacts realised through the project. This is covered in Chapter
5.0.

e Provide recommendations to improve operational delivery, beneficiaries experience and outcomes
(see Section 6.2).

1.6. STUDY APPROACH

An inception meeting was held to confirm the approach, agree the principal milestones and hear about the
development of the project giving an insight into its context and delivery and the original rationale. After
the meeting the project logic model (see Annex One) was refined to trace its impacts. The next stage of the
research involved a review of the project’s strategic context. There was a desk review of marketing and
communications materials, project documentation and IUK/ERDF targets - outputs, results and impacts (see
Chapter 2.0).

A consultation programme was undertaken with key stakeholders (See Annex Two for a list of those
consulted). A workshop was also undertaken with 12S advisors in September 2017 and there was a
Management Committee Discussion (December 2018) and Advisor Team meeting (December 2018). A topic
guide was developed covering activities, alignment and complementary activity, stakeholder relations and
legacy/sustainability. Some consultees were revisited for an update interview at the final stage to review the
interim recommendations and remaining and future priorities.

A telephone survey was undertaken with 103 participants and 27 companies who did not proceed (this was
agreed to offer the most useful counterfactual intelligence). These were done in two cohorts in 2017 and
2019. The surveys included both qualitative and quantitative findings and gain a unique insight into the
added value and innovation and wider benefits of the project. They explored the nature of support and
whether it was appropriate to their needs given the initial innovation barriers or market failures experienced.
The survey captured the extent and nature of innovation activities and the effectiveness of action planning
in stimulating innovation management capacity. It explored the degree to which business investment has
stimulated wider innovation benefits such as the generation and exploitation of ideas. The survey results
were presented to the 12S and Strategic Advisory Group Management Committee in October 2017 and
again in March 2019.

Eight case studies have also been undertaken (these appear throughout).
1.7. STRATEGIC CONTEXT

12S was developed by IUK, which offers tailored support and advice to business to innovate and grow
internationally.  Since 2015 it has been co-financed by Innovate UK and COSME — an EU programme
designed to helps businesses to access markets in the EU and beyond. Following a successful Horizon 2020
project to enhance innovation management capacity, 12S was conceived as a result of recommendations
from the H2020 Innovation Services Working Group. This group was drawn from experts from across UK
sub-regions and in close consultation with IUK. 12S, it was perceived, could roll out the H2020 concept on a
much wider basis through thirteen pilots and focus on more mature companies. Many of the H2020
companies were start-ups and it was felt under the pilot more mature firms would be better placed to
exploit new product development and commercialisation support.

12S fits the objectives of the ERDF Operational Programme Priority Axis 1 (PAT) which aims to increase the
number of SMEs engaged in collaborative research and innovation. Businesses have to be able to
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successfully manage innovation to succeed and be able to benefit from increasing investment in R&D. The
project fits this overarching aim closely as its focus is on the business aspects of taking new products or
services to market and commercialising them.

12S also meets the IUK Delivery Plan priorities which include working with companies to de-risk, enable and
support innovation (p2). The plan highlights how it is connecting businesses and helping SMEs find new
markets for their products and providing businesses with hands-on support, coaching and training to
increase their capability to innovate and grow (p10). The project fits well with the wide Enterprise Europe
Network’s service. The network offers SMEs all the services they need in one place to innovate, grow and
internationalise in one individually tailored package®.

12S also has potential to reinforce the long-term commitment to raise the R&D intensity of the economy as
articulated in the Final Report of the Industrial Strategy Commission (November 2017) and inform the

thinking around the proposed new UK Research and Innovation (UKRI) agency. The report notes that across
advanced economies the mechanisms for diffusing innovative new technologies, skills and business practices
throughout the economy are weakening, manifested in a growing divide at the firm level between
internationally competitive companies at the technological frontier, and underperforming firms (p18, citing
the OECD report The Future of Productivity (2015)). It claims, “too little emphasis has been given to the
creation of new markets for innovative technologies, and mechanisms to diffuse these innovations and
associated skills and business practices throughout the economy” (p25).

The Industrial Strategy Commission recommends that the new industrial strategy should recognise the
state’s essential role in driving technological innovation, and focus on diffusion, as much as disruption (p29)
and proposes a greater emphasis on driving the demand for innovation (p43). This ‘new emphasis on
demand-led initiatives’ (p43) positions 12S well and any new business facing activity will be led by the new
UK Research and Innovation (UKRI) agency. The new Industrial Strategy has been designed with a
comprehensive understanding of the whole R&D landscape and the relationships between its different parts.

1.8. GEOGRAPHICAL AND SECTORAL CONTEXT

There is much business diversity within the target areas from the growth corridors of the A10 and M11 to the
Hertfordshire new towns to the technology parks and villages in Cambridgeshire. The area also embraces
parts of the Fens and rural East Hertfordshire and well as harbours in Wisbech and Kings Lynn. The key
sectors are similar across the Hertfordshire and Greater Peterborough and Greater Cambridgeshire areas,
but the business dynamics are quite varied. It includes a highly innovative food industry sector, bio/pharma
companies through to packaging as well as strong manufacturing bases in Peterborough, St Neots and St
Ives. Some of the area provides the supply chain for Formula one and includes defence, aerospace and
automotive industries.

The project supports relevant objectives in the LEPs" ESIF Strategies. In Hertfordshire it aligns closely
thematic objective 1 — 'Strengthening Research, Technological Development and Innovation'. The Strategy
recognises that innovation takes place within an ecosystem much wider than a simple support service, and
concludes, “there is a growing need to look at the whole innovation value chain and support innovation in
services and the creative industries and to reflect emerging trends in open and user led innovation.” It is in
recognition of this that this project, rather than simply offering a support service, is (a) tailoring its offer to
the very specific needs of individual clients, within their own sector and existing support networks, and (b)

> Enterprise Europe Network, Strategic Vision for 2020 and beyond, EC, October 2017.
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working closely with the Growth Hubs covering the two LEP areas to ensure the development and
embedding of wider support systems and value chains.

The GCGP PAT1 call explains how important innovation and technology businesses are within the GCGP area
and the extent to which the area is recognised nationally and within the European Union as a centre for
innovation. However, it identifies three issues that are important for the growth and sustainability of this
sector within the local economy, namely:

e More innovation across a broader range of sectors.

e More of that innovation is captured and commercialised locally.

e Greater leverage (of) the value and strength of the area’s innovation base to help businesses
navigate the challenges of surviving to commercialisation.

The project also aligns with the GCGP LEP ESIF Strategy's first thematic objective, ‘Strengthening Research,
Technological Development and Innovation’. The strategy recognises that “The LEP area is world-renowned
as a leading location for innovation" and is "one of the top 10 LEP areas for the share of employment in the
knowledge economy”.

HERTFORDSHIRE

Hertfordshire is recognised as a county with a highly skilled workforce. It was also noted by stakeholders
that it would be desirable to retain a high proportion of this expertise. From a sectoral point perspective,
Hertfordshire has high profile in areas such as life sciences, biotechnology, advanced manufacturing and
engineering.  Hertfordshire has strengths in life sciences, as well as advanced manufacturing and
engineering and professional, banking and finance sectors.

The area was once dominated by industrial giants some of whom, like Glaxo Smith Kline (GSK), still prosper.
The economy has restructured since large defence and aerospace contractors suffered in the 1990s due to
the peace dividend. This has been matched by growth in film and media at Leavesden® and Elstree Studios
and service sector growth elsewhere. The project is focusing on this next generation of SMEs in creative
sectors as well as manufacturing firms and other service sectors developing new to the firm technologies.
To summarise in Hertfordshire, whilst innovation levels are good, much of the innovation activity is
happening within larger companies. This project is addressing the PA1 call by looking to increase innovation
levels amongst smaller businesses.

CAMBRIDGE & PETERBOROUGH COMBINED AUTHORITY (CPCA)

This area is known for its global expertise in cutting edge research and advanced manufacturing, e.g. bio-
tech/medical, life sciences, and clean-tech technology as well as one of the best-known universities in the
world. The Cambridge innovation ecosystem is more developed than that of Hertfordshire, though GCGP
advisors claimed whilst the area was good at attracting investment it was less successful at commercialising
it. A leader in Agri-Tech, underpinned by the highest concentration of some of best quality farmland in the
UK as well as equine sciences and horticulture.  The areas ICT and creative industries strengths is
underpinned by mature business networks. That said the GCGP_ESIF notes (p9) that whilst this diverse
economic base is providing a strong platform for growth it could be significantly accelerated if a) more

6 Rolls-Royce who used this old aerodrome site as a factory for producing engines for airplanes and later helicopters
until the early 1990s.
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innovation across a broader range of sectors makes it to commercialisation, and b) more of that innovation
is captured and commercialised locally and within the UK rather than taken abroad.

Since the Interim Report was undertaken the Cambridgeshire and Peterborough Combined Authority
(CPCA) has adopted a new approach to economic growth with a greater focus on creating more jobs above
living wages and a focus on innovation and scalable businesses. CPCA is working on a local industrial
strategy following the Cambridgeshire and Peterborough Independent Economic Review (CPIER). The
review talks about the significance of the Cambridge-Milton Keynes-Oxford Arc, and The UK Innovation
Corridor/London— Stansted— Cambridge-Consortium and is exploring the idea of innovation districts. One
of the Mayors ambitions is to be The UK's capital for innovation and productivity.

The next Chapter assesses project performance.
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2. PERFORMANCE

This Chapter focuses on 12S progress to December 2018

including performance against contracted outputs and client
engagement levels.

The information provided has been drawn from interviews with key stakeholders, and an assessment of
Project Progress Reports produced by the 12S project management team for monitoring and evaluation
purposes, and for submission to The Ministry of Housing, Communities and Local Government (MHCLG).
The most recent report covers the period ending December 2018 and forecasts spending and outputs
against agreed targets for the end of the programme in March 2019.

Initially 12S had a slow start and found recruitment of suitably qualified Innovation Advisors as a challenge.
By the end of the project it was broadly on track to spend almost all of its IUK/ERDF allocation and all
outputs have been exceeded.

Telemarketing has been the key channel for client engagement leads but other channels such as advisor
generated and partner referrals (including collaborative events) have built momentum. These latter
channels have produced better-quality leads, with conversion rates increasing as Innovation Advisors
became increasingly skilled at selling the project, more often through sharing project experience. This is
perhaps understandable given the volume of clients targeted by telemarketing and the fact it is cold calling
a larger sample when compared to the more targeted approach from advisers.

Overall, there were no major areas of concern or significant barriers to 12S achieving its operational and
contracted performance objectives.

2.1. FINANCIAL PERFORMANCE

The 12S management report confirms that the project is only slightly under profile (by £32,708) cumulative
up to December 2018, due primarily to slower than forecast marketing and expenses expenditure defrayal.

Cumulative \UK/ERDF Variance (£) Variance (%)
Forecast

Expenses £35,937 £47,158 -£11,221 -24%
Salaries £1,372,365 £1,374,750 -£2,383 0%
Marketing £85,388 £96,614 -£11,226 -12%
Overheads £205,854 £206,214 -£390 0%
Professional Fees £23,485 £31,000 -£7,515 -24%

Totals £1,723,028 £1,755,736 -£32,708 -2%

Source: 12S Project Progress Report [10 and 11], to December 2018

The projected final cumulative spend by the end of the programme in March 2019 is forecast to be
£1,921,300 or circa £21,000 (-1%) underspend against the £1,942,584 allocation. To all intent and purposes
therefore, the project will be fully spent.
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Funding Actual spend to Projected Variance (£)  Variance (%)
date final claim

IUK & ERDF £1,942,584 £1,722,800 £1,921,300 -£21,284 -1%

ERDF £971,292 £861,400 £960,650 -£10,642 -1%

IUK £971,292 £861,400 £960,650 -£10,642 -1%

Source: 12S Project Progress Report [10 and 11], to December 2018

2.2. OUTPUTS

Key cumulative outputs/outcomes for the end of December 2018 are presented in the following table:

. Cumulative Target to Forecast Forecast Forecast
Funding output Dec end of at March  Variance = Variance
2018 Programme 2019
C01/C04 Claimants receiving 12+ hours support 282 300 320 20 6.7%
€28 New Products/Services to Market 145 104 220 116 m.5%
C29 New Products/Services to the business 169 180 224 44 24.4%

Source: 12S Project Progress Report [10 and 11], to December 2018

CO1 is the key ERDF indicator of 'Enterprises Assisted’, with C04 representing “Enterprises receiving non-
financial support” which is comprised of two days (12 hours) of active consultancy support. The combined
target of 300 for both CO1 and C04 was always thought to be realistic by the delivery team. By the end of
December 2018 these were closer to profile and are forecast to over achieve by 20 businesses or 6.7%
above the target.

In terms of output C28 "New to the Market Products”, the December 2018 performance of 145 companies
has already exceeded the target of 104 and is forecast to more than double the target by the end of March
to 111.5%. “New to the Firm Products” was close to profile against the last report and is also expected to
pass the target by 44 or 24.4% by the end of the programme.

2.3. CLIENT PROFILE

The following chart and table show that there is a good mix of ‘clients signed up’ companies. Micro
companies (1 to 9 employees) represent 71% of the clients (90.9% countywide) who have signed up, small
sized firms (10-49) are 22% (7.4% countywide), and medium sized (50-249) are 4% of the signed-up client
businesses (1.4% countywide). It is worth noting that the conversion rates for larger firms (especially those in
the 10-99 bands) are harder to convert.

10 Page



Exemplas 12S Summative Assessment

by Employee Size Bands

1%

@\‘ﬂi

Outer: Clients Engaged 3%
Inner: Clients Signed Up

3%
1%

ml-4
®5-9
=10-19
20 - 49
m 50 -99
= 100 - 249

m Unknown

Source: 12S Project Progress Report [10 and 11], to December 2018, Clients Engaged: n= 681 Clients Signed Up: n= 321

Manufacturing

Clients

Engaged

230

Clients
Signed Up

Information and Communication

125

Professional, scientific and technical activities

118

Wholesale and retail trade; repair of motor vehicles and motor
cycles

Administrative and support services

Construction

Other service activities

Arts, entertainment and recreation

Human health and social work activities

Transportation and storage

Education

Financial and insurance

Accommodation and food service activities

Activities of extraterritorial organisations and bodies

Agriculture, forestry and fishing

Real estate activities

wWiw MMM ouiouo|lo ||
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Water supply; sewerage, waste management and remediation
activities

w

—

Activities of households as employers; undifferentiated goods and
services-producing activities of households for own use

Public administration and defence; compulsory social security

Unknown

12

Totals

681

321

Source: 12S Project Progress Report [10 and 11], to December
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Three sectors represent 70% of the ‘clients engaged’ and 70% of the ‘clients signed up’ (37% in
Hertfordshire). ‘Manufacturing’ is 34% and 30% respectively (4.3% countywide); ‘information and
communication’ is 18% and 20% respectively (12% countywide); and ‘professional, scientific and technical’ is
17% and 20% respectively (21% countywide). These three sectors are high order activities contributing more
significantly than the average sector to GVA and the growth and wealth of the county.

2.4. CLIENT ENGAGEMENT

By the end of December 2018, staff had held meetings with a total of 681 client businesses. Of these, 321
clients signed up to 12S. The 12S management team monitors the source of project leads which are
illustrated in the next charts (to end December).

Since the project’s inception, telemarketing has been the key source of leads for 125 (53% of all leads). As
other outreach activities built momentum, i.e. advisor generated, referrals, networking activities and
attendance at partner events took an increasingly important role in generating quality leads for the project.
One in five leads is either advisor sourced (20%) or partner related (19%).

Client Engagement
7,1%

N\

~—_

9, 1%
18, 3%
21, 3%

2,0%

B Telemarketing

B Advisor Generated

m Partner Referral (Partner Events/referrals)
IUK Beneficiaries

B |2S Hosted events/Exhibition

B Web Enquiry

138, 20%

B Existing Customer

| Unknown

Source: 12S Project Progress Report [10 and 11], to December 2018 n=681

[Note that the ‘Advisor Generated' category includes employee referrals, self-generation and networking]

Although more than half of the leads are sourced from Telemarketing the conversion rates are only a little
over a third (36%). The other methods have more effective conversion rates which is understandable given
the larger volume of clients targeted for cold calling a large sample. Two-thirds of advisor generated and
partner referrals clients are converted to sign up which are clearly more targeted. As the project matured,
there was a rise in the conversion rates from meetings held with prospective clients through to sign up. The
research indicates this is a result of several factors, not least more efficient lead generation, i.e. the right
message to the right individual/audience, an increased ability of the Innovation Advisors to sell the project,
better match of resources, i.e. advisor to lead, and the increasing ability to share project experience to date.
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Client Engagement
64%, 232

W Clients who did not sign up ~ ® Clients signed up to the program

36%, 128

67%, 92
65%, 82
339%, 46 35%, 45
719%, 15 78%, 14
I I 29%, 6 22%, 4 19,1 8% 8 1491 86%6 0o 5 100%, 2
- — . | | —

Telemarketing

Advisor Generated

Partner Referral (Partner
Events/referrals)

IUK Beneficiaries

12S Hosted events/Exhibition

Web Enquiry

Existing Customer

Unknown

Source: 125 Project Progress Report [10 and 11], to December 2018. Clients who did not sign up: n=335; Clients signed up to
the program: n=345

The two following charts show incoming and outgoing referrals at the end of December 2018:

Cumulative Incoming Business Support Referrals

m Herts GH

mDIT
81, 30%

0, 0%
\/ 56, 20%
1,0% / 29, 11%
43,16%

Source: 12S Project Progress Report [10 and 11], to December 2018 n=272

= EEN
GCGP GH

| KTN

m Catapults

B Other

The charts indicate that outgoing referrals for the project are around 1.8 times those of incoming referrals
over the study period, with incoming representing circa 56% of total referrals. This is true of all the partners.
There are good links to areas where Exemplas has a delivery role or expertise (HGH, DIT, EEN) and both
growth hubs feature strongly. The 12S extension (see later) could perhaps do more to educate and engage
other business-support stakeholders (see Recommendations).
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Cumulative Outgoing Business Support Referrals

m Herts GH

mDIT

169, 35%

= EEN
GCGP GH

| KTN

m Catapults

B Other

Source: I12S Project Progress Report [10 and 11], to December 2018 n=488
2.5. EQUAL OPPORTUNITIES

I2S management statistics has continued to collect data from beneficiaries on the project’s position on equal
opportunities and to analyse and inform current and future marketing activity. It is accepted that without
specific targets, it is difficult to evaluate performance in this area. Through discussions with stakeholders,
however, they believe the flexibility in the project model was always able to facilitate a change in target
marketing and approach if any area became under represented (for instance linking with women’s business
networks for instance). Analysis of the data shows that those clients who signed up clearly represented a
more equal societal representation.

The research team compared the gender of business ownership for clients who were signed up to 12S and
those clients who were engaged but did not sign up. It indicated that in the signed-up group, women were
twice as likely to be in the majority in business ownership (18%) than those in the group that did not sign up
(9%). The figures however are still lower than they would be if they were to more closely reflect society.

Clients Engaged Clients I%ngaged Clients .Clients
Gender e Sl but not g/log);ned-Up Signeatun SlgrzoeA)c;-Up
Male Majority 254 71% 207 64%
Female Majority 33 9% 57 18%
No Clear Majority 69 19% 52 16%
Prefer Not to Say 2 1% 3 1%
Not Provided 2 1% 2 1%
Totals 360 100% 321 100%

Source: 12S Project Progress Report [10 and 11], to December 2018 n=681

The comparisons between clients signed up and clients engaged but not signed-up indicates a marginally
higher proportion of minority ethnic groups in the signed-up group. Looking at ethnicity those of non-
white ethnicity account for 11% of the clients signed up. This is higher than the CPCA average (7%) who
identify as from an ethnic minority background (UK or non-UK born) and slightly lower than the
Hertfordshire average 14% (Nomis, ONS, April 2017-March 2018).
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o Clients Engaged Clients : : . .
Ethnicity of PO Engaged but  Clients Signed- Clients Signed-
Ownership Up not Signed-Up 0]} Up (%)

(%)

White Majority 302 84% 268 83%
Mixed Majority 0 0% 3 1%
Asian Majority 19 5% 23 7%
Black Majority 4 1% 5 2%
Chinese Majority 7 2% 3 1%
No Clear Majority 18 5% 7 2%
Prefer Not to Say 6 2% 10 3%
Unknown 4 1% 2 1%

Totals 360 100% 321 100%

Source: 12S Project Progress Report [10 and 11], to December 2018 n=68

The comparisons between clients signed up and clients engaged but not signed-up indicates a slightly

higher proportion of disabled in the signed-up group. Clearly numbers here are still very small.

o Clients Engaged Clienis . . . .
Dlsablllt}/ i e Senee Engag!ed but Clients Signed-  Clients Signed-
Ownership Up not Signed- 0]} Up (%)
Up (%)

Yes 3 1% 3 1%
No 343 95% 287 89%

Prefer Not to Say 11 3% 30 9%

Unknown 3 1% 1 0%
Totals 360 100% 321 100%

Source: 12S Project Progress Report [10 and 11], to December 2018 n=681

The distribution of businesses by different age groups shows that those who went ahead and signed up

were younger (under 50) than those who did not sign-up (34%).

Clients Engaged SHERES . . : :
Age Ban.d e e EngaTged but Clients Signed- Clients Signed-
Ownership Up not Signed-Up Up Up (%)
(%)
Under 25 1 0% 2 1%
26 - 49 121 34% 152 47%
50 plus 232 64% 159 50%
Prefer Not to Say 3 1% 7 2%
Unknown 3 1% 1 0%
Totals 360 100% 321 100%

Source: 12S Project Progress Report [10 and 11], to December 2018 n=681

2.6. MARKETING

The team has continued to build up organic activity through the Innovate 2 Succeed Twitter and LinkedIn

channels.  This includes sharing third-party content as well as sharing original content, case studies,

testimonials and promoting events. Twitter engagement and website hits continue to grow. The team

continues to exhibit at numerous partner events and has undertaken extensive networking.
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Marketing activity, channels and content are currently focusing on brand awareness and showcasing of the
12S project and its impacts to continue to build a pipeline. New case studies are being drafted and video
case studies have been filmed. The team is exploring Pay Per Click (PPC) and has promoted tweets on
Twitter.

2.7. PERFORMANCE CONCLUSIONS

e All outputs have been overachieved with an exceptional performance on C28 (New
Products/Services to Market). To all intent and purposes the project will be fully spent. Overall,
there are no major areas of concern or significant barriers to 12S achieving its operational and
contracted performance objectives.

e Whilst telemarketing has been the key channel for client engagement leads other activities such as
advisor generated and partner referrals have built momentum. These channels have produced
better-quality leads, with conversion rates increasing as Innovation Advisors became increasingly
skilled at selling the project, more often through sharing project experience.

e There is a good mix of ‘clients signed up’ with companies covering many high value sectors.
Clients who signed up clearly represented a more equal societal representation.

e In terms of outgoing referrals there are good links to areas where Exemplas has a delivery role or
expertise (HGH, DIT, EEN) and both growth hubs feature strongly.

e Marketing activity, channels and content are currently focusing on brand awareness and
showcasing of the 12S project and its impacts.

e Itisimportant to continue to build linkages with HEIs and the wider UK family.
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3. BUSINESS SURVEY

This Chapter presents the findings from 130 company

telephone interviews including 103 service users and 27 who
did not proceed.

3.1. SURVEY OVERVIEW

One hundred and thirty surveys were conducted in two cohorts (2017 and 2019) by telephone (Computer
Aided Technology Interviews) covering the 103 completed service users and 27 counterfactual participants.
The survey collected both qualitative and quantitative data exploring:

e The added value, commercial and wider benefits of the project.

e The nature and appropriateness of support participants had received.

e The extent and nature of innovation activities.

e The effectiveness of action planning in stimulating innovation management capacity.
e The wider innovation benefits (e.g. the generation and exploitation of ideas).

3.2. APPROACH TO INNOVATION AND BARRIERS

Respondents rated themselves based on their company’s approach to innovation before and after engaging
on the project. There was an 75% increase in participants who considered themselves market leaders, and a
decline of 80% for those who do not invest in R&D.

How would you describe your company's approach to
innovation prior to engaging on the project and now?

B Beneficiaries Prior M Beneficiaries Now

52
49 B Counterfactual Prior Counterfactual Now
35
20
1514 15

I I L I 333 ’ 5 3 ’
111 11 0 1

[ == l — ml_ - .
We sometimes ~ We like to Wedonot Wetendtobe Wetendto Not sure /

innovate consider really invest in  catching others  follow others  unwilling to say
ourselves R&D activities up

market leaders

-6% -7% 75% 0% -80% 0% -88% 0% 40% 0% 167% -

Source: Kada Business Survey, Phase 1 (2017) and Phase 2 (2019), Beneficiaries n=103; Counterfactual n=27
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There was a noticeable decline in the innovation barriers faced before and after the project. The highest
percentage decrease was for the following barriers - ‘lack of organisational prioritisation’ (61%), ‘ideas not
developed enough’ (57%), technological constraints (55%) and ‘lack of knowledge of markets’ (50%) with
‘practical limitations” and ‘risk of failure’ being 47% and 46% respectively. Despite these declines two barriers
remain stubbornly high, ‘lack of time or capacity’ (a 25% decrease) and ‘lack of funding’ (a 32% decrease).
(For a Counterfactual comparison chart, see Annex Three).

What innovation barriers did you face and to what degree

were these overcome as a consequence of the project?
80

72 71 69
60
54
49
| 08 30 |29
. - "

M Prior @ Now

52

53
40
28 26 o5
1
8 14
1 b
Hm
@) %]

o

Don't know / Unable to say m

Other

Lack of time or capacity
payback time
|deas not developed enoug
Risk of “failur
forward ideas / products
Technological constraint
Can't attract investors

demonstration facilities)
Not applicable - we do not have any H -

Lack of funding, up-front finance or poo

Lack of organisational prioritisation
Practical limitations (e.g. lack of access t

Lack of knowledge of markets to take

-25% -32% -61% -57% -46% -47% -50% -55% -44% -20% -
Source: Kada Business Survey, Phase 1 (2017) and Phase 2 (2019), Beneficiaries n=103

The first case study is Tech4T, a company that helps businesses to understand its current client base and
method of operation and explore new markets. Their 125 advisor analysed the client’s products and services
and identified a positive fit with potential customers and markets around the world.
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3.3. ABOUT THE SUPPORT

76% of respondents scored the ‘professionalism’ of the assistance they received as excellent, while 50% or
more respondents scored the following as excellent: 'knowledge of the adviser’, ‘the speed of the enquiry
handling’, and ‘the relevance and quality of advice provided'. (For Counterfactual comparison chart, see
Annex Three).

Beneficiary: How would you rate the following aspects of
the assistance you received?

1%

Professionalism 76% 22% 1%
Knowledge of the adviser / level of expertise 57% 36% 7%

The speed of the enquiry handling 54% 32% 9% 94 1%

The relevance and quality of advice provided 52% 33% 15% W¥

2% [ 1%

The business support programme and any advice offered 48% 35% 13% 2%
1%

The analysis of your requirement 47% 38% [ 2%

Your action plan 42% 40% B 4%

The quality and relevance of referrals to other sources of

qualty 399% 28% 16% -1/ 13% |

support

M Excellent MW Good M Adequate Poor ™ VeryPoor M Don't Know/Not Applicable

Source: Kada Business Survey, Phase 1 (2017) and Phase 2 (2019), Beneficiaries n=103

95% of companies who took part in the project were either "Very Satisfied’ or ‘Satisfied” with it. ‘Dissatisfied’
and 'Very Dissatisfied' was less than 1% of the respondents.

Overall how satisfied where you with the quality of the
service you received?

4, 4% K 1%\/0' 0%

T

® Very satisfied

m Satisfied

® Neither satisfied nor dissatisfied
Dissatisfied

m Very dissatisfied

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103
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57% of respondents said it exceeded their expectations (34% significantly exceeded), while another 35%
said it met their expectations.

To what degree has the support met your expectations?

2%

m Significantly exceeded

m Slightly exceeded

u |n line with expectations

Fell a little short

m Fell well short of expectations

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103; Counterfactual n=27

The 57% who reported that 12S significantly exceeded their expectations largely focussed on the strength
and variety of the programme’s flexibility in helping to see their business from a different perspective; the
quality of the advice; and the increased numbers of opportunities that became available:

"The quality of advice | received opened my eyes to a lot of things - by this | mean looking at our products
and services from a customer's point of view and seeing where we could improve.”

"It's enabled me to advance our business faster than we would have done by ourselves and opened the door
to new opportunities which we hadn't considered before.”

"He helped me to look at long term goals and to see through the fog.”

"Purely because | wasn't expecting anywhere near the level of support, feedback and interaction with
Exemplas. Once the networking started, very quickly, people were contacting us. It opened up a lot of
opportunities.”

The 8% who said the project fell short of their expectations complained about the lack of follow up
monitoring, lack of relevance to their needs, not being designed for services and too much paperwork:

"The standard programme model used wasn't suitable for my business as my mentor is into bringing
innovative products to market. | think if I had a product it would have been more straightforward."

"We only got marketing advice and there were no real benefits from the perspective of innovation.”

"It wasn't helpful, | don't feel that we got enough support. It was mostly filling in forms and signing paperwork
and got very little feedback.”

39% of participants thought the advice they were given could be improved, 40% said it couldn't and 21%
didn’t know.
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Some of the reasons they gave, which could perhaps be discussed with the advisor team, included:

"More focus is needed on the particular problems of the business. We're an unusual business and can't just
tick boxes. | suppose better research and preparation is needed by the advisor to start with, but | think the
program is new and these are just teething problems."

"I think less use of unwieldy business tools and more practical tools would be good. There was one called
‘business growth plan' or BGP which is quite analytical and time consuming and you have to do it for each
aspect of the business, so for me that loses focus.”

"There could be some links to other help and support services that they could offer advice on. We've got a lack
of knowledge of computer programs and things, and | know there are links to Hertfordshire college and we've
asked quite a few times about putting us in touch with people there but we've not had anyone come back.”

"We could do more with other businesses. There could be benefits of networking, so more events and joint
meetings to get everyone together to exchange ideas and collaborate.”

"They gave a lot of information, but at the end of the day we had to find out ourselves how to do it. | was
looking for a little more tuition and not just the information. In the end we achieved it, with a bit more work.
They pointed us in the right direction otherwise it would have taken a long time to find."

The next chart shows that most of the participants knew how the project was funded (91%). This is an
important requirement for ERDF funding.

Were you aware that the programme was supported by
Innovate UK and the EU’ European Regional
1% Development Fund?

4% "\

4%
m Yes - know about both sources of support
= Knew about ERDF but not Innovate UK
= Know about Innovate UK but not ERDF

No

Source: Kada Business Survey, Phase 1 (2017) and Phase 2 (2019), Beneficiaries n=103
3.4. IMPACT

76% of companies (the sum of ratings 6-10) who took part in the project believe their company’s approach
to innovation has improved. This exceeds the project target of 50%. Each cohort average rating for
improvement is quite different, with the beneficiaries scoring a weighted average of 6.6 and the
counterfactual participants scoring themselves a much lower rating of 3.6 since they were contacted before.
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How would you rate the improvement in your company’s approach to
innovation since receiving support from/being in touch the I12S Project?

W Beneficiaries m Counterfactual

Counterfactual Beneficiaries
Weighted Average = 3.6 Weighted Average = 6.6
24
22
19
13
Il
7
6 6
4 4 4
3 3
2
.. hh I - 1l . K
| .
1-No 2 3 4 5 6 7 8 9 10 -
improvement Significant

improvement

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103; Counterfactual n=27

88% of 12S participants believe that the project has '‘Definitely’, ‘Very Probably’ or ‘Possibly’ helped them in
some way to overcome the barriers they faced against a target 50%.

To what extent has the support helped you overcome
any barriers to innovation identified earlier?

3% 3%

m Definitely
| Very Probably
® Probably

Possibly
® Probably Not

m Definitely Not

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103

The following chart shows the difference in the ratings of how close products/services were to market
before and after receiving support from 12S. Visually there is a clear difference between Prior (blue) being
highest between ratings 1-5 and Now (orange) being highest between ratings 5-10. The average rating has
more than doubled from 3.6 to 7.4.
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How close to market was your product / service when you first started
to work with 12S? And how close is it now?

M Prior M Now

Prior Now "
Weighted Average = 3.6 Weighted Average = 7.4
1-We had 2 10 — We had
an initial launched
idea the product

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103

Over six out of 10 (61%) of the 103 beneficiaries reported that the I12S project has helped to commercialise
their product/ service.

Has the project helped you to commercialise new
products/services?

3,3%

| Yes

m No

® Don't know

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103

Three-quarters of the companies who benefited reported that they had or may have created jobs as a result
of the support.
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New Jobs Created?

B Yes or maybe

m No

m Unsure

Source: Kada Business Survey, Phase 2 (2019), Beneficiaries n=53

Examples of how the project helped companies commercialise are demonstrated below:

"We had no process to start, we had the idea but not how to do it or how to research it or anything
else. We have the plan in place now..."”

"It went from being a 'we must really sort this out' to actually sorting it out. It brought about a new
focus on the importance of innovation.”

"I 'think it's helped us to focus and prioritise ways to enter a new market. It's more the sort of strategy
of entering a new market with new products so it's more the strategy of how to do it with a new
product.”

Two other impact measures were identified within the logic model. The first was ‘increased productivity of
SMEs'. GVA is good proxy for productivity and Section 4.2 of the report notes that a total gross estimated
GVA of £47.0 million (net £18.2m) was generated amongst supported firms suggesting the project has
achieved this outcome. The second measures was ‘improved resilience of SMEs to economic and market
changes'. The survey findings suggest that the capacity of participant firms’' to adapt during a time of
economic change has significantly improved as a result of the support. The improvements noted earlier to
approaches to innovation since receiving the support illustrate this point well.

3.5. MOST USEFUL ADVICE RECEIVED

The respondents were asked to provide what they thought was the most useful piece of advice they
received from the programme. These related to business management —strategies, planning and help with
systems (46%); the supply and demand side helped to identify supply chains, new markets and new
customers (16%); the advisors and the provision of a third-party opinion (16%); marketing (11%); and scaling
up, product development and up skilling (11%).

Business management: “/ think initially we didn't have certain things like a defined business plan. We needed
vision and strategy and we didn't know how to approach funding.”
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"We needed an analysis of costs. It enabled us to take a step back to work out the product costs from scratch
and work out the selling prices.”

"It helped me to understand the specific challenges that | was having and identified what steps to take to
address them."”

"Help with getting the grant, because | was struggling to buy new equipment that | needed. He pointed me in
the right direction and helped me with the forms. He also helped with CRM and accounting software.”

Supply side and new Markets: "It was the networking, | think. It has introduced us to people like a professor at
Cambridge University. Exemplas has helped us to take our technology further through collaborative means.”

"They introduced us to some really valid people from within the industry and we've actually outsourced some
work to the referrals they gave us. We used to work with a company in India and after Exemplas we actually
moved the entire outsource operation to a company in Cambridge through that introduction.”

Third party opinion/adviser: “It's helped us to get an overview. When you're a small company, having
someone else's input helped me to think about the business side as we have worked one way for many years.
The professional advice made us think about the future of the business as well."

"It wasn't for a single piece of advice - it was to get an outside opinion. It's easy to get tied up with running
things and not look at what could be done better or growing as a business.”

Marketing: “The marketing. It is not my area of expertise and we were trying to look at new markets - not so
much developing proposals as looking at the market we are selling it to.”

"Marketing and sales. We were in a bubble and are technically minded as a company. We don't concentrate
on meeting the customer's needs and only looked at the product. We received excellent support which helped
us to understand what customers wanted and from the customer's point of view."

Scaling up and product/process development: “We needed to focus, just finding and following some clear
decisions, particularly around R&D and what we are going to deliver. How the money is going to be made
and what the commercial justification is for doing this R&D."

"It was the knowledge given to us. It gave us the tools and information to put projects together and to access
help from out sided. We had never done this before. Previously we only supplied parts, so when we tried to
move on to making new products, we didn't really know what the next steps were. They helped us with the
plans and the project sheets. It was experience that we never had, and it helped us a great deal.”

The next case study (Walljam) is a company that provides digital walls for sports gaming. It traces the 12S
support which included the development of a new concept — the ‘fan park experience’.
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3.6 ADDITIONALITY

The following chart shows a very low level of deadweight with only 5% of respondents claiming the benefits
would have occurred in exactly the same way. 14% reported pure additionality (i.e. the benefits would not
have occurred at all). Most respondents (81%) reported time and scale additionality in relation to innovation
benefits experienced’.

Thinking about the innovation benefits experienced (in terms
of the approach or speed of development), what would have
happened if your business had not sought support?

5, 5%_\

m Benefits would not have occurred at all
= Benefits would have occurred but at a later date
= Benefits would have occurred but by a smaller amount
Benefits would have occurred but later and by a smaller amount

m Benefits would have occurred in exactly same way

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103

3.7 WIDER BENEFITS

Companies who took part in the project have or will achieve several wider innovation enhancements
including improved customer understanding (78%) and innovation strategy boosts (75%). ‘Routine
exploitation of new ideas was ranked high in what ‘will be achieved’ in the future.

7 15% reported scale additionality i.e. benefits would have occurred but by a smaller amount, 30% claimed time
additionality only i.e. the benefits would have occurred but later, and 36% claimed time and scale additionality i.e. they
would have occurred but later and by a smaller amount.
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Have you or might you achieve any of the following innovation
enhancements as a result of the 12SProject?

Improved customer understanding 4% 37% 10% | 12%  R¥3
Invest time and resource in innovation strategy and activities 35% 40% 17% 8% B¢
Network and collaborate more extensively on innovation 25% 31% 20% 19% 49
Knowledge of innovation funding related opportunities 29% 26% 28% 14% 3%
Make better supply chain links 20% 25% 15% 35% 5%)
Undertake novel combinations of existing technologies /processes
. ) . 22% 31% 19% 21% 6%
and/or improve performance from new to the firm practices
Routine exploitation of new ideas or technologies or better
P . . 9 24% 44% 23% 0 1%
innovation culture
Apply processes, materials and expertise developed in other
PRbe ¥ P 17% 23% 19% 30% 11%
sectors
B Achieved already B Wil achieve at a future date B May achieve at a future date

m Not achieved and unlikely to ® Not sure

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103

The following case study (Excel Lasers) shows how one firm was helped by their I2S advisor to develop an
action plan to implement their innovation priorities including a new market for their products.
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Environmental benefits of the project suggest that the highest ‘achieved already’ benefits are ‘increase
efficiency and reduce costs’ (23%) followed by ‘waste reduction’, ‘reduced energy usage and savings’ and
‘reduced carbon footprint’ (all at 15%). However, over half of participants believe they have already or will
at a future date ‘Increase efficiency and reduce costs’ (57%).

Have you or might you achieve any of the following wider
environmental or green benefits you as a result of the 12S

Project?
Increased efficiency or reduced costs 23% 34% 4%
Waste reduction 15% 18% 7%
Reduced energy usage / energy savings 15% | 13%
Reduced carbon footprint 15% 14%
Reduced business travel  IEEIGANEE
B Achieved already B Will achieve at a future date M May achieve at a future date

Not achieved and unlikely to ® Not sure

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Beneficiaries n=103

The case study overleaf (Flexisolar) demonstrates substantial green benefits achieved through the
commercialisation of three major environmental technologies.
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3.8 FUTURE PRIORITIES AND SUPPORT REQUIREMENTS

In terms of where the respondents’ business growth priorities might lie in the future and where they might

need support next there was a broad range of answers. Many of the respondents appeared to want to take

their experience from 12S to the next stage. The broad categories of what companies wanted or were

prioritising are as follows:

Funding/investors for product development (18% of comments).

Assistance in market and export development and new customers post Brexit (33%).
Assistance with scaling up — staff, marketing, new technologies (18%).

Support to progress in the next stage in product development (19%).

Business management organisation and systems (12%)

Box One: Future Priorities/Support Requirements.

Funding

Access to finance and support to ease cashflow. “We generally aren't short of ideas but being able
to make available funds to be able to realise and capitalise those ideas is a challenge” commented
one firm. Another reiterated, ‘the identification of funding sources and the securing of investments
and funding for new product development”. "We're looking at investment for growth, maybe for an
investor to come along and have a better strategy to our business as we move forward" claimed one
firm.

Markets and Exports

Access to markets - "“Our business growth will come from cyber security and you guys could provide
ongoing assistance with getting that out to the market.”

Retaining existing clients, obtaining new clients, and developing new products to meet client
requirements. “We just need to get connected to other users or customers who might benefit from
our service. We have a nice range of products and services but it's just reaching out to customers."
Export support e.g. help with attending international shows and advice on new market
development. ‘I think breaking into those new territories especially the Far East like Japan and China
is a big untouched market for us, so if we could get support breaking over there, that would be
good". Another said, “we need exporting support and any projects to get new innovative products
across to the EU."

Scaling up/Marketing

Another would welcome advice on “scaling the business, finding more customers”. "Our priority
now (s to take the innovation that we've got into market place” claimed one respondent.

Corporate identity, and marketing and brand awareness including on-line marketing including
website functionality and social media. *

New or bigger premises or capital support for equipment. “To be able to extend the premises, -that
is what we need next, as we don't have enough space. We would need support to find somewhere
near that people who work here could get to."

IT support and "looking at the latest technology and seeing how we can use that" e.g. IT processes,
cloud, e-commerce, tracking work progress through the factory, automation and smart factories.
Recruitment to increase staffing including mentoring programs, apprentices and internships.
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Product Development

e Developing new products and services including funding to bring products to market. One firm was
looking for ‘new software technologies and new applications to fill a gap in the market for mobile
applications”.

e Another was trying to develop a prototype “/ will need support to move from a product that is a
prototype into production. We will need some funding and will need help to bring that on. Outside
funding was one thing we didn't have before."

e Vision of growth — "My growth opportunities will be in developing a platform for innovation.”

Business Management

e A better organisational structure in terms of in-house systems and processes and a stronger
management structure. “My business growth priorities are to achieve income and | have changed
my model based on the advice provided, so hopefully that will increase the business turnover.”

e Others support including help with design, implementation of a CRM system, mentoring, academic
links, business security, and support from innovative packaging specialists.

e Legal and copyright help “Protecting my product and design rights. | want some input in that as this
will enable me to run the company better and | want to get new ideas from the advisor."

3.9 SUMMARY FINDINGS

In terms of the key findings there was/were:

e Anincreasing propensity to innovate amongst the 125 cohort.
e Tangible improvements in approaches to innovation.

e Firms overcoming key barriers such as lack of organisational prioritisation, ideas not developed
enough.

o Low levels of reported deadweight and significant time and scale additionality.
e Demonstrable improvements in bringing products to market.
e High ratings for professionalism and the knowledge of the advisors.

e An appetite to take forward ideas developed through I12S and in some instance support to do so.

The next case study is a good example of a company who increased its international activity as a result of
the support.

After that the following Chapter looks at impacts and value for money.
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4. IMPACTS AND VALUE FOR MONEY

This Section looks at the economic impacts of the investment in

the 12S Programme as well as value for money.

It assesses the gross value added (GVA) of the Programme and the extent to which it is making a difference
(compared to if the improvements had not been implemented). The analysis is based on reported outputs
to date and responses to the business survey. A comprehensive assessment of economic impact was
undertaken comprising:

o Net Employment and GVA NPV impacts to date (taking into account three years of persistence).
e Total public cost impacts and value for money.

4.1. APPROACH

Two tiers of effects are considered:

e Direct Employment: Employment impacts and resultant GVA from jobs created. These were based
on verified records from the firms collated by the research team.

e Indirect Employment Effect: The effect on suppliers and resultant productivity / GVA. These were
using a benchmark (see below).

Employment effects are considered both before (gross) and after (net) following adjustments for
additionality, displacement, leakage and indirect effects (multipliers and supplier effects). The Treasury’s
Green Book offers some suggested guidelines in assessing the true impact of investments to adjust the
effects from gross to net. In line with these several steps have been taken to assess gross and net GVA and
employment impacts and net present value:

o Deadweight was assumed at 36%.

o Displacement and leakage were both assumed moderate at 19.5% and 25% respectively.

e A composite multiplier was used to calculate the indirect employment effects (from the HCA
Additionality Guide Fourth Edition) using the sub-regional mean for business development and
competitiveness (1.25).

e The persistence of the benefits i.e. how many years the benefits are expected to persist and the
period over which benefits will accrue until they reach their full potential. In this instance, a modest
three-year time frame was chosen based on experience elsewhere.

e Adecay of 10% per annum has been used i.e. the proportion of annual benefits expected to be lost
from one year to the next due to economic changes, other investment decisions etc.

o Calculation of the Net Present Value (NPV)® of the GVA benefit stream over the appropriate
persistence time period by discounting back utilising an appropriate rate. HM Treasury Green Book
guidance has been followed which recommends discounting by 3.5% in order to determine NPV.

e A cost benefit ratio calculated by Net Present Cost (NPC) against NPV i.e. the amount each £1 of
investment generates.

8 Net present value is a calculation that compares the amount invested today to the present value of the future cash
receipts from the investment. In other words, the amount invested is compared to the future cash amounts after they
are discounted by a specified rate of return.
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e Kada estimates for GVA per FTE have been using BRES (The Business Register and Employment
Survey) and ONS (Office of National Statistics) for Herts and Cambs.

e The employment figures provided by firms were moderated to account for optimum bias and the
counterfactual responses.

4.2. HEADLINE ECONOMIC IMPACTS AND VALUE FOR MONEY

The following table shows that the 12S programme has created 623 direct gross FTE jobs (498 direct and 125
indirect) and a total Gross GVA of £47.0 million (net £18.2m). As mentioned the direct jobs are based on an
analysis and collation of verified project records by the research team and the indirect jobs have been
generating using a recognised multiplier (see previous section).

Economic Impacts

I 73 Y TV P

Operations (FTE) 623 £18,150,372 £46,973,012
Direct Jobs 498 12 £14,520,297 £37,578,409
Indirect 125 28 £3,630,074 £9,394,602

Source: Kada Research

4.3. VALUE FOR MONEY ASSESSMENT

The estimated GVA of £47.0m would result in a cost benefit ratio (CBR) of 1:9.8 i.e. each £1.00 of public
investment will generate £9.80. This is at the very high end of what was expected for this kind of initiative.
For instance, a review by CRESR of evidence for general business support activity cites a CBR of 1:6.0 to
1:8.7°.

The total project cost per business assisted is £5,986 and the cost per gross job generated to date is £3,855.
The cost per business assisted at £5,986 is at the lower end of what is expected for this kind of activity which
ranges from £4,700 lower quartile to £10,000 (median) and £34,000 (mean)®. The cost per gross job
generated is much lower than might be expected for this kind of activity which varies from £12,000 (lower
quartile) to £26,000 (median) and £71,000 (mean)". The very cost-effective nature of the project reflects the
fact it was relatively inexpensive to deliver yet managed to generate a considerable number of jobs and
resultant GVA impacts.

9 Valuing the Benefits of Regeneration, 2011, Figure 4.8
10 England ERDF Programme 2014-20: Output Unit Costs & Definitions, A Final Report by Regeneris Consulting, 2013, 96
T Op. Cit.p10.
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Business Support Unit Cost Benchmarks
£40,000

£35,000 £34,000

£30,000 m Benchmarks e Exermnplas Cost/Assist
£25,000
£20,000
£15,000

£10,000
£10,000

£4,7 £5,986
£5,000 A

., 1R

Low unit cost Median unit cost Average unit cost

Source: Regeneris Consulting: ERDF Programme 2014-20

The programme has therefore been a clear success in terms of value for money. Its cost benefit ratio; cost
per business assisted; and cost per job are all much better than other similar programmes. The case study
overleaf looks at a company who has grown by understanding their customers better as a result of I12S.
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5. PROJECT DELIVERY

This Chapter explores what's worked well, barriers and

constraints and possible enhancements.

5.1 WHAT'S WORKED WELL

THE DELIVERY MODEL

"12S can really get under the skin of the business and you can really spend some quality time with the
business” Internal Stakeholder

The general view was the delivery model was working well and fit for purpose (the key elements of the
process are described in detail in Section 1.4). It starts with diagnosis, self-assessment and an action
planning phase. It tends to be quite an intensive process during the first six weeks or so with two or three
meetings followed by specialist modules. It can take six to eight months or longer for the advisors to take a
business to a point of self-sufficiency. Business and stakeholder liked the fact the programme offered 121
support with a defined outcome. Advisors will often make introductions on behalf their clients for instance
to their LEP, IUK or a relevant Catapult or might highlight relevant events. The advisor is tasked with closing
out the client, transferring knowledge to them and leaving them tools to use for future activities/projects.
As one advisor added it is “up to client to take next steps forward"...."we are there to increase their capabilities
and de-risk future innovations”.

ADVISOR CAPABILITIES AND PROGRAMME REPUTATION

A programme is only as good as its advisors. “If they don't have the technical expertise it can be difficult to
relate to the client...and they [advisors] are hard to find". The high calibre of advisors that has been recruited
and retained is a key success factor of the programme. Many of the advisors recruited have experience of
coaching and business advice and a senior/director-level commercial background. Advisors have been
recruited with a proven track record and this credibility helps give reassurance and confidence to clients. At
monthly team meetings time is dedicated to sharing good practice and stakeholders and partners are
invited to present a summary of their programmes.

12S has a good profile and partners are happy to make referrals to it. “The Growth Hub [Signpost 2 Grow]
has been keen to promote and push the service. We like to refer people to a service that is reliable and safe.
We say it is our service" noted one partner.

"It's a unique service. It's the type of support you don't get without paying for it. So, we value it and
recognise that it's a valuable service. It gives presence in the market and has a fantastic reputation
which impacts as us on a business” 125 Strategic Advisory Group Member

THE PROCESS AND BUSINESS TOOLS

"l would say that the period of engagement is about right with this programme. We are allowed enough time
with the beneficiary companies to really deliver impact. We have been able to get companies to look at where
they are and to allocate time and resources to innovation and be able to justify it." Advisor

There were several elements of the process stakeholders said worked well. Business liked the ‘deep dive’
nature of the programme, the delivery process and the programme’s scale and duration. The timescales
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allowed firms’ time to plan their activities carefully. The first meeting was claimed was crucial, it involves a
presentation about the process followed by a meaningful conversation.. "We make sure get the
commitment of the client up front. We minimise drop out and only get about 3-4% attrition even after
approval” noted one advisor. Another added ‘it is important to get traction to get buy-in and demonstrate
empathy”.

"For those already on an innovation journey, engagement de-risks/expedites processes relating to areas such
as IP protection, collaboration and open innovation and product development and launch.” Advisor

NEEDS ANALYSIS BUSINESS TOOLS

"GROWTHmapper™, is generic but it does get businesses thinking about their business in a different way from
very early on in the engagement.” Advisor

The front-end assessment was a good means of gauging client suitability for the project and gaining trust.
The on-line GROWTHmapper™, which follows this, provides a good ‘ice-breaker’ to stimulate discussion
and offer a useful reference point. One of its strengths is it a self-diagnosis tool, completed by managers
and staff with a firm. This was described as an ‘inclusive format’, it “focuses their mindset and identifies and
prioritises internal issues”. The GROWTHmapper™ is ‘reality checked’ against the needs assessment. It is
arguably better suited to slightly larger SMEs. The development of the Action Plan was effective. It is
drafted by the advisor in conjunction with the client. There are other tools used too. These include a Value
Proposition Canvas, SWOT' and STEEPLE™ analysis, Orbit (a business reporting and analytical tool), 8P
Marketing Mix gap analysis™. These were well received and helped firms identify key gaps in order to create
an informed strategy.

CLIENT SATISFACTION

"The external and independent nature of the support provided is really appreciated by the client companies. It
provides focus and clear direction.” Advisor

Clients liked the flexibility of 12S and fact they were able to revisit and fine-tune their plans. This was
matched by a willingness amongst advisors to learn, refine and adapt their approach. One of the key
aspects that has worked well, is helping business owners to understand their business better and self-reflect.

"It is often about reassurance. Much is hand holding". 12S Client.
"In terms of added value, it's an eye opener for business. They see things they didn't know. It helps
to identify key issues”. Stakeholder

Project advisors also raised awareness of other support available and helped to firms to access and engage
with grants and programmes including other UK grants. There has been some good joint working sessions
with the two team of growth hubs advisors.

12 Strengths, Weaknesses, Opportunities and Threats.
3 Social, Technological, Economic, Environmental, Political, Legal and Ethical
™ Product, Price, Place, Promotion, People, Processes, Physical Evidence and Productivity
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MANAGEMENT, GOVERNANCE AND ADMINISTRATION

"We get to know what we need to know, and it works well". Advisor

"Management and governance is exactly where it needs to be. They know where they need to be and what
they need to do". Stakeholder

The project was well managed by a competent and experienced team who felt well informed. “There
haven't been any issues and things seem to be working well" was a typical advisor comment. The Exemplas
team have experience of managing a range of contracts and were “very on top of what needs to be done”.

"[Managers] Seem to be progressive and forward thinking and looking". Advisor Workshop

A management committee was formed to champion the project; identify, monitor and manage risks via a
risk register and monitor project delivery to ensure it is in line with budgets, timelines and targets and ERDF,
IUK and LEP requirements. The committee makes recommendations for practical solutions to day to day
operational and delivery challenges and keeps the the 12S Strategic Advisory Group (SAG) updated on
performance and challenges. The Strategic Advisory Group (SAG) meets quarterly and provides strategic
and tactical support. It ensures that links are made to key programmes, performance is discussed and plans
for the future considered.

REFERRAL AND PARTNERSHIP WORKING

"Exemplas’ management of other contracts allows us to provide a joined-up journey of support. It reduces
duplication and cross-over between programmes and has allowed 125 to focus on its specific remit, i.e.
promotion and support of innovative activity.” Advisor

Partnership working and incoming and outgoing referrals worked well and has improved over the duration
of the project, particularly with other programmes managed and delivered by Exemplas. The referral data
shows good two-way links with other projects. One stakeholder noted ‘we get a stream of referrals back”
and claimed the team has strong links to complementary projects. Enterprise Europe Network (EEN) has a
base in St Johns Innovation Centre in Cambridgeshire so advisors are able to make local links and their local
presence is described as a strength. There was work early on with the Get Growing team to reduce
potential duplication and ensure the offers dovetailed each other. “We sat down and agreed where HGH
would end and where I12S would start and advisors handed over at the most appropriate point between the
two programmes”. For HGH referrals, joint advisor visits were conducted and only one set of innovation
outputs was counted. There were good links with EEN, Innovation Bridge and University of Hertfordshire
programmes.

Partnerships with programmes such as the DIT and the Manufacturing Growth Programme were strong.
“The DIT partnership has worked very well for us as we have complementary skill sets.” (Advisor). This
relationship has developed considerably during the course of the programme with joint advisor meetings
and inward and outward referrals and strong manager links. One stakeholder added " would say that IS is
the best collaborative partnership we currently have. There is real substance to the relationship, which
provides real impact for regional businesses.” Even more could be done to encourage additional in-coming
referrals from other programmes including those run by UK.
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TARGETING

The filtering of leads, especially those received through telemarketing, generally worked well and the team
has done a good job of gauging commitment and innovative potential. One advisor noted ‘“the challenge is
finding the companies with 10+ employees, high-growth potential and the resources to dedicate to worthwhile
innovative processes. These are the ones that see the real impact from engagement.”

5.2 BARRIERS AND CONSTRAINTS

RECORD KEEPING

IUK/ERDF reporting procedures were perceived to be unnecessarily convoluted. Not all the record keeping
and form filling required seemed to add value and was time consuming to complete. One advisor
commented, "there is a lot of duplication with paperwork, is it all really necessary?" More time devoted to
the client might make the experience more pleasant and effective and secure greater commitment. One
challenge has been the EU eligibility rules around undertakings in difficulty, which have been restrictive in
some sectors where there is innovation potential, such as food and agri-tech.

PROGRAMME FINANCING

Exemplas initially had to bank roll the 12S programme and at 15% felt squeezed somewhat on its overhead
to deliver the programme. The I2S Strategic Advisory Group would have preferred the flexibility to be able
to deliver the outputs for a fixed budget. One SAG member commented that the only opportunity for
overheads was on salaries making 12S a people resourced programme and claimed it will be hard to find
providers at current financing rates.

RECRUITMENT

Getting the right calibre of advisors was a challenge for the service given the pull of the London market and
mix of skills and experience required. "We wanted someone who has been there and done it" and we “stuck
fast to what we needed across the team” (internal stakeholder). Having a very clear person specification was
key to overcoming this challenge and recruiting IAs on flexible part-time contracts.

'UNDERTAKINGS IN DIFFICULTIES'

The SAG was concerned about the rigid application of ‘undertakings in difficulties’ state aid regulation
excluding firms with a negative balance sheet. This regulation affects early stage companies who, on paper,
are making a loss. This meant that the team were turning away some potentially innovative fast growing
companies which seemed counterintuitive on an innovation programme. “It's not a fair mechanism and
affects our target demographic” (SAG member).

CENTRAL MARKETING OF IUK THE BRAND

More visible marketing of IUK 12S brand would have helped the promotion of the project and perhaps
generated some high-quality leads (EEN services are publicised centrally). The programme could have
higher visibility within UK generally. That said following the interim I2S evaluation UK subsequently
identified 12S as the central service for the EEN.
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5.3 POSSIBLE ENHANCEMENTS

PROJECT ENHANCEMENTS

Several project enhancements were suggested. Follow-on support could be improved, one advisor claims it
might be more helpful to think about the next stages of the journey, rather than a discrete intervention. A
follow up meeting was suggested three-to-six months after the project, to find out impact to date, further
develop ideas and ensure business growth/innovation aspirations are achieved. The development of a small
revenue grant for specialist expertise on the next stage of innovation was suggested. Companies would like
funding/investors for product development; assistance in market and export development and new
customers post Brexit, assistance with scaling up and support to progress in the next stage in product
development (See also Section 3.8). Another option suggested by the SAG was a more flexible intervention
of between five to nine days. A seven-day programme could put some firms off.

ADMINISTRATION AND REVIEW OF TOOLS

Some assistance with administration was requested. Several advisors raised the possibility to further
streamline paperwork. Two suggestions included skype meetings rather than face to face meetings
combined with digital signatures and reducing the length of the initial screening tool. Advisors might like to
give their reflections on the toolkits used and needs assessments undertaken. Is there scope to enhance,
prioritise these or link them to the emerging national 125 priorities?

"We use a whole range of management tools. It feels like these tools have been self-assembled by each
advisor. This is going to be an |UK programme and, as such, there should be much more coordination in
terms of the toolkits used to support delivery. The Growth Mapper, the Action Plan etc all need to be much
more innovation-focused, rather than just business growth, they need to have the same branding (IUK) and
be consistent so that every advisor is using the same tools and they follow on in a logical pattern.” Advisor

REFERRAL

The SAG would like to see a more systematic referral system and attendance at complementary programme
meetings. Encouraging supported companies to refer others to 125 might be fruitful. “We could have done
more with marketing with alumni events and better use of recommendations” (SAG member). There was
scope to continue to deepen links with local professional networks (though Section 2.6 highlights some
recent activities here).

"From a sales perspective, what works well for me is working with local introducers and put time and effort in.
| visited one recently and that has led to four referrals”. 12S Advisor

MARKETING AND COMMUNICATIONS

"Awareness of the brand is quite low. Once they are on the programme they recognise the name, gain a
greater understanding of what is on offer and are happy to promote it by word of mouth. | would put the
brand/logo in every piece of communication that goes out, whether it be from Exemplas or IUK." Advisor

The currency and kudos of the programme needs to be raised. There is a need for more marketing
collateral including a stronger web presence to generate interest. This is being addressed. “We are putting
together a 10-step process which will make more use of our social media platforms and will exploit the CRM
system more. This will make us more efficient at generating quality leads from these channels.” Senior
Marketing Executive.
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. "We are currently doing some filming with existing clients to create case studies for YouTube. These will be
three-minute videos with 30-second sound bites also created. It is all about promoting the real-world
outcomes and impact of the support and raising brand awareness.” Senior Marketing Executive

There are plans to exploit digital media channels more to generate more in-bound marketing/enquires.
There was a desire expressed to raise awareness of the brand further to differentiate 125 to stimulate new
leads and interest. One advisor would welcome intelligence on firms that had approached UK for support
but not proceeded.

Annex Four looks at the experience from other areas.
5.4 SUMMARY FINDINGS

In relation to the project’s delivery:

e The key strengths related to the delivery model, the high calibre of advisors, the process and
toolkits as well as management, partnership and referral.

e The key barriers and constraints related to reporting procedures, recruitment, the ‘undertaking in
difficulties’ ruling and the visibility of marketing.

e Suggested refinements related to administration, follow-up meetings, systematic referral and
raising the kudos of the programme.

e Other pilots (see Annex four) have shown the benefits of incoming referrals from their respective
growth hubs and internal referrals sharing clients with advisors. Like Exemplas they like the process
but have struggled with administration and marketing.

The case study overleaf shows how 125 helped one firm develop a new product range.
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6. FUTURE POTENTIAL AND FINAL CONCLUSIONS

This final Chapter briefly concludes with an assessment of

performance against objectives and highlights some suggested
recommendations for the extension™.

6.1 FINAL CONCLUSIONS OF PERFORMANCE AGAINST OBJECTIVES

Final observations against each objective are as follows:

There is good progress towards Objective 1 (Improved Innovation Management Capacity). The business
survey shows that 76% companies who took part in the project believe their company’s approach to
innovation has improved (see Chapter 3). This exceeds the project team'’s target of 50%. The number of
out-referrals suggests that the project has been able to increase business engagement in accessing EU and
national grant funding (the case studies and stakeholder interviews confirm this). In terms of improving
SMEs’ access to finance and resource efficiency there is mixed progress. Funding remains an innovation
barrier for many and just over half of participants believe they have or will at a future date ‘increase
efficiency and reduce costs’ (52%). 1UK have recognised this and are investing in further CPD for all advisers
to build knowledge and expertise in this area across the EEN as part of the 12S extension programme.

In terms of Objective 2 (Helping Overcome Significant Barriers to Innovation and the Commercialisation of
New Ideas) the survey shows that firms are overcoming many, but not all, barriers to innovation. Funding
and lack of time remain stubbornly high. Looking at other barriers the highest percentage decrease was for
'lack of organisational prioritisation’ (-61%), ‘ideas not developed enough’ (-57%), plus ‘technical constraints’
(-55%) and 'lack of knowledge for markets’ (-50%).

Objective 3 aims to increase the speed at which new products, processes or services can be developed and
brought to market by participating SMEs. It is therefore encouraging that most respondents (95%) reported
time and scale additionality in relation to innovation benefits experienced, that is, 12S has help them to
speed up and increase the level of benefits achieved. In terms of Objective 4 (Successful Commercialisation)
Chapter 3 indicates the noticeable difference in ratings of how close products/services were to market
before, and after, working with I12S. The average rating for closeness to market (on a scale of one to ten
where one is low) has almost doubled from 3.6 to 7.4.

Innovation Advisors and stakeholders are confident that I12S has met its objectives, as evidenced in the final
programme reports and client feedback. Advisors felt like they had a good mix of companies in priority
sectors including biotech, smart energy and software IT. An IUK funded extension for three years has just
been confirmed.

> Note lessons learnt have also been considered but appear only in the Executive Summary
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6.2 RECOMMENDATIONS FOR I2S

For the next iteration of 12S Exemplas may wish to consider:

V.
V.
VI
VII.
VI

XI.
Xl
XIII.

Incentivising more advisor generated leads.

Disseminating the evaluation findings.

Implementing process and administrative refinements freeing up more delivery time including the
automation of checks and new simplified documentation to replace the current case file.

Identifying additional funding for businesses to take forward identified actions.

Using of alumni and word of mouth recommendations to generate new high-quality leads.
Implementing strong referral protocols with partner programmes and the professional community.
Further enhancing the identity and profile of the programme.

Exploiting policy opportunities for innovation activity including the Shared Prosperity Fund.

Potential programme flexibilities relating to the intensity and nature of support.

Addressing the 12S Task and Finish Recommendations on the new emphasis of the programme
with needs analysis and tools tailored to the target ‘life stage persona’/client maturity.

Offering appropriate advisor training and CPD to achieve the above.

Forge links with new innovation tailored products related to access to finance and scale-ups.
Digitising economic impacts’ intelligence including current and anticipated new jobs.

The final case study overleaf shows how 125 help one firm scale their manufacturing volumes.
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7. ANNEX ONE: LOGIC MODEL
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8. ANNEX TWO: CONSULTEES

NEINE Position

Sunil Mistry*

Lead Innovation Adviser, 125

Organisation ‘
Exemplas

John Stenhouse*

Signpost2Grow Growth Hub Manager

GCGP LEP, CPCA Growth Hub

Paul Witcombe

Enterprise and Innovation Manager

Herts LEP, SAG

Amanda Freeland

Head of Services

Hertfordshire Growth Hub

Sian Ryan* Head of Operations Hertfordshire Growth Hub
Andrew Goldsbrough EEN and Innovation Services Manager Enterprise Europe Network
Graham Coultas Innovation and Programmes Director Exemplas
Helen Turton* Innovation Advisor Exemplas
Giles Bridger* Innovation Advisor Exemplas
Hannah Scorey Marketing Exec Exemplas

Adrian Allen

Senior Innovation Advisor

Newable Innovation

Mason Sinclair

Team Leader

Newable Innovation

Elaine Kearney

Innovation Advisor and Team Leader, 12S

Oxford Innovation

Sarah Pavlou

RTC

*Interviewed at interim and final stages

In addition, SAG, Project Management Committee Discussion (December 2018) and Advisor Team meeting

(December 2018).
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9. ANNEX THREE: COUNTERFACTUAL SURVEY

The biggest improvements have been 44% in "....lack of prioritisation’ (61% improvement for beneficiaries),
40% in 'ideas not developed enough’ (57% for beneficiaries)’, and 38% in ‘practical limitations...." (47% for

beneficiaries). The 12S programme has clearly move beneficiaries further than the companies who did not
opt into the programme.

Counterfactual: What innovation barriers did you face at
the time and to what degree have these been overcome
subsequently?

22 H Prior ® Now

o

prioritisation

Can't attract investors
any

or poor payback time
Ideas not developed enough -
Technological constraints . -
Don't know / Unable to say

Practical limitations (e.g. lack of
access to demonstration facilities) Il ~

take forward ideas / products
Not applicable - we do not have

Lack of time or CapaCIty _ 5
Lack of funding, up-front finance GG ~
e
S
S
Lack of organisational NN -©
s
Risk of “failure —
I -
s -
s
;-
m -
e
i -
i -
I -

Lack of knowledge of markets to I o

-18% -25% -40% -30% -44% -38% -33% 0% -40% 0% 0%

Source: Kada Business Survey, Phase 1 (2017) and Phase 2 (2019), Counterfactual n=27
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When asked to rate different aspects of the assistance they received following contact with the programme,
the counterfactual group score this lower than those who accepted or were successful in benefiting from
the intervention. Although ‘professionalism’ on behalf of the adviser was still scored a high 67% who
reported it as excellent or good (98% for beneficiaries), 58% of 'knowledge....expertise’ was marked as
excellent or good (93% for beneficiaries), and ‘speed of the enquiry handling’ was 52% (86% for
beneficiaries). Perhaps it is the initial contact where future interventions of this type could be improved.

Counterfactual: How would you rate the following aspects of the
assistance you received?

Professionalism 26% 41% 30% 49
Knowledge of the adviser / level of expertise 19% 37% 26% 1% | 7%
The speed of the enquiry handling 15% 37% 41% m
The diagnostic process and analysis of your requirement ¥4 26% 33% 1% 19%

The quality of referrals to other sources of support  ISZSSS 178 15% 15% 4

M Excellent MW Good M Adequate M Poor M VeryPoor M Don't Know/Not Applicable

Source: Kada Business Survey, Phase 1(2017) and Phase 2 (2019), Counterfactual n=27
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10. ANNEX FOUR: EXPERIENCE FROM OTHER AREAS

"At this point | don't think that delivery could be enhanced. No doubt it will be fine-tuned, in terms of sales

activity/client networking, but there is nothing with hindsight that we would suggest needs a radical rethink
and change”. 12S Pilot

Newable delivers I2S in Greater London. It was noted there was a large pool of potential technology
companies to work with. The interviewee noted that the delivery process worked well but felt the
paperwork was quite intensive and not always relevant, citing the questions at the back end of the one-
page action plan. ‘Deal flow' was reported to be satisfactory through a combination of telemarketing,
internal referrals, attendance at regional events (theirs and others). The team also have good relationships
with local accelerators and law firms. In terms of internal referrals Newable also run Department of
International Trade contracts, venture capital contracts, and EEN (they get many referrals through here).
Due to their breadth of coverage they have been able to offers a one stop shop approach where clients are
able to access different projects and expertise which adds value to the clients offer.

In terms of lessons they reflected the could have put stronger processes in place from the outset (this took
some time). They have also developed key modules within a set structure to achieve 12 hours support with
four or five areas that firms need the most. They felt 12S had a low profile and was not well known (RTC also
claimed this). The second interviewee noted profile raising was needed at an early stage we had to explain
to companies what I12S was and pro-actively seek the companies”.

They felt the consortium meetings worked well.

"l get great benefit from them. The openness to talk amongst ourselves, regarding issues and best practice, (s
very useful forum indeed. | remind you that | have worked with universities, delivering innovation programmes
and this clearly is best practice”.

They have shied away from using the GROWTHmapper™ tool systematically. They find it too time
consuming or effective have tended to use their own tools.

Oxford Innovation covers the Enterprise M3 area in Surrey and Hampshire. It had similar ambitions to the

other pilots to target SMEs demonstrating innovation growth ambitions or potential. “The innovation is
about optimising the companies’ ability to explore and manage new ideas” they claimed. Unlike Exemplas,
they do not exclude firms by size and have a higher proportion of micro businesses. Whilst they anticipate
achieving their targets they acknowledged they could perhaps achieve better outcomes by targeting larger
SMEs. There are less explicit links to LEP strategic priorities (there is no requirement to do so) but they are
well connected to other initiatives via the EM3 network of practitioners. The network meets regularly to
discuss skills, training, finance and the Growth Hub. 50% of their customers come via the EM3 Growth Hub.

"It's good to have strategic links but operational connections are vital. The practitioners’ network is really
useful to really understand others and refer to them. | don't want to duplicate what others are doing”. 12S
Pilot Area

Oxford Innovation would welcome a complementary follow-on programme to extend the 12S offer. They
like the process and the GROWTHmapper™ tool which they developed. It was noted that Oxford
Innovation are developing new modules covering productivity and internationalisation for the
GROWTHmapper™. They described the Action Plan as a flexible process as “an all embracing snap shot of
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what's coming out of discussions and GROWTHmapper™". They don't tie their clients to it and the actions
adapt and change as they communicate with companies (similar to the Exemplas’ experience noted earlier).

They like the 12S model and felt that seven days was attractive to applicants. They noted that they
developed a very trusting relationship with their clients over long time frames. This did have the downside
of making it hard to shut down cases. Their final report stage was introduced to assist with this process.
They claimed to be spending 40% of their time on administration “which prevents delivery of support”. Their
team is trying to keep paperwork to a minimum and didn't insist on paper signatures. The Oxford
Innovation team spent some time getting the 12S process right at the early stages of the intervention
through the case file (an IUK requirement) that captures the information on the client, their needs and their
action plan.

One innovation they have introduced is sharing clients with advisors — with two or three advisors advising a
single client. This brings fresh a perspective and can help to achieve a 12 hour assist more quickly. Oxford
Innovation reported doing minimal marketing with half their clients being referred in from the Growth Hub
and the balance made up from events and networking and client word of mouth. They tend to sign up a
high proportion of the referrals they see (two point five out of three customers on average) suggesting a
high conversion rate. The team at Oxford Innovation get some referrals from Set Squared and Finance

South East but would like stronger relationships with local councils. Like Newable they also liked the
consortium meetings. “We decided to set up this group June last year we as recognised we had a lot to learn
from each other”.

In relation to cross cutting themes they record relatively low levels of interest in sustainability via the
GROWTHmapper™. Both Newable and Oxford Innovation capture diversity measures but were honestly
not sure if this made a difference or informed their marketing activities. Though they both did claim have a
high proportion of women business owners.

RTC North cover a large 12S area from the North East to Leeds and Liverpool. One of the key barriers to
innovation encountered has been a lack of aspiration. The advisor consulted claimed “there is an appetite to
start a business but people are reticent to take the next steps — they need mentoring to take the next risk". In
the North East networking is important and they get many referrals from events and internally. Like
Newable they run many programmes from start-ups to scale-ups so ‘clients can pass through the
programme’. In Leeds and Liverpool they have strong links with LEPs and Universities. They don't use
telemarketing as they find leads from 121 interaction more beneficial and the advisors have their own
networks.

They use the GROWTHmapper™ and some advisors consider it a useful conversation starter and it gives a
structure (for people new into the advisor business it's a valuable tool too). But sometimes the client has a
specific need and their advisor is able to diagnose it. Also it was claimed the tool only has one element of
innovation and would like it more tailored towards it.

Like Oxford and Newable, RTC claimed “the process is long winded and has been a learning curve — it took
away valuable time with clients. We have tried to limit the reporting to maximise face to face time". That said
they claimed the clients like it and they have had nothing but positive feedback and in fact had to be careful
to not offer too much.

They felt they were reaching the right firms but acknowledged there were a whole host of people they were
not reaching. They added “this comes back to aspiration...we are looking at an event to change the mindset
and linking with schools to understand the areas better”.
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One of their key strengths was claimed to be their advisors, “the people are great we have a fantastic team
with diverse backgrounds and passion to make a difference”.

In terms of marketing the RTC respondent claimed, “we don't sell it or educate people enough” and business
don't always understand the word ‘innovation’. They felt they needed to convey what innovation meant to
a typical business (ie something new) and how it apply to them. "We get lots of family businesses with huge
opportunities to reinvent themselves" they noted.

The key lessons they have learnt are (a) having a USP in a crowded market (b) a team ethos - getting the
advisors to work together with less ownership of targets through team targets. (c) simplifying the process —
to maximise the advisor time. They concluded ‘it's all about people — relationships and listening and
learning”. They would like to see more referrals across regions.
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