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i.  Procurement Activity Summary

Title Digital Infrastructure

Published by GFirst LEP CIC

Publication date | 07/10/2016

Deadline date 21/10/2016

Deadline time 17:00 BST

Notice type Contract Notice

Abstract This document outlines the requirements for the establishment of a
new and expanded Digital Infrastructure that will support the
expansion of The Growth Hub Network and its availability of
services, incorporating an integrated operating platform and four
top-level customer centric components:

e A Growth Hub website

e CRM system

¢ Interactive Knowledge Bank

¢ Diagnostic Tool

ii. Notice

Official Name:
GFirst LEP CIC

Postal Address:
University of Gloucestershire, Oxstalls Campus, Oxstalls Lane,

Town: Postal Code: Country:
Gloucester GL2 9HW United Kingdom
For the attention of: Telephone:

James Brown 01242 715480

E-mail: Fax:
gfirstadminteam@gfirst.co.uk N/A

Website:

www.gfirstlep.com
www.thegrowthhub.biz
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http://www.gfirstlep.com/
http://www.thegrowthhub.biz/

1. Purpose

The Growth Hub currently operates as a single physical centre, based at Oxstalls
Campus, University of Gloucestershire, and online through a website and social media
accounts - Twitter, YouTube and LinkedIn. As The Growth Hub seeks to expand their
physical presence across Gloucestershire, there is a need to implement a robust and
scalable infrastructure that enables the new locations to operate as a single enterprise,
supported by an enriched digital offering.

This document lays out the vision for The Growth Hub’s digital strategy, detailing the key
components for delivery so that potential suppliers can respond with proposals that
identify how they would deliver one or more of the various components, as well as
detailing how they would add value to the evolution of the digital strategy of The Growth
Hub.

It is envisioned that in order to meet the needs of all elements of this project, multiple
suppliers will be required. Therefore, whilst each individual supplier should submit their
own proposal for their respective areas of expertise, any detailing of collaboration with
other potential suppliers is permitted.
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2. Context

2.1 The Service

Growth Hubs are local public/private sector partnerships often led by the Local
Enterprise Partnership (LEP). There are 39 Growth Hub organisations, bringing together
public and private sector partners to promote, co-ordinate and deliver local business
support and provide a mechanism for integrating national and local business support so
it is easy for businesses to access.

Phase 1 of the Growth Hub in Gloucestershire is a partnership between GFirst LEP and
the University of Gloucestershire.

The Growth Hub is currently physically based at Oxstalls Campus, University of
Gloucestershire, as the go-to place for businesses. It brings together a range of
expertise, skills and connections, as well as the resources and capability to source new
products and services with clients if they don't already exist locally. The team at the
Growth Hub includes ‘Navigators’ (responsible for 1st line triage and signposting),
‘Guides’ (responsible for 2nd line on-going management of clients with growth
potential), and ‘Marketing’ (responsible for the Growth Hub marketing communications
programmes). The Growth Hub is directed by an executive management, who have
responsibility for reporting Growth Hub performance to BEIS (UK Government) and
HEFCE. While the goal of the Growth Hub is to support businesses, this is ultimately
measured by a key set of KPI and metrics agreed with the funding bodies (please see
Appendix 1 — Growth Hub Monitoring and Evaluation Framework).

The Growth Hub works with 3rd party organisations (‘Support Providers’) both
nationally and locally, that offer growth support and advice, offering solutions to
businesses of all sizes. There is currently a rudimentary ‘Knowledge Bank’ of around
210 Support Provider organisations in the region that are known to the Growth Hub. The
Knowledge Bank also includes information relevant to helping and advising businesses,
alongside the Support Providers.

The Growth Hub Navigators and Guides work closely with Clients to identify their needs,
offering a range of tried and tested business services, and some innovative solutions
that will support local businesses to be market leaders and reach their growth potential.

2.2 The Growth Hub Network Expansion

Beginning in 2017 GFirst LEP will be extending the reach of the Growth Hub, by
developing the Growth Hub Network across the county. This initiative will see additional
physical Growth Hub locations established across the county, run and operated by
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‘Strategic Partners’, and providing a local presence for Client businesses to access the
business help and support available through the Growth Hub Network.

Each of these local hubs will be categorised into one of the following:

e Tier 1: Specialist Resource Centres that provide support to targeted high growth
potential businesses, including technical, sector-specific, R&D, innovation support
and high growth business incubation

e Tier 2: Generic or General Resource Centres which will provide access to the
Growth Hub Network and a wide range of business support services and business
incubation support for new start and growing small businesses.

e Tier 3: Points of access into the Growth Hub Network, with limited direct business
support functionality. They may not directly provide any support or services, but
simply provide access points to the digital Growth Hub and refer businesses to
information or other providers within the Growth Hub Network

While there will be a number of local hubs within the Growth Hub Network, it is important
that there is a common approach in providing services to Clients, and consistency in
Clients’ experience of engaging with the Growth Hub Network, regardless of where they
connect with the Growth Hub Network.
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3. Vision

3.1 The Existing Landscape

3.1.1 Operating Infrastructure

The Growth Hub currently uses technology resources — e-mail, phone lines (VOIP),
network folders, laptops, business software, wi-fi and security — from the University of
Gloucestershire. Whilst the Core Growth Hub will continue to operate from the University
of Gloucestershire, this existing approach is not scalable for the extended Growth Hub
Network.

3.1.2 Digital Channels

There is currently a public-facing website (www.thegrowthhub.biz) that provides a wealth
of static information, including news and details on events taking place. However, this
needs to be enhanced to provide users with a personalised ‘diagnostic’ and self-serve
capability, as well as incorporating the offerings of the extended Growth Hub Network.

The Growth Hub also run social media accounts on Twitter, YouTube and LinkedIn.

3.1.3 Support Systems

There are not many additional systems in place, but the two main systems are a CRM
and Marketing Automation tool. Not only are these two systems shared with GFirst LEP,
but the design of the current CRM solution neither supports the operational needs of
operating an extended Growth Hub Network, nor the efficient delivery of a personalised
customer experience.

3.2 The New World: Core Components

This section highlights the key elements that must be delivered as part of this project,
however, additional products — such as marketing automation tools, social media
management console, customer support platform and chatbots — will need to be included
to optimise the capabilities of this new ‘Digital Infrastructure’.

3.2.1 Network Infrastructure

The underlying objective of this project is to build the foundations for standardising
Growth Hub operations across multiple sites and for different user groups, ensuring that
the solution is robust, scalable and consistent, yet adaptable to the needs of each
location type, Core, Tier 1, Tier 2 and Tier 3.

Proposals are sought to support the centralisation of network operations,
including but not limited to e-mail management, communications and telephony,
security and document storage. Consideration will need to be given to the
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integration with the other components, both identified in this document and those
which might reasonably be anticipated as the operations evolve.

3.2.2 Growth Hub Website

The new Growth Hub website should act as the central location for accessing all Growth
Hub content. Whether it is information on the local networking events, identifying
potential suppliers for a particular service, or for booking a one-to-one appointment with
a Growth Hub Guide, the new website is where users can go to find this information.

Clients
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(The above diagram is illustrative)

By extending the physical Growth Hub Network, the essence of the Growth Hub won't
change, but the breadth of the service will, opening the door to potential confusion about

Page 7/23



what services clients can find where. The new website will need to clearly and intuitively
signpost users to content and services that are relevant to that individual user.

For many businesses the website will perform the function of a Navigator, in signposting
them to information and resources most relevant to their needs and interests, without the
need to interact with Guides or Navigators.

The current website provides a good idea of the types of content that will be required for
the new website, but a replacement CMS is required that enables the Marketing team to
add/edit/delete this content, as well as empowering Strategic Partners to publish their
own content, in line with brand and marketing guidelines controlled by the Core Growth
Hub team

Some key evolutions from the current website are that the new website should:

- provide clients with a ‘My Account’ feature that records their own personal
journey with the Growth Hub, including the promotion of content applicable to
that user’s own circumstances

- act as a business community forum, where businesses can interact with one
another and support each other with their various challenges.

- be capable of acting as tool to be used by Guides when face-to-face with clients.

Ultimately, it is a key requirement that the website provides better support for the key
users and workflows involved in interacting with Clients. Given the development and
growth of the Growth Hub Network itself over the coming years, it is a key requirement
for the new website to be flexible: capable of being extended, adapted and enhanced
over time to ensure it is able to support and enable the core work of the Growth Hub
Network.

Proposals are sought for the design and development of a new responsive
website which will incorporate the current brand and reuse or reformat current
assets and content where still fit for purpose. In addition, the proposals should be
mindful of the need to design the additional functionality highlighted within this
document, such as integration with the Diagnostic Tool and Knowledge Bank, into
a seamless and value-adding user journey. Finally, proposals should also
consider the desire for The Growth Hub to offer clients with smartphone / tablet

apps.

3.2.3CRM

The CRM function will underpin and record all client interaction with the Growth Hub
Network. The CRM system will be used by the Core Growth Hub (i.e. the Core Hub
Guides, Navigators and Marketing team currently based in Gloucester) as the single
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CRM system supporting Client engagement and Marketing functions. It will also be used
by Strategic Partner organisations (i.e. those running other Hubs in the Growth Hub
Network) and by Provider organisations (i.e. providing support services to client
businesses) to access and update records of businesses referred or signposted to them.

Additionally, the CRM system will be used by GFirst LEP to extract the relevant data for
reporting back to the relevant funding bodies (please see Appendix 1 — Growth Hub
Monitoring and Evaluation Framework). The CRM reporting functionality must support,
and where possible automate, capturing and reporting on these metrics.

Consideration should also be given to the partitioning of data within the CRM, so that
Growth Hub client data is segregated from GFirst LEP contact data.

Whilst the project will embark upon a ‘Discovery Phase’ to finalise user stories to identify
exactly what the CRM and other components of the Digital Infrastructure need to
support, below is an overview of how some users may need to interact with the CRM as
part of their roles:

e GFirst Hub Manager
e Responsible for LEP monitoring and reporting
e Responsible for systems admin (adding/granting user permissions;
managing Provider user accounts)
e Core Growth Hub users:
e Registration desk

o Visitors need to register / sign-in (currently using an iPad) when
visiting the Growth Hub using a dedicated interface with restricted
access.

o Clients sign-in when attending Growth Hub events using a similar
dedicated interface with restricted access.

o Both of the above are currently a simple web form which captures
visitor contact data and adds to a list. There is a desire for this to
remain simple in interface but to integrate with the CRM system to
avoid duplicate data entry for returning/frequent visitors, and to
‘log’ visitor and event attendance against a client’s data record.

e Navigators

o Navigators provide a first point of contact for any client business
engaging with the Hub. Clients may contact the Hub by phone,
email, or in person (by visiting the Growth Hub or at events). The
Navigator team are currently reactive, and provide a triage
service. Navigators sense check what the needs of clients are
likely to be, and direct them to advice or other sources of
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appropriate information. Navigators may create a Support
Intervention, hand over clients to a Guide (at the Growth Hub), or
‘Signpost’ Clients to an external Support Provider organisation
listed in the Knowledge Bank.

o Core Growth Hub Navigators can see all Client data in the CRM
(‘Navigator’ roles in Strategic Partner organisations will not see all
data - see notes under Strategic Partners, below).

Guides

o Guides provide a second level of contact; providing a client
management function for businesses who have growth potential.
Leads or referrals to Guides may come from various sources (e.qg.
Navigators, existing clients, external providers, existing contacts,
etc.). Guides will conduct an advanced ‘diagnostic’ conversation to
understand the needs and dynamics of the business, and to
ascertain what specific ‘Support Interventions’ may be suitable for
the client. Guides create a ‘Growth Plan’ to document specific
Clients needs and Support Interventions to address these needs.
Guides refer clients to Support Providers or Partners for particular
Support ‘Interventions’. Guides retain account ‘ownership’ of a
client, following up to determine progress with the Growth Plan
and whether Support Interventions have been followed up and if
they have been successful. These processes are managed and
documented in the CRM system.

o Core Growth Hub Guides can see all Client data in the CRM.

Marketing

o The Marketing team are responsible for Growth Hub marketing
communications. This includes ownership of website content,
social media feeds, email marketing and organising and
managing events (with the requirement to create and email
marketing lists, capture registrations via web forms, and store this
as an activity against Client records in CRM).

e Strategic Partners:

Strategic Partners have a strategic relationship with the Growth Hub
Network, operating additional hub locations around the county.

Clients may be ‘Walk-ins’ either aware or unaware that the site offers
access to Growth Hub services, or ‘Referrals’, signposted and introduced
to the Strategic Partners by Navigators, Guides or the website: this is a
tight handover, with the onus being on the Strategic Partner to follow up
with and welcome the Client.
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e Clients that interact with Strategic Partners will still be Growth Hub clients
and as such their engagement journey must be recorded and tracked in
the CRM system, with the Strategic Partners responsible for ensuring that
the CRM is kept up to date

e Strategic Partners will be able to create/view/update records in the CRM
system for clients.

e Strategic Partners can ‘Signpost’ clients into the Growth Hub Network to a
Navigator, Guide, another Strategic Partner or Provider.

e Support Providers

e Clients may be ‘Signposted’ to Support Providers. Signposting normally
would include up to three Support Providers. The onus is on the Client to
initiate contact with the recommended Support Providers.

Clients will be invited to rate Support Providers they have engaged with.
Support Providers will able to see (via a dashboard) of how many clients
have been signposted to them, along with their Client feedback ratings.
Core Guides and Navigators will also be able to see this information.

Proposals are sought from companies that specialise in the design, development /
customisation, implementation and management of CRM platforms. Potential
suppliers must also be willing to act as an expert voice in working with The
Growth Hub to evolve the CRM strategy. They must be fully aware of the myriad of
challenges that Growth Hub clients could face in seeking and making use of
business support services, to thus evolve the CRM system and complementary
tools to support the development of the Growth Hub brand as an honourable,
trustworthy and respectable support service that offers independent and impartial
business growth guidance.

3.2.4 Knowledge Bank

A core component of the Digital Infrastructure is the Knowledge Bank. The Knowledge
Bank will be the USP of the Growth Hub — supporting its ambition to be the first place
any business goes for business support in Gloucestershire.

The Knowledge Bank is essentially a database of information, that can be populated
manually by users, or from scraping content from around the internet, enabling the
presentation of up-to-date and contextually relevant information to users, whether they
be Business Guides accessing the CRM profile of a lead to research their business and
sector before an initial meeting, or a client business using the website to find the latest
thinking on how to enhance digital skills in the workforce.

There are currently around 210 Support Provider organisations in the region that are
listed in the existing rudimentary ‘Knowledge Bank’, but this will grow over time, not least
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because there are over 30,000 businesses in Gloucestershire. Support Providers may
have multiple service offerings. These are currently organised and tagged using the
‘Super 7’ subject categories used by The Growth Hub (please see Appendix 3 - Super 7
Categories). As The Growth Hub develops the Knowledge Bank content will be
extended, resulting in a comprehensive collection of all national and local business
support information that is in the public domain plus all the information gathered from
working with and helping local businesses. In addition to this, clients should be able to
rate and provide feedback on solutions and services that are listed in the Knowledge
Bank, whether that is a training course or a specific business they have used to address
a challenge they are facing in achieving their growth ambitions.

Whilst the Knowledge Bank will be governed by the Core Growth Hub Marketing Team,
Support Providers and Strategic Partners should also be able to add content for their
own dedicated areas of the Knowledge Bank. Where possible the key functions of the
Knowledge Bank, should be automated so that minimal resources are required to
maintain the data within it. Additionally, the Knowledge Bank and the associated tagging
and structure of data should be tightly integrated with the CRM, CMS and Diagnostic
tool, to optimise the presentation of contextually relevant information at the right time for
individual users.

Proposals are sought from suppliers with extensive experience of gathering,
structuring and managing information from multiple sources, complemented by
the ability to present that information in a clear and timely manner for multiple
user groups. Further capabilities sought include experience of securely sharing
that information with other systems, particularly CRM and CMS systems, along
with an appreciation for the impacts that the time and method of presenting
information can have on a user’s experience,

3.2.5 Diagnhostic Tool

The reason why the Growth Hub exists is to provide support to Gloucestershire
businesses to assist them in fulfilling their growth ambitions and potential. In order to do
this the Growth Hub currently mobilises Business Navigators and Business Guides to
diagnose the client’s issues and where they could look for help. Such a capability should
be delivered as a digital tool to serve two purposes:

1) Enable businesses to ‘self-serve’ where appropriate, and,

2) Reduce the administrative burden on Business Navigators and Business Guides
so that any diagnosis and guidance they provide can be recorded into the CRM,
via this diagnostic tool, allowing them to spend more time nurturing client
relationships rather than copying hand-written notes.
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This project is seeking to deliver a scalable diagnostic tool that supports clients in not
only finding possible solutions to their challenges, but also aids them in tracking their
progress against their actions.

It is envisioned that the diagnostic tool might have three layers:

1) A self-service sign-posting to services available in the Knowledge Bank.

2) An interactive layer that allows clients to input key data to help in mapping out
their actions for achieving their growth potential, such as developing a business
plan.

3) A detailed and comprehensive question set that Business Guides use during
their dialogue with client businesses to capture responses to then shape an
action plan and record benchmark and target measures of success.

Finally, in addition to making this tool available on the new website, there is desire to
incorporate elements of this diagnostic tool into a tablet app which client businesses
could use as a day-to-day operational management tool to track their progress.

Proposals are sought from companies that have experience of developing
bespoke applications that can be presented across multiple platforms as well as
integrating existing third-party components that would be complementary to the
experience. Additionally, proposals from existing software providers that have a
solution that could contribute to a more comprehensive diagnostic tool are
welcome.

3.2.6 User-Centred Design

The existing infrastructure and digital channel service has developed organically,
responding to demand as it has presented itself. Whilst demands will evolve over time, it
is the ambition of this project to build a service that is focused on each and every known
user, from clients to reporting managers. By taking this approach The Growth Hub are
seeking to develop a solution that can act as a case study to its clients on how to design
a scalable and robust digital infrastructure capable of supporting growth.

The foundations for this approach come from the identification of key user personas and
end-to-end customer journey maps, supported by a range of other service design tools,
such as cognitive walkthroughs and heuristic evaluation.

Proposals are sought from companies that are trained and experienced in service
design, specifically where a service has needed to combine both offline and
online channels.
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4. Delivery

4.1 Project Timetable

The project will be delivered in accordance with the principles and approach laid out in
the Government Service Design Manual, namely that there will be four phases to service
delivery: Discovery, Alpha, Beta and Live. Furthermore, the platform will be delivered
using the principles of Agile Software Development and as such initial focus will be on
the definition and delivery of a Minimum Viable Product (MVP), before extending the
capability of the solution through subsequent releases. The key dates for the delivery of
the MVP are as follows:

Phase Start date End date

Discovery 6" October 2016* 30™ November 2016
MVP Alpha 8" December 2016** 1% February 2017
MVP Beta 9" February 2017 22" March 2017
Live & Warranty) 30™ March 2017 12" April 2017

*This is the internal start date. Ideally though, selected suppliers could integrate into the project team before
the end of the Discovery Phase.
** Suppliers required for the MVP must be available for this date

Please note that further enhancements and developments are likely over the following
24 months following initial MVP as the Growth Hub evolves, with the intention to start
work on the Alpha phase of the next iteration in parallel with the preceding Beta phase,
e.g. Iteration 2 Alpha will begin on 9" February 2017.

4.2 Requirements of Suppliers

e Design, build and implementation of system components that meet the provided
high-level requirements for the Digital Infrastructure, summarised in Section 3.2 —
The New World: Core Components. It is anticipated that this would be
implemented incrementally, based on prioritised user stories, and would need to
adapt to the growth of the Growth Hub Network over time.

e Provide on-going support for these systems, to ensure that they continue to work
as designed,;

e Provide on-going resource for on-going development and enhancements to the
systems (to be scoped on a case-by-case basis).

4.3 Deliverables:

The consortium of suppliers will be expected to produce the following non-exhaustive list
of deliverables:
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Customer Experience documentation, including Customer Journey Maps

User Experience documentation

Ul, wireframes and designs

All visual design elements for front-end interfaces across websites, apps and
systems, e.g. CRM

All development code

A CMS for managing website content

A CRM system that meets the requirements

A ‘Knowledge Bank’ of providers and information integrated within the website,
CRM and Diagnostic Tool (Provider and other data will be supplied by GFirst
LEP)

Rating system for providers in the Knowledge Bank

Hosting and technical infrastructure for the system (stage and production
environments)

e Suitable deployment process which ensures consistency between environments
and rollback capabilities

Access to stage site at agreed milestones for review and testing

Migration of existing data

Training and user documentation for the system

Service support for live operations

4.4 Key Dependencies and Risks:

e The Digital Infrastructure needs to be in place for Network Resource Centres to
be able to feed in information and for GFirst LEP to report to the funding bodies,
meaning that delays to the project would impact on business decisions and the
expansion of Growth Hub services across Gloucestershire.

e New buildings to house the Growth Hub Network are already in detailed planning
stages, to which the final digital infrastructure design will need to contribute

e New reporting requirements for the Growth Hub will come into force in 2017, for
which the new CRM must be able to report. Delays in the delivery of this
reporting capability may have financial impacts on the Strategic Partners
identified to provide the Growth Hub Network services.
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4.5 Responsibilities

4.5.1 GFirst LEP:

e Will own the Digital Infrastructure and provide a product owner responsible for
decisions on requirements, liaising with GFirst LEP stakeholders

e Providing current brand guidelines and current brand assets for use in the
system
Provide content for the website and related tools
Providing access to people (internal or external) to be involved in Customer
Journey desigh and UX testing
Provide data, or access to data, to support data migration
Sign-off and acceptance prior to deployments

4.5.2 Consortium of Suppliers:
e Design, development and delivery of the systems specified
Producing and maintaining a project plan
Design and production of additional brand assets required for the system
Appropriate levels of testing prior to user acceptance testing
Setting up and managing TA
Managing deployments

4.6 Budget

We understand that responses to this RFQ may be based on “off the shelf” (OTS)
software products with customisation, or bespoke development, and that the approach
and pricing associated for each will vary. Please ensure that your proposal clearly
outlines your approach, and all costs (whether software license costs or software
development costs) that you believe are appropriate to deliver the requirements.

Page 16/23



5. Supplier Selection

5.1 Procurement Timetable

The following provides the milestones and associated dates for this procurement

process:
Milestone Date
Issue RFQ 7" October 2016

Deadline for bidder clarification questions

17:00, 14" October 2016

Deadline for response to RFQ

12:00, 21* October 2016

Supplier presentation / interviews

31° October 2016

Notification of Award

2" November 2016

Work Order Signature

ASAP, but no later than 16"
November 2016

Commencement of Work

ASAP, but no later than 1% December

2016

MVP (phase 1) go live

30" March 2017

5.2 Minimum Capabilities

The Digital Infrastructure solution encompasses multiple components, each with their
own distinct skillsets. Whilst it is expected that to deliver the solution in full multiple
suppliers will be required, this does not restrict the possibility that a supplier might be
selected to deliver more than one component. Conversely it might be that in order to
deliver a component to it's for potential, the Knowledge Bank and Diagnostic Tool for
example, multiple suppliers might need to converge to combine their unique offerings.

As such supplier capabilities will be assessed both individually and collectively.

As a guide though, the minimum skill capabilities that must be demonstrated to prove

ability to deliver the work are:

CRM strategy

System architecture design
Cloud solutions

Service design
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Visual design

Interaction design

HTML and CSS development

Responsive web design and development

Web, iOS, Android, Windows app design and development
DevOps

Agile Project management

Source code/version control

OpenSource software licensing

Service management, including problem and incident management
Database design and development

Information architecture

Knowledge of Data Protection Act 1998

User training and development

5.3 RFQ Response Deliverables

We are asking potential suppliers who wish to respond to this RFQ to submit a written

response. This response must include a detailed description of the approach to the

proposed service/solution, specifically addressing the following:
e Ability to meet the Requirements and deliver the Deliverables

Ability to meet Minimum Capabilities

Risk mitigation plan

Design approach to the project

Technical approach to the project

Project management methodology and approach to the project

A high level schedule, explaining how you would provide final deliverables in line

with the deadlines.

e Provide a budget breakdown to allow GFirst LEP to understand the costs
associated with the project.

e Detall the skills and experience of the team members who would be working on
the project.

Background information:

e Any background information about you that is pertinent to the requirements and
deliverables of this tender, specifically related to this project. Please provide
specific examples or links rather than a general portfolio.

Relevant case studies from similar projects.
Key contacts and/or resources you're proposing to undertake the work e.g.
individual's’ background experience and skills specific to this requirement.
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Detailed, itemised breakdown of your prices:
e The prices you enter should cover all of the stated requirements, with any licence
fees, rate cards and monthly retainers clearly shown.
e Your tender response should clearly define what services are within and outside
of the scope of the prices you quote.
e Please also set out any associated assumptions that could affect the quoted
price.

5.4 Award Criteria & Assessment

The supplier selection process will be split into two stages. The first stage will see
potential suppliers assessed and shortlisted based upon how their proposals score
against their capability to deliver the components highlighted in this document.

The shortlisted candidates will then be invited to a presentation & interview day at which
they will be able to expand on their proposal in the context of how their proposal will add
value to the Growth Hub’s service and users. The presentation will provide the
candidates with an opportunity to bring their proposal to life and to evidence how they
envisage alignment of thinking and approach to the design, delivery and evolution of the
product to the key themes of the Growth Hub’s digital strategy. These key themes are:

- Customers: Designing and delivering compelling experiences that result in an
increase in volume & quality of service take-up

- Information: Use of adaptive analytics solution achieved through the
implementation of a robust and scalable technology strategy & roadmap

- Innovation: Roll out of connected products & services, establishing a digital
business model

- People & Organisation: Workforce of the future providing an inspirational
demonstration of capabilities to clients

The interview will then be an opportunity for GFirstLEP to ask any questions they have in
relation to the proposal.

Contracts will be awarded based upon the MEAT approach (Most economically
advantageous tender) which strikes a balance between quality and cost. The weighting
matrix for consideration in pulling together a proposal is as follows:

Quality — 60% made up of: Cost — 40% made up of:

Technical merit 40% Contract price 30%
Mobhilisation plan & agility 10% Software licencing costs 10%
Service management 5%

Industry recognised certifications 5%
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Appendix 1 - Growth Hub Monitoring and Evaluation
Framework
my.8

20160223 GH
Monitoring and Evalu:

Appendix 2 - Draft high-level MoSoCoW rated User-Stories

Please note that this document is not a finalised document and is only included to guide
thinking to enable the submission of proposals. The formal list of prioritised user stories
will be completed at the end of the Discovery Phase, 30" November 2016.

Digital
Infrastructure_RFQ_
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Appendix 3 - Super 7 Categories

e PEOPLE & SKILLS
o Recruitment
o Employment Law & Policy
o Leadership & Management
o Knowledge, Skills & Training
e OPERATIONS
Facilities
Quality
Supply Chain
Legislation
Processes & Productivity
Environmental Sustainability
ICT
e STRATEGY
o Strategic Planning
o Strategic Implementation
o KPlIs
e FINANCE
o Sources of Finance

O O O O O ©O

o Financial Management & Accounting

EXPORT

SALES & MARKETING
Sales

Strategic Marketing
Digital Marketing

O O O O

o Market Research
e INNOVATION
o R&D
o Technology
o Change
o Intellectual Property

Advertising, Communications & PR
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Appendix 4 - High level data model

Please note this is a high level illustrative model, not a complete design data model.

Partner Client owner

Client organisation may
be owned by a
Partner (when 'referred’)

Growth Hub Client
owner

Client is always owned

Event

The activities log

o may include events
invited to / attended

plus feedback

by a specified member
of the Growth Hub team
Many to many
o4 clientorganisation P— relationshipto—=<  client contact
be confirmed
Activity log will record Support Provider /
interventions plus any Partner
other account activity

—o0g client activitylog po——

The activities log may
include a number
of signpostsireferals
to Providers/Partners

—g

services / solutions
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5 &2
‘.4'5
Department

for Business
Innovation & Skills

Monitoring and Evaluation Framework for Growth Hubs — 2016 to 2018

Introduction

This framework has been designed to ensure that Local Enterprise Partnerships (LEPs) through their
growth hubs are collecting the right data to achieve sustainability by maximising their performance
and impact, and also to capture “what works”. The framework sets out the data items for growth
hubs to collect — and how this is valuable — in order to improve their performance, as well some
further recommendations which have been seen to work well in some more data-driven growth
hubs. This framework should be seen as a minimum set of data to collect, and growth hubs are
encouraged to collect any additional data that they believe will help them operationally.

Reflecting on LEP and growth hub feedback on the 2015-16 framework we have alignhed core metrics
more closely with European requirements and refined our ask in order to reduce data burden. This
paper incorporates examples of best practice from growth hubs operating a data-driven approach
and who have already realised the value (and monetisation potential) of good data collection and
usage.

Intervention Intensity
The Monitoring and Evaluation Task and Finish Group identified three intervention “intensity levels”.

e “Light touch” — interactions which do not consume significant dedicated resource
eg interaction at conferences or events, website traffic, telephone and signposting

e “Medium intensity” — interactions which use moderate growth hub resource, broadly
aligned to the EU 3 hour metric for “Information, Diagnostic and Brokerage support only”*
eg business diagnostic with growth hub advisor, referral to business support schemes

e “High intensity” — interactions representing sustained support and using significant growth
hub resource, aligned to the EU 12 hour metric for “Enterprise Support”*

Growth hubs will only be asked to report aggregated data (set out below) for most of their “light

touch” interactions. Aggregated data should be reported regardless of level of intensity.

Unaggregated data (detailed later) should also be recorded when growth hubs provide face-to-face
support on appointment, or have referred to a business support scheme. This will include all
“medium” and “high” intensity interactions, but it is not necessary for “light touch” interactions.

1

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/462724/ERDF Output Indic
ator Definitions Guidance 230915.pdf
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Aggregated Data

BIS requests the following information from growth hubs every six months, as part of our light-touch
monitoring policy under the existing Growth Deal reporting process via Logasnet, which cover all
interactions with businesses and individuals (including at group events and pop-ups);

e Number of different businesses/individuals interacted with split by medium who have
received triage, diagnostic and/or signposting support:
telephone enquiries (excluding diagnostics)

o face-to-face appointments (excluding diagnostics),
o interactive business diagnostics (telephone or face-to-face)
o web-based interactions (e.g. contact form, user registration to members area, use of

live chat, message through social media) — only interactive actions should be
counted - not passive actions like views of a web page
Attendance at growth hub organised events, conferences or pop-ups etc.
Other medium not listed above
e Number of outbound referrals made and to which schemes, and with what take-up rate
e For “medium” and “high” intensity interventions only, the tabulated responses to the
satisfaction question “how satisfied or dissatisfied are you with the quality of this service?”
rated on a five-point scale’. For “light-touch” interventions, a survey approach is sufficient.

Non-Aggregated Data

First contact with a business is generally the best time to capture business information, including
advice needs. For face to face meetings, a short and standard form is a neat way to capture
information which can be inputted into a CRM later. This reduces input errors and missing fields. We
would recommend this as an approach where possible.

The minimum data to be collected for all businesses® interacting with the growth hub on a one-to-
one basis” for any length of time, the following information must be captured;

e What: Contact name, telephone number, and if applicable, email address
Why: Future contact is more likely to succeed with a named contact to call back.

o What: Business name, trading address, and headquarters address (inc. post code)
Why: For direct mail, site visits, event planning and geographical analysis

e What: Companies House Reference Number®, VAT Number and PAYE Number
Why: These help to uniquely identify businesses, especially useful where businesses have
common names. Data matching can be used to generate an analysis of the growth and
behaviours of your customers, to enable targeting and marketing services more effectively.

2 (1 Very Dissatisfied, 2 Somewhat Dissatisfied, 3 Neither Satisfied nor Dissatisfied, 4 Somewhat Satisfied, 5
Very Satisfied)

* Businesses throughout this paper is to include individuals in the pre-start up or pre-registration stage

* Face-to-face appointments with an advisor (of any length of time), attendance at small-group training, etc.,
or —if resulting in referral to a business support scheme — telephone diagnostics/support

> The Companies House Reference Number of most incorporated companies can be found by searching at
https://beta.companieshouse.gov.uk/, but Growth Hubs are encouraged to obtain this information directly
from the business where possible.
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e What: Interaction type (e.g. face-to-face advisor appointment, referral [to local, national or
EU scheme(s)], business diagnostic, receipt of grant, telephone query etc)

Why: A record of previous interactions helps case managers to assess a business maturity
and allows analysis of which types of businesses are seeking which advice.

e What: Date of interaction (except for light touch monitoring/follow-up)

Why: Important for evaluation, also enables operational benefits such as automatically
scheduled call-backs X months after the previous interaction which secure repeat business,
and are useful for building relationships and “closing the loop” on growth hub activity.

e What: Satisfaction, rated on a standard five-point scale®, with the question “how satisfied
are you with the quality of this service?” for all medium and high-intensity interventions
Why: Satisfied customers are more likely to be repeat customers, and to refer other
customers through word-of-mouth.

o What: [Recommendation] Growth hub time spent interacting with business one-on-one
(cumulative)

Why: Not only useful management information for resourcing, but very strongly
recommended for growth hubs applying for EU funding to satisfy their requirements.

e What: [Recommendation] Maturity of the business (pre-start up, start up, scale up, at-risk)
Why: So that growth hubs can understand their users and tailor their services appropriately

For all businesses referred to or applying for a local, national or private sector business intervention
scheme, regardless of the outcome of that application, the following must also be captured;

e What: Outcome of application or referral — acceptance or rejection (and where possible, the
reason for any rejection)

Why: Important for customer relationship management and sourcing of alternative
assistance, also provides evidence to inform engagement with other programme owners. For
evaluation can be source of counter factual group.

e What: Business turnover (annual, most recent available) and employment (in full time
equivalents, at point of referral) — for multi-site located businesses this should be reported
overall, and just for the site receiving the intervention.

Why: To get a before-and-after comparison of the intervention on business productivity,
evidence which will be key to securing any future public sector funding

e What: Business sector code (SIC 2007) at the one-digit level’

Why: Local economies have different strategically important sectors and SIC codes allow for
a comparison of growth hub support and activity with local populations and LEPs strategies

e What: Date of referral, date of agreement of offer or rejection letter, and if the application
was successful date of start of intervention and end of intervention
Why: The lead-times of referral-to-intervention are important for referring businesses to
timely support, and the end date of the intervention provides a benchmark for (an
automatically scheduled?) follow-up and assessment of the impacts of the intervention.

6 (1 Very Dissatisfied, 2 Somewhat Dissatisfied, 3 Neither Satisfied nor Dissatisfied, 4 Somewhat Satisfied, 5
Very Satisfied)
’ https://www.gov.uk/government/uploads/system/uploads/attachment data/file/455263/SIC_codes V2.pdf
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e What: Additionality, rated on a standard five-point scale®, with the question “In the absence
of growth hub support, how likely are you to have undertaken the same activity?”, asked
after the prevision of support.

Why: This is an opportunity to show the value-added of growth hubs in encouraging
businesses to take up support that they otherwise would not have

e What: The value of any assistance referred to in GBP (eg. grant, loan, value of structured
programme) and [Recommendation] separately, the value of any private sector match for
funded programmes.

Why: To demonstrate the scale of the impact of the growth hub. Private sector match shows
the level of engagement with the private sector, and also links into EU definitions.

e What: [Recommendation] Number of jobs created (number created)

Why: This is no longer an absolute requirement but growth hubs should note that EU
funders require this information and so may wish to collect it routinely. We recognise that
not all businesses supported by a growth hub are seeking support for job creation.

e What: [Recommendation] If not jobs created, the objective that the business wants to
achieve, usually turnover growth (in %) or similar. This should be agreed before an
intervention or set of interventions, and realised values captured on the end date of the
intervention(s). Growth Hubs receiving EU funding should consider using EU objectives.
Why: Setting objectives before an intervention enables advisors to suggest the most
appropriate intervention, and makes it easier to assess what works so that future businesses
can be referred to the best schemes. This replaces the requirement to record jobs created
and safequarded as businesses often non-employment based growth ambitions. Growth
hubs must ensure that they are capturing some alternative measure of impact with which
they can calculate a value for money assessment and satisfy other (eg. EU) funders.

e What: [Recommendation] If measuring jobs created, growth hubs are advised to consider
the quality of those jobs — apprenticeships, minimum wage, senior management etc.

Why: Job creation is a crude measure that can miss the nuance of the work that growth hubs
do — growth hubs which can create good quality jobs will impress funders more.

Non-aggregated business level data needs to be retained for at least 6 years. LEPs should expect to
provide “non-aggregated” data on request to BIS, at around 6 monthly intervals. LEPs should ensure
that growth hubs can provide this within a reasonable time (eg. 14 days) and in an accessible format
(eg a spreadsheet with metrics as the columns and interactions as rows).

Data Sharing

Growth hub customers who receive “medium” and “high” intensity support should be informed that
their data will be shared with BIS for research and evaluation purposes only. Growth hubs will
therefore need to ensure that any data sharing agreement must enable information on recipients to
be shared with BIS. This is to enable the use of data for matching to other public and commercial
datasets for the purposes of evaluating and monitoring the impact of growth hubs. The following is
an example of the agreement that has been used for other programmes and provides an indication
of what will be required. LEPs will need to check that they are suitable in their own circumstances.

8 (1 Very Unlikely, 2 Somewhat Unlikely, 3 Neither Likely nor Unlikely, 4 Somewhat Likely, 5 Very Likely)
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‘The use of the Business’s information may include matching to other data sources to understand
more about organisations like yours and general patterns and trends, although the business’s data
will not be published or referred to in a way which identifies any individual or business. If the
business has any questions in relation to how the information the business provides, and in
particular any personal data, will be processed and disclosed please contact xxxxx’

Data Sharing Notes

1. Personal data means data which relate to a living individual who can be identified; (a) from those
data or (b) from those data and other information which is in the possession of, or is likely to come
into the possession of, the data controller and includes any expression of opinion about the
individual and any indication of the intentions of the data controller or any other person in respect
of the individual.

2. Data Controller means a person who (either alone or jointly or in common with other persons)
determines the purposes for which and the manner in which any personal data are, or are to be,
processed.

3. Data Processor in relation to personal data, means any person (other than an employee of the
data controller) who processes the data on behalf of the data controller.

Annual Review

As in 2015-16 BIS will make available an annual review template to assist LEPs and their growth
hubs. LEPs will need to pull together the data that has been collected within their growth hubs, and
their evaluations of performance for their review. It should cover an evaluation of economic impact’,
customer satisfaction, business take up of support and the work of the growth hub in continuing to
simplifying the local business support landscape. The reviews, which LEPs are to publish by 26 May
2017 after review by BIS, are an opportunity to showcase growth hub value and reach to both
government and the private sector. The reviews will provide the basis for BIS’ annual review of
growth hub performance in 2016-17. ..

Roles and Responsibilities

BIS will conduct high-level, over-arching evaluation of the growth hub policy, using the business-level
intervention data collected from growth hub CRM systems. This may consider groups of similar LEPs
or interventions together, but is unlikely to focus on any one particular LEP or intervention. This
leaves the responsibility for evaluation at this level with the LEP itself. BIS remains happy to advise
on evaluations and recommends that LEPs engage with us at the beginning of the funding period.

BIS will act as a central focal point for sharing best practice between growth hubs and is happy to be
approached for advice on monitoring, evaluation, the design of marketing materials and CRM
systems or other analytical support. BIS may distribute analysis of local business populations and

° Growth hubs are encouraged to contact the What Works Centre (http://whatworksgrowth.org/) and other
evaluation experts at the start of the period to ensure that a robust evaluation can be planned in to growth
hub activity from the start. Enterprise Research Centre can also advice on wider evidence and data matching.
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business needs, and help to “link” growth hub data to other datasets to help LEPs develop their
growth hub strategies and targeting.

LEPs are in full operational control of their growth hubs and are free to direct resources as they think
best in order to support their local Strategic Economic Plans. LEPs are therefore responsible for both
day-to-day monitoring of performance and wider strategic, process and impact evaluations of their
activities — including value for money at a local intervention level. LEPs are strongly encouraged to
develop a robust evidence base'® of the value of their growth hubs to ensure that they can
demonstrate impact ahead of any future bids for public sector funding. Growth hubs are encouraged
to take a scientific approach to interacting with customers and to develop evidence of “what works”.

Further Information

If you have any policy questions please contact Karen.Leigh@bis.gsi.gov.uk or

Jane.Fairclough@bis.gsi.gov.uk. For analytical questions, contact Patrick.Abbey@bis.gsi.gov.uk.

1% At the evaluation design stage (strongly recommended to be before implementation of a new type of
intervention), the score of the evaluation on the Maryland scale should be considered and justified.
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Annex | - Aggregated Metrics Example

By request we provide an example of the data items we will be collecting at an aggregate level.

Number of different businesses/individuals interacted with who have received triage, diagnostic

and/or signposting support

... by telephone (excluding diagnostics) 3,000
... face-to-face appointment (excluding 350
diagnostics)

... interactive business diagnostic (inc. telephone, | 724
face-to-face)

... the internet/website interaction 3,450
... at a growth hub event or conference 2,000
... other 40

Responses to the satisfaction question “how satisfied or dissatisfied are you with the quality of

this service?”

High Intensity | Medium Intensity | Light Touch
(survey is ok for light touch, no need for census)
Very Dissatisfied 50 25 1
Somewhat Dissatisfied 100 75 5
Neither Satisfied nor 150 400 20
Dissatisfied
Somewhat Satisfied 200 1,000 60
Very Satisfied 500 3,500 14
Total 1,000 5,000 100
(sample from population size 8,000)

Number of outbound referrals made and to which schemes, and with what take-up rate

UKTI 2,500 80%
Innovate UK 148 40%
Start Up Loans 2 90%
X University Business School 15 25%
Coaching

Etc. Etc. Etc.

Annex Il — Non-Aggregated Data

By request we provide an example of the data items we will be collecting at non-aggregated level.

Contact Details

Contact Name

John Smith

Telephone Number

020 7946 0630

Email Address

j.smith@example.com

Business Details

Business Name Example Ltd.
Companies House Number 01234567
VAT Number N/A

PAYE Number N/A
[Recommended] Maturity of Business Scale-Up

Address Details

Trading Address

Headquarters Address (it different)

Address Line 1

Example Wholesale Trading

Example Enterprises Ltd
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Address Line 2 Unit 15 Mayfair Road
Address Line 3 20 Piccadilly Road London
Address Line 4 Manchester

Post Code M1 1AA SWI1A 1AA

Satisfaction

How satisfied are you with the quality of this service? | 5— Very Satisfied

Interaction Summary

Interaction Date [Recommended] Growth
Hub Time (Cumulative)

Telephone Business Diagnostic 05/01/2016 00:30

Referral to Business Mortgage 05/01/2016 00:30

Broker

Face-To-Face Appointment 22/02/2016 02:00

Referral to Growth Vouchers 22/02/2016 02:00

Referral to Local Authority Start 22/02/2016 02:00

Up Loans

Growth Hub Coaching and 28/02/2016 03:00

Mentoring

Etc. Etc. Etc.

In addition, for businesses who are referred to national or local support, the data below:

Business Details

Turnover (Annual, Most Recent Available) £100,000
Employment (FTE) 235
Business Sector Code (SIC 2007) 55.20

[Recommended] Business Objectives

The business seeks to increase employment by 67% in 3 years, from the current level of 23.5 FTE.
The business seeks to expand into a few factory in the LEP area.

And for each referral:

Intervention Details

Intervention Scheme Name

Coaching for Growth

Outcome

Awarded - Ongoing

Intervention Type Grant

Value of Assistance £2,000

[Recommended] Private Sector Match £2,000

Key Dates

Referral Offer Letter Start of Intervention End of Intervention
22/02/2016 15/03/2016 01/04/2016 31/03/2017
Additionality

In the absence of growth hub support, how likely
are you to have undertaken the same activity?

4 — Somewhat Likely

Outcomes

[Recommended] Jobs Created

3

[Recommended] Jobs Protected

0

[Recommended] Progress against Objectives

Increased employment, no impact on turnover.
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These are 'key' stories. The risk of providing 100s of stories is that they can take time to absorb and, in the early stages of understanding a project, may cloud comprehension of the
core functionality.

The stories here are more detailed than epics and touch on all of the key functionality. They should allow a broad understanding of what we expect to achieve within the budget. What
makes these stories 'key' is that they may each imply other stories for other user groups, they provide a good overview of all expected functionality and therefore can be used as a
bench mark for the kinds of experience and skillsets required by the successful development / delivery team.

Key MoSCoW As a.......

1 Must

Provider

2 Could Hub Manager

3 Must
4 Must
5 Must
6 Must
7 Must

Hub Manager

Hub Data Manager

Client

Guide

Guide

User Story

As potential provider | want to submit my contact details, company
description and services offered so that they can be approved for
publication on the site.

As a Navigator or Guide | want to be able to moderate descriptions
of services and companies provided by providers and partners so
that only appropriate content ends up on the website

As a Hub Manager | want to see which providers have been given
the best ratings by previous clients so that | can offer feedback and
improve the overall experience of clients.

As the Hub Data Manager | want to manage/add/edit/suspend
provider accounts so the most appropriate content and providers are
offered to users

As a client | want to find the most useful providers and partners for
my situation so | can get the most relevant advice and support.

As a Guide | need the outcome of a referral to a partner logged so |
can track the success rate of my referrals.

As a Guide | want to be alerted that a referral log has not been
updated with a next step from a partner so that | can ensure clients
are not let down and we have accurate, measurable records.

Context / What drives this story?

Providers want their contact details, company description details of services to be listed
on the website. This needs to be an integrated system for submitting and managing this
process.

Website admins need to control which potential providers make it onto the website. They
also need to moderate any descriptions of partner organisations and services offered.

The Hub needs to track what experiences clients have had, both with the Hub itself, and
with providers and partners that have been signposted/referred via the Hub.

Ratings can be left by clients who are known to have been previously referred to specific
providers/partners. Clients could be prompted via email to leave feedback.

The website could also indicate which providers/partners have received the most
positive feedback from other clients. This is likely to be a kite-mark style of system rather
than a specific score.

Website admins must control which provider accounts are live on the website.

Clients need to be able to search or filter providers and partners based on types of
service, sector, suitability, ratings etc.

Example areas for support are people and skills, operations, strategy, finance, export,
innovation. Providers may be suited to supporting clients of a particular size or in a
certain location, or working in a particular field etc.

The Hub must report on outcomes of referrals. Providers may find it useful to have a
limited view of numbers of referrals made, feedback and what the outcome was.
The Hub needs to be sure that next steps are carried out and the ball is not dropped
following a referral to a partner or following a transfer through from a navigator to a
guide. Must flag when follow-ups are overdue.





10

11

12

13

Must

Must

Must

Must

Must

Must

Guide

Guide

Client

Navigator

Hub Manager

Client

As a Guide | want referrals to partners and the outcome of the
referrals to be logged so that | have a full set of records to support
wider reporting and follow up functions.

As a Guide | want there to be a named owner for every referral so
that | know who is responsible for the next steps.

As a client | want the option to be referred to partners through the
website so that | can get the advice | need without having to call,
email or visit the Hub.

As a Navigator | want signposting to providers to be logged so that |
have a full set of records to support wider reporting and follow up
functions.

As the Hub Manager | want clients to rate their experience with
providers so that | can understand the effectiveness of both our
signposting system and the service given by individual providers.

As a client | want to save/email my search/filter results so | can refer
to them without having to start over.

The Hub must report on referrals to partners and providers. This might be met by having
a dashboard which allows admins to produce reports based on various filters.

This should be logged on the client account in the CRM system. There will always be an
owner from the Hub team, but where a referral has taken place to a partner organisation
then a named contact from that organisation should also be recorded. This is to ensure
the loop can be closed at a later date and we can understand what the outcome of the
referral was.

The Hub wants to provide a bespoke personal service for clients however, for some
clients, use of an automated web-based system may be more convenient.

This would be reliant on a knowledge bank from which suggestions could be drawn. This
knowledge base could also form the basis for systems used by navigators and Guides
for filtering through the database of providers and partners.

Any referrals would need to be logged against a client account for reporting and
diagnostic purposes.

While the next steps following a signposting are the responsibility of the client (i.e. the
client choses whether to contact the provider on the back of our suggestion), if we have
a record of a signposting then it can be followed up with a call or email to find out from
the client what happened and if they have any feedback to offer about their experience
with that provider.

Knowing what experiences clients had helps us to find alternative suggestions which
might be better suited to their needs. It also helps us identify trends in services offered
by providers.

This rating might happen by Hub Navigators contacting the client via email or phone. If
this does not happen and a client rating has not be captured in the system, an
automated email should go out to ask for feedback.

There should be an option for the Hub Manager / Navigator to add follow up comments
against a provider or partner profile to qualify feedback scores and conversations.

Depending on the filtering/searching process for finding information from the knowledge
bank, it may take some time and effort for a client to input their preferences. Having an
option to save their settings/filters would make it easier to come back later and adjust
their filter/search to get more refined outcomes.
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15

16

17

Must

Must

Must

Won't

Client

Data Manager

Provider

Client

As a client | want to create a persistent profile on the website so |

The Hub has a target number of interventions it must make. These interventions must be

can more easily find information and support which is relevant to me with named clients rather than anonymous searches on the website. Users should be

As a Hub Manager | want to know whether a client found the Hub
and website useful so that | can find ways to improve the service

As a provider | want to know how many clients have been
signposted to my profile so | can understand the likely uptake of my
offering

As a client | want to be matched with people who face similar
challenges so | can learn from others' experience in a non sales-
driven relationship

encouraged to create an account.

Their details can be captured and they can be offered more tailored advice. They should
be able to save preferences by creating a profile and storing previous searchesffilters.

Essential for keeping the offering and service to a high standard and relevant to client
needs.

It would be useful for providers of services to have a dashboard from where they can
manage their profile (update their company and offer information). It would also be
helpful to understand how many times clients have been referred to them.

Many clients enjoy the opportunity to network with other businesses who face or who
have faced similar challenges.

This will be achieved through face to face networking events and may also be achieved
online. There is less value in providing online networking through a bespoke build, and it
makes more sense to leverage existing platforms such as LinkedIn.





18

19

20

Must  Nav/Guide

Should Navigator / Guide

Could Provider

As an admin | want all providers and partners details to be

The Navigators and Guides who are dealing directly with supporting clients need a

searchable so | can easily find the most suitable help and support for consistent way to store and retrieve details of providers and partners.

clients

As a Navigator or a Guide | want to see at a glance the headline
stats for a provider or partner so that | can understand their
performance.

As a provider | want to see a summary of feedback/ratings from
clients so that | can analyse my performance

The details of different providers may be stored by colleagues and are likely to be
associated with types of services, a particular 'sweet spot' in terms of the types of clients
they would suit (size, turnover, field, location), or they may be associated with a set of
keywords.

This isn't necessarily about coming up with a single definitive result from the database.
It's as much about creating a shortlist of options that the Navigator or Guide can use as a
starting point for referrals with a client.

While there is a recognised difference between the results obtained from filtering (by
facts) versus searching (by keyword) both functions should be available.

The Knowledge Bank is a database of information and is the USP of the Growth Hub —
making us the first place any business would go to if they need business support in
Gloucestershire. The Growth Hub will be able to go into the Knowledge Bank and obtain
the answers to questions asked by businesses.

The Knowledge Bank will include all of the national and local information that is in the
public domain plus all the information we have learned from talking to and helping local
business. The Knowledge bank will constantly evolve.

When considering which partners or providers will be best to signpost or refer a client to,
it is useful to know how previous referrals have turned out.

This score could be based on previous referral feedback (scores out of 5 for
satisfaction?) gathered from clients during follow up conversations or via automated
emails.

It would be useful for providers of services to have a dashboard from where they can
manage their profile (update their company and offer information). It would also be
helpful to understand how many times clients have been referred to them and what
they've scored in feedback from clients (anonymised?)
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Must  Hub Manager

Must  Provider

Must  Navigator / Guide

Must  Hub Manager

Should Guide

As a Hub Manager | want to see a summary of headline stats for the Hub managers will want an awareness of how the system (including Navigators, Guides,

system so | can easily spot any successes or problems.

As a provider | want to be able to manage my details through the
website so | can present the most up-to-date description of my
offering without having to contact the admin team.

As a Navigator or Guide | want to log specialisms of individual
providers so that these can be searched for specifically from the
Knowledge Bank

As a Hub Manager | want to encourage all clients to register on the
website so that | have a full set of data to analyse on businesses
engaging with the Hub.

As a Guide | want the website search function to feed in data to a
system which would help identify likely high growth clients and alert
me so that | can give them suitable attention.

website, partners, providers) is performing.

A system dashboard which shows summary statistics in the rolling week/month/period
will be instrumental in keeping a finger of the pulse without asking Navigators and
Guides to commit significant time to manual reporting.

There is a wider, underlying requirement here for a suite of reporting tools detailed
elsewhere.

Clients will filter from potential providers of services using the website. The descriptions
of the providers and the services they offer could be updated by allowing the providers to
log in to the website and make the changes themselves.

Some degree of moderation is likely to be required by the site admins, though it is not
yet clear whether this would be pre or post-moderation.

In order to find suitable providers their specialisms need to be logged. We need to be
careful not to have multiple versions of specialisms through typos or alternative spellings
(e.g. hyphenated, not hyphenated) etc. The system should support our wanting to take
care over this.

We know that people can be reluctant to part with personal details before knowing the
value of what they're getting in return. This needs to be balanced with the Hub's need to
report on with whom it has engaged, even if that engagement is automated and web-
based.

Simple anonymous 'Google Analytics' style stats for the site are required for
understanding website performance but are not sufficient for reporting purposes.

The Hub's aim is to encourage sustainable growth, something which is most effectively
done having identified clients who are best placed to grow.

Some clients might indicate through the combination of filters/options on the website that
they are likely to be well placed to grow. It would be useful to flag these clients for close
attention from the navigators and guides.
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Must

Must

Must

Must

Should

Could

Could

Hub Manager

Navigator / Guide

Marketing team

Marketing team

Navigator / Guide

Navigator / Guide

Marketing team

As a Hub manager | want to report on the performance of the Hub so The Hub needs to report on its activities to stakeholders in line with the Document

that | can satisfy stakeholders without causing a large manual
reporting workload for my frontline teams.

As a Navigator or Guide | want to be able to add notes and content
to a client account so that | and others can refer back to previous
interactions and track themes and outcomes.

As a Hub Marketer | want to send marketing and feedback emails to
clients and have the outcomes logged against the client account so
that | can analyse how effective my marketing comms are and what
feedback | receive from surveys.

As a Hub Marketer | need to know that the marketing permissions
set for clients are up to date so | do not send marketing comms
which are unwelcome or contravene DPA.

As a Navigator or Guide | want clients to be able to sign in on arrival
to the Hub and to events, and not have their details replicated, so
that time and effort is not wasted.

As a Navigator or Guide | want clients that have signed in on arrival
to be flagged as 'arrived' with the person they have come to meet.

As a Hub Marketer | want client accounts to record which events
they have attended and what feedback they provided afterwards so
that | can ensure communications are suitable targeted.

entitled 'Monitoring and Evaluation Framework for Growth Hubs - 2016 to 2018'.

The requirements are based around submission of aggregated data (e.g. total number of
referrals in a period, etc) and non aggregated data (e.g. Details of individual businesses,
specific interventions that were undertaken, what the outcomes were).

The specific reporting requirements are detailed in Annexes | and Il on pages 7 and 8 of
the document.

The ability to run reports based on filters and date ranges would be the most useful
solution as this would fulfil or support fulfilment of a group of other requirements.

Tracking outcomes of referrals is part of the Hub's reporting requirements. Need to keep
track of activity of interactions between them.

Currently the CRM links with Clickdimensions. The functionality of Clickdimensions
allows importing of recipient lists from the CRM however the CRM does not record which
emails were sent on individual client accounts.

The surveys tend to be asking for feedback on Hub events that were attended by clients.

A replacement system is required that supports organising and managing events with
the requirement to create and email marketing lists, capture registrations via web forms,
and store this as an activity against Client records in CRM.

The system needs to be updated to reflect unsubscribe links clicked in emails.

New client sign-ups from the website should also reflect marketing preferences.

Clients and visitors currently sign in (via an iPad) on arrival in order that attendance to
events can be tracked. Currently this system does not talk to the wider database of
clients so there is lots of replication of effort.

When clients arrive for meetings it would be helpful for the guide they have come to see
to be made aware that they have arrived so they can come and greet the client.

There is potential in the office area to display the client details on wall mounted screens.

Events are promoted via mailshot, clients attend them and then feedback is sought via
mailshot. It would be helpful if all of this history was logged against the client account.
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Must

Must

Must

Must

Must

Must

Marketing team As a Hub Marketer | want to create HTML emails using a simple

interface so that | can prepare mailshots for clients.

Marketing team As a Hub Marketer | need to filter clients based on any flexible set of

criteria so that | can group them into mailing lists.

Hub Marketer As a Hub Manager | want to be able to add blog posts, news posts
and articles and events to the website so that | can make sure users

have access to the most up to date and relevant information.

Hub Marketing Mana(¢As a Hub Manager or Hub Marketer | want to be able to create
bespoke content pages on the website so that | can create onward
journeys for specific user groups that | want to reach.

Data manager As a Data Manager, | need to be certain that duplication of records

can be easily identified & rectified

Data manager As a Data Manager, | need to be able to allocate permission levels

to users

Currently the CRM links with Clickdimensions which contains this functionality which
works well but is a separate system. If the new CRM cannot be linked with
Clickdimensions then this functionality will need to be provided.

There is no preference to keep or lose Clickdimensions.
The marketing team needs to send mailshots to specific groups or clients.

These groups might be based on the size of business, events that they attended, sectors
they work in, location based on postcode, place name or distance from postcode or
place name, or any other facet that the CRM might have knowledge of.

The resulting lists will need to be available by whatever mailshot system is used.

The website needs to serve a wider function than just being a place to filter for potential
support and services. It should act as a hub for growth information, news, and events of
interest to local businesses.

As part of email or other marketing campaigns, the Hub team need to be able to create
bespoke landing pages as a starting point for onward journeys.

For example these might be pages linked to from targeted promotional material or from
online advertising.

Consistency of data entry can be a problem with many people using one system. The
current system shows duplicated contacts/companies.

As it's most basic level this could be achieved by the system flagging possible duplicate
information when a new account is being set up. This could be just to flag other matching
postcodes, company names, contact details etc. and make sure there is truly a need for
a new record. Also there should be facility to merge records when duplicates have been
identified.

Using the system across many different organisations and users could prove a security
risk, which could be partially overcome some security risks.

There should be varying levels of access available within the system to suit different user
types.
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