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‘Perfect for Em‘:fﬂﬂ'ect for Business.

Marketing Kent as a business
location

Mandy Bearne
Locate in Kent



O

..... to raise the profile of Kent as a business
location in order to create more jobs and
support the development of the Kent economy.



Job creation

Decrease in FDI/UK relocations
ncreased competition

Changed public sector environment
Need to improve awareness

Engage business as Kent champions
Align public sector messages

All businesses benefit from increased
company investment in Kent




An ‘economic backwater’

Peripheral, too far from London, a
peninsula

Too far away from Gatwick/Heathrow
‘Country bumpkins’/retired people

In the SE therefore must be expensive
Congestion, Operation Stack, Dartford
Improving, but much more to do




Engaged thinking place, place specialists
Shared ideas with key organisations

Two workshops with approx 80 mainly private sector
people

One to one discussions with key companies
Kent collateral & website review



Creabilis
South Eastern Trains
Visit Kent

Chatham Historic
Dockyard

Land Securities

Oxford Innovation

O

Hornby

Shepherd Neame
-SB

KM Group

Prologis

Vanessa Clark (agent)



. Locate in Kent

Perfect for Europe. Perfect for Business.

Findings....



* Proximity to London

 North Kent IS London
e Access to Europe
 Connectivity — HS1, ports, motorways

* VFM (Compared to SE)
e Quality of life — housing, schools, leisure, retail,
countryside & heritage



O

* Land and space

* Quality places — Canterbury, Maidstone etc

* Business networks

* Close to Markets

* Big Brands

e Universities & graduates/skill base?

» Sectors/clusters — pharmaceuticals, renewables,
creative, ICT




O

Lack of collective pride in Kent (as a business
location)

No single Kent story/proposition/view

Areas of Kent/local rivalries

Not taking responsibility/ownership

Not able to demonstrate value to business
Perceptions of Kent

‘Kent’ on most websites is a ‘vacuum’ or ‘the Garden
of England’



Complacency — ‘its not that bad’

Lack of clarity on skills base

No strong sectors perceived

Lack of confidence

Lack of identity/proposition for business
‘Affordable’ v ‘cheap’




O

Agreed need for a Kent economic story

A shared responsibility

Build on what is here now

Different thinking & actions — ‘team Kent’
Alignment of messages & activity
Empower & enable



Key talking points ® Locate in Kent

e Garden of England?
e SE positioning
e geographic positioning



O

Strength that Kent is known for

A conversation starter

But seen as too narrow for business and
speaks of a traditional, slow paced place
‘Kent Contemporary’ has possibilities
More forward looking, modern,
enterprising



SE viewed as congested, high pressure
THE UK growth area

_.ondon — capital

Lacking a good quality of life

Limited family/leisure time

Urban, grey, concrete

Kent offers a different balance

O



Reflects administrative or internally
created boundaries (N/W/E Kent)

 ooks fragmented

Positioning of the offer based on EZ or RGF
Kent is the attractor

More important relationships of London &
Europe to define & exploit




Newbury BV ol
. Tadley | Fﬂlnhﬂ_{_ﬂu-'- 5D .:.
Basingstoke @="" |

\sta

-
hnd%ﬁr

L

EWWES HH'|HE|II'I---_-_|'-i IH.'.H

Folegatef pedhil
Esstbourcl




!

RISl I i Falixstowe
y 5 e |'|'a||__r Halstead 0
Bicestar Ievenage | Colchester
J Brain = . Harwich
ki Dunstablet Bishop's _nra‘;'rree o "I-'
I i Stortford rinton and
Witney '8 A\ M'éé:"” Luton J/ Witham 9 Waltan
. Hidlington [ Clecton-on-Sea &
\':n-I - gf ; Heme Q \_o5tAlbans 0 Harlow I
ton s g DlaCkDIrG Hempstead e ,
Oxford L E?;._oﬁ h lﬁnﬁam o e
o W :: -:‘d o o Loughton
Abingdon High &g

o Wycombe '
Wentage - Dideot Erﬂ’“ |

Maidenhead

WO
Iﬂ_‘-.wp——-ﬁiead Ing ]

© Brentwood
i Benflest
Basildon & o

London
o]

S
On, Hounslowe Gravesend
i el 3 4
0 WokifgRam o= Bracknell g
Mewhury

| k aroat
ﬁ'"',i @ Gillingham Hefr;:e:l Bay :E

O Brgdstairs
R N A o
e 2 (LD M1 DI LITT =) N5t Ramsgate

4]
lagley Iarnhernugrg'r, o
_—
Basingstoke Q= Wukmg

Elankenberge
[ Eatf
o o] M 'dﬂ?\“ Canterbury Deal Oostende
Aldershiot IUSIONES, (]
o - Guildford
4o o Tod
b Mlover ol ierke ;
' hifia o
o ;,.l As f.;r':'--..u__,_'__":,':I R e " Vewrme
I?‘-.-"..lrv""-mer Horghamic = ami=y Aythe.o bl Dunkirk’  }=2
] 1 (5]
o j Burgess Hill Calais & A, Diksmuide
: - o
RN ; . f'nurﬁtﬂuu"" A28 | Hﬂeé
(s ] Waaterlofille | e ) I > iy
Fa'ell:;\?'b"a | et Lancing L Brighton i -Ia-lsc-:'ham E'EEE:.”EE i \ ) IEﬂE!
e L Lithiehamptan Pricasted o i 3
= g— ¥ oMl b E:‘u ) olegate . el Eﬂ -H _ Wﬁk‘!‘-mﬂ
e LIHR .H'l S
o Portsmouthis.  “Bognor Yonning Eastbournz @ e, G, Hezebrouek Y |
r“!EgiE- ::l L FE] L) ﬂ 1 ’
(] Boulognesur-Mer i réganal des Caps Armprmi__.;;‘-a;‘
Mewport &l Maras o Opale
Lommen
Q o
st £z &
Etanle) ) B&thune
E B a Canvin
_ Auchel Lens a
Eegck iéyine © -
25 I
[#]
AITES

El..h.h.ﬁ...l-i":n



O

If Kent Is to be more successful In
attracting and retaining business, what
are the key themes to focus on to
change Its Iimage and reputation?



Need to: @ 1.ocate in Kent

Perfect for Europe. Perfect for Business.

e Display differentiation
e Be strategic

e Drive expression

* [nfluence experience



Themes ® Locseinien

Business fit



@) Locate in Kent

‘Perfect for Europe. Perfect for Business.

e Big names & brands

e Sectoral strengths

e Business networks

e Business parks

e Land and space

e Enterprise Zone and grants



215t century live & work



Work AND live, not work TO live
Quality places —towns and villages
Culture, leisure & retail

Coastline

Countryside

Easy access to London & Europe
More family/leisure time

Quality of schools

‘Breathing space’




Themes @it ket

Perfect for Europe. Perfect for Business.

London value



O

More affordable (in comparison to SE)
Lower salary costs

Staff loyalty

Lower housing costs

More commercial space for less
Lower cost of land

Better return on investment



Themes 6

‘Perfect for Europe. Perfect for Business.

Capital Connections



- @ Locate in Kent

High speed rail

nternational rail connections (London, Paris +)
Ports

Motorways

Access to Gatwick & Heathrow (worldwide)
Manston potential




‘Big Idea’ @ Logate inKet

r Europe. Perfect for Business.

e What Kent is about
e \What it stands for
e What it believes in

e Clarity, consistency, self-awareness



. Locate in Kent

r Europe. Perfect for Business.

An emotive, ‘strategic signature’ and
statement of intent



London-local-Europe



@ Locate in Kent

Perfect for Europe. Perfect for Business.

London-local-Europe

[ R B

st _ _
business fit 21 century live London value capital connections

& work



O

Agreement of need for an economic story
Understanding of the value to Kent
Enthusiasm to get involved

Raised expectations

ldentification of need to deliver tools
Expectations of follow up



. Locate in Kent

r Europe. Perfect for Business.

What happens next?



Implementing & Embedding @ Loguein e

* Momentum

e (Cascading understanding
e Spreading ownership

e Sustainability planning

e Empower & enable



O

Locate in Kent to align its tools, websites
etc and lead generation activity

Engage Kent businesses as Champions
Provide tools

Relationship development with Kent
organisations that can deliver most benefit
Added value marketing



Coming up: @ LocateinKent

‘Perfect for Europe. Perfect for Business.

Testing with a small number of businesses, 11 Jan
Locate in Kent Board, 12 January

Kent Forum, 8 February

Major event/launch, late February



. Locate in Kent

r Europe. Perfect for Business.

e Comments
e Questions?



