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Choose: strategy & delivery 

CHOOSE ACTIVITY PLAN FOR 2016 INCLUDING TIER 1 PARTNER BENEFITS & MEASUREMENT 
 
Choose is a marketing initiative that promotes Cumbria as a place to work, learn, live, play and do business. It centres on promoting career opportunities 
in the first instance, helping to raise the profile of the region as a place to work and detailing the variety and long-term nature of the roles on offer now or 
being created to support the huge investments taking place (£26bn in the next 20 plus years helping to create 25,000 jobs). The role of Choose is to be a 
facilitator: it makes connections between people (the target audiences), employers and service providers (e.g. schools, housing builders/ estate agents, 
support agencies etc.). 
 
As a valued tier one partner of Choose South Cumbria, BAE Systems will be a member of the project’s Steering Group and have brand exposure across all 
materials and activities produced. 
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1. WEBSITE www.choosesouthcumbria.co.uk 
 

 

 

 
To become a unique hub giving users access to the breadth of employment opportunities on offer allowing all partners to be showcased, as well as 
information on lifestyle and leisure (careers first). 
 
 

Activities What Tier 1 partners get Measurement 

- Condense number of tabs/ pages to simplify visitor 
journey; 
- New content, new location maps/ “myth busters” 
section to tackle misconceptions; 
- Improved Careers section and job functionality 
(which links to cn-jobs.co.uk and possible RSS feed 
to partner careers sections); 
- Content management with regular updates, new 
and improved material frequency of supplied 
content from partners, in particular BAE Systems 
case studies; 
- New sections for business support and inward 
investment; 
- Develop commercial content areas across the site; 
- Investment in SEO and development of keywords 
to make the site more visible; 
- Consideration and (if relevant) development of a 
Choose App/s connecting to site and/ or sections 
(Careers page, news, schools, engineering Live etc.). 

- Logo/ tier one listing on homepage; 
- Logo/ tier one listing on “Careers” page with 
featured jobs, unlimited listings and links to 
dedicated profile page; 
- Logo/ tier one listing on relevant sector page 
(e.g. “Work” etc.); 
- Dedicated profile page on website including 
editorial, images, video, social media link and 
dedicated area for all job listings; 
- Advertising positions on website including: e-
wrap of homepage & relevant sector page for 
one week; MPU and banner positions throughout 
the site during the year; 
- Hyperlinked editorial/ video throughout the site 
and regular stories on company (maximum four 
per month). This includes case studies, which we 
really need for promotion on the website and 
through social media. 

- Development work to be completed by 
March; 
- Increase in users per month by 50; 
- Increase in page view per month by 50; 
- Increase in clicks to partner adverts/ page 
visits; 
- Monitor Google Analytics to measure 
performance and effectiveness of pages and 
help inform all promotional activities (e.g. 
geographical targeting); 
- Secure on-going participation of other 
lower tier partners to help expand the 
Cumbria offer (e.g. schools, estate agents, 
removal companies etc.). 

http://www.choosesouthcumbria/
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2. E-NEWSLETTER 

 

New e-newsletter to include clear calls to action to encourage subscribers to visit the website for all the latest career opportunities, follow Choose Cumbria 

on social media and submit their own stories of working and living in the region.  

 

Activities What Tier 1 partners get Measurement 

- Monthly e-newsletter for registrants to increase 
engagement and find out more about them (current 
subscription 7,000); 
- Monthly e-newsletter for Choose partners of all 
levels to keep them abreast of the campaign. 

- Logo on e-newsletter with profile opportunities 
through stories and featured careers; 
- Access to leads generated by e-newsletter; 
- Logo on e-newsletter with profile opportunities. 
through stories 

- First e-newsletter by mid-February 
- From second edition increase subscriptions 
by 50 per month; 
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3. SOCIAL MEDIA 

 

To create a positive buzz about the area while at the same time projecting a real personality that will help encourage people to consider relocating. 

 

Activities What Tier 1 partners get Measurement 

- Further develop existing LinkedIn (141 followers) 
Twitter (1,363 followers) and Facebook (285 likes) 
platforms to increase awareness and engagement 
through strong content; 
- Develop “featured job of the day” to help raise the 
profile of hard-to-recruit roles with partners; 
- Develop presence on Instagram and YouTube. 

- Personal profiles and job opportunities regularly 
promoted via Choose social media platforms 
including LinkedIn, Twitter and Facebook; 
- At least one (paid for) promoted post per six 
months on Facebook. 

- Twitter: Increase of 125 followers per 
month | 15 link clicks, 20 retweets and 6,000 
impressions per day 
- Facebook: Increase of 30 likes per month | 
5,000 post reach and 100 people engaged 
per week 
- LinkedIn: Increase of 15 likes per month | 
2.5% engagement rate on each post 
- Develop YouTube and Instagram channels 
by April end. 
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4. EVENTS: Recruitment, Careers & Business 

 

An important way of engaging directly with and inspiring people to consider a new career and life in Cumbria.  
 

Activities What Tier 1 partners get Measurement 

- Choose branding and support (financial and 
staffing) to represent partners at recruitment, 
careers and business events; 
- Capture information from passive and specific job 
seekers 
- Use opportunity to survey delegates who do and 
don’t visit the Choose stand to gather intelligence on 
perceptions of Cumbria. 
  

- Branding included at events (which partners 
help identify) on display stands, marketing 
materials with options to supply own corporate 
materials and (where possible) representatives; 
- Will receive any leads specific to partner; 
- Will receive all information gathered, including 
anecdotal feedback, on general perception and 
anything specific to partner. 

- Target of at least ten events during year (at 
least two healthcare related); 
- Already attended Barrow 6th Form College 
careers & training event; 
- Share any information at least two weeks 
after every event (and then analyse across 
the campaign); 
- Measure impact on website visits and e-
newsletter registrations. 
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5. EVENTS: Leisure and Culture 

 

Many people’s first exposure to Cumbria is as a visitor, but the message from Choose is that this relationship does not have to end there. Involvement can 

range from sponsorship, branding on website and registration emails, through to physical presence at the event including banners and stalls.  

 

Activities What Tier 1 partners get Measurement 

- Choose branding and support (financial and 
staffing) to represent partners at recruitment, 
careers and business events; 
- Capture information from passive and specific job 
seekers when possible; 
- Use opportunity to survey participants before, 
during or after events when possible. 

- Branding included at event on display stands, 
marketing materials with options to supply own 
corporate materials and (where possible) 
representatives; 
- Will receive any leads specific to partners; 
- Will receive all information gathered, including 
anecdotal feedback, on general perception and 
anything specific to partner. 

- Target of at least ten events during year. 
Already secured presence at Fred Whitton 
Challenge – May; Brathay Windermere 
Marathon – May; Taste Cumbria Ulverston – 
May; Keswick to Barrow – May; Lakes Alive 
(provisional), Lake District – July-August; 
Westmorland Show, Kendal – September; 
Lakes International Comic Art Festival, 
Kendal – October; Kendal Mountain Festival, 
Kendal – November. Cumbria events would 
include Lakesman Triathlon – June; Lowther 
Show, Penrith – August; Taste Cumbria, 
Cockermouth – September (further events 
to be approached).  
- Share any information at least two weeks 
after every event (and then analyse across 
the campaign); 
- Measure impact on website visits and e-
newsletter registrations. 
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6. ADVERTISING 
 

Has an important role to play in reaching out to target audiences. The key to success will be for Choose to be relevant, engaging and non-intrusive.  

 

Activities What Tier 1 partners get Measurement 

- Online and print campaign targeting industry 
sectors, geography and passions to raise awareness 
of campaign and drive traffic to website; 
- Local activity to help deliver Choose to Stay 
message to young people in particular. 
 
 

- Logo included in all adverts 
- Content opportunities (in particular images) 
- Sharing of intelligence between Choose and 
partners (i.e. targeting specific industry press; 
- Use of artwork on own platforms (e.g. sharing 
on social media); 
- At least one (paid for) promoted post per six 
months on Facebook; 
- Updated on impact of measurable advertising 
undertaken. 

- Deliver to allocated budget; 
- Deliver four adverts for NHS partners (BMJ 
and Nursing Times); 
- Deliver full page adverts in Holiday Guide 
2016 (Cumbria Tourism) - 100,000 
distributed in UK; Guided Walks & Events 
2016 (Lake District National Park) - 80,000 
distributed Cumbria & North West; 
- Deliver 12 Cumbria Tourism e-newsletters 
(supported by eight social media posts) – 
160,000 subscribers; 
- Deliver adverts/ advertorials in CN-
produced publications/ platforms (e.g. full 
page in Apprenticeships Guide 2016); 
- Paid for promoted posts on social media; 
- Analyse impact on website visits and other 
engagement. 
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7. PROMOTIONAL VIDEO 
 
To provide a visual way of promoting the campaign and engaging with target audiences. 

 
Activities What Tier 1 partners get Measurement 

- Produce a promotional video that showcases the 
very best of what Cumbria has to offer when it 
comes to both careers and lifestyle offer. 

- Branding included in the video (tier one and two 
partners only); 
- To supply case studies and any relevant material 
for possible inclusion; 
- Provided copy of the video for own use along 
with any edited individual case studies and 
unused footage. 

- Start creation in March for publishing by 
end July; 
- Measure viewing figures on website/ 
YouTube (on going) and gather any 
additional stats from partners. 

 
 
LEAFLET, RELOCATION TOOLKIT & MARKETING MATERIALS 
 
To develop and effectively distribute innovative and “stand-out” marketing materials designed to positively promote the brand and drive people to the 
website and encourage positive action/ interaction. 

 
Activities What Tier 1 partners get Measurement 

- Leaflet to promote campaign generally for 
distribution via project and Partners and at events/ 
exhibitions; 
- Leaflet to promote the campaign targeted at young 
people for distribution via schools/ colleges; 
- Relocation “toolkit” to give information on Cumbria 
in addition to career opportunities; 
- Display stands, banners and supporting materials 
for use at events and exhibitions by Choose and 
partners;  
- Production of Choose “bumper sticker” marketing 
materials for partners and ambassadors to buy in to 

- Partner branding included on leaflets/ toolkits 
along with content opportunities (in particular 
images); 
- Partners provided with leaflets/ toolkits on 
request; 
- Partners have access to stands/ banners for use 
at events; 
- Partners provided with set number of “bumper 
sticker” items to help promote the campaign. 

- Produce first run by end of March;  
- Produce first run of toolkits by end of 
March; 
- Measure distribution and impact on 
website; 
- Look to distribute across UK (e.g. airports, 
big-city offices) where there is a link to the 
campaign; 
- Production of new display stands/ banners 
by end April; 
- Production of cycling/ running kit by end 
April. 
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(e.g. cycling/ running kits).  

8. MEDIA RELATIONS 
 
To begin media relations activity that helps raise awareness of Cumbria as a career destination to existing and new audiences, locally and across the UK. 

 
Activities What Tier 1 partners get Measurement 

- Develop a Media Relations plan – with input from 
partners – to target general and specialist press with 
a focus on changing or challenging perceptions of 
Cumbria; 
- Develop content and actively seek stories to use in 
media relations, in particular human interest stories  
- Develop ideas for PR stunts and work with partners 
to deliver them (University of Cumbria particularly 
interested in this area). 

- Inclusion in media releases and editorials/ 
advertorials relating to Choose (quote and other 
opportunities depending); 
- Unlimited number of case studies of relocators 
and young people for use in media activity; 
- Involvement in PR stunts. 

- One piece of media coverage per month 
from February onwards; 
- Two national pieces per year; 
- One PR stunt during year. 
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9. RESEARCH 
 
New area of work to help inform marketing activities undertaken by Choose and, if relevant, partners. 

 
Activities What Tier 1 partners get Measurement 

- Secure any existing research and information on 
relocation, skills gap, perception etc. through bodies 
such as Cumbria Local Enterprise Agency, Cumbria 
Intelligence Observatory etc. to help inform 
campaign; 
- Engage expertise of others, including Cumbria 
Tourism to carry out specific research for to find out 
more about perceptions and use to inform 
messaging, marketing and promotional activities. 

- Access to any information gathered; 
- Input in to shaping any surveys, questionnaires 
for use on website, through databases or at 
events; 
- Access to feedback to any information gathered 
from surveys, questionnaires for use on website. 

- Produce an online perceptions survey by 
end of February; 
- Gather perception and audience data from 
Cumbria Tourism and work on plan to 
develop research opportunities from January 
onwards. 
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10. THE CUMBRIA “WELCOME” 
 
New area of work to help partners to attract and retain workers by making them feel welcome to Cumbria 

 
Activities What Tier 1 partners get Measurement 

- Investigate ways where Choose could help with the 
“welcome” to the area, such as referring partners to 
My Cumbria discount card (from Cumbria Tourism) 
and welcome events where new people to the area 
have the opportunity to socialise.  

- Discussion at the Steering Group on how best to 
develop and co-ordinate; 
- Sharing of own initiatives and how partners can 
collaborate under Choose banner. 

- My Cumbria card information to be shared 
with partners at February Steering Group. 
 

 
11. LOBBYING 
 

New area of work to assist any lobbying activities to support Cumbria. 
 

Activities What Tier 1 partners get Measurement 

- Providing a brand/ platform for businesses and - Partners to have direct input in to any activities - Issue to be discussed at February Steering 
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organisations in Cumbria to lobby for improvements 
to things such as infrastructure, in a constructive 
way, particularly to the national audience.  
 

in this area, such as events or receptions. Group. 

 

               


