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BACKGROUND AND ORIGINAL OBJECTIVES

1. (Appendix A1,   Schedule 1, project specification)

1.1 The key aim of the original project brief was to increase the number of Apprenticeship places with employers in the NW region by maximizing currently available training provision within key sectors. Central to this is was the need to raise awareness of Apprenticeships and to create credible and relevant messages to support an active response. The LSC brief had developed from the ‘impact report’ which can be found on the Telesales portal on the NWPN website.

1.2  The project required a plan to implement and control the following:

The proactive (outbound) lead generation to generate c.60 qualified employer appointments per week, to be followed up by the North West training providers.

As part of this activity the appointed agency must produce the following:

· Produce with NWPN marketing materials for use with employers  for direct mail and post tele conversation

· direct mail xx companies in the North West with an Apprenticeship leaflet.

· develop ‘guided’ call scripts. The main purpose of the script will be to introduce Apprenticeships (and the frameworks specific to the company?) but it is also important that companies are aware of other frameworks and training programmes across  the business (if applicable)

· ensure and confirm all company details are accurate; and DPA guidelines are adhered

· pass on leads to the Training Provider Network in real time (if possible)(containing contact & company details, and areas of interest etc); 

· create, agree and inform on systems for data capture for lead tracking including CRM solutions(including all contact history information)

· ensure that they are updated on local Apprenticeship provision to inform accurately

· ensure lead quality. Call centre agents are to ensure employer is aware of their responsibilities when employing an apprentice, etc.

· produce detail reporting structure weekly ,to the Project Manager and this must be approved prior to campaign going live;

· maintain the pipeline management of database for future marketing opportunities; Monitor to establish patterns i.e. no current framework.

· Be able to hand over leads and information at the close of the project to the provider base.

· Produce a Post Campaign Analysis in collaboration with marketing agency , completed within 4 weeks of the campaign end.

      1.3 CAMPAIGN OBJECTIVES

· Increase awareness of Apprenticeships  to key sectors in NW

· To generate 500 learner starts by the end of March 2009

· To achieve an overall response rate of 3%

· To achieve at least 36% response to lead (appointment) conversion rate 

· To generate 1200 Apprenticeships leads (appointments) by the end March 2009

 1.4 TARGET AUDIENCE 

Business size: 2-249 employees

Contact: Managing Director/ Human Resources Directors/ Recruitment Leads
The campaign(s) will target specific industry sectors where it is felt that there is a profusion of sector related provision:

1. Built Environment/ Construction

2. Childcare

3. Hairdressing

4. Sport & Leisure

5. Health & Social Care

6. Retail

7. Hospitality & Catering

1.5 KEY MESSAGES

The elements of the campaign will need to take into account barriers that employers have to overcome when recruiting Apprentices, focusing on the program as being a recruitment tool.

1. Apprentices improve long term productivity of business

2. Loyalty: Apprentices tend to stay with businesses for longer and give greater commitment

3. Quality: Apprentices can help bring a fresh approach to your organisation by learning from ‘grass roots’ in a way that is specific to your business

1.6 Key Benefits:

· Increases productivity and business performance

· Demonstrates your long term commitment to your employees and customers in workforce development

· Flexibility to train individuals around the needs of your business “The Joe Bloggs Ltd Apprenticeship” programme

· Ensure that you can generate new employees that fit the skills your business needs for the future  

1.7 A number of telemarketing organisations, all approved by NWLSC were contacted and asked to tender for the project.  The project manager  devised and gained approval of key criteria  to assess each tender and made recommendations to the project steering group. In September 08; SMART Communications Ltd. were approved by steering group to be the agency with responsibility to discharge agreed objectives of the Apprenticeships Telemarketing project.  (Appendix A2, contractual agreement)

1.8 Due to the economic downturn, the industry sectors specified were relaxed by the LSC in October 08, allowing an increase from 7 – 11 within budget (agreed by NWPN). Smart targeted the following sectors for this campaign;

1 Health and Social Care

2 Childcare

3 Construction & Built Environment (including & mainly to focus on: maintenance and repair)

4 Customer Service ( Mostly within the construction sector, not generally targeted)

5 Education

6 Engineering (all aspects)

7 Hairdressing

8 Hospitality & Catering

9 Motor Vehicle ( including CPC qualification)

10 Retail

11 Sport and Leisure

Due to the tight economic restraints of this campaign, it was not possible to target every provider’s ‘wish list’.  (For future, fine-tuned, possible campaigns see recommendations). 

BACKGROUND RESEARCH AND PLANNING
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2.1  Extensive research and planning was undertaken from project start until mid October to ensure the project would run smoothly and have the desired ‘transparency’ across the provider base.  This research was conducted by the project manager with :

· NWPN Marketing Steering Group

· Five Sub regional provider Networks

· NWPN Board

· NW Providers

Communications and exchange of documents were made with LSC South East (Apprenticeship Leads Campaign project) and LSC Yorkshire and Humber (Train to Gain to Apprenticeships progression Pilot Marketing campaign). Contacts were useful, sharing best practice and suggesting where their own projects would have performed better if processes had been different.

2.2  Project plan (appendix B2), flowchart ( appendix B3) and Gantt chart (appendix B4) were developed.  After detailed consultation, a lead allocation process was produced and approved by Sub Regional managers and steering group. (appendix B5)

2.3  A Telesales portal was designed and commissioned on the homepage of the NWPN website.  All background information, monthly reports and weekly stats reports were regularly added.  (see www.nwpn.co.uk scroll down home page to ‘telesales project’ portal.) 

PROJECT MANAGEMENT AND REPORTING

3.

3.1  From research findings it was decided that information held by the NWPN and its sub regions on their provider members was not sufficient for the campaign. Therefore information on all NW Providers and their offer had to be collated before the campaign could start. Providers were contacted and asked to submit a contact name and details who would be responsible for the leads they were allocated, to help prevent leads ‘getting lost’.  They were also asked to give specific information on the sectors and sub regions they could deliver in. This information was co ordinate and collated by the project manager and sent to Smart to load onto their data base.

3.2 It was also decided by the project manager and agreed with NWPN Regional manager and steering group,  that marketing materials would not be produced.  This was due to time constraints and costs, but also on the experience of Smart, who felt the benefits of such were negligible.  The London project spent as much on marketing as the North West spent on their whole Telesales campaign. Their view was that the direct mailing had not produced sufficient return to justify expenditure. 

3.3 The campaign was delivered sub regionally, using the providers who gave information on their geographic coverage and sector capacity.  This did give rise to surprise and queries as existing providers of a region questioned the involvement of providers from other regions within their area. The NWPN board issued a statement on this, confirming that any provider could operate in any sub region provided they bought into the NWPN membership of any sub region. 

3.4  Smart stated that having an appointed full time manager on the ‘providers side of the fence’  dramatically improved communications and project effectiveness, in comparison to the London campaign. ‘Time lag’ with communication was eradicated, creating a slicker campaign.

3.5 Confidence from providers in the project was notably skeptical to start with, as previous campaigns have not provided any tangible outcomes.  Having a ‘neutral’ manager, from the network enabled provider confidence to grow by building relations through regular communications and updates at group meetings as well as ‘always the same person being there’ should there be a query.

3.6 Confidence from providers was also bolstered with the transparency of the reporting. The weekly stats report gave detailed information of lead allocation, starts and expected starts by region, sub region, sector and provider. (Information of employers was not released).

All reports were circulated to the steering group and sub regional managers and other interested parties, as well as being available on the dedicated telesales portal for anyone to access.

3.7 Key to the tracking and report data was Smart’s extranet.  This on the whole worked well, although some providers had initial problems (Smart were able to sort these), yet towards the end of the project the speed became a niggling issue, which was as a result of the sheer size.  Providers were advised to email updates if it was easier, to project manager or direct to Smart. 

3.8 A major role of the project manager was calling providers to chase up feedback, Smart assisted in this . Leaving feedback on allocated leads varied considerably. Some providers left updates of appointments being made within an hour of allocation, to the other end of the spectrum, where no feedback was being left at all within the timeframe of the lead allocation process document. (appendix B5)  

There developed a strong correlation of Providers who were pro-active in leaving feedback and ability to convert leads to appointments. 

Reasons for poor feedback and poor conversion to appointment were established as follows, (in no particular order):

· Provider contacts inability to use extranet & failure to ask for help

· Provider contact had too many other jobs to do

· Provider contact was not answerable to line manager for lead activity, so job got ‘pushed back’

· Provider contact placed little value on the free leads

· Provider contact passed to specific sector who failed to inform of progress

· Provider contact left position and did not informed replacement of responsibility

· Provider contact inappropriate for the role/lacked marketing skill

· Lead overlooked/sent to wrong mail address

Smart suggested (from experience) that the biggest reason for poor conversion to appointment and subsequent lack of feedback of a lead, was the provider contact did not have the appropriate marketing skills to close a lead. 

3.8 Providers ability to convert leads was a sensitive issue. Workshops with Smart and tailored help was offered at network meetings and via email to all providers. Only one provider admitted that this would be useful and as a result, greatly benefitted from input. (see project recommendations) 

3.9 A small number of providers had also been missed off the master database that had wanted to be involved.  An initial human error factor of 4% is calculated, reasons being communication error and time frame of project, which meant things were overlooked due to illness, annual leave, rushing to get things started or messages sent to wrong place.  Breakdown occurred between NWPN network, project coordinator and Smart. 

Most of these were picked up on by having a project coordinator, but a residual of 0.8% is reported for the 4 month campaign time-span.

PROJECT OUTCOMES

4 (Appendix D1 Final Stats Report)

4.1LEADS GENERATED 





1,999 (TARGET 1200)

4.2 OVERALL RESPONSE RATE




19%   (TARGET 3%)

4.3 RESPONSE TO LEAD (APPOINTMENT) CONVERSION RATE
 46%  (TARGET 36%)

4.3 APPRENTICESHIP STARTS

Actual starts by end of project 




161

Expected starts (firm agreement but no ILR no. etc.)

142




TOTAL





303

4.4 TRAIN 2 GAIN STARTS

Actual starts by end of project




129

Expected starts






245




TOTAL





374

4.5 APPRENTICESHIP AND TRAIN 2 GAIN 

Actual starts     






290

Expected







387




TOTAL





677

4.6 PERCENTAGE OF STARTS FROM LEADS (some leads were multiple)

CUMBRIA = 11%

CHESHIRE = 17%

MERSEYSIDE = 30%

MANCHESTER = 6%

LANCASHIRE = 12%

4.7 PERCENTAGE OF STARTS AND EXPECTED STARTS FROM LEADS (some leads multiple)

CUMBRIA = 11%

CHESHIRE = 45%

MERSEYSIDE = 68%

MANCHESTER = 25%

LANCASHIRE = 27%

4.8 Analysis  on Conversions : 

Looking at the leads and starts generated we found that: 

· Conversions of leads to starts has been a slow process , these really started to come through from end of Jan  09 and started to gain momentum in March 09. At the end of March  09 , (project end date) we are finding that conversions are still  to come through, a number of providers that had received leads, suggested that “only at this point in time were appointments coming through with employers and that the true picture of the campaigns success is many months down the line”. (See recommendations.) It is therefore expected that over the next 3 months providers will gain Apprenticeship starts which can be allocated to the work of this project. It is therefore very difficult to give a definite starts figure and the above figures are at this moment in time figures. See 4.11 below

· The majority of employers contacted were new employers who had not been involved with workforce training before.

· 4Approximately 90% of starts and expected starts are 19+ and existing staff. A significant number of these are 25+. This information is from the providers, but difficult to quantify accurately, as the figures change on a daily basis and there is variation on the time it takes for providers to leave feedback.

4.11 4.9LARGE LEADS
10 large leads came in to the campaign through contacting offices of larger organisation which were based in the NW.  These were national companies or covering an area larger than the NW. Three came to nothing/long term future prospect, one has framework issues, two are future prospects the rest are progressing. One is wanting 500 Apprenticeship starts this year and similar over the next two years ( 60% 16-18, 40% 19+) I have been advised this lead alone is worth a potential £1.7 million contract, however there are still funding issues with 19+ to resolve. (LSC/NAS is involved and aware of this)

These leads do not appear on the stats report or figures in this report, as they do not qualify as ‘expected’ or ‘actual’ at the time of writing, however the potential starts from these leads could be significant by the end of the year.

The progress of these will be the responsibility of the NAS team from March-April.

4.12 4.10 LEADS FROM PROJECT WITH NO RECORDED FEEDBACK

Leads that have been allocated to a provider, but appear to not have been followed up, have been detailed on a spread sheet and given to the NAS team. (09.04.09) This equates to 647, over a quarter, which on the face of it is disappointing, however from a very brief view,  there was one at least, that shouldn’t have been listed. This is possibly symptomatic of providers failing to leave feedback.

The NAS team are aware that these leads may be in process with providers, but detail on status is not available at project end.

4.13 4.11UPDATES AFTER FINAL STATS

At the point of finishing this report, emails have been received from providers with evidence of further starts  (approx 65 actual and expected). These have not been included in the calculations 4.1-4.7


COST EFFECTIVENESS ANALYSIS

5.1  Each lead cost £80 (total cost of the project divided by number of leads) Should further campaigns ensue, this would be significantly lower,  as set-up costs and research would be taken out of the equation.

5.2  If the actual and expected figures are used for both Apprenticeships and T2G the cost of each start would be £236.33. However. This figure is tenuous, as it doesn’t reflect the final figures expected that will be as a result of the campaign (see point 4.6 and recommendations).

5.3  The cost to providers in terms of staff time appears to vary.  Some providers have dedicated teams with the function of bringing new business to their organization.  Contacts from these suggest they couldn’t give a cost “as this is what they did anyway, the project had just made it easier – possibly saved them money”.  

Others from smaller organizations and those who travelled a distance to meet an employer, certainly incurred costs. This was more pertinent for those who’s appointments came to nothing. (see recommendations)  

Provider contacts have reported they gave an average of 20 minutes to ½  hour to get through to a lead to verify and make appointment if appropriate.

FURTHER FINDINGS

6.(Appendix D1 stats report)

6.1 REGIONAL DIFFERENCES IN TAKE UP
(see point 1.4 for sectors targeted)
N.B  Please be aware that stats for low uptake in any particular area could be due to saturation of coverage in that sector.

Health and Social Care was consistently the highest take-up area within all sub regions accounting for 35% of all leads generated. Sub regions averaged between 28-35% of all leads with the exception of Merseyside which amassed 44% of their leads in this sector area.

Figures for construction may be misleading, as the majority of these were for Customer Service within a construction company.  The few Construction starts that were raised were for maintenance and repair.  In the time available, it has not been possible to separate Customer Service starts from true Construction, however leads in this category of the campaign vary from just 11% of Cheshire’s leads to 23% of Cumbria’s with a NW average of 15.6%.

Of those providers involved in the project, only Cumbria and one provider in Lancashire covered Education, in terms of the Teaching Assistant framework, (accounting for 25% of Cumbrian leads) which could be a growth area in other regions.

Hairdressing Apprenticeships appear to have been particularly hit by the economic downturn, particularly in Manchester and Liverpool.  The campaign realized few starts in this sector scoring approximately 2.8% of the total leads, (Cumbria providers chose not to target this sector, therefore are not included in the equation) which by comparison to the campaign in London is surprising, as Hairdressing was the highest lead generator in that area. 

Retail has also declined dramatically, particularly in Manchester and Merseyside, giving a total of only 6% of leads across the NW.  Cheshire, Cumbria and Lancashire have leads totals of approximately 10% in this sector, whereas it is 1% or less for Manchester and Merseyside.

Engineering and Motor Vehicle was expected to have a low take up, Motor Vehicle amassed 0.8% of leads generated, as a NW average.   Engineering leads were low in Cumbria – 3.59%, virtually non- existent in Merseyside, but accounted for 10% or just under, for the other sub-regions.

Sport and Leisure was not targeted by Cumbria providers, but within the other regions averaged 7.8% of leads.  Merseyside achieved just over 10% in this sector, with Manchester 4.2%. There appear to be few providers which offer this framework, yet significant potential growth, particularly in the public sector.

Hospitality again, was not targeted by Cumbria, where provision is an issue, however 1.3% of Cumbrian leads were picked up in this sector from providers from out of sub region. Within the other sub regions leads were averaging 20.7% with no geographical variations to note.

Transport (including the new CPC qualification) had slight sub regional variations, accounting for just under 10% of Cumbria’s leads yet only 1% of Lancashire’s.  Other sub regions averaged between 6-7% of total leads.

6.2 APPRENTICESHIP FRAMEWORK ‘GAPS’ (Not conclusive as not every provider was involved with the campaign)

All sub regions – Indian and Chinese Take away/Restaurant food preparation, (however, there could be cultural and religious issues with this. Information from current ‘Minimising  Inequalities in Apprenticeships Project, to be concluded in May 09) Butchery, Teaching Assistant (with exception of North  Cumbria). Sport and Leisure frameworks, CPC qualification.
Cumbria – Hospitality (all sub region), Hairdressing (South Cumbria), 

PROJECT QUALITY ASSURANCE
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7.1 OVERVIEW
Two surveys were undertaken during the project for quality assurance purposes. One where the providers were contacted for opinions of the lead quality and project in general, the other focused on contacting a random sample group of employers to establish project quality.

7.2 PROVIDER SURVEY FINDINGS

There were geographical differences with opinions of quality of leads, with Cumbrian providers least satisfied, Merseyside most. This interestingly correlates with % starts each sub region achieved from leads as a direct result of the project. (See point 4.6 & 4.7) The providers identified the following points as lead failure;

· Employer didn't know anything about being contacted by Smart. (They'd possibly spoken to someone else)
· Employer had changed their mind, Providers suggesting had they said yes to Smart to get rid of them?
· Employer recognised they needed training but not at the moment/this year etc.
· Employer  repeatedly unavailable

· Employers had miss-understood the ‘funded training’ information, assuming that this also covered wages (this was particularly an issue with education, as Schools get student teachers free of any charge & due their personal career route, have minimal knowledge of apprenticeships)
· Employer didn't have enough to provide evidence for an NVQ
· Health and safety issues
Many providers suggested employers were ‘holding back’ due to the economic downturn, with certain sectors struggling to continue to employ existing apprentices (particularly construction and motor vehicle, as well as hairdressing and retail in Merseyside and Manchester).  Cumbria appeared to be the sub region most affected by the economic down turn, with Cheshire least, as reported from provider contacts.

Generally,  70%  (approx) of providers were happy with the campaign and what they had got out of it. 

When asked the question, (What has worked well and is significant to the overall performance of this project and what hasn’t?) All spoken to felt the ‘transparency’/ thorough reporting of the campaign and having an unbiased Project coordinator responsible, was the reason the project had been more successful than similar of previous years.  Some providers also commented that  the good choice of telesales company (Smart) was significant.  

From a negative perspective, lead quality was the main issue, closely followed with the timing of the campaign (wrong time of year) and the economic downturn.  A smaller minority sited the sectors chosen (as this affectively blocked their ability to receive leads).

7.3 EMPLOYER SURVEY FINDINGS

10 employers from each sub region were randomly picked. The survey was conducted in mid February. They were all classed as ‘leads’ from the campaign and they gave the following information:

· 25 of the 50 spoken to had not yet been contacted by a provider. (some of these had been contacted by Smart in December) 

· 40  were highly satisfied or satisfied with Smart’s explanation of the Apprenticeship programme and the employers responsibility. 5 were dissatisfied, 3 couldn’t recall, 2 suggested it wasn’t discussed. (Information fed back to Smart)

· All that had been contacted were highly satisfied or satisfied with the providers expertise, knowledge and help.

· 46 of the 50 were happy that Smart passed their details to a provider, 2 were not, 2 couldn’t remember.

The number of leads that had not yet been picked up by providers was surprising. (see point 3.8 for reasons for this) However, by end of project this number was just over a quarter for the whole region (those leads left with no feedback). 

All those that had been approached by a provider were very happy with the knowledge and professional approach given. 

Some re-allocation was carried out in accordance with the lead allocation process in March, the residual have been passed to the NAS team (see point 4.12)

PROJECT CONCLUSIONS
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8.1  Looking at the above findings , figures on leads and starts and qualitative  analysis  we can conclude that the project was a success:

 It exceeded all targets (if ‘expected’ and Train 2 Gain are included). 

The project was managed and coordinated effectively

Communication was transparent and up to date information readily available
The subject of Apprentices was raised with more than 9,000 employers, raising the profile.
Other benefits realised from the project too, which are;

· that many new employers are now involved with NW providers. 

· The Campaign gave light to a number of regional variations as detailed in this report and potential areas for growth.

· Providers at sub regional meetings have raised idea of buying into further campaigns for the benefit of those involved

· Train to Gain leads and starts were generated as well as Apprenticeships.

8.2 SUB REGIONAL MANAGERS COMMENTS

“The success of the project is compliment to the way the Sub-Regions can work together in the North West.” Stan Pochron, GMLPF.
PROJECT RECOMMENDATIONS

9

From the above findings and conclusions, the following recommendations are made to the NW NAS Team,  which we believe will assist the NW achieving the reaching Apprenticeships  targets set for 09-10

9.1 Two week mini project, to establish true outcomes of Telesales Campaign to be carried out in Autumn. This would give a final achievements and cost. NWPN would undertake this , cost would purely be that of CK for two weeks

9.2 More Employer Marketing: Our project  gave little evidence that NW employers understood Train to Gain or Adult Apprenticeships. Despite the enormous increase in uptake nationally over the past year, more marketing in this area would be educationally beneficial. 
9.3 It showed that there were employers out there who had not been contacted previously  .  
9.4 Even though we have dedicated resources in Business Link and  providers there is still a marketing need.  Therefore  seeing we now have an infrastructure set up for telemarketing we recommend that we run a further general sector campaign, targeting 16-18 starts. NWPN would be happy to manage this liasing with the NAS team. Cost for this would purley be needed to covert SMART’s staff time and NWPN staff time . There would be no costs for systems , materials etc.  
9.5 If further campaigns should develop,  costs should be considered for  a contingency fund to cover providers’ expenses in extreme cases eg travel to Newcastle to discuss lead with correct HR Director.

9.6 Frameworks: Research into viability of new frameworks/areas where provision is lacking (point 6.2) To be completed by NW NAS.

9.7 Alternative  Collaborative Marketing :  NWPN to discuss further with  NAS and NW providers a telemarketing consortium idea, buying in to a further  collaborative campaign/s, possibly match funded by providers, time framed and sector specific in agreement with providers involved.  To be discussed in NWPN Strategic Marketing Group initially.

9.8  Provider Skills Development:  NWPN  to work with NAS to organise , design and deliver  ‘Employer engagement in a recession’ workshops to improve lead conversion for providers. Work will need to be done to define exacts content , but we have initial ideas from this project and some costs off SMART for delivery . 

9.9 Marketing of 16-18 Apprenticeships :  a campaign to promote Apprenticeships in a positive light/ a positive career choice for 16-18 olds targeting,  parents and teachers/careers advisors. 

9.10 ‘Success case study’ and press release to promote the project , NWPN and success. NWPN time would be needed to contact providers and collate case studies. Funds would be needed to then put these into professional looking case studies for use on websites etc
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A1

	Apprenticeship Telemarketing Brief 

	


1.0        BACKGROUND 

The announcement by Alan Johnson, then Secretary of State for Education, at the Labour party conference in December 2006 of the introduction of “an entitlement to an apprenticeship for every suitably qualified school leaver” would be his number one priority for the Comprehensive Spending Review. Following this, Gordon Brown, then Chancellor, announced, in consortia with Alan Johnson, the intention to raise the compulsory participation age in education or training to 18.

Apprenticeship Entitlement equates to 90,000 more young people (aged 16-18) on an Apprenticeship in 2013 than there are now (250,000 in 2013-14 compared to 160,000 now). At the TUC Conference in September 2007, Gordon Brown confirmed his intention to grow the apprenticeships programme, introduce a vacancy matching system by October 2008 with an explicit intention to target the public services.

These announcements combined with the recommendations within Leitch’s Final Report (December 2006) have heightened the need for enhanced marketing and communications around Apprenticeships to ensure that we have the employers on board, and the demand from young people in order to meet the target for Apprenticeship Entitlement.

In addition, there is a requirement to ensure that all activity on Apprenticeships clearly fits to the wider LSC led skills campaign which centres on the idea that: 'Our future. It's in our hands' and has been created to inspire people and businesses to improve their skill levels. The campaign builds on the insight that it is our skills that enable us to take control of our future and that it's up to each and every one of us to take this opportunity to have control over our future lives.

The Apprenticeships communication is one of the several product strands that communicate a specific message to different audiences. This works in the same way as Train to Gain, Get On, EMA and ALG, benefiting from the positive environment created by the Skills Campaign whilst offering a tailored message and a route for relevant audiences to take direct action.

The key aim of this brief is to create more Apprenticeship places with employers in the North West Region by maximising currently available training provision within key sectors. Central to this is the need to raise awareness of Apprenticeships, and to create credible and relevant messages to support an active response. 

2.0 SITUATION ANALYSIS 

This year’s report from the DIUS notes that penetration of the Apprenticeship programme is very uneven and Apprenticeships are available in just 10% of the country’s employer base.  Penetration is particularly poor among certain public sector employers.  The report suggests there is growth potential in certain sectors and that the employer participation rate needs to increase to 20% of employers to meet targets.  It also suggests that to meet targets there also needs to be a significant and rapid increase in the number of Apprenticeships frameworks available.
A research project has recently been carried out looking at Apprenticeship penetration in the North West, and at the views of training providers and stakeholders.  Some of the key findings of that research are as follows:

Apprenticeship Penetration

Of the 97 approved Apprenticeship frameworks, only 69 are delivered in the Northwest and only 40 had more than 20 starts in the 2006-2007.  The 8 most popular frameworks in terms of starts account for 70% of total starts.  Of the 93 approved Advanced Apprenticeship frameworks only 53 are delivered in the Northwest and only 31 had more than 20 starts.  The 8 most popular frameworks in terms of starts account for 65% of total starts.

The penetration of Apprenticeships is relatively high (above 7% of the 16-24 workforce) in hair and beauty, manufacturing, motor vehicle and childcare.  These are sectors traditionally entered by young people. However, land-based activities such as horticulture and veterinary nursing (LANTRA) are also popular.  The penetration of Advanced Apprenticeships is relatively high (above 5% of the 16-24 workforce) in building services such as plumbing, hair and beauty , motor vehicle, engineering and childcare.  Although there are some differences to Apprenticeships, penetration is generally highest in sectors traditionally entered by young people.  The level of penetration and sector distribution of that penetration is similar if we measure it as a proportion of the workforce without level 2 and level 3 qualifications respectively.  

It is difficult to measure the extent of penetration of employers in the public sector because LSC data by employer is not available.  However, some frameworks are aimed wholly or largely at employers in the public sector and sectors such as health, social care, justice and lifelong learning have a large public sector employer base.  Only the health and social care and childcare frameworks have a significant penetration and sectors such as justice and lifelong learning have very small number of Apprentices.
There are variations in penetration rates of Apprenticeships and Advanced Apprenticeships at a sub-regional level.  Across all sectors, Merseyside has a higher penetration rate.  Some sectors have a higher penetration rate in some sub-regions suggesting that factors such as availability of suitable providers as well as employer engagement contribute to the level of penetration.

An estimated 7% of all businesses are engaged in Apprenticeship programmes and 2.62% of all businesses are engaged in Advanced Apprenticeships.  Hair and beauty employers are the most engaged sector.

Provider Viewpoint

A total of 31 providers participated in our consultation (a 23% response rate).  These providers engaged just over 3,500 employers to whom they were delivering 4,245 Apprenticeships and 2,324 employers to whom they were delivering 3,386 Advanced Apprenticeships.  Providers interviewed by telephone as part of the stakeholder research (more detail below) are delivering to around 2,500 learners and are engaging with approximately 2,000 employers.

81% of providers feel that there are insufficient employers of the right quality willing to engage in the Apprenticeship programme.  Explanations of why there are few good quality employers include the cost to employers, the time taken to train Apprentices and the bureaucracy and administration involved.  There is a much lower rate of engagement of employers in the public sector.  Key issues affecting engagement of public sector employers appear to be bureaucracy, keeping the same contact or finding a contact and a lack of interest in staff development.

Key methods for engaging employers include use of business development teams and personal contact, distribution of marketing materials and word of mouth and reputation. Many providers are not happy with the effectiveness of their marketing to employers.  This suggests that there is some scope for working with providers to help them improve the effectiveness of their marketing.  
Employers sometimes express needs that cannot be met e.g. provision of specific frameworks or sectors or provision that requires facilities or resources that the providers lack.

Just over half of the providers work with Business Link (and skills brokers) to promote Apprenticeships to employers but around half of these describe the relationship as not very effective or productive.  Less than one in five providers currently works with sector bodies.

Three quarters of providers think that employers do not fully understand the Apprenticeship programme.  They feel that it would be helpful if there were better marketing of Apprenticeships including explanation of the benefits and employer’s rights and responsibilities.  Case studies, direct marketing by the LSC (regional or national) and a focus on SMEs would also be helpful.  This is reinforced by provider descriptions of the help they would most value in engaging employers and marketing Apprenticeships to them.  Many providers would like a concerted national or regional marketing and an advertising campaign led by the LSC.  Some providers suggest financial incentives for employers.  Other possible activities include an improved working relationship with Connexions, full-time engagement / placement staff with industry knowledge and a better brokerage system or better relationship with brokers.

A minority of providers feel that there are insufficient potential learners of the right quality looking for an Apprenticeship programme.  Those providers that do feel there are insufficient learners suggest that influencers (whether teachers, careers guidance staff or parents) are turning potential learners away from Apprenticeships and towards other options (academic routes in particular).  It is felt that this influence is often based on ignorance or lack of understanding of Apprenticeships programmes.

Providers are much more satisfied with their marketing to learners than they are with their marketing to employers.  They feel that it would be helpful if Connexions offered better support or more informed advisers and if schools careers staff had a better knowledge and understanding of the programme.
Stakeholder Viewpoint

With regard to employer engagement, providers feel that:


· Employers regard Apprenticeships and Apprentices as one of a series of people development and workforce development tools.  

· Providers acknowledged that it is becoming increasingly more difficult to find right quality employers, particularly in some sectors.  ”Mature” sectors where long-standing relationships exist (especially Engineering, Construction and Hairdressing) are easier to engage with.  Other sectors without a tradition of Apprenticeships are more difficult to engage with.  These sectors tend to be dominated by smaller employers and barriers to Apprenticeships take-up include direct and indirect cost, issues surrounding day-release, suitability of frameworks and lack of time.

· On engagement strategy – providers placed particular emphasis upon the need for better segmentation of the market.  Effective providers were considered to be those who have a good understanding of employer needs locally, those who understand differing employer needs based on company size and sector, and, as a result, those who tailor their marketing and engagement with employers accordingly.  Providers mentioned that engagement must be set in the wider context of providing business and organisational development solutions rather than merely “selling Apprenticeships”.  Some providers felt that the Skills Brokerage service still had some way to go before this ethos was established and doubted that they understood Apprenticeship frameworks and this was reflected in the few referrals that come from the brokerage service.

· Providers felt that the public sector was neither a traditional user of Apprenticeships nor one which was geared, either politically or financially, to investigate their usage.  Providers felt that the climate and culture of pressure on head-count and efficiency savings meant that the public sector was not free to use Apprenticeships as a means of recruitment.  The emphasis, it was felt, should be placed on targeting Apprenticeships at the existing eligible workforce.

With regard to employer engagement, stakeholders added their concern that employers could soon become overloaded by marketing initiatives more successful and proactive providers and support agencies including Business Link and Connexions.  Improved coordination of engagement would be advantageous but may be unlikely.  

Providers felt that there were generally no significant issues in finding and attracting ‘right quality’ learners who are interested in Apprenticeships.  However, there was a feeling that it may become an issue as diplomas and HE opportunities are increasingly promoted.  Respondents feared that this could potentially add to the perceived lower status of vocational training.  Providers felt that there was still room to improve and extend communication with parents and that advice and guidance provided to young people was inadequate and inconsistent across the region.  Providers felt that an enhanced range of taster activities could be delivered.

3.0        PROJECT SUMMARY

This Project aims to use the above information to increase the employer take up of Apprenticeships in the NW. The North West Provider Network, as the key link to Apprenticeship providers in the NW will manage the project and  will employ an agency to approach employers.  The appointed agency will need to professionally promote Apprenticeships to establish a need for Apprenticeship training or any other training (funded or non-funded). If a positive response is received, arrange for a training provider to visit the company.  The agency will need to plan, implement and control the following:

1. The proactive (outbound) lead generation to generate c.60 qualified employer appointments per week, to be followed up by the North West training providers.

As part of this activity the appointed agency must produce the following:

· Produce with NWPN marketing materials for use with employers  for direct mail and post tele conversation

· direct mail ?? companies in the North West with an Apprenticeship leaflet.

· develop ‘guided’ call scripts. The main purpose of the script will be to introduce Apprenticeships (and the frameworks specific to the company?) but it is also important that companies are aware of other frameworks and training programmes across  the business (if applicable)

· ensure and confirm all company details are accurate; and DPA guidelines are adhered

· pass on leads to the Training Provider Network in real time (if possible)(containing contact & company details, and areas of interest etc); 

· create, agree and inform on systems for data capture for lead tracking including CRM solutions(including all contact history information)

· ensure that they are updated on local Apprenticeship provision to inform accurately

· ensure lead quality. Call centre agents are to ensure employer is aware of their responsibilities when employing an apprentice, etc.

· produce detail reporting structure weekly ,to the Project Manager and this must be approved prior to campaign going live;

· maintain the pipeline management of database for future marketing opportunities; Monitor to establish patterns i.e. no current framework.

· Be able to hand over leads and information at the close of the project to the provider base.

· Produce a Post Campaign Analysis in collaboration with marketing agency , completed within 4 weeks of the campaign end.

4.0        CAMPAIGN OBJECTIVES

· Increase awareness of Apprenticeships  to key sectors in NW

· To generate 500 learner starts by the end of March 2009

· To achieve an overall response rate of 3%

· To achieve at least 36% response to lead (appointment) conversion rate 

· To generate 1200 Apprenticeships leads (appointments) by the end of October 2008 and 1800 from the entire campaign (subject to revision dependent on data volumes)

5.0        TARGET AUDIENCE 

Business size: 2-249 employees

Contact: Managing Director/ Human Resources Directors/ Recruitment Leads

The campaign(s) will target specific industry sectors where it is felt that there is a profusion of sector related provision:

8. Built Environment/ Construction

9. Childcare

10. Hairdressing

11. Sport & Leisure

12. Health & Social Care

13. Retail

14. Hospitality & Catering

6.0        KEY MESSAGES

The elements of the campaign will need to take into account barriers that employers have to overcome when recruiting Apprentices, focusing on the program as being a recruitment tool.

4. Apprentices improve long term productivity of business

5. Loyalty: Apprentices tend to stay with businesses for longer and give greater commitment

6. Quality: Apprentices can help bring a fresh approach to your organisation by learning from ‘grass roots’ in a way that is specific to your business

Key Benefits:

· Increases productivity and business performance

· Demonstrates your long term commitment to your employees and customers in workforce development

· Flexibility to train individuals around the needs of your business “The Joe Bloggs Ltd Apprenticeship” programme

· Ensure that you can generate new employees that fit the skills your business needs for the future 

Desired Message Tone:

The communications should be both inspiring and pragmatic and the message delivered should be one that empowers the employer to use the recruitment of Apprentices to take control of the skills his/her business needs to thrive in the future.

Communications need to be relevant to business type, not just industry sector and may need copy variables:

· Hotels vs Hospitality vs Catering

· Construction vs Project Management vs Facilities

· Corporations vs Banks vs Finance

· Factories vs Engineering firms

· Bus Companies vs Inventory Management vs Logistics

· Mobile Phones vs Clothing vs Retail

7.0        BUDGET 

Total Budget:  £?????????? (including VAT)

8.0      ADDITIONAL INFORMATION

What is an Apprenticeship?

Apprenticeships are a structured programme of training leading to a recognised qualification, covering a wide range of occupations. You get the opportunity to work for an employer, learn on the job, build up knowledge and skills and gain qualifications and earn some money at the same time. 

Apprenticeships are available at different levels, letting you choose the speed you wish to learn. You don't even have to stop once you've completed an Advanced Apprenticeship. You can go on to do a Foundation Degree.

An Apprenticeship does not last for a fixed length of time - it ends when all necessary elements have been completed. The pace of progress will depend on you. Most Apprenticeships last between a minimum of one and three years and there are different types of Apprenticeships available. The Apprenticeship which is right for you will depend on your experience and the opportunities in your area. 

Traditionally an Apprenticeship is made up of Key Skills, NVQ and Technical Certificate. The new Apprenticeship blueprint acknowledges that flexibility can be achieved by moving away from the 3 qualification approach and put emphasis on apprentices developing occupational competence, with the necessary underpinning knowledge and the transferable skills with appropriate qualifications to reward that. In taking this approach the "technical certificate" will effectively be embedded at Apprenticeship as well as at Advanced Apprenticeship.

The Apprenticeship family, announced in May 2004, has several types of Apprenticeships which are:

· Young Apprenticeships for 14-16 year olds 

· Pre-Apprenticeships - based on the popular Entry to Employment programme (at level 1)

· Apprenticeships (at level 2) 

· Advanced Apprenticeships (at level 3) 

Apprenticeship is first and foremost a universally understood model of learning. This is why people in many fields (surgeons, engineers, actors, journalists and hairdressers) talk of doing an apprenticeship in order to become expert in their field.
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Contract Agreement between the North West Provider Network and Stratospheric UK plc t/a SMART (hereafter “SMART”) for the delivery of the LSC Contract for Apprenticeships Telemarketing Project

Sub Contract Agreement 

The North West Provider Network Ltd (NWPN Ltd) holds the contract with the LSC NW for the delivery of the Apprenticeships Telemarketing Project. This agreement is between the NWPN Ltd and SMART to ensure SMART supports NWPN with the discharging of the objectives of this LSC Contract. 

Description of Service

Aims

Project start date: September 1st 2008.  Commence telemarketing activity 27th October 2008.

This project aims to deliver 500 additional Apprenticeship starts by March 31st 2009 from the generation of 1,200 leads. 

To achieve an overall response rate of 3%.

To achieve at least 36% response to lead conversion rate.

To increase awareness of Apprenticeships in key sectors across the North West.

Objectives

Target Groups

SMEs with 2-249 employees

Delivery Mechanisms (how will project be delivered)

Produce with NWPN initial sector specific letter to identified, appropriate, target person.  

 NWPN or LSC NW to produce or provide follow up A4 marketing materials for use with employers and post tele conversation;

 Develop ‘guided’ call scripts. The main purpose of the script will be to introduce Apprenticeships but it is also important that companies are aware of other frameworks and training programmes across the business, (if applicable);

 Ensure and confirm all company details are accurate; and DPA guidelines are adhered;

 pass on leads to the Training Provider Network within 24 hours at the latest, (containing contact & company details and areas of interest etc); with follow up ideally within 48 hours to establish the lead has been followed up by the training provider.

 Create, agree and inform on systems for data capture for lead tracking including CRM solutions, (including all contact history information).

 Ensure that they are up to date on local Apprenticeship provision, in order to inform accurately.  This is to be supplied by the provider network.

 Ensure lead quality. Smart call centre staff are to ensure employer is aware of their responsibilities when employing an apprentice, etc.

 Produce detailed reporting structure, accessible by web browser for transparency, (with ‘locking’ at various levels) with the facility for producing weekly reports to the Project Manager, for circulation. (Cath Kelly, NWPN) 

 Maintain the pipeline management of database for future marketing opportunities; Monitor to establish patterns i.e. ‘no current framework’.

 Be able to hand over leads and information at the close of the project to the provider base.

 Produce a Post Campaign Analysis in collaboration with marketing agency and NWPN Project Manager, completed within 4 weeks of the campaign end.

Outputs and Outcomes Milestones/Deadlines

SMART are to generate qualified Apprenticeship leads to enable the North West training providers to achieve 500 new starts by March 31st 09.

SMART to generate 1200+ ‘qualified’ leads split for milestones 350 leads November, 350 leads December, 250 leads January 09 and 250 leads Feb 09 so ensuring 1200+ by end of March 2009.

Output 1

Development of letters and call scripts, supporting literature. (Supporting Literature to be funded from NWPN Ltd marketing budget)

Milestone/deadline

By end of October 2008

Output 2

Telemarketing campaign to begin and log in details for lead tracking software supplied to NWPN and partners.

Milestone/deadline

By end of October 2008, copy of process/content to NWPN Ltd

Output 3

350  ‘qualified’ Apprenticeship leads

Milestone/deadline

November 30th 2008

Output 4

350  ‘qualified’ Apprenticeship leads

Milestone/deadline

December 31st 2008

Output 5

250  ‘qualified’ Apprenticeship leads

Milestone/deadline

January 31st 2009

Output 6

250  ‘qualified’ Apprenticeship leads

Milestone/deadline

February 28th  2009

Output 7 

1200 qualified leads in total leading to

500 Apprenticeship to be achieved from the leads generated by SMART. NWPN Ltd are targeted with converting the 1200+ qualified leads into the 500 new apprenticeship starts.

(Total of 500 Apprenticeship starts - NWPN)

Milestone/deadline

31st March 2009

Output 8

Provide weekly updates to Project Manager (NWPN Ltd)

Milestone/deadline

Weekly until project end.

Payment Schedule
The North West Provider Network will pay £94,500 inclusive of VAT for the achievement of the above outputs and objectives.

Payment will be made on production of invoices and records showing achievements of lead targets. 

Nov 08 – £18,900
Output 3

Dec 08 - £18,900
Output 4

Jan 09 - £18,900
Output 5

Feb 09 - £18,900
Output 6

April 09- £18,900
Output 6 leading to Output 7

Payment invoiced monthly in arrears, NWPN Ltd to abide by 60 day payment terms

Invoices to be made out to NWPN Ltd and sent to NWPN Ltd C/O GMLPF second Floor Saunders House, Parliament Business Park, Commerce Way, Liverpool L8 7 BA.

Signed on behalf of Stratospheric UK plc t/a SMART

Signed…………………………………………………..

Print Name………………………………………………

Position ………………………………………………….

Date………………………………………………………
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Telesales/Apprenticeship Starts Project Plan

Overview
The project aims to use the information provided by the NW WBL Employer Engagement Strategy Development  - Second Draft Research Report, to increase the employer take up of Apprenticeships in the NW. 

The North West Provider Network, as the key link to Apprenticeship providers in the NW, will manage the project, appointing Cath Kelly as project manager.

Smart Communications has been appointed to approach employers. To professionally promote Apprenticeships and to establish a need for Apprenticeship training or any other training, (funded or non-funded). If a positive response is received, arrange for a training provider to contact and visit the company. 

Smart will need to plan, implement and control the following:

1. The proactive, (outbound), lead generation to generate c.60 qualified employer appointments per week, to be followed up by the NW training providers, from a NW employer database they have sourced.

As part of this activity Smart must produce the following:

 Produce with NWPN initial sector specific letter to identified, appropriate, target person.  

 Produce follow up A4 marketing materials for use with employers and post tele conversation;

 Develop ‘guided’ call scripts. The main purpose of the script will be to introduce Apprenticeships but it is also important that companies are aware of other frameworks and training programmes across the business, (if applicable);

 Ensure and confirm all company details are accurate; and DPA guidelines are adhered;

 pass on leads to the Training Provider Network within 24 hours at the latest, (containing contact & company details, and areas of interest etc); with follow up ideally within 48 hours to establish the lead has been followed up by the training provider.

 Create, agree and inform on systems for data capture for lead tracking including CRM solutions, (including all contact history information).

 Ensure that they are updated on local Apprenticeship provision, in order to inform accurately.

 Ensure lead quality. Smart call centre staff are to ensure employer is aware of their responsibilities when employing an apprentice, etc.

 Produce detailed reporting structure, that can be linked to the NWPN website for transparency, (with ‘locking’ at various levels) with the facility for producing weekly reports to the Project Manager, for circulation. (Cath Kelly, NWPN) 

 Maintain the pipeline management of database for future marketing opportunities; Monitor to establish patterns i.e. ‘no current framework’.

 Be able to hand over leads and information at the close of the project to the provider base.

 Produce a Post Campaign Analysis in collaboration with marketing agency and NWPN Project Manager, completed within 4 weeks of the campaign end.

4.CAMPAIGN OBJECTIVES

4.1  Increase awareness of Apprenticeships to key sectors in NW.

4.2 To generate 500 learner starts by the end of March 2009 with companies referred on to providers.

4.3 To achieve an overall response rate of 3%.

4.4 To achieve at least 36% response to lead, (appointment), conversion rate.

4.5 To generate 1200 Apprenticeships leads, (appointments), by the end of March 2009.

5 TARGET AUDIENCE

Business size: 2-249 employees

Contact: Managing Director / Human Resources Directors / Recruitment Leads.

5.1 The campaign will target specific industry sectors where it is felt that there is

 potential to generate additional apprenticeships.

1. Built Environment/ Construction

2. Childcare

3. Hairdressing

4. Sport & Leisure

5. Health & Social Care

6. Retail

7. Hospitality & Catering

Progress in the above areas will be closely monitored by the project manager, who will also monitor geographical variations.  Other sector areas will also be added to the campaign if success is proving poor in some areas.

6 KEY MESSAGES

6.1 The elements of the campaign will need to take into account barriers that employers have to overcome when recruiting Apprentices, focusing on the

programme as being a recruitment tool.

6.2 Apprentices improve long term productivity of business.

6.3 Loyalty: Apprentices tend to stay with businesses for longer and give

greater commitment.

6.4 Quality: Apprentices can help bring a fresh approach to your organisation

by learning from ‘grass roots’ in a way that is specific to your business.

6.5 Key Benefits:

 Increases productivity and business performance.

 Demonstrates your long term commitment to your employees and customers in workforce development.

 Flexibility to train individuals around the needs of your business .

 Ensure that you can generate new employees that fit the skills your business needs for the future.

 At a time when the number of young people available is reducing, Apprenticeships are a key way of attracting individuals to your company.

6.6 Desired Message Tone:

6.6.1 The communications should be professional, inspiring and pragmatic.  The message delivered should be one that empowers the employer to use the recruitment of Apprentices to take control of the skills his/her business needs to thrive in the future.

6.6.2 Communications need to be relevant to business type, not just industry sector and geographic/demographically sensitive. Copy variables may be needed.

- Hotels vs Hospitality vs Catering

- Construction vs Project Management vs Facilities

- Corporations vs Banks vs Finance

- Factories vs Engineering firms

- Bus Companies vs Inventory Management vs Logistics

- Mobile Phones vs Clothing vs Retail

7 BUDGET

7.1 Total Budget: £160,000.00 (including VAT).

NWPN LTD; Standard Conditions of Funding Grant; 14-19FF 2008-09; (SH)

Contract No.: NW 900 08 051; VALCON No.: NW 900 VALCON 460; Project Code: ZNW9PNTS8
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No







Do they want to meet with a provider?

Yes



No, they prefer to receive further information first












No Further Action





















Where provider does not fulfil 








service, arrange other provision with







employer
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GANTT CHART FOR APPRENTICESHIP TELESALES PROJECT PROGRESS

	ITEM

	SEPTEMBER

	OCTOBER

	NOVEMBER

	DECEMBER

	JANUARY

	FEBRUARY

	MARCH

	APR

	
	Selecting and signing off telesales Company

																																
	Drawing up contract

																																
	research & building contacts to gain good practice advice

																																
	Development of project flowchart

																																
	Development of initial sector specific letters

																																
	Development of A4 secondary advice material

																																
	Development of ‘call scrips’

																																
	Detailed leads allocation process

																																
	Telesales campaign live

						?

																										
	Goldmine link to NWPN site live

							?

																									
	Weekly updates to steering group & sub regional managers once campaign starts

								?

																								
	Sub regional network meetings

																																
	NW providers conference

																																
	Project report to NWPN

																																
	Monitoring/assessment of telesales progress

																																
	Monitoring/assessment of lead allocation

																																
	Regular liaison with Smart

																																
	Final report to be completed by April 14th

																																
	KEY:

																																
	COMPLETED

																																
	INCOMPLETE

																																
	ONGOING
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Lead allocation process

Apprenticeship Telesale Marketing Project

1. The telesales company will establish whether a training provider is already involved with the company, albeit this may be within a different sector.  The new start will be forwarded to that training provider;

· Should they be able to offer the training.

· Should the employer agree to the arrangement.

2. If the circumstances are that there is no training provider involved with the company or the training provider does not offer the sector area, the employer will be asked if they have a preferred provider from those available, the lead will then go to the employer preferred choice.

3. If none of the above applies, the telesales company will consider providers within the geographical location of the employer and young person. Consideration will be given to the Ofsted grade of the provider and performance regarding retention/completion.

4. Telesales staff will only be able  to contact providers who have offered a contact name of a person who will take responsibility for the leads.  (names to be forwarded to cath.kelly@nwpn.co.uk )

5. The provider will log follow up details on the Smart exranet. NWPN Project Coordinator will check lead follow up information daily.  Providers are expected to be proactive, and attempt to make contact with an employer lead within 48 hours.  Providers will be contacted again within 2 weeks  to follow up further activity/appointment made etc. Failure to do anything with a lead will incur enquiry and the risk of it being passed to another provider.

6. The Provider will also risk not receiving further leads should they fail to follow up.

7. All contact details and outcomes will be logged by Smart.
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(sent as attachment)
Mailshot Employer


with 0800 call to action number





Engage with Employer to introduce Apprenticeships





Referrals & Inbound Calls


Response to letter


Apprenticeships leads received through active TtG programmes





Is the employer interested in Apprenticeships?





Initial Telephone Diagnostic 


Identify frameworks required


Make employer aware of responsibilities when supporting an Apprenticeship


Collate core data


Update CRM 








Refer employer to other support organisation as appropriate e.g. Train to Gain, Business Link etc & Update CRM





Agree Provision


Ascertain whether employer is already working with a provider and identify provision available or offer employer choice of 3 providers (possibly based on geographic location)


Verify that employer shall be re-contacted shortly to arrange meeting


 





Send Apprenticeships brochure and follow up in 5 working days 





Seek permission to keep in touch and update CRM (Pipeline)





Pass on providers’ details to employer and send Apprenticeships brochure





Referral to Provider


Pass on employers’ details real time (via extranet)





5-day follow up call





Contact provider to establish whether employer has been contacted & update CRM





If employer has not been contacted by training provider ascertain reason why not 





14-21 day Progress Update 


Outcome – numbers of learner starts, type of apprenticeship


Update CRM





30-day follow up  


Employer satisfaction


Update CRM
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