






Three key principles to effective sector marketing
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“Investors are influenced by the location decisions made by other investors and 
tend to choose the same destinations to place their investments”

Sonia Aruaujo, OECD









High-productivity food production
Telford

Lightweight materials 
Manchester

Rail 
Doncaster







‘As the communications world continues to fragment, 
as people’s lives and interests become more focused and specialised, 

and as expectations of personalisation continue to increase, 
micro-targeting is emerging as the most potentially 

powerful technique for businesses to succeed’
Ad Age
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