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O v e r v i e w

• Current LEAP objectives and communication 

objectives

• Review existing approach

• Current communication activities

• Stakeholders

• Research insights

• Future directions

• Communication objectives

• Priority stakeholders

• Suggested directions

• Communication activities



C u r r e n t  c o m m u n i c a t i o n  c h a l l e n g e s

• Communication is generally shaped on a 
programme basis 

• LEAP voice tends to be quite formal

• We tend to use similar formats for our 
communication activities









W i d e r  s t a k e h o l d e r  g r o u p s

• Business Improvement Distr icts

• Business Representatives 
Organisations (BROs)

• Employee Representative Bodies

• Developers

• Professional associat ions

• Professional networks with a 
diversi ty focus 

• Emerging smal l  and medium-sized 
enterpr ises

• Establ ished smal l  and medium-sized 
enterpr ises

• Social  enterprises

• Entrepreneur networks and 
associat ions

• Incubators, seed funders and angel 
investors

• Chari ty and social  equal i ty groups

• Civi l  society organisations, 
community,  volunteer ing and ‘ f r iends’ 
groups

• Diversi ty and cul tural  groups 

• Creat ive, co-working and workspace 
providers

• Arts and cul ture groups

• STEM and ‘hacker ’ groups

• Training, vocat ional education and 
further/higher education providers

• Government departments, agencies 
and pol icy makers

• Local government and authori t ies

• ‘General  publ ic ’ – London residents, 
workers and vis i tors



R e s e a r c h  i n s i g h t s

SMEs

• Don’t use Twitter

• Aren’t engaged in SME business networks, but are 
connected through industry channels

• Value ‘trusted voices’, industry representatives

Young Londoners – under 25s

• Use social media as primary news source 
(especially Instagram and Snapchat)

• Rarely use traditional media



P o t e n t i a l  c o m m u n i c a t i o n  
o b j e c t i v e s

• Improve the accessibility of LEAP programmes

• Tell the ‘LEAP story’ effectively and engagingly 

• Ensure LEAP is recognised as delivering against a 
broad ‘good growth’ agenda



P r o p o s e d  p r i o r i t y  s t a k e h o l d e r s

Stakeholder Member-level engagement Sub-objective

Community

and business 

influencers

People who are passionate about 

growth and opportunities within their 

networks and are influential voices

Improve engagement with LEAP 

activities

HM Government Senior influencers in Government 

at political and officer level

Government representatives interested 

in LEAP’s performance and 

accountability

Gain buy-in and influence policy/funding 

allocations

Highlight connection with overall aims 

for Growth Deal funding

Evidence compliance and delivery

Existing 

and potential 

recipients of 

LEAP funding 
or support

London’s business community, with 

a focus on pre-start through to 

scaling small and medium enterprises

People or groups that have 

received LEAP funding from 

existing programmes or activities

Improve engagement with 

LEAP activities and support local 

economic growth through business 
success

Harness their voices for 

better storytelling and broader reach with 
more stakeholders

London local 

authorities

London Councils and the 33 local 

authorities with a focus on staff working 

in local economic development, 

business support and regeneration

Harness their voices for better 

storytelling

Broader reach with more 

stakeholders and use of existing 
networks



E v o l v i n g  c o m m u n i c a t i o n s  –
p r i o r i t y  d i r e c t i o n s

• Energetic, enthusiastic ‘brand personality’

• Improve the consistency and visibility of LEAP 
references

• Choose tools that connect with target audiences

• Equip and empower a wider range of voices to tell 
the LEAP story

• Adopt a multi-layered and complementary 
approach to comms planning



D e l i v e r y  t o o l s  a n d  c h a n n e l s

Channels Purpose

Audience listening exercise Engage with stakeholders and consult existing research to determine 

preferences and opportunities around communication

Brand definition

Standard messaging and 

‘voice’ and visual profile

Define a LEAP voice for ‘everyday communication’ and better 

engagement with stakeholders

Updated LEAP website Highlight LEAP’s purpose and achievements

Open opportunities for engagement with LEAP funds and activities

LEAP marketing and 

communication guidelines

Standardise the references and acknowledgements we expect grant 

recipients

Social media channels Review and refine the use of social media for LEAP, based on 

stakeholder expectations and opportunities

Share relevant, interesting and timely information

Showcase videos Promote LEAP success stories through visual storytelling that highlights 

a person or organisation’s experiences benefiting from LEAP support

Explainer videos and 

infographics

Develop alternative communication approaches to explain application 

requirements, programme outputs etc.

Updated media strategy Review opportunities for op eds and trade, local and special interest 

press



Q u e s t i o n s  f o r  t h e  B o a r d

• How does a successful communications strategy 
support LEAP’s strategic objectives?

• How should we engage with the right stakeholders?

• How do we define our brand identity/personality?

• How do we best use Board members’ strengths, 
time and networks?



N e x t  s t e p s

• Incorporate feedback

• Finalise strategy for review and endorsement

• 12 June LEAP meeting


