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Priority Recommendation 
 

This report contains 50 recommendations made following the review of 100 presentations given 

either at this year’s Birmingham MadeMe Design Expo or at earlier design talks organised by the 

Birmingham City University led think and do tank, Idea Birmingham. 

From these 50 recommendations one overall recommendation is proposed for priority focus. This  
recommendation is for the formation of a Business Development Company focussed entirely on  
brokering and coordinating the implementation of collaborative action-based outcomes helping  
businesses to access and transfer innovation, creative and design skills, expertise and knowledge 
within university and research centres in the West Midlands into business, organisations and society, 
leading to greater levels of agility and versatility in terms of developing new market share, through 
heightened capacity for new product and service introduction, and with the associated aim of 
delivering mutually beneficial outcomes for all partners, ultimately contributing to regional 
competitiveness.  
 
We know from earlier research conducted by Idea Birmingham that businesses that place 
innovation, creativity and user-focussed design at the heart of their strategy and business culture are 
able to introduce more new products and services with greater levels of success and outperform 
economic growth. They display more entrepreneurial behaviours and traits.   
 
To understand more about the critical features of design and innovation-led businesses or the  
cross sectorally based companies leading the Midlands economy, Idea Birmingham ran a survey in  
2012, assessing 24 Midlands companies generating £24.5bn turnover, contributing around £2.5bn  
profits and investing over an estimated £3-4bn in designing and developing new products and  
services that year. 
 
These businesses employ over 38,000 people in the region, supporting a further 32,000 jobs through 
supply chain procurement across the Midlands.  These design and innovation-led businesses are 
largely overlooked in regional business development approaches favouring cluster thinking, even 
though it is design and innovation led busineses which are the driving force in terms of economic 
growth in the Midlands area. 
 
The Idea Birmingham survey found that for these businesses their skills base is highly focussed on 
design and innovation capabilities in delivering above average business performance with 41% of 
respondents having grown significantly, by more than 10% over the past year, and 36% having 
grown modestly, between 1-10% against a backdrop at that time of flat or declining GDP. 
 
The question for focus was what were these businesses doing to embed design-driven innovation 
culture at the heart of their organisation and approach?  The survey drew on the Danish Design 
Centre's Design Ladder which looked at a staged approach to assessing the economic benefits of 
design.  Their findings from surveys in 2003 and 2007 suggest that the extent to which design may 
enhance creativity, innovation and competitiveness depends on a company's use of design as a 
strategic tool. The higher a company was ranked in terms of the greater strategic importance of 
design the greater their business success. 
 
It builds on the findings of the Witty Review, October 2013; 
https://www.gov.uk/government/news/give-universities-bigger-role-in-growing-economy-witty  

https://www.gov.uk/government/news/give-universities-bigger-role-in-growing-economy-witty
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In his summary Sir Andrew Witty prioritises three key recommendations: 

1. Structure funding flows by technology/industry opportunity – not by postcode. 

2. Universities have an extraordinary potential to enhance economic growth. The full diversity 
of institutions have a role to play from local SME support and supply chain creation to 
primary technology leadership and breakthrough invention. Incentives should be 
strengthened to encourage maximum engagement from Universities in the third mission 
alongside Research and Education.  

3. Government should help facilitate what (he has) called ‘Arrow Projects’ to drive forward 
globally competitive technological ideas into real businesses. The Arrows should provide full 
support to the invention at the ‘Tip’ and should be uninhibited by Institutional status, 
geography or source of funding. Government should put its weight behind creating global 
scale through encouragement of real collaboration in fields in which we can win….It seems 
obvious that at least two basic conditions need to be met to have any chance of a long term 
sustainable manufacturing base:  

i) An invention culture which successfully translates from ‘mind to factory’. 
ii) A globally competitive sense of timing and scale.  

 

This report looks to find a practical means of channelling relevant and market ready ideas and 
expertise into new business formation whilst also recommending greater focus on transferring 
knowledge and expertise with the potential to transform all aspects of business from new offer 
development, process, production, skills development aligned with business need, marketing and 
promotion, reputation enhancement leading to greater market success at home and overseas.  

This recommendation is selected as the top priority following the importance attached to education-

business collaborations by all the speakers taking part in the Birmingham MadeMe Design Expo 2013 

in terms of driving regional growth and retaining and developing emerging talent. 

It would work towards this by collaborating with productive businesses, helping them move up value 

chains into higher value added offers including specialist, niche, luxury and brand-led offers.  These 

interactions would form elements within a regionally based innovation eco-system or a network of 

business leaders interested in harnessing design-driven innovation manifested in the knowledge and 

facilities of universities, Research Centres and business and facilitating a focus on user-centred 

design and innovation.  

It would promote the more effective application of creative cultures, design-driven innovation 

skills, specialist knowledge and expertise to enable businesses to develop incremental, lateral, 

disruptive, and new market opportunities.  

It would incentivise collaborative enterprise, entrepreneurship and business formation drawing on 

alternative business models with longer term horizons, building on Birmingham’s history as home, 

amongst other things, to the first UK Building Society. 

It would develop education-business collaboration providing emerging talent with a greater 

understanding of manufacturing and career opportunities and developing employability skills and 

providing emerging business managers with an appreciation of the opportunities for driving 
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competitiveness through harnessing design-driven innovation and creativity focussed on 

enhanced user experience. 

The following diagram illustrates the focus of the proposed Business Development Company (BDC).  

It would promote the GBSLEP and WMLEP agendas – perhaps forming an element of the Business 

Gateway which is currently under discussion.  The BDC would stand apart from existing organisations 

in the region – whether Chambers of Commerce, UKTI, MAS, Science City, Medilink, other business 

lobbies or organisations currently focussed on skills development within the educational context, 

whilst at the same time working with them to assist them towards the achievement of their goals 

and objectives. 

So what does this really mean? 

The concept is about putting ‘people’, experienced brokers and interpreters, at the heart of the 

innovation eco-system. Brokers would  understand sufficient amounts about the business base in 

the region and their needs, together with the university base and the talent within it so they are able 

to ‘match-make’ to deliver greater chances of building meaningful projects that deliver for all 

partners. Interpreters would help bring about innovation and design transformation by detecting 

new needs/trends and finding ways of meeting them by observing and learning more about the way 

people live. 

The Business Development Company would aim to assist in the development of key sectors as 

identified by WMLEPs including advanced manufacturing, low carbon, ICT/digital/creative, 

lifesciences using design-driven innovation to link their development to user need and 

commercialisation drawing on innovation spillovers and cross innovation knowledge and expertise 

transfer.  It would look to source expertise and skills within the West Midlands as a priority given the 

importance of physical proximity in developing relationships between business, researchers and 

institutions, but would seek to identify world class sources of expertise and knowledge. 
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WMLEP Sectoral Priorities  
Greater Birmingham & Solihull LEP  
Become global leaders in key sectors including:  
 
Piority Sector     Targets for engagement (tbc)  

1. advanced manufacturing  
2. automotive assembly  
3. low carbon R&D  
4. business and professional services 
5. financial services  
6. health and clinical trials  
7. creative and digital sectors  

 
Black Country LEP  

1. Transformational sectors  
2. Advanced Manufacturing  
3. Building Technologies  
4. Transport Technologies including Aerospace  
5. Business Services  
6. Environmental Technologies  

 
Black Country enabling sectors –  

1. Retail  
2. Visitor Economy  
3. Sports  
4. Public Sector  
5. Health  

 
Coventry & Warwickshire LEP  
Growth sectors include –  

1. advanced manufacturing 
2. low carbon vehicles  
3. intelligent mobility 
4. digital technology and other sectors. 

Coventry & Warwickshire LEP enablers include –  
1. strategic infrastructure 
2. FE/HE and wider skills agendas 
3. inward investment 
4. access to finance  
5. meeting the low carbon challenge 

 

 

The Business Development Company would exist to catalyse actions rather than existing as ‘yet 

another’ layer between business and the knowledge base.  Focussed on achieving deliverable 

outcomes or targets around knowledge transfer, applied research and student – business 

collaborations it would remain light touch in its approach.   
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It would aim to target new resources from EU, UK government, private sector, WMLEPs, to support 

the strategic partners and help pay for its own costs which would be anticipated as being low level. It 

would look to generate revenues, perhaps building on the membership model piloted by Idea 

Birmingham. 

Early discussions are taking place to sound out partner reaction to this emerging idea.  There is 

agreement that – 

The knowledge and expertise within the university base represents a considerable resource with 

competitive significance for the businesses in the region. It is not understood or appreciated by 

business in general, as business-friendly sign-posting and systems enabling businesses to access 

knowledge and expertise is too often not in place within the Midlands HEIs.  Businesses do not know 

how to access this expertise in a practical manner that works to business timeframes. 

Businesses are not sure which academic experts have industry-applicable or market ready 

knowledge, expertise and ethos, or which are focussed on more theoretical and blue-sky agendas. 

Businesses do not have time to review and understand the emerging talent base from HEIs in the 

Midlands, even though it is most likely that this is the talent that might remain and work in the 

Midlands region. In the recent Idea Birmingham survey, ‘Looking for Growth’ businesses indicated 

that they are interested in accessing a range of information from HEIs including -   

 Technical/specialist knowledge and expertise 

 New product development expertise 

 Trends/Product research/user needs analysis 

 Design Lab and prototyping space and expertise 

 Assessment of competitors products and services 

 Benchmarking key financial metrics and business models 

 Research and analysis in general 

 Sources of knowledge and networking 

 Prototyping and new product development trialling and testing 
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Designing Entrepreneurial Economies 
 

 
 
If we are serious about rebalancing the UK economy we cannot remain overly dependent on debt 
and consumption and on London and the South East to deliver jobs and growth for the country as a 
whole. We need to revitalise our regions. 
 
As John Cridland, Director General, CBI observed, “Cities outside London could contribute a great 
deal more.  Most don’t stand up to their equivalents across Europe and without regeneration they 
will continue to ‘punch below their weight’.” 
 
Designing and facilitating entrepreneurial approaches means, of necessity, providing strong 
leadership and vision to design longer term solutions to dynamise city and regional economies.  It 
means creating broadly based economies and building on our existing strengths.   
 
For the Midlands it means sustaining production, brand development and creating a neo industrial 
economic paradigm.  Especially so, in light of a growing recognition of the need to re-evaluate the 
role of manufacturing and its fundamental value to our economy,  its contribution to our balance 
of payments, in driving innovation in processes, products and services, and in transforming more 
mature productive industries and moving our offers into higher value market sectors. 
 
As Sir George Cox  said in 2005 in his ‘Review of Creativity in Business’, “the decline in 
manufacturing does not have to be inevitable and unending. In practice greater creativity is key to 
greater productivity, whether by way of higher value added products and services, better processes, 
more effective marketing, simpler structures or better use of people’s skills.” 
 
However, competing on quality, specialist, higher value added, luxury and brand-led offers, rather 
than price, has led to increasing complexity in applied skills, expertise, technologies, processes, 
products and services, marketing and routes to market, requiring locally based support for business 
through collaborative networks providing access to best sources of ideas, knowledge, expertise 
and credit or  accessing an innovation eco-system.  
 
The importance of design is in helping to stimulate user-focussed innovation and to this end 
prompting creative approaches in business.  Professor John Heskett has highlighted the ‘context of 
use’ in creating competitive advantage for companies, stating that whilst most economic theory 
halts at the point of sale it is through greater understanding of our human problems and the 
challenges associated with improving our quality of life that design is of crucial significance in 
introducing change that is both meaningful in people’s lives and simultaneously capable of creating 
sources of competitiveness for firms.   
 
In this respect design is too often ‘a missing element’ in current business management 
development which tends to focus on the core and important management disciplines such as, 
Financial Reporting and Control, International Economy, Leadership and Organizational Behaviour, 
Marketing and Brand Management, Technology and Operations Management, Strategy, 
Entrepreneurial Management and Corporate Accountability.  This missing element is an approach 
that understands how by designing and making products with services, businesses add value through 
creative and user-focussed approaches to develop incremental, lateral, disruptive and new market 
opportunities. 
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Short-termism associated with shareholder capitalism has provided some impetus to explore 
alternative business models – by drawing on existing approaches such as cooperatives, social 
enterprises and companies limited by guarantee – or looking at newer approaches including co-
working and collectives, as outlined in our pamphlet on, ‘Driving Regional Growth – Education’.   
 
Medium and Small sized businesses (MSBs) are recognised as important drivers of employment and 
growth. If properly supported the CBI states they can add a further £20bn to UK GDP by 2020.  
Building on the German example and the importance of the mittelstand, this requires more highly 
coordinated regional governance and devolved solutions. Assisting these businesses with skills and 
knowledge acquisition can, in turn, drive sales and market share acquisition. 
 
The family-run element of the German Mittelstand is seen as an important regional role model, 

given the commitment by these families to ideas and activities looking beyond immediate economic 

benefits and into their communities, combined with the goal of creating better places for people to 

enjoy as well as looking to the next generation in terms of the time frames for operation.  The 

Mittelstand thrived in a system of Federal Government with regionally devolved systems of finance, 

capital, and notions of strong regional identity and place. Enhanced socially democratic models at 

regional level, such as those found in Germany were also seen as playing a part in delivering 

solutions.  

 
A top competitive priority is to drive greater levels of business and education collaboration.  This 
will help young people to understand more about career opportunities within local businesses, in 
manufacturing and design; it will help education to meet and develop applied solutions for evolving 
regional skills requirements and in turn lead to more sophisticated and on-going collaborations 
between education and business involving knowledge transfer, applied research and workforce 
development.  Getting the skills mix right and accessing the best available talent also requires a 
flexible visa system.   
 
We need to diversify, innovate and facilitate access to finance for businesses, through regional and 
city based sources of capital enabling development of strategic infrastructure projects and freeing 
up the public sector to play a greater role in local economic growth through financial flexibility and 
public procurement.   The first Building Society was formed in Birmingham – we need a regional 
finance system providing ‘patient’ finance that works with and for our productive base. 
 
The current planning regime is holding back growth – nationally and regionally.  With businesses 
sitting on an estimated £700bn cash pile the planning system has been getting in the way of the big 
developments needed to see our economy grow.  These include projects focussed around urban 
regeneration, renewable energy generation, sustainable solutions, infrastructure, housing and 
commercial development.   
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Designing Entrepreneurial Economies – Recommendations  
 

1. Revitalise our Regions to accelerate rebalancing our economy through coherent 
longer term solutions in city regional governance. 
  
2. Create and promote a ‘neo industrial paradigm’ that establishes a manufacturing 
eco-system and a culture that values and generates pride in production – by 
promoting and educating people about the great products made in Birmingham and 
the Midlands, as well as opportunities for jobs and growth. 
 
3. Move productive business into higher value added offers including specialist, 
niche, luxury, brand-led offers facilitating this through development of regionally 
based innovation eco-system harnessing knowledge and facilities of universities, 
Research Centres and business and facilitating their focus on user-centred design 
and innovation.  
 
4. Incentivise collaborative enterprise, entrepreneurship and business formation 
drawing on alternative business models with longer term horizons, building on 
Birmingham’s history as home to the first UK Building Society. 
 
5. Support Medium Sized Businesses and Family Businesses in particular through 
effective provision of funding, applied knowledge, skills and expertise. 
 
6. Focus on developing education-business collaboration providing emerging talent 
with a greater understanding of manufacturing and career opportunities and 
developing employability skills and providing emerging business managers with an 
appreciation of the opportunities for driving competitiveness through harnessing 
design-driven innovation and creativity focussed on enhanced user experience. 
 
7. Empower the public sector within regions to play a greater role in financing and 
planning for growth. 
 
 

Actions we can implement without government intervention = 1, 2, 3, 4, 5, 6 
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Designing Sustainable Regional Economies and Building 
Great Reputation 
 
 
Birmingham, at the heart of the Midlands, is no second city. For over 300 years, notably since 

Abraham Darby first smelted iron ore with coke, launching the industrial revolution, Midlands 

manufacturers have been the amongst the first to combine creative and productive skills to sell 

branded products at home and abroad, and in the process transform lifestyles for people around 

the world. 

Birmingham’s reputation is not sufficiently aligned to its achievements and the experience of its 

population.  Businesses view this as detrimental to their reputation. After all, cities are all about 

people.  And people thrive on stories.  People gather together in places that they have heard great 

things about – places with great reputation. Birmingham and the Midlands need to develop and 

promote our own authentic selling points if we are to diversify our economy away from a widely 

recognised over dependence on London and the South East.  

We need to tell our own story, learning from business and associating our regional brand with the 

inspiration surrounding our home grown brands such as Aston Martin, Jaguar Land Rover, AGA 

Rangemaster, Acme Whistles, Morgan Motor Cars, JCB, Norton and Triumph Motor Cycles, Rolls 

Royce, Vax, WB the Creative Jewellery Group, and the many other notable and astonishing 

businesses that will drive forward our economic rebalancing.   

Cities rely on the passion and pride of people to tell others about how great their home is. 

Birmingham is the Original Design City.  As such its reputation needs to be built around its own 

distinctive reality as a ‘neo industrial’ economy, taking pride in designing and making things that 

continue to improve quality of life. Birmingham gave birth to the industrial revolution by taking ideas 

and raw materials and using our creativity to make and sell things, creating, along the way, more 

productive brands and innovations than any other region in the UK.  Today the West Midlands is 

seeing a great renaissance in its luxury, high value added brand-led offers.  

Why hold a Design Expo? Because we have a great story and we have changed the world. We can 
learn about how we can best tell and promote our story from other cities. But if we are to align our 
city region brand with the great brands we produce here then showcasing those brands within the 
Birmingham MadeMe brand is one way to shine a light on our collective achievements as a place – 
just as Mila, as a city that shares some characteristics with Birmingham, has done to great effect.  
When surveyed last year 24 businesses responsible for £24bn turnover across the wider Midlands all 
wanted to see Birmingham promoted as the Original Design City. 
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Case Study:  

The City of New York launched its first multi-disciplinary Design Festival, NYCxDESIGN, 10-22 May 
2012.   

Design festivals have been successful economic development tools in other cities like London, Milan 
and Beijing. New York saw its first Design Festival as an effective way of bringing together and 
highlighting the activity already happening in the City and in the process increase awareness about 
what design is and what it can do for businesses, non-profits, neighbourhoods and government 
agencies. 

The New York think tank, the Center for an Urban Future, first proposed the idea of creating a city-
wide promotional event focussed around design in their 2011 Growth By Design report, which 
documented the powerful economic impact that design industries were having on New York’s 
economy. http://nycfuture.org/research/publications/8-ways-to-grow-new-yorks-design-sector  

To fully harness the city’s design sector, and help New York diversify its economy, they 
recommended that New York City policymakers should –  

 Turn the NYCxDESIGN into an annual festival  

 Use design and designers to improve the delivery of government services 

 Elevate their city’s Chief Creative Officer position 

 Help New York-based designers export their services and reach new markets 

 Connect designers to small businesses and Business Improvement Districts (BIDs) 

 Create opportunities for the city’s major design schools to collaborate 

 Look at how design can be incorporated into new and existing business incubators 

 Improve business and entrepreneurial training for design students. 

The Birmingham Made Me Design Expo has come about as the result of recommendations made 
the Birmingham City University led think tank, Idea Birmingham and promoted in their report, 
‘Looking for Growth, Sack the Economists and Hire a Designer’.  This highlighted the need to:  

i)            Launch a design-led strategic marketing campaign for Birmingham as the gateway to 

the Midlands with an annual Design Expo at its heart;  

ii)            Create an Innovation and Design Leaders Network at the core of a regional innovation 

eco-system; 

iii)           Support new business formation drawing on multi-disciplinary collective learning 

activity working with schools, colleges and universities,  

To be amongst the best cities in the world, Birmingham and the West Midlands needs to be seen as 

one of the best places to live and work.  Designing enjoyable, attractive places to live, fit for 

purpose, and acting as talent magnets, is a priority. The issue here is coming up with a story to 

promote our place that is authentic, different but true and that builds on the passion our people 

have had for design and making things over centuries. 

 

http://nycfuture.org/research/publications/growth-by-design
http://nycfuture.org/research/publications/8-ways-to-grow-new-yorks-design-sector
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Designing Sustainable Regional Economies and Building Great Reputation – 
Recommendations for Action 
 

1. Promote a strong reputation for Birmingham as Britain’s Original Design City – Britain’s 
first city to combine creative and productive skills and design of transformational brands, 
higher value specialist, niche and luxury products and continuing to enhance the quality of 
people’s lives worldwide. 

 
2. Align Birmingham’s brand more closely with the region’s great global brands. 

 
3. Tell our authentic, unique story.  Create a ‘show and tell shop window’ for the world – 

through the Birmingham MadeMe Design Expo and Awards promoting a focus on applied, 
multi-disciplinary learning and entrepreneurial culture, highlighting our design and 
innovation achievements to schools, students and emerging talent, businesses and the 
public and using it to enhance our reputation and grow our regional innovation eco-system 
 

4. Showcase and highlight the People responsible for designing and making Midlands global 
brands and specialist products to build greater Passion and Pride and awareness of our 
achievements across the Midlands,  UK and internationally. 

 
 

 
Actions we can implement without government intervention = 1, 2, 3, 4 
 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 



14 
 

Regional Economy and Governance  

UK Economy 

As one of the world’s top ten largest economies it is generally appreciated that services form the 

biggest sector of UK economic activity, accounting for more than 75 percent of GDP.  

After a prolonged period, since 2008, of negative or negligible economic growth figures have picked 

up in 2013 with quarters 1 and 2 rising 0.4% and 0.7% respectively. City economists are looking for a 

0.9% growth rate in quarter 3 which has concludes end September 2013. The figures mean that the 

economy has now recouped around half of its total 7.2% contraction during the 2008-09 recession, 

with output remaining 3.3% below its pre-recession peak at time of writing. 

 

Office for National Statistics data shows that while overall investment rose 0.8% in the second 

quarter, boosted by house building and infrastructure, business investment dropped 2.7% and was 

down 8.5% on a year earlier.  

A healthy recovery and a ‘rebalanced economy’ needs to see a sustained rise in business investment, 

however, availability of finance has been holding back investment, particularly for smaller firms. The 

CBI is predicting a rise in business investment in 2014 of 7.3%, but the challenge is to ensure that this 

investment is spread across the regions and not simply primarily focussed on London and the South 

East. 

West Midlands 

In 2010 West Midlands headline GVA was £93.1 billion whilst the East Midlands’ GVA was £81.1 

billion. Together East and West Midlands contribute over £174bn to UK GVA, just behind the South 

East contribution at £186.9 billion but some way behind that recorded for London at over £274 

billion.  However, economists point out that GVA figures being used by the LEPs distort productivity 

data according to where tax is being paid and underestimate the value of the WM economy by 

around 50%. Whilst this is the only data available it is important to appreciate that it is fallible when 

formulating strategy, especially where sectors are being used as a key determinant and approach in 

business strategy formulation.  
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In the West Midlands, over a quarter of Gross Value Added, GVA, when aggregated, comes from 

production-led activities.  

Figures from PMI have indicated that the region has experienced an upturn in productivity growth 

and is economically the one of the UK’s most dynamic regions.  

The region’s renaissance in brand-led high value added product-based offers has accelerated, with 

the Midland export performance continuing to grow having made the second largest contribution to 

UK exports in 2011 and 2012 after the South East at around £40bn.  

This success is not only down to the big Midlands brands, like Jaguar Land Rover (JLR), Rolls Royce, 

GKN, JCB, AGA Rangemaster and Aston Martin, but also to the 12,000 or more Medium Sized 

Businesses exporting that make the region a creative and productive power house indicating that 

high value added activities are taking place across many sectors.  

A recent report from Ernst & Young suggests that exports from the West Midlands should increase 

8.1% a year by 2017, compared with 0.3% for the UK and 2.3% for Germany. There has been a shift 

in the Midlands export profile.  Whilst Germany, North America, Japan are key export markets for 

the region representing areas where high value added goods are in demand, we are exporting to the 

top 25 world economies with 13 of these being outside the EU 

Capacity over-utilisation is the biggest problem for the region highlighting challenges linked to 

accessing appropriate investment funding.  The Advanced Supply Chain Manufacturing Initiative, a 

cross LEP initiative, has successfully provided access to finance for companies within the automotive 

supply chain. But many of our Medium and Small businesses are finding it hard to access investment 

and working capital. 

To understand more about the critical features of design and innovation-led businesses or the 

cross sectorally based companies leading the Midlands economy, Idea Birmingham ran a survey in 

2012, assessing 24 Midlands companies generating £24.5bn turnover, contributing around £2.5bn 

profits and investing over an estimated £3-4bn in designing and developing new products and 

services that year.  

These businesses employ over 38,000 people in the region, supporting a further reported 32,000 

jobs directly through supply chain procurement across the Midlands.  These design and innovation-

led businesses are largely overlooked in regional business development approaches favouring 

cluster-led thinking, even though it is design and innovation led businesses which are the driving 

force in terms of economic growth for the Midlands area. 

The Idea Birmingham survey found that for these businesses their skills base is highly focussed on 

design and innovation capabilities in delivering above average business performance with 41% of 

respondents having grown significantly, by more than 10% over the past year, and 36% having 

grown modestly, between 1-10% against a backdrop of flat or declining GDP at that time. 

However, the West Midlands faces enduring skills challenges with low levels of qualifications and 

higher than average unemployment.  
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Luxury Automotive 

The Midlands hosts the largest cluster of super-price cars made in the UK.  Between 2001 and 2012 

the average value of cars exported from the UK has doubled from £9k to £18k.  2012 saw the first 

trade surplus in over 30 years by the automotive sector. In comparison, the UK ran a trade deficit 

on cars in 2011 of £1bn and £7.5bn in 2007.  There is room for more import substitution with the 

automotive supply chain which could be worth as much as £3bn to the UK economy. 

JLR has benefited from investment in new product design and development with a focus on user-

centred design. The business is investing circa £2.75bn in its products and facilities in the financial 

year to March 2014. In the 12 months to 31 March 2013, JLR generated profits of £1.675bn with 

revenues of £15.8bn. In 2012, JLR sold almost 358,000 vehicles, up 30%.  The company is one of the 

UK's largest exporters by value at £11bn in 2011/2012 Fiscal Year, generating 85% of its revenue 

from exports. 

New product introductions have been delivering impressive sales successes for JLR, including a 43% 

increase in August 2013 sales to China. The company is forecast to sell 100,000 cars into China this 

year and China is already the region’s second-most important export destination and forecast to 

overtake the US to become the West Midlands biggest export market in two years.  

The abolition of the West Midlands Regional Development Agency, Advantage West Midlands and 

the subsequent creation of 6 new Local Enterprise Partnerships, (LEPs), has resulted in greater 

entrepreneurial focus at local level but has brought challenges associated with increased 

fragmentation in an already complex business support and regional governance infrastructure. 

Businesses are looking for greater certainty in terms of business development beyond the horizons 

of the next General Election. 

Regional Governance 

Despite the fragmented nature of business support there are examples where West Midlands LEPs 

are collaborating.  One very constructive example of cross LEP collaboration is provided by the 

Advanced Supply Chain Manufacturing Initiative which has made £25m available to supply chain 

manufacturers in the Black Country, Birmingham & Solihull, Coventry & Warwickshire and Liverpool 

who had been finding it challenging to access appropriate funding for expansion or business 

improvements. 

 Three West Midlands (WM) LEPs including Greater Birmingham Solihull, Black Country and Coventry 

& Warwickshire outlined their growth plans at the MadeMe Design Expo.   

The chart below outlines each LEPs sectoral priorities highlighting both the abilities of each 

individual LEP to work with the particularity of the business and economic opportunity in their area, 

whilst also showing the duplication taking place at a time when budgets are under pressure.  For 

example advanced manufacturing and low carbon / environmental technologies are prioritised 

across all three LEP areas with business/ financial services appearing as a priority in Greater 

Birmingham and the Black Country areas.  The Greater Birmingham and Coventry areas share a focus 

on digital technologies and all three LEPs share the theme of transportation – Coventry as ‘intelligent 

mobility’; Birmingham through automotive assembly and Black Country through a focus on transport 

technologies and aerospace.  These shared approaches and nuanced differences highlight the 

opportunity for LEPs to work more collaboratively to share information and exchange best practice 
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and expertise, perhaps as suggested by Black Country Chairman, Stewart Towe, within a hub and 

spoke approach to business support. It appears that this approach is being taken forward with 

ongoing discussions about forming a federation of the main West Midlands LEPs which is to be 

commended. 

Whilst up-skilling our population is stressed as a LEP priority – in particular through business – 

education collaboration, which is commended, it is interesting to note that whilst Birmingham hosts 

over 100,000 students at HE and FE level and there are 11 universities across the West Midlands 

boasting a variety of strengths including research intensity, applied skills development and 

knowledge transfer, education is not given more focus as a priority growth sector.  Universities in 

particular should sit at the heart of our innovation eco-system working with local businesses to 

move forward competitive challenges, shaping and providing emerging talent and attracting 

specialist talent required to move forward specialist business challenges.  This is all the more striking 

given the emphasis of speakers at the MadeMe Design Expo on the importance of talent retention 

and development to competitiveness. 

LEP Sectoral Priorities  
 
Greater Birmingham & Solihull LEP 
Become global leaders in key sectors, including:  

 advanced manufacturing / automotive assembly 

 low carbon R&D 

 business and professional services 

 financial services 

 health and clinical trials 

 creative and digital sectors 
 
Black Country LEP  
Transformational sectors 

 Advanced Manufacturing 

 Building Technologies 

 Transport Technologies including Aerospace 

 Business Services 

 Environmental   Technologies 
Black Country enabling sectors – 

 Retail 

 Visitor Economy 

 Sports  

 Public Sector 

 Health 
 
Coventry & Warwickshire LEP 
Growth sectors include – 

 advanced manufacturing,  

 low carbon vehicles 

  intelligent mobility 

  digital technology and other sectors.   
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Coventry & Warwickshire LEP enablers include – 

 strategic infrastructure 

 FE/HE and wider skills agendas 

 inward investment 

 access to finance  

 meeting the low carbon challenge. 
 

 

Foreign Direct Investment 

Fragmentation and lack of coherence in current structures is further emphasised when it comes to 

attracting foreign direct investment.  Business Birmingham as the inward investment stream 

established by Marketing Birmingham has had some notable successes and is a demonstration of the 

role of FDI in regenerating our economy.  In 2012/13 over 4000 jobs had been created or 

safeguarded through FDI investments.  These were split between the following sectors - Advanced 

manufacturing projects accounted for 31.6% of all inward investment, ITEC for 22.4%, Business 

Professional and Financial Services 13.2%, food and drink 10.5%, life sciences 6.6% and digital and 

media 2.6%.  As a region this activity is seen as operating within a competitive framework.  Here too, 

further collaborative approaches could yield advantages for the region as a whole by playing to the 

strengths of the different sub regions and allowing for a more coordinated message internationally. 

Case Study: TMG Upper Austria 

This lack of consistency across the West Midlands and wider Midlands is in contrast to the work of 

TMG, the business development agency for Upper Austria. They have adopted a 'triple helix' 

approach bringing together, within one agency, business, universities and public sector leadership in 

a staged plan to economic development, encompassing both support for indigenous business 

together with inward investment, skills development, knowledge transfer and branding.   

During the period 2002-20012 they generated +73k jobs, amounting to +23% employment growth. 

Their region accounts for 28% manufactured exports from Austria, 16% R&D investment and 29% 

patents filed in the country.   

The latest phase of their approach focusses on branding Upper Austria to promote it as the 

economically successful region that it is.  "They are looking to present themselves through a ‘popular 

image on behalf of smart people’ to achieve the 'brain gain' that they require to move forward.  

They are moving into a quadruple helix phase with the aim of becoming a ‘Smart’ region, involving 

support from ‘people’ to develop and manage a competitive identity. They state, "This is not about 

Place Marketing but about the creation of a place-based competitive identity through the 

elaboration of a solid self-perception of a region because building identity is the 'breeding ground' 

for passion and responsibility about place." 
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Business Competitiveness and Regional Governance – Recommendations 
 

1. Place design-driven innovation at the heart of the business and economic 
development agenda as an approach that can assist all businesses across all sectors 
and especially within manufacturing to move up the value chain.   
 

2. Continue to encourage supply chain developments within sectors drawing on the 
much applauded Advanced Manufacturing Supply Chain Initiative led as a cross LEP 
action. 
 

3. Build a federal approach to regional governance in the West Midlands to help 
reduce fragmentation, duplication, unnecessary spend and help to build greater 
chances of longevity in this governance approach.  
 

4. Focus on developing more regional sources of finance building collective approaches 
and on Birmingham’s history as home to the country’s first Building Society. 
 

5. Clarify role of LEPs in terms of being either strategic bodies - accessing and 
distributing capital once strategy is clarified; or delivery arms of business 
development – perhaps in defined areas working with other bodies in other specified 
parts of the business development agenda. 
 

6. Build the West Midlands manufacturing innovation eco-system placing applied 
knowledge and skills development at its heart and working to promote greater 
understanding of applied expertise and specialism within regional Further, Applied 
and Higher Education, where possible, linking these into the heart of the economic 
growth strategy through the development of regionally embedded intellectual 
capital. 
 

7. Establish a Business Development Company, as a collaborative company model, 
learning the lessons of other regions, such as Upper Austria. This would have as its 
purpose taking forward the development of an innovation eco-system working with 
sources of applicable knowledge, expertise and skills development, to understand 
and disseminate this, providing it in an accessible and directly applicable format for 
the business market. It would build as its culture an approach focussed on applied 
training, collaborative projects, basic research, applied R&D, trends provision and 
product development and experimentation, prototyping, commercial up-scaling and 
marketing competitiveness of the region. 

 

Actions we can implement without government intervention = 1, 2, 3, 4, 5, 6, 7 
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Innovation, Design, Collaborative Networks and their Value 
to Economic Growth 

INTRODUCTION 

Design is big business and it is a critical differentiator in developing product and service offers that 

grab and hold onto customer loyalty. 

It is something Midlands businesses have been doing well for years – we were first to change the 

world and the quality of people’s lives by harnessing creative and productive skills, bringing them 

together to produce brands. As far back as 1707 it was Abraham Darby who gained his first patent 

from Queen Anne.  Through the smelting of iron ore using coke he was able to produce well 

designed, cost effective cast iron cooking pots available to a broad market, bringing about some 

import substitution (and by the way) launching the industrial revolution. 

 

Professor John Bryson of University of Birmingham outlines how the competitiveness of firms rests 

on their ability to blend tangible and intangible assets to produce differentiated products attracting 

and retaining market share.  The greater our ability to blend these assets the more we are able to 

effectively progress up the value chains.  The Work Foundation, amongst others, has demonstrated 

intangible assets are making up the greater part of the value of businesses in developed and 

knowledge economies. 

In terms of adding value our ability to effectively harness the intangible elements associated with 

design, marketing and brand, is critical.  Ian Callum, Director of Design, Jaguar, says, “These days 

people do not simply buy what they need, they buy what they like. We are now in the privileged 

position that we are able to buy what we like and design is key to that, but some leaders in industry 

still see design as simply the styling that is the ‘icing on top of the cake’. 

“Creativity and design are key. We need to learn to embrace our creativity to really understand what 

design means and what it can do for us by using it to our economic advantage.” 

Will Hutton, Chair, the Big Innovation Centre, says ‘design is the bridge between the consumer 

question for the experiential and the company trying to meet that appetite with an offer that 

presents the new in a user-friendly and innovative way’. 

Design imbues products with meaning, enhancing the consumer’s experience.  Marek Reichman, 

Chairman, Birmingham MadeMe 2013 speaks of ‘emotional functionality’.  He says, “It is possible to 

measure beauty building on art and science and design,” suggesting that the application of all these 

skills is what delivers great user experience and customer loyalty.  

John Mathers, Chief Executive of the Design Council has said, ‘the West Midlands’ brand-led 

businesses are the special feature of the West Midlands economy’.  

Design is categorised by the Work Foundation as strategic or tactical.  Properly harnessed design can 

be about transforming economies, regeneration, or helping us to move up value chains.  
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The Work Foundation has, over recent months, highlighted the value of design, which, like a 

chrysalis, is often hidden until the later stages of value creation.  They have assessed the value of 

design in the context of its role within the Creative Industries and the knowledge economy, its 

function in facilitating innovation and its role in the increasing shift to manuservices.  

The UK has the 4th highest concentration of design businesses and the number of designers 

working here has increased by +40% since 2003.  Linking designers to the rest of the economy is 

important as firms that spend more than average on creative products are more likely to introduce 

more products. Cities and regions play an important role in design creativity 'flowing' around an 

economy.  

Drawing on information from industrial codes six key design-intensive sectors have been identified 

by the Big Innovation Centre including design services, architectural and engineering services, 

computer telecommunications, printing and publishing, fashion and craft, advanced manufacturing.  

The study does not look at design and innovation led businesses, perhaps due to the difficulties of 

categorising these businesses within recognised codes.   

These six design intensive and design related sectors accounted for around 7% of the UK Economic 

Value Added, with design-related employment amounting to 590k jobs. These sectors have a far-

reaching impact on the UK economy with combined output resulting from these sectors amounts to 

£678bn, or roughly half UK GDP.   

 

Designers and interpreters help develop proposals for consumers building on cultural meaning to 

create new offers that people will love. They work best in radical circles or networks of people who 

see things from a different perspective, perhaps from other sectors. These innovators need research 

environments, innovation labs where designers, engineers, technologists, artists can work together 

and try out new ideas.   

 Professor John Heskett stresses the need to understand and recognise that markets can be created, 

they do not simply exist and that to move products into new market spaces you need to draw on a 

strategic approach to design.  It is vital that design teaching is oriented to the generation of ideas 

and to generating practical solutions that meet user needs and enhance quality of life.  The degree 

to which design ‘works’ and has ‘integrity’ depends on the degree to which it satisfies actual and 

latent human needs. 

With the evolution in digital technologies there is, increasingly, a misalignment between companies' 

idea of value and consumers' ideas of value.  Professor Irene Ng, WMG, University of Warwick, 

outlines how firms tend to look at value as ‘money’ or some ‘resource’ they get from the consumer 

(i.e. 'worth') whereas the consumer and designers looks at value as experience and ‘use of a 

product or service’ ('value'). The digital economy is realigning value creation so people no longer 

necessarily need to possess an object to create value with it. Digital technologies were allowing new 

market platforms to be created in the context of use.  With this the ‘old trade-offs’ between 

scalability and standardisation and personalisation have gone.  Now firms were having to fully 

personalise and fully scale products through digital platforms.  
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Businesses of all sizes could take advantage of the opportunities design and innovation offer to gain 

competitive advantage – corporate case studies included Apple, Jaguar Land Rover, Aston Martin, 

Joseph Joseph and White Logistics. 

 

Innovation, design, collaborative networks and their value to economic growth – 
Recommendations 
 

1. Promote Design-driven innovation as an essential tool in driving business 
competitiveness in all businesses in developed and knowledge economies as a 
means of moving up the value chain through a focus on generating ‘value in use’. 
 

2. Launch a design-led strategic marketing campaign for Birmingham, the gateway to 
the Midlands promoting a strong reputation for the Midlands attracting and 
retaining vital emerging talent and building on the experience of the first two 
Birmingham MadeMe Design Expos – the first to showcase and promote the 
diversity of Midlands’ based design capability and talent in over 100 years. 
 

3. Create an Innovation and Design Leaders’ Network (Idea IDLN) to foster a strong 
design and innovation eco system for Birmingham and the Midlands, with an 
entrepreneurial, collaborative, multi-disciplinary culture at its heart.  
 

4. Support for new business formation, drawing on multi-disciplinary, collective  
learning activity that combines business, technology, engineering and 
entrepreneurship for talent development.  
 

5. Ensure that design teaching is focussed on developing business applicable skills-
sets by creating a schools design competition enabling schools projects to be 
displayed annually and building greater activity and scale in terms of education 
business collaborations at FE and HE levels, especially where these lead to real life 
business outcomes. 

 

Actions we can implement without government intervention = 1, 2, 3, 4, 5 
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Cross Innovation and Open Innovation Solutions in Regional 
Economies 

INTRODUCTION  

“Ideas, credit and innovation resources do not flow with the speed, scale, energy and focus that 

they should.  There is a systemic coordination failure – which conventional industrial policy does 

not address,” said Professor Birgitte Andersen, the Big Innovation Centre, when addressing the 

Birmingham MadeMe Design Expo this June.   

Using image, brand and design, Birmingham and the West Midlands needed to become an 

‘Innovation Hub’ where intermediaries, such as universities acted as interactive partners, facilitating 

the creation of an enterprising place, alongside public action helping to drive private innovation.    

Professor Andersen claimed that companies state they have poor experiences when they get 

involved in co-creation with universities, but new product development was a vital catalyst for 

growth and universities could play an important role.  

We need to build the UK’s innovative markets, places and networks; transform business models; 

make innovation-friendly financial institutions; enhance universities as interactive partners and 

create an enterprising state with public action to drive private innovation by creating systems in 

open innovation to enable the flow of credit and ideas.   

Birmingham City University is pioneering co-creation approaches working with business and case 

studies are provided in the pamphlet on ‘Driving Regional Growth, Education’. 

Weak credit flows needed to be addressed – especially as only 1% of bank assets were funding 

innovation ideas and only 0.6% into innovative sectors.   

We needed to provide the impetus for big companies working as catalysts for smaller companies. A 

new paradigm shift had taken place and this was about moving from Innovation Policy to Open 

Innovation Policy. 

This goes to the heart of how we design effective innovation eco-systems in our cities and regions, 

and how we harness the benefits of cross innovation in the process.   

Birmingham City University, through the work being led by Dr Steve Harding is exploring how 

cultural and creative industries could play a more effective role in driving innovation in other 

sectors through a focus on cross innovation. Specifically this work aims to understand the process 

by which creative industries share information, collaborate and work with other growth sectors to 

promote new thinking and piloting themes around space, brokerage, smart finance and culture 

based businesses. The role of working in interdisciplinary teams in fostering entrepreneurial cultures 

was also seen as critical to future success. 
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Cities should become Serendipity Machines. Economies need to create a system of value based on 

knowledge, creativity and ideas based on encounters of people. This means you need to – 

1)      Understand your city as a resource and its unique identity 

2)      Reconfigure your resources by opening up your urban fabric 

3)      Encounter – embrace unexpected outcomes 

There was a move towards ‘experiencing new communities and encountering new social 

configurations, such as collectives, co-creation, crowd sourcing instead of talking, debating, 

defining… Associated with this was the move towards ‘exploring materials and the local spaces 

(instead of residing in artificial, antiseptic environments) and testing ideas, raw products, beta-

phasing’ 

In terms of suggestions for Policy-making Dr Bastian Lange of the think tank, Multiplicities in Berlin 

suggested that a shift in emphasis was needed amongst policy makers who needed to allow 

themselves to -   

1) Love the suboptimal…Start to make and prototype policy tools (place, set-up, defining 
the protocol matters!) 

2)    Understand their place resources (it´s not only money, but e.g. data, hidden resources, 

heterogeneity…) 

3)   Create “fields of play” to get into touch with new market rules, formats, values, apps… 

Policy makers could look to “strengthen stakeholders, to initiate collaboration, to open up hidden 

public resources (data!) to allow new formats/products to gain acceptance and momentum. They 

needed to recognise that ‘Materialities matter!’ and to think about ‘Who was designing the social 

arena? 
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Cross Innovation and Open Innovation Solutions in Regional Economies – Recommendations 
 

1. Create Open Innovation platform within the emerging Midlands Innovation eco-
system, supported by the real-life interactions of the Idea Birmingham Leaders 
Network, to enable flow of credit and innovation resources into productive 
businesses from pulbic and private sector partners and universities in the Midlands. 
 

2. Through the creation of an ‘Innovation Hub’ promote opportunities for cross 
innovation with knowledge and expertise being shared across sectors. 
 

3. Use the Innovation Hub as a platform to recreate Birmingham as a ‘Serendipity 
Machine’ through a system of value emerging from ‘exquisite collisions’, or places 
where people and ideas collide to produce unexpected outcomes as outlined in the 
Amsterdam experience. 
 

4. Embrace new fields of play for experimentation facilitating the growth of ideas into 
practical outcomes that create value for users. 
 

5. Conduct further research and surveys to understand more about the (intangible – for 
example ‘stories’) aspects of our city and region as a resource and our unique 
identity 
 

6. Promote new collaborative business models – co-creation, co-working, collectives, 
crowd sourcing drawing on the experiences of other cities such as Berlin 
 
 

 

Actions we can implement without government intervention = 1, 2, 3, 4, 5 
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Brands, Authenticity, Culture, Heritage (BACH) and Regional 
Economic Growth 

Introduction  

Heritage and Brand Authenticity 

Something special has happened in the Midlands. The accumulated heritage of our brand-led 

businesses binds them into their locations in the heart of the country. So much so, that most 

manufacture here as part of their provenance, something that verifies their premium, often luxury, 

specialist, authentic brand offer.  

While a small minority manufacture elsewhere, even these perceive the Midlands as core to their 
identity and believe it important always to have a stake here.  These businesses do not have a 
mobile mentality. They believe in their home and are bound into the Midlands with longer term 
perspectives on the place, its people and their culture. 

Birmingham MadeMe Chairman, Marek Reichman, Design Director at Aston Martin, celebrating 

their centenary in 2013, says, “It is about heritage.  It is not retrospective but it is about providing 

the depth and meaning through authenticity to inspire something for 100 years or more.”  He has 

also gone further than that.  He has said, “What is ‘cool’? Something that is original, authentic, 

unique. It’s all about nuances, story, mystique.” 

Whilst these businesses observe that being British is fundamental to their identity, there is a growing 

recognition of and pride in being located around Birmingham.  A subset operating within the 

automotive sector see themselves as part of a design-led cluster in the region, with others wanting 

to become part of a design-led cluster, or innovation eco-system focussed on sharing applied 

knowledge and expertise. 

Heritage as Inspiration 

AGA aims to connect with more customers with their new product styles and features, building on 

their exceptional heritage. Heritage is a unique feature of the AGA value proposition.  

 

For Acme Whistles 2014, will see the centenary of the beginning of the First World War. This will 

present a huge opportunity to reproduce and sell the original trench whistles that were used by the 

infantry. Heritage inspires not just the customers but also the employees. Everyone at Acme has a 

sense that the previous generations ‘look on’ with high expectations. 

For WB the Creative Jewellery Group heritage has a role, they see it as important in terms of 

evolution and challenge with part of the answer comes from the intangible elements of our heritage 

a culture of continuous innovation, changing and improving markets for customers.   

Morgan Motor Cars market their heritage as they have such a rich history attracting over 20k visitors 

a year to their company factory and museum.  And they draw on past designs to design the future 

having recently launched Morgan three wheeler, representing pedigree and authenticity, and 

aspiration and exclusivity. 
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London Transport is steeped in a history of innovative design which was built on the convictions of  

Edwardian, Frank Pick, whose original vision was that good, well-managed design can change the 

culture and public perception of a business and providing scope for new business directions. 

For Brooks Saddles retro trends have certainly helped their business and recently they have 

produced options with pre-aged leather and have been producing saddle frames with ageing effects. 

The company was bought by Italians in 2002 and they have really focussed on telling our story. They 

have seen that value can be created through innovative approaches to marketing, promotion and 

reinforcing our identity.  

Emma Bridgewater is clear that she likes to work within a recognisable tradition building on our 

infrastructure - museums, art schools, galleries, all put in place with the intention of providing a 

resource for making things. 

Brintons Carpets draws on its unique design heritage, referring back to their archives for design 

inspiration, re-interpreting this in light of today's trends and our clients' aspirations to create new 

offers. 

The Library of Birmingham has invested significantly in a new Digital Asset Management System 

which will allow existing web portals to provide visual inspiration to designers, engineers, business 

people and communities through its extensive industrial, arts, photographic and cultural archives. 

Culture, Industry and Identity – The Greater Birmingham Model 

“One of the most neglected parts of our heritage is the intellectual tradition that used to 

characterise the city…that put an equal weight on both industry and commerce, culture and 

identity. We desperately need a re-birth of this culture in a model for the twenty-first century, ” said 

Professor Tim Wall examining the links between brands, authenticity, culture, heritage and 

economic growth.  He set out a challenge to the City partners: “We will all need to play our part in 

doing so, but I would like to challenge my colleagues from the city’s five universities, and its other 

institutions of learning, to take some leadership in such a project.” 

Many institutions and businesses across Birmingham and the West Midlands recognise that it is vital 

for us to find ways to better use of the great things we have made in the past in order to help 

rethink our future. They understand that our heritage is our story, it informs our character, it is what 

makes us distinct, and by drawing on it we can strengthen our identity, how we are perceived, in 

turn inventing a new future, equally distinct and distinctive. 

Dr Richard Clay at University of Birmingham illustrated how he is drawing on user interactions with 

our heritage and culture to produce collaborative learning approaches.  He has found that to 

produce collaborative learning tools it is necessary to work across sectors which has meant grappling 

with some design challenges.   He recommends Birmingham find its own ‘Birmingham Model’ as, in 

his experience, Birmingham has had a strong ‘Culture of Collaboration’ sometimes overlooked, and 

a real track record of collaboration and cross sectoral work. 

The artistinbetween took the ‘flaneur’ both as the inspiration for their business and as a route into 

the reinvention of our city.  By taking the viewpoint of the stroller who appreciates the city at its 
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best to build an experience, excitement and value through the ‘gastronomy of the eye’ they are 

drawing on the inspiration of the past to create the present and shape the future. 

Irish Economist, David McWilliams has said, “Far from drowing that which makes you different in a 

sea of bland, fake, generic, consumerist product, globalisation allows difference to thrive.  The 

difference is key: this is where the real value is and it is what people are striving for.  The reaction to 

rampant consumerism has been a ‘keeping it real’ backlash.” 

JK Galbraith articulated this in 1997 when he said, 

‘In an era of globalization, design, unclonable and inimitable… 
invisible, (is) an heritage that cannot be shared, 
It assumes arts and crafts resources that may be developed only in generations. 
Design will be a strength if you keep on translating it…into a world-class industrial 
production, by simultaneously innovating the technologies.’ 

 

In light of this rich industrial culture, business regards it as essential that Birmingham gains a 

greater reputation and recognition for design and innovation excellence and within that our city 

and region’s unique heritage and the part we have played on the world stage as a very important 

part of the City and region’s unique selling points.  
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Brands Authenticity, Culture, Heritage (BACH) and Regional Economic Growth - Recommendations 
 

1. Promote Birmingham and the Midlands rich and inimitable industrial and cultural 
heritage not as a theme park, but as the root of our authenticity, capturing the 
depth and meaning to inspire future ingenuity and to capture our unique story as we 
continue to transform quality of life for people worldwide. 
 

2. In doing this revitalise the intellectual tradition that used to characterise our city 
and was immortalized by the Lunar Society by putting equal weight on both industry 
and commerce, culture and identity to create a new ‘Greater Birmingham Model’ to 
systems that marry arts and science, culture and technology through design-driven 
innovation to create economic opportunity and jobs. 
 

3. Link archival digital management systems into the innovation eco-system and 
promote these to our future designers as sources of inspiration with Midlands 
pedigree to visualise and recreate our future. 
 
 

 

Actions we can implement without government intervention = 1, 2, 3 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



30 
 

Designing Great Places to Live 

INTRODUCTION 

People want to be able to live in attractive places where they can enjoy living and working, raising 

their families, shopping, meeting with friends and neighbours. They want to be able to get about a 

city easily - whether they are cycling, walking, taking a bus, tram, or car, going by rail and travelling 

further afield.  

They need to be able to rely on quality schools, health services as well as counting on efficient 

infrastructure and services, all aimed at delivering the best quality of lifestyle experience.  

Increasingly it is recognised that designing attractive places, full of green spaces, building on natural 

environments is not only good for competitiveness in attracting the most talented people, but that it 

is actually essential to human wellbeing. Professor Kaplan, University of Michigan, wrote in 1992, 

‘People often say that they like nature; yet they often fail to recognize that they need it ... Nature is 

not merely ‘nice’.  It is not just a matter of improving one’s mood ... rather it is a vital ingredient in 

healthy human functioning.’ 

Professor Ruth Reid, at the School of Architecture, BIAD and immediate past president of RIBA 

emphasised the findings of a recent Ipsos MORI survey showing that most people want beauty in 

the built environment. In fact, 80% of those questioned wanted this, with 40% expecting their 

Council to provide a beautiful place to live and work. 

Global warming and its existence, the pace at which it might be accelerating, its potential impact on 

our environment and climate has been the subject of intense debate.  However being alive to the 

implications of sustainable low carbon innovations on our cities and regions, the emergence and 

growth of new markets and opportunities as illustrated by case studies from Unilever, P&G and AGA 

Rangemaster illustrate how developing economies through a balanced and longer term approach 

remains a priority. 

Richard Lambert, Immediate Past Director General CBI has highlighted that a ‘big opportunity’ still 

exists for business to use design to change people's behaviours and buying habits.  

 

He has said, "the process of capturing the public's imagination has hardly started. There is no sense 

of excitement.... Not enough breakthroughs to excite consumers for them to drive the market.  

Businesses need to demonstrate that switching will benefit families and improve quality of life by 

making it real for them."  

John Cridland, Director General, CBI has drawn attention to the demise of our high streets with one 

in seven shops closing and the impact that is having on the retail experience we are able to offer in 

our towns and cities.  This is dealt with in pamphlet 8 in the section on lifestyle experience.  He has 

also highlighted that, for well over 30 years Britain has been beset by a housing shortage.  This 

situation has been exacerbated since the economic crash and recession, with the resulting impacts 

these have had on public spend, living standards, the development industry and the mortgage 

market.  Current indicators suggest that homeownership rates continue to fall.  Professor Ian Cole at 
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Sheffield Hallam University, Centre for Regional Economic and Social Research, indicates that by 

removing the impact of ‘Right to Buy’, homeownership has not increased in the UK since 1982.   

The 2012 IPPR report, ‘Together at Home’ states - 

“Owning a home is about far more than accumulating an asset. Indeed our current housing problems 

stem in part from various attempts to suggest otherwise. The political right has often encouraged 

the notion that housing is primarily a personal financial investment and pursued ‘distorting and 

destabilising policies based on this partial conception.  Largely accepting this economic frame, the 

left has sometimes adopted a sceptical posture towards homeownership, fearing that it drives 

inequality, instability and exclusion.  Both political traditions have ignored the social value of 

ownership, the sense of belonging it can bring, and its potential to support aspiration and security, 

mobility and roots.” 

IPPR have proposed various routes to overcoming these issues.  These have included, amongst 

others, identifying new sources of finance, reforming planning to allow greater local flexibility, 

enabling the development of a wave of new towns, promoting innovations in ownership models, 

having better deals for those renting and extending the right to buy to all housing association 

homes. 

The National Housing Federation in the West Midlands has also highlighted this problem and the 

implications for our own regional economy.  They state – “With the average house price in the West 

Midlands at £177,913 – nine times the region’s average wage – it is estimated that our region has 

157,000 families stuck on housing waiting lists. The Department for Communities and Local 

Government shows a demand for 18,000 new West Midlands households a year, but only 7,690 

were built in the year to December 2011, down by 5.6 per cent compared to a year ago.”  

However, these policy solutions do not mention how we can harness design to resolve many 

challenges around building better communities and places to live.  The following case studies from 

companies including P&G, Unilever, AGA, Urban Splash, Glenn Howells Architects, EDG Property, and 

Architype Architects are all focused to a surprising degree on how we can create beautiful living 

spaces, pleasant friendly communities – not just for the privileged few but for our citizens in general, 

and the beneficial impact this approach to design is having on our economy. 

 

 

 

 

 

 

 

 



32 
 

Designing Great Places to Live - Recommendations 
 

1. Optimal Place design needs to focus more on integrated approaches to 
delivering best quality lifestyle experience for residents. To do this authorities 
and agencies responsible need to adopt a more collaborative and integrated 
approach to delivering outcomes which enhance residents and citizens 
experience of our City region.  
 

2. Prioritise green spaces and natural environments - vital to the quality of 
experience and human well being 

 
3. Prioritise footwalk and cycle movements in the context of green corridors as 

being able to move around the city and region more easily is essential for both 
quality of lifestyle experience and business competitiveness; investment in and 
promotion of these can transform our city reputation through word of mouth 
and help with healthy living agendas. 

 
4. Through collaborative projects and the Innovation Hub, facilitate innovative 

housing and product design to excite new behaviours and reflect current 
lifestyle aspirations aimed at benefitting local communities and individuals. 
Examples are cited from companies including Urban Splash, Glenn Howells 
Architects, Architype Architects, P&G, Unilever and AGA Rangemaster. 

 
 

Actions we can implement without government intervention = 1, 2, 3, 4 
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Infrastructure 
 

Transport infrastructure and our competitiveness, as compared with other nations, remains a great 

concern for business.  The CBI West Midlands has for over 20 years been talking about a £2-3bn 

annual cost to our regional economy of road congestion. Costs of delivering goods and services to 

customers are increasing, restricting business opportunities. But it isn’t only an issue for business 

competitiveness.  Quality of transport infrastructure impacts on our quality of life for our residents. 

The West Midlands Chambers of Commerce have called for a properly funded, 30 year, national 

integrated transport strategy to address years of under-investment, and for the West Midlands to 

receive its fair share.  This needs to be supported by a planning system that enables efficient and 

quick decision-making on major transport infrastructure projects that enhance economic growth.  

All the business lobbies agree on the need for greater integration between Road, Rail, Bus and Air 

modes and for through ticketing to be progressed.  With regards to buses, businesses have called 

for improvements to the reliability, coverage, frequency and image of local bus services, coupled 

with park and ride facilities.  

HS2 has been strongly lobbied for and supported by business with 71% of Birmingham Chamber of 
Commerce Group (BCCG) in support of the project when asked about this in their latest survey 
published 27th September 2013.  The survey follows the release of a KPMG report which stated that 
HS2 could provide between £1.8bn and £3.1bn in productivity for the West Midlands.  Given that 
HS2 is not without its detractors it is vital that the case is made, not only on the basis of enhanced 
competitiveness and value for money, but as an opportunity to reinvent the region as proposed by 
Professor Kathryn Moore who sees it as a chance to embrace and facilitate investment around a new 
sustainable proposition resulting in wholesale improvements to quality of life for residents. 

In the wider context of rail travel the Chambers have called for more reliable and cost-effective 

options with improved timetabling and integrated provision of inter-city services to support 

growth in the shire counties.  

Increased capacity, accessibility and quality of design at Birmingham New Street railway station is 

underway and long overdue, but business still needs to see improved parking and modal exchange 

facilities throughout the City and region. 

For Green Travel the Chambers see more incentives and support for businesses to introduce staff 

travel plans.  For Birmingham, it is important that we continue moves towards a more integrated 

and sustainable approach making our City much more cycle and pedestrian-friendly.   

It is recognised that there is a clear role for Birmingham Airport in helping the much needed 

rebalancing of our economy by providing the capacity through a doubling in its passenger numbers 

to 18million and the current work to extend the runway.  

More recently, the Greater Birmingham and Solihull Local Enterprise Partnership together with 

Birmingham Chamber of Commerce Group, have endorsed comments by Birmingham Airport that 

the UK in general – and the West Midlands in particular – is suffering from an acute regional 

‘connectivity gap’ which is impacting on our ability to grow our economy. 

Our digital infrastructure is a clear competitive priority.  Businesses have called for more wireless 

internet access in key employment sites, with high speed broadband uptake across the region 

minimising the need for travel. 
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Infrastructure – Recommendations 
 

1. Promote HS2 not only as a competitive priority but as an opportunity for reinventing 
Birmingham and the West Midlands working towards an integrated series of investments 
for communities along the bandwidth of the project. 
 

2. Promote Birmingham Airport and its available capacity as an opportunity for 
rebalancing the UK economy as one of four in a strong network of regional airports 
in the UK macro-regions, capable of supporting major long-haul flights - London, 
Birmingham, Manchester and Scotland - rather than an expansion of existing facilities at 
Heathrow or the South East. 
 

3. Develop a regional integrated transport infrastructure plan, building on the work of 
Chambers of Commerce, CBI and IoD with other business lobbies in the region. 
 

4. Continue to prioritise digital infrastructure enhancements given their impact on the 
competitiveness of businesses of all sizes and residential experience. 
 

 

Actions we can implement without government intervention = 1, 2, 3, 4 
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Education  
 

INTRODUCTION 

Education-Business Collaborations 

It is recognised that education-business collaborations have the potential to contribute in a 

substantial way towards wealth creation.  For students they can open up career opportunities and 

provide insights into business that they might otherwise never have experienced.  For education 

they provide new learning routes and insights, cross disciplinary innovations and these in turn can 

progress into knowledge transfer and applied research.  For business there is the opportunity to 

access emerging talent, manpower in the short-term and gain fresh perspectives into their business, 

customers, markets and products or service experience. 

So far so straightforward.  But perhaps the greatest area where business can benefit from university 

collaborations is in accessing, developing and bringing to market, new ideas.  Ideas that can 

reinvent brands, disrupt markets, and open up lateral opportunities.  Businesses can work with 

universities to experiment, access innovation lab spaces, explore current and emerging trends, gain 

insights into cultural developments, envision future scenarios and technologies, prospect for an 

emerging ‘cool’,  reinvent products, moving ‘retro’ into ‘metro retro’.  As Professor Mike Stevenson, 

Head of Fashion, Textiles and 3D Design at the Birmingham Institute of Art & Design, emphasises, 

“we used to say, ‘form follows function’, but now we say, ‘form follows emotion’”. 

The CBI acknowledges education-business collaboration as one of our nation’s top competitive 

priorities. At Birmingham City University we are focussed on the practical issues around developing 

meaningful learning applications for students and business. 

Sometimes these collaborations are the result of process – communicating to businesses our 

resources as a university in terms of talent, knowledge, expertise and facilities; sometimes they arise 

simply through the serendipity of the ‘exquisite collisions’ that occur in cities and in exciting new 

buildings such as the new home of the Birmingham Institute of Art & Design at Parkside in 

Birmingham’s newly emerging Eastside learning quarter currently being developed by Birmingham 

City University.   

And sometimes education – business collaborations are prompted through initiatives such as the 

Birmingham MadeMe Design Awards.  The Birmingham MadeMe Design Expo and Awards has 

promoted Design and Innovation to students in our schools and universities.  The Design Expo has 

provided the opportunity to showcase and recognise the results of these collaborations. The Awards 

have also prompted the design of new approaches to stimulating innovative cross disciplinary and 

entrepreneurial learning project leading to these collaborative projects.   
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Examples of student-business projects are illustrated in this pamphlet working with businesses 

including AGA Rangemaster, WB the Creative Jewellery Group, Vax, Morgan Motor Cars and 

Westfield Sports Cars, Pashley Cycles and Brooks England saddles.    

Idea Birmingham would like to thank all these businesses and the other partners, both within the 

university and externally, for supporting our efforts to move this agenda forward for the benefit of 

all partners involved. 

Birmingham City University as Serendipity Machine 

As one of the country’s leading Higher Education Institutions focussed around producing graduates 

with an applied focus on creativity, innovation and design, we see our role as a ‘Serendipity 

Machine’, providing the emerging talent and opportunity to fuel a spirit of discovery and foster a 

culture of experimentation.   

This pamphlet summarises the presentations made during the Birmingham MadeMe Design Expo in 

June 2013 covering insights into how Birmingham City University can work as a collaborative 

partner, generating ideas, innovative cross disciplinary and entrepreneurial approaches, with a real 

focus on commercial outcomes, job creation, talent retention and development.  The case studies 

should provide insights into the real commercial imperatives, the outcomes of new product designs 

in terms of investments, revenues and profits and of course job creation.  They should also provide 

insights into opportunities for cross sector collaboration between businesses themselves – 

something that is often talked about but remains difficult to achieve. 

 

 
Education - Recommendations 
 

1. Stimulate greater focus and support for Education-business collaboration building 
on platforms such as the Birmingham MadeMe Design Expo and Awards and the 
other innovative initiatives regionally and nationally. 

 

2. Promote greater opportunities for cross disciplinary and entrepreneurial in-work or 
applied business focussed learning 
 

3. Promote greater understanding of the knowledge and expertise that resides in our 
universities and educational institutions and how this can be applied within our 
businesses 
 

4. Create Innovation Labs and places for experimentation for companies to use 
providing access to lateral ideas, trends, and multi-disciplinary based knowledge and 
specialist expertise applicable within business. 
 
 

 

Actions we can implement without government intervention = 1, 2, 3, 4 
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Lifestyle Experience 
 

INTRODUCTION 

Quality of life relies on our ability to enjoy a place – cultural offers, restaurants, high streets and our 

retail experience. 

 

Compiled here is feedback from some of the expert practitioners from business and education 

working across these fields and draws together their insights on what has worked in the past to learn 

for the future. 

The retail landscape as outlined in the following pages is undergoing seismic change.   Online 

shopping, omni-channel retailing, using smart phones to keep in touch with customers,   and the 

popularity of out-of-town malls with convenient free parking, drains business from traditional high 

streets.   

The experience from the hospitality sector suggests that clarifying brand values and delivering 

these in all aspects of design from back to front of house is critical.  Three elements, expressed in the 

term, ‘FEE’ outlined this approach and were essential to understanding this delivery. ‘Function’: was 

a conscious construct reinforced by tangibles; ‘Emotion’: all brands needed to build their ‘emotional’ 

personalities and ‘Evolution’ – Succesful brands need to evolve whilst retaining their ‘true north’.  

Miller & Carter, part of Mitchells & Butlers, have developed a ‘Service Profit Chain’ with five 

elements – Satisfied Staff: Productive Staff: Satisfied Customers: Loyal Customers: Increased Profits.  

Whilst there is much written about the demise of the high street, the closure of one in seven shops 

and the impact of upward-only rates reviews, in delivering ‘remarkable’ retail experience some 

lessons emerged around brand extension leading to luxury becoming viewed as an ‘aspirational 

norm’ and the exponential growth in demand for luxury fuelled by technology enabling 24 hour daily 

direct access.   

Marek Reichman, Chairman, Birmingham MadeMe 2013 and Design Director at Aston Martin has 

stressed that brands need to remain true to their core values.  ‘True Luxury is achieved through 

perfection in design and engineering. Creativity is central to our approach to design. And this is 

about combining form and function through an aesthetic to create emotional functionality as Dyson 

had done.’ 

It was recognised that there is a true need to listen to the customer but also to imagine life for 

them.  Retail is looking to the past to try and connect with the customer but using technology to do 

it.   However in the end, said Richard Vickery, Manager, Harvey Nichols Birmingham, ‘People buy 

people’.  It is about understanding your customer, keeping in touch through personal contact, being 

honest and making things exciting, creating a sense of theatre, for example, through some ‘must 

see’ events. 
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David Pardoe of the Mailbox Birmingham felt the High Street would always be with us, but 

recognised it was changing.  We needed to continuously innovate the customer experience and 

create an ‘enhanced service experience’.   

There were many approaches to this – developing our local independent creative retailers, working 

with and promoting emerging talent, such as Young British Designers and designer Emma Shipley 

who is sold by Harvey Nichols London and Birmingham stores, developing a dialogue with 

communities, drawing on local sources, using Pop Up Shops to freshen up the offer. 

 

Lifestyle  - Recommendations 
 

1. Enhance efforts to promote the region for quality of retail and lifestyle experience 
across the board building on the work of Marketing Birmingham and the Bullring BID 
through exercises such as Style Birmingham. 
 

2. Further develop the quality of ‘remarkable retail experience’ in the City by 
reassessing cost burdens imposed on these businesses to enhance consumer offer 
such as through rates levied – especially targeting smaller independent retail offers 
which can enhance variety and quality of offer through  - local sources and offers, 
independent creatives, such as Disorder Boutique, new talent, such as Young British 
Designers, community interest and products, food and drink, Pop Up Shops and 
student showcases. 
 

3. Spread across hospitality and lifestyle, together with other business sectors, best 
practice experience in design and innovation in developing brand values. 
 

4. Harness excellence in film technology and development within the rest of the 
lifestyle sectors, especially in visual merchandising. 
 

5. Look to develop greater numbers of education – business partnerships and 
collaborations to enhance the quality of learning experience and better prepare 
young people for entrepreneurship and new business start-ups within this sector. 
Encourage businesses to present to students, offer placements and internships, 
projects, develop more competitive scenarios and in-work learning opportunities, 
building on examples such as Think Shop, the Birmingham MadeMe retail Collective 
and other innovative initiatives. 
 

 

Actions we can implement without government intervention = 1, 2, 3, 4, 5 
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Healthcare 
 

INTRODUCTION 

Professor Ian Blair, Executive Dean, Faculty of Health, Birmingham City University 

The NHS has been in existence for 60 years with almost as many reorganisations during that time.   

Generating efficiencies through service re-design within the NHS budget is a big priority, with £20bn 

savings required by 2020.   

Service re-design is key both in terms of –  

 Individual staff within NHS 

 Technological advancements 
 

There is a key role for education in delivery, leadership and change management and technology 

development.   The government is pushing back on education and we have to change to support 

healthcare industry.  The University of Birmingham are involved in a £60m contract to deliver 

leadership for the NHS.  Professor Stone of the University of Birmingham was demonstrating the 

many potential applications of learning taken from defence and healthcare and applied into other 

sectors.  

The Universities should, and do, play their part in developing NHS capability in change management.  

We have some technological capabilities and advantages in BCU in terms of education delivery.  

The Faculty of Health at BCU is one of largest providers of health and social care educational 

programmes in UK.  The question is how best to play our part in the economy?  Within the Health 

Sservice the facilities in Trusts and in the community are very heavily used.  To prepare staff for this 

we have to develop and create mock operating theatre and clinical skills facilities.   We create mock 

wards with lots of video and audio links to include larger groups for learning.  We create high and 

low fidelity simulators.  We use 2-D projection systems and work with Virtual Case Creator which we 

have developed.   

We are reaching out to the healthcare sector because we are developing new solutions.  It is a 

tightly regulated area so it is difficult to change but we can collaborate to improve education and 

Knowledge Transfer.  

We use technology heavily in enhancing educational experience and learning. Students can practice 

and make mistakes where no one suffers.  We are able to benefit the local health economy by 

educating staff and students and enhancing patient experience.   

The question examined here is whether there are more lessons for healthcare drawing on 

technology to deliver better user and patient care experience. 
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Healthcare – Recommendation 
 

1. Explore opportunities for simulation and Virtual Reality tools in healthcare and other 
sectors building on the experience of BCU Faculty of Health and Professor Bob Stone of 
University of Birmingham to spread this learning across health and social care as well as 
to other sectors to businesses and other organisations where performance can be 
enhanced.  
 
 

Actions we can implement without government intervention = 1 
 

 

 


