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INWARD INVESTMENT STATISTICS What Really Counts?

WHAT’S TRENDING? Transport, Back-Offices, Renewables, Returners

SECTOR FOCUS: Retail

MARKET FOCUS: Germany

MARKETING TOOLS: Trade Shows

NETWORK: LinkedIn
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Breeze Strategy (www.breeze-strategy.com)

We are a UK-based inward investment and place marketing company founded in 2005 by Adam Breeze. We help companies in all 

sectors with corporate location decisions; and we advise towns, cities and regions on how they can attract jobs and investment to 

their areas. Adam has worked with more than 50 investment promotion agencies from Hungary to North Carolina, including many 

of the UK's leading regional and city development agencies. He has been involved in many corporate moves and has advised large 

blue-chip corporations like Pfizer, Marks & Spencer and BMW. Adam is currently advising Local Enterprise Partnerships (LEPs) on 

their inward investment strategies.
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The reason locations seek inward investment largely comes down 

to jobs. With 1 in 5 young people in the UK out of work, the 

attraction of significant and transformational job-creating 

companies has to be a priority for all inward investment teams. 

What Really Counts?

Welcome to the first iiQ brought to you by Breeze Strategy. We 

aim to offer a different perspective on the issues, news and ideas 

around attracting new investment and jobs to UK locations. 

Each issue will lead with the latest statistics from our UK Projects 

Database. This will offer a unique take on the way that projects 

are recorded. Inward investment statistics and success reporting is 

a minefield. To make any meaningful sense out of the annual 

figures, requires a magnifying glass, a dictionary and a pinch of 

salt. Frustrated by a lack of transparency and believing that the 

wrong things are being recorded, we’ve come up with a new 

definition of what we think should and shouldn’t be counted.

By following these simple definitions, we hope to be able to shed 

new light on the real opportunities that exist in inward investment 

and show which areas are attracting the significant and the 

transformational projects.

Mergers, acquisitions, joint ventures, safeguarded jobs and one-

person facilities all have the potential to create local economic 

value, and are often a precursor to a larger investment. But 

they’re not the reason we ‘do’ inward investment and it’s not 

what taxpayer’s expect their money to be spent on. These type of 

deals dilute and distort the figures and lead to farcical reporting 

where the takeover of Cadbury is a ‘success’; the creation of one 

PR job in a Central London serviced office is hailed a national 

triumph;  and where a single investor development visit can 

‘safeguard’ 5,000 jobs.

What we’ll be counting

Decision to locate a new facility creating more than 20 full-time jobs

Expansion of an existing facility creating more than 20 full-time jobs

Either of the above, by foreign or UK firms, irrespective of sector

… and what we won’t

Acquiring a company or just having a joint venture

Making a commitment to ‘safeguard’ existing jobs

Opening a one-person serviced office

Our definitions

Projects creating more than 20 new jobs = ‘significant’

Projects creating more than 100 new jobs = ‘transformational’

Note: Inward investment statistics are always going to be 

incomplete and ours are no exception. Our information has been 

sourced from investment agency websites, UK Trade & Investment 

and a fairly vigorous Google News Search. If there’s something 

we’ve missed, it’s as much your fault for not shouting about it as it 

is ours for not spotting it (but let us know and we’ll mention it next 

time)!
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Significant Projects

Between January and June 2011, we recorded:

181 ‘significant’ projects

22,000 new jobs

53 (29%) were FDI, 128 (71%) were from UK firms

42% in new locations, 58% were expansions

Almost three-quarters of significant projects are being undertaken 

by UK firms. The companies creating the most new jobs and 

investment, like BSkyB, Co-op and Rolls-Royce, are already here. 

To the places they have chosen to locate in though, this is inward 

investment. 

Agencies might consider how much time and resource they spend 

on chasing emerging sources like India and China versus 

opportunities with UK firms.

Foreign projects are hugely important and account for some of the 

biggest successes (see below) but even in these cases, genuine 

first-time foreign investors are the exception, with the norm being 

the likes of Siemens, Amazon, Hitachi, Sharp and Huawei who 

have all been here for some time.

UK v foreign projects

Source of foreign projects

USA (22 projects)

Germany (6)

Japan (4)

India (4)

UAE (2)

Korea (2)

Denmark (2)

Norway (2)

China (2)

UK (128 projects)

United States

Germany

Japan

India

UAE

Korea

Denmark

Norway

China

UK Projects Database, Jan-June 2011 (Breeze Strategy)

4



S
T

A
T

S

Where did the investors choose to locate?

This map might come as a surprise to anyone who has taken 

previous inward investment figures at face value. According to 

official figures and backed up by the big consultancies that track 

such things, anywhere between 60-80% of foreign investment 

projects have traditionally gone the ‘golden triangle’ of London, 

South East and the East of England. This has been a distortion of 

the figures based on the huge number of relatively small sales 

offices opening up in and around the capital.

When it comes to the new definition of significant projects, only 

7% were located in London and the south east. It is the locations 

in the north and midlands that are attracting the really big 

successes – with the Scots leading the way. 

Not perhaps the north-south divide you’d expect.

This has important implications for the national promotion of 

inward investment and the new structures and strategies 

emerging from UKTI. There may be a push to promote established 

‘clusters’ around the Greater South East, and there will be political 

pressures to market Tech City and the Olympic legacy in east 

London – but as this map shows, companies are choosing to create 

jobs in the north and midlands.

UK Projects Database, Jan-June 2011 (Breeze Strategy)
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Transformational Projects

In the first six months of 2011, there were 75 major announcements of projects that will each create more than 100 jobs. These are 

the ‘transformational’ inward investments that are most sought after. Of these:

37% were FDI projects, with 63% being by UK firms

42% were new locations and 58% were expansion projects 

HQ Project Location Function Industry Jobs

Co-operative Group Manchester Bristol Logistics Food 1,000

Amazon USA Dunfermline Logistics Retail 750

Siemens Germany Hull Manufacturing Energy  (wind) 700

Solicitors Regulation Authority Redditch Birmingham Headquarters Financial and Professional 600*

Serco Hampshire Cardiff Back Office/Call Centre Business Services 600

BSkyB London Stockport Back Office/Call Centre ICT (media) 550

BSkyB London Sheffield Back Office/Call Centre ICT (media) 500

Hitachi Japan Durham Manufacturing Engineering (rail) 500

Huawei China Basingstoke Manufacturing ICT (telecoms) 500

Nature’s Way Foods Chichester Chichester Logistics Food 380

Nationwide Energy Swansea Swansea Back Office/Call Centre Energy/Environment 360

Rolls-Royce Derby Rotherham Manufacturing Energy (nuclear) 360

Think3E Wellingborough Dewsbury Waste Energy (waste) 300

Sharp Japan Wrexham Manufacturing Energy (solar) 300

Allen & Overy London Belfast Back Office/Call Centre Financial and Professional 300

DONG Energy Denmark Belfast Manufacturing Energy (wind) 300

Siemens Germany Tyne & Wear Manufacturing Engineering (rail) 300

Ceridian USA Glasgow Headquarters Business Services 300

Shangri-La Hotel  Group Hong Kong London Hotel Leisure 300

Haribo Germany Wakefield Manufacturing Food 286
* The SRA project is a relocation and many employees will be retained, so net jobs will be fewer.

Source: UK Projects Database, Jan-June 2011 (Breeze Strategy)
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Trains, Planes and Automobiles - Faith in UK manufacturing?

Several major headline announcements in recent months offer 

renewed hope that UK manufacturing locations can compete 

globally, with transport-related projects leading the way.  

Automotive giants BMW and Nissan decided to build new models 

in the UK, giving thousands of workers in Oxford, Sunderland and 

Bedfordshire a major boost. Airbus is looking to invest in its Bristol 

and Broughton sites thanks to new orders and is building a £70 

million new office for 2,500 staff near Bristol. The picture for rail is 

not as positive though. Although hundreds of new jobs are being 

created in the North East by Siemens and Hitachi, these are 

largely as a result of UK government awarding new train-building 

contracts to consortia that will manufacture outside the country; 

with major implications for the Bombardier workforce in Derby 

with 1,300 jobs under threat. 

Offshore Wind Leads Renewable Opportunities 

For some time now, renewable energy has promised to be a major 

job-creator, but 2011 will go down as the year that this became a 

reality. UK ports are at the forefront of developments, with DONG 

Energy investing in Belfast Harbour, while the Humber is a major 

focus with Siemens deciding to build a turbine factory in Hull and 

Centrica creating a significant offshore wind operations hub at 

Grimsby. Doosan Power and Gamesa have both chosen Scotland 

for R&D centres for the wind sector. Solar opportunities are 

continue to see investments in spite of the change in government 

incentives, with a number of firms opening up in the UK, such as 

Solen from Germany choosing to locate in Liverpool.

Professional Services Back Office Relocations

Law firms and accountancy groups are at the forefront of moves 

to ‘near-shore’ their back-offices from London to lower cost 

centres in the UK. Northern Ireland appears to be the primary 

beneficiary with the announcement by Allen & Overy of a new 

legal support centre in Belfast creating 300 new jobs and Herbert 

Smith opening an office specialising in large document review 

work. Both moves received generous support from Invest 

Northern Ireland. Also in Belfast, Deloitte is creating 125 jobs, 

through the establishment of a software-focused National 

Solution Centre.

Chinese and Indian Returners

We hear so much about the rise of China and India, and one 

consequence of their growth is an escalation in costs.  Li-Lo 

Leisure Products has been making garden furniture for UK 

supermarkets in China for the past 12 years but has decided to 

build a new factory with 100 jobs in north-east London because of 

rising costs in China.  It’s not just cost though, as GlaxoSmithKline

revealed when they announced that key biomanufacturing

functions were being brought back to Scotland from India thanks 

to ‘great brain power and process efficiency’.

What’s Trending?
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There has been a tendency for inward investment activities to 

either exclude or ignore retail and leisure jobs in preference to the 

‘sexier’ high-tech projects. However, when it comes to getting 

people off the dole and into meaningful work with genuine 

prospects, few industries can compete with the growing 

supermarkets and fast-food establishments. In April, Tesco 

Express advertised for just 14 positions at its new Bolton store and 

received almost 500 applications – that’s 33 per job.

What is not clear is precisely how many of these retail and leisure 

high street jobs are being taken by UK workers as opposed to job-

seekers from elsewhere in the EU. With government figures 

showing that 81% of all new jobs are being filled by foreign 

workers, Tesco has been criticised in the media recently for 

advertising UK store manager positions in Slovakia. Like it or not, 

the availability of skilled, multi-lingual and eager workers from 

Europe, is an important part of the UK’s mix of attractions as a 

business location.

In spite of sluggish retail growth in the UK and the woes of 

Habitat, TJ Hughes, Thorntons and Carpetright, a number of 

expanding foreign brands are actively looking to increase their 

profile and presence here. 

Foreign retailers looking to expand in the UK include…

Best Buy; Victoria's Secret; Abercrombie & Fitch; Forever 21; 

Coach (all from the US); Cortefiel (Spain); Face Stockholm and 

Clas Ohlson (both Sweden); Calzedonia (Italy) and Motel One

(Germany).

Shopping for Retailers

Retail sales in the UK remain in a state of flux and uncertainty 

and many high streets are still blighted by vacant units; all the 

more reason why investment teams should be looking to attract 

more shops, restaurants and hotels.

Having the right retailers on your high street is a crucial part of 

any local economic development strategy. Attracting the best 

brand names can really help to improve perceptions of a place, as 

well as creating hundreds of jobs and bringing in additional visitors 

and money. John Lewis is one such name that’s expanding,  with 

new stores in the pipeline, include Ashford, Chester and 

Tamworth. Each store will create around 200 jobs and will 

enhance the retail offer of each place.

It’s not just high-end stores that places are keen to attract, with 

Primark being eagerly sought by most towns without one –

Stockport being the next lucky recipient of its 153rd UK store.

A growth summit hosted by the Prime Minister in January brought 

together the country’s largest employers to share ideas for jobs 

growth, especially for young people. Commitments to create 

thousands of new jobs is summarised below.

ASDA 7,500 new jobs; 15,000 apprenticeships

Co-op 7,000 new jobs in next 3 years

Inter-Continental Hotels 1,000 new jobs in 2011

John Lewis 4,000 new jobs in 2011

Marks & Spencer 700 jobs for disadvantaged

McDonalds 3,000 jobs in 2011

Morrisons 6,000 new jobs in 2011

Sainsbury’s 6,500 new jobs in 2011

Tesco 9,000 new jobs in 2011

Watch out for…
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For these SMEs the global market place holds no fear, with 

Mittelstand firms selling German-made products all over the 

world. Their financial prudence and clear niche focus has been an 

ideal recipe to cope with the downturn. Although the usual 

definition of Mittelstand is less than 500 employees or less than 

€50m turnover, many of the larger German companies still keep 

the Mittelstand tradition of being privately owned, secretive 

about financials and debt-free. 

Haribo, the sweet manufacturer with expansion plans in 

Wakefield, has 6,000 employees and a turnover of €2bn, but the 

company remains family-owned. The same is true for other major 

names like retailer Aldi (€40bn turnover, 150,000 employees, 

8,000 stores) and bottling manufacturer Krones (€2bn turnover, 

10,000 employees, 40 subsidiaries). Promoting your location 

proposition to major family-run businesses brings its unique set of 

challenges but the rewards are apparent.

The investment pattern for German companies tends to begin 

with business development in a new market through an agent, 

then a small sales office to support more growth and, after that, 

setting up a production facility if it makes business sense. 

There are around 2,500 German-owned companies in the UK 

employing 400,000 and most of these will be Mittelstand firms. 

Most UK cities have more than a hundred German companies, 

Birmingham for example has more than 400. The structure and 

nature of these firms suggest potentially rich pickings for investor 

development activities – as long as you adopt the right approach 

and realise there’s more to ID than a few newsletters and an 

annual chat.

Europe’s Growth Engine

If only there was a market on our doorstep with expanding 

companies; with world-class strengths in the industries we are 

looking to grow, such as renewables and high-tech 

manufacturing; with thousands of customers and suppliers 

already here… there is - Willkommen in Deutschland!

One of the reasons that Germany is suffering much less than other 

countries in the current downturn is the continued high level of 

exports. Until very recently Germany was the world’s leading 

exporter and according to data from the German exporters 

association, the volume of German goods sold abroad in the past 

12 months, rose 18.5 per cent to €951.8bn, compared to a 19.3 

per cent fall the year before.

At the heart of Germany’s export success are the 3.5 million small 

and medium-sized companies which make up the ‘Mittelstand’. 

The continued internationalisation of Mittelstand companies is 

one of the biggest untapped opportunities for UK inward 

investment teams. Mittelstand companies are often family-run 

enterprises that tend to develop world-class reputations in very 

specific, niche industries, usually related to engineering. 

Recent inward investors from Germany

Siemens Wind Manufacturing Hull

SQS Software R&D Belfast

Haribo Confectionery Manufacturing Wakefield

Solen Energy Solar HQ/Operations Cornwall & Liverpool

Siemens Rail Manufacturing Tyne & Wear

BMW Automotive Manufacturing Oxford

Gehrlicher Solar Sales Birmingham

EEX Energy Trading HQ London

Q-Cells Solar HQ/Sales London

PNE Wind Wind HQ Edinburgh
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Prepare well in advance

Companies that get most value from trade shows always prepare 

well in advance. Inward investment teams should be able to make 

a strong case for using trade shows based on value-for-money and 

clear outputs. This has not always been the case and all too often 

people show up with no fixed appointments; meetings left to 

chance; no follow-up with targets after the event; and no 

assessment of outcomes against cost.

Poor focus and a lack of planning has led some to declare that this 

or that trade show is ‘not worthwhile’, blaming the show rather 

than their approach to it.

Trade shows are excellent opportunities to meet people (key 

intermediaries, not just prospects and leads), to learn from 

competitors and to talk about the latest trends – but remember, 

the hard work always takes place pre- and post-show.

Trading Places

Each issue we will look at a different marketing tool for investor 

attraction. We kick off with a look at that much-maligned of 

beasts, the trade show. 

Are shows still important?

If trade shows weren’t productive environments for doing 

business deals then they wouldn’t exist. Generally trade shows 

have increased in size and importance for companies. They used 

to be the preserve of sales reps meeting other sales reps and 

corporate location strategies were rarely up for discussion. 

Anyone who tried to generate investment leads at trade fair in the 

1990s will remember this. In recent years, trade shows have 

become vitally important for companies to network with 

customers, partners and contacts at all levels including the key 

decision-makers. 

‘Jolly’ difficult for public sector

In the current austere times for public agencies, many inward 

investment teams find it difficult to justify the expense of trade 

shows, especially overseas ones. Anyone who has worked a major 

show, especially the likes of MIPIM, is well aware of the flak that is 

generated by a hostile cocktail of envy and ignorance, although 

given the sums spent not entirely without cause. Locations that 

are serious about engaging with inward investors are maintaining 

a presence at key trade shows and cities like Manchester, 

Nottingham, Birmingham, Liverpool and Sheffield are showing 

how private sector support can fund such activities.

Trade Show Tips

Do your homework – who’s going, why might they want to talk? 

Plan well in advance, ideally 12 months to avoid a 50-mile commute to a hotel.

Send your best business developers, not necessarily your marketing teams.

Free yourself from exhibition stands and just  ‘walk the floor’.

Have a clear focus – work up specific propositions for each meeting.

Pace yourself – 10 good meetings are better than 30 rushed ones. 

Be flexible – if appointments get missed,  there’s usually a chance to meet later.

Keep all appointments on a single sheet with separate backgrounders and notes.

Take easy to handle materials; maps are always good for getting into detail.

Take enough business cards, and print some in the local language.
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How we can help

Working with our Munich-based partners, DS Consulting GmbH 

(run by David Scrimgeour MBE, an experienced inward investment 

practitioner), we can produce an integrated approach to targeting 

key shows around Europe. We can:

- identify the most appropriate events for your target market

- help you to develop propositions that will engage investors

- pre-screen exhibitors based on research and intelligence

- make initial contact and get your proposition in front of them

- create a meeting schedule at the show

- provide you with company backgrounders for each meeting

- conduct follow-up work as appropriate

Case Study: Stockholm at BAU 2011

BAU (1,900 exhibitors) takes place in Munich on a 2-year cycle, 

and is the world’s leading construction fair. DS Consulting created 

a meeting schedule for Stockholm’s inward investment agency, 

who wanted to target German sustainable construction firms. 

After researching over 500 exhibitors, those keen to learn more 

about Stockholm’s zero carbon construction plans were identified. 

Using BAU and other events, the Stockholm team had positive 

meetings with 35 companies over a 6 month period.

Our work with some of the world’s leading inward investment 

teams has proved to be an extremely cost-effective way of using 

trade shows to unearth potential leads and enquiries. 

Speak to adam@breeze-strategy.com or ds@dsconsulting.de

Germany: the whole world, under one roof

Of course, there are trade shows to be found in almost every city 

of every country. But for sheer scale, you can’t beat the Germans. 

Whatever your target industry, whether you want general or 

niche, there’s bound to be a major show planned – Germany hosts 

100 of the world’s 150 leading shows usually in one of the large, 

modern purpose-built trade show complexes.

Meeting with decision-makers at these events is a cost-effective 

and targeted strategy for investment promotion in Germany. 

There is no large capital city in Germany, unlike the concentration 

of HQs found in London or Paris, which makes visiting companies a 

time-consuming and expensive process.

Not only are German trade fairs of a size and scale that can be 

mind-boggling, they bring together two major sources of inward 

investment – German companies looking to expand and global 

companies looking to enter Europe.

What? Where? Companies? Next?

Innotrans Transport Berlin 2,200 18-21 Sept 2011

Expo Real Property Munich 1,450 4-6 Oct 2011

Anuga Food Cologne 6,500 8-12 Oct 2011

Medica Medical Dusseldorf 4,400 16-19 Nov 2011

CeBIT Digital Hanover 4,200 6-10 March 2012

ITB Tourism Berlin 11,000 7-11 March 2012

Hannover Fair Industrial Hanover 4,800 23-27 April 2012

Intersolar Solar Munich 2,200 13-15 June 2012

Automechanika Automotive Frankfurt 4,400 11-16 Sept 2012

Husum Wind Wind Husum 1,200 18-22 Sept 2012
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Join the Debate

If you are reading this, chances are you’re already one of the 250 

or so members of the Inward Investment group on LinkedIn: if 

you’re not, take a look and sign up, it’s free and easy.

In the last few weeks, the following topics have been discussed:

- New 'National Contractor' Announced by UKTI 

- BMW and Nissan Show Importance of Investor Development

- Localised rates plan is a real game-changer

- Warnings against politicising inward investment teams

- Talent – the ultimate investment resource

- Corporate tax cuts for the few?

- MIDAS raises the bar – again!

- Scots Still Splash the Cash

The group is managed by Breeze Strategy,

Just type ‘inward investment’ into group search or go to: 

www.linkedin.com/groups?about=&gid=3640297
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Contact Us:

Inward Investment Strategy

Place Marketing Advice

Investor Targeting

Training & Presentations

Research & Intelligence

Adam Breeze

adam@breeze-strategy.com

Breeze Strategy

www.breeze-strategy.com

01925 757916


