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EXECUTIVE  SUMMARY

The Dig i ta l ly  Enabled Bus iness  C l in ic  (DEBC)  bu i lds  on the success  of  Northumbr ia  Univers i ty ' s
Bus iness  C l in ic  (BC) .  The DEBC enables  bus inesses to  engage wi th  un ivers i ty  s tudents  and access
f ree bus iness  consul tancy ,  prov id ing the latest  knowledge f rom a range of  d isc ip l ines  and lead ing
to pos i t ive  bus iness  outcomes .  We have created ,  tested and eva luated a  d ig i ta l ly  enabled model  of
the BC ,  which could enable  the h ighly  successfu l  BC approach to  be implemented qu ick ly  and
cost-ef fect ive ly  by  other  un ivers i t ies .  F ind ings revealed c l ients  va lued the average consul tancy
pro ject  at  £5 , 174 ,  moreover  these pro jects  enhanced bus iness  product iv i ty ,  and st imulated
technology and modern bus iness  pract ice  adopt ion .  The pro ject  a lso tested the v iab i l i ty  of  us ing
dig i ta l  market ing to  at t ract  low to mid product iv i ty  SMEs to  our  f ree consul tancy serv ices .



THE  DEBC

HOW-TO  GUIDE PAGE  04

]The pro ject  reached 47 SMEs of  low to medium product iv i ty ,  prov id ing an opportun i ty  to  tap into
the perspect ive  of  ' young eyes '  f rom our  mot ivated and innovat ive  Bus iness  School  s tudents .  The
DEBC prov ides  a  cross- funct ional  range of  adv ice ( inc lud ing d ig i ta l  market ing ,  f inance ,  s t rateg ic
management )  through d ig i ta l  media  and tools ,  removing the need for  cost ly  phys ica l
in f rast ructure .
 
What  made th is  pro ject  innovat ive  i s  that  we tested an a l ternat ive  d ig i ta l ly -enabled model ,  wh ich
could be qu ick ly  sca led up .  The pro ject  was used to  determine whether  the DEBC concept  i s  a
cost-ef fect ive  way for  SMEs to  interact  w i th  a  loca l  un ivers i ty ,  ga in  pro-bono neutra l  adv ice ,
access  s tate  of  the ar t  knowledge and have the added va lue of  the younger  generat ion
perspect ive .  We moni tored the reach ,  uptake and impact  on bus iness  outcomes .  
 
Th is  ‘how to ’  gu ide for  implement ing a  DEBC prov ides  a  s tep by s tep roadmap for  the format ion of
DEBCs in  other  reg ions .  The UK industr ia l  s t rategy a ims to  support  un ivers i t ies  and bus inesses
work ing together  to  innovate .  Rol l ing out  a  network of  DEBCs would be an innovat ive  mechanism
enabl ing UK bus inesses to  eas i ly  connect  w i th  and benef i t  f rom ex is t ing technolog ies ,  new
knowledge ,  ins ights  and f resh perspect ives  of  un ivers i ty  bus iness  schools .
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INTRODUCTION  &

CONTEXT

The  UK  SME  productivity  issue

The 'Spot l ight  on innovat ion :  How government  can unlock smal l  bus iness  product iv i ty '  report
publ ished in  Ju ly  2018 by the Federat ion of  Smal l  Bus inesses s tated that  43% of  SMEs lack the
t ime to innovate .  Fur thermore ,  37% lacked the staf f  or  sk i l led employees to  innovate and 27%
simply  found i t  too chal leng ing .  Many microbus inesses and SMEs are  fu l ly  occupied wi th  the day-
to-day operat ion of  the i r  bus iness ,  and e i ther  are  not  aware of  how ex is t ing technolog ies  or
bus iness  pract ices  could increase the i r  product iv i ty ,  or  do not  have the t ime or  routes  to  increase
the i r  knowledge .  Consul tancy serv ices  can of ten be an ef f ic ient ,  one-stop shop for  bus iness  adv ice ,
however ,  many SMEs do not  necessar i ly  have the t ime or  resources to  access  th is  or  know where
to get  the most  appropr iate  adv ice .  Wi thout  e f fect ive  market ing and engagement ,  most  would not
th ink  about  approaching a  un ivers i ty ,  e i ther  fee l ing int imidated at  the prospect ,  or  not  hav ing an
eas i ly  nav igable  route to  ef f ic ient ly  access  the appropr iate  adv ice ,  or  be ing concerned about  the
potent ia l  cost  of  adv ice .  Univers i ty  bus iness  schools  remain a  nat ional  under-ut i l i sed resource for
economic benef i t .  At  the same t ime ,  there  is  genera l ly  a  dearth  of  f ree ,  h igh qual i ty ,  neutra l
consul tancy ava i lab le ,  resu l t ing f rom t ight  publ ic  f inances .  However ,  a  number  of  barr iers  prevent
SMEs f rom access ing un ivers i ty  expert ise .
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Univers i t ies  can appear  complex  and even impenetrable  to  SMEs .  SMEs do not  have the t ime ,  or
the resources to  nav igate  the i r  way through .
 
Reference :  29/08/2018 Pr int  Appl icat ion -  Innovat ion Funding Serv ice ht tps : //apply- for- innovat ion-
funding .serv ice .gov .uk/appl icat ion/22526/pr int  6/16  
How can un ivers i t ies  bet ter  support  loca l  and reg ional  bus inesses?  Andrew Buckley  Ch ief  Execut ive
RTC North 31  March 2017  Univers i t ies  UK.

1 .  SMEs f ind univers it ies  int imidating and inaccessible

2.  SMEs are busy and t ime poor

SMEs are  more of ten than not  t ime poor  and have l imi ted work ing cap i ta l ;  invest ing such prec ious
resource ,  therefore ,  requ i res  carefu l  cons iderat ion .  When making these judgments ,  owners  of  SMEs
f ind i t  d i f f icu l t  to  comprehend the leve l  of  benef i t  they are  l ike ly  to  rece ive in  return for  the i r  t ime
and money invested .  Organisat ions such as  the North East  Local  Enterpr ise  Partnersh ip  (NELEP)
help  bus inesses ident i fy  opportun i t ies  for  improvement  and opportun i t ies  for  so lut ions -  o f  which
the DEBC is  one of  these .
 
Reference :  NE LEP 'BEIS Bus iness  Product iv i ty  Rev iew;  Government  ca l l  for  ev idence Ju ly  2018 .

3.  SMEs lack resources and the t ime to conduct feasibi l i ty  projects

The vast  major i ty  of  SMEs lack interna l  capac i ty  in  terms of  resources ,  knowledge and t ime .
 
Reference :  NE LEP 'BEIS Bus iness  Product iv i ty  Rev iew;  Government  ca l l  for  ev idence Ju ly  2018 .  
 
For  example ,  many SMEs who have low to medium product iv i ty  do not  have the
technology/knowledge resources of  how they should apply  technology to  the i r  bus iness  e .g .
Delo i t te  ident i f ied that  SMEs who ut i l i se  c loud comput ing are  21% more prof i tab le  and exper ience
26% faster  growth than those who do not .
 
Reference :  Smal l  bus iness ,  b ig  technology ,  Google  & Delo i t te ,  2014 .
 
Such f ind ings suggest  that  i t ' s  not  the technology i tse l f  that  de l ivers  h igher  product iv i ty  but  how i t
i s  combined wi th  the leadersh ip ,  cu l ture  and the underp inn ing bus iness  model  that  w i l l  dr ive  up
per formance .
 
Reference :  State  of  D ig i t i sat ion in  UK Bus iness ,  St rateg ic  Labour  Market  Inte l l igence Report ,  SQW,
UK,  Commiss ion for  Employment  & Sk i l l s  March 2016 .
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65% of  SMEs admit ted to  us ing outdated Microsof t  Of f ice  technology ,  decreas ing product iv i ty  by
not  tak ing advantage of  the latest  benef i ts .
 
Reference :  How a lack of  tech sk i l l s  are  cost ing your  SME t ime and money ,  by  Rose Legg-Tero
March 22 ,  2016 ht tp : //www.br ighterbus iness .co .uk/ lack- tech-sk i l l s -cost ing-sme-t imemoney .

4.  Many SMEs do not know how to access  a  univers ity  l inked BC

In  our  exper ience at  Northumbr ia  Univers i ty ,  a l though we have reached 300 bus inesses s ince 2013 ,
there  is  scope to  increase the leve l  of  awareness  of  the BC in  the bus iness  communi ty .

5.  Businesses are not aware of  the qual ity  contr ibution the BC can make

Bus inesses requ i re  educat ion on what  the BC can contr ibute  to  the i r  overa l l  product iv i ty  -  namely
the qual i ty  of  superv ised student  consul tancy wi th  exper ienced tutors  and up to  date  knowledge
that  i s  ava i lab le  f rom loca l  un ivers i ty  resources .

6.  SMEs distrust  external  information and advice

The NELEP have found that  SMEs d is t rust  externa l  in format ion/adv ice and the NELEP see a  ro le
for  the publ ic  sector  ( t rusted/ independent )  to  p lay  to  address  th is .
 
Reference :  BEIS Bus iness  Product iv i ty  Rev iew;  Government  ca l l  for  ev idence Ju ly  2018 .

7.  Employers  f ind graduates lack real  world experience.

The CBI  and Pearson Report  in to graduates  found 33% of  companies  are  unhappy wi th  graduates '
at t i tude to  work ,  b laming the i r  lack  of  res i l ience and se l f -management  sk i l l s .  I t  has  a lso been
noted that  too many graduates  lack bas ic  bus iness  et iquette  and communicat ion sk i l l s .
 
Reference :  Da i ly  Te legraph 1 1/07/17 .
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Government  spending cuts  have reduced the ava i lab le  support  for  SMEs .  As  a  resu l t ,  many
bus inesses in  the North East  and beyond are  turn ing to  the f ree 'profess ional '  adv ice and
consul tancy of fered by Northumbr ia  Univers i ty ' s  BC .  The only  investment  requ i red by part ic ipat ing
SMEs is  the i r  t ime and t rave l  costs .  F rom 2013  Northumbr ia  Univers i ty ’ s  Bus iness  C l in ic  has  g iven
pro-bono consul tancy to  300 c l ients .  Based on an anonymous survey of  c l ients  2017-2018 ,  on
average ,  the est imated va lue of  the consul tancy adv ice ( in  terms of  cost  of  equ iva lent  adv ice i f
they had to  pay for  i t )  was £5 ,500 per  c l ient .  Moreover ,  100% of  c l ients  sa id  the consul tancy they
have rece ived f rom the BC wi l l  impact  the i r  dec is ion-making .
 
The DEBC recru i ted 47  SMEs ,  de l iver ing over  £243 ,  178 worth of  va lue in  consul tancy adv ice to
part ic ipat ing SMEs ,  averag ing £5 , 174 or  perce ived sav ings to  par t ic ipat ing c l ients .  We a lso know
that  in  the medium to longer  term (based on a  qual i tat ive  invest igat ion into the longer- term
impact  of  Northumbr ia 's  ex is t ing BC engagement  on ex is t ing c l ient  f i rms)  s ign i f icant  benef i ts  have
inc luded :
 

New product  development
Serv ice & process  innovat ion
New market  ident i f icat ion
Val idat ion of  new bus iness  ventures

The  Business  Clinic

The  Business  Clinic  Success

To date ,  Northumbr ia 's  BC has now g iven pro-bono consul tancy to  over  300 c l ients .  Northumbr ia 's
BC model  has  a l ready rece ived two major  awards and is  a  powerfu l  tool  for  recru i t ing s tudents
who want  to  ga in  rea l  work  exper ience in  the i r  degree and genera l ly  d i f ferent iates  the bus iness
school .  As  a  resu l t ,  the current  serv ice  is  a l ready mutual ly  benef ic ia l  for  a  range of  s takeholders  -
SMEs ,  s tudents  and the un ivers i ty .  However ,  thus  far ,  these resu l ts  have come f rom a s ign i f icant
investment  by  the un ivers i ty .
 
Running the BC for  5  years ,  we have seen* :  

100% of  c l ients  sa id  the consul tancy serv ices  wi l l  have an impact  on the i r  dec is ion-making
96% state  the serv ices  have rece ived pos i t ive  responses f rom d i rectors  and staf f
92% of  c l ients  say  the serv ices  h ighl ighted new issues/concerns
The c l ients  est imate the va lue of  consul tancy report  i s  equ iva lent  to  £5 ,500

 
*Based on an anonymous survey of  c l ients  2017-2018 .
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But  more than prov id ing a  f ree ( t rusted/neutra l )  serv ice  (protected by profess ional  indemni ty
insurance) ,  the DEBC approach enables  the SMEs to  tap into a  range of  knowledge re levant  to
the i r  bus iness  f rom across  a  range of  d isc ip l ines ,  and access  to  the latest  th ink ing and 'young
eyes '  perspect ives  of  the s tudents .  In  l ine  wi th  Univers i ty  s t rategy ,  as  wel l  as  the economic
benef i ts  to  the loca l  bus inesses ,  the s tudent  adv isors  develop new sk i l l s  in  a  rea l -wor ld  set t ing ,
apprec iat ing the chal lenges and opportun i t ies  which bus inesses face ,  which great ly  enhances the i r
educat ion and employabi l i ty  prospects .

The  Digitally  Enabled  Business  Clinic
We are focus ing on a  combinat ion of  enabl ing SMEs to  adopt  ex is t ing technology and embrace
modern bus iness  pract ice .  I t  i s  w ide ly  accepted that  consul tancy adv ice can make a  s ign i f icant
d i f ference to  the product iv i ty  of  a  bus iness .  Our  pro ject  uses  the veh ic le  of  a  DEBC to enable
univers i ty  bus iness  school  s tudents ,  work ing under  c lose superv is ion ,  to  prov ide pro bono
consul tancy to  SMEs .
 
The feas ib i l i ty  s tudy ,  which in formed the development  of  th is  gu ide ,  targeted low and mid
product iv i ty  SMEs across  a  range of  sectors ,  who would benef i t  f rom consul tancy adv ice .

Rationale

The UK industr ia l  St rategy a ims to  support  un ivers i t ies  and bus inesses work ing together  to
innovate .  Ev idence at  Northumbr ia  Univers i ty  shows that  the BC approach of  prov id ing pro-bono
consul tancy ,  can br ing s ign i f icant  bus iness  benef i ts  e .g .  the BC "produced work of  the h ighest
standards and the i r  work  wi l l  u l t imate ly  resu l t  in  us  growing our  bus iness"  (NC Insurance -  a  recent
BC c l ient ) .  The BC is  a  veh ic le  for  opening up the Univers i ty ' s  untapped resources for  the benef i t
of  the loca l  communi ty .

Our approach

This  innovat ive  pro ject  proved the DEBC concept  i s  a  cost-ef fect ive ,  qu ick- to- implement ,  way to
widely  reach out  to  SMEs -  enabl ing them to interact  w i th  a  loca l  un ivers i ty ,  ga in  pro-bono neutra l
adv ice ,  enhance capac i ty  and access  s tate  of  the ar t  knowledge and a  younger  generat ion
perspect ive ,  boost ing the i r  product iv i ty .  Fur thermore ,  ro l l ing out  such a  network of  DEBCs would
be an innovat ive  mechanism enabl ing UK bus inesses to  eas i ly  connect  w i th  and benef i t  f rom new
knowledge ,  ins ights  and f resh perspect ives  of  un ivers i ty  s tudents ,  who in  turn  benef i t  f rom
apply ing the i r  knowledge to  rea l  bus iness  chal lenges .
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Overcoming barr iers

1 .  SMEs can f ind un ivers i t ies  int imidat ing and inaccess ib le  -  The DEBC prov ides  a  smal ler ,  more
approachable  ent i ty  SMEs can l ia ise  wi th .  
 
2 .  SMEs are  busy and t ime poor  -  The DEBC prov ides  c l ient  adv ice d ig i ta l ly ,  thereby enhanc ing
product iv i ty .
 
3 .  SMEs lack resources and t ime to innovate -  The consul tancy wi l l  be pro-bono and supported by
exper ienced academics/consul tants  fac i l i ta t ing knowledge t ransfer .  Therefore ,  the burden on
cl ients  i s  reduced .
 
4 .  SMEs lack awareness  of  the BC and the potent ia l  contr ibut ion -  D ig i ta l  outreach wi l l  be
enhanced by us ing onl ine channels .  The DEBC pro ject  measured the ef fect iveness  of  var ious
d ig i ta l  channels  to  recru i t  and engage wi th  SMEs .  D ig i ta l  engagement  wi l l  he lp  the BC reach SMEs
they would not  t rad i t ional ly  meet  and create  more opportun i t ies  to  engage .
 
5 .  SMEs f ind graduates  lack rea l  wor ld  exper ience -  The student  exper ience prov ided by the BC
improves the sk i l l s  o f  graduates  and part icu lar ly  in  demand areas (d ig i ta l ) .

How the DEBC represents  innovation

Most  SMEs would not  th ink  to  work  wi th  a  un ivers i ty  or  a  un ivers i ty- l inked BC .  We created an
innovat ive  DEBC,  which wi l l  use d ig i ta l  market ing to  at t ract  a  range of  SMEs and d ig i ta l  tools  to
interact  to  prov ide pro-bono consul tancy adv ice .  Use of  d ig i ta l  p lat forms wi l l  s imul taneous ly ,  mean
there is  not  a  requ i rement  for  such extens ive  in f rast ructure  or  premises  and thus decreases the
operat ional  cost  of  the BC model  more genera l ly .  Moreover ,  the sh i f t  w i l l  encourage both
part ic ipat ing SMEs and students  to  engage wi th  d ig i ta l  technolog ies  (MS Sharepoint ,  Google  Docs ,
Whatsapp groups ,  Skype ,  Facebook groups ,  etc )  that  w i l l  fac i l i ta te  remote ,  co l laborat ive  work .  Th is
wi l l  save t ime for  the SMEs .

We have created ,  tested and eva luated the DEBC,  report ing on the bus iness  outcomes ar is ing f rom
the pro ject .  A lso ,  we have prepared a  set  of  compel l ing research and th is  "how to"  gu ide on set t ing
up and operat ing a  DEBC.
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Impact on cl ient  productiv ity

The DEBC has been able  to  prov ide va luable  ins ights  to  c l ients  f rom a range of  industr ia l  sectors .
A l though ,  at  the t ime of  wr i t ing ,  s t i l l  a t  the ear ly  s tages of  act ion ing the suggest ions made ,
par t ic ipants  were asked to  speculate  on the expected impact  the consul tancy would have on the i r
product iv i ty .  As  a  broad ind icator  of  impact ,  the c l ients  were asked to  show the i r  leve l  of
agreement  to  the fo l lowing statement :

“This project wil l  l ikely enhance my organisation's productivity”

The resu l ts  of  which gave a  mean score of  5 .44 out  of  a  poss ib le  7 ,  showing an overa l l  pos i t ive
pos i t ion wi th  th i r ty-seven part ic ipants  in  agreement ,  four  in  d isagreement ,  and a  fur ther  s ix
hold ing a  neutra l  pos i t ion (F igure 1 ) .  C l ients  were s imi lar ly  asked to  rate  the i r  agreement  to  the
abi l i ty  of  the i r  pro ject  resu l ts  to  impact  f inanc ia l  per formance .  Whi ls t  th is  was s l ight ly  less  so ,
there  was s t i l l  a  notable  skew towards the pos i t ive  wi th  a  mean score of  4 .85 out  of  7 .

Stro
ng

ly 
ag

ree
Agre

e

Som
ew

ha
t a

gre
e

Neu
tra

l

Som
ew

ha
t d

isa
gre

e

Disa
gre

e

Stro
ng

ly 
dis

ag
ree

15 

10 

5 

0 

F i gu r e  1 :  L i k e l i h ood  o f  t h e  DEBC  Resu l t s  Enhanc i ng  P roduc t i v i t y
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To of fer  fur ther  c lar i ty  on the broad def in i t ion of  product iv i ty  ass igned dur ing the survey ,  c l ients
were g iven a  chance to  ass ign key per formance ind icators  (KPIs )  l i ke ly  to  be impacted dur ing the i r
DEBC pro ject .  Invar iab ly ,  the KPIs  chosen by each part ic ipant  were s ign i f icant ly  context  dependent
g iven the purpose of  each pro ject  and the type of  SME .  For  example ,  P ,  12 ,  cons idered employee
engagement  a  cr i t ica l  area of  product iv i ty ,  where P ,  1 ,  ass igned number  of  orders ,  webs i te  t ra f f ic
and convers ion rate .  Regard less  of  the KPIs  chosen ,  each c l ient  was asked to  g ive  a  score out  of
ten dur ing the in i t ia l  in terv iew ,  then speculate  at  the end of  the DEBC pro ject  in  l ight  of  the
ins ights  prov ided by the i r  s tudent  team.  Spec i f ica l ly ,  the c l ients  were asked dur ing the second
round of  in terv iews to  rate  the i r  product iv i ty  at  present  ( in  l ight  of  the pro ject  ins ights ) ,  a f ter  s ix
months ,  and aga in  at  twelve months af ter  fu l ly  implement ing the recommendat ions g iven .
 
The resu l ts  of  th is  qual i tat ive  enqui ry  support  those seen wi th in  the survey data ,  w i th  a  tota l  o f  25
c l ients  suggest ing potent ia l  short - term improvements  to  some,  i f  not  a l l  o f  the product iv i ty
metr ics  set .  However ,  i t  i s  notable  that  in  some cases the in i t ia l  impact  was re lat ive ly  smal l .  For
instance ,  P .  6 ,  suggested the i r  turnover  would move f rom 5 .5  to  6 .5  out  of  10 .  A l though in  some
cases ,  as  was seen wi th  P ,  14 ,  the increase was far  more s ign i f icant ,  see ing a  move f rom 3 to  8  out
of  10 for  market  research :

P, 14. “I have been much more pro-active in contacting cl ients (B2B), meeting with

airports, safari parks and Jet2. We are have now increased productivity to 7/10 from

5/10 and making progress.  Market research moved from 3/10 to 8/10 as the report gives

us a blueprint, it 's  independent and supports what my business is doing”.

When look ing fur ther  in  the future ,  the f ind ings once aga in  show a pos i t ive  out look based on the
DEBC intervent ions .  When asked to  pred ict  the i r  product iv i ty  scores  a f ter  s ix  months ,  a  tota l  o f  17
c l ients  expected fur ther  increases ,  h igh l ight ing future  potent ia l  a f ter  fu l ly  implement ing
recommendat ions .  A  key example of  th is  i s  P .  22 ,  who have been able  to  implement  some of  the
recommendat ions around the i r  market ing st rategy ,  but  admit  more t ime is  requ i red to  see resu l ts .
As  a  consequence of  the changes made ,  they are  ab le  to  target  appropr iate  market  segments  more
ef fect ive ly ,  lead ing to  a  pred icted two-fo ld  increase in  the i r  turnover  w i th in  6  months ,  mov ing the i r
score f rom a 4 to  an 8  out  of  10 .

P, 22. “Turnover within the next six months, I 'm very productively working to maximise

that, so that wil l  go right up to an 8”
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F ina l ly ,  the longer- term impact  on product iv i ty  ( 12  months af ter  the end of  each pro ject )  once
again  showed some pos i t ive  pred ict ions ,  w i th  a  tota l  o f  n ine c l ients  suggest ing fur ther  smal l
increases .  I t  i s  however  worth not ing that  where the long-term out look does not  show any
s ign i f icant  increase in  product iv i ty  w i th in  the c l ient  sample ,  th is  was main ly  due to  a  re luctance on
the part  of  par t ic ipants  to  speculate  so far  in  advance .   Th is  i ssue was a lso seen at  the s ix -month
per iod ,  a l though in  th is  case ,  on ly  two organisat ions were unwi l l ing to  prov ide a  speculat ive
product iv i ty  forecast .
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RESOURCES

Classroom  & meeting  spaces
The t rad i t ional  BC in f rast ructure  inc ludes a  dedicated bu i ld ing which houses -  s ta f f  o f f ice  space ,
boardroom,  meet ing room,  co l laborat ive  work ing space ,  t ie red br ie f ing room and two smal l
seminar  rooms .  The standalone premises  were in i t ia l ly  requ i red due to  capac i ty  rest r ic t ions  in
other  facul ty  bu i ld ings and the need to  mainta in  a  profess ional  env i ronment  for  externa l  c l ients .  In
addi t ion ,  the premise of  the BC means that  the focus is  on col laborat ive  work ing between
students ,  meaning open spaces where s tudent  groups can work on consul tancy pro jects  are  v i ta l .
 
Wi th in  the DEBC model ,  the phys ica l  premises  become less  important  as  the v i r tua l  nature  of  the
model  means the consul tancy work wi th  c l ients  can be completed in  a  var iety  of  ways :
 

Through onl ine col laborat ive  sof tware
Ut i l i s ing publ ic  meet ing spaces -  cof fee shops ,  l ib rar ies ,  co-work ing spaces
Ut i l i s ing c l ient  of f ices  

 
In  terms of  teach ing and academic prov is ion of  the BC ,  in  a  DEBC scenar io  th is  can st i l l  be
accompl ished through the use of  ex is t ing lecture  ha l ls  and seminar  rooms in  main  facul ty
bu i ld ings where capac i ty  a l lows .
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Undergraduate  students

For  the bas is  of  th is  proof  of  concept ,  a  tota l  o f  128 f ina l  year  undergraduate s tudents  par t ic ipated
from a range of  bus iness- re lated programmes .
 
The BC is  ava i lab le  to  undergraduate and postgraduate bus iness  s tudents  (some exc lus ions apply ) .
 
The BC was bu i l t  f rom the idea that  each bus iness  s tudent  would have some e lement  of  pract ica l
work  exper ience in  a  profess ional  set t ing by the t ime they graduate .  A l though year- long
placements  are  of fered to  a l l  s tudents ,  not  everyone wi l l  secure a  p lacement .  The BC prov ides
rea l - l i fe  exper ience ,  teach ing sk i l l s  o f  accountab i l i ty ,  t ime management ,  communicat ion and team
work ing .

Due to  the d ig i ta l  nature  of  th is  proof  of  concept ,  both c l ients  and students  were encouraged to
use var ious sof tware to  undertake the pro ject .  
 
There were a  number  of  sof tware so lut ions that  were fami l ia r  to  s takeholders  inc lud ing :
 

Google  docs -  to  co l laborate  on documents  as  a  s tudent  team and to  show c l ients  progress .  
Skype -  to  conduct  c l ient-s tudent  meet ings as  and when requested by the c l ients .  
WhatsApp -  for  regular  s tudent-c l ient  communicat ions .  Th is  was somet imes prefer red by c l ients
when students  needed to ask quest ions and a  formal  meet ing was not  necessary .  
HubSpot  -  th is  i s  used as  a  CRM system to manage prev ious ,  current  and potent ia l  c l ient
contacts .  Pro ject  deta i l s  are  a lso uploaded to each c l ient  prof i le  so there is  a  h is tor ic  t imel ine
ava i lab le .

Software

Staff

The Bus iness  C l in ic  Univers i ty  s ta f f  compr ises  of :
 

Bus iness  C l in ic  Di rector  -  ensur ing the consul tancy pro jects  are  of  appropr iate  academic r igour ,
coord inat ing academic s taf f  teach ing respons ib i l i t ies  and tak ing overa l l  accountab i l i ty  for  c l ient
re lat ionsh ips  wi th  the Univers i ty .  

 
Bus iness  C l in ic  Manager  -  pr imar i ly  respons ib le  for  sourc ing appropr iate  c l ients  for  s tudent
pro jects  and increas ing awareness  of  the BC propos i t ion across  re levant  networks .  Th is  would
a lso involve a  leve l  of  market ing act iv i ty  to  promote serv ices  of fered .  
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Bus iness  C l in ic  Ass is tant  -  ensures  the log is t ics  of  s tudent  teach ing t imetables  are  met ,  dea ls
wi th  incoming quer ies  f rom both students  and c l ients  and organises  s tudent  hand- in  dates ,
in i t ia l  c l ient  meet ings and f ina l  c l ient  presentat ions .  Good organisat ion sk i l l s  are  key to  th is  ro le
and the seamless  runn ing of  the BC overa l l  due to  the large number  of  par t ic ipat ing students
and c l ients .  

 
1 1  Academic s taf f  -  the taught  e lement  of  the BC is  undertaken by a  number  of  academic s taf f
f rom the Bus iness  facul ty .  I t  i s  not  unusual  for  these members  of  s ta f f  to  have exper ience of
work ing in  a  profess ional  set t ing outs ide of  the un ivers i ty  sector .  Some assoc iates  who support
the students  a lso run the i r  own consul tancy bus inesses .   Th is  i s  incred ib ly  important  for
students  when prepar ing them for  work ing in  a  profess ional  set t ing and prov id ing ins ight  in to
the best  ways to  meet  c l ient  expectat ions .
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PROCESS

Client  recruitment

This  sect ion wi l l  out l ine  the process  of  recru i t ing c l ients ,  through to handing over  the pro ject  to
students  -  a  process  which is  of ten undertaken by the Bus iness  C l in ic  Manager .

H is tor ica l ly ,  c l ient  recru i tment  was ach ieved pr imar i ly  through good word of  mouth -  e i ther  by
academic s taf f  or  c l ient  recommendat ions .  Wi th  a  leve l  of  growth requi red to  meet  s tudent
numbers  and for  the benef i t  o f  th is  proof  of  concept ,  add i t ional  c l ient  recru i tment  act iv i ty  was
undertaken .  For  th is  proof  of  concept ,  i t  was integra l  that  the BC demonstrated how c l ients  could
be acqui red d ig i ta l ly .  For  th is  reason ,  an integrated market ing campaign was implemented which
used a  combinat ion of  on l ine and of f l ine  channels .
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This  was used to  bu i ld  awareness  of  Northumbr ia  Univers i ty ’ s  BC propos i t ion wi th in  the SME target
audience .  These users  had been categor ised through 3rd party  data  and f rom keyword analys is
that  showed intent  for  bus iness  consul tancy serv ices .  Ar twork  used can be found in  Appendix  A .
 
Prospect ing d isp lay  should be used pr imar i ly  for  brand awareness  rather  than a  convers ion tool .
Th is  channel  he lps  at t ract  new audiences who may not  be aware of  your  product  and serv ice  but
may have a  need for  th is  at  some point  in  the future .  Th is  was important  for  the BC to ra ise  prof i le
wi th in  the wider  SME network .
 
 
The d isp lay  act iv i ty  s ign i f icant ly  outper formed the forecast  for  both impress ions and c l icks .  We
secured a  c l ick- through rate  of  0 . 14% -  which is  a  s t rong per formance aga inst  forecast .  More
ef f ic ient  costs  in  terms of  CPM (cost  per  impress ion)  meant  that  we were able  to  serve more
impress ions for  the same budget .  
 
A l though th is  act iv i ty  d id  not  d i rect ly  dr ive  enqui ry  form submiss ions ,  52  users  went  on to  v iew the
Northumbr ia  Contact  Us page fo l lowing exposure to  a  DEBC ad .  Th is  ind icated they were look ing
for  a  way to  contact  the Univers i ty  to  f ind out  more .

Online

Prospect ing display act iv i ty

Retarget ing display act iv i ty

This  act iv i ty  was based on audiences bu i l t  f rom profess ional  bus iness  serv ices  pages of  the
Northumbr ia  Univers i ty  webs i te .  Th is  audience was cons idered as  hav ing an interest  in  the BC
propos i t ion ,  therefore  we used retarget ing d isp lay  act iv i ty  to  t ry  and encourage these users  back
to the webs i te  to  f ind out  more and submit  an enqui ry  form.  These users  would be fur ther  on in
the i r  customer  journey which should make them more l ike ly  to  convert .  Ar twork  used can be found
in  Appendix  B .
 
 
The retarget ing campaign was act ivated much later  than p lanned as  the retarget ing audience pool
took longer  than ant ic ipated to  bu i ld .  The per formance once th is  act iv i ty  was act ivated suggests
th is  would have per formed wel l  for  us  had i t  been running for  longer .
 
Desp i te  l imi ted impress ion de l ivery  due to  the smal l  t imeframe for  the campaign ,  the retarget ing
act iv i ty  de l ivered a  h igher  than forecast  c l ick- through rate  and two submit ted contact  us  forms .

RESULTS:

RESULTS:
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Having a  fa i r ly  spec i f ic  target  audience for  th is  proof  of  concept ,  the BC a lso tested th i rd  par ty
act iv i ty  through an onl ine publ isher  of  reg ional  UK bus iness  news -  Bda i ly .  Th is  act iv i ty  compr ised
of  an emai l  to  the i r  subscr ibers ,  a  d isp lay  banner  on the i r  webs i te  and a  featured ar t ic le .  Ar twork
used can be found in  Appendix  C .
 
 
The emai l  act iv i ty  drove the major i ty  of  submit ted enqui ry  forms .  
 
C l ick- through rates  for  the d isp lay  banner  and featured ar t ic le  were lower  than the forecast
prov ided by Bdai ly ,  however ,  we mainta in  th is  was a  usefu l  brand awareness  and educat ion
exerc ise .
 
Lower  bounce rates  f rom the Bdai ly  act iv i ty  suggests  th is  was a  more qual i f ied audience to  target
for  the BC propos i t ion .

Third-party  act iv i ty

Overal l  v iews on dig ita l  market ing act iv i ty

The act iv i ty  de l ivered a  s ign i f icant  number  of  new users  to  the webs i te .  Th is  shows the
prospect ing act iv i ty  reached the new audience as  requ i red and ach ieved the re levant  brand
awareness .  Wi th  more t ime and budget  a l located ,  th is  d ig i ta l  market ing st rategy would be
rev iewed and tested fur ther .  Fu l l  per formance overv iew can be found in  Appendix  D .

Limitat ions of  th is  proof  of  concept  act iv i ty

Due to budget  constra ints  w i th in  the proof  of  concept ,  pa id  search advert is ing was cons idered as
out  of  scope due to  expens ive cost  per  c l ick  vo lumes caused by h igh compet i t ion on ‘bus iness
consul tancy ’  terms that  would be requi red to  ach ieve the requ i red brand awareness  leve ls  needed .
 
At t r ibut ion for  d ig i ta l  market ing channels  was not  ava i lab le  due to  interna l  and externa l
rest r ic t ions  which means i t  i s  d i f f icu l t  to  fu l ly  understand the va lue of  the d ig i ta l  channels  used in
th is  test .

RESULTS:
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Through an act ive  profess ional  L inkedIn prof i le ,  i t  was poss ib le  to  d iscover  and be inv i ted to  a
number  of  bus iness- re lated network ing events .  Th is  was an idea l  opportun i ty  to  ta lk  to  large
numbers  of  potent ia l  c l ients  f rom a range of  industr ies  and bu i ld  awareness  of  the serv ice  that  the
BC prov ides .  These types of  events  were important  for  longer- term c l ient  acquis i t ion as  i t  i s
important  to  bu i ld  re lat ionsh ips  wi th  potent ia l  c l ients  to  prov ide a  p ipe l ine of  pro jects  for  future
student  cohorts .

Offl ine

Networking events

Communal  working areas

Simi lar  to  network ing ,  loca l  communal  hot  desk spaces prov ide an opportun i ty  to  f ind out  about
other  bus inesses and ra ise  awareness .

Business  support  networks

Through a  combinat ion of  network ing and un ivers i ty  contacts ,  we have bu i l t  hea l thy  re lat ionsh ips
wi th  other  bus iness  support  networks  across  the reg ion who help  bus inesses f ind support  and
serv ices  requ i red .  Examples  of  these support  networks  are  the NELEP,  Chamber  of  Commerce ,
Sca le  Up Inst i tute  and Bus iness  In  The Communi ty .  These networks  are  usefu l  s ignposts  for
bus inesses look ing for  f ree consul tancy adv ice and to  engage wi th  the un ivers i ty  sector .   These
networks  can a lso prov ide onl ine opportun i t ies  to  increase awareness  and prov ide leads -  showing
informat ion on BC serv ices  and contact  deta i l s  to  get  in  touch .

Business  accelerator  groups

Contacts  who run accelerator  and sca le  up groups such as  Barc lays  Eagle  Labs or  NatWest
Bus iness  Growth Enablers  prov ide a  ready-made network of  bus inesses look ing for  contacts  that
can prov ide the i r  bus iness  support  in  some way .  The benef i t  o f  in teract ing wi th  bus inesses at  th is
stage is  that  re lat ionsh ips  wi th  the un ivers i ty  are  bu i l t  ear ly  on in  the bus iness  l i fe  cyc le ,  therefore
they prov ide longer- term opportun i t ies .

Univers i ty  cross-sel l ing

As wi th  any h igher  educat ion inst i tute ,  i t  i s  important  to  make wider  facul ty  and un ivers i ty  s ta f f
aware of  the propos i t ion so that  they can make contacts  aware when appropr iate .  In  par t icu lar ,
those departments  which may come into contact  regular ly  w i th  bus inesses such as  Bus iness
Development  or  Careers  and Employment .  The BC presents  a  low-cost  entry  po int  for  an SME to
engage wi th  a  un ivers i ty .  As  the re lat ionsh ip  matures  there could be other  mutual ly  benef ic ia l
pro jects  that  the Univers i ty  and SMEs can col laborate  on .
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Brief  development

In  most  cases ,  the Bus iness  C l in ic  Manager  wi l l  have an in i t ia l  fact - f ind ing meet ing wi th  the c l ient
to  understand the background of  the organisat ion and what  they are  look ing for  f rom the pro ject .
I t  i s  w i th in  th is  meet ing that  expectat ions are  set  w i th  the c l ient  -  c lear ly  communicat ing t imel ines
for  s tudent  pro jects  and what  i s  cons idered a  su i tab le  s tudent  pro ject .  I t  i s  important  to
communicate  that  the s tudents  are  act ing on a  consul tancy bas is ,  and wi l l  not  be an employee of
the bus iness  dur ing the per iod of  t ime they are  work ing on the pro ject .  Th is  meet ing is  of ten
conducted over  the phone or  v ia  Skype ,  however ,  in  some cases ,  the meet ing wi l l  take p lace at
the i r  premises  or  w i th in  the BC .  Th is  i s  dependent  on the nature  of  the pro ject .

Initial  meeting Project  drafted Quality  assurance

Stage 1  -  in it ia l  meeting

Stage 2  -  project  drafted

Fol lowing th is  meet ing ,  the Bus iness  C l in ic  Manager  wi l l  compose a  draf t  pro ject  br ie f  (Appendix  E )
-  shaping the c l ient ’ s  needs into a  pro ject  that  a lso meets  the academic requ i rements .  Th is  draf t  i s
sent  to  the c l ient  v ia  emai l  where they are  asked to  inc lude the i r  ob ject ives  and prov ide any
fur ther  feedback .

Stage 3  -  qual ity  assurance

Once the c l ient  has  approved the br ie f ,  th is  i s  qual i ty  assured by the BC academic s taf f  to  ensure
th is  meets  appropr iate  academic s tandards for  the leve l  of  the module ;  e i ther  f ina l  year
Undergraduate ( leve l  6 )  or  Masters  ( leve l  7 ) .  
 
Note :  th is  process  i s  t racked in  i ts  ent i rety  on the HubSpot  CRM system -  us ing i t  to  s tore
documents  but  a lso send emai ls  so that  a l l  communicat ion is  t racked .
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Team  recruitment  & selection

Al l  s tudents  want ing to  take part  in  the consul tancy pro ject  must  submit  an appl icat ion which
out l ines  the i r  sk i l l s ,  in terests  and prev ious work exper ience (Appendix  F ) .  
S tudents  are  requ i red to  form groups of  four  to  create  a  consul tancy team.  They are
encouraged to  create  groups wi th  mixed sk i l l s  -  a t  th is  po int  not  knowing what  k ind of  c l ient
br ie f  they might  be ass igned .  The BC has i ts  own Facebook Page which the students  are  asked
to engage wi th .  Th is  i s  the main route for  s tudents  f ind ing a  group and communicat ing in  the
ear ly  s tages of  semester  1 .
Once students  have formed a group ,  they submit  a  group form v ia  emai l  which out l ines  the i r
chosen team name and key in format ion about  themselves .  I t  i s  th is  form that  i s  used to  pa i r
s tudent  groups wi th  c l ient  pro jects .  
Student  teams are  matched wi th  c l ients  pr imar i ly  based on re lated subject  areas .  The match ing
process  i s  done wi th  a  combinat ion of  BC staf f ,  as  i t  i s  important  to  inc lude those who know the
students  wel l  enough and those who understand c l ient  expectat ions .  Due to  s taf f  commitments ,
th is  i s  of ten done through a  v ideo ca l l  v ia  Skype .

Consultancy  training

Bus iness  C l in ic  s tudents  undertake consul tancy t ra in ing .  Th is  inc ludes :
 

Understanding the needs and the wants  of  the c l ient  ( inc :  the organisat ion purpose and
organisat ional  context )
Managing expectat ions
The ro le  of  the consul tant  (quest ion ing ,  l i s t ing ,  ana lys ing ,  synthes is ing ,  o f fer ing)
Be ing profess ional
Problem-solv ing in  a  rea l - l i fe  s i tuat ion
Successfu l ly  def ine (or  re-def ine)  the problem,  gather  appropr iate  data
Undertak ing research (pr imary  and secondary )
Analys ing data
Making robust  and ev idence-based recommendat ions
Use of   spec ia l i s t  IT  /  sof tware
Team forming and work ing ef fect ive ly
Leadersh ip  sk i l l s
Pro ject  management  and use of  appropr iate  tools
Profess ional  report  wr i t ing
Profess ional  presentat ion
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The above is  de l ivered pr ior  to  the s tudents  rece iv ing the i r  consul tancy task  and meet ing the i r
c l ient .  I t  i s  normal ly  de l ivered v ia  pract ica l  workshops over  a  per iod of  weeks ,  however ,  i t  can be
del ivered in  ‘b lock-mode ’  format .  Mater ia l  i s  prov ided v ia  a  V i r tua l  Learn ing Env i ronment  (VLE) .
The act iv i t ies  promote personal  and group development ,  commerc ia l  awareness ,  and a  range of
interpersonal ,  in te l lectua l  and pract ica l  sk i l l s  and knowledge centred on consul tancy pro jects .
Once the students  ( f i rms)  have the i r  br ie f  and have met  the i r  c l ient ,  they have regular  weekly
meet ings wi th  BC tutors .

Managing  client-student  interaction

Init ia l  c l ient  meeting

Al l  c l ients  are  inv i ted to  an in i t ia l  meet ing wi th  the i r  s tudent  group .  
 
Th is  i s  organ ised by the Bus iness  C l in ic  Ass is tant  us ing an onl ine tool ,  Ca lendly .  Ca lendly  has  the
capabi l i ty  for  the BC to open s lots  that  c l ients  can book onto on a  f i rs t  come f i rs t  served bas is
wi thout  the need for  manual  in tervent ion .  As  wel l  as  prov id ing a  book ing fac i l i ty ,  Ca lendly  wi l l  a lso
send automat ic  reminders  to  c l ients  ahead of  the f i rs t  meet ing .  
 
Students  are  prov ided wi th  the i r  c l ient  br ie f  ahead of  the meet ing to  a l low them to prepare
quest ions and conduct  background research .
 
A  member  of  the Bus iness  C l in ic  s ta f f  w i l l  a lways be present  at  the f i rs t  meet ing wi th  c l ients ,
however ,  these are  dr iven and managed by the students ,  therefore ,  the s taf f  member  i s  there  only
to oversee and ensure the re levant  permiss ion and eth ica l  approval  paperwork is  completed .  Due
to the increas ing outreach of  Northumbr ia ’s  BC ,  v ideo ca l ls  v ia  Skype are  used more commonly  to
prevent  the need for  long t rave l  by  c l ients  which could impact  on the i r  workday and product iv i ty .
 
A  successfu l  c l ient  meet ing is  one which the students  have prepared adequate ly  for .  S tudent
groups which are  wel l  in formed about  the c l ient  organ isat ion and have appropr iate  quest ions to
probe the c l ient  fur ther  w i l l  inst i l  conf idence wi th  the c l ient  that  the i r  ob ject ives  are  l ike ly  to  be
achieved .  
 
Of ten due to  a  lack of  exper ience ,  s tudents  can be eas i ly  led by c l ients .  I t  i s  important  that
students  t ry  to  lead the meet ing as  much as  poss ib le  to  ensure they gather  the requ i red
informat ion to  k ick  of f  the i r  pro jects .
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Ongoing cl ient  communication

Fol lowing th is  meet ing ,  the s tudents  mainta in  contact  w i th  the c l ient  throughout  the process  in  a
way that  i s  agreed wi th  the c l ient .  The in i t ia l  meet ing is  used to  set  expectat ions on
communicat ions between both part ies .  Some c l ients  w i l l  have a  s t rong preference for  how of ten
and how communicat ion is  handled .  Due to  some c l ient  t ime pressures ,  on l ine communicat ions is
prefer red ,  us ing WhatsApp ,  Skype and Google  Docs as  a  means to  co l laborate .
 
Ongoing communicat ion between students  and c l ients  i s  key to  a  successfu l  pro ject ,  based on
feedback f rom both c l ients .  As  wi th  any profess ional  consul tancy serv ices ,  the consul tants  must
have the appropr iate  knowledge of  the bus iness  and area to  be able  to  make recommendat ions
that  have the opportun i ty  to  be implemented .  Th is  i s  usual ly  ach ieved through students  gather ing
informat ion at  mul t ip le  s tages wi th in  the process ,  not  on ly  at  the beginn ing f rom the in i t ia l  c l ient
meet ing .
 
Increased use of  technology as ide f rom emai l  means that  c l ients  and students  can work together
in  a  more f lex ib le  manner .

Consultancy  project  management

Consul tancy pro jects  are  usual ly  undertaken in  the second semester ,  w i th  the in i t ia l  preparat ion
conducted in  semester  1 .  The student  groups are  sp l i t  in to  smal ler  numbers  for  pract ica l
workshops -  each of  them wi th  tutors  that  have knowledge of  the i r  subject  area .  Hal f  o f  the
students  in  the workshop wi l l  be a l located to  a  tutor  for  personal  tu i t ion .  I t  may be he lpfu l  to  have
these meet ings in  the workshop sess ions to  get  to  know the students .  A  draf t  Teaching & Learn ing
Plan for  semester  1  act iv i t ies  can be found in  Appendix  G .  
 
The BC assessment  i s  compr ised of  a  consul tancy report ,  worth  60% of  marks ,  and an ind iv idual
ass ignment ,  worth 40% of  the marks ,  const i tut ing a  l i terature  rev iew and ref lect ive  s tatement .
P lease see the Teaching & Learn ing P lan in  Appendix  G for  more deta i l s .
 

F igu r e  2 :  S e cond  s emes t e r  i nd i ca t i v e  s chedu l e
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Please note :  Staf f  are  unable  to  read complete  l i terature  rev iews .  Students  are  adv ised to
complete  l i terature  rev iews ear ly  to  rece ive more va luable  feedback in  week 4 .  In  week 7  the
l i terature  rev iew sess ion wi l l  be focussed on any problem areas they may have .  They wi l l  have up
to 5  minutes  in  a  one-on-one support  sess ion wi th  the i r  tutor  for  d iscuss ion and feedback on any
prepared work .

Use th is  opportun i ty  to  welcome the students  back f rom the i r  Chr is tmas break .  Refer  to  the
schedule  above to  out l ine  the s t ructure  of  semester  2 .  We adv ise  s tudents  to  take the t ime to fu l ly
understand the br ie f ,  by  cont inuous ly  communicat ing wi th  the i r  c l ients ,  before  jumping into the
heavy tasks-  espec ia l ly  data  co l lect ion .  I t ’ s  bet ter  for  them to have a  fu l l  understanding of  what
the c l ient  wants  before  s tar t ing the i r  pro ject .  Remind them to complete  the i r  weekly  re f lect ive
journals ,  see Appendix  H for  a  journa l  template  based on Northumbr ia  Univers i ty ’ s  Employabi l i ty
Sk i l l s  and Att r ibutes .
 
In  th is  sess ion ,  s tudents  are  expected to  develop a  schedule  wi th  key mi lestones (w i th  s tar t/end
dates ) .  The sof tware they use is  up to  them,  though many choose MS Excel .  Mi lestones to  cons ider
inc lude :
 

Fo l low-up C l ient  Meet ing
Eth ica l  Approval
Survey/ Interv iew Des ign
Sample ident i f icat ion/se lect ion
Data col lect ion
Data Transcr ipt ion
Data analys is
Recommendat ions development
Report  Wr i te  up
L i terature  Rev iew T i t le
L i terature  Rev iew Structure
L i terature  draf t  1  complete  1
L i terature  draf t  1  complete  2
L i terature  draf t  1  complete  3
Ass ignment  Submiss ion
Cl ient  Presentat ion

Week 1  -  Overview & gantt  chart  development
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This  week students  should develop and submit  the key documentat ion requi red for  eth ica l
approval .  S tudents  have access  to  an eth ics  sect ion on the i r  e lect ron ic  learn ing p lat form,
complete  wi th  gu idance documentat ion and lecture  s l ides .  Note ,  s tudents  wi l l  l i ke ly  submit  the
forms af ter  the workshop (not  dur ing) .  
 
S tudent  gu idance for  week 2 :
At  Northumbr ia  Univers i ty ,  when conduct ing research ,  s tudents  are  requ i red to  fo l low  Univers i ty
pol icy  on eth ica l  i ssues in  research and consul tancy .   Before  commencing any research ,  s tudents
must  complete  the eth ica l  approval  form.   
 
Students  should consul t  w i th  the i r  workshop tutors  regard ing eth ica l  approval .   Once completed ,
these wi l l  be independent ly  rev iewed wi th in  5  work ing days
 
Here are  some common areas for  s tudents  to  cons ider :

Data s torage –  ensure data  i s  s tored safe ly  in  e lect ron ic  and raw formats .  Stored on an
encrypted computer ,  for  example ,  a  un ivers i ty  network is  best  pract ice .
Cons ider  who wi l l  have access  to  your  data .
Ensure research is  conducted on adul ts  over  18  years  o ld ,  not  w i th in  NHS or  w i th  those
cons idered vu lnerable .
Wi th  research ,  w i thdrawal  can occur  at  any po int .  Th is  i s  important  w i th  interv iews/focus groups
in  which part ic ipants  can stop at  any po int  throughout  the interv iew and af terwards .  
Ensure each interv iewee has s igned consent  forms .
In  qual i tat ive  research ,  people  are  re fer red to  as  par t ic ipants .
In  quant i tat ive  research ,  people  are  re fer red to  as  respondents . .

Week 2 -  Ethical  approval

Week 3  -  Secondary research

Remind students  to  regular ly  re fer  back to  the i r  br ie f  and object ives  when col lect ing data .
Students  need to  ident i fy  what  ex is t ing in format ion a l ready ex is ts  to  he lp  them fu l f i l  the pro ject .
C lear ly ,  i f  data  ex is ts  a l ready there ’s  no need to  devote interv iew/survey quest ions to  obta in  i t .
S tudents  may f ind the fo l lowing sources he lpfu l .
 
In terna l  subscr ipt ions :
Univers i t ies  typ ica l ly  subscr ibe to  a  number  of  databases s tudents  can ut i l i se  to  access
economic/ industry  data  and reports .  Whi ls t  inst i tut ions d i f fer  in  the i r  l ib rary  subscr ipt ions ,
Northumbr ia  Univers i ty  s tudents  have found the fo l lowing packages usefu l  dur ing the i r
consul tancy pro jects :
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Minte l
Market  L ine
Euro Moni tor
FAME

 
Externa l  subscr ipt ions :

NHS Dig i ta l
Google  Trends
Facebook Ads Tool
Of f ice  of  Nat ional  Stat is t ics
Global  Edge

Week 4 -  L iterature review

Whi ls t  the best  l i terature  rev iews ut i l i se  methodolog ies  and st ructures  out l ined in  dedicated
textbooks and exce l lent  publ ished rev iews ,  in i t ia l ly ,  s tudents  may st ruggle  to  understand and
approach a  l i terature  rev iew- large ly  because they ’ve  never  been asked to  develop the i r  own
research quest ions and object ives .  Thus ,  s tudents  may f ind the be low d iagram helpfu l .
 
A  gener ic  t i t le  could be :
X  (e .g .  Omni-Channel  Market ing) :  Trends ,  Cr i t ique and Future  Research Di rect ions

F i gu r e  3 :  L i t e ra tu r e  r e v i ew  s t r u c tu r e
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Quick T ips :
Trends –  Focus on commonly  occurr ing themes and themes in  h igh ly  c i ted papers .  
Cr i t ique –  Focus on commonly  occurr ing l imi tat ions and l imi tat ions in  h igh ly  c i ted papers .
Future  research d i rect ions -  Focus on recent  d i rect ions and d i rect ions in  h igh ly  c i ted papers .
Warn students  that  l i terature  rev iews should be current ,  and not  ignore papers  f rom the last  12
months .

Week 5 -  Pr imary research design

Students  can begin  des ign ing pr imary  data  co l lect ion inst ruments  once the secondary  data  has
been saturated .  Access  of ten dr ives  data  co l lect ion in  the BC ,  so pro jects  requ i r ing the op in ions of
managers  of  North East  based manufactur ing SMEs wi l l  l i ke ly  be qual i tat ive .  However ,  i f  the
opin ions of  the consumers  of  e lect ron ic  goods in  the Uni ted K ingdom are requ i red ,  a  quant i tat ive
quest ionna i re  wi l l  l i ke ly  be very  e f fect ive .
 
Ensure s tudents  are  co l lect ing su i tab le  data .  There is  no use ask ing 18-25-year-o ld ’s  the i r  op in ion
about  Age UK when they l ike ly  aren ’ t  the i r  core  demographic  or  carers .  Somet imes students  wi l l
in terv iew/survey anyone they can out  of  desperat ion/exc i tement .

Week 6 -  Data col lect ion

Some suggest ions for  sources of  data  co l lect ion that  have proven successfu l  in  prev ious BC
projects  are  noted be low.  These inc lude but  are  not  l imi ted to :
 

F ind ing bus inesses to  survey
The FAME database is  a  powerfu l  tool  that  can return the personal  and contact  deta i l s  of  UK-
based staf f  in  a  var iety  of  bus inesses .  The ab i l i ty  to  search by reg ion ,  s ize  and industry  make
the tool  par t icu lar ly  powerfu l .

 
Survey ing the genera l  publ ic  

Onl ine groups & appropr iate  b logs –  e .g .  Facebook and appropr iate  forums are  an ext remely
ef fect ive  way to  ident i fy  and target  samples  based on interests  and demographics .
D is t r ibut ing v ia  fami ly  and f r iends -  I f  these opt ions fa i l ,  f r iends and fami ly  are  an ext remely
ef fect ive  approach as  warm leads of ten convert  at  h igh leve ls .
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Weeks 7  & 10 -  L iterature review

Univers i ty  modules ,  and f ina l  year  pro jects  in  par t icu lar ,  usual ly  requ i re  a  substant ia l  academic
component .  As  the consul tancy pro ject  and report  are  intended for  a  profess ional  aud ience the
DEBC ass ignment  a lso inc ludes a  l i terature  rev iew and ref lect ive  s tatement  to  ensure appropr iate
engagement  wi th  academic theory  and f rameworks .  Fur ther  to  the be low,  gu idance on the
l i terature  rev iew and ref lect ive  s tatement  can be found in  the ass ignment  br ie f  (Appendix  I ) .
S tudents  should present  the f i rs t  draf t  in  week 7  and the second draf t  in  week 10 for  rev iew .  When
rev iewing ,  cons iderat ion should be g iven to :
 

I s  t i t le  too broad/narrow?
Are key terms def ined?
Is  the work adher ing to  the agreed t i t le  and st ructure?
Does the rev iew cons ider  mul t ip le  perspect ives  and contrad ict ions  in  the l i terature?
Is  the rev iew cr i t ica l?
Is  re ferenc ing correct?
Are sources of  h igh qual i ty?
Do students  use recent  sources?

 
Does the scope of  the rev iew make sense or  has  the s tudent  arb i t rar i ly  dec ided to  rev iew 50
re lat ionsh ip  market ing papers?  Th is  i s  ext remely  common.  We cannot  expect  s tudents  to  rev iew
thousands of  re lat ionsh ip  market ing papers ,  but  there  are  some sens ib le  ways to  re f ine the scope .
For  example :
 

Rev iew a l l  re lat ionsh ip  market ing papers  s ince the last  l i terature  rev iew in  2018
Rev iew a l l  re lat ionsh ip  market ing papers  wi th in  the SME context
Rev iew a l l  re lat ionsh ip  market ing papers  wi th in  the top journa ls  in  the subject  (s tudents  may be
able  to  draw upon a  methodology out l ined in  an ear l ie r  rev iew for  th is )

Week 8 -  Data analysis

Whi ls t  i t  i s  outs ide the scope of  th is  gu ide to  prov ide deta i led gu idance on data  analys is ,  here  i s
some short  gu idance based on our  exper ience .
 

Qual i tat ive  -  Usual ly ,  s tudents  use themat ic  or  content  analys is  to  t reat  qual i tat ive  data .  Braun
& Clarke ’s  (2006)  paper  ent i t led ‘Us ing themat ic  analys is  in  psychology ’  prov ides  a  he lpfu l
systemat ic  approach .

 
Quant i tat ive  -  G iven c l ients  read the f ind ings we f ind descr ipt ive  (e .g .  p ie/bar  charts  and bas ic
tables )  more access ib le  than more advanced analyses .
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Week 9 -  Report  write  up

At th is  s tage ,  s tudents  wi l l  be develop ing c l ient  recommendat ions or  f ina l i s ing data  analys is .
P lease remind students  to  re fer  back to  the i r  br ie f  and agreed object ives  dur ing th is  s tage to
ensure a l ignment .  Moreover ,  s tudents  should a lso be mindfu l  o f  the i r  c l ient ’ s  s t rengths and
weaknesses ,  f rom a resource and capabi l i t ies  s tandpoint .  Recommendat ions don ’ t  need to  be just
empir ica l ly  just i f ied ,  but  a lso feas ib le  to  implement .  Ser ious ly  cons ider :
 

Short/medium/long-term object ives
Comprehens ive cost ing of  recommendat ions -  o f ten g iven at  three po ints  (bronze ,  s i lver  and
gold)
Expected ROI     
R isk  assessment  of  recommendat ions can be he lpfu l
No reference to  academic theory  or  l i terature  should be made in  the reports  due to  th is  be ing
c l ient  fac ing

Week 11  -  Report  write  up

Students  should now be f ina l i s ing the i r  ass ignments .  Fee l  f ree to  handout  hard exemplars  that
have been prev ious ly  approved by c l ients  to  be shared wi th  subsequent  s tudent  cohorts  -   a  report
exemplar  can be found in  Appendix  J .  A l l  reports  are  conf ident ia l ,  so  no e lect ron ic  copies  should
be sent  to  s tudents .  In  the past ,  s tudents  have used sof tware tools  l ike  InDes ign ,  Canva ,
Photoshop and MS FrontPage to  des ign the i r  reports .  F ree templates  can be found onl ine .  Tutors
aren ’ t  expected to  prov ide gu idance on us ing th is  sof tware but  are  encouraged to  use past  reports
to insp i re  a  profess ional  and sty l i sh  f ina l  product .  Whi ls t  Canva is  the eas iest ,  and thus a  most
popular  tool  to  des ign reports  i t  does ,  unfor tunate ly ,  resu l t  in  most  documents  look ing the same.
Moreover ,  th is  appears  to  s t i f le  creat iv i ty  and reduce the number  of  t ru ly  exce l lent  report  des igns
we encounter .  G iven our  c l ients  at test  that  report  des ign and presentat ion is  ext remely  important ,
we genera l ly  recommend avo id ing Canva for  report  development .
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Week 12  -  Assignment write-up & submission

Students  should now be prepar ing to  submit  the i r  ass ignments .  Three pr inted reports  are  requ i red
for  submiss ion and ind iv idual  ass ignments  are  submit ted v ia  Turn- I t - In .  Presentat ions are  usual ly
scheduled 1 -2  weeks af ter  submiss ion and s l ides  do not  need to  be submit ted wi th  the
ass ignments .  Students  wi l l  ask  about  the i r  presentat ion date  wel l  in  advance ,  as  many wi l l  w ish to
book f l ights  home/abroad or  w i l l  s tar t  new jobs .  Thus ,  we recommend students  keep the i r
schedules  open for  2  weeks af ter  submiss ion .

Guidance for  students

Convey you ’ve  rea l ly  l i s tened to  the c l ient  and understand the i r  bus iness  and needs .  Th is  i s  the
most  common pra ise  amongst  the top consul tancy pro jects ,  and a lso the b iggest  cr i t ic ism of
poor  ones .  
Interact  w i th  c l ients  regular ly  to  ensure you are  meet ing the i r  ob ject ives  and you understand
the i r  needs .  Both c l ients  and students  wi l l  ga in  more f rom the exper ience wi th  regular  contact .
A im to speak to  c l ients  at  least  once a  week ,  even i f  i t ’ s  a  s imple  emai l  update .  Th is  was the
biggest  factor  a f fect ing success  in  our  empir ica l  rev iew of  32  consul tancy pro jects .  
Take notes  dur ing c l ient  meet ings to  convey you are  ut i l i s ing the i r  t ime ef fect ive ly  and are
l i s ten ing .  Th is  i s  a lso cruc ia l  to  de l iver  t ip  1 .  
Conduct  thorough research on the c l ient ’ s  organ isat ion and industry  in  which they operate .
Ask c l ients  quest ions as  they are  a  va luable  knowledge source and th is  w i l l  ensure s tudents
don ’ t  repeat  work  that  may have a l ready been completed .
Be prepared ,  organ ised and profess ional  throughout  -  th is  may be part  of  a  un ivers i ty
programme,  but  the serv ice  prov ided is  to  rea l  organ isat ions and therefore  s tudents  should
meet  c l ient  expectat ions and make a  good impress ion .

1 .

2 .

3 .

4 .
5 .

6 .

Report  writing  & development

Examples  of  report  s t ructures  and wr i t ing s ty les  are  rev iewed wi th  the s tudents .  Exemplars ,  past
completed consul tancy reports  are  a lso s tud ied .   The importance of  present ing the report  to  the
h ighest  poss ib le  profess ional  s tandards whi ls t  be ing appropr iate  for  the part icu lar  c l ient  i s  made
clear  to  the s tudents .  For  example ,  reports  are  far  more ef fect ive  i f  wr i t ten and presented tak ing
into account  the part icu lar  nature  of  the c l ient  (e .g .  SMEs ,  Soc ia l  Enterpr ises ,  Char i t ies ,  Mul t i -
Nat ionals  etc . ) .
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Final  client  presentation  & feedback

The c l ient  rece ives  an e lect ron ic  (PDF)  approx imate ly  2  weeks before  the presentat ion and one
paper  copy (Appendix  K) .   The students  are  requ i red to  emai l  an e lect ron ic  copy of  the i r
presentat ion before  8am on the day of  the i r  presentat ion or  br ing the i r  presentat ion on a  memory
st ick .   S tudents  are  requested to  ar r ive  10 minutes  ear ly  where the team leader  wi l l  report  to  a
staf f  member  in  the of f ice .  Students  are  expected to  be in  bus iness  dress  (as  they would for  a
graduate job interv iew) .   The t ime s lots  are  45 minute in  length which compr ises  of :
 

15-minute presentat ion .
15  minutes  quest ions and answers  -  the c l ient  i s  encouraged to  ask quest ions as  a  pr ior i ty  as
th is  prov ides  a  s teer  on whether  or  not  the s tudents  have met  the object ives .  
10  minutes  of  pr ivate  d iscuss ion between BC tutors  and c l ient  once the students  have le f t  the
room -  the c l ients ’  v iew as  to  how wel l  the s tudents  have addressed the br ie f  and the i r
expectat ions are  very  important  and make a  major  contr ibut ion to  determin ing the assessment
mark for  the consul tancy report .
5  minutes  for  change over  for  next  c l ient  presentat ion .

 
The presentat ion is  recorded on v ideo for  externa l  examin ing purposes .

Commonly  occurring  issues

This  sect ion out l ines  some commonly  occurr ing issues that  the Bus iness  C l in ic  team exper ienced
with in  th is  proof  of  concept  per iod .

Sample suitabi l i ty

Northumbr ia  Univers i ty ' s  BC is  pos i t ioned as  a  consul tancy serv ice  for  smal l ,  medium and large
organisat ions across  a l l  sectors .  Due to  prev ious exper iences ,  the BC does not  typ ica l ly  serv ice
those bus inesses who ident i fy  as  s tar tups -  the Univers i ty  has  a  dedicated serv ice  targeted
spec i f ica l ly  at  s tar tups .  As  th is  proof  of  concept  i s  spec i f ica l ly  targeted at  low product iv i ty  SMEs ,
we mainta ined our  best  e f for ts  to  serv ice  th is  target  market  dur ing th is  per iod .  However ,  i t  i s
worth not ing that  our  prov is ion goes outs ide of  th is .  The research f ind ings presented throughout
are  appl icable  only  to  the organisat ions who f i t  the low product iv i ty  SME prof i le .  



THE  DEBC

HOW  TO  GUIDE PAGE  33

Gain ing access  to  par t ic ipants  and col lect ing pr imary  data  i s  one of  the most  chal leng ing parts  of
any un ivers i ty  pro ject .  Th is  can lead students  to  pan ic  and rush th is  important  phase ,  usual ly  by
survey ing the i r  f r iends and fami ly  v ia  soc ia l  media  p lat forms l ike  Facebook .  Inappropr iate  samples
were a  common theme amongst  poor  DEBC pro jects  because the subsequent  resu l ts  and analys is
are  inappropr iate  for  the c l ient ' s  context .  Those groups that  regular ly  communicated wi th  the i r
c l ients  understood the i r  organ isat ion and the wider  industry ,  apprec iated the type of  par t ic ipants
requi red to  in form an ef fect ive  consul tancy pro ject .

Acquir ing cl ients

Dur ing the process  of  acqui r ing c l ients  for  s tudent  pro jects ,  there  may be a  smal l  number  of
potent ia l  c l ients  who wi l l  present  w i th  qual i t ies  that  might  not  be su i tab le  for  work  wi th  s tudents .
For  example ,  unrea l i s t ic  expectat ions of  what  the s tudents  are  expected to  de l iver ,  unre l iab le  when
attending meet ings or  lack of  communicat ion .  A l though the c l ient  i s  not  requ i red to  comply  wi th
st r ic t  terms and condi t ions  and the t ime spent  wi th  s tudents  can be f lex ib le ,  i t  i s  important  c l ients
are  respons ive and engaged wi th  the pro ject .

Managing cl ients

The consul tancy pro ject  i s  of ten a  s tudent 's  f i rs t  opportun i ty  to  deal  w i th  a  profess ional  bus iness .
Th is  may br ing wi th  i t  cha l lenges of  how and how of ten to  communicate  wi th  c l ients ,  organ isat ion
and t ime management  sk i l l s  that  need to  be f ine- tuned throughout  and unrea l i s t ic  expectat ions of
the c l ient .  These issues around managing c l ients  are  not  uncommon and prov ide learn ing
opportun i t ies  that  prepare s tudents  for  graduate work .  I t  i s  the respons ib i l i ty  of  the tutors  to
coach the students  through these chal lenges .  C l ients  are  a lso reminded throughout  the process  to
prov ide students  wi th  feedback .  More ser ious concerns  should be ra ised by the c l ient  to  the BC
team.

Movement in  c l ient  expectat ions

Bus inesses tend to  move at  a  rap id  pace and because of  th is  i t  i s  poss ib le  for  c l ients  to  at tempt  to
change the object ives  of  the pro ject  or  ask  the s tudents  to  work  on addi t ional  tasks .  Th is  happens
on rare  occas ions and c l ients  are  br ie fed ear ly  on in  the process  by  the academic team that  the
approved object ives  are  what  the s tudent  pro ject  w i l l  be based on .
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Group working

The consul tancy pro ject  i s  undertaken by a  group of  s tudents  -  usual ly  three or  four .  Th is
encourages the bu i ld ing of  team work ing sk i l l s  throughout  the process .  A l though group work is
common throughout  un ivers i ty  modules  now,  there  may be some chal lenges wi th  group work .  Th is
of ten involves  ba lanc ing the share of  work  or  bad t imekeeping .  Students  are  encouraged to  work
through issues as  a  team by communicat ing and work ing together  to  f ind so lut ions .  The BC tutors
are  able  to  support  th is .  We are  for tunate that  technology advances mean that  group work
between students  has  become eas ier  -  espec ia l ly  for  those students  who are  unable  to  work
together  in  the same phys ica l  locat ion .

Lack of  understanding with cl ient  object ives

Although both c l ients  and students  are  prov ided wi th  copies  of  the pro ject  object ives ,  i t  i s
important  to  ensure both part ies  have the same understanding of  these object ives .  Th is  l inks
c lose ly  to  communicat ion as  th is  i s  on ly  ach ieved through students  ask ing re levant  quest ions and
cl ients  re i terat ing the i r  expectat ions .

Other  useful  tools

Canva .com -  Th is  webs i te  of fers  f ree ,  profess ional  report  templates  that  are  easy  to  ed i t .
S tudents  wi thout  formal  des ign backgrounds f ind Canva .com an ext remely  e f fect ive  tool .  The
webs i te  has  a  l ibrary  of  h igh-qual i ty  s tock images su i ted for  many industr ies .  Warn ing :
Canva .com can produce profess ional  look ing reports ,  but  the t ru ly  except ional  documents
usual ly  come f rom approaching exper ienced graphic  des igners .

 
Ca lendly .com -  Th is  f ree tool  a l lows c l ients  to  book meet ings f rom a se lect ion of  predef ined
s lots .  I t  reduces the admin is t rat ive  burden of  schedul ing dozens of  meet ings .  

 
Hubspot .com -  Th is  f ree Customer  Relat ions Management  (CRM)  system helps  manage large
c l ient  recru i tment  in i t ia t ives .  In  addi t ion to  ensur ing the DEBC adheres  to  the latest  GDPR
regulat ions ,  the tool  can organise  contacts  into leads ,  warm leads and converted c l ients .  

 
Google  Sheets  -  Th is  on l ine spreadsheet  tool  uses  c loud technology to  enable  co l laborat ive ,
remote work ing .  I t  i s  an ef fect ive  means of  managing student  consul tancy documentat ion and
schedul ing mock presentat ions .  The DEBC created a  number  of  templates ,  see Appendix  L ,  that
students  can populate  as  requ i red ,  e .g .  the Group Informat ion Form & Mock Presentat ion
Schedul ing Tool .  Google  Sheets  has  s ign i f icant ly  reduced the admin is t rat ive  burden of  runn ing
the DEBC.
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Google  Docs -  S imi lar  to  the above ,  th is  c loud-based a l ternat ive  to  Microsof t  Word he lps
student  teams work on the i r  pro ject  and wr i te  the i r  consul tancy report  co l laborat ives  and
remote ly .  The f i le  h is tory  feature  can be a  usefu l  source of  ev idence for  peer  rev iew .  

 
Otter  -  Th is  tool  i s  a  f ree a l ternat ive  to  profess ional  t ranscr ipt ion .  I t  uses  ar t i f ic ia l  in te l l igence
to record and t ranscr ibe conversat ions .  Th is  can be he lpfu l  when col lect ing qual i tat ive  data  or
captur ing meet ing minutes .  Whi ls t  the sof tware is  not  100% accurate ,  i t  s t i l l  s ign i f icant ly
reduces the t ime spent  on t ranscr ipt ion .  

 
Doodle  Pol l  -  Th is  tool  i s  an a l ternat ive  to  ca lendly .com and helps  schedule  meet ings .
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CONCLUSION

This  gu ide draws f rom s ix  years  worth of  exper ience operat ing Northumbr ia  Univers i ty ’ s  Bus iness
Cl in ic  and the new Dig i ta l ly  Enabled Bus iness  C l in ic .  The DEBC is  a  modern so lut ion to  reduced
Government  support  for  SMEs ,  an inexper ienced pool  of  graduates  and increas ing un ivers i ty
pressure to  de l iver  impact .  At  i ts  core ,  the DEBC is  a  d ig i ta l ly  enabled enterpr ise  that  prov ides
pro-bono consul tancy to  rea l  organ isat ions .  Th is  report  out l ines  the DEBC process  before
prov id ing deta i led gu idance on the curr icu lum,  c l ient  management ,  assessment  and the technology
that  makes the model  feas ib le .  Moreover ,  we present  empir ica l  ev idence for  the impact  th is  model
has on SME product iv i ty .
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APPENDICES

Appendix  A  -  Prospecting  display  creative
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Appendix  B  -  Retargeting  display  creative

Appendix  C  -  Third-party  content

Avai lab le  at  -  ht tps : //bda i ly .co .uk/ar t ic les/2019/03/21/organic-adv ice-sowing-seeds-of-success
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Appendix  D  -  Digital  marketing  performance

Appendix  E  -  Client  brief  exemplar

Avai lab le  at  -  ht tps : //dr ive .google .com/open? id=1z9p6C5WBCgTLaupe3eGPMGn4uc9v41dU

Appendix  F  -  Group  info  form

Avai lab le  at  -
ht tps : //docs .google .com/spreadsheets/d/1mKNFhWwc435gf7fFpRq4YzFTWd63lMmYck5k30JR8tw/e
di t?usp=shar ing
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Appendix  G  -  Teaching  & Learning  Plan

Appendix  K-  Client  presentation  exemplar

Avai lab le  at  -  ht tps : //dr ive .google .com/open? id=1gCRcFpLLiQtQOIbdqWbj9MuDJ52CYXJT

Appendix  L  -  Mock  presentation  schedule

Avai lab le  at
-  ht tps : //docs .google .com/spreadsheets/d/1 j8s ldTZhMvIGDf_LQg1ZfPZByC0V70FpUQSb695o92A/e
di t?usp=shar ing

Ava i lab le  at  -  ht tps : //dr ive .google .com/open? id=1UALhi r8fH8goKhg4P3mmKGGUoTtF6FO0

Appendix  H  -  Weekly  journals  & reflective

statements

Avai lab le  at  -  ht tps : //dr ive .google .com/f i le/d/1sLCb9YkDT2K6cul IAzOiomEai4tv8UFT/v iew?
usp=shar ing
 
Ava i lab le  at  -  ht tps : //dr ive .google .com/f i le/d/1VqXic5bB0ZAlvZnmyKvPf J5 I lMR19w2A/v iew?
usp=shar ing

Appendix  I  -  Assignment  brief

Avai lab le  at  -  ht tps : //dr ive .google .com/open? id=1gsMI5pP80WaY2HR_u7-T8k1y17V0-SFe

Appendix  J  -  Client  report

Avai lab le  at  -  ht tps : //dr ive .google .com/open? id=12q0hlQMua-8Y2RttZCc_ iSRkAn6HwOAC

Appendix  M  -  Module  descriptor

Avai lab le  at  -  ht tps : //dr ive .google .com/open? id=1X1Md4ly1 j08xp2N85q6FrQoNRZtqfeaF
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Appendix  N  -  Follow  up  email  exemplar

Dear  C l ient ,
 
Thank you very  much for  your  enqui ry .
 
As  you may a l ready know The Bus iness  C l in ic  has  been establ ished s ince 2013  and s ince then ,  we
have prov ided over  220 organisat ions wi th  consul tancy adv ice prov ided by our  s tudents .
 
We would be de l ighted to  organise  a  meet ing to  d iscuss  your  bus iness  and potent ia l  pro ject  in
fur ther  deta i l .  P lease let  me know your  ava i lab i l i ty  between 10th - 14th of  Ju ly .
 
I f  the pro ject  i s  su i tab le ,  we wi l l  then begin  to  draf t  a  br ie f  which a  group of  our  ta lented students
would work on between October  and May .
 
Thank you for  tak ing the t ime to get  in  touch and we hope to  hear  f rom you very  soon .
 
Best  Wishes ,
The Bus iness  C l in ic


