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EXECUTIVE SUMMARY 

 
Background 
 

The Greater Brighton and West Sussex Business Survey 2014 was undertaken in order to inform the focus of 

future business support initiatives and help shape future strategies to encourage economic growth and 

enterprise within Greater Brighton, West Sussex and Coast to Capital.  It builds on the findings from the 

West Sussex Independent Economic Commission, the Greater Brighton City Deal and the Coast to Capital 

Strategic Economic Plan. 

 

The survey involved a sample of 1,000 local businesses, weighted back to the business population of the 

area. It was supplemented by 40 qualitative interviews with businesses and business representatives from 

the following sectors: Creative, Digital and IT, Environmental Technologies, Health and Life Sciences and 

Food and Drink, all sectors that have been identified as important to the growth of the local economy. 

 

Spatial Issues 
 

Recommendation 1: Local Authorities should take a collaborative approach to supporting business 

growth, given that the differences in the issues that they face do not differ greatly by local area.  

 

The study provided a sufficient number of interviews for analysis to be undertaken at different spatial levels, 

including: Greater Brighton, West Sussex, Gatwick Diamond, Rural West Sussex and Coastal West Sussex.  A 

smaller number of interviews, allowing for less robust analysis at District and Borough level, was also 

undertaken. 

 

Although there is a real interest in solutions at local authority level, spatial differences in the pattern of 

responses were often negligible.  Local differences may, therefore, often be more of a perceived issue than 

an actual one: Businesses in Rural West Sussex were no more likely than those in Greater Brighton to believe 

that opportunities for networking were limited; there was no discernable difference in the concentration of 

high growth businesses; skills issues and recruitment difficulties were largely the same across the area; and 

exporting businesses are not concentrated in any particular part of the local area, at the level the analysis 

was undertaken. 

 

There were some differences, however. London was more likely to be identified as important to businesses 

in Brighton & Hove than in other areas and Gatwick Airport was more important to businesses in the 

Gatwick Diamond; businesses in Coastal West Sussex were most likely to believe that the local transport 

infrastructure needed improving; and those in Rural West Sussex were most likely to believe that broadband 

connections needed improving. 

 

However, across a range of issues, the spatial dimension to responses was not statistically significant: The 

majority of businesses face similar issues regardless of where they are located.   

 

Sectoral Issues 
 

Recommendation 2: There is merit in adopting a sector-based approach to supporting businesses, focusing 

on identifying specific needs within each. 
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͚EŵeƌgiŶg͛ seĐtoƌs aƌe diffiĐult to defiŶe aŶd ĐaŶ iŶĐlude a diǀeƌse ƌaŶge of aĐtiǀities.  “uƌǀeǇ participants 

ǁeƌe asked to ͚self-deĐlaƌe͛ as ďeloŶgiŶg to oŶe oƌ ŵoƌe of the folloǁiŶg sectors: Technology Intensive; 

Environmental Technologies; Creative Industries; Advanced Engineering; and Health and Life Sciences.   

 

Businesses within these sectors were more likely to operate in wider markets than other businesses and 

they were more likely to be innovation active. Technology Intensive and Advanced Engineering sectors were 

more likely than other businesses to be High Growth businesses; to trade internationally; and to be less 

concerned about being located close to their customers. 

 

Some clear sector issues have emerged, however.  Environmental Technologies businesses find it difficult to 

plan within what they perceive to be a confused national Government policy approach to renewable energy; 

large food and drink producers cite planning as a key issue; businesses in the Creative, Digital and IT sector 

suggest that there is a key challenge is keeping up with technology; and the hospitality sector has the most 

pronounced recruitment difficulties.  There are also important differences within sectors, however. Small 

food and drink businesses have very different challenges from large ones, for example.  These seem to relate 

to scaling up production, distribution and finding new markets, whilst for larger food and drink businesses, 

national regulations and the power of supermarkets are key challenges, alongside local approaches to 

planning. 

 

Supporting Business Growth  
 

Recommendation 3: Local authorities should promote and communicate the language of growth more 

explicitly in terms of profit and turnover. 

 

Greater Brighton and West Sussex has a relatively high proportion (14%) of high growth businesses and an 

even greater proportion of businesses that have growth intentions. There is no statistically significant spatial 

pattern to this.  High growth businesses are more likely than other businesses to be in the self-declared 

Technology Intensive and in the Advanced Engineering sector; and they are more likely to be in the 

Manufacturing and Business Services standard sectors.   They are also more likely than other businesses to 

trade internationally, to have customers in London, be innovation active, and to have recruitment and skills 

challenges.  

 

There is some merit in targeting support towards high growth and growth businesses, but this needs to be 

done on terms and with goals that are understandable by growth businesses themselves.  Business 

definitions of growth may not always be the same as those public policy makers.  Profit and turnover growth 

and other financial factors may be more important to businesses than employment and human capital ones.     

 

Business Challenges and Support Needs 
 

Recommendation 4: Local authorities should focus on issues where they can actually make a difference, 

including business friendly procurement and planning. 

 

There are some sector specific business challenges. However, many challenges are common to most 

businesses. Prime amongst these are finding new customers, controlling costs, regulation and competition 

with the main enablers being marketing and staff motivation and performance. Local authorities and their 

partners need to be honest about whether they have a role in addressing these challenges and to focus on 

those areas where they can actually make a difference.   

 

Procurement emerges quite commonly as an area of concern, with small businesses finding it difficult to 

access large public (and sometimes private) sector contracts because of complex tendering procedures.  
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Enthusiasm for inserting social value and other clauses into tender specifications needs to be balanced with 

an approach that encourages small local businesses to bid for contracts. Procurement processes need to be 

smart and proportionate. 

 

Planning is not a constant issue for most businesses, but it is an acute one for a small number of businesses 

at any one time.  There is scope to develop a more consistent approach to planning across the area, 

notwithstanding the political challenges associated with this; having a greater regard to the time pressures 

that businesses are under for decisions to be made; and being clear about what businesses can and cannot 

expect during the planning application process.  Other areas that have been identified include improving the 

energy efficiency of public sector buildings as a way of stimulating the market for environmental 

technologies and services; and improving local transport (particularly roads and parking) and digital 

infrastructure.   

 

Expanding Markets 
 

Recommendation 5: Supporting business growth should focus on widening access to markets, particularly  

London and international markets. 

 

Growth businesses are more likely than other businesses to operate in wider geographical markets and to 

trade internationally.   There may, therefore, be more merit in supporting potential growth businesses to 

expand the geographical scope of their markets, than in focusing on overtly local solutions.  The most 

obvious focus for this is London.  The majority of businesses have some trade with the capital, but its 

contribution to turnover for them is limited.  

 

There are some spatial differences in the importance that is attached to London.  However a collective 

approach to pƌoŵotiŶg loĐal ďusiŶesses to the Đapital͛s laƌge Đoƌpoƌates aŶd loďďǇiŶg foƌ iŵpƌoǀed ƌail 
connections between the Sussex coast and London would appear more appropriate than local authorities 

taking this forward individually.   

 

There is also a strong correlation between exporting and high growth businesses.  The European Union is the 

most important international trade location for local businesses, but there is evidence from this survey that 

the pattern of international trade may become more disparate in the future.  This again suggests that a more 

collective approach to international trade, over a wider spatial area, supporting UKTI and Coast to Capital as 

appropriate, may be beneficial. 

 

Local Networks 
 

Recommendation 6: Formal business networks need to have a clear business intention and be at the right 

geography for that purpose, but there may be as much value in creating spaces to encourage informal 

networking as in trying to establish formal networks.   

 

A high proportion of businesses network with other businesses, but many do not believe that this brings 

much benefit.  Networking can be useful in terms of raising profile and it also has a social dimension. 

Evidence from qualitative interviews suggests that business-led networks can be difficult to sustain, because 

they rely on a disproportionate input from a small number of businesses for potentially limited return.  

 

Businesses do not rate networking opportunities as a high priority, so attempts to establish them need to be 

clearly focused and based on the right spatial area for the purpose for which they are established.  Some 

networks may be regional, national or even international and will be beyond the scope of local authorities.  
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Local food hubs, which bring producers and potential purchasers from outside the sector together is an area 

where local networks may be effective.  MD Hub and Be the Business currently operate in both Brighton & 

Hove and West Sussex area and are widely seen to be effective business network models.    

 

Formal networking only accounts for a small amount of business networking activity.  Businesses are much 

more likely to engage in informal networking activities.  Given this, it may be useful to think of business 

networking as much in terms of ensuring that there are sufficient venues, events and activities that enable 

people to meet informally, as in terms of establishing specific or new business networks.   

 

Innovation  
 

Recommendation 7: There is scope to improve both business understanding of how Higher Education 

Institutions (HEIs) can support them and the outcomes from that support.   

 

Greater Brighton and West Sussex have a high proportion of innovation active businesses. Just under one in 

ten (8%) have used a Higher Education Institution (HEI) to help them with their innovation activity, although 

it appeaƌs that ďusiŶesses͛ defiŶitioŶ of HEI ŵaǇ ďe ƌatheƌ ďƌoadeƌ thaŶ puďliĐ poliĐǇ ŵakeƌs͛ defiŶitioŶs. 
 

A higher proportion (13%) intends to work with universities over the next three years, which suggests that 

university-business engagement activity is likely to increase.  However, there still appears scope to improve 

the outcomes of this engagement, given that nearly a quarter of those that had engaged with HEIs in the 

past had seen little or no benefit from doing so. 

 

Skills and Recruitment    
 

Recommendation 8: Local authorities should lead on bridging the gap between education and the labour 

market. This should include providing and promoting work experience placements and industry-based 

student projects. They should also work with employers to help them address their non-skills related 

recruitment difficulties. 

 

Around a third of all businesses cite skills or recruitment issues as a challenge for them. However, 

recruitment difficulties cannot always be attributed to skills and these issues are not considered to be 

amongst the most important challenges for local businesses. 

 

Within this, there is a clear message that ͚eŵploǇaďilitǇ͛ skills aŶd ǁoƌk eǆpeƌieŶĐe haǀe gƌeateƌ ĐuƌƌeŶĐǇ 
with most employers than qualifications alone.  A good track record in employment is an important signal 

for would be recruiters.   This applies to the whole workforce, not just apply to school and college leavers. 

Staff motivation is one of the key enablers of growth; and the main skills challenges that businesses have 

most commonly relate to work readiness and communication skills, even though the occupations that are 

most difficult to recruit to are Skilled Trades. 

 

Qualitative interviews suggested that elementary occupations, particularly manual jobs, are particularly hard 

to recruit to. However, this is because these jobs are not seen as attractive to potential applicants rather 

than due to a lack of skills.  The Food and Drink sector is concerned about the potential impact of the 

decision not to extend the Seasonal Workers Agricultural Scheme on the recruitment of low skilled manual 

workers to the industry, for example.  

 

The focus should not just be on schools and colleges, however.  Nearly half (47%) of local businesses employ 

at least one graduate, but more than half of these (56%) believe that none of the jobs that graduates in their 

organisation do require a degree.  At the same time, national research suggests that graduate expectations 
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are unrealistic, with far too high a proportion aiming to work for a multinational company, given the number 

of these jobs that are available.  Qualitative interviews that informed this study also suggest that some SMEs 

believe that graduates have a greater opinion of their value than they should have, given their lack of 

experience.  They can also find it difficult to adapt to the needs of a small organisations, where career 

progression can be limited. 

 

Despite these issues, many employers clearly employ graduates, whether or not these are to ͞gƌaduate 
leǀel͟ joďs, so theǇ ŵust ďe ďƌiŶgiŶg added ǀalue to ƌoles that otheƌ people ŵaǇ Ŷot.  Theƌe appeaƌs to ďe 
some scope to bridge an expectation gap that seems to exist between graduates and SMEs, which could be 

addressed through undergraduate course assignments or placements.      

 

Inward Investment and Business Retention 
 

Recommendation 9: There should be a pan-local authority approach to business retention and outcomes 

of inward investment activity should be shared and closely monitored. 

The majority of local businesses were established locally, intend to remain local and business owners have 

not considered anywhere else in which to locate their business. Even those that have considered other 

locations have largely considered elsewhere within Sussex.  Most business location decisions are strongly 

iŶflueŶĐed ďǇ ďusiŶess oǁŶeƌs͛ peƌsoŶal ĐiƌĐumstances and the need to be close to their customers, 

although this is less true for high growth businesses. 

 

Inward investment needs to be considered within this context. If businesses are, in the main, loyal to their 

local area in Greater Brighton and West Sussex, then it seems reasonable to suggest that the same might 

apply elsewhere. Attracting businesses from other locations is likely to be a lot more challenging than 

suppoƌtiŶg loĐal ďusiŶesses to gƌoǁ, paƌtiĐulaƌlǇ if the teƌŵ ͚loĐal͛ is Ŷot ĐoŶfiŶed to Ŷaƌƌoǁ adŵiŶistƌatiǀe 
boundaries.  With the possible exception of the Gatwick Diamond, large-scale inward investment appears 

unlikely to happen on a significant scale over the short to medium term.  

 

It can be politically difficult, but it seems eminently sensible to take a collective approach to business 

retention across local authority boundaries, including developing and finding suitable business 

accommodation.  At the same time, there is considerable interest in inward investment activity, but it does 

not appear to be clear what the tangible outcomes from these activities are.  This may be particularly 

important in finding the right balance between activities to support local businesses to grow and engaging in 

activities to attract new businesses from elsewhere.  

 

Transport and Communications Infrastructure 
 

Recommendation 10: Local transport and communications infrastructure policies must clearly support 

business and economic development.  

 

Both transport and digital infrastructure are most commonly identified by businesses both as local assets 

and as areas in need of improvement. It is specifically road transport (including parking) that is of particular 

concern.  The focus on these issues relates well to importance that businesses attach to being close to their 

customers.  Links between transport and communication infrastructure should be given careful 

consideration when designing policies and prioritising initiatives and investments.   

 

Issues relating to commercial premises are less commonly identified, and when they are, it is their cost, 

rather than other factors that predominate.  Skills and human capital assets are cited even less frequently as 

an asset or as an area in need of improvement.           
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Executive Summary – Findings from Sector Cluster Interviews 
 

 Creative, Design and Information 

Technology (CDIT) 

Environmental Technologies 

(Cleantech) 

Food & Drink 

(Growers & producers) 

Health & Life Sciences 

1. The Sector Cluster A vibrant, geographically focused sector 

cluster with a strong hub in Brighton & 

Hove. Perceived by members to extend 

out to the Greater Brighton area (but not 

much beyond).  

A paƌtiĐulaƌlǇ dispaƌate ͚seĐtoƌ͛ uŶited 
mainly by the impact of Government 

poliĐǇ aŶd ƌegulatioŶ oŶ ͚gƌeeŶ͛ issues. 
Some subsectors may be locally focused. 

Others view themselves as part of a 

regional or even national cluster. 

A sector cluster with a number of 

diŵeŶsioŶs iŶĐludiŶg a ͚split͛ ďetǁeeŶ 
large nationally focused businesses and 

smaller niche market providers trading on 

quality and local provenance. Even for 

loĐallǇ foĐused pƌoduĐeƌs the ͚Đlusteƌ͛ ŵaǇ 
be Sussex wide. 

A sector cluster that also has a number of 

fairly discrete subsectors, some more hi-

tech than others. There are key local 

businesses but a Sector Cluster may be 

more of an aspiration. Not strongly 

clustered geographically, the focus may be 

the south east. 

2. Sector Dynamics The sector is strong and has further 

growth potential, including further 

͚iŶfoƌŵal͛ iŶǁaƌd iŶǀestŵeŶt as IT eǆeĐs iŶ 
London reach family forming ages. Not all 

businesses want to be the next Facebook, 

but some are ambitious. 

Some subsectors are growing and there 

remains significant potential for further 

growth. However some subsectors are 

struggling and trying to find alternative 

markets whilst the policy and regulatory 

environment remains unclear.   

The sector has been fairly recession proof. 

For nationally focused producers there has 

been a trend towards large scale 

mechanised production for supermarkets 

that is likely to continue. Local provenance 

food has further growth potential but may 

reach market saturation at some point.  

Broad picture has been one of contraction 

aŶd ͚offshoƌiŶg͛ foƌ the last ϭϬ-15 years. A 

partial counterbalance has been a 

proliferation of SMEs many of whom are 

͚spiŶ-outs͛ fƌoŵ laƌge phaƌŵa ďusiŶesses 
exiting the area.   

3. Growth enablers 

and barriers 

The peƌĐeptioŶ of BƌightoŶ as ŵoƌe ͚laid-

ďaĐk͛ thaŶ the Đapital is a douďle edged 
sword, attracting some, but sometimes 

making recruitment more difficult and 

potentially undermining locally grown 

ďusiŶesses ǁithout a LoŶdoŶ ͚histoƌǇ͛. 
“oŵe eǀideŶĐe of a laĐk of ͚ŵoǀe-oŶ͛ 
business accommodation. Also a 

suggestion that pre-start spaces would be 

useful. 

National Government policy, subsidies and 

regulation are both the key growth 

enablers and barriers to growth for most 

subsectors. Local Government is seen as a 

potential enabler in terms of setting an 

example through its own activities 

(including commissioning). However, 

there are concerns that procurement 

practices and processes effectively 

exclude local businesses.   

The planning system and public 

uŶdeƌstaŶdiŶg of the seĐtoƌ͛s Ŷeeds aƌe aŶ 
issue for larger scale providers. Smaller 

producers face different challenges – 

around costs, scaling up, distribution and 

marketing. There may be room for 

supporting distribution networks (e.g. 

through food hubs). 

A key barrier noted by some is a relative 

lack of suitable business premises for 

manufacturing and research activities. 

Some criticism of Local Authorities for not 

attaching sufficient priority to this – 

although the amount of new 

accommodation required may be 

relatively small. 

4. Business Networks Businesses are very well networked both 

locally and with London. Collaboration and 

networking is encouraged and supported 

by the focus on national and international 

rather than local markets. Local networks 

are important for collaborative services to 

clients (medium to large businesses). 

Supply chains tend to be national and 

international. Opportunities for 

͚deepeŶiŶg͛ theŵ loĐallǇ ŵaǇ still ďe 
regional rather local. Collaborative 

networks locally do not appear to be 

particularly strong. 

Larger businesses are often active locally 

in Corporate Social and Environmental 

style activities but their networks, supply 

chains and markets are national. Smaller 

niche market providers rely more on local 

networks (formal and informal) for their 

business to function. 

Supply chains and markets are 

international, although the NHS remains a 

key customer. Collaborative networks 

locally do not appear to be particularly 

strong. Suggestion that South East or Kent, 

Surrey and Sussex may be an appropriate 

scale for supporting networks. 

5. Skills and 

employment 

Mixed. Some businesses see no problems. 

Others find recruitment and retention of 

staff with experience difficult. Perception 

that University provision is improving 

loĐallǇ ďut Ŷote that ďuildiŶg a ͚poƌtfolio͛ 
of work is as important as qualifications.  

Skills and employment issues tend to 

ŵiƌƌoƌ those of the ďƌoadeƌ ͚staŶdaƌd͛ 
sectors that are engaged in cleantech, i.e. 

advanced manufacturing, construction, 

energy production, consultancy etc. 

Migrant labour has played an important 

role in the sector and some former 

migrants are now moving into more 

executive roles in larger businesses. The 

decision not to extend the Seasonal 

Workers scheme may present future 

recruitment challenges. 

As in advanced manufacturing more 

generally, some SMEs have benefitted 

from the contraction of larger businesses 

but these benefits may be short-lived. 

Higher skills supply is predominantly a 

national issue. Lower level recruitment 

issues may not be skills related. 
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SECTION 1 - INTRODUCTION 
 

1.1 Aims of the Survey 
 

In November 2013, the Greater Brighton City Region Partnership submitted a City Deal negotiation 

document to the Government. The resulting ͚CitǇ Deal agreement͛ is expected to involve the allocation of 

£7m central Government funding and additional Government support to develop a network of Growth Hubs 

across the Greater Brighton area. It could lead to over £170m of additional public and private sector 

investment and thousands of new jobs. 

 

The City Deal has a strong focus on supporting growth in high-tech sectors, particularly, Creative, Digital and 

IT in Brighton & Hove and Worthing, Environmental Technologies in Shoreham and the Clean Tech sector in 

Newhaven. Strengthening the liŶks ďetǁeeŶ Gƌeateƌ BƌightoŶ͛s universities and its high growth potential 

businesses and extending their presence along the A23/M23 spine towards Croydon and London is central 

the City Deal strategy. 

 

As partners were developing the City Deal, West Sussex County Council embarked on a strategic economic 

review, with a view to taking a more targeted and focused approach to supporting business growth and local 

economic development. The West Sussex Independent Economic Commission reported in January 2014 and 

provided a number of recommendations for the County Council to achieve these aims and to secure a higher 

long-term growth rate. These included adopting a more ͚ďusiŶess fƌieŶdlǇ͛ appƌoaĐh to its activities and 

facilitating innovative thinking on ways of stimulating economic growth.  

 

Both these initiatives have informed the development of the Coast to Capital Strategic Economic Plan [SEP] 

and the European Structural and Investment Fund (ESIF) strategy, which will determine the focus of 

economic regeneration and business growth funding priorities in the Coast to Capital region over the next 

decade.  

 

The Greater Brighton & West Sussex Business Survey was commissioned within this context. Its aim was to 

provide a better understanding of business growth ambitions and barriers to achieving them in Greater 

Brighton and West Sussex. It provides a robust assessment of local businesses views on a range of factors 

relating to the local economy, including the quality and efficiency of its infrastructure, the supply of labour, 

local assets and enablers and inhibitors of growth.  

 

The findings from the survey will be used to inform the focus of future business support initiatives, underpin 

bids for external funding to support economic development interventions, and help to shape future 

strategies to encourage economic growth and enterprise within Greater Brighton, West Sussex and Coast to 

Capital. 

 

1.2 Method and Approach 
 

1.2.1 General Business Survey 
 

The study aimed to provide robust and reliable data that could be analysed in a number of ways. Its 

quantitative element was designed as a general business telephone survey of 1,000 businesses, weighted to 

reflect the Greater Brighton and West Sussex business populations
1
.  

 

                                                        
1
 Public sector organisations were excluded from the survey through the initial screening process. 
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Weighting the survey helps to remove the effects of sample quotas which allow deeper analysis of certain 

groups, but which may skew overall findings. The survey had sample quotas for business size and 

geographical areas within the study area.  

 

Geographical quotas were used to ensure analysis at a range of spatial levels, including: West Sussex; 

Greater Brighton; Coastal West Sussex; the Gatwick Diamond (excluding the Surrey Districts of Tandridge, 

Mole Valley, Reigate & Banstead, and Epsom & Ewell); and Rural West Sussex was possible.  

 

Figure 1.2.1 shows a map of the survey area overlaid on the Coast to Capital area partnerships.  

 

Figure 1.2.1: Map of the Survey Area.  

 
Source: Adapted from Coast to Capital 

 

Figure 1.2.2 (overleaf) shows the distribution of interviews that were achieved for each spatial area. The aim 

was to try and achieve 100 interviews within each Local Authority District. Whilst this was not quite 

achieved, there are sufficient numbers to allow top line figures to be presented for a wide range of 

geographies.  

 

Size of business quotas (by employment) were also used to ensure that the views of larger business, which 

have a disproportionate impact on local economies, were well represented and could be analysed 

independently where required. 
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Figure 1.2.1: Respondents by Spatial Area
2
 - unweighted 

Geography – Achieved Interviews      Achieved   % of Sample 

Greater Brighton & West Sussex     1000  100 

Greater Brighton      493  49 

West Sussex      680  68 

Coastal West Sussex      383       38 

Gatwick Diamond (excl. Surrey Districts)      297        30    

Rural West Sussex      326       33 

By LA Area 

Brighton & Hove      213       21 

Lewes      107       11 

Adur       76        8 

Arun      104       10 

Chichester      106       11 

Crawley       77        8 

Horsham      106       11 

Mid Sussex      114       11 

Worthing       97       10 

Unweighted Data 

 

Figure 1.2.2 shows the distribution of interviews by size of employer. Without quotas, some 84% of the 

interviews would have been with micro businesses and only 2% would have been with medium and large 

employers. 

 

Figure 1.2.2: Respondents by Size of Business (Employment) - unweighted 

Employment Achieved % of sample 

Micro (1-9) 596 60 

Small (10-49) 310 31 

Medium & Large (50+) 94 9 

Unweighted Data 

 

The quotas may have indirectly had some additional effect on the sector profile of businesses interviewed 

(Figure 1.2.3, overleaf). In particular the survey included more manufacturing businesses and fewer 

construction and business service sector businesses than might have been expected. Weighting the data by 

size aŶd geogƌaphǇ does Ŷot eŶtiƌelǇ ƌeŵoǀe this seĐtoƌ ͚skeǁ͛ aŶd it should be borne in mind when 

interpreting the results.  

 

Figure 1.2.3: Profile of Respondents by Broad Industrial Group - unweighted 

Broad Industrial Group Achieved % Achieved % expected* 

Primary & Utilities (including agriculture)  24 2 4 

Manufacturing 142 14 5 

Construction  60 6 15 

Retail & Wholesale 219 22 25 

Hospitality 138 14 8 

Transport & Communications 58 6 3 

Finance & Business Services 229 22 28 

Public services 3 <1 NA 

Personal & Community services 127 13 11 

Total 1,000 100 100 

Source: GBWS survey 2014 and *ONS Business Counts 2011. 

 

 

 

                                                        
2
 Note: Greater Brighton includes Brighton & Hove, Lewes, Adur and Worthing; Coastal West Sussex includes Adur, Arun, Worthing and Chichester; 

Gatwick Diamond includes Crawley, Horsham and Mid Sussex; and Rural West Sussex includes Chichester, Horsham and Mid Sussex. 
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1.2.2 Sector Clusters 
 

The commissioning organisations were keen for the study to provide ͞effeĐtiǀe taƌgetiŶg of ďusiŶesses ŵost 
ƌeleǀaŶt to the ĐoŶteǆt of the ƌeseaƌĐh͟. This specifically referred to high growth sectors and clusters that 

had been identified as part of the City Deal proposals (Clean Tech in Newhaven; Creative, Digital and IT in 

Brighton city centƌe aŶd the ͚UŶiǀeƌsitǇ Coƌƌidoƌ͛; and low carbon and logistics in Shoreham, and the 

Creative Industries in Worthing).  

 

It also included priority business clusters in other parts of the study area, including: Advanced Engineering in 

Coastal West Sussex, Rural West Sussex and Gatwick Diamond; Horticulture in Coastal West Sussex and Rural 

West Sussex; Health and Life Sciences and Professional Services in Gatwick Diamond; and Low Carbon Food 

Supply and Eco-Tourism in Rural West Sussex.  

 

Given the difficulties in clearly identifying ďusiŶesses iŶ ͚ŶoŶ-staŶdaƌd͛ iŶdustƌial ĐlassifiĐatioŶs and their 

limited numbers in small geographies, the sector/cluster approach did not lend itself to explicit inclusion in 

the business survey. Furthermore, a clear focus on these areas of activity would have undermined the survey 

as being representative of the broad business population.  

 

Two approaches were, therefore, used to address the cluster/sector dimension to the study. Firstly, 

businesses in the telephone survey were asked whether they considered their business to be part of specific 

business sector clusters. Figure 1.2.4 below shows the number of businesses across the whole study area 

that self-identified with five key sector clusters. 

 

Figure 1.2.4: Sector Clusters - unweighted 

Sector/Cluster – self declared Number % of Sample 

Technology Intensive    95  10 

Creative Industries  176  18 

Health and Life Sciences  49  5 

Environmental Technologies and Services  52  5 

Advanced Engineering  51  5 

Any cluster  326  33 
Unweighted data: Note: Businesses were able to identify themselves with more than one sector/cluster. 

 

A third (33%) of the businesses in the sample self-identified with one of the clusters. Over half of these 

identified themselves as part of a Creative Industries sector cluster (businesses could identify with more 

than one sector cluster). Obviously businesses͛ own perceptions of a sector cluster and those of agencies 

involved in local economic development may not always align. However, these self-identified groupings offer 

one useful line of analysis for the study. 

  

In addition, the telephone survey was supplemented by a programme of 40 depth interviews that were 

targeted specifically towards the sectors/clusters of interest to the client partners, namely, Creative, Digital 

and IT (10), Environmental Technologies and Services (12); Health and Life Sciences (7); and Food and Drink 

(11). These depth interviews aimed to provide greater detail on many of the issues addressed in the 

quantitative survey. The topic guide that was used is shown in Annex II.  

 

Interviewees were identified from a range of sources, starting with named contacts (gatekeepers) provided 

by the clients and usiŶg a ͞sŶoǁďalliŶg͟ ŵethod to ideŶtifǇ otheƌ ďusiŶesses. Attempts were made to 

provide a geographical focus to the qualitative interviews within the study area. However, the supply of 

named contacts willing to participate in the study did not lend itself neatly to a spatial approach.  A full list of 

the businesses that took part in the qualitative interviews is provided in Annex III. 
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1.2.3 Report Structure 
 

The remainder of this report is structured as follows: 

 

Section 2, Setting the Context outlines the policy and research context for the study. It provides a 

ďƌoad oǀeƌǀieǁ of the GoǀeƌŶŵeŶt͛s appƌoaĐh to suppoƌtiŶg gƌoǁth and local policies, initiatives 

and activities that will shape economic development over the next few years. It also outlines the 

profile of businesses in the study area.  

 

Section 3, Supporting Business Growth investigates the characteristics of local growth businesses 

and their key enablers and barriers; assesses the markets for local businesses; their views of local 

skills supply and the labour market; and their view of key local assets and infrastructure.  

 

Sector 4, Sector and Cluster Summaries draws heavily on the qualitative depth interviews and 

identifies key economic development issues relating to priority sectors/clusters. 

 

Section 5, Conclusions and Recommendations draws together the evidence from the qualitative and 

quantitative elements of the survey and other related local studies and provides a set of clear, 

practical recommendations for the Greater Brighton City Region Partnership, West Sussex County 

Council and Coast to Capital to consider in their approach to supporting local businesses to grow.  

  

In addition, Annex I pƌoǀides aŶ ͚at a glaŶĐe͛ suŵŵaƌǇ of keǇ statistiĐs fƌoŵ the suƌǀeǇ aŶd AŶŶeǆ II pƌoǀides 
a top-line analysis and key tables and figures for the different spatial areas within Greater Brighton and West 

Sussex.  
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SECTION 2 - SETTING THE CONTEXT 

 
2.1 Policy and Research Context 

 
2.1.1  Private Sector Led Growth 
 

The 2008/09 recession and its aftermath shifted Government thinking in how to stimulate and sustain long-

term economic growth. The Coalition Government elected in 2010 was critical of what it saw as the previous 

adŵiŶistƌatioŶ͛s oǀeƌ-reliance on public sector funding, financial services and consumption as drivers of 

growth. The new Government introduced long term cuts in public expenditure, with the aim of creating the 

conditions for private sector, export-led growth based on the application of new technologies and the 

effective utilisation of skills. 

 

The economic recovery has been more protracted than the Government expected and the transition 

towards a more private sector and export-led economy has seemed somewhat elusive. However, by the end 

of 2013, there appeared to be reasonably consistent signals that the UK economy had started on a more 

sustained period of growth. GDP was 0.7% higher than 12 months previously, industrial production was up 

by 0.8%, retail sales were up by 3.7%, business investment was up by 2.4%, consumer confidence had 

returned to 2007 levels and more than 30m people were in employment. 

 

2.1.2 Technology as a Driver 
 

Applying new technologies, improving trading links with emerging economies, developing a low carbon 

economy aŶd ŵakiŶg ďest use of the UK͛s ǁoƌld Đlass uŶiǀeƌsities aƌe all paƌt of the GoǀeƌŶŵeŶt͛s stƌategǇ 
for growth. It has established a network of Catapult Centres

3
 to support the development of key areas of the 

economy.   

 

Whetheƌ it is the PoliĐǇ EǆĐhaŶge͛s Eight Great Technologies
4, MĐKiŶseǇ͛s tǁelǀe Disƌuptiǀe Technologies

5
 or 

other variations on this theme, technology has moved centre stage in the drive for economic growth in 

recognition of its potential to transform the way people live and work. With this comes a new focus for local 

economic development and a fresh demand for people to develop technical skills for the workplace, 

alongside the softer employability and communication skills that have been the hallmark of labour market 

discourse in recent years.   

 

2.1.3 The Role of Universities  

 

The potential role of universities in supporting economic growth and innovation is now well recognised both 

nationally and regionally. The Wilson Review
6
 emphasises the importance of improving university-business 

collaboration, increasing opportunities for students (including postgraduate and postdoctoral students) to 

acquire relevant work experience; and improving their employability, enterprise and entrepreneurship skills. 

 

However, the role of the university sector is not just confined to the supply of skilled labour. The Wilson 

Review also stresses their importance in developing an innovation ecosystem through effective formal and 

                                                        
3
 The Catapult network is a series of physical centres where businesses, scientists and engineers work side by side on late-stage research and 

development - transforming high potential ideas into new products and services to generate economic growth. The seven centres in the Network are: 

Cell Therapy, Connected Digital Technology, high Value Manufacturing, Off Shore Renewable Energy, Satellite Applications, Transport Systems and 

Future Cities. 
4
 Eight Great Technologies Willetts D, Policy Exchange 2013 (Big Data, Satellites, Robots and Other Autonomous Systems, Synthetic Biology, Other 

Regenerative Medicine, Agricultural Technologies, New Advanced Materials and Energy Storage 
5
 Disruptive Technologies that will Transform Lives, Business and the Global Economy; The McKinsey Institute 2013 

6
 A Review of Business-University Collaboration, Professor T Wilson 2012 
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informal networking and knowledge exchange activity and the establishment of centres of excellence linked 

to university specialisms. The Whitty Review
7
 takes this forward and stresses the potential role they have in 

seĐuƌiŶg loĐal aŶd ƌegioŶal eĐoŶoŵiĐ gƌoǁth thƌough ͚Đoŵpaƌatiǀe adǀaŶtage͛. Whitty suggests that 

universities should take ͞aŶ eǆpliĐit ƌespoŶsiďilitǇ foƌ faĐilitatiŶg eĐoŶoŵiĐ gƌoǁth͟, focusing particularly on 

supporting innovation in SMEs with Local Enterprise Partnerships directing their innovation funding towards 

universities and research centres to support economic growth. 

 

Recommendations from the Whitty Review have been taken forward by Coast to Capital and there are 

excellent examples of close university–business collaboration locally. Coast to Capital plans to develop a 

series of innovation networks linked to its priority sectors and university research strengths. The proposed 

Regional Innovation Strategy focuses on four main sectors: Connected Digital Economy Bioscience, 

Electronics and Environmental/Renewable Technologies
8
.  

 

2.1.4 Place as an Advantage  
 

There is now considerable literature relating to the importance of ͚plaĐe͛ as a dƌiǀeƌ of eĐoŶoŵiĐ gƌoǁth. 
Key to this is local economic areas identifying and exploiting their comparative economic advantage. Much 

of the argumeŶt aďout ͚plaĐe͛ ĐeŶtƌes oŶ the theŵes of agglomeration and ͚technological flattening͛9
. To 

some extent, these two dynamics are pulling in different directions, but the way they interact in particular 

sectors and localities is an important dimension of the future economic potential of an area.  

 

The ͚teĐhŶologiĐal flatteŶiŶg͛ argument suggests that technological change removes the need for clustering, 

enabling people to work remotely across geographical areas without the need for regular face to face 

contacts. This enables people to choose where to live, placing a premium on creating places that have, or are 

seen to have, a high quality living environment.   

 

The agglomeration argument places greater emphasis on physical proximity and face-to-face contact and is 

strongly linked to urban areas as being key drivers of growth. Here, businesses and talent congregate in 

relatively tight geographical areas. This provides advantages for businesses looking to recruit talent, good 

opportunities for collaboration and knowledge exchange between talented individuals and like-minded 

companies and, of course, greater choice for skilled people to find a range of good quality employment.   

 

There is local evidence of both technological flattening and agglomeration. The CDIT cluster has developed 

in a concentrated urban area within central Brighton, whilst high skilled employment growth has been a 

notable feature of the more disparate Rural West Sussex economy in recent years.  

 
2.1.5 The Regional and Local Strategic Framework 

 

The Greater Brighton and West Sussex Business Survey has been undertaken at a time when the strategic 

direction for economic development within the region is becoming clearer. Coast to Capital has recently 

submitted its Strategic Economic Plan (SEP) and European Structural and Investment Fund (ESIF) Strategy 

and is in the process of developing its own Skills Strategy. The Greater Brighton City Region has successfully 

secured a City Deal with Government to promote growth in environmental technologies, CDIT and the clean 

tech sectors through a network of Growth Hubs, and the report of the West Sussex Independent Economic 

Commission makes a series of recommendations for West Sussex County Council to take forward to help 

secure sustainable economic growth across the county. 

 

                                                        
7
 Encouraging a British Invention RevolutioŶ: “iƌ AŶdƌeǁ WhittǇ͛s ‘eǀieǁ of UŶiǀeƌsities aŶd Gƌoǁth BI“ ϮϬϭϯ 

8
 Coast to Capital Strategic Economic Plan: Developing Innovation Networks of Innovation Space to be Creative. Cooper D for the Coast to Capital 

Local Enterprise Partnership 2013 
9
 Flat of Spikey? The Changing Location of the British Knowledge Economy. Morris K, The Work Foundation 2010 
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Coast to Capital is unequivocal in its commitment to growth and has set ambitious targets to increase 

employment, improve and expand commercial floorspace and build new homes. Its Strategic Economic Plan 

includes an investment plan of £3.3bn aŶd aŶ ͚ask͛ fƌoŵ GoǀeƌŶŵeŶt foƌ LoĐal Gƌoǁth FuŶdiŶg of £559m 

against the following core priorities: Successful growth locations; successful business community; build 

competitive advantage; skills and workforce; growth in digital; housing and strategic infrastructure.  Its aim 

is to become a truly internationally competitive region.  

 

Its ESIF strategy sets out how European Structural and Investment Funds will be allocated between 2014 and 

2020, based around six key themes: Strengthening Research, Technological Development and Innovation; 

Enhancing the Competiveness of Small and Medium Enterprises; Supporting the Shift to a Low Carbon 

Economy in All Sectors; Promoting Employment and Supporting Social Mobility; Promoting Social Inclusion 

and Combatting Poverty; and Investing in Education, Skills and Lifelong Learning. 

 

2.1.6 Related Local Studies 
 

The Greater Brighton and West Sussex Business Survey is one of a number of studies that will inform 

approaches to local economic development and business support.  

 

The West Sussex Independent Economic Commission 

The West Sussex Independent Economic Commission involved extensive consultation with local businesses 

and resulted in eleven recommendations as to how West Sussex County Council could improve its role in the 

economy (see Annex III). The Commission sees the CouŶtǇ CouŶĐil͛s eĐoŶoŵiĐ ƌole pƌiŵaƌilǇ as galvanising 

activity; being business-friendly; acting as an advocate and a partnership convener; collaborating with 

partners to provide economic analysis; developing a coordinated policy framework and an integrated 

approach to regulatory services; and maintaining close dialogue with Gatwick Airport and key local 

businesses to better understand and respond to their needs.  

 

The 2010 Brighton & Hove Business Survey 

In 2010, the Brighton & Hove Business Survey investigated a number of issues for businesses in key sectors 

identified in the Business Retention and Inward Investment (BRII) study. These were: Digital Media; Creative 

Industries; Environmental Technologies; Financial Services; Manufacturing (mainly food and drink); and 

Health Technologies. It found that businesses had a high level of commitment to the city, were located there 

mainly for lifestyle or personal reasons and thought that it was a good place to do business. It suggested that 

the ĐitǇ͛s ǁoƌkfoƌĐe aŶd Đultuƌal aŶd laŶguage skills ǁeƌe keǇ assets, although there were skills gaps in some 

higher-level technical and practical occupations. London and Gatwick Airport were seen as important assets, 

but the main constraint on busiŶess gƌoǁth ǁas the pooƌ ƋualitǇ of the ĐitǇ͛s ďusiŶess aĐĐoŵŵodatioŶ 
stock. 

 

The Brighton Fuse Research Project  

The BƌightoŶ Fuse ‘eseaƌĐh pƌojeĐt ;ϮϬϭϯͿ ideŶtified a Ŷeǁ tǇpe of ďusiŶess that is ͚supeƌfused͛. These 

businesses combine creative, technology and business skills to achieve growth figures almost three times as 

fast as other businesses and ten times that of the British economy overall. These businesses break down the 

traditional silos between arts and ICT, working in interdisciplinary teams that combine arts, humanities and 

design graduates with scientists and computer engineers to foster a culture of collaboration, innovation and 

growth. The research also highlighted the importance of clustering and networking between freelancers and 

small businesses in the sector. The Brighton Fuse Box at New England House and Wired Sussex provide a 

focal point for effective collaboration between local businesses in the sector. 

 

The East Sussex Annual Business Survey (2012)  

The East Sussex Annual Business Survey (2012) covers Lewes District, which as part of the Greater Brighton 

City Deal area, is also covered in the Greater Brighton & West Sussex Business Survey (2014).  There was no 



Greater Brighton & West Sussex Business Survey 2014  

Marshall-Nairne Ltd and Emergent Research & Consulting Ltd   9 

 

discrete section on Lewes in the East Sussex Annual Business Survey (2012).  However, it is useful to reflect 

on the findings from a Greater Brighton City Region perspective.  East Sussex businesses had been badly 

affected by the recession, but some level of stability had returned by 2012 and over half (55%) expected to 

grow over the next 3-5 years. The economy was identified as the most significant barrier to growth. East 

Sussex businesses considered improvements to the local road network as a key priority.  Other priorities for 

improvement related access to major roads and digital connectivity, although these were less important for 

Lewes businesses than for those in other parts of the county.  Locational assets identified in the survey 

iŶĐluded ͚good loĐal sĐhools aŶd Đolleges͛ and ͚ďeiŶg Đlose to Đustoŵeƌs͛. 
 

2.2 Businesses in Greater Brighton and West Sussex 
 

National statistics suggest that the Greater Brighton and West Sussex area includes nearly 50,000 businesses 

and a workforce consisting of half a million people. Figure 2.2.1 shows the business and employment profile 

(excluding public services) of the area by Local Authority District and West Sussex sub-region. The Greater 

Brighton area includes some 22,000 businesses and a workforce of 216,000. 

 

Figure 2.2.1: Businesses and employment in Greater Brighton and West Sussex 

Geography    Businesses   Employment 

Greater Brighton & West Sussex  49,000  500,000 

Greater Brighton  22,000  216,000 

West Sussex   33,000  346,000 

Coastal West Sussex  17,000  159,000 

Gatwick Diamond (excl. Tandridge & Mole Valley)  17,000  188,000 

Rural West Sussex  19,000  160,000 

By LA Area 

Brighton & Hove  12,000  123,000 

Lewes  4,000  30,000 

Adur  2,000  18,000 

Arun  5,000  40,000 

Chichester  6,000  55,000 

Crawley  3,000  83,000 

Horsham  7,000  49,000 

Mid Sussex  7,000  56,000 

Worthing  3,000  45,000 

Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

Figures have been rounded to the nearest 1000. (Excludes public service SIC codes) 

 

Figure 2.2.2 (overleaf) shows the sector profile of the key geographical areas of the study using the latest 

Standard Industrial Classification. The table shows location quotients, which are an index of the proportion 

of businesses in a sector within an area compared with what might be expected if the area reflected the UK 

economy as a whole. A score above 1 suggests there is a higher concentration of businesses than might be 

expected and below 1 suggests there is lower concentration.
10

 

 

The table suggests that Gƌeateƌ BƌightoŶ has ŵoƌe ďusiŶesses iŶ the ͚iŶfoƌŵatioŶ & ĐoŵŵuŶiĐatioŶ͛,͛ aƌts, 
eŶteƌtaiŶŵeŶt aŶd otheƌ seƌǀiĐes͛ aŶd ͚aĐĐoŵŵodatioŶ aŶd food seƌǀiĐes͛ seĐtoƌs thaŶ the UK aǀerage but 

feǁeƌ ͚agƌiĐultuƌe͛, ͚ŵaŶufaĐtuƌiŶg͛, ͚tƌaŶspoƌt aŶd stoƌage͛ aŶd ͚fiŶaŶĐial & iŶsuƌaŶĐe͛ ďusiŶesses.  
 

West Sussex as a whole has an industrial profile that is much closer to the UK average. Within West Sussex, 

the Gatwick Diamond has a higher pƌopoƌtioŶ of ͚ďusiŶess adŵiŶistƌatioŶ aŶd suppoƌt seƌǀiĐes͛ aŶd 
͚iŶfoƌŵatioŶ & ĐoŵŵuŶiĐatioŶ͛ ďusiŶesses. ‘uƌal West “usseǆ has a ĐoŶĐeŶtƌatioŶ of ďusiŶesses iŶ the 
͚agƌiĐultuƌe, foƌestƌǇ aŶd fishiŶg͛ seĐtoƌ aŶd Coastal West “usseǆ has a ĐoŶĐeŶtƌatioŶ of ďusinesses in the 

͚ĐoŶstƌuĐtioŶ͛ seĐtoƌ. 

                                                        
10

 A score of 1.2 would suggest 20% more than expected and 0.8 would suggest 20% less than expected. 
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Figure 2.2.2: Business concentrations by sector 

Sector (SIC 2007) 

Greater 

Brighton 

Gatwick 

Diamond 

Coastal 

West 

Sussex 

Rural 

West 

Sussex 

WSCC 

GB&WS 

Study 

area 

Agriculture, forestry & fishing (A) 0.3 0.8 0.9 1.2 0.9 0.7 

Mining, quarrying & utilities (B,D and E) 0.9 1.1 0.8 0.8 0.9 0.9 

Manufacturing (C) 0.8 1.0 1.1 1.0 1.0 0.9 

Construction (F) 1.0 1.0 1.2 1.0 1.1 1.0 

Motor trades (Part G) 0.7 1.0 1.0 0.9 1.0 0.9 

Wholesale (Part G) 0.9 1.1 1.0 1.0 1.0 0.9 

Retail (Part G) 1.1 0.9 1.1 0.8 1.0 1.0 

Transport & storage (inc postal) (H) 0.6 1.0 0.7 0.6 0.9 0.8 

Accommodation & food services (I) 1.2 0.8 1.0 0.8 0.9 1.0 

Information & communication (J) 1.4 1.2 0.9 1.1 1.0 1.2 

Financial & insurance (K) 0.8 1.1 0.8 1.0 1.0 0.9 

Property (L) 1.0 0.9 0.9 1.0 0.9 0.9 

Professional, scientific & technical (M) 1.0 1.1 1.0 1.1 1.0 1.1 

Business admin & support services (N) 1.1 1.2 1.0 1.1 1.1 1.1 

Arts, entertainment & other services (R,S,T&U) 1.3 1.0 1.1 1.0 1.0 1.1 

Source: ONS UK Business Count 2013 

 

It is important to note that these concentrations are of business units not employment. Large employers in a 

location (e.g. American Express in Brighton) can mean that employment by sector does not always reflect 

this profile. Indeed, Figure 2.2.3 shows that whilst micro businesses (0-9 employees) account for 84% of the 

business population across Greater Brighton and West Sussex, businesses with more than 50 employees 

account for more than half (51%) of the workforce.  

 

Figure 2.2.3: Business units and Employment by size of business 

 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

 

This holds more or less true for all the geographical areas within the study, although the Gatwick Diamond 

has a slightly higher proportion of medium and larger businesses (3%) and rural West Sussex has a slightly 

higher proportion of micro businesses (86%). In line with the size profile of businesses by employment, the 

telephone survey suggests that the majority (73%) of businesses in the study area have a turnover of less 

than £500,001. A quarter (26%) have a turnover of less than £80,000 (the current VAT threshold) while 13% 

have turnovers in excess of £1million. 
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Figure 2.2.4: Business size by turnover 

 
N=792. Base: Businesses providing turnover estimates 

 

The majority of businesses (78%) in the study area are single site operations. A further 9% are Head Offices, 

10% are branches and 3% are centres with a specific function (Figure 2.2.5). In addition 90% of the 

businesses surveyed were independent and 10% were part of a larger organisation. 

 

Figure 2.2.5: Business structures at locations interviewed 

 
N=1000 
 

The majority of businesses (64%) have been trading for more than 10 years and just under half (49%) have 

been at their current site for 10 years or more (see Figure 2.2.6). 

 

Figure 2.2.6: Age and longevity of trading at site 
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SECTION 3 - SUPPORTING BUSINESS GROWTH 

3.1 High Growth and Growing Businesses 
 

 
 

Although businesses of all descriptions can play an important economic and social role in a locality, 

businesses that intend to grow and have the potential to do so are of key interest to those involved in local 

economic development. This section focuses on high growth and growing businesses in the Greater Brighton 

and West Sussex area. In particular it uses the survey to identify: 

 

High growth businesses – those that report 20% or more average annual turnover growth for the 

last 3 years. This definition relates to the national NESTA study on high growth businesses.
11

 

 

Growth businesses – those that have increased their turnover in the last 12 months and have the 

business aim to continue growing. This is a wider grouping that includes high growth businesses but 

also many who have experienced more modest growth.    

 

3.1.1 Growth Trends 

 

An important aim of this study was to identify the scale and characteristics of local growth oriented 

businesses and to assess the degree to which they and other businesses feel optimistic about prospects for 

the near future.  A series of studies
12

 have highlighted the importance of high growth SMEs in stimulating 

innovation, leading to employment and productivity growth in the economy. 

 

According to these studies businesses with growth ambitions are more likely to export, innovate, fund 

training and to be aware of Government measures to support businesses. However, growth is not 

                                                        
11

 The Vital 6% How high growth businesses contribute to prosperity and jobs. NESTA Research Summary October 2009 
12

 Internationalisation of Innovative and High Growth SMEs. BIS Economics Paper No 5. 2010 

Key Findings 
 

 Greater Brighton and West Sussex have a larger proportion of High Growth businesses than might be 

expected (14% compared with 9% in the national NESTA study). More generally, two fifths of local 

ďusiŶesses ĐaŶ ďe ĐoŶsideƌed ͚gƌoǁth͛ ďusiŶesses. 

 Growth and high growth businesses are more likely to have national and international markets and 

suppliers. They are also more likely to be innovative and to identify with one of key sector clusters in the 

study (particularly advanced engineering and technology intensive industries). 

 There is some evidence in the survey to support recent studies, which have found that growth and high 

growth businesses focus on turnover and profitability rather than creating employment opportunities 

(which may come later). 

 Marketing and staff motivation are seen as key enablers for growth whilst finding new customers and 

controlling costs are key challenges. Issues relating to skills, premises and infrastructure are of secondary 

importance.  

 Although a fifth of businesses say they may need some support, the areas they need help in are very diverse 

and there seems little appetite for generic business support.  

 Public sector agencies need to be realistic about their role in supporting growth businesses and recognise 

that the interventions available to them to directly influence business performance may be limited 

(although potentially still worthwhile). 
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necessarily a simple term to define. According to a report for BIS
13

 policy makers often define growth in 

terms of employment, GVA and/or international trade, but businesses are more likely to define it in terms of 

turnover and profit.  

 

Figure 3.1.1 compares businesses growth experiences over the previous twelve months and expectations 

their growth expectations over the next 12 months, based on turnover, profit and employment. 

 

Figure 3.1.1: Growth Trends and Expectations 

  

  

% businesses 

Turnover Profit Employment 

Experiences Last 12 months 45 39 25 

Expectations Next 12 months 66 64 42 

Difference Between Expectations to Experience +21 +25 +17 

n = 1000 

 

Just under half (45%) of local businesses increased their turnover in the 12 months prior to the survey and a 

slightly smaller percentage (39%) increased their profits. The proportion of businesses that had increased 

their staff numbers (25%) was considerably lower. 

 

It is not uncommon for businesses to believe that they will perform better over the following twelve months 

than over the previous year, even if in reality this may not happen. This is exactly the pattern that has 

occurred in this survey. A higher proportion of businesses expect to achieve growth over the next 12 months 

on all three measures. However, a much lower proportion of businesses expect to increase their staff 

numbers than anticipate profit and turnover growth. 

 

The relationship between turnover, profit and employment growth merits further consideration, particularly 

since public policy messages often focus on the latter. Coast to Capital, for example, has set targets to create 

60,000 net new private sector jobs over the next decade. There are no targets for business profitability, 

however. According to the BIS report cited earlier, SMEs ͞aƌe Ŷot foĐused oŶ gƌoǁiŶg theiƌ ǁoƌkfoƌĐe, uŶless 
it is dƌiǀeŶ ďǇ gƌoǁth iŶ otheƌ ŵeasuƌes of size aŶd suĐĐess, ǁhiĐh aƌe pƌiŵaƌilǇ fiŶaŶĐial͟. A further study

14
 

suggests that for High Growth firms, sales growth comes first and this is followed by asset growth, growth in 

operating profit, and only then does employment growth follow.  

 

The experiences and expectations in the different dimensions of growth shown in Figure 3.1.1 may suggest 

that components of growth other than employment could feature more prominently in messages for 

engaging and supporting businesses.  If the primary objective of high growth businesses is to generate sales, 

then perhaps initiatives to support business growth and economic development should focus more explicitly 

on this goal, rather than overtly towards job creation.  

 

IŶ the suƌǀeǇ, ϰϬ% of all ďusiŶesses ĐaŶ ďe ĐoŶsideƌed to ďe ͚gƌoǁth ďusiŶesses͛ iŶ that theǇ had iŶĐƌeased 

their turnover in the last 12 months and their business aims for the future were to continue to grow (either 

slowly or quickly). 

 

Only a small proportion of these ďusiŶesses ĐaŶ ďe desĐƌiďed as ͚high gƌoǁth͛. However, NESTA suggests 

that they account for more than half of all the new jobs created over time. In terms of turnover, high growth 

businesses were defined by NESTA as businesses that employ more than ten people
15

 and which have a 20% 

annual turnover growth.
16

  

                                                        
13

 Business Growth Ambitions Amongst SMEs; BIS, Scottish Enterprise, Invest Northern Ireland, Welsh Government (2012) 
14

 Growth Processes of High Growth Firms in the UK; Coad A; Cowling M; & Siepel J. NESTA Working Paper No 12/10 
15

 However, unless otherwise stated, the definition we have used in our survey analysis includes businesses of all sizes. 
16

 Nesta ϮϬϬϵ ͚MeasuƌiŶg BusiŶess Gƌoǁth: High-gƌoǁth fiƌŵs aŶd theiƌ ĐoŶtƌiďutioŶ to eŵploǇŵeŶt iŶ the UK͛.  Nesta Research Report, October 

2009. M Anyadike-Danes, K Bonner, M Hart and C Mason. 
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According to our survey, 14% of all businesses are High Growth businesses. 14% of businesses with 10 

people or more in Greater Brighton and West Sussex are also in this category (2% of all businesses). This is a 

higher proportion than national estimates (9% in the 2009 Nesta study) and may reflect the relative 

buoyancy of the local economy and its innovative and creative profile. The figure implies that there are 

around 1,100 high growth businesses with more than 10 employees in the Greater Brighton and West Sussex 

area. The survey also suggests that high growth businesses may be slightly more common in the Gatwick 

Diamond and rural West Sussex (11%) areas but the difference is on the margins of potential statistical 

significance.  

 

If the definition is broadened to include businesses with fewer than 10 employees and new business start-

ups (who have grown by 20% per annum but may not yet be three years old) then the survey suggests that 

9% of all businesses are high growth businesses and a further 4% are high growth start-ups (Figure 3.1.2). 

Using these figures we can estimate that the number of high growth businesses in Greater Brighton and 

West Sussex is more likely to be around 6,400 (4,400 established businesses and 2,000 start-ups). 

 

Figure 3.1.2: Estimates of the number of High Growth businesses 

  

% of all 

businesses 

Greater 

Brighton West Sussex 

Greater 

Brighton & 

West Sussex 

Established High Growth businesses 9  1,900  3,000  4,400 

High growth start-ups 4  900  1,300  2,000 

All High Growth Businesses 14  2,800  4,300  6,400 

Established High Growth larger businesses 

(NESTA definition – more than 10 staff) 2  500  700  1,100 

Estimates may not sum due to rounding. Note also that the Greater Brighton and West Sussex areas overlap. 

 

3.1.2 Characteristics of Growth Businesses 
 

A key challenge in supporting business growth is to establish whether High Growth businesses have 

particular characteristics and whether they are more or less likely to be involved in different types of 

business activity. High Growth businesses were more likely to identify themselves as belonging to some of 

the business clusters explored in the study. There were also relatively strong links between growth 

orientation and international trade and innovation, consistent with findings by BIS
17

. 

 

Growth and Sectors/Clusters 

More than one in ten (13%) of all High Growth businesses self-declared as ͚teĐhŶologǇ iŶteŶsiǀe͛ Đoŵpared 

with just 8% of other businesses; and 10% self-declared as ͚AdǀaŶĐed EŶgiŶeeƌiŶg͛ Đoŵpaƌed ǁith just 4% of 

other businesses. These differences either did not exist or were marginal for Environmental Technologies, 

Health and Life Sciences and Creative Industries. Although there were high growth businesses in all broad 

sectors of the economy, they were much more likely to be in the manufacturing and business services 

sectors, but much less likely to be in retail & wholesale, hospitality and personal and community services. 

 

Environmental technologies, health and life sciences and creative industries include a disparate range of 

activities, some of which may be technology intensive and some of which are probably not. It is not clear 

whether businesses that self-identify with these sectors and which also have a technology component to 

their activities, are more likely to be high growth businesses.  

 

Growth and Markets 

High growth businesses are more likely to have national and international markets and suppliers and less 

                                                        
17

 Internationalisation of Innovative and high Growth SMEs. BIS Economics Paper No 5. 2010 
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likely than other businesses to be locally serving (see also Section 3.2.1). Nearly half (42%) are exporters, 

compared with just 17% of other businesses. Furthermore, exports account for more than half of the 

turnover of 12% of High Growth businesses, compared with 5% of other businesses.  

 

London is also more important to High Growth businesses than to other businesses. Nearly three-quarters 

(73%) have London as a market compared with just over half (56%) of other businesses.  

 

Growth and Innovation 

Around two-thirds (64%) of ďusiŶesses aƌe ͚iŶŶoǀatioŶ aĐtiǀe͛. In other words, they have either introduced a 

new or improved product or service, are working on introducing one, or have introduced new or improved 

processes in the previous twelve months. This increases to 77% of all businesses employing ten or more 

people. This is a high level of innovation, compared with the BIS UK Innovation Survey (2011), which found 

that nationally, 37% of businesses with over ten employees fall into this category
18

. There is a strong link 

between innovation activity and High Growth.  More than nine out of ten (91%) High Growth businesses had 

introduced a new product or process in the previous 12 months, compared with just under two-thirds (64%) 

of all businesses.   

 

Businesses that self-deĐlaƌed as ͚TeĐhŶologǇ IŶteŶsiǀe ;ϴϯ%Ϳ,͛Cƌeatiǀe IŶdustƌies͛ ;ϳϯ%Ϳ, EŶǀiƌoŶŵeŶtal 
Technology and Services (85%); Advanced Engineering (75%) and Health and Life Sciences (88%) were also 

ŵoƌe likelǇ thaŶ otheƌ ďusiŶesses to ďe ͚IŶŶoǀatioŶ AĐtiǀe͛. 
 

Growth and Business Size 

Businesses that have a stated intention to grow are least likely to be micros businesses, employing fewer 

than 10 people. Many micro businesses are lifestyle businesses with little or no growth intentions. This is 

supported by evidence from the qualitative interviews, which suggests that a very high proportion of micro-

businesses in the Food and DriŶk seĐtoƌ, foƌ eǆaŵple, aƌe ͞hoďďǇist͟ ďusiŶesses. MaŶǇ of these will fold 

once the interest has waned or personal circumstances have changed.  

 

͞MaŶǇ loĐal food aŶd dƌiŶk ďusiŶesses aƌe ͞hoďďǇist͟ ďusiŶesses that aƌe Ŷot lookiŶg to grow. They are often 

started by people to fit around other aspects of their lives and/or because they have a particular passion for 

food. Of the 99 businesses that we surveyed, only around 6-ϳ ǁould ďe eǆpeĐted to haǀe aŵďitioŶs to gƌoǁ͟ 

 

3.1.3 Enablers and Challenges to Growth 
 

Figure 3.1.3 shows the most important growth enablers for businesses that have ambitions to grow. 

 

Figure 3.1.3: Growth Enablers 

  Importance Score
19

 

Marketing  64 

Staff Motivation/Performance  51 

Product/Service Innovation  39 

New Technologies  32 

New Skills  21 

External Finance  -53 

Improved Premises  -89 

N = 407 

Marketing and staff motivation/performance are the most important enablers for local businesses intending 

                                                        
18

 First Findings from the UK Innovation Survey 2011 (Revised) Science and Innovation Analysis BIS 2013 
19

 Note: The Importance Score is based on the following formula: GE= (Ax2+ B)-(C+Dx2), where GE=Growth Enabler; A= Very Important; B= Quite 

Important; C=Not Very Important; and D= Not Important At All. 
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to grow. ͚Improved premises͛, which is highlighted frequently in qualitative interviews, is not a high priority 

for most growth-oriented businesses. This does not diminish it as an issue. However, it likely to be one that 

becomes acute at a given time for a small number of businesses, rather than one that is a constant issue for 

a large number of businesses. 

Businesses are more likely to see staff motivation and performance as a growth enabler than the acquisition 

of new skills. This reflects a commonly heard complaint from businesses about the lack of employability skills 

within the workforce. Personal attitude and characteristics appear more important to employers than the 

acquisition of new skills. This is addressed in more detail later in this report.  

Figure 3.1.4 shows the challenges and the main challenges that businesses identify. 

Figure 3.1.4: Business Challenges 

 
N = 1000 

 

There is a good link between the enablers and challenges to growth. If marketing is seen as the main 

enabler, then it follows that finding new clients should be identified as the main challenge, which it is. This is 

identified as a challenge by more than half (58%) the local businesses and a third (32%) see it as their 

greatest business challenge. Other areas that are commonly identified as challeŶges iŶĐlude ͚CoŶtƌolliŶg 
Costs͛ ;ϰϳ%Ϳ, CoŵpetitioŶ ;ϰϮ%) and Regulation (33%). Labour market issues and those that relate to 

business networking and collaboration are relatively marginal by comparison.  Challenges for businesses 

intending to grow were no different from those identified by other businesses.  

 

Public sector organisations need to be realistic about their role in supporting businesses in the areas that are 

most important to them. Skills, employment and the labour market are important to the public sector, 

perhaps because they also have a strong social dimension. Developing and supporting business-to-business 
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networks may also be of interest, because that is something that public sector organisations think that they 

can realistically do. However, it is much less clear how effective they can be in addressing national 

government regulations; supporting businesses to improve how they market their products and services; 

and helping them to control costs. 

 

Qualitative interviews suggest that public sector organisations still do not fully understand the needs of 

small businesses and that public sector bureaucracy and procurement are both impediments to growth for 

local businesses. It is Ŷot easǇ to ͞get iŶto͟ laƌgeƌ oƌgaŶisatioŶs in the first place and when this does happen, 

the increasing use of formal tender processes with greater administrative and financial demands, makes it 

hard for smaller organisations, with limited capacity, to compete for many contracts.  

 

͞WiŶŶiŶg ďusiŶess has changed over time, particularly with large businesses and Government organisations. 

Most now have formal procurement processes, which ask for a whole range of company policies and financial 

criteria before looking at the bid itself. This has polarised the ŵaƌket͟ 

 

͞CoŵpaŶies Ŷeed a lot of ƌesouƌĐes to be able to cope with the complex tendering arrangements. For what is 

oŶ offeƌ, aŶd giǀeŶ the ƌisk of Ŷot ǁiŶŶiŶg the ǁoƌk, it is ofteŶ Ŷot ǁoƌth ďiddiŶg͟ 

 

This is not confined to public sector contracts, however; large multinationals increasingly only contract with 

ǁhat aƌe teƌŵed ͚Tieƌ ϭ͛ ĐoŶtƌaĐtoƌs that haǀe goŶe thƌough aŶ appƌoǀal pƌoĐess. This means that 

businesses that want to work with these organisations have to do so through intermediaries, which 

increases costs and adds to the administrative burden for smaller businesses. 

 

Government policies and regulations, too, can act as a constraint on growth. Some of these are general 

concerns, but some are sector specific. Perceived inconsistencies and a lack of clarity in the Government͛s 

͚gƌeeŶ͛ poliĐǇ ageŶda present particular challenges for the Environmental Technologies sector. Regulatory 

regimes and renewable energy incentives are considered unfavourable compared with those in other parts 

of Europe; the GoǀeƌŶŵeŶt͛s ƌeŶeǁaďles strategy is perceived to be difficult to understand; and the UK 

renewables market is thought to be immature.  

 

͞It is iŶĐƌeasiŶglǇ diffiĐult to uŶdeƌstaŶd GoǀeƌŶŵeŶt poliĐǇ aŶd the iŵpaĐt that this is having on demand for 

renewables. There is Government support for shale gas at the same time as green levies have been cut, for 

eǆaŵple. It is ǀeƌǇ ĐoŶfused͟  
 

͞GoǀeƌŶŵeŶt Đould help a lot ďǇ ƌesolǀiŶg ĐuƌƌeŶt poliĐǇ ĐoŶfusioŶ aŶd a geŶeƌal laĐk of support for renewable 

teĐhŶologies͟ 

 

͞The GoǀeƌŶŵeŶt seeŵs to ďe ďaĐkiŶg aǁaǇ fƌoŵ gƌeeŶ issues: The ‘eŶeǁaďle Heat IŶĐeŶtiǀe has still Ŷot 
happened and we are still waiting for Sustainable Urban Drainage Systems (SUDS). Theƌe͛s uŶĐeƌtaiŶtǇ ƌight 
aĐƌoss the ďoaƌd oǀeƌ ǁhetheƌ iŶitiatiǀes ǁill ďe iŶtƌoduĐed oƌ Ŷot͟  
 

͞The GoǀeƌŶŵeŶt is alǁaǇs tuƌŶiŶg the tap oŶ aŶd off. You ĐaŶ͛t plaŶ a ďusiŶess oŶ the ďasis of goǀeƌŶŵeŶt 
grants͟ 

 

Other areas that are cited as barriers to growth in the sector cluster depth interviews include local authority 

planning, particularly in the Food and Drink sector; a lack of suitable move-on business accommodation; and 

a view that local authorities and their public sector partners do not have a good understanding of how small 

businesses operate. There may be room for improvements in all these areas. However, national Government 

policy is beyond the scope of local authorities to do much about. It may, therefore, be best to focus on 

ensuring that procurement processes are designed to encourage small businesses to bid for their contracts, 

whilst taking a more targeted approach to particular issues that are highlighted by businesses within specific 

sectors.  
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3.1.4 Business Support Needs 
 

Around a fifth (19%) of businesses think that they may need some support, but there is no discernable 

pattern to this by business size, geography, growth orientation or sector.  Figure 3.1.5 shows the main areas 

of support needs that were identified. 

 

Figure 3.1.5 Business Support Needs
20

 

Support Area 

% all 

businesses 

% of those 

identifying 

a need 

Accessing finance  3 18 

Marketing  2 9 

Finding premises  1 6 

Training & apprenticeships  1 6 

Recruitment  1 6 

Other  13 - 

N = 1000 

 

The issues where businesses thought they may need support are diverse, but actual numbers needing 

support is really quite limited. The most commonly cited area of support need is ͚Accessing Finance͛, 
identified by nearly one in five (18%) of all businesses citing a support need. This accounts for 3% of all 

businesses. Marketing (2%) is the next most commonly identified support need.  Finding premises, training 

and apprenticeships, and recruitment are also cited as areas where businesses need support. However, just 

1% of all businesses require support in each of these three areas. This is a smaller proportion than cited 

͚PaƌkiŶg͛ ;Ϯ%) or ͚BusiŶess ‘ates͛ ;Ϯ%Ϳ ǁheŶ ͚otheƌ speĐifǇ͛ ƌespoŶses aƌe added iŶto the piĐtuƌe. 

 

Many business needs are quite sector specific. For example, environmental technologies business planning is 

hampered by inconsistencies in Government policy relating to renewable energy; large Food and Drink 

businesses cite difficulties with local authority planning; for smaller businesses in this sector, the challenges 

aƌe aƌouŶd sĐaliŶg up, distƌiďutioŶ aŶd ideŶtifǇiŶg ŵaƌkets͛; ǁhilst iŶ the Cƌeatiǀe Digital and IT sector, a key 

challenge is keeping up with developments in technology. 

 

 

  

                                                        
20

 Note: Businesses could identify more than one support need 
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3.2 Markets, Suppliers and Business Networks 

 

 

3.2.1 Geographical Markets and Supply Chains 

Nearly half (45%) of all businesses have their main market outside the local area and ϲϭ% of ďusiŶesses͛ 
main suppliers are not local.  Only around quarter (27%) of businesses ĐaŶ ďe desĐƌiďed as ͚loĐallǇ focused͛ 
in that both their main markets and main suppliers are local. Figure 3.2.1 below shows the distribution of 

ďusiŶesses͛ ŵaiŶ ŵaƌkets aŶd ŵaiŶ supplieƌs. 

Figure 3.2.1: Markets and Suppliers  

  

Main  

Markets 

Main 

Suppliers Difference 

Local 55 39  +15 

Located within London and the SE 20 14  +5 

Spread across the UK 16 35  -19 

International 9 11  -1 

n = 1000 

 

Nearly one in ten (9%) businesses have their main market outside the UK; for 16% it is across the UK and/or 

a UK region outside London and the South East; and 20% have their main markets in London and the South 

East.  This compares with 11% international, 35% pan-UK and 14% London and the South East for suppliers. 

 

BusiŶesses teŶd to defiŶe ͚loĐal͛ ŵoƌe ŶaƌƌoǁlǇ ǁheŶ ƌefeƌƌiŶg to ͚ŵaƌkets͛ thaŶ ǁheŶ referring to 

͚supplieƌs͛, ďut the ƌeasoŶs foƌ this aƌe Ŷot Đleaƌ. Eight out of teŶ ;ϴϰ%Ϳ desĐƌiďe ͚loĐal͛ as eitheƌ ͚ǁithiŶ ϱ oƌ 
15 miles of their location for the purposes of markets, but just 66% do so when referring to suppliers.  This 

may partly explaiŶ ǁhǇ ďusiŶesses͛ Đustoŵeƌs aƌe ŵoƌe likelǇ to ďe loĐal thaŶ theiƌ supplieƌs. 
Notwithstanding this, suppliers seem to come from a wider geographical area than customers. 

 

Growth businesses (and high growth businesses in particular) are less likely to be focused on local markets 

(Figure 3.2.2) and high growth businesses are much more likely to be focused on national and international 

Key Findings 
 

 Just over half (55%) of businesses are focused mainly on local markets and 39% have mainly local suppliers. 

Around a quarter (27%) of businesses are very locally focused (local markets and suppliers). 

 However, growth, high growth and sector cluster businesses are less likely than other businesses to be 

locally focused (with the possible exception of the creative industries cluster).  

 This is a poteŶtial ĐhalleŶge foƌ LoĐal Authoƌities ďeĐause the ͚loĐal ŵultiplieƌs͛ of gƌoǁth ďusiŶesses and 

growth in key sector clusters may be limited. However, understanding the comparative advantage of the 

location for these more externally focused businesses can still be a route to local economic development.   

 Whilst there has been significant interest in research and poliĐǇ ĐiƌĐles iŶ ďusiŶesses that aƌe ͚ďoƌŶ gloďal͛, 
exporting from start-up, the majority of exporters still enter international markets after some time (and are 

larger and older than average businesses).  

 Connections to London are more important for growth, high growth and exporting businesses. However, 

there may be room for strengthening these connections as trade with London based clients only represents 

more than half the turnover of 6% of businesses.  

 Whilst most businesses network fairly frequently and in a wide variety of ways, more than a third (38%) do 

not believe they get much business benefit from doing so. Support for networks needs to defined in terms 

of the right geographies and networks for clear purposes.  
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markets as their main market.       

 

Figure 3.2.2: Growth businesses and geographical markets 

 
All N=1000, Growth N=460, High Growth N=103  

 

The picture in terms of suppliers is less pronounced, although growth oriented businesses are more likely to 

say that their main suppliers are overseas (15% compared with 11% of all businesses) and less likely to say 

they are local (35% compared with 39%).   

 

Businesses that self-deĐlaƌed as ͚TeĐhŶologǇ Intensive͛ as paƌt of the ͚EŶǀiƌoŶŵeŶtal TeĐhŶologǇ & “ervices͛ 
and ͚Advanced Engineering͛ sectors/clusters are less likely to operate mainly in local markets. Indeed, 27% of 

Technology Intensive businesses and 33% of Advanced Engineering businesses have their main markets 

overseas. This is not reflected amongst businesses that self-declared as being part of the Creative Industries 

and Health and Life Sciences sectors/clusters. There may be a looser interpretation of what these 

sectors/clusters are. A similar patteƌŶ eŵeƌges foƌ supplieƌs. “upplieƌs to ͚teĐhŶologǇ iŶteŶsiǀe͛ ďusiŶesses 
and those in the Environmental Technology & Services and Advanced Engineering sectors are more likely to 

be drawn from a wider geographical area.  

 

For many businesses local is not as important as national in terms of customers, suppliers, networks or 

regulations and policies that impact on business performance. There may need to be a clearer distinction 

between businesses that happen to be local and those that are locally serving businesses, but it may not be 

straightforward to apply on a simple sector/cluster basis. 

 

In the Food and Drink sector, for example, there is a very significant difference between the large and 

important cluster of growers, whose clients serve national supermarket chains; and the much smaller, niche 

local businesses that provide high value, low volume products, primarily for local markets. Equally, the 

Đollaďoƌatiǀe Ŷatuƌe of Gƌeateƌ BƌightoŶ͛s CDIT seĐtoƌ ŵaǇ ďe paƌtlǇ ďeĐause ŵuĐh of the seĐtoƌ͛s ĐlieŶt 
base is not in the local area, softening competitive instincts. 

 

͞We have a global supply chain, so our trading links locally are limited. All our main inputs are from large and 

international suppliers so we do not consider ourselves to be part of a local cluster͟ 

 

͞One potential reason for the spirit of collaboration is that businesses in the cluster are not often competing 

directly with one another. Few of our customers are based in Brighton, but we often collaborate to put together 

a teaŵ foƌ a pƌojeĐt ǁith diffeƌeŶt speĐialisŵs͟ 

 

From a broad sector perspective, businesses in the Hospitality (63%), Construction (45%) and Business 

Services sectors are most likely to have local suppliers and those in the Retail & Wholesale (27%) and 

Manufacturing (23%) sectors are least likely to do so. Locally focused businesses (where both the majority of 

their market and supply chain is local) are more common in the hospitality, construction and personal and 

community service sectors. 

55 

20 
16 

9 

47 

23 22 

9 

28 

16 

35 

20 

0

10

20

30

40

50

60

Local London & SE National International

% 

All businesses

Growth businesses

High growth



Greater Brighton & West Sussex Business Survey 2014  

Marshall-Nairne Ltd and Emergent Research & Consulting Ltd   21 

 

 

There is little difference in the geographical pattern of main markets (location of customers by value) 

between businesses in different parts of the study area. The possible exception is that coastal areas (Greater 

Brighton and Coastal West Sussex) are slightly more likely to be focused on local markets, perhaps reflecting 

their concentrations of tourism and hospitality industries.  

 

Similarly in terms of suppliers, there are few differences between the spatial areas. The possible exceptions 

to this are the Gatwick Diamond where businesses are more likely to have suppliers located in London and 

other parts of the South East (20%) and Coastal West Sussex, where suppliers are less likely to be located in 

London and the South East. This may just reflect geographical circumstance, i.e. the relative proximity of 

London.  

 

3.2.2 London and Gatwick Airport 

 

London is an important market for many local businesses, but there may be scope to strengthen these links 

further. The close proximity of London is considered positive to 39% of businesses, with those in Brighton & 

Hove (50%) most likely to consider it as positive, and those in Worthing (30%) least likely to do so. 

Connections to London are also more likely to be considered important by growth and high growth 

businesses (46% and 47% consider it important respectively). 

 

Although nearly two-thirds (62%) of all businesses had some form of trade with London, for the majority 

(64%) this market only accounts for between 1-10% of the business that they do. Trade with London 

accounts for more than 50% of income for only a small proportion (6%) of businesses (see Figure 3.2.3). 

 

Figure 3.2.3: London as a proportion of business by value 

 
EǆĐludes doŶ͛t kŶoǁs. N=ϵϯϴ 

 

Good access to Gatwick Airport is less likely to be seen as positive aspeĐt of a ďusiŶess͛ loĐatioŶ than good 

access to London, but spatial differences are much more pronounced.  Overall, 30% of businesses across 

Greater Brighton and West Sussex think access to Gatwick Airport is positive, but this ranges from 13% of 

businesses in Chichester to 49% of businesses in Crawley. Businesses in Coastal West Sussex (19%) are much 

less likely to consider this as positive than businesses in other spatial areas. 

 

Perhaps unsurprisingly, exporters are more likely than those that are not involved in international trade to 

view access to London (53%) and Gatwick Airport (43%) as positive features of their location. However, the 

interesting point here is that even exporters are more likely to consider London to be more important than 

Gatwick Airport. This could be because the European location of most international markets is accessible by 

other means or because many exporters may trade more with London than overseas.  
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3.2.3 International Trade 
 

Around one in five (19%) local businesses trade internationally. This rises to 29% of businesses that employ 

ten or more people, which is similar to 2006 BIS estimates (31% of businesses employing ten or more staff). 

For a small proportion of businesses (6%), exports account for at least half their turnover. 

 

Exporters are more likely than others to have growth objectives and/or to be High Growth businesses and 

they are more likely than non-exporting businesses to be larger, both in terms of employee numbers and in 

terms of turnover. This reflects findings by both the Barclays Bank report and BIS, which suggest that export 

propensity increases with company size
21

. 

 

͚BoƌŶ LoĐal͛ eǆpoƌteƌs haǀe ƌeĐeiǀed soŵe atteŶtioŶ aŶd haǀe started to influence the way in which support 

to would-be exporters is provided. The traditional route to international trade is based on establishing a 

strong local market then expanding, in a staged approach, to overseas markets.  Both the BIS and Kingston 

University/Barclays Bank reports, suggest that this ͚staged ŵodel͛ ŵaǇ Ŷot always be appropriate, since 

some eǆpoƌteƌs haǀe ͞alǁaǇs eǆpoƌted͟ and are, therefoƌe, ͚BoƌŶ Gloďals͛.  
 

The iŶĐideŶĐe of ͚BoƌŶ Gloďals͛ is soŵeǁhat depeŶdeŶt oŶ the defiŶitioŶs that aƌe used. Definitions that 

include any foƌŵ of iŶteƌŶatioŶal tƌade, iŶĐludiŶg hostiŶg oǀeƌseas ǀisitoƌs ŵake the iŶĐideŶĐe of ͚BoƌŶ 
Gloďals͛ high. Hoǁeǀeƌ, oŶe that defiŶes ͚BoƌŶ Gloďals͛ as ďusiŶesses that aƌe less thaŶ fiǀe years old, but 

which began trading internationally within two years of incorporation, suggests that only around 2% of all 

fiƌŵs aŶd ϭϰ% of eǆpoƌtiŶg fiƌŵs aƌe ͚BoƌŶ Gloďals͛.  This survey did Ŷot iŶǀestigate the pƌeǀaleŶĐe of ͚BoƌŶ 
Globals͛ loĐallǇ, ďut it suggests that older, well-established businesses are more likely to trade 

internationally than younger businesses. 15% of businesses that have been trading for up to five years are 

exporters compared with 24% of those that have been trading for over ten years. 

 

Routes to international trade may not always follow a planned approach. Evidence from qualitative 

interviews suggests that serendipity or working with UK subsidiaries is sometimes a route into trading 

internationally.  

 

͞The ǁaǇ iŶto these ;iŶteƌŶatioŶal ĐoŵpaŶiesͿ has ďeeŶ ďǇ ǁoƌkiŶg ǁith loĐal suďsidiaƌies aŶd gƌoǁing 

oƌgaŶiĐallǇ iŶto laƌgeƌ oƌgaŶisatioŶs͟ 

 

Exporters can be found in all parts of the economy and businesses that have global markets or which are 

part of a wide international network, appear to have been quite resilient during the recession. This is mainly 

because their risk was spread more widely. Nationally and locally, manufacturers are more likely to trade 

internationally than businesses that provide services. A third (33%) of local Manufacturing businesses 

export, compared with 18% of local service sector businesses.  

 

Exporters are also more likely to be in one of the self-declared clusters, particularly in Advanced Engineering, 

Creative Industries and Technology Intensive activities. There is no significant difference in the proportion of 

businesses that export in any of the local spatial areas. Businesses that trade internationally can be found in 

all parts of Greater Brighton and West Sussex. 

 

The Government has strongly promoted international trade as a route to business growth and economic 

recovery, focusing particularly on emerging markets. There appears to be a good opportunity to support this 

locally. Around 8% of all businesses in Greater Brighton and West Sussex plan to export to new markets over 

the next 2-3 years.  

 

 

                                                        
21

 The eǆpoƌt FaĐtoƌ͟ Bƌitish “MEs AppƌoaĐhes to DoiŶg BusiŶess Oǀeƌseas. BaƌĐlaǇs BaŶk aŶd KiŶgstoŶ UŶiǀeƌsitǇ 
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Figure 3.2.4 compares current export locations with export locations that are being planned by Greater 

Brighton and West Sussex businesses. 

 

Figure 3.2.4: Current and Planned Export Markets 

Destination Current Planned Difference 

European Union  53 35  -18 

USA & Canada  19 26  +7 

China/India/Asia  10 32  +22 

Russia /Eastern Europe  2 11  +9 

Latin America (South America & Mexico)  1 12  +11 

Other  14 25  +11 

N = 215 

 

Currently, the European Union is easily the most common export destination, with 53% of businesses that 

trade internationally citing this as their main export market. This is followed by USA/Canada (19%) and 

China/India (10%). Only 2% of exporters trade with Eastern Europe and Russia. Although the European Union 

continues to be the strongest foĐus foƌ plaŶŶed Ŷeǁ iŶteƌŶatioŶal ŵaƌkets, ďusiŶesses͛ futuƌe eǆpoƌt plaŶs 
suggest some diversification towards other markets, notably China, India and Asia. Although the numbers 

are relatively small, the survey findings suggest that there may be a more disparate approach to 

international trade in the future than is currently the case. 

 

3.2.4 Business Networking 
 

Businesses get involved with local networks for a wide range of reasons, not all of which are related directly 

to identifying new business opportunities. Figure 3.2.5 shows the different ways in which businesses that 

fairly or very frequently network engage.  

 

Figure 3.2.5: Forms of business networking (% businesses engaging fairly/very frequently) 

 
N= 1000 

 

Businesses are most likely to engage with each other to provide and receive support and to work 

collaboratively.  

 

͞The MD Huď, a peeƌ to peeƌ leaƌŶiŶg Ŷetǁoƌk foƌ MaŶagiŶg DiƌeĐtoƌs, ǁoƌks ƌeallǇ ǁell. People aƌe ǀeƌǇ opeŶ 
and honest about the challenges that they face and theƌe is a seŶse iŶ ǁhiĐh people solǀe issues ĐolleĐtiǀelǇ͟ 
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However, formal networking seems to be much less widespread than informal approaches and, perhaps 

counter-intuitively, businesses focused on local markets appear less likely to network than those that have 

customers across a wider geographical area. 

 

The benefits of networking are not clear to all businesses. More than a third (38%) of those that network 

fairly or very frequently do not believe that their businesses get much benefit from doing so and only around 

one in six (15%) believe that it leads to concrete sales leads. However, its most important role may be in 

developing brand awareness; one in five (21%) businesses that network fairly or very frequently cites this as 

the main benefit.  

 

The perceived mixed benefits of networking may relate to its potential rather than to its actual benefits. 

That is, networking may lead to benefits occasionally, rather than regularly.  The social dimension of 

networking may also partly explain the apparent mismatch between the propensity to network and its 

perceived benefits. In other words, people may not always actually network for entirely business reasons.  

 

͞It ĐaŶ ďe good to ĐoŶŶeĐt ǁith otheƌ ďusiŶess leadeƌs: ƌuŶŶiŶg oŶe͛s oǁŶ ďusiŶess ĐaŶ ďe a ďit loŶelǇ at tiŵes 
aŶd ŵeetiŶg ǁith siŵilaƌ ŵiŶded people is good͟ 

 

Not all businesses engage in networks and the term ͚local͛ is open to different interpretations. Well-

established networks, such as the West Sussex Growers Association are important influencing and lobby 

groups, which can act on behalf of its members at national as well as at local level. By contrast Sussex Food 

and Drink Network and the Brighton & Hove Food Partnership act as a focal point for local food and drink 

producers on a much more local level.  

 

Whilst membership of business networks can be strong, active membership is not always easy to sustain 

without public sector backing. Organising and sustaining networks is a time-consuming business and there is 

a moral hazard, in which the benefits of membership do not always go to those that are most active. 

 

͞HistoƌǇ suggests that ďusiŶess to ďusiŶess Ŷetǁoƌks do Ŷot suƌǀiǀe. TheǇ Ŷeed puŵp-priming and public sector 

co-ordination for them to be effeĐtiǀe͟ 

 

Only around half (45%) of businesses believe that opportunities to network are good in their local area and 

one in six (16%) think they are either quite poor or very poor. There is no geographical dimension to this. 

Businesses in Rural West Sussex, for example, are no more likely to think opportunities to network are poor 

than businesses in Greater Brighton. There may be some sector/cluster differences, with Advanced 

Engineering businesses less likely to believe that there local networking opportunities are good and 

technology intensive businesses more likely to believe that they are good.  

 

Networks need to be defined in terms of the right geographies and to exist for a clear purpose. For small 

food and drink businesses that are mainly local serving, networks are likely to be quite local and could focus 

on collaborative approaches to distribution, or a co-ordinated approach to meeting buyers or establishing 

food hubs, for example. For other businesses, where suppliers, markets and recruitment is more widely 

geographically spread, the focus might be more about developing a collective voice to influence national or 

local government policy; or collaborative approaches to trade missions, for example. These networks are 

much less likely to be defined by tight local geographies.  
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3.3 Innovation, Skills and Recruitment 

 

 

3.3.1 Innovation 

 

The UK Innovation Survey defines innovation as where businesses are involved in one or more of the 

following activities:  

1. Introduction of a new or significantly improved product (good or service) or process;  

2. Engagement in innovation projects not yet complete or abandoned; and 

3. New and significantly improved forms of organisation, business structures or practices and 

marketing concepts or strategies. 

A business that has engaged in any of the activities 1 to 3 is defined innovation active.  In our survey we 

focused primarily on the first two of these activities. Figure 3.3.1 shows the proportion of local businesses 

that are involved in each of these innovation activities. 

 

Figure 3.3.1 Innovation Activities 

Innovation % all businesses 

Introduced new or improved products/services 49 

Working on new products/services 39 

Introduced new/improved processes 36 

Any of the above (Innovation Active) 64 

N = 1000 

 

AĐĐoƌdiŶg to this defiŶitioŶ, ϲϰ% of ďusiŶesses iŶ Gƌeateƌ BƌightoŶ aŶd West “usseǆ aƌe ͚iŶŶoǀatioŶ aĐtiǀe͛.  
This is higher than UK estimates from the BIS Community Innovation Survey (45%), although the surveys 

Key Findings 
 

 The ŵajoƌitǇ of ďusiŶesses iŶ Gƌeateƌ BƌightoŶ aŶd West “usseǆ ;ϲϰ%Ϳ aƌe ͚iŶŶoǀatioŶ aĐtiǀe͛ iŶ that theǇ 
have introduced a new product, service or process in the last 12 months or are currently working towards 

introducing one.  

 A significant minority of businesses report having used a Higher Education Institution to support innovation 

(around 4% have used one of the three Sussex based universities). More than one in ten (13%) say they 

intend to use HEIs in this way in future. However, there is room for improvement in terms of outcomes as 

around a quarter of those rating universities for their support did not perceive any real benefit. 

 Given a more open line of questioning, a higher proportion of businesses highlighted skills and recruitment 

issues than in national surveys, although there is no evidence to suggest skills issues are worse locally. Some 

common recruitment difficulties (elementary occupations and customer service staff) may relate more to 

the local cost of living, pay and conditions than to a shortage of skilled people in the labour market. 

 Work readiness, including finding people who are well organised, motivated and have good communication 

skills is the ŵost ĐoŵŵoŶlǇ ideŶtified ͚ŵaiŶ͛ skills ĐhalleŶge, although this oŶlǇ ƌelates to a sŵall ŵiŶority 

of businesses (7%). The issue does not relate just to young people. Nevertheless only 45% of those 

recruiting from education thought young people were quite or very well prepared for work (rising to 57% of 

those recruiting from universities). 

 There is significant evidence of graduate underemployment locally, 47% of local businesses employ 

graduates but 27% say that none of the jobs they are doing require degrees. This raises the question of why 

graduates are recruited to such roles and what added benefits they bring.  
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have different methodologies and are not directly comparable.
22

 Whilst the UK innovation survey does not 

include micro-businesses, our study found that businesses employing 10 or more people were even more 

likely to be innovation active (77%).  

 

There is also a correlation between innovation and both growth (81% innovation active) and high growth 

(91% innovation active) businesses. Locally, manufacturing and retail/wholesale businesses are more likely 

than businesses in other sectors to be innovation active, as are those that self-declare as being part of the 

Technology Intensive, Creative Industries, Environmental Technologies and Health and Life Sciences clusters.   

 

Strengthening the links between Higher Education Institutions (HEIs) and High Growth local businesses is 

also a keǇ loĐal eĐoŶoŵiĐ deǀelopŵeŶt aiŵ aŶd ǁas ĐeŶtƌal to the Gƌeateƌ BƌightoŶ CitǇ ‘egioŶ͛s suĐĐess is 
securing a City Deal agreement with central Government earlier in 2014. Nearly one in ten (8%) businesses 

say they have used HEIs to support their innovation activity. Half these had used the local universities of 

Sussex, Brighton or Chichester for at least some innovation related support.  

 

BusiŶesses͛ iŶteƌpƌetatioŶ of ͚Higher EducatioŶ iŶstitutioŶ͛ is perhaps broader than standard definitions. 

Included aŵoŶgst the ďusiŶesses iŶteƌpƌetatioŶ of ͚otheƌ͛ HEIs are a number of Further Education Colleges 

in Sussex and a wide range of sector specific private training providers. The proportion of businesses using 

institutions with official recognition as a University may be more like 5-6% or one in twenty. 

 

The overall number of businesses in the sample that had used HEIs in Sussex was quite small (44), so caution 

needs to be applied when generalising satisfaction levels. However, there may be some room for 

improvement here. Of the all the ratings given by users for the three universities (60 in total as some used 

more than one institution), 24 rated the support as ͚very useful͛ aŶd Ϯϭ as  ͚Ƌuite useful͛ ǁhile 15 said the 

support provided little or no benefit at all.   

 

Despite this, more businesses (13% of all businesses) expect to engage HEIs to support innovation activities 

in the future than in the past. The oǀeƌǁhelŵiŶg ƌeasoŶ ǁhǇ ďusiŶesses doŶ͛t eŶgage HEIs is that they do 

not see them as appropriate to their type of business. This is unsurprising, but some of these businesses may 

not be fully aware of the type of support that HEIs could provide.   

 

Depth interviews suggest that knowledge intensive businesses are more likely to be engaged with HEIs 

including peer to peer review activities within the Health and Life Sciences sector. Companies at the Sussex 

Innovation Centre also have the opportunity to develop particularly good links with the universities. 

 

͞IŶŶoǀatioŶ Hubs are beneficial on both sides – there are clear objectives and a good focus on return on 

iŶǀestŵeŶt͟ 

 

3.3.2 Skills and Recruitment 

 

The role of skills in contributing to growth is complex and businesses tend not to identify skills as amongst 

their most important challenges. There is some evidence that high growth businesses are more likely than 

other businesses to identify human capital factors as a barrier to business growth. This includes a lack of 

leadership and a lack of skills to develop a new innovation or create a business model. NESTA has found that 

difficulty recruiting skilled staff is a more significant obstacle to high growth firms than to other businesses
23

.  

Indeed, the inability to recruit skilled people and people with management potential has been identified as 

the issue that is ͞as Đlose as theƌe is to a ͚geŶeƌiĐ͛ high gƌoǁth fiƌŵ pƌoďleŵ͟24
. The Brighton & Hove 

Business Survey (2010) also ideŶtified ďusiŶesses͛ diffiĐulties iŶ fiŶdiŶg higheƌ-level technical and practical 

                                                        
22

 First Findings from the UK Innovation Survey 2013. Knowledge and Innovation Analysis. BIS, April 2014 
23

 Barriers to Growth: The Views of High Growth and High Growth Potential Businesses. NESTA 2011 
24

 Ready, Steady Grow: How the Government can Support the Development of More High Growth Firms – A Joint Cities 2020 and Knowledge 

Economy Programme Report Work Foundation 



Greater Brighton & West Sussex Business Survey 2014  

Marshall-Nairne Ltd and Emergent Research & Consulting Ltd   27 

 

staff.  

 

Although improving skills is not confined to education leavers, the skills of school and college leavers 

remains an important issue for employers. The CBI Education and Skills Survey (2013)
25

 found that, at 

national level, employers thought that structures Ŷeeded to ďe ďuilt to ͞ďetteƌ suppoƌt the tƌaŶsitioŶ fƌoŵ 
sĐhool to ǁoƌk aŶd tƌaiŶiŶg͟. The report suggests that STEM skills are in high demand, but difficult for 

employers to find, particularly at technician and graduate level. However, a different study for BIS
26

 suggests 

that a significant proportion of STEM graduates enter non-STEM careers. This may suggest that just 

increasing the supply of people with STEM skills will not fully address the issue. 

 

The method that was used to try to establish the extent and type of skills issues amongst local businesses in 

the Greater Brighton and West Sussex Business Survey was different from that used in the National 

Employer Skills Survey (NESS). It appears to have identified more widespread recruitment and skills 

challenges than might have been expected using the standard approaches. However, this is not to say that 

there is necessarily a greater problem in terms of skills locally than nationally. 

 

The NESS asks businesses whether they have any current hard to fill vacancies and from this attempts to 

establish whether these are due to lack of skills, qualifications or experience. This determines the extent of 

current skills shortage vacaŶĐies ďut doesŶ͛t alǁaǇs ŵatĐh eŵploǇeƌ peƌĐeptioŶs ;ǁho ŵaǇ Đhoose Ŷot to 
bother to ƌeĐƌuit if theǇ suspeĐt theǇ ǁoŶ͛t get ǁhat theǇ ǁaŶtͿ. According to the NESS 2013, 4% of 

organisations have skill related hard to fill vacancies and 15% have skill gaps (where at least one member of 

staff is not fully proficient in their role). 

 

Our survey attempted to get a better handle on the broader issue of recruitment difficulties and skills by 

asking businesses whether they had recruitment difficulties and skills gaps, what the nature of these were 

and to identify their main skills challenge. The level of recruitment difficulties and skills gaps is shown in the 

Figure below.  
 

Figure 3.3.2: Recruitment Difficulties and Skills Gaps 

  % of businesses 

Recruitment Difficulties  23 

Skill Gaps 24 

Skill /Recruitment Issue (either) 33 

N = 1000 

 

One third (33%) of all businesses had either recruitment difficulties or skills gaps. This suggests that 

perceived skills related issues may be much more widespread than identified in the NESS.  Furthermore 

recruitment difficulties/skills issues are much more prevaleŶt aŵoŶgst ͚iŶŶoǀatioŶ aĐtiǀe͛ ďusiŶesses ;40%); 

growth businesses (40%); medium-sized and large businesses, as measured by staff numbers (58%); and 

large businesses, as measured by turnover (44%).  

 

The NESS also found a correlation between business size and recruitment/skills issues, but this may be partly 

because larger businesses simply recruit more and are more likely to have staff vacancies.  

 

Businesses in the Hospitality sector aƌe ŵoƌe likelǇ to haǀe ͚skills issues͛ thaŶ ďusiŶesses iŶ otheƌ seĐtoƌs of 
the economy. However, other factors, such as geography, propensity to export and the age of the 

businesses, are not significant determinants of recruitment difficulties and skills gaps.  

 

Figure 3.3.3 (overleaf) shows the occupations where recruitment difficulties are most common.  
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 Changing the Pace: CBI/Pearson Education and Skills Survey 2013 
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 STEM Graduates in Non-STEM Jobs. BIS Research Paper Number 30. BIS 2011 
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Figure 3.3.3 Recruitment difficulties by occupation 

 
N =200 

 

More than a quarter (27%) of businesses with recruitment difficulties find it difficult to recruit people to 

skilled tƌade oĐĐupatioŶs. Otheƌ oĐĐupatioŶs that aƌe diffiĐult to ƌeĐƌuit to iŶĐlude ͚EleŵeŶtaƌǇ OĐĐupatioŶs͛ 
(22%); Sales and Customer Service Occupations (16%); and Professional Occupations (13%). Recruitment 

difficulties may not all be skill-related. They could also be due to poor terms and conditions or other factors. 

There is some evidence of this from the qualitative interviews. Businesses suggest that it can be particularly 

difficult to recruit people to lower level manual occupations, but more because these jobs are unattractive 

than because of people with the right skills in the labour market.   

 

Businesses were also asked to specify the areas in which they had skills gaps in their existing workforce. 

Figure 3.3.4 shows the findings. 

 

Figure 3.3.4: Skill gaps 

Skill area % of Businesses 

Sales/customer service skills  18% 

Technical/practical - low to medium level  15% 

Supervisory/people management  11% 

Technical - high level  10% 

Administration/organisation  7% 

Management - strategic  6% 

IT skills - basic  4% 

IT skills - advanced  3% 

Work readiness  3% 

Literacy  2% 

n = 283 

Nearly one in five (18%) of all busiŶesses ǁith ͚skill gaps͛ ideŶtified ͚“ales aŶd Custoŵeƌ “eƌǀiĐe “kills͛ as the 

areas where they had skills gaps. Other areas were Low to Medium Level Technical/Practical Skills (15%); 

Supervisory/People Management (11%); and High Level Technical Skills (10%).   

 

Businesses have a wide range of ͚MaiŶ “kills ChalleŶges͛. These are shown in Figure 3.3.5 overleaf. 
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Figure 3.3.5: Main skills challenge 

Skill Area 

% of 

businesses 

with 

recruitment or 

skills issues 

% of All 

businesses 

Work Readiness/Communication 22 7 

Engineering/Technical/Skilled Trades  16 5 

Other Job Specific 12 4 

Commercial/Sales 11 3 

Management/Leadership 11 3 

Design/Creative 2 1 

Other 16 5 

N = 330 & 1000 

 

Work readiness, including finding people who are well-organised, motivated and who have good 

communication skills remains a key challenge for many local businesses. This is supported by evidence from 

the qualitative interviews: 

 

͞“Đhools aŶd Đolleges Ŷeed to iŵpƌoǀe the geŶeƌal ǁoƌk ƌeadiŶess of ǇouŶg people aŶd iŵpƌoǀe speĐifiĐ thiŶgs 
like iŶteƌǀieǁ skills, the ƌight attitude aŶd iŶstilliŶg a ǁoƌk ethiĐ͟  
 

͞We Ŷo loŶgeƌ ƌeĐƌuit diƌeĐt fƌoŵ eduĐatioŶ. We have had poor experiences in terms of work ethic and 

ƌeliaďilitǇ͟ 

 

This does not just refer to young people and college leavers, however. It is an issue that businesses identify 

within the wider workforce. 

 

͞People ŵoǀe out to the so-called silicon beach for a better work-life balance, but this can pose problems when 

Ǉou ǁaŶt to ƌeĐƌuit soŵe ŵoƌe ͚huŶgƌǇ͛ go-getteƌs to the ďusiŶess͟ 

 

It is important to put this in perspective. It is still only a small minority of all businesses (7%) that identify 

work readiness and communication skills as their Main Skills Challenge. Evidence from the qualitative 

interviews suggests that businesses believe that the supply of local labour is relatively strong and that local 

universities and colleges have made significant improvements in how they respoŶd to ďusiŶesses͛ skills 
needs.  

 

͞Theƌe aƌe Ŷo ŵajoƌ pƌoďleŵs ǁith staff ƌeĐƌuitŵeŶt aŶd the ƋualitǇ of ǇouŶg people aŶd appƌeŶtiĐes is 
geŶeƌallǇ good͟ 

 

Qualifications alone seldom compete with experience when it comes to recruiting. This seems to apply to 

businesses across a wide range of sectors. People who have experience of working in London may have 

advantages over those who have only worked locally; and those who have experience of working locally may 

be better placed than those who are seeking work for the first time.  

 

͞The poƌtfolio of ǁoƌk that Ǉou haǀe doŶe is eǀeƌǇthiŶg. Knowing the theory and having done a few college 

projects is not very enticing for an employer. It is best to also to do some stuff freelance, perhaps whilst at 

Đollege͟ 

 

Other Main Challenges relate to technical and job specific skills and commercial/sales and leadership and 

management skills. High level technical and design skills can be difficult to source in the CDIT sector, whilst it 

is difficult to recruit local people to lower level manual occupations in the Food and Drink sector. Despite 
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this, several employers recognise the positive contribution that universities and colleges make to supplying 

skilled staff.  

 

͞The FE aŶd HE seĐtoƌ has ǁoƌked haƌd to pƌoduĐe gƌaduates with up to date design, programming and 

eŵploǇaďilitǇ skills, ďut teĐhŶologǇ ŵoǀes fasteƌ thaŶ theǇ ĐaŶ desigŶ aŶd deliǀeƌ Ŷeǁ Đouƌses͟ 

 

͞The loĐal uŶiǀeƌsities aƌe ǁell ƌegaƌded: “usseǆ foƌ eŶgiŶeeƌiŶg aŶd BƌightoŶ foƌ IT͟ 

 

Many businesses are able to recruit the staff that they need and those that require high skilled labour expect 

to recruit from a national or international labour pool. Although there are some challenges in coastal 

locations, in particular, the catchment area for skills appears to be quite good. 

 

The closure of a number of larger businesses in some parts of the area has also provided a good supply of 

skilled people who have either started their own businesses or been recruited by companies that have 

continued to operate locally. 

 

͚NeǁhaǀeŶ has the kiŶd of skilled people that the ĐoŵpaŶǇ Ŷeeds to ƌeĐƌuit, giǀeŶ the ƌelatiǀelǇ ƌeĐeŶt loss of 
major engineering companies like Parker Pen. This pƌoǀides a good loĐal skills ďase͟ 

 

It is not yet clear what the impact of the decision not to extend the Seasonal Agricultural Workers Scheme 

will have on land-based industries that have previously relied heavily on workers for Romania and Bulgaria 

for lower-skilled seasonal work.  

 

It is difficult to ignore the issue of migrant workers, as this emerged several times in depth interviews, 

particularly, but not exclusively, with businesses in the Food and Drink sector. Several respondents 

commented on the high quality of migrant workers and their willingness to take jobs that UK nationals seem 

to be reluctant to fill.  Some of these migrant workers, who were originally recruited to low skilled jobs have 

since moved into higher-level managerial and technical roles, once theiƌ ͚hiddeŶ skills͛ had ďeeŶ ƌeĐogŶised.  

 

3.3.3 School, College and University Leavers 
 

The work readiness of education leavers often comes under scrutiny. Anecdotally, employers frequently 

complain that young people are not sufficiently well-prepared for work when they leave full-time education. 

Furthermore, transitions from education to employment have become increasingly protracted, with young 

people often experiencing periods of unemployment, initially having to take lower skilled or temporary jobs 

or doing an internship or voluntary work to gain the experience that they need to gain a secure foothold in 

the labour market. 

 

Part of the reason why it has become so much more difficult for young people is due to changes in the 

structure of the labour market. Entry-level jobs, which are often low paid, part-time and temporary, are now 

much more likely to require high levels of interpersonal skills, whilst higher level employment is increasingly 

concentrated in knowledge intensive sectors.  

 

Qualitative interviews to inform this study have highlighted some concerns about recruiting young people. 

One employer ceased recruiting directly from education because of bad experiences in the past; there were 

ĐoŵŵeŶts aďout gƌaduates͛ inability to understand and work effectively within SMEs, perhaps because of a 

mismatch in expectations; and some employers find it difficult to recruit to lower level manual jobs. 

 

A fifth (21%) of local employers still recruit directly from education, however, with businesses more likely to 

recruit people directly from colleges (13%) than from university (8%) or school (5%). Businesses that recruit 

staff directly from education are more likely to be growth, high growth or innovative businesses and/or 

businesses that identify skills challenges. 
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National concerns about the work-readiness of young people are, however, reflected by local businesses, as 

shown in the Figure 3.3.6. 

 

 Figure 3.3.6: How well prepared young people are for work 

 
Base: Those recruiting from education. N =265 

 

Fewer than half (45%) of businesses that recruit young people directly from education believe that they are 

well-pƌepaƌed foƌ ǁoƌk. As ŵaŶǇ thiŶk theǇ aƌe ͚ǀeƌǇ pooƌlǇ pƌepaƌed͛ as thiŶk theǇ aƌe ͚ǀeƌǇ ǁell pƌepaƌed͛. 
Perhaps unsurprisingly, businesses that had recruited school leavers from university were most likely to feel 

young people were well prepared for work (57%), while those recruiting from school were the least likely 

(27%). Just over a third (38%) of employers recruiting from colleges felt that young people were well 

prepared for work. 

 

Work readiness and general employability skills are identified as the Main Skills Challenge for businesses that 

have recruitment difficulties or skills challenges. This does not relate entirely to school and college leavers 

aŶd, although eŵploǇeƌs͛ eǆpeĐtatioŶs ŵaǇ Ŷeed to ďe ŵaŶaged to some extent, there appears to be room 

to improve the work readiness of young people within Greater Brighton and West Sussex education 

institutions.  

 

Apprentices 

A fifth of all employers say that they have either recruited or trained an apprentice (21%) in the previous 

three years. This seems quite high and may have been open to some misinterpretation. Some businesses 

could have recruited someone who had previously trained as an apprentice, rather than taken on an 

apprentice themselves, or even regard some junior staff as apprentices when they are not on formal 

apprenticeship schemes.  

 

Two thirds (68%) of businesses found the apprentices to be useful to their business, but nearly one in five 

(18%) did not. Despite this, almost all (91%) of businesses that had recruited apprentices would do so again.  

 

3.3.4 Graduate Employment 

 

Graduate expectations can be a challenge for small businesses. This issue is highlighted in the Wilson Review 

of business-uŶiǀeƌsitǇ ĐollaďoƌatioŶ, ǁhiĐh suggests that theƌe is a ͞ŵisŵatĐh ďetǁeeŶ the aspiƌatioŶs of 
gƌaduates aŶd the ƌealities of the joď ŵaƌket͟27

. According to Wilson, only a small minority of graduates seek 

work with SMEs and the volume of graduates who want to work for large corporates exceeds the supply of 

jobs. 

 

                                                        
27

 A Review of Business-University Collaboration, Professor T Wilson 2012 
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This mismatch is reflected locally, with some SME managers finding graduates difficult to work with hard to 

retain. 

 

͞Gƌaduate ƌeĐƌuitŵeŶt is Ŷot alǁaǇs suĐĐessful. This is ďeĐause theiƌ eǆpectations are too high and they often 

think they know more than they do and they can have an unrealistic expectation of the impact that they can 

haǀe͟ 

 

͞Gƌaduates soŵetiŵes haǀe aŶ iŶflated opiŶioŶ of theiƌ oǁŶ ǁoƌth, giǀeŶ theiƌ liŵited pƌaĐtiĐal eǆpeƌience and 

theǇ aƌe put off ďǇ the liŵited oppoƌtuŶities foƌ pƌogƌessioŶ iŶ a sŵall ĐoŵpaŶǇ͟  
 

Graduate retention and graduate underemployment is a concern for Coast to Capital. Higher Education 

Statistics Agency (HESA) data suggests that the Coast to Capital region has a higher proportion of under-

employed graduates than the national average. Nearly a third (31%) of employed graduates in non-graduate 

jobs, compared with 27% nationally. IŶ additioŶ to this, the phƌase ͚Baƌistas ǁith PhDs͛ is oŶe that is ofteŶ 
used to describe the level of under-employment in Brighton & Hove, in particular.  This survey provides 

further evidence of graduate over-qualification and underemployment (see Figure 3.3.7). 

 

Figure 3.3.7: Graduate Under-Employment 

  

% All 

businesses 

% 

businesses 

with 

graduates 

Businesses with Graduates 47 - 

Businesses with more than 50% Graduates 18 39 

BusiŶesses ǁheƌe all Gƌaduates aƌe DoiŶg Joďs that DoŶ͛t Need Degƌees 27 56 

* N = 472 

 

Just under half (47%) of all local businesses employ at least one graduate and in nearly a fifth (18%) of 

businesses, graduates account for the majority of staff.  However, more than half (56%) of businesses with 

graduate staff say that none of the jobs they do actually needs someone with a degree. This cannot be 

compared directly with HESAs underemployment estimates. However, this does not address the question of 

why so many non-graduate jobs are filled by graduates.  
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3.4 A Place for Business 
 

 

3.4.1 Location Decisions 

 

Brighton & Hove City Council, Lewes District Council and West Sussex County Council all have a pro-active 

approach to inward investment activity. Both West Sussex County Council (www.investwestsussex.co.uk) 

and Brighton & Hove City Council (www.brightonforbusiness.co.uk) have both developed websites 

specifically aimed at attracting potential inward investors and Lewes District Council is supported by the 

Locate East Sussex service. 

 

Both inward investment websites refer to their favourable locations, close proximity to Gatwick Airport and 

central London; their well-qualified workforces and the high quality of life in the local area.  The size of 

Brighton & Hove is highlighted, as it is believed that this allows the city to develop an open and informal 

approach to business networking and collaboration.  It is of a sufficient scale, but not too large, to enable 

people to readily mix business and leisure. The Invest West Sussex website emphasises the large number of 

international and market-leading businesses in the county and the affordability of its business premises.  

 

Figure 3.4.1 (overleaf) shows the reason why local businesses are located where they are. Businesses moving 

into an area account for only a small proportion of all local companies. Nearly half (47%) are located locally 

because that is where their founders lived at the time the company was established. Other significant factors 

iŶĐlude ͚pƌoǆiŵity to customers (23%); the availability and price of the premises (10%) and because the local 

aƌea is a ͚ŶiĐe plaĐe to liǀe/ǁoƌk ;ϵ%Ϳ. Proximity to customers is much more likely to be important to 

businesses than being close to suppliers.  

 

Access to skilled labour (1%) and transport connections (4%), both of which are strongly emphasised on the 

inward investment websites, are not the main factors that determine location for the vast majority of 

businesses, although they may be key factors for more footloose businesses. 

 

Key Findings 
 

 Business loĐatioŶs foƌ the ŵost paƌt aƌe ͚happǇ aĐĐideŶts͛. AƌouŶd half ;ϰϳ%Ϳ aƌe loĐated ǁheƌe 
they are because their founders lived locally. Others are located because they are close to 

customers, where premises were available and affordable or where it is a nice place to live and 

work. Only 23% of businesses considered other locations and four fifths of these only considered 

locations in Sussex. 

 The faĐtoƌs affeĐtiŶg the loĐatioŶs of ŵoƌe ͚footloose͛ iŶǁaƌd iŶǀestŵeŶt ďusiŶesses ;suĐh as 
access to skills and transport connections) are therefore quite different to those of home grown 

businesses. 

 Nevertheless, transport infrastructure is most likely to be seen as an important local asset (55% of 

businesses) and an area in need of improvement (38% of businesses). Local roads in particular are 

highlighted as in need of improvement (22% of businesses), while 16% feel major roads and 15% 

feel parking needs improving. Bus and rail services are also quite significant areas for 

improvement. 

 The availability of premises may be important to both local businesses and inward investors 

although for local businesses the key issue is affordability (cited by 74% of those who thought 

local premises were an infrastructure asset that needed improving). 

http://www.investwestsussex.co.uk/
http://www.brightonforbusiness.co.uk/
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Figure 3.4.1 Reasons for business location 

 
Base: Where reason known. N = 825. Includes recoded other specify responses. 

 

Some caveats need to be applied here. FiƌstlǇ, the teƌŵ ͚loĐatioŶ͛ Đould haǀe ďeeŶ iŶteƌpƌeted ǀeƌǇ ŶaƌƌoǁlǇ 
(i.e.: in terms of the actual premises or street) or more broadly. Secondly, these findings do not contradict 

the approach that has been taken in promoting the local assets on the inward investment websites. Indeed, 

access to London and Gatwick Airport are seen as positive aspects of the local area by 39% and 30% 

respectively.  

 

However, the findings appear to place inward investment within context: A high proportion of businesses 

are born local and, largely, they look to remain local. Only a quarter (23%) considered locating elsewhere 

and of those that did, nearly four-fifths (77%) considered other locations within Sussex. The only alternative 

location outside Sussex that merits mention is London, but the capital only accounted for 7% of businesses 

that had considered an alternative and just 1% of all businesses. 

 

Having good geographical access to customers is very important to half (49%) of all businesses. This is the 

single most important factor for businesses; more important than access to skills, quality of life, transport 

and connections or even access to suppliers. This holds by spatial area, but it is more likelǇ to ďe ͚ǀeƌǇ 
important͛ to businesses in Brighton & Hove (55%) than to those in Coastal West Sussex (50%), Gatwick 

Diamond (43%) and Rural West Sussex (42%).  

 

Hoǁeǀeƌ, aĐĐess to Đustoŵeƌs is ŵuĐh less likelǇ to ďe ͚ǀeƌǇ iŵpoƌtaŶt to ďusiŶesses iŶ the ͚self-declared 

Đlusteƌs͛ (35%). This is paƌtiĐulaƌlǇ the Đase foƌ ͚AdǀaŶĐed EŶgiŶeeƌing (19%), ͚TeĐhŶologǇ IŶteŶsiǀe͛ (25%) 

and Environmental Technology (27%) businesses. 

 

3.4.2 Local Infrastructure Assets and Areas of Improvement 

 

Transport and communications feature strongly as both assets and areas in need of improvement. This may 

reflect their importance relative to other issues and would seem closely linked to the importance that is 

attached to having good access to customers. 

 

Figure 3.4.2 compares what businesses consider to be assets in their local area, with the areas that they 

consider to be in need of improvement. 
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Figure 3.4.2: Infrastructure as both asset and area for improvement  

  Assets 

Areas for 

Improvement 

Local travel & transport 55 38 

Broadband connections 55 33 

Business premises 45 18 

Local housing 41 20 

Connections to London 39 n/a 

Skills & education 32 16 

Access to Gatwick 30 n/a 

Access to Local Ports 16 n/a 

None of these 10 23 

N =1000 

 

More than half (55%) of businesses think that ͚LoĐal Tƌaǀel aŶd TƌaŶspoƌt͛ is an asset of their area, but more 

than a third (38%) think that it needs improving. Linked to this, connections to London (39%) and access to 

Gatwick (30%) are also identified as local assets. Businesses in Coastal West Sussex are more likely than 

businesses in other areas to think that local travel and transport need improving.  

 

Road transport is more likely to be identified as needing improvement than other forms of transport. Nearly 

quarter (22%) of businesses think that local roads need improving, 16% identify ͚ŵajoƌ ƌoads͛ aŶd 15% think 

parking needs improving. Bus services (13%) and rail services (11%) are also quite significant areas for 

improvement, but cycle path and footpath enhancements are of much less significance to local businesses. 

 

Broadband is also identified strongly both as an asset (55%) and as an area in need of improvement (33%). 

Perhaps unsurprisingly, broadband infrastructure is more likely to be considered to need improvement in 

Rural West Sussex (40%) and less likely in Greater Brighton (25%).  

 

Again, ďoth ͚Premises͛ and ͚“kills aŶd Education͛ feature lower down the list of factors, both in terms of 

perceived assets and in terms of areas that need improving. There is no significant spatial difference in 

relation to either of these or in relation to local housing. They are all less likely to be seen as assets or as 

areas in need of improvement than transport and connectivity related factors. 

 

The outstanding issue in relation to premises is affordability, cited by 74% of those who thought that this 

was an area that needed improvement. This is much more significant than the availability and location of 

premises.   
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SECTION 4 - SECTOR AND CLUSTER SUMMARIES 
 

This section provides a commentary on each of the four core sectors / business clusters that participated in 

the 40 qualitative interviews.  For each sector / cluster consideration is given to: the sector dynamics; 

growth barriers and drivers; networks and supply chains; and skills and recruitment issues. 

 

4.1 Creative, Digital and IT (CDIT) 
 

4.1.1  The CDIT Sector Cluster 

 

Digital technology is influencing all aspects of the economy, not least how creative content, including 

animation, film, television, visual effects, computer games and handheld tablet apps, is developed, 

promoted and used. It is perhaps this fusion of high level creativity and technology that makes digital media 

a significant growth sector for the UK. Outside of London, Brighton & Hove is a key focus for this sector 

estimated to be worth £713m per year to the local economy with some 1,500 businesses employing around 

15,000 people.
 28

 A significant proportion of the sector is made up of micro-businesses, freelancers and 

portfolio workers. However, there are also a number of well-established larger digital media businesses in 

the Greater Brighton area. 

 

Of the four sector clusters explored in more detail through the qualitative interviews, CDIT seems perhaps 

the most tightly clustered geographically, with a clear recognition that Brighton & Hove is at the centre of a 

hub for local businesses. Brighton is perceived as a focus where collaboration and partnerships drive forward 

innovation and creativity. 

 

͞We welcome the creative talent in the city, the opportunities for joint venture approaches and the 

vast amount of freelancers and independent advisors we can call on for specific projects.͟ 

 

Neǀeƌtheless, ouƌ depth iŶteƌǀieǁs did suggest that the ͚Đlusteƌ͛ may extend beyond the Brighton & Hove 

Authority area to include businesses in neighbouring areas such as Worthing and Lewes. However, whilst 

there are also a significant number of CDIT firms in Crawley and the Gatwick Diamond area, businesses 

interviewed in the Brighton area mostly talked about connections more locally and/or with businesses in 

London.   

 

͞I ǁould ĐoŶsideƌ the Đlusteƌ to iŶĐlude aŶǇ ďusiŶesses ǁithiŶ a feǁ ŵiles of BƌightoŶ. Leǁes ǁould 
ďe iŶĐluded ďut Ŷot ŵuĐh fuƌtheƌ out.͟ 

 

This suggests there may be a reasonable fit between the cluster and the Greater Brighton area outlined in 

the City Deal. One stakeholder interviewed felt that the focus on Brighton & Hove alone in the past has had 

some detrimental effect on how CDIT firms in neighbouring areas are perceived: 

 

͞The BƌightoŶ faĐtoƌ is ďoth a ŵajoƌ ďeŶefit aŶd poteŶtial ĐhalleŶge foƌ soŵe seĐtoƌs. Foƌ eǆaŵple, 
CDIT companies in Adur and Worthing are growing and in places are as strong and innovative as 

those in Brighton & Hove, but the perception regionally is that they are less well developed or 

ǁeakeƌ͟.  
 

 

 

 

                                                        
28

 Brighton Fuse Research, Arts & Humanities Research Council (AHRC) - 2010 
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4.1.2  CDIT Sector Dynamics 

 

In 2013, Wired Sussex, the University of Brighton, the University of Sussex and the Council of Industry & 

Higher Education published the Brighton Fuse report - a two-year study of the Brighton & Hove Creative, 

Digital, and IT (CDIT) cluster aimed to estimate the economic contribution of this cluster to the local 

economy, measure its performance in terms of growth and innovation. The study reported that on average 

CDIT businesses grew by over 14% between 2010 and 2011, which it suggested was almost three times as 

fast as other businesses and ten times faster than the British economy overall.  

 

The CDIT businesses interviewed in-depth for this study felt the sector was strong and has significant future 

growth potential.  Several mentioned that the recession had, nevertheless, had an impact on them, 

particularly those focused on PR, marketing and branding (budget areas that may be viewed as more flexible 

by clients under financial pressure).  

 

Some of those interviewed had quite ambitious growth plans, whilst others aimed to grow but maintain a 

manageable size, preferring to strike a balance between work and lifestyle. 

 

4.1.3  CDIT Growth Drivers and Barriers  

 

The perceived opportunities to achieve a better balance between work and lifestyle were cited by several 

businesses as the reason they chose to locate in the Greater Brighton area. A number of the founders of 

local CDIT businesses had previously worked in London and used their prior connections to build and 

maintain a national and international client base.  

 

Connections to London remain particularly important for many businesses in this cluster and although some 

feel proud of what has been achieved locally, ŵaŶǇ ďusiŶesses ĐoŶtiŶue to ͚tƌade͛ oŶ theiƌ LoŶdoŶ 
credentials. 

 

͞As it is oŶlǇ aŶ houƌ aŶd a ďit to ViĐtoƌia I ĐaŶ ďe iŶ LoŶdoŶ iŶ less tiŵe thaŶ it takes soŵe people to 
get aĐƌoss it.͟ 

 

͞HaǀiŶg ǁoƌked ǁith ďlue Đhip ĐlieŶts, Brighton feels as if it has a very parochial mindset. I would not 

say with pride that we are based in Brighton, we trade more on being an ex-London agency that 

worked for 10 years in London, and is still working with a London-centric, national and international 

ĐlieŶt ďase.͟  
 

Several interviewees also noted that there is another side to the work-life balance opportunities presented 

by locating in the Greater Brighton area, specifically around recruiting dynamic technical staff who are also 

good at ͚ǁiŶŶiŶg ǁoƌk͛. 
 

͞It is a ǀeƌǇ ĐoŶŶeĐted ĐitǇ fƌoŵ a ďusiŶess peƌspeĐtiǀe, although soŵetiŵes it ĐaŶ Đoŵe aĐƌoss as a 
laid ďaĐk ďusiŶess eŶǀiƌoŶŵeŶt aŶd Ŷot ďusiŶess huŶgƌǇ. It is ofteŶ ƌefeƌƌed to as LoŶdoŶ͛s pooƌeƌ 
ĐousiŶ iŶ desigŶ teƌŵs͟ 

 

͞The doǁŶside of the location is the other side of the same coin. People move out to the so-called 

͚“iliĐoŶ BeaĐh͛ foƌ a ďetteƌ ǁoƌk life ďalaŶĐe ďut this ĐaŶ pose pƌoďleŵs ǁheŶ Ǉou ǁaŶt to ƌeĐƌuit 
soŵe ŵoƌe ͚huŶgƌǇ͛ go-getters to the business. 

 

One or two CDIT businesses noted the relative lack of move-on accommodation locally as an issue. 
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͞We have in the past struggled to find move-on business accommodation in B&H which has inhibited 

our growth potential.  It took us over 6 months to secure a suitable location and even then it did not 

have the most up to date internet / broadband speeds. 

 

In Brighton & Hove a new Digital Exchange project at New England House is being designed to assist 

businesses that cluster together to benefit from low cost, very high speed connectivity to the Internet and 

enable them to collaborate and co-create new products and services. However, not all CDIT business will 

benefit from the Digital Exchange and the availability of move-on accommodation may remain a barrier to 

growth for some. 

 

4.1.4  CDIT Networks and Supply Chains 

 

Many of the CDIT companies interviewed were well-connected members of local business networks such as 

local Chambers of Commerce, the Federation of Small Businesses, Sussex Enterprise and the MD Hub as well 

as sector specific networks such as Wired Sussex. The businesses interviewed were also very complimentary 

about local sector events. Brighton & Hove hosts the annual Develop in Brighton Conference, attracting 

more than 1,500 games developers from more than 20 countries around the world. Wired Sussex, in 

paƌtŶeƌship ǁith Lighthouse, hosts the CitǇ͛s aŶŶual Digital Festiǀal eaĐh Ǉeaƌ, which attracts over 14,000 

people and businesses to more than 40 events.  

 

As businesses are focused on larger national and international clients, most do not view local networks as 

marketing but as ways of keeping up to date and of building relationships, perhaps with a view to working 

collaboratively on projects for clients based outside the region. 

 

͞We aƌe iŶǀolǀed iŶ a Ŷuŵďeƌ of loĐal ďusiness networks and groups - all of these are used to 

ĐoŶtiŶue to ƌaise the ĐoŵpaŶǇ͛s loĐal aŶd ďƌaŶd pƌofile ďut aƌe liŵited iŶ teƌŵs of seĐuƌiŶg futuƌe 
ĐoŶtƌaĐts͟. 

 

͞We aƌe ǁell estaďlished iŶ loĐal ďusiŶess Ŷetǁoƌks aŶd see the ďeŶefit of ďeiŶg eŶgaged locally – 

however our client base is mainly national or multi-national companies and we rarely see these 

Ŷetǁoƌks as futuƌe ďusiŶess gƌoǁth oppoƌtuŶities͟. 
 

Most of the CDIT businesses interviewed had a network of Associates and preferred partners, rather than 

trying to deliver all the services a client may need in-house. The Gƌeateƌ BƌightoŶ ͚Đlusteƌ͛ aŶd oppoƌtuŶities 
for both formal and informal networking locally are important in this context.  However, links to London also 

remain strong and face-to-face contact is not always considered essential. 

 

͞“eǀeƌal of ouƌ assoĐiates liǀe aŶd ǁoƌk iŶ LoŶdoŶ ǁhiĐh is Ŷot a pƌoďleŵ as I aŵ up aŶd doǁŶ to the 
Đapital Ƌuite ƌegulaƌlǇ.͟  
 

͞“oŵe of the assoĐiates ǁe use aƌe loĐal ďut otheƌs aƌe ďased ŵaŶǇ ŵiles aǁaǇ. Ideally I would 

Đhoose to ǁoƌk ǁith people loĐallǇ ďut geogƌaphǇ is seldoŵ the ŵost ƌeleǀaŶt Đƌiteƌia. You doŶ͛t 
haǀe to see people faĐe to faĐe oŶĐe Ǉou kŶoǁ theŵ aŶd theiƌ Đapaďilities ͞ 

 

4.1.5  CDIT Skills and Recruitment 

 
The CDIT cluster in Brighton & Hove, in particular, appears to provide a critical mass with the potential to 

attract new, similar businesses and talented people to the city and possibly beyond it to other parts of 

Greater Brighton and West Sussex.  There is also a supply of undergraduates and postgraduates at the 

University of Brighton and the University of Sussex who have industry specific skills. Postgraduate Digital 

Media Arts and Digital Media Production programmes have been developed at the University of Brighton in 
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collaboration with the ĐitǇ͛s iŶdustƌǇ aŶd theƌe is aŶ iŶteƌŶship pƌogƌaŵŵe that liŶks taleŶted gƌaduates 
with local businesses, for example.  

 

͞The loĐal uŶiǀeƌsities aƌe gettiŶg ďetteƌ at pƌoǀidiŶg Ŷeǁ eŶtƌaŶts to the seĐtoƌ. TheǇ used to just 
teach them software, the tutoƌs ǁeƌe a ďit out of date aŶd studeŶts ǁeƌeŶ͛t ƌeadǇ to hit the gƌouŶd 
ƌuŶŶiŶg.͟  

 

Some businesses interviewed felt that they could recruit the staff they need fairly easily and that staff 

turnover was relatively low. Others, however, were experiencing problems recruiting people with 

experience and holding onto young people once they had trained them up.  

 

͞The poƌtfolio of ǁoƌk Ǉou haǀe doŶe is eǀeƌǇthiŶg. KŶoǁiŶg the theoƌǇ aŶd haǀiŶg doŶe a feǁ 
Đollege pƌojeĐts is Ŷot ǀeƌǇ eŶtiĐiŶg foƌ aŶ eŵploǇeƌ. It͛s ďest to also do soŵe stuff fƌeelaŶĐe, peƌhaps 
ǁhile at Đollege.͟ 

 

͞Ouƌ eǆpeƌieŶĐe is that LoŶdoŶ gƌaduates oƌ those ǁith a feǁ Ǉeaƌs͛ eǆpeƌieŶĐe of the LoŶdoŶ 
ŵaƌket plaĐe haǀe ďetteƌ ǁoƌkplaĐe kŶoǁledge aŶd eǆpeƌieŶĐe thaŶ those fƌoŵ loĐal iŶstitutioŶs͟. 

 

This may be a particular issue for some businesses that are more peripheral in location within the cluster. 

 

͞We haǀe fouŶd it diffiĐult to ƌetaiŶ staff loĐallǇ. Ouƌ loĐatioŶ is a ďaƌƌieƌ, paƌtiĐulaƌlǇ foƌ staff 
travelling east to west on the A27. We have lost good staff who became frustrated with the daily 

Đoŵŵute.͟ 

 

Furthermore, the freelance nature of much of the sector can mean that opportunities for people without a 

clear portfolio of work behind them can be limited.      

 

4.2 Environmental Technologies  
 

4.2.1 The Cleantech Sector Cluster 

 

Environmental technologies have become increasingly important to local and national economies as easily 

accessible fossil fuels have become scarce and the potentially damaging environmental impact of industrial 

and consumer societies has become clearer.   

 

However, there is some uncertainty about whether environmental technologies constitute a sector, partly 

because they are poorly captured by traditional Standard Industrial Classification (SIC) codes, but also 

because the concept unites industries that may have a common aim, but which focus on quite divergent 

technologies, markets and activities.  

 

Neǀeƌtheless the GoǀeƌŶŵeŶt has ĐoŵŵissioŶed a seƌies of ŶatioŶal ƌepoƌts oŶ ǁhat it Đalls the ͚Loǁ 
CaƌďoŶ EŶǀiƌoŶŵeŶtal Goods aŶd “eƌǀiĐes͛ ;LCEG“Ϳ seĐtoƌ, which it divides into three broad areas: 

Environmental, Renewable Energy and Low Carbon.
29

 Otheƌs desĐƌiďe the seĐtoƌ as ͚ĐleaŶteĐh͛, which is 

defined as: Any product or service that improves operational performance, productivity, or efficiency while 

reducing costs, inputs, energy consumption, waste, or environmental pollution.
30

  

 

Either way the sector includes activities that might otherwise be considered part of the advanced 

manufacturing, construction, energy production and waste management sectors as well as architecture, 

                                                        
29

 BI“, JulǇ ϮϬϭϯ ͚Loǁ CaƌďoŶ EŶǀiƌoŶŵeŶtal Goods aŶd “eƌǀiĐes ;LCEG“Ϳ.͛ ‘epoƌt foƌ ϮϬϭϭ/ϭϮ 
30
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design and environmental consultancies. This makes it hard to quantify the scale of the sector within Greater 

BƌightoŶ aŶd West “usseǆ. It also ƌaises the ƋuestioŶ as to ǁhat eǆteŶt ďusiŶesses iŶ this ͚seĐtoƌ͛ ĐoŶsideƌ 
themselves to be part of a cluster, even when they share a common location. 

 

Certainly the businesses interviewed in-depth for this study seemed more likely to identify with other 

businesses that share their core activity (e.g. energy production, waste management or engineering) than 

other LCEGS businesses per se. There were, however, some uniting factors; not least the influence of public 

poliĐǇ aŶd suppoƌt foƌ ͚gƌeeŶ͛ issues.   
 

͞GoǀeƌŶŵeŶt ƌegulatioŶ, iŶĐeŶtiǀes aŶd otheƌ poliĐǇ iŶteƌǀeŶtioŶs – like the Renewable Heat 

Incentive, Feed-in Tariffs and Green Deal - play a key role in shaping activity in a large part of the 

seĐtoƌ.͟ 

 

4.2.2 Cleantech Sector Dynamics 

 

The 2011/12 LCEGS report notes that the UK has the sixth largest low carbon and environmental economy, 

with 3.5 per cent of the global share and that LCEGS industries in the UK are forecast to grow strongly. 

Renewable energy is the largest product in the sector and is expected to grow the fastest.  Industries 

currently showing the highest export market value are Wind, Solar Photovoltaics and Water & Wastewater 

Treatment. 

 

Theƌe is stƌoŶg suppoƌt foƌ gƌoǁiŶg the seĐtoƌ loĐallǇ. The UŶiǀeƌsitǇ of BƌightoŶ͛s GƌeeŶ Gƌoǁth Platfoƌŵ 
aiŵs to liŶk the uŶiǀeƌsitǇ͛s kŶoǁledge assets ǁith ϭ,ϬϬϬ high gƌoǁth poteŶtial “MEs, suppoƌting innovation, 

addressing skills shortages and improving business growth in four areas: sustainable buildings and retrofit; 

renewable energy; recycling and waste; and water. 

 

EŶǀiƌoŶŵeŶtal teĐhŶologies aƌe also ĐeŶtƌal to the Gƌeateƌ BƌightoŶ CitǇ ‘egioŶ͛s approach to growth.  This 

includes supporting the development of a Clean Tech sector in Newhaven, where there will be a new 

University Technical College, linked to the sector; where E.ON has chosen as its maintenance base for the 

Rampion off-shore wind-farm; and where Veolia has already established its Energy Recovery Facility.  

 

There are plans for a further Growth Centre in Shoreham, focusing on adaptation, carbon reduction, waste 

management, climate change and air quality management. It is expected to build oŶ ‘iĐaƌdo UK͛s £ϭϬŵ 
Vehicle Emissions Research Centre and will be linked to the Sir Harry Ricardo Laboratories at the University 

of Brighton. There are also plans to focus business activity at Shoreham Harbour around renewable energy 

alongside digital technologies and advanced engineering. 

 

Businesses interviewed in-depth for this study had different perceptions of the short term future, often 

dependent on public policy and regulations. 

 

͞‘egulatoƌǇ pƌessuƌe to ƌeduĐe laŶdfill is aĐĐeleƌatiŶg the Ŷeed for more recycling and turning waste 

iŶto a ŵoƌe ǀaluaďle ĐoŵŵoditǇ, ǁhiĐh is iŶ tuƌŶ iŶĐƌeasiŶg the ƌate of iŶŶoǀatioŶ iŶ the seĐtoƌ.͟ 

 

͞The suĐĐessoƌ ECO aŶd GƌeeŶ Deal sĐheŵes aƌe still Ŷot ŵaƌket ƌeadǇ aŶd so ϮϬϭϯ ǁas a ǀeƌǇ sloǁ 
Ǉeaƌ.͟ 

 

Larger businesses focused on international markets noted that business for them has been quite resilient. 
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4.2.3  Cleantech Growth Drivers and Barriers 

 

A common perception amongst the businesses interviewed was that consumer demand alone may be 

insufficient to grow the sector locally or nationally without policy support and/or subsidies. As we noted in 

Section 3.1.3, national Government policy is perceived to be uncertain in the field of renewable energy and 

cleantech and is believed by many to be the most significant barrier to growth.  

 

͞It͛s a Ŷightŵaƌe to ƌuŶ a ďusiŶess iŶ the ƌeŶeǁaďles sector. Given constant changes to regulation 

and incentives, businesses are often under-resourced and operating with a lot of cash flow 

pƌessuƌes.͟ 

 

One or two businesses in the renewable energy subsector noted that focusing on business to business or 

other niche markets may be an option in the short term.  

 

͞We are revising our Business Plan to seek to work with other customer groups such as social housing 

groups.͟  

 

͞Commercial solar is currently providing a steadier opportunity than domestic, as companies are 

generally better at reviewing the business case for investment and 7-8 year payback periods are still 

available for commercial size systems.͟ 

 

Many felt Local Authorities and their partners could also play a role in supporting the sector locally by 

helping to build the market through promotion and by setting an example. 

 

͞LoĐal authoƌities aŶd otheƌ puďliĐ seĐtoƌ ďodies Đould do a lot ŵoƌe to eŶgage ǁith sŵall and 

medium enterprises to innovatively lead the way on renewable energy solutions for their own 

buildings and housing stock. More action, with quality design, in this area could create demonstrator 

sites to iŶflueŶĐe the ƌest of the ŵaƌket͟ 

 

However, there was also criticism of the bureaucracy of local government when it comes to commissioning 

work that would help, with procurement seen as overly cumbersome and liable to lead to contracts with 

large businesses who would only subcontract locally on poor terms.  

 

4.2.4 Cleantech Networks and Supply Chains 

 

Supply chains for the businesses interviewed tended to be national or international. Whilst there may be 

soŵe ƌooŵ foƌ ͚deepeŶiŶg͛ the loĐal supplǇ ĐhaiŶs of Ŷeǁ deǀelopŵeŶts suĐh as offshoƌe ǁiŶd, loĐal iŶ this 
sense is likely to refer to the South East of England as a minimum for specialist products and services.  

 

For many businesses interviewed, involvement in local business networks seemed to be more about 

Corporate Social and Environmental Responsibility than commercial relationships.  

 

͞We do atteŶd the loĐal EĐo TeĐh “hoǁ ďut it doesŶ͛t ďƌiŶg aŶǇ ďeŶefits iŶ teƌŵs of selliŶg foƌ us 
ďeĐause the gƌoup is too sŵall.͟ 

 

͞We aƌe ǀeƌǇ eŶgaged ǁith the loĐal ĐoŵŵuŶitǇ, aƌƌaŶgiŶg site ǀisits aŶd goiŶg out aŶd giǀiŶg 
presentations about key issues like Health & “afetǇ, ǁhiĐh is the ĐoŵpaŶǇ͛s Ŷuŵďeƌ oŶe pƌioƌitǇ͟ 

 

Where smaller businesses are focused on local markets (e.g. renewable energy installation) they can also be 

in direct competition with one another (unlike the CDIT cluster).  
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4.2.5 Cleantech Skills and the Labour Market 

 

Given the divergent nature of the cleantech sector it was difficult to get a clear view on its skills needs. There 

are few, if any, transferable skills that cut across the sub-sectors that are also specific to environmental 

technologies (as opposed to leadership and management, for example). Some businesses in the sector 

(particularly consultancies) are so specialist they look for postgraduates on particular courses in a small 

number of national universities when recruiting.  

 

Most suggested that they did not have a particular problem with recruitment or training. However, those at 

the engineering end of the spectrum noted that manufacturing businesses have for some time survived by 

recruiting from other businesses as the sector has reduced in size.  This is not a sustainable approach going 

forward. Here there was some support for the new University Technical College scheduled for Newhaven in 

2015. 

 

͞Oǀeƌall theƌe has ďeeŶ a deĐliŶe iŶ the skills ďase foƌ heaǀǇ aŶd iŶtƌiĐate eŶgiŶeeƌiŶg. The country 

Ŷeeds ŵoƌe people ǁith ͚haŶds oŶ͛ skills. The Ŷeǁ UŶiǀeƌsitǇ TeĐhŶiĐal College ǁill help addƌess 
some of these issues, albeit within the very specific remit of 14-19 vocational skills focused on marine 

aŶd eŶǀiƌoŶŵeŶtal ďusiŶesses.͟ 

 

͞We aƌe ǀery supportive of the UTC project. Although there is no shortage of people with good 

marine skills in the UK as a whole, the UTC could play a role in skills specifically related to offshore 

ǁiŶd deǀelopŵeŶt.͟ 

    

The Newhaven UTC is intended to focus on providing engineering courses for 14-19 year olds with the 

͚speĐialist skills aŶd eŶǀiƌoŶŵeŶtal aǁaƌeŶess͛ Ŷeeded to suppoƌt the iŶĐƌeasiŶg ƌole of ƌeŶeǁaďle 'gƌeeŶ' 
and marine technologies such as wind farms and tidal energy generators.

31
 It should not be seen as solely a 

Newhaven or even a Lewes project because the volume of cleantech businesses is likely to be modest in 

such a narrowly defined spatial area.    

 

For new small environmental technology companies it was suggested by one stakeholder that business skills 

may well be an issue but that this was common to technology start-ups across the board. 

 

4.3 Food and Drink (F&D) 
 

4.3.1 The Food & Drink Sector Cluster 

 

“usseǆ is oŶe of the UK͛s ŵajoƌ food aŶd dƌiŶk pƌoduĐiŶg aƌeas, ǁell-recognised for the high quality of its 

local produce. It is difficult to define as a single sector cluster, however. Firstly there is a distinction between 

agriculture and horticulture; secondly the quality of soil and the rural landscape determines what is 

produced in different parts of Sussex; and thirdly, there is may be limited common ground between large 

local businesses that trade nationally and internationally and which deal directly with supermarkets; and the 

small, niche producers that produce low volume high quality products, primarily for local markets.   

 

͞A studǇ ǁe did ideŶtified 99 hoŵe ďased food pƌoduĐtioŶ ďusiŶesses iŶ the Hoƌshaŵ DistƌiĐt aloŶe.͟ 

 

͞We aƌe paƌt of a gƌoup of ĐoŵpaŶies ǁith a tuƌŶoǀeƌ iŶ eǆĐess of ϭ ďillioŶ euƌos… Ouƌ gƌoǁiŶg 
process is increasingly technologically focused. We use a system of robots and railways. We are in 

effeĐt a faĐtoƌǇ ǁith a glass ƌoof.͟ 

 

                                                        
31
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Sussex has a good record of establishing and growing successful Food and Drink businesses. Some of the 

ĐouŶtƌǇ͛s laƌgest hoƌtiĐultuƌal ďusiŶesses aƌe ďased iŶ West “usseǆ aŶd ŵaŶǇ of these staƌted out as sŵall 
family businesses. Other examples of local companies that have grown into successful food and drink 

ďusiŶesses iŶĐlude Kate͛s Cakes, HiggidǇ Pies aŶd MoŶtezuŵa͛s ChoĐolates. “usseǆ is also oŶe of the UK͛s 
best areas for viticulture and Plumpton College has recently opened the Rathwinny Research Winery and will 

offeƌ the UK͛s fiƌst M“Đ iŶ VitiĐultuƌe and Oenology from September 2014.  

 

Food and Drink production is different in West Sussex than it is in East Sussex. West Sussex has the best 

winter light in England. This, combined with the richness of its soil, makes it one of the best locations for 

growing in the country. By contrast, the soil and light in East Sussex are not so conducive to growing, so land 

is devoted more to livestock farming and agriculture less intensive. Across Sussex there are small producers 

preparing local conserves and cheeses and there are around 43 breweries, many of which are small and 

locally focused.  

 

Although it has an important role as a city of well-informed consumers, food production in Brighton & Hove 

is small-scale and unlikely on its own to be significant from an economic perspective. Nevertheless, the 

market for locally sourced produce in both retail and hospitality has grown over recent years. ͚LoĐal͛ foƌ the 
retail and hospitality sector, however, includes most of East and West Sussex.   

 

͞BƌightoŶ is liŵited iŶ the food it ĐaŶ pƌoduĐe loĐallǇ as it suƌƌouŶded ďǇ the Downs and the sea. The 

laŶd foƌ agƌiĐultuƌe aŶd hoƌtiĐultuƌe is liŵited… loĐal Ŷeeds to ŵeaŶ appƌopƌiatelǇ loĐal – not 

ploughing up the doǁŶs ǁhiĐh aƌe Đhalk, pooƌ ƋualitǇ soils ďetteƌ suited to gƌaziŶg.͟ 

 

 ͞We haǀe a “usseǆ eleŵeŶt to eǀeƌǇthiŶg oŶ the ŵeŶu, although the “usseǆ ĐoŵpoŶeŶt ŵaǇ ďe a 
keǇ iŶgƌedieŶt ƌatheƌ thaŶ all the iŶgƌedieŶts…. We͛ƌe iŶteƌested iŶ loĐal food that is both credible 

aŶd sustaiŶaďle. Theƌe is a loĐal tea ĐoŵpaŶǇ ďut it oďǀiouslǇ oŶlǇ ďleŶds tea loĐallǇ.͟ 

 

4.3.2 Food & Drink Sector Dynamics 

 

Although this sector is more recession-proof than many other sectors, many producers are highly dependent 

on weather conditions. The markets for products can also be heavily influenced by changes in public 

perceptions brought by food scares and campaigns. Conversely, greater public understanding of how food is 

produced, a growing demand for high quality, and a greater willingness to source food locally, provide scope 

for local producers to flourish.  

 

In terms of volume of output, the Food and Drink sector locally is dominated by large businesses that use 

increasingly sophisticated technology to produce food for national markets. Producers face greater demands 

from supermarkets and their customers to provide high volumes of high quality produce. This has led to a 

greater need for economies of scale, resulting in larger businesses and in the case of the growers, expanded 

glasshouses. There are also tighter requirements to minimise waste water, develop energy efficient 

production systems and reduce and/or minimise the use of pesticides.  

 

At the other end of the scale, there are a large number of small food and drink businesses that produce 

small volumes of high quality produce, mainly for local markets. Some of these are very successful. Concerns 

about food provenance and a greater interest in sourcing quality food and drink locally, continue to provide 

market opportunities for high quality local producers.  

 

Hoǁeǀeƌ, ŵaŶǇ aƌe ǀeƌǇ sŵall, ƌelǇ oŶ a ͚haŶds-oŶ͛ appƌoaĐh to ƋualitǇ ŵaŶageŵeŶt aŶd ŵaǇ Ŷot haǀe 
significant growth ambitions. Some are also concerned that the market for locally sourced food may soon 

reach saturation point. 

 



Greater Brighton & West Sussex Business Survey 2014  

Marshall-Nairne Ltd and Emergent Research & Consulting Ltd   44 

 

͞TeŶ Ǉeaƌs ago the ďuzzǁoƌd ǁas oƌgaŶiĐ. ϱ Ǉeaƌs ago, ǁheŶ ǁe staƌted it ǁas pƌoǀeŶaŶĐe…. siŶĐe 
theŶ this has ďeĐoŵe ŵuĐh ŵoƌe ĐoŵŵoŶplaĐe. The foĐus oŶ pƌoǀeŶaŶĐe ǁill pƌoďaďlǇ haǀe a ͚shelf-
life͛ as ǁell, ultiŵatelǇ.͟ 

 

4.3.3  Food & Drink Sector Growth Drivers and Barriers  

 

In recent years, the food and drink sector has struggled with an image problem. It can be perceived as a low 

skilled sector, reliant on low paid seasonal and migrant labour. It has not been amongst the most popular 

industries for young people to enter and, unlike in Denmark and Holland, it has not been seen as a strategic 

sector at national level. 

 

However, some of this may be changing. Applications to agricultural colleges are up, the general population 

has a much greater interest in how food is produced, and both food security and provenance have moved up 

the political agenda.  

 

One of the main challenges for the large producers is the planning system. There is often local resistance to 

eǆteŶdiŶg glasshouses aŶd ŵaŶǇ iŶ the seĐtoƌ ďelieǀe that loĐal ͚ŶiŵďǇisŵ͛, aŶd a ŵisuŶdeƌstaŶdiŶg of the 
ƌealities of food pƌoduĐtioŶ, Đƌeate a ďaƌƌieƌ to the seĐtoƌ͛s gƌoǁth. 
 

͞People ǁaŶt loĐal aŶd high ƋualitǇ food, ďut theǇ haǀe aŶ idealised ǀieǁ of ǁhat the ĐouŶtƌǇside 
should look like͟. 

 

Smaller food and drink businesses face different challenges. These seem to revolve around costs, 

distribution, scaling up and gaining access to markets. Many producers start on a small scale, selling goods at 

loĐal faƌŵeƌs͛ ŵaƌkets, foƌ eǆaŵple. Hoǁeǀeƌ, theǇ theŶ faĐe ĐhalleŶges ǁheŶ they want to scale up their 

production. Many have not factored distribution into their costs, which can be high, and it can be difficult to 

͞ďulk up͟ eŶough pƌoduĐts to ŵeet the high staŶdaƌds that Đustoŵeƌs haǀe iŶ teƌŵs of aǀailaďilitǇ aŶd 
flexibility.  

 

͞The distribution networks of the local food and drink producers across Sussex are very inefficient. 

Theƌe is a ƌeal Ŷeed foƌ loĐal Food Huďs… ǁheƌe gƌoǁeƌs ĐaŶ ďƌiŶg theiƌ pƌoduĐe aŶd shops aŶd Đafes 
ĐaŶ go to ďuǇ pƌoduĐe ƌegulaƌlǇ aŶd effiĐieŶtlǇ͟ 

 

In addition to this, the connection between the visitor economy and local food and drink still appears to be 

weak. Local producer networks are useful to share experiences and to collaborate on distribution, for 

example, but there remains scope for the local food and drink sector to establish much better links with local 

hotels and restaurants and for local produce to be promoted as an essential part of the Sussex visitor 

experience. 

 

4.3.4  Food & Drink Sector Networks and Supply Chains 

 

There is a clear distinction between food and drink businesses that are local and those that local businesses. 

The former, particularly, in the growing sector, serve national markets and deal directly with retailers. Many 

of these businesses are active locally in supporting schools and other community initiatives and provide 

significant direct and indirect employment. They may also be members of local sector networks, although 

they often regard this as either part of their Corporate Social and Environmental responsibility or a potential 

to support lobbying activity. Outside of planning permission for expansion, many of their concerns and 

interests primarily relate to national and international issues (such as EU agriculture policy and food health & 

safety regulations).  
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Smaller producers rely on having a strong local reputation and excellent local connections, so they have a 

stronger need to be embedded in local networks. Opportunities for local economic development partners to 

support the cluster and help overcome growth barriers are perhaps more obvious (e.g. developing 

distribution networks) although their economic impact may be more limited.   

 

4.3.5  Food & Drink Skills and Recruitment 

 

Mass food production has become an increasingly complex business. The growing use of sophisticated 

technology and international competition mean that large food and drink businesses are now international 

and require people with excellent businesses management skills and high level technical and engineering 

skills. 

 

Migrant labour has, indeed, alleviated recruitment challenges for lower level occupations for many land-

based businesses. However, the free movement within the EU now enjoyed by Romanians and Bulgarians 

and the decision not to extend the Seasonal Workers Registration Scheme may present recruitment 

challenges in the future, particularly if the labour market tightens. 

 

There continues to be a perception that UK workers are reluctant to take lower level manual roles and the 

experience that businesses have had of Eastern European workers appears to have been good. A number of 

ďusiŶesses aƌe fiŶdiŶg that soŵe of these ǁoƌkeƌs haǀe ͞hiddeŶ skills͛, ǁhiĐh aƌe eŶaďliŶg theŵ to pƌogƌess 
to higher level occupations.  

 

Regulatory requirements are a major driver of skills training, but criteria for funded training can frustrate 

ďusiŶesses iŶ the seĐtoƌ, ƌesultiŶg iŶ ͚uŶŶeĐessaƌǇ͛ tƌaiŶiŶg uŶits haǀiŶg to ďe added to the core training 

need in order to draw down funding. 

 

4.4 Health and Life Sciences (H&LS) 
 

4.4.1 The Health & Life Sciences Sector Cluster 

 

Health aŶd Life “ĐieŶĐes is aŶotheƌ of the Coast to Capital͛s pƌioƌitǇ seĐtoƌs.  NatioŶallǇ, the UK is a ǁoƌld 
leader in pharmaceuticals, medical technology and medical biotechnology.  There is a shift towards more 

collaborative ventures in the industry, with small, niche biotech businesses driving innovation and discovery 

and pharmaceutical manufacture being out-sourced to contractors producing more tailored products in 

ƌelatiǀelǇ loǁ ǀoluŵes.  The pƌoǆiŵitǇ of ͚disĐoǀeƌǇ͛ ĐoŵpaŶies aŶd aligned universities to contract 

manufacturers may be a key factor in investment decisions.  

 

West Sussex has number of businesses that are market leaders in Medical Instruments and Devices; has an 

eǆĐelleŶt uŶiǀeƌsitǇ ƌeseaƌĐh ďase; oŶe of the UK͛s Ŷeǁest Medical Schools; and several small biomedical 

companies attached to the University of Sussex.  Furthermore, the University of Sussex is investing in a new 

Bio-Innovation facility as part of its strategy to grow Health and Life Sciences at the university. The facility 

ǁill ďeĐoŵe a foĐus of the UŶiǀeƌsitǇ͛s leadiŶg Life “ĐieŶĐe aŶd ďioŵediĐal ƌeseaƌĐh aŶd a gƌoǁth ďase foƌ 
bioscience entrepreneurs, and pharmaceutical companies.  The focus will be on university life science 

research expertise: biochemistry and molecular biology; chemistry; drug discovery platforms; genome 

damage and stability; and neuroscience. 

 

Like the other clusters explored for this study, there are several fairly discrete subsectors within health and 

life sciences that would not necessarily see themselves as part of the same sector or cluster. However the 

number of subsectors (which include pharmaceuticals, biomedical and medical technologies) is perhaps 

smaller than for the cleantech sector. There was also some sense in which the existence of the cluster is 

ŵoƌe of aŶ ͚aspiƌatioŶ͛ thaŶ a desĐƌiptioŶ of a ĐuƌƌeŶt stƌeŶgth. Gƌeateƌ BƌightoŶ aŶd West “usseǆ do haǀe 
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some significant health and life science employers but they are small in number. The geography of the 

͚Đlusteƌ͛ ǁas also felt to ďe wider than Greater Brighton and West Sussex. 

 

͞PhaƌŵaĐeutiĐal aŶd life sĐieŶĐes iŶ KeŶt, “usseǆ aŶd “uƌƌeǇ aƌe staƌtiŶg fƌoŵ Ƌuite a loǁ eďď ďut the 
UK is a good potential environment; other specialist and niche businesses like us are flourishing 

despite iŶteƌŶatioŶal ĐoŵpetitioŶ͞ 

 

One stakeholder noted: 

 

͞AŶ issue foƌ us iŶ ǁoƌkiŶg ǁith the seĐtoƌ is the appƌopƌiate sĐale. We haǀe ǁoƌked ǁith the 
University of Reading in one initiative, although successes were limited. I do think in terms of the 

“outh East as the geogƌaphiĐal sĐale of the seĐtoƌ͛s Ŷetǁoƌk.͟  
 

Within the pharmaceuticals subsector there was also a notable split between manufacturing businesses 

producing quite large quantities of fairly well established medicines (of which there are a few in the area, 

even though many more have moved overseas) and those that were more research focused. 

 

One research focused business noted: 

 

͞TeĐhŶologǇ plaǇs a keǇ ƌole iŶ the ĐoŵpaŶǇ͛s ǁoƌk. It Ŷeeds to ďe iŶŶoǀatiǀe aŶd its sǇsteŵs aƌe 
updated regularly. We took a strategic decision to invest heavily in technology early on, and this has 

meant that the seƌǀiĐe has pƌoǀed to ďe sĐalaďle͟   

 

While a manufacturing business suggested that: 

 

͞Whilst ǁe use a ƌaŶge of ŵaĐhiŶes to ŵaŶufaĐtuƌe pƌoduĐts, ŵost aƌe ϮϬ Ǉeaƌs old; the seĐtoƌ is Ŷot 
particularly fast changing iŶ teƌŵs of teĐhŶologǇ.͟ 

 

4.4.2 Health & Life Sciences Sector Dynamics 

 

The broad picture for pharmaceuticals and life sciences in the South East over the last 10-15 years has 

peƌhaps ďeeŶ oŶe of ĐoŶtƌaĐtioŶ aŶd ͚offshoƌiŶg͛ ǁith G“K ĐlosiŶg iŶ CƌaǁleǇ iŶ 2012, Novartis downgrading 

their Horsham plant in 2013 and Teva in Eastbourne downgrading their plant to focus on packaging. Further 

afield, Pfizers withdrawal from Sandwich in Kent has also been felt locally. However, as a partial 

counterbalance there has been a proliferation of SMEs in the sector: 

 

͞“oŵe haǀe ďeeŶ set up ďǇ foƌŵeƌ eŵploǇees of the ďig plaǇeƌs. Otheƌs aƌe spiŶouts fƌoŵ Higheƌ 
Education; although these tend to have come from the major research universities in the sector such 

as Oxford, Camďƌidge aŶd Iŵpeƌial.͟ 

 

Several established businesses we interviewed also explained that they themselves were the results of 

previous closures and withdrawals of quite large pharmaceutical companies over the last 20-30 years, 

suggesting that contraction of the seĐtoƌ has ďeeŶ a sloǁeƌ pƌoĐess thaŶ ͚headliŶe͛ aŶŶouŶĐeŵeŶts ŵight 
suggest. 

 

One stakeholder suggested that most SMEs in the sector are doing research to sell to the big players (not 

clinical trials generally which require a lot of investment). They are generally niche players and/or involved in 

non-medical healthcare markets. The goal is to develop a product and licence it. Large pharmaceuticals 

companies used to do this research themselves, now they actively look at what the SMEs have come up with 

and buy it.  
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Some established manufacturing businesses are also looking to increase their research focus: 

 

͞We aƌe Ŷoǁ iŶ a positioŶ ǁith feǁ UK ďased Đoŵpetitoƌs aŶd aƌe tƌǇiŶg to Đoŵpete gloďallǇ ďǇ 
specializing in smaller runs and more complex technicallǇ diffiĐult ǁoƌk.͟ 

 

One or two businesses interviewed were however in quite new markets (such as health informatics, and 

genetics) that have the potential to grow quite significantly.   

 

4.4.3  Health & Life Sciences Growth Drivers and Barriers 

 

A key barrier noted by some qualitative interviewees in the Health and Life Sciences sector was the 

availability of suitable premises and there was some criticism of Local Authorities for not attaching sufficient 

priority to the development of suitable employment land. 

 

͞This is oŶe of the feǁ loĐatioŶs ΀West “usseǆ΁ ǁith suitaďle pƌeŵises ǁheƌe ǁe Đould get peƌŵissioŶ 
to operate; manufacturing of this kind is licensed. The business needs separated cubicles rather than 

open plan space. Many Local Authorities do not cater for our kind of business; they focus on 

ǁaƌehousiŶg aŶd ƌetail aŶd aƌe ǁoƌƌied that ŵaŶufaĐtuƌiŶg is diƌtǇ aŶd ŶoisǇ.͟ 

 

͞High laŶd ǀalues ŵeaŶ that iŶdustƌial laŶd has steadilǇ ĐoŶǀeƌted to ƌetail aŶd housiŶg... IŶ the 
Midlands and North of England there has been a policy of retaining industrial land. In Brighton the 

loĐal iŶdustƌial estates ;e.g. HolliŶgďuƌǇͿ haǀe teŶded to ďeĐoŵe ƌetail paƌks.͟ 

 

Transport connections for manufacturing style operations are also important. 

 

͞We did iŶǀestigate a location in Brighton City Centre near the station but our suppliers of liquid 

nitrogen and other gases said they could not guarantee regular timely deliveries there and would 

Đhaƌge aŶ eǆtƌa £ϱϬ a daǇ.͟ 

 

Several businesses interviewed had spent some time in the Sussex Innovation Centre run by the University 

of Sussex which was in general viewed very positively. 

 

͞The “usseǆ IŶŶoǀatioŶ CeŶtƌe ;“INCͿ ǁas a good iŶitial hoŵe foƌ the ĐoŵpaŶǇ. It helped ǁith H‘, 
legal and accounts advice and it was good for puďliĐitǇ͞ 

 

͞The uŶiǀeƌsities aƌe good, aŶd ďeiŶg ďased at the “usseǆ IŶŶoǀatioŶ CeŶtƌe has ďeeŶ good. 
Innovation hubs are beneficial on both sides – there are clear objectives and a good focus on Return 

oŶ IŶǀestŵeŶt͟ 

 

There was some suggestion, however, that access to academics and graduates through the centre had not 

been as easy as businesses had hoped. 

 

Another barrier to growth noted by several interviewees was the level of regulation in the sector particularly 

regulations around health, safety and ethics. In newer scientific fields the regulations can change more 

quickly and be a particular bureaucratic headache. However the regulations are primarily national and there 

may be little that can be done locally to help. 
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4.4.4  Health & Life Sciences Networks and Supply Chains 

 

Most of the businesses interviewed said their supply chains were international rather than local. Some were 

also focused on selling to international markets, although the NHS remains a national key customer for 

many. 

 

͞Ouƌ supply chains are international (China, India, Africa & Asia) mostly through UK distributors. Our 

customers are also worldwide although we sell mostly to wholesale distributors and/or 

intermediaries such as Universities, hospitals, mail order firms and internet ƌetaileƌs.͟ 

 

There was some suggestion, however that the supply chains around the medical technologies subsector in 

the Gatwick Diamond may include more local companies (as well as international ones). 

 

Business networks locally were not felt to be particularly strong by many of those interviewed and this was 

felt to be a potential weakness: 

 

͞We haǀe ǀeƌǇ little ĐoŶtaĐt ǁith otheƌ phaƌŵaĐeutiĐal ĐoŵpaŶies loĐallǇ, paƌtlǇ ďeĐause the 
business has been quite inward looking but also because it is difficult to network with businesses that 

aƌe ƌeleǀaŶt Ǉet aƌe Ŷot Đustoŵeƌs oƌ supplieƌs.͟  
 

͞I feel the seĐtoƌ ǁould ďeŶefit fƌoŵ ŵoƌe ŶetǁoƌkiŶg aŶd ĐollaďoƌatioŶ, leaƌŶiŶg ŵoƌe aďout ǁhat 
others do and what is possible and collaborating on things like trade ŵissioŶs… The diffiĐultǇ is 
engaging with SMEs and showing them that you can get concrete benefits from such collaboration 

ƌelatiǀelǇ ƋuiĐklǇ.͟ 

 

Several businesses mentioned the South East Healthcare Technologies Alliance (SEHTA) as a network of 

value and potentially at an appropriate scale for the sector. However, they also noted that it had played a 

much stronger role in the past when regional level funding was available from SEEDA. 

 

4.4.5 Health & Life Sciences Skills and the Labour Market 

 

The workforce profiles of manufacturing focused pharmaceuticals and more research focused businesses 

were quite different. 

 

͞Most of the staff ǁoƌkiŶg heƌe aƌe Ŷot paƌtiĐulaƌlǇ highlǇ Ƌualified. The ǁoƌk does Ŷot ƌeƋuiƌe 
scientists per se. but people who can opeƌate the ŵaĐhiŶes aŶd folloǁ ͚ƌeĐipes͛.͟ 

 

Others noted problems in recruiting, training and retaining higher level skilled workers: 

 

͞‘eĐƌuitŵeŶt aŶd tƌaiŶiŶg is poteŶtiallǇ ĐostlǇ. Laď staff ŵaǇ staǇ foƌ ϯ Ǉeaƌs ďut it takes at least ϲ-8 

months to train them up and get them up to speed. They have been offered apprenticeships on a few 

oĐĐasioŶs ďut theǇ Ŷeed Ƌualified people foƌ ƋualitǇ assuƌaŶĐe aŶd ƌegulatioŶ puƌposes.͟   
 

As in the engineering sector, some pharmaceutical firms have received short term benefits from the 

contraction of the sector in employment terms:  

 

͞IŶ the shoƌt teƌŵ ǁe haǀe ďeŶefitted fƌoŵ the ĐoŶtƌaĐtioŶ of ŵajoƌ phaƌŵ sites iŶ teƌŵs of 
recruitment. However, ex-eŵploǇees of the ŵajoƌ ĐoŵpaŶies doŶ͛t alǁaǇs uŶdeƌstaŶd ǁoƌkiŶg to 
tight management and budgets. The benefits are likely to be short-liǀed though.͟ 
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One stakeholder suggested that research focused SMEs, like many SMEs, try and recruit staff who already 

haǀe ďoth the skills aŶd eǆpeƌieŶĐe. TheǇ suggested that theǇ doŶ͛t haǀe the luǆuƌǇ of tiŵe to eŶgage iŶ 
training. They typically have a 3-5 year window from their Venture Capital Funding to get achieve results or 

their funding will disappear. Unless tƌaiŶiŶg is esseŶtial foƌ the suĐĐess of the ĐoŵpaŶǇ, theǇ ŵostlǇ doŶ͛t do 
it. 
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SECTION 5 - CONCLUSIONS AND RECOMMENDATIONS 
 

5.1 Introduction 
 

This survey was undertaken in order to inform the focus of future business support initiatives and help shape 

future strategies to encourage economic growth and enterprise within Greater Brighton, West Sussex and 

Coast to Capital.  It builds on the findings from the West Sussex Independent Economic Commission, the 

Greater Brighton City Deal and Coast to Capital Strategic Economic Plan. 

 

It involved a sample of 1,000 local businesses, weighted back to the business population of the area. It was 

supplemented by 40 qualitative interviews with businesses and business representatives from the following 

sectors: Creative, Digital and IT, Environmental Technologies, Health and Life Sciences and Food and Drink, 

all sectors that have been identified as important to the growth of the local economy. 

 

The aŶalǇsis has ďeeŶ ͚issue͛ foĐused, ƌatheƌ thaŶ desĐƌiptiǀe, and aims to provide some clear steers and 

challenges, based on robust evidence, for local authorities and their partners to take forward in their 

approach to supporting local businesses. 

 

It is evident that there are some issues that are important to most businesses most of the time.  These 

iŶĐlude ͚fiŶdiŶg Ŷeǁ Đustoŵeƌs͛ aŶd ͚ĐoŶtƌolliŶg Đosts͛.  Theƌe aƌe otheƌ issues that aƌe aĐutelǇ iŵpoƌtaŶt to 
a small number of businesses at a given point in time.  These include planning and finding new premises, for 

example.  LoĐal authoƌities should ďe ŵiŶdful of this distiŶĐtioŶ iŶ theiƌ atteŵpts to ďeĐoŵe ͚ďusiŶess 
fƌieŶdlǇ͛ oƌ to uŶdeƌstaŶd aŶd ƌespoŶd to ďusiŶess Ŷeeds. 
 

This section draws together the findings from the previous sections into a set of recommendations and 

conclusions for partners in Greater Brighton and West Sussex to consider.      

 

5.2 Spatial Considerations 
 

Recommendation 1: Local Authorities should take a collaborative approach to supporting business 

growth, given that the differences in the issues that they face do not differ greatly by local area.  

 

The study provided a sufficient number of interviews for analysis to be undertaken at different spatial levels, 

including: Greater Brighton, West Sussex, Gatwick Diamond, Rural West Sussex and Coastal West Sussex.  A 

smaller number of interviews, allowing for less robust analysis at District and Borough level, was also 

undertaken. 

 

Although there is a real interest in solutions at local authority level, spatial differences in the pattern of 

responses were often negligible.  Local differences may, therefore, often be more of a perceived nature than 

an actual one: Businesses in Rural West Sussex are no more likely than those in Greater Brighton to believe 

that opportunities for networking are limited; there is no discernable difference in the concentration of high 

growth businesses; skills issues and recruitment difficulties are largely the same across the area; and 

exporting businesses are not concentrated in any of the spatial areas within Greater Brighton and West 

Sussex.  

 

There are some differences, however. London is more likely to be identified as important to businesses in 

Brighton & Hove than in other areas; and Gatwick Airport is more important to businesses in the Gatwick 

Diamond; Businesses in Coastal West Sussex are most likely to believe that the local transport infrastructure 

needed improving; and those in Rural West Sussex are most likely to believe that broadband connections 

needed improving. 
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However, at the spatial level at which the data permitted robust analysis, responses were not statistically 

significant across a range of issues. The majority of businesses face similar issues regardless of where they 

are located.   

 

5.3 Sector/Cluster Considerations 
 

Recommendation 2: There is merit in adopting a sector-based approach to supporting businesses, focusing 

on identifying specific needs within each. 

 

͚EŵeƌgiŶg͛ seĐtoƌs aƌe diffiĐult to defiŶe aŶd ĐaŶ iŶĐlude a diverse range of activities, which are not always 

clearly related.  “uƌǀeǇ paƌtiĐipaŶts ǁeƌe asked to ͚self deĐlaƌe͛ as ďeloŶgiŶg to oŶe oƌ ŵoƌe of the folloǁiŶg 
sectors: Technology Intensive; Environmental Technologies; Creative Industries; Advanced Engineering; and 

Health and Life Sciences.   

 

Businesses within these sectors are more likely to operate in wider markets than other businesses and they 

are more likely to be innovation active. Technology Intensive and Advanced Engineering sectors are more 

likely than other businesses to be High Growth businesses, to trade internationally, and to be less concerned 

about having close access to their customers. 

 

Some clear sector issues have emerged, however.  Environmental Technologies businesses find it difficult to 

plan within what they perceive to be a confused national Government policy approach to renewable energy; 

large food and drink producers cite planning as a key issue; businesses in the Creative, Digital and IT sector 

suggest that there is a key challenge is keeping up with technology; and the hospitality sector has the most 

pronounced recruitment difficulties.   

 

There are also important differences within sectors, however. Small food and drink businesses have very 

different challenges from large ones, for example.  These seem to relate to scaling up production, 

distribution and finding new markets whilst for larger food and drink businesses, national regulations and 

the power of supermarkets are key challenges, alongside local approaches to planning.   

 

The following actions could be taken to provide support for businesses in specific sectors: 

 

Food & Drink 

 Facilitating the development of food distribution hubs for locally focused Food and Drink businesses 

 Helping to make the public aware of the importance of large growers and their land-use needs 

 Strengthening the links between the local food production sector and the tourism/hospitality sector 

 Providing guidance and support on costs and distribution to niche local Food and Drink businesses 

that are looking to scale up 

 Promoting a better understanding of the skills needs and development opportunities within the 

sector. 

  

Creative, Digital and IT 

 Making CDIT inward investment more focused on capturing London professionals looking to relocate 

out of the capital 

 Providing support to enable businesses to promote their expertise to large corporates 

 Providing follow-on accommodation and pre-start collaborative spaces for CDIT 

 Encouraging or supporting new entrants to the labour market to develop a portfolio of work that 

goes beyond qualifications 

 Raising the profile of creative and digital businesses that are located outside central Brighton. 
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Health & Life Sciences 

 Providing more high tech (but low cost) manufacturing accommodation 

 Encouraging collaboration and networking but at an appropriate scale (Kent, Surrey and Sussex) 

 Supporting the development of health and life sciences expertise in and around the universities of 

Sussex and Brighton 

  

Environmental Technologies 

 Improving the energy efficiency of local authority owned properties to help stimulate the local 

environmental technologies market 

 Reducing bureaucracy in procurement and finding ways to procure and manage local SMEs more 

efficiently and effectively 

 Lobbying MPs and national government to secure greater clarity and consistency in its approach to 

renewable energy. 

 

5.4 Supporting High Growth Businesses 

 
Recommendation 3: Local authorities should promote and communicate the language of growth more 

explicitly in terms of profit and turnover. 

 

In general, businesses appear not to see growth in terms of employment; they are more likely to view it in 

terms finance-related issues, with employment being a by-product of these.  This is quite challenging for 

local authorities for whom employment, understandably, is a top priority.  

 

Given this, local authorities need to clearly establish and be confident in communicating how they can best 

support businesses to increase their profits and turnover and improve their access to customers, either 

through effective marketing or improved physical and digital infrastructure.   Softer issues, such as 

mentoring, recruitment/training and networking are of lesser importance to most businesses. 

 

5.5 Being Realistic about Roles 
 

Recommendation 4: Local authorities should focus on issues where they can actually make a difference, 

including business friendly procurement and planning. 

 

National Government policies and regulations and competition are significant challenges for local 

businesses, but it is not clear what role local authorities have in supporting them to overcome these.  In 

addition, some businesses just happen to be local and they are not hugely affected by the actions of the 

local authority.  They operate through national and international networks, rather than local ones, to 

improve trading conditions and performance, and to influence Government policy.    

 

However, there are things that local authorities can do to support business growth.   Procurement needs to 

be accessible to small local businesses.  Pressures to incorporate social value and other clauses in contracts 

must not make it even more challenging for them to compete for public sector contracts.  Proportionate and 

smart procurement is, therefore, essential.  

 

͚PlaŶŶiŶg͛ is Ŷot aŶ issue foƌ ŵost ďusiŶesses, ďut it ďeĐoŵes aŶ aĐute oŶe foƌ a sŵall Ŷuŵďeƌ of ďusiŶesses 
at a given point in time. Although it may be politically difficult to achieve, there appears scope to develop a 

more consistent approach to planning across the area.  This includes having a greater regard to the time 

pressures that businesses are under for decisions to be made; and being clear about what businesses can 

and cannot expect during the planning application process.    
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Other areas of focus could include investing in improving the energy efficiency of public sector buildings as a 

way of stimulating the market for environmental technologies and services; and improving local transport 

(particularly roads and parking) and digital infrastructure.   

 

5.6 Widening Access to Markets 
 

Recommendation 5: Supporting business growth should focus on widening access to markets, particularly 

on London and international markets. 

 

Nearly half of all businesses have their main markets outside the local area and only around a quarter of all 

businesses are locally focused, in terms of both suppliers and customers.  This is broadly the position for all 

the spatial areas within Greater Brighton and West Sussex.   

 

High Growth and Growth businesses are even more likely to operate in wider geographical markets, 

including with London and internationally. Some of these may provide specialist services to large multi-

national organisations, of which (with the exception of Crawley), there is a distinct lack locally.   There may, 

therefore, be more merit in supporting potential growth businesses to expand the geographical scope of 

their markets, than in focusing on overtly local solutions.  The most obvious focus for this is London.  The 

majority of businesses have some trade with the capital, but its contribution to turnover for most of these 

businesses remains small. 

 

Transport links to London are important, but there may be additional scope to develop more formal trading 

links and to pƌoŵote loĐal ďusiŶesses to the Đapital͛s laƌge Đoƌpoƌates.  AgaiŶ, this ǁould appeaƌ to ďe ďest 
addressed at a pan-local authority level.   

 

There is a strong correlation between exporting and high growth businesses.  The European Union is the 

most important international trade location for local businesses.  This is expected to continue, but to a much 

lesser extent as businesses diversify their international markets, particularly into Asia.  This more disparate 

pattern to international trade may make it more challenging to adopt a focused approach at very local levels. 

Local authorities should, therefore, work collectively with Coast to Capital and UKTI to support local 

businesses that are looking to enter new international markets. 

 

 

5.7 Supporting the Right Type of Networks 
 

Recommendation 6: Formal business networks need to have a clear business intention and be at the right 

geography for that purpose, but there may be as much value in creating spaces to encourage informal 

networking as in trying to establish formal networks.   

 

BusiŶesses ofteŶ like to ďe iŶǀolǀed iŶ Ŷetǁoƌks, ďut ŵaŶǇ doŶ͛t ďelieǀe that theǇ pƌoǀide significant 

business benefits.  Furthermore, informal networking is much more common than formal networking.  

Formal networks need to have a clear business intention and be based on the right geography for that 

purpose. They need not always be sector defined.  Food Hubs may provide a good focus for local suppliers 

and purchasers from other sectors to meet, for example; and there appears to be some value in business-to-

business networks, such as the MD Hub. 

 

However, given the importance attached to informal networking, it may be as useful to focus on providing 

venues, activities and events that bring people together informally, as it is to provide formal networking 
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opportunities for businesses.  Publicly funded programmes that aim to encourage business networking, such 

as Ride the Wave in Brighton & Hove, should be co-designed with “ME͛s to help maximise their impact.  

 

5.8 Improving Links Between Higher Education and SMEs 
 

Recommendation 7: There is scope to improve both business understanding of how Higher Education 

Institutions (HEIs) can support them and the outcomes from that support.   

 

There is evidence of a potential increase in the use of Higher Education Institutions to support innovation 

activity.  However, there is still room to improve both the outcomes of these activities, understanding of 

how HEIs can support small businesses, and what small businesses can offer HEIs.  The emerging Wave 2 

Accelerator Growth programme provides an opportunity to test new ways of doing this with some 

businesses, but given the high proportion of companies that employ graduates locally, there may be scope 

for wider involvement than this. 

5.9 Bridging the Gap Between Education and the Labour Market  

Recommendation 8: Local authorities should lead on bridging the gap between education and the labour 

market. This should include providing and promoting work experience placements and industry-based 

student projects. They should also work with employers to help them address their non-skills related 

recruitment difficulties. 

 

Skills and workforce development needs to be set in context. Although a large number of businesses 

experience some form of skills issue or recruitment difficulty, skills and recruitment are not amongst the 

most important issues for most businesses.   Furthermore, recruitment difficulties may sometimes relate 

more closely to other factors, such as the terms and conditions or the attractiveness of employment, for 

example.    

 

Theƌe is a ƌeasoŶaďlǇ Đleaƌ steeƌ fƌoŵ eŵploǇeƌs that ͚attitudes͛ aŶd ͚ŵotiǀatioŶ͛ aƌe ŵoƌe iŵpoƌtaŶt to 
employers than qualifications and new skills.  This does not just apply to school/college leavers, but to the 

workforce as a whole.  They are strong growth enablers and they are the main skills challenge that 

businesses are most likely to have.  A good track record in employment is an important signal for would be 

ƌeĐƌuiteƌs; aŶd eŵploǇeƌs aƌe less likelǇ to thiŶk that sĐhool leaǀeƌs aƌe ͚ǁoƌk ƌeadǇ͛ than fresh graduates. 

  

Despite this, the value of graduates to small businesses does not seem clear.  A large proportion of 

businesses employ them, but most of these do not believe that a degree is necessary to do their jobs.  

However, these employers still recruit graduates over other people.  It, therefore, seems likely that they are 

bringing some added value to their roles that otheƌs ǁouldŶ͛t.  “oŵe ǁould aƌgue that this ƌepƌeseŶts 

graduate ͚uŶdeƌ-eŵploǇŵeŶt͛, ďut expectations of what graduates without labour market experience can 

expect from initial employment may be unrealistic. 

 

5.10 Retaining and Growing Local Businesses 
 

Recommendation 9: There should be a pan-local authority approach to business retention, and outcomes 

of inward investment activity should be shared and closely monitored. 

Inward investment needs to be set within context. Most businesses are born local, remain local and are not 

looking to leave. The vast majority of those that have considered other areas did not look outside Sussex. If 

this is the case locally, there seems no reason why it should not be the case elsewhere. It is difficult to 

attract businesses from other areas, unless there is a very good reason for them to move.  There are 
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exceptions to this. Businesses that are part of a larger company are potentially more footloose and 

ǀulŶeƌaďle to deĐisioŶs that aƌe ŵade elseǁheƌe, aŶd loĐal authoƌities͛ iŶflueŶĐe oǀeƌ these deĐisioŶs ŵaǇ 
be limited.  

Local authority boundaries are not the right spatial areas to address business retention issues, so they need 

to work collectively to ensure that local businesses that are looking to move are retained within a wider 

geographical area.    

With the possible exception of the Gatwick Diamond, large-scale inward investment appears unlikely to 

happen on a significant scale in the short to medium term.  However, if transport connections to London and 

Gatwick Airport in particular, can ensure that there is good access to customers and if broadband coverage 

and speeds meet modern business needs, the local area could be effective in attracting niche businesses 

that serve large corporates in the capital and beyond. This may require a focused approach to identifying 

businesses with a strong London customer base that are looking for alternative business locations outside 

the capital.  

Recommendation 10: Local transport and communications infrastructure policies must clearly support 

business and economic development.  

 

Foƌ ŵost ďusiŶesses, tƌaŶspoƌt aŶd digital iŶfƌastƌuĐtuƌe aƌe iŵpoƌtaŶt ͚plaĐe͛ issues, so it is iŵpoƌtaŶt that 
all approaches to transport improvements have a clear economic development focus.  This seems to be 

mainly around access to customers and costs, with parking featuring strongly.  Improvements in the local 

road infrastructure (including parking) and better broadband connections should be a particularly strong 

focus for economic development activity.   
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ANNEX I KEY STATISTICS AT A GLANCE 

 
1 Business Growth and Support Needs 

 
1A Growth expectations and experiences (% businesses) 

 Turnover Profit Employment 

Last Twelve Months 39 45 25 

Next Twelve Months 64 66 42 

Difference +25 +21 +17 

N = 1000 

 

 The majority of businesses expect to grow in the next 12 months.  

 A smaller proportion expects to grow in terms of employment than turnover or profit. 

 Businesses are more likely to expect growth than to have experienced it 

 The difference is greatest in terms of turnover and least in terms of employment. 

 

1B High Growth and Growth Businesses (% business base)  

High Growth established High Growth start-ups All High Growth Growth Businesses 

9 4 14 46 

N = 1000 

 

 High growth businesses have experienced turnover growth of more than 20% per annum over each 

of the last 3 years (where they are more than 3 years old). 

 14% of all businesses in the survey were High Growth businesses. 

 9% are established high growth businesses (over 3 years old) 

 4% of businesses are high growth start-ups (less than 3 years old) 

 14% of businesses with more than 10 employees are also High Growth businesses
32

 

 High growth businesses are more likely to: 

 Be innovative (91% are innovation active compared with 64% of all businesses) 

 Export (42% compared with 17%) 

 Do business with customers in London (73% compared with 56%) 

 Employ graduates (65% compared with 50%) 

 IdeŶtifǇ theŵselǀes as paƌt of ͚TeĐhŶologǇ iŶteŶsiǀe͛, ͚AdǀaŶĐed EŶgiŶeeƌiŶg/ŵaŶufaĐtuƌiŶg 
and ͚ďusiŶess seƌǀiĐes͛ seĐtoƌ Đlusteƌs. 

 46% of businesses are Growth businesses 

 Growth businesses have increased their turnover in the last 12 months and intend to 

continue growing. 

 

1B Top 5 Growth Enablers, Barriers and Support needs (% businesses citing) 

Enablers  Challenges  Support Needs  

Marketing 62 Finding New Customers 60 Accessing Finance 3 

Staff Motivation/Performance 57 Controlling Costs 49 Marketing 2 

Product/Service Innovation 53 Competition 42 Finding Premises 1 

New Technologies 49 Regulation 37 Training and Apprenticeships 1 

New Skills 47 Consumer Confidence 36 Recruitment 1 

N = 1000 

 

                                                        
32

 Note: This figure relates to the proportion of businesses with 10 or more employees (N=405) 
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 Marketing is the most commonly cited enabler of business growth and finding new customers the 

most common business challenge.  

 However, businesses were slightly more likely to identify finance than marketing as a 

support need.  

 Other less commonly cited business challenges include: 

 Recruitment (22%),  

 Skills (22%),  

 Management & Leadership (15%)  

 Finding Partners or Suppliers (15%)  

 Just under one in five (18%) of businesses identified a support need  

 However, support needs were disparate in nature and did not always related to directly to 

staŶdaƌd ͚ďusiŶess suppoƌt͛ issues.  
 Parking (2%) and Business Rates (2%) were as commonly ideŶtified as the ŵoƌe ͚staŶdaƌd͛ 

areas of business support identified in table 1B. 

 

 

2 Markets, Suppliers, Networks and International Trade 
 

2A: Location of Customers and Suppliers (%) 

 Local Other London & 

South East 

Other UK International 

Main Markets (customers by value)   55 20  16 9 

Main Suppliers   39 14  35 11 

Difference +16 +6 -19 -2 

N = 1000 

 

 55% of businesses serve mainly local markets (i.e. the majority of their sales by value are to local 

customers).  

 However, some key business groups are less likely to be focused on local markets: 

 High growth businesses (28% serve mainly local markets) 

 Growth businesses (47%) 

 Those identifying themselves as members of Technology Intensive (18%), Environmental 

Technologies and Services (18%) or Advanced Engineering (12%) business clusters  

 

2B Networking Activities of Businesses (% businesses engaging fairly/very frequently) 

Help Out Other 

Businesses 

Work 

Collaboratively 

Meet Other 

Businesses 

Informally 

Interact Through 

Social Media 

Receive Help 

from Other 

Businesses 

Attend Formal 

Networking 

50 48 45 34 32 25 

N = 1000 

 

 The majority of businesses engage in formal or informal networking of one kind or another. 

 However, more than a third (38%) of businesses that network do not think there are many business 

benefits from doing so. 

 The ŵost ĐoŵŵoŶlǇ Đited ƌeasoŶ foƌ ŶetǁoƌkiŶg faiƌlǇ oƌ ǀeƌǇ fƌeƋueŶtlǇ is ͚͛BƌaŶd AǁaƌeŶess aŶd 
MaƌketiŶg ;Ϯϭ%Ϳ folloǁed ďǇ ͚CoŶĐƌete “ales Leads ;ϭϱ%Ϳ. 

 Businesses with mainly local markets (20%) are less likely to attend formal networking events, than 

those whose main market is international (37%). 
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2C Exporting Businesses (%) 

Exporters Export More than 10% of Turnover Export More than 50% of Turnover 

19 14 6 

N = 1000 

 

 One in five (19%) of all businesses export some goods or services. 

 42% of High Growth and 24% of Growth businesses are exporters 

 31% of businesses with ten or more employees are exporters 

 22% of businesses trading for 10 years or more export (compared with 16% of those less 

than 3 years old). 

 Exporters are more likely to employ graduates (71% compared with 50% of all businesses).  

 

2D Export Destinations (%) 

 European 

Union 

USA/Canada India/China 

/Asia 

Latin 

America 

Russia  & 

Eastern 

Europe 

Other 

Current Markets* 53 19 10 2 1 14 

Planned New Markets** 35 26 32 11 12 25 

* n= 215; ** = 82 

 

 The European Union is the main market for over half of all exporters, but there is some evidence of 

more planned activity in India/Asia/China in future. 

 Nearly half (42%) of businesses looking at new international markets are already trading 

internationally. 

 Technology intensive, Advanced Engineering/Manufacturing and Creative Industries sector cluster 

businesses are more likely than businesses in other sectors to trade internationally. 

 

 

3 Innovation, Skills and Recruitment 
 

3A Innovation Active Businesses (as % businesses in category) 

All High Growth 

Businesses 

Growing 

Businesses 

Exporters Self Declared 

Cluster
33

 

Graduate 

Employers 

64 91 81 78 77 73 

N =  103 for smallest category (High Growth Businesses) 

 
 64% of businesses are ͚iŶŶoǀatioŶ aĐtiǀe͛ iŶ that theǇ haǀe iŶtƌoduĐed Ŷeǁ pƌoduĐts, seƌǀiĐes oƌ 

processes in the last 12 months or are currently working to do so. 

 Businesses with more than ten employees were also ŵoƌe likelǇ to ďe ͚iŶŶoǀatioŶ aĐtiǀe͛ (77%).  

 8% of all businesses had used a Higher Education Institution (HEI) to help them develop strategies, 

products, services or processes  

 13% expected to do so over the next three years  

 

 

 

 

                                                        
33

 Self-declared Clusters were: Technology Intensive, Creative Industries, Health & Life Sciences, Environmental Technologies and Services and 

Advanced Engineering 
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3B Businesses with Recruitment or Skills Issues (% businesses) 

 Recruitment Difficulty Skill Gap Skills/Recruitment Issue 

All 23 24 33 

Innovation Active 28 29 40 

High Growth 31 23 40 

Growing Business 30 30 40 

Graduate Employer 28 30 39 

N = 1000 

 

 23% of businesses reported that recruitment was a significant business challenge for them 

(recruitment difficulty) and 24% reported that the skills of the existing workforce were a challenge 

(skills gap). 

 The occupational groups most challenging to recruit were:
 34

 

 Skilled Trades (27% of businesses finding recruitment a challenge),  

 Elementary Occupations (22%)  

 Sales & Customer Service Staff (16%) and  

 Professionals (13%) 

 The roles and skill areas in the existing workforce that employers felt most of improvement were:
 35

  

 Sales and Customer Services (18% of businesses finding staff skills a challenge)  

 Technical/Practical Skills (15%) 

 Supervisory Management Skills (11%), and  

 Technical – High Level Skills (10%). 

 

3C Businesses Recruiting Directly from Education (%) 

From School From College From University From Education 

5 13 8 25 

N = 265 

 

 25% of businesses had recruited someone directly from education in the previous 3 years. 

 Fewer than half (45%) of businesses that recruit directly from education believe that young people 

are well prepared for work (30% thought they were quite well prepared, 15% very well prepared).  

 More than a third (35%) felt they were poorly prepared (19% quite poorly and 15% very). 

 

 

4 Local Infrastructure and Location Decisions 

 
4A Local Assets and Areas in Need of Improvement (%) 

Assets % Needs Improving % 

Local Travel and Transport 55 Local Travel and Transport 38 

Broadband Connections 55 Broadband Connections 33 

Business Premises 45 Local Housing 20 

Local Housing 41 Business Premises 18 

Connections to London 39 Skills and Education 16 

Skills and Education 32   

Access to Gatwick 30   

Access to Local Ports 16   

N = 1000 

 

                                                        
34

 Note: These figures relate to the percentage of all businesses that have recruitment challenges (n = 268) 
35

 Note: These figures relate to the percentage of all businesses that have skills gap challenges (n =283) 
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 Businesses were most likely to identify local travel and transport infrastructure as both an asset 

(55% of businesses) and an area for improvement (38% of businesses)  

 The specific local transport issues highlighted as in need of improvement were:
36

 

 Local Roads (59% of businesses identifying transport infrastructure as in need of 

improvement)  

 Major Roads (42%)  

 Local Parking (38%) 

 Bus Services (35%),  

 Rail Services (28%),  

 Cycle Paths and Footpaths (10% in each case)  

 Three quarters (74%) of businesses that cited Business Premises as in need of improvement 

highlighted ͚affoƌdaďilitǇ͛ as the issue, douďle the pƌopoƌtioŶ that ideŶtified the ͚tǇpe of ďusiŶess 
aĐĐoŵŵodatioŶ͛ ;ϯϳ%). 

 The proportion of businesses identifying different types of local infrastructure as in need of 

improvement varied slightly between geographical areas: 

 Businesses in Coastal West Sussex were most likely to think that Local Travel and Transport 

needed improving (45%);  

 Those in Rural West Sussex (40%) were most likely to highlight Broadband Connections 

(40%) 

 Businesses in Brighton & Hove (50%) are most likely to consider connections to London as an 

important aspect of their location and those in Coastal West Sussex (33%) are least likely to 

do so. 

 Businesses in Crawley (49%) are most likely to consider connections to Gatwick Airport as an 

important aspect of their location and those in Chichester (13%) are least likely to do so. 

 In terms of sectors: 

 Retail and Wholesale businesses were least likely to consider connections to London (27%) 

and Gatwick Airport (19%) as an important aspect of their location.   

 Businesses Services businesses were most likely to consider connections to London (52%) as 

an important aspect of their location. 

 

 

4B Reasons for Business Location Decisions (% businesses
37

) 

Reason % 

Where Founders Lived 47 

Proximity to Customers 23 

Premises Availability and Price  10 

Nice Place to Live and Work 9 

N = 825 

 

 Despite the high proportion of businesses identifying local transport infrastructure as in need of 

improvement, transport connections (including parking) were only cited by 4% of businesses as a 

reason for locating their business 

  Access to skilled labour was only identified by 1% of businesses.  

 More than three quarters (73%) of businesses did not consider any other locations for their business.  

 Of those that did, 77% cited other locations within Sussex.  

                                                        
36

 Note: These figures relate to the percentage of all businesses that identify local travel and transport infrastructure as in need of improvement (n 

=395) 
37

 Note. These figures related to the proportion of businesses surveyed who were aware of/could remember the reason for their location (N-825). 
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ANNEX II AREA SUMMARIES  

 

Greater Brighton & West Sussex 

Business Survey 2014 
 

Greater Brighton Area Summary 
 

Compared with the Greater Brighton and West Sussex 

area as a whole, businesses in Greater Brighton are: 

 

 More likely to think that connections to London are 

an important aspect of their location. 

 More likely to employ graduates 

 Less likely to think that broadband connections need 

improving 

 

This short briefing note is intended to highlight some of the 

key figures for the Greater Brighton Area from the 2014 

Greater Brighton and West Sussex Business Survey. It is one 

of a series of similar briefings for Greater Brighton, West 

Sussex, Rural West Sussex, Coastal West Sussex and the 

Gatwick Diamond. 

 

It is easy to overplay apparent geographical differences in 

the survey. Many are not statistically significant and as the 

main report makes clear the similarities between localities 

within the Greater Brighton and West Sussex area are often 

greater than the differences.  

 

Local figures are given here primarily for information, 

where the sample size is robust enough to allow the 

analysis but small differences from figures in the overall 

report are unlikely to be statistically significant.  

 

The 2014 survey included 493 interviews with business in 

the Greater Brighton area (Figure 1). 

 

Figure 1: Achieved interviews in Greater Brighton 

Geography – Achieved Interviews 

 

     Achieved  % of Sample 

Greater Brighton & West Sussex     1000  100 

Greater Brighton      493  49 

By LA Area 

Brighton & Hove      213       21 

Lewes      107       11 

Adur       76        8 

Worthing       97       10 

 

The sample for the survey was structured by size and 

geography to enable results to be explored for larger 

companies and specific locations in more detail. The overall 

results were however weighted to reflect the business 

population as a whole.   

 

1. Businesses in Greater Brighton 

 

National statistics suggest that the Greater Brighton area 

includes over 22,000 businesses (excluding those in public 

service SIC codes). 

 

Figure 2: Businesses and employment 

Geography    Businesses Employment 

Greater Brighton & West Sussex  49,000  500,000 

Greater Brighton  22,000  216,000 

By LA Area 

Brighton & Hove  12,000  123,000 

Lewes  4,000  30,000 

Adur  2,000  18,000 

Worthing  3,000  45,000 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

Figureures have been rounded to the nearest 1000. (Excludes public service SIC codes) 

 

Within Greater Brighton around 55% of the business 

population is located in the Brighton and Hove area. 

 

Figure 3 shows the sector profile of the LA areas within 

Greater Brighton. The table shows location quotients, 

which are an index of the proportion of businesses in a 

sector within an area compared with what might be 

expected if the area reflected the UK economy as a whole.  

 
Figure 3: Business concentrations 

Sector (SIC 2007) 
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Agriculture, forest 

& fishing (A) 
0.3 0.1 0.2 0.1 1.0 

Mining & utilities 

(B,D and E) 
0.9 0.5 2.3 0.7 1.5 

Manufacturing (C) 

 
0.8 0.6 1.3 0.8 1.1 

Construction (F) 

 
1.0 0.8 1.4 1.1 1.1 

Motor trades  

(Part G) 
0.7 0.5 1.0 0.7 1.1 

Wholesale  

(Part G) 
0.9 0.8 1.2 0.9 0.9 

Retail (Part G) 

 
1.1 1.1 1.0 1.3 0.9 

Transpt & storage 

(inc postal) (H) 
0.6 0.4 1.1 0.6 0.9 

Accommodation 

& food services (I) 
1.2 1.3 0.8 1.2 1.0 

Information & 

communication (J) 
1.4 1.6 1.1 1.1 1.0 

Financial & 

insurance (K) 
0.8 0.8 0.9 1.1 0.6 

Property (L) 

 
1.0 1.0 0.7 1.0 0.9 

Professional, sci. 

& technical (M) 
1.0 1.1 0.8 1.0 1.0 

Business admin & 

support (N) 
1.1 1.2 1.0 1.0 0.9 

Arts, ent & other 

services (R,S,T&U) 
1.3 1.4 1.1 1.1 1.2 

Sources: ONS UK Business Count 2013. 

 

Greater Brighton has a significant concentration of 

͚aĐĐoŵŵodatioŶ aŶd food seƌǀiĐes͛ ďusiŶesses, 



Greater Brighton & West Sussex Business Survey 2014  

 

 

Marshall-Nairne Ltd and Emergent Research & Consulting Ltd   62 

͚iŶfoƌŵatioŶ aŶd teĐhŶologǇ͛ aŶd ͚aƌts, eŶteƌtaiŶŵeŶt aŶd 
otheƌ seƌǀiĐes͛ ďusiŶesses. These ĐoŶĐeŶtƌatioŶs aƌe 
reflected most strongly within Brighton and Hove itself. 

However, Worthing also has a higher proportion of 

͚aĐĐoŵŵodatioŶ aŶd food seƌǀiĐes͛ ďusinesses and Lewes 

has a higheƌ pƌopoƌtioŶ of ͚aƌts, eŶteƌtaiŶŵeŶt aŶd otheƌ 
seƌǀiĐes͛. Aduƌ also appeaƌs to haǀe ĐoŶĐeŶtƌatioŶs of ŵoƌe 
traditional manufacturing and construction businesses. It 

should be noted that these are business unit 

concentrations and may not reflect employment. 

 

The main report notes that whilst micro businesses 

employing fewer than 10 people represent the vast 

majority of businesses, businesses with more than 250 

employees represent a quarter of the workforce. The 

Greater Brighton & Hove area is no exception.  

 

Figure 4: Business units and Employment by size of business 

 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

 

Figure 5 highlights that the majority of Greater Brighton 

businesses in the survey were single site independent units 

(79%).  

 

Figure 5: Business structures at locations interviewed 

 
N=493 

 

Most businesses were born local and around half had been 

trading from their current site for more than 10 years 

(Figure 6). 

 

Figure 6: Age and longevity of trading at site 

 
N=493 
 

2. High Growth and Growing Businesses 
 

Businesses were more likely to expect to grow their 

turnover and profit in the next 12 months than have 

experienced it in the last 12 months. In part this is likely to 

reflect the recovery of the economy but also a natural 

͚optiŵisŵ ďias͛ aŵoŶgst “MEs. Theƌe is also soŵe eǀideŶĐe 
that employment growth lags behind turnover and 

profitability.  

 

Figure 7: Growth Trends and Expectations 

  

  

% businesses 

Turnover Profit Empl. 

Experiences Last 12 months 45 37 27 

Expectations Next 12 months 67 66 43 

Difference Between 

Expectations to Experience +22 +29 +15 
N = 1000 

 

Taking the findings for the survey as a whole we estimate 

that there are around 1,900 growth businesses of all sizes 

in the Greater Brighton area. Like the other areas surveyed 

this is higher than national estimates might suggest. 

 

Figure 8: High Growth businesses 

  

% of all 

businesses 

Greater 

Brighton 

Established High Growth businesses 

of all sizes 9  1,900 

Established High Growth larger 

businesses (NESTA definition – more 

than 10 staff) 2  500 

High growth start-ups 5  1,100 

 

The main business challenges identified by the survey were 

finding new customers and controlling costs. A significant 

minority highlighted finance as the greatest challenge.  
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Figure 9: Business Challenges 

 
N=493 
3. Markets, suppliers & business networks 

 

Whilst 57% of businesses identified that the majority of 

their customers were local, fewer suggested that their 

suppliers were local. 

 

Figure 10: Markets and Suppliers  

  

Main  

Markets 

Main 

Suppliers Difference 

Local 57 39 18 

Located within 

London and the SE 18 14 4 

Spread across the 

UK 15 36 -20 

International 10 11 -1 
N=493 
 

Nearly two thirds (60%) of the businesses surveyed had 

customers based in London. Businesses in Greater Brighton 

(and particularly in Brighton & Hove) were more likely to 

suggest that connections to London were important for 

them (46% compared with 39% across the study area).  

 

However, for some there may be room to increase the 

proportion of sales in this key market; it represents more 

than half the business by value of just 7% of companies in 

the Greater Brighton area.   

 

Figure 11: London as a proportion of business by value 

 
EǆĐludes doŶ͛t kŶoǁs 

 

21% of businesses in the Greater Brighton area said they 

sold some products or services internationally. This 

was/was not significantly different from Greater Brighton 

and West Sussex area as a whole (19%). 

 

Businesses also engaged in a wide variety of networking 

activities. All businesses said they engaged in at least one 

form of networking fairly or very frequently. 48% said they 

helped other businesses out fairly or very frequently (Figure 

12). Informal forms of networking were more common than 

formal business events.     

 

A significant minority of businesses felt that they got 

relatively little from networking however. 

 

Figure 12: Forms of business networking 

 
N=493 
 

4. Innovation, Skills & Recruitment 

 

Nearly two thirds (65%) of businesses in Greater Brighton 

ĐaŶ ďe ĐoŶsideƌed ͚iŶŶoǀatioŶ aĐtiǀe͛ iŶ that theǇ haǀe 
recently introduced or are preparing to introduce new 

products, services or processes. As with the other areas 

surveyed, this is higher than expected from national figures. 
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Figure 13: Innovation Activities 

Innovation 

% all 

businesses 

Introduced new or improved 

products/services 
51 

Working on new products/services 41 

Introduced new/improved processes 38 

Any of the above (Innovation Active) 65 

N=493 
 

Around a third of businesses locally reported that they have 

either a recruitment difficulty or a skills issue (Figure 14). 

However, some common recruitment difficulties (e.g. 

elementary occupations and customer service staff) may 

relate more to the local cost of living, pay and conditions 

than to a shortage of skilled people in the labour market. 

 

Figure 14: Recruitment Difficulties and Skills Gaps 

  % of businesses 

Recruitment Difficulties  22 

Skill Gaps 26 

Skill /Recruitment Issue (either) 33 

N=493 
 

The survey highlights that 55% of local businesses employ 

graduates. This is slightly higher than other areas in the 

study and is particularly high in Brighton & Hove (63%). 

However, the survey also highlights that more than half of 

businesses employing graduates (31% of all businesses) say 

that their jobs do not require graduate skills. This poses the 

question of why people are recruited to these positions and 

what added benefits they bring. 

  

5. A Place for Business 

 

Most businesses (68%) think that locating near their 

customers is important (Figure 15). However, the main 

report also identifies that nearly half of all businesses chose 

their location because it was where their founder lived.  

 
Figure 15: Importance of locating near customers 

 
N=493 

Only around a quarter of businesses
38

 considered other 

locations and most of these focused on areas within Sussex. 

 

Figuƌe ϭϲ highlights that ͚phǇsiĐal͛ iŶfƌastƌuĐtuƌe suĐh as 
tƌaŶspoƌt aŶd IT ĐoŶŶeĐtioŶs ƌatheƌ thaŶ ͚soft͛ 
infrastructure such as skills and education are more likely to 

be viewed as local assets. They are also more likely to be 

viewed as areas in need of improvement. 

 
Figure 16: Infrastructure as both asset and area for improvement  

  Assets 

Areas for 

Improvement 

Local travel & transport 58 38 

Broadband connections 56 25 

Business premises 45 17 

Local housing 41 21 

Connections to London 43 N/A 

Skills & education 32 15 

Access to Gatwick 30 NA 

Access to Local Ports 19 N/A 

None of these 11 25 
N=493 
 

Greater Brighton businesses were less likely than 

businesses in other parts of Greater Brighton and West 

Sussex to believe that Broadband connections needed 

improving (25% compared with 33%). 

 

6. Sector Clusters 

 

Businesses surveyed were given the ĐhaŶĐe to ͚self-identify 

with a number of emerging sectors of interest (Figure 17). 

Businesses were most likely to identify with the creative 

industries cluster, although it is not clear how technology 

intensive these businesses are. 

 

Figure 17: Self-declared sector clusters 

  

% of 

businesses 

Technology Intensive 8 

Creative industries 22 

Health & Life sciences 4 

Environmental Tech & Services 5 

Advanced Engineering 4 

Any cluster 35 
N=493 
 

Nevertheless, businesses self-identifying in these clusters 

were more likely to be growing and/or high growth 

businesses. The qualitative analysis of the four sector 

clusters explored in the main report
39

 highlighted that for 

ŵaŶǇ the ͚Ŷatuƌal͛ geogƌaphǇ of the Đlusteƌ ǁas eitheƌ 
regional or national. However, Greater Brighton was 

identified as a natural focus for the CDIT cluster. 

                                                        
38

businesses that could recall their location decisions. 
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Greater Brighton & West Sussex 

Business Survey 2014 
 

West Sussex Area Summary 
 

This short briefing note is intended to highlight some of the 

key figures for West Sussex from the 2014 Greater Brighton 

and West Sussex Business Survey. It is one of a series of 

similar briefings for Greater Brighton, West Sussex, Rural 

West Sussex, Coastal West Sussex and the Gatwick 

Diamond. 

 

It is easy to overplay apparent geographical differences in 

the survey. Many are not statistically significant and as the 

main report makes clear the similarities between localities 

within the Greater Brighton and West Sussex area are often 

greater than the differences.  

 

Local figures are given here primarily for information, 

where the sample size is robust enough to allow the 

analysis but small differences from figures in the overall 

report are unlikely to be statistically significant.  

 

The 2014 survey included 680 interviews with business in 

West Sussex (Figure 1). 

 

Figure 1: Achieved interviews in West Sussex 

Geography – Achieved Interviews 
 

     Achieved  % of Sample 

Greater Brighton & West Sussex     1000  100 

Greater Brighton      680  68 

By Spatial Area
40

 

Coastal West Sussex      383       38 

Gatwick Diamond (West Sussex)      297       30 

Rural West Sussex       326        33 

 

The sample for the survey was structured by size and 

geography to enable results to be explored for larger 

companies and specific locations in more detail. The overall 

results were however weighted to reflect the business 

population as a whole.   

 

1. Businesses in West Sussex 

 

National statistics suggest that West Sussex includes 

around 33,000 businesses (excluding those in public service 

SIC codes). 

 

Figure 2: Businesses and employment 

Geography    Businesses Employment 

Greater Brighton & West Sussex  49,000  500,000 

West Sussex  33,000      346,000 

By Spatial Area 

Coastal West Sussex         17,000     159,000 

Gatwick Diamond         17,000      188,000  

Rural West Sussex         19,000      160,000 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

Figures have been rounded to the nearest 1000. (Excludes public service SIC codes) 

                                                        
40

 Note: Coastal West Sussex includes Adur, Arun, Chichester and Worthing Districts; Rural 
West Sussex includes Chichester, Horsham and Mid Sussex Districts, and Gatwick 
Diamond includes Crawley, Horsham and Mid Sussex Districts 

 

Figure 3 shows the sector profile of the Spatial Areas within 

West Sussex. The table shows location quotients, which are 

an index of the proportion of businesses in a sector within 

an area compared with what might be expected if the area 

reflected the UK economy as a whole.  

 

Figure 3: Business concentrations 
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Property (L) 

 
0.9 0.9 0.9 1.0 

Professional, sci. 
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1.0 1.0 1.1 1.1 

Business admin & 

support (N) 
1.1 1.0 1.2 1.1 

Arts, ent & other 

services (R,S,T&U) 
1.0 1.1 1.0 1.0 

Sources: ONS UK Business Count 2013. 

 

The structure of the business population in West Sussex is 

not dissimilar to that in England as a whole. Some of the 

Spatial Areas have particular concentrations, however.  

These iŶĐlude ͚agƌiĐultuƌe, foƌestƌǇ & fishiŶg͛ iŶ ‘uƌal West 
“usseǆ; ͚IŶfoƌŵatioŶ & CoŵŵuŶiĐatioŶs TeĐhŶologǇ͛ aŶd 
BusiŶess AdŵiŶistƌatioŶ & “uppoƌt͛ iŶ the GatǁiĐk 
DiaŵoŶd; aŶd ͚CoŶstƌuĐtioŶ͛ iŶ Coastal West “usseǆ. It 
should be noted that these are business unit 

concentrations and may not reflect employment. 

 

The main report notes that whilst micro businesses 

employing fewer than 10 people represent the vast 

majority of businesses, businesses with more than 250 

employees represent a quarter of the workforce. West 

Sussex is no exception (see Figure 4 overleaf).  
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Figure 4: Business units and Employment by size of business 

 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

 

Figure 5 highlights that the majority of West Sussex 

businesses in the survey were single site independent units 

(78%).  

 

Figure 5: Business structures at locations interviewed 

 
N=680 

 

Most businesses were born local and around half (49%) had 

been trading from their current site for more than 10 years 

(Figure 6). 

 

Figure 6: Age and longevity of trading at site 

 
N=680 
 

 

2. High Growth and Growing Businesses 
Businesses were more likely to expect to grow their 

turnover and profit in the next 12 months than have 

experienced it in the last 12 months. In part this is likely to 

reflect the recovery of the economy but also a natural 

͚optiŵisŵ ďias͛ aŵoŶgst “MEs. There is also some evidence 

that employment growth lags behind turnover and 

profitability.  

 

Figure 7: Growth Trends and Expectations 

    % businesses 

  Turnover Profit Employment 

Experiences last 12 months 46 41 24 

Expectations next 12 months 64 62 41 

Difference between expectations 

to experience 18 22 17 
N = 690 

 

Taking the findings for the survey area as a whole we 

estimate that there are around 3,200 high growth 

businesses of all sizes in the West Sussex area. Like the 

other areas surveyed this is higher than national estimates 

might suggest. 

 

Figure 8: High Growth businesses 

  

% of all 

businesses 

West Sussex 

Estimate 

Established High Growth businesses 

of all sizes 10  3,200 

Established High Growth businesses 

(NESTA definition  >10 staff) 2  700 

High growth start-ups 4 1,300 

 

The main business challenges identified by the survey were 

finding new customers (58%) and controlling costs (47%).  

Recruitment (22%), Staff Skills (21%), Management & 

Leadership (16%) and Finding Partners/Suppliers (15%) 

were less likely to be identified as business challenges.  

 

Figure 9: Business Challenges 
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3. Markets, suppliers & business networks 

 

Whilst 54% of businesses identified that the majority of 

their customers were local, a lower proportion (40%) 

suggested that their suppliers were local. 

 

Figure 10: Markets and Suppliers  

  

Main 

Markets 

Main 

Suppliers Difference 

Local 54 40 +14 

Within London & 

the SE 21 14 +6 

Spread across the 

UK 17 36 -19 

International 8 10 -2 
N=690 
 

Nearly two thirds (62%) of the businesses surveyed had 

customers based in London. Businesses in West Sussex 

were less likely to suggest that connections to London were 

important for them (35% compared with 39% across the 

study area). Around three out of ten (29%) considered 

Gatwick Airport to be important. 

 

There may be room to increase the proportion of sales in 

the London market; it represents more than half the 

business by value of just 5% of companies in West Sussex.   

 

Figure 11: London as a proportion of business by value 

 
EǆĐludes doŶ͛t kŶoǁs 

 

20% of businesses in West Sussex area said they sold some 

products or services internationally. This was not 

significantly different from Greater Brighton and West 

Sussex area as a whole (19%). 

 

Businesses also engaged in a wide variety of networking 

activities. All businesses said they engaged in at least one 

form of networking fairly or very frequently. 51% said they 

helped other businesses out fairly or very frequently (Figure 

12). Informal forms of networking were more common than 

formal business events.     

 

A significant minority of businesses felt that they got 

relatively little from networking however. 

 

 

 

Figure 12: Forms of business networking 

 
N=690 
 

4. Innovation, Skills & Recruitment 

 

Nearly two thirds (63%) of businesses in West Sussex can 

ďe ĐoŶsideƌed ͚iŶŶoǀatioŶ aĐtiǀe͛ iŶ that theǇ haǀe ƌeĐeŶtlǇ 
introduced or are preparing to introduce new products, 

services or processes. As with the other areas surveyed, this 

is higher than expected from national figures. 

 

Figure 13: Innovation Activities 

  

% all 

businesses 

Introduced new or improved 

products/services 48 

Working on new products/services 38 

Introduced new/improved processes 34 

Any of the above (innovation active) 63 
N=690 
 

A third (33%) of businesses locally reported that they have 

either a recruitment difficulty or a skills issue (Figure 14). 

However, some common recruitment difficulties (e.g. 

elementary occupations and customer service staff) may 

relate more to the local cost of living, pay and conditions 

than to a shortage of skilled people in the labour market. 

 

Figure 14: Recruitment Difficulties and Skills Gaps 

  
% of 

businesses 

Recruitment Difficulties  23 

Skill Gaps 23 

Skill /Recruitment Issue (either) 33 

N=690 
 

The survey confirms that 46% of local businesses employ 

graduates but highlights that more than half of those (27% 

of all businesses) say that their jobs do not require 
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graduate skills. This poses the question of why people are 

recruited to these positions and what added benefits they 

bring. 

  

5. A Place for Business 

 

The majority of businesses (60%) think that locating near 

their customers is important (Figure 15). Being located 

close to customers is more likely to be important than 

being located close to suppliers. The main report also 

identified that nearly half of all businesses chose their 

location because it was where their founder lived.  

 
Figure 15: Importance of locating near customers 

 
N=690 
 

Only around a quarter (26%) of businesses
41

 considered 

other locations and most of these focused on areas within 

Sussex. 

 

Figuƌe ϭϲ highlights that ͚phǇsiĐal͛ iŶfƌastƌuĐtuƌe suĐh as 
tƌaŶspoƌt aŶd IT ĐoŶŶeĐtioŶs ƌatheƌ thaŶ ͚soft͛ 
infrastructure such as skills and education are more likely to 

be viewed as local assets. They are also more likely to be 

viewed as areas in need of improvement. 

 
Figure 16: Infrastructure as both asset and area for improvement  

  Asset 

Area for 

improvement 

Local travel & transport 54 39 

Broadband connections 54 36 

Business premises 44 17 

Local housing 41 18 

Connections to London 36 N/A 

Skills & education 31 17 

Access to Gatwick 29 NA 

Access to local Ports 15 N/A 

None of these 11 22 
N=690 
 

Perceptions of local infrastructure were not significantly 

different in West Sussex than across the area as a whole. 

 

                                                        
41

 businesses that could recall their location decisions. 

6. Sector Clusters 

 

Businesses suƌǀeǇed ǁeƌe giǀeŶ the ĐhaŶĐe to ͚self-identify 

with a number of emerging sectors of interest (Figure 17). 

Businesses were most likely to identify with the creative 

industries cluster, although it is not clear how technology 

intensive these businesses are. 

 

Figure 17: Self-declared sector clusters 

  Number 

% of 

businesses 

Technology Intensive 62 9 

Creative industries 115 17 

Health & Life sciences 34 5 

Environmental Technologies & 

Services 25 4 

Advanced Engineering 30 4 

Any cluster 213 32 
N=690 
 

Nevertheless, businesses self-identifying in these clusters 

were more likely to be growing and/or high growth 

businesses.  

 

The qualitative analysis of the four sector clusters explored 

in the main report
42

 highlighted that foƌ ŵaŶǇ the ͚Ŷatuƌal͛ 
geography of the cluster was either regional or national.  

  

                                                        
42
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The Gatwick Diamond
43

 Area Summary 
 

Compared with the Greater Brighton and West Sussex 

area as a whole, businesses in Gatwick Diamond are: 
 

 More likely to have suppliers located in London and 

the South East and less likely to mainly serve local 

markets 

 More likely to think that access to Gatwick Airport is 

an important asset to their location. 

 Slightly more likely to think that broadband 

connections need improving. 

 

This short briefing note is intended to highlight some of the 

key figures for the Gatwick Diamond Area from the 2014 

Greater Brighton and West Sussex Business Survey. There 

are other briefings in this series for Greater Brighton, West 

Sussex, Rural West Sussex and Coastal West Sussex. 

 

It is easy to overplay apparent geographical differences in 

the survey. Many are not statistically significant and as the 

main report makes clear the similarities between localities 

within the Greater Brighton and West Sussex area are often 

greater than the differences.  

 

Local figures are given here primarily for information, 

where the sample size is robust enough to allow the 

analysis but small differences from figures in the overall 

report are unlikely to be statistically significant.  

 

The 2014 survey included 297 interviews with business in 

the Gatwick Diamond (Figure 1). 

 

Figure 1: Achieved interviews in the Gatwick Diamond 

Geography – Achieved Interviews 

 

 Achieved  % of Sample 

Greater Brighton & West Sussex      1000        100 

Gatwick Diamond         297           30 

By LA Area 

Crawley         77               8   

Horsham       106             11   

Mid Sussex       114             11   

 

The sample for the survey was structured by size and 

geography to enable results to be explored for larger 

companies and specific locations in more detail. The overall 

results were however weighted to reflect the business 

population as a whole.   

 

1. Businesses in the Gatwick Diamond 

 

National statistics suggest that the Gatwick Diamond area 

includes about 17,000 businesses (excluding those in public 

service SIC codes). 

                                                        
43

 Gatwick Diamond refers only to the West Sussex districts: Crawley, Horsham and Mid 
Sussex 

Figure 2: Businesses and employment 

Geography Businesses Employment 

Greater Brighton & West Sussex      49,000  500,000 

The Gatwick Diamond (West Sussex)       17,000      188,000 

By LA Area 

Crawley       3,000        83,000  

Mid Sussex       7,000        49,000  

Horsham       7,000         56,000  
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

Figures have been rounded to the nearest 1000. (Excludes public service SIC codes) 

 

Figure 3 shows the sector profile of the LA areas within the 

Gatwick Diamond. The table shows location quotients, 

which are an index of the proportion of businesses in a 

sector within an area compared with what might be 

expected if the area reflected the UK economy as a whole.  

 

Figure 3: Business concentrations 
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Agriculture, forest 

& fishing (A) 
0.8 0.1 1.3 0.7 

Mining & utilities 

(B,D and E) 
1.1 1.4 1.0 1.0 

Manufacturing (C) 

 
1.0 0.7 1.1 0.9 

Construction (F) 

 
1.0 0.9 1.0 1.0 

Motor trades  

(Part G) 
1.0 1.0 1.1 0.8 

Wholesale  

(Part G) 
1.1 1.3 1.1 1.0 

Retail (Part G) 

 
0.9 1.1 0.8 0.8 

Transpt & storage 

(inc postal) (H) 
1.0 2.4 0.6 0.6 

Accommodation 

& food services (I) 
0.8 1.1 0.7 0.7 

Information & 

communication (J) 
1.2 1.1 1.2 1.3 

Financial & 

insurance (K) 
1.1 1.3 0.9 1.3 

Property (L) 

 
0.9 0.6 0.9 0.9 

Professional, sci. 

& technical (M) 
1.1 0.8 1.2 1.2 

Business admin & 

support (N) 
1.2 1.5 1.1 1.1 

Arts, ent & other 

services (R,S,T&U) 
1.0 0.8 0.9 1.1 

Sources: ONS UK Business Count 2013. 

 

The Gatwick Diamond has a significant concentration of 

͚ďusiŶess adŵiŶistƌatioŶ aŶd suppoƌt͛ ďusiŶesses.  
 

Within the Gatwick Diamond, Crawley has concentrations 

of ďusiŶesses iŶ the folloǁiŶg seĐtoƌs: ͚Wholesale͛, 
͚TƌaŶspoƌt & “toƌage͛, ͚FiŶaŶĐial & IŶsuƌaŶĐe͛ aŶd ͚BusiŶess 
AdŵiŶistƌatioŶ & “uppoƌt͛.  Hoƌshaŵ has ĐoŶĐeŶtƌatioŶs of 
ďusiŶesses iŶ ͚AgƌiĐultuƌe, FoƌestƌǇ & FishiŶg͛ aŶd 
PƌofessioŶal & TeĐhŶiĐal͛ Mid “usseǆ has ĐoŶĐeŶtƌatioŶs of 
ďusiŶesses iŶ ͚IŶfoƌŵatioŶ & CoŵŵuŶiĐatioŶs͛, ͚FiŶaŶĐial & 
Insurance͛ aŶd PƌofessioŶal & TeĐhŶiĐal. It should ďe Ŷoted 
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that these are business unit concentrations and may not 

reflect employment. 

 

The main report notes that whilst micro businesses 

employing fewer than 10 people represent the vast 

majority of businesses, businesses with more than 250 

employees represent a quarter of the workforce. The 

Gatwick Diamond area is no exception (see Figure 4 

overleaf).  

 

Indeed, nearly half (45%) of all people employed in Crawley 

work in businesses that employ 250+ people. 

 

Figure 4: Business units and Employment by size of business 

 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

 

Figure 5 highlights that the majority of Gatwick Diamond 

businesses in the survey were single site independent units 

(80%).  

 

Figure 5: Business structures at locations interviewed 

 
N=297 

 

Most businesses were born local and around half (49%) had 

been trading from their current site for more than 10 years 

(Figure 6). 

 

Figure 6: Age and longevity of trading at site 

 
N=297 

 

2. High Growth and Growing Businesses 
 

Businesses were more likely to expect to grow their 

turnover and profit in the next 12 months than have 

experienced it in the last 12 months. In part this is likely to 

reflect the recovery of the economy but also a natural 

͚optiŵisŵ ďias͛ aŵoŶgst “MEs. Theƌe is also soŵe eǀideŶĐe 
that employment growth lags behind turnover and 

profitability.  

 

Figure 7: Growth Trends and Expectations 

  % businesses 

  Turnover Profit Employment 

Experiences last 12 months 45 42 24 

Expectations next 12 months 65 63 40 

Difference between 

expectations to experience 20 21 16 
N=297 

 

Taking the findings for the survey as a whole we estimate 

that there are around 1,900 high growth businesses of all 

sizes in the Gatwick Diamond area. Like the other areas 

surveyed this is higher than national estimates might 

suggest. 

 

Figure 8: High Growth businesses 

  

% of all 

businesses 

Number of 

Businesses 

Established High Growth businesses 

of all sizes 11  1,900 

Established High Growth businesses 

(NESTA definition > 10 staff) 2  300 

High growth start-ups 3  500 
N=297 

 

The main business challenges identified by the survey were 

finding new customers (59%) and controlling costs (47%). 

Recruitment (19%), Staff Skills (19%), Management & 

Leadership (16%) and Finding Partners/Suppliers (14%), 

were much less likely to be identified as business 

challenges.  
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Figure 9: Business Challenges 

 
N=297 

 

3. Markets, suppliers & business networks 

 

Whilst 51% of businesses identified that the majority of 

their customers were local. A lower proportion (37%) 

suggested that their suppliers were local. 

 

Figure 10: Markets and Suppliers  

  

Main 

Markets 

Main 

Suppliers Difference 

Local 51 37 +14 

Within London & the SE 20 20 +0 

Spread across the UK 18 33 -15 

International 11 10 +1 
N=297 

 

Nearly two thirds (60%) of the businesses surveyed had 

customers based in London. Businesses in the Gatwick 

Diamond were no more likely to suggest that connections 

to London were important for them than to businesses in 

Greater Brighton & West Sussex as a whole (38% compared 

with 39% across the study area).  

 

However, for some there may be room to increase the 

proportion of sales in this key market; it represents more 

than half the business by value of just 7% of companies in 

the Gatwick Diamond area.   

 

Figure 11: London as a proportion of business by value 

 
EǆĐludes doŶ͛t kŶoǁs 

 

19% of businesses in the Gatwick Diamond area said they 

sold some products or services internationally. This was the 

same as for the Greater Brighton and West Sussex area as a 

whole (19%). 

 

Businesses also engaged in a wide variety of networking 

activities. All businesses said they engaged in at least one 

form of networking fairly or very frequently. 46% said they 

helped other businesses out fairly or very frequently (Figure 

12). Informal forms of networking were more common than 

formal business events.     

 

A significant minority of businesses felt that they got 

relatively little from networking however. 

 

Figure 12: Forms of business networking 

 
N=297 

 

4. Innovation, Skills & Recruitment 

 

Nearly two thirds (60%) of businesses in the Gatwick 

DiaŵoŶd ĐaŶ ďe ĐoŶsideƌed ͚iŶŶoǀatioŶ aĐtiǀe͛ iŶ that theǇ 
have recently introduced or are preparing to introduce new 

products, services or processes. As with the other areas 

surveyed, this is higher than expected from national figures. 

 

Figure 13: Innovation Activities 

  

% all 

businesses 

Introduced new or improved 

products/services 47 

Working on new products/services 33 

Introduced new/improved processes 34 

Any of the above (innovation active 60 
N=297 

 

Nearly three out of ten (29%) local businesses reported that 

they had either a recruitment difficulty or a skills issue 

(Figure 14). However, some common recruitment 
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difficulties (e.g. elementary occupations and customer 

service staff) may relate more to the local cost of living, pay 

and conditions than to a shortage of skilled people in the 

labour market. 

 

Figure 14: Recruitment Difficulties and Skills Gaps 

  
% of 

businesses 

Recruitment Difficulties  21 

Skill Gaps 20 

Skill /Recruitment Issue (either) 29 

N=297 

 

The survey confirms that 46% of local businesses employ 

graduates but highlights that more than half of those (25% 

of all businesses) say that their jobs do not require 

graduate skills. This poses the question of why people are 

recruited to these positions and what added benefits they 

bring. 

  

5. A Place for Business 

 

The majority of businesses (56%) think that locating near 

their customers is important (Figure 15). However, the 

main report also identified that nearly half of all businesses 

chose their location because it was where their founder 

lived.  

 
Figure 15: Importance of locating near customers 

 
N=297 

 

Only around a quarter of businesses (23%)
44

 considered 

other locations and most of these focused on areas within 

Sussex. 

 

Figuƌe ϭϲ highlights that ͚phǇsiĐal͛ iŶfƌastƌuĐtuƌe suĐh as 
transport and IT connections ƌatheƌ thaŶ ͚soft͛ 
infrastructure such as skills and education are more likely to 

be viewed as local assets. They are also more likely to be 

viewed as areas in need of improvement. 

 
 

                                                        
44

businesses that could recall their location decisions. 

Figure 16: Infrastructure as both asset and area for improvement  

  Asset 

Area for 

improvement 

Local travel & transport 57 34 

Broadband connections 55 38 

Business premises 43 18 

Local housing 39 17 

Connections to London 38 N/A 

Skills & education 31 15 

Access to Gatwick 39 NA 

Access to local Ports 14 N/A 

None of these 9 22 
N=297 

 

Perceptions of local infrastructure were not significantly 

different in the Gatwick Diamond than across the area as a 

whole.  However, a marginally lower proportion of 

businesses thought that Local Travel & Transport needed 

improving (34% compared with 38% across the study area); 

and a marginally higher proportion thought that Broadband  

Connections needed improving (38% compared with 33%). 

 

6. Sector Clusters 

 

BusiŶesses suƌǀeǇed ǁeƌe giǀeŶ the ĐhaŶĐe to ͚self-identify 

with a number of emerging sectors of interest (Figure 17). 

Businesses were most likely to identify with the creative 

industries cluster, although it is not clear how technology 

intensive these businesses are. There was a slightly higher 

pƌopoƌtioŶ of ͚TeĐhŶologǇ IŶteŶsiǀe͛ ďusiŶesses iŶ the 
Gatwick Diamond area (12%), compared with Greater 

Brighton & West Sussex as a whole (9%), and a lower 

proportion of Creative Industries businesses.  

 

Figure 17: Self-declared sector clusters 

  Number 

% of 

businesses 

Technology Intensive 39 12 

Creative industries 55 16 

Health & Life sciences 18 5 

Environmental 

Technologies & Services 15 5 

Advanced Engineering 19 6 

Any cluster 107 32 
N=297 

 

Nevertheless, businesses self-identifying in these clusters 

were more likely to be growing and/or high growth 

businesses.   The qualitative analysis of the four sector 

clusters explored in the main report
45

 highlighted that for 

ŵaŶǇ the ͚Ŷatuƌal͛ geogƌaphǇ of the Đlusteƌ was either 

regional or national. This came over particularly strongly in 

the Health and Life Sciences sectors, where the Gatwick 

Diamond has notable strengths, with its concentration of 

Medical Devices companies. 

                                                        
45
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Greater Brighton & West Sussex 

Business Survey 2014 
 

Coastal West Sussex Area Summary 

 
Compared with the Greater Brighton and West Sussex 

area as a whole, businesses in Coastal West Sussex are: 

 

 More likely to have mainly local markets and 

suppliers and less likely to trade internationally. 

 Less likely to think that access to Gatwick Airport is 

an important asset to their location. 

 More likely to think that local traffic and transport 

needs improving. 

 Slightly more likely to think that education and skills 

need improving 

 

This short briefing note is intended to highlight some of the 

key figures for the Coastal West Sussex Area from the 2014 

Greater Brighton and West Sussex Business Survey. There 

are other briefings in this series for Greater Brighton, West 

Sussex, Rural West Sussex and the Gatwick Diamond. 

 

It is easy to overplay apparent geographical differences in 

the survey. Many are not statistically significant and as the 

main report makes clear the similarities between localities 

within the Greater Brighton and West Sussex area are often 

greater than the differences.  

 

Local figures are given here primarily for information, 

where the sample size is robust enough to allow the 

analysis, but small differences from figures in the overall 

report are unlikely to be statistically significant.  

 

The 2014 survey included 383 interviews with business in 

the Coastal West Sussex area (Figure 1). 

 

Figure 1: Achieved interviews in Coastal West Sussex 

Geography – Achieved Interviews 

 

     Achieved  % of Sample 

Greater Brighton & West Sussex     1000  100 

Coastal West Sussex      383  38 

By LA Area 

Adur       76        8 

Arun                104                10 

Chichester                106                11 

Worthing       97       10 

 

The sample for the survey was structured by size and 

geography to enable results to be explored for larger 

companies and specific locations in more detail. The overall 

results were however weighted to reflect the business 

population as a whole.   

 

1. Businesses in Coastal West Sussex 

 

National statistics suggest that Coastal West Sussex 

includes over 210,000 businesses (excluding those in public 

service SIC codes). 

Figure 2: Businesses and employment 

Geography    Businesses Employment 

Greater Brighton & West Sussex  49,000  500,000 

Coastal West Sussex  17,000  159,000 

By LA Area 

Adur  2,000  18,000 

Arun             5,000        40,000 

Chichester             6,000        55,000 

Worthing  3,000  45,000 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

Figures have been rounded to the nearest 1000. (Excludes public service SIC codes) 

 

Within Coastal West Sussex around a third of the business 

population is located within Chichester District. 

 

Figure 3 shows the sector profile of the LA areas within 

Coastal West Sussex. The table shows location quotients, 

which are an index of the proportion of businesses in a 

sector within an area compared with what might be 

expected if the area reflected the UK economy as a whole.  

 

Figure 3: Business concentrations 

Sector (SIC 2007) 
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Agriculture, forest 

& fishing (A) 
0.9 0.2 0.7 1.8 0.1 

Mining & utilities 

(B,D and E) 
0.8 2.3 0.7 0.5 0.7 

Manufacturing (C) 

 
1.1 1.3 1.3 1.0 0.8 

Construction (F) 

 
1.2 1.4 1.3 1.0 1.1 

Motor trades  

(Part G) 
1.0 1.0 1.2 0.9 0.7 

Wholesale  

(Part G) 
1.0 1.2 0.9 0.9 0.9 

Retail (Part G) 

 
1.1 1.0 1.0 1.0 1.3 

Transpt & storage 

(inc postal) (H) 
0.7 1.1 0.9 0.6 0.6 

Accommodation 

& food services (I) 
1.0 0.8 1.1 0.9 1.2 

Information & 

communication (J) 
0.9 1.1 0.8 0.8 1.1 

Financial & 

insurance (K) 
0.8 0.9 0.7 0.7 1.1 

Property (L) 

 
0.9 0.7 1.0 1.0 1.0 

Professional, sci. 

& technical (M) 
1.0 0.8 0.9 1.1 1.0 

Business admin & 

support (N) 
1.0 1.0 0.9 1.1 1.0 

Arts, ent & other 

services (R,S,T&U) 
1.1 1.1 1.1 1.1 1.1 

Sources: ONS UK Business Count 2013. 

 

Coastal West Sussex has a significant concentration of 

͚CoŶstƌuĐtioŶ͛ aŶd ͚AĐĐoŵŵodatioŶ & Food “eƌǀiĐe͛ 
businesses. Within Coastal West Sussex, Adur has the 

folloǁiŶg ĐoŶĐeŶtƌatioŶs of ďusiŶesses: ͚MaŶufaĐtuƌiŶg͛, 
͚CoŶstƌuĐtioŶ͛ aŶd ͚Wholesale͛; AƌuŶ has ĐoŶĐeŶtƌatioŶs iŶ 
͚MaŶufaĐtuƌiŶg͛, ͚CoŶstƌuĐtioŶ͛ aŶd ͚Motoƌ Tƌades͛; 
ChiĐhesteƌ has ĐoŶĐeŶtƌatioŶs iŶ ͚AgƌiĐultuƌe, FoƌestƌǇ & 
FishiŶg͛; aŶd WoƌthiŶg has ĐoŶĐeŶtƌatioŶs iŶ ͚‘etail͛ aŶd 
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͚AĐĐoŵŵodatioŶ & Food “eƌǀiĐe͛. It should ďe Ŷoted that 
these are business unit concentrations and may not reflect 

employment. 

 

The main report notes that whilst micro businesses 

employing fewer than 10 people represent the vast 

majority of businesses, businesses with more than 250 

employees represent a quarter of the workforce. Rural 

West Sussex is no exception (see Figure 4 overleaf), 

although Adur (15%) and Arun (16%) have quite a low 

proportion of people employed in large businesses. 

  

Figure 4: Business units and Employment by size of business 

 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 20 

 

Figure 5 highlights that the majority of Coastal West Sussex 

businesses in the survey were single site independent units 

(76%).  

 

Figure 5: Business structures at locations interviewed 

 
N=383 

 

Most businesses were born local and around half  (48%) 

had been trading from their current site for more than 10 

years (Figure 6). 

 

Figure 6: Age and longevity of trading at site 

 
N=383 

 

2. High Growth and Growing Businesses 
 

Businesses were more likely to expect to grow their 

turnover and profit in the next 12 months than have 

experienced it in the last 12 months. In part this is likely to 

reflect the recovery of the economy but also a natural 

͚optiŵisŵ ďias͛ aŵoŶgst “MEs. There is also some evidence 

that employment growth lags behind turnover and 

profitability.  

 

Figure 7: Growth Trends and Expectations 

  % businesses 

  Turnover Profit Employment 

Experiences last 12 months 47 39 24 

Expectations next 12 months 63 62 42 

Difference between 

expectations to experience 17 23 18 
N=383 

 

Taking the findings for the survey as a whole we estimate 

that there are around 1,900 growth businesses of all sizes 

in the Coastal West Sussex area. Like the other areas 

surveyed this is higher than national estimates might 

suggest. 

 

Figure 8: High Growth businesses 

  

% of all 

businesses 

Number of 

businesses 

Established High Growth businesses 

of all sizes 9  1400 

Established High Growth businesses 

(NESTA definition <10 staff) 2  400 

High growth start-ups 5  800 
N=383 

 

The main business challenges identified by the survey were 

finding new customers (57%) and controlling costs (47%).  

Recruitment (25%), Staff Skills (23%), Management & 

Leadership (15%), and Finding Partners/Suppliers (16%) 

were less likely to be identified as business challenges. 
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Figure 9: Business Challenges 

 
N=383 

 

3. Markets, suppliers & business networks 
 

Whilst 57% of businesses identified that the majority of 

their customers were local, fewer suggested that their 

suppliers were local. 

 

Figure 10: Markets and Suppliers  

  

Main 

Markets 

Main 

Suppliers Difference 

Local 57 42 14 

Within London & the SE 21 9 12 

Spread across the UK 17 39 -22 

International 5 10 -5 
N=383 

 

Nearly two thirds (64%) of the businesses surveyed had 

customers based in London. Businesses in Rural West 

Sussex were less likely to suggest that connections to 

London were important for them (33% compared with 39% 

across the study area).  

 

However, for some there may be room to increase the 

proportion of sales in this key market; it represents more 

than half the business by value of just 4% of companies in 

the Coastal West Sussex area.   

 

Figure 11: London as a proportion of business by value 

 
N=383 

 

18% of businesses in Coastal West Sussex said they sold 

some products or services internationally. This was/was not 

significantly different from Greater Brighton and West 

Sussex area as a whole (19%). 

 

Businesses also engaged in a wide variety of networking 

activities. All businesses said they engaged in at least one 

form of networking fairly or very frequently. 55% said they 

helped other businesses out fairly or very frequently (Figure 

12) and half (50%) said that they networked in order to 

work collaboratively.   Informal forms of networking were 

more common than formal business events.     

 

A significant minority of businesses felt that they got 

relatively little from networking however. 

 

Figure 12: Forms of business networking 

 
N=383 
 

4. Innovation, Skills & Recruitment 

 

Nearly two thirds (67%) of businesses in Coastal West 

“usseǆ ĐaŶ ďe ĐoŶsideƌed ͚iŶŶoǀatioŶ aĐtiǀe͛ iŶ that theǇ 
have recently introduced or are preparing to introduce new 

products, services or processes. As with the other areas 

surveyed, this is higher than expected from national figures. 

 

Figure 13: Innovation Activities 

  

% all 

businesses 

Introduced new or improved 

products/services 48 

Working on new products/services 42 

Introduced new/improved processes 34 

Any of the above (innovation active) 67 
N=383 

 

More than a third (37%) of businesses locally reported that 

they have either a recruitment difficulty or a skills issue 
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(Figure 14). However, some common recruitment 

difficulties (e.g. elementary occupations and customer 

service staff) may relate more to the local cost of living, pay 

and conditions than a shortage of skilled people in the 

labour market. 

 

Figure 14: Recruitment Difficulties and Skills Gaps 

  
% of 

businesses 

Recruitment Difficulties  25 

Skill Gaps 26 

Skill /Recruitment Issue (either) 37 

N=383 

 

The survey confirms that 45% of local businesses employ 

graduates but highlights that more than half of those (28% 

of all businesses) say that their jobs do not require 

graduate skills. This poses the question of why people are 

recruited to these positions and what added benefits they 

bring. 

  

5. A Place for Business 

 

The majority of businesses (64%) think that locating near 

their customers is important (Figure 15). However, the 

main report also identified that nearly half of all businesses 

chose their location because it was where their founder 

lived.  

 
Figure 15: Importance of locating near customers 

 
N=383 

Only around a quarter of businesses
46

 considered other 

locations and most of these focused on areas within Sussex. 

 

Figuƌe ϭϲ highlights that ͚phǇsiĐal͛ iŶfƌastƌuĐtuƌe suĐh as 
transport and IT connections rather thaŶ ͚soft͛ 
infrastructure such as skills and education are more likely to 

be viewed as local assets. They are also more likely to be 

viewed as areas in need of improvement. 

 

                                                        
46

businesses that could recall their location decisions. 

 

Figure 16: Infrastructure as both asset and area for improvement  

  Asset 

Area for 

improvement 

Local travel & transport 52 45 

Broadband connections 53 35 

Business premises 46 16 

Local housing 42 19 

Connections to London 33 N/A 

Skills & education 32 20 

Access to Gatwick 19 NA 

Access to local Ports 16 N/A 

None of these 12 22 
N=383 

 

Businesses in Coastal West Sussex were more likely than 

businesses in other parts of Greater Brighton and West 

Sussex to believe that Local Transport needed improving 

(45% compared with 38%). 

 

6. Sector Clusters 

 

Businesses surveyed were given the ĐhaŶĐe to ͚self-identify 

with a number of emerging sectors of interest (Figure 17). 

Businesses were most likely to identify with the creative 

industries cluster, although it is not clear how technology 

intensive these businesses are. 

 

Figure 17: Self-declared sector clusters 

  Number 

% of 

businesses 

Technology Intensive 24 7 

Creative industries 60 18 

Health & Life sciences 16 5 

Environmental Technologies & 

Services 10 3 

Advanced Engineering 11 3 

Any cluster 106 31 
N=383 

 

Nevertheless, businesses self-identifying in these clusters 

were more likely to be growing and/or high growth 

businesses.  

 

The qualitative analysis of the four sector clusters explored 

in the main report
47

 highlighted that foƌ ŵaŶǇ the ͚Ŷatuƌal͛ 
geography of the cluster was either regional or national.  
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Greater Brighton & West Sussex 

Business Survey 2014 
 

Rural West Sussex Area Summary 
 

Compared with the Greater Brighton and West Sussex 

area as a whole, businesses in Rural West Sussex are: 

 

 Less likely to mainly serve local markets 

 More likely to think that broadband connections 

need improving 

 Less likely to think that education and skills need 

improving. 

 More likely to think business premises are a positive 

asset of their location 

 

This short briefing note is intended to highlight some of the 

key figures for the Rural West Sussex Area from the 2014 

Greater Brighton and West Sussex Business Survey. There 

are other briefings in this series for Greater Brighton, West 

Sussex, Coastal West Sussex and the Gatwick Diamond.  

 

It is easy to overplay apparent geographical differences in 

the survey. Many are not statistically significant and as the 

main report makes clear the similarities between localities 

within the Greater Brighton and West Sussex area are often 

greater than the differences.  

 

Local figures are given here primarily for information, 

where the sample size is robust enough to allow the 

analysis but small differences from figures in the overall 

report are unlikely to be statistically significant.  

 

The 2014 survey included 326 interviews with business in 

the Rural West Sussex area (Figure 1). 

 

Figure 1: Achieved interviews in Rural West Sussex 

Geography – Achieved Interviews 

 

     Achieved  % of Sample 

Greater Brighton & West Sussex     1000  100 

Rural West Sussex      326  33 

By LA Area 

Chichester      106       11 

Horsham      106       11 

Mid Sussex       114        11 

 

The sample for the survey was structured by size and 

geography to enable results to be explored for larger 

companies and specific locations in more detail. The overall 

results were however weighted to reflect the business 

population as a whole.   

 

1. Businesses in Rural West Sussex 

 

National statistics suggest that the Rural West area includes 

over 21,000 businesses (excluding those in public service 

SIC codes). 

 

 

Figure 2: Businesses and employment 

Geography    Businesses Employment 

Greater Brighton & West Sussex  49,000  500,000 

Rural West Sussex  19,000  160,000 

By LA Area 

Chichester  6,000  55,000 

Horsham  7,000        49,000 

Mid Sussex  7,000        56,000 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

Figures have been rounded to the nearest 1000. (Excludes public service SIC codes) 

 

Within Rural West Sussex, businesses are distributed quite 

evenly across the three districts.. 

 

Figure 3 shows the sector profile of the LA areas within 

Rural West Sussex. The table shows location quotients, 

which are an index of the proportion of businesses in a 

sector within an area compared with what might be 

expected if the area reflected the UK economy as a whole.  

 

Figure 3: Business concentrations 

Sector (SIC 2007) 
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Agriculture, forest 

& fishing (A) 
1.2 1.8 1.3 0.7 

Mining & utilities 

(B,D and E) 
0.8 0.5 1.0 1.0 

Manufacturing (C) 

 
1.0 1.0 1.1 0.9 

Construction (F) 

 
1.0 1.0 1.0 1.0 

Motor trades  

(Part G) 
0.9 0.9 1.1 0.8 

Wholesale  

(Part G) 
1.0 0.9 1.1 1.0 

Retail (Part G) 

 
0.8 1.0 0.8 0.8 

Transpt & storage 

(inc postal) (H) 
0.6 0.6 0.6 0.6 

Accommodation 

& food services (I) 
0.8 0.9 0.7 0.7 

Information & 

communication (J) 
1.1 0.8 1.2 1.3 

Financial & 

insurance (K) 
1.0 0.7 0.9 1.3 

Property (L) 

 
1.0 1.0 0.9 0.9 

Professional, sci. 

& technical (M) 
1.1 1.1 1.2 1.2 

Business admin & 

support (N) 
1.1 1.1 1.1 1.1 

Arts, ent & other 

services (R,S,T&U) 
1.0 1.1 0.9 1.1 

Sources: ONS UK Business Count 2013. 

 

Rural West Sussex has a significant concentration of 

͚agƌiĐultuƌe, foƌestƌǇ & fishiŶg͛ ďusiŶesses paƌtiĐulaƌlǇ 
around the Chichester and, to a lesser extent, Horsham 

Districts.  

 

Horsham also has a high concentration of Professional, 

Scientific & Technical businesses. Mid Sussex has a high 

concentration of Professional, Scientific & Technical, 
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Financial & Insurance service and Information & 

Communications sector businesses.  It should be noted that 

these are business unit concentrations and may not reflect 

employment. 

  

The main report notes that whilst micro businesses 

employing fewer than 10 people represent the vast 

majority of businesses, businesses with more than 250 

employees represent a quarter of the workforce. Rural 

West area is no exception (see Figure 4 overleaf), although 

the proportion of people employed in large businesses is 

much lower in Horsham (12%) and Mid Sussex (19%) than 

in Chichester (28%). 

 

Figure 4: Business units and Employment by size of business 

 
Sources: ONS UK Business Count 2011 and Business Register and Employment Survey 2012 

 

Figure 5 highlights that the majority of Rural West Sussex 

businesses in the survey were also single site independent 

units (80%).  

 

Figure 5: Business structures at locations interviewed 

 
N=326 

 

Most businesses were born local. Half (50%) had been 

trading from their current site for more than 10 years 

(Figure 6). 

 

Figure 6: Age and longevity of trading at site 

 
N=326 
 

2. High Growth and Growing Businesses 
 

Businesses were more likely to expect to grow their 

turnover and profit in the next 12 months than have 

experienced it in the last 12 months. In part this is likely to 

reflect the recovery of the economy but also a natural 

͚optiŵisŵ ďias͛ aŵoŶgst “MEs. There is also some evidence 

that employment growth lags behind turnover and 

profitability.  

 

Figure 7: Growth Trends and Expectations 

  

  

% businesses 

  Turnover Profit Employment 

Experiences last 12 months 45 42 22 

Expectations next 12 months 63 62 42 

Difference between expectations to 

experience +18 +20 +20 
N = 391 

 

Taking the findings for the survey as a whole we estimate 

that there are around 2,000 growth businesses of all sizes 

in the Rural West area. Like the other areas surveyed this is 

higher than national estimates might suggest. 

 

Figure 8: High Growth businesses 

  

% of all 

businesses 

Rural West 

Sussex 

Established High Growth businesses 

of all sizes           11  2,000 

Established High Growth businesses 

(NESTA definition  >10 staff) 2  300 

High growth start-ups 3  500 

 

The main business challenges identified by the survey were 

finding new customers (56%) and controlling costs (45%). 

Recruitment (22%), Staff Skills (20%), Management & 

Leadership (17%) and Finding Partners/Suppliers (15%) 

were less likely to be identified as business challenges. 
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Figure 9: Business Challenges 

 
N=326 
 

3. Markets, suppliers & business networks 

 

Whilst 50% of businesses identified that the majority of 

their customers were local, fewer (39%) suggested that 

their suppliers were local. 

 

Figure 10: Markets and Suppliers  

  

Main 

Markets 

Main 

Suppliers Difference 

Local 50 39 11 

Within London & the SE 22 16 5 

Spread across the UK 18 34 -16 

International 10 11 0 
N=326 

 

Two thirds 67% of the businesses surveyed had some 

customers based in London. However, businesses in Rural 

West Sussex were slightly less likely to suggest that 

connections to London were important for them (35% 

compared with 39% across the study area).  

 

For some there may be room to increase the proportion of 

sales in this key market; it represents more than half the 

business by value of just 7% of companies in the Rural West 

Sussex.   

 

Figure 11: London as a proportion of business by value 

 
Excludes doŶ͛t kŶoǁs 

 

19% of businesses in Rural West Sussex said they sold some 

products or services internationally. This was the same as 

for Greater Brighton and West Sussex area as a whole 

(19%). 

 

Businesses also engaged in a wide variety of networking 

activities. All businesses said they engaged in at least one 

form of networking fairly or very frequently. 52% said they 

helped other businesses out fairly or very frequently (Figure 

12) and the same proportion networked in order to work 

collaboratively.  Informal forms of networking were more 

common than formal business events.     

 

A significant minority of businesses felt that they got 

relatively little from networking however. 

 

Figure 12: Forms of business networking 

 
N=326 
 

4. Innovation, Skills & Recruitment 

 

Nearly two thirds (64%) of businesses in Rural West Sussex 

ĐaŶ ďe ĐoŶsideƌed ͚iŶŶoǀatioŶ aĐtiǀe͛ iŶ that theǇ haǀe 
recently introduced or are preparing to introduce new 

products, services or processes. As with the other areas 

surveyed, this is higher than expected from national figures. 

 

Figure 13: Innovation Activities 

  

% all 

businesses 

Introduced new or improved 

products/services 48 

Working on new products/services 40 

Introduced new/improved processes 34 

Any of the above (innovation active 64 
N=326 
 

A third (33%) of businesses locally reported that they have 

either a recruitment difficulty or a skills issue (Figure 14). 
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However, some common recruitment difficulties (e.g. 

elementary occupations and customer service staff) may 

relate more to the local cost of living, pay and conditions 

than to a shortage of skilled people in the labour market. 

 

Figure 14: Recruitment Difficulties and Skills Gaps 

  
% of 

businesses 

Recruitment Difficulties  23 

Skill Gaps 23 

Skill /Recruitment Issue (either) 33 

N = 391 

 

The survey confirms that 48% of local businesses employ 

graduates but highlights that more than half of those (29% 

of all businesses) say that their jobs do not require 

graduate skills. This poses the question of why people are 

recruited to these positions and what added benefits they 

bring. 

  

5. A Place for Business 

 

The majority of businesses (55%) think that locating near 

their customers is important (Figure 15). However, the 

main report also identified that nearly half of all businesses 

chose their location because it was where their founder 

lived.  

 
Figure 15: Importance of locating near customers 

 
N=326 

 

Only around a quarter of businesses (22%)
48

 considered 

other locations and most focused on areas within Sussex. 

 

Figuƌe ϭϲ highlights that ͚phǇsiĐal͛ iŶfƌastƌuĐtuƌe suĐh as 
transport and IT connections rather than ͚soft͛ 
infrastructure such as skills and education are more likely to 

be viewed as local assets. They are also more likely to be 

viewed as areas in need of improvement. 
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 Businesses that could recall their location decisions. 

 

Figure 16: Infrastructure as both asset and area for improvement  

  Asset 

Area for 

improvement 

Local travel & transport 50 38 

Broadband connections 53 40 

Business premises 40 18 

Local housing 37 17 

Connections to London 35 N/A 

Skills & education 30 13 

Access to Gatwick 29 NA 

Access to local Ports 11 N/A 

None of these 12 19 
N=326 

 

Perceptions of local infrastructure were not significantly 

different in Rural West Sussex than across the area as a 

whole, although businesses were more likely to think that 

Broadband Connections needed improving (40% compared 

with 33%). 

 

6. Sector Clusters 

 

BusiŶesses suƌǀeǇed ǁeƌe giǀeŶ the ĐhaŶĐe to ͚self-identify 

with a number of emerging sectors of interest (Figure 17). 

Businesses were most likely to identify with the creative 

industries cluster, although it is not clear how technology 

intensive these businesses are. 

 

Figure 17: Self-declared sector clusters 

  Number 

% of 

businesses 

Technology Intensive 35 9 

Creative industries 73 19 

Health & Life sciences 20 5 

Environmental Technologies & 

Services 13 3 

Advanced Engineering 18 5 

Any cluster 122 31 
N=326 
 

Nevertheless, businesses self-identifying in these clusters 

were more likely to be growing and/or high growth 

businesses.  

 

The qualitative analysis of the four sector clusters explored 

in the main report
49

 highlighted that foƌ ŵaŶǇ the ͚Ŷatuƌal͛ 
geography of the cluster was either regional or national.  
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ANNEX III West Sussex Independent Economic Commission 

Recommendations 

 
Recommendation 1:   

West Sussex County Council should become more business friendly 

 

Recommendation 2:   

WSCC should work with District and Borough Councils to secure greater collaboration and joint working 

 

Recommendation 3:   

WSCC should promote the economic importance of Gatwick to businesses and residents 

 

Recommendation 4:   

WSCC should lead on and support an improved visitor economy offer for West Sussex 

 

Recommendation 5:   

WSCC should promote the provision of land for sustainable and  suitable housing and employment development 

 

Recommendation 6:  

WSCC should exercise a leadership role on employability bridging the gap between business and education  

 

Recommendation 7:   

WSCC should continue to strongly make the case for investment in transport and broadband infrastructure  

 

Recommendation 8:   

WSCC should have a pipeline of projects and proposals ready to benefit from funding opportunities 

 

Recommendation 9:   

WSCC should facilitate innovative thinking on ways of stimulating economic growth 

 

Recommendation 10:  

WSCC should play a leadership role in supporting home-based businesses in West Sussex  

 

Recommendation 11:   

WSCC should enable there to be balanced debates on controversial proposals (including shale gas extraction) by 

developing and publishing a clear evidence base and policy statement 
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ANNEX IV  TELEPHONE SURVEY QUESTIONNAIRE 

 

The Brighton & Hove City Region and West Sussex Business Survey 
Questionnaire Final 

 

INTRODUCTION 

 

Good morning / Good afternoon. My name is [INTERVIEWER NAME] and I am calling on behalf of [CLIENT 

NAME DEPENDENT ON SAMPLE – West Sussex County Council, Brighton & Hove City Council, Lewes District 

Council]. I am calling from RMG Clarity, an independent research agency. We are conducting a survey of a 

select group of businesses to help [CLIENT NAME] and neighbouring councils to learn more about the issues 

local businesses face and to inform future economic development and business support initiatives. The survey 

takes about 20 minutes depending on your answers. The value of the survey is very much dependent upon 

those selected taking part. Are you willing to be interviewed?  

  

ADD IF NECESSARY  

 Your co-operation will help ensure that the views expressed in the survey are representative of 

businesses across the area.  

 Responses will not be attributed to any individual or company.  

 We work within the Market Research Society Code of Conduct 

 If they have contributed to previous surveys run by partners (such as the East Sussex Annual Business 

Survey or the West Sussex Independent Economic Commission survey).  

o Thank them for their support in answering that survey and assure them that the current 

research aims to build on rather than replicate that work.  

 Contacts for further information if necessary  

o B&H City Council – Tom Perrigo Tom.Perrigo@brighton-hove.gov.uk 01273 292 535 

o WS County Council – Sue Cooper Sue.Cooper@westsussex.gov.uk 01243 777106 

o Lewes District Council -  Sophie Moss Sophie.Moss@lewes.gov.uk 01273 471600 

 

If you would like to stop the interview at any time please let me know. This interview may be monitored for 

quality purposes. 

 

Section S: Screener 
 

S1. Check speaking to one of most senior people at site responsible for business planning and 

development. IF NOT ASK FOR APPROPRIATE CONTACT 

 

S2.  CheĐk souƌĐe “IC is ĐoƌƌeĐt, IF NOT, COLLECT ;i.e. Ask ͚What is the ŵaiŶ ďusiŶess aĐtiǀitǇ at 
this site?͛ – Probe for as much detail as possible and code using SIC book subsequent to interview) 

 

S3.  Check that they are a private or third sector organisation (not government owned). IF NOT, 

CLOSE INTERVIEW 

 

 

mailto:Tom.Perrigo@brighton-hove.gov.uk
mailto:Sue.Cooper@westsussex.gov.uk
mailto:Sophie.Moss@lewes.gov.uk
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SECTION H (part 1 moved forward) About Your Business 

 
ASK ALL 

H2.  How many people are employed at this site? PROMPT WITH BANDS AS NECESSARY (CODE 

ONE ONLY) 

1. 1 (respondent only) 

2. 2 – 4 

3. 5 – 10 

4. 11 – 24 

5. 25 – 49 

6. 50 – 99 

7. 100 – 149 

8. 150 – 199 

9. 200 – 250 

10. More than 250 

ϵϴ. DoŶ͛t kŶoǁ 

99. Refused 

 

 

ASK ALL 

H3.  How long has your business/organisation been operating? PROMPT WITH BANDS AS 

NECESSARY (CODE ONE ONLY) 

1. Less than 12 months 

2. 1-3 years 

3. 4-5 years 

4. 6-10 years 

5. 10+ years 

 

 

ASK ALL 

H4.  And how long has it been operating at this site? PROMPT WITH BANDS AS NECESSARY 

(CODE ONE ONLY) 

1. Less than 12 months 

2. 1-3 years 

3. 4-5 years 

4. 6-10 years 

5. 10+ years 

 

 

ASK ALL 

Hϱ. Is Ǉouƌ ďusiŶess… ‘EAD OUT ;CODE ONE ONLYͿ 
1. Independent 

2. Part of a larger organisation 
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ASK ALL 

H6. Does your business have more than one site? 

1. Yes 

2. No 

3. ϵϴ. DoŶ͛t kŶoǁ 

 

ASK THOSE WITH MULTIPLE SITES (Coded 1 at H6) 

Hϳ. Is this site… READ OUT (CODE ONE ONLY) 

 

1. A Head Office 

2. A branch 

3. A centre with a specific function 

  

ASK ALL 

H8.  Would you consider your business to be part of any of the following business groups? READ 

OUT. (CODE ALL THAT APPLY) 

 

1. Technology intensive businesses 

2. Creative industries 

3. Health and Life sciences businesses 

4. Environmental technologies and services 

 

 

SECTION A: Markets & Supply Chains 
 

Markets 
I͛d like to staƌt ǁith a feǁ ƋuestioŶs aďout the ŵaƌkets Ǉou sell to. 
 

ASK ALL 

A1.  Would you say the majority of your customers are? READ OUT (CODE ONE ONLY) 

1. Local  

2. Located within London and the SE 

3. Spread across the UK 

4. International 

 

 

ASK BUSINESSES FOCUSED ON LOCAL CUSTOMERS (Coded 1 at A1) 

A2.  How local would you say most of your customers were? Would you say it was... READ OUT 

(CODE ONE ONLY) 

1. Within 5 miles? 

2. Within 15 miles? 

3. Within 30 miles? 
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ASK ALL 

A3: Approximately what proportion of your business is with customers that are based in 

London? (CODE ONE ONLY) PROMPT WITH BANDS IF NECESSARY 

1. 0% 

2. 1-10% 

3. 11-24% 

4. 25-49% 

5. 50-74% 

6. 75-99% 

7. 100% 

 

 

ASK ALL 

A4.  Approximately what proportion of your turnover comes from goods and services that you 

export overseas? (CODE ONE ONLY). PROMPT WITH BANDS IF NECESSARY. 

1. 0% 

2. 1-10% 

3. 11-24% 

4. 25-49% 

5. 50-74% 

6. 75-99% 

7. 100% 

ϴ. DoŶ͛t kŶoǁ ;ďut ǁe do eǆport) 

ϵϴ. DoŶ͛t kŶoǁ 

 

 

ASK EXPORTERS (Codes 2-8 at A4) 

A5:  Where are the majority of your overseas customers based? (CODE ONE ONLY) 

1. European Union 

2. USA & Canada 

3. Latin America (South America & Mexico) 

4. Russia /Eastern Europe 

5. China/South East Asia 

6. India/Indian subcontinent 

7. Other 

 

ASK ALL 

A6.  Are you planning to enter new overseas markets over the next 2-3 years? (CODE ONE ONLY) 

1. Yes 

2. No 

 

ASK THOSE PLANNING ON ENTERING NEW OVERSEAS MARKETS (Coded 1 at A6) 

A7:   Which overseas markets are you intending to enter (CODE ALL THAT APPLY) 

1. European Union 
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2. USA & Canada 

3. Latin America (South America & Mexico) 

4. Russia /Eastern Europe 

5. China/South East Asia 

6. India/Indian subcontinent 

7. Other SPECIFY 

 

Supply Chains 
 

ASK ALL 

Aϴ. I͛d Ŷoǁ like to tuƌŶ to a feǁ ƋuestioŶs aďout Ǉouƌ suppliers. Would you say the majority of your 

suppliers are? READ OUT (CODE ONE ONLY) 

1. Local  

2. Located within London and the SE 

3. Spread across the UK 

4. International 

 

ASK THOSE WITH MAJORITY LOCAL SUPPLIERS (Coded 1 at A8) 

A9. How local would you say most of your suppliers were? READ OUT (CODE ONE ONLY) 

1. Within 5 miles 

2. Within 15 miles 

3. Within 30 miles 

4. More than 30 miles 

5. DoŶ͛t kŶoǁ 

 

ASK THOSE WITHOUT MAJORITY LOCAL SUPPLIERS (Coded 2-4 at A8) 

A10. Why does your business not make more use of local suppliers? (CODE ALL THAT APPLY) 

1. Not our decision/responsibility of head office  

2. Not sure what there is available locally 

3. Local firms unlikely to have what we need 

4. Local firms not price competitive 

5. Other SPECIFY 

 

 

Section B: Growth – experiences, expectations and support needs 
 

The next few questions explore your experiences and expectations of business growth 

 

ASK ALL 

Bϭ. AŶd iŶ the LA“T ϭϮ MONTH“ has Ǉouƌ ďusiŶess gƌoǁŶ iŶ teƌŵs of… ‘EAD OUT 

;CODE FO‘ EACH ϭ=Yes, Ϯ= No, ϯ=DoŶ͛t kŶoǁͿ  
B1A. Turnover? 

B1B. Profit? 

B1C. Employment? 
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ASK ALL 

BϮ. AŶd oǀeƌ the NEXT ϭϮ MONTH“ do Ǉou eǆpeĐt Ǉouƌ ďusiŶess to gƌoǁ iŶ teƌŵs of…. ‘EAD OUT 

;CODE FO‘ EACH ϭ=Yes, Ϯ= No, ϯ=DoŶ͛t kŶoǁͿ  
B2A. Turnover? 

B2B. Profit? 

B2C. Employment? 

 

ASK ALL 

B3. Overall, how would you describe your aims for your business over the next 3-5 years? Would 

Ǉou saǇ it ǁas to…. ‘EAD OUT ;CODE ONE ONLYͿ 
1. To grow quickly 

2. To grow steadily 

3. To remain as now 

4. To wind down 

 

ASK ALL 

Bϰ. Moƌe ďƌoadlǇ, ǁould Ǉou saǇ the oǀeƌall ŵaƌket foƌ Ǉouƌ pƌoduĐts/seƌǀiĐes is… READ OUT 

(CODE ONE ONLY) 

1. Growing quickly 

2. Growing steadily 

3. Relatively stable 

4. Declining 

 

 

 

 

IF INTENDING TO GROW (Coded 1 or 2 at B4) 

B5. How critical will the following be to realising your future growth potential? Could you tell me 

for each how you would rate them on a scale of 1 to 5 where 1 is very important and 5 is not at all 

important. READ OUT. (CODE ON A SCALE OF 1 TO 5).  

B5A: Accessing external finance 

B5B: Bringing in or developing new skills 

B5C: Introducing or applying new technologies 

B5D: Increasing product/service innovation 

B5E: Improving marketing 

B5F: Improving staff motivation and performance 

B5G: Expanding your premises or moving to bigger premises 

 

 

ASK THOSE IDENTIFYING ENABLERS (Coded 1 or 2 at B5A-B5G) 

B7. Which, if any of the areas you identified as important are you likely to seek help with over the 

next 12 months? (CODE ALL THAT APPLY – CATI TO DISPLAY ONLY THOSE SCORING 1 OR 2 AT B5). 

PROMPT AS REQUIRED. 

1. Accessing external finance 

2. Bringing in or developing new skills 
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3. Introducing or applying new technologies 

4. Increasing product/service innovation 

5. Improving marketing 

6. Improving staff motivation and performance 

7. Expanding your premises or moving to bigger premises 

 
ASK THOSE IDENTIFYING AT LEAST ONE AREA OF HELP (Codes 1-7 at B8) 

B8. In terms of (AREA OF NEED 1 from B8 – CATI to select at random if more than one area 

identified) what kind of help do you think you will need? 

VERBATIM 

 
ASK ALL 

B9A: Has your business turnover grown over the last 3 years? (CODE ONE ONLY) 

1. Yes 

2. No 

 

ASK THOSE WITH TURNOVER GROWTH (Coded 1 at B9A) 

BϵB: Would Ǉou saǇ Ǉouƌ tuƌŶoǀeƌ gƌoǁth oǀeƌ the last ϯ Ǉeaƌs has ďeeŶ… ‘EAD OUT ;CODE ONE 
ONLY) 

1. Less than 10% per year 

2. 10-19% per year 

3. 20% or more? 

 

Section C: Innovation and Knowledge Exchange 
 

ASK ALL 

C1. In the last 3 years has your firm introduced any new (or significantly improved) products or 

services?  

1. Yes 

2. No 

3. ϵϴ. DoŶ͛t KŶoǁ 

 

ASK ALL 

C2. Are you currently developing any new (or significantly improved) products or services?  

1. Yes 

2. No 

3. ϵϴ. DoŶ͛t kŶoǁ 

 

ASK ALL 

C3. In the last 3 years, has your business introduced any new or significantly improved PROCESSES 

for preparing or delivering products or services which were new to your organisation? 

1. Yes 

2. No 

ϵϴ. DoŶ͛t kŶoǁ 
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ASK ALL 

C4: Has your organisation worked with any Universities or similar research institutions to help 

develop its strategies, products, services or processes in the last 3 years? 

1. Yes 

2. No 

3. ϵϴ. DoŶ͛t kŶoǁ 

 

ASK THOSE WHO HAVE WORKED WITH UNIVERSITIES (Coded 1 at C4) 

C5: Which institutions have you worked with? READ OUT UNIVERSITIES 1-3 TO CHECK IF NOT 

MENTIONED (CODE ALL THAT APPLY) 

1. University of Brighton 

2. University of Sussex 

3. Chichester University 

4. Other SPECIFY 

 

ASK THOSE USING A UNIVERSITY/HEI 

C6. How useful have you found working with this institution/these institutions? Could you tell me 

oŶ a sĐale of ϭ to ϱ ǁheƌe ϭ is ͚VeƌǇ Useful͛ aŶd ϱ is ͚Not at all useful͛? ;“CALE ϭ TO ϱͿ 
1. University of Brighton 

2. University of Sussex 

3. Chichester University 

 

 

ASK ALL 

C7. Is working with the University sector to help develop your strategies, products, services or 

processes something you intend to do in the next 3 years? 

1. Yes 

2. No 

3. ϵϴ. DoŶ͛t kŶoǁ 

 

 

IF NOT LIKELY TO USE AN HEI (Coded 2 at C7) 

C8. Why do you say this? (CODE ALL THAT APPLY) 

1. Not appropriate to my kind of business 

2. They know less than we do about our area 

3. Had a bad experience in the past 

4. I doŶ͛t kŶoǁ eŶough aďout ǁhat UŶiǀeƌsities aƌe doiŶg 

5. Costs too ŵuĐh/ǁe ĐaŶ͛t affoƌd it 

6. We doŶ͛t Ŷeed aŶǇ help 

7. Other (specify) 

 

ASK ALL 

C9: How often do you do the following with other LOCAL businesses?  READ OUT 
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(CODE FOR EACH 1=Very frequently, 2=fairly frequently, 3=Not often)  

 

C9A: Work collaboratively 

C9B: Help out other businesses 

C9C: Receive help from other businesses 

C9D: Meet other businesses informally 

C9E: Attend formal networking events 

C9F: Interact with businesses through social media 

  

ASK ALL NETWORKING FAIRLY FREQUENTLY (Coded 1 or 2 at any of C9A to C9F) 

C10: What would you say are the main business benefits of the local networking you do? 

VERBATIM 

 

ASK ALL NETWORKING FAIRLY FREQUENTLY (Coded 1 or 2 at any of C9A to C9F) 

C11. Which of the following types of businesses do you network with locally on frequent or fairly 

frequent basis? READ OUT. CODE ALL THAT APPLY 

 

1. Customers/potential customers 

2. Suppliers/potential suppliers 

3. Competitors  

4. Businesses in the same sector who are not direct competitors 

5. Other businesses with no real connection to us 

 

ASK ALL 

C12:  How good would you say that the opportunities to network with other businesses in your 

aƌea? Would Ǉou saǇ it ǁas… ‘EAD OUT 

1. Very Good 

2. Quite Good 

3. Neither Good nor Poor 

4. Quite Poor 

5. Very Poor 

 

ASK ALL 

C13:  Have you had a business mentor at any time in the last 2 years?  

1. Yes 

2. No 

3. ϵϴ. DoŶ͛t kŶoǁ 

 

ASK THOSE WITH MENTORS (Coded 1 at C13) 

C14.  How useful have you found this? Could Ǉou tell ŵe oŶ a sĐale of ϭ to ϱ ǁheƌe ϭ is ͚VeƌǇ 
Useful͛ aŶd ϱ is ͚Not at all useful͛? ;“CALE ϭ TO ϱͿ 
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Section D: Barriers/Challenges 

ASK ALL 

D1. Which, if any, of the following will be a significant challenge for your business over the next 12 months? 

(CODE Y/N FOR EACH) 

 

1. Consumer confidence 

2. Management and leadership  

3. Staff skills 

4. New technology  

5. Management time 

6. Recruitment 

7. Finance 

8. Competition  

9. Finding partners or suppliers 

10. Finding new customers  

11. Regulation 

12. Controlling costs 

 

ASK ALL IDENTIFYING SIGNIFICANT CHALLENGES (Coded 1 at any of D1A-D1M) 

D2.  Which would you say was the biggest challenge? CATI TO DISPLAY MAJOR CHALLENGES 

FROM D1. PROMPT AS REQUIRED. CODE ONE ONLY. 

 

1. Consumer confidence 

2. Management and leadership  

3. Staff skills 

4. New technology  

5. Management time 

6. Recruitment 

7. Finance 

8. Competition  

9. Finding partners or suppliers 

10. Finding new customers  

11. Regulation 

12. Controlling costs 

 

 

Section E: Skills and the Labour Market 

THOSE SUGGESTING RECRUITMENT IS A SIGNIFICANT CHALLENGE (Code 6 at D1) 

E1. You mentioned earlier that recruiting people with relevant skills is a challenge, what kind of 

positions are the most challenging? 

 SPECIFY ROLES IN A FEW WORDS 
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THOSE SUGGESTING STAFF SKILLS ARE A SIGNIFICANT CHALLENGE (Code 3 at D1) 

E2. You mentioned earlier that improving staff skills and performance is a challenge, which roles 

within the organisation are most in need of improvement? 

SPECIFY ROLES IN A FEW WORDS 

 

THOSE ANSWERING E1 OR E2 

E3.  Overall, what sorts of skills pose the greatest challenge for your business?  

 VERBATIM 

 

ASK ALL 

E4: IŶ the past ϯ Ǉeaƌs, haǀe Ǉou tƌied to ƌeĐƌuit aŶǇoŶe diƌeĐtlǇ fƌoŵ… ‘EAD OUT ;CODE ALL 
THAT APPLY) 

1. School 

2. College  

3. University 

4. None of the above (DO NOT READ OUT) 

  

ASK THOSE RECRUITING PEOPLE DIRECTLY FROM SCHOOL, COLLEGE OR UNIVERSITY 

E5: In your view, how well-prepared were the people you employed from school, college or 

uŶiǀeƌsitǇ to staƌt ǁoƌk? Would Ǉou saǇ theǇ ǁeƌe…. ‘EAD OUT (CODE ONE ONLY) 

1. Very well-prepared 

2. Quite well prepared 

3. Neither well nor poorly prepared 

4. Quite poorly prepared 

5. Very poorly prepared 

 

ASK ALL 

E6: And in the past 3 years have you recruited or trained any apprentices? 

1. Yes 

2. No 

3. ϵϴ. DoŶ͛t kŶoǁ 

 

ASK THOSE RECRUITING OR TRAINING APPRENTICES (Coded 1 at E6) 

E7: How useful have apprenticeships been for your business? Could you tell me on a scale of 1 

to ϱ ǁheƌe ϭ is ͚VeƌǇ Useful͛ aŶd ϱ is ͚Not at all useful͛? ;“CALE ϭ TO ϱͿ 
 

 

ASK THOSE RECRUITING OR TRAINING APPRENTICES (Coded 1 at E6) 

E8: Would you recruit or train apprentices again should you have a relevant need? 

1. Yes 

2. No 

3. ϵϴ. DoŶ͛t kŶoǁ 
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ASK ALL 

E9.  What pƌopoƌtioŶ of Ǉouƌ staff, if aŶǇ, haǀe gƌaduate leǀel ƋualifiĐatioŶs. I͛ŵ just lookiŶg foƌ 
your best estimate. PROMPT WITH BANDS AS REQUIRED (CODE ONE ONLY) 

1. None 

2. <25% 

3. 25-50% 

4. >50% 

ϵϴ. DoŶ͛t kŶoǁ 

 

ASK THOSE WITH GRADUATES (Coded 2-4 at E9) 

E10.  Hoǁ ŵaŶǇ of Ǉouƌ gƌaduates ǁoƌk iŶ joďs that Ŷeed a degƌee? Would Ǉou saǇ it ǁas… ‘EAD 
OUT (CODE ONE ONLY) 

1. All of them 

2. Most of them 

3. Some of them 

4. None of them 

 

 

 

Section F: Access to Finance 
 

I͛d like to Ŷoǁ ask a feǁ ƋuestioŶs oŶ AĐĐess to FiŶaŶĐe 

 

ASK ALL 

F1.  Have you sought external credit in the last 12 months (including renewal)? PROMPT AS 

APPROPRIATE. CODE AS NEW CREDIT IF 1 AND 2 BOTH APPLY 

1. Yes new credit 

2. Yes renewal 

3. No 

 

ASK THOSE SEEKING CREDIT (Coded 1 or 2 at F1) 

F2.  Were you given the credit requested? (CODE ONE ONLY) 

1. Yes in Full 

2. Yes, in part 

3. No 

 

ASK THOSE NOT GETTING CREDIT IN FULL (Coded 2 or 3 at F2) 

F3. Where did you seek credit from? (CODE ALL THAT APPLY) 

1. Bank 

2. Venture capital 

3. Other 
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ASK THOSE NOT GETTING CREDIT IN FULL (Coded 2 or 3 at F2) 

F4.  What level of borrowing did you request? PROMPT WITH BANDS IF NECESSARY. (CODE ONE 

ONLY) 

1. Less than £5k 

2. £5001-£10k 

3. £10,001-£50k 

4. £50,001-£100k 

5. £100,001-£250k 

6. >£250k 

99. Refused 

 

ASK THOSE NOT GETTING CREDIT IN FULL (Coded 2 or 3 at F2) 

F5.  What was the main reason for refusal/not getting all the credit you asked for? DO NOT 

READ OUT, PROBE AND CODE ONE ONLY 

1. Credit score/history 

2. Type of business 

3. Poor turnover 

4. Just was refused/declined for unspecified reason 

5. Offered unacceptable terms 

6. Die to effects of recession (unspecified) 

7. Still undergoing review/awaiting response 

8. Due to amount of loans already taken out 

9. Banks not lending at this time 

10. Other 

ϵϴ. DoŶ͛t kŶoǁ 

99. Refused 

 

Section G: Local Infrastructure 
 

ASK ALL 

G1. Do you know why your business is located where it is? 

1. Yes 

2. No 

 

ASK THOSE WHO KNOW REASON FOR BUSINESS LOCATION (Code 1 at G1) 

G2. Why is your business located where it is? DO NOT READ OUT. (CODE ALL THAT APPLY) 

1. Head office decision 

2. Proximity to market/customers 

3. Access to skilled labour 

4. It͛s ǁheƌe the DiƌeĐtoƌ;sͿ/fouŶdeƌ;sͿ liǀed 

5. It͛s ǁheƌe the DiƌeĐtoƌ;sͿ/fouŶdeƌ;sͿ studied 

6. Proximity to the Universities 

7. Nice place to live and work 
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8. Not sure/too long ago 

 

ASK THOSE WHO KNOW REASON FOR BUSINESS LOCATION (Code 1 at G1) 

G3:  What other locations, if any, did you consider? DO NOT READ OUT. (CODE ALL THAT APPLY) 

1. None  

2. Basingstoke  

3. Brighton & Hove 

4. Cambridge 

5. Chichester 

6. Crawley 

7. Lewes 

8. London 

9. Oxford 

10. Newhaven 

11. Reading 

12. Shoreham 

13. Woking 

14. Other SPECIFY 

15. ϵϴ. DoŶ͛t kŶoǁ  
 

ASK ALL 

G4.  How important is it for your business to be located close to the following things, for each 

could you tell me on a scale of 1 to 5, where 1 is Very important and 5 is not at all important. READ 

OUT (CODE FOR EACH 1-5) 

 

G3A: Other businesses that provide similar products or services 

G3B: Your suppliers 

G3C: Your customers 

 

ASK ALL 

G5. Which of the following would you say are positive features of the area in which your business is located? 

READ OUT. CODE ALL THAT APPLY 

1. Local travel and transport infrastructure 

2. Access to Gatwick 

3. Connections to London 

4. Access to local ports 

5. Broadband connections 

6. Business premises  

7. Skills & education 

8. Local housing 

 

ASK ALL 

G6. And which, if any, of the following features would you say need improving locally? READ OUT. CODE ALL 

THAT APPLY 

1. Local travel and transport infrastructure 
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2. Broadband connections 

3. Business premises 

4. Local skills & education 

5. Local housing 

 

ASK IF TRANSPORT INFRASTRUCTURE NEEDS IMPROVING (Code 1 At G5) 

G7. What type(s) of local travel and transport infrastructure needs improving? READ OUT. CODE ALL THAT 

APPLY 

 

1. Local roads 

2. Local parking 

3. Major roads 

4. Bus services 

5. Rail services 

6. Cyclepaths 

7. Footpaths 

8. None of the above 

 

 

ASK IF BUSINESS PREMISES NEED IMPROVING (Code 6 at G5) 

G8. In terms of business premises, which of the following are issues (READ OUT, CODE ALL THAT APPLY) 

 

1. The type of premises available 

2. Their location  

3. Their affordability 

4. None of the above 

 

 

Section H: Business Profiling Questions 
 

Finally, just a few questions to help us understand some of the context to your answers. Just to 

reassure you, your answers will remain completely confidential and the results will be used to tell 

us about businesses IN GENERAL, rather than your business in particular. 

 

H1.  Could you tell me which of the following bands your approximate annual turnover AT THIS 

“ITE falls iŶto? I͛ŵ just lookiŶg foƌ Ǉouƌ ďest estiŵate – please stop me when I get to the correct 

ďaŶd, is it… ‘EAD OUT 

 

1. Under £80,000 

2. £80,000-£100,000 

3. £100,001 - £500,000 

4. £500,001-£1million 

5. £1,000,001-£5 million 

6. £5,000,001-£10 million 

7. Over £10 million 

ϵϴ. DoŶ͛t kŶoǁ 
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99. Refused 

 

ASK ALL 

H9.  Thank you for taking part in this interview. Are there any specific business issues or needs 

you have mentioned during the course of this interview that you would like help with?  

1. Yes 

2. No 

 

 

IF WOULD LIKE HELP (Coded 1 at H9) 

H10. What would you like help with (CODE ALL THAT APPLY) 

1. Exporting 

2. Engaging with business networks 

3. Recruitment 

4. Training and apprenticeships 

5. Finding suppliers 

6. Accessing finance 

7. Marketing 

8. ICT 

9. Finding premises 

10. Other SPECIFY 

  

IF WOULD LIKE HELP (Coded 1 at H9) 

H11:  In which case can we pass your contact details to (CLIENT NAME) 

1. Yes, use CURRENT DETAILS 

2. Yes, collect alternative contact (NAME, TELEPHONE NUMBER) 

3. No 

 

ASK ALL 

H12a. Would you like to receive a summary of the key findings from this survey? 

1. Yes 

2. No 

 

 

IF WOULD LIKE AN EXECUTIVE SUMMARY (Code 1 at H12a) 

Great, can you provide me with an email address in order for me to pass this on and for the 

summary findings to be emailed to you. 

 VERBATIM 

 

ASK ALL 

H13. Although they have no plans at present, if [CLIENT NAME] would like to explore some of the 

issues raised in the survey further on a more qualitative basis (e.g. through a workshop), would you 

be willing to be recontacted? 

1. Yes - willing to be recontacted 
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2. No - not willing to be recontacted 

 

ASK ALL 

H14.  FiŶallǇ, ĐaŶ Ǉou please ĐoŶfiƌŵ that the postĐode that Ǉou opeƌate fƌoŵ is…?  
IF INCORRECT: Please may I have the correct postcode? 

 

1. [FROM SAMPLE] - correct 

2. Incorrect (SPECIFY) 

 

  

CLOSING SCRIPT: 

On behalf of [CLIENT NAME], I would like to thank you once again for sparing the time to answer 

this ƋuestioŶŶaiƌe.  I͛d like to ĐoŶfiƌŵ that ŵǇ Ŷaŵe is ΀INTE‘VIEWE‘ NAME΁ aŶd I haǀe ďeeŶ 
calling you from RMG Clarity, an independent market research agency.   If you would like to verify 

this information, you can do this at no charge to yourself by calling the MRS freephone service on 

0500 396999. Thank you for your time – goodbye. 
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ANNEX V  DEPTH INTERVIEW TOPIC GUIDE 

 
Greater Brighton & West Sussex Business Surveys 

 

Qualitative Interviews 

 

TOPIC GUIDE 
 

 

1: Introduction 

 

 Explain aims of the survey 

  

o To better understand the ambitions, challenges and support needs of businesses in the local 

economy, so that local authorities, the Coast to Capital LEP and others can best support 

them to grow. 

 

o A thousand businesses have or are participating in a telephone interview to explore a range 

of issues, including growth ambitions, local infrastructure, supply chains, access to finance 

and workforce development issues. 

 

o More in-depth interviews with informed people to explore some of these issues in more 

depth, focusing particularly on a number of key sectors of the economy. 

 

 The interview will last around 30 minutes and will focus on issues that are particular to the business, 

but also on current trends and challenges within the <<ADD SECTOR>> locally and nationally. Our 

main interests are in discussing: 

 

o The dynamics of the sector  

o Networks and Supply Chains  

o Main business challenges  

o Skills and the labour market  

  

 However, there may be other issues of particular interest or relevance to the interviewee that they 

think are important to discuss. 

 

2: Role and Business 

 

 DisĐuss iŶteƌǀieǁees͛ ďusiŶess. What aƌe the Đoƌe pƌoduĐts/seƌǀiĐes of the oƌgaŶisatioŶ; ǁheƌe is it 
located and particular reasons for; how long has it been established does it have other offices in the 

area/outside (where); Number of employees; core services/sector; Discuss how embedded the 

business is locally – i.e: might it relocate; what would the reasons be for this. 

 

 DisĐuss the iŶteƌǀieǁee͛s ƌole? Hoǁ ŵuĐh does he/she get iŶǀolǀed iŶ ǁideƌ Ŷetǁoƌks/issues that 
affect local businesses (e.g: involvement with the local authorities and/or other government 

agencies)? Discuss benefits, views of doing/not doing this. 
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3: The Dynamics of Business/Sector 

 

 Discuss business performance and expectations: what are the issues/challenges and opportunities 

(international, national and local); 

  

 Discuss how much does this reflect the sector (note: it may be worth discussing what is meant by the 

sector/what it covers; what is the profile (main specialisms) of the sector locally (need to define 

locally); reasons for growth potential (or not); competitor areas? 

 

 Discuss post-recession recovery; and resilience (factors influencing this). 

 

4: Networks and Supply Chains 

 

 Discuss supply chains and customers: where are they located (locally, nationally, internationally); 

ǁho aƌe the ďusiŶess͛ ŵaiŶ Đustoŵeƌs? 

 

 Discuss whether this is typical of the sector locally and reasons for this. 

 

 Discuss whether local supply chains and the customer base be strengthened. How? Who should be 

involved? What should/could public sector organisations do to support this? 

 

 Discuss involvement in local business or sector networks. Are they sector specific or general? Discuss 

their effectiveness – what makes them work/not work? Could they be strengthened (or widened)? 

How? What should public sector organisations do to support this? 

 

5: Main Business Challenges 

 

 What are the main business challenges? Prompt and explore issues in detail: skills, premises; local 

infrastructure; regulations, finance; technology; competition, planning, transport etc. Try to 

estaďlish ǁhiĐh issues ĐaŶ ďe addƌessed loĐallǇ aŶd ǁhiĐh oŶes ĐaŶ͛t. 
 

 Discuss whether these reflect common issues within the sector. 

 

 Discuss what, if anything, local authorities and public sector organisations can do to help business 

overcome these issues. 

 

 Discuss the merits (or disadvantages) of the local business location (establish what is meant by 

local). Are there other areas that are similar/better/worse? What factors make other locations 

better? 

 

6: Skills and the Labour Market 

 

 Discuss involvement with schools/colleges and universities: Reason for involvement (or not); 

experiences/benefits; how things could be improved? 

 

 Discuss main training/skills needs within the businesses (prompt: specific technical skills – what are 

they? leadership; generic skills). Discuss whether this is reflected across the sector. 

 

 Discuss main suppliers of training: how easy is it to access the training that the business needs 

where are the gaps; what is the experience of using public/private sector providers 
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 Discuss where and how they recruit: recruitment methods; local, national, international labour pool; 

Reasons for this: Discuss quality of local labour supply; if necessary, what can be done to improve 

this. 

 

 

 

6: Technology and Exporting 

 

 Discuss the use of technology in the sector; what are the main issues and challenges; how does this 

impact on business/skills issues (if necessary prompt 3-d printing etc)  

 

 Explore exporting and international trade (including weightless goods) what are the dynamics and 

trends; barriers and opportunities.  

 

7: Other  

 

 Are there any other issues that they wish to discuss (re-ǀisit issues ƌaised iŶ ͚MaiŶ BusiŶess 
ChalleŶges͛Ϳ. 
 

 If there were three things that public sector organisations could do to improve support growth in the 

<NAME SECTOR what would these be?  

 

 Is there anyone else they think we should be speaking to get a clearer/fuller picture of their cluster / 

sector in the local area? Take contact details if they have them. 

 

8: Close 

 

 Explain that we will send them a copy of our notes for comment. Ask if we verified them with you 

first, would you be happy for us to use quotes from you in the survey report? 

 

 Would you like to ƌeĐeiǀe a ĐopǇ of the ƌepoƌt͛s EǆeĐutiǀe “uŵŵaƌǇ? 

 

 

 

Thank and Close 
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ANNEX VI   LIST OF QUALITATIVE INTERVIEWEES 

 
Creative Digital and IT  

Adam Stafford Fresh Egg 

Andy Parsons Yelo Architects 

Andy Uren Day 1 Communications 

Ann-Marie Blackman NetBuilder 

Matt Saunders Storm Creative 

Peter Webb Electronic Temperature Instruments Ltd 

Peter Tyler Fine Cut 

Richard Wolfestrome Wolfestrome Design 

Rob Day Liquid Light 

Sue Dare Northbrook College 

  

Environmental Technologies  

Mike Burns CTEC 

Andrew Swayne Ricardo UK 

Francois Jean Newhaven Port and Properties Ltd 

Michael Yeoman South Downs Solar 

Mike Brown Geo-Environmental Services Ltd 

Peter Davies Shoreham Port Authority 

Rowan Wallis West Sussex Sustainable Business Partnership 

Tim Grima Downs Energy 

Zoe Osmond Green Growth Platform, University of Brighton 

Margaret Enstone West Sussex Environment and Climate Change Board. 

Paul Beckett Phlorum 

Phil Preece Veolia 

  

Food and Drink  

Alison Read Chichester College, Brinsbury Campus 

Andrew Colquhoun Farming and Rural Issues Group – South East 

Andy Hepworth Hepworth Brewery 

Chris Moncrieff VHB Herbs 

Graham Bryant Growtrain 

Hilary Knight Sussex Food and Drink Network 

John Hall West Sussex Growers Association 

William White NatioŶal Faƌŵeƌs͛ UŶioŶ 

James Osman NatioŶal Faƌŵeƌs͛ UŶioŶ 

Pete Allinson Temptation Cafe 

Vic Borrill Brighton and Hove Food Partnership 

  

Health and Life Sciences  

Brian Bandy Cell Life UK 

Darren McCarthy DGM Aromatics 

John Smart University of Brighton 

Mark Bailey Sciensus 

Nigel Richardson Custom Healthcare 

Steve Pullen Varian Medical Systems 

Rebecca Roberts Cells4Life Group 

 


