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Executive Summary 
 

The Greater Manchester Good Employment Charter aims to improve employment practice 

across the city-region by working with employers to attracting and retain talent.   

Content Audit  
 
The purpose of auditing our content allows key gaps to be identified. This section looks at 
existing content & what works well. 
 

Top performing pages on the website: 
Last 12 months 

 
 

Top performing messaging on social media: 
Last 12 months: 
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The data shows that there is a clear interest from our audience in what we do and how they 
can get involved. Each of our top performing posts reached over 10,000 impressions - highest 
reach being over 20,000. This is due to timely and engaging posts with assets like infographics, 
videos, and soundbites. Keeping copy short and direct allows the users time to act. 
 

Customer persona 
 

Personas are fictional characters, based on analysis and research of real Supporters, to create 

a representative segment of an audience. This helps to build a more detailed visualisation of 

the Supporters’ we are trying to reach: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

HR Holly 
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There is one common thread that ties the Supporter data together – good employment. They 
are looking for support in the guise of tailored conversations, events, and resources to help 
build their employment practice.  
 
User data shows behaviour as such: 
 
Audience devices  
 
 

Desktop 
 

Mobile 
 

Other 
 

 
Top channel acquisition  

 
 

 
 
 
 
 
 
 
 
 
 
 

 
Using the keywords ‘good employment charter’ or ‘GM good employment charter’ is how most 
of our audience finds the Charter organically. This will continue to be embedded in our online 
and offline activity.  
 
Overall, our audience are predominantly within management or senior management roles, 
who can make changes to their employers’ policies. Understanding where and how our 
audience prefer to gain their information from helps to guide further activity and amplify our 
existing presence. This puts us at an advantage, knowing that our content can influence 
decision making.   
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Strategic audit 
 

SWOT analysis  
 

 

 

PESTEL Analysis 
 

Strengths

- Existing, well known brand across GM

- Loyal Supporters'

- 7 unique characterisitcs to promote good employment

- Increasingly developed online presence

- Quality of staff and service

Weaknesses

- Lack of resources

- Brand reputation could be affected by the actions of 
other Charters

- Limited technological software

- Limited budget 

Opportunities

- New Supporter base and reach

- GM is a RLW city region 

- Joint campaign opportunities with key partners

- Growing digital era and new technologies 

Threats

- Global lockdown 

- Conflicting messaging with other regions

- Political pressures

- Changining Supporter trends and mindset

SWOT analyis

Political  Economic Social  

 National lockdowns & 
pandemic strategic 
roadmap  

 RLW is voluntary 

 Changing advertising and 
marketing standards 

 Rising interest rates, 
inflation, taxation, 
changes in costs = less 
interest in supporting the 
GEC 

 Recovery struggle for 
impacted industries 

 Technological 
advancement 

 Inner city business 
decline 
 

 Equality, diversity & 
inclusion inequalities  

 Diverse workforces- 
new ideas and cultures 

 Changing lifestyles- 
work/life balance, home 
schooling - requires 
business support, 
flexibility   
 

Technological  Environmental  Legal  

 User friendly site  

 Technological changes- 
consumers expect 
employers to deliver 
what they want 

 Digital opportunities to 
create new services; 
toolkits, QR coded asset, 
streaming or podcasts. 

 Impact of 
lockdown/Brexit  

 Priorities of employers 

 Relations with 
stakeholders that may 
not hold similar values to 
environmental matters, 
could lead to brand 
damage 

 GDPR regulations - keep 
up to date CRM systems  

 Working environment & 
pandemic legislation 

 Employment law and 
health & safety changes 
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Objectives 
 

The overall vision is to grow the GEC and support as many GM employers on their journey to 
good employment. With the support and evidence found through the strategic audit, the 
following objectives have been set: 

1. To raise awareness, educate and support employers and employees over the next 

2 years 

2. To generate Supporter leads via digital activities within 12 months 

3. Increase brand loyalty by using a consistent tone and messaging within 12 months 

Marketing strategy  
 

To meet the goals above, the team will implement and continue with the following activities: 

 

Implementation 
 

Providing a variety of content will continue to increase our engagement and reach, without 

losing the interest of our audience. The implementation includes: 

1. Campaigns & strategic partnerships:  

- Roundtable conversations with accompanying collateral  

- In-person events with lived stories and key speakers in the field 

- Toolkit/resource to support employers in making change 

- Partner with; Breakthrough, Race Equality Panel, CIPD & Acas, Timewise 

 

2. Podcast Series 3: 

- Topics will include episodes on 8 characteristics of Equality, Diversity and Inclusion  

 

Campaigns 
& Strategic 
Partnership

Podcast 
Series 3

Hybrid 
Events

Content 
Marketing 

Social 
Media 

Marketing

eMarketing 



7 
 

3. Hybrid Events: 

- A blend of on & offline events including, coffee chats, webinars, support sessions, 

networking, Members events, awards & campaign specific events 

 

4. Content marketing: 

- Including blogs, resources, collaborative efforts, case studies  

 

5. Social media marketing: 

- Refreshing content and assets attached to each post has proven successful in the 

increase of social following and engagement. Video/infographics will be prioritised 

over length of copy 

- New process for creating and scheduling content will be implemented  

 

6. eMarketing:  

- Email outreach including, efforts via mail chimp, cross team, utm links 

Messaging and events are guided by our 2022 content calendar.  

 

Measure success  
 

To continuously measure success, the GEC will have relevant key metrics in place. For the 
objectives within this plan, there are three operational metrics that will be tracked: 

 
Objectives Metric 

Raise awareness Traffic, views, shares 

Generate leads Number of new Supporters and Members, followers and 
subscribers 

Brand loyalty  Engagement (likes, comments, views, shares) on social media 
 
A monthly marketing report will also showcase the success of our overall marketing activities. 
The dashboard covers key metrics within different categories, as follows: 
  

Website  New users, sessions, avg. time of page, bounce rate, conversion rate 
Audience  Demographics, locations, country, regions, age 
Social Media  Impressions, followers, engagement  
Marketing Activity  Events, registrants, attendees, email marketing, advertising  

 

Understanding and measuring the success of our marketing and communications activity, 

allows to analyse what works and what can be improved. Understanding what works well will 

encourage further success and ultimately growth for the Good Employment Charter.  


