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Context: The Food Advanced Training 
Partnership (Food ATP) was formed 
following a successful bid for funding by 
the Biotechnology and Biological Sciences 
Research Council (BBSRC). This was for the 
provision of high level training to advance 
the global position of the UK food industry.  
Food ATP was one of three specialist food 
advanced training partnerships formed at 
the same time. The initiative aims to bring 
industry and academia together to devise 
training that encourages innovation and 
research with commercially beneficial 
outcomes.

Key targets for the training are food 
industry professionals. Although key 
industry players are members of the 
partnership, this does not ensure an 
‘easy sell’ to the wider industry. The 
market reflects the general make-up 
of businesses in that there a few large 
businesses, a larger number of medium 
sized businesses and vast numbers of 
smaller businesses. However a business 
regards training, commercial pressures will 
compromise actual commitment. Larger 
businesses include training as part of 
employee development, but the smaller 
the business, the harder it is to justify the 
cost and ‘downtime’ incurred.

The requirement: As a new organisation, 
the Food ATP needed to find a way for 
partners, staff, the food industry, food 
industry professionals, food academics 
and the BBSRC to identify with it.

Once established, the Food ATP needed a 
system and proposition that would attract 
employers to fund training, employees 
seeking training support and employees 
considering continuous training 
development.  

The outputs: Following qualitative 
research, values were developed, debated 
and agreed for the Food ATP. These 
formed a key part of the creative brief 
regarding naming and identity. Through 
a process of creative development, 
feedback, debate and refinement, the 
Food ATP name and identity were created.

Design and development was taken to 
trial in order to agree a wide range of 
applications and these were compiled into 
brand guidelines, supported by a ‘brand 
book’ as an easy reference for the unique 
way Food ATP goes about its business.

The guidelines were used to frame the 
creation of a systematic and integrated 
campaign to generate leads for a range of 
Food ATP courses, campaign concepts, 
direct mail, emarketing and sales literature.

The results: After two years of operation, 
Food ATP is now taking the lead role in 
a joint application on behalf of all three 
advanced training partnerships to receive 
a further round of BBSCR investment.

Food ATP is now delivering an ever-
growing range of courses to an ever-
expanding range of food industry 
businesses.

Making sustainable your 
‘business-as-usual’

Carrot or stick?

The Food ATP specialises in providing high level training 
programmes aimed at food professionals wishing to make 
maximum impact in the workplace and gain high-level skills. 

Innovative and inspirational, our programmes offer learning 
opportunities at the cutting edge of knowledge.

T:  0118 378 8722
E:  info@foodatp.co.uk
W: www.foodatp.co.uk
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Out of stock
Please contact Fiona Lee  

on 0118 378 8722 or at  

f.l.lee@reading.ac.uk  

for fresh supplies
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‘We’ve already had some strong 
leads generated from this initial 
campaign, and are confident of 
converting at least two of these  
into enrollers – all from 
companies new to the Food ATP. 
It’s been more than encouraging!’
Fiona Lee, The Food Advanced Training Partnership
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Graphical 
style

Photos can be contained in circles that reflect the partnership, 
these circles can cross over in any configuration:

Stroke widths

On each page where the circles 
are shown the stroke width 
should remain consistent. The 
actual width of the stroke 
will depend on the size it is 
reproduced at but should visually 
look like this example.

Circle interlocking

The circles must always overlap 
slightly to show relationships 
between items. The interlocking 
shouldn’t obscure images 
contained within the circles.

Use of images

Any images used should 
convey aspects of the food 
and agricultural industries or 
professional training.



GLUED. The Barn @ Vine Cottage, Kings Lane, Snitterfield, Warwickshire CV37 0QB 

Glued is a registered trade mark of Glued Limited

ABOUT GLUED 

Glued is a brand consultancy established 
in 2003. 

Our clients often feel that their business 
could deliver more or perform better, and 
our process and output is designed to 
address this shortfall.

If your workforce or potential customers 
are struggling to see what is at your 
core, the solution lies in articulating your 
message in a compelling, engaging and 
relevant manner. 

We use a six-stage process to uncover 
the unique essence of your business 
and identify your winning ways. This is 
embedded in your organisation, internally 
as a foundation for staff to build on and 
externally as a basis for communication 
through effective branding and marketing.

To avoid losing your grip on what 
constitutes your core values, the  
answer lies in your internal and  
external communications, and  
ultimately your behaviour. 

SERVICES WE OFFER 

Insight mapping

Finding your core

Shaping your brand

Telling your story

Making it happen

Brand life cycle

FOR MORE INFORMATION  
CONTACT GLUED ON 01789 731 524

WWW.GLUEDLIMITED.CO.UK

TWITTER @GLUEDLIMITED

DAVID WILSON 
DAVIDWILSON@GLUEDLIMITED.CO.UK

ROB HARRISON 
ROBHARRISON@GLUEDLIMITED.CO.UK


