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Agenda Item No 10

Communication Strategy

Report by Director of Corporate Services

	Summary:
This report appends a draft Communication Strategy, for members’ comments.

Recommendations:

(i)
That the Communication Strategy, including the Communication Action Plan for 2006/07, be adopted.

(ii)
That the Strategy and Action Plan be reviewed and updated on an annual basis.

(iii)
That an Emergency Communication Plan be drawn up, and appended to the Strategy.


1
Introduction

1.1
In the Performance Assessment report prepared by an Independent Review Team in January 2006, the Team stated that:

· Consultation and engagement with residents and surrounding populations is an important part of communicating respective priorities. This contact is limited, and more could be done to involve communities and hard to reach groups. During the preparation of the Broads Plan effort was made to engage the public through drop in sessions, they did not attract large numbers and were not followed up with more targeted actions or consultations. Whilst at a local site level there are some community liaison groups which meet regularly and help shape local management considerations, more could be done on a broader basis, especially on the potential to work with partners and local authorities, who are already doing this work so that it can be done cost-effectively.


· Internal communications are not as effective as they could be. They tend not to be a two-way exchange or have a structure that encourages shared learning with a unified or one organisation approach. Whilst annual staff development days and one to one interviews are used to inform staff about the work taking place, the Authority knows that it needs to do more to keep staff involved and informed.

1.2
The Review Team went on to recommend that the Authority should:

· improve consultation and engagement with residents and surrounding populations; and


· continue to develop the proposals for improving internal communication.

1.3
These issues had already been identified by the Authority in its Self-Assessment, published in October 2005, together with the need to prepare a Communication Strategy.

2
Draft Communication Strategy

2.1
A draft Communication Strategy is appended, together with a Communication Action Plan for 2006/07 and Communication Guidelines, which are essentially intended for members of staff.

2.2
The objectives of the Strategy are set out in paragraph 1.5. Whilst the Strategy in itself will not address all the issues identified by the Performance Review Team, it is hoped that it will set the groundwork in place for addressing some of these issues through the Action Plan.

2.3
The Strategy covers both internal and external communication.

2.4
Regarding the former, a survey of all staff was recently carried out by an independent consultant on behalf of the Authority.  The results were largely encouraging, although it was identified that field based staff – perhaps not surprisingly – are not as well served by the communication systems as office based staff.

2.5
An interdepartmental working group has been set up to advise on how the Authority can improve its internal communications and their report and recommendations were recently received by the Management Team. Some of the recommendations have been incorporated into the Communication Action Plan.

2.6
External communication is perhaps more difficult – as the audience is wider and less well defined – but the Authority will review the way it communicates with its various audiences, for example through publications such as Broad Sheet and Broadcaster.

3
Emergency Communication Plan

3.1
It is proposed to produce an Emergency Communication Plan, which will be appended to this Strategy, setting out how the Authority will respond in the event of an emergency or major incident on the Broads. In the Safety Management System, prepared under the Port Marine Safety Code, the consultants acting on behalf of the Authority recommended that such a plan be drawn up which would cover ‘communications with the media, friends and relations’ in the event of an emergency. In practice the plan will need to cover the Authority’s response in respect of all emergencies and major incidents, and not just those which are marine related.

4
Financial Implications

4.1
Approval of this Strategy does not bring with it any financial implications, although some of the decisions arising out of the Action Plan may, for example if the Authority decides to significantly increase the number of publications or signs it produces. Such decisions will be reported to or considered by the Authority at the appropriate time, in order that budgetary provision can be made.

5
Broads Forum

5.1
This report will be considered by the Broads Forum at its meeting on 21 September. The views of the Forum will be reported verbally.

6
Conclusion

6.1
Whilst improvements in communication do not come about overnight, it is hoped that the initiatives which have already been introduced – for example in dealing more strategically and proactively with the media – and which will be introduced through the Action Plan, will result in a common and clear understanding amongst both staff and members of the messages it wishes to portray.

6.2
Both the Strategy itself and the Action Plan will be updated regularly.

6.3
Members’ views are sought.

Background papers:
Performance Assessment Report dated January 2006


Port Marine Safety Code Safety Management System – Issue 1.1 dated July 2006

Author:


Rob Holman

Date of report:

7 September 2006
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1
INTRODUCTION
1.1
The purpose of this Communication Strategy is to set a framework to enable the Broads Authority to successfully raise awareness and promote understanding of the Authority – its duties, achievements and area. It will also enable effective and meaningful two way communication between the Authority and its key audiences.

1.2
The Authority’s duties are set out in the Norfolk and Suffolk Broads Act 1988, as amended by the Natural Environment and Rural Communities Act 2006. They are:

· to conserve and enhance the natural beauty, wildlife and cultural heritage of the Broads;

· to promote opportunities for the understanding and enjoyment of the Broads by the public; and

· to protect the interests of navigation.

1.3
Effective communication is essential to promote the Authority’s work, explain why the Broads is important in a national and international context and help people value, understand and enjoy the Broads in ways which do not damage its natural and cultural features or its sense of space and tranquillity.

1.4
Communication is a shared responsibility for all staff and members of the Broads Authority; this strategy is for everyone and covers all forms of communication. It will be supported by guidelines for staff and members, and will include key messages and skills.

1.5
The objectives of this strategy are: 

· to set a framework to ensure that the Authority’s communications activities serve its organisational objectives;

· to ensure that staff and members have a common and clear understanding of, and commitment to, what the Authority wishes to achieve in both the short-term and the longer term, how it proposes to achieve these ambitions and what key messages the Authority wishes to portray through its work;

· to enable the development of clear, effective channels of communication with staff, members and stakeholders including all those who live, work, visit or otherwise take an interest in the Broads;

· to outline a media strategy; and


· to enable the promotion of the work of the Authority in a positive and appropriate manner to ensure that it is kept in the public eye and that the image of the Authority is one of an effective and forward looking organisation.

 2
 VISION

2.1
A vision for the Broads in 2024 is set out in the Broads Plan 2004, the Authority’s Strategy and Management Plan. This sets out the framework for managing the Broads over the next five years – jointly with our partner organisations – in order to deliver the aims and objectives set out in the plan. These are summarised in the supporting five-year Action Plan.

2.2
This long term vision can be distilled into the following draft statement:


‘The Broads is an unrivalled wetland landscape of international natural and cultural importance. The Authority is committed to the integrated and sustainable management of the Broads – a wetland where there is space for nature and opportunity for people.


By 2024 the special qualities of the Broads will be enhanced. The area will be well maintained, accessible and welcoming to all, with a healthy ecosystem and a strong tourist industry on land and water, that supports a vibrant local economy.’ 

3 
KEY MESSAGES

3.1 
The Authority’s key messages are based on its long term vision and priorities. They will be reiterated and retold using different techniques including narrative and imagery. Whilst remaining a consistent core they may be developed and extended to fit changing objectives within the Authority.

The Broads is:

(1) 
A ‘national park plus’ - a member of an international family of protected places.

(2) 
Rare and special - one of the world’s few remaining wetlands.

(3) 
A great place for boating and the third largest inland waterway in the UK.

(4) 
A welcoming place for everyone to discover and enjoy.

The Broads Authority:

(5) 
Was set up to look after the Broads for the nation. 

(6)        Is committed to managing the area in an integrated and sustainable way – socially, economically and environmentally.

(7)        Works to conserve and enhance the area’s natural beauty and help everybody to enjoy it.

(8)        Runs navigation in the Broads. 

4
AUDIENCES 
4.1
Communication is most effective when it is targeted. The Broads Authority has a range of audiences with differing communications needs, and will consider and use the most appropriate method for each. A summary of these audiences is set out below (not in order of importance).

Internal Audiences

4.2        Staff

4.2.1
The Authority employs approximately 130 field and office based staff. They are a key asset in terms of communication, with the following twin roles:

· to communicate internally with each other; and

· to communicate externally, to represent the Authority and its work in a positive manner.

4.3
Members

4.3.1
The Authority has 21 members, appointed by local and national government and following consultation with interest groups, together with six appointed members of the Navigation Committee and three appointed, independent members of the Standards Committee. They are ambassadors for the Authority and bear a key responsibility for its work and direction.

External Audiences

4.3
People who Live and Work in and Adjacent to the Broads

4.3.1
This includes both those with ‘doorstep access’ to the Broads, who are directly related to the economy and the culture of the area, and those who live just outside the Authority’s Executive Area, including landowners and residents of the large communities that are not within the Authority’s Executive Area but which surround it (Norwich, Great Yarmouth, Lowestoft, Wroxham/Hoveton, Stalham, Beccles and Bungay).These audiences have varying degrees of awareness and understanding, which it is the Authority’s responsibility to promote.

4.4       People with Special Needs

4.4.1
This includes ‘hard to reach’ groups, including the socially excluded, elderly, ethnic groups and young people. Advances in accessible interpretation have been made by the Authority, but more targeted research and evaluation needs to be done on how these groups can be enabled to benefit from the Broads.

4.5
Businesses

Including those involved in tourism, boating and agriculture. The environment of the Broads is a key economic asset locally, regionally and nationally. Businesses are key communicators in their own right and can work with the Authority as well as being recipients of information.

4.6
Toll Payers

Around 9,000 people pay tolls annually to use the Broads system in their boats. They are intimately connected with the waterways and have the interests of the area close at heart. The Authority has a responsibility to communicate important safety messages to them as well as gaining their support by explaining the way it spends their money to manage the area.
4.7
Visitors

4.7.1
A wide range of visitors exist, from local day trippers to national and international tourists. Successful communication will enable them to appreciate and understand the area and access it appropriately and sustainably.

4.7.2
This should not only take place whilst these visitors (and prospective visitors) are in the Broads. For example many sailors and boaters visit the area from other waters, both in this country and abroad, and there is an opportunity to attract them to the area by positive coverage in national boating publications.

4.8
The Media

4.8.1  
This is a key communications tool for the Authority, with a good working relationship existing both locally and nationally across a wide range of electronic, print, specialist and minority media, including boating, tourism, ecology and other publications.

4.9
Partner Organisations

These include county and district councils, parish councils, other protected areas and key stakeholders such as English Nature, the Environment Agency and Norfolk and Suffolk Boating Association. Interest groups, amenity societies and other similar organisations also play key linking communication roles.

4.10
National Opinion Formers

These include civil servants, Ministers, MPs, think tanks, academics and national organisations such as the Countryside Agency, IDeA,  Association of Inland Navigation Authorities (AINA), Association of National Park Authorities (ANPA) and Europarc (European Federation of Nature and National Parks).

5
METHODS OF DELIVERY

5.1
A key element of communications success is based on the right ‘fit’ between medium, message and audience. The Broads Authority will refine and strengthen its existing media, detailed below, and explore new methods of delivery, always seeking to tailor these to their defined audiences and messages. Where possible evaluation will be built into communication methods to enable assessment and improvement.


Internal Audiences 

5.2
Staff

5.2.1
Good internal communication is essential to ensure that staff are aware of the Authority’s plans and priorities, and that they are able to communicate effectively to external audiences what the Authority is doing and/or proposes to do and for what purposes. The following methods are used to facilitate effective internal communication:

· a thorough induction programme for all new members of staff;

· a weekly briefing meeting for staff at the Colegate offices (open to all staff to attend);

· regular Directorate and Section meetings;

· regular 1:1 Discussions between line managers and individual members of staff;

· a two-monthly bulletin from the Chief Executive to all members of staff; and

· an annual Staff Development Day involving all members of staff.

5.2.2
A consultant was engaged in 2006 to carry out an independent review of internal communication processes. There was a 30% response rate. The survey elicited a largely positive response, with most respondents feeling that the ‘building blocks’ for effective communication are already in place, and that generally they work well. However the survey also identified that:

· there was a feeling that Directorates are becoming more insular; and

· the logistics of providing email facilities to field based staff, and their location, means that these staff are generally not as well served by the communication systems as office based staff.

5.3
Members

5.3.1
In order to perform their role effectively it is important that members are fully briefed on the work of the Authority and on all important developments. This is achieved through:

· an induction programme for all new members;

· reading committee papers and attendance at meetings;

· a half day Members Briefing in advance of all Broads Authority meetings;

· attendance on site visits and at training events; and

· a monthly Members Bulletin.

5.4
Media and Public Relations

 5.4.1
The Authority has developed a good working relationship with local media which it will continue to facilitate both proactively – by staging press events and sending out press releases – and reactively – by responding promptly to requests for information. It will seek to work collaboratively with the media wherever possible, using it to convey key messages. Guidelines for staff and members for working with the media are set out in Appendix 1.

5.4.2
A proactive forward planning process has been developed to enable the Authority to deal more strategically with press and PR issues. This will include:

(1)
A rolling 12 month Forward Communication Plan of potentially sensitive/newsworthy items will be developed by the Management Team and Press and Publications Officer (having regard to the Forward Plan for committee items) to aid the Authority in dealing with these matters in a proactive manner. This Plan will be reviewed and updated by the Management Team on a quarterly basis.

(2)
A Proforma Checklist, which will be developed from the Forward Communication Plan by identifying forthcoming issues which are likely to be particularly contentious or create significant press interest. The Checklist must be approved by the Chief Executive and appropriate Director as a minimum, and preferably the Management Team, and will include details of:

· the lead officer;

· details of the issue and why it is important;

· the key messages;

· the target audience;

· likely forms of media to be required (e.g. press release/event/photo opportunity/leaflet/exhibition);

· staff briefing details; and

· timetable.

5.4.3
All members of the Management Team will work regularly with staff in their teams to identify the key communications issues (both positive and negative) that are likely to arise and where appropriate record these using the Proforma Checklist.

5.4.4
The Authority recognises that communications are reactive as well as proactive and will ensure that it has sufficient flexibility and resources to be able to respond to situations when it is necessary to do so. It should be recognised that on occasions this may present unplanned communications opportunities.

5.4.5
All contacts from the media should in the first instance be channelled through the Media and Publications Officer, or in her absence the Head of Information and Design or Chief Executive/appropriate Director.

5.4.6
Press releases will be used sparingly, and only where there is a newsworthy story which is likely to result in a high take up of interest. All press releases should be approved by the Chief Executive and appropriate Director.

5.4.7
The Chief Executive and Management Team will decide whether to respond to critical letters in the press. As a general rule the Authority will reply to such letters only where it can clearly refute the criticism or correct the information in a straightforward and factual manner which is unlikely to prolong or perpetuate the debate in the press. If this cannot be guaranteed then a response will not be sent.

5.4.8
All requests for a member of staff to give a live or recorded interview must be approved by the Chief Executive or appropriate Director, or in their absence the Head of Information and Design. The Authority may on occasion decline to respond to such requests where it is not considered to be in the Authority’s interest to participate.

5.5
Publications

5.5.1
All published documents will be readily available in electronic format. ‘Hard copy’ publications will also continue to be produced because:

· a significant minority of population still do not have access to electronic communication;

· those that do often do not wish to download or read from the screen information which is more than a few pages in length; and

· holidaymakers/visitors to the area do not generally have access to electronic communications.

5.5.2
The Authority’s key publications are currently as follows:

(1)
Annual Report. This is a statutory requirement. The Annual Report details the activities of the Authority over the previous 12 months, and also provides a summary of the Authority’s Best Value Performance Plan. It is distributed to a wide audience including all staff and members, a range of stakeholders and other public authorities and national opinion formers. Copies are also placed in local libraries and are available from Broads visitor centres.

(2)
Business Plan. The Business Plan sets out how the Authority proposes to allocate its resources and work programme over a three yearly basis. It provides a link between the Authority’s strategy and management plan, the Broads Plan 2004, and the day to day activities of staff and partner organisations.

(3)
Best Value Performance Plan. The Authority is required to publish a Best Value Performance Plan, and summary document, by 30 June each year. This Plan is published with a view to providing a mechanism for accountability, and to act as an effective management tool. It is aimed primarily at staff and members of the Authority, stakeholder groups, organisations with an interest in the Authority and central government. The Best Value Performance Plan is incorporated into the Business Plan and a summary of the document is incorporated into the Annual Report.

(4)
Broadcaster. This is aimed primarily at visitors – although many local residents also enjoy it – and is widely distributed free of charge from Broads information centres, tourist information centres, boatyards and accommodation outlets. Some boatyards put a copy on all hire boats. It includes news about the Broads and the Broads Authority, topical features, the annual events programme and accommodation guide. 110,000 copies are produced and it is financed by advertising.

(5)
Broad Sheet. The Broad Sheet is produced for toll payers and is sent out free of charge with the annual toll reminders, in February/March each year. It is an eight page, full colour publication providing news about the Broads and the Broads Authority, with an emphasis on waterways related matters. Approximately 13,000 copies are produced.

(6)
Other Leaflets. A range of other leaflets and publications are produced as appropriate, usually on specialist topics, after advance approval by the Management Team and appropriate Director.

5.5.3
After approval by the Management Team and appropriate Director all requests for new publications must be discussed in the first instance with the Head of Information and Design, who will advise on the appropriate style and design. All publications must be appropriate to the purpose and market audience. They should in all cases be professionally presented and reflect the Authority’s house style. The Authority will avoid producing materials which look excessively ‘glossy’ or which might be perceived to be unduly expensive to produce.

5.5.4
All documents which contain significant amounts of text should be professionally proof-read prior to their publication.

5.6
Personal Contact

5.6.1
Personal contact is a highly effective communication tool. Although all types of live events are demanding in terms of time resources, the benefits of face to face communication are substantial. The Authority carries out various activities of this nature, including:

· a lively and varied events programme;

· an annual Public Meeting;

· an annual Schools Week; and

· a range of educational talks and presentations by staff.

5.6.2
In addition a number of members of staff deal with members of the public as part of their normal daily activities, including:

· reception staff;

· tolls staff;

· information centre staff;

· rangers; and

· development control staff.

5.7
Electronic Communication

5.7.1
An Implementing Electronic Government grant has enabled the Authority to improve electronic access to information in a number of ways. In particular the new website offers many services on-line and allows up to date information to be immediately available. In the future this will allow for more innovative methods of delivering information, such as interactive maps displaying visitor information.

5.7.2
Electronic communication also greatly aids internal communication, and a separate policy has been drawn up for staff on Electronic Communications.

5.7.3
Guidelines for email communication are set out in Appendix 2.

5.8
Written Communication

5.8.1
Despite the increase of electronic communication, it is still appropriate in some instances to correspond by letter.

5.8.2
Guidelines for written communication are set out in Appendix 2.

5.9
Corporate Identify

5.9.1
The Authority’s corporate identity is key to all its communications: written and electronic, in publications, displays and exhibitions, on signs, panels, vehicles and staff uniforms.

5.9.2
The Authority has developed a strapline – ‘The Broads – a member of the National Park family’ – which  can be used with its logo on all marketing materials and other corporate information in order to get across a common, simple message to as wide an audience as possible.

5.10
Consultation

5.10.2
Two way communication should be fostered and supported by effective consultation-based working.

6
EMERGENCY COMMUNICATION PLAN

6.1
An Emergency Communication Plan will be drawn up setting out how the Authority will respond to emergencies and major incidents.

7
GUIDING PRINCIPLES

7.1
The Authority will endeavour to comply with the following principles in all its communications.

7.2
Clear and Effective Presentation


The Authority’s messages are often complex and technical and therefore excellent graphic design and clear language are essential aids to good communication. A style guide has been produced to assist in maintaining a house style for text content. The Authority will not use jargon except where it is unavoidable; in such cases it will endeavour to explain the meaning. The standard of presentation should reflect the Authority’s duty to protect the area’s high quality as well as its status as a professional and competent organisation. It should be both appropriate and sustainable.

7.3
Accessibility and Social Inclusion


Published information should be accessible to all, and available in formats which are suitable for people with disabilities. All key publications will also be produced in large print and on audiotape. The Authority will promote social and ethnic inclusion where appropriate in its communications.

7.4
Corporate Identity


All communications will be in a style which is consistent with and where appropriate portrays the Authority’s overall corporate identity. This promotes a unified and consistent image of the Authority and over time will make a lasting and memorable impression on the recipient. The Authority’s communications should be engaging and, where appropriate, fun!

7.5
Openness, Honesty and Consistency


People respond best to communication that is honest and genuine. Inconsistency calls this into question and so messages should also be open and consistent.

7.6
Partnership Working


The Authority has long experience of working in partnership with stakeholders and others. Partnership working provides opportunities to jointly develop our communications, particularly in the branding of the area.

8
MONITORING EFFECTIVENESS

8.1
A number of methods will be employed to assess the communication requirements of the Authority’s audiences and gauge the effectiveness of its communication. These are set out below. It is important that this research is carried out in a strategic and consistent manner to allow annual evaluation and comparison with other similar organisations. A benchmark evaluation will be carried out to inform the development of this communications strategy. This will be repeated to assess the effectiveness of the strategy.
8.2
Internal Monitoring

7.2.1
The Management Team will review and monitor the effectiveness of its press and PR coverage by:

· receiving regular details of press cuttings (initially circulated at weekly Management Team meetings but in due course electronically posted onto the Intranet);

· receiving a monthly summary of press and PR coverage  (also appended to the Members Bulletin); and

· reviewing successes and failures in more depth on a quarterly basis, at the time the Forward Communication Plan is reviewed and updated.

8.3
Toll Payers Questionnaire

8.3.1
A survey was carried out of all toll payers in July 2005, largely to seek views on how any additional toll income should be spent. As part of this process toll payers were invited to submit their preferences on how they would wish the Authority to communicate with them. The outcome of this survey, which received a 15% response rate, is that the largest number of toll payers would prefer to receive information through:

· the Broad Sheet magazine – 291 (19.3%);

· the Broadcaster newspaper – 246 (16.3%); and

· newspapers – 204 (13.5%).

8.3.2
A further survey will be carried out in 2007.

8.3
Norfolk Citizens Panel

8.4.1
The Authority will liaise with Norfolk County Council to use their Citizens Panel to obtain information about the public’s understanding, expectations and image of both the Authority and the Broads. This survey will be carried out in October 2006 and will be repeated after two years. Some of the questions will be the same as those posed of toll payers, to make a direct comparison between the views of the two groups.

8.5
National Parks Visitor Survey

8.5.1
The Authority will assess the results of the visitor survey which is being commissioned by the Countryside Agency, the results of which will be published in 2006.  These will be compared to the results of the previous survey.

8.6
Website

7.6.1
The Authority will monitor the number of hits on the Authority’s website, including which pages are accessed most frequently.

8.7
Media

8.7.1
The Authority will monitor media coverage, including the amount of take-up of press releases, the number of ‘positive’, neutral’ and ‘negative’ stories, and whether key messages are being accurately portrayed.

8.8
Events

8.8.1
Staff observation from events, written and verbal feedback and number of people who attended, including from the Annual Public Meeting.

8.9
Staff Feedback

8.9.1
From telephone and face to face contacts with individuals and businesses, particularly from field staff.

9
COMMUNICATION ACTION PLAN

9.1
The Authority will develop and annual Communication Action Plan, to set out how it proposes to implement this Strategy. The Action Plan for 2006/07 is set out at Appendix 1. This will be updated on an annual basis.

10
RESPONSIBILITY AND REVIEW

10.1
Overall responsibility for this Communication Strategy rests with the Chief Executive, supported by the Management Team, Head of Information and Design and Media and Publications Officer.

10.2
It will be reviewed and updated annually, having regard to feedback from interest groups and the results of any surveys which have been carried out.

APPENDIX 1

Communication Action Plan 2006/07

	Area
	Action
	Responsible Officer(s)



	A. VISION



	Vision
	Distil short vision statement from the longer version in the Broads Plan, in conjunction with the Branding Strategy.
	Chief Executive

Management Team

Members



	B. METHODS OF DELIVERY



	Staff:

Internal Communications
	All Directors/managers to lead by example with commitment to attend meetings, communicate and explain information to staff and in turn listen to staff.


	Management Team

Section Heads



	
	Continue to build capacity and functionality of Intranet, making sure it is up to date and accessible to all members of staff.


	IEG Project Manager

Management Team

Section Heads

	
	Continue to send information newsletters/ bulletins to all members of staff, and explore/develop methods of communicating effectively with outposted staff.


	Chief Executive

Management Team

	
	Improve interdepartmental communication to break down perceived developing ‘silo mentality’ by holding more interdepartmental activities, including Staff Development Days/interdepartmental working groups/In-House Meeting/ attendance at Broads Authority/committee meetings.


	Management Team

Section Heads

	Media and Public Relations
	Provide training for selected members of staff in dealing with the press and media.
	Director of Corporate Services

Training and Development Group



	Publications
	Research key audiences and evaluate whether current publications (especially the Broad Sheet and Broadcaster) provide the best mechanism for reaching these audiences, and how the Authority can get its message to a wider audience.
	Head of Information and Design

Chief Executive

Management Team

	
	All key publications to be produced in web format.
	Head of Information and Design



	Electronic Communication: Website
	Improve visual impact of the website through addition of photographic material.
	Head of Information and Design



	
	Issue guidelines for staff on writing for the website.
	Head of Information and Design

IEG Project Manager



	Corporate Identity
	Complete labelling of vehicles and staff uniforms to promote awareness of the Authority.


	Head of Information and Design

Management Team

	
	Improve awareness of the Authority by signing projects which are in progress/completed or otherwise where the Authority has spent money to carry out works on the ground.


	Management Team

Head of Information and Design

	
	Investigate the feasibility of providing signing to indicate the Authority’s Executive Area (from land and water).
	Countryside Rangers

Navigation Rangers

Management Team




	C. EMERGENCY COMMUNICATION PLAN



	Emergency Communication Plan
	An Emergency Communication Plan will be drawn up, setting out how the Authority will respond to emergencies and major incidents, and will be appended to this Strategy.
	Director of Corporate Services

Head of Navigation Strategy and Safety

Media and Publications Officer

Management Team

	C. MONITORING EFFECTIVENESS



	Internal Monitoring: Press Cuttings
	Arrange for improved dissemination of press cuttings, including setting up an area on the Intranet to store daily scanned material and providing a folder of press cuttings for visitors to view.


	IEG Project Manager

Director of Corporate Services

Press and Publications Officer

	Norfolk Citizens Panel
	Liaise with Norfolk County Council to arrange for a Broads-related questionnaire to be sent out to the Norfolk Citizens Panel in October 2006, and evaluate and report the results to members.


	Head of Information and Design

Chief Executive



	Website
	Regularly monitor the number of hits on the website and which pages are visited most frequently, and disseminate the information.


	Director of Corporate Service


APPENDIX 2

Communication Guidelines

1.
Dealing with the Media

1.1
Media are key allies. They are interested in getting a story but also in getting the story right. It is in the Authority’s interest to work with them but to ensure that this is done in a controlled, structured way as well as working to the tighter timeframe required by the media. These guidelines apply equally to emergency and routine requests.

(1)
Remain polite and helpful, but do not give information on or off the record.

(2)
Get the full details of the information sought, and if possible some details of the story being worked on including the deadline. Write this down.

(3)
Take a careful note of the journalist’s contact details (full name, post, publication/programme, mobile and land line numbers and email address).

(4)
Explain that you will pass these details on to the relevant person and that they will respond. Assure them that you will call them back to let them know the situation if an answer is going to take some time. 

(5)
Contact the Media and Publications Officer and relay the above information. If she is not available, contact the Head of Information and Design or your line manager. Aim to provide as much information about the situation to your colleagues as you can if it is your area of work.

(6)
A decision will be taken by the Media and Publications Officer/Chief Executive/appropriate Director/Head of Information and Design as to who will provide the information, depending on the nature of the request.

(7)
Make sure that the call is followed up. Aim for the Authority’s response to be prompt and accurate.

1.2
These guidelines apply equally to members as to officers. Details should be passed on to the Media and Publications Officer, or in her absence the Head of Information and Design, Chief Executive or a Director.

2.
Email Communication

2.1
Email is an impersonal and in some respects imperfect form of communication and there are therefore some messages which it is not appropriate to send via email. This applies in particular to matters of a sensitive or contentious nature, especially where some criticism of the recipient is intended or where the recipient is likely to be disappointed or upset by the outcome. In such cases it is advised that face to face communication be used if at all possible.

2.2
It is worth bearing the following in mind when sending emails:

· only send a message you would be happy to say face to face;

· if possible never send confidential information by email;

· never send an email in the heat of the moment – it is better to wait, reflect and check the tone and content before you press ‘send’;

· important decisions should be communicated or confirmed by letter;

· choose your words carefully – emails (internal or external) can be libellous; and

· avoid using block capitals – they are the email equivalent of shouting.

3.
Written Communication

3.1
Despite the increase in the use of electronic communication, it is still appropriate in some instances to correspond by letter. This applies when:

· the correspondent has written in by letter and clearly expects a reply through the same medium;

· the letter appends bulky attachments which it would be unreasonable to expect the recipient to download; or

· the letter is one of a formal nature, for example incorporating details of a contractual nature or relating to a formal complaint or dispute.

3.2
All letters should be drawn up in accordance with the standard template which has been circulated. They should be signed at the appropriate level by the officer dealing with the issue, and should at all times be courteous, professional and not unnecessarily lengthy.

3.3
The following guidelines apply in certain instances:

· all letters to Government Ministers or MPs (unless they are of a very routine nature) must be cleared in advance with the Chief Executive or appropriate Director; and

· all letters to the Environment Agency and/or BESL about the Broadland Flood Alleviation Strategy must be sent out in the name of or discussed in advance with the Broads Projects Coordinator, or in his absence the Director of Waterways.

4.
Telephone Communication

4.1
Many people make their first contact with the Authority by phone, and officers spend significant amounts of time talking on the phone, whether to clients, colleagues, suppliers or partners. It is vital to the Authority’s success therefore that its staff use the phone effectively.

4.2
First impressions are particularly important as 90% of people form 90% of their lasting impression in the first 90 seconds! Give a friendly greeting and introduce yourself. Find out the caller’s name. Speak at a slightly slower rate than normal; a measured pace is more likely to keep things clear and avoid misunderstandings. Avoid using jargon and do not try to blind people with science!

4.3
In dealing with difficult callers it is good practice to:

· let them ‘blow off steam’ if necessary before attempting to deal with their problem;

· don’t take things personally and try not to become defensive;

· sympathise – even if the problem is not your own fault you may be able to calm a situation by telling the caller you understand and sympathise;

· work through a system process:

· build rapport;

· get the facts;

· discuss solutions; and

· if possible agree an action;

· stay in control – if the caller strays gently bring them back to the point;

· be assertive; and

· wrap up the call firmly but politely. Always say goodbye.
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