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 The Broads, Identity and Reputation: Implementation

 Report by Chief Executive

 

	Summary: 
This paper sets out the next stage in the implementation of the Authority’s work on branding.

Recommendations:
(i) The Authority commissions Mr Simon Anholt to take forward the branding exercise as outlined in this report at a cost of £8,750.

(ii) The Authority thanks the members of the Group in advance for their contribution to this work.


1. 
Background

1.1
At the end of April 2005 the Authority held a Branding Masterclass for key decision makers in the local area.  23 people attended the event which was run by Simon Anholt who lives locally and has an international reputation as an advisor to governments, ministries, civil services and NGOs on the branding aspects of public diplomacy, economic development, public affairs, cultural relations and trade, tourism and export promotion.  The event stirred a great deal of excitement and in May 2005 the Authority commissioned Mr Anholt to take forward the work.  The findings were presented to the Broads Authority at its meeting at the end of March when it was agreed that a “a small group of opinion formers would be brought together to lead the project.”  This was followed by the publication of “The Broads, Identity and Reputation” in April of this year.  200 copies were printed and distributed to key individuals and has attracted a great deal of interest.  The Group of opinion formers has been brought together and this report sets out the role that they are asked to play and the costs associated with it.

2. 
Creating and Implementing the Strategy

2.1
The next stage of the process is to develop the Brand Strategy.  This is the road-map which shows us:

· how the Broads is perceived today; 

· how this conditions people’s behaviour towards it;

· what has created this perception, and what sustains it;

· how people will need to perceive the Broads in the future if we want their behaviour towards it to change positively;

· how the Broads needs to change in order to justify this change in perception; and

· how we are going to ensure that the change in people’s perceptions keeps pace with the change in the Broads.

2.2
A Brand Strategy Board is to be responsible for setting the brand strategy. 

2.3
Mr Anholt’s recommendation is that the members of the Brand Strategy Board must be high-level decision makers; capable of working together to achieve a common aim despite likely differences in agenda; highly respected and with real influence both within the Broads and beyond and, under the right circumstances and using the right methdologies, working creatively together to produce a strategy which is inspiring, visionary and innovative rather than just economically, socially, environmentally or politically correct. 

2.4
The Strategy Board should include a Brand Champion, an important figure, who ultimately comes to personify the Broads and acts as the area’s ambassador. This person should combine authority, respect, influence, charisma, integrity, fairness and media-friendliness. Since attaching the fate of the area so explicitly to a single person carries risks which are proportionate to its benefits, it is essential that the individual should be personally and professionally beyond reproach and ideally have no personal stake in any single commercial interest within the area.
2.5
The Board should consist of no more than eight or nine people, who, as far as possible, are representative of the main stakeholder groups in the Broads (local authorities, conservation bodies, private landowners, boat hire industry, etc). BUT the small group does not mean that the process will be undemocratic; anything and everything of any importance that is developed will in due course be discussed and debated with all Authority members and beyond. As members will appreciate it is far more effective to use a small group to create a draft strategy and then share it with a wider group, rather than try to use a wider group to build the strategy. 
2.6
Following a meeting between the Chairman of the Authority, the Chief Executive and Simon Anholt, a number of individuals were invited to join the Group and all have accepted.  Sheelin Knollys, former Chairman of the Authority has agreed to be the Brand Champion and the Group comprises the following:

Alison Bramwell, Area Manager, Environment Agency;

Henry Cator, Building Partnerships;

Hugh Crossley, Somerleyton Estate;

Peter Griffiths, Regional Director, National Trust;

Mary Haines, Director, Haines Marine;

Sheelin Knollys, former Chairman of the Broads Authority and IWAAC;

Richard Packham, Chief Executive, Great Yarmouth Borough Council; and

Richard Powell, Regional Director, RSPB

together with the Chairman and Chief Executive of the Authority.  The Group held a productive first meeting on 7 September and has scheduled a second meeting for the middle of October.

2.7
The Group is not exclusive and others will be brought into give advice and support as and when required.

3
Financial Implications

3.1 
The first element of the project cost approximately £22,000.  The estimate cost for the next stage is approximately £9,250, comprising  £8,750 for Mr Anholt’s work (leading 5 half-day meetings to develop the strategy plus a couple of half-days preparation and desk work in between) plus £500 ancillary costs such as the hire of appropriate meeting spaces.  This can be funded from savings within this year’s General Account.
4 
Conclusions

4.1 
This is a long-term commitment by the Authority to managing the identity and reputation of the Broads for the benefit of those who live and work in the area and enjoy visiting it. The Authority is fortunate that a Group of is willing to give their time to the venture. Following completion of the Strategy early next year the next steps will be to work on communicating the strategy within the region, choosing projects to support and brainstorming new projects.
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