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	Summary:
This paper outlines the concepts on branding developed for the Broads in a report by Simon Anholt. It highlights the recent internal work to take the ideas of a strong brand for the Broads forward and the likely benefits coming from a consistent and positive brand. There is some guidance on what concepts could fall within the brand along with recognition of the need to work with particular interests to share and agree what the brand should encompass. It ends with some suggested simple steps to take in the short term that would help develop an agreed and consistent brand.


1
Background

1.1
Branding is the concept of creating an overall feeling about (in our case) an area – the sights and sounds that capture the essence of the area. It is much more than a logo and may never be adequately reflected in words because of the strength of images in the human mind and as it also relates to feelings and culture. Think of Lindisfarne and you pull into your mind so much more than a lump of rock off the Northumberland coast. It is likely that the control of a brand for an area does not rest with any single entity – and there will always be personal reflections and associations with an area that will create a personal brand that may differ from the consensus.  However, it should be possible to build a commonality of feeling about what The Broads is all about  and what we want it to be (though this is sometimes more easily defined by what it is not).The branding can then start to become more self-reinforcing as people come across a consistency of words, images and portrayal.
1.2
Ground breaking work by Maslow in the 1950s identified his ‘hierarchy of needs’ which suggested that people need to feel secure and safe through understanding the basics and boundaries before they can move onto higher ideals of new experiences and understanding. If people are able to place the area within their framework of expectations they are more likely to be comfortable and open to experiences. They will approach the area with a mindset that can help guide their behaviour.  If the branding aspects come from a variety of sources it is strengthened and becomes congruent.  A consistent approach is very valuable therefore in creating the brand.  
1.3
The brand should help place the area in people’s mind and portray a feeling that will make them want to be part of it. This might be in terms of: 
· visitors wanting to experience it; 
· investors seeing a future for the area; 
· behaviour, with people wanting to contribute to the care and conservation of the area; and
· those with power and responsibility being clear about what direction to take for its future.  
1.4
That should help residents, businesses, land and water managers, visitors – in fact the majority of the stakeholders in the area.  
1.5
The Broads brand has been developing over time – with various interventions by the private and public sectors. This report, and the suggested actions, could be said not to be great innovations.  They are merely relating to the work that has gone on in the past promote the Broads. The report does however try to convey that identifying the positive aspects of the brand; encouraging people to strengthen those aspects and applying a consistent approach between as many influencers as possible should bring material benefits to the area in terms of a sustainable approach – social, economic and environmental returns. 
1.6
Some aspects of the brand being drawn out below could however be seen as negative. Whilst holidaymakers returning to the Broads for the twentieth year in a row for more of the same will be happy, what about those visitors who wish to experience something new, or businesses that want to offer something different? What about the inevitable change that is happening all around us and, through the impacts of global warming, may require substantial re-thinking about what is possible and appropriate? 
1.7
Of course not every part of the Broads will fit a simple brand even if we wanted it to. From roadside litter, to the steam stack of Cantley, from the derelict riverside hulk to pockets of poverty, there will be incongruous aspects. With a strong brand these are more likely to become a spur to prompt attention rather than a failure that destroys the brand.
1.8
The branding for the Broads therefore has to be:
· wide enough not to stifle;
· good enough to continue to draw in support;
· flexible enough to accommodate change; 
· supportive of development and conservation; 
· able to mean something for residents and visitors; and 
· championed by those with power and responsibility.
2
What are the principles of the brand? 

2.1 
The original work by Simon Anholt developed the need for the brand and the ways it could be portrayed and developed. In September he produced a matrix to guide the next steps. His preamble was:
“Creating a more competitive identity for the Broads is a re-balancing act. The region seems to be associated in people’s minds with some unhelpful and inaccurate ‘personality traits’ that are standing in the way of its prosperity.
So we must do whatever is within our power to prove that these traits are out-of-date, irrelevant, or wrong. 
We will do this by identifying, stimulating, promoting and championing whatever is going on in the Broads that best showcases the opposite qualities. 
The events, people, projects, innovations, investments and other stories that we select should tick as many as possible of the nine boxes in the following chart. 
Each row on the chart shows the old perception, the new perception, and a quality which can prove that the new perception is more accurate than the old one.”
	Old perception
	New perception
	Proof

	Local
	Global
	Connected

	Past
	Future
	Cutting-edge 

	Artificial
	Natural
	Wild

	Marginal
	Central
	Important

	Common
	Special
	High quality

	Distraction
	Cure for Souls
	Therapeutic

	Familiar
	Exotic
	Biodiversity

	Dull
	Vibrant
	Cultural

	Robust
	Fragile
	Sensitive


2.2  
Further work through an in-house working group has tried to develop these ideas into some form of description of the brand. Under-pinning the whole belief was the vision from the Broads Plan 2004. This vision came about through extensive consultation and sought to reflect the aspirations for the many stakeholders in the Broads on how the area should be in the future.   This vision may need refreshing through the 2009/10 proposed Broads Plan review to reflect current language or changing factors like the global warming challenges, and it may need simplifying to get more popular support but is a vital touchstone for this process.
2.3  
In many ways the Broads brand has been portrayed by the new DVD created to go onto the tourism web site. However, some of the words trying to portray the brand that will help the Broads could be:
· Space, big views, peace, tranquillity, a welcome slowness. 

· Iconic images of traditional Broads aspects – wherries, windmills, thatch, wetland wildlife, heritage.
· Lifestyle images – families, friendly, choices, welcoming, time to do things, relaxation, affordable, quality, inclusive.
· Green, sustainable, aware of modern issues, responsible.
· All seasons, good weather, alive, local, variety. 

· Unique and special; joining the ranks of other special places across the globe.
3
How can the brand be built?

3.1
A brand will build itself by the location and activities within it. However it should be possible to influence the process by being proactive in certain areas and conscious of it in all that is produced and portrayed by key organisations. There are therefore a range of steps that could be taken.

3.2
Champions
3.2.1
Certain individuals can have a greater influence on proceedings than others primarily due to either their position or their style of communication. It should be possible to identify a number of people external to the Broads Authority who would be willing to act as champions/ ambassadors for the Broads. They could be proactive (seeking opportunities to make the case) or reactive (always portraying the positive brand whenever informing or influencing people). 
3.2.2
It is also sensible to ensure there are ‘internal champions’ - members and staff from the Broads Authority and its various ‘forums’ with the appropriate skills and understanding – who would promote the brand amongst peers, at meetings and gatherings. Again there would be elements of reactive and proactive approaches. 
3.3
Information and interpretation
3.3.1
A large influence in setting the brand are the publications – be they from official sources such as the Authority or from private sources. This would be across the range of production from leaflets to posters, from web sites to books. It would be possible to establish specific guidance seeking to control matters or it could be influenced by ensuring communication leaders took a suitable overview which is more likely to be realistic. 

3.3.2
There are however a series of subtle ways in which the brand might be portrayed. For example, the snippets of film used to back a television news item about the Broads; the response to customers at Broads establishments; the style and level of intervention from those regulating activity in the area. These are much harder to influence. They may require specific, and careful, intervention once spotted or they might be more effectively altered by the strength of the brand image around (e.g. the television news editor not feeling the background footage was up to date / chimed with people’s current perceptions).
3.4
Involvement
3.4.1
The brand is likely to be influenced by people’s attitude. Therefore if people are involved with one of the brand ‘guiders’ (e.g. volunteers with the Broads Authority, business people on a Tourism Forum training day) they will hopefully become more acquainted with the brand concepts and in their dealings portray the brand more strongly. 

3.4.2
Involvement can also be through events – from ranger led activities to formal Broads Authority meetings. Of course there are a significant number of events run by a wide variety of organisations away from the Authority and there is no way these can be controlled. However through influencing, providing support and drawing attention to high quality events more activities could over time be seen as supporting the brand. (For example a social event supported by a sailing club that helped promote a range of activities to do in the Broads, used local food, avoided disposable materials and recycled what it could, was timed to avoid disturbing breeding wildlife and was actively socially inclusive would clearly support the brand and be worthy of particular promotional attention.)
3.5
Support
3.5.1
Many communicators will already be working in this direction. Their enthusiasm and best practice could be shared. Good examples of brand support could be copied. An annual workshop may make it easy to do such things.
3.6
Monitoring and feedback
3.6.1
The process of developing the brand will require monitoring and feedback. Progress will best be recognised by comparison over period of time (e.g. the style of newspaper reports at 3-5 year intervals) and the evaluation of trends (e.g. the growing number of eating establishments achieving the Broads Quality Charter).  It would be possible to established some qualitative data (e.g. through an annual questionnaire) though at a noticeable cost. 

4
The next steps

4.1
Sharing, listening and improving
4.1.1
The Broads branding will continue and this is but a period of reflection to see if we can do anything better to improve matters for businesses and operations in the area. It will be very important to share these thoughts with others, gather in their perceptions and refine the concepts.  This paper to the Broads Forum is the start of that process. Other vital groupings would be the Broads Tourism Forum and local authority tourism set ups. In due course it will be valuable to share with other relevant groups and local stakeholders likely to hold views or play a part in shaping people’s perceptions. 

4.2
Recognising existing actions and successes
4.2.1
It is also important to recognise and celebrate good work already going on. This needs to be built on rather than glossed over and shared with others. By focussing attention on positives the brand will be reinforced. It will be important to create a success for others to join rather than reinforce a failure for others to knock. 
4.3
Principles to Follow
4.3.1
There are a series of principles that will perhaps guide the next steps. These could be:
· Proactive rather than just reactive
· Positive not negative

· Keep simple

· Seek involvement

· Motivation not coercion

· Integrate

· Across sectors

· Retain consistency but allow for development

· Prioritise and target

· Step by step but do not forget the whole

· Local to start with

5
Short term steps/quick win ideas
5.1
Paper/discussion with key stakeholder groups – Broads Tourism Forum; Local Authority Tourism officers and structures are obvious starting points. 
5.2
Workshop for possible external champions to test concepts and start to develop ideas and ways of working. May need external branding expertise/facilitation? – late April?
5.3
Seek guidance and support from Broads Authority – 8 May meeting
5.4
Test learning so far through a ‘citizens panel’ – late May; or via some material in each of the visitor centres to reach locals and visitors over the summer. 
5.5
Pre planned programme of press releases and media articles over 12 months specifically designed to support the brand
5.6
Annual photographic competition with local sponsor developed for 2010 and linked to visitor web information.
5.7
Develop a short programme of events to attend from Autumn 2009 for the next year where a particular effort will go into getting across strong brand messages. This might include the Norfolk / Suffolk shows or might involve developing a Broads event to be held outside the Forum in Norwich City Centre in June 2010. 

6
Conclusions

6.1
A brand can be seen as a very nebulous idea that is more easily defined by the negatives – ‘what doesn’t fit the brand’. However agreeing the broad facets that you want people to associate with the Broads and consistently taking a positive approach to portraying them should bring benefits to the economy, society and the environment. Forum members are invited to contribute to the debate about ways of taking the ideas around a brand for the Broads forward.
SH/RG/rpt/bf120209 /Page 6 of 7/270109

