








Report 00.433









Strategy report.doc 2000










File:  CC/1/1/1

Report to the Policy and Finance Sub-Committee

from Mike Bodnar, Section Leader, Communications     
Strategic Communications Planning

1.
Purpose

To obtain approval to evaluate the status of the Wellington Regional Council’s public profile and image, and on that basis prepare a new strategic communications plan.

2.
Background

We have, for the past year or so, concentrated on improving internal and external communication via a variety of initiatives. Some of these, such as Elements, have been executed under the General Manager’s Community Connections programme, while others have been more ad hoc.

However, the bigger issue of the WRC’s recognition and standing in the community – what it should be, where it is now, and how to bridge the gap (if any) – remains unresolved. 

We believe it’s time to build on the work of the last year and develop a new communications strategy for the 21st century, in order that communications tactics can be developed along focused and clearly identifiable guidelines.

3.
Comment

When the new Council began its term of office late in 1998, some councillors expressed concern that the council’s profile in the community was low or even non-existent.

The Community Connections initiatives (such as Elements, the use of real people in WRC double-page advertising spreads, and the internal events database OSCOR, among others) have begun to present a ‘people-oriented’ and co-ordinated face to the WRC. But while there is some anecdotal evidence that this new face has been welcomed, the WRC may well benefit from a greater ‘up-front’ promotion of its goods and services.

On this basis we suggest a new long term external communication strategy be developed.

4.
Developing a Strategy

There are three distinct stages to the development of a strategy:

1. Identification of where we want to be. This requires overall agreement on a goal. We recommend the WRC look at ways of establishing that goal, perhaps via a workshop (or series of workshops) run by an independent facilitator.

2. Identification of where we are now. That is, a survey to show how, and how well, we are perceived by the regional community.


There has been no official measurement of the WRC’s public profile since the establishment of the present Council in 1998 (in fact the last such comprehensive survey was in 1993). Any opinions of how well or otherwise we are perceived or understood publicly remain just that – opinions.


Therefore, a benchmark needs to be established in the form of a professionally undertaken survey to establish how we really are perceived in the eye of the regional community.


This survey will provide solid evidence, a foundation upon which a realistic external communications strategy can be based.


The value of such surveys to Council has been demonstrated in the past (the Stadium issue, Transmission Gully, etc). We therefore believe that investment in this basic and essential research is vital.

3. Development of the strategy. This will be based on the agreed goal (see 1. above) and the results of the survey. It will take into account the various ‘publics’ we have – that is, all the people we currently deal with – the general public, stakeholders, and so on – plus those target audiences that we should be communicating more with. Each audience will likely require a different approach. 

The development of the long term communications strategy will, we expect, take four to six months, and we recognise that there are some divisional communications requirements that may not be able to wait that long. For example, upgrading of regional parks’ signage, upgrading of the Ridewell timetables, and a review of the WRC’s publications are three projects either underway or close to proceeding. 

We recommend that existing projects continue, on the understanding that possible further change within a relatively short time may be required as a result of the final approved strategy. 

5.
Recommendation

That the report be received and the contents noted, and that the sub-committee agrees that a strategic review is warranted.
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