2 SUFFOLK
A ECONOMY

Agenda Item 4 - Suffolk Economy Communications Update

Purpose: To update the Board on the ongoing delivery and development of the Suffolk
Economy communications and marketing strategy and board engagement plan, invite
feedback, and set out how the Business Board can support its delivery.

The board is invited to:

e Note the development of the existing communications plan and channels.

e Endorse the proposed communications and marketing goals and Board
Engagement Plan.

e Provide input on any additional areas of opportunity to include within our
strategy or Board Engagement Plan

Context: This work builds on the existing Communications and Marketing Plan and the
initial Board Toolkit, providing a more developed and long-term approach to promoting
the Suffolk Economy through our communications and engagement channels.

Strategy Development

We have developed the existing communications and marketing plan into a more
comprehensive strategy, setting out the goals underpinning all of Suffolk Economy
communications work, key messages and audience groups, and the tools that we will
use to reach those goals.

The strategy is underpinned by one key mission: Suffolk Economy’s unique strengths
and attributes are instantly recognisable, and acknowledged by businesses,
investors and government - driving growth across Suffolk.

This is supported by three strategic goals:

1. Attract Investment and Skills — Grow recognition of Suffolk as a prime location
for investment, innovation, and long-term career development.

2. Mobilise Advocates Under a Clear Brand Identity — Build a clear and authentic
Suffolk Economy identity. Empower our advocates, including Suffolk Business
Board members and wider partners, to amplify and extend our influence.

3. Showcase Suffolk’s Unique Strengths — Create a clear and compelling
narrative that showcases Suffolk’s unique strengths, sector leadership and
innovation.



Each goal has been mapped to an accompanying workstream, giving clear direction
and purpose for our communications and marketing activity, as well as short-term
actions and outcome measures.

Delivery of this activity will be the responsibility of the Suffolk Economy team, whose
role will involve leading on delivery of the communications and marketing strategy,
developing and managing communications and marketing channels, developing
content, coordinating activity, and providing tools and resources for our advocates.

Board Engagement

The Board Engagement Plan supports the Business Board in acting as visible advocates
for the Suffolk Economy. It provides the structure, tools and touchpoints needed to
enable Board members to actively promote Suffolk’s strengths and engage their wider
networks.

It covers the following key areas:

e Opportunities for the Board to support Suffolk Economy comms and
marketing goals — we have mapped the three strategic goals against different
Board activities, to clarify opportunities that the board have to support the
communications and marketing goals.

e A clear mechanism for the Suffolk Economy team to feedback to the
Business Board, including monthly communications updates with a summary
of recent performance and upcoming activity, and fortnightly check-in emails
with key activity and dates for board members to be aware of. Monthly updates
will demonstrate progress in key areas such as follower growth, media coverage
and presence at events, and pull out the key areas of impact.

e A clear mechanism for Business Board members to share relevant
information with the Suffolk Economy team, such as contact you have had
with local businesses and attendance at events. To support this, we will provide
a clear outline of the type of activity to share with our team, and the channels for
sharing this. Catch-up meetings will be scheduled between individual board
members and the Communications and Engagement Officer on a regular or
semi-regular basis to facilitate information sharing.

e Tools to support Board members in their role as Suffolk Economy advocates.
The Business Board Toolkit is being refreshed to include updated messaging,
aligned with our current goals and workplan.

e The Suffolk Showcase toolkit will be available mid early October and will
provide an additional suite of communications resources. This willinclude
presentation slides and factsheets with information about the Suffolk Economic



sectors, a business card that directs people to the Suffolk Economy website and
communications channels, and a range of branded marketing templates.

e A structured programme of thought leadership content, including the Talking
Heads series featuring interviews with Business Board Members and other local
business leaders. Board members are invited to put themselves forwards for
filming or share suggestions of suitable organisations/individuals to spotlight.

e A structured programme of regular networking events, which bring board
members together with local business leaders.

Stakeholder mapping

We have begun a structured stakeholder mapping process to identify, categorise, and
prioritise the audiences most critical to Suffolk’s economic ambitions.

The process focuses on mapping stakeholders across government, business, investors,
and sector clusters, understanding their current level of engagement and influence,
and prioritising activity using an influence and interest matrix which sorts stakeholders
into the following categories: actively engage, keep satisfied, keep informed, monitor.

This mapping exercise will overlap with the board engagement work outlined above,
giving us a more macro-level view of our key audiences and opportunities.

Board members will be invited to contribute to stakeholder mapping by identifying key
contacts and relationships within their networks.

Developing our communications channels

Work is underway to develop Suffolk Economy communications channels, to ensure
they are offering a strong platform for delivering our communications and marketing
goals:

e Asocial media development planis now in place, focusing on audience growth
and brand identity. Since beginning to implement the plan at the start of August,
our LinkedIn following has grown by 24% (+105 followers).

The next phase of the plan includes analysing our audience and targeting growth
within key sectors and demographics. In the short term we will continue to use
Linkedln as the social media hub for Suffolk Economy activity, however in the
long term we will also look at opportunities to expand to other channels.



e We are working with the central Suffolk County Council communications team
to develop a media strategy, including developing relationships with key media
contacts within local press and trade press.

Media relations are handled centrally by SCC comms team, but we have
autonomy in drafting content, developing relationships and ensuring that the
Business Board is considered by press contacts as a source for quotes and
information.

e Anewsletter development planis in place to grow the audience for our email
newsletter and ensure we are providing engaging and relevant content for our
stakeholders. The next newsletter is due to go out in the last week of September.

Calls to action for the Board

e Use the refreshed Board Engagement Toolkit to actively promote Suffolk’s
strengths and aligh messaging with our shared goals.

e Share relevant business intelligence with the Suffolk Economy team (e.g.
contacts, event attendance, local business engagement).

e Participate in thought leadership content, such as filming for the Talking
Heads series, and propose others to do the same.

e Engage with monthly and fortnightly communications updates to stay
informed of upcoming activity and amplify content via your own networks.

e Support stakeholder mapping by suggesting key contacts, organisations or
networks that should be included.

e Champion Suffolk Economy’s digital presence by following, engaging with and
sharing LinkedIn content to help drive audience growth.

e Attend events to raise our profile and network with key stakeholders and
inform the Suffolk Economy team of additional event/speaking opportunities.

The board is invited to:

e Note the development of the existing communications plan and channels.

e Endorse the proposed communications and marketing goals and Board
Engagement Plan.

e Provide input on any additional areas of opportunity to include within our
strategy or Board Engagement Plan



