	PART 1

(OPEN TO THE PUBLIC)
	ITEM NO.


REPORT OF: Director of Marketing and Communications


TO: Lead Member (Customer and Support Services) and Leader of the Council

TITLE:
Strategic Marketing Budget


RECOMMENDATIONS:

That resources be allocated as per report.

EXECUTIVE SUMMARY:

 £675k allocated to corporate strategic marketing within 2005/06 budget.

 Funding is split across activities to build the profile and change perceptions of the city, develop tourism products and build better market and customer understanding.

 £150k required to kick-start activity between now and end of financial year 03-04.
BACKGROUND DOCUMENTS:

· City Council Corporate Marketing Strategy

· City-wide Marketing Strategy

· Marketing Strategy and Operations Report

· Citizen’s panel report
ASSESSMENT OF RISK:

HIGH - Without dedicated resource to develop these strategies and activities, the progress made and momentum created to date on the city-wide rebranding and council change project is under threat. To deliver on the objective of creating a corporate marketing function with a strategic role and focus, it is essential that the above funding is put into place. If not, then the exercise will be seen as merely a new management arrangement of existing processes and not a tangible change – which itself is the opposite to our brand positioning.

SOURCE OF FUNDING:

?

LEGAL IMPLICATIONS:

NONE

FINANCIAL ADVICE:

Provided by Alan Westwood

CUSTOMER SERVICES IMPLICATIONS:

Potential use of corporate call centre to facilitate datacapture and enquiry response handling

CONTACT OFFICER:

Simon Malcolm x2550

WARD(S) TO WHICH REPORT RELATE(S):

All

KEY COUNCIL POLICIES:

Cabinet priority to raise the profile of the city

DETAILS: 

In line with the establishment of a corporate marketing team, council corporate marketing strategy and city-wide marketing strategy, resources of £675k have been identified in the 05/06 budget to develop and implement the various activities outlined in previous reports.

Going forward it is envisaged that a zero-based budget planning process is adopted whereby marketing spend is built up in line with corporate priorities. This would mean a variable marketing budget dependent on corporate strategy.

There is an expectation that support will be given by partners on city-wide initiatives plus directorates where initiatives deliver relevant KPIs. There may also be opportunities for streams such as HMRF, NRF, PSA, SRB etc. to support the work. In fact, the creation of an LSP Marketing Forum is designed to aid specifically the funding of marketing activity.

Support for this approach (and the aforementioned strategies) has been gained within the Directors’ Team and via the LSP Marketing Forum, a city-wide partner group established to facilitate this work.

The spend will feed largely into the 2005/06 fiscal period, but we need to commit before the start of the next financial year to kick-start activity over the next six months. This spend is in the region of £100-150k.

Set out below are the activities proposed under this budget (please see attached City-Wide Marketing Strategy and City Council Marketing Strategy for more detail):

Campaigns

· Build Awareness/Change Perceptions

£200k

Comprises high-profile campaign to reposition Salford in the minds of key audiences. Costs include creative and media plus results measurement.

· Industrial Heritage




£100k (tourism marketing)

Develop materials, products and communications to highlight tourism proposition of the city. 

Events

· Triathlon





£150k (marketing only)

Develop marketing/sponsorship strategy to grow audience attendance.

· Culture Festival




£75k (marketing only)

Build second key council-initiated event for the city to build profile and attract visitors.

Materials

· Visitor/Tourism collateral



£50k

Produce materials in support of inward visitor activity, TICs etc.

· City-wide branding roll out


£50k

Produce materials to build awareness and profile of new council corporate identity and the city-wide branding device.

Research

· Customer Panel




£50k

Create primary research channel to inform corporate and marketing strategy and measure effectiveness of spend.
· TOTAL





£675k

CONCLUSION
The strategies and activities proposed clearly fit with the corporate agendas of:

· Developing a clear identity for the city

· Changing perceptions of the city

· Developing strategic, corporate marketing capacity within council

· Managing our media profile

c:\joan\specimen new report format.doc


