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Agency Board Meeting  
28 November 2017 

 

Board Report Number: SEPA 39/17 
 

 
Developing a Fresh Approach to Communications and Marketing 

CLEARER  I  STRONGER  I  INNOVATIVE  I  COLLABORATIVE 

 
 
Summary: 
 
 

In October 2017 the Board was provided with an overview and an 
opportunity to provide views on the development of a fresh 
Communications and Marketing Strategy (2017 – 2022). This paper 
provides an update on work to progress the Strategy. A presentation 
will be given at the meeting on a proposed corporate narrative, as an 
integral part of the Strategy. Views will also be sought from the Board 
on whether or not additional insight research should be carried out.  
 

Risks: The development of an effective Communications and Marketing 
Strategy is integral to SEPA's reputation management and the 
management of associated risks. 
 

Resource and 
Staffing 
Implications: 

The Communications and Marketing Strategy will enable more 
effective targeting of SEPA's communications effort. A fresh approach 
will be adopted to communications activity, moving from partly 
generalist teams to agile discipline specialists collaborating around 
campaigns and outcomes. Detailed proposals for a revised structure 
for SEPA’s Communications & Marketing function will be taken to the 
Agency Management Team for consideration in December 2017. 
 

Equalities: 
 

Equalities will be a key consideration in the implementation of the 
Strategy. 
 

Environmental and 
Carbon Impact: 
 

The Strategy will enable more effective delivery of SEPA's Strategic 
Outcomes. 
 

Purpose and 
audience of the 
report: 
 

This paper is to support Board consideration of a Communications & 
Marketing Strategy. 
Agency Board 

Report Author: 
 

Martin Grey, Head of Communications & Marketing 
Jo Green, Chief Officer, Performance & Innovation 

 
Appendices: 

 
None 
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Developing a Fresh Approach to Communications and Marketing 
 

CLEARER / STRONGER / INNNOVATIVE / COLLABORATIVE 
 
 
1. Introduction 
 
1.1 In June 2017, the Chief Officer, Performance & Innovation, provided the Board with 

an update on an approach to developing a communications strategy. 
 
1.2 SEPA’s Head of Communications & Marketing, Martin Grey, joined the organisation in 

September 2017 and, as agreed by the Board, is now driving the delivery of a fresh 
approach to communications and marketing, focused around a new Communications 
and Marketing Strategy (2017 – 2022). 

 
1.3 In October 2017 the Board was provided with an overview and an opportunity to 

provide views on the development of a fresh Communications and Marketing Strategy 
(2017 – 2022).  This paper provides an update on work to progress the Strategy.  A 
presentation will be given at the meeting on a proposed corporate narrative, as an 
integral part of the Strategy.  Views will also be sought from the Board on whether or 
not additional insight research should be carried out. 

 
 
2. Background 
 
2.1 STRATEGIC CONTEXT 
 
2.1.1 The report confirmed the strategic context for the development of the strategy, 

including SEPA’s Corporate Plan (2017-2022) which sets out the organisation’s 
statutory purpose, its ambitions and objectives for the period, how it will go about 
achieving them and the measures it will use to report on performance. 

 
2.1.2 The report reflected that the Communications and Marketing Strategy (2017-2022) 

will directly support our Strategic Outcomes: 
 

 Scotland is thriving in a low-carbon world. 

 Scottish Businesses are prospering from better environmental performance. 

 The impact of flooding is reducing. 

 People benefit from Scotland’s Improving environment. 
 
2.1.3 The Corporate Plan (2017-2022) states that ‘SEPA is responsible for delivering two 

core services - regulation and flood risk management’.  As such, the Communications 
and Marketing Strategy will focus directly on supporting the effective delivery of these 
services. 

 
2.1.4 In addition to the Corporate Plan (2017-2022), SEPA sets out each year, its Annual 

Operating Plan. 
 
2.1.5 The report indicated that the Communications and Marketing Strategy will also speak 

directly to SEPA’s Organisational Characteristics, noting that all six have 
communication at their core. 

 
2.1.6 The report advised that the strategy will do so by defining clear objectives, Strategic 

Outcomes and performance indicators against which progress can be measured. 
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2.2 A FRESH OBJECTIVE FOR COMMUNICATIONS: 
 
2.2.1 The October report noted that SEPA is currently developing a new Communications 

and Marketing Strategy (2017-2022) to align with the Corporate Plan.   
 
2.2.2 The Communications and Marketing Strategy aims to set a fresh objective: 
 

 Communications and marketing should seek to inspire confidence in SEPA, its 
strategy, services and people through clear, consistent and engaging interactive 
communications. 
 

2.2.3 It should seek to do so through a fresh approach to communications that is clearer, 
stronger, innovative and collaborative. 

 
2.2.4 The report noted the recommendation of the September 2015 Internal Audit Report of 

External Communications which, whilst recognising areas of best practice, made a 
number of recommendation including an evidence-based approach to 
communications, to stakeholder mapping, to governance of external communications 
and management of reputational risk. 

 
2.3 A FRESH APPROACH TO EVIDENCE BASED COMMUNICATION: 
 
2.3.1 The Communications and Marketing Strategy will adopt a fresh approach to evidence 

based communication, in-line with professional best practice and recognising the 
recommendations of the Internal Audit Report of 2015/16. 

 
2.3.2 The development of the strategy has identified insight evidence in the following areas: 
 

AREA: SUPPORTING EVIDENCE: 

 Brand, marketing and campaigns.  Edelman Research. 

 SEPA products and services.  Floodline Research. 

 SE Web Research. 

 NetRegs Research. 

 Change, internal communications 
and employee engagement. 

 Staff Survey. 

 Public affairs, political and elected 
member engagement. 

 MSP Survey. 

 Digital Communications.  Digital User Experience 
Research. 

 Edelman Research. 

 
2.3.3 Further to the October Board, additional insight has now been commissioned in the 

following areas: 
 

 Public Attitudes Research to Incident Response. 

 Media Attitudes Research. 
 
2.3.4 The above live research is scheduled for completion in early December 2017.  The 

research will be utilised to inform the development of the Communications & 
Marketing Strategy for further consideration at the December Board. 

 
2.3.5 As indicated, further insight evidence will be developed to support the Annual 

Communications & Marketing Plan, including the following: 
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 Sector plan stakeholder mapping. 

 Sector plan stakeholder perceptions audit. 
 

2.4 A FRESH APPROACH TO OUR CORPORATE NARRATIVE: 
 
2.4.1 As outlined above, whilst the strategic context for a corporate narrative can be found 

within SEPA’s Corporate Plan (2017-2022), it’s Strategic Outcomes, Annual 
Operating Plan and Organisational Characteristics, the organisation has no current 
defined narrative. 

 
2.4.2 A simple, effective narrative can be a powerful tool in driving clarity and confidence 

amongst an organisation’s internal and external stakeholders.   
 
2.4.3 As such, as an integral component to the development of the Communications and 

Marketing Strategy (2017-2022), a draft corporate narrative (messaging house) has 
been developed following engagement with SEPA’s Chief Executive and some of the 
members of the Agency Management Team.  This draft proposed corporate narrative 
will be presented for discussion at the November Agency Board meeting. 

 
2.4.4 Following consideration by the Agency Board, the corporate overarching narrative will 

be developed for application to the full range of stakeholder groups identified in the 
emerging Communications and Marketing Strategy. 

 

 
 
2.5 A FRESH APPROACH TO CORPORATE COMMUNICATIONS: 
 
2.5.1 As outlined in the October report to the Board, supporting the delivery of the 

Corporate Plan (2017-2022) and the Annual Operation Plan, SEPA has a number of 
teams who deliver communications activity: 

 

TEAMS: 

Communications 
and Marketing 

Flooding 
Communications 

SEPA 
Contact 
Centre 

Scotland’s 
Environment 
Web 

NetRegs Vibes 

 
 
2.5.2 As also indicated, to effectively support the delivery of the Corporate Plan, a fresh 

approach will be adopted to communications activity, moving from partly generalist 
teams to agile discipline specialists collaborating around campaigns and outcomes.  
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2.5.3 Working to a Communications & Marketing Strategy (2017-2022) and Annual 
Communications and Marketing Plans, the new structured approach to 
communications at SEPA will better reflect established best professional practice. 

 

FUNCTION: 

COMMUNICATIONS & MARKETING STRATEGY (2017-2022) 

ANNUAL COMMUNICATIONS & MARKETING PLAN 

BRAND, 
MARKETING 
& 
CAMPAIGNS 

EMPLOYEE 
ENGAGEMENT 

MEDIA 
RELATIONS 

PUBLIC 
AFFAIRS 

DIGITAL COMMUNITY 
RELATIONS 

MEASUREMENT & EVALUATION 

BY-MONTHLY BOARD REPORTING 

MONTHLY AMT REPORTING 

 
2.5.4  Detailed proposals for a revised structure for SEPA’s Communications & Marketing 

function will be taken to the Agency Management Team for consideration in 
December 2017. 

 
2.6 NEXT STEPS: 
 
2.6.1 The next steps in development of the Strategy will be directly informed by the 

November Board session. The insights research is currently planned for completion in 
early December. It is anticipated that there will be a further session with the Board in 
December to consider the results of this research and to further develop the Strategy. 
 

 
3. Recommendations 
 
3.1 AREAS FOR DISCUSSION: 
 
3.1.1 The Agency Board is asked to note the update and provide views on: 
 

 Whether further insights research would better inform evidence based 
communication in the development of the Communications & Marketing 
Strategy (2017-2022). 
 
 

 Whether the draft proposed corporate narrative, reflects SEPA’s Statutory 
Purpose, SEPA’s Corporate Plan (2017-2022), its Strategic Outcomes, Annual 
Operating Plan and Organisational Characteristics. 

  
 
 
Martin Grey, Head of Communications & Marketing 
Jo Green, Chief Officer, Performance & Innovation 
 
20 November 2017 
 


