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PUBLIC DIPLOMACY STRATEGY
T R

| attended the meeting of the Public Diplomacy Strategy Board, in the Durbar Conference Room
of the FCO.

Sitting in the Conference Room from which presumably India was ruled in the late 19™ and early
20" century, we had an interesting discussion of what is the current stance of the UK in
presenting its public face internationally. | attach the latest version of the papers. What came
out of the discussion was a push for the focus not just to be on the respect in which the UK
wanted to be held, but also on the fact that perhaps the UK should be, to some degree, liked for
its qualities and principles. It is not that the UK knowsit all, but that it had actually something to
learn from the rest of the world. That at least was, | think, the theme that was implicit in many of

the statements.

Overall, there were some very interesting people at the event. John Elvidge represented the
Scottish Executive, and spoke with very good sense. The British Tourist Authority clearly

worked on the basis that the island of Ireland did not exist, although the rest of the meeting did
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understa.»‘;?the concept of the UK. There was an independent, John Sorrell, who clearly works
in this whole area of public diplomacy and might be a useful consultant for us if ever we thought

of looking at the Northern Ireland situation in relation to public diplomacy.

On the issue of major campaigns, of which there is a paper, the key points did seem to relate to
a need to reach out to the accession Member States of the EU, an area which presumably we
should have an interest in our inter-regional work. Science and technology in the USA was also
thought to be of importance, but the hundredth anniversary of the Entente Cordiale went down
like a lead balloon. This was even before the joys of President Chirac's intervention on the role
of NATO and Turkey last weekend. The theme however did come through of the need for us to

relate to the Moslem world.
All this points to the issue of our external relations. It is a difficult to know until we get some

more stability how much we can afford to resource, but it will not go away, and | need to

consider further with Edgar.

[s~

WILL HAIRE
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AGENDA
PUBLIC DIPLOMACY STRATEGY BOARD

11.00am Friday 7 February 2003

Foreign & Commonwealth Office, King Charles Street, London SW1
Durbar Conference Room (K123)

Item 1 Chairman’s Introductory Remarks (5 minutes)
Sir Michael Jay, Permanent Under-Secretary, FCO

Item 2 HMG Public Diplomacy Strategy (40 minutes)
Revised draft document to be circulated in advance

Item 3 Major Campaigns (30 minutes)
Discussion of:

- benefits/disadvantages of major public diplomacy campaigns
- how to ensure their effectiveness; and
- a possible future programme

Paper on issues above to be circulated in advance

(Separate update on Think UK campaign in China in 2003 also to be
circulated for information.)

Item 4 Research (30 minutes)
Discussion of collaboration on tracking and tactical research (proposal on
joined-up tactical research to be circulated in advance)

Tom Wright, British Tourist Authority, to give presentation on Project
Lion research

Iten’1 5 Public Diplomacy Fund (10 minutes)
Prospects for co-funding?

Item 6 Any Other Business / Dates of Future Meetings in 2003 (S minutes)
Chairman to confirm dates and times of next three meetings

Total time: 2 hours
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WHERE DO WE WANT TO BE?

Our aim must be to move overseas perceptions in a positive direction. We want people, in short,
to have an up to date understanding of what the UK is and where it is going. To help achieve this
we need to agree and communicate a memorable narrative about the UK and our key successes
that all organisations and individuals working in their specialist areas can use.

8 GLOBAL CONTEXT

If we are to do this effectively we need to acknowledge the difficult background in which we will be
operating over the next few years, with the challenge of radical Islam and terrorism, the
consequent primacy of security concerns and the possibility of international recession. More
generally we shall be working in an increasingly complex international communications
environment in which it will be more and more difficult to be heard above the noise.

9 HOW CAN WE MOVE FORWARD:

)
Against this background we need to align our collective efforts and focus our resources to
achieve the greatest positive impact.

This will involve a number of elements:

. Agreeing the analysis (set out above) of where we are and where we want to end up

o Defining the core narrative for the UK

. Agreeing the themes around which all organisations and individuals can unite

B Clarifying and ensuring complementarity of organisational roles

o Agreeing priority areas and, where necessary, areas in need of major joint effort

. Taking action

. Establishing systems to track a set of key high level indicators which, in summary, help to

monitor progress
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. Willing to listen and create space for two-way dialogue

None of the qualities, or their combination, makes us unique, but the reality underlying
them does.

4 KEY AUDIENCES

The objective is to ensure that perceptions overseas are as up to date and positive as
possible amongst informed and educated people.

The Precise audiences for partners will vary from project to project. Joint work on
perceptions is likely to focus on the successor generation.

5 GEOGRAPHICAL PRIORITIES

° Major transitional countries (China, Brazil, India, Russia, South Africa)
° EU accession states (in Central and Eastern Europe)

o Key Islamic countries (Egypt, Saudi Arabia, Iran, Pakistan, Indonesia)

. Major developed countries (US, Japan, France, Germany)

6 PRIORITY THEMES (IN THE FORTHCOMING THREE YEARS 2003-04)

@ The UK as a business and political partner (particularly in the EU accession states
and major transitional countries)

. Greater mutual understanding between the UK and the Islamic World.
Atrer~
e The UK as a modern,/innovative country (particularly in major developed
countries) .

o The UK as a world leader in Science and technology (particularly in the USA)

. The UK as a premier place to visit for education and tourism (in major educational
and tourist markets)

T KEY OPERATING PRINCIPLES

We need to:

- clarify the comparative strengths of the public diplomacy partners, identify
overlaps and maximise complementarity (the attached guide, proposed by the British
Council, is a good start).
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- Work together on public diplomacy priorities where value added is achieved by
(" "4d-up approaches, and do this by sharing information and agreeing how best to
allocate resources for each priority (see separate paper on major campaigns).

- Base what we do on research, build in performance measures at the design stage,
monitor implementation and evaluate results (see separate proposal for joint tracking
research).

Working with others, including the business and diaspora communities and NGOs.
8 ACTIONS

We now need to work on:

e Establishing a joint research programme

e Agreeing on a programme of joint, major campaigns

o Creating a single database of positive stories about the UK, to underpin the core
narrative

e Creating a grid of future public diplomacy activities in the key countries

o Clarifying the public diplomacy role and enhancing the complementarity of the
different organisations

© PRONI OFMDFM/3/2/33




© PRONI OFMDFM/3/2/33




g ) attracting £50m annually i
visitors to UK.

BTI Promotion of Worldwide network in
UK and ... countries. Estimated
information spend on marketing,
services with ; advertising and PR
focus on approx £1m.
economic and
commercial
messages

Scottish [Niche brand VisitScotland budget

Executive within UK £32m in FY 03/04
corporate
identity]

[Each

organisation

to complete]
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RESEARCH AND EVALUATION - INTERNATIONAL TRACKING STUDY

SUMMARY
Decisions Required:
1. The Public Diplomacy Strategy Board is invited to:

- examine the proposal below for a joint tracking study of overseas perceptions
of the UK.

- Endorse in principle the idea of a joint programme to be funded by FCO, BTI, BTA
and British Council, with details to be worked out by officials.

- Consider whether the target countries and audiences are right.

- Endorse the establishment of a research network to take work forward.

Summary

We are proposing that we undertake a multi-country tracking study to provide data on how

the UK is perceived overseas. This would be a regular study, conducted in 10-14 countries,
providing reliable and robust data examining a range of attitudes towards the UK. It would
not provide a detailed assessment of the success of specific activities, but would show how

perceptions are moving over time and indicate areas that we particularly need to address.

There are four key design considerations:

»  Which countries do we include?

« What questions do we ask?

» Who do we interview?

+ And how many people do we interview in each country?
Which countries do we inciude?

The survey should cover those countries where the UK has a high level, continuing interest.
These might be:

. Brazil India Pakistan
China Indonesia Poland
Egypt Japan Russia
France Mexico South Africa
Germany Nigeria USA
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Depending on the budget available, 200 interviews per country would be an acceptable; .
minimum. But if the budget were available it would be better to increase the sample size in

each country to 500, thus enhancing the reliability of the data.
Costs

The cost of the study would relate closely to each of the design aspects outlined above. To
provide indicative costs, if we include 14 countries, interviewing ABC1 respondents, using a
ten minute questionnaire, the costs would be:

« ¢.£160,000 + VAT (interviewing 200 respondents per country)
« ¢.£300,000 + VAT (interviewing 500 respondents per country)

The value of this type of study really emerges over time, when we can see how opinions are
changing over a two, five or ten year period. This means that there would need to be a
commitment at the outset that the study would need to be repeated annually, or bi-annually.

The study should produce high level data of interest to British Council, BTA and BTT. It
would be logical for these organisations to co-fund the study. If there is support to undertake
the survey in principle, we need to assess whether this design provides sufficient
commonality between the research needs of each organisation to make co-funding viable: do
we have a common target audience? in the same countries? and do we have a common ‘core’
of questions to ask?
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