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How To Engage with Business, Public/Statutory & Voluntary/Community Sectors?
   An engagement strategy is vital to ensure that Local Alchemy gains the support and active involvement of key organisations. The approach outlined here focuses on understanding why any organisation might become interested in Local Alchemy. If this is understood then communications and lobbying for support can be more focussed and is more likely to be successful. The strategy is to engage with organisations through their people by understanding the dynamics and interests of both. 
   All organisations have their own aims and objectives. Some organisations will be interested in new and different initiatives and some people within the organisations will be prepared to become involved even if Local alchemy is not aligned with their organisational objectives – for example if they live in the local community. Generally however, experience indicates that people - and through them their organisations - will be more likely to support initiatives which can be demonstrated to ‘fit’ in some way with their own agenda. This is not to say that the emotional engagement of these people is not important. In fact this is vital - as is understanding how to communicate with these people to get the message across. These two areas are commented upon at the end of this paper.
   Organisations will not usually change their behaviour or their plans and objectives simply because they are asked to do this. For example in the business sector the wrong approach can too easily fall on deaf ears when it is fundamental that local business at all levels are involved and supportive. As a generic approach across all sectors we need to empathise with the organisational individuals and be aware of the ladder of inference they are adopting – see separate tool about this. Local Alchemy is about changing behaviours  and re invention and must therefore consider the barriers and blockages which may realistically prevent this in people and in organisations. In the Local Alchemy tool kit manual Enterprising Behaviour - Mindset Barriers & Enablers Workshop notes and the Networking workshop notes can also help with this. In addition there are other tools and advice papers which should be used in conjunction with this paper – for example the access to information and venues  and asset mapping tools. [image: image1]
    So the premise here is that to engage with different sectors you must first of all understand what makes them tick and be entirely realistic about their interests. This means understanding their objectives, their visions and their context. In addition it recognises that in any sector the behaviours we want to change are demonstrated by people. We need therefore to practise empathy and emotional intelligence – by ‘walking in their shoes’ before attempting to encourage the changes. Knowing what makes individuals and organisations tick is critical before deciding how to approach them and what message to use. Role playing is a good way to explore this.  
   Simply put - why should these organisations and the individuals who work within them be interested in Local Alchemy? Potential ‘buttons’ for each sector are listed below – there will be others and this approach recommends that you should identify these when developing your engagement strategy. 
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1. Why should Businesses Bother with Alchemy?

They have a corporate social responsibility within their policy, vision or business objectives. LA can help them to achieve their business objectives but not just by ticking the box! They may also profess to be interested in triple bottom line and be interested in exploring support for Local alchemy in this context.
They would simply like to be involved or to help on a personal or company basis. Philanthropy, public spirit and caring are not dead yet. 

The LA ethos is different. You are not necessarily asking them for money and see business growth and profits as a positive factor in local economic growth. This is not simply another community project looking for handouts and the incentive to make money is fine if it helps reinvent the local economy. We are on the same side for economic re invention!  Some will respond to what they perceive as this fresh approach.

Public relations. It may help to raise profile/promote company/get recognition/gain positive publicity. This is self interest but it can achieve these things for LA at the same time in a win/win way. The sheer visibility achieved may help to unlock further local opportunities.

Might provide additional influencing or lobbying potential with the Statutory and Public Sector. Getting things done about transport, planning, investment policy and support programmes may be more effective under a local economy banner than going it alone. By forging a strong, common sense of what business and the community want, a more powerful case for policy and service improvements can be made.

They will appreciate that the climate for investment and return improves if the local economy is growing. Growth in terms of disposable income or spending of sustainable new enterprises provides more opportunities for income growth in a virtuous cycle. 

Businesses understand the sheer financial size of the local economy and large potential of even small % changes in money flows which LA could achieve. The potential can be substantial. They may be interested in being able to more effectively tapping into the purchasing power of local people and other local firms.  

They see partnership and income opportunities with community and local social enterprise developments. Community/social enterprises also need goods and services to establish themselves and to sustain them. This is a new way of expanding the market and has advantages that some “ordinary” public services struggle to achieve. This can be a way to bring innovative thinking into business as well as the community.

Businesses need more local people with the right skills to meet company requirements - now and in the future. Do local firms get the people with the skills they need locally and do they know of all local options. Businesses are already challenged by the tightening of the national labour market – here is a proactive way to keep abreast with change and be sustainable.

It may provide them with more workforce development opportunities – volunteering, secondments, mentoring. Larger companies in particular look for development opportunities which can again be win/win.

They have an interest in better local facilities & environment to ensure happier & therefore more productive workforce. Research indicates that happy people are in fact more productive – you might remind them of this.  

They may want to receive better information about local services available to help them and to identify goods and service supply gaps to be filled by Alchemy projects perhaps. Knowing what is there and knowing that someone is interested in filling gaps to improve local efficiency, when things are not there, will be important. A local goods and services directory for example may be something they would support and sponsor.
They could access the LA ideas database for possible business opportunities. There will be 100’s of ideas on the database without ‘owners’ and some of these may be of interest to local businesses. Competition is an issue but we could ask them to look at the possibilities together.

Businesses will be interested in better access to local supply chain research to identify opportunities for new business and new income streams through and more local sourcing. The  mapping of the local economy and the evaluation of local supply chains could profitably involve local business. 

They may wish to participate in locally focussed networking opportunities. To facilitate networks of local firms who might benefit from joint tendering or bulk purchasing options which can open up business growth opportunities. Levering unit cost reductions by co-ordinating local buying power.

Smaller businesses may need to access shared business services and business space opportunities. Establishing shared services such as printing, wages, accountancy and PR may be of value to smaller local businesses in reducing their overheads cost. 

Because they can be involved in deciding the vision for the local economy. Some may  well have an academic or emotional interest in being part of this! Empowerment to think more about the future together may be attractive to them.

It is also  important to realise that there are different types of businesses from large multi national down to one man enterprises and many variations in between. Your view of these needs to take this into account as well as which sector they are in – for example retail or leisure. Statements below need to be seen in this context.
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2. Why should the Statutory/Public Sector Bother with Alchemy?     
They can tap into local knowledge and therefore develop service solutions which more likely to work first time.

To make contact with local opinion former and activists who they want to influence to support.

They may have a formal organisational obligation or imperative to engage locally. This can normally be checked out in advance. Alchemy could provide one way of doing this.
They may wish to participate in locally focussed Alchemy networking opportunities with other sectors whose support may be important to their organisations.

May be able to obtain information to feed into local plans and the planning process with less effort on their part by involvement in Alchemy events and networks.

Achieving  ‘best value’ and other sector targets and objectives could be easier to achieve by locally joined up working and thinking. 

If we include politicians in this sector – with direct input to council decision making processes - there is a clear interest in being involved in anything which will improve the local area and they can be involved or gain votes from it. They are in politics to make a difference perhaps and LA is there to make a difference.

They could use LA projects as case studies on local regeneration to support their objectives.
They can observe passively the interaction and engagement of different sectors by the LA activity to understand and learn from successes and failures.

They are already involved in the government initiatives – e.g. ‘Together We Can’ – which ‘fit’.
They can be involved in deciding the vision for the local economy which may be useful for them to demonstrate alignment with the community.

Schools have students from the area so have an interest in anything which can help them achieve targets on school leavers finding jobs or partnerships for funding applications or new facilities or better links with local business etc.
They are interested in processing funding applications effectively or sourcing grants and loans and Alchemy projects will impact this area. 
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3. Why should the Voluntary/Community Sector Bother with Alchemy?  
They may Alchemy as a way to get financial support for their objectives.
They are set up to make a difference to the local area and LA can be demonstrated to align with that ambition in a way that complements not competes.
They want to improve local services and local prosperity and can see synergy in working with other sectors through Alchemy.
They see their organisation as  a leading force in regeneration and want to be involvement in anything new that tackles this issue.
Alchemy networking opportunities with other sectors are important to gain support for their objectives or facilities.

They have a positive interest in regeneration which leads to more jobs and more opportunities for local people – the young in particular – so an initiative like Alchemy will be welcomed.
Their own vision for the area and their pride in the local community is already strong so being seen and being involved in Alchemy visioning and Alchemy esteem building will be attractive to them.
They have energy to be involved because they care individually and organisationally.
Alchemy is positioned not be in competition – complementarity with other initiatives is seen as vital as is networking. Effective brokering and excellent local coaching support can convince them of this. 

They can grow or diversify their organisation by developing their role to cover gaps identified in the local economy by the Alchemy work.

   Use the above statements as a checklist to guide you in identifying what makes the individuals and organisations ‘tick’ in your Alchemy area before deciding how to approach them and what message to use. Note that some statements in one sector may sometimes be applicable to other sectors. The list will be added to and amended  in the light of experience when working with the different sectors.
    Finally it is also worth bearing in mind the idea of tipping leadership – there are people, acts, and activities that exercise a disproportionate influence on events. You should seek to engage these people who are the movers and shakers in their sectors.

4. Communication Approaches
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Does it look at the big
picture or overview?

Is it visual and colorful?
Does it use metaphors?

Does it look at the future?

Is it conceptually sound or clear?
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   The above simple matrix indicates that there 4 colours of communication which appeal to 4 colours or thinking styles of people in any population or local community. There is lots of research to indicate that this is an effective model to use – see Herrmann Brain Dominance (HBDI) literature and www.hbdi.com To engage with the 4 groups in an equally effective manner it is a good idea to ‘walk around’ the matrix to ask those questions before finalising any communication brief you are preparing. People think about and respond differently to communications.

5. The Power of Emotional Engagement 

   The Elevator pitch and the magical Alchemy story which are both in the Toolkit manual can be told with passion to help engage people who respond to this approach. Emotionally charged ideas can change behaviour or re enforce changed behaviour so it is vital to capitalise upon positive emotions and channel these in a way to influence effectively. Research indicates that more 80% of decisions are driven by emotions so clearly this needs to be considered when thinking about how your message is transmitted. If you are not enthusiastic about Local Alchemy then why should anyone else be?!
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