Stroud Town Council
Communications and Engagement Strategy
Prepared by Breakthrough Communications
Date: 9 December 2021

Version: Final

Table of Contents
Section 1: Background

Page 3

Section 2: Current communications

Page 7

Section 3: Strategy

Page 18

Section 4: Recommendations
Page 36
Our recommendations
Page 36
Recommendation: Implementing this Strategy from a human resource perspective
Recommendation: Consistent branding across council communications outputs
Recommendation: Annual Survey and Annual Town Council Report
Recommendation: Regular surveys
Recommendation: Setup e-newsletters
Recommendation: Social media strategy
Recommendation: Hold a series of virtual ‘Meet the Council’ events, streamed to social media
Recommendation: Pilot the streaming of some or all council meetings to social media
Recommendation: Increase the use of video
Recommendation: Plan to increase opportunities for face-to-face engagement
Recommendation: Plan to reach all audiences effectively
Recommendation: Community Hub
Recommendation: Review of policies, procedures and forms
Recommendation: Communications
Recommendation: Council website improvements
Recommendation: Internal Communications
Recommendation: Messages
Proposed work plan for the recommendations
Page 45
Appendix A: A one page message guide

Page 47

Cover photo taken from the Stroud Town Council website. Nov 2021.

Stroud Town Council
Communications and Engagement Strategy
Page 2 of 47

Section 1: Background
Introduction
Stroud Town Council believes that to be effective it needs to engage with the community it
represents. Communications should not just be about informing people. The Council wants to
ensure that the community can play an active role in decision making.
Communications are the responsibility of all staff working at the Council and Members elected
to it. Everyone has a role in developing stories and narratives. All have a part to play in
engaging with the Council’s audiences.
This Strategy seeks to provide a framework for messaging, enabling staff and Members to
develop engaging content and stories with a coherent narrative. It will also start to consider how
the Council could better understand the priorities of the community it represents. How the
communities of Stroud can make their voice heard and play an active role in decision making.
The Council recognises the need for a plan that is adaptable. That allows for the development
of new communications channels and the strengthening of existing ones.
The Council operates in an increasingly connected and digital world. People expect to be able
to access information and services through a range of communications channels. Therefore
there is a particular focus on developing and strengthening digital communications channels.
In summary, the Council wants to communicate what it does, as well as what it does not do. It
wants to have a clear and distinctive identity. The Council also wants to ensure that its residents
have a seamless experience when communicating with the Council. The aim being that the
community is fully engaged with, has opportunities to make its voice heard and is able to
influence the decision making process.

Purpose of this Strategy
The Strategy aims to support the Council in achieving its objectives. It is a living document that
should be reviewed from time to time to ensure the Council can meet the challenges of an
ever-changing communications landscape.
This Strategy sets out how the Council will engage with the community in the future. How it
could build on existing relationships and create new ones. Most importantly it sets out how the
Council could more effectively engage with the community it represents. A key aim is to build a
link between the Council’s priorities and communications objectives.
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Recommendations will be made in relation to key messages, communications platforms and
ways to measure impact and effectiveness of communications. We have also considered issues
related to branding and how to get residents more involved with the Council’s priorities.

Stroud
Stroud is a market town at the edge of the Cotswold Hills in Gloucestershire. In 2019 it had a
population of approximately 13,828. It is the principal town in the Stroud District Council area.
The town has an extensive history with Roman remains found in the area. The town also played
a key role in the industrial revolution. Several successful campaigns have been mounted over
the years to protect Stroud's architectural heritage.
Today Stroud can boast excellent transport links, good schools, a vibrant Town Centre and arts
scene. The rolling countryside around the Town provides access to green space.
The Town attracts visitors and tourists from far and wide. Stroud was recently recognised the
“Best place to live in the UK” by the Sunday Times Guide in March 2021. The awarding panel
was quoted as saying that Stroud is:

"Big enough to have everything you need within walking distance and small
enough for everyone to feel connected."

Stroud Town Council
Up until 1974 the town was represented by Stroud Urban District Council. In 1974 it was
replaced by Stroud District Council.
In 1990 Stroud Town Council was created. A recent strategy document states that the Town
Council was created to:

“Provide a local voice for residents in Stroud, which many people felt had
been lost following local government reorganisation in 1974.”
Since its creation the Council has taken on new services and functions. The Council’s
website states that annual expenditure is about £675,000. It has 18 Members elected once
every four years. As of 2021 the Council has a team of 13 staff.
Alongside taking a lead in community development the Council has taken on additional
responsibilities for green spaces and public buildings.
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The Green Spaces team is responsible for the management of many green and open
spaces. These include two town centre gardens, two cemeteries (one active and one
closed), five play areas, two closed churchyards and other amenity spaces. The Council also
owns five allotment sites which are managed by a plot-holder association.
The Council has a comparatively large number of assets for a parish or town council. It has a
prominent office in the town centre. It recently took ownership of Lansdown Hall in 2011 and
the Stroud Subscription Rooms in 2019. Both venues are operated by independent charities.
The Town Council’s achievements have been recognised through the awarding of a Quality
Council Award through the Local Council Award Scheme.

Priorities
In 2019 the Council developed a medium term strategy. The ‘Strategy 2020-2025’ document
sets out its overarching priorities and objectives.
A community consultation was undertaken which helped shape the strategy. A cultural strategy
‘Stroud Connects: People, place and possibilities, cultural strategy for Stroud town 2018-2028’
informs much of the content of objective 7.
The ‘Strategy 2020-2025’ was approved by the Town Council on 9 December 2019. The
following statements are at the heart of the document and the work of the Town Council:

Mission Statement: Serving the people of Stroud to create a thriving,
sustainable community
Vision Statement: Stroud is a resilient and vibrant community, where
everyone is welcome
Seven objectives were identified:
1. A carbon neutral town which recognises the limits of the global environment
2. A prosperous town in which the economy generates wealth and provides employment
opportunities, so that people can secure quality employment
3. A town with healthy functioning ecosystems that support social, economic and ecological
resilience
4. A town in which people’s physical and mental well-being is maximised
5. A town where people can fulfil their potential
6. An attractive, viable, safe and well-connected community
7. A vibrant town, where culture makes a significant contribution to people’s wellbeing and
the economy
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The ‘Strategy 2020-2025’ will be referenced at length later in this document. The seven
overarching objectives have been used as areas of focus to develop specific communications
objectives.
It should be noted that the ‘Strategy 2020-2025’ is currently under review. If changes are made
to the seven overarching objectives it might have an impact on this document.

Diagram One: Relationship between the Council’s statements and the seven
overarching objectives
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Section 2: Current communications
Introduction
Breakthrough Communications had a preliminary meeting with officers. We also conducted a
Council-wide survey and facilitated two workshops which officers and elected Members
attended.
A summary of responses to the survey as well as notes taken during the workshops have been
made available to the Council in a separate document.
Engagement with both the survey and workshops was high with useful insights provided. The
Council’s overarching objectives, priorities and aspirations were made clear. Critically a range of
views were collected as to how well the Council currently communicates and what could be
improved.

Brand and identity
The Council has what could be described as a core brand and identity, that of: Stroud Town
Council. In addition to the core brand it has other identities.

Stroud Town Council brand and identity
The Town Council has a logo. It is a stylised depiction of a ram's head with the words ‘Stroud
Town Council’ around it. The vision statement is currently being used as a tagline on the
Council’s website:

“Serving the people of Stroud to create a thriving, sustainable community”
Use of the logo, colour schemes, typography, language, imagery and the tagline seem to have
come about organically. There appears to be no style guide in place. No specific branding and
identity exercise has been undertaken.
The need for a stronger and clearer Council identity was mentioned by both officers and elected
Members during the information gathering stage for the Strategy. The Council is using the
branding available to it. However, it has not developed a consistent style. Basic resources also
appear to be missing, for instance, a logo with a transparent background.
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Other brands and identities
There are other multiple brands and identities in operation which have been summarised by the
Council as follows:
● The Town Council
○ Town Clerk
○ Community Development Office
○ Mayor of Stroud
● Stroud Town CAN
● Shaping the Heart of Stroud (Neighbourhood Plan)
● Stroud Connects (Cultural Strategy)
● Golden Valley Project
Most of the brands appear to be digital (social media and website based) with limited physical
output. Some appear to be ‘on pause’ as content has not been added for years (Shaping the
Heart of Stroud). Others appear to be active and current (Stroud Town CAN).
For an organisation of its size operating without a dedicated communications resource the Town
Council has a surprisingly large number of brands. The Council might wish to consider if it
requires so many separate brands, particularly ones that are not in active use. If the Council
decides to maintain the current level of brands or increases them then it should consider the
human resource implications of that decision.

Diagram Two: Town Council brands and identities
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Voice
Despite not having a style guide the Council does have a reasonably consistent voice. The
organic voice adopted by the Council could be described as:
● Formal
● Professional
● Technical
● Information giving (i.e. not always engaging)
This voice is appropriate for certain communications channels and in certain contexts. However,
this does not appear to be what the Council wants as its default voice.
In both the council-wide survey and in the workshop sessions Officers and Members set out an
aspiration for the Council to have a voice that is:
● Open
● Confident
● Knowledgeable but not full of jargon
● Friendly and helpful
● Encourages collaboration
● Informal but not inappropriate
One key area of improvement for the Council would be considering the voice it wants to use.
Creating a style guide and ensuring that sufficient resources are in place will be key for the
Council to achieve a shift to the new default voice.

Human resources
Currently there is no dedicated communications resource. There is no strategic approach to
communications. Day to day management appears to spread out over a number of officers.
Currently basic day to day communications are being sustained. The Council appears to be
able to react quickly in an emergency situation.
In the survey and during the workshops repeated comments were made about the need for
more resources or a dedicated resource. There was also a general desire for there to be an
increase in output or for the quality of communications to be improved.
A key issue for the Council to consider is what human resources will be required to drive a more
strategic and proactive approach to communications. Serious consideration also needs to be
given as to how sustainable and effective the current arrangements are.
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Communication channels
During the preliminary meeting with officers and the subsequent workshops the ways that the
Town Council currently communicates were identified. They have been summarised as follows:
●
●

●
●
●
●
●
●

●
●

Town Council office and window
Council noticeboards
Community and shop noticeboards
Merrywalks footbridge bridge banner for community events
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
Social Media
Press releases and articles

We have looked at the key public-facing communication channels identified and taken on board
the input from the survey and workshops. Each channel has been considered below. There is a
summary for each setting out what is working well and in some cases how they could be
improved to meet the council’s objectives.

The Town Council’s office
Not every local council has an office space available to the public. The Town Council has
recognised the important role that the office space plays in building and sustaining engagement
with the community.

What’s working well
●
●
●
●

The window is used to advertise important information
The front is well maintained and looks professional
There seems to be a wide spread knowledge of where the office is located
Office open hours are clear

What could be improved
● ‘Less stuffy’: During the workshop sessions it was mentioned that the office could be
‘less stuffy’. Whilst not technically ‘tone’, such an approach might assist with the
Council’s general aim of being open and accessible to all.
● Creation of a community hub: This idea was floated several times during the
workshops. Such a project would not naturally sit within a communications strategy.
However, it could be that the development of a community hub might assist with the
general aim of being open and accessible to all.
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Town Council noticeboards
What’s working well
● There are quite a few in key locations and at sites where council services are provided
● Key information is set out on them
● There seems to be a wide spread knowledge of their existence

What could be improved
● Messages could be provided for specific users and audiences: During the
workshops some consideration was given to providing specific messages to users, for
instance, the cemetery and parks. This line of thought was extended out to other
noticeboard sites.
● Improved engagement: The noticeboards could be used to improve engagement and
awareness of other communications channels. For instance posters with QR codes for
the Council’s social media accounts or for survey landing pages.

Community and shop noticeboards
During the workshop sessions the matter of community and shops noticeboards was
mentioned. Whilst the Council does communicate through them it was felt that greater use could
be made of them, particularly outside of the town centre area.

Merrywalks Footbridge banner
During a preliminary meeting with Officers the Merrywalks Footbridge Banner was identified as
a communications channel used to advertise community events. The Council manages
bookings on behalf of Gloucestershire Highways.

The Council’s website
There was a high degree of recognition of the website as a communications channel. Many
officers and members had engaged with the website and were familiar with it. It seems to be a
well used and understood communication channel.
The website should act as the focal point for the Council’s communications. It should be the
place that brings together all key information and integrates the various communication
channels the Council has.
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Diagram Three: The Council’s website at the core of its communications

What’s currently working well
●

●
●
●
●

●
●

The website is modern with a bright, clear and uncluttered design
The website provides a reasonably engaging experience for its users, particularly for
residents seeking general information
The website is fairly easy to explore and navigate on desktop, tablet and mobile devices.
There is a reasonable use of images to make the website feel friendly and interesting
Most information is clear and appears to be up-to-date with contact details and other key
information easy to find
The Council’s vision and mission statement are clearly stated along with the key council
priority of the climate emergency
Services offered by the Council are listed

What can be improved
● Setting out a clearer identity: The Council’s logo is on the website and its name
appears prominently on the website. However, there is no easy to find plain English page
setting out the difference between the Town Council and the District Council. There is
also no ‘Frequently Asked Questions’ section. The A-Z service list is a useful addition to
the site, however, the mixing of services from different councils might be confusing for
some users and blur the line between the different authorities.

Stroud Town Council
Communications and Engagement Strategy
Page 12 of 47

● Integration between the website and social media: The homepage has social media
buttons. However, they appear at the bottom of the page. Many people access the
internet through mobile and tablet devices. It is unlikely that they would scroll to the
bottom of the page to ‘find’ the buttons. Additionally, some of the Council’s social media
accounts are missing buttons (LinkedIn and Instagram).
● ‘Google My Business’ listing: The Council appears to have taken ownership of its
‘Google My Business’ page. However, it could use it to a greater effect. A first step would
be updating it to reflect the Council’s full range of social media.
● Call to Actions (CTAs) up front: It is important to get across key messages and calls to
action (CTAs) as one of the first things that visitors see when they visit the website. This
could for instance be a CTA to sign up to an email Newsletter or to take part in a survey.
● Accessibility: A basic accessibility check was done on the website. There were a few
comparatively small issues that the Town Council might want to consider. The Council
might also wish to consider having a more regular check for accessibility. The
accessibility statement does not appear to have been reviewed since August 2020.
● HTML content: In addition to checking the site for accessibility issues the Council might
want to check its PDF content. The Council could have more information on the website
in HTML.
● Improved mapping: The Council should create interactive maps which would provide a
better user experience.

Social media
Benchmarking
To provide some context a simple benchmarking exercise was on 8 November 2021 carried out
on the Council’s social media accounts. We compared the number of followers the Town
Council has against other similarly precepting local councils.
In summary the exercise demonstrated that the Town Council is roughly middle of the table for
the number of Facebook followers. It is doing slightly better than average for Twitter and slightly
below average for Instagram. There is too little data for LinkedIn and YouTube to make a
meaningful assessment.
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Table One: Results of the social media benchmarking exercise
Social Media
Channel

Stroud TC

Swanage TC

MK Central
& Campbell
Park TC

Thatcham TC Amersham
TC

Facebook

1,653

1,389

521

2,417

1,786

Twitter

1,311

N/A

999

1,883

936

Instagram

560

N/A

988

831

112

Linked In

25

N/A

N/A

71

N/A

YouTube

7

N/A

N/A

90

N/A

Table Two: Numbers of followers or friends for the Council’s other brands
with a social media account
Council brand with social media

Facebook

Twitter

Town Clerk

50 Friends / Followed by 20

N/A

Community Development Officer

43 Friends / Followed by 9

N/A

Mayor of Stroud

262

N/A

Stroud Town CAN

N/A

22

Shaping the Heart of Stroud

230

597

Stroud Connects

15

0

What’s working well
●
●
●
●
●

The set up of each social media account looks good
Facebook and Twitter are being updated with a good level of frequency
Many posts/tweets are supported by imagery
Where possible there is clear signposting to the Council’s website and contact details
On Facebook and Twitter a range of content
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What could be improved
● Strategically managed and engaging content across all social channels: There
appears to be no coherent approach to social media. The content tends to be more
broadcasting or information giving rather than engaging. Opportunities for two way
dialogue and call to actions points are limited. More effective use of Hootsuite could be
made to strategically manage content.
● Tone and language: In general the tone and language used on social media is quite
official. A recent post about a butterfly was more informal and possibly engaging. Used in
the right context a more informal tone will be more engaging, receive more views and be
shared more often. In Facebook the Town Council could also consider the use of posts
with a coloured/image background and emojis to make them stand out.
● Lack of messages relating to priorities: Few if any of the Town Council’s key priorities
are clear. For instance on Facebook there appears to be little or no information about the
climate emergency and the actions the Town Council is taking.
● Story, issue and event development: There is limited effort to create and sustain
engaging stories and content relating to key issues and events. Most posts are ‘one-offs’
rather than being part of a longer conversation. To increase engagement and recognition
more could be done to plan and develop stories, issues and events.
● Better use of video across all social media channels: Right now there is little video
content on the Council’s social media channels. This means that the council is missing
out on a range of opportunities to even more effectively engage. It is worth noting that
one of the videos it does have on Facebook was viewed 48,000 times.
● Better use of metrics: The Council could make better use of the metrics generated in
social media to understand what content is being engaged with and to gain an insight
into key audiences interests.
● Better use of YouTube: The Council has 7 subscribers on YouTube and does not
appear to have posted on it for some time. Some consideration should be given as to
how YouTube could be used more effectively.
● Better use of Instagram: The Council has 560 followers on Instagram. It appears that
currently no content is being posted. Instagram should be ‘activated’. This will ensure
that the Council is actively using all communications channels available to it. Active use
of Instagram will also assist in communicating with younger people.
● Evaluate and make better use of LinkedIn
The LinkedIn page is infrequently added to. The Council should consider the purpose of
the LinkedIn Company Page, and how it might be used more effectively. In particular
what audience it is trying to reach and the content it needs to generate.

Printed newsletters
Currently the Town Council produces four editions of its ‘About Town’ newsletter a year. Two
editions are physically delivered and two are digitally delivered via email and digital platforms
(social media and the website). It is designed and edited externally.
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What’s working well
●
●
●
●

Good quality newsletter that has a clear and professional style
Develops some of the priorities identified by the Town Council
Good use of engaging photos
Mix of communications media - both physical and digital

What could be improved
● Link to social media: Have the reminder to follow the Council in a prominent place on
the first page of the newsletter.
● Development of a clear and independent identity: The Council could use the
newsletter more effectively to set out its own identity. For instance a regular section
setting out in plain English the services it provides and functions it undertakes. There are
also other basic things to consider, such as, is the contrast between the logo and the
banner on the front page sufficient.
● More frequent: The Council could consider if it should be delivering a newsletter at a
higher frequency. This does not necessarily have to be physical as the Council could
make more effective use of digital communications.
● Consistent approach: In general the Council should consider the consistency of its
brand and messaging. There appears to be no considered common thread linking the
newsletter to other communications channels.
● e-Newsletters: Consider ways in which the Council’s existing Mailchimp could be better
utilised. We would recommend varying the e-Newsletter content, including having some
focused on single issues or services, some just appearing as brief ‘letter’-style
updates/bulletins from the council/civic leaders, etc. Consider setting up e-Newsletters for
specific voices or issues where not currently available as service users may only be
interested in those services and not general council news.
● Have clear calls to actions: Regardless of the format the Council should be
encouraging participation and engagement. Consider setting out regular calls to actions,
for instance, asking for feedback or survey participation.

Public facing officers
Arguably all officers of the Council have a public facing role. However, during discussion specific
roles were identified as having a higher than average interaction with members of the public.
They were as follows: the Community Development Officer (CDO); the Green Spaces Team
(particularly the Rangers); the Assistant Clerk, and; the Administration officer.

What’s working well
● The enthusiasm of public facing officers to engage with the community
● Training to enable them to engage effectively
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● Participation through other organisations and networks - this work is being undertaken
but could be expanded on

What could be improved
● Need clear messages: It was felt that all officers, but particularly those in a public facing
role, lacked clear messages for engaging with the community
● Crisis communications: There is scope for crisis communications training

Elected members
Elected Members can be effective ambassadors for the Council. The role of the Mayor is
particularly important as they are often present at important events in Stroud and the
surrounding area.

What’s working well
●
●
●
●
●

The general enthusiasm of Members to engage with communications
A desire to connect with the community and create a genuine conversation
An understanding of the importance of effective communications
Current and past Mayors attempting to take a lead
Participation through community organisations and networks - this work is being
undertaken but could be expanded on

What could be improved
● More face-to-face contact: The possibility of elected Members working to achieve more
face-to-face time with the community was mentioned both in the council-wide survey and
during the workshops. Ideas such as the ‘Mayor on a Bench’ were mentioned.
● Elected members as ambassadors: Members expressed a clear desire to be
ambassadors during the workshops. The Council could look to develop this idea further
and incorporate it within its communications.
● Communications training: Members could benefit from regular training in how to build
two way conversations with the community and effective communications

Press release and articles
Generally it was felt that the Council takes up the opportunities open to it in relation to press
releases and articles in other organisations' newsletters. In one workshop limited discussion
was had in relation to the benefits of having a regular piece in the local newspaper. If this were
possible it might help the Council to regularly reach a wider audience. This could for instance be
the reinstatement of the Mayor’s regular piece in the SNJ.
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Section 3: Strategy
Introduction
A central part of this Strategy is to better showcase the work of the council to residents and
build a stronger sense of brand identity for the council. This requires that key audiences are
identified, as well as, communications objectives and messages.

Audiences
During the workshop it was determined that the audiences the Council communicates with could
be broadly split into five groups. The five audiences identified, along with an audience of
‘Partners and stakeholders’, will be the primary focus for messaging and channels.
The audiences identified were:
●
●
●
●
●
●

Living in Stroud
Visitors to Stroud
Working in Stroud
Socialising in Stroud
Studying in Stroud
Partners and stakeholders

Some discussion was had about engaging with young people and with ‘Stroud’s traditional
communities’. These specific audiences will be considered separately.

Our approach
●
●
●
●
●
●
●
●
●

Be transparent and open
Communicate clearly in plain English
Make clear the ways in which our community can support and inform decision making
Ensure that any decisions we make are accessible
Recognise that our communications are more than just our formal communications
Embrace all forms of communications that help us to engage with our audiences
Take a collaborative approach
Build a genuine two way conversation with our audiences
Listen to, and where possible, allow the community to shape our priorities, budgets and
services
● Strengthen our asset based approach in which we will empower and support the
community with initiatives
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In respect of the last point the diagram below sets out our approach to engagement. It is a
modified version of the “Ladder of Engagement”. It will act as a point of reference when we are
planning communications and engagement.

Diagram Four: Modified version of the “Ladder of Engagement”

Diagram modified from D. Wilcox The guide to effective participation. Brighton: Partnership Books; 1994.

The role of officers and elected Members
Every officer and elected Member has a role to play in our communications. We will support
them to share our story through their work. In difficult situations which challenge our reputation
clear leadership and communications will be provided to inform and reassure the public.
Through their work officers and elected Members can act as champions for both the Council
and our community. We must be consistent in our messages. Combined with our approach this
will be targeted to our different stakeholders and key audiences.

Key partners, businesses and stakeholders
The Council is working with key partners, businesses and stakeholders towards achieving
shared objectives. Our goals are:
● To ensure that we reach as wide an audience as possible;
● That we consistently deliver shared priorities and objectives, and;
● That we amplify shared campaigns, for instance those related to well-being, biodiversity
and the climate emergency.
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Key messages for all audiences
As part of the ‘Strategy 2020-2025’ document (currently under review) the Council has identified
a comparatively large number of objectives. Communications objectives and specific messages
have been developed for each.
It is advisable that the Council have a set of core messages that it constantly repeats in
communications. In this section we have distilled the many messages into six core messages
for all audiences.
Included at Appendix A is a simple one-page message guide for Officers and elected Members
to use and to guide communications.
Our key messages are:
● Protecting our environment: We are focused on tackling the climate and nature crisis
affecting us all and protecting our local environment
● Promoting equality and opportunity: We are working to make Stroud a safer, fairer
and more equal place where everyone is able to realise their full potential
● Prioritising wellbeing: We take a lead on wellbeing and support projects that contribute
to people leading happier healthier lives
● Connecting Stroud: We are working for a better-connected Stroud, with a vibrant arts
scene, stronger economy, and employment opportunities for all
● Community is at the heart of everything we do: We support projects and initiatives
that bring people together and support our vibrant community in Stroud
● Stroud Town Council is serving the people of Stroud to create a thriving,
sustainable community
○ Our priority is to provide a great service for the people of Stroud. We run a wide
range of services, and we will clearly signpost people to services that we do not
provide.
○ We are open to new ideas and ways of working. We want to hear what you have
to say

Specific Objectives
In 2019 the Council developed a medium-term strategy in the ‘Strategy 2020-2025’ and set out
its objectives. This Strategy will use the seven overarching objectives identified in the document
to develop communications objectives for the Council. Key messages, audiences and
communications channels will be considered for each of the overarching objectives.
During the information gathering stage we felt that the Council should consider developing two
further objectives. For clarity the proposed additional objectives are set out in a separate section
of this Strategy.
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Council Objective 1: A carbon neutral town which
recognises the limits of the global environment
Priorities
●
●
●
●
●

Climate change mitigation
Reducing pollution
Elimination of single use plastic
Ethical procurement and investment
Fair trade

Operational/Policy objectives
● We will use resources efficiently and proportionately
● We will support our community to take action on climate change
● We will consider whether our decisions make a positive contribution to global well-being

Communications objectives
●
●
●
●

Highlight success and work towards achieving carbon neutrality
Signpost residents to sources of advice and support
Report back to residents on progress made on projects
Represent the community’s views on issues

Key audiences
●
●
●
●
●
●

Living in Stroud
Visitors to Stroud
Working in Stroud
Socialising in Stroud
Studying in Stroud
Partners and stakeholders

Key messages across all audiences
● The Council will prioritise projects and, where appropriate, provide funding for initiatives
that will protect our environment, promote biodiversity and tackle the climate crisis.
● Working with others as part of the Community Action Network we support people to live
sustainable climate and nature friendlier lives, and to build stronger, fairer and greener
communities.
● We have taken steps to reduce the Council’s carbon footprint. For instance: Use of an
electric van, LED lighting in parks and making improvements to our buildings.
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Communications channels to promote the key messages
●
●

●
●
●
●
●

●
●

Town Council office and window
Council noticeboards
Community and shop noticeboards
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
Social Media
Press releases and articles

Objective 2: A prosperous town in which the economy
generates wealth and provides employment opportunities, so
that people can secure quality employment
Priorities
●
●
●
●
●
●

Welcoming, healthy, and thriving town centre
Thriving night-time economy
Decent jobs for local people
Business creation and diversification
Public realm improvements
Skills development to support employability

Operational/Policy objectives
● We will support economic development which brings jobs to the town
● We will support development proposals that (see strategy for more information)
● We will progress projects in collaboration with relevant stakeholders

Communications objectives
● Work with others to capture sufficient data to be able to develop insights and highlight
opportunities
● Make clear the role the Town Council plays in supporting growth
● Further develop and sustain partnership working arrangements to drive economic and
employment growth

Key audiences
● Living in Stroud
● Visitors to Stroud
● Working in Stroud
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● Socialising in Stroud
● Partners and stakeholders

Key messages across all audiences
● The Town Council is working to create a prosperous town with a strong economy and
drive growth in employment.
● Our Neighbourhood Development Plan ‘Shaping the Heart of Stroud’ supports the
development of Stroud’s economy. For instance, the development of a ‘Canal market
town’, making transport improvements and encouraging investment in sites such as: The
‘Market Tavern’ site in Cornhill; The railway arches/former bowling alley site in
Merrywalks; and, The Fromeside Industrial Estate.
● We support proposals and work with key stakeholders to drive the creation of decent jobs
and improve people’s skills and education.

Communications channels to promote the key messages:
Town Council office and window
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
● Social Media
● Press releases and articles
●
●
●
●

Council Objective 3: A town with healthy functioning
ecosystems that support social, economic, and ecological
resilience
Priorities
●
●
●
●
●
●
●

Air quality
Flood prevention and sustainable drainage systems
Emergency and cold weather response
Robust utility supplies
Accessible community transport
Biodiversity and wildlife
Renewable energy microgeneration

Operational/Policy objectives
● We will maintain and enhance a biodiverse natural environment
● We will develop emergency and cold weather response plans
● We will support projects and organisations within the parish which aim to
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● We will explore the development of a new cemetery with partner organisations if deemed
appropriate

Communications objectives
● Highlight the work undertaken to protect green space and to promote biodiversity
● Focus communications on the positive contribution that the Green Spaces Team plays in
creating a sustaining a functioning ecosystem
● Build, sustain and promote partnership arrangements with others with the goal of
enhancing the economy and the environment
● Develop communications channels with audiences and parts of the community engaged
in the protection and enhancement of the natural environment
● Promote specific aspects of the Council’s services and events that support the natural
environment and biodiversity
● Raise awareness about the emergency plan

Key audiences
●
●
●
●

Living in Stroud
Visitors to Stroud
Working in Stroud
Partners and stakeholders

Key messages across all audiences
● As responsible owners and managers of land we actively promote biodiversity in all our
green spaces. For instance: less mowing, planting native trees and hedges, rewilding,
introducing nest boxes and general habitat improvements.
● As a Council we take seriously the impacts of climate change and have created
emergency plans to deal with the impact from it.
● We will work with other organisations and projects that seek to promote biodiversity,
support our communities ecosystem or tackle climate change related issues.

Communications channels to promote the key messages:
●
●

●
●
●
●
●

●
●

Town Council office and window
Council noticeboards
Community and shop noticeboards
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
Social Media
Press releases and articles
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Council Objective 4: A town in which people’s physical and
mental well-being is maximised
Priorities
● Active travel – walking and cycling
● Good facilities for play, sport and exercise accessible to all
● Welcoming open spaces
● Mental health
● Fitness
● Homelessness
● Addictions
● Healthy eating
● Social isolation
● Quality homes
● Supported housing

Operational/Policy objectives
● We will promote initiatives that support physical and mental well-being
● We will promote initiatives that encourage choices and behaviours that benefit future
health
● We will seek opportunities to improve the provision of high-quality housing to meet a
range of needs

Communications objectives
● Build on the work of the CDO to promote initiatives in this area and drive positive change
● Promote projects and work that the Council does to improve well-being
● Actively highlight activities residents and visitors can undertake to improve their physical
and mental well-being
● Work with partners to promote active and healthy lifestyles that have positive long-term
health benefits for individuals and the community
● Highlight the role the Town Council has played in the Neighbourhood Plan to help
achieve high quality housing
● Stress the ongoing role the Council plays in helping to shape plans and strategies related
to well-being

Key audiences
● Living in Stroud
● Partners and stakeholders
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Key messages across all audiences
● Stroud Town Council actively supports projects and initiatives that improve physical and
mental wellbeing. For instance we are supporting the development of local community
hubs and residents groups.
● As part of our role in the planning process we will promote the development of
high-quality housing that meets the needs of residents.

Communications channels to promote the key messages:
●
●

●
●
●
●
●

●
●

Town Council office and window
Council noticeboards
Community and shop noticeboards
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
Social Media
Press releases and articles

Council Objective 5: A town where people can fulfil their
potential
Priorities
●
●
●
●
●
●
●

Community engagement and consultation
Raising aspirations for young people and children
Supporting the needs of older people
Fair access to local services
Fairly distributed funding
Promoting democratic engagement
Councillor recruitment

Operational/Policy objectives
● We will promote equality for everyone no matter what their background or circumstances.
● We will support projects, activities and services that provide opportunities and raise
aspirations for young people including those with disabilities and mental health issues
● We will make empowering the community central to the way we work
● We will promote democratic engagement within the parish

Communications objectives
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● Undertake regular reviews of documents, content, surveys, etc. The objective is to
ensure that they are clear, accessible and in plain English
● Focus communications on projects that have provided opportunities or raised aspirations
for certain specific groups (young people, those with disabilities, those with mental health
issues)
● Gather information that demonstrates that projects and funding are having a material
impact on increasing equality in the town
● Ensure that all sections of the community can access and take part in surveys and
consultations
● Work with partners to promote activities that improve outcomes and highlight any
successes
● Develop responsive mechanisms to measure the communities’ assets, needs,
opportunities, rights, and responsibilities. Such information should be gathered and
regularly reviewed
● Demonstrate the measures the council has taken to encourage diversity within its
workforce and amongst elected Members
● Clearly advertise the opportunities that the community has to make its voice heard or to
have a say in decision making
● Develop ways of co-producing communications materials with key audiences
● Develop communications that support an asset based approach with the objective of
supporting community initiatives
● Proactively listen to and seek views from all parts of the community, as well as from
individuals and groups that may not regularly interact with the council
● Specifically reach out to under-represented audiences and those that have lower
engagement with the Council
● Embrace the benefits of face-to-face communications when it is possible to do so
● Utilise the role of the CDO to develop effective engagement and to promote initiatives
and the Council’s priorities

Key audiences
● Living in Stroud
● Studying in Stroud

Key messages across all audiences
● We listen to people and value what they have to say. On a regular basis we engage with
the community to hear what people have to say.
● Stroud Town Council is focused on making Stroud a fair and equal place where people
can reach their full potential.
● We will support community action, projects and initiatives that meet our broad aims.
● We will support people in Stroud to bring about social change, improve the quality of life
in their local area and shape their own futures.
● The Town Council is open and accessible to all.
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● We ensure people know how they can affect the decision making process.
● We encourage people from diverse backgrounds to stand for the Town Council and to
join our staffing team.

Communications channels to promote the key messages:
●
●

●
●
●
●
●
●

●
●

Town Council office and window
Council noticeboards
Community and shop noticeboards
Post-grants advertisement
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
Social Media
Press releases and articles

Council Objective 6: An attractive, viable, safe and
well-connected community
Priorities
● Community buildings
● Volunteering
● Community safety
● Community organisations
● Pride of place
● Accessibility
● Public transport
● Road safety

Operational/Policy objectives
●
●
●
●

We will improve the appearance of the town and make it more welcoming
We will promote safe access to the town
We will nurture connections within our town through effective community engagement
We will support projects and organisations within the parish

Communications objectives
● Encourage people to visit the Town, refreshing in people's minds what shops, services,
facilities, and open spaces are available
● Promote awareness of the visitor and tourism offer for the wider area
● Work to make the Council’s buildings more accessible and open to the community
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●

●
●
●
●

Highlight the achievements of the Council
We work with partners to make the Town’s public spaces more accessible
Develop mechanisms to promote collaboration and the sharing of information between
partner organisations
Celebrate and highlight success all year round (particularly at the Stroud Town Awards)
Actively promote and support the work of those improving transport and road safety

Key audiences
●
●
●
●
●
●

Living in Stroud
Visitors to Stroud
Working in Stroud
Socialising in Stroud
Studying in Stroud
Partners and stakeholders

Key messages across all audiences
● Stroud Town Council is working to ensure that Stroud continues to be a great place to
live, work, visit and study in.
● We are committed to making our public spaces and buildings accessible to all.
● Stroud Town Council is committed to getting improvements to public transport and to
improve road safety.
● Stroud has a vibrant community and we have a lot to celebrate. Through our Stroud
Town Awards we highlight success and achievements.

Communications channels to promote the key messages:
Public facing council officers
Newsletter (both physical and digital)
Councillors acting as community representatives
Website
● Social Media
● Press releases and articles
●
●
●
●

Council Objective 7: A vibrant town, where culture makes a
significant contribution to people’s wellbeing and the
economy
Priorities
● Diverse cultural opportunities and engagement
● Natural and historic environment
● Making a sustainable difference
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Operation/Policy Objectives
● We will diversify cultural opportunities and engagement
● We will enhance the town’s environment and its enjoyment
● We will ensure culture makes a sustainable difference

Communications objectives
● Regularly gather information about cultural events and opportunities for members of the
community to participate in them
● Promote opportunities for the community to engage in cultural events, particularly those
that promote learning, health, wellbeing and the enhancement of biodiversity
● Highlight the work of the Council in enhancing the environment and the contribution it has
in developing sustainable forms of living, working, travelling, and visiting
● Collaborate with the community and partners to ensure the Town is well connected
● Play an active role in developing and promoting the creative and cultural economy

Key audiences
●
●
●
●
●

Living in Stroud
Visitors to Stroud
Working in Stroud
Socialising in Stroud
Partners and stakeholders

Key messages across all audiences
● Stroud Town Council is focused on ensuring that everyone can play an active role in the
culture of the Town.
● We work to stage and promote sustainable cultural events and opportunities that support
our key objectives relating to biodiversity and wellbeing.

Communications channels to promote the key messages:
Post-grants advertisement
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
● Social Media
● Press releases and articles
● Festival forums
●
●
●
●
●
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Proposed additional Council Objectives
Proposed objective A: A Council with a distinct identity
Communications objectives
● Clearly communicate to residents, businesses, organisations, service users, partners and
stakeholders the Council’s priorities and work it undertakes across all council
communications
● Build a narrative of what the council does do and what it does not do, furthering the
council’s culture of transparency, accessibility, and accountability
● Use council communications to consistently promote the Council’s brand and
achievements
● Develop a clear brand for the Town Council that is distinct from other councils and that
reflects our aspirations for the Town
● Use council communications to consistently reach out to all areas of the community and
build a strong sense of identity for the town

Key audiences:
● Living in Stroud
● Partners and stakeholders

Key messages across all audiences
● Stroud Town Council's top priority is to provide a great service for the people of Stroud.
We run a wide range of services, and we will clearly signpost people to services that we
do not provide.

Communications channels to promote the key messages:
●
●

●
●
●
●
●
●
●

●
●

Town Council office and window
Council noticeboards
Community and shop noticeboards
Merrywalks footbridge bridge banner
Post-grants advertisement
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
Social Media
Press releases and articles
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Proposed objective B: A Council that takes a strategic
approach to communications and engagement
Communications objectives
● Develop and support ways in which Members can act as ambassadors for the Council in
their community
● Consider ways in which social media could better support the aims and objectives of the
Council
● Work to develop a clear annual communications work plan which take into accounts the
resources available to the Council and feeds directly into the budget
● Create stories with consistent messages that demonstrate the community focused nature
of the Council and the work it undertakes

Key Audiences
● Living in Stroud
● Partners and stakeholders

Key messages across all audiences
● Stroud Town Council takes a strategic approach to communications. We will use our
communications to support our key objectives relating to:
○ The promotion of wellbeing
○ Protecting biodiversity and tackling climate change
○ Equality, fairness and opportunity
○ The development of a strong and vibrant economy

Communications channels to promote the key messages:
Councillors acting as community representatives
Website
● Social Media
● Press releases and articles
●
●
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Specific Audiences
The two specific audiences of ‘Strouds Traditional Communities’ and younger people will be
considered.

Audience: ‘Stroud’s Traditional Communities’
Communications Objectives
● Reach out to an audience that is under-represented in local government and has lower
engagement with the council
● Proactively listen to and seek views from different parts of the community, as well as from
individuals and groups that may not regularly have interaction with the council
● Build sustainable, two-way conversations with different parts of our community and
encourage people to give their views and ideas, showing that we welcome feedback

Key messages
● Your views matter to us and will help us to develop the services we provide and the
decisions we make
● We put Stroud first and are here to get the best for our Town

Communications channels to promote the key messages
●
●

●
●
●
●
●
●

●
●

Town Council office and window
Council noticeboards
Community and shop noticeboards
Merrywalks footbridge bridge banner
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
Social Media
Press releases and articles

Audience: Young people (residents under 25)
Communications Objectives
● Reach out to an audience that is under-represented in local government and has lower
engagement with the council
● Use the key theme of environmental sustainability to engage this group
● Use targeted communications to get this message in front of this audience as much as
possible
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Key messages
● Help us improve our Town’s sustainability
● Your Town Council is putting the environment at the heart of what we do
● Your opinions will help to shape our priorities and the services we provide

Communications channels to promote the key messages
Public facing council officers
Newsletter (physical and an email Newsletter)
Councillors acting as community representatives
Website
● Social Media
●
●
●
●

Measuring reach and impact
The Council should consistently monitor the impact and effectiveness of its communications.
We would advise that the Council establish Key Performance Indicators (KPIs). These would
allow the Council to monitor the reach and effectiveness of its communications. KPI tracking
could be undertaken on a monthly, quarterly or annual basis.
The Council could consider the following KPIs:

Digital (online):
● Digital surveys
○ Feedback and responses received
○ Participation rate
○ Analysis of surveys - tracked year on year
● Website page views and behaviours
● Length of visit on each website page
● Which pages are accessed by users and user journey
● Facebook and Instagram ‘Insights’ data, and Twitter ‘Analytics’, including post views and
engagement data, as well as more basic metrics such as page/account followers
○ For example key Facebook KPIs should include:
■ Page summary statistics
■ Reach and engagement levels for posts over time
■ No. minutes of video viewed for specific video content
■ Demographic breakdown (gender, age) for video content
● Number of messages received through digital channels, including email and via social
media;
● Signposted clicks to other websites
● Email newsletter click through rate
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Physical (print and event-based):
●
●
●
●
●
●

Feedback and responses received to print-based surveys
Analysis of surveys - tracked year on year
Face-to-face conversations - Green Spaces Team, CDO, elected Members
Event based surveys - enquiring how people found about the event
Press release coverage
Articles in other organisations newsletters coverage
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Section 4: Recommendations
Our recommendations
Recommendation: Implementing this Strategy from a
human resource perspective
In this Strategy we have recommended a number of short-term and medium-term improvements
to communication platforms, approach, style and content. We have provided suggested
messages linked to audiences and other specific ideas to improve the communications and
community engagement.
As well as considering which of these recommendations to implement, and when, thought
should also be given to how these recommendations will be implemented, and by whom.
There are two fundamental approaches open to the Council:
1. Status Quo Approach: Continue to manage communications by different individuals
operating
Or
2. New Approach: Create a new role with strategic oversight and management of
communications
We would advise the Council to consider the ‘New Approach’. Human resources will be key to
driving the changes the Council wants to see in its communications. Particularly a more
strategic and proactive approach.
Taking the ‘new approach’ would lead to the creation of a Communications and Engagement
Officer or a similarly titled role. This is not an exhaustive list, but we recommend that the new
role should:
● Have strategic oversight of external communications across the council;
● Lead on the overall delivery of the implementation of this communications strategy;
● Develop and implement a resource-appropriate council-wide communications plan, with
key deliverables and timescales, across each service area and channel;
● Create and develop high-quality content;
● Monitor and report on KPIs;
● Use a range of tools and techniques to proactively communicate and engage with
different audiences using identified key messages, and;
● Regularly liaises with staff from each service area, to understand the issues, their needs
and requirements, as well as, messaging issues.
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Recommendation: Consistent branding across council
communications outputs
The Council should employ a consistent brand across its print and digital communications
output. The need for a stronger and clearer Council identity was consistently mentioned by both
officers and elected Members during the information gathering stage.
The Town Council is using the branding available to it. However, it has not developed a
consistent corporate style and basic resources. For instance a logo with a transparent
background does not appear to exist.
We recommend that the Council undertake a branding exercise. The goal would be to establish
a clear identity and to create a style guide. This would help to ensure that Council has a more
consistent and clearer brand.
It could also assist in making the Council’s tone more accessible and, where appropriate, less
formal. Consistency in language could also be addressed ensuring clear and consistent
messaging around key issues such as the climate emergency.

Recommendation: Annual Survey and Annual Town
Council Report
A key objective for the council is to better understand how residents view the council and to
what extent residents understand the work the council does - effectively, taking the pulse of the
community.
To properly understand these issues, we recommend the Council should aim to carry out an
annual survey. This would ideally be done in both print and digital formats. The survey would
ask a range of open and closed questions about residents’ priorities. It would also seek to track
public opinion on Council messages, projects and initiatives. The findings of the survey could be
included in the Council’s annual report.
This cycle of survey and report will build up a picture of the shifting priorities of local residents
as well as providing key measurables to allow the Council to assess effectiveness of its
communications.
Regular surveys could also be used to encourage residents to engage with other
communications channels (e.g. social media, the website, e-newsletters, etc).
Key points to consider when conducting a survey:
● Ideally carry out a survey in both print and digital formats, to ensure maximum return
● Printed version of the survey: either delivered to every house through a reliable delivery
service or through Royal Mail’s Door To Door service (which delivers based on Post
Code sectors). Alternatively deliver to local venues, such as cafes, leisure centres,
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●

●
●

●

●

libraries, etc and signpost people to collect from there, as well as having some centrally
available at the council
Digital version of the survey: promoted through the council’s website, eNewsletter and
across all social media channels. Make use of paid-for social media advertising
(especially on Facebook and Instagram), which allows you to effectively target anyone
living within Post Code sectors within the Council’s boundaries, even if they don’t
currently engage/follow/like the council on social media
Promote using local media - press releases to local newspapers, publications, radio etc
all work well if the survey has the right media angle
Consider what you’re trying to achieve, and what you want to know. Ideally have a
balance of open and closed questions, with the closed questions being binary choices,
scales or multiple choice options
Consider the effective use of digital surveys: Tools such as TypeForm or Survey Monkey
are both powerful, inexpensive and provide reasonable built-in reports for closed
questions
Consider whether to outsource the entire process to a third-party company to manage
the survey process end-to-end

Recommendation: Regular surveys
Assuming there is sufficient capacity the Council should consider establishing a more regular
cycle of surveys. This would complement the insights gained from the Annual Survey as well as
providing more up to date feedback from the community. A recent example of this sort of survey
would be the ‘Three Wishes’ one recently conducted by the Council after the second workshop.
The ‘regular surveys’ could also be targeted to specific audiences through specific
communication channels. For instance, there could be a quick digital survey on social media
focusing on youth issues. Alternatively, it could be a physical survey for service users that goes
out with the newsletters.
The Council could have a formal plan or could take a more informal approach. There are pros
and cons to both. However, having a plan in the short term might be preferable as it would
provide a framework to work in.
Many of the key points raised in relation to the Annual Survey are also applicable to the
more regular surveys. Other points to consider:
● Given the increased frequency, who will ‘own’ regular surveys and plan the work?
● How often will the regular surveys happen?
● How will the more regular feedback and information gathered in the surveys be
integrated into the decision-making structures of the Council?
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Recommendation: Setup e-newsletters
Currently the Council sends out a PDF newsletter via email to its residents. It can also be
viewed on the Council’s website.
We would recommend that the Council set up an email newsletter (eNewsletter) through a
dedicated email service. eNewsletters are a cost effective way to reach local residents.
Email is increasingly seen as an ‘official’ form of communication and building a mailing list of
residents is a particularly effective way to both communicate the council’s messages and
signpost to social media and the council’s website.
We would advise:
● The Council to review any existing email lists it holds and carries out a reconsenting
programme in line with data compliance regulations to opt them in to a new e-newsletter
● That many councils use MailChimp as their preferred platform. We would suggest using
MailChimp to start a monthly e-newsletter to residents
● The Council should use its social media presence to encourage residents to sign up for
the newsletter service. It could also appear as a specific call to action on the Council’s
website
● Over time consider setting up separate eNewsletters for specific audiences - Climate
emergency, partners and stakeholders, businesses, etc
● Consider a plan of content beyond regular ‘newsletter’ style content, such as videos,
seasonal messages, key service updates and announcements, etc. E-newsletters can
then also be used to promote strategic conversations, for instance, an Annual Survey.

Recommendation: Social media strategy
We would recommend that the Council develop an annual social media strategy. On a basic
level it would summarise what the Council plans to do and what it hopes to achieve. It should
have enough detail to guide actions, but remain flexible enough to respond to events.
We recommend that the annual social media strategy set out:
●
●
●
●
●
●

How the Council will integrate social media with other communications channels;
KPIs to allow the Council to understand what is working and what needs improvement;
The staffing resources and technical capabilities required;
Budgetary requirements (ads, paid for surveys, external professional fees, etc;
Audiences focus;
What social media channels will be used and how they will be used to communicate with
different audiences;
● Broadley set out how stories will be developed and content shared;
● Support for partners, for example organisations that have Service Level Agreements with
the Council;
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● Consider how success and positive developments will be highlighted effectively, and;
● Measures that will be taken when there is a social media communications crisis.

Recommendation: Hold a series of virtual ‘Meet the
Council’ events, streamed to social media
Digitally advertise and promote a series of ‘meet the council’-style events, with a small group of
councillors attending each one on a rota basis, with officer support. Ideally hold these on
Zoom/Teams and then stream to social media. These should be short - planned to be no longer
than one hour each - and semi-structured yet informal.
For example, start off with a councillors and officers introducing themselves, then a nominated
councillor outlines a summary of the work of the council, its current priorities and areas of focus,
which should hopefully then semi-informal conversation and questions). We would recommend
piloting one event initially, consider attendance and reaction both during the meeting and
afterwards on social media, and then consider whether to hold further events.

Recommendation: Pilot the streaming of some or all
council meetings to social media
Many town councils now regularly stream some or all of their committees or full council
meetings to social media; usually either on Facebook or YouTube. Despite some challenges
faced by a small minority of councils, our experience is local councils of all shapes and sizes
find this to be a great opportunity to positively shine a light on the work of the council to the
wider community, many of whom may not have previously attended a previous council meeting.
We suggest that the Council look beyond initial metrics (e.g. how many people watched live on
Facebook) and analyse the data over a longer period of time. For instance how many have
watched back parts of the subsequently saved videos. Local councils generally find this leads to
longer-term positive engagement and awareness of the council.

Recommendation: Increase the use of video
Video is one of the most powerful tools available to the Council to build and drive positive
engagement with the community through its digital communications channels.
Good video does not necessarily have to be high-end professionally edited, nor does it need to
involve huge amounts of time or resources. It should be noted that most videos can simply be
taken on a mobile phone, with little editing required, if any.
It is important that captions are added wherever possible, either automatically (e.g. if being
placed on YouTube or Facebook for example) or manually using a caption-generating service
online.
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Table Three: Ideas for video content that the Council could create
Area of
service /
channel

Time/Effort
involved

Details

Council
website home
page

Quick win

Create a short (1-2 mins) ‘welcome’ video from a
councillor, welcoming users to the site and summarising
what users can access, and signposting appropriately

Social media
(including
YouTube)

Quick win

Consider streaming some committees or full council to
social media (preferably Facebook). This might require
some investment in equipment

Social media
(including
YouTube)

Quick win

Hold a virtual meeting on key topics (or even just a ‘meet
the council’-style meeting) and stream to social media, to
encourage and drive positive engagement with the
council. This might require some investment in equipment

Council
website

Quick win

Either pre-record or ideally go ‘live’ with short, seasonal
or topical messages from officers/key members on social
media

Social media
(including
YouTube)
You Tube

Some time and A series of videos explaining in simple terms the
effort required - Neighbourhood Plan and the role the Council plays in the
including editing planning process

You Tube

Some time and A series of videos highlighting projects and initiatives
effort required - relating to key objectives (e.g. wellbeing, climate
including editing emergency, culture, etc)

Recommendation: Plan to increase opportunities for
face-to-face engagement
The Covid 19 pandemic has made face-to-face engagement challenging and at certain points
almost impossible. The national situation seems to be improving at the moment. The Council
should therefore consider face-to-face engagement.
The need for more face-to-face engagement with the community was mentioned during the
workshops. There seemed to be a great deal of appetite for elected members to be
ambassadors for the Council. Past success with the ‘Mayor on a bench’ event was highlighted.
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It is recommended that the Council create a simple plan. The document would make clear the
opportunities for face-to-face engagement and how the Council could make the most of them.
The latest Covid 19 guidelines will of course need to be considered when the plan is created
and implemented.
This list is not exhaustive, but the Council could consider:
● Elected Members holding area or street surgeries
● Elected Members attendance at community events and Annual General Meetings for
Service Level Agreement organisations
● Mayor on a bench events
● Inviting people to meet in the Town Council office
● Having informal drop in sessions at community buildings and events
● Visiting community organisations and businesses

Recommendation: Plan to reach all audiences effectively
During the workshops it was mentioned that the Council has difficulty in effectively engaging
with certain audiences. No local council effectively communicates with every audience all the
time. However, where a longstanding issue is identified consideration should be given to the
practical steps that can be taken to reach a particular audience.
We recommend that the Council develop a plan as to how it will communicate with ‘hard to
reach’ audiences. The plan would include specific KPIs and a specific plan of action.
The goal would be to ensure that the Council considers all the actions it could take to reach
these audiences. It would also seek to provide specific metrics by which the Council could
measure its successes and identify areas for improvement.
The plan could incorporate ideas that were raised during the workshops, such as:
●
●
●
●
●
●

Citizen juries
Focus groups
Co-producing stories
Increasing engagement outside the Town Centre
Focusing communication activities for young people and traditional communities
Working with partners to increase the effectiveness of communications (for instance,
doctors, libraries, pubs, community centres, etc)

Recommendation: Community Hub
The idea of creating a community hub at the Council’s Thanet House office was discussed
during the workshops. The idea is an interesting one and would seek to make the Council more
open and accessible whilst providing a space for the community. However, consideration will
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need to be given as to how communities outside the town centre will benefit from this and how
they will be engaged.
If the Council wishes to pursue this options we would recommend the following:
●
●
●
●
●

Conduct a basic exercise to determine the goals, objectives and requirements
Determine the audiences that the Council intends to reach
Consider basic matters such as staffing arrangements, planning, etc
Consider the budget available
Assuming the project is viable consider working with a project manager

Recommendation: Review of policies, procedures and
forms
A consistent theme that arose during the Council-wide survey and workshops was the need for
the Council to use clear language and plain English. The accessibility of information,
documents, policies and procedures was also mentioned.
We recommend that the Council undertake a comprehensive review of the information and
documents on the website. It would be advisable for the Council to establish a timetable and not
to attempt to review everything in one go.
The Council might, given the other recommendations made in this Strategy, wish to consider
reviewing communications and engagement related policies, for instance:
●
●
●
●

Procedure for Dealing with the Press and Media
Social Media Policy
Event Banner Policy
Community Engagement Statement of Intent

We would further recommend that the Council consider reviewing the Grants procedure. In
particular how the grants are advertised and the degree of community involvement in the
process.
Additionally the Council could consider ways to make it easier to apply for a grant. Currently it
appears that people need to use a PDF or Word form. The Council could consider setting up a
user friendly, secure and GDPR compliant electronic form.

Recommendation: Communications
We recommend that the Council establish an annual communication budget. This would help
the Council to plan resource appropriate community engagement for the coming year. It would
also assist in making the Council more proactive rather than reactive.
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The proposed Work Plan at appendix A could provide a starting point for the creation of a
communication budget. It would of course need to have ‘day-to-day’ expenditure, projects and
figures attached to it.

Recommendation: Council website improvements
At section two we set out some ways in which we felt that the Council’s website could be
improved. Our key recommendation would be that the Council consider ways that it clearly sets
out a clear identity separate to other councils.
We recommend that the following also be considered:
●
●
●
●
●
●
●
●

Have a stronger branding and identity
Have a page in plain English that clearly state the differences between different councils
Consider creating a separate A-Z services guide for Stroud Town Council
Consider creating an FAQ section
Make use of an introductory video on the home page
Clearly highlight positive achievements of Stroud Town Council
Where appropriate reduce the use of PDFs and increase information in a HTML format
Make greater use of analytics to understand how people use the website

Recommendation: Internal Communications
Internal communications are central to ensure that staff and elected Members understand the
Council’s objectives, priorities, and key messages. It helps them to understand how their
contribution supports the Council in the achievement of its objective. Internal communications
also set out how Officers and elected Members behaviour affects the way audiences and the
community perceive the Council.
We recommend that the Council consider undertaking a separate review into internal
communications. We would also recommend that the Council’s internal communications
include:
●
●
●
●

Publication of quarterly internal newsletters - could be in the form of an email
A regular staff survey and opportunity to provide feedback
In-house posters
Regular communication briefings (Remote meetings for those working remotely)

Recommendation: Messages
As we set out in the body of the document, in the ‘Strategy 2020-2025’ document the Council
identified a comparatively large number of objectives. Communications objectives and specific
messages have been developed for each.
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However, it is advisable that the Council have a set of core messages that it constantly repeats
in communications. We have distilled the many messages into six core messages for all
audiences.
We recommend that the Council uses and repeats a small number of core messages in its
communications. Our suggested core messages have been set out in the body of the report and
at appendix A.

Proposed work plan for the recommendations
Recommendation

Year 1 - 2021/2022

Year 2 - 2022/2023

Implementing this
Strategy from a
human resource
perspective

Consider the creation
of a Communications
Officer style role

Look to appoint in
early in 2022

Year 3 - 2023/2024

Consistent branding
across council
communications
outputs

Commission a
branding exercise

Review after a year

Annual Survey and
Annual Town Council
Report

Consider the timings
and budget
requirement - if
possible conduct the
first one in the run up
to the next Annual
Town Meeting

Conduct the annual
survey in 2022 if it
was not possible to
do so in 2021

Continue to conduct
regular surveys and
review the plan

Continue to conduct
regular surveys and
review the plan

Setup e-newsletters

Review the
eNewsletter schedule

Send regular
eNewsletters

Social media strategy

Create a social media Implement and
strategy
develop further with
the proposed
Communications
Officer taking a lead

Hold a series of virtual Consider the budget
‘Meet the Council’
for equipment
events, streamed to
social media

Start to hold virtual
meetings as soon as
possible

Regular surveys

Develop a plan of
action and start to
undertake more
regular surveys

Continue to stream
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Pilot the streaming of Consider the budget
some or all council
for equipment
meetings to social
media

Start to stream
council meetings as
soon as possible

Continue to stream

Increase the use of
video

Continue to work
through the ideas set
out in table three

Continue to work
through the ideas set
out in table three

Plan to increase
opportunities for
face-to-face
engagement

Develop a plan and
begin to implement it
where Covid 19
guidelines allow for it

Increase the amount
of face-to-face
contact where Covid
19 guidelines allow

Plan to reach all
audiences

Develop a plan once
the proposed
Communications
Officer is in post

Review the plan

Community Hub

Consider the idea
once the proposed
Communications
Officer is in post

Review of policies,
Create a plan and
procedures and forms start to conduct a
review of policies,
procedures and
forms

Continue to review
policies, procedures
and forms

Continue to review
policies, procedures
and forms

Council website
improvements

Consider and the
suggestions

Work through the
suggestions once the
Communications
Officer is in post

Work through the
suggestions once the
Communications
Officer is in post

Internal
Communication

Implement where
possible the
suggestions that
have been made

Conduct a review and Periodically review
consider the creation internal
of a specific strategy communications
for internal
communications

Work through the
ideas set out in table
three

Measuring reach and Consider the specific
impact
recommendations in
the report and what
could be
implemented in the
short-term

Once the proposed
Communications
Officer is in place
develop measuring
reach and impact
processes and
reporting

Review and refine the
process
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Appendix A:
A one page message guide
Our approach
●
●
●
●
●
●
●
●
●
●

Be transparent and open
Communicate clearly in plain English
Make clear the ways in which our community can support and inform decision making
Ensure that any decisions we make are accessible
Recognise that our communications are more than just our formal communications
Embrace all forms of communications that help us to engage with our audiences
Take a collaborative approach
Build a genuine two way conversation with our audiences
Listen to and allow the community to shape priorities, budgets and services
Strengthen our asset based approach in which we will empower and support the
community with initiatives

Our vision and key messages
Our vision for Stroud is a resilient and vibrant community, where everyone is welcome.
Our key messages:
● Protecting our environment: We are focused on tackling the climate and nature crisis
affecting us all and protecting our local environment
● Promoting equality and opportunity: We are working to make Stroud a safer, fairer
and more equal place where everyone is able to realise their full potential
● Prioritising wellbeing: We take a lead on wellbeing and support projects that contribute
to people leading happier healthier lives
● Connecting Stroud: We are working for a better-connected Stroud, with a vibrant arts
scene, stronger economy, and employment opportunities for all
● Community is at the heart of everything we do: We support projects and initiatives
that bring people together and support our vibrant community in Stroud
● Stroud Town Council is serving the people of Stroud to create a thriving,
sustainable community
○ Our priority is to provide a great service for the people of Stroud. We run a wide
range of services, and we will clearly signpost people to services that we do not
provide.
○ We are open to new ideas and ways of working. We want to hear what you have
to say
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