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Foreword
Cllr Rebecca Davidson, Portfolio Holder for  
People and Organisational Development 

With a background in Communications and Social 
Media, I’m delighted to present the Council’s 
Marketing and Communications Strategy.

This Strategy  focuses on building trust in the council’s decision-making 
through clear and consistent communications, reaching and representing 
our diverse communities and in particular our younger residents.

With a broad range of communication platforms, and based on 
our customer insight we will work hard to offer a clear narrative 
to our residents, jargon free and easy to understand.

Accessibility sits at the heart of this Strategy,  as we promote the availability 
of our services to meet our customers needs and supporting self-serve in line 
with our digital strategy.  Two-way conversations with our customers will ensure 
their feedback continues to inform  the council’s wider decision-making.

With so many ways to connect with our residents, visitors and 
businesses across the district,  this Strategy will provide the framework 
for building and maintaining successful collaborative relationships 
and delivering the council’s news in a timely and efficient way.

We are continuously reviewing our strategy and I am always happy to discuss our 
Marketing and Communications with a view to maintaining not only the high 
standards, but the relatability and relevance of the council’s communications.



Marketing &  
Communication Aims
The Council aims for residents, visitors, businesses and partners to understand the news 
it shares about the council and its services, but more than that, it aims for genuine and 
believable communications, which encourage residents to share their feedback knowing it 
will be listened to.

This Strategy is vital to ensure that the council’s communications are consistent, effective 
and influence and support its key priorities and goals. It will help to build trust, and respond 
to challenges, ultimately supporting the council in achieving its aims and objectives.

Through clear, credible and consistent communication across all platforms, customers, 
partners and stakeholders will receive regular, accessible information about the council’s 
services, projects and initiatives providing a clear framework for their engagement with t 
he council.

Build trust and transparency - deliver factual, clear, honest and  
timely communications to build trust with its communities and meet  
their expectations.

Engage with the community - actively involve residents in decision-
making and encouraging their participation in events and consultations.

Promote services and initiatives – by aligning with service area 
communications and engagement strategies, this strategy will proactively 
raising awareness of the council’s services and the accessibility, impact and 
value of them.

Enhance the council’s image - developing and maintaining a positive 
image, growing its profile through consistent branding and positive messaging 
across all platforms.

Promote the council as a great place to work – showcasing 
the council as an innovative organisation to prospective 
candidates and supporting the recruitment approach. 

Facilitate Change management – help to manage public perception 
and ensure that changes are understood and accepted by the community.

Crisis Communications - communicate during a period of crisis to keep 
residents, staff and stakeholders fully informed and aware of their roles and 
responsibilities.

Promote inclusivity - ensure that all community members, regardless of 
their background, the language spoken, are informed and included in local 
government initiatives.

Customer first approach – where possible, use customer insight, case 
studies and real-life representative communications to reach all diverse 
communities.
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Warwick District 
The impact of not having a strategy
Not having a communication strategy can lead to inconsistencies in messaging, 
poor stakeholder relationships, missed opportunities, and a weakened ability 
to build trust and effectively manage the organisation’s reputation. 

Supporting the Corporate Strategy: Towards 2030
Creating and establishing a strong brand image for the council is essential for fostering 
trust, engagement and a positive perception of the council within the community.

The council’s brand is defined by our Corporate Strategy 2030, which 
clearly highlights the council’s ambition and focus until 2030:

1 	 Valued sustainable services

2 	 Low cost, low carbon energy across the district

3 	 Creating vibrant, safe and healthy communities of the future

These strategic priorities essentially highlight what is important to the 
council to achieve its vision “to make Warwick district a great place to 
live, work and visit by improving lives and our environment.”
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We will find a better way
– we will find creative, innovative and practical  
solutions to problems. 

We will make it happen
– we are determined and take responsibility in all we do.  

We will show respect 
– we will value everyone, support each other and work 
objectively without bias or prejudice. 

We will be collaborative 
– we will work together with our partners and 
stakeholders to achieve shared goals. 

 

The council’s values  
play a big part in underpinning the brand: 

The values serve as guiding principles for staff, ensuring they reflect the brand 
consistently demonstrating its core beliefs and commitments.

How the council communicates these are fundamental to its brand identity and play a 
crucial role in shaping how the council is perceived by the community.

In addition, when clearly communicated, the brand will enhance authenticity and 
encourage engagement and participation from residents in the council’s decision 
making. 

Upholding strong values will also contribute to the council’s reputation. When staff 
consistently act in accordance with the council’s values, this fosters trust and respect 
within the community as their expectations.
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Communications Health Check
Through feedback from Councillors, Senior Leadership Team and via staff groups, such 
as Managers Forum, Staff Voice and the Ways of Working Group, a SWOT analysis below 
reviews current communications.

What do our residents say about the  
council’s communications?
Residents Survey – 2022

This is the largest sample of customer insight available, so it has been used as a start point 
for our health check.

6,000 households were randomly selected to receive the questionnaire by post, with 1451 
25% returned within the timescale.

How did residents find out about the council’s news?
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from council
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Local media

Other sources

Other organisations
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•	 The council website/internet and information provided by the council were the most 
popular methods for finding out about Warwick District Council, with 25% and 20% 
respectively saying that they used this. 

•	 Social media is more likely to be used as a main source in the Rural area (18%) than in 
Kenilworth (8%).

•	 Older people were more likely to find out from local media (press/radio) about WDC 
(28%), but less likely to go to the council website for information and use social media.

•	 Those aged 35 to 49 were most likely to go to the council website/Internet (35%) for their 
information.

•	 Men were more likely to find out about WDC via the local media than women. In 
contrast, female respondents were more likely to utilise social media (17%) than male 
respondents (11%).

How well-informed do residents feel about WDC?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

About the services 
and benefits  

WDC provides

How you can  
get involved in 

decision making

What the Council 
spends money on

46

19

34

Very well informed Quite well informed

Not very well informed Not well informed at all

46% of respondents felt that WDC keeps residents very or quite well informed about 
services and benefits. 11% did not feel well informed at all.

•	 Residents in Warwick (13%) were less likely to say that they were fairly or well informed 
than the other areas.

•	 Those aged 18-34 were significantly more likely than other age groups to feel not very 
well or not well informed as to how they can get involved in decision making (90%). 

Benchmarking against other councils will be  
used to review progress in these areas.
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How would residents prefer to contact the council  
in the future?
•	 The most popular choice for how residents would like to contact the Council in the 

future was via email (68%), followed by telephone (63%). Social media was the least 
popular choice with 16% respondents choosing this. 

•	 Most residents (91%) accessed the internet at home. A small but significant proportion 
(6%) said that they did not have access to the internet at all.

•	 34% agreed a great deal or to some extent that WDC involves residents when making 
decisions. 

Based on the feedback and the findings,  
there are strengths:
Strong brand | Good use of all platforms | Effective reactive communications  
Creative videos | Great campaign planning | Relatable and diverse communications

Areas to develop:

Key Action Summary Outcome KPI Timing

Residents Survey The last residents 
survey in 2022 
provided useful 
insight which now 
needs updating

Compare progress 
with the previous 
survey and generate 
useful customer 
insight for our 
communications 
planning

Ensure average 
response rate 
of 2% across the 
district

2026

Increase in 
proactive 
communications

Ensure that 
achievements and 
successes are shared 
with the public 
and proactive news 
stories are planned 
and shared

Promote a positive 
brand image for the 
council, attracting 
visitors and 
promoting a feelgood 
factor for residents

Achieve a 
balance 
between 
proactive and 
reactive news.

ongoing

Find creative 
ways to reach 
younger 
audiences

Identified as a gap in 
the resident’s survey

Review social media 
strategy to engage 
with a younger 
audience – consider 
TikTok, influencers 
and targeting groups 
aimed at younger 
people

Aim for a 
significant 
reduction in 
the 90% of 
18–34-year-olds 
who did not 
feel very well 
informed

2026



9

Key Action Summary Outcome KPI Timing

Residents Survey The last residents 
survey in 2022 
provided useful 
insight which now 
needs updating

Compare progress 
with the previous 
survey and generate 
useful customer 
insight for our 
communications 
planning

Ensure average 
response rate 
of 2% across the 
district

2026

Increase in 
proactive 
communications

Ensure that 
achievements and 
successes are shared 
with the public 
and proactive news 
stories are planned 
and shared

Promote a positive 
brand image for the 
council, attracting 
visitors and 
promoting a feelgood 
factor for residents

Achieve a 
balance 
between 
proactive and 
reactive news.

ongoing

Find creative 
ways to reach 
younger 
audiences

Identified as a gap in 
the resident’s survey

Review social media 
strategy to engage 
with a younger 
audience – consider 
TikTok, influencers 
and targeting groups 
aimed at younger 
people

Aim for a 
significant 
reduction in 
the 90% of 
18–34-year-olds 
who did not 
feel very well 
informed

2026

Even out how 
well-informed 
residents feel 
across the district

There is some 
disparity across the 
district. An updated 
residents survey 
should provide an 
update on this

Consider geo-
targeting
Research influencers 
across different 
geographical areas

Aim for an even 
response of how 
well-informed 
residents feel 
across the 
district

2026

Review and 
improve internal 
communications

Continue to promote 
and support staff 
in delivering the 
council’s projects 
and services

Increase staff 
presence on LinkedIn 
where they act as 
ambassadors for the 
council
Utilise the results 
of the annual 
Pulse survey to 
demonstrate to staff 
how their responses 
to the survey feed 
into wider decision 
making

Aim for 50% of 
staff to be active 
on LinkedIn

Ongoing

Harness the 
benefits of 
Artificial 
Intelligence

This is now 
embedded into most 
software and is a 
potentially useful tool 
for communications

Support the team 
and the wider 
organisation with 
training in this area, 
a new policy and 
guidelines to ensure 
effective use of the 
tool is made

Aim to support 
the media team 
in utilising this 
tool effectively

Ongoing

Improve 2-way 
communication 
with residents

Continue to provide 
opportunities for 
comment and 
feedback across 
all service areas, 
utilising all platforms

Look for creative ways 
to gather feedback 
such as podcasts and 
videos

To develop a 
WDC podcast

Ongoing

Increase support 
for commercial 
services

The emphasis on 
income generation 
will increase in the 
coming months and 
years.

Support those service 
areas in marketing 
in a competitive 
commercial 
environment

Increase market 
share and 
income

Ongoing

Increase award 
submissions

Ahead of LGR, this 
will enhance the 
council’s reputation, 
referencing 
“nationally 
recognised work”

Research award 
categories across the 
council’s different 
sectors

Aim for regular 
submissions, 
maximising 
the publicity 
generated 
around the 
submission

Ongoing
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The Marketing & Communications team 
The team provides a quality support service to the council, councillors and service  
areas using a wide range of communication channels. This service is responsible for:

•	 Press and PR – handling all media enquiries and liaising with 
journalists and reporters as a first point of contact.

•	 Writing and sending news releases and coordinating the content  
across the website, social media, Cloud9 App and internal channels. 
In addition, writing in Plain English, communicating at age 9 level to ensure 
content is simple, plain, jargon-free language, and easily understood.

•	 Campaign Planning to promote initiatives and projects with service 
areas, ensuring all design work is accessible and relate-able.

•	 Managing the corporate brand across all service areas, to 
present a clear consistent and transparent brand.

•	 Managing the website and supporting the digital strategy.

•	 Managing all corporate social media accounts deliver the social 
media strategy and training and support for councillors and staff.

•	 Community engagement – consultation, in person 
events, and facilitate a two-way conversation.

•	 Producing the corporate publications, the annual reports, council tax 
mailings, housing and bio-diversity newsletters and the regular weekly 
news for residents. Ensuring that they are accessible across all platforms 
from digital to paper, supporting all our diverse communities.

•	 Internal communications and staff engagement – promoting the People 
Strategy, the internal staff working groups and coordinating and cascading 
internal messaging. Also ensuring that staff have the opportunity to feedback 
into wider decision making via effective use of all internal platforms.

•	 Activating and implementing crisis communications –  
with Warwickshire’s Local Resilience Forum.
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Monthly 
Leaders/ 
Chief Executive 
update

Monthly 
Media 
Stats

Monthly  
Take 5  
email

Weekly 5 
things email

Daily intranet 
updates

Our publications

	

Weekly 
residents’ 
newsletter

Daily social 
media posts 

Internal

External
Annual council  
tax booklet

Statement of 
accounts

Annual 
Housing 
Report 

Quarterly  
What’s On

Events Guides



Key audiences Segmentation
Staff In person, email, intranet, infographics

Trade Union In person, email, intranet

Residents
Social media, website, posters, flyers, newsletters, 
emails, real life examples, consultation, press/radio 
adverts

Hard to reach groups
Accessible platforms, in person, press/radio/outdoor 
advertising

Councillors In person, documents/reports, website, 
infographics, social media, emails

Town and Parish Councils
In person, documents/reports, website, 
infographics, social media, emails

MPs In person, documents/reports, website, emails

Partner Organisations, suppliers Documents/reports, website, infographics

Media Media releases, social media, website, phone call

Housing tenants
In person, newsletters, leaflets, posters, website, 
letters, press/radio advertising, digital screens

Businesses Website, social media, newsletters

Neighbouring councils Website, in person, emails

Government bodies eg. LGA Emails, website, reports/documents

Students
Social media, website, posters, flyers, newsletters, 
press/radio advertising, influencers

Tourists Social media, website, posters, flyers

Transient residents, travellers
In person, social media, letters, radio/outdoor 
advertising

Who does the council 
communicate with?
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Supporting and promoting the Corporate Strategy
The council’s marketing and communication strategy aims to support delivery of the 
Corporate Strategy as well as several other key service area strategies:

•	 People Strategy 

•	 Digital Strategy

•	 Change Management programme

•	 Resident engagement and communication strategy

•	 Events Strategy

How are we going to deliver our Marketing and Communication Strategy?

1.	 Promote Good News Stories
•	 Work with Councillors and service areas to promote the council’s 

projects, services and initiatives.

•	 Develop a campaign plan which utilises all platforms and channels 
including the production of all marketing and promotional materials.

•	 Ensure staff and Councillors are trained in effective use of their own 
social media to support and share WDC news.

•	 Share news from partner organisations and support their messages.

2. 	 Enhance Community Engagement
•	 Work with community partnership team to monitor local news and 

support for diverse communities.

•	 Encourage a two-way conversation using effective lines of 
communication into the council.

•	 Brand management and public perception of the council.

3. 	 Support the Digital Strategy
•	 Support the customer journey by promoting accessibility to the council’s 

services to customers when and where they need them. 

•	 Build on the use of the website for customer information and self serve.
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4. 	Support Internal Communication
•	 Develop the information cascade, to ensure staff receive the information 

before it is shared publicly.

•	 Develop and implement an engagement plan which utilises internal 
groups and internal platforms to share corporate initiatives and 
messages.

•	 Promote two-way engagement using in-person meetings, surveys,  
focus groups to gather employee feedback and demonstrate how that 
feedback informs decision making.

5. 	 Deliver diverse, accessible and representative communication
•	 Use customer insight to develop campaigns which ensure that diverse 

groups in the community feel informed about the council.

•	 Improve accessibility of communications, using Artificial Intelligence,  
the Council’s App (used for recycling news), and digital channels for 
wider reach across our communities.
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Strategies and Tactics
•	 Platforms and channels – using a cross section of available channels and tools to reach 

target audiences effectively, using the following tactics:

•	 Email marketing – targeted and personalised updates to build trust.

•	 Social media – strategic use of each channel to reach target audiences.

•	 Website – user friendly, responsive and accessible to support self service.

•	 Press and PR – spread the news more widely, adding kudos to the messages as it’s 
from another source.

•	 Printed materials - targeted materials to support key marketing messages and to 
align with the sustainability ambitions of the council.

•	 Paid advertising and sponsorship/Pay per click – keywords, ad copy optimisation 
and targeted to communities and groups to bring more people to our channels.

•	 In person – building trust and engagement with bespoke meetings to support 
2-way conversation and provide in-depth customer insight.

•	 Budget management – using resources effectively and maximising the impact of 
money spent on marketing activity.

•	 Green and sustainable – support strand 2 of the Corporate Strategy, using cost 
effective, sustainable marketing materials.

•	 Data analytics to optimise strategy – review and improve outcomes of the council’s 
marketing and communications.

•	 Real life experience – relatable and representative communication to reach all of our 
diverse communities.

•	 Artificial Intelligence – ensuring WDC makes effective use of this tool, is transparent in 
its use and that it supports the aims and objectives of this strategy.

https://www.facebook.com/WarwickDCNews/
https://www.linkedin.com/
https://www.youtube.com/user/warwickdc07
https://x.com/Warwick_DC
https://www.instagram.com/warwick.dc/
https://www.threads.com/@warwick.dc
https://bsky.app/profile/warwickdc.gov.uk


16

Key Messages
Core Messages: Develop clear and consistent messages for each audience segment and for 
each strand of the Corporate Strategy, using the appropriate spokesperson and delivery of 
that message.

Communication Channels

•	 Traditional Media: Newspapers, radio, TV.

•	 Digital Media: Website, social media, email newsletters.

•	 Community Engagement: Public meetings, workshops, events.

Ongoing Communication 
•	 Communications plan – the marketing team prepares an annual communications plan 

to deliver the council’s key objectives and align to the projects and initiatives of the 
Cabinet and Council timeline.

•	 Monitoring: Regularly track the reach and engagement of its marketing campaigns, 
producing the monthly media stats and update the performance portal.

•	 Reporting: Media stats and the performance portal is used to  
review engagement and effectiveness of campaigns and to make any necessary 
amends to the marketing plan.

•	 Adjustments: Make data-driven adjustments to the strategy,  
based on consumer insight and engagement analytics.


