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Introduction
Communication plays an important role in everything we do at Derbyshire Dales District
Council.
Communicating well is the responsibility of everyone at the District Council, not just the
communications team. This strategy is designed to be a useful tool for the corporate
leadership team, heads of services, all employees and council members.
It sets a framework for district council communications and gives direction to all media,
online, internal, marketing, publications and public relations communications activity
undertaken on behalf of the district council.
Our commitment is to use a multi-channel approach to reach the wide variety of customers
and stakeholders we serve, including residents, employees, businesses, community
partners, visitors to the district and all levels of government.
Externally, a key focus is to promote the district council's services to give us a competitive
edge, supporting and enhancing regular activities.
Internal communications will involve all staff in shaping services as the district council
continues to go through major changes.
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We will seek to provide communications services on the most cost-effective basis, for
example by accelerating our shift towards digital communications and taking a “digital first”
position on crisis management
We will commit to continuing improvement of the usefulness of our website and keep content
fresh and updated as we move a greater share of our communications activity online,
utilising free social media channels.
Communication works best when it is a two-way process (we need to listen as well as talk)
and when messages are clear and easy to understand. Our social media channels
(particularly Facebook and Twitter) provide a voice for local people to air their views and
discuss issues with the council.
The challenge for an organisation with more than 100,000 customers and a large range of
services is how it communicates clearly and simply in a complex and constantly changing
environment, with ever increasing financial pressures. This strategy seeks to address that
challenge.
Research shows that communication with residents is a key driver to overall satisfaction with
council performance. It is also at the heart of good customer service and effective,
meaningful consultation – and critical to delivery of the council’s role in the community.
This strategy sets out the framework within which we can respond to this challenge.
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Aims, Vision and Objectives
Aims
The ultimate aim of our communications is that all staff, residents, partners and everyone
who deals with the council will have a clear understanding and a positive perception of our
vision, aims, values, services and achievements, leading to higher levels of satisfaction and
engagement.

Vision
What are we trying to do?
To make its vision come alive, the district council must be able to communicate with (and
influence) a wide range of organisations, individuals and partners.
We therefore need to …
•

make the council easy to understand and talk to

•

coordinate and direct communications so that all parts of the district council are
working towards shared objectives, in support of council strategy

•

ensure that everyone understands our targets, and what the outcomes will be –
showing people what success looks like

•

ensure staff and partners understand their contribution through clear objectives,
milestones and deadlines

•

make sure people know the outcome of the changes the district council makes

•

ensure openness and transparency

•

make people feel better informed, proud to live in Derbyshire Dales, proud to work for
the council, and proud to work with it.

In other words, we need to continue to build the district council as a brand.

The visual element of this brand – our corporate identity – is generally understood by staff
and customers. Our brand is an important communications tool, made up of these
components…
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•

Our overall purpose – what are we here for?

•

Our values – what drives us to do the things we do?

•

Our key messages – what are we saying about what we offer?

•

Our service delivery – what do we provide, compared with what we promise?

•

Our behaviour – how do we treat our customers and our staff?

It is important we bring these elements together in a unified approach across all
communications channels, so that we are consistent in tone, look and feel. People need to
understand who we are and what we stand for.

Objectives
•

To secure and strengthen the reputation of the council in the community and an
effective and efficient provider of high quality outcomes - focused on our values and
priorities

•

To build and maintain a professional corporate identity for consistent and coordinated use throughout the organisation

•

To promote the image of the council as an effective, efficient and listening
organisation focused on the public and their needs

•

To ensure that communications are consistent and co-ordinated across all channels
to give maximum support to the council’s strategic priorities

•

To ensure all staff understand the priorities of the council and feel valued and able to
contribute to major changes affecting services they provide

•

To ensure that our communications activities reflect the full diversity of the
community and help ensure equality of access to all our services.

It is important also that the district council increases its efforts to understand what local
communities are saying.
This strategy will dovetail with our Consultation & Engagement Strategy in sharing
information gained through consultation programmes such as citizens’ panel consultation,
channel shift initiatives and increasing use of new technology devices to generate instant
feedback on topical issues.
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Delivering our objectives
The district council’s reputation is based on perceptions – how people see us. Managing our
reputation means first of all understanding what those perceptions are, deciding how we
want to be seen, and planning how to get there.
We will tackle this by focusing internal capacity on the district council’s key messages and
ensuring that the most appropriate level of resource is available for our key priorities and
activities.
Our communications platforms can be broken down into three:
•

Traditional Media, Publications, Campaigns and PR

•

Digital Media

•

Internal Communications

TRADITIONAL MEDIA, PUBLICATIONS, CAMPAIGNS AND PR
We will seek to maintain and further improve positive media coverage and develop our
media relations service to promote and defend the council, recognising the proven link
between the public’s sense of feeling informed and feeling satisfied. Our target is to issue
two positive media releases every week of the year, alongside, where possible, engaging
photography (chiefly taken in-house).

Derbyshire Dales Communications & Marketing Strategy (2020)

5

It will also be the responsibility of the communications team to handle a communications
problem or bundle of problems by identifying:
•

the nature of the problem or challenge

•

the key considerations in addressing it

•

the key drivers of those decisions (crucially, insight into audiences)

•

the resources required

•

the stages to go through

We will issue reactive statements to media on request after gaining advice and approval first
from the head of service (corporate management team member) and/or council leaders.
Despite our increasing focus on e-communications channels, the twice-yearly Dales Matters
newsletter, delivered to all 34,000 homes in the district, remains an important
communications tool. 90% of our citizens’ panel (surveyed November 2013) had seen a
copy of Dales Matters and 75% read half or most of it.
We will continue to edit, design and organise publication and distribution of Dales Matters,
directed by an editorial panel (the Communications & Marketing Hub) comprising a
representative from every service area.
Similarly, we will edit, design and organise publication of other special publications such as:
•

Council Tax information leaflet

•

Agricultural Business Centre annual leaflet (including Bakewell Farmers’ Market
dates)

•

Other leaflets and fact sheets
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We will maintain and develop our programme of media and integrated campaigns that
underpin the district council’s values and priorities.
We will use no/low-cost external sites such as poster frames in our pay & display car parks
and public toilets to promote our services, including:
•

Markets

•

Parks and open spaces

•

Special events such as our Matlock Bath Illuminations

•

Do it online campaigns (channel shift)

The communications team, in consultation with the head of corporate services, will regularly
change the organisation’s corporate email sign-off as another channel to promote ongoing
campaigns.
We will continue to evaluate and cost the potential of paid-for media (including local
commercial radio stations and newspapers/magazines) to further promote our campaigns.
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DIGITAL MEDIA
We recognise the value of our website as a source of information, as a point for customer
transactions and as a low-cost alternative to face-to-face and telephone contact.
Our communications going forward will have a digital focus, building on the platform created
by our website, a mobile-friendly version of which was relaunched in 2016, again using an
open source (Joomla) content management system to serve the public and businesses of
Derbyshire Dales. A new homepage promoting new and updated CRM webforms was
launched in April 2020.
We are committed to continually reviewing and developing the website to make it even
easier to find the information residents and stakeholders need, to report faults and incidents,
to ask questions and to conduct many different types of transactions, all in a 24/7
environment.
Not only is this usually faster than alternative methods of contact, it means residents can
conduct their business with the district council when and where they like, while doing so at a
lower cost to the taxpayer. We will aim to further increase use of the website, which
currently attracts more than 107,000 visits every month (source: Google Analytics, year to
October 2018) and is the "hub" of our communications.

PRESS RELEASES &
CAMPAIGNS

WEBSITE

E-NEWSLETTERS

SOCIAL MEDIA
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We are committed to continuing to improve visitor numbers and the accessibility of the
website, creating new web forms and payment portals (new CRM launched April 2020).
We applied the same principles to the development of a new intranet site for staff (launched
autumn 2014 and redeveloped in November 2020).
Social media platforms have become an integral part of our communications strategy. We
recognise the opportunities that social media can deliver in terms of reputation
enhancement, engaging with the public using their medium of choice, greater two-way
dialogue and the insights that social media can provide, and as an opportunity to reduce cost
versus other communications channels.
We will exploit the penetration of social media in dealing with crisis communications,
providing regular news updates on our digital channels to create a channel shift away from
phone calls to service centres during busy periods.
While operating and monitoring established Facebook, Twitter, Instagram and YouTube
channels, we will examine the potential of other social media platforms. District council
service areas will be assisted in setting up their own social media channels on request.

We will continue to use social media management tools such as Hootsuite to monitor our
own social media activity and also gain a better understanding of the conversations about us
in which we are not currently participating.
In parallel with the development of this Communications Strategy, we will continue to
promote and, where necessary, update, our social media policy and staff guidelines.
We will seek to build our e-newsletter (MailChimp) database, enabling us to target key
messages on a regular basis to engaged people in our communities. We recognise the huge
potential of e-newsletters as an effective communications channel
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Surveys and questionnaires supporting the council’s consultations with residents,
businesses and other stakeholders will be digital by default. We live in a digital age, and
while paper versions of online surveys and questionnaires will be made available on request,
our digital by default policy recognises that the vast majority of our residents now have
access to the internet directly or indirectly through family, friends and their local library.
Adding paper-based consultation feedback to the digital survey database is time-consuming
and resource-heavy for the council. Consultations will be promoted using a combination of
digital and traditional media and, where timing allows, through the twice-yearly Dales Matters
residents’ newsletter.

INTERNAL COMMUNICATIONS
Internal communications play a key role in ensuring staff keep in touch with the district
council’s plans and priorities, and the challenges ahead.
Employees need to understand how their actions contribute to the overall achievement of
priorities and how their behaviour affects the way the organisation is perceived internally and
externally.
Our internal communications will include:
•

Publication of internal newsletters and blogs, including regular blogs from the Chief
Executive (average fortnightly frequency)

•

A new (November 2020) more accessible intranet site (SIDD)

•

An intranet-based feedback form (“My Say”) where staff can feed back comments
(anonymously if desired) and suggest good ideas

•

Regular all-staff emails

•

In-house posters

•

Screensaver messages on staff PCs

•

Core briefings videos to get our messages across

•

During Covid: Zoom-based all-staff meetings and core briefings

•

An opt-in staff SMS service for urgent communications

•

A staff “closed” Facebook group
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Through all the channels listed above, we will support our consultation teams in their work to
help the district council understand what the public truly want, to deliver on our values and
priorities and to provide the best possible value for money.

Looking ahead
A Corporate Peer Review carried out in 2019 helped the district council confirm its vision –
which is to continue to use the reduced resources available to us efficiently to maintain and where possible - improve the quality of life for Derbyshire Dales people. A key aim of our
communications is to help local people understand the financial challenges faced by the
district council and the hard choices it is having to make in terms of service delivery.
The 2019 Review found a real sense of ambition and commitment to continuous
improvement at Derbyshire Dales District Council, pointing to “a positive supportive culture
which has dedicated loyal staff at its centre”.
The Review reported that the Council has good internal and external communications but
needs to widely celebrate success. The peer review team encouraged the council to ensure
that its communications focus more clearly on reflecting DDDC’s desire to continue to build
local trust and reach out into its communities effectively. The team also stated there appears
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to be an opportunity for the role of elected members to be reviewed to ensure councillors
can play a full role in DDDC effectively undertaking this community leadership role.
The Review executive summary added that in taking forward its ambitions for the future the
council needs to fully embrace the modernisation agenda, for example through systematic
approach to digital technology.
Our plans continue to be built on clear values that will help to steer us through the years
ahead. Applying these values will mean that the district council is not only smaller, but also
more flexible and more responsive to local people’s needs and expectations.
We value:
•
•
•
•
•

the uniqueness of our communities, businesses and residents
working in partnership to deliver affordable, quality services
our employees
teamwork, working together across the organisation
creative thinking and ambition

Supporting our values:
•

the Council will be open and transparent when making decisions and will use public
resources ethically and responsibly.

•

we will behave with integrity, courtesy and respect, listening and responding to the
very best of our abilities and treating everybody fairly, and by encouraging Members
and staff to deliver improvements through their own personal development.

Providing the basics
In the coming years, we will have less money and will have to make sure we spend it where
the need is greatest. Our role is to make sure local people get good outcomes from their
services and we understand that it is the quality of the service that matters to local people,
not who provides it.
Our focus should be on:
Promoting and regularly reinforcing the distinctive qualities both of the Derbyshire Dales and
the district council. It is appropriate therefore to build communications skills across the
organisation, supported by an in-house communications resource that is empowered to
identify and solve communications problems, and resourced to implement solutions.
Helping communities help themselves
The district council is at its most effective when it is helping people to live successful lives as
independently as possible and helping communities to help themselves. We believe that if
power is in the hands of local people, you get better results and achieve better value.
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Our approach will be to:
•

Give individuals more say about the services they receive and the support they
receive

•

Empower communities to do more themselves and give them the tools they need for
community action

•

Recognise that some areas need more help than others and that, with a little support,
they can get their ideas off the ground

•

Support the transfer of buildings and other assets to community ownership so that
they can become a hub for local activity – flexible and responsive to local needs.

Evidence and analysis
What do our customers and stakeholders say?
We continue to invite customers and stakeholders to help us set some key priorities that
support our values. The Corporate Plan 2020-24 sets out the vision and improvement
priorities for Derbyshire Dales District over the next four years. It is the key strategy from
which the District Council's Budget and Service Plans cascade.

Priorities
There are 3 broad priority areas:
•

People - providing you with a high quality customer experience

•

Place - keeping the Derbyshire Dales Clean, Green and Safe; and

•

Place - supporting better homes and jobs for you.

These were agreed at the Council meeting on 5 March 2020.
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Action Plan 2021
The Governance & Resources Committee agreed that in the 2021 year the communications
and marketing strategy needed to focus on the following.
•

Install new signage in our three larger parks in Ashbourne, Bakewell and Matlock to
create awareness of the Council's responsibility for those facilities, make the public
aware of and abide by Public Space Protection Orders and replace the proliferation
of smaller “official” signs (there are more than 100 of these in Hall Leys Park alone).
Ward members will be consulted on final designs when these are available. This is
the final (lapsed) part of a successful signage project launched by the
Communications & Marketing Hub in 2018, where £10,000 sponsorship income was
generated in replacing, at a cost of £3,000, dilapidated boundary welcome signs. A
second phase of the signage project saw signs installed in our 30 smaller parks and
gardens and at the Town Hall. Funding for the larger parks signage is set aside in the
communications budget, in part comprising unused sponsorship income.

•

Promote the Public Space Protection Orders (PSPO) review early in 2021 and
amend existing parks signage where applicable after current PSPOs expire on 31st
October 2021.

•

Work with partners to create signage and promotional messages to discourage the
use of disposable barbecues and open fires in the Derbyshire Dales.

•

Promote the Derbyshire Dales as a business destination by facilitating on behalf of
the District Council’s Economic Development Team a microsite, including case study
video content.

•

Improve the quality of live video broadcasts by upgrading the live stream
infrastructure, including the sound system in the Council Chamber, and work with the
Committee Team to plan the facilitation of “blended” meetings (where some
Members and officers might potentially attend in person and others via Zoom) in
anticipation of coronavirus restrictions easing sometime in 2021.

•

Ensure all leases and licences include District Council branding by condition to
enhance the authority’s reputation, linking to the Events Strategy.

•

Continue to utilise our online panel to gauge the overall level of satisfaction in the
District Council.

•

Continue to generate sponsorship to support the Action Plan, focusing on welcome
signs, parks signs and Big Belly Bins, introducing poster frames to the Big Belly Bins
and additional commercial income from advertising in our paid-for public toilets and
the Dales Matters publication.

•

Continue to measure the success of large event promotions and marketing (eg
Matlock Bath Illuminations and the Garden Waste Scheme) via social media
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engagement tools, webform analytics, post-event surveys and takings/visitor
numbers.
•

The Hub will take the lead on important corporate communications issues, including
actions from the waste procurement process.
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