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Campaign Strategies 2009/10
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Customer Services

Housing Services

Shared Service



Objective

To increase awareness of the support available to businesses and residents during the recession. 

Evaluation
For businesses: Conduct a survey of businesses at the end of the year to see how they rate our support. 

For residents: GovMetric feedback and hits relating to the coping with recession pages of our website. 

Strategy
Provide easy to understand information for residents and businesses on how we, and other partners, can help them through the recession.  

The most important part of this campaign is to ensure that  we provide a consistent, corporate voice in the way we approach this campaign. We will also support the Economy Watch (title TBC) branding when it becomes available and co-brand all our products relating to help with the recession. 

 

Methods of communication
· Support for the Buy it Local campaign and promotion of reuseable bags with the Worcester News. 

· Leaflets and posters on where to find help

· Adverts

· Local newspapers 

· Radio advertising campaign Wyvern FM (budget permitting)

· Regular media releases and press briefings

· Events such as the Droitwich Business Day

· Using our products

· Info on front of the website

· Info on plasma screens

· Articles in the magazine and aspire 

· Articles in Parish Matters

· Business Briefing – look to increase frequency to 4 times a year. 



Start date and duration
April 2009 - unknown

Key audiences
Residents, staff and businesses

Key partners
Worcestershire County Council, local media.

Economy Watch group

Lead officers/members
Phil Merrick

Tom McDonald

Chris Brooks

Jane Dobson

Janet Yates

Hilary Philpott

Lew Hammond

Amanda de Warr

Elaine Salter



Priority
Communications priority: 1
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Campaign (title)


Department
Strategy and Communications

All service units



Objective
To increase the amount of residents accessing our services through the website and DigiTV.

Evaluation
Set a benchmark for usage and aim to increase this by 10% annually. 

Strategy
Audit the amount of services currently online and work with service areas to get more online. 

Increase the promotion of the amount of services that are available online, specifically targeting customer profiles that have internet or digital television as their receptive channel. 

Campaign to centre around a large scale launch of the new hub template and content management system as the focus and main launch of the campaign in September 2009. 



Methods of communication
· Article in every magazine

· Media releases

· Promotional goodies

· Big launch of the new website

· Direct mailings to specific groups

Start date and duration
August 2008 – April 2009

Key audiences
· Group 1 - Career Professionals Living in Sought after Locations
· Group 2 - Younger Families in Newer Homes
· Group 9 - Smallholders and Self Employed Farmers Struggling on Isolated Upland 
· Group 10 - Communities of Second Homers and Retired People Living in Attractive Country Villages


Key partners
Hub online partnership

Web Champs

Lead officers/members
Emma Wild

Andy Smith

Cheryl Peters



Priority
Communications priority: 2
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Campaign (title)


Department
Environmental Services

Sports Development

Wychavon Leisure



Objective
To get more people taking up a healthy lifestyle. 

Evaluation
· Increase visits to Wychavon Leisure Centres by 15,000 visits in a year. 

· Successfully deliver mini MEND and GP referrals programme and recruitment to new programme

· Attendance at Wychavon Wellbeing Day and sign up for various calls to action on the day. 

Strategy
To promote the different activities available in the Leisure Centres through media releases, magazine and targeted marketing materials. 

To increase awareness of how to live a healthier lifestyle with regular information on “5 a day the Wychavon way” and other tips on how to be healthy.  

Target uniform groups on free sporting activities. 

Arrange a Wychavon Wellbeing day to coincide with the opening week of Evesham Leisure Centre. 

Use the Youth Bus to provide coaching sessions and promote healthy lifestyles. 

Methods of communication
Articles in every magazine

Joint leaflets with PCT on healthy living

Media release every other month

Health promotion posters for leisure centres

Promotion of GP appointment booking on DigiTV

Start date and duration
April 2009 – April 2010

Key audiences
40 plus residents at risk of heart disease and diabetes. 

Obese residents

Young people (5 – 14 years) 

Key partners
Worcestershire Primary Care Trust

Wychavon Leisure

Worcestershire Spots Partnership

Lead officers/members
Steve Jorden

Debbie Herbert 

Sharon Keen

Judy Pearce

Mark Williams/Jem Teal

Tim Deakin

Priority
Communications priority: 3
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Campaign (title)


Department
Strategy and Communications

Objective
Raise awareness and increase take up of youth activities, including youth zone and youth bus. Promote the benefits of youth activities as diversionary activities. 

Evaluation
Number of users of the youth bus and zone. 

Feedback from young people 

Strategy
To promote the use of the youth bus and Spa Youth Zone to young people and parents. 

To raise awareness and provide information in an appealing environment to young people on key topics such as healthy eating, drug and alcohol awareness and sexual health.

In addition to promote the benefits to local businesses and the community and show sustained support for the community. 

Methods of communication
· WYCHAVON 

· Posters and flyers

· Social networking sites and new media

· Information on the website

· Promotion through schools and youth workers



Start date and duration
May 2009 – April 2010

Key audiences
Young people aged 11 – 17

Parents of young people

Local businesses

Key partners
South Worcestershire Community Safety Partnership

Worcestershire County Council

Lead officers/members
Rob Mace

Dave Hemming



Priority
Communications priority: 4

Campaign (title)


Department
All – but especially Finance

Objective
To increase understanding of how Wychavon spends residents money, what we’re doing to provide value for money and make efficiency savings. 

Evaluation
Increase the amount of residents who agree with the statement Wychavon District Council provides value for money by 2% every time we conduct the Place Survey. 

Strategy
Use as many channels as possible to put out the message about value for money. This will include a more robust approach to corporate branding so residents can clearly see what we’re responsible for and have a clear link to Wychavon.

Methods of communication
· Council tax leaflet 

· A-Z

· Annual Report

· Statement and summary of accounts

· Articles in every magazine

· Media releases every other month on VFM and UoR

· Website

· Through good branding that shows what we own

Start date and duration
April 2009 – April 2010

Key audiences
Residents 40 plus

Homeowners who are generally cynical about how Wychavon spends council tax. 

Staff and partners. 



Key partners
N/A

Lead officers/members
Vic Allison

Bob Banks

Alison Williams

Priority
Communications priority: 5
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