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1. Summary
In this strategy we review the satisfaction
of our residents and staff in relation to
communications. We also review our
current position and activities in relation
to the reputation guide. New actions
relating to the themes of the guide will be
touched on in the commentary and action
plan, but the majority of actions relating
to the themes and big issues will come
out of our reputation review which we will
conduct in autumn 2012.
Our other key actions centre around the aim to
improve our use of social media and to identify our key
messages and campaigns for the few years, with some
spanning the length of the our Priorities and Promises
the corporate strategy 2012-16.
We have short versions of the campaigns which give a
flavour of the work that will be done on these areas, but
these will be worked up into more detailed plans.
We then present a detailed action plan centred around
three key themes:
1. Internal communications and staff engagement
2. E
 xternal communications and reputation
3. The website and social media.
We finish the document with appendices for key areas
that will help guide people and lays down a few rules
regarding branding, traditional media, social media
and working with Graphics.
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1.1 Communications at a glance

Targeted products

• Programme of well attended events
• Regular newsletters to partner groups
on our work in health, arts. sport
and youth
• The youth bus and zone
• Parish Matters
• Communicate to
partners/LSPs
• Business Briefing

Core Communications
C

Strategy

• Custmer insight
• Influencing decision making
• Developing and leading strategy
• ßupporting and informing members

• Media rela
lations - reactive and
proactive
ve
• Internal
al communications eg aspire,
intran
anet, staff briefings
• Media
Med monitoring, headlines and evaluation
•W
Wychavon magazine
• Our
ur website
• Socia
cial media eg twitter, facebook
• Coun
ncil Tax leaflet
• Intrane
net and aspire
• Jack’s
s Round Up
• Strong
g design work and brand management
• Photog
graphy for the press and products
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2. Introduction
We’ve had strong communications with a
clear strategy for a number of years now,
but it’s time for a new strategy that will push
us to further improve and continue to keep
our communications successful.

That said, here in Wychavon, we do continue to buck
the national trend and do well on satisfaction, but we
strive to do more and this strategy will help us to further
put into action the key recommendations from the
Reputation Guide, as well as what we know will make a
difference locally.

In today’s world of tough financial times we need to
ensure we focus our attention on the right things as
an organisation and take on the daily challenge of
good communications and reputation management
collectively.

This will be our overarching strategy for the next 4 years,
mirroring our corporate strategy and the life of its work.
We will however conduct a brief annual review where we
will update the document, if needed, and set new targets
and/or campaigns in consultation with SMT.

The main focus of this strategy will be:

This strategy is to guide both officers and members in
the work of the organisation and is an internal document.

• To provide clarity on our position and development of
social media.
• To maintain and improve our strong local, regional and
national reputation.
• To set out our key messages and campaigns for the
length of the corporate strategy.

3. Context
The LGA’s/LGComms Reputation Guide
provides the evidence of what things
make the most difference to improving
how residents rate us, based on research
that looks at what matters most to the
communities we serve.
Improving reputation is a collective challenge and we
want everyone who works for and with us to feel that
they’re actively responsible and are contributing to
upholding our good reputation.
Nationally evidence shows that councils still have a way
to go and satisfaction with public sector organisations,
as a whole is at the lowest ever since tracking began.
Yet as a sector we have made massive strides in
performance, making it clear that we’re not always
getting the credit for these improvements. Couple this
with the current national backdrop of cuts, and we
continue to have a tough job locally to keep our good
reputation strong.
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4. Where are we now
Our current position is one of strength with
an already strong reputation but it’s useful
to remind ourselves how our current, and
past work, has contributed to our success.
Included below are the results over time of
data on key questions we use to rate our
success using feedback from staff and our
residents. First we look at our staff results.

staff survey results seriously, making improvements
and changes where needed. We understand the key
role communications plays to staff engagement and
pull out relevant questions here.
We have done a lot of analysis of these statistics and
action plans exist to make improvements to areas of
key concern.
It is important to note that we have split out the results
from the South Worcestershire Revenues and Benefits
Service. While you will see great improvements have
been made, there is still work to be done to get them
on a level playing field with other Wychavon staff.

We understand the important link between staff
engagement, as measured by staff pride, enjoyment,
motivation, and performance, good results mean they
do a great job for residents. That’s why we continue to
track how well we do on these and ensure that we take

4.1 Statistics
Staff satisfaction

Staff survey

2006

To what extent do you agree with the following
statements?

WDC

I am aware of the council’s vision, aim, priorities,
goals and promises

2009

2011

WDC

SWRBSS

WDC

SWRBSS

97

95

N/A

91

82.7

I am aware of the council’s values

n/a

92

N/A

93

N/A

The council is open with its staff

79

83

47

78

49.2

Too much information is communicated to me

15

10

11

2

4

My service unit/team has regular team meetings

84

86

43

83

86

Communication between management and staff is
good

76

74

30

76

44

I have enough information to be able to do my job
properly

88

89

47

91

75

I am able to make my views known to the council

82

87

n/a

63

64.3

There is effective two-way communication between
me and my line manager

90

85

64

80

81

SWRBSS asked to what extent do you agree that I
understand how my work contributes to the Shared
Service’s priorities and goals
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Trends over time
100
95
90
85
80
75
70
65
60
55
50
2002

2004

Do you enjoy your job? - Yes

2006

2009

2011

2009

2011

Are you proud to work for Wychavon? - Yes

Top three staff motivational factors
2002

2004

2006

1

Sense of personal
achievement

Sense of personal
achievement

Sense of personal
achievement

Pay and
benefits

Sense of personal
achievement

2

Pay and
benefits

Opportunities for
flexible working

Pay and
benefits

A good work/life
balance

A good work/life
balance

3

A good work/life
balance

A good work/life
balance

A good work/life
balance

Sense of personal
achievement

Pay and
benefits

100
95
90
85
80
2002

2003

2004

Sene of personal achievement

2005

2006

Pay and benefits

2007

2008

A good work/life balance
6

2009

2010

2011

Staff survey task group

set out in an action plan, which was agreed at the SMT
in January 2012. The group have shared the action plan
with the Staff Sounding Board and invited them to give
feedback on how the group can deliver some of the
action and ways that they can help.

Middle Managers set up a task group to look at the
results of the 2011 staff surveys. The group had two
aims:
• To review the results of the 2011 Wychavon and
SWRBSS staff surveys and to identify areas for
improvement and things that we do well that we
could do more of.

In addition, each management team was sent a list of
the key issues from the survey results for their service
unit. These identify where results are significantly below
the Wychavon average and/or most other service units,
or are relatively low compared with the other results
for that unit. Service unit management teams are
discussing these and considering what action they can
take to address them.

• In light of the above, to develop some improvement
suggestions for wider discussion with MMT and SMT
and incorporation into our engagement plan.
The group presented an analysis of the survey results
and some suggestions for things we could do to
address the issues identified at the SMT in November
2011. The group did some further work to identify a
number of priority actions to take forward. These are

The group will report back progress on delivering the
staff survey action plan to SMT in six months’ time with
the interim staff survey currently taking place to give us
a check on current satisfaction levels.   

Resident satisfaction/agreement with...
100
90
80
70
60
50
40
2009

2010

Satisfaction with a local area as a place to live
Satisfied with the way WDC runs things 		

2011
Feel well informed about local public services
Agree that WDC provides VfM

We continue to track the Place Survey indicators that
we found most helpful in determining if we do a good
job for local people. These include satisfaction with
the place, the council, key services, VFM and feeling
informed. We understand the important relationship
between people feeling satisfied with services and their

positive perceptions about VFM and communications.
Basically informed people feel happier with their council
and perceive it to give better value for money than
those who feel uniformed. That’s still the business case
we use to justify our communications work.
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The latest figures from the Worcestershire Viewpoint
also provide some interesting insight into how
residents find information out about us and how they
like to access services. It shows that there is a heavy
weighting towards the methods that we currently
prioritise (newspapers, magazine, website and council
tax leaflet). It’s likely that there will be more of a shift
towards social media in the future and as we start to
grow it as a method of communication, but for now
our efforts continue to be in the right areas. It’s also
important to note that while these figures are weighted,
there is still an under representation of 18 - 24 year
olds who tend to be the heavier users of social media.
A plan is being formulated to get young people on the
panel.

The question below was one we specifically asked for
to ensure we had more weight to reducing the amount
of separate websites that seemed to springing up.
This shows that most people still prefer to come to
one website either their council or the hub to find out
information. Showing that a central resource is still very
important.
Many of the services which Worcestershire
Councils provide are delivered through a range of
partners. When using the Internet, how would you
prefer to access their information?
Council’s website
Worcestershire Hub website
Don’t mind how I access it
Don’t use / have internet
Own services website

How do you find out about what your local
council is doing?
Local newspaper
Council newsletters/magazines
Council websites
Council Tax leaflet
Word of mouth
Regional television
Local radio
Posters
Other websites
Twitter
Facebook

32%
29%
26%
10%
3%

Below we see how people prefer to be contacted
for various different services. Online, face to face
and telephone are popular, where smartphone app
is dramatically less popular. This is interesting and
backs up what SOCITM are telling us, in that it’s more
important to have a brilliant mobile version of your
website than it is to have an app, which customers
might only need once in a while meaning the incentive
to download is limited. We continue to promote Looking
Local which is an app that provides access to a lot of
council services and is very well used.

68%
45%
41%
41%
25%
17%
16%
7%
4%
3%
2%

Please indicate below which of the methods of contact you would prefer to
Direct contact:
face to face or
telephone

Online

Smartphone
app

Automated
telephone
lines

Pay Council Tax

32

54

1

1

1

10

Pay for School Transport

3

14

*

*

1

82

Pay for Home Care

10

7

-

*

1

81

Report Potholes

35

54

3

4

n/a

5

Report missed waste collection

48

42

2

4

n/a

4

Report housing repairs

14

13

*

1

n/a

71

Apply for school places

9

27

*

*

n/a

63

Apply for copy of birth, death,
marriage and civil ceremony
certificates

35

50

*

1

n/a

14

Information on school closures

7

31

4

2

n/a

56

Information: reminders or
changes to refuse collections

28

57

7			
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Payment Don’t use
kiosksv this service

4.2 Reputation Guide

based on robust research, so we will assess our work
briefly under these key areas. The three big issues leadership, brand and communications supported by the
five rules - value for money, informing and engaging, trust
and confidence, great services and changing lives are set
out here together with some comments on how well we
measure up on each.

The Reputation Guide was developed nationally by the
LGA and LGComms and still provides a relevant and
useful benchmark for councils work. It sets out clearly
three big issues and five rules for a strong reputation,

Three big issues:
Leadership – we have strong leadership
both corporately and politically that we call ‘Team
Wychavon’ that unites the organisation and
is reflected in our staff satisfaction results and
accolades such as The Times Best awards. We
don’t have public disagreements in the press
and this shows stability and a clear direction and
clarity of purpose. We have some challenges with
regards to managing our reputation when it comes
to shared services and this is one area that we will
need to consider carefully in the future and we will
have an individual campaign dedicated to this.

Communications - we’ve got a lot better
at planning our communications in advance
and ensuring that we have measured strategies
for delivering campaigns. We continue to need
to focus our attentions on stronger evaluation,
but again this is an area we’re improving on
and will incorporate more evaluation in our
new campaigns. Things like making sure
communications is seen as a top table issue by
putting in on agendas of the management team
have helped make the issue mainstream as offer
an early warning of up and coming issues too.

Brand – we’re clear about our purpose, and
what the Wychavon way stands for and this comes
through in our staff and is reflected back to us
when we consult with residents. In terms of the
physical application of our brand, we now have
new brand and style guidelines that have been
revised, so that we continue to get the credit for
our work and our investments. Our style, although
still creative and innovative where it needs to be,
has a corporate and consistent look to use where
appropriate. Our simple strapline ‘good services,
good value’ continues to summarise our brand to
local residents.
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Informing and engaging

Five Rules

What we do now: consulting with residents
via methods such as Worcestershire Viewpoint,
feeding back the views and how we will do things
differently as a result is routine now and means
we can track how we are performing for people.
We report back to residents through our residents
magazine, media releases, social media and
directly if necessary.

Value for money

What we do now: As we can demonstrate
residents rate us highly on providing value for
money and this is already a very strong part of
our culture and identity. We continue to ensure
that value for money messages run through our
communications reflecting the way we approach
our business. We continue to ensure that we talk
about value for money in the council tax leaflet,
magazine, media releases and have a strong
branding on any services that we provide.

What more we can do: We collect a vast
amount of information about resident views, but
there are occasions where we can corporately
share more of the data we get from residents and
ensure they know what we have done differently
as a result. Social media is something we’ve used
where appropriate for the audience, but we can
do more to encourage this to be used for other
topics, projects and other teams not just centrally.

What more we can do: We could do more to
tell people how much services cost in real terms
and in this financial context with choices to be
made, VFM will continue to dominant our agenda
and we will do more to involve and engage
residents in the financial choices ahead.

We also need make better use of customer insight
data to target services at residents so that they
get information that’s most appropriate to and is
of most interest to them.
This theme is also about having a 2 way
conversation with people and later we set out how
we plan to use social media so we engage more
with residents in a conversation rather than a one
way communication.

Trust and confidence

What we do now: Delivering on our promises
and being prepared to be open and honest when
we haven’t done well or have got something
wrong is important to us. We do this through open
media relations and messages in the residents
magazine.
What more we can do: We can probably
do more to link in with the ‘You said, we did’
campaign, that has worked well in other areas.
This would help us to be clearer with residents
when we have listened to them or being up front
when we have to take decisions which might not
be popular with everyone.
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Changing lives

What we do now: we do a lot to change
people’s lives from housing those who are in need
to helping someone set up the new business of
their dreams. We have high satisfaction rates and
have been ranked the best rural district to live in.
What more we can do: That said it’s important
to remember that residents need reminding of the
good quality environment they live in. Increasingly
we work in areas with partners helping to solve
practical issues for people. How we brand and
badge that partnership working so that residents
know who is accountable for what is an area we
are keen to improve.

Great services

What we do now: Providing strong, value for
money services is a key part of the way we do
things. By using a variety of different ways to
provide services from contracting, charitable
trusts and shared services we ensure that high
quality services are provided at reasonable costs.
What more we can do: One area to watch
is to ensure that our residents continue to get
good experiences even when we don’t provide
the service and ensure that we challenge where
experiences aren’t as good or where customer
satisfaction dips.

Reputation review

Moving forward we will have a reputation
review on these key areas which will enable
us to improve the way we progress them as
an organisation. This will involve interviews
and feedback from key internal and external
stakeholders, including SMT, Middle Managers,
Team Leaders, Communications Team, front
line staff, partners, residents and local media.
We will also do a desk top exercise reviewing
our current work and this will conclude with a
presentation back to SMT and those involved in
the review. Following this a report and action plan
will be pulled together providing us with a strong
platform for moving forwards.

Our most visual services are streets, parks and
public areas are very clean with a strict and
robust cleaning regime and we continue to track
perception measures of these. We have Green
Flag awards for our parks and anyone visiting
our parks couldn’t fail to be impressed by them.
Perceptions of services in general are good,
but we can do more to canvass service user
experiences to develop and change services as a
result which will be picked up in the consultation
guidance which will be coming to SMT in the near
future.
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5. Where do we want to be and how
are we getting there?
The aims of the strategy are:
• To provide clarity on our position and
development of social media.
• To maintain and improve our strong
local, regional and national reputation.
• To set out our key messages and
campaigns.

Currently, we have a variety of different sites that we
use regularly such as facebook, twitter, blogs and flickr,
but need to push ourselves further and be prepared to
try new and creative ideas. As an organisation we have
decided that there will initially be three strands to our
social media strategy. These will be:

1. Corporate
accounts

Corporate accounts
will be managed by the
Communications Team. We
will respond quickly to service
enquiries and refer them to the
relevant teams if necessary.
If at any point this becomes unmanageable for the
Communications Team in relation to service requests,
customer service advisors will be asked to step in to
deal with enquiries, in much the same way that they
deal with e-mails. At the moment this will only apply
to facebook and twitter, but can be rolled out to future
social media sites should it be relevant.

5.1 Social media

2. Single issues or
teams

Social media is such a fast moving and important
area and it is key to any organisation operating today
to ensure they have a strong grasp of social media
and engage in the conversation that is going on about
them, regardless of their involvement. It’s not about
whether we get involved but how.

The Communications Team will
encourage teams to use social
media for issues, events or
teams that would particularly
lend themselves to social
media. For example the South
Worcestershire Development Plan is very engaging to
residents and there is the potential to use something
like twitter to advise residents of up and coming events.
At this point social media hasn’t been used for official
consultation, but it can start to help to engage residents
in this. In the future it is likely that we will use social
media for consultation and some councils have started
to do this alongside traditional methods.

We want, and can, use social media in many different
ways, but it’s important to remember that at this stage
it’s only appropriate for certain audiences and it’s not a
replacement for traditional communications. Instead we
should view it as a growing market that complements
our current methods.
In addition to this, it’s important to consider the likely
demise of local newspapers. While it is sad that the
lack of advertising revenue is going to continue to affect
the ability of local press to continue to be profitable,
we must plan our communications carefully so we’re
successfully reaching our audiences. Social media and
online advertising are likely to fill this void that could
be created by declining or disappearing local papers,
making it more important than ever to be actively
involved and embracing this technology.
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3. Individuals

We reserve the right to remove any contributions that
break the rules or guidelines of the relevant community,
or:
• Are not civil or tasteful.
• Are unlawful, libellous, harassing, defamatory, abusive,
threatening, harmful, obscene, profane, sexually
oriented or offensive.
• Contain swearing.
• Contain content copied from elsewhere, for which you
do not own the copyright.
• Are repeat postings, or very similar messages (also
called "spamming").
• Impersonate someone else.

Individuals are invited to get
involved with social media (in the
councils name) if they’re prepared
to use it actively and can display
that they will provide added value to
our corporate messages and to our
residents. Individuals must do this
in their official capacity and we’re not suggesting that
individuals should open up any personal accounts they
may have to customers.
All accounts need to be set up in consultation with
Strategy and Communications to ensure they’re
beneficial to the organisation, appropriate for the
audience and so we have a corporate grip on what
we’re doing as a whole organisation.

Libel

Please take care not to make libelous statements. In
law this means a statement that lowers the reputation
of a person or organisation in the eyes of a reasonable
person. By publishing such a statement we can both
get into serious trouble. We will therefore request that
any statement that could be considered libelous are
removed.

Aim of social media

The aims of our social media activities are not that
different from those of our traditional communications,
although it is more of a two way conversation and we
should embrace the opportunity to listen and really hear
the comments of residents.

In the six week run up to an election we have to be very
careful not to do or say anything that could seen in any
way to support any political party or candidate. We will
continue to publish important service announcements
using social media but may have to remove responses
if they are overtly party political or that seeks or could
be perceived to seek to influence people to vote for a
particular candidate.

• To raise the profile of events, activities, decisions and
consultation.
• To create a dialogue with customers.
• To promote and protect our reputation.
• To defend us against criticism or inaccurate comments.
Guidelines – these will form a policy document in the
appendices
With something as instant and as potentially permanent
as social media we are keen to ensure our reputation
is protected. Therefore we have developed some
guidelines to help guide staff and members in their use
of social media.
• We will aim to respond to comments or questions as
soon as possible but at least within one working day.
• Where significantly inaccurate comments are made
about us, we will publish a correction so that others
are not misled. We also reserve the right to remove
such comments if they’re in line with the below list. See
the chart for how to decide what course of action is
needed.
• Where possible, we will rely on the measures of
protection and intervention which the social networking
site already has in place (e.g. against illegal, harmful or
offensive content), for example by flagging comments
or alerting them to any breaches of the site’s terms and
conditions.
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Social media response model

Helping us to decide how to react to comments made on social media

Thanks to UCAS for allowing us to adapt their model
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5.2 Reputation

target audiences, actions and will identify the most
appropriate methods of communication.

We have plans to conduct a reputation review in
autumn 2012 and we will use this as an opportunity
to review the work we’re doing and what more we
can do to enhance and develop our reputation. Fiona
will be the lead on this and we will bring forward
recommendations that will work around the themes
of the Reputation Guide and beyond, as the guide is
starting to get out of date.

We will also create an online welcome pack that will pull
together information that is largely already available on
the website, but have it packaged in a way that is more
useful to a new resident.

5.3 The corporate plan and
how we’ll support it – key
messages and campaigns

The review will be far reaching and will look at the work
of the council as a whole, not just the work of Strategy
and Communications.

Our key messages will be centred on our priorities,
goals and promises and our activities will largely
be dictated by supporting those areas, with key
campaigns for each priority, where we will do more
detailed and specific work supported by separate
communications strategies. A brief overview of the
campaigns for the first year is included to give a flavour
of the work. This doesn’t mean we won’t support all
areas of the strategy, only that these will be our big
campaigns.

In the short term we have developed initial actions to
continue to enhance our communications and they’re
listed in the action plan.
Our main aims are to strengthen our branding and our
written style working with teams to ensure we continue
to get credit for our work and that what we write is easy
to understand.
We will develop detailed communications plans on
key issues connected to the corporate strategy (brief
overviews are below). These will have individual

Priority 1 -

Strong economy – business, skills and housing
We will support this priority by promoting business grants, assist heavily with the
marketing of the district as a great place to do business.
Topic and duration

Marketing the district to businesses 4 year plan

Audience

Local, regional, national and international businesses.

Objective

To attract businesses to the Wychavon district and retain and grow existing ones.

Key activities

• Think about locations that would be suitable for new businesses.
• Research types of businesses that are most likely to want to use these locations/
facilities.
• Conduct research with successful businesses in the district – ask them what
attracted/keeps them in Wychavon and what more would help.
• Collate selling points of the district.
• Develop comprehensive communications strategy to market the district to the
correct target audience.

Evaluation	The amount of new businesses that relocate or expand as a result of our work.
Residents’ awareness of Wychavon as a thriving business area..
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Priority 2 -

Strong environment – energy efficiency, recycling
and development
We will support this priority through continuing to promote recycling for residents and
businesses. We will also promote community flooding initiatives when they come to
fruition. We will work with South Worcestershire councils on the Development Plan
and minimising negative coverage associated with it. Big promotion for Green Deal to
ensure residents and businesses get the most out of it.

Topic and duration

Intelligently Green and the Green Deal 2 year plan

Audience

Green minded or low income residents. Wider audiences

Objective	Promoting elements of the strategy that are particularly beneficial to residents and
businesses such as Green Deal, insulation, solar panels etc
Key activities

• Direct marketing materials • D
 oor knocking • Wychavon magazine

Evaluation	Take up of schemes.

Priority 3 -

Strong communities – support active communities
and provide good value, efficient services
We have developed a robust communications strategy with partners to tackle the
development of supported housing. VFM will also be key to our messages and
support with budgets choices, with a stronger focus likely in 2013/14. The biggest
area in this priority this year will be the work self service.
Topic and duration

Getting you online (self service). 2 year plan

Audience	Senior officers and members, all staff involved with developing the web and online
services, all staff involved in service changes that may have an impact on the way a
service is delivered, contractors and shared services, residents.
Objective	To promote the use of self service technology to those developing systems and
promote the use of them to residents and businesses.
Key activities

• Presentations
• Events
• Media releases
• Magazine articles
• Social media

Evaluation

Web site statistics
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Topic and duration

Welfare reform 2 year plan

Audience

Residents claiming benefits

Objective	To ensure resident are clear about the scheme that we will be adopting and how it will
impact on them financially
CEX’s panel has asked us to tackle this at a county level
Key activities

• Wychavon magazine • Regular media releases
•D
 irect communications with customers

Evaluation

Avoidable contact relating to the change?

Also a joint election campaign with the whole of the county regarding the police commissioner. This was also a
request from Chief Executives Panel.

Strong council
Topic and duration

Engaging staff in the shared services. 2 year plan initially

Audience

Shared service managers and staff

Objective	• To ensure the morale and performance of staff stays high in shared services.
• To ensure our reputation and brand values are upheld by those delivering our
services through shared agreements.
• To ensure customer satisfaction remains high.
Key activities

Staff satisfaction results and customer feedback.

Evaluation

Avoidable contact relating to the change?

This strategy coupled with the improvement plan, our core communications, campaigns and the planned mini
reputation review, will help provide with a strong platform to move our communications forward.

Action plan
This will be monitored through Covalent, these
are actions are on top of our key messages and
campaigns, service plan targets and will be added to
once the reputation review is completed with actions
identified under each of the themes.

The reputation review will take place in autumn this
year.
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5.4.1 External communications and reputation
Action

Why

Who by

By when

Develop an online
welcome pack for new
residents.

To provide new residents with useful information
all in one place.

Emma, Kath
and Andy

September
2012

Roll out new brand
and style guidelines
and raise awareness
in particular of the
tips for writing clearly
section.

The guidelines are to strengthen our brand and
ensure we continue to get the credit for our
work. In particular we’re focussing on gaining
consistency with corporate design work along with
ensuring staff are aware of the style we would like
them to write in to ensure less changes to

Emma, Helen
and Vicki.

September
2012
launch
ongoing
work to
apply

Pull together
full versions of
communications
strategies for each of
our key campaigns.

There are very brief overviews of campaigns that
we will be involved in this year but full versions of
the campaigns will be worked up.

Emma with
key leads for
campaigns

September
2012

Develop a good way
to display council tax
leaflet online which
doesn’t involve lots of
pdf files. Also ensure
that our residents still
get a hard copy of
interesting information
in with their bill,
despite the legislation,
and that a hard copy
of all the information
can be made available
to those that request
it.

Legislation is due to change which means we don’t
have an obligation to provide a hard copy of the
statutory information included in the council tax
leaflet to all residents.

Emma with Vic,
Alison, Jean,
Caroline and
CCG.

April 2013

Reputation review
planned for
Autumn.

To review our current work and identify what
we can improve on with a particular focus on
enhancing our reputation.

Organisational
review led on by
Fiona and Emma.

Autumn
2012

Pull together a plan for
gathering customer
e-mail addresses in a
centralised database
for marketing
purposes.

We have no central database for customer contact
information particularly for marketing purposes.
The electoral registration process will enable us
to gather more this year and we should push
gathering customer contact information with every
encounter.

Emma, Kath,
Elaine Dicks

Ongoing

We can provide this information online as long as it
can still be made available to residents who want it.
The County Communications Group (CCG) is
talking about whether we can continue to produce
a hard copy document, but potentially as a joint
magazine style product.
We would look at using more advertising to ensure
it didn’t put costs up, but are keen to ensure
residents still get something through the door as
this is the only opportunity where we can guarantee
that all residents get something from us.
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5.4.2 Internal communications and staff engagement
Action

Why

Who by

By when

Consultation with
members about their
communications and
what they would like
more or less of.

We haven’t asked members about
communications for a long time and it’s important
to be aware of their views so that we can ensure
they’re getting all the information they need.

Spencer

September
2012

Revamp the intranet
using liferay as the
platform.

Useful to demo liferay as it’s being explored as
the potential platform for our website in the future.
It will mean more people can be editors of their
content as they are for the website, so content
can be updated more quickly and teams can have
ownership of it.

Fiona and
Emma

TBA

Spen

Ongoing

Review and streamline
old content.

A survey would be an ideal way to get feedback,
but we imagine this will need to be coupled with
some face to face conversations.

In addition to this it’s a useful opportunity to ditch
old content and streamline information to make it
easier to find.
Actions from the staff
survey action plan

There are a few actions that we have been asked
to deal with out of the staff survey action plan
these include promoting members roles to staff,
ensuring staff are kept up to date with the impact
on staff regarding finances and job security and
filming the staff briefings. We will tackle topics
through out normal communications methods.
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5.4.3 Website and social media
Action

Why

Who by

By when

Promote social media
to the organisation and
councillors.

Ensuring that the organisation understands and
appreciates the importance of social media is
key to our success with it. Training sessions, 121
sessions and bite sized briefings will be offered to
those who need it.

Emma,
Spen
and
Andy

Ongoing but
start sessions
by September
2012 at the
latest

Trial a number of projects
using social media:
• Create a monthly content
calendar for social media
communications
• Develop our facebook page
to be more visual
• Use Hootsuite to get
statistical information back on
our social media activity.
• Personalised facebook page
for a CSA
• Use Yammer to get
community groups working
together.
• Use Facebook as a way
to get those working on
Neighbourhood Parish Plans
talking, sharing documents
and to generate discussions
if they’re keen to use it.
• Use twitter to promote SWDP
events to residents.

Our strategy with social media will be to review
best practice ideas and trial them. Advice from
those embracing social media in the public sector
is to be flexible in the approach to it. Be prepared
to adapt, try things and be flexible and change the
approach where things aren’t working.

Emma
and
others

Ongoing

Work with Worcester
City and Malvern Hills
on a business plan for
moving our website
onto liferay.

As mentioned above we are likely to demo liferay
on our intranet site.

Emma,
Andy,
Vic and
IT

Next 2
years

Our current website is hosted in Alterian and
this is due to lose support from Alterian in the
next 2 years. Worcestershire County Council has
decided to support the site themselves and have
committed to keeping it.
IT are keen for us to use the free system liferay,
which they already use for Malvern’s intranet
site, but would like all three south Worcestershire
councils to have the same providers for the
websites for joint development purposes.
Worcester City don’t currently use either and need
a long term solution for the content management
of their site and are considering liferay for that. As
long as IT can present a strong business case for
moving our site to liferay, including demonstrating
show it will link to Worcestershire County Councils
site, we will consider moving our site to liferay in
the long term.
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6. Appendices

WYCHAVON
Brand and style guidelines

Appendix 1. Brand Guidelines

2012-2014

We’re a very creative council and in no way want to limit creativity - however
to create a strong and well-recognised brand, we do need some guidelines
that, for most areas, should be followed. There will be occasions where we will
produce things that are outside of our guidelines, but these will always be led on
by the communications team.

These guidelines relate to the physical display of our logo and brand on publicity
material.

Our brand is what we stand for and who we are. It is reflected in how we deal
with every customer, the welcome we give, down to the name badges and the
signs we display.

Our brand and what we stand for

These guidelines will show you how to use the Wychavon brand and style
correctly, consistently and effectively across all projects, messages and
materials. This will help us continue with our clear identity, ensure we get the
credit for our involvement/investments and generate a positive image and
reputation that people will trust.

The aim of this document is to ensure that all our communications are:
• clearly identifiable
• relevant and easy to understand
• reflect our brand and values
• accessible to the target audience
• professional.

These guidelines are for everyone involved in producing Wychavon District
Council communications or other materials.

Introduction

2

These values need to be reflected not only in our behaviour, but also in the
products and promotional material we produce.

Another idea from the Wychavon Staff Sounding Board

We expect to deliver a lot to our customers
so we expect a lot from our staff

Brilliant
customer service
Great services
every time
Value for money
Fun, motivated
and positive
Innovative,
always improving

WYCHAVON
WYCHAVON

Our values are:

Before printing please think if you really need it in colour or black and white.

Supported by or designed and printed by above the logo.
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We have a range of colours available which have been chosen because they’re fresh
and modern.

If a product is something that we don’t have direct responsibility for, but at the very least
we are supporting it with design time or print costs then as a minimum it will say:

The Wychavon logo must be used on all designs including:
• Signage and buildings
• Vehicles
• Major publicity and marketing materials related to Wychavon
• Advertising (including recruitment)
• Websites referring specifically to our services

When resized the logo must retain the same ratio of width to height.

Designed and printed by

Colour

The logo itself must measure:
• 6cm across on A3
• 5cm across on A4
• 4cm across on A5
• 3.5cm across on A6

Positioning of the logo
The logo should be positioned bottom-right 8mm from the edge of the page.
There must be at least 3mm worth of space around the logo.

Please note that the logo is only valid with the strapline as it is part of the logo.

Pantone Reflex Blue

Here are examples of the blue and black versions of our logo. In most cases the blue
version will be used.

All products, advertising and design work we produce goes through the Graphics Team
and must carry the Wychavon District Council logo on the front cover.

Logo

Only use BLOCK CAPITALS sparingly, if at all. They can be hard to read and may
appear aggressive OR LIKE YOU’RE SHOUTING.

Wherever possible use a minimum font size equivalent to Arial 12 for letters, postcards,
leaflets and reports and 18 points for posters. Avoid using italics or underlining as it
makes the text hard to read.

Make sure your design is suitable for people with visual impairments. For example, avoid
using pale colours on pale backgrounds.

Accessibility

Please use Arial 12 for letters, documents and emails.

or Swiss 721 BT LIGHT

FF Justlefthand

and underneath that we use

Swiss 721 BT BLACK CONDENSED

For WYCHAVON our main branding we use:

Swiss 721 BT BOLD
Swiss 721 BT BLACK

For main headings we use:

Swiss 721 BT Medium

For sub-headings we use:

Swiss 721 BT LIGHT

For the main wording we use:

Swiss 721 is the typeface we use on all our materials. We have chosen this because it is
a simple and easy to read typeface.

Typefaces
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A parent or guardian must give their permission for use of photographs of children under
16. We also have a photo library that we use called shutterstock which has stock images
that can be used for publications.

If you are taking photographs and want to use them in publications you need to get the
consent of the people you are photographing ask communications for a consent form.

We can offer you support with photography for events. Please give us plenty of notice. If
we’re unavailable we can give you contact details for local photographers or give you a
lesson on our camera.

Where possible use images of real people that are age appropriate and reflect the target
audience. Never use clipart. Never use images that you’ve just taken from the internet or
you don’t know the origins of, you could unwittingly be breaching copyright.

Images and photos

(14 points) This information is also available in large print, Braille on CD, or in different
languages and is supplied on request. For more information please call 01386 565000.

Currently we have a general set of words that should be on all major documents as
follows:

We don’t currently have a contract for translations or alternative formats, but if you
need to provide something in an alternative format please contact Strategy and
Communications and they can organise this for you.

Swiss 721 BT LIGHT

This needs to be applied to everything we produce
unless it is a partnership project.

4. Clear message and contact details where needed.

3. Suitable imagery - either locally sourced images or
stock imagery from www.shutterstock.com

2. The Wychavon logo must appear on everything at
the bottom right.

FF Justlefthand

The strapline can use the following fonts:

1. WYCHAVON across the top of the design, along
with date and strapline (this will change per design,
colour, wording etc) below the WYCHAVON.

The WYCHAVON corporate style consists of:

18mm
29mm
8mm

8mm

90mm

40mm

5

Strapline here if required

WYCHAVON

DL
170mm

8mm

50mm

Our priorities, goals and promises

WYCHAVON

Landscape

185mm

WYCHAVON
News, stories and services for residents

April 2012
14mm

8mm
27mm

Corporate style

2012-2016

50mm

8mm

14mm

40mm

Strapline
required
Strapline here
hereifif required

WYCHAVON

90mm

170mm

8mm

50mm

6

Our
priorities,goals
goals and
andpromises
promises
Our priorities,

WYCHAVON

Landscape

8mm

27mm

DL

News, stories and services for residents

2012-2016

18mm

29mm

8mm

185mm

WYCHAVON
News, stories and services for residents

April 2012

Example using alternative font

50mm

aAnnual
n n u aReport
l r e p and
o r t

2 0 1 1
Finance

WYCHAVON
WYCHAVON

June 2011

Additional
information

Secondary
message(s)

Primary
message

www.wychavon.gov.uk

Logos and any contact information
should appear at the bottom

page 16

Summer hits
Pershore
Meet your new
Councillors

Recycling
everything you
need to know

W -Factor
finalists show
tours the area

WYCHAVON
News, stories and services for residents
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www.wychavon.gov.uk/community-development
or contact contact Tracy Grubb at
tracy.grubb@wychavon.gov.uk
T: 01386 565168

For more information and the route visit

Evesham Festival of Sport
www.eveshamfestivalofsport.com

12 noon-4pm Crown Meadow

Market Place
• W Factor, Youth music & other
performers
• Street entertainer & face painting
• Local community groups
• Street market
• Exciting trails and walks

Evesham 10am-12.30pm

• Strawberry market
• School performances
• Local groups
• Music
• Stalls and much more...

Broadway 10-5pm

• Dog parade
• Cream teas and refreshments
(Wayside Farm Shop)

Wickhamford

Sunday 1 July 2012
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Finish

Apply
now

Packs will be delivered from
Tuesday 24th January.

The deadline for applications is
Monday 23rd January, 12pm.

The challenge is to get as far as
possible on the Wychavon map before
the start of the London 2012 Olympics.

For further information contact Laura Barnard on
01386 565497 or email Laura.Barnard@wychavon.gov.uk
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The Olympic Walking Challenge
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WYCHAV
ON
The Olympic Torch Relay

Evesham Community
Contact Centre
Abbey Road, Evesham

Starting Thursday
19 Jan 2012

Drop in sessions
every other
Thursday, 12 - 4pm

Free, Impartial,
Confidential Advice

Homeless or threatened
with homelessness?

Age 16-25?

WYCHAVON

invest

t

inves

April 2012

Our strategy & service delivery plans
t

attrac

t

attrac

WYCHAVON
t

Corporate header

inves

Key messages

t

attrac

W

Are you 11-18
and live in
wychavon?

THE

WFACTOR

Application forms can be downloaded at
www.wychavon.gov.uk

All at the Civic Centre, Pershore
between 4 and 6pm

Friday 18 November 2011
Friday 9 December 2011
Wednesday 11 January 2012

Auditions

For more information and for an application form please call
Laura Barnard 01386 565497 or Tracy Grubb 01386 565168

•MUSIC?

•Acting
Singing•
•Dance
Visual Art•
•Circus Skills
Short Film•

Photography

Are you
talented
at...

THE

FACTOR

Here are some examples:

23 June - 8 July 2012

artstrail

www.wychavon.gov.uk

Brochures available
around the town

Workshops in venues along
the Droitwich Canal, Salwarpe,
Droitwich Spa, Hanbury

• music
• photography
• knitting
• quilting
• mosaics
• art
• poetry

workshops

FREE

Droitwich Canal

8

11-17

AGES

For partnership or one off work which has a niche market. The main rule is for the Wychavon logo to appear in the bottom right corner.
We also expect clear, uncluttered messages, contact details and product should be well designed.

Partnership and niche style

Live music
For further information please contact Tracy Grubb
T: 01386 565168 E: tracy.grubb@wychavon.gov.uk
www.wychavon.gov.uk/community-development

and Pershore only

Climbing wall
Will be at Evesham

12 - 4pm

Tuesday 21 August
Droitwich Lido Park
Wednesday 22 August
Pershore Abbey Park
Thursday 23 August
Evesham Abbey Park

tin
Face pain

Party in
the Park

g

WYCHAVON

Wychavon District Council, Civic Centre, Queen Elizabeth Drive, Pershore, Worcs. WR10 1PT
T: 01386 565000
F: 01386 561091
DX25934 Pershore
www.wychavon.gov.uk

With compliments

With compliments

9

Wychavon District Council, Civic Centre, Queen Elizabeth Drive, Pershore, Worcs. WR10 1PT
T: 01386 565000
F: 01386 561091
DX25934 Pershore
www.wychavon.gov.uk

Wychavon District Council, Civic Centre, Queen Elizabeth Drive, Pershore, Worcs. WR10 1PT
T: 01386 565000
F: 01386 561091
DX25934 Pershore
www.wychavon.gov.uk

WYCHAVON

WYCHAVON

www.wychavon.gov.uk

Wychavon District Council,
www.wychavon.gov.uk
Civic Centre,
Queen Elizabeth Drive,
Pershore, Worcs, WR10 1PT.

Pershore, Worcs, WR10 1PT.

M:Wychavon
07900162322
District Council,
E: trevor.clark@wychavon.gov.uk
Civic Centre, Queen Elizabeth Drive,

E: trevor.clark@wychavon.gov.uk

Community Neighbourhood
M:Warden
07900162322

Warden

Trevor
Clark
Community Neighbourhood

Trevor Clark

WYCHAVON
WYCHAVON

Our stationery, letterhead, business cards and compliment slip. This new letterhead will be available as a PIG template.
Staff are asked to use this rather than recycling old letterheads.
Logos on the letterhead are reviewed periodically by communications, in consulation with the Managing Director.

We have templates for the following to give consistency:

Templates

Wychavon District Council, Civic Centre, Queen Elizabeth
Drive, Pershore, Worcs. WR10 1PT www.wychavon.gov.uk

No:

CS/04-11/11

Signature of person receiving this form. …………………………………………………………...................................

Wychavon District Council, Civic Centre, Queen Elizabeth Drive, Pershore, WR10 1PT.

period of 10 days from this notice.

to that offence provided you produce your authority in person to Council offices at the address below within the

you guilty of an offence pursuant to section 5(7) of the Act. However, no proceedings shall be taken in relation

Failure without reasonable excuse to produce your authority forthwith to the officer named above will render

Signature:………………………………………...........…………......

Date:…………………………………..……………. Officers Name:…………….………………………………………….

Penalty Notice of £300, or on summary conviction to a fine not exceeding £5000.

to comply with the requirements of this notice will render you guilty of an offence and liable to a Fixed

of Pollution (Amendment) Act 1989 (“the Act”), as amended, to obtain this information from you. Failure

An authorised officer of Wychavon District Council is empowered under Section 5(1a)(3) of the Control

WARNING

If you require any assistance to comply with this request please speak to the named officer.

Copies of your authority to transport waste for the period [Date]……………………….............................................

produce the following particulars:

Pursuant to section 5 of the Control of Pollution (Amendment) Act 1989, YOU ARE REQUIRED forthwith to

Re: Transportation of controlled waste at (location of stop):……………………………………...................................

Vehicle Reg:…………………………………………... Make:……………………………………….................................

Address:…………………..…………………..…………………..…………………..…………………..…………………....

To:...…………………………………………………… Driver / Passenger D.O.B:…………………………………….....

Notice pursuant to Section 5 of the Control of Pollution (Amendment) Act 1989

Waste Carrier Certificate Production

WYCHAVON

Our forms

ich Library, Victoria Square
.30am-5.30pm, Fri 9.30am-7pm
e,

, plans and other documents
y objections or representations
Head of Housing and Planning
before 2 February 2012.

ter/Stourport Area
ISC Alterations
vide Manager’s
urant & micro brewery.
y M & E Group Ltd
LIS Notice board to
top House, Inn Lane,
Hartlebury Parish Council

submitted to the Council.
ing of a Listed Building
ous

Town and Country Planning
ral Development Procedure)
Order 1995 Planning
ildings and Conservation Areas)
t 1990 Sections 67 & 73

The Town and Country Planning
(General Development Procedure)
Order 1995 Planning
(Listed Buildings and Conservation Areas)
Act 1990 Sections 67 & 73

Closing date: 6 February 2012
Interviews: 21 February 2012

Informal enquiries: contact Peter Head, Property and
Projects Manager on 01386 565148 or email
peter.head@wychavon.gov.uk
Apply online at www.wmjobs.co.uk (Wychavon)

This is a great opportunity to deliver a
number of exciting projects and be part of a
high performing team. We are looking for a
qualified surveyor with 3 years experience.

£25,472 - £28,636

Temporary contract up to 2 years

Development Surveyor

WYCHAVON
Come and work with us

Droitwich Community Contact Centre, Droitwich Library, Victoria Square
Mon 9.30am-5.30pm, Tues 9.30am-7pm, Wed 9.30am-5.30pm, Fri 9.30am-7pm
Civic Centre, Queen Elizabeth Drive, Pershore,
Worcs WR10 1PT Mon-Fri: 9am-5pm
T: 01386 565000 F: 01386 561092

A copy of all the above listed applications, plans and other documents
can be viewed at www.wychavon.gov.uk. Any objections or representations
concerning the proposals should be sent to Head of Housing and Planning
G Collin, Civic Centre, Pershore, on or before 2 February 2012.

Applications received for Kidderminster/Stourport Area
W / 11 / 02849 / CU - (Hartlebury) - MISC Alterations
& conversion of existing building to provide Manager’s
accommodation for country pub, restaurant & micro brewery.
Shakespeares, Station Road, Hartlebury M & E Group Ltd
W / 11 / 02862 / PN - (Hartlebury) - ALIS Notice board to
be erected on the post office wall Rooftop House, Inn Lane,
Hartlebury, Kidderminster, DY11 7TA Hartlebury Parish Council

The following applications have been submitted to the Council.
The codes are: ALIS affect the setting of a Listed Building
MISC Miscellaneous

Planning notices

WYCHAVON

Adverts

WYCHAVON

10

our employees voting us one of the best places to work, Wychavon has
Closing date: 6 February 2012
long been known as a place of innovation and success.
Interviews: 21 February 2012
We have a rare vacancy in our Senior Management Team and need someone
who is motivated by success, will inspire others and push us to keep improving.
As a motivating and inspiring leader, you’ll ideally have a professional
background in planning or housing. You’ll need to deliver excellent services that
really improve lives. You will be expected to work positively with developers,
partners, local communities and Members to ensure our planning and housing
priorities are developed.
To apply visit www.wmjobs.co.uk/wychavon/housingandplanning
Closing date 30 December 2011
Interviews 30/31 January 2012

Package up to c.£72k

Informal enquiries: contact Peter Head, Property and
Projects Manager on 01386 565148 or email
peter.head@wychavon.gov.uk
With resident satisfaction
Apply online at www.wmjobs.co.uk
(Wychavon) levels amongst the best in the country and

Be part of our energetic management team

Head of Housing & Planning

This is a great opportunity to deliver a
number of exciting projects and be part of a
high performing team. We are looking for a
qualified surveyor with 3 years experience.

Come and join our progressive Council...
£25,472 - £28,636

Temporary contract up to 2 years

Development Surveyor

WYCHAVON
Come and work with us

There is scope to be more creative with some adverts:

Android

iPhone

General Enquiries:
Licensing and Environmental Health:
Planning:
Benefits and Council Tax:
Business Rates:
Pest Control Contractor:
Bins and Recycling:
Housing:

Download the
Looking Local app
for your iPhone or
Android phone

Get Wychavon
in your pocket...

• Invoice number
• Card number
• Expiry date
• Name and initials as shown on card
• Address

You will be asked the following details

Make a payment using our
free automated payments
system 01386 565200

On the phone

01386 565000
01905 822799
01386 565565
01905 822744
01905 822755
0800 218 2210
01386 565018
01386 565020

Apply for it, pay for it, report it
at www.wychavon.gov.uk

Online

Get in touch...

WYCHAVON
Affordable Housing
Arts and Entertainment
Benefits – Housing/Council Tax
Bins and Recycling
Building Regulations
Business Rates
Business Support
CCTV
Civic Centre Bookings
Community Grants
Community Plan
Community Safety/Wardens
Council Tax Enquiries
Council Tax Payments
Councillors’ Standards (Code of Conduct)
Ditches, Drains and Flooding
Dog Fouling/Warden
Electoral Services
Fly-tipping
Food Safety
Grants
Grass Cutting
Homelessness
Housing General
Land Charges
Licences
Noise Nuisance
Parking
Parks and Play Areas
Pest Control
Planning Applications and Enforcement
Pollution
Recycling
Sports
Street Cleaning
Toilets
Tourism and Travel
Trade Waste
Trees and Hedges
Vehicles (abandoned)
Water Quality
Welfare and Money Advice

A-Z of Services

For example:
It’s cold today.
The council is setting its budget.

It’s is the shortened form of it is or it has. Its is the
possessive form of it.

It’s and its

Don’t use underlining, italics or block capitals. It makes
things harder to read, use bold instead.

Headings

For example:
“Worcestershire County Council’s road safety
programme in schools has delivered cycling training
to 3,500 children. We visited schools all over
Worcestershire…”

When writing in this way, it can be helpful to introduce
the work in the third person and then shift into the
first person so the identity of the ‘speaker’ is clear for
everyone.

For example:
“Last year we improved the waste and recycling
collection in your area.” In this case, ‘we’ is the district
council and ‘you’ is the resident.

Use words for the numbers one to ten and numerals
from 11 onwards.

Text is given a personal, friendly touch when written in
the first person. Where the document is from a district
council, it is written in first person from the district
council.
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For example:
Emma said: “At Wychavon we call these the ‘Style
Guidelines’ and we think they’re great.”

Use double quotes at the start and end of a quoted
section, with single quotes for quoted words within that
section.

Quotation marks

For example:
The hospital that we built, which is located next to the
Civic Centre, has won an award.

‘That’ defines something. ‘Which’ gives extra
information and is often in a clause surrounded by
commas.

For example:
Non-working day.

That and which

Use a hyphen with prefixes, like mid-, pre- and non-.

For example:
The council ‘is’ doing something as opposed to ‘are’
doing something.

For example:
01386 565000 not (01386) 565000
07777 777 777

Prefixes

Any council, or single group of people, uses a singular
verb.

Singular vs. plural

For example:
We are promoting green technologies including:
biomass boilers, solar panels and wind turbines.

Try to avoid semi-colons (;) if possible as the correct
usage can be confusing. Colons (:) should precede a
list.

Semi-colons/colons

Write phone number without any brackets. Space
numbers, especially mobile numbers out as below so
they’re easier to read.

Phone numbers

It’s best to be as efficient as possible when writing. For
example, it is ‘£4million’, not ‘£4.0million’ and £0.4million
not £.4million.

Numbers within text

First person

Style and grammar

For example:
We considered Neil’s planning application. We can’t
make a decision on it until we have more information.
But: The MPs discussed the economic situation.

Apostrophes are used to indicate a possessive or a
missing letter or letters. They are never used to indicate
plurals.

Apostrophes

Use ‘and’ in all text for consistency. The ampersand
symbol (&) is appropriate in a table of statistics, but
nowhere else.

Ampersand

For example:
A new Energy Company Obligation (ECO) will work
alongside the Green Deal to provide additional support
to householders. Funding from the ECO will focus on
vulnerable households and those living in properties
with solid walls.
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Avoid too many sentences – such as this one – that are
full of dashes – commas are often better.

Dashes

‘Council Tax’ is a proper noun so has capital letters.

Council Tax

For example:
‘Wychavon District Council’ has capital letters but ‘the
district council’ does not. ‘Worcestershire County
Council’ has capital letters but ‘the county council’ does
not.

Only use capital letters for proper nouns (the names
of people, places and organisations, etc). This will
probably be far less often then you think.

Capital letters

For example:
• These are bullet points
• They do not need punctuation after each point
• But there should be punctuation after the last one.

If each bullet starts with a capital letter put a full stop
after each sentence, if they begin with lower case just a
full stop on the last bullet.

Electronic media

• This is the style of bullet point we will use for the
magazine.

Bad example:
This is exciting! It really is! Because I’m using
exclamation marks you’re excited about it aren’t you!

Use these sparingly if at all as it can look like you’re
shouting or telling people how they should feel about
something.

Exclamation marks

Present as follows:
Emma Wild
T: 01386 565102
E: emma.wild@wychavon.gov.uk
www.wychavon.gov.uk
Like us on facebook
Follow us on twitter

Use email, website and social media where appropriate.

Use the following form for dates and time periods:
30 May 2012 not 30th of May 2012 or May 30th 2012
1992-96 not 1992-1996 or ’92-‘96
1980s not 1980’s

Use bullet points to break down complex information
into more manageable chunks. When bullet points are
used, we suggest using the standard circle bullet point
as shown below

Only use abbreviations or acronyms where in the first
case the full phrase has been stated and the shortened
version written after it in brackets. This means everyone
knows what it actually stands for. The abbreviation
or acronym can be used thereafter. If the phrase is
only mentioned once, it is not necessary to give its
abbreviation or acronym. Acronyms are capital letters
with no full stops or spaces.

Dates

Bullet points

Abbreviations/Acronyms

• Use every day language. Avoid unusual words or
jargon that people might not be familiar with.

• Use active verbs rather than passive verbs. ‘We are
offering you’ rather than ‘You are offered’.

• Use personal pronouns (I, me, we, us, you, your,
our) instead of nouns referring to your organisation
and readers. For example: ‘We invite you to …’ rather
than ‘Rooftop Housing and Act on Energy are inviting
local residents to ….’.

• Use short sentences and paragraphs – and, if
appropriate, bullet points to simplify information.

• Use a clear and logical structure.

• Keep to the essentials. What does your reader need
to know or do?

• Keep it as short as possible. Aim for sentences of
around 15 to 20 words.

• Plan the whole thing before you start writing.

It’s important to communicate all of our messages in a
way that’s easy for everyone to understand. Whether
you’re producing a poster, leaflet, newsletter or report,
what you say and how you say it is just as important as
what it looks like.

Tips for writing clearly
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• Always use spell check and ask another person
to proof read what you have written. Can they
understand it and explain it back to you?

• Read it out loud to check the tone and clarity. Put
yourself in the recipient’s shoes – think about how you
would react to it.

• Always provide contact details, but keep them
simple – one name, phone number, postal and e-mail
address.

• Explain why you need people to do things in a
certain way or why you’ve made a certain decision.
For example, “We need this information to assess
whether your home is suitable for cavity wall
insulation.”

For example:
Please contact me if you want this information in large
print, Braille, on CD or in a different language.

• Get to the point. Don’t use phrases like “Please
note”, “I would request”, “having given the
matter due consideration”, “having due regard”,
“notwithstanding”. For example: “If you have any
questions, please phone me” instead of “If there are
any points on which you require explanation or further
particulars we shall be glad to furnish such additional
details as may be required by telephone.”
The Plain English Campaign website has some useful
free guides on writing clearly, grammar and an A-Z of
alternative words or speak to Communications who can
always help.

• If appropriate, offer to provide the information in
alternative formats.

• Avoid abbreviations as far as possible. Never use
an abbreviation without defining it first.

Vicki Wadley
Graphic Designer
T: 01386 565465
E: vicki.wadley@wychavon.gov.uk

Helen Keegan
Graphic Designer
T: 01386 565445
E: helen.keegan@wychavon.gov.uk

Spencer Winnett
Communications Officer
T: 01386 565585
E: spencer.winnett@wychavon.gov.uk

Emma Wild
Communications Manager
T: 01386 565102
E: emma.wild@wychavon.gov.uk

Fiona Narburgh
Head of Strategy and Communications
T: 01386 565101
E: fiona.narburgh@wychavon.gov.uk

Communications Team

Contact
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Appendix 2. Graphics procedure
Using creative and inspirational design is
very important to Wychavon. We have an
award winning team creating innovative
design solutions for our publicity.

•	Photos you might need – we have a photo library
available. If considering your own photos ensure
you have the relevant consent forms – ask Emma
Wild if in doubt.
• Your schedule and deadlines.
• Who will provide sign off and liaise with them.
• Your budget if the job needs something extra that
won’t be printed in house.

It’s important that staff and services get
the most out of Graphics, therefore we
have put together some guidelines and a
timeline to help you.

To avoid delays and costs:
•	Restrict the number of people involved in approving
and liaising with Graphics to one or two people
maximum.
• Ensure those people will be around to sign off work.
• Keep the brief simple and, ideally, inspirational!
•	Leave room for the designer’s input – that’s what
they’re there for.
•	Stick to the brief, once agreed – mid-project
changes can incur delays and costs even if you
don’t have to physically pay for them directly.
•	Supply text electronically and in its complete form –
get it proofed before you send it by someone who is
new to it.
• Avoid leaving anything to the last minute.
•	Think beyond posters and leaflets – ask Graphics or
the Communications about other options.
•	Plan ahead – book your job in with Graphics in
advance.
•	Use plain English and keep your text short and
sweet – ask Communications for help with editing if
you need it.

Starting the process:

2012-2014

Before coming to Graphics
•	Ensure you have enough time to do the job. If time
is short speak to Graphics to how they can help.
• Think in broad terms about your requirements
• Consider your budget.
• Involve any of your colleagues who may need to see
the design before it goes into production.
• Fill in the booking in form on the intranet.

WYCHAVON

Brand and style guidelines

What to tell Graphics
Once you have considered the above fill in the booking
in form on the intranet:

Tell Graphics:
Branding

• The aims of the publicity.
• Your target audience – residents will not cut it.
• What’s unique about what you’re promoting.
• Format and style in mind.
•	How you wish to distribute (this can effect size,
weight and you might be able to link up with another
publication)

All products must comply with brand and style
guidelines which are available on the intranet or from
Communications.
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Graphics Contacts:

12 weeks before

Helen Keegan – Graphic Designer – x 5445
Vicki Wadley – Graphic Designer – x 5465
Emma Wild – Communications Manager – x 5102

Project discussed with Graphics.
Where appropriate contact
Communications for advice.
Advise Graphics of deadline and book in .

10 weeks before
Graphics advised on marketing solution.
Approach agreed.
Supply suggested images and text.
Discuss budget, paper, finish etc.

8 weeks before

Timelines and deadlines

First proof read and first set of amends made.

We want you to get a great service and to do this
Graphics need as much notice as possible. Graphics
understand there are occasions when there will be
last minute or rush jobs, however the majority of jobs
can be planned for, so please do take the time to think
about your requirements and lead in time.

7 weeks before
Second proof read and second set of amends
made. (if required).

Some jobs are very quick and much quicker, but be
mindful that Graphics may be working on jobs that are
already booked in that may need to be prioritised.
We have provided a timeline to help with major jobs,
but for smaller jobs please book your jobs in as quickly
as possible via the intranet booking in form and if there
is urgency to the job or you’re not sure how long it may
take please have a chat with Graphics.

6 weeks before
Final proof made – only essential changes made.
Document goes to print.

It’s useful to consider a minimum of two weeks for the
material to be distributed to raise enough awareness.
Time to print, time to design and sign off and the
potential that the job may not be started immediately
but always best to chat with Graphics if you’re unsure.

4 weeks before

Design Timeline – major project
(change to a service, promoting a large event requiring
a high volume of products etc)

Print material received and distributed.
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Appendix 3. Print protocol
It is important that we get the best value
possible for all of our print work. This
simple protocol should enable this to
happen.

Step 1

In the first instance print work should be done
in-house.
Where a print run is over 20,000 or we do not
have capacity go to step 2

Step 2

If we are unable to produce jobs in-house please
speak to Communications/Graphics/Print Room.
In the first instance jobs will be offered to MHDC
print room.
If they are unable to complete the job go to step 3.

Step 3

If MHDC is unable to complete the work
for us we will get 3 quotes from external
companies from the list below.

Approved supplier list
TBA following request to quote exercise
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Appendix 4. Media policy
Wychavon has a good reputation and
this is something we want to uphold. The
media provides one of the best and most
important ways of getting our messages out
to residents – this policy provides details
on our formal procedures, as well as some
helpful hints on how to get the most from
the media.

•	To increase satisfaction with our services.
•	To enhance our reputation, by promoting and
celebrating our successes and achievements.
•	To defend us from unfounded criticism, by ensuring
that the public are properly informed of all the
relevant facts.
•	To take a proactive approach to media relations
by planning promotion in advance to exploit every
opportunity to the fullest.

Golden Rules

Getting organised

If you remember anything let it be these golden rules:

Where possible try to get up and coming promotional
opportunities into service plans – this information then
goes into the annual forward communications planner –
which helps us to get more organised in promoting your
services.

1)	Strategy and Communications is the only department
that issues media releases.
2)	All media should come through Strategy and
Communication – if they come straight through to you
directly don’t give off the cuff interviews.

Media releases

3)	Don’t talk off the record. Expect that anything you say
has the potential to be printed.

Media releases are a quick and free way to get your key
messages across to residents.

4)	Unless it’s major – don’t waste time worrying about
retractions or when a story didn’t quite go your way focus on how to get it right next time.

•	Identified your story – ideally two week’s before the
event or decision
• Advise Communications Manager
• Write down the who, what, where, when and why
• Identify and officer or a member to provide a quote
•	Identify an officer to provide further information on the
story
• Send all details to Communications Manager
• Approve final version and quote if necessary
• Media release will then be issued

5)	Remember the deadline – keep this in mind and
respond to any queries ASAP. If you’re waiting for
information call Communications and tell them how
long you anticipate a response will take.
6)	Don’t worry about the details with media releases
– just get the key facts over to Communications
electronically and let them worry about the detail or
the catchy headline.

Giving interviews to unsolicited
calls

7) Never say “No comment”.
8) If in doubt ask

• In the first instance – don’t!
•	On the whole all media enquiries should come
through Strategy and Communications, so they will
undergo the process listed below – however – if you
find yourself with an unsolicited call from the media –
follow the guidelines below.
•	If Communications think it’s appropriate on a rare
occasion for complex issues you may be asked to
give a verbal interview to a print reporter.
•	Never provide comments or interviews off the cuff.
Always give yourself time before answering any
questions.
•	Communications will find out as much as you can

9) Be proactive – always think 2 weeks in advance.
10) Think about why your story is interesting to residents.
The aim of Media Relations
• To increase access to our services.
•	To increase understanding of our work and to make
sure we get the credit where it’s due.
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questions. Avoid jargon.
•	Sound the right emotion – you can hear a smile or
frown. Lower and slower for key points.
•	Have notes with key facts/figures, but don’t read
from them – it’s a conversation
•	Keep a clear head.
•	Wear comfortable clothes and shoes.
•	Be relaxed. Imagine you’re just speaking to one
person.
•	Don’t give ‘yes’ ‘no’ answers. Explain but be brief.
•	Don’t grab the microphone!
• Don’t lose your temper or ‘tut’.
•	Don’t use the phrase ‘your listeners’. It distances
you from real people.
•	Don’t mention another presenter or another radio
station/newspaper during your interview.
•	Don’t say ‘as I said before’. The listeners don’t
know you spoken off air.
•	Always treat the microphone as live. Don’t say
anything in front of it ‘off the record’ and don’t say
anything at the end of the interview (or smile with
relief if it’s a TV interview) until you are told you are
no longer on air or on camera.
•	Be honest with the reporter/interviewer. If there is
an area of the subject you can’t talk about, tell them
beforehand so they can avoid it.

in advance – who have they had comments from
already, what is the angle of the story, what exactly
to they want to find out.
•	Before you provide an interview a have a clear idea
of your key message.
•	Never talk ‘off the record’ – always assume what
you say to a journalist has the potential to be
printed.
•	Maintain political impartiality and integrity at all
times.

Radio
Find out beforehand: Communications will tell you
who will be interviewing you, for what programme, live
or recorded, how long, who else, in a studio, over the
phone, head to head or alone? Listen to a typical
programme to get a feel for the style if you get chance.

Phone interviews
Collected your ideas and think of three key points you
want to get across – note them down if you think it will
help. Speak clearly and with extra life in your voice.
Make sure no one will come into the room and interrupt
you. Turn off extraneous background noise (especially
the radio, to avoid feedback).

Some useful phrases if you don’t want to respond
"I'm not familiar with that, but what I think is important
is..." or
"I’ve heard that question before and we prefer to look at
it this way..." or
"I don't know all the facts of that situation, but in
general, it works this way."

Pre-recorded Interviews
The less reporters have to cut, the less likely they are
to change the recording. But if, during the interview,
you are not happy with something you have just said or
you get lost in the middle or a sentence, DON’T PANIC!
Stop, apologise and ask the reporter to record it again
or swear (unless live)!

Television

Live interviews

Television interviews and filming opportunities tend to
be a rarity. However, when they do arise they’re a great
opportunity.

Arrive in plenty of time to collect your thoughts. Use
any time available with the interviewer/ producer before
you go on air to make sure s/he knows what you will
be talking about. Ask what the first question will be.
When the red light comes on you’re on air. Don’t bang
the table or click your pen. And do turn away from the
mike if you need to sneeze or blow your nose!
In every case:

There are many similarities with the radio guidelines
the big thing to
remember is look
at the person
interviewing you not
the camera.
Communications
will brief and
support you in
advance.

•	Don’t fight nervousness – it gets the adrenaline
going.
•	Prepare and rehearse two (or at most three) simple
and relevant messages you want to get across, and
plan what you may say to potentially provocative
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Contact Officers:
Fiona Narburgh
01386 565101

Head of Strategy and Communications
fiona.narburgh@wychavon.gov.uk

Emma Wild
01386 565102

Communications Manager
emma.wild@wychavon.gov.uk

Spencer Winnett
01386 565585

Communications Officer
spencer.winnett@wychavon.gov.uk

Andy Smith
01386 565106

Web and New Media Officer
andrew.smith@wychavon.gov.uk

Helen Keegan
01386 56544

Graphic Designer
helen.keegan@wychavon.gov.uk

Vicki Wadley
01386 565465

Graphic Designer
vicki.wadley@wychavon.gov.uk
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