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Background

• Strategic Plan refresh

• Team’s desire to work to a plan and be as pro-
active as possible

• Prioritisation of requests 

• A balance of communications



Our objective

• To demonstrate how the Council is delivering its 
Strategic Plan



Strategic Priorities

• People, Place and Business

• Children and young people; Vulnerability; 
Crime and anti-social behaviour; Climate 
change; COVID-19 recovery; Physical 
environment; Town centre; Culture; 
Quality of service



Marketing and Communications 
Strategy

• To create positive perceptions with different 
audiences by demonstrating how we’re 
delivering under the People, Place and Business 
banners

• All our work will link back to the Strategic Plan. A 
drip-feeding of activity will raise awareness of 
our priorities and how they deliver for residents 
and businesses



Tactics

• We will operate as a publisher and view 
ourselves as a PR agency for the town, 
extending our messaging beyond the activities 
of the Council

• Our approach to ‘media relations’ will evolve into 
a digital news service led by the Council’s 
strategic priorities and more closely linked with 
marketing campaign activity



Digital news

• Day-to-day work – not always big ticket items

• A publishing schedule linked to the directorates’ 
workplans

• Social media – friendly as well as functional to 
make the Council relatable

• Media releases packaged for digital platforms

• Drip, drip, drip…









Campaigns

• Marketing campaign plan hand in hand 
with the digital news service

• They will feed each other and ensure we 
are pro-active and promote behaviour 
change linked to the Strategic Plan

• More follow-ups



Style and approach

• We must remember who we’re working for

• Words, phrases and terminology that wouldn’t 
be used in an average Middlesbrough home, 
pub or gym class should become off limits 

• We won’t attempt to reinvent the wheel. We will 
keep it simple, but think big in attempting to 
change perceptions



Key messages

• We will show people who live here how they can 
be part of a prosperous future

• Show potential investors how they can be part of 
our success

• Show people who work here how they can enjoy 
their leisure time and come to live here

• By focusing on the now and next we can change 
perceptions



Channels

• Increasingly digital but not ignoring 
demographics and digital poverty

• Website project due to start

• New formats – podcasts, voice recognition 
technology



Evaluation

• Ongoing evaluation will ensure we do 
more of what engages people and refine 
or stop doing the things that don’t work

• If we get it right, our strategic priorities will 
become clear to all staff, members, 
residents, businesses and the wider world



Internal
• Recognise work carried out by our staff 

and share their stories

• Build understanding of the strategic 
priorities and how our values underpin 
everything we do

• Share info and encourage positive 
activities to support staff health & 
wellbeing 



Next steps

• Work with HR on a staff survey around 
internal communications

• Appendix on how the team can support 
ward members

• Link the communications delivery plan to 
the workplans for each strategic priority


