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Our communications approach needs to create a 
consistent story and voice with a coherent narrative 
for the council and the city, engaging all our audiences 
whoever is ‘speaking’ on behalf of the council. 

The council’s communications strategy will support the 
changing needs of the council, place our values at the 
heart of how we work, and focus on our clear priorities.

This strategy defines how we will position ourselves as 
a council, how we talk to all our audiences and how we 
will listen to what they are telling us. 

We need to develop a new relationship with our 
workforce and citizens, reaching those communities 
that are hardest to reach and frequently do not have 
their voice heard.

The council will have a digital first approach to 
communication; develop new channels that engage 
citizens at a time and in a place which suits them, 
supporting our customer strategy and inclusive 
#DigitalSalford approach.

BACKGROUND - SALFORD’S TIME

Background

In the last fourteen years, investment, place 
making and marketing and brand development has 
transformed perceptions of the city. 

Salford’s economy is growing well above regional and 
national averages and is outperforming both London 
and Manchester to become the UK’s hot spot for new 
business in district sectors, with a digital and creative 
hub. 

With a developing strong cultural and visitor offer, 
a rich heritage, waterside attractions and huge 
swathes of beautiful green spaces, the city truly has an 
impressive offer differentiated from other local districts 
and a keystone the Greater Manchester product. 

But Salford also remains a city of contrasts with some 
of the most prosperous and deprived wards in the 
country. With the council’s core funding from central 
government cut by over 50% since 2010, it is clear 
we need to develop radical new ways of working with 
our partners, residents and the vibrant voluntary and 
community sector to make the best use of the city’s 
resources to take opportunities to improve lives and 
address inequality. 

Now ways of working include making effective use 
of communications to share consistent messages to 
make sure they are heard. 

At the heart of our approach is an ambitious plan to 
transform Salford into a modern global city, alongside 
a clear vision for an inclusive city, ‘a better and fairer 
Salford for all’. 

More people than ever are choosing Salford as a place 
to live; work and study; invest and visit. 

This is Salford City Council’s Communications Strategy 
owned by the whole organisation and led from the top.

Related documents:

Digital Strategy (in draft)  
Customer Strategy  
Workforce Strategy (in draft)
Emergency Communications Plan
LGA Peer Reviews 2017/18

Unprecedented private and public investment over 
the last ten years, including internationally recognised 
regeneration around MediaCityUK, has transformed 
Salford from its post-industrial roots.
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The City Mayor has a vision with a clear set of priorities 
which we are positioning as the ‘Great Eight’ to raise 
awareness and understanding. The Great Eight 
underpin the wider vision and core message for the 
council of creating a ‘better and fairer Salford’. The 
vision forms the basis of the development of a narrative 
for the city and city council which will be brought to 
life by people-centred stories and celebration of our 
successes.

OUR PRIORITIES

CREATING A BETTER AND FAIRER 
SALFORD WITH THE GREAT EIGHT!

We want to make a real difference to the lives of  
Salford people. 

Salford is a place for everyone to thrive. The strapline a 
better and fairer Salford contextualises our ambition 
to address inequalities, support inclusive growth 
and an inclusive economy; attract the right type of 
investment and develop places based on the needs 
and aspirations of people with a strong and distinctive 
cultural offer. 

Our vision is to create a better and fairer Salford and 
provide the best possible quality of life for the people of 
the city. We have eight priorities.
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A strong brand family is critical to achieve our vision 
to communicate a cohesive narrative and core 
messages in a consistent and compelling way to all our 
audiences. 

The brands are more than a logo, look and feel, colour, 
font and style guidelines. But at the same time this 
use of a consistent approach is all part of creating 
recognition and trust. 

Since introducing the use of the colour magenta in 
2005, the city has become synonymous with the bold 
colour, providing instant association and recognition. 
Magenta links all the Salford brand family.

There are three core parts to the Salford council brand 
family: Salford City Council (the organisation), Spirit of 
Salford (used internally and externally to sum up our 
pride in the city), and the MyCity brand (in the broadest 
sense, partnership communications to residents).

OUR VOICE 

The council aims to have a consistent voice across 
the organisation – our tone reflects the context of 
communication, whether we can be light hearted or 
serious. We are always appropriate.  

In summary we will be:

Confident

Friendly and welcoming

Helpful 

Expert but not jargonistic

Fun but not inappropriate

All communications will be clear and consistent. There 
are written style guidelines about use of language and 
grammar, which have been updated for 2019, see 
www.salford.gov.uk/help/web-standards/style-guide

AT OUR HEART IS THE SPIRIT OF 
SALFORD

Within the council the Spirit of Salford represents our 
culture, our social conscience and pride – that our 
organisation is about people and the communities 
that we serve. Outside the council, the Spirit of Salford 
highlights active positive citizenship promoting 
community involvement and self-reliance, to continue 
to make the most of what the city has to offer. 

BRAND SALFORD

Introduction

The council’s brand development is led by the 
Communications Team and all external publicity 
for the council must be approved by them to ensure 
consistency in appearance and style.

Additional new logos, websites and social media 
accounts must be approved by the Head of 
Communications who will only agree if there is a 
clear business need.

For information on the use of the Salford Crest and 
the Office of the City Mayor logo -  see appendix one.
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Creating a better and fairer Salford

Our
voice

Benefits

Essence

Attributes

Attributes

Values

Active • Personalised • Easy to understand

Great place to work • Engaging
Helping residents to be better off

Inspiring • Inclusive
Caring • Engaging

A growing city for all
•

Green spaces and waterways
•

A digital city

Salford: Modern, 
global, inclusive, digital city

A city 
with a soul

•
Innovative

and pioneering
•

Down to earth
and pragmatic

Benefits

Essence

Trust/Confidence/R
eputation

Co
ns

is
te

nc
y/

Va
lu

es
/R

el
ev

an
ce

Pride • Passion • People
Personal Responsibility
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OUR AIMS AND OBJECTIVES

The future

AIMS 

We will increase awareness, understanding and 
engagement with our vision/priorities with our 
audiences.

We will aim to change the relationship between the 
public sector and residents and stakeholders to engage 
and listen effectively.

We will create a compelling, narrative for the council 
and the city to encourage everyone to tell the same 
powerful story about Salford and its future.

The city and council narrative will focus on the City 
Mayor’s priorities and his vision for an inclusive 
economy and inclusive growth, keeping the benefits of 
economic activity within the city and connecting people 
to new opportunities.

We will create an agreed forward plan of key 
communications campaigns based on transformational 
service needs, behaviour change and council priorities.

We will effectively manage relationships with the press, 
broadcast and digital media to enhance perceptions 
of the council and the city, responding with timely 
information as needed.

We will develop strong and effective partnership 
communication approaches to cross-cutting priority 
areas including #DigitalSalford, making local people 
Better Off and health, wellbeing and social care.

OBJECTIVES 

We will establish a baseline for awareness amongst 
the workforce and residents of the City Mayor’s vision/
priorities, measuring progress with a campaign to 
increase understanding.

We will provide an evaluation framework for 
communications and media monitoring with quarterly 
reporting.

We will provide engaging, high impact digital 
communications channels and content for residents, 
visitors and potential investors to support marketing 
activity across Greater Manchester and Salford 
platforms – setting qualitative metrics and targets.

We will provide responsive digital first resident 
channels of communication that anticipate needs and 
provide a quicker, easier and better service. 

As the Westco Commission’s The Future of Public Service Communications:

From Theory to Practice report1 (2016) :

Councils, like other public institutions, need to demonstrate they are a force for good in their local 
communities. In order to do this, they need to focus on improving their reputation with communities, providing 
positive customer experiences and clear improvements to the lives of their residents. This is no small ask 
whilst transforming how services are delivered.
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 THE COUNCIL AND CITY NARRATIVE TO OUR RESIDENTS

Our vision is for a better and fairer Salford, where 
everyone can benefit from economic activity, within 
the city and the benefits of growth, to create a truly 
inclusive Salford.

We understand what matters most to local people is: 
an affordable home, good education, excellent health 
and social care when its needed, job opportunities on 
a decent wage and quality of life with the best public 
green and leisure spaces.

Our ambition is for a vibrant economy creating new 
jobs and developing future looking skills sets.

We are working with partners to make sure our 
inclusive future is realised, managing the benefits 
of investment and regeneration and getting value 
from every pound spent by the public sector and 
our partners, supporting small and medium sized 
enterprises to thrive. Residents will be connected to 
the benefits of economic activity and everyone will have 
the opportunity to take part.

We will listen to what matters to people and provide 
high quality services effectively as possible, supporting 
the most vulnerable in the city and building resilience.

A short narrative will be agreed in 2019/20.  
Themes

• Procurement

• Business growth

• Corporate citizenship

• Place based local economies
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Our communications are much more than our formal 
corporate communications. Every interaction the 
council has with stakeholders and customers offers 
an opportunity to inform and shape perceptions. Every 
employee plays a role within their day-to-day work with 
suppliers, businesses, residents and partners and in 
their personal life as champions for the council and the 
city.

We must be consistent in our messages about our 
vision and priorities. Combined with our narrative 
this will be targeted to our different stakeholders and 
audiences around content which is relevant to them 
and engages – creating clarity about what we stand for. 

Supporting this we will inform and engage our 
workforce around a clear sense of purpose, so that 
they can link their day-to-day work to our priorities, 
and act as ambassadors who are able to articulate 
clear messages about the city, its future and what the 
council and partners are doing to contribute to make it 
better as well as what has already been achieved. 

OUR MESSAGES

We will work with communities to support 
neighbourhoods connect to each other and services.
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• Council workforce with over 3,000 Salford 
City Council employees – at the civic 
complex, Turnpike House, Gateways, 
Broughton Hub and Sutherland House 

• 60 elected members

• Trade Unions including Unison, Unite and GMB

• System workforce partners providing shared 
services - Salford shared commissioning 
function (with Salford CCG), Urban Vision, 
SCL, Salford Together (SRFT, CCG, GMMental 
Health, Salford Primary Care Together), 
commissioned services and Pendleton Together 
Operating Limited/Pendleton Together

• Community groups

• Voluntary sector organisations/third sector

• Partner organisations – including University of 
Salford; GMP the community safety partnership; 
NHS partners: SRFT, Healthwatch, Salford CCG, 
integrated care partnership, Salford Primary 
Care Together, (GP commissioning partnership); 
Salford City College; Salford CVS; CWHT; Salix 
Homes; Together Housing and schools 

• Businesses

• The Quays Partnership groups

• Chamber of Commerce

• Business networks

• GM elected mayor and Greater Manchester 
Combined Authority, The Growth Company 
and Marketing Manchester

• MPs

• Regional and national government

• Funding bodies

• Local media including BBC Manchester, 
MEN and community media

• Online media

• Specialist/trade media

• Regional and national media

• Representative bodies including LGA and Key Cities

• Regeneration partners 

• Investors

• Developers 

• Key visitor partners including RHS and 
MediaCityUK and HLF funded projects

WHO WE SPEAK TO – OUR AUDIENCES AND STAKEHOLDERS

This list is not exhaustive and different campaigns will identify targeted stakeholders
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1. COMMUNICATION PRINCIPLES

Being transparent and open, corporate 
communications will create clear, easy to understand 
information on decision making. Decisions will also be 
clearly accessible with reports published on the council 
website. 

STRATEGIC: 

The Communications Team will provide strategic 
support and advice to develop two-way conversations 
with the public in a proactive and timely way – 
communicating the City Mayor’s vision through a digital 
first approach and community and mainstream media. 
Campaigns and plans will be driven by the intelligent 
use of data, with insight shaping objectives and 
segmentation so that communication can be effectively 
targeted. Opportunities will be proactively developed 
to collaborate for maximum impact, both with Greater 
Manchester partners and local partnerships.

OPEN:

Key council meetings will be broadcast where possible 
and supported by real-time social media to increase 
engagement with democracy. 

ABLE TO COMMUNICATE CLEARLY: 

All lead spokespeople will be provided appropriate 
media training to enable them to act effectively to 
deliver core messages as spokespeople.

Members and officers will be supported to take 
advantage of opportunities to share the Salford story 
at conference and events, ensuring Salford is always 
influential in our priority areas.

In unexpected situations which challenge 
the reputation of the council, civic leadership 
communications will be provided which responds 
quickly to inform and reassure the public. 

The following principles are complementary to and 
support the wider customer for a consistent approach:

• Using an integrated digital first approach to 
increase effectiveness and cost efficiency

• Communicating in the right way at 
the right time for audiences

• Providing strong and compelling narrative and 
stories so employees can act as ambassadors

• Placing the council’s values at the heart of all 
our internal communications and engagement 

• Ensuring that, whenever possible, employees 
hear news and announcements first from 
the council through our communications 

• Delivering clear, consistent, transparent 
honest and timely information 

• Ensuring communications are 
delivered in language that is free from 
jargon and easy to understand 

• Tailoring communications for and targeting to 
specific audiences – to ensure it is relevant and 
interesting and supports service satisfaction

• Effectively using behavioural science for 
reinforcing or changing behaviour

STRATEGY
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Level of maturity Basic Good Great

Strategy Strategic communications in 
place but digital addressed 
tactically 

Strategy is pre-defined and 
digital is an extension when 
quick and easy

Communications strategy 
developed with digital 
added value and channels

Strategy embraces 
digital expertise and full 
integration

Digital transformation 
applied across the 
organisation supported 
by communications

Ingrained in all aspects 
of business strategy

On and offline 
integration

Communications plans detail 
mostly offline tactics

Digital channels are used to 
distribute content

Online channels are 
utilised to augment offline 
activity e.g. amplify media 
coverage and content

Communications plans 
are fully integrated 

Content strategy Content is based on key 
messages, but audience 
knowledge and insight are 
limited

Aims are primarily around 
reach and awareness raising

Some audience research 
and online data is used 
to develop more bespoke 
content 

Audience insight is 
applied across content 
development

Aims are beyond 
awareness and engage 
and involve

Social media (SM) SM is used to distribute 
content and monitor 
stakeholders 

SM channels are used to 
address specific objectives 
and reach defined target 
audiences

SM used as source of 
intelligence, feeding 
into communications 
strategy

Measurement Traffic and followers Regular reporting to 
improve output and 
measure outcomes

Metrics regularly 
inform communications 
strategy and practices

2. DIGITAL FIRST COMMUNICATION
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3. BUILDING EFFECTIVE COMMUNICATION PLATFORMS

We will have digital platforms with clear agreed 
targeted audiences and clear ownership and 
management supported by content and SEO strategies 
to encourage and develop digital interaction with 
audiences. The council website and MyCity Salford will 
be ‘owned’ by the Digital Services Team. They will be 
developed to be quicker, easier and better.

Social media accounts will be reviewed to close 
inactive or ineffective accounts and support new 
locality working. The accounts available will use one 
tone of voice and reflect the council’s brand values no 
matter who is managing. Decisions, on new or existing 
accounts will be made by the Head of Communications.

New websites and social media accounts will only be 
generally approved for traded services who need a 
commercial platform.

Regular ambient (outdoor) airspace is now available 
on digital billboards on key access routes in the 
‘central’ Salford area. The space will be targeted for 
priority campaigns with an appropriate audience and 
emergency messages.

Outward,proactive facing relationships will be 
developed with local, regional, national and specialist 
media targeted in each communications plan.
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Communications and engagement must cross service 
boundaries to create a one-council ethos with a clear 
voice, whilst encouraging the active involvement of our 
workforce and enabling them to act as advocates. 

Effective internal communication can build 
communication across teams and departments, 
to build a ‘one team’ approach to service delivery. 
This enables employees to share information and 
knowledge, build relationships and recognise each 
other’s achievements, which drives collaboration to 
significantly improve organisational efficiencies and 
effectiveness.

Middle managers and supervisors play a key role 
in embedding the council’s values into practice, to 
create an empowering, supportive environment. 
Communications will target and engage this middle tier 
of the workforce.

Salford City Council employees are active partners in 
changing and improving services through our co-
design methodology which engages employees as 
well as customers in shaping a future based on their 
experiences of what works best. 

We will communicate the benefits of working at Salford 
City Council and encourage our employees to engage 
with health and  wellbeing programmes to enhance 
their quality of life.

To achieve the City Mayor’s vision and deliver the 
‘Great Eight’ priorities, it is critical that the council 
develops effective digital communication channels 
that inform and engages the workforce but critically 
are also available on all devices in and out of an office 
environment, supporting agile approaches and ‘My 
Work’. 

YourZone will be developed as the ‘go to’ place to 
do business (transactions) and find information and 
the latest news. A renewed plan will be developed to 
engage employees who still do not regularly access 
YourZone and Yammer, targeting employees without 
means to sign-in or no incentive to do so. This will 
explore and address any barriers to provide a quicker, 
easier, better experience.

To develop cross organisational connectivity we will 
encourage the workforce to connect with each other on 
Yammer (or any replacement work-based social media)
and follow @shapingsalford on Twitter to learn about 
how the organisation is changing and how teams and 
individuals are making a difference and celebrate our 
successes.

The recent LGA peer review concluded employees feel 
involved, informed and valued, the three key drivers. 
This needs to be built upon and perceptions tracked 
over time through annual surveys. 

4. ENGAGING AND COMMUNICATING WITH EMPLOYEES
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INTERNAL 
COMMUNICATIONS 
PLAN ON A PAGE 

Our core communications channels:

YourZone

Digital screens Desktop 
background

Workplace social 
media 

(Yammer)

Face-to-face 
forums e.g. 
Salford 100

CURRENT POSITION

• Understanding of City Mayor priorities.

• Variety of channels to share 
information in and outside the office.

• Information shared mainly after 
key events, resulting in some 
employees seeing and hearing 
about things before others.

• Employees receiving different 
communications depending 
on where they work.

• Increasing opportunities for 
two-way communications.

• Increasing opportunities for 
strategic communications.

OUR VISION:

• Accessible information for all 
employees, regardless of their role.

• Information shared using a digital 
first approach, as things happen.

• Employees to be more self-reliant, 
playing an active role in sharing 
easily accessible information.

• To share examples of the Spirit 
of Salford in action aligned 
with customer needs.

• Our strategic vision to drive 
creative workforce campaigns 
resulting in changes in behaviour/
improved outcomes.

• Provide and develop continuous 
opportunities to give employees 
the tools and choice to share, 

learn, get involved and have a say.

• Increased opportunities to build 
on the ‘one team, one council’, 
philosophy providing opportunities 
for collaboration between 
teams and departments.

• Continue to build and enhance 
our core internal communications 
offer, considering place working 
and partners in all that we do.

• Managers to understand their key 
role in effectively communicating 
and helping ensure all employees 
feel informed and involved.

HOW WILL WE GET THERE?

• Continue to develop YourZone 
as the ‘go to’ point for up-
to-date information. Review, 
refresh and relaunch Yammer 
(or replacement social media 
platform) as an informal 
workforce collaboration tool.

• Paper-free communications, with 
visuals, photos and videos at the 
forefront of our messages, with 
employees telling our story.

• Continuing to build professional 
relationships with key stakeholders.

• Help better understand the 
workforce and use data and 
insights to support our plans.

• Focus on impact and 
outcome – what behaviour 
do we want to change?

• Employees encouraged to pro-
actively share information and 
choose to engage with content.

• Helping to ensure the correct 
messages are shared with the right 
people at the right time in the right 
format, through the best channel 
with clear planning where possible.

• Driving a shift in mind set 
with two-way communication 
mechanisms being perceived as 
the norm and employee voice truly 
driving improvements to make 
Salford a better workplace.

• Continuously looking for new 
creative and interactive ways 
to tell our story and ways and 
means to work closely with 
external communications.

• Using metrics and measures 
to review progress and help 
determine what can be improved 
and/or done differently.

• Support managers to understand 
personal motivators – what do their 
workforce want to know about and 
how can we share things to make 
it real and relevant for them.

• Annual surveys and short 
pulse surveys to measure 
progress in perceptions.

Our values describe the personal qualities every employee 
is expected to demonstrate when carrying out their 
role. Putting the values in to practice across the whole 
organisation creates a supportive environment which 
allows us to ‘be the best we can be’.

Everything that we do is all about:
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5. RESIDENT COMMUNICATIONS - SEGMENTATION

We are transforming our channels and approaches to 
become more engaging, empowering and accessible.

The Digital You programme is enabling residents to 
have the skills to connect and engage digitally. 

We will use MyCity Salford in our integrated digital 
communications approach to provide council news 
and events directly to residents, using all opportunities 
to engage and enabling and empowering residents to 
connect with each other.

The use of social media and mobile platforms has led 
to an expectation of direct and timely information by 
our audiences and our communications strategy must 
meet these expectations to engage successfully. 

Our digital communications will improve engagement 
and understanding of our audiences, through analytics 
and tracking, anticipating needs and behaviours and 
creating two-way conversations.

All communications will be targeted at audience 
segments as effectively as possible using direct 
communications:

• Insight based and personalised

• Tapping into existing communities – where 
conversations are taking place organically

• Leading with quality content – centring 
around ‘hooks’ people care about

• Engaging with people not just broadcasting

• Working with key partners such as Salford 
CVS, to target those who are hardest to reach

• Connecting to different communities, 
of place, interest, faith, identity etc
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Traditional media outlets have also shifted content to 
digital platforms via mainstream media and community 
websites and media owned social media accounts. The 
pace of publishing new stories continues to increase. 
This requires much quicker responses from the council 
and additional content (images, video, statements) 
to support engaging positive content. There is the 
expectation that we will provide better content for 
reporters as they experience expectations on pace of 
publishing content. 

Increasingly our audiences are also gathering news 
online from sites and social media aimed at specific 
demographics and communities around interest, 
lifestyle or geography/place. 

Within the council, roles within the communications 
and related services need to evolve to become content 
publishers both within the Communications and Digital 
Services teams. 

We will develop a digital media service which will be a 
one stop shop for all news and media providing press 
releases, statements, images and multimedia content 
in one place. 

Our digital newsroom strategy will include:

• Sharing narratives and stories 
that connect with people

• Posting an individual story more 
frequently at different times to increase 
exposure on different social media 

• Producing more engaging content, 
supporting campaigns 

• Producing images and video, linking to 
websites dependent on audience

• Create a content calendar and 
accompanying digital toolkits

6. DIGITAL NEWS INSTEAD OF MEDIA RELATIONS
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To progress the city’s shared priorities the council is 
working strategically with key partners to collaborate. 
This includes work with the university to create a 
vision for city centre Salford around The Crescent; 
developing new evidence based approach to priorities 
and knowledge exchange partnerships; and forming a 
shared approach to developing the city’s cultural offer. 

As resources reduce, the most cost effective and best 
way to reach audiences is by partners working together 
consistently around key goals.

A city-wide marketing forum was formed in 2005, 
consisting of members from both the public and private 
sector including Salford City Council, NHS, The Lowry, 
Salford Reds Devils and the University of Salford as 
well as hoteliers and creative sector organisations. This 
will be refreshed in 2019. Its relationship to specifically 
Quays based marketing groups will be addressed in 
2019/20.

The engagement of the business community will be 
considered as part of the refresh of networks and 
communications platforms, including the MyCity 
Salford platform.

To focus on public sector shared projects, we will 
also revive a public-sector communications forum 
consisting of partner agencies including Salford 
City Council, NHS organisations, City West Housing 
Trust, Salford Community Leisure, Salix Homes and 
Pendleton Together. 

With Salford CCG and other partners, the council 
communications service supports the priorities of the 
three communications groups (Start Well, Live Well 
and Age Well). Within those areas key communications 
campaigns are identified for the year and work is taking 
place with Public Health to prioritise their aims, aligned 
to the health Locality Plan work.

The Communications Team participates in a Greater 
Manchester communications group: and related 
project forums to amplify agreed GM wide campaigns 
to make the maximum use of resources available. This 
is both at the combined authority and health and social 
care partnership.

The Greater Manchester Communication leads will 
meet and brief the City Mayor on GM portfolio areas.

Salford is a key partner in Greater Manchester visitor 
and tourism marketing and will work with Marketing 
Manchester maximise opportunities to jointly promote 
campaigns to augment their impact and efficiently use 
resources by avoiding duplication. 

The simple goal is to increase the impact of 
communications, amplify shared campaigns and drive 
behaviour changes, sharing digital toolkits to make 
sharing messages simpler and increasing reach. 

 

7. PARTNERSHIP ENGAGEMENT
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Our vision and ambitions will be supported by strategic 
communications and engagement influencing national 
policy and practice debates and conversations.

Building on success at the Digital Leaders 100 awards 
and Municipal Journal Awards we will enhance 
Salford City Council’s regional and national reputation 
as pioneering and innovative by, where appropriate,  
showcasing our success stories (case studies) to peer 
groups at conferences. We will prioritise profiling:

• Digital Salford

• Inclusive economy and growth

• Anti-poverty work engaging those 
with real-life experiences

• Connected leadership

The examples selected will be supported by sector 
communications, where effective, in trade and 
professional media and social media to make 
maximum impact. The City Mayor and lead members 
will lead national publicity and debate.

A media protocol/procedure will be agreed with the 
Mayoral team to facilitate a more timely response to 
issue proactive communications and respond to media 
enquiries.

Where appropriate, the council will also attend events, 
conferences and seek speakers at opportunities that 
recognise excellence in the public sector as agreed.

Service areas will be encouraged to enter for targeted 
professional awards in their professional sector when 
agreed by the council’s Corporate Management Team, 
where they complement the council’s narrative and 
recognise excellence and innovation.

This will be complemented by target sharing of case 
studies on peer networks, such as LGA, to showcase 
good practice.

8. INFLUENCING THE INFLUENCERS

We will also showcase successes and innovation 
where appropriate and agreed corporately at a 
council-wide level, where we have demonstrable 
outcomes, in selected awards.

Salford City Council will take opportunities provided 
as part of the Key Cities network to influence 
national strategy, including industrial strategy.
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The campaign plan will direct priorities for 
the 2019/20 period - to be refreshed April 
2020. The plan reflects the City Mayor’s 
priorities and new emerging areas from the 
City Mayor will be incorporated as plans 
develop. In addition, ongoing reputational 
management projects will be prioritised.

We will deliver clear, creative and value-for-money 
communication campaigns and activity based on our 
priorities and service needs. 

Salford is an attractive city to live, work, study, invest 
and visit. Communications will position the city’s 
assets to enhance its reputation and promote positive 
perceptions, highlighting development and progress in 
the following themes in the action plan (see page 22).

Communications will play a key role in encouraging self 
reliance amongst residents, systematically celebrating 
successes through communications channels and 
creating stories around human experiences that 
connect with audiences.

Each campaign will be based on an intelligence led 
approach using existing data, with clearly targeted 
activities, delivered within our planning and evaluation 
framework. 

Agreed objectives, audiences, messages and 
channels will be part of each plan that outlines the 
key communications activities and any budget and 
resources allocated to the plan. 

Each campaign will have a clear goal in terms of 
improved perceptions, increased understanding 
or changed behaviours that can be measured and 
evaluated.

Evaluations will be presented to clients by a designated 
communications lead account manager.

9. CAMPAIGNS AND PLANNING

EVENTS AND FILM FRIENDLY CITY

Currently there is no strategic development resource 
for events to profile the city, though there is a clear 
aspiration from the City Mayor to showcase areas such 
as green flag rated parks and the plaza at Salford 
Quays. 

The current approach to events and filming company 
enquiries is fragmented:

•  Use of council land applications are 
coordinated by the Communications Team 
with decisions re use of land taken by different 
managers in the Place Directorate

• Bonfire management is now commissioned 
by the Communications Team due to 
lack of resource and expertise

• The only directly delivered outside 
event is Big Day Out

• There is no facility to support and 
encourage the development of skills for 
future community event managers

• There is a reliance on a small events budget

• Creative England coordinate more complex 
support for film production companies

A review is required, developing a vision that 
complements the developing cultural strategy and 
with a wide remit of considering all options which 
ensures events supported should clearly meet the 
priorities outlined earlier in this strategy. Options to be 
considered include:

• Strategic partner

• In-house role

• Redesigning processes

• Bringing together partners for shared 
activities (e.g. Quays/MediaCityUK)



22

THE CAMPAIGN PLAN FOR 2019/20 WHICH WILL DEFINE PRIORITIES

Bringing council 
priorities to life

To raise awareness and understanding of what the council’s vision is, what it does 
and improve perceptions as measured by regular resident pulse surveys 

Understanding resident 
views

To commission and share ‘what matters to you 2018’ to understand what residents’ 
priorities are and in 2019 feed back how views have been acted on

To develop regular surveys and polls to understand views and increase engagement.

Refresh communications 
protocols/procedures

To agree a procedure to support a more timely response to emerging media and 
social media ’stories’

Tackling poverty and inequality

Anti poverty strategy 
report

The strategy will evaluated and refreshed with accompanying communications plan 
for year 3

Community safety To develop a partnership-based crime and disorder communications plan with five 
agreed campaigns for the year including  domestic abuse and hate crime, working 
where relevant as part of GM-wide activities to ensure impact 

21st century services: 
including development of 
neighbourhood integrated 
working and engagement 
and developing a plan for 
MyCity Salford

To develop and deliver a communications plan to increase engagement in the MyCity 
Salford portal and develop an approach for MyCity Salford as a brand for place based 
working. To support and enable further development of transactional services to be 
quicker, easier and better

Better off To develop an integrated campaign targeted to those who would benefit from 
financial and debt help, integrating with communications plans for MyCity Salford 
and maximisation of council income 

Showcasing the Digital 
Salford story/ support 
the Digital strategy

To develop a continued campaign to ensure residents and the workforce understand 
how to develop digital skills and showcase innovative work nationally via media and 
public speaking opportunities

FACT To support communications for the project and showcasing the achievements and 
outcomes of businesses and young people involved

Education and skills

NEET Launch the Salford NEET (Not in Education, Employment and Training) Reduction 
Strategy which outlines a partnership approach to connect young people aged 16 
-24 to opportunities
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Apprenticeships To promote and grow the Salford Skills for Business Apprenticeship Fund  in order 
to increase the number and quality of apprenticeship opportunities for Salford 
residents in small and medium sized companies

Learning city To effectively communicating to the partnership workforce and stakeholders the 
Learning City vision and activities

Health and social care

Campaigns to support 
Locality Plan themes 
(partnership)

Development and delivery of locally developed behaviour change campaigns which 
aim to achieve the key priorities of the Locality Plan in three partnership campaign 
themes of Start, Live and Age Well

Health improvement To provide local delivery of regional and national public health campaigns – including 
physical activity, improving oral health and drug / alcohol / tobacco misuse

Screening and 
immunisations

Led by CCG, supporting work with health and care partners to improve awareness 
and uptake amongst residents of locally available screening and immunisation 
programmes

Summer and winter 
health messaging

To communicate winter / summer health risks and advise residents on how to 
protect against them using locally tailored messages as well as those within the 
national Help Us Help You campaign

Safeguarding boards 
communications plans

To work with the boards to define collective and individual priorities (connected to 
community safety strategy where appropriate), ensuring audiences understand how 
to respond to welfare concerns

Workforce health and 
wellbeing

Develop and deliver communications plan to empower employees on ways in which 
they could improve their physical and mental health wellbeing

Integrated 
commissioning

To work with Salford CCG to deliver communication plan to internal and external 
stakeholders around the new health and care commissioning arrangements in 
Salford

Economic development

Promoting the city To celebrate the city’s assets through visual messaging, creating a shared sense of 
pride and perception of the city as the place to live, work and study

Using digital screen airspace to create visual shortcuts around transport 
connectivity, green spaces, digital assets, cultural life and sport. Connecting digital 
outdoor advertising campaigns to wider campaigns to market the city.

Inclusive Economic 
Strategy

To developing a communications plan for launch of Inclusive Economic Strategy in 
first quarter of 2019/20

Invest in Salford To create core collateral, including web platform, to promote the city to potential 
investors, developers and businesses looking to relocate in Salford. Work with 
private and public sector partners to maximise impact on a local and national basis 
of new businesses relocating to the city
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Housing

Building new homes To develop and deliver a targeted stakeholder communications and media strategy 
to support the development of Dérive and its business plan, connected clearly to the 
City Mayor’s priorities and vision for reducing inequality

Link to strategic approaches to develop further affordable housing and reduce empty 
properties

Get ready for winter To deliver an integrated campaign to target audiences to encourage take-up of 
support available, personal preparedness and the resilience of vulnerable groups

Transport and carbon reduction

Air quality 
communications plan - GM

Deliver in conjunction with GM campaign and engagement to develop proposals

Carbon neutral Salford by 
2038

To develop communications support for the action plan supporting the GM 
commitment to carbon neutrality, including energy campaigns such as clean switch, 
publicity on clean energy and energy efficiency, and carbon literacy

Single use plastics To develop communications support, for the council action plan to eradicate the use 
of avoidable single use plastics by 2024

A transparent and effective organisation

Greater Manchester 
shared campaigns

To deliver communications plan as part of GMCA for GM Spatial Framework 
consultation

Grow income in traded 
services

To develop a marketing and communications plan to support an income plan for 
catering and venues managed by Citywide services

Deliver plans for new 
relationships with CCG 
and Urban Vision

To deliver a seamless transition of services from Urban Vision to the council by 
providing an integrated communications plan. To deliver an effective integration of 
the CCG and council commissioning with a shared communications plan

Youth engagement 
framework

To develop a consistent approach within People directorate to engaging with young 
people. Working with CCG to explore development of framework

Life in Salford To develop a future plan with partners to continue the partnership magazine in 
2019/20 with a developing digital offer. Agree timing for refresh and rebrand under 
’MyCity’ family

Annual performance 
report

Develop a report for the August issue of Life In Salford to share priorities and 
achievements and engage residents

Emergency Planning Update and develop the council’s communications plans with a guide for all 
communications employees and toolkits of ready digital content. Updating the flood 
awareness communications and ensuring awareness in key targeted areas
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My work and the 
workforce strategy/ 
great place to work

Working as part of a core group and related squads as a communications enabler 
to transform the way teams work and how workspaces are designed for future 
sustainability to increase effectiveness. To effectively position Salford City Council 
with potential new employees as employer of choice 

Changing the way we 
deliver services

To deliver communications plan for changes to customer services and support to 
increase income collection promoting quicker, easier, better services for citizens, 
businesses and our workforce

Waste (squad) To develop communications support and plan around the agreed work of the squad, 
supported by communications to increase recycling, reduce waste and tackle litter 

0-25 changing the way 
we work / No wrong door

Effectively communicating to the partnership workforce and wider audiences new 
integrated ways of working (No wrong door) and showcase successes. Developing 
and delivering communications plans for specific projects including Emotionally 
Friendly Schools and Emotional Health and Wellbeing. Coordinating the marketing 
and communications for the FACT project, including a programme of hackathons 
– ensuring innovative work is shared through peer media and public speaking 
opportunities

Ward boundary changes To develop and deliver the communication plan within the council, local communities 
and partners

2020 elections To develop and delivery of  campaign for voter registration and voting and engage 
people in local democracy

Spirit of Salford 
Employee Awards

To showcase and promote the way the council’s employees have a values-based 
approach to the way we work by developing and delivering an annual awards scheme

Social impact

Spirit of Salford 
Community Awards

To plan for next awards, showcase and promote the great activities in the city that 
embody civic pride from 20118/19, recognising residents, community groups, 
volunteers and public servants who work tirelessly to make our communities great 
places to live, learn and work

Inclusive growth and 
economy

To promote spend in the city through public sector spend. Creating a narrative which 
explains the vision to ensure spend benefits people in the city

10% Better To promote and showcase the work that the City Council is doing to contribute to the 
outcomes of the Salford Social Value Alliance ‘10% Better’ Campaign

Employee volunteering To develop and deliver a fully integrated communications scheme and campaign to 
ensure take-up of employee offer

Social Impact Report To develop and communicate year 2 report in third quarter of 2019/20

In consultation with the political and managerial leadership, the Communications Team will reprioritise and 
reallocate resources as necessary to respond to emerging priorities in light of future council decisions, projects and 
service changes. The campaign plan will be reviewed regularly by lead members who will consider activities in their 
portfolio areas.
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We will establish baselines, measure and agree 
targets with quarterly reports on effectiveness of 
activities for lead members, the City Mayor and senior 
leaders: the action plan will be reviewed by lead 
members at least six monthly at their briefings.

Perceptions

• Track attitudinal change to the council 
and services through pulse surveys 

• Track awareness of City Mayor’s 
vision and priorities

• Track engagement on content 
of City Mayor’s priorities

Conversions 

• Specific agreed online targets to support 
new customer business models increasing 
income for the council, including direct 
debit payments and customer accounts 

News media reports

• Increase positive media coverage in articles – 
measured in column inches – online and print

• Improve ‘sentiment’ – qualitative analysis 
of priority areas where we are working on 
shifting opinion on an issue over a period 

• Resident awareness of inclusive growth

Social media metrics 

• Followers – building an audience (see below)

• User engagement – clicks on call to action

• Organic reach and impressions

• Shares 

CHANNEL ACTUAL 
APRIL 
2017

ACTUAL 
APRIL 
2018

% TARGET 
2019

SCC 
FACEBOOK

8373 9708 +16% +20%

SCC TWITTER 22654 25639 +13% +20%

SCC 
INSTAGRAM

– – – +250%

YOUTUBE 121 
SUBS

300

LINKEDIN 3,963 5000

VISIT 
FACEBOOK

1460 2147 +47% +60%

VISIT 
TWITTER

7518 9205 +22% +30%

VISIT 
INSTAGRAM

320 1024 +220% +30%

CM TWITTER 3,461 +30%

MCS TWITTER – – – 3000

CM 
INSTAGRAM

- - - +200%

Web content 

• Views and dwell time on agreed priority web pages 

• Email click through –acting upon a call to action

• Economic figures

• Visitor economy value as tracked by STEAM

Outputs

• Annual performance report

• Monthly media reports

MEASURING WHAT WE DO

• Through surveys establish baseline for 
awareness and understanding of City 
Mayor’s priorities with smart improvement 
target by end of calendar year 2018

• Develop council narrative for inclusive 
economy by Sept 2018

• Deliver campaign plan by end of 
March 2020 - review and update

• Agree individual communications plans for each 
priority area in the campaign plan and provide 
evaluation reports by end of March 2020 

• Review council communication platforms 
and retire those that do not meet objectives 
(do not reach intended audience or have 
consistently low levels of engagement) or 
no longer have resources to fully meet the 
communication principles in this strategy

• Agree metrics for agreed key communication 
platforms and track quarterly reporting to 
the Lead Member for Service Reform 

• Measure audience satisfaction with 
communications channels through regular 
pulse surveys and report quarterly – agreeing 
smart targets by September 2019

• Provide regular communications reviews 
to identify improvements - twice yearly



27

THE COMMUNICATIONS SERVICE

DEVELOPING THE SERVICE

The Communications Team was restructured in 2014 
to a flatter, multi-disciplined structure. This brought 
together separate teams for marketing and media 
relations with web development returning to ICT.

As council ambitions have increased, expectations and 
a wider vision for Digital Salford has developed, reactive 
workload has grown – necessitating a renewed focus 
on marketing the city and agreed priority campaigns 
for the council to ensure there is strategic capacity, 
flexibility and skills available.

We have now updated job roles to reflect the 
changing landscape and relationships with partners/
stakeholders and other key teams, including Human 
Resources and Organisational Development and 
the new Digital Services Team which will lead digital 
customer services and drive the use of data and 
intelligence.  The communications roles will provide 
clarity on expectations and drive a  learning and 
development plan with key skills flowing from digital, 
campaign planning and evaluation and behaviour 
change.

The team will play a key role in squad working, bringing 
communication skills and ideas to collaborative 
projects. Prioritisation of work will ensure resources 
are available to work in this way and focus on agreed 
corporate and directorate plans. 

The Communications Team will empower other 
services to update digital and locally printed collateral 
where appropriate, with self-serve templates that 
ensure consistency of brand. These will be particularly 
relevant for services wishing to promote regular 
activities and events.

LGA ‘What good looks like – the conditions and skills 
needed for success’

“These days the digital landscape is now the primary 
interface between citizens and public services, which is 
beginning to blur the lines between customer services 
and what used to be considered communications.

At the same time local government is moving away 
from believing that every problem can be solved in the 
town hall to a far greater recognition that many of our 
solutions begin and end with communities and the role 
that local people and partners play.

This means that the modern communicator needs new 
tools and skills to do the job effectively.  We need to 
think of our role as protector of place rather than brand 
with a much bigger understanding of what makes our 
communities tick, where the assets lie and what their 
role is in achieving success.

To support this the delivery of communications 
needs to move on from the traditional silos of ‘press’, 
‘marketing’ and ‘digital’ with integrated skills where 
people are as savvy dealing with social media as they 
are the local press, as confident with film and imagery 
as they are with words.”

The Communications Team will focus on:

• Protecting and enhancing the reputation 
of the council – communicating success 
around the City Mayor’s priorities

• Communicating a strong narrative to residents 
around what the council stands for

• Helping to explain the reasons for and 
impacts of council decisions, projects and 
service changes to those affected

• Engaging with stakeholders outside the 
borough, including key influencers, potential 
inward investors and new residents

• Supporting our  values-based approach to 
changing the way we work and deliver services
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The team is developing a modern 
digital first model of working:

• ‘Account’ leads will coordinate team 
interaction with key areas

• Developing effective campaigns using Oasis 
model of communications planning

• Ensure plans are based on customer 
focused understanding and intelligence

• Share standardised and consistent 
evaluation (each project is evaluated)

• Consultancy based working – involved from the 
start to influence and guide strategic direction

• Agile with the right tools and innovative 
ideas, establishing quickly what works

Senior Communications Officers will act as account 
managers for agreed areas, to coordinate and lead 
development of priority cross cutting communications 
for the following areas of Place, People, Service 
Reform, Workforce as well as community safety and 
emergency and crisis response.

Objectives

Audience Insight

Strategy/Idea

Implementation

Scoring/Evaluation

Review and 
refresh the 
approach after 
each phase of 
the campaign

Feedback 
to optimise 
implementation

HOW WE WILL WORK

Our service aims to deliver high quality effective 
marketing, communications and engagement 
that supports the City Mayor’s priorities, improve 
people’s lives in our city and supports a culture that 
embraces change and improvement, developing a 
truly collaborative approach with partners.

We will continuously improve, to produce 
communications that are fully integrated, effective 
and efficient. We will continue to develop our skills 
in the use of digital tools to make our marketing and 
communications engaging, targeted, relevant and 
successful in achieving agreed goals.

We will deliver robust planning and evaluation of all 
our marketing, communications and engagement 
activity to ensure that we understand what works 
well and what doesn’t in achieving our objectives. 
From this evidence base, we will make sound 
judgements about how we design marketing, 
communications and engagement and allocate our 
resources efficiently. We will live and breathe the 
council’s values, taking responsibility for developing 
our own excellent professional knowledge.
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APPENDIX 1

CITY COAT OF ARMS

The arms were created to combine elements of 
the five local authorities that formed the new city 
of Salford in 1974. They were then produced as a 
pendant to form part of the chains of office worn by 
the Ceremonial Mayor of Salford and inscribed on the 
reverse ‘Commissioned by Salford City Council for the 
use of the Mayor for the time being’.

In line with this approach the Coat of Arms is only used 
by the Ceremonial Mayor, as well as by choice, the City 
Mayor.

The crest is used by the office of the City Mayor 
on stationery and office signage to indicate 
communications are from the office of the elected 
mayor who has a city not just council role.

The Coat of Arms is subject to patent and copyright 
laws. 

 Jon Corner
Chief Digital Officer, City of Salford

The Landing
Blue | MediaCityUK | M50 2ST

jon.corner@digitalsalford.com
07901 000000 | 0161 000 0000

www.digitalsalford.com

Permission is required from the City Mayor for any 
other use – indicating for instance a city-wide rather 
than council remit, directly working to the City Mayor.

Further information is available on in the coat of arms 
and its history.

CIVIC BADGE

The civic badge is used on street nameplates around 
the city and other elements of street furniture. 
Permission is required prior to any other usage.

The use of the coat of arms and civic badge in 
local neighbourhoods will be reviewed in 2019/20, 
alongside requests for localised are signage
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