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LGA Communications strategy and plan 2013-14 
 

 
Purpose of report 
 
For decision. 
 
 
Summary 
 
This report sets out the LGA’s draft communications strategy for 2013-14, our approach to 
implementing the strategy and an action plan for delivery. 
 
 

 
Recommendation 
 
Members are asked to review the draft communications strategy and agree the plan for 
implementation.  
 
Action 
 
As directed by members. 

 
 

Contact officer:   David Holdstock 

Position: Director of Communications 

Phone no: 020 7664 3056 

E-mail: david.holdstock@local.gov.uk 
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LGA Communications Strategy & Plan 2013-2014 
 
1. Summary - The national voice of local government.  
 
This communications strategy sets out how we will work to support the strategic aims of the 
organisation and how we will use communications and strategy to position ourselves as the 
credible, national voice of local government – Supporting, promoting and improving the 
sector.  This is our strategic goal which will be echoed in all of our communications activity.  
It builds on work undertaken in 2012 to examine how we engage with member authorities, 
our perceptions survey for 2012-13 and our internal communications plan. 
 
The purpose of this strategy is to ensure our communications effort delivers maximum 
benefit and is clearly focused around our agreed business plan priorities: 
 

 Funding for local government – reform of the finance system so councils raise more 
funds locally, have confidence their financing is sustainable and fair, and greater ability 
to promote collective working across local public services. 

 

 Economic growth, jobs and prosperity – councils are recognised as central to 
economic growth. 

 

 Public service reform – independent councils are at the centre, and seen to be at the 
centre, of public service reform and delivering more effective services for local people. 

 
In addition, our communications activity will support our pivotal role in improvement and 
innovation in the sector through our sector-led improvement programme.  
 
All of our elected members and staff are communicators.  The role of the communications 
function is to provide the framework, tools, expertise and focus so that all our 
communications effort is working towards the same politically agreed objectives.  
 
Through high quality, effective, proactive, timely and measurable communications, we will 
make the case that local government is the most efficient, effective, trusted and democratic 
part of government.  By focusing on proactive work, we will, wherever possible, seek to 
influence the media and political agendas before policy announcements are made and 
legislation is introduced. Through our lobbying activity we will seek to change the opinion of 
parliamentarians, the public and other key stakeholders. 
 
Our aim is to position ourselves as the ‘come to’ organisation on all matters which affect 
local government.   When it is necessary to react to events, stories or announcements, we 
will ensure the LGA provides a strong voice for local government, defending the sector’s 
position.   
 
We also play a leading role to promote best practice in the sector, helping to deliver change 
and innovation, cost-effective service and improved outcomes for local people.  Our 
communications activity will reflect this.  It is important we have a strong and focused sense 
of what we are trying to communicate and to whom we are trying to promote our message 
to. It is not effective to be constantly responding or rebutting issues on someone else’s 
agenda.  
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We need to tell our own story, focusing our energies on what councils are delivering and 
what is achievable for local government. To deliver this, we will undertake a series of tightly 
defined communication activities to a very high standard.  
 
We will look to persuade our key audiences that councils are delivering good quality local 
services in tough times and demonstrate that they are capable and ready for greater 
freedoms and independence from Whitehall.   As a lobbying body we focus much of our 
work around influencing Parliament. So it is natural to align our communications strategy to 
that of the Parliamentary calendar. We know the next election will take place on 7 May 2015 
and a key question to ask is what do we want the main political parties’ manifestos to be 
saying about the future of local government heading into that election?  
 
In shaping this strategy, we have considered a number of issues that influence the current 
local government landscape: 
 

 Value for money - In the current economic climate, value for money will be a key 
focus – both in demonstrating our own effectiveness but also that of our member 
authorities.  As the LGA’s budget is reduced we will need to ensure all of our 
communications activity is linked to our priorities, is necessary and impactful. 

 

 Our audiences (stakeholders) - In the past, much of the LGA’s  more sophisticated 
and more diverse and as technology plays an increasingly large part in day-to-day 
interactions, we need to shift our approach to meet these new demands. 

 

 Digital communications - This strategy presents a shift in how we approach  
communications activity.  Digital communications is increasingly viewed by our 
members as a preferred channel of communication and consequently, a major element 
of our strategy. Through this activity, we will also support councils to shift towards 
delivering more services on-line. 

 

 Putting evidence at the heart of everything we do - In the past, we have 
undertaken considerable communications activity with little or no mechanisms in place 
for evaluation.  An evidence-based approach will ensure we can measure the impact 
and outcomes of all communications.  We have already introduced an annual 
perceptions survey, quarterly residents’ reputation tracker, six-monthly survey of 
parliamentarians and an annual staff survey which will all be used to shape our 
communications activity.   This rigour will ensure we can track and evidence changes 
and improvements and highlight any areas requiring improvement or a shift in focus. 

 

 A new approach to supporting councils - Our communications activity has in the 
past been focused on providing a strong national voice for the sector, lobbying 
Government and promoting the work of the LGA.  This remains the core function of the 
Communications Team.  In addition, following a number of approaches from member 
authorities and work undertaken to examine the skills and capacity of council 
communications teams, we are now providing councils with professional 
communications support.  
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This is being done in a number of ways: 
 
 

 Crisis communications support – There is an increasing demand for strategic 
communications support and additional capacity when councils are faced with 
increased media attention 

 

 Best practice – The Communications Team is increasingly seen as the ‘go to place’ 
for councils wishing to share and search for best practice.    

 

 Benchmarking – Leaders and chief executives are increasingly asking questions 
about the performance of their communications team, whether the communications 
activity is providing value for money and the wider effectiveness of the council at 
communicating with residents and other stakeholders and their staff.  The 
Communications Team, working with peer support colleagues is developing a tailored 
programme to support member authorities. 

 
As resources become tighter and as we further develop this model as an additional part of 
our ‘offer’ to member authorities, our approach may take the form of developing a pool of 
associates who will provide us with additional capacity.  This work will overseen by the 
Director of Communications to ensure consistency. 
 
1.1 Supporting our members 
Communications plays an important part in our membership offer to councils.  Evidence 
shows that those who feel well informed about its work and activities are consistently more 
positive about an organisation.  Currently, 69 per cent of our members feel we keep them 
well informed. 
 
Working with colleagues, we will aim to clearly set our support offer to councils and 
communicate our successes.  We will focus on our lobbying successes, our t support for 
councils and our full range of sector-led improvement offers.   Our own campaigns, working 
directly with councils and in partnership with relevant professional bodies have had a 
positive impact on the reputation of local government.    Our own reputation and that of local 
government remains high – in short, local is trusted over national.  Seventy seven per cent of 
member authorities feel we are an effective advocate for the sector and 72 per cent of 
residents are satisfied with the way their council runs things.  These are important 
measurements of the effectiveness not just of local government but also the LGA.  
 
As an organisation which is politically-led it is also important to recognise the role of the 
political groups in supporting our members.  As the first port of call for councillors and 
national political parties the political groups are a resource for the whole of the LGA. This 
means the groups must be involved at the beginning of any new project for political 
clearance rather than at the end once a report or publication is produced.   We work closely 
with all of the political groups and will continue to involve them as we further develop our 
communications plans. 
 
This strategy aims to help maintain and wherever possible, improve the image and 
reputation of local government and in turn, position the LGA as a strong and effective 
membership organisation.  
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2. Our brand 
The ‘Local Government Association brand’ is strong with the full range of our stakeholders 
and is valued by member authorities and trusted by the media.  We have credibility with 

Central Government and increasingly, on issues such as planning, the public recognise 
the LGA as ‘being on the side of the resident’.  We are seen innovators and a hub for 
sharing best practice across the sector.  LGA staff have high levels of credibility with key 
stakeholders.  We will ensure the Local Government Association remains a trusted brand, 
with integrity, that provides a strong voice on behalf of the sector. 
 
3. Our narrative and key messages  
Our narrative and key messages are an important part of delivering our strategy.  We had 
considerable success in getting the phrase “councils are the most efficient part of the public 
sector” into the collective consciousness – demonstrated by the fact that the Prime Minister 
now uses the phrase himself.  
 
We achieved this through using the strict discipline of using this  this phrase in all our 
communications channels; media relations, briefing papers, publications, direct 
communications, speeches, email bulletins, one- to-one meeting and events.  Building on 
the results of our perceptions survey, residents’ tracker and research undertaken by other 
organisations, we will present a strong narrative for local government. 
 
Our research shows that amongst national politician and other stakeholders (including the 
public) awareness of local government issues is patchy.  It is important we focus on three 
questions to help address this: 
 

 What is local government and what does it do?  

 Why does it matter?  

 How can it help me?  
 
It is important to reflect both the scale and success of local government - there are more 
than 20,000 councillors, more than 350 councils and 1.4 million workers providing nearly 800 
different services locally to improve people’s lives.   As a sector, we have delivered 
significant savings in the last four years to contribute towards the country’s public services 
deficit. 
 
Our narrative is divided into ‘the story for local government’ and ‘the role of the LGA’. 
 
Local government is: 
 

 trusted over national 

 the most efficient part of the public sector,  

 the most accountable part of the public sector  
 
… and given more freedoms we can deliver much needed growth, make savings and 
improve services for local people, helping to change lives.  
Sitting underneath this is our own narrative - The national voice of local government – 
working to support, promote and improve local government . 
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Our key messages are: 
 

 We are a strong advocate for local government, campaigning on behalf of councils 
and standing up for the sector 
 

 Provide good value for money for our member authorities 

 
 The ‘come to’ organisation on all local government issues 

 

 Innovators for the sector  
 
All of our communications activity will reflect these key messages so we effectively ‘tell our 
story’. 
 
4. Our objectives 
Our communications objectives can be summarised as: 
 

 Support councils to ensure the reputation of local government remains high 
 

 Represent the interests of local government to national government  
 

 Demonstrate the effectiveness of the LGA as the ‘national voice of local government’.  
 
5. Our approach 
Our approach to delivering effective communications can be summarised as: 
 

 Focus our work on delivering successful proactive communications, led by our 
programme of campaigns (Independent local government, sustainable funding, 
growth, social care, welfare reform)  

 

 Deliver high quality communications activity which is 75 per cent proactive and 25 
per cent reactive.  This will be achieved using the full range of communications tools 
and channels. 

 

 Effectively utilise our programme of research and evaluation to measure the impact 
of communications activity.  

 

 Target our communications to the appropriate stakeholders  
 

 Use communications strategies to support the overall improvement of local 
government. 

 
Our communications strategy will consistently deliver proactive communications which aim 
to improve the reputation of local government, so that we can win new powers, freedoms 
and resources for our member councils. 
 
We will put our energies into being proactive, setting the agenda and wherever possible, 
influencing decisions before they are made.  Our aim is to ensure 75% of communications 
work is proactive and planned with the remaining capacity for responding to events.  New, 
major and additional projects that are not part of our agreed programme will need to be 
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agreed.  We will do more than just issue press statements in response to government 
departments. We will deliver our work through campaigns which are a series of linked 
activities working to achieve specific goals.  

 
The Communications team will support colleagues to deliver high quality and timely 
communication.  Our main focus will be on our priority campaign areas and all of our 
communications will include our narrative and at least one of the key messages from our 
campaigns.   Our narrative will help build support for our objectives.   We will work with the 
political group offices and the programme teams to develop efficient and effective corporate 
approach.  The Communications Team will provide the professional leadership to determine 
communications strategy, channels and approach. 
 
Research has clearly shown that there is an increasing demand for electronic 
communications, rather than paper-based materials.  In 2010/11 we saved £250,000 by 
moving hard copy publications online.  The vast majority of regular communications sent to 
clearly identified audiences use regular e-bulletins, rather than individual publications or 
programme based newsletters.  This is both cost-effective and the preferred method for our 
members to receive information from us (alongside First magazine).  We will continue to 
maximise opportunities to deliver electronic communications over traditional methods. 
 
We now have a single corporate website having merged all the legacy sites.  We will now 
focus our efforts on ensuring the content is up-to-date, has a strong editorial and visual 
impact, is of interest to our members and a valuable resource for the range of audiences 
who access information about us. 
 
Other online products such as our e-bulletins, the Knowledge Hub, LG Inform and social 
media presence will help support our core communications strategy and ensure our 
improvement offer is effective. 
 
By supporting our elected board members through training and briefing to ensure we have a 
wide range of spokespeople we will be able to present our range of issues to the media and 
to national political audiences in a compelling way.  
 
We will work with our colleagues to ensure that we have a full and robust set of case studies 
that document the difference councils are making for local people which can also be used as 
evidence to support our lobbying work.  
 
Understanding our audiences is crucial to our success in achieving change and this will 
ultimately be achieved through additional work planned on customer insight.  
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6. How will our strategy be delivered? – Communications activities at a glance 
Our overarching strategy is to deliver high quality communications activity which is 75 per 
cent proactive and 25 per cent reactive.  This will be achieved using the full range of 
communications tools and channels.  These core activities are: 

 
Key Activities Details 

 

Corporate branding 
Corporate narrative delivered through all forms 
of communication 

 Employer branding 

 High quality marketing materials 

 

Campaigns  
Delivery of proactive campaigns using the full 
range of communications activity 

 Events which support our priority campaigns 

 Marketing 

 

Media relations  Proactive ‘selling in’ of stories 

 
Effective use of social media to support key 
media activity 

 
Clear measurement of media coverage and 
effectiveness 

 Building relationships with journalists 

 Horizon scanning of the news agenda 

 

Member authority engagement  First magazine 

 E-bulletins 

 Knowledge Hub and LG inform 

 Annual conference 

 Free-to-attend events 

 Website 

 Research/consultation 

 

Public affairs and lobbying Stakeholder management 

 Engagement with Parliamentarians 

 Engagement with Think Tanks 

 Engagement with business organisations 

 
Attendance at key events, such as party 
conferences 

 Events such as Smith Square debates 

 

Staff advocacy Daily internal news update 

 Weekly lines to take 

 Staff conference 

 Annual staff forum 

 ‘Out and About’ 
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7. Campaigns 
 
Our focus on proactive communications will be through our campaigns programme.  The 
results of our membership perceptions survey show that our member councils value our 
campaigning activity (90 per cent).  The difference between running a campaign and 
lobbying is that campaigns have specific time-bound goals.  Lobbying is ongoing in support 
of campaigns and is often ‘behind the scenes’.   A campaign also mobilises resources, 
should capture popular attention and have SMART objectives.  Our campaigns should be 
visible to our membership to ensure buy-in and fully understood by all of our staff.   The 
public affairs and campaigns team will lead the campaigns, working with colleagues across 
the communications service and the wider group to establish campaign teams. 
 
Before undertaking a campaign we will ask ourselves the ‘why?’ and ‘how?’ tests. Why 
should we undertake this campaign? (Are we best placed? Is this a priority for our member 
councils? Are we likely to win?) How will we undertake the campaign? (What techniques we 
will use? Do we have the resources? Is there a clear objective and strategy?)  
 
We know from experience that a successful campaign should: 

 have specific and smart objectives 

 have a consistent message  

 have senior political and management buy in 

 mobilise sufficient resources to support the campaign  

 be relevant in the political and economic climate  

 have a start and finish point  
 
Our approach to proactive campaigning will be to work closely with the programme teams 
and group offices.  There will be a communications lead for each campaign who will put 
together an organisational wide campaign team bringing in all relevant parts of the 
organisation and develop individual campaigns plans.  They will be delivered using defined, 
measurable outcomes on which effectiveness can be measured.    
 
We will ensure all of our campaigns are: 

 Agreed by Leadership Board (political sign off) 

 Have specific targets 

 Effectively targeted to appropriate audiences 

 Measurable and evaluated against targets 

 Well communicated to staff 
 
7.1 How will we measure the success of our campaigns? 

 Achievement of campaign objectives 

 Annual member authority perceptions survey 

 Six-monthly survey of Parliamentarians and recall of key messages/campaigns 

 Tone of media coverage (positive, neutral, negative) – Positive v negative 

 Member surveys (including First) 

 Brand awareness 
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8. Parliamentary activity and public affairs 

 
Our parliamentary and public affairs activity are designed to support our campaigns and 
proactively position the LGA and the whole of local government with national politicians, 

opinion formers and other leading organisations as efficient, innovative and able to 

improve people’s lives.  By placing a sharper focus on proactive work, we will seek to 
influence the political agenda before policy announcements are made and legislation is 
introduced.  We will aim to be sought out by opinion formers for our views on national policy.  
We will continue to respond to political event, in particular in Parliament, such as proposed 
legislation.  
 
Each year we prepare a range of briefings including for The Queen’s Speech, White Papers, 
pre-Budget, Budget, Autumn Statement, ‘The Settlement’ and other important policy or re-
shuffle announcements.   We also provide on-the-day briefings on key legislation affecting 
local government.   We will ensure our lobbying achievements are communicated to our 
members using our regular bulletins (such as our Parliamentary Bulletin and First).   We also 
work with colleagues to support senior elected members and officers to appear before select 
committees. We will organise meetings with parliamentarians, draft parliamentary questions, 
Early Day Motions, amendments and secure Westminster Hall debates on Business Plan 
priority issues and where we believe these parliamentary techniques are the most effective 
way of achieving our lobbying aims.   All LGA activity in parliament should be co-ordinated 
through the campaigns and public affairs team.  
 
The core activities undertaken are:  

 Supporting our campaigns through public affairs activity 

 Influencing and working with other key organisations  

 Influencing parliamentarians and other national political figures 

 Speechwriting 

 Public affairs events (including party conferences)  

 Services to LGA members (such as preparation for select committees)  

 Identifying and meeting key stakeholders, national political audiences 

 Relationship building – identifying and coordinating all political and influencer 
relationships to ensure that messages are consistent and resources are maximised 
(to avoid duplication of effort) 

 
8.1 Working with other organisations  
The LGA brand is strong and as a result we have connections to numerous external 
organisation – professional bodies, member organisations, think tanks, national and 
international brands, advocates and others - many of whom help to enhance our brand.  This 
can help to strengthen our voice in Parliament.  Where working with other organisations will 
support our aims and objectives we will develop joint approaches to events, publications 
(this includes co-badging documents with central government) or commissioning research 
from other organisations and think tanks.  
 

8.2 Working with parliamentarians and other national political figures 
We will work to ensure we engage parliamentarians and other political figures on all issues 
that support our priorities in Parliament.   The Public Affairs Team will co-ordinate contact 
with MPs, peers and Parliamentary staff linked to our campaign activity and aim to create 
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opportunities for leading members to meet senior government and opposition figures.  This 
will ensure there is no duplication of effort and we maximise all opportunities.  As an 
organisation, we will make effective use of all links to Parliamentarians through elected 
members, the group offices, programme teams and any other links which may exist.  The 
team will also proactively manage our relationship with our Vice-Presidents to maximise our 
‘champions’ in Parliament. 
 
8.3 Speechwriting 
Working with colleagues in specialist areas of the organisation, we will co-ordinate all 
speechwriting activity for major events such as annual conference and the party 
conferences.  We will also maintain an up-to-date database of current speeches and 
presentations which can be used across the organisation. 
 
8.4 Public affairs events (including party conferences)  
Working across the communications team, we will organise events to showcase the LGA. 
These will include a presence at the autumn party conferences, our annual parliamentary 
reception and a reception for parliamentary researchers. We will also deliver eight Smith 
Square debates a year.  
 
8.5 Evaluating and monitoring our Parliamentary activity  
Although outcomes can be difficult to measure we can monitor areas such as influencing 
policy proposals and changing legislation.  These will be reflected as ‘wins’ for the LGA on 
behalf of local government and promoted to our member authorities, and other organisations 
through the media and our own channels.  We report monthly to Leadership Board every two 
months. 
 
8.6 European activity 
We are working more closely to align our own lobbying activities with those of our European 
office who work to influence European legislation on behalf of UK local government. 
 
8.7  How will we measure our Parliamentary and public affairs activity? 
We will measure our Parliamentary and public affairs activity by: 

 Annual member authorities perceptions survey 

 Bi-annual survey of MPs and Parliamentarians 

 The number of Bill amendments achieved 

 Parliamentary mentions 

 Contact with parliamentarians 

 Briefings with parliamentarians 
 
9. Media relations 
There will be a clear focus on proactive media relations and reputation management, both 
locally and nationally.  We will aim to achieve 75% of all media coverage as proactive 
stories.  There will be twenty-four hour coverage and resources deployed to cover this.  We 
aim to set the political agenda and speak in the national media on the issues that matter to 
our members.  Media monitoring is an integral part of ‘horizon scanning’, delivering proactive 
media relations and measuring the impact of our media relations activity.  This will be 
delivered as a key function. 
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9.1 Our spokespeople 
As a cross-party, consensus organisation, we will work closely with the four political group 
offices to ensure all of our proactive releases, statements and lines to take are agreed as the 
organisation’s cross-party position.  As the national voice for local government it is important 
that we accept proactive opportunities for media interviews so that we are able to effectively 
set out our view.  In the case of broadcast media, it is important that we are also seen as ‘the 

face of local government’.   We will ensure all spokespeople receive the appropriate 
media training and we will follow the agreed communications protocol when deciding who 
should represent the LGA in media interviews.  This can broadly be set out as: 
 

 Corporate issues – The Chairman will be approached first, followed by Vice-
Chairmen in the order of party representation. 

 

 Policy areas (such as improvement, children and young people, adults, 
environment, community safety and so on) – These will be offered to the Board 
Chairmen who lead on each policy area.  

 
This process is effective and leading elected members are regularly used for media facilities. 
 
9.2 How will we measure the success of our media relations activity? 

 Annual member authorities perceptions survey 

 Episodes of media coverage (print and broadcast) - Volume 

 Tone of media coverage (positive, neutral, negative) – Positive - v- negative 

 Annual First Magazine survey) 

 Quarterly residents’ reputation tracker 

 
10. Events that showcase the LGA 
Events are an important part of our communications menu – both in helping to demonstrate 
the role the LGA plays on behalf of councils but also as a way to share best practice.  A full 
review of our programme and general approach to events was undertaken at the end of 
2012 and our strategy in relation to events approved by Leadership Board.  Our overall 
approach is to provide at least 70 per cent of all events as ‘free-to-attend events for our 
member authorities, 40% of them in the regions.   
 
10.1 How will we measure the success of our events programme? 

 Overall satisfaction with all events 

 Number of attendees at all events 

 Achievement of our income and sponsorship target 
 

11. Digital and knowledge 
 
We will effectively manage all of our digital platforms to ensure they contribute to our 
priorities and reputation management.  We will seek to use tools such as mobile delivery and 
social networks that are most effective for our audiences.  Campaigns will make better use 
of digital to increase reach, improve targeting and report on the effectiveness of activities.  
Activity across our digital channels will be presented in a joined-up way across campaign, 
policy and programme areas.  On-line tools such as LG Inform and Knowledge Hub will 
support the sharing of expertise and best practice.  This will enable us to support the shift 
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councils themselves are making towards the digital delivery of services to residents.  Our 
‘digital offer’ consists of: 
 

 Website 

 Contact programme (e-bulletins) 

 Social media 

 Knowledge Hub 

 LG Inform 

 Other digital activities such as audio-visual 
 
We will be undertaking a review of our digital offer to ensure it effectively supports our 
corporate communications effort. 
 
11.1 How will we measure the success of our digital and knowledge activity? 

 Annual member authority perceptions survey 

 Six-monthly survey of Parliamentarians 

 Tone of social media coverage (positive, neutral, negative) – Positive v negative 

 Take-up of on-line services (such as sign up to e-bulletins) 

 ‘Click throughs’ from e-bulletins 

 Use and activity across the website and Knowledge Hub 

 Number of Twitter followers and reach 
 
12. Direct communications with member authorities 
 
Our recent perceptions survey shows that our membership values a range of 
communications channels.  First magazine remains one of our key communications channel 
(57 per cent of people use First as their primary source of information about the LGA – this 
figure is higher for elected members) with a clear focus on high quality information for 
councillors, linked to our key themes and issues of interest to the sector.  As previously set 
out, electronic media is increasing in popularity as a channel for our members.  The same 
number (57%) of our members prefer receiving information directly through our Keep in 
Touch programme. 
 
The survey also shows that face-to-face and telephone contact is values and we will 
continue to review and refine our approach to directly communicating with our member 
authorities. 

 
13. Internal communications and staff engagement 
Internal communications will continue to be a priority for us.  Strong staff engagement 
delivers wider benefits for the organisation.  We will continue to develop and build on our 
internal communications and engagement strategy and measure the effectiveness of all 
tools, including annual staff conference, staff forum, knowledge bites, ‘Out and About’, 
briefings and regular electronic communications.   
 
Our staff survey is the baseline for measuring what our staff think about the LGA as a place 
to work.  Internal communications, although not exclusively, plays a key role in helping to 
shape staff opinion. 
 
Investing in good internal communications helps staff to feel valued and as a result, the 
organisation benefits from extra ‘discretionary effort’.  A well informed workforce will feel 
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engaged with the organisation’s decision-making process and part of the future direction of 
the LGA.  In addition, staff will act as ambassadors for the organisation and in turn, local 
government. 
 
Increasingly, there are important links between effective internal communication and our 
membership offer.  It is important that when staff vists and meet politicians and officers from 
member councils they have the tools to be able to tell the LGA ‘story’ effectively. 
 
Over the next year and beyond an additional focus of our internal communications activity 
will be efficiency – becoming a cost-conscious organisation.  As LGA budgets will 
undoubtedly shrink, we need to adapt to having fewer resources.  Through effective internal 
communications we will be honest with our staff about the organisation’s financial position 
and what it means for them.  
 
13.1 How will we measure our internal communications activity? 

 Annual staff survey 

 Measuring use of the Portal 

 Click through on emails 

 Attendance at Staff Forum and Knowledge Bite sessions 
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14 Our targets at a glance 
 

Measure 2012-13 Target for 

2013-14 

Target for 

2014-15 

 

Key drivers of reputation 

1 Value for money rating (of the LGA) 46% 48% 50% 

2 Member authority satisfaction (with the 

LGA) 

63% 65% 67% 

3 Member authority informed (LGA) 69% 70% 71% 

4 Member authority advocacy rating (for 

LGA) 

63% 64% 65% 

Media relations 

5 Episodes of media coverage (all) 20,603 21,000 21,500 

6 Episodes of media coverage (national) 491 550 575 

7 Satisfaction with daily news bulletin 94% 94% 94% 

Staff advocacy 

8 Staff informed rating 82% 83% 84% 

9 Staff understanding of vision/ 

corporate aims 

75% 77% 79% 

Stakeholder Information 

10 Satisfaction with First magazine 57% 59% 61% 

11 Satisfaction with E-bulletins N/A 70% 72% 

12 Number of individual subscriptions to 

e-bulletins 

129,255 129,400 129,600 

Campaigns and public affairs 

13 Campaigns delivered 6 8 TBC 

14 Quality of campaigns delivered (% of 

campaign targets delivered) 

20% 50% 75% 

15 Effectiveness rating with MPs 46% 50% 55% 

16 Awareness recall of campaigns in 

parliament (Average) 

34% 40% 45% 
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14. Audiences 
Work is underway to develop a comprehensive stakeholder map so that a stakeholder 
strategy can be developed.  This will allow us to better focus our activities.  We will seek to 
improve our two-way communications with our member authorities as well as informing them 
about what we are doing so they are more engaged in our campaign and policy 
development.  
 
14.1 Leaders 
There are 350 council leaders and approximately 700 group leaders. They are the 
democratically accountable leaders of their communities and are important to us as decision 
makers in their local areas.   We engage them primarily through our elected members using 
numerous formal and informal networks (including events, annual conference and social 
media).   Our formal channels include our Chairman’s bulletin and e-bulletins (contact 
programme). 
 
14.2 Chief Executives 
There are 350 chief executives who are the sector’s managerial and change leaders.  We 
engage them through numerous informal networks and formally through our Chief 
Executives’ Bulletin and Chief Executives’ Sounding board. 
 
14.3 Portfolio leads, directors and heads of service 
Our contact programme of e-bulletins is our primary focus for communicating with portfolio 
leads, directors and heads of service.   We are frequently in contact with them through our 
Board Chairs and leading members.  
 
14.4 Other councillors 
There are about 16,000 other councillors who fall outside these key audiences. This is a key 
group for us to communicate with and an area requiring more effort over the next 12 months.  
We will be working with a cross-party group of councillors to develop the best channels 
through which to reach backbench councillors.  Our regular channel is first and a significant 
number of councillors get information about what is happening in local government 
nationally, the work of the LGA and what we are doing to support them. We also promote our 
events and programmes through first. Increasingly we will use direct, e-communications.  
 
14.5 Other officers 
There are numerous other council officers, mainly those with specialist professional   
expertise. They are important as we can provide them with the latest relevant policy 
information and best practice.  Our website and online communities are the main ways we 
reach these groups. We will also continue to interact with them through existing networks, 
the contact programme and events. 
 
14.6 Westminster and Whitehall 
One of our key areas of work is to influence national politicians in setting a political agenda 
that is helpful to local government.   Westminster and Whitehall has some important and 
influential audiences we must engage with.  
 
14.7 Government Ministers 
There are approximately 120 government ministers. They matter to us because we wish to 
influence their policy direction and legislation in a way that supports local government. The 

primary way we influence them is through one to one meetings with our elected members 
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and senior staff.  We also produce detailed briefings to help in this process. We will also 
invite them to speak at our events.  
 
14.8 National politicians - Shadow ministers, peers and backbench MPs 
There are approximately 1000 national politicians. This is an important group for us as a way 
to influence wider areas of policy and legislation such as part manifestos.  This group will 
also include members of select committees all party parliamentary groups and inquiries.  Our 
primary ways of influencing them is through On the Day briefings, face- to- face meetings 
and invitations to our events 
 
14.9 Vice-Presidents 
Our vice-presidents are our ‘parliamentary champions’.  As well as operating on both 
Houses as advocates for local government, they will also table amendments to Bills on our 
behalf.  We hold regular events with them and provide them with briefings on key issues for 
local government. 
 
14.10 Whitehall civil servants 
This influencing role is largely undertaken by programme colleagues who will work closely 
with the communications team to ensure a joined up approach to both officials and 
parliamentarians. 
 
14.11 Think tanks and other important opinion formers 
By this we include local government and other public service orientated think tanks. We also 
include media and political commentators that help set the political agenda. We work with 
this group either directly through commissioning them or inviting them to our thought 
leadership events such as Smith Square debates. Increasingly we will target our media work 
on influencing comment and editorial pieces.  
 
14.12 Private, public and third sector partners 
We work with this group as not only do they also influence national politicians but we seek to 
undertake joint work with other national bodies in order to help develop new policies and 
relationships that will benefit our member councils. This is an area we will seek to develop as 
the future model for local government will require wider engagement outside the sector. 
 
14.13 The public 
The public is an increasingly important audience as it their opinion that matters most in terms 
of reputation of councils. It is also the biggest influence on national politicians and ministers. 
We have very little direct contact with the public as an organisation although I recent months, 
the LGA’s profile has been raised with the public through our media activity on planning and 
winter readiness.   The main channel of influence is our media communications and through 
working with council communications departments to influence local and regional media. We 
will also seek to work more with the public through third party organisations.   
 
15. Our next steps  
 

The next step is to focus on the key actions in this communications plan and 
strategy, adopting the approaches a set out.  In summary, we will further develop our 
communications channels so that: 
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 Our campaigns deliver against objectives 
 

 Our media relations work helps to shape public opinion and shape the political 
debates about local government 

 

 Digital communications are fully utilised to support targeted, cost-effective 
communications 

 

 Be clear about our stakeholders and target communications appropriately 
 

 Deliver interesting, cutting-edge events, the majority of which are free to attend for 
member authorities, which   help to support, promote and improve local government. 

 
 
 

 

 



16. Main communications channels 
 

Method To Frequency 

 

Internal 

Portal  All LGA Staff Daily 

Out and About All LGA Staff Daily 

Daily News Headlines All LGA Staff Daily 

Daily media activity report Senior LGA Staff, others on request Daily 

Core Briefing All LGA Staff Weekly 

Media Round Up All LGA staff Weekly 

Parliamentary Bulletin Senior LGA Staff, others on request Weekly 

Staff conference All LGA Staff Annual 

Staff forum All LGA staff Monthly 

Knowledge Bite/ Knowledge Bite Plus Senior LGA Staff, others on request Monthly/as required 

 
 

Member Authorities 

First magazine All councillors Fortnightly 

Daily News Headlines Leaders, Chief Executives, Officers Daily 

Chairman’s Bulletin Leaders Weekly 

Chief Executive’s Bulletin Chief Executives Weekly 

On the day briefings Chief Executive, Leaders and others as required  When required 

Mail outs Various When required 

Pro-active briefings  VPs & interested parliamentarians  When required for debates, PQs and 
parliamentary business 

Legislative Briefings VPs & interested parliamentarians When required as per legislative 
programme 

On the day Briefings VPs & interested parliamentarians When required as per parliamentary 
business 

LGA Board Bulletins Subscribers  Monthly 
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 Children & Young People 

 Community Safety 

 Culture, tourism & sport 

 Economy & transport 

 Environment, housing & planning 

 European & international 

 Finance 

 Health, adult social care & ageing 

 Improvement 

 Localism 

 Workforce 

 

 17,974 

 6,457 

 3,565 

 542 

 8,599 

 4,527 

 5,465 

 15,439 

 34,367 

 4,829 

 27,491 

Knowledge Hub alerts Subscribers Daily / weekly as requested 

Parliamentary Bulletin Those who subscribe to it, mainly leaders and comms leads Weekly (when Parliament sits) 

Events bulletin  Subscribers & past delegates (6,439) Monthly 

Direct marketing  Relevant targeted audiences When required 

MJ ‘plugged in’ column MJ subscribers Monthly 

LGC Columns (various) LGC subscribers Monthly 

LGC Column (Chairman) LGC subscribers  12 weekly 

Press releases National, regional media and trade press When required 

CommsNet 
Heads of communications and others (including chief 
executives) 

Weekly 

Twitter Followers (including members, commentators and media) Daily 
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17. Communications action plan 

Campaigns 

Key aims Tactics/action Key audiences Measurement Date 

 
1 To influence national 
politicians and opinion 
formers to shape policy 
and legislation affecting 
local government  

1.1 Develop a series of 
proactive campaigns under 
our key priority themes: 

 Independent local 
government  

 Sustainable funding and 
preparations for the 
Spending Round and the 
Spending Review 

 Local growth 

 Welfare reform 

 What does good social 
care look like? (adults and 
children) 

 Sector-led improvement 

 Be A Councillor 

Government Ministers, 
Shadow Ministers, MPs, 
Peers and departmental 
officials 

 
The Public 
 
Partners, think tanks and 
opinion formers 

 
Business 

 
The media 

Delivery of campaigns against 
agreed objectives 

 Deliver  80% of agreed campaign 
objectives 

 
Six monthly survey of 
parliamentarians and recall of key 
messages campaigns 

 40% awareness recall of LGA 
campaigns 

 
Shortlisting/ winning national 
professional awards for LGA 
campaigns 

 Shortlisted for three national 
professional awards 

 
 

Ongoing 
from June 
2013  
 
 
March 2014 
 
 
 
 
 
April 2013 – 
March 2014 
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2 Enhance the 
reputation local 
government 

2.1 Work with SOLACE and 
LGcomms to develop and 
launch Version 3 of  the 
Local Government 
Reputation Campaign  

Council members and 
officers (with a focus on 
Leaders, CEXs, 
communications teams 
and professional bodies) 
 
Government Ministers, 
Shadow Ministers, MPs, 
Peers and departmental 
officials 
 
Partners 
 
Business 

 
The Public 
 
LGA staff 
 
The media 

Quarterly residents’ reputation 
tracker 
 

 Overall satisfaction with councils – 
70% 

 

 Satisfaction with place – 75% 
 

 Trust with councils – 60% 
 

 Value for money (councils) – 55% 
 

 Informed rating (local government) 
– 65% 

  

Ongoing 
from June 
2013 
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Media relations 

Key aims Tactics/action Key audiences Measurement Date 

 
3 Enhance the 
reputation local 
government through 
high level media 
coverage for our 
campaigns and 
proactive work 
  

3.1 Support our proactive 
campaigns: 

 ‘Selling in’ news stories 
with national broadcast and 
print media, trade and 
specialist journals, regional 
and local media 

 Increasing involvement of 
local government in current 
affairs broadcast 

 Placing features in all 
relevant media 

 Profile pieces on leading 
local politicians and others 

 Involvement of local 
government in other areas 
of the media (such as 
lifestyle, children’s and so 
on – the One Show, Any 
Questions, Question Time, 
Desert Island discs) 

 
3.2 Rebut negative stories 
and respond effectively to 
political events 

Councillors and officers 
 
Government Ministers, 
Shadow Ministers, MPs, 
Peers and departmental 
officials 

 
The Public 
 
Partners, think tanks and 
opinion formers 

 
Business 

 
 

Proactive media coverage – 75% 

 Episodes of media coverage (all) – 
21,000 

 

 Episodes of media coverage 
(national) – 550 

 
Local government  appearances in 
non-news/current affairs media 

 Three appearances in non-
news/current affairs media in 
2013/14  

 
Ensuring the LGA has lines on all 
issues affecting local government 
and making lead members 
available for interview requests 
90% of the time 

 
 
 
 

Continue our media training 
programme for all leading members 

 All leading members, Board chairs 

April 2013 - 
March 2014 
 
 
April 2013 - 
March 2014 
 
 
 
April 2013 - 
March 2014 
 
 
April 2013 - 
March 2014 
 
 
 
 
 
 
 
April 2013 - 
March 2014 
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and other spokespeople are fully 
media trained 

4 Be an organisation 
that is able to effectively 
‘horizon scan’ the media 
landscape to ensure we 
maximise proactive 
opportunities, 
effectively rebut 
negative media stories 
and respond to political 
and other events. 

4.1 Introduce media 
measurements to evaluate 
the breadth of coverage, 
episodes of media coverage, 
tone (positive, negative, 
neutral) and balance of 
proactive -v- reactive 
stories. 
 
4.2 Undertake a ‘who read 
what’ survey of the public 
and member authorities to 
determine media 
consumptions habits so that 
evaluation can be weighted 
to the most effective and 
impactful channels. 

LGA councillors and staff 
 
Councillors and officers 

 
 

Proactive media coverage – 75% 

 Episodes of media coverage (all) – 
21,000 

 

 Episodes of media coverage 
(national) – 550 

 
 
Publish results and utilise as part 
of media relations strategy 
 
 
 

April 2013 – 
March 2014 
 
 
April 2013 – 
March 2014 
 
 
May 2013 

5 Involve and inform our 
member authorities on 
media issues 
 
 

5.1 Ensure the daily news 
headlines are sent to 
members councils by 9am 
every day. 
 

Councillors and officers 
 
 

Annual perceptions survey 

 Satisfaction with daily news 
bulletin – 94% 

 
 

November 
2013 
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Public affairs 

Key aims Tactics/action Key audiences Measurement Date 

 
6 To influence national 
politicians and opinion 
formers to shape policy 
and legislation affecting 
local government  

6.1 Support our series of 
proactive campaigns under 
our key priority themes 
  

Government Ministers, 
Shadow Ministers, MPs, 
Peers and departmental 
officials 

 
The Public 
 
Partners, think tanks and 
opinion formers 

 
Business 

 
The media 

Delivery of campaigns against 
agreed objectives 
Deliver  50% of agreed campaign 
objectives 
 
Six monthly survey of 
parliamentarians and recall of key 
messages campaigns 
40% awareness recall of LGA 
campaigns 
 
Shortlisting/ winning national 
professional awards for LGA 
campaigns 
Shortlisted for three national 
professional awards 
 
Deliver eight Smith Square debates 
 
 
90 speaking slots across the three 
main party annual conferences 
 
20 mentions a month in 
Parliamentary debates  
 

Ongoing 
from June 
2013 – 
March 2014 
 
June and 
December 
2013 
 
 
 
April 2013 – 
March 2014 
 
 
 
 
April 2013 – 
March 2014 
 
October 
2013 
 
April 2013 – 
March 2014 
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50% of MPs in England and Wales 
say the LGA is effective  

March 2014 
 

7 Keep our member 
authorities well 
informed about the 
LGA’s parliamentary 
activity 

7.1 Introduce an annual ‘LGA 
in Parliament’ publication 
 
7.2 Increase the number of 
subscribers to the weekly 
Parliamentary bulletin 
 
7.3 Utilise all available 
channels to promote our 
work in parliament. 

Council members and 
officers (with a focus on 
Leaders, CEXs, 
communications teams 
and professional bodies) 
 
 
 

Member surveys 
 

 Member authority satisfaction 
(LGA) – 65% 

 

 Value for money rating (LGA)  – 
48% 

 

 Member informed rating – 70% 
 

 Member advocacy rating – 64% 
  

April 2013 – 
March 2014 
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External communications 

Key aims Tactics/actions Key audiences Measurement Targets Date 

 
8 Ensure the LGA is 
communicating 
effectively with all 
stakeholders 
utilising the most 
effective channels 

8.1 Develop a 
comprehensive 
stakeholder map  

All stakeholders  Deliver LGA stakeholder map 
 
 
 
 
 
 

June  2013 

9 The LGA has a 
strong brand as the 
’national voice of 
local government – 
working to support, 
promote and 
improve local 
government’ 

9.1 All marketing material 
to be developed as part of 
planned campaigning to 
reduce the number of ad 
hoc publications 
 
9.2 All marketing material 
to be high quality - written 
and deigned to corporate 
standards  
 
 
9.4 Develop schedule of 
comment pieces, columns 
and feature with the trade 
press to support our 
campaigns and the 
reputation of local 
government 

All stakeholders  
 
 
 
 
 
All stakeholders 
 
 
 
 
 
All stakeholders 

Reduction in the number of publications – 
10% 
 
 
 
 
Increase satisfaction with LGA publications – 
55%  
 
100% of publications to corporate style 
guidelines 
 
Delivery of regular columns such as 
‘plugged-in’ 
 
 
 
 

April 2013 - 
March 2014 
 
April 2013 - 
March 2014 
 
April 2013 - 
March 2014 
 
 
 
April 2013 - 
March 2014 
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10 Ensure we 
communicate with 
member authorities 
and others in a 
timely, effective and 
cost-efficient way. 

10.1 Develop the LGA 
website so that it has 
compelling content 
structured around users’ 
interests 
 
10.2 Review, develop and 
improve our use of social 
media  
 
10.3 Establish a members’ 
communications 
reference group  
 
10.4 Develop monthly 
backbenchers’ update on 
the work of the LGA  
 
10.5 Ensure the range of 
e-communications are 
appropriate for audience 
and subject matter 

All stakeholders 
 
 
 
 
 
All stakeholders 
 
 
 
All stakeholders 
 
 
 
All stakeholders 
 
 
 
All stakeholders 

Using the annual perceptions survey, 
increase satisfaction with key channels: 
 

 First magazine – 65% 
 

 Direct email (bulletins) – 60% 
 

 Increase ‘click through’ to details from e-
bulletins – 2% 

 

 LGA website – 60% 
 

 Increase Twitter followers by 10% 
 

 Increase satisfaction with LGA Twitter 
accounts by 5% 

 
Bi-annual meetings of the reference panel 
introduced 
 
Introduce tailored backbenchers’ 
communications  
 
Stakeholder surveys 

April 2013 - 
March 2014 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
May 2013 
 
 
June 2013 
 
 
April 2013 - 
March 2014 
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Events 

Key aims Tactics/action Key audiences Measurement Date 

 
11 Utilise events to 
maximise the LGA’s 
(and local 
government’s) 
reputation and promote 
our narrative, key 
messages and key 
priorities. 

11.1 Deliver a programme of 
high quality events to 
support our key priorities 

Councillors and officers 
 
Government Ministers, 
Shadow Ministers, MPs, 
Peers and departmental 
officials 

 
Partners, think tanks and 
opinion formers 

 
Business 

 
The media 

Deliver 100 events in 2013/14 
 
Deliver 70% free-to-attend events 
for member authorities 
 
90% overall satisfaction with LGA 
events 
 
 

April 2013-
March 2014 
 
April 2013-
March 2014 
 
April 2013-
March 2014 

12 70% of our events to 
be free-to-attend for 
member authorities 

12.1 Deliver successful 
sponsorship and income 
strategy 
 
12.2 Market our conference 
suite to external clients to 
maximise income  

All stakeholders  
 
 
 
 

Achieve £750,000 income in 
2013/14 
 
 
Contribute to achieve £750,000 
income in 2013/14 

April 2013 - 
March 2014 
 
 
April 2013 - 
March 2014 
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Staff advocacy/Internal communications 

Key aims Tactics/actions Key audiences Measurement Targets Date 

 
13 Keep staff well 
informed about LGA 
business 

13.1 Review content and 
design of the portal 
 
13.2 Ensure daily news 
headlines are delivered to 
staff before 8.30am 
 
13.3 Further develop the 
end of day ‘media round-
up’ and extend audience 
as appropriate. 
 
13.4 Monitor effectiveness 
of the weekly ‘Core 
Briefing’ 
 
13.5 Work with staff to 
further  develop internal 
channels 
 
13.6 Continue to develop 
interesting and 
participative staff forum 
sessions 
 

All staff Annual staff survey 

 Improve by an average of 5% across all 
areas 

 

 Informed rating – 83% 
 

 Staff understanding of vision/corporate aims 
– 77% 

 
 
 
 
 

June 2013 
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14 Build trust 
between staff and 
all managers 

14.1 Produce regular 
editions of ‘Out and 
About’ with high quality 
content 

All staff Annual staff survey 
Staff/manager relationship questions - Improve 
by an average of 5% across all areas 
 
Measure the number of staff who open ‘Out 
and About’ 
 

June 2013 
 
 
 
April 2013 – 
March 2014 
 
 

15 Share knowledge 
and best practice 
across the 
organisation 

15.1 Review content and 
design of the portal 
 
 
15.2 Host regular 
‘knowledge bite’ sessions 
and further develop 
‘Knowledge Bite Plus’ 
sessions 

All staff Annual staff survey 

 Knowledge questions - Improve by an 
average of 5% across all areas 

 

 Knowledge questions - Improve by an 
average of 5% across all areas 

 

June 2013 
 
 
  

16 Produce high 
quality internal 
marketing material 

16.1 Support face-to-face 
and e-communications 
with high quality printed 
material, where 
appropriate  

All staff Annual staff survey 

 Informed rating - Improve by an average of 
5% across all areas 

 

 Measure informal feedback from staff 

June  2013 

 

 

 

 


