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Equalities Statement :
If you have difficulty in reading or understanding the document then 
please contact us on 01246 242276, it can then be made available to 
you in a different format, or a member of the Bolsover Local Strategic 
Partnership can go through it with you.
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Section 1 Introduction 
 
 
 
1. Mission Statement 

To raise the profile of Bolsover LSP and work to ensure the Bolsover LSP 
develops inclusive two-way informational flow within the Partnership. 

Specifically, the Communications Strategy provides a timetable and deliverables 
for communicating information and updates as they arise. Bolsover Local 
Strategic Partnership (BLSP) has a responsibility to ensure that a variety of 
audiences, most notably stakeholders, are kept informed of the work of the 
partnership.  

Key Objectives   

1.1 Raise awareness of the BLSP to a variety of targeted and engaged 
audiences 

1.2 Promote the new Community Strategy and relate the benefits of being 
involved 

1.3 Develop strong internal communications. 

1.4 Create a stronger media presence. 

1.5 Create stronger links between partner agencies 

1.6 Build a clearly defined brand position in the minds of target audiences  

1.7 Work towards a multi-agency approach to improve communications and 
celebrate success 

1.8 Work to ensure consultation is at the heart of our communications mix 

2. Purpose of this document  
This document is a draft strategy and has been the subject of wider consultation 
with stakeholders with an interest in the image of the BLSP. It has been made 
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available on the website and circulated widely to ensure everyone has the 
opportunity to contribute to the process.  
The following Communications Strategy outlines a recommended approach 
based on the work of the Partnership Communication and Information Officer 
(PCIO) and consultation with our communities. 
 
The Communications Strategy framework is split between scene setting and 
background, internal and external or marketing communications and monitoring. 
It has been developed this way to give the Strategy distinct areas of focus and for 
ease of reading.  
 
The Strategy focuses on: 
 
External communication 
• A plan for communicating the role, function and work progress of the 
LSP externally to the general public and other stakeholders, 
• A media strategy to handle press enquiries and press releases. 
Internal communication 
• A plan for communicating across the partnership. 
 
External communication 
Communicating to external stakeholders such as the general public 
about the LSP will not be a consultation exercise or user involvement; it 
is about disseminating information, letting people know about why the 
LSP exists and what the benefits of having an LSP will be to the people 
of Bolsover district. There are a number of different audiences who will have 
different communications needs. 
 
The type of information that is communicated will depend on the audience. 
Stakeholders in the public, private and voluntary and community sector are likely 
to want regular updates on what the LSP is doing and how they can influence 
and get involved in its work. Local residents however are likely to be more 
interested in knowing what the LSP has actually achieved. In communicating key 
messages about the LSP and its work, use of ‘Plain English’ and avoidance of 
jargon should be encouraged. Assumptions should not be made that people and 
organisations outside the LSP have an awareness of concepts such as 
Neighbourhood Renewal. 
 
Internal Communication 
Mechanisms need to be further developed so information about the LSP flows 
between the LSP and other partnership i.e. communication flow across 
partnerships, in addition to any external LSP communication that might reach 
these audiences as part of a wider external communication exercise, e.g. website 
postings. The Partnership needs to ensure information flow is two-way. 
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3. Principles 
The purpose of communication is to get messages across to others. This is a 
process that involves both the sender of the message and the receiver.  
 
By successfully getting our messages across, thoughts and ideas are conveyed 
effectively. When not successful, the thoughts and ideas that are conveyed are 
not necessarily reflective causing a communications breakdown and can create 
roadblocks that stand in the way of goals. 
 
This Strategy will continue to focus on getting messages across successfully in a 
succinct and cost-effective way. It will also raise awareness among partners that 
the role of communications is seen as everyone’s responsibility, both externally 
and internally. All partners have a duty to update their colleagues, staff and 
members on the progress of the LSP and importantly, share the achievements of 
the LSP within their agency. There are various tools of communication available 
for partners to use including; 
 

1. Meetings 
2. Partnership Newsletter 
3. media  
4. internet  
5. internal channels such as intranets, newsletters, e-bulletins  
6. road shows  
7. workshops  
8. Other printed literature  

 
The LSP operates on the basis of openness. Notes of the LSP meetings will be 
made available on the website and on paper copies upon request. 
 
Messages to the public will concentrate on the Sustainable Community Strategy 
and the means to achieve it. Information has been provided about the 
consultation process and how to get involved, how it shaped up and from now 
the progress on the implementation of the Community Strategy. It has been 
identified that project successes are welcomed by local people and these 
achievements resonate beyond district boundaries. Intervention information will 
continue to provide a focus, especially through the local media. 
 
Information about the BLSP is likely to be of interest primarily to the members 
and other organisations and partnerships, but will still be available to the general 
public through a variety of methods including working closely with local and 
regional, and where appropriate, national media.  
 
Information will be provided in a variety of formats and through different channels 
of communication, in-line with the BLSP's equalities responsibilities to enable 
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people to participate, on a more equal basis. 
 
Communication works best when information from a reliable source is 
voluntarily consumed, as apposed to shouting a message to an apathetic 
audience. Via surveys, the LSP has considered suggestions from 
audiences about the best way to communicate with them and this has 
formed the basis of the Action Plan.  
 
 
 
4. BLSP Background 
The Local Strategic Partnership (LSP) for Bolsover district was formed in 2001. It 
is a partnership that brings together the main service providers and agencies of 
the Bolsover area in an effort to drive local regeneration and service 
improvement. This means that private, community and voluntary sectors can 
work together for the benefit of the district. All Local Strategic Partnerships set 
targets for how things will change over time in their most disadvantaged 
neighbourhoods, specifically in terms of the key outcomes of reducing crime 
worklessness and improving skills, health, housing and the physical 
environment.   
  
The main objective of an LSP is to set out the vision of an area, through the 
Community Strategy, and co-ordinate and drive the delivery of local services 
leading to improved outcomes for local people. This cannot be achieved without 
partnership working.  
   
Our LSP enables key organisations and agencies to work together to improve the 
quality of life for the people of Bolsover district. The District is in receipt of 
Neighbourhood Renewal monies, an extra resource for the 86 most deprived 
local authorities’ districts in England. This resource is instrumental for helping 
LSP’s and LA’s to begin improvement core public services in their most deprived 
areas. The BSLP has achieved considerable success. 
   
The Partnership is instrumental in delivering a wide range of initiatives to help 
tackle regeneration and deprivation in the Bolsover district. Success has made a 
real difference to the quality of life of local people. Communicating this success is 
an identifiable objective within this Strategy. 
 
It is now necessary to develop the entire communications mix¹, including a robust 
consultation process.  
 
This document includes further development of informational channels so that 
the Partnership is kept well informed and a publicity campaign to further highlight 
the positive influence we are having in the district. 
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Local Strategic Partnerships are becoming noticeably more strategic in their 
thinking about communications. About two-thirds now have written strategies for 
communicating with the media. (Source:ODPM) A similar pattern also emerges in 
terms of strategies for communications with the public. There should be an 
emphasis on sharing this expertise so LSP’s can learn from best practice. 
 
For the Bolsover LSP Communications Strategy 2006/7 to be effective in meeting 
its aims and objectives, the vast and diverse range of organisations within the 
Partnership will have to be involved in its delivery. This will be partially achieved 
through the Communications Group, but all partners will need to adhere to the 
new Communication Policy, Style Guide and Media Protocol guidance. All this 
information can be referenced from the website and partners have been 
encouraged to visit the site since its launch in late 2005. 
 
Effective communications need to be based on cohesive corporate strategies. If 
there is a lack of synergy between these strategies then messages will be 
confused. Specifically, there needs to be a synergy with strategic objectives and 
partners need to be aware of their connexion with the overall plan, the 
Community Strategy. 
 
5. Community Engagement  
This LSP needs an effective, fit-for-purpose Community Empowerment Network; 
the mechanism for Community Associations and individuals to become involved 
in the LSP and the most effective way to cascade information into the local 
community and back. 
 
In order to achieve community buy-in Bolsover LSP needs effective community 
involvement, engagement and consultation by continuing to develop already 
close links. 
 
It is understood that there is a correlation between the level of information 
provided to residents, and their satisfaction ratings…(MORI). Research from the 
2003 MORI Poll has shown that satisfaction ratings amongst the local, district 
community is 60% and only 50% feel that they are fairly/well informed. (A further 
survey will be undertaken by Bolsover DC during 2006). 
 
Improvements in ratings can be achieved and an effective, proactive 
Communications Strategy can act as the catalyst to make it happen. 
 
Community engagement is necessary to draw together local issues to feed into 
the LSP vision. The evolving new organisation forming the new CEN is the most 
strategic way of achieving community involvement and developing this 
relationship will be crucial to ensure these key audiences are kept well informed 
and feel able to contribute and influence local decisions.  
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The key objectives are listed below: 
 
 

 Use Plain English where appropriate 
 Simplify communication channels 
 Define a clear purpose for sharing community information.  
 Develop and adopt an information sharing protocol to ensure data quality 

and security. 
 Ensure equalities issues are considered when engaging with citizens. 
 Secure commitment by all partners (including, allocation of time and 

resources.) 
 There is a need to define roles, responsibilities and accountabilities and 

ownership of agreed actions. 
 Need to acknowledge different capacities of partners and make necessary 

allowances/provision. 
 Draw on the expertise of individual agencies. 
 Ensure local involvement of community groups wherever possible. 
 Develop effective lines of communication between partners. 
 Provide practical hands-on help to those responsible for collecting and 

sharing data. 
 Use headline indicators that are easily understood and accessible to a 

wide audience. 
 Development of Bolsover LSP website for easy access to the information. 

 
 
6. Audiences 
The Partnership has identified those audiences with whom there is need to 
communicate to achieve partnership objectives. The best audiences to target in 
order to achieve an objective may not always be the most obvious ones, and 
targeting audiences such as the media will not always help achieve objectives. 
The Bolsover LSP would like a higher media and political profile, yet activities 
aiming towards this may ultimately be self-serving and only communications 
driven, with no wider impact. They can even have a negative effect if resources 
are dedicated towards this that would otherwise be put towards communicating 
with key stakeholders. 
 
Key audiences: 
 

 Stakeholders 
 Media  
 General Public 
 Hard to Reach groups 
 Funders 
 Members  
 Citizens in the District 
 Colleagues in partner agencies 
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 CEN/CVS 
 voluntary organisations 
 private sector 
 community groups 
 other local authorities 
 other statutory agencies 
 umbrella organisations 
 Parish Councils 

 
 

Different audiences have different requirements, levels of understanding and can 
be reached via a variety of means, including media and press activity, new media 
including the internet, printed publicity, advertising, events, exhibitions and 
sponsorship. Bolsover LSP have a responsibility to work to ensure that everyone, 
including black and minority ethnic communities (BME) are able to gain easy 
access to a wide range of information, raising awareness of neighbourhood 
renewal issues and enabling participation. 
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7. Partnership Approach/Consistency 
The success of the Communications Strategy relies upon the buy-in and 
commitment of all partners.  
 
Stakeholders must work in partnership in order to deliver a co-ordinated and 
focused approach. The Partnership approach provides an opportunity to make 
best use of, often scarce, resources by working in collaboration. It allows full 
recognition and exploitation of complementary activities linking together events 
and programmes in a unified manner. 
 
8. Objectives:  
 

 Develop effective marketing campaigns aimed at identified target markets.  
 Develop effective planned communications to raise awareness of the 

identity and values of the Partnership 
 Strengthen the media profile  
 Host a major profile raising event for the Community Strategy launch 

utilising a PR company 
 Highlighting quality of life issues. 
 Work to highlight the benefits of engagement to Members 
 Work to highlight the benefit of engagement to Parish Councillors 
 Develop generic communications messages – to be used within press 

releases profiling the positive difference the Partnership is making. 
 Develop web based marketing and image 
 Build on the emerging brand identity 

 
(Achieving objectives –see Action Plan) 

 
9. Tools and activities 
Over the past year there has been a period where trial and error was necessary 
to gauge what works well. Certain tools and activities have worked well and 
these need further focus in 2006/7. As stated, it is important to use the most 
appropriate tools to communicate key messages to audiences. For example, an 
annual report is a useful tool in corporate communications whereas an email 
newsletter lends itself well to internal communications. All suitable channels will 
be used to improve communications generally. 
 
10. Equality 
According to the Audit Commission there is a single thread that links 
equality, inclusion and diversity and that is the notion of fairness. Activity within 
the Strategy will work to ensure that equality is addressed in everything we do.  
 
To achieve this partners need to become familiar with duties under the 2000 
Race Relations Amendment Act. 
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Inclusion 
Within Bolsover District we have an ethnic minority community of only 0.88% of 
our 71,800 population.  
 
(Source: Corporate Equality Plan 2005-2007.) 
 
Although this seems small Bolsover LSP recognises that it has a responsibility to 
communicate will all hard to reach groups and will work to ensure 
communications prevent barriers to inclusion.  
 
Section 2 Marketing communications 

 
 
Results of a 2004 survey claim  83% of people within the Bolsover district did not 
know about the Bolsover Local Strategic Partnership or its activity. (Source: 
Voluntary Action Bolsover research). 2004 research through the DoB Citizen’s 
Panel identified out of 1000 local residents there was little awareness about the 
BLSP also, but this is changing. Certainly, awareness of and engagement with 
the LSP among our Community Associations has increased dramatically over the 
past two years. There will be a partnership awareness survey inserted in the 
Citizen’s Panel exercise carried out in Autumn 2006 to ascertain whether 
awareness among panel members has improved in-line with the Associations. 
This group can be seen as a representation of the District as the sample is large 
enough (1000 people) to be indicative. 
 
 
2.1 Community Strategy 
The launch of the Strategy was an ideal time to publicise the LSP, its aims, 
actions and achievements. A PR company was commissioned to ensure a fully 
integrated campaign took place in April to ensure the launch had a high visibility 
and resonated beyond the district borders. The activity included a post-launch 
campaign undertaken by the PCIO. 
 
2.2 Working together 
The Partnership is committed to the principle of openness in its operations. The 
preparation and implementation of the Community Strategy was transparent, with 
information provided in a variety of formats to increase access to it. This included 
information about the Partnership itself, including notes of its meetings, the 
consultation process and feedback on results, the Community Strategy and 
progress reports on its implementation. 
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2.3 BLSP Website  
The creation of the website for the Partnership aims to improve communication in 
order to facilitate community engagement to build capacity, better accountability 
and credibility for the work of the Partnership. 

 
Through 2006/7, there will be emphasis placed on further developed to include 
links from all partners sites to increase traffic, links and background for the TEN 
system project update and general content revisions.  
 
Key Objectives: 

o Continue to develop the site to be usable and useful for partners and the 
public. 

o Ensure the site considers the essential elements of accessibility 
o Host to provide an on-going technical support contact to ensure the daily 

admin of the site runs smoothly. 
o Promote positives/quick wins to a variety of target audiences.  
o Ensure key strategies. Plans and partnership promotional materials are 

available and accessible. 
o Increase visitor numbers by promoting the site locally and regionally.  
o Increase visitor numbers by working towards linking to heavily visited sites 

e.g. BBC, GOEM, and ODPM…. 
o Ensure key media have access to news area of the site. 
o Ensure DCC receive regular news/initiatives updates for their site. 
o Work on a ‘ticker’ to highlight recent news items on the homepage. 

 
2.4 Events 
Facilitating events and ensuring a visible presence at events is crucial to meet 
the wider community to promote the BLSP and research current perceptions.  
 
Recent activity: 
 

 Large scale event to launch Sustainable Community Strategy 
 
 
Suggested activity: 
 

 Series of smaller scale events facilitated by NRU  
 Join Community events where appropriate 
 Health Promotions Event (May 06) 
 Cultural event (July 06) 

 
Promotion of events should go beyond the usual press release/poster/flyer 
campaigns and community networks should be used to ensure maximum 
promotion and feedback.  
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Cultural Event 
To begin the consultation on the emerging Culture Strategy, a cultural event will 
take place in July. This event brings together stakeholders that can contribute to 
a Cultural Strategy and ensures culture features within the progress of the 
Community Strategy. 
 
External events 
Citizens within the District will remain at the heart of the external element of the 
Communications Strategy and their involvement, awareness and feedback is the 
focus of these events. 
 
The District is not ideal for events as the Wards within are geographically 
dispersed. To get a fair representation of the District at one venue at one time is 
not possible. Venues will be chosen with local audiences and access in mind to 
ensure there is a favourable turn out. 
 
External events need to be fun and themed, but underpinned by a clear 
message. Interaction and relevance to target audiences are necessary for these 
to be successful.  
 
Evaluation of events 
Due to the trial and error nature of unprecedented events in the District, this area 
of work needs to be evaluated after each event to see if any benefit/added value 
was achieved.  
 
 
2.5 Hard to reach groups. The views and opinions of these groups are 
important to gain a more fuller view of the District. Working with the CEN, and 
specifically the local forums, a targeted approach to these groups will be 
established. 
 
Working with the Community Empowerment Network (CEN) is necessary to open 
up dialogue with hard to reach groups through associations and forums. The 
CEN acts as a local mechanism to LSP engagement and working closely with the 
network can influence community involvement and engagement. The 
restructured Bolsover CEN will continue to be consulted regularly before any 
event or large mailout is organised. 
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2.6. Media Strategy.  
 
There is good demand among the local and specialist media for stories and at 
present the BLSP has a current coverage rate of around 80% against issued 
news (issued in liaison with the Partnership Team). As part of the Strategy and to 
utilise the new Bolsover LSP website, where necessary, communication with 
local media will include an e-mail linked to the full story on the website to get 
information to the journalists faster. This offers the journalist an opportunity to 
look at related stories and encourages media hits on the site.  
 
 
Key feature of the media campaign:  
 

 Partners will receive copies of a CD containing logos and publicity guides. 
 Different approaches for different local media (local media will receive drip 

feed news) 
 Partners should work with Members to generate media opportunities 
 Increased general media presence and improved monitoring. 
 Drip feed positive news stories 
 Revised Style Guide to be posted on the website. 
 Development of a media protocol for partners 
 Create and manage relationships with local media contacts keeping them 

up-to-date with news events and important issues. 
 Develop a spreadsheet of media contacts to pro-actively approach and 

local, regional papers with circulation, prices, and timings 
 Build a comprehensive collection of endorsements and quotes.   
 Develop News scroll on website linked to stories 
 Partners to get support when writing press releases. 
 Radio interviews to become a feature  
 Increased ‘below the line’ activity  
 Where appropriate, involve high profile MP’s and Council Members to 

ensure coverage  
 
 

 
There will be a Media Guide available for partners about how to communicate 
effectively with the media, deliver an effective message, and sell a particular 
story and acts as a valued media source. 
 
PR is a powerful form of communications that the LSP is currently exploiting. 
Public Relations is often the most under used element of any promotional mix 
and are relatively inexpensive. 
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2.7 Generating local media coverage 
The media always want good local stories, or a local angle on a national story. 
The Partnership should adhere to the Media Guide when dealing with local 
media and submit articles to the PCIO prior to issue. 

Local media coverage is fairly easy to obtain, it’s important to publicise positive 
views and achievements as well as reactions to problems. Using a consistent 
approach the Partnership stands a much better chance of securing 
understanding if disputes arise. 

The most usual way the Partnership puts out news is by means of a press 
release. This is not only an efficient means of disseminating stories but is also a 
good way of gathering the facts, gathering together the people involved in a 
story, and making sure everyone is saying roughly the same thing. 

It is recommended that Partners liaise with the CEP Team whenever issuing a 
release about the BLSP so consistency of message can be achieved and the 
quotes library can be added to. 

2.8 Partnership Newsletter 
Connect, the Partnership newsletter will continue to evolve into a celebration of 
the BLSP and issued bi-annually. The Spring newsletter coincided strategically 
with the Community Strategy launch and AGM. The newsletter will be more 
widely distributed and feature project successes, but will maintain its 
conversational and accessible style which can encourage community 
engagement. Partners will receive Connect electronically. In addition news will be 
available via ad-hoc e-alerts and by accessing the website.  

2.9 Branding 
The LSP brand will continue to be developed through the next year and attention 
will focus on Partnership involvement. The visible expression of a brand is the 
logo and efforts are to be made to encourage the logo’s use. 

There will be activity to ensure there is a clearer defined brand identity to help 
raise awareness, deliver messages effectively and build a profile. It is important 
to have alignment so all published materials relating to the BLSP are more 
controlled. A Style Guide will help ‘control’ messages in the public domain and 
help create a controlled visual style.  

Branding and raising the profile of our brand values will require the attention of all 
partners. 

2.10 Direct mail and inserts 
Direct mail is crucial to promote the BLSP and its activity and is an integral part 
of the wider strategy. It is essential to find purpose behind any activity and to 
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create a differential that makes it instantly readable. Too much activity can have 
the same effect as too little. A strategic direct mail campaign to publicise the 
Community Strategy objectives will take place. 
 
Several direct mail campaigns will be carried out in 2006/7 working with partners 
when appropriate. 
 
Key activity: 
Costing of a targeted direct mail campaign 
Developing the CRM database. Reaching harder to reach groups. 
 
Key challenges 
Continued development of database for contact management, partnerships 
involvement, and budgetary restrictions. 
 
2.11 Presentations 
Communications should include presentations by key individuals both internally 
and externally to organisations across the district and beyond. 
 
2.12 Advertising  
Continue to develop a database of effective media, local, regional and national 
press (contacts, circulation, advertising costs) 
Investigate local/regional advertising campaigns to build momentum and raise 
profile in a controlled manner that cannot be achieved by press releases. 
Regional and National adverts through joint promotion. 
 
2.13 Channels  
There are a variety of products and channels that will be utilised. The products 
relate to plans and reports and the channels relate to methods to be used. 
 
Products 
Information on the Community Strategy - what it is all about and how to get 
involved in hard copy, CD and on-line. 
Information on the consultation on the Community Strategy  
Information about future revisions to the Community Strategy  
Progress reports on the implementation of the Community Strategy.  
  
 
 
Channels 
LSP Members and through them their organisations and partnerships  
Leaflets 
Through the CEN, Community and voluntary groups, in particular those dealing 
with hard to reach groups  
Website (minutes, news, events, generic information)  
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Through elected Members 
Local press  
Local radio 
Local television 
District assemblies 
Public exhibitions 
Meetings with special interest and hard to reach groups e.g. ethnic minority 
groups 
Presentations amongst the community and stakeholders 
Connect 
Press releases 
Surveys 
Utilising partner consultations as a vehicle for communication e.g. Citizens 
Panels, service consultation 
 
Key Outcome 
Information about Bolsover LSP, the Community Strategy, and the process of 
preparing and monitoring will be readily accessible and available in a variety of 
formats and through a variety of channels. 
 
The information provided is readily understood and opportunities are given for 
feedback. 
 
2.14 Consultation 
Consultation is a form of communication and forms part of the communications 
mix. 
 
It is important to work with the local Community Empowerment Network (CEN), 
voluntary service (VCS), BDC/DCC Citizen’s Panel and Parish Councils when 
embarking on consultation campaigns.   
 
The Communications Group need to consider three main areas. 
 
One is the impact of any consultation.  
 

 How readable are written materials such as questionnaires? 
 How are results fedback? 
 Is equalities addressed within any surveys carried out? 

 
Time and effort will be given to reviewing consultation. There is an opportunity 
here to review our equalities objectives to work to ensure no-one within the target 
audience is disadvantaged.  
 
It is necessary for partners to work closely with the CEP Team, where 
appropriate, when undertaking LSP consultation because partners can provide 
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channels to intended audiences and may have well developed relationships 
increasing the levels of responses. 

Engaging with Elected BDC Members 
Bolsover District Council has 37 elected members, representing 14 parishes and 
20 wards, with a current distribution of 31 Labour, 4 Independent and 2 
Residents’ Association. Members are an important target audience for the LSP 
as they are close to local, regional media and local communities. Members will 
receive the Partnership newsletter, LSP Members update newsletter and all 
Partnership literature produced. 

Through 2005 a variety of methods were used to engage Members including 
presentations, brochures, leaflets, posters, parish council liaison meetings, 
working with engaged Members to cascade information to colleagues and these 
techniques will continue to be utilised.  

Engaging with young people 
Young people will be targeted at appropriate events using flyers, freebies to 
repeatedly expose the youth audience to the BLSP brand and message. Text 
messaging, internet and email are the fastest growing mediums of 
communication amongst young people and the LSP answers enquiries as part 
of its enquiry service. 

The BLSP website is a necessary medium to use to engage a youth audience. 
The website will have to be publicised in relevant youth literature and by partners 
to encourage visitor numbers and enquiries. The BLSP will work towards 
meaningful engagement with our younger communities. 

Youth campaigns need to be segmented. Partners should recognise the variation 
in the age ranges of 'young people' means for example; early teens will fail to 
appreciate a campaign that is suitable for 18 year olds. 
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Section 3 Internal communication  
 
 
3.1 Beginning to create an open communications culture internally: 
It is intended that the concept of ‘communication champions’, asking members to 
act as a champion for several partner organisations, is developed. Each 
‘champion’ is charged with improving informational flow between the 
communications group and their organisation. Members of the Board and ESG 
may also want to act as ‘champions’ and disseminate information regularly within 
their organisation. 
 
3.2 Celebrating Success 
The Strategy must allow for celebrating success across the Partnership. It is 
suggested that partners archive past achievements on their websites and inform 
the Partnership Office of any newsworthy success stories so partners can be 
informed. 
 
3.3 Introduction Packs 
New Board members will be able to request an induction pack –Community 
Strategy, Jargon Booklet, introductory booklet and LSP Handbook. 
 
3.4 Meetings 
 
The strategic nature of the LSP means that a significant number of partners 
will be Chairs or members of other important strategic partnerships, for 
example Health Partnership Boards, Community Safety Partnership, Drug 
Action Team, to name but a few. When these situations exist LSP members 
should report relevant LSP issues to the partnerships they are members of 
and similarly bring any relevant issues to the attention of Bolsover LSP 
from these groups or partnerships, bearing in mind the remit of the LSP. 
 
 
3.5 Videoconferencing 
Videoconferencing is a powerful multimedia tool that can improve 
communication. Along with e-mail, instant messaging, Web conferencing, and 
other technologies, videoconferencing would be a useful initiative to improve 
communication and provides opportunities for partners to communicate face to 
face when unable to attend a meeting. 
 
Face-to-face communication is easier to understand, can build trust, and usually 
enables quicker decisions so where possible opportunities to encourage face-to-
face interaction, whether virtual or not, should be encouraged.  
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3.6 Action Groups -recommendations 
Chairs are encouraged to discuss cross-cutting issues within their Action Group 
meetings. Discussion around cross-cutting issues is already achieved at ESG 
level, but it is deemed necessary to include this extra service as there is 
evidence discussion around cross-cutting issues could be better. It is 
recommended that Chairs or Vice Chairs look at meeting informally to discuss 
cross cutting issues or areas of best practice. 
 
It is necessary for Action Group Chairs to have access to contacts to create new 
links and network. This will be partly achieved through the web accessible 
contacts lists.  
 
There are issues around community representative roles within Action Groups. It 
is suggested that the Project Manager for the CEN attend Action Group meetings 
to support and guide representatives to ensure messages are focussed and that 
feedback to Communities occurs. It is also suggested that training be offered to 
these representatives. 
 
3.7 INVOLVE Action Group 
This meeting needs to take place at least two weeks before the Action Groups 
meeting so they can receive verbal reports on previous Action Group activity, 
discuss and feed responses back 
 
3.8 Partnership Team meetings 
The Partnership Team will need to continue to liaise with the Partnership 
Communication and Information Officer about any issues relating to Partnership 
support. This is currently achieved through regular team meetings.  
 
3.9 Website  
We have launched this website to expand the amount of information and 
interaction online. The site is a single source where partners can access 
relevant, up-to-date information. 
 
The website has been designed and developed in-line with WAI compliance to 
provide a better service to our website visitors. 
 
The content is organised into themes or you can use the search facility to 
go straight to the information you are looking for. 
 
The PCIO will constantly expand the amount of information and services 
available through our website and also to make the site as accessible as 
possible.  
 
3.10 Council website/email 
As the council site receives several thousand visitors a month it is necessary to 
create a link to the BLSP site from the BDC Council site. This will be necessary 
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for all partner sites. Council staff will be targeted via emails and team meetings to 
work to ensure staff realise their connexion with the LSP and Community 
Strategy targets. 
 
3.11 Communications group 
This group will be further developed to aim to include more Officers from key 
organisations. The group will look at operational issues and address the detail of 
how we can work more effectively as a whole, sharing information and bringing 
expertise in different disciplines to the table. The aims are to address internal, but 
also external marketing communication issues and encourage sectors to work 
together to improve current communications. It is intended that each member of 
the group promote the BLSP by disseminating information to their respective 
organisations through newsletters, emails and meetings; therefore acting as a 
communication champion for their organisation/sector. These communication 
champions should also look to offering links within partner organisations that can 
be profiled in the newsletter and website.  
 
This group will take part in consultation towards each Communications Strategy. 
 
 
 
Section 4 –Monitoring/control 
 
 
4.1 Communications Protocol 
Promotional material relating to the Bolsover Local Strategic Partnership, be it 
publications, exhibition, displays or advertisements, should be submitted to the  
Partnership Office for approval before being published. 
 
The media are encouraged to channel all contact with the BLSP through the 
Partnership Office so a central log of enquiries can be kept.  
 
If a partner speaks to the media on behalf of the BLSP they should inform the 
Partnership Information and Communication Officer to ensure the Partnership 
has a single voice on the issue in question. 
 
Partners should adhere to the Partnership Style Guide when creating 
promotional materials. 
 
All meetings minutes for the website will be agreed as accurate prior to being 
posted. 
 
A website terms of reference will be created to protect the BLSP. 
 
A Communications Policy will be in place to guide and control activity. 
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4.2 Success of the Communications Strategy 
If the Strategy is to be effective it must have buy-in from the wider community 
and a strong partnership approach in order to deliver against objectives.  
 
The actions proposed in this Strategy cannot be effectively delivered in isolation.  
 
The Strategy aims and objectives link in with other existing and higher level 
strategies in order to deliver the greatest benefits to all with a vested interest in 
enhancing the image and profile of the District. This Strategy will therefore take 
into account the regional and local context and link into and support the 
Community Strategy. 
 
The development of the Strategy has been supported by the Communications 
Group representatives from a range of sectors across the area. 
 
4.3 Evaluation and amendment 
There will be a communications overview to assess the effectiveness of the 
Strategy with both internal and external audiences. The results will be considered 
and used to amend the Strategy, which should be seen as a ‘living’ document. 
 
A review of the PR campaign is necessary at various stages within its lifespan. 
This will be self-generating, based on the amount of positive, negative and 
neutral coverage received. Press attitude, public perception surveys and column 
inches are all used to assess how effective the campaign has been.  The 
Citizen’s Panel will be a good sample indicator of how we are perceived in the 
District among residents 
 
4.4 Implementation  
In order to deliver and monitor the Strategy an implementation plan has been 
developed. The plan details the key activities to be undertaken. The Strategy and 
the implementation plan will be monitored by the Communications Group once 
approved. 
 
 
 
 
 
 
¹For this report, the marketing communications mix is the specific mix of 
advertising, public relations and direct marketing the LSP uses. 
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Action Plan 
 
 
Project Plan and Estimated Costs  
 
TOTAL Budget to 31 March 2007 – 
 
Publicity £14,000 
External printing £1,500 
 
 
 
 

Activity Budget 
/resources 

Deadline/tim
eframe 

Target/Objective 

Branding    
Investigate new logo £0 April 2007 Refresh visual representation of LSP. 
Logos to be available 
on CD for partners 

£100 April 2006 Encourage use of logo and media guidelines 
to increase brand profile 

 Subtotal £100   
Direct Mail    
Community Strategy 
distribution throughout 
the District 

(see 
Community 
Strategy PR) 

May 2006 Raise awareness throughout the District.  
Engage local business 

Internal communication    

 
Develop 
communication group 

£100 Through 
2006 

Encourage partner specialists to promote 
LSP/sign off key production 

Visit parish council £0 n/a Raise awareness/increase involvement/field 
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meetings questions 
Discuss 
communication with 
Chairs of Action 
Groups 

£0 n/a Increased clarity and improved informational 
flow/ discuss cross cutting issues 

Design/distribute  
partner questionnaire 
 

£100 Dec 2006 Investigate effective communication tools. 
Target: 30% success rate  

Promote use of  BLSP 
mailbox -viral 
 
 

£0 n/a Encourage partner emails to use LSP 
branding 

New Board members 
to receive an induction 
pack-optional 

(see printed 
materials) 

n/a To include relevant BLSP detail and contacts 

 Subtotal £200   
Media relations    
 
Continue to build CRM 
with local media 

£0  Build on CRM with all relevant media 

Research partners 
media activity 

  Encourage Press Releases through 
Communications Officer/Encourage partners 
to promote LSP. 

Place LSP 
advertisements in local 
press 

£1000  Increased calls to partnership/raise profile 

Set up radio interviews 
where appropriate 

  Reach a variety of audiences through local 
stations 

Place advertisements 
in relevant magazines 

£2000 April 2006 
(DT and 

Increased calls to partnership/raise profile 



 

Draft Communications Strategy 2006-07 
 

25

25

CHAD) 
Review library of 
pictures/Quotes held 
by Community 
Associations 

  Use for media press releases. 

 Subtotal 
£3,000 

  

Advertising and Printed 
materials 

   

 
Partnership Newsletter 

Design: £400 
Print: £2600 
 

Oct 2006 
March 2007 

Encourage partner contribution and place 
info. flow as a priority 

Members Newsletter Design:30 
Print:£0 

Oct 2006 Raise profile of LSP activity among key 
stakeholder group 

LSP introduction guide Design: £30 
Print: £800 

April 2006 Background information for new Board/ESG 
members. Secondary audience- new 
partners/citizens 

2005 Communications 
Overview 

£0 April 2006 Review of successes to evolve through 
2006/7 

Branded 
items/mechandise 

£1000 April 2006 Brand identity 

Members 
Questionnaire 

£100 
 

Dec 2006 Encourage involvement within the LSP 

Partners Questionnaire £100 
 

Dec 2006 Research and analysis perception of support 
team. 

Articles in 
InTouch/BDC 
members newsletter 

£0 Sept 2006 Reach District residents through non-cost 
BDC paper 

Reprint jargon Buster £800 July 2006  
Council tax brochurex1 £600  Raise profile of LSP 
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Residents Guide £675  Raise profile of LSP 
Reprint Community 
Strategy 

£1000 Oct 06 Maintain Stock level 

    
 Subtotal 

£8135 
  

Events    
High profile launch 
event  

(see 
community 
strategy 
launch PR) 

April 2006 Event to raise profile of LSP and 
communicate aims of the Community 
Strategy 

Youth Vision 
Competition 

£0 May 2006 Engage with younger people in District 

Roadshowx2   (see 
community 
strategy 
launch PR) 

April 2006 Raise awareness+ engage local people 

 
Regional attendance of 
relevant events and 
conferences 
 

£  Networking/learning 

Attendance at relevant 
Summer festival  

 July 2006 Event to raise profile of LSP and 
communicate aims of the Community 
Strategy 

Health promotion day £500 May 2006 Health Consultation event  
Misc events £1000   
    
 
 

Subtotal 
£1500 
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Website/electronic 
communication 

   

Develop content   On-going Ensure site is dynamic and of continuing 
interest to all audiences 

Develop Performance 
Management 
information 

£0 June 2006 Background information and link into new PM 
system for partners/ increase visitors to TEN 
and LSP site 

Post up-to-date 
information on partner 
websites 
 

 £0 On-going Increased awareness of Bolsover BLSP on 
partner sites  

Ensure website is AA 
compliant 

£0 Ongoing To meet the adopted equality standard and 
the governments set criteria 

All emails from the 
public to be 
acknowledged within 1 
working day  

£0 Ongoing Improve customer satisfaction, 
responsiveness to enquiries made via email 
and web forms 

LSP hosting costs 
 

£1000   

Upload all relevant 
strategies onto web 
and create downloads 
section 

£  Ensure partners can access relevant 
documentation. 

2006 Web promotion 
flyer 
 
 

£200  Raise awareness of website, increase visitor 
hits 

Develop partner 
agency links 

  Encourage visitors and information sharing 
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Sub total £1200   
Community 
Engagement 

   

Ensure information 
available in public 
places within the 
District and where 
relevant 
 
 

  Allow for up-to-date information to be shown 
in relevant places 

Look at improving the 
Community 
Involvement Plan 
 

 On-going Increased strategic robustness of planning 
process 

Attend Parish Council 
meetings 

  Make LSP relevant to PC’s 

Create a database of 
useful addresses 

 July 2006 Contact information 

Mail out for local 
business in liaison with 
BDC ED Team 

£100 Dec 2006 Inform business community of BLSP and 
encourage participation 

 Subtotal £100   
Community Strategy 
launch PR 

£26,000 (not 
Marketing 
Budget) 

 Integrated campaign to create PR 
opportunities around the SCS launch 

    
Total £14, 235   
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Acronyms 
 
CEN-        Community Empowerment Network 
GOEM-       Government Office of the East Midlands 
BME-        Black and Minority Ethnic groups 
NRU -       Neighbourhood Renewal Unit 
PR-         Public Relations 
CEPT -        Chief Executives and Partnership Team 
BLSP-         Bolsover Local Strategic Partnership 
Below the line-    Everything except paid advertising 
PCIO-        Partnership Communication and Information Officer 
 
 
 
 
Lead contact: Partnership Information and Communications Officer, Partnership Office, Sherwood Lodge, 
Bolsover, Derbyshire, S44 6NF. Telephone: 01246 242588. www,bolsoverpartnership.org.uk 
 
 
 




