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REPORT ON: COMMUNICATION STRATEGY 2022-27 UPDATE
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REPORT NO: 347-2023

1.0 PURPOSE OF REPORT

2.0

3.0
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4.1

4.2

4.3

4.4

4.5

4.6

To give an update on progress during 2022-23 on the Council’s Communication Strategy 2022-
27 and associated action plan.

RECOMMENDATIONS

The Committee is asked to:

a note the progress being made on the strategy; and
b agree the 2023/24 action plan in Appendix 3.
FINANCIAL IMPLICATIONS

None.

MAIN TEXT

The current Dundee City Council corporate communication strategy was approved by the Policy
and Resources Committee on 31 October, 2022 (Article IV of the minute, report 273-2022
refers). The main purpose of the strategy is to set out how the council communicates externally
and internally, delivering on a vision to provide modern, multi-channel communications that
support the strategic priorities of the council and its partners.

Effective communications are essential to achieving the ambitions set out in the Council Plan,
and ensuring that people in Dundee and beyond have a clear understanding and appreciation
of the council’s operations, priorities and challenges.

The strategy is being delivered against the backdrop of an ever-changing communications
landscape. Social media and digital channels are redefining the way people consume
information, interact with large organisations and share opinions.

Whilst the strategy seeks to embrace and harness new channels for communicating, with a shift
to “digital by default” communications in keeping with the Council’s Digital Strategy, listening to
feedback from communities means this must be supplemented by continuing to use more
“traditional” inclusive channels to reach those who don’t have ready digital access or skills.

It also supports the processes and partnerships required to deliver resilience communications
like those required during Storm Babet and the funeral cortege event which followed the death
of HM The Queen.

Appendix 1 is the annual report on the Strategy. It provides an update on the work carried out
over the past year, including case studies. Key achievements over the past 12 months include:

a Continued rapid growth of our social media channels, increasing the audiences with which
we communicate and engage. Across all social media channels the Council now has over
80,000 followers, a growth of 15% over the past year. An engagement measure for
Facebook is also now in place and showing an average of over 21,000 engagements per
month. New platforms such as TikTok have also been launched.

b  Delivering extensive communications to support the successful staging of BBC Radio 1’s
Big Weekend in Dundee. These ranged from maximising opportunities to promote the city
to a national audience to creating a suite of clear communications around travel and park
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4.7

4.8

4.9

5.0

access arrangements. The engagement with Dundee City Council event-specific social
media included 255,000 Facebook views and 227,000 Twitter views.

c Supporting the response and recovery phases of Storm Babet with a range of essential
communications, from updates on weather warnings, road closures and service disruption
to signposting sources of help for those affected by flooding and other storm damage. A
dedicated page set up on the Council website was viewed over 25,000 times during the
days of the storm.

d Receiving praise from Audit Scotland in the Best Value Thematic Review for the work
undertaken to communicate the Council Plan and its priorities to internal and external
audiences.

e Collaborating with neighbouring authorities on communications which impact on citizens
across the wider region, including the Dundee Low Emission Zone, Big Weekend, Tay
Cities Deal and a range of other partnerships.

f  Successfully executing a year-long programme of City Marketing activity. Put Dundee On
Your Map exceeded expectations over the year, delivering over 88,000 engagements (an
increase of 50% on the previous 12 months).

g Running a specific campaign to raise awareness of the support available during the Cost
of Living Crisis. The multi-channel campaign used radio, bus stop and social media adverts
as well as posters and business cards. Effectiveness was measured through the usage of
a dedicated web page (viewed over 31,000 times) and the volume of calls to the Council’s
helpline, as well as take-up of the other help offered.

h  Harnessing the “extranet” - OneDundee On The Move — which was launched as a tool to
engage with employees working from home or without easy access to Council IT systems.
The number of page views increased by 9% last year compared with the previous 12
months.

i Launching innovative new signage on the Tay Road Bridge to help support people in crisis
and also manage the flow of pedestrian and cycle traffic. The signage was developed
following consultation with a range of stakeholders.

Appendix 2 is the action plan which underpins the strategy, with updates on delivery. A new
action plan set out in Appendix 3, based on 2023-24 priorities, feedback from stakeholders and
learnings from the work undertaken so far, will continue to drive our corporate Communication
Strategy.

Activity over the coming year will focus on continued signposting of support for citizens
struggling due to the cost of living crisis, preparation for the inclusive communications equality
duty and delivering an ongoing calendar of effective City Marketing activity to support the
Tourism and Culture sectors.

Other key goals for 2024 include developing the use of Office 365 for internal communications;
streamlining design service commissioning for customers and building on the strong
relationships with partners to amplify messaging and identify collaboration opportunities.

POLICY IMPLICATIONS

This report has been subject to the Pre-llA Screening Tool and does not make any
recommendations for change to strategy, policy, procedures, services, or funding and so has
not been subject to an Integrated Impact Assessment. An appropriate senior manager has
reviewed and agreed with this assessment.



6.0 CONSULTATIONS

The Council Leadership Team were consulted in the preparation of this report.

7.0 BACKGROUND PAPERS

None.

GREGORY COLGAN
CHIEF EXECUTIVE

STEVEN BELL
SERVICE MANAGER, COMMUNICATIONS

DATE: 23rd November, 2023

DATE: 23rd November, 2023
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Effective
communication
is critical to
everything we
do as a Council.

From delivering statutory services to hosting a
major music event, supporting people through
the Cost of Living crisis to transforming and
modernising for the future, people need to
know what is happening, what it means for
them and how they can engage.

The past 12 months have seen a continued
focus on delivering impactful and inclusive
communications, both in the way information
is conveyed and in the channels used to reach
more and more people.

The corporate communications team, and the
wider Council, have embraced these changes
in order to best support the delivery of the
outcomes set out in the Council Plan and the
Dundee Partnership’s City Plan.

The outcomes are demonstrable, in financial
and human terms. Effective communication
has played a significant part in over 31,000
people locally accessing advice on the support
available during the Cost of Living crisis last
winter. It underpinned the recovery of the
tourism sector after the Covid pandemic. And
it allowed almost 1100 people to have their
say in the annual Council budget consultation.
Put simply, Council services and projects

best deliver for the people of Dundee when
communication is good.

The Council has developed strong partnerships
- with neighbouring councils, other public

sector bodies and the business community -
to support wider initiatives and amplify our
collective voice in line with Best Value.

A digital-first approach means that corporate
channels showcasing services, disseminating
information in impactful ways and providing
immediate feedback now reach over 80,000
users — a two-thirds increase in three years.
Supporting the Council’s Digital Strategy,
communications have played a part in the
growth of online skills, encouraged the use
of online services and extended access to
information to members of the workforce who
don’t have day-to-day IT access.

But its not all about digital. Working closely
with the Fairness Commissioners, the Council
has put inclusivity and accessibility at the heart
of its communications in line with its shared
vision of being a caring and fairer city.

The annual update reviews the progress made
over the past 12 months, and sets out how

good communication will continue to underpin
the vital work the Council does.

continued focus on
delivering impactful
and inclusive

communications




Social and Digital Media

Engagement is closely monitored to ensure  viewed over 41,000 times in the space of

that digital communications are effective. two days.
A measure for Facebook is now in place
and showing an average of over 21,000 More broadly, pages on the corporate
engagements per month. website are seen around 400,000 times
While the social media landscape has changed . . every month. Over the next year, work will
Digital delivery can get important updates be undertaken to help services ensure that
Significa nt|y over the paSt year, one thlng remains to citizens quickly and effectively. During their areas of the site are maintained and
. ; the funeral cortege operation which that the information shared with the public
constant — the growth of our online audience. followed the death of HM The Queen, vital s as up-up-to-date as possible.

In the past 12 months alone, the number
of users following Dundee City Council’s
corporate social media channels has
increased by 15% to over 80,000.

That encouraging trend reflects the value
that citizens give to the information

and content being shared. Beyond bald
numbers, it means increasing numbers of
people the Council can inform and engage
with.

The platform now known as X (formerly
Twitter) continues to have the largest
following, but a focus on diversification
has led to strong growth across Facebook,
Instagram and LinkedIn, along with the
successful creation of a TikTok account.

This cross-platform growth has been () ey S w a
achieved by putting the most relevant o S mrod e B e, e b
content on each channel, engaging it
rather than broadcasting, and presenting
information visually

wherever possible —
for example through

infographics or
animated videos.

information about the arrangements was

Her Majesty’s o S5 o o
Funeral Cortege e s S

...reflects the value that citizens
give to the information and

content being shared.



Case study:

BBC Radio 1's Big Weekend

The biggest event of its kind ever held
in Dundee, BBC Radio 1's Big Weekend
required a complex communications
strategy targeting a wide range of
audiences and key messages.

Working closely with colleagues

in the BBC, national agencies and
neighbouring local authorities, as
well as the Council’s project team,
information about event safety,
transport disruption, Camperdown
Park closure and much more was
disseminated.

Maps were created to inform road
users and attendees alike about the
arrangements in place, while videos
and other content over the weekend
created a buzz and made people
aware of updated safety and transport

A video showcasing Dundee was
shown multiple times on the event’s
big screens, and dedicated web pages
were set up to ensure that the city
maximised the national spotlight shone
on it.

The engagement with Dundee City
Council event-specific social media
included 255,000 Facebook views and
227,000 Twitter views. Media coverage
was extensive, with millions of people
watching on the BBC's live and catch-
up channels.

All of this helped contribute to a
hugely successful event — subsequent
evaluation showed that it was worth
£3.7million to the local economy, while
net satisfaction overall for festival-goers
was recorded at 94%.
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Marketing and Design

The demand from the Council and its partners
for design services is ever increasing.

Services are becoming more and more
aware that impactful communications
materials, whether in print or digital form,
bring better engagement from customers.
This leads to improved outcomes, whether
that be increased awareness, changes in
behaviour or higher levels of service take-

up.

Examples of this include the suite of
materials, from recognisable branding to
detailed maps, which helped communities
and festival-goers understand the
arrangements in place during Radio 1's Big
Weekend.

Families of documents, such as the City
and Council Plans and related strategy
documents including this one, have a
consistent design as well as easy-to-
understand one-page summaries where
appropriate.

Communication Strategy Update 2023 ¢ Dundee City Council

THAT WE
THE QUTCONES THIEVED IN

HAVE
EXPECT 10 KRS INCLUDE:

Cry

or Dundee
Plan 'z'oz[zf'znsz

That same consistency applies to major
incidents such as Storm Babet, where the
designs applied to social media posts
allowed citizens to quickly recognise
important updates in the mass of content
filling their feeds.

Major marketing campaigns undertaken in
the past 12 months have included a large-
scale TV campaign raising awareness of the
Low Emission Zone, promotion of garden
waste permits and the latest phase of the
Put Dundee On Your Map tourism-focused
campaign. The latter delivered over 88,000

engagements during the year, an increase of

50% on the previous 12 months.

The design team continues to evolve
its skills to meet the changing demand,
including an ever-greater focus on
infographics and digital content. In
keeping with the strategic goal of making
communications more inclusive, designers
have undergone training in accessible
design.

i_' N Cyclists give way

oy raEcdesitians

Pedesiricn
please be awarne




Increased demand for design of documents
means that a tiered approach is being
implemented. Widely-consumed public-
facing documents are given full design
treatment, while internal and other
publications are supported as appropriate
with designs for covers, back pages and page
footers.

That approach will continue to roll out over
the next 12 months. Alongside that, an online
commissioning form for design services will
be implemented, streamlining the process
for clients and allowing for more effective
workload management and reporting

impactful
communications
materials...
bring better
engagement
from customers

Case study:

The Dundee City Council
communications team has supported
the Macmillan Improving the Cancer

Journey project since it was launched in
Dundee in 2017.

That has included creating bespoke
social media graphics, leaflets and high-
profile animations telling the stories

of people who had engaged with the
service. All with the aim of raising
awareness and signposting so people
can be connected to supportive care.

Now, as the project rolls out to the rest
of Tayside, the Council’s design team
has created an updated visual identity
for it.

The existing animation material has
been re-edited and repurposed to make
it relevant to the wider geographic area
the project will now serve.

New leaflets and customisable
document templates have been
created, and web pages developed for

Macmillan Improving the Cancer Journey

each of the three health and social care
partnership areas within Tayside.

That work has been undertaken in close
collaboration with the neighbouring
authorities, IT colleagues, the project
team and Macmillan, ensuring that

all assets are effective and meet the
charity’s design standards.

Over the coming months, the team

will continue to support the project

as it expands and work with design
colleagues to ensure consistency of
materials as localised assets are created
in Angus and Perth and Kinross.
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Crisis communications

Communications are a statutory duty on local
authorities and their partners in crisis situations,
warning and informing the public to minimise
impacts and support recovery.

By providing reassurance, giving advice and
signposting to help, clear messaging can be
an incredibly powerful tool at a time when
people are in distress.

Good internal and stakeholder
communications, meanwhile, can galvanise
a response by giving people clarity on roles
and mission, as well as encouragement

and support. This requires both corporate
communications and cascade updates from
managers.

Recent years have seen a number of major
events requiring extensive communications
support, from the Covid-19 crisis to Storm
Babet which wreaked havoc in the city in
late 2023.

The Council’s team works closely with
services and partner agencies to ensure that
accurate, consistent and compassionate
communications are delivered to the public,
elected members, our own workforce and
other agencies.

Speed is
often of the
essence..

Speed is often of the essence, and the Over the coming months, the Council’s
Council is able to harness a range of digital ~ emergency communications plan will be
channels including social media and the reviewed and updated to reflect experience
corporate website to quickly issue and and learning from recent major

update information. incidents.

This approach works well — pages set up
to inform about HM The Queen’s funeral
cortege and Storm Babet (see case study)
were clicked on tens of thousands of times
in a matter of days.

And it's augmented by “on the ground”
communications such as the briefing of
volunteers and creation of leaflets or
other hard copy materials.




Case Study: Storm Babet

Storm Babet was one of the most
damaging and distressing weather
events to hit Dundee, and the wider
east Scotland area, in recent years.

During the lead-up to the storm, the
period of severe weather itself and the
aftermath, there was a requirement

for coordinated and compassionate
communication to support the response
and recovery operations.

Learning from previous major incidents,
a web page was created to give citizens
a single source of information including
service disruption and road closures,
the latest weather warnings and advice,
and ways to get help and support.

Awareness of this resource was raised
through social media. This proved

an effective means of broadcasting
updates, with over 25,000 page views
over the space of around four days.

The page was updated regularly
throughout the storm, signposting the
creation of a rest centre, the reopening
of individual roads due to flood

damage, ongoing service disruption
such as the partial closure of a school,
and much more. It also ensured that
citizens were constantly aware of the
current weather warnings status and
the related travel advice.

Alongside this, leaflets were created
with more detailed information for
people living in areas affected by
flooding, which were distributed

by staff on the ground. Media were
also kept updated proactively and in
response to inquiries.

As the storm passed, the online
resources were further updated with
links to sources of help for people
whose properties had been damaged.

The communications team also
provided regular updates for Council
staff, from the latest information on
building closures to messages of thanks
from the Chief Executive.

Reflections and learning from Storm
Babet will feed into the review of the
emergency communications plan.
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Home | Storm Updates

Storm Updates

Waather ard Mlood warnings

An updabed flood alert+ has been issued for Dundes and Angus by SEPA
Dichty Bum

We are continuing 1o assess the Dichty Burn after Storm Baber. Where appropriate our teams will dear
the dhers once It is sate 1o S0 55, Ploases Dear wicth U5 8% i may THGE Some (ime a3 the water beasl
remains high.

Storm Babet

Thee reccery aparation in the City fellowing Storm Babet will be ongoing for some time. Scme mads
remain closed, properties have been damaged by flooding and fallen trees need to be cleared

EEOrt, please call 0058 434000,



Partnership working

As the delivery of public services evolves to meet
financial challenges and public expectations, so
the need to work closely with partners increases.

The Council plays a key or leadership
communications role in a number of critical
projects, from the Tay Cities Deal to the
Cost of Living crisis support, the Macmillan

Improving the Cancer Journey project to
BBC Radio 1's Big Weekend.

Often this is complex work, ensuring that
the needs of all partners are met and that
agreement is reached on proactive and
reactive communications.

A number of groups have been established
to deliver this, including a pan-Tayside
communications group and Tay Cities Region
Deal communications group. In addition, the
Council is an active member of the National
Communications Group Scotland and the
National Resilience Communications Group.

The communications team also works closely
with NHS Tayside and the Third Sector in
supporting the Dundee Health and Social
Care Partnership, including PR, design and
committee support.

...used our
collective
channels to
reach as large
an audience

as possible.

Through the Dundee Partnership, the Council
has worked with other agencies to raise
awareness of the City Plan objectives, and
used their collective channels to reach as
large an audience as possible.

This ever-expanding network of partnerships,
within Dundee and beyond, has provided
opportunities for the Council to collaborate
on communications, share best practice and
amplify messaging.

Collaborative work will continue in the
months and years ahead to meet demand
and resource challenges in the most efficient
and effective ways possible.




Case study: Cost of Living

During the winter of 2022/23, agencies
including the Council came together to
co-ordinate support for people in the
city who were struggling due to the Cost
of Living crisis.

Communications was one of the key
pillars of that work, alongside the
Open Doors scheme, community food
network, warm coats and blankets
provision and advice services.

The aim of the communications

group, led by the Council, was to raise
awareness of the help offered as a result
of the other pillars, while ensuring a
consistent and inclusive approach.

It was therefore agreed that all partners
would signpost people to a single

page on the Council website which

was updated regularly with the latest
information, advice and sources of
support.

Promotion was undertaken through
social media, radio adverts, media
engagement, bus and bus stop adverts,

posters in Council and partner buildings,
and the distribution of cards with contact
information.

The approach was evaluated throughout,
and demonstrated that the message was
getting through to target audiences.

The page has been viewed 31,500 times
to date, while the telephone helpline
promoted through the marketing activity
was extremely busy with calls.

A renewed campaign to promote help
and support during winter 2023/24 is
now being launched.

Scan the QR code
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Engaging with our people

If the strategic priority of delivering a Modern
Council is to be delivered, then effective two-way
communication with employees will be essential.

Much progress has been made in recent
years in opening up different channels of
communication with the diverse group of
around 6,500 people who make up the
Council’s workforce.

From the corporate centre, key information
is now distributed through a monthly video
blog from the chief executive, all staff emails
and a regularly updated carousel on the
OneDundee intranet.

Access to the intranet has been opened up
through the On The Move portal, which is
viewed thousands of times by members of
staff every month.

OneDundee will continue to be the central
source of corporate news, policies and
other key documents, and all employees are
encouraged to visit it regularly.

The focus over the past 12 months has been
on augmenting internal communications
through effective use of cascade by
managers to their teams. This was identified
through employee surveys, particularly
during the pandemic, as being an area for
development in some parts of the Council.

A session organised for Council leaders
stressed the role they have to play in
communicating with the workforce, ensuring
that every member of staff is aware of the

ensuring that
every member
of staff is aware
of the corporate
vision and
priorities and the
role they play.

corporate vision and priorities
and the role they play. This type

of communication also provides for
dialogue and immediate feedback to be
considered by senior leaders.

Service-level communication is also being
developed through the use of mini-
intranets, harnessing the power of the
Microsoft 365 suite to easily create and
manage these information portals.



,:dmulti—channel approach was
acrc:)z’;eti toCensure that employees
e Council, and the wi
: , e wide
; r
;;hc, Lvere aware of the Council
an an what its vision, values and
priorities mean for them o

'CI'I;Fean;Ijn.was Iagnched and
stakehoT(ljcated in o_lifferent ways to
stakehol ers. This included holding a
feac Senisr conference to make sure
that sen priil;riwt?eloyees were aware of
these to their te:r::.d could cascade

DELIVER

|r_u_-|“j,‘__ Eczmomic

Girawth lincheding

Commesity Weslth
Boslding|

Case study: Council Plan

To follow this up, a video
. , blo
:]he?N Cg;ef Egecutive focused gnftc?wr:
new C ur)C|| Plan and the importance
o gning a modern council that'
or the challenges of the future °

Pos i
e gce)Lsn\gleLe f:lls:played in staff areas
o distr'lb uildings. The posters were
alse “bra|' uted to community centres
and ries for display, and digital
ach rts were shown on bus st

er public screens. ops and

To coinci .
o :ﬁ:ggﬁ W'||t'h the launch of the Plan
social medigccihsz-mW:ebI:ite' et an
5 , engagem
bfosatélr;:s{taker) with local pr?nt aenrg
proadica dmed|a. A single-page
oum 202)/2_20cument of the Council

7 was also made available.

T .
u:;:\fcvalzeness—ralsing approach
Valuer_l?heen was praised in the Best
‘ matic Review of
: the C i
v o
CgEnAC.L;okl:tjcotland noting that ”?I::Il’
il had a good co i

: mmu i

strategy for its plan.” rieatien

OUR OUTCOMES

years education to all

Dundee City 'OUR PRIORITY ACTIONS
ouncl‘ « Reduce the cost of the school day « Expand our free early
» \mplement The Promise 10 €21€ o scotland's most o) 2year olds, starting With children from low
Vuimerable children income households INCREASE:
P an Incroase the percentage of 16-19 year olds « support the UN Convention on the Rights of the. + school attendance and att
2022-2027 participating i ‘education, employment o training Child #MakeltRight campaia® by children and young Pe¢
L B mote the uptake of concessiena®y travel for .+ Proritise welfare support 12Nt 14 children & qa:\mes D1 and care experier
oung people « Maintain momentum i energy efficiency to & juce
young PeOPE ¢ the Local Child Poverty and fuel poverty « number of 1619 year ol
« Deliver the Equalities Outcomes Plan 2021 - 2025 participating in positive
+ uptake of free schoolt

bus travel
« investment & numbe

+ Mornitor progres'
Fairness Initiatives

Dundee will be a
caring city which has tackled the root
OUR PRIORITY. ACTIONS

causes of poverty and delivered fairness
in incomes, education and health- « Implement the long-ter™ City Cen
O e to grow the number of

Deliver an extensive communy wealth buil
strategy
« Increase the num!

. « the number of SME
< in the city city
« the number of vis’

tre Investment Plan
bs within Dundee

ber of start-ups and SME

Dundee will have @ Waterfront .
strong, creative, smart and Maximise apprenticeship opportunities within the and support their &
Lustainable city economy with jobs Council Increase the percentage of Dundee City Councll
. Erpance employment pathviays for economically e earement spent with Dunde based orgarisation® + the proportion©
.+ Continue to raise the profile of the city through @ Brocurement <P
range of marketing activities
« the percentage
that's recycled

"d opportunities for all
—— Inactive and 16-195
« Increase the percentad® of care experienced young

people in positive destinations

« the amount ¢

« the number
homes com

riani
powered to develop 2 t
‘and community rea Energy Plan and H « the percer
decided ¢
budgetin

o | « Provide further opport
| areas, pocket-parks support em
LIVING OUR VALUES | biodiversity local food growing

« the nurt

| spaces
plan to reduce waste: and reus
commt

i i . Deliver the action
transforming learning | § + Deliver eotlands first council-led reet participatory  SUPP walki \
| * udgeting intiative - Dundee Climate Fund + Expand | i
o to improve air quality « Embed 2 Cycle Netwo ith H o thent
that ¢
§ e
<4

| . Deiver the Low Emission Z
Development Plan
pro

°
|
we

« D
Effici

se Of * SUPPS
£500

Be fair
and inclusive

Be open
and honest

| (2

OUR PRIORITY ACTIONS
aF

DESIGN
a Modern Coundil
carbor issions. -
+ Support com
each of the

e
*f‘, -‘f OUR PRIORITY ACTIONS

a, orking across the Councl
ng of new working
\ills of our employees

and graduate

\ « budget each + Rollout hybrid v
- year + Increase digital le
re ) out a digital transformation programme e hads and developing the <
+ Deliver apr o service redesign reviews o e ase the uptake of moder™
community empowerment

Deliver options to balance the Council
sarning, teachi

apprenticeships

‘the Council had a
good communication
strategy for its plan”




OneDundee
intranet page
’ views every day

social media
, followers

media inquiries

handled

601

188:

news
releases
issued

36,534

foll —
on i 10%

free ad plays on
. digital bus stop
. boards per month

(approx)

designs created
per month
(average)

4,854,138 =

corporate
web site page

engagements with

Put Dundee On Your m
Map city marketing

campaign I




ﬂ/j\\_\'
Dundee
CHANGING
FORTHE F UTU RE

Steven Bell
Service Manager
Corporate Communications
Chief Executive's Service
Dundee City Council
t: 01382 307489
e: steven.bell@dundeecity.gov.uk



Action

Identify and implement a metric for monitoring the level
of engagement with Dundee City Council corporate social
media accounts

Area

Digital and Social Media

Responsibility

Communications
manager

Measure/KPI

Metric in place and reported on through
annual report

Due date

Early January
2023

Status

and reported on

Complete — measure in place

Lochee
Street Art

’ Trail

Focus on the development of TikTok and Instagram as
platforms to connect with younger audiences

Digital and Social Media

Communications
manager

Increase in followers of 20% on each
platform over the next year

Autumn 2023

Ongoing - TikTok up 237%,

Instagram by 7%

In conjunction with IT and services, undertake a review/
rationalisation of council- hosted websites to ensure best use
of resources and maximum audience impact

Digital and Social Media

Communications
manager, IT manager,
service managers

Reduce number of websites by
appropriate amount

Autumn 2023

Now 2024

Organise a series of sessions with Fairness Commissioners to | Traditional media and Communications Hold minimum 2x sessions per year Spring 2023 | Complete, calendar of sessions
analyse and improve inclusive communications PR; Marketing and design; = manager under way

Partnership working
Create an annual calendar of campaigns to ensure clarity of | Digital and social media; Communications Calendar is created and in use Winter 2022 | Complete, calendar of activity is

activity and use of resources

Marketing and design

manager, Digital
communications officer,
Design team leader

in use

Deliver a council leadership event focused on internal
communications and the role that all managers play in
ensuring employees are informed and engaged

Internal
communications

Communications
manager, Joint Heads of
People

Hold event and assess feedback from
participants

Autumn 2023

Complete, event held May 23

Work with services to harness the benefits of Office 365 as a
communications tool, including the development of service-
level intranet pages for the sharing of local information

Internal
communications

Communications
manager, IT manager,
heads of service

At least one service- or team-level
intranet
created in each service area

Spring 2023

Ongoing - a series of

communication undertaken

throughout the year, and
intranet pages are being

created

Evaluate feedback from employee surveys in the shaping of
future approaches to workforce communications

Internal communications

Communications
manager, Joint Heads of
People

Monitoring of feedback from surveys

Late Summer
2023

Ongoing

Deliver a year of effective marketing activity under the
Put Dundee on your Map campaign, supporting tourism
outcomes for the attractionand hospitality industries

City marketing

Communications
manager, team leader
city promotion

55,000 engagements with campaign
during 22/23

Autumn 2023

Complete — over 88,000
engagements with camp
during 22/23

aign
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Action

Deliver a year of effective marketing activity under the Put
Dundee on your Map campaign, supporting tourism outcomes
for the attraction and hospitality industries

Area

City marketing

Responsibility

Communications
manager, team leader city promotion

400

Hapey

Measure/KPI

90,000 engagements with campaign
during 23/24

Lochee
Street Art
ia ,.Traﬁ

Due date

Summer
2024

Review emergency communications plan to reflect learning
from recent major incidents

Crisis communications

Communications manager

Emergency communications plan is

updated

Spring 2024

Continue the development of TikTok and Instagram as
platforms to connect with younger audiences

Digital and Social Media

Communications manager

Increase in followers of
10% on each platform over the next year

Autumn
2024

In conjunction with IT and services, undertake a review/
rationalisation of council- hosted websites to ensure best use of
resources and maximum audience impact

Digital and Social Media

Communications
manager, IT manager, service managers

Reduce number of websites by
appropriate amount

Autumn
2024

Develop existing network of Information Champions to ensure
all services can appropriately maintain their website content

Digital and Social Media

Communications
manager, IT manager, service managers

Requests from services for basic changes
to web pages are reduced

Spring 2024

Review and scope the impact of changes to the Public Sector
Equality Duty in Scotland relating to inclusive communications

Marketing and design,
Digital and Social Media

Communications manager

Council complies with new responsibilities
under the PSED. Relevant staff training
undertaken

Autumn
2024

Implement improvements to design services commissioning
including an online process and protocol for document design
support

Marketing and design

Communications manager, Design services
team leader

Online portal is implemented

Summer
2024

Dundee

Community

Food
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