Appendix E


South Oxhey Initiative Communications Plan

A. Communication Plan Objectives

· To provide reassuring and timely information about the South Oxhey Initiative to key audiences in a co-ordinated and consistent way.

· To raise awareness of the Partnership’s planned activities, challenges to be faced and shared achievements - to build momentum, maximise opportunity, enhance collaboration, ensure stakeholder buy-in and support and manage expectations
· To minimise/de-risk planning and the subsequent development programme

B. Key Audiences and Partners

	Public:
	Residents directly affected

Neighbours indirectly affected

The wider community in South Oxhey, Oxhey Hall and Carpenders Park



	Business:
	Existing retailers and other commercial leaseholders 

Prospective retail tenants

Thrive Homes

Herts Clinical Commissioning Group/GPs

Herts Police

Barclays Bank

Network Rail

Local schools



	Political and related:


	Lead members

Ward Councillors

Watford Rural Parish Council

Steering Committee

Carpenders Park Residents Association

Oxhey Hall Residents Association

South Oxhey Residents Association

HCC



	Internal:


	Senior management

All council staff



	Other:


	Potential investors/ partners

LEP

HCA

Media including Watford Observer, Inside Housing, 24 Housing, Estates Gazette, Property Week, Architects’ Journal, Building, other trade press


C. Key Messages

1. The aim of this initiative is to:

· revitalise the shopping precinct, both physically and in terms of the range of shops and facilities available for residents

· replace and increase the current residential accommodation with higher quality housing in  a mix of tenures ranging from social rent to sale homes.

2. In consultation, local residents have supported the Council in these aims.

3. The Partnership is committed to investing substantially in an improved future for South Oxhey. 

4. The Partnership’s decisions are driven by evidenced need and influenced by community views.

5. It is important that the Council chooses the right developer partner and gets the planning right and this takes time.

D. Communication Tools

1. Meetings

Audience: Public, residents, retailers, political and other 

Meetings to be facilitated by TRDC until a developer is chosen after which time developer will take the lead on some.

	Meeting
	Access
	Frequency
	Remit/focus/TRDC resourcing

	Scheduled meetings

	
	
	

	Project Board


	Leaders and senior management, part 1 papers public


	bi-monthly 
	TRDC staff to attend and provide written progress reports on SOI in the normal format and gather feedback/direction or approval on delegated matters


	Policy and Resources Committee


	Members, part 1 papers public
	As scheduled            (approximately quarterly)
	TRDC staff to attend and provide  reports for approval at key stages in the normal format 

	Management Board


	Senior staff of TRDC
	Fortnightly (Monthly once planning application has been submitted)
	TRDC staff to attend and provide written progress reports on SOI  


	Steering Committee Meetings
	Local representatives, members, public and press access for part 1


	As scheduled
	TRDC to attend all meetings to report on progress/issues

	SOSA (Retailer Representatives)
	Representatives of current retailers
	every 6 weeks 
	TRDC staff to attend to give an update


	Thrive Homes and other Key Stakeholders


	One to one
	Minimum every 6 months at present increasing to 6 weeks when project progresses
	TRDC staff to attend to update and coordinate activity where necessary

	
	
	
	

	Ad- hoc meetings


	
	
	

	Watford Rural LA Forum, Residents Associations etc
	public
	occasional
	TRDC staff to attend occasionally to present an update.



	Planning consultation public meetings/events
	public
	on an ad hoc basis as necessary up to submission

	

	
	
	
	


2. Resident Updates 

Audience: Residential leaseholders, Social tenants

A written update on progress and current thinking on programme to be drawn up in collaboration with Thrive Homes and issued every three months. 


3. Website 

Audience: Prospective residents/investors, residents, retailers, other

Location: Dedicated page on the TRDC website 

Content:

- drawings of the latest design to have been publically exhibited or copies of the exhibition boards with an explanation of what the drawings are for,

- feedback from consultation

- latest SOI specific newsletter when available
- once construction begins, quarterly updates on build progress
- Any general information direct mail letters that have gone to residents/retailers if appropriate (date limited)
- key dates, e, g meetings, consultations, programme timeline
- Up-to-date FAQs including indicative timescales
- Images and descriptions of the development parts and key individual members 

Management: Content to be managed by Alan Head, with specialist Communications support, until developer selected and taking the lead on SOI communications. Content to be checked regularly for relevance. Once planning has been granted, the website should be standalone and managed and updated by the developer partners.

4. Call centre

Audience: primarily residents and existing retailers

Up to date FAQs, copy of any general update correspondence to residents/ retailers, dates of upcoming meetings


5. Press briefings

Audience: the wider South Oxhey, residents, retailers and other indirectly, journalists directly

Media leads from all Partnership members to organise these at key engagement points with specialist Communications support


6. On-site shop front display boards

Audience: Residents, retailers, wider community

Display consultation material and advertise events.

7. Three Rivers Times 

Audience: the wider South Oxhey, residents, retailers

Brief update paragraph for each issue ( 2 per year)  to be produced  by AH with specialist Communications support in consultation with media leads from partnership members.

8. Direct mail

Audience: GPs, Police, schools etc

Letters on an ad hoc basis to update partners with lower interest/influence profile


9. SOI specific newsletter 

Audience: Residents, retailers, Council staff, other

When appropriate, produce an SOI specific newsletter, probably once a developer is appointed.

10. All Aboard

Audience: TRDC staff

AH to provide an update paragraph for each issue ( up to 3 per year).

11. Social Media

Audience: TRDC followers on Twitter and Facebook. Make Partnership members aware of activity to enable support through re-tweets, likes etc…

When appropriate issue a summary of key news items on TRDC’s existing accounts for South Oxhey
E. Key Engagement Points
1. Developer selection
2. Pre application consultation with the public on Planning submission

3. Conditional development agreement signed

4. Developers planning application submitted

5. Compulsory Purchase Order



F. Methods for Publicising Meetings


Methods that TRDC can use for publicising events include flyers, posters on site, direct letters, Three Rivers Times, Twitter, Business News.

G. SOI Specific Challenges/Issues


	Challenge/Risk
	Actions/mitigation

	Uncertainty for residential tenants and leaseholders on timescales and costs related to moving
	Provide updated indicative programme on a regular basis. Emphasise that  programmes on complex schemes such as these are always prone to change and will be dependant on the chosen developer.  Give “earliest move “ dates if possible. 



	Uncertainty for residential tenants and leaseholders on the “offer”
	Develop a baseline offer that the Council will require developers to assume in terms of new accommodation for tenants and compensation for leaseholders



	Uncertainty for retail tenants on timescales and impact on business planning
	Provide updated indicative programme on a regular basis. Emphasise that  programmes on complex schemes such as these are always prone to change and will be dependant on the chosen developer.  Give “earliest move “ dates if possible. 



	Uncertainty for retail tenants on their short and long term position
	Provide information on short term arrangements for moves within the current development. Provide occasional open sessions with DRE to re-state the process



	Build up of expectation of positive change from the wider community who want this to happen quickly
	Communicate the message that the Council is committed to investing substantially in an improved future for South Oxhey but it is important that the Council chooses the right developer partner and gets the planning right and this takes time.


	Elements of the community worried about change
	Communicate the message that the Council’s decisions are driven by evidenced need and influenced by community views and that in consultation exercises run so far, local residents have supported the Council in its aim to redevelop and improve central South Oxhey.
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