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1. Introduction
This Communications and Marketing
Strategy, which sets out our priorities
and ambition for the next two years, is
primarily designed to maximise residents’
satisfaction with the Council. This is
by keeping people informed, providing
consistent messaging to reinforce the
value for money the Council offers and
by demonstrating how people can help
influence decision-making.

Our approach called Strategic
Communications, means that the piece
of communication is not an end in itself –
it is the outcome that it delivers which is
important. This is done in a way that aligns
with the Council’s corporate goals and the
values contained in its Strategic Plan.
Professional, effective and focused
communications that deliver real outcomes
must be the standard at all times to
maintain a quality service with increasing
demands and reducing resources.
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The Communications and Marketing team
provides expert advice on and delivers:
media relations, digital development,
internal communications, consultations
and campaigns. All of this activity is
designed to focus on the outcome of
the communication - whether this is to
enhance the reputation of the Council,
generate income or achieve cost
avoidance.

These positive outcomes are only
achievable through collaborative and
joined up working with services across
the Council, who manage service delivery,
have a strong relationship with their
customers and are relied upon to gather
the information required for evaluation.

Examples of this evidence based approach
are highlighted in the appendices of
the strategy with a focus on outcomes
delivering significant benefits in all of these
areas. The infographics and case studies
in the appendices illustrate the strategic
approach taken by the Communications
and Marketing group to deliver effective,
value for money communications that
deliver positive outcomes against its
objectives.

Strategic
Communications,
means that the piece
of communication is
not an end in
itself ...
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2. What Strategic Communications will deliver
The overall aim of this strategy
is to: “Develop consistently
excellent, innovative and effective
communications and marketing, to
improve satisfaction with services,
the quality of life of people in
Nottinghamshire and the reputation
of the Council.”

Cost avoidance
Communications has the potential to
have the biggest financial impact on cost
avoidance, by decreasing the cost of
delivering services. It is estimated that
communications activity will deliver nearly
£4m of financial benefits that includes over
£3m through campaigns to increase the
numbers of those coming forward to foster
or adopt, which avoids the need to use
more expensive external placements.
Savings
Alongside this communications will be
supporting the delivery of more than £23m
worth of savings proposals. In addition,
Communications and Marketing will make
savings in its own budget, which includes
reducing staffing costs.
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Value for money
Delivering value for money is a priority for
us – over the past four years spending on
communications has been cut by more
than half whilst the effectiveness of the
delivery has continued to improve. This
has been achieved by taking an evidence
based and customer focused approach.
Overall satisfaction with the way the
Council runs things increased from 40%
to 63% satisfaction in just two years,
despite reducing the numbers delivering
communication by 65% and cutting the
marketing budget by 75%.

take-up, combined with projections
for advertising and sponsorship and
promoting new business opportunities.

Delivering value for money from
communications remains an ongoing
commitment. Strong campaigns - that are
focused on good planning, setting clear
objectives with evaluation in place - is at
the heart of our strategy. The generation
of income and cost avoidance that totals
more nearly £5m per year is a top priority.

Income generation
Campaigns and effective marketing will
deliver approximately £700,000 of income
across the authority in the coming year.
This is based on the success in 2013/14
where over £500,000 of additional income
was generated from increased service

Digital solutions
One of the single biggest changes in the
field of communications has been the way
that the digital revolution is changing the
way that our customers want to receive
information, ask questions or receive our
services.
Designing digital services that are so
good that those who can, will choose
to use them is one of the key themes of
this strategy. This will be delivered by the
Customer Access and Digital Development
programme that sits in the Cross-Council
portfolio in Redefining Your Council (the
Council’s framework for transformation).
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One of the key drivers of this project is to
lower the transaction costs at the authority
in order to unlock savings. This programme
will benchmark the savings possible.
For example, the average cost of online
transactions is significantly cheaper than
other channels (£9.14 for face-to-face;
£4.79 for telephone; and £0.09p
for online).
In addition a digital solution has been
identified as key to £10m of savings
proposals to date. This figure is likely to
grow as the Council moves customers on
to more cost effective channels.

•	We will need to continue to seek ways
to offer even better value for money
through a transformative agenda that
looks to adopting more effective and
efficient communication solutions.
•	Our ambition is to place the digital
agenda at the heart of transformation
at the Council and deliver savings
through the design of services that are
more efficient and lead to increased
customer satisfaction.
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So, what does all this mean for the
Communications and Marketing team?

good communications 		
remain a key
ingredient of any
successful change

•	We are increasing efforts to continually
develop the skills of everyone
working in communications, so that
digital becomes a core skill for all
communications professionals.
•	An essential component of this
strategy is the ability to attract and
retain highly skilled and qualified
employees, as Communications
continues to exist in a transformative
and fast-paced environment where
good communications remain a key
ingredient of any successful change.

supporting the delivery
of more than

£23m
worth of savings
proposals
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3.Situation
All strategies operate within a wider
environment and such factors are even
more important during a period of fast and
fundamental change.
Budget pressures
In recent years, the Council has faced
unprecedented budget pressures due to
reduced Government funding, increased
demand in social care, and the impact of
legislative pressures.

Communications and Marketing is leading
the way in designing digital services that
meet customer needs.
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‘Redefining Your Council’
The response to the strategic framework
sets out the Council’s new approach to
transformation that will result in some
services being delivered in a completely
new way.

Digital revolution
The single biggest change to the way
people live their lives is the digital
revolution. While this offers specific
challenges for large organisations such
as the Council, it also offers enormous
potential to change the way we deliver
services to reflect this fundamental shift
to online information, communication,
engagement, transactions and services.

Clearly the shape of the Council is likely
to change considerably over the coming
few years. This strategy reflects this by
adopting an approach that is agile, flexible
and scaleable.

the single
biggest change to
the way people live
their lives has been
the digital revolution
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4. Audiences
The demographics of our County are
changing and that the way that people
live their lives – their habits, media
consumption, needs and behaviours
– is also changing at a dramatic pace.
The Council needs to respond to this
by adopting tactics that tap into this
transformation.
Changing needs
People are increasingly living a longer
life. In Nottinghamshire, it is expected the
number of over 85 year olds will double
by 2030. Longer life brings with it more
complex and costly care needs.

Segmenting the audience
The Council has moved from a mass
communication model, which was costly
and inefficient, to one that is more targeted
on the audience based on the information
available. This trend will continue as the
service strives to deliver even better value
for money.
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The way people live and work is
also changing due to the use of new
technology. People want to interact with
the Council in different ways, with growing
demand for new online services and
transactions. People are using multiple
platforms, including a growth in mobile
devices (e.g. smartphones and tablets) to
access the internet, conduct research and
make purchases (Source: Google’s Zero
Moment of Truth). 83% of all UK adults
now use the internet, with the over 65s
being the fastest growing group reaching
42% (Source: Ofcom’s Adults’ Media Use
and Attitudes Report 2014).

The increase in use of social media and
online networks has continued to grow
while traditional channels like newspapers
and printed materials have declined.
A recent survey revealed that 73% of
online adults use a social networking
site and 42% use multiple social sites
(Source: Smith and Dugan, 2013).
People increasingly place more trust in
recommendations from other people who
have posted reviews and comments in
online forums and blogs.

The Council needs to further segment
and target particular groups of people in
order to achieve greater personalisations of
commincations and best value for money

people increasingly
place more trust in
recommendations from
other people
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Customer insight
Improved customer insight will be
increasingly critical as communications
move beyond the traditionally
demographic groupings to a greater
knowledge and understanding of the
behaviours, motivations and preferences
of individuals. This information will be
gathered by an improved Customer
Relationship Management system that is
planned along with research analysis by
customer insight teams.

• 	understanding the most effective
communications channels/
touchpoints
Personas
Using this insight, the Council will
develop key personas that represent
the typical types of customers and their
level of engagement with the Council/
services/local democracy. In addition,
the most common customer journeys will
be fully mapped and understood. These
will be used to inform communication
strategy and tactics.
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One of the key developments will be
understanding why, when and how
customers make contact or access
services. Mapping these customer
journeys will be critical to designing
service delivery that is both usable and
well used.

• 	working collaboratively to map and
improve key customer journeys

Communications will play a leading
role in championing the use of
customer insight to directly inform
service development and targeted
communications. This will include:

• 	maximising online channels to
undertake effective consultation and
engagement

• 	ensuring customers are informed and
involved in any service changes that
affect them
• 	working as One Council to better
understand and analyse customer
data

Employees
A new internal communications and
engagement strategy will be needed
to reflect the changing needs of the
Council’s workforce (whether directly
employed or not).

83%
of all UK residents
are now using
the internet

1 2 3 4 5 6 7 8 9 A

5.Objectives
This strategy directly supports the vision
and values contained in the Council’s
Strategic Plan. The objectives of this
strategy therefore relate to outcomes that
are valuable to the organisation, such as
increasing satisfaction or safeguarding
reputation, generating income or savings
through cost avoidance.

Savings
One of the key aims to save money is to
move customers on to more cost effective
digital channels, to find information,
engage or transact with the Council.
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As a strategic support service, we believe
that Communications and Marketing needs
to demonstrate excellent value for money
at all times. It is a given that the benefits of
the service need to outweigh the cost of
providing it and this must be demonstrated
in everything that we do.

Value for money
As well as this, the other two key
outcomes of communication and
marketing is: Improve the financial
position of the Council by generating
income and supporting major savings
through cost avoidance. It is important
that resources are directed at where they
can make the biggest impact in both
of these areas. Sometimes the cost of
generating income can either exceed or
wipe out much of the revenue.

Satisfaction
This strategy, with its evidence-based
strategic communications approach, will
deliver the following primary objective:
Maximise the satisfaction levels of
residents with the Council. Whilst
there are many factors that contribute to
overall satisfaction, Communications and
Marketing plays a key role in influencing the
three main drivers of this objective. These
are:
•

How informed people feel

•

Value for money perceptions

• 	How able people feel they can
influence decision making

See section eight, for the evaluation criteria
which will be used to measure the success
of this strategy.

Communications and
Marketing needs to
demonstrate excellent
value for money
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6. Redefining our communications
Communications operates in a fast-moving
environment with new channels emerging
rapidly. The following principles have been
established to ensure that communications
can be agile, keep up with the pace of
change and identify all opportunities at the
earliest stage.

In addition to the headline principles
above, the following ten key principles
will be applied to plan, design, deliver and
evaluate all communications.
•

Evidence based
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Principles
This document has already outlined the
Strategic Communication approach that
is adopted, which relies on a number
of principles. The over-arching principle
is that communications is not an end in
itself – it has to deliver something that
is important to the Council as a whole.
Communications and Marketing will design
and deliver activity only when it positively
affects one of the following:

All communications will be underpinned by
the values contained in the Strategic Plan
so that there is a consistent and repeated
dialogue that reinforces the framework
that is used to make decisions. This also
starts developing a more mature brand or
personality of the authority, so that there
is a common understanding of what the
Council stands for.

a.	
Customer satisfaction - by protecting
reputation or targeting one of the three
main drivers of this measure
b.	
Income generation - by maximising
income potential (taking into account
cost of delivery)
c.	
Cost avoidance – this is where
communications can make the biggest
difference and prioritising the areas
where it can maximise savings.

•

Customer-focused

•

Engaging

•

Innovative and creative

•

Integrated

•

Flexible and agile

•

Forward looking

•

Value for money and efficient

•

Fair i.e. open, honest and accessible

•

Working in partnership.

	
all communications will be underpinned by
the values contained in the Strategic Plan
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7.Delivery
Resources will be prioritised based on the
following criteria, which has been agreed
by Policy Committee and the Council’s
Corporate Leadership Team, with a greater
weighting on the two criteria shown in
bold:

•	
Recommend a strategic approach to
the use of social media platforms by
September 2014

•	
Strength of alignment with Strategic
Plan objectives

•	
Launch a new public-facing website by
September 2015

•	
Strength of alignment with national
policy, statutory need and performance
targets

•	
Replace the schools extranet (called
Wired) by October 2015

•

•	
Review employee engagement tools
and launch new intranet/alternative by
April 2016
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•	
Strength of potential to save money,
improve efficiency or generate
income

•	
Deliver improvements and savings to
five pilot customer journeys by May
2015

 otential to protect or enhance the
P
Council’s reputation

•	
The contribution communications can
make to achieve the desired outcome.
Underneath this strategy will sit a delivery
plan that will detail how Communications
and Marketing will ensure the objectives
are delivered. Some of the key delivery
elements of the strategy will include:

Digital First – we need to design online
services so good that those who can will
choose to use them, while not leaving
anyone behind. This project has six
work streams that will deliver a modern,
multi-device friendly website along with
customer journey improvements by May
2016. Importantly it will enable the delivery
of savings while also increasing customer
satisfaction. The following improvements
will take place:

•	
Review extranets and microsites in
order to consolidate and make savings
by May 2016.
Brand – our brand strategy will continue
to reinforce the value for money message.
This will become increasingly challenging
as more services are delivered through
different models, so contract negotiation
on brand visibility will be critical. In addition,
the Councils brand online will need to be
further developed.
Engagement – the Council needs to
maximise the use of social media to make
sure that as many people as possible are
engaged in local democracy and can see
how their opinions can influence decision
making.
Media – the power of the media (including
online news websites) continues in its
influence and authority, but social media
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is playing an increasing role in determining
reputation. This shift will need to be
reflected in the way that resources are
deployed over the coming years.
Consultation – providing professional
advice for the organisation will continue
to play an important role as more
services undergo transformation. New
and innovative solutions will need to be
developed that reach some sections of the
community that have not been involved
with local democracy.

getting the
right mix of
communications channels
is key
Getting the right mix of communications
channels (whether online and offline or
a combination of both) is key. Taking
digital channels as an example research
suggests that for government services
- social media, email and paid search
often act as ‘assisting’ channels, whereas
organic search, referral and direct channels
have greater impact as ‘last interaction’
channels (Source: Think with Google,
2014). This is where the expertise of
the Communications and Marketing
team can really help to enable the most
targeted and therefore the most efficient
communications, which represent best
value for money.
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Employee engagement – delivery will
increasingly move to a more two-way
approach. Some solutions have already
been developed such as Eureka! – which
uses crowd-sourcing and game play
to deliver more creative approaches to
engagement. This direction of travel is
likely to increase with digital playing an
increasing role as the nature of the work
force changes over the coming years.

Due to high customer satisfaction, this
cost-effective and efficient model will be
grown further. Consideration will also be
given to how email marketing can play a
role in every stage of the customer journey.

Campaigns – targeted marketing
campaigns will continue to be delivered to
directly support business objectives, which
may include awareness raising, service
take-up, behaviour change or achieving
income targets or savings through cost
avoidance.

Email marketing – this represents a new
‘pull’ marketing channel where people sign
up for news alerts from the Council on a
range of subject matters. Since the launch
in October 2013, more than 24,750 people
have signed up for ‘emailme’ alerts.
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8.Evaluation
The Strategic Communications approach
set out in section 2 includes evidence
based, clear objectives and robust
evaluation.
The headline outcomes of this strategy
which will be evaluated against the
objectives set out in section 5. Success will
be determined by the following measures:

•

•

•

Income generation – generate £48K
in 2015/16 and £72K in 2016/17
through advertising and sponsorship.
	Supporting services across the Council
with specialist marketing advice and
activity to generate an additional
income of £700K. This includes
increased up-take of services such
as School Meals, County Enterprise
Foods, and increased sales and
secondary spends at the Country
Parks and Libraries.
•

 ost avoidance – collaborative
C
working with services to support the
delivery of cost avoidance that totals
£4m. £1m in transport and highways
costs from road safety awareness
and promotion of alternative transport
networks. Further costs can be
avoided in promoting services to keep
residents living independently in their
own home.
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•	
8% increase in satisfaction with
the way the Council runs things –
target of 59% set for 2014-15 (from a
baseline of 51% in 2013-14). It should
be noted that there are many factors
which influence satisfaction. But the
following three measures relate to
the key drivers of satisfaction which
Communications and Marketing have a
key influence on.

•

 % increase in the number of
2
people who feel informed – target of
60% set for 2014-15 (from a baseline
of 58% in 2013-14)
 % increase in the number of
3
people who feel the Council
provides value for money – target of
46% set for 2014-15 (from a baseline
of 43% in 2013-14) Brand awareness
supports this measure with resident
recognition of the brand rising from
33% in 2012 to 50% in 2013

 % increase in the number of
5
people who feel they can influence
decisions in their local area (locality)
- target of 33% set for 2014-15 (from a
baseline of 28% in 2013-14)

•

 igital customer journeys – reduce
D
the number of visits to the Council
website which are unsuccessful from
22% to 14% and reduce transaction
costs.

These outcomes will be measured by
the Nottinghamshire Annual Residents’
Satisfaction Survey, Digital First project
reporting, income generation figures,
through the implementation of service
business cases and the evaluation of
specific campaigns.
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9.Summary
Over the coming years, Communications
and Marketing will play a crucial role
in helping the Council to listen, inform,
engage, involve and consult the public
about services and how they will change.
Demand for communication services
will inevitably increase due to changing
services and customer needs This will be
met through increased efficiency and better
value for money rather than increased
resources.

To further inspire creativity,
Communications and Marketing will lead
the way by establishing a new innovative
work space that enables the service to
think, plan and deliver in a more creative
way.
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Communications and Marketing will also
play its part in the financial challenge. In
2015-16 it will deliver nearly £5m worth
of income generation and cost avoidance
for the authority and support £23m of
service budget savings (outlined in service
business cases which have been approved
to date).

Innovation
There is one other key area that the service
aims to lead, inspire, support and deliver –
that area is innovation and transformation.
Communications and Marketing has
already delivered some innovative solutions
including a crowd-sourcing ideas platform,
Eureka! and an interactive infographic to
help simplify and explain the Council’s
budget.

Communications is playing a lead role in
the Council’s Digital First agenda and will
develop a new and improved web platform
and other digital functionality. This will
increase the number of transactions carried
out online while decreasing the average
cost of each transaction. In addition, a
digital solution has been identified as
needed to unlock savings of nearly £10m.

the service
aims to lead,
inspire, support and
deliver
Finally, in many cases communications
will not only support service delivery, but
will become an inherent and increasingly
important part of what services offer.
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A.Appendicies
•

Delivering Strategic Communications 2013/14

•

Case Studies
- Income Generation
- Cost Avoidance
- Reputation
Outcomes of Strategic Communications 2013/14

•

Improvement in Strategic Communications 2010/14
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•
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Staff suggestion
scheme

Challenges

8
Average
monthly

7.3%*
380,473

*Since 2012/13

Unique

4.4%*
2,264,102

Followers

Visits to the council’s
website in 2013/14

* launched in Oct 13

emailme

subscribers to

24,000 17,181

Engagement

individual consultations
carried out in 2013

95

responded to the
Budget Challenge

38,000

Consultation

savings through cost
avoidance

£4m

income generated

£700,000

Evidence of objectives
exceeded, including:

Evaluation

Communications
& Marketing

County
Life
Family Your
Life
Life

12

major campaigns
completed and
evaluated

new audience focused
publications based on
customer need

3

89% of
coverage
was
positive
or neutral

Vehicles
re-branded

700

Innovation

buildings
re-branded

260

Pieces of coverage

8,552

Reputation

communications & marketing
delivering strategic communications 2013/14

increase in
attendance

100%

• Advertising on 52 of our lamp-post banner sites and bus shelters in areas
identified as being relevant to the target audience.

• Digital strategy joined up dedicated web pages, social media activity and digital
screens

• Media campaign generated coverage both locally and nationally

• Printed materials included 90,000 leaflets sent to schools, libraries, leisure
centres, hotels and the County Show

• Integrated campaign designed with both online and offline elements

• Evidence-based approach used to identify the target audience

How we did it?

• For every £1 spent on marketing, the council generated £26.61.

• The marketing budget was £8,000

Value for money?

• There were 39,297 visits to the festival web pages – an 8% increase on 2012

• Each visitor spent on average £3.87

• 50,000 visitors attended the seven-day festival – double the
number from 2012

• Income increased by 38% to £193,661

• All campaign objectives were achieved or exceeded

What we delivered?

• Increase the number of website visits to the festival pages by 8%.

• Generate income by attracting 10% more visitors to the festival

What we set out to achieve?

Robin Hood Festival 2013

Twilight Tales

Bar and BBQ refreshments will be on
sale during the evening.

THIS IS A TICKET ONLY, OPEN AIR EVENT.
Adult £6, child £3,
family ticket (2 adults, 2 children) £15

Let your hair down with Robin and his merry band as
they gather together with other members of the
festival cast for an evening of mayhem and
merriment. Let’s hope nobody’s told the Sheriff!

Saturday 10 August 7.30-10pm

An Evening of
Medieval Merriment!

Tickets £4 per person
Distance ¾ mile. Not suitable for
under 7s. Sorry, no dogs.

Join talented duo Past
Imagined & Minstrel,
Trevor James at the Visitor
Centre for a gentle story walk back
through time for spellbinding tales
of mystery and magic and haunting
melodies from medieval times!

Friday 9 August
7.30pm

Picnics

Every effort has been made to ensure the accuracy of information at the time of printing.
However Nottinghamshire County Council cannot be held responsible for any error, omission
or subsequent alteration. Sherwood Forest National Nature Reserve management reserves the
right to cancel or substitute activities without prior notice. In the event of cancellation liability
is strictly limited to a refund of some or part of the appropriate admission fee if this has been
paid in advance at the management’s discretion.

Please allow plenty of time to walk across
the site to different activities. To see what’s
happening where, souvenir programmes
are available for £1 from the Visitor Centre.

Getting around the Festival

The festival is an outdoor event. In the case
of bad weather, events may occasionally
have to be cancelled or changed at short
notice.

Bad weather

Get around the Festival on a motorised scooter.
These can be hired (subject to availability)
for £2 per hour* from the Fair Mobility stand
in the Visitor Centre car park.
* Proof of ID required

Limited mobility?

Dogs are welcome at the Festival but should
be kept on a lead at all times. To keep everyone
safe, please clean up after your pet. Bins are
provided around the National Nature Reserve.

Dogs

Picnic benches are provided around the
car park and the Major Oak. Please note
barbecues are not allowed.

For full details visit: nottinghamshire.gov.uk/robinhood

Enjoy a tasty hog roast or dine at the Forest
Table Restaurant. The Visitor Centre shops sell
souvenirs and Robin Hood themed gifts.

Refreshments & souvenirs

Public toilets, including a unisex disabled toilet, are
located in the Visitor Centre. Sorry, there are no
public toilets at the Major Oak.

Public toilets

First aid facilities are available in the Visitor Centre,
please ask a member of staff or follow the signs.

First aid

For your safety:
● Obey safety instructions.
● Stay well behind the rope barriers at the
archery and jousting events.
● Never walk behind the archery targets or cross
the jousting arena.
● Keep a close eye on children.
● Dogs on leads at all times.
● Please note that some displays feature loud
bangs.
● Take care of your valuables and remember to
lock your car.

Safety first

All our staff wear either a uniform or
name badge. Ask for their help with
information or in an emergency.

Need help?

Important Festival Information

Festival
information posters

Tel: 01623 823 202 for booking details
Visit: nottinghamshire.gov.uk/robinhood

Tickets must be purchased in advance.

Catering is not provided, but you are welcome to bring
your own refreshments to this event.

Places are limited. Tickets from Visitor Information,
subject to availability.

£5 per person,
family ticket (2 adults, 2 children) £18

Join Festival drummers ‘Rhythmic Unity’ in the Open
Air Theatre for an evening of interactive drumming.
Rhythmic Unity offer you a unique opportunity to
experience what it is like to be a ‘Sherwood Drummer’.
No experience necessary, drums are provided, all you
need is enthusiasm and a smile.

Tuesday 6 August 7-8.30pm

Rhythms of
Sherwood
Drumming
Workshop

At Sherwood Forest Visitor Centre

Evening Events (Advance booking essential)

Souvenir Programme

Details & tickets (subject to availability)
from Visitor Information.

SATURDAY 10 AUGUST, 7.30pm
An Evening of Medieval Merriment

FRIDAY 9 AUGUST, 7.30pm
Twilight Tales

THURSDAY 8 AUGUST, 6.30pm
Robin Hood Pub Quiz

TUESDAY 6 AUGUST, 7pm
Rhythms of Sherwood

Festival Evening Events

THe SiLVer ArrOW CHALLenge
AT THe mAJOr OAK
Collect an entry form from Visitor
Information by 3pm for a chance to
take part in this fun archery challenge
underneath the MAJOR OAK. At
4.15pm we’ll pick 3 archers from each
age category to “shoot it out” for a
Silver Arrow Trophy! FREE entry
(minimum age 8 years).

4.15pm

JOUSTing DAyS
WeDneSDAy 7 AUgUST
SATUrDAy 10 AUgUST
SUnDAy 11 AUgUST

no Jousting Today

11am
Opening CeremOny
Join Robin and some of the colourful
festival cast as they get together to
open the 29th annual Robin Hood
Festival. Let’s hope the Sheriff doesn’t
spoil the fun!

in the Jousting Arena

Monday 5 August

4.15pm SILVER ARROW CHALLENGE
Don’t forget to pick up an entry form
from Visitor Information for a chance
to
take part. See details in first column.

3pm
mAJOr OAK mAyHem
A medley of festival entertainers hosted
by the magnificent Medieval Maniax
in
crazy cabaret capers.

2pm
BiLL BrOKmAn
Medieval street performer extraordinaire!

1pm
THe meDieVAL mAniAX
‘Death by Laughter’
Giggle and guffaw as the fatal fools
amuse and bemuse you. These award
winning street performers are ready
to make you laugh with their historical
hysterics.

12.30pm & 2.30pm
SKirmiSHing

Who knows what may happen when
Robin discovers the Sheriff’s men
have been demanding taxes from
the
poor in Sherwood Forest. (Please
be
aware, stunt fighting can be worrying
to younger children unless explained
to
them).

11.30am
HAUTBOiS
Enjoy a musical interlude with these
talented and engaging medieval
musicians.

Meet some colourful festival
characters and have a go at longbow
archery.

At the major Oak

nottinghamshire.gov.uk/robinhood

Plinth banner

Visit the Storytellers’ Tent to
listen to tales from master storytellers,
Past Imagined. Look out for other
festival folk along the way.

Around the Major Oak Path

3.45pm
rOBin HOOD’S
greATeST ADVenTUre
Your chance to become a star as
Alan a Dale & Festa weave their own
version of the outlaw legend.

2.45pm
WHAT A pALAVer present...
A carnival of chaos, featuring the
internationally renowned bed of nails,
plus even more derring-do, fun and
frivolity.

rOBin’S merrieST men!
Another chance to become a star
of
the woodland stage as Alan a Dale
&
Festa, storytellers extraordinaire, relate
tales of everyone’s favourite outlaw.

1.45pm

12.45pm
THe BiLLy OF LOXLey SHOW
Using traditional jesting techniques
with hilarious effect – fun-filled,
energetic, non-stop and full of audience
participation. This is definitely one
to
join in with!

11.45am
rOBin HOOD
& THe SiLVer ArrOW
Back by popular demand, storytellers
Alan a Dale & Festa return to the
Festival to tell their tales with a little
help from you, the audience.

Open Air Theatre

Open Air Theatre tickets on sale at gate
15 mins before each show. Adult £1,
child & concessions 50p, family (2+2)
£2.50 per performance (each show approx
30 mins)

Digital screens

Crazy Dutch Regulars, Sloe Gin,
Justin de Frais, Sir Paul of Worcester,
The Dirty Beggars, Simple Tom,
Sir Ralph of Epperstone,
Medieval Make overs, More the Merrier.

Look out for performances in and
around the Visitor Centre from:

3pm
BiLLy OF LOXLey
Japes and jokes from these energetic
fools.

2.30pm
WALK WiTH HAWKS
Walk with falconer Chris Miller and
get
up close to his birds of prey. Adults
£5, children £2.50. Sorry no dogs.
Places strictly limited. Book at Visitor
Information.

1.30pm
SimpLe TOm
Medieval tomfoolery at its silliest! A
merry fool whose antics are sure to
tickle your funny bone.

12noon
WHAT A pALAVer!
Everybody’s favourite jesters bring
some light hearted fun to the Visitor
Centre.

Give a warm welcome to this medieval
piper as he joins the festival cast for
the first time.

11.30am, 1pm & 2pm
myAL pyper

At the Visitor Centre

Festival events programme

Income Generation

Communications and Marketing case study

£1

cost avoided
in one year

£3.1m

• Posters and flyers were distributed to Council offices, hospitals, GP surgeries, local
businesses and schools – all identified as having workers that would be more likely to
adopt or foster

• Advertising on bus shelters, bus backs and lamp-post banners were used along with
digital screen advertising in libraries and Mansfield Bus Station

• Google Adwords and targeted Facebook advertising were used to increase interest

• Digital strategy involved simplifying the customer journeys and refresh the web content

• Media campaign used real people to tell their stories about what they gained from
being foster carers

• Insight gained from previous activity helped form the more targeted strategy

How we did it?

• For every £1 spent, the Council saved £110 over just the one year.

• We saved the Council £3.1m in avoidable cost

• We spent £28,000

Value for money?

• In terms of foster carers, there were 46 new recruits which saved the Council £1m.

• This amounted to 65 new adoption carers – saving the
Council £2.1m in agency fees

• Out of these enquiries, 111 went on to foster or adopt

• We received 785 inquiries for fostering – a 35% increase
over the previous year

• We received 272 enquiries for adoption – a 55% increase
over the previous year

What we delivered?

• Convert at least 10% of the enquiries into those that actually go on to foster or adopt

• Increase the number of enquiries from people interested in adopting by 5%

• Increase the number of enquiries from people interested in fostering by 5%

What we set out to achieve?

Fostering and Adoption 2013/14

Web banners

Vinyl banners

School flyers

Campaign posters

Cost Avoidance

Communications and Marketing case study

75%

of respondents felt
more informed

• Partnered with the voluntary sector organisations and community groups to
maximise value.

• Advertising on the lamp-post banners and digital screens in libraries and
Mansfield bus station

• Digital tools included a budget simulator, downloadable discussion toolkit,
forums, a video of the Leader, targeted emails and social media engagement

• Media approach involved face-to-face briefings by the Leader and the Chair of
Finance around the County

• Printed materials included booklets, comment cards, posters, flyers and letters
to service users and key stakeholders

• Integrated campaign with both online and offline elements

• Three-phased approach between September 2013 and January 2014

How we did it?

• For every £1 spent, more than 4 responses were generated.

• The budget for the campaign was £8,700

Value for money?

• There were 1,600 responses to the Strategic Plan consultation

• Awareness of the financial challenge was 75% of respondents?

• This was double the number who responded to the previous
highest in 2011-12

• The biggest ever response to a Council consultation with
38,412 comments

• All campaign objectives exceeded

What we delivered?

• Deliver at least 20,000 consultation responses to the savings proposals.

• Achieve at least 1,000 responses to the Strategic Plan consultation

• Increase awareness (60%) of why the Council faced a financial challenge

What we set out to achieve

Budget Challenge 2013/14

Digital screens

6 Sheet poster

Plinth banner

Roller banner

Reputation

Communications and Marketing case study

Residents felt
informed

57%

Responses

38,000
£4k

Increased attendance of
50,000 visitors (from 25,000
in 2012) resulted in
additional income with a
total of £194,000 generated.

£3.1m

Campaign attracted 65 new adoption
carers – saving the Council £2.1m in
agency fees, and 46 new foster carers,
which saved the Council £1m.

Fostering and Adoption

Increased income
generated from
previous year

£466,000

Improved and audience focused
promotional materials resulted in
increased take-up of meals across
the County’s schools.

School Meals

£19m

Cost avoidance to
the Council and
other public
agencies

Cost avoidance
in one year

£35k

Robin Hood Festivel

£8k

Invested

£53k

£5,510

Invested

Invested

Communications
& Marketing

Invested

Increase in
attendance from
the previous
year.

100%

The biggest ever response to
a Council consultation with
38,412 comments and 1,600
responses to the Strategic
Plan consultation.

Budget Challenge

Invested

Savings created through
successful campaigns which
resulted in increased number
of Shared Lives, respite, short
break, and outbreak carers.

£10k

Invested

Invested

£20k

2013 Summer Drink Drive
campaign resulted in 10
fewer collisions (which can
cost public services up to
£1.9m each) than the
previous year where
alcohol was a contributory
factor.

Independent Living

of cost avoided

£127,355

Road Safety

Brand Awareness
More consistent and
professional use of brand,
leading to greater recognition
of the Council and its services.
Resident satisfaction increased
to 63% from the 2008 baseline
of 23%.

of brand in 1 year

Customer satisfaction

63%
17%
Increase in awareness

Making significant savings through
awareness raising and promotion of
services or lifestyle changes that will
improve resident’s lives and avoid future
major costs to the Council.

Cost Avoidance

Increased customer satisfaction and
perceived value for money through
greater awareness of Council services
presented in a consistent and professional
style

Reputation

Income generated through the
increased take-up of services and new
advertising opportunities made
available.

Income Generation

communications & marketing
outcomes of strategic communications 2013/14
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2010/11

1.2m

40%

based on 2009/10 results (as
no figures for 2011/11)

26/7/11

2011/12

428K

47%

Delivery of an integrated
campaign to recruit foster carers
and adoptive families. The
audience researched campaign
resulted in a 100% increase in
enquiries for both fostering and
adoption.

First year the newly centralised
Communications and marketing
delivered an integrated campaign
to promote the festival. This
resulted in a 33% increase in the
number of visitors from the
previous year.

poster
Inf A2

Fostering and Adoption
March 2012

Robin Hood Festival
August 2011

2012/13

428K

Marketing Budget

Resident Satisfaction

63%

428K

58%

emailme launched to provides
residents with regular emails on a
range of topics council services.
This has delivered significant
savings and proved popular with
24,000 people registered by June
2014.

Emailme
October 2013

2013/14

The Communications and
Marketing Group was awarded the
most prestigious award at the
Local Government Association
annual awards in recognition of
the consistent high quality of its
communications and results.

Consistent and professional
presentation of the Council brand
on all 260 buildings and 700
vehicles. In 2013 awareness of the
brand increased to 50% from 33%
the previous year.

LG Communications
award
June 2013

LG Communications
award
June 2013

Building and Vehicle
branding
November 2012

2014/15

309k

Survey to be
conducted in
October 2014

3 new audience based
publications developed to replace
County News. ‘County Life’ was
delivered to all residents in March
with Family Life completed in July
and ‘Your Life’ to follow in October.

New ‘Life’ publications
March 2014

communications & marketing
improvements in strategic communications 2010/14

