
 
 
 
Policy and Finance Committee      

 
Date:  September 2019 
 
Title:     Communications Update  
 
Purpose of the Report: To update Members in respect of Town 

Council Communications. 
  
Contact Officer:  Amy Holden, Senior Administration Officer 
 

 

Corporate 
Objective/s 

 Leighton-Linslade Town Council Three 
Year Plan: Objective 15: to expand and 
consolidate opportunities for two-way 
dialogue with residents and ensure greater 
community engagement in, and awareness 
of, Town Council activity. 

Implications:   

Human Resources  X None  

Operational/Service 
delivery 

X None  

Procedural/Legal X None  

Financial  X None  

 
1. RECOMMENDATION/S 
 

Should members be minded, the proposals are: 
 
1.1 To note the report. 

 
2. CONTEXT 
 
2.1 As a publicly funded body, Leighton-Linslade Town Council has a duty to 

actively engage with the local community, providing information regarding 
its activities and proposed future projects, seeking feedback from 
residents and raising awareness of the Council and its remit within the 
Parish. 

 
2.2 Historically, community engagement has taken place through a variety of 

forums including a printed newsletter, public consultation exercises, a 
website and community events.  

 
2.3 More recently, following the rapid developments in technology and the 

advent of the Localism Agenda and e-Government, the Town Council has 
moved further towards electronic media, communicating with residents 



through channels including LLTC Website, Facebook, Twitter, Mailchimp, 
Survey Monkey, YouTube and its own app.  

 
3. COMMUNICATIONS UPDATE 

 
3.1 To ensure we have a clear direction and to help improve efficiency a 

communications work plan has been created (see below) and will be 
included in all future communications update reports. Overall, it is clear 
that a multi-faceted approach is needed and that the range of tools we use 
for communication is continuing to expand.  
 

3.2 Website:  
 
The new website launched in July after months of in-house preparation 
work creating pages, re-working content and preparing graphics.  
 
The new website layout was designed based on findings from the 
Websites Google Analytics. The top searched for subjects and most 
visited pages were featured as key posts on the homepage.  
 
The content management portal of the website was designed with ease of 
content updating and design changes at the forefront of the project. This 
was achieved by the creation of strips, there are 20 in total to choose from 
and can be used in a drag and drop manner to easily create effect 
webpages.  
 
The site now includes the three integrated sites for LLTC, Astral Park and 
TACTIC. This new approach will allow for seamless administration to 
update all websites going forward.  
 
Each website received a design refresh, and now all follow a consistent 
theme but carry some brand individuality to ensure they are viewed as 
separate entities but are recognised as part of the wider suite of LLTC 
services.  
 
The next stage will be to upgrade the content management system 
currently in place for the Leighton Buzzard Market Website. 
 
 

3.3 App: the LLTC app has 354 active downloads and continues to be 
promoted via About Town and social media, as well as a dedicated panel 
on the homepage of the main LLTC website. 

 
3.4 Electronic signage: All four signs are now in place and have been well 

received. Content is being planned alongside our wider communications 
messages using our digital content planner, although the limited software 
capabilities require that messages must be manually uploaded or deleted 
real-time (no scheduling), meaning that messages cannot be changed out 
of standard office opening hours. 
 



3.5 Analytics: The data dashboard which pulls figure relating to all 4 websites 
from google analytics has been in place since September 18. The reports 
are sent to us with a breakdown summary from our website provider.  
 
This information was invaluable to us leading up to the start of the website 
refresh project. It allowed us to see what users of the sites are visiting the 
site for, where they are coming from and what they are spending their time 
looking at. 
 
Please see attached August reports for your perusal.  
 
 

3.6 Branding:  
 
Aswell as refreshing the TACTIC webpages, it was decided that as part of 
the project TACTIC’s branding would also undergo a re-design.  The basic 
concept was kept but the colours, font and text updated. A building 
illustration was also commissioned. 
 

 
 

 
 

 
Work is now underway to create a suite of templates using the new 
branding to build a more seamless and recognisable brand for the service. 
 
Branding guidelines will be updated to incorporate branding representing 
all LLTC owned branding including the new TACTIC branding, community 
events, The Children’s Trail and Leighton Buzzard Market. This will ensure 
that any parties promoting these assets will utilise the correct fonts, 
colours and branding messages in all marketing activity.    
 

 
3.7 Internal Processes: Internal processes are continually being worked on 

and improved to ensure well planned/written content is published via our 
website, social media platforms and published publications.  
 
As well as use of a digital content planner, an internal communications 
process has been created. This will provide a clear method for officers to 
follow to ensure key messages are getting out there in a pre-planned, 
organised manner.  
 



It will ensure each team is working simultaneously to improve project 
communication lead times. 

 
 

4. SOCIAL MEDIA  
 

 
4.1 Social media Campaigns: This year’s social media campaign for Linslade 

Canal Festival again highlights the huge potential reach social media 
presents to us, with the Facebook event reaching 78.8k (showing on peoples 
newsfeed) people and 5.8k people directly responding (liking, sharing, 
clicking going or interested)  

 
4.2 Content Planning: On average 30 posts are pre-planned and scheduled 

across 11 profiles (Facebook, Twitter and Instagram) per week. In addition, 
Town Council profiles are monitored daily for messages and comments. In 
the interests of community engagement, the Town Council also endeavours 
where appropriate to like, share and comment on partner organisation 
profiles.  

 
4.3 Social Media Monitoring and Growth:  

 
We currently have 19’793 followers across our social media profiles, LLTC 
app and About Town Newsletter Sign ups.  
 
We continue to see a steady increase of both followers and engagement 
across all platforms.  

 
5. CONSULTATIONS 

 
5.1 A consultation regarding future cemetery capacity ran between May and 

August and generated 178 online responses. The consultation was promoted 
via social media and website as well as press advertising. In addition to the 
online responses received, a number of drop-in sessions took place on the 
market, at the White House and at Vandyke Road Cemetery. Responses are 
currently being analysed for reporting to the Grounds and Environmental 
Services Committee. 

 
5.2 Whilst not an LLTC-driven consultation, the Council did help to promote the 

recent Central Bedfordshire-led town centre survey via its electronic media 
and it is understood that the level of response was greater than anticipated.  

 
6. CONCLUSION  

 
6.1 The continued engagement/reach clearly identify the websites and social 

media channels as key methods of communicating therefore the Town 
Council will continue to invest in them.



COMMUNICATIONS WORK PLAN  

Projects Objective Update Next steps 

LLTC Website to include:  
www.leightonlinslade-
tc.gov.uk  
 
www.tactic-centre.co.uk 
 
www.astralpark.co.uk  

Complete refresh of the main LLTC 
website, creating a more seamless 
design and user friendly 
experience.  

The new website is now live 
and has so far been well 
received  
 

Continue development of the 
community section of the 
website, including events 
and leisure offerings.  
  

Market Website  
www.leightonbuzzardmarket
.co.uk)  

The market website was launched 
in September 2017 as part of the 
market relaunch project. 

The trader section of the 
website has been developed 
and now includes an ‘apply’ 
page which includes all 
documents needed by a 
potential new trader.  
 
The page also includes an 
online contact us form.  

The next steps on the 
development plan include 
upgrading the content 
management system to 
mirror the main LLTC Site 
framework. 
 
Create a dedicated ‘traders’ 
section which will include 
details on all traders: what 
they sell, links to their 
website and social media 
profiles. 
 
 

Google Analytics 
Dashboard  

To create a personalised 
dashboard on our Google Analytics 
account to help monitor visitor and 
download stats. 

The data dashboard has now 
been implemented and 
monthly reports are received 
containing all planned KPI’s. 

Continue to monitor KPIs, 
add make changes to our 
communications dependent 
on results. 

http://www.leightonlinslade-tc.gov.uk/
http://www.leightonlinslade-tc.gov.uk/
http://www.tactic-centre.co.uk/
http://www.astralpark.co.uk/
http://www.leightonbuzzardmarket.co.uk/
http://www.leightonbuzzardmarket.co.uk/


Town Council App  To provide key information in a 
mobile friendly, easy to use format, 
including being able to send our 
subscribers ‘Push Notifications’ 
(instant alerts). 
 

We have 253 active users. 
The app now has a dedicated 
strip on the LLTC website 
homepage. 

Continue to build followers 
by promoting the app via 
social media and LLTC 
website and use the push 
notifications more.  

Communication strategy Due to the progression in the use of 
digital communication tools we feel 
now is the time to consider 
introducing a communications 
strategy.  
 
This will ensure we have a clear 
direction and processes for staff 
members to follow to ensure all 
departments are working towards 
the same goal. 

After some consideration it 
was decided that the strategy 
would work better as two 
documents: A community 
engagement strategy and an 
in-house communications 
process to be followed by 
officers. 

The Community 
Engagement Strategy is now 
endorsed.  
 
The In-house 
communications Protocol is 
in internal use.  



COMMUNICATIONS WORK PLAN  

 


