
 
 
 
 
 
 
Policy and Finance Committee      

 
Date:  24 February 2020 
 
Title:     Communications Update  
 
Purpose of the Report: To provide Committee with a six-monthly 

update in respect of Town Council 
Communications. 

  
Contact Officer: Sue Perry, Senior Administration Officer 

(fixed term) 
                                                     Sarah Sandiford, Head of Democratic & 

Central Services 
 

 

Corporate 
Objective/s 

 Leighton-Linslade Town Council Five 
Year Plan: Objective #1: to regularly review 
how we communicate and seek to embrace 
new technologies.  

Implications:   

Human Resources  X None  

Operational/Service 
delivery 

X None  

Procedural/Legal X None  

Financial  X None  

 
1. RECOMMENDATION 
 

Should Members be minded, the proposal is: 
 
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 Community engagement takes place through a variety of platforms 

including a printed newsletter, public consultation exercises, a website, 
social media, market stalls and community events.  

 



2.3 In line with the Localism Agenda and e-Government and rapid 
developments in technology, the Town Council continues to increase its 
investment in electronic media, communicating with residents through 
multiple channels.  

 
2.4 Whilst recognising that there is still an important place for print, increasing 

public expectation has prompted a stronger investment, both financially 
and in terms of resource, to our online presence. We continue to develop 
our communications using the LLTC Website, Market Website, Facebook, 
Twitter, Instagram, Mailchimp, Survey Monkey, YouTube and the LLTC 
app.  

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

communications work plan is in place. Overall, it is clear that a multi-
faceted approach is now expected by the community and is essential to 
keeping the community engaged.  

 
 
3. WEBSITE 
 
3.1   Content has been enhanced by training in a design package (Canva) to 

assist in creating professional looking posts, using the Town Council’s 
branding, in the appropriate file size and resolution for web and social 
media use.  

 
3.2 We have incorporated an online form on the refreshed Grants and Awards 

page, to offer an additional and more convenient method of applying whilst 
still maintaining the previous download and paper-form methods as an 
option. The form enables applicants to upload supporting documents 
securely, and in line with GDPR. 

 
3.3 We have learnt how to adapt the website’s Christmas Festival Expression 

of Interest form in-house, to be suitable for use for other future events, 
saving the expense of enlisting Aubergine’s services each time.   

 
3.4 Following the installation of Buzzard Free Wifi to the town centre, a splash 

page and a landing page were developed. We will report on hits to this 
page from next month. 

 
3.5 Work is now underway in developing a new look Leighton Buzzard Market 

Website. The framework and branding work is with developers and 
Council staff are currently working on the revised content, aligning with the 
review of market policy and procedures.   

 
4. TOWN COUNCIL APP  
 
4.1 The LLTC app has had 388 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. 

 



5. ELECTRONIC SIGNAGE  
 

5.1 Content for all four electronic signs is planned alongside our wider 
communications messages using our digital content planner and content 
is communicated in advance on the first page of members’ weekly 
newsletter. 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.  
 

5.2 At the time of writing, two signs are offline and out-of-date messages are 
displayed. For reasons of safety, rebooting of the by-pass sign must be 
carried out by the Highways team at Central Bedfordshire Council and this 
has been requested.  

 
6. SOCIAL MEDIA  

 
6.1 The recent social media campaign for the Christmas Festival weekend  

once again highlights the huge potential reach social media presents to 
us, with the Facebook event reaching 70.1K people and 3.4k people 
directly responding (liking, sharing, clicking ‘going’ or ‘interested’) 

 
6.2 In 2019, 1000 posts were scheduled across 11 profiles (Facebook, Twitter 

and Instagram). In addition, Town Council profiles are monitored daily for 
messages and comments. In the interests of community engagement, the 
Town Council also posts instantly when public-interest matters arise and 
endeavours, where appropriate to like, share and comment on partner 
organisation profiles.  
 

7. ANALYTICS 
 
Website: 
 

7.1 Website analytic reports continue to be sent to us with a breakdown 
summary from our website provider to see what users of the sites are 
visiting the site for. 
 

7.2 We are further looking to identify patterns and trends. This will help us 
understand what areas are of most interest to visitors to the site and assist 
targeting our campaigns. The analytics reports are reviewed every month.  
 

7.3 Looking at the monthly statistics between September 2019 – January 
2020, the following web pages are consistently in the top ten most visited: 
Astral Park, Events, Contact Us, TACTIC.  
 

7.4 In October the Living History Day page was in the top ten most visited 
pages and the Christmas Festival Weekend page was in the top ten for 
October, November and December 2019. 
 



7.5 From November to January, the pages for Councillors, The Mayor, 
Meetings, Venues and Services A-Z featured in the top ten most visited 
pages.  
 

7.6 New on the list in January 2020 and straight into the top ten most visited 
pages was the Buzzard WiFi page.  
 

7.7 Despite “Contact Us” appearing consistently in the top ten pages, actual 
contact forms submitted vary from 18-33 per month during this period. 
 

7.8 Downloads of publications on the site varied from 97 in January to 609 in 
November (of which 430 were the Christmas Festival event programme). 
Cemetery Fees & Charges and the Children’s Trail are consistently in the 
top downloaded publications each month.  

 
  
 Social Media: 
 
7.9 We currently have 15.79K followers across our social media profiles, with 

just under 4,000 people following the main Town Council Facebook profile 
and over 7,000 following the Facebook profile for Parson’s Close 
Recreation Ground.  In a relatively short time the number of followers on 
Instagram (only launched 2018) has grown to 770.  

 
7.10 We continue to see a steady increase of both followers and engagement 

across all platforms.  
 

7.11 Analytics advise us that a significant proportion of followers across all 
platforms are female and in the age range 35-44. 
 

7.12 Using Hootsuite’s and the Insights on our Social Media sites we have been 
gathering information on how our followers engage with our posts.  
 

7.13 Using this information, we can better target our approach in terms of type 
of post, and time of day to reach a specific demographic etc.  
 

7.14 Some of the most popular posts since the last report (based on 
interactions with the post) include: BMX track mid-build, BMX track 
completed, Christmas tree up, award of Honorary Freeman, launch of 
town Wi-Fi.  

 
 
8.   DOWNLOADS  
 
8.1 There have been 414 downloads of the Buzzard Trails app since its 

launch.  
 
8.2 Subscribers to the email editions of About Town Newsletter stand at 349, 

which had reduced following the essential GDPR clean-up, but we 



typically see around 25 downloads of the magazine per month from the 
website.  
 

8.3 Other items regularly downloaded from the website are ‘Cycle of 
Meetings’, cemetery information, ‘fees and charges’ documents and event 
programmes 

 
9.   BRANDING  

 
9.1 Branding guidelines are to be reviewed later in the year as inconsistencies 

exist across use of the LLTC brand palette.  
 

9.2 One of the fonts used by the Market brand is not compatible with the level 
of online Accessibility we are required to meet and has been changed.    
 

9.3 Brand template review will lead to a large body of work. This has been 
scheduled to take place after the Market Website Refresh project.  

 
10.0 INTERNAL PROCESSES 

 
10.1 Internal processes are continually reviewed to ensure well planned/written 

content is published via our website, social media platforms and 
publications.  

 
10.2 To compliment the use of our digital content planner, a month’s overview 

of proposed content is now planned up to three months in advance and 
presented to Heads of Service to share with their teams for input. 

 
10.3 Individual stakeholder meetings are held and content is planned.  
 
10.4 The final draft schedule is added to the content planner on the shared 

drive for visibility.  
 
10.5 Planning further ahead gives more time for coordinated communications 

across the whole Town Council, with shorter, more targeted meetings. 
This saves working hours across the council. 

 
10.6 In the event of staff absence or national disaster (see 11) there is 

transparency for Heads of Service as to upcoming communications. 
Senior staff can quickly decide on necessary changes.  

 
11.0 Contingency Planning: 

 
11.1 Further consideration has been given to communication processes in the 

event of the death of a senior figure or any other national or international 
disaster. 

 
11.2 Website and social media communications process has been updated 

with instructions for any senior member of staff to remove scheduled 



content and replace with an appropriate content from the Town Clerk on 
behalf of members. 

 
 
12.0 CONCLUSION  
 
12.1 We are committed to meeting the continued expectation of the public to 

offer information and engagement across multiple and ever-involving 
platforms. We respect that all members of the community are not online 
and many people face physical barriers accessing public information.  

 
12.2 With this in mind, officers work to ensure that Leighton-Linslade Town 

Council continues to assess and evolve communications, so that all 
residents are able to have, not only awareness of Town Council activity, 
but opportunity to engage with us in the manner most convenient to them. 

 
 
 
End.  
 
 
Social Media examples: 
 
 
  

This tweet had 1599 
impressions 



 
 
 

 

  

This Instagram post prompted 23 likes and comments.. 

.and this Facebook post reached 2243 people and had 106 engagements 



Some screenshots of our website: 
 
 
 


