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#UnAwards18 ENTRY // NOMINATION FORM

Please complete this entry form and email it to admin@comms2point0unawards.co.uk 
by 25 October 2018 (midnight)

You are able to send one piece of supporting information to help with your entry (but 
please only send one as our judges will not be able to look at any more than this) 

Thanks.

your name
Josephine Graham submitting on behalf of Geoff 
Podmore

your email address
josephine.graham@bradford.gov.uk
geoff.podmore@bradford.gov.uk  

your organisational @twitter
@bradfordmdc 

your personal @twitter [optional]
Team members include:
@iojosy
@AlbFreeman
@DPabial

category entered
BEST COMMS/DIGITAL TEAM

name of organisation/team/individual 
being entered/nominated

Bradford Council Marketing and Communications team 
(marketing and communications officers) 

Team consists of:

Head of Marketing and Communications
 Geoff Podmore

Marketing and Communications Officers
 Albert Freeman 
 Alice Marshall
 Caroline Taylor (part time)
 Clare Bussingham
 Davinder Pabial
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 Duncan McKnight 
 Helen Wong (part time)
 James Lee 
 Josephine Graham (part time)
 Paul Langan
 Paul Mitchell
 Steve Hemming
 Thomas Atcheson  (currently on secondment at 

NHS)

Marketing Officer (part-time, fixed term contract – waste 
and recycling project)

 Elizabeth Bailey

name of entry
Through ‘dangers untold and hardships unnumbered’, 
we deliver.

date project delivered [to / from]
n/a – all year!

campaign/project budget
Like most public sector communications teams, the 
Bradford Council Marketing and Communications team 
has steadily declined in number since 2010, generally by 
posts not being refilled when people left or retired. 
The team suffered a striking blow in 2017 when our 
staffing was cut by about 25%. The team underwent a 
restructure which saw five staff leaving through 
voluntary redundancy or redeployment, while other staff 
moved on to pastures new, prompted by the uncertainty 
to look for a different opportunity. 
In the ‘new world’ all team members were also 
‘generalised’ – the press office and marketing teams 
were amalgamated into one team of marketing and 
communications officers, all with the same job 
description, but with each person bringing their own 
unique expertise, specialist skill, knowledge and 
experience to the group. 
During 2018 we have welcomed two talented new 
colleagues to the team, and now, a year after the new 
structure was put in place, we have redrawn and 
regrouped, and can now claim to be a much smaller but 
still very strong team, delivering fantastic outcomes 
despite our diminished number.

brief description of objectives
Taken from our job description, the team’s primary 
objectives are:

“To provide comprehensive internal and external 
marketing and communications support as part of 
the Office of the Chief Executive’s provision of 
effective support to the managerial and political 
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leadership of the Council; advocacy for and 
positioning of Bradford; and the exploration and 
exploitation of opportunities for marketing and 
communications collaboration across all sectors, 
locally, regionally and nationally.

“To develop and implement fully integrated 
communications and marketing strategies to 
provide flexible, innovative and quality support to 
the delivery of Council Plan and District Plan 
priorities, and specifically the Outcome Delivery 
Programme – contributing, as part of an 
integrated Outcome Delivery Team to the 
development and delivery of Outcome Team work 
programmes.

“To plan, produce and deliver marketing and 
communications campaigns and materials; co-
ordinate proactive and reactive media relations 
and PR activity; and develop and support online, 
digital, social media and e-communication 
initiatives – for a wide range of stakeholders and 
audiences.”

In short – the team are multitasking, multitalented 
professionals, juggling every demand that is thrown at 
them – from tweets to press releases, integrated 
marketing to internal nudging and much more. 

The team is outcome led, with every activity expected to 
support one of the council’s priorities - in fact all the 
officers are allocated to one of these outcomes:  

 Better skills, more good jobs and a growing 
economy.

 Decent homes that people can afford to live in.
 A great start and good schools for all our children.
 Better health, better lives.
 Safe, clean and active communities.
 A well-run council, using all our resources to 

deliver our priorities.

The team’s primary audience is of course our residents 
and publics in the district – we take our public servant 
duty very seriously and are at pains to do what we can, 
within our sphere of influence, to ensure our taxpayers’ 
money is spent wisely.

Of course the team also works to our leadership, and at 
the drop of a hat will deftly turn their hand to one of our 
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‘office of the chief executive’ primary aims – ‘positively 
positioning Bradford’ – this priority is the trump card 
which must beat everything else when it comes to 
prioritising work. 

brief outline of strategy/plan
It is a bustling team and each officer/outcome team is 
responsible for their own planning and delivery, whether 
on a long term campaign such as registering for 
elections, high prestige events such as support for the 
Tour de Yorkshire, ongoing support for highly scrutinised 
services such as adults and children’s services, meeting 
the public’s expectations for matters such as waste 
collection or gritting, and all the while keeping staff 
informed and engaged. 

The team manages the push and pull of reactive work, 
while also consistently delivering quality work, on time 
and to budget, for our proactive projects.

The team have adapted to change and upped their 
game in the new structure. Since the restructure and 
‘generalisation’ of colleagues’ roles, there has been a 
steep learning curve for most staff, learning the broader 
range of skills required in the ‘new world’. Some had to 
learn new skills in handling media, while others were 
approaching a marketing plan for the first time. 
Everyone has had to learn new systems – our social 
media planning software, the press enquiries and 
releases package, intranet content management and 
more. There are shared inboxes to monitor, the ‘single 
point of contact’ phone to answer, social media accounts 
to manage, papers and publications to read, and let’s 
not even get into all the ‘horizons’ the team must ‘scan’. 

It has been a stressful time for many – the feeling 
expressed that “everyone has to do everything, all of the 
time.”

Nevertheless the team members have handled this with 
good spirits, positively (most of the time - everyone is 
human!) and all the time being incredibly supportive of 
each other. People have shared skills with colleagues, 
listened, helped and encouraged. Throughout 
challenging times of change, an office move (which also 
involved moving to a ‘clean desk’ flexible working 
environment), adapting to new skillsets and systems, the 
stresses of being further under-resourced during 
recruitment processes. The team has remained resilient 
and unflappable, consistently delivering excellent work 
which makes a difference. 
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what did you deliver and how did you 
measure it?

The team delivers fantastic work every day. As we know 
with proactive and reactive communications, sometimes 
there is a clearly measurable outcome, while other times 
the only insight into how successful you have been is 
managing a negative storyline with dignity, transparency 
and mitigating against the worst case scenario of major 
headlines and an over-inflated bad news story. 

To distil a year’s worth of successes, delivered by 14 
people, into a few paragraphs, here are a couple of 
examples and stand-out successes delivered by the 
team.

Winter weather communications
February and March 2018 saw spells of extremely cold 
weather, which posed risks to local people's health, and 
led to disruptions to Bradford Council services. Citizens 
expected, and needed, regular updates, so the 
communications team had to act quickly.

Whilst most team members were working from home, 
everyone worked as team, communicating on 
WhatsApp, to get the communications moving.

We used multiple channels, including website, social 
media, media releases and email updates to share 
information about service disruptions, planned gritting, 
and advice on how to help vulnerable people. We 
worked collaboratively with front line services and 
creatively used photos of staff and local people working 
hard to help others, to boost goodwill and show the 
council’s appreciation for what people were doing.

We set up a new ‘extreme weather’ topic on Stay 
Connected, our email news service. 
During the first week of heavy snow, 6,200 new people 
signed up for the extreme weather emails as a result of 
the Council's proactive campaign. The emails achieved 
an average open rate of 68%, peaking at 75% on the 
fourth day. The average click rate was 14.6%, more than 
twice the average click rate for all other Bradford Council 
emails in February.

Our communications helped keep people safe – there 
was a significant increase in referrals for cold weather 
provision for homeless people and on average the 
Council housed 18 people each night. This is more than 
twice the average for a normal cold night.

We drove traffic to the website which saw 28,000 
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website visitors on the busiest day. In fact this was not 
just the busiest day of that week, but the busiest ever 
day on our website. And the four busiest days ever on 
our website were all that week.

A number of residents sent positive feedback, including: 
"Thank you for providing up to date information during 
the bad weather, it's much appreciated. Bulletins were 
issued throughout the days and sometimes more than 
once a day."

Tour de Yorkshire
The attractions of the Bradford district’s landscape to the 
professional cycling fraternity mean the Tour de 
Yorkshire has become annual ‘business as usual’ for the 
marketing and communications team. This year (2018), 
following staff reductions, one of our number, Alice 
Marshall, almost single-handedly delivered the 
marketing and communications support, whilst still 
managing a massive workload on other ‘day job’ 
priorities. 

Communications, including a raft of media releases, 
Stay Connected email newsletters and social media 
posts over many months ensured the Council 
communicated the right messages at the right time:

 Publicising the event itself to bring visitors and 
locals to watch the race

 Providing road closure information for residents 
and businesses on the route

 Creating engaging content about art installations, 
road decorations, community activities etc.

 ‘On the ground’ co-ordination of freelance 
photographers, setting up interviews and 
supporting Welcome to Yorkshire on media 
management

 Producing a constant flow of engaging and visual 
content on the Council’s Twitter, Facebook and 
Instagram accounts

The success of the communications meant that 
spectators flocked to the roadsides, had a great time 
and there were minimal complaints about disruption. 
Bradford district was shown off to the world in the best 
possible light.

Some of the success can be shown on social media. For 
example, a ‘#TeamTuesday’ themed round up on Twitter 
generated some brilliant engagement, where the top 
post had 18 retweets and 63 likes.
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Silsden gas incident (crisis communications)
The professionalism of the team was displayed during 
an emergency situation which happened on Easter 
weekend 2018.The gas supply to Silsden, a village in 
the Bradford District, was cut off during a time of 
extreme cold, affecting 3,500 homes.

Working with the lead partner, Northern Gas Networks 
(NGN), our on-call marketing and communications 
officer supported the effort to get important information 
to residents.  

We used our relationships, networks and accounts to 
increase the reach of NGN’s communications, signpost 
people to information and support, scan for public 
feedback, demonstrate the Council’s involvement and 
support, and provide as much assistance as possible to 
help the situation for residents of Silsden. 

Our communications helped people know where they 
could go for a free, hot shower, helped recruit volunteers 
to deliver printed information and check on vulnerable 
people, and helped people feel recognised and 
supported during a difficult emergency time. 

The results show how much we captured the audience’s 
attention. The Bradford Council Facebook post about 
the incident was updated 26 times over the four days it 
took to fully connect the village back to gas. During this 
time the post gained 128 shares, 29 likes, 58 comments 
(not including those made by our own account) and 
reached 24,514 people.

The partner was delighted with the support and this 
great partnership working resulted in a joint press 
release between NGN and Bradford Council thanking 
the people of Silsden for their patience support and 
resilience. It was a clear case of making a genuine 
difference to people’s lives.

Waste and recycling
The team’s recycling and waste output has brought 
some tangible results to a subject high on residents’ 
agendas. 

The main campaigns this year were annual garden 
waste collection service, change in service to alternate 
week collections, including introducing new recycling 
items with no separation needed, and a campaign to 
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reduce contamination. Communications included:
 Social media engagement weekly, or more often 

when there  are specific campaigns
 Use of Facebook ads for targeted messaging 
 Stay Connected email newsletters started in 

January 2017 with no subscribers. The subscriber 
base has been built to 22,000 subscribers, 
sending bulletins on average once a month with 
others in between where needed to get 
messages out about key information – such as 
changes/delays to bin collections, or during 
specific campaigns.

 Letters, leaflets, ‘sorry we missed you’ cards, bin 
stickers and display material for recycling team 
doing promotional events and recycling advisors 
engaging with residents on a daily basis

 Radio ads on Pulse for garden waste and service 
changes

 Chargeable garden waste collection service (now 
in its third year) – the combined effort of 
marketing working with the service has resulted in 
annual subscriptions of around 35,000 
subscribers each year across district.

Difficult messages and sensitive subjects
Working in a Council communications team can present 
some very challenging scenarios. Some of the most 
difficult themes our team has tackled this year include 
the emerging story of CSE (child sexual exploitation) 
gangs and potentially controversial changes to some 
children’s services such as the ‘early help’ provision. 
Colleagues handling these issues have provided valued, 
trusted advice to the services involved, to help manage 
the message in a way that maintains honesty, integrity 
and sensitively to people affected.

what were the outcomes/benefits?
While each member of the team has his/her own 
projects and objectives to achieve, the team also works 
together brilliantly and supports each other.

Over the course of the last year the team has pulled 
together both for planned and unplanned work, from ‘all 
hands on deck’ for election night (and the day after!), to 
tackling emergency winter weather communications with 
speed, resilience and creativity.

The team collaborates on spontaneous plans (a 
summertime drive to promote our staff on Twitter with a 
#TeamTuesday hashtag drew some welcome 
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engagement) as well as more predicable projects – such 
as our co-operative, team-based approach to adopting 
the GDPR changes.

The team’s combined effort on social media earned 
Bradford Council a recent ranking as the ‘eighth most 
engaging social media’ in the country. (Source: PR 
Week)

Despite having less than one person doing internal 
communications, for an organisation of over 8,000 staff, 
the internal communications output is described as 
excellent, with, for example, 55 relevant and engaging 
stories being published on the intranet during the six 
weeks from 4 September to 16 October.

Our email service, Stay Connected, goes from strength 
to strength. All marketing and communications officers 
have access to the system and newsletters are 
produced regularly on themes such as waste and 
recycling, upcoming events and local partnership and 
business news. We are speaking to a range of 
audiences about subjects they care about and this is 
demonstrated by our subscriber numbers. We have 
88,000 email subscribers, an increase of 31,000 over 
the past 12 months. 

Between them, our subscribers have a total of 370,000 
topic subscriptions, which is an increase of 243,000 over 
the past 12 months. Our email engagement rate is 
75.8% (the percentage of people who either open or 
click on our bulletins). These amazing figures have not 
come about by chance – our self-confessed digital 
communications measurement ‘geek’, Albert, who uses 
his expert knowledge of algorithms and data sets to 
make sure our social media and email marketing hits its 
mark.

And of course, when it comes to teamwork, team comes 
before work. And can you really call yourself a team if 
you don’t share cake? So as well as working together to 
achieve our objectives for #TeamBradford, we also keep 
team morale up with those things that make the 
workplace just a little bit nicer. Birthday cards for all 
team members, regular homemade cakes, and sweeties 
from our holidays are some of the things we do to let 
each other know we care. 

Geoff Podmore, Head of Marketing and 
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Communications, said: “I’m very lucky to have a team 
of highly skilled communications and marketing 
professionals. Despite an increasingly difficult local 
authority budget context and the disruption and 
uncertainty of a restructure they have continued to work 
together to share their knowledge, support our internal 
and external clients, and improve the lives of everyone 
who lives, works or plays in the Bradford District.

“Like most places Bradford District has its challenges. 
This sometimes mitigates against conveying a positive 
image but that doesn’t stop the team combining ideas 
and innovation with tried and trusted communications 
tools to try to represent Bradford – Council, city and 
district – in the best light possible to local, regional, 
national and global audiences.

“We don’t always succeed. We don’t always get it right. 
But that’s not for the want of trying.

“I’m also pleased to say that our new Assistant Director 
for Office of the Chief Executive, recently appointed from 
outside the organisation, has already made a point of 
praising the universal professionalism and knowledge of 
the various team members he’s worked with in his first 
few weeks in post.” 

tell us why you should win 
[in no more than 100 words]

Like most teams, we have a tough job to do, with an 
ever diminishing resource to do it. 

What makes us special, is that despite new ‘generalised’ 
roles, and much unfamiliar territory to negotiate, we still 
retain all our unique and quirky charms, bringing our 
talent, creativity, humour and resilience into the melting 
pot of Bradford Council’s marketing and communications 
team, to do a bl++dy good job.

One year into our new structure, we have gelled as a 
new team and have a raft of successes under our 
collective belts. As we look forward to 2019, the only 
way is up!


