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Report to the Policy and Finance Sub-Committee     
from Mike Bodnar, Section Leader, Communications

LTFS
 Marketing ‘Phase Two’

1.
Purpose

To advise the Committee of marketing options to ‘add value’ to the LTFS statutory formal consultation process.

2. Background

From 2 February to approximately 3 March, WRC Communications co-ordinated the Voice your Choice campaign. This was to increase public awareness of key issues in the Ten-Year Plan under development, and to encourage early informal feedback.

The campaign formed Phase One of the overall LTFS marketing strategy. 

Phase Two of the LTFS marketing strategy is about to commence. At its core is the formal submission and hearing process, but this paper suggests some non-statutory initiatives that could enhance that process and continue building a pro-investment environment.

3. LTFS marketing continued

Communications suggests the following initiatives to continue the LTFS marketing:

3.1 Elements April edition

As with the February edition, a four-page insert focusing on the LTFS is suggested. This time the insert will be able to give some practical examples of the local effects of a rates increase.

Although public notices announcing the formal submission process will be placed in the Dominion, Evening Post and community newspapers, Elements provides the opportunity to show in more detail how submissions can be made. For example, we can feature a person or persons who have previously been involved in the formal submission process, allowing them to present their (positive) experiences.

The Voice your Choice campaign results can also be summarised, while the website Forums and email facilities can be promoted as electronic methods for making submissions.

The April Elements is due for distribution on or about the 17th to coincide with the release of the proposed LTFS document(s).

3.2 Tailored press releases

Press releases can be prepared that are tailored to the different constituencies, showing examples of the localised impact of the average regional rate increase. (Tailoring was used to highlight local issues during Phase One).

These would be sent to community newspapers and appropriate radio stations.

3.3 Postcards

A series of six mock “postcards” can be prepared, again tailored to the constituencies. The aim of these is to provide a novel reminder that the opportunity for formal submissions is at hand.

The pictures on the front will highlight a local LTFS issue (such as transport in Porirua, flood protection in Lower Hutt, etc), and will be of high quality.

On the reverse, there will be what appears at first glance to be a hand-written message from WRC Chairman, Stuart Macaskill, elaborating on the issue depicted, and encouraging the reader’s input.

The postcard will be delivered by a distribution company (as with Elements) to each household in the region, not long after the April Elements.

3.4 Radio advertising

Voice your Choice used a month-long radio advertising campaign to reinforce the message. Anecdotal evidence suggests this was heard by a large number of people.

A similar campaign could be run during the formal submission period, explaining how submissions can be made and encouraging public input.

3.5 Radio Talkback

An alternative to the radio advertising is to buy selected talkback spots in which WRC spokespeople could be interviewed regarding the proposed LTFS and the submission opportunities.

3.6 Local meetings

The Voice your Choice campaign encouraged councillors to take advantage of scheduled community meetings (residents’ associations, ward meetings, etc) to discuss the key issues of the proposed LTFS.

This could continue during the formal submission process, and gives local communities the opportunity to find out more details about how the LTFS will benefit (and impact on) their part of the region.

4. Catchphrase

While Voice your Choice was the catchphrase and call to action for Phase One, a suggested catchphrase for Phase Two is Write Now…for a Right Tomorrow, suggesting that time spent writing a submission today will assist in ensuring our plans for the region’s future are representative of communities’ wishes.

5. Conclusion

The Voice your Choice campaign resulted in almost 100 informal opinions and comments being submitted to the WRC on the indicative plans at the time.

A continuation of the marketing strategy should see an increase in formal submissions, broadening the community engagement as required under the Council’s Community Connections programme.

6. Recommendation

That the Sub-committee endorses continuation of the LTFS marketing strategy and implementation of the Phase Two initiatives as detailed.
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