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The landscape for social housing is changing. With a new regulatory
framework, commitment to listening and acting on customer voice and
increasing demand for services, good communication and engagement
has never been more important. By engaging with our customers,
colleagues, stakeholders and partners, we can tell our story and help
them to understand the work we do, our main challenges and successes,
and ultimately develop stronger relationships, built on trust.

Our communications strategy supports our mission, vision and values.

It describes who we are and what's important to us, and gives direction
and structure to how we communicate. Effective communication will help
us to achieve the objectives set out in our business plan and in other key
strategies, protect and enhance our reputation and support the City of
Wolverhampton Council and other partners in delivering on their plans
for the city and its residents.

Our company values
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Our strategies

CSR and Community Investment strategy
People & OD strategy
Customer Offer strategy

Carbon Reduction strategy

Asset Management strategy

Deliver
more and
better
homes

Ensure safe
and healthy

Our Business Plan supports the City of homes

Wolverhampton Council in delivering their
objectives and is based on three
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The seven pillars of the Charter for Social
Housing Residents sets out what our customers
can expect from Wolverhampton Homes:

To be safe in your
home.

The government will
work with industry and
landlords to ensure
every home is safe

and secure.

To have your voice
heard by your
landlord, for example
through regular
meetings, scrutiny
panels or being on

its Board.

To know how your
landlord is performing
including on repairs,
complaints and safety,
and how it spends its
money, so you can
hold it to account.

To have a good

quality home and
neighbourhood

to live in, with your
landlord keeping your
home in good repair.

>

To have your
complaints dealt
with promptly and
fairly, with access
to a strong
Ombudsman.

>

To be supported to
take your first step
to ownership,

so it is a ladder to
other opportunities,
should your
circumstances allow.

To be treated with
respect, backed by

a strong consumer
regulator and
improved consumer
standards for tenants.
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Our approach

Purpose:

We want customers, colleagues and other stakeholders to understand our business
and the landscape we are operating in, recognise the biggest challenges and opportunities,
and take the necessary actions to support us to deliver on our promises.

objectives Be open and honest about how we are
delivering against our mission, vision and
values so customers, colleagues and
+ Demonstrate an understanding of our stakeholders understand what we are
customers through effective targeting doing and how it affects them.
of information relevant to them.

The objectives of this strategy are to:

Develop existing and new channels to
Establish Wolverhampton Homes as provide customers with easy access to
a leading brand for housing, skills and information and self-service options.

technology, that listens and acts on

Support effective partnership workin
customer voice. PP P P g

with the City of Wolverhampton Council
Create communications which tell and local and national partners through
our story and create opportunities for clear messaging.

two-way dialogue to help us to learn

) Ensure we're able to effectively
from our audiences.

communicate in the event of a crisis,
keeping affected audiences updated
and informed if something goes wrong.




Telling our story

Our communication will focus on these key themes to support the Charter for Social
Housing Residents and our Delivery Plan.

Providing good quality, safe homes in thriving communities.

Develop consistent and transparent methods of communicating our performance
against regulatory measures that help keep customers safe and informed.

Supporting our customers.

Creating two-way dialogue with opportunities for customers to be consulted and have
their say.

Promoting our colleague offer and career opportunities with Wolverhampton Homes to
retain local talent in the city and become an employer of choice.

Provide excellent communications on a cost-effective basis, providing high-quality
online services that encourage customers to move to digital by choice.

Our audiences

As a community business, we aim to be as inclusive and accessible as possible.

Our audiences include tenants, leaseholders and Wolverhampton Homes colleagues,
along with other people who access our services including homeless people, homeowners
and community groups. We have developed a communications strategy that will engage
with these different audiences through targeted communications. This will allow us to
tailor our message so that it resonates with the relevant group and provides them with
the information that is important to them.

Stakeholders and partners

Customers and Our People

Communities
The City of Wolverhampton Council

Tenants Colleagues

Senior Management

Our Board

Homeowners and
private renters

Tenant and resident Industry bodies

associations (for example, National Federation of
ALMOs, Chartered Institute of Housing)

Suppliers and contractors



consistent and transparent
methods of communicating
our performance against
regulatory measures that
help keep customers safe
and informed.




Reaching you

We have a range of different channels
available to reach different audiences and
for different purposes. Our aimis to reach
people with information that is relevant to
them and using their preferred method.

The main areas of communication we will
develop are:

Website and self-serve

Our website was redeveloped in 2021 and all
of the information on Wolverhampton Homes
and our services can be found here. We'll
continue to develop our website and we’d like
customers to visit the website first if they have
a question or need more details about one of
our services. Our popular automated chatbot
can assist users to find the information they
need.

Our My Account service gives customers and
potential tenants a quick and secure way of
reporting repairs, checking on housing bids
and paying rent. As part of our drive for
continual improvement, we will be launching
a My Account customer app in 2023 which will
be available for smartphones and tablets as
well as on desktop computers. The app offers
additional functionality, including checking
current and previous repairs and changing
appointments; applying, searching and
bidding for homes; and completing those
everyday transactions that make managing
your home easier.

Targeted email and text messages
Wolverhampton Homes customers already
receive a monthly e-newsletter ‘HomesTalk’
by email, which covers important news and
service updates as well as details of city and
community events. Through audience insight
projects, we plan to expand our email
targeting capabilities to ensure we are sending
the most relevant information to customers
about the services they use or may be
interested in. We know that many people

prefer to receive time-sensitive news by text
message so we are also aiming to offer this as
an option for customers. Electronic methods
of communication will help us to achieve our
environmental targets and are much more
cost-effective than sending out letters and
other printed communication.

Social media

With 84% of the UK population a member of
at least one social network (Statista 2022),
social media is a cost-effective way for us to
broadcast information that is relevant to the
maijority of our audience. Using platforms such
as Facebook, YouTube and Linked In can help
us to reach people with relevant content and
also allow us to share important

messages from partners including West
Midlands Fire Service and the police. Our
social media channels are all open for
comments and messages, with our customer
service teams managing these. They are a
popular contact method for many customers,
creating two-way dialogue and opportunities
for the customer voice to be heard.

Face-to-face meetings

Supporting community groups and voluntary
organisations is a key pillar of our Corporate
Social Responsibility and Community
Investment strategy. Local groups create safe
and welcoming spaces for people to meet
their neighbours and develop connections,
reducing loneliness and social isolation,

and they play an important role in building
relationships with customers and partners.
We support a number of active Tenant and
Resident Associations which hold meetings in
person across the city, with representatives
from WH often available to discuss services
and local projects and initiatives. Customers
are always welcome to attend and get
involved. We have a range of different channels
available to reach different audiences and for
different purposes. Our aim is to reach people
with information that is relevant to them and
using their preferred method. The main

areas of communication we will develop are:



Digital screens

We are installing digital screens in every one
of our tower blocks across the city. This will
allow residents and visitors to stay updated
with news and information relevant to their
home and their neighbourhood.

Printed materials

Despite the increasing shift to digital there is
still a place for printed communication
including posters, leaflets and mail-outs. We
will continue to use these methods when it will
help us to achieve our objectives, keeping in
mind the environmental impact and our aim
for customers to move to digital by choice.

Internal communications

Wolverhampton Homes colleagues have
access to our SharePoint intranet site, )
Microsoft Teams and Viva Engage where all

key internal messages are posted. A monthly
e-newsletter #WHLife signposts colleagues

to recent and upcoming news stories, events,
training and job opportunities. Each office also
has at least one digital screen where
information and upcoming events are
advertised. We promote in-person and

online briefings by senior managers to keep
colleagues informed and we will continue to
send all-staff emails for time-sensitive and
important information as necessary, but these
will be kept to a minimum.

To promote specific initiatives and
campaigns, we also access a range of other
channels including local radio and TV,

Out-of-Home or outdoor advertising, local
newspapers and their websites.

e Ouraim
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Our diverse audience

We want customers to come with us on this journey, and we need to be aware of any
challenges or considerations that could impact this.
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of residents identified as being disabled, compared to 17.7% for England

do not speak English as their main
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have registered their email address to receive
news and essential service updates.



e This strategy
. gives direction and structure
. to how we communicate,

helping to achieve our objectives.




Supporting our strategic priorities
through communication

Universal Credit housing costs

Following the annual rent review in March 2023, we needed to remind
customers in receipt of Universal Credit (UC) to check their updated
housing costs using My Account and update their UC account with the
new information. This action would ensure their UC payment would reflect
the new rent amount and they would not fall behind on their payments.

We emailed all registered My Account users with a reminder alongside
running a small campaign across our social media channels. In the two
weeks of the campaign there was an increase of +227% My Account logins as
customers checked their rent details. Calls to Homes Direct reduced by 25%
as customers were able to get the information quickly and easily through the
online system. This in turn reduced call waiting times for other customers.

y

+227%

increase in ‘My Account’
logins as customers
checked their rent details,
as a result of our campaign.
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website visits and over
350 applications to the
apprenticeship programme.

Apprentice Recruitment

Our apprenticeship programme is very popular as it provides on-the-job
training alongside college-based learning which will set our apprentices up for
a great career which allows them to specialise in their chosen areq, for example,
bricklaying, plumbing or business administration. it's important that we reach
local talent in the city and attract the best candidates for these challenging and
rewarding roles.

The campaign was planned over three weeks on social media, on a range of
job sites, in local newspapers and customer emails. In fact, we had to stop the
social media campaign after just eight days as it was so successful! More than
4,000 people visited our website to find out more about the opportunities and
over 350 people applied for the apprenticeship programme. The applications
were of an extremely high quality, meaning we were successful in recruiting

an excellent cohort of apprentices to support us to deliver services for our
customers in the future.




Our brand is more than just the Wolverhampton Homes logo. It captures
who we are and helps shape our reputation. It's one of our most valuable
assets and how our customers, stakeholders and residents of our city see
and recognise us through our vans, our uniforms and the photos, colours
and language used in the information we send out. Our brand reflects our
beliefs and values, as well as our personality. It is a visual representation of

how we wish to be seen: collaborative, open, approachable and honest.
It's a brand to be proud of, and to ensure the brand remains strong and
trusted, we need our communications to be written and

designed in a consistent way.

Everyone in Wolverhampton Homes is responsible
for our brand. We will improve it through:

« Delivering a good customer experience.

« Addressing reputational issues quickly.

« Use of the appropriate logo and branded templates.

« Following corporate guidelines for language, sentence
structure and tone of voice.

We will update and promote our brand guidelines and toolkits
to ensure all colleagues can use the branding appropriately.
Managers must ensure that all staff apply the brand
guidelines and house style in their work with the help

of the communications team.
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Celebrating success

We want to provide information and service updates in a way that
makes it easy for customers. Wherever possible we will evaluate
communications performance to understand if we have achieved
what we set out to, and how we can improve next time.

The monitoring will vary, but is likely to include analysis
of ‘the three O's’, that is the Outputs, Outtakes
and Outcomes of our work.

Measurement

Outputs

are the most basic form of measurement and look at
what was produced, for example, videos, news articles
or customer emails.

Outtakes

looks at who we reached through our communication.
For example, how many people read the article,
watched the video, or attended our event.

Outcomes

consider how behaviour has changed as a result.
For example, did more customers log onto their
account and update their personal details,

or apply for the apprenticeship programme?






Our goals: year one

—  Deliver outcome-focused campaigns to address
strategic customer-facing priorities.

——  Detailed reporting will demonstrate return on
investment against the campaign objectives.

——  Completion of a social media audit and channel
strategy development.

— Internal comms channel and content audit with
channel strategy development.

——  Employee engagement project.

——  Developing our employer brand to help us become
an employer of choice.

——  Creating a new framework for recruitment marketing.

—— Deliver a project to embed our company values,
striving for customer service excellence for all
colleagues.

——  Deliver an annual programme of leadership
communication to embed our business plan and
support the achievement of our strategic objectives.

——  Support colleagues in HR, Organisational Development,
Systems Development and EDI with outcome focused
campaigns to achieve their internal objectives.






Wolverhampton Homes
Alfred Squire Road « Wednesfield « Wolverhampton « WV11 1XU

www.wolverhamptonhomes.org.uk

0006

@wolveshomes



