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MARKETING AND COMMUNICATIONS 

STRATEGY 2019 – 2022     

‘Commercially focussed marketing and 
communications across the group - driving business 

growth to transform lives.’ 
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1   INTRODUCTION  

1.1 This Strategy supports Stockport Homes Group (SHG)’s Business Plan 
by setting out the marketing and communication priorities for the next 
three years.  

1.2 SHG’s mission of ‘Transforming Lives’ is all about people. 
Communication activity focuses on involving and informing customers, 
partners and other stakeholders about SHG’s work and on engaging 
and motivating staff to consistently deliver excellence.  Marketing 
activity focuses on ensuring the right people get the right messages 
about the SHG services in order to bring in new business.  All this 
means making connections with diverse groups in ways that suit them 
and which optimise the impact of messages - promoting the vision of 
SHG as a transformational landlord, employer, developer, partner and 
commercial business. 

1.3 This Strategy will ensure a consistent, clear, innovative and fully 
integrated approach to marketing and communications.  It builds on 
existing excellence in communicating with customers and enhancing 
SHG reputation by outlining how it will showcase commercial services - 
supporting business growth and transformation.  It provides a 
framework for:  

 managing how SHG communicates with diverse audiences;  

 enhancing its business reputation and building brand awareness;  

 strengthening its relationships and attracting new customers for 
commercial growth; 

 showcasing positive impacts across communities; and  

 challenging perceptions, where necessary. 

1.4 A range of marketing and communications plans and campaigns support 
this Strategy.  These are specific to business areas and reflect the 
individual priorities, personalities and aims of the SHG companies and 
services.  These plans are not necessarily co-terminus with the Strategy 
because they relate to a complex range of objectives and market 
conditions and are sometimes pulled together at short notice in response 
to opportunities.  However, they are all aligned with the aims of this 
Strategy in terms of how it will market its companies and services and 
how it will communicate with its customers, partners and other 
stakeholders. 

2 CONTEXT 

2.1 SHG won a 27 year contract to manage Stockport Council’s affordable 
housing stock and deliver a range of other services for the Council four 
years ago.  Since then it has evolved dramatically as a business while 
maintaining its focus on the 30,000 core customers who live in the 
homes it manages and use its range of services.  It has established 
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itself firmly as a key player in the local economy – almost trebling its 
workforce and building a prestigious base in the Civic Quarter of the 
town.  This not only serves as a business headquarters but is a hub for 
the community.  It has set up a Group structure, with a charitable and 
two commercial subsidiaries and it has ambitious plans for commercial 
expansion.  This will bring in income to support its core business of 
managing disadvantaged neighbourhoods and supporting vulnerable 
people in Stockport.  

2.2 The previous Marketing and Communications Strategy was 
instrumental in helping drive these changes.  Among its successful 
outcomes were: 

Ambition -  

SHG’s brand has been embedded throughout the organisation and externally. 
The launch of three subsidiary companies was ambitious but was successfully 
executed, delivering strong brand identities for Three Sixty and Viaduct and an 
evolving brand for the newly established Foundations.  This work has enhanced 
the reputation and awareness of all the Group’s companies in the public, private 
and charitable sectors. 

 

Social Responsibility –  

SHG has effectively promoted its vast range of additional services, including; 
employment, food and fuel poverty, and community development projects.  
Alongside this, it has promoted charitable and volunteering opportunities so 
staff, stakeholders and partners were able to contribute to the social value 
created across the Group, helping transform lives and build sustainable 
communities.  

 

SHG carbon footprint has been reduced as a result of an increase in electronic 
communication with staff and customers; utilising e-shots and display screens 
in tower blocks. Alongside this Stockport Homes’ approach to printing in an 
environmentally friendly way results in zero waste; using a local company who 
are FSC/PEFC accredited and use only vegetable ink. 

 

SHG has used its specialist expertise to support partner agencies in the third 
sector with their marketing, particularly including its ‘Charity of Choice’ and the 
H3 homelessness charity.  

 

Passion –  

A proactive approach to supporting town centre regeneration and business 
growth in Stockport has resulted in improved relationships with commercial 
partners. Cornerstone as a venue has benefited from this, with commercial 
usage.  Positive relationships have been developed with Greater Manchester 
Chamber of Commerce and also locally through ‘Marketing Stockport’ which 
raises the profile of SHG within the business community. Business development 
activity across the region has also been supported, with effective research 
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carried out into new markets and positioning of SHG companies in those 
markets, through events and conferences, publicity and networking.  

 

 

Innovation –  

Communication with customers has been optimised by exploring new digital 
channels; successfully offering real time communication through online chat 
and Facebook Messenger and Instagram. The use of the new channels has 
enabled connection to more people, improved access and enhanced the 
customer experience.  
 

Marketing campaigns have been boosted through the use of paid advertising, 
which has been a significant departure for an organisation with public sector 
roots.  Targeted campaigns through Google adwords and pay per click have 
meant audiences were reached in the most cost effective way.  This has been 
particularly beneficial for the shared ownership properties in Viaduct, generating 
sales of £2.5million.  
 

The main website for Stockport Homes was delivered during the lifetime of the 
previous Strategy and has demonstrated a 105% increase in overall visits to the 
website and 91% increase in unique users.  

  

Respect –  

SHG works with a wide range of diverse customers, communities and partners. 
Respect for cultural differences and sensitivity in terms of their different 
communication needs has been central to its approach. Publications and digital 
channels have used photography and imagery in ways which allow customers 
and staff to see themselves reflected. SHG has also taken a leading role in 
sponsoring and promoting Stockport Pride, along with a range of other 
community events which supported anti-discrimination messages.  

 

Excellence –  

SHG has continued to showcase excellence through entering and judging both 
housing and business related local and national awards, its success rate in 
winning awards more than doubled during the three years of the last Strategy1.  
This has attracted positive publicity and presented opportunities to deliver best 
practice seminars to enhance its reputation and promote commercial services 
to win new business.  

 

2.3 SHG Board has been clear that it wants to retain its strong commitment 
to existing customers and to Stockport and that its priority is to grow the 
stock portfolio.  It wants business development work to focus on existing 
strengths but also begin to enter parallel markets, do more work in 

                                            

114 per cent in 2016, compared with 31 per cent to May 2019 
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partnership and to operate in a wider geographical area, if opportunities 
arise. 

3 AIM ONE: TO SUPPORT AND ENABLE DIGITAL 
TRANSFORMATION ACROSS THE GROUP  

3.1 SHG is committed to providing clear messages, creative content and 
interactive customer service. There is recognition that some stakeholders 
will continue to prefer face to face or telephone interaction and some 
require written communication. However, it must increasingly focus on 
improving digital communication and access to meet the demands of the 
majority.  There are currently 24 social media platforms in use across 
SHG.  Along with the website this generates an audience of over 50,000 
connections which will grow significantly during the life of this Strategy.  
SHG will meet the demands of this modern audience in the ways outlined 
below:   

3.2 Digital transformation will be central.  Changes to the way customers 
can self-serve and expansion in the range of online services available 
will improve the customer journey, achieve better value for money and 
develop greener ways of working. Multiple websites across SHG will be 
continuously reviewed and developed and investment will be made to 
ensure SHG remains at the forefront of technological advances in 
meeting the growing range of customer and business demands.  
Communication with customers through social media channels will 
continue to be a priority, relevant and interesting content that suits the 
audience will ensure high levels of engagement, a wider range of 
customers accessing information through their chosen platform. Future 
investment in online chat facilities and chatbots will be used, utilising 
technology to improve customer online journeys. Communication 
through social media delivers real time conversation, reduces the costs 
of customer service through telephone calls or reception visits and 
enables customer profiles to be developed to enhance subsequent 
enquiries. 

3.3 Listening to customers is important. Engagement with customers through 
surveys and workshops ensures their communication needs and 
preferences are understood. Investment in new technology to support 
digital services will rely heavily on customer engagement. Listening to 
customers to develop digital services will increase satisfaction and 
ensure that new systems are fit for purpose, through continual customer 
involvement and feedback, systems will evolve and develop to meet 
requirements. 

3.4 Social media is increasingly the fastest, most interactive method for 
reaching ever-mobile audiences across a range of devices. Continuing to 
grow an engaged social media community is essential to ensuring 
targeted marketing and communications.  The use of social media 
channels will increase and these will drive content to different audiences, 
allowing more choice of communication methods.  The reputation of the 
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group is reflected across all of the digital channels and it is essential that 
these effectively showcase the customer and commercial services 
available in an appealing and innovative way.  Commercial services, in 
particular, will be marketed across digital platforms in line with individual 
marketing plans to ensure different channels deliver information in line 
with individual brand personalities, in ways which are relevant to different 
audiences.  

4 AIM TWO: TO COMMUNICATE, ENGAGE WITH 
AND PROVIDE HIGH QUALITY INFORMATION FOR 
ALL CUSTOMERS 

4.1 For customers who are not digitally enabled or prefer to be 
communicated with in print, the customer newsletter will continue to be 
distributed to over 11,000 homes three times a year, along with the 
annual report. These will continue to be supplemented by other printed 
materials such as targeted leaflets, where necessary.  Although 
customers are encouraged to access information digitally, there is 
recognition that this can exclude some customers. So printed versions 
of key leaflets and other documents are available. Images and 
photography within publications will continue to represent Stockport’s 
vibrant and diverse communities. 

4.2 Cornerstone is a hub of information for customers and visitors. 
Information will continue to deliver through digital screens and IT 
equipment and support will be available in the reception area to 
facilitate access. As Cornerstone diversifies and expands its reach into 
the community as a venue of choice, encouragement will be given to 
further groups with more diverse needs to utilise the space and 
encourage communication whilst strengthening relationships.   

4.3 Investment in communication via digital display screens will continue as 
technology advances.  Building on its existing provision in high and mid-
rise blocks, there will investment in screens for sheltered 
accommodation when the technology is available to suit customer 
needs. This will not only improve the speed and optimise the value for 
money in communicating key messages to customers who do not 
engage via social media, but will also support SHG priority of digital 
transformation. 

4.4 Customers have a range of specialist communication needs and SHG 
will continue to ensure appropriate styles, formats and language 
translations are available for its publications. Ensuring high quality 
communication with those groups that are hardest to reach is a priority, 
so benchmarking and customer consultation will take place to improve 
understanding of the communication needs of refugees, traveller 
communities and people with learning disabilities.  
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4.5 Resources will continue to be made available for extensive campaigns 
linked to building safety, this will be achieved, as it has always routinely 
done, after consultation with groups of engaged customers to ensure this 
essential information is clear and that hard hitting messages are 
delivered in a sympathetic manner.  

4.6 Publications and information supporting business growth will be 
developed to promote individual brands and services. Market research 
across the private, public and charitable sectors will be central in 
ensuring targeted marketing plans position the Group’s companies in 
the markets they want to enter and support other business growth 
activity.  

5 AIM THREE: TO ENSURE STAFF ARE WELL 
INFORMED AND ENGAGED 

5.1 SHG’s biggest asset is its people and it has ‘extraordinary’ levels of 
engagement2, with highly performing, passionate, well informed staff.  
There is aspiration to being the number one ‘best not for profit’ 
organisation in the country and to continue to be an employer of choice 
by continuing to engage its staff at every level.  Equipping them with the 
knowledge, skills and information needed to provide excellent customer 
services and to be ambassadors for SHG brands is, therefore, a priority. 
High quality internal communications will continue to deliver information 
through a range of channels and encourage two way dialogue.  

5.2 Ensuring consistency in cascaded messages will continue to be a key 
priority as SHG’s subsidiaries grow and become more diverse.  SHG 
actively listen to staff and uses ‘Staff Voice’ feedback to understand 
their communication preferences and tailor content.  It will work harder 
over the length of this Strategy to engage with harder to reach teams 
with specialist staff attending team meetings and developing an 
understanding of any blockages in communication.  The use of team 
meeting slides3, text messaging and ‘WhatsApp’ groups will be further 
enhanced to ensure essential information is cascaded.  Manager’s 
workshops will be used to support this because SHG’s culture of ‘One 
team transforming lives’ requires a combination of celebratory news 
alongside occasionally difficult messages which are often best 
transmitted by team managers.  

5.3 Central to internal communication is the intranet.  In line with digital 
transformation priorities, a new intranet will be developed to extend 
interactivity between teams and business units as SHG continues to 
grow and diversify.  This will be supported by champions from across 

                                            

2 Best Companies’ staff survey results 2019 
3 PowerPoint slides shown across the group at team meetings to convey key corporate 
messages 
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the business who will help specify and implement the system and will 
promote its use among colleagues. 

5.4 To support the growth and diversification of SHG, staff will be 
encouraged to ‘share the story of SHG’, ensuring colleagues in different 
parts of the business understand the positive impact of commercial 
growth for core customers.  The ethos of profit for purpose will be 
promoted as a cultural strand and staff will be supported with 
communications and marketing materials to promote SHG to a wide 
range of essential contacts; raising the profile, including   the 
commercial services available which will enhance growth opportunities. 

5.5 To support emergency planning, crisis communication systems will be 
further enhanced.  SHG emergency plan is maintained and tested 
regularly to ensure it is effective and gives clear messages and 
instructions to staff, customers and partner agencies to support the 
continuation of service delivery, effective reputation management during 
any emergency situation and a swift return to ‘business as usual’. 
Systems for disseminating information during emergency situations will 
continue to develop and lessons will be learned from regular scenario 
tests. 

6 AIM FOUR: TO PROTECT AND ENRICH SHG’S 
REPUTATION 

6.1 SHG will continue to respond to questions from the media and work with 
reporters as an integral part of brand and reputation management. Local, 
regional and national press and online publications offer high profile 
opportunities to showcase successes, promote a growing range of 
services and also to target specific audiences.  Over the life of this 
Strategy, more emphasis will be placed on working with trade 
publications and ensuring the subsidiary companies, in particular, have a 
commercial presence, in line with their marketing plans.   

6.2 Forming effective relationships continues to be essential.  Connecting 
with influential people and businesses in line with the range of marketing 
plans is vital to SHG reputation, business growth and success.  SHG will 
also continue to share best practice and raise awareness of the issues 
affecting social housing on both a regional and national level. As 
members of the National Federation of ALMOs and the National Housing 
Federation, it will continue to play a role in lobbying on policy issues.  
More locally, as a member of the Greater Manchester Housing Providers’ 
Group, SHG will continue to work on a sub-regional level to ensure the 
housing agenda is aligned with other Greater Manchester Combined 
Authority priorities such as health, social care, employment and 
regeneration - ensuring core customers have the best possible solutions 
available to them and that partnership opportunities for commissioning 
and delivery are optimised.  
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6.3 The Management Agreement with the Council provides significant 
autonomy in service delivery, which is a reflection of the excellent 
relationship in place.  In exchange, SHG provides the Council with key 
documents such as quarterly performance and financial reports to the 
Member Committee, the annual Delivery Plan Update to Scrutiny and the 
Annual Report to customers.  These are key tools in reassuring the 
Council that SHG is supporting its priorities, particularly as its business 
grows and diversifies.  During the life of this Strategy, there will be 
significant investment in more informal contact, such as regular briefings 
on key casework issues for Councillors and the staff of local MPs, 
meetings with newly elected Councillors and with the Portfolio Holder 
and key Council officers.  This will ensure the relationship remains 
healthy; that SHG continues to deliver what the Council requires and 
remains a key partner in regenerating the Borough.   

6.4 SHG’s reputation for excellence has been enhanced through obtaining a 
range of accreditations and awards. Positive relationships with 
accrediting bodies will continue to ensure SHG’s work is showcased 
nationally and attracts interest from other organisations wanting to learn. 
Powerful campaigns to sell places on best practice seminars will bring in 
income and further enhance the SHG reputation.  Decisions will continue 
to be strategically made about award bids for the various arms of SHG 
and there will be a growing emphasis on those services where awards 
have the scope to increase their commercial profile. Relationships will be 
cultivated with the trade publication and business networks giving awards 
in order to maximise opportunities for judging, showcasing SHG’s 
expertise. 

7 AIM FIVE: TO SUPPORT BUSINESS GROWTH AND 
TRANSFORMATION BY POSITIONING THE 
GROUP’S COMPANIES IN THE MARKETS THEY 
WANT TO ENTER 

7.1 Marketing for business growth is a high priority for SHG and a 
comprehensive approach to research and business intelligence will be 
used to support this activity. The need to expand commercial marketing 
expertise will be kept under review, as will the relationship between the 
Marketing and Communications Team and others engaged in business 
growth and transformation to ensure they continue to work effectively 
together to deliver this aim. 

7.2 Viaduct’s Partnership with the Council to jointly develop affordable 
homes in Stockport helps facilitate land availability and borrowing.  This 
subsidiary is also able to develop outside of the Borough, and to develop 
different types of housing, so its relationships with developers, 
contractors and suppliers across the sub region will continue to be 
essential. By showcasing its range of innovative developments, Viaduct 
will be supported to grow its business beyond local affordable housing 
provision in order to earn income to support core services. Individual 
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developments will be promoted in the most effective ways to encourage 
sales of shared ownership and properties for outright sale, whilst 
promoting modern methods of construction. With aspirations to deliver 
around 200 new homes per year, the support of the local community is 
vital and SHG will consult and actively engage local people. In 2021, for 
example, Viaduct will develop an Extra Care Scheme and extensive 
marketing will be employed to promote this new facility and ensure 
maximum engagement with partners and future residents.  

7.3 Three Sixty offers both construction and property management services 
so it has the scope to play a huge part in Stockport’s Town Centre 
regeneration programme. Positioning Three Sixty as a modern ‘profit for 
purpose’ company gives it an edge in the construction industry and 
marketing will continue to be used to promote this key message as its 
unique selling point. Membership of GM Chamber of Commerce will 
allow SHG to raise the profile of all of its companies and showcase the 
range of services offered but particularly offers scope for Three Sixty to 
take advantage of networking opportunities. Exhibiting at trade shows 
across GM will encourage brand recognition and engage with valuable 
contacts which will be used for targeted campaigns. Board Members 
have a vital ambassadorial role to play through their social media 
platforms and training will be delivered to support this role. Regional and 
National recognition through successful award bids and trade publicity 
will also be a key focus, along with high quality publications and digital 
content to support commercial growth.  

7.4 Marketing Foundations as an enabler and deliverer of enhanced services 
for customers is a priority for the lifetime of this Strategy. Sharing the 
positive impacts of its projects will build the profile of the new company 
and enhance its reputation as a charity. A key area of focus will be 
building relationships and influencing commissioners so that Foundations 
is regarded as a trusted partner when bidding to deliver services, either 
independently or as part of a network. Relationships with other third 
sector service providers and charities, building trust and respecting 
boundaries, will be the focus for the next few years to help reassure 
other local providers that Foundations is a partner rather than a threat. 
Given the deliberately broad nature of Foundations aims, the charity is 
committed to a dual approach of pursuing planned priorities whilst 
remaining agile and responsive to new, sometimes unexpected, 
opportunities and partnerships as they arise.  

8 ACTION PLAN 

8.1 The next three years will see continued engagement with staff, enhanced 
services for customers and successful business growth across SHG. 
Marketing and communications play an essential role in managing the 
external reputation of SHG, helping its companies develop new business 
and ensuring key messages are transmitted to staff and customers to 
support its evolution.  This Strategy is supported by marketing plans for 
each of the companies and ad hoc plans for key services. 
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8.2 The Group Action Plan that supports this Strategy can be found at 
Appendix One. 

9 EQUALITY IMPACT ASSESSMENT  

9.1 An Equality Impact Assessment has been undertaken, which resulted in 
the following actions.  It can be found at Appendix Two. 

 Internally - Ensure staff from all backgrounds are reflected 
thoroughly throughout all of the internal communications 
channels, particularly through photography and continues to 
develop. 

 

 Externally - Providing opportunities for all staff to be ambassadors 
for the organisation and communities. 

 

 Cornerstone - Ensuring continued accessibility to Cornerstone for 
all members of the community and groups. 

 

 Reputation - Supporting relevant local campaigns celebrating 
diverse communities.  

 

 Relationships - Promoting the opportunities SHG as an inclusive 
employer of choice. 

10 LINK TO OTHER POLICIES ACROSS THE GROUP 

10.1 This policy links to: 

 Digital Transformation Strategy  

 IT Strategy 

 Customer Access Strategy 

 People and OD Strategy 

 Development Strategy 

11 OWNERSHIP / MONITORING AND REVIEW 

11.1 This Strategy and associated marketing plans are the responsibility of 
the Marketing and Communications Manager. 

 


