
How the council is engaging 
and communicating with 
residents in Covid 19



Background

• Tower Hamlets Plan – sets out our ambition of working ‘together’ with the community 
and to have ‘active communities’

• Strategic Plan Outcome 8 and 9
• People feel they are part of a cohesive and vibrant community
• People say we are open and transparent, putting residents at the heart of everything 

we do

• Corporate Communications Strategy 19/20 – 21/22
• Expanding from broadcast to two way engagement
• Telling our story

• Consultation and Engagement Handbook

• Financial context and impact of Covid on consultations

• Difference consultations makes to decision making

• Improving consultation standards - one approach



What makes good communications



Views of our comms

Since we rebuilt the Communications Service in 2017 we base 
everything on measurement.

• Council keep residents informed rating: 72%

• 92% adults in the borough have access to the internet (ARS 
2018)

• Online audience: Was 22k in 2017. Now 150k+

• Staff: 71% well informed; 80% use TH Now; 79% use intranet

• Residents feel involved in decisions: 62% (Not just comms)



Channels (main ones)
Digital

• Granicus newsletters – 108,871 subscribers, 50,593 to council newsletter

• Social media – 46,224 followers

• Website
• 850k to 900k visits per quarter
• 56,784 registered form users 

• Consultation Hub – 3,442 registered users, 32,960 visits in Q2

• Virtual events – Mayor’s Question Time

• Next Door – 40,000 users in Tower Hamlets

Hard copy/traditional

• Our East End

• Door drops 

• Advertising – CIPs, billboards, banners, In Link, lamp posts, social media…..

• Media including Bengali media



Audiences - Granicus

Granicus is our segmented newsletter 
and stakeholder database.

People choose to subscribe. They will 
unsubscribe unless content is good and 
relevant.

By segmenting our audience we do 
other things with that audience such as 
cocreate or consult for a better borough

Pre-Covid subscribers (Q3 19/20) – 58k 
total, 27k corp resident 



Audiences – Social Media



Audience - Website

• 56,784 registered 
Firmstep form users 

(Note: Firmstep
bought by Granicus 
last year)



Audience – Consultation Hub



Audiences - Internal

• Around 50% of our 
staff live in the 
borough



Covid Communications - Digital
• Newsletters: Daily for many weeks, Bengali newsletter introduced, 

Members and MP Bulletins

• Films: Different languages with Covid advice, also 
#TowerHamletsTogether film with partners had 71,235 views

• Whatsapp and social media messages: For members and 
residents to share – translated into Bengali and Somali

• Webpages

• Dedicated Covid section set up on our website for businesses, residents and 
partners

• Hundreds of webpages changed to reflect service changes including setting 
up new pages and forms for residents and businesses to apply for support



Covid Communications - Traditional

• Advertising: Negotiated free advertising on digital screens, as well as 
using our own channels

• Leaflet drops – Two for all residents, targeted ones for residents and 
businesses in different languages, leaflets in food deliveries

• Phone line: To support vulnerable residents

• OEE – June Covid special; ongoing focus in Sep and due in Dec

• Banners and posters – In different languages targeted to certain areas. 
For example, Victoria Park and high streets

• Communications Pandemic Group – Housing providers, QMU, Barts, 
CCG, GP Group, CWG, Interfaith Forum, ELBA, colleges, Spotlight, 
THVCS – share messages to their auudiences.



Progress in implementing 
new consultation hub and 
guidance 



Consultation Hub

Progress

• Introduced in March 2020

• 39 Consultations or surveys

• 3,442 registrations

• 32,960 overall site visits

• 28 Superusers trained

• Interfaced with Granicus in October

Next: 

• Continue to build audience and train officers on standards and hub use

• Create a Let’s Talk Consultation Panel



Policy and Engagement

• Roll out of Engagement and Consultation Handbook - 3 staff 
training and 2 Members’ briefing sessions 

• Stakeholder mapping embedded in Guidance e.g. Community 
engagement forums

• Working with partners

• Test and Trace/Covid-19 engagement programme



Areas of improvement 
and digitally excluded



Areas of Improvement / Digitally 
Excluded
• Reality: Our budgets are reducing

• Improvements: Continue to build our audiences. Focus on good 
content and measurement, connect existing platforms to new CRM 
system

• Improvements: Look for new ways to engage a new audience such 
as Next Door

• Digitally excluded
• Networks – families, places of worship, schools, day centres, Idea Stores, 

communities, members
• Partners – share content with partners who have better networks
• Services – Targeted leaflets, door drops and face to face engagement by 

services including translated material
• Other ideas – improve digital literacy


