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About Harlow & Gilston Garden Town
East Hertfordshire District Council (EHDC), Epping Forest District Council (EFDC), Essex County Council (ECC),
Harlow District Council (HDC) and Hertfordshire County Council (HCC) are working together to bring forward
transformational growth in and around Harlow through the promotion of the Harlow and Gilston Garden Town
(HGGT) as designated by the Ministry for Homes, Communities and Local Government in January 2017.
HGGT is one of the most exciting regeneration opportunities for sustainable development of any place in the UK
and is the second largest growth initiative in the South-East region. The adopted HGGT Vision identifies four new
Garden Neighbourhoods in and around Harlow, supporting the building of 16,000 homes to be delivered by 2033 and
7,000 in the years that follow.
Through thoughtful planning and meaningful community engagement, HGGT will deliver a transformative and positive
physical legacy that puts people first:

“The pioneering New Town of Gibberd and Kao will grow into a Garden
Town of enterprise, health and sculpture at the heart of the UK Innovation
Corridor. Harlow and Gilston will be a joyful place to live with sociable
streets and green spaces; high quality homes connected to fibre optic
broadband; local centres accessible by walking and cycling; and innovative,
affordable public transport. It will set the agenda for sustainable living. It
will be adaptable, healthy, sustainable, innovative.”
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Executive Summary
•

The Harlow & Gilston Garden Town (HGGT) Communications & Engagement Strategy has been developed by
the HGGT delivery team and our procured communications advisers, in collaboration with each of the HGGT
partners.

•

It sets out how partners and stakeholders will work together with communities to deliver the aims of the
HGGT Vision.

•

We have established a number of key principles to guide how we engage, in order to meet this objective.
Importantly, we want to ensure that we deliver communications in a way that is sustainable, innovative, adaptable
and supportive of healthy communities.

•

The Strategy also sets out who the partnership will engage with, the methods by which communications and
engagement will be delivered, and the development of key messages about the Garden Town, which should reflect
the key themes of the Garden Town Vision and the different communities that will form part of this exciting new
area of strategic growth.

•

It will be published on the HGGT website, meaning that we are accountable for delivering on our commitments
to you. We welcome your feedback on how we are doing.

•

The Strategy will be reviewed and updated regularly to ensure it guides exemplary and forward-thinking
engagement at every step. This is particularly important given the scope of the Garden Town and the ambition of
the Vision to be innovative throughout the project’s considerable lifespan.

•

In developing this Strategy, the HGGT delivery team has consulted with the HGGT Board, Members and Officers
of the partner Councils, Garden Town developers, and community audiences, to understand their expectations
and ideas for engagement on the project.

•

Importantly, the partner Councils have endorsed this Strategy as a commitment to carrying out communications
and engagement on the Garden Town in line with the principles set out.
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1. How this Strategy will be used
1.1 Introduction
1.1.1 The HGGT Communications & Engagement Strategy has been developed by the HGGT delivery team and
our procured communications advisers, in collaboration with the HGGT partners. It sets out our commitment
to and expectations around communications and engagement, in a way that is designed to maximise and
deepen participation relating to the Garden Town, and enables local communities to shape its delivery.
1.1.2 The partner Councils that make up HGGT – East Herts, Epping Forest, Essex, Harlow and Hertfordshire
– have endorsed this Strategy and are expected to apply the key principles set out when carrying out
communications and engagement related to the Garden Town. Developers involved in bringing Garden Town
sites forward should also aim to uphold the principles set out and can use the Strategy as a practical tool for
delivering exemplary and innovative community engagement.
1.1.3 The Strategy is also an important resource for local communities and stakeholders, as a means of 			
understanding how they can expect to be engaged with in relation to HGGT.

1.2 Our Objective
1.2.1 The HGGT Vision seeks strong leadership and
early community engagement (p.3 ‘HGGT Vision’),
with participative design programmes that bring
local people together in open dialogue and enable
balanced, active and inclusive communities. This
Strategy is designed to support this Vision by setting
out how we will inform, involve and empower
stakeholders through effective and meaningful
engagement.
1.2.2 By applying the principles and guidance set out in this document, our ambition is to communicate effectively
with communities and stakeholders, in a way that builds trust and ensures that the delivery of the Garden
Town is the result of genuine collaboration.
1.2.3 In doing so, the partnership can enable communities to actively contribute towards the HGGT Vision for an
adaptable, healthy, sustainable and innovative place to live, work and play.

1.3 Relationship to SCIs
1.3.1 Each partner Council has established its own Statement of Community Involvement (SCI), which sets
out how they will consult with communities when developing planning documents, strategic masterplans,
and considering planning applications. Developers also look to SCIs to understand expectations around
engagement within the local authority area.
1.3.2 Importantly, this Strategy is not a replacement for the SCIs, which are ultimately designed to meet the
needs of the communities within the respective districts. It should instead be read alongside these existing
documents, from which the key principles of this Strategy are drawn, to understand how HGGT will apply
and build on the commitments made by the partner Councils, in a way that enables people to be meaningfully
involved in delivering the Garden Town Vision.
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1.4 Preparation of this Strategy
1.4.1 Early draft versions of the, then separate, Communications Strategy and Engagement Strategy documents
were presented to the Garden Town Board in November 2020, where a recommendation to note the
strategies in advance of further consultation was approved. Feedback was subsequently received from Officers
and members across the five partner Councils at multiple stages.
1.4.2

A series of webinars were held to help inform the evolution of this Strategy, to which a range of community
stakeholders were invited (Appendix 1), at the following dates and times:
•

Monday 10th May 2021, 7pm

•

Monday 17th May 2021, 7pm

•

Monday 24th May 2021, 7pm

The webinars were hosted on the online meeting platform Zoom and managed by the HGGT
Communications Officer and our procured communications advisers. The sessions were approximately an
hour long and featured a presentation on the Strategy, interactive polling, and discussion. There were 42
external attendees across the three events.
1.4.3

The purpose of the events was to better understand how stakeholders would like to be communicated with
about the Garden Town initiative, any challenges and opportunities they face in engaging on this topic, and to
identify areas where the HGGT delivery team and our partners could improve our communications.

1.4.4

The first event was a dedicated session for the Harlow and Epping Forest Youth Councils, which enabled the
team to better understand the views of young people on the Garden Town initiative and how we can engage
them in the process. The second and third events were attended by a range of community stakeholders, such
as Parish Councils, local businesses, faith organisations and charities.

1.4.5

The HGGT Communications Officer and our procured communications advisers also presented at a meeting
to the HGGT Developer Forum on Wednesday 12th May, which was attended by 22 people, primarily Garden
Town developers and their consultants. A series of break-out rooms were facilitated whereby there was
discussion on the following questions:
•

What challenges and opportunities do you face in engaging with communities and stakeholders?

•

What information could our Communications & Engagement Strategy include to help enhance your work?
How can we support you?

•

In what ways would you like us to communicate and engage with you about HGGT? How can we improve
on what we do currently?
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1.4.6

Key themes identified in the feedback across the series of events included:

CONSULTATION FATIGUE
CONCERNS ABOUT
DEVELOPMENT
REPORTING FEEDBACK

FACE-TO-FACE
ENGAGEMENT
DIRECT AND
COLLABORATIVE
ENGAGEMENT
VISIBILITY OF HGGT
DELIVERY TEAM
MEDIA PACK

STAKEHOLDER FORUM

E-NEWSLETTERS

KEY THEMES IDENTIFIED
Community groups and developers both identified consultation fatigue as a
challenge to engaging stakeholders on the project, as a result of the level of planning
and development activity in the area.
It was suggested that there are concerns locally about the impact of growth and a
lack of trust towards developers. Genuine concerns therefore need to be identified
and addressed in a realistic and honest way.
Concerns were raised that stakeholders are not always kept informed about how
their consultation feedback has been responded to. This leads to audiences feeling
that they have not been listened to.
It was suggested that face-to-face engagement remains important to allow for
constructive discussion and to reach those who do not use the internet. However,
there was recognition that using online tools can help to engage audiences that may
not otherwise attend a traditional face-to-face event.
The HGGT delivery team should attend existing local events to engage key
audiences on the Garden Town initiative.Youth Council members also suggested
that the team visit schools to communicate directly with young people about the
project.
Some attendees suggested that they do not know who to contact when seeking
information about the Garden Town. They would like more visibility of the
organisational structure and to be put in touch with one consistent point of contact.
Developer Forum attendees responded positively to the proposal of a media pack
for developers, whereby they could understand what branding and messaging they
should be employing when communicating about the Garden Town.
There was a mixed response to a proposal to establish a HGGT Stakeholder Forum.
Whilst some suggested that this could help to manage a volume of information,
others raised concerns that it would add to consultation fatigue and that there are
already many existing groups with whom the HGGT delivery team can engage with.
Developers and community stakeholders stated that they would welcome the
establishment of a HGGT e-newsletter providing relevant updates about the
Garden Town project.

1.4.7

A session to brief partner Council Members on the changes to the HGGT Communications & Engagement
Strategy in response to feedback was held on Monday 5th July at 7pm.

1.4.8

Publication of the HGGT Communications and Engagement Strategy is subject to final approval from the
Garden Town Board.

1.5 Monitoring & Review
1.5.1 Delivery of the Garden Town is projected to take place over a period of at least 30 years. During this period,
there will be changes to existing communities, as well as new communities emerging. Therefore, the Strategy
will need to be updated regularly by the HGGT delivery team to ensure that it remains fit for purpose and
innovative in its outlook.
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1.5.2 The Strategy will be reviewed at least quarterly by the HGGT Comunications Officer and our
communications advisers, with the most up-to-date version to be made available for public viewing on the
HGGT website: www.harlowandgilstongardentown.co.uk. Further details on the review and evaluation process
can be found in Section 5.

2. Context Overview
2.1 Our Communications & Engagement So Far
2.1.1 Delivery of communications and engagement for HGGT has developed significantly since the project’s
inception. The launch of the HGGT website has provided a one-stop shop for stakeholders looking for
detailed information on the Garden Town and the creation of social media channels, supported by paid social
media advertising, have increased awareness and directed people to the website.

2.1.2 Increasingly, as our audience grows, our platforms are being used to engage more meaningfully with local
communities on the four key themes of the Garden Town – economy & regeneration; placemaking
& homes; sustainable movement; and landscape & green infrastructure1. Our content is also
designed to be interactive and adapted to the different audiences, encouraging stakeholders to communicate
with us directly and have their say, including as part of more formal consultation activities.
2.1.3 It is also recognised that there are existing channels through which the partnership can reach established
audiences within the local community. We have, and will continue to collaborate with local organisations to
deliver communications and engagement via these trusted platforms, as well as to identify any areas in which
communications could be improved.
2.1.4 As such, innovative methods of engagement are being designed and trialled, in order to overcome specific
challenges and to meet the objectives set out in the HGGT Vision. A forward-thinking approach also reflects
the position of the Garden Town at the heart of the UK Innovation Corridor.

2.2 Sustainable Growth
2.2.1 The Garden Town seeks to set the agenda for sustainable living
through delivering growth that contributes towards becoming
net carbon neutral by 2030, and building strong and integrated
communities across new and existing places, with social
equity. We are committed to delivering communications and
engagement in a way that supports this ambition.

1 Harlow and Gilston Garden Town:Vision (2018), p.7
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2.2.2 Practically, this could mean carrying out community engagement by means that are kind to the environment;
for example, minimising paper waste and using recycled materials, where possible. Our messaging will also
consistently set out HGGT’s vision for sustainable living and how this can be achieved.

2.3 Response to COVID-19
2.3.1 This Strategy has been developed during the COVID-19 pandemic, which presents additional challenges to
inclusive engagement, as a result of limits on public gatherings and the closure to the public of some physical
locations (such as Council offices).
2.3.2 The Government has temporarily updated its Planning Practice Guidance with respect to ‘Consultation and
pre-decision matters’, to account for the effects of COVID-19 on the engagement process, whilst ensuring it
remains efficient and inclusive.
2.3.3 East Herts District Council and Essex County Council have also reviewed and updated their Statements
of Community Involvement in light of COVID-19, to ensure that plan-making and public consultation can
continue in an effective way.
2.3.4 The impacts of the COVID-19 pandemic on engagement have been fully considered in the preparation of this
Strategy.

2.4 National Context
2.4.1 The Government’s Garden Communities programme identifies 23 places that will deliver over 200,000 homes
by the middle of the century. Garden communities provide new housing, infrastructure, jobs and services in
sustainable settlements.
2.4.2 In its Garden Communities Prospectus, the Government sets out several key qualities garden communities
are expected to demonstrate. One such quality is a ‘Strong local vision and engagement’, meaning that garden
communities should be “designed and executed with the engagement and involvement of the existing local
community, and future residents and businesses.”
2.4.3 The Town and Country Planning Association (TCPA) also recommends, in Garden City Standards for the 21st
Century: Practical Guides for Creating Successful New Communities, Guide 11: People, Planning and Power
(March 2019):
“There are no quick fixes to securing meaningful public participation, but there are significant
opportunities to engage honestly and openly over the location, design and delivery of new
communities.
“For a new community, participation processes must be set within a deliverable framework for
participation which has a clear scope and defined objectives, and which is: transparent; frontloaded and long term; evidence based; honest; integrated; inclusive; and responsive.”
2.4.4 The communications and engagement principles, objectives and methods set out in this Strategy have been
developed in the context of such guidance and the expectations set out for meaningful participation and
involvement.
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2.5 Local Context
2.5.1 HGGT is a long-term initiative with multiple stages of progress, from plan making to delivery. The backdrop
to this is an ambitious Vision to be delivered over 30 years, which we know will require behaviour change
in order to meet key objectives e.g. achieving a 60% shift to sustainable modes of transport within new
communities and 50% within existing communities. Importantly, keeping people informed and achieving
collective buy-in requires comprehensive and flexible communications over the entire lifespan of the project.
2.5.2 A key principle of the Garden Town Vision is
to create a vibrant and resilient Town Centre
for Harlow. The upcoming arrival of Public
Health England’s successor, together with
the development of Harlow Enterprise Zone
and housing growth, have potential to drive
improvements to the public realm, and an
enhanced leisure and retail offer.
2.5.3 In total, approximately 6,750 new homes will be
built in Harlow District as part of the Garden
Town project between 2020 and 2033 via the
East Harlow strategic site (2,600 homes) and a
number of additional smaller sites. The land at
East Harlow is proposed for development as
part of the Garden Town within Harlow District
Council’s Local Development Plan and Epping
Forest District’s Submission Local Plan.
2.5.4 In the same time period, Epping Forest District
Council will expect to see almost 3,900 homes built as part of the Garden Town. Of these, 2,100 will be in
the Water Lane area, 1,050 at Latton Priory and 750 in East Harlow. The land at Water Lane is proposed for
development as part of the Garden Town within Epping Forest District’s Submission Local Plan.
2.5.5

Seven new villages will be developed in East Herts as part of the Garden Town. This translates to a total of
10,000 new homes being built in the district over the next 30 years or more, with 3,600 of these projected to
be delivered by 2033.

2.5.6

Communications and engagement must be tailored to the needs of the different communities across the
Garden Town and the changes the plans will deliver. There will be a focus on the integration of new and
existing residents, particularly in Harlow where regeneration of the existing Town Centre forms a key element
of the plans.

2.5.7

With the project largely in its infancy, we must also recognise that many local residents of the existing
settlements within the Garden Town boundary currently lack awareness about HGGT.

2.5.8

Indeed, in all cases, our communications and engagement will be aimed at informing, involving and empowering
both existing and future residents and stakeholders to shape the delivery of the Garden Town.
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3. Our Approach
3.1 Key Principles
3.1.1

Whilst there is no one-size-fits-all approach to communications and engagement, guiding principles have been
established to help ensure that the design and delivery of the Garden Town is community-led at every level.

3.1.2

The principles set out have been informed by the partner Council SCIs and the context in which this Strategy
has been developed. Together, they support a move away from simply undertaking formal consultations with
communities, to a more holistic approach which embodies the priorities set out in the HGGT Vision:

EARLY

ACCESSIBLE

INCLUSIVE

INNOVATIVE

COLLABORATIVE

STRUCTURED
CONSISTENT

HGGT COMMUNICATIONS & ENGAGEMENT PRINCIPLES
Establish a dialogue with the community and stakeholders from an early stage, in order to
provide genuine opportunities for input into the project as it progresses. Such dialogue
should be initiated and sustained beyond the formal consultation process.
Ensure all information can be easily accessed and use clear and concise language, which can
be understood by those with little or no prior knowledge of planning and development. It
must be recognised that different methods will elicit different responses from the various
stakeholders.
Employ a wide range of communications platforms and methods, both on-and-offline and
tailored to local needs, to involve as many people as possible and to minimise the likelihood
of exclusion.
Stakeholder communications should be engaging, community-supported, enjoyable and
insightful, creating meaningful participation that gets the attention of new audiences and
cements partnerships.
Actively involve communities in developing masterplans and shaping development proposals,
as well as clearly identify how and why contributions have or have not been adopted. Work
with the partner authorities and local organisations to make use of existing channels and
identify where new ones may be needed.
Create formal forums and processes for engagement, which reflect the community in their
membership.
Incorporate agreed key messaging about HGGT and how engagement is aimed at fulfilling
the Garden Town Vision, in particular when embarking on more formal public
consultations or HGGT-focused campaigns.
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3.2 Our model
3.2.1 Our communications and engagement model seeks to guide our approach, in line with the key principles set
out above, to support the HGGT Vision for strong leadership and participative community engagement.
3.2.2 In line with this model, our objectives are:

INFORM

To raise awareness about the Garden Town and the importance of local communities and
stakeholders having genuine input on and shaping how it is delivered.

INVOLVE

To maximise opportunities, from the earliest stage possible, for local communities and
stakeholders to be involved in shaping the Garden Town.

EMPOWER

To build a collaborative and positive relationship with local communities and stakeholders,
who are empowered to play an active role in delivering the Garden Town Vision.

3.3 Opportunities
3.3.1 The way the partnership communicates and engages must be designed to overcome the unique challenges we
face and to harness opportunities.
3.3.2

Digital innovation: Technological advancements have allowed for a range of online engagement methods
to become available, from hosting public exhibitions online, to virtual meetings with stakeholders. Large scale
digital mapping and comment platforms such as Commonplace and Citizen Lab have been used widely within
the public sector. The evolution of social media advertising also allows for targeted engagement with hard-toreach groups.

3.3.3 Offline materials: Digital platforms can be used effectively in conjunction with offline communications
materials and tools – from mass leaflet drops, to information stands, to SMS notification services – to
maximise engagement with a range of local stakeholders.
3.3.4 Stewardship: We are working across the partnership, with the existing community and stakeholders, to
develop stewardship and governance arrangements for public assets that support the Garden Town principles
for healthy growth. Ensuring that community assets are actively managed by local people puts them at the
heart of the process, and enables them to both participate in and support us in our engagement.
3.3.5

Collaborative working: Having already worked to build relationships locally, the HGGT delivery team
is in a fantastic position to collaborate internally with the partner authorities and other identified local
organisations (Appendix 2) to make use of existing platforms and communicate with established audiences.
Indeed, we are committed to strengthening relationships with all identified stakeholders as the initiative
moves forward, so that we can widen our reach and create further opportunities for collaboration.
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3.4 Challenges
3.4.1 COVID-19: The COVID-19 pandemic has changed the way we engage and consult, particularly face-toface. Internal resources and the capacity of external stakeholders to engage can also be affected e.g. due to
additional childcare responsibilities or ill health. As such, the partnership will continue to engage in a way that
is safe and healthy by harnessing digital communications, whilst also creating alternative routes to participation
offline where possible. Our messaging must also respond to any concerns about the impact of COVID-19 on
delivery of the Garden Town itself.
3.4.2 Resource: Whilst engagement should be maximised, it can only be delivered within the limits of available
financial and human resource. Working together with our partners, the HGGT delivery team will regularly
review this to assess whether additional resource is necessary to meet the ambitions of this Strategy.
3.4.3 Accessibility: The partners will make a conscious and informed effort to ensure that our engagement is
accessible to all, in recognition that people have different needs in terms of their ability to access information.
The HGGT website is subject to an Accessibility Audit by Shaw Trust Accessibility Services and includes an
‘Accessibility Statement’ detailing how the website has been designed in line with accessibility guidance.
3.4.4 Lack of knowledge: As a project largely in its infancy, we recognise that some of those we aim to reach
may currently know little about the Garden Town. Employment of clear and consistent messaging across all of
our new and developing engagement tools will play a crucial role in raising awareness about the HGGT Vision
and what it seeks to deliver.
3.4.5 Consultation fatigue: Given the significant scale of the Garden Town, there will inevitably be multiple
consultations that take place over the course of the project. We will therefore seek to work together
with our partners to minimise overlap and tie the initiative to wider narratives, whilst clearly distinguishing
between each consultation through use of language, targeted messaging, and innovative methodologies.
3.4.6 Length of project: The Garden Town will be delivered over an extensive period of time, meaning that
this Strategy and methods of engaging will need to evolve in accordance with new ways of communicating, in
order to remain relevant.
3.4.7 Hard-to-reach groups: The partners are committed to designing our communications and engagement
activities to target groups less involved (e.g. young people and future residents not currently living locally) and
build relationships with them, as they will each have their role to play in the success of the Garden Town.
3.4.8 Limited print media: Drawing upon our experience so far, as well as undertaking a mapping exercise
(Appendix 3) to identify the existing organisations the HGGT delivery team can work with to better reach
the local community, we are aware that print media in the existing settlements is somewhat limited. Whilst
this has in part driven increased use of HGGT social media channels to reach the local community, we are
aware that there are local residents who rely on traditional channels to get their information, particularly
during the COVID-19 pandemic.
3.4.9 Different identities: Whilst Harlow & Gilston Garden Town has its own identity, we must acknowledge
and consider in our messaging that there are many different communities within the Garden Town with their
own unique identities and priorities for growth.
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4. Delivering Communications & Engagement
4.1 Who carries out communications and engagement?
4.1.1

The Garden Town Board is comprised of Members from all five partner authorities, with an independent
Chair, and meets every other month. It currently has responsibility for the overall delivery of the project,
providing strategic leadership and oversight, and reviewing progress. It also functions to ensure that there
is effective community and stakeholder engagement. Representatives of neighbouring Broxbourne Borough
Council and Uttlesford District Council also sit on the Board as observers.

4.1.2 The Garden Town Board is supported by the work of the HGGT Director and senior officers from across
each partner authority, who are employed to progress the Garden Town Vision. This includes members of the
HGGT Placeshaping and Engagement Workstream and our Communications Officer, who specifically work to
deliver meaningful community engagement.
4.1.3 The local authorities that make up the Garden Town are also directly involved in delivering the Garden Town
Vision through the local planning process and representation on the Board, as well as being a key audience for
HGGT. The partners are therefore expected to deliver engagement related to the Garden Town in line with
the principles set out in this Strategy, as well as using the Strategy as a resource to understand how they can
expect to be engaged with on the project.
Independent
Chair

East Herts
District Council

Epping Forest
District Council

Essex County
Council

Harlow District
Council

Hertfordshire
County Council

4.1.4 Garden Town developers and landowners are similarly both directly involved in delivering the HGGT Vision,
and are a key audience for HGGT. The partnership will work closely with them to ensure that they deliver on
the key themes of the HGGT Vision and engage in line with this Strategy.
4.1.5

At the time of writing, the HGGT governance arrangements are being reviewed and revised. References to
the Board should be read as the relevant replacement, as and when new arrangements are implemented.

4.2 Key audiences
4.2.1 There are a range of stakeholders essential to the delivery of HGGT – both internal and external – who we
will engage with. The table below encompasses the key audiences for HGGT and will be reviewed regularly
by the HGGT delivery team, together with our partners, to ensure it remains comprehensive as the project
progresses.
4.2.2 A common sense approach should be taken when carrying out engagement with our key audiences. For
example, a developer with a site in Harlow Town Centre should ensure that partners across the Garden Town
are informed of proposals, but will likely prioritise stakeholders in Harlow District to become involved and
empowered by the engagement process.
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AUDIENCE TYPE
INTERNAL

EXTERNAL

KEY GROUPS
HGGT Board Members
Members from the partner authorities
Partner Council officers and employees
Local residents
Members of Parliament
National Government Ministers
National Government Departments
Non-departmental public bodies
Media (local, national, trade press, broadcast)
Important stakeholders (e.g. Princess Alexandra Hospital, Public Health
England, etc.)
Developers and landowners
Town and Parish Councils
Statutory consultees
Third sector, community and voluntary organisations
Education sector e.g. Harlow College and local schools
Potential investors
Young people
Neighbouring local communities
Prospective residents
Local businesses and forums e.g. Chambers of Commerce, BIDS, LEPs,
Growth Boards, etc.

4.3 When to engage
4.3.1 Whilst we are committed to communicating about the Garden Town throughout the delivery of the project,
there will inevitably be key points at which we will create active opportunities for stakeholders to shape its
future.

4.4 Communications
andand
engagement
methods
Garden Townmethods
Guidance
Strategies:
The HGGT delivery team will undertake a minimum

6-week consultation period, in accordance with the three Council SCIs, on technical Guidance and Strategy
documents that are to be formally adopted by the partner councils to guide and support the delivery of the
Garden Town. This should go beyond the expectations set out in each partner Council SCI, in order to meet
the objectives of this Strategy.
Strategic Masterplans: Given the integral and influential role of masterplans in the planning process,
partner organisations and developers / landowners involved in masterplanning are required to undertake a
minimum 6-week period of consultation (in accordance with SCIs) on Masterplan documents. Internal
HGGT stakeholders should always be involved in this process, to ensure that they have opportunity to
provide feedback, as well as to promote such consultations via HGGT channels.
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Planning applications: Developers and landowners submitting planning applications within the Garden
Town must, in the first instance, adhere to the guidance in the relevant Council SCI. Whilst the approach
taken may depend on the context and scale of the application in question, we expect engagement to be
carried out in a meaningful and forward-thinking way, in line with the principles set out in this Strategy.
Campaigns and behaviour change projects: Delivering communications as part of a targeted
campaign, or slowly with consistent messaging over time, can have a positive impact on decision-making;
for example, as a key ambition of the HGGT Vision is to achieve a modal shift away from cars and towards
sustainable travel around the Garden Town, it is important that we enhance understanding of this by clearly
communicating what it could look like, how it could be achieved, and why it is beneficial, whilst delivering
opportunities for stakeholders to contribute (e.g. in the design of Sustainable Transport Corridors).
4.4.1 In line with our objectives, methods of communications and engagement should be designed, not only to
ensure stakeholders are kept informed, but to involve them in the project and to empower them to actively
shape the delivery of the Garden Town.
4.4.2 Given that HGGT will be an innovative place to live, work and travel in, we want this to be reflected in the
way that we communicate and engage with residents and stakeholders. This section provides an overview of
the key methods we intend to employ to fulfil this aim.
4.4.3 Direct engagement: The partnership will regularly engage with identified stakeholders directly via email,
telephone, one-to-one meetings and presentations. We will also encourage those we have direct access to (e.g.
Members) to share information with their established audiences.
4.4.4 Website: We will continue to use our website –
harlowandgilstongardentown.co.uk – to provide information and
encourage participation relating to the Garden Town. As such, it
has the capability to capture and store feedback, and advertises
ways to get in touch. Partner Councils and others working to
deliver the Garden Town (e.g. developers) are encouraged to
create or update their own websites to consult on HGGT-related
proposals.
4.4.5 Social media: We will continue to build our social media
audience on Facebook, Twitter, Instagram and LinkedIn, using
the tools available on those platforms to communicate about
HGGT and other relevant initiatives locally. To date, our content
has covered topics such as town centre regeneration plans in
Harlow, Epping Forests’s DevelopMe employment hub, updates
on planning applications for the Gilston villages in East Herts,
and Essex County Council’s consultation on refurbishments to
Harlow Library. Social media is an essential part of reaching our
communities – new and existing – in view of the limited print
media landscape locally.
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4.4.6 Public exhibitions and workshops: The partnership
will engage with the local community by holding events
across the Garden Town, as part of public consultation
exercises and wider campaigns. Focused workshops will
also be held with specific target groups where
appropriate. For example, during consultation on our
Healthy Garden Town Framework and Sustainability
Guidance and Checklist, we hosted dedicated virtual
workshops with local Youth Councils to enable young
people to tell us their priorities for sustainable and
healthy living.
4.4.7 Broadcast media: Local broadcast media should be
considered the gold standard for communications, as most residents will have access to television and radio,
and the local print media landscpe is limited.
4.4.8 Printed materials: Distribution of printed materials (e.g. leaflets, posters, exhibition boards) is an
important means of providing information and seeking feedback about Garden Town initiatives and
consultations, particularly for individuals who may be unable to access digital methods of engagement.
4.4.9 Media engagement and advertising: We will continue to engage with the local media, including
existing Council-owned media and community-led publications (e.g. CM17), to provide regular updates and
briefings on HGGT activities, and raise awareness of the initiative. We will also engage with trade press – from
planning publications, to LifeSciences and MedTech sectors – with a view to placing the Garden Town at the
forefront of key industries and attracting potential investment. Relationships will also be built with national
media so that HGGT can position itself as a thought leader on stories of national significance (e.g. sustainable
transport).
4.4.10 Statutory consultations: Consultation on planning policy documents and applications are required to be
undertaken within nationally set regulations. The approaches to statutory consultation taken by each partner
authority can be found in each of their SCIs.
4.4.11 Quality Review Panels: HGGT has established a Quality Review Panel (QRP), made up of practitioners
across multiple disciplines, to provide ‘critical friend’ advice and design guidance to support the delivery of
strategic sites, including masterplan review, in the Garden Town. Developers should work with the relevant
partner authorities to understand whether their scheme requires submission to the QRP. However, early
engagement with the panel is advised, as it tends to be most effective before a scheme becomes too fixed.
4.4.12 Event attendance: We will identify events in the community, such as local business forums and school
initiatives, where we can make a meaningful contribution, grow our audience and capture feedback. The
partnership will also take delegations to industry conferences and events, where we can promote the HGGT
brand and the opportunities it offers.
4.4.13 Emerging technologies: In line with the innovative spirit of the Garden Town, and in order to set
our message apart from the rest, we will explore the use of emerging and alternative technologies to
communicate and engage across our channels. For example, we recently launched a quiz-style, interactive
survey to seek feedback on our Healthy Garden Town Framework and Sustainability Guidance and Checklist.
4.4.14 Importantly, the frequency and methods of communication and engagement the partnership employs will
depend on the audience. This must also be subject to review, as circumstances change over the length of the
project. Appendix 2 ‘Delivery Matrix’ sets out who we intend to engage with, how often, and in what way, as
well as key points for review of this approach.
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4.5 Key messaging and branding
4.5.1 It is important to us that our internal and external audiences actively involved in delivering the Garden Town
are equipped to communicate about the initiative in line with the HGGT Vision.
4.5.2 We have developed a set of top line key messages that set out the HGGT Vision, which can be employed
across communications channels. These are:
“Harlow & Gilston Garden Town is a pioneering public sector partnership, which provides
one of the most exciting growth opportunities of any place in the UK and sets the agenda
for sustainable living.”
—
“Designated as a Garden Town by MHCLG in January 2017, it is the second largest growth
initiative in the South-East region, supporting the delivery of 24,000 homes with the
confidence of £171 million of infrastructure funding from central government to accelerate
the supply of those homes.”
—
“It will bring together new and existing communities across Harlow and the Gilston villages
through careful planning and meaningful engagement, in order to deliver a transformative
and positive legacy that puts people first.”
—
“The initiative will deliver a mix of high-quality homes catered to a range of needs and
located in beautiful environments, with vital infrastructure prioritised to facilitate sustainable
growth.”
—
“It will support regeneration of Harlow Town Centre and provide fantastic new job
opportunities, including the arrival of Public Health England’s successor’s new world-leading
life-sciences facility, contributing to the significant economic growth of the local area.”
—
“HGGT will deliver a range of benefits for residents, existing and new. It will bring fast and
frequent public transport services; town centre enhancement; improved access to nature; the
latest technological innovations; and thousands of new jobs, new schools, new homes, new
and improved cycling routes, and new opportunities.”
—
“It will support the delivery of more sustainable methods of travel, enabling more people to
make every day journeys around the Garden Town in a healthy and environmentally friendly
way.”
—
“Inspired by the New Town of Gibberd and Kao, HGGT will grow into a Garden Town of
enterprise, health and sculpture at the heart of the UK Innovation Corridor.”
—
“Working together across five local authorities – East Hertfordshire, Epping Forest, Essex,
Harlow and Hertfordshire Councils – we want to create a joyful place to live with sociable
streets and green spaces; high quality and connected homes; local centres accessible by
walking and cycling; and innovative, affordable public transport.”
—
4.5.3 We will supply a media pack to stakeholders (primarily developers) to ensure there is a joined-up approach
towards branding and neighbourhood descriptions. This will be a style guide with regards to imagery and
wording and HGGT messaging.
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4.5.4 In addition, a ‘Communications Protocol’ has been established for our internal audiences when communicating
about the Garden Town. This can be made available on request.

5. Measuring Progress
5.1 Reporting
5.1.1 In carrying out engagement, the HGGT delivery team will publish the results of focused engagement activities
(e.g. public consultations) via our established channels and directly to our governance bodies.
5.1.2 Our partners and developers are also encouraged to publish the outcomes of their engagement activities via
their own communications platforms and formal documentation e.g. submission of a Statement of Community
Involvement as part of a planning application.
5.1.3 It is important that the partnership clearly demonstrates how feedback from consultative processes have been
actioned, including providing reasons for why some feedback may not have been incorporated. As part of this
process, we will track our activity and maintain feedback databases in order to deliver accurate and useful
reporting.

5.2 Evaluation
5.2.1 Given the length of the project and our commitment to innovation, the HGGT delivery team and our
communications advisers will regularly evaluate our Strategy and the communications methods set out within
it, to ensure that this is truly enabling the delivery of a community-led Garden Town.

WEEKLY

QUARTERLY

ANNUALLY

ACTION

RESPONSIBILITY

Review of website and social media channel metrics
to measure performance and set goals.

HGGT communications advisers.

Analysis of what content is working best, including
details of key communications actions and outcomes,
such as features in local publications, number of
meetings with key audiences, consultation responses,
etc.

HGGT Communications Officer and
communications advisers to present an
update to HGGT officers and the Chair of
the Board, with input from members of the
Placeshaping & Engagement Workstream.

Set targets for the next quarter and measure current
performance against previous quarterly targets.
Metrics will be developed using information such as
population statistics and employee numbers. Three
areas of improvement to be agreed each time.

HGGT Communications Officer and
communications advisers, with input
from members of the Placeshaping &
Engagement Workstream.

Production of a comprehensive document providing
an annual review of progress in communications
and engagement across the year as well as the
Communications Plan for the following year. Informed
by quarterly reviews and feedback from target
audiences.

HGGT Communications Officer and
communications advisers to present
annual review to the Board for scrutiny
and ratification, with input from members
of the Placeshaping & Engagement
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Workstream.

5.2.2 Importantly, in order to comprehensively monitor the progress of the communications and engagement
methods we undertake, the HGGT team will record and track:
•

Regular direct communication with important stakeholders, for example, number of meetings attended,
and feedback received;

•

Website hits and engagements, including clicks on specific consultation materials;

•

Social media engagement metrics;

•

Attendance at public exhibitions and events (who and how many);

•

Participation levels at public exhibitions and events e.g. number of people submitting feedback;

•

Media mentions about HGGT and public engagement on those articles e.g. public comments;

•

Levels of engagement with HGGT external media advertising;

•

Feedback received during both statutory and non-statutory consultation periods (including response
rates, demographics and stakeholder groups represented, feedback themes, etc.);

•

Attendance at QRPs and developers’ responses to QRP feedback;

•

Examples of participation in informal engagement activities and outcomes;

•

Anecdotal feedback from stakeholders.

6. Next Steps
6.1 Implementing the Strategy
6.1.1

The HGGT Communications & Engagement Strategy will be published on the HGGT website and endorsed
by the five partner Councils, subject to approval of the Garden Town Board.

6.1.2

Importantly, in developing this Strategy, the partnership has been able to identify existing communications
channels and audiences, better understand where we can improve the engagement methods we currently
employ, and establish ways of evaluating our work.

6.1.3

Whilst detailed actions the HGGT team will deliver day-to-day are set out in Appendix 2 ‘Delivery Matrix’,
our key strategic commitments to enhancing how the partnership engages include:
•

Continue to grow HGGT social media channels, including expanding our LinkedIn and Instagram
platforms – currently in their infancy - to reach a wider range of stakeholders;

•

Establish a regular e-newsletter with updates about the Garden Town initiative and events;

•

Apply the latest innovations in communications and engagement, if they are considered as an effective
means to deepening participation, particularly amongst harder-to-reach groups;

•

Identify a programme of external local events that members of the HGGT delivery team can attend to
engage with established audiences about the Garden Town initiative;
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•

Identify where existing stakeholders are active on social media and encourage them to become social
media ambassadors for the Garden Town;

•

Work with our local MPs to raise the profile of the Garden Town in Westminster, ensuring that HGGT is
raised in the House when required and that relevant questions are tabled;

•

Create a media pack to supply to developers and partner authorities when they are delivering content
relevant to the Garden Town;

•

Develop an innovative survey to be carried out annually, which captures stakeholders’ views on how they
have been engaged with on the Garden Town and ways this could be improved;

•

Create a template for the HGGT delivery team to use to report consultation feedback and how it has
been responded to. These reports will be made available on the HGGT website and issued directly to
those who participated in the consultation process;

•

Establish a Communications & Engagement Tracker, which monitors engagement activity, outcomes and
responses, in order to review progress against the targets set out;

•

Share best practice on communications and engagement with other garden communities and relevant
organisations (e.g. the TCPA);

•

Develop a joined up narrative for use by all partners that tells of the benefits of strategic growth offered
by the Garden Town initiative. This should consider the differences between existing local communities
and the ways in which they may be uniquely impacted by the project;

•

Organise quarterly meetings between the HGGT Communications Officer, our procured communications
advisers, HGGT officers and the Chair of the Board, who are responsible for the delivery of this Strategy
and will use it to guide an annual Communications Plan through which narratives will be established
and evolve over the lifetime of the project. Within this forum, we will also agree our communications
and engagement targets and delivery for the next quarter and report this back to the Placeshaping and
Engagement Workstream.

6.1.4 In endorsing this Strategy, the HGGT Board and partner Councils represented agree to the principles
established and express their support for the commitments set out, with a view to achieving strong leadership
and delivering a Garden Town shaped by local communities.
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Glossary
Engagement
The active participation of external stakeholders in decisions that will have an impact on them and to which
they can bring their local knowledge and expertise.
Garden Town
A holistically planned new settlement which enhances the natural environment, tackles climate change and
provides high quality housing locally and accessible jobs in beautiful, healthy and sociable communities.
Long-term Stewardship
The partner Councils know that new facilities will not be sustainable without well organised management
structures supported by consistent revenue streams.Community assets must be actively managed and
properly looked after in perpuity. Putting local people at the heart of the process can help to generate
increased local support e.g. Community Land Trusts. The best models will be explored through the Garden
Town Infrastructure and Delivery workstreams.
Sustainable Transport Corridor
A series of strategic corridors in the Garden Town providing high quality public and active travel options,
connecting neighbourhoods quickly with key destinations such as the town centre and rail station.
UK Innovation Corridor (LSCC)
A pioneering region connecting London to Cambridge which has a cluster of world-renowned bioscience
and advanced technology companies and is highly connected both digitally and physically. The LSCC is a
strategic partnership of public and private organisations formed to organise and promote the UK Innovation
Corridor.
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Appendix
Appendix 1: Stakeholder Event Invitees
Abbess, Beauchamp and Berners Roding Parish Council
Albury Parish Council
Anstey Parish Council
Ardeley Parish Council
Aspenden Parish Council
Aston Parish Council
Bayford Parish Council
Bengeo Rural Parish Council
Benington Parish Council
Big Up Harlow
Bishop’s Stortford Town Council
Bramfield Parish Council
Braughing Parish Council
Brent Pelham/Meesden Parish Council
Brickendon Liberty Parish Council
Buckland Parish Council
Buntingford Town Council
Cottered Parish Council
Datchworth Parish Council
Discover Harlow
Eastwick and Gilston Parish Council
Epping Forest Youth Council
Epping Town Council
Epping Upland Parish Council
Furneux Pelham Parish Council
Fyfield Parish Council
Ghana Union

Gibberd Garden
Gilston Steering Group
Great Amwell Parish Council
Great Munden Parish Council
Harlow Chamber
Harlow College
Harlow Faith Groups
Harlow Growth Board
Harlow Synagogue
Harlow Youth Council
Heart 4 Harlow
Hertford Heath Parish Council
Hertford Town Council
Hertingfordbury Parish Council
Herts & Essex Farm
Herts Growth Board
High Ongar Parish Council
High Wych Parish Council
Hormead Parish Council
Hunsdon Parish Council
Little Berkhamsted Parish Council
Little Hadham Parish Council
Little Munden Parish Council
Matching Parish Council
Moreton, Bobbingworth and the Lavers Parish Council
Much Hadham Parish Council
Museum
Nazeing Parish Council
Newfoundland Uni
Nila Hibbert
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North Weald Bassett Parish Council
Ongar Town Council
PAH
Public Health England
Rainbow Services
Rory - Playhouse
Roydon Parish Council
Sawbridgeworth Town Council
Sculpture Town
Sheering Parish Council
Standon Parish Council
Stanford Rivers Parish Council
Stanstead Abbotts Parish Council
Stapleford Abbotts Parish Council
Stapleford Parish Council
Stapleford Tawney Parish Council
Tewin Parish Council
Theydon Bois Parish Council
Theydon Garnon Parish Council
Theydon Mount Parish Council
Thorley Parish Council
Thundridge Parish Council
Walkern Parish Council
Waltham Abbey Town Council
Ware Town Council
Wareside Parish Council
Watton-At-Stone Parish Council
Westmill Parish Council
Widford Parish Council
Willingale Parish Council
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Appendix 2: Delivery Matrix
Audience

Key Considerations

Channels

Action

Board members

•

Likely to be one of the most engaged
audiences

•

Face to face

•

•

Board meetings

•

Detailed understanding of HGGT

•

Webinars

•

Communication needs to be frequent and
detailed

•

Newsletters

•

Website

•

Established social media audiences of local
residents

Review

Board meetings will be held every
•
two months, and one-to-one meetings
between the HGGT Chair and the
Leaders of the partner authorities will
•
be held in between meetings

•

Newsletters to be sent to members in
between meetings

•

Regular briefings to take place on key
themes

After local elections
(potential changes to
membership)
After a change of
political leadership in a
member authority

•

After a Cabinet reshuffle

•

After any periods
of local government
reorganisation
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Audience

Key Considerations

Members in the
•
partner authorities
•

Level of engagement with to be broken
down according to their positions within
the Councils

Channels

Action

Review

•

Newsletter

•

•

After local elections

•

Face to Face

Monthly newsletters issued to
members

•

•

Arrange briefings relating to key
decisions

Before consultations
(with Members in the
relevant wards)

•

Arrange visits to political group
meetings

•

Follow all members who are on
social media from the HGGT Twitter
account

•

Encourage members to follow the
HGGT Twitter account and like the
Facebook page

•

Provide members with briefing notes
and social media assets

Leaders, Cabinet members and Opposition •
leaders will require more detailed and
•
regular communication than backbenchers
(other than those whose wards are directly
affected)

Webinar
Social media

25

Audience

Key Considerations

Channels

Action

Review

Council officers

•

•

Email newsletters

•

•

•

Intranet

Ensure HGGT information is available
on intranet, staff noticeboards etc

•

Noticeboards

•

Ensure printed copies of materials are
available for non desk-based staff

•

Social media

•

•

New staff induction

Encourage officers to follow HGGT
social media accounts and share
content

•

Make social media assets available to
staff to share on social media

•

Create a ‘HGGT ambassadors’
programme for key supporters on
social media and sign up staff

•

Include HGGT as part of Council
inductions of new staff

There are thousands of Council officers
across the five partner authorities. Many
have access to social media channels and
can act as ambassadors for HGGT if kept
properly informed

Quarterly
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Audience

Key Considerations

Channels

Action

Review

Local residents

•

Widespread and comprehensive
communication will be delivered with
residents in the existing settlements

•

Website

•

•

•

Social media,

Only 75% of local residents will have
regular access to the internet

•

Events / street stalls

Ensure residents without internet
access are included via physical
outreach and traditional media
engagement

•

Noticeboards

•

Attend local business forums

There are established community
representatives (e.g. Harlow Ambassadors)
who can help us to communicate the
HGGT Vision

•

Local external
media

•

Build a strong relationship with
community representatives such as
the Harlow Ambassadors

•

Encourage residents to sign up to the
email list and follow HGGT on social
media

•

Identify community champions and
key local figures and add to invite list
for events

•
•

Annually
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Audience

Key Considerations

Channels

Action

Review

Local MPs

•

•

Face to face

•

•

•

Briefings

Schedule face to face meetings
between the HGGT Chair and local
MPs

After a general election
if any retirements or
seats changing hands

•

Email updates

•

Add MPs to email updates

•

Ensure MPs get invites to events

•

Ensure MPs are sent briefing
documents

•

Ensure MPs get courtesy calls
ahead of announcements and key
developments

•

Appoint an MP as the parliamentary
ambassador for HGGT

•

Include Westminster & Whitehall
stakeholders on the newsletter
distribution list

•

After a reshuffle in
which relevant ministers
are moved and new
relationships need to be
built

•

Government,
Whitehall,
Ministers & NonDepartmental
public bodies

•

The Members of Parliament for
constituencies are key influencers within
their communities with the ability to
communicate with all residents via
newsletters, email lists and public meetings
Whilst these stakeholders have extremely
busy diaries and inboxes, regular
communication is required to maintain a
positive working relationship

Engagement with ministers and senior civil
servants should be via letter email, call
or face to face with the HGGT chair as
required, with particular focus on MHCLG,
Homes England, BEIS and DHSC/NHS.
Westminster and Whitehall stakeholders
could receive the regular newsletter
updates for information

•

Face to face

•

Email updates

•

Newsletters
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Audience

Key Considerations

Media

•

In the absence of a local newspaper in
•
Harlow, engagement with other local media
is even more important

•

The national media will also provide
opportunities for HGGT to position itself
as a thought leader on issues of relevance

Important
stakeholders

•

•

There are a number of stakeholders with
particular importance for the success of
the HGGT project: Public Health England
and Princess Alexandra Hospital for
example are critical to positioning Harlow
as a centre for health

Channels
Face to face
(comms officer,
director and chair
to build personal
relationships)

•

Press releases,
media briefings,
social media

•

Regular catch ups
(Comms Officers)

•

Email

•

Intranet

Action

Review

•

Prioritise radio and television news
and independent local news websites
such as YourHarlow

•

Annually

•

Build relationships with local and
national media

•

Arrange regular catch ups between
communications officers of HGGT
and key stakeholders

•

•

Ask key stakeholders to disseminate
HGGT information via internal
channels

Regularly, to ensure new
important stakeholders
are identified and
engaged as HGGT
progresses

There are also other Garden Towns with
which we can share best practice
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Audience

Key Considerations

Channels

Action

Review

Developers

•

Developers will actively and tangibly shape
the future Garden Town

•

Developer Forum

•

•

•

Face to face

Garden Town Developer Forum to
meet quarterly

•

How they engage will have an impact on
how involved communities feel in the
delivery of the Garden Town and could
have a reputational impact on HGGT

•

Online workshops

•

•

Newsletters

Workshop events to be arranged in
between forum meetings

Regularly to ensure
opportunities for
engaging interested
developers are not
missed

•

Offer opportunities for prospective
developers to meet the Chair and
Director one-to-one

•

Create branding/style guide/media
pack to ensure developers are
joined up with the overall tone and
messaging of HGGT across all new
neighbourhoods
Email updates, briefings, face to face

•

After elections to ensure
new members are
properly informed

Town and parish
Councils

•

•

Parish and Town Councils are important
local barometers and influencers of public
opinion and communication should be
regular
Engagement with the relevant ward
councillors in Harlow will be important as
the district is not represented by Parish
and Town Councils

•

Email updates

•

Briefings

•

Face to face

•

Newsletters

•
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Audience

Key Considerations

Channels

Action

Review

Statutory
consultees

•

•

Face to face

•

•

•

Email

Incorporate into the consultation
process for HGGT

Regularly as
consultations arise

•

Website

•

Letter

•

Formal notice

•

Events

•

Media
•

Create a comprehensive list of third
sector and community organisations
in the HGGT area

•

Regularly to identify new
opportunities to engage
in this sector

•

Ensure walking and cycling groups are
included

•

Set up themed events aimed
at community and voluntary
organisations

•

Include community and voluntary
organisations on the email list

•

Encourage groups to follow HGGT on
social media (and follow them)

Third sector,
community
and voluntary
organisations

•

•

Statutory consultees should be engaged
with in a number of ways as set out in the
partner Council SCIs

From established charities to newly formed •
community groups, there are a wide range
•
of organisations whose expertise, local
knowledge and enthusiasm can be utilised
•
by HGGT
•
Particular attention should be paid to
walking and cycling groups who, if kept
•
engaged, could be champions of the Garden
Town approach

Stakeholder forum
Email
Social media
Events
Newsletters
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Audience

Key Considerations

Channels

Action

Review

Education sector

•

•

Face to face

•

•

As required

•

Email

Ask schools to distribute HGGT
information to parents

•

Events

•

Build relationships with journalists in
the education trade press

Engagement should also include the
education sector itself, to ensure the future
educational needs of HGGT are fully
considered

•

Arrange presentations to students on
the Garden Town

•

Participate in skills and employment
fayres

•

Schools also offer a communication route
to parents (e.g. school newsletters), a vital
group for engagement if the Garden Town
is to be a success

•

Invite students to participate in
consultations

•

For HGGT to thrive, investment must be
attracted to the town to create the jobs
and infrastructure required

•

HGGT Chair and Director to
build direct relationships with the
investment community

•

Regularly to identify new
opportunities in the UK
and abroad

•

Build relationships with business and
investment journalists

•

Potential investors

Educational establishments in Harlow, such
as Harlow College, provide an opportunity
to engage with and receive feedback from
the young people who will play a crucial
role in the success of the Garden Town

•

Face to face

•

Events

•

Business
conferences

•

Business and
investment trade
press

•

Fact finding trips to
Harlow
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Audience

Key Considerations

Channels

Action

Young People

•

•

Social media

•

•

Schools and colleges

Engage young people via competitions, •
workshops and activity days

•

Events

•

Directly engage with and consult the
Youth Councils

•

Competitions,
forums
Face to face
(Councillors)

•

Identify communities outside the
HGGT areas but in the partner
boroughs

•

Engage with Councillors and
community figures in these areas

•

Ask to include HGGT content in local
newsletters

•

Target social media posts to these
communities

Neighbouring
communities

•

For the Garden Town to succeed, it is
critical that young people are aware that
the project will provide the opportunities
to live, work and succeed without moving
away from the area

There are many residents in the partner
borough authorities who are not directly
affected by the Garden Town but will
benefit from the jobs and infrastructure
that it will bring to the area

•
•

Briefings
(Councillors)

•

Newsletters

•

Events

•

Social media

•

Website

Review

•

As required

After local elections to
ensure new members
are fully briefed
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Audience

Key Considerations

Local businesses,
business forums,
chambers of
commerce, BIDS,
LEPs

•

•

Channels

Local businesses will be a key driver of
•
job creation to ensure the Garden Town
•
is a success going forward. Businesses
should be consulted regularly and asked to
communicate news about the Garden Town •
to their employees
•
Overarching groups such as LEPs, BIDS,
chambers of commerce and business
•
forums should be a key focus to ensure
businesses are kept updated and consulted
•
where appropriate

Action

Consultation events •
One-to-one
meetings
Email updates

•

Ask these organisations to
disseminate information to their
members

•

Ask local businesses to disseminate
information to their staff

Written briefings
Informal
engagement

Create comprehensive list of LEPS,
BIDs, chambers of commerce and
business forums in the HGGT area

Review
•

Annually

Newsletters
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Audience

Key Considerations

Channels

Action

Review

Traditional print &
broadcast media

•

BBC Essex - TV

•

Email

•

•

•

ITV Anglia / London - TV

•

Phone

•

BBC Essex – Radio

•

Event invite

Work with media teams across
the partner authorities and key
stakeholders to identify potential
good news stories

•

Essex Radio – Radio

•

Press Release

•

•

YourHarlow – Online

•

Social Media

Ensure media releases are packaged
in a way that facilitates their use by
media outlets

•

Everything Harlow - Online

•

•

Everything Epping – Online

Amplify positive press stories via
HGGT social media channels

•

Harlow Times – External Council magazine

•

•

CM17 – Magazine

Circulate press stories to the Board,
Councillors and Council staff for
social media amplification

•

Develop a process for rapid response
for reactive comments on breaking
stories

•

Use HGGT social media channels
to provide quick reactive comment
where appropriate

•

Monitor and flag negative comments
on social media that could develop
into stories

Regularly
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Audience

Key Considerations

Channels

Action

Review

National & trade
press publications

•

National press opportunities are expected
to be no more than occasional at this time,
but HGGT should look for opportunities
within the context of the current demand
for news on environment and green
transport

•

Email

•

•

•

Phone

Investigate opportunities for
appearances on podcasts

•

Event invite

•

Audit of national media consumption
in the HGGT area

•

Press Release

•

•

Smaller national outlets may have more
interest in HGGT

•

Social Media

Build relationships with trade media
including transport, business, internal
publications of business organisations,
life sciences and health

•

Appearances on podcasts could widen our
profile and position HGGT as a thoughtleader on the four themes in the Vision

•

Trade press offers opportunities for
coverage: from the planning & property
press, through to transport press, business
trade publications

•

Internal publications of organisations such
as the Federation of Small Businesses will
offer the opportunity to talk to a business
and investment audience. Life sciences and
health press should also be targeted

•

The new version of Public Health
England moving to the Garden Town will
automatically position Harlow & Gilston
into one of the hubs of global health
research

Regularly
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Audience

Key Considerations

Channels

Action

Review

Digital & social
media

•

•

•

Launch LinkedIn and Instagram
accounts at the appropriate time

•

•

Ensure social media calendar reflects
key local and national events

•

Continue to build on the initial
success of the social media advertising
programme

•

Grow email list as a top priority

•

The HGGT website is the go-to hub for
information about the Garden Town

•
Social media channels provide an
opportunity to communicate directly with a •
range of key audiences

•

We currently use Facebook for public
engagement and Twitter for communicating
with key stakeholders

•

A LinkedIn page has been established to
communicate with potential investors
and talent and an Instagram channel is
recommended in the long term, as more
high-quality visual imagery becomes
available

•

Social media advertising allows HGGT to
reach a much wider, precision-targeted
audience to raise awareness and help
to grow the social media accounts. The
evidence so far from small like-acquisition
and awareness campaigns is that there is
plenty of appetite for information on the
Garden Town, as well as significant scope
for channel growth

•

Email lists should also be a top priority for
direct engagement

Website
Social media
Newsletters (via
email)

Regularly
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Appendix 3: Local Community Stakeholders & Channels
We have undertaken a stakeholder mapping exercise to identify local stakeholder organisations with which we can
collaborate in order to reach their established audiences via existing channels. The communications workplans we
deliver internally to guide our work will incorporate further analysis to set out which platforms they use, their reach,
and how we can use them going forward.
Abbess, Beauchamp and Berners Roding Parish Council

Epping Upland Parish Council

Albury Parish Council

Essex Police

Anstey Parish Council

Furneux Pelham Parish Council

Ardeley Parish Council

Fyfield Parish Council

Arriva

Ghana Union

Aspenden Parish Council

Gibberd Garden

Aston Parish Council

Gilston Steering Group

Bayford Parish Council

Great Amwell Parish Council

Bengeo Rural Parish Council

Great Munden Parish Council

Benington Parish Council

Greater Anglia

Big Up Harlow (social media)

Harlow Chamber

Bishop’s Stortford Town Council

Harlow College

Bramfield Parish Council

Harlow Ethnic Minority Umbrella

Braughing Parish Council

Harlow Growth Board

Brent Pelham/Meesden Parish Council

Harlow Islamic Centre

Brickendon Liberty Parish Council

Harlow Jewish Community

Buckland Parish Council

Harlow Museum

Buntingford Town Council

Harlow Sculpture Town

CM17 Connection

Harvey Centre

Cottered Parish Council

Heart 4 Harlow

Datchworth Parish Council

Hertford Heath Parish Council

Discover Harlow

Hertford Town Council

Eastwick and Gilston Parish Council

Hertingfordbury Parish Council

Enterprise Zone/Science Park

Herts & Essex Farm

Epping Town Council

Herts Chamber
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Herts Growth Board

Stapleford Tawney Parish Council

Herts LEP

TCPA

High Ongar Parish Council

Tewin Parish Council

High Wych Parish Council

Theydon Bois Parish Council

Hormead Parish Council

Theydon Garnon Parish Council

Hunsdon Parish Council

Theydon Mount Parish Council

Little Berkhamsted Parish Council

Thorley Parish Council

Little Hadham Parish Council

Thundridge Parish Council

Little Munden Parish Council

UK Innovation Corridor

Matching Parish Council

Waltham Abbey Town Council

Memorial University of Newfoundland

Willingale Parish Council

Moreton, Bobbingworth and the Lavers Parish Council

Walkern Parish Council

Much Hadham Parish Council

Ware Town Council

Nazeing Parish Council

Wareside Parish Council

North Weald Bassett Parish Council

Watton-At-Stone Parish Council

Ongar Town Council

Westmill Parish Council

Parndon Mill

Widford Parish Council

Playhouse Theatre
Princess Alexandra Hospital
Public Health England
Rainbow Services
Roydon Parish Council
Sawbridgeworth Town Council
Sheering Parish Council
South East LEP
Standon Parish Council
Stanford Rivers Parish Council
Stanstead Abbotts Parish Council
Stapleford Abbotts Parish Council
Stapleford Parish Council
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