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Introduction 
 
In October and November 2007 four of Staffordshire’s District Council’s went live with 
their Decriminalised parking operations following a year long campaign to raise 
awareness of the importance of the Clear Streets operation. 
 
There have of course been isolated operational teething problems in the delivery of 
the on the ground programmes but in general the public perception of the operations 
has been positive and the media coverage has been balanced to positive. The sheer 
number of communities who are keen to get the operation intervening in their locality 
is testament to the schemes success. Indeed, delivering on the potential to meet 
everyone’s heightened expectations is part of the challenge for the next phase in the 
development of the Clear Streets programme for Staffordshire. 
 
This Strategy will give direction to the next phase of the development and delivery of 
an integrated communications campaign ensuring that the positive messages and 
profile achieved in Stage one of the Clear Streets programme are fed through to the 
second tier of joining authorities, and that lessons are learned in dealing with the 
impacts of on street operations once these hit the headlines. 
 
The aim of this Strategy is to ensure Staffordshire’s programme of delivering CPE is 
accepted and embraced by partner organisations and the wider set of stakeholder 
groups in the community at large. 
      
This paper reiterates the background to the partnership and its key objectives, and 
will underline the key aims of effective communications, and provides a framework 
and a description of the mechanisms adopted so far in the delivery of an effective 
and coordinated communications programme, and provides a timetable for the 
extension and adaptation of these systems to the next wave of participation..    
 
Background 
 
The partnership of Staffordshire public bodies is committed to working together to 
combat congestion and improve safety on the County’s streets. Parking regulation is 
a key element in delivering this mission.  
 
Decriminalised parking has been adopted and up and running in Staffordshire 
Moorlands, East Staffordshire, Stafford Borough and Newcastle Under Lyme since 
the autumn of 2007.  
 
The operation has been generally well received and the communications campaign, 
which has rolled out the operation under the banner of “Clear Streets” has been 
demonstrated to have an impact in creating a positive public perception prior to 
rolling out the scheme. The role of media support has been critical.  
 
With Cannock Chase, South Staffordshire, Tamworth and Lichfield all due to join the 
operation in February 2009, the next stage in the communication programme needs 



to roll out an awareness raising programme across these areas in the year leading 
up to D-Day.     
 
 

COMMUNICATIONS  
 
The Benefits 
 
The Partnership integrates parking enforcement with the wider function of co-
ordinating the street scene and keeping traffic on the move. 
 
Key messages for Clear Streets are:  
 

• reduce and ease congestion, ensure a more free flowing traffic – benefiting 
the economy and the environment 

• protects communities from illegal and inconsiderate parking 

• improve road safety, avoiding accidents and saving lives 

• clears streets for emergency services 

• be self-financing operation – with no cost to the tax payer 

• improve the transport network as extra receipts from illegal parking 
enforcement are spent directly on transportation improvements 

 
An effective Communications mix will be essential in ensuring that the community is 
aware of the benefits of the scheme and supportive of the delivery of these benefits. 
 

� To identify the target groups and audiences 
� To identify the key staging posts in the development of the campaign 
� To identify and match the mix of media and integrate this into the timetable  
� To ensure clear and consistent message delivery among the partners 
� To ensure that partner bodies and community influencers support the 

project 
� To ensure that the media understand the benefits and are encouraged to 

support the scheme from its earliest days 
� To minimise negative impacts and criticism 
� To ensure that partners share good practise  
� To enable a flow of feedback into the project to ensure delivery can be 

adjusted to reflect a changing external environment 
� To ensure public understand and support the programme way in advance 

of start of operations. 
� To continually evaluate perceptions and deliver a flexible and responsive 

communications programme. 
� Ensure that all partner employees are aware of the benefits and can act as 

ambassadors for the initiative. 
 
KEY MESSAGES 
 
An effective communications programme harnesses the power of simple, clear and 
coherent messages.  
 
These should be repeated throughout the communications output, creating an 
underpinning simplicity and a sub-conscious identification with the key values of the 
operation in the minds of the target audiences. 
 



The Clear Streets brand has been proven to be clear and consistent in delivering 
these positive messages. This should be maintained. 
 
Key messages should include: 
 

� Clear Streets will make the streets safer for everyone – stopping dangerous 
and illegal parking. 

� It will mean clearer streets and make getting about easier for everyone – 
drivers, pedestrians, cyclists and public transport users. 

� It will boost business – keeping Staffordshire’s economic lifeblood on the 
move. 

� It will plough money into improving transport for everyone – parking offence 
penalties going straight back into local street improvements. 

� It will help combat pollution by tackling congestion. 
� It will allow the introduction and enforcement of Resident Permit parking 

schemes     
 
KEY AUDIENCES 

 
In delivering the above we need to engage a number of key stakeholders: 
 

� Partnership councillors 
� Partnership staff members 
� Wider public sector stakeholders – (parish councils, NHS, Fire Authority etc) 
� Local business community 
� Local special interest groups (drivers, WIs, environmental, etc) 
� The media 
� The wider general public. 

 
Councillors 
 
The process of engaging political support for the programme has already got 
underway but the communications programme needs to ensure that local politicians 
are kept fully informed about the benefits and the delivery of the programme. Local 
politicians are the eyes and ears of the community, and their support is vital. 
 
Staff Members  
 
Each of the partner bodies will have the individual responsibility of using the 
communications media created by the partnership to deliver a positive message 
about the programme to their staff. The Local Authorities together employ thousands 
of ordinary citizens who each can help sell the positive messages about CPE. 
 
Wider Public Sector   
 
Existing close working relationships and networks will be critical in getting partners 
on board. Organisations such as the emergency services and utility providers should 
very good allies in delivering a successful campaign as they stand to benefit greatly 
from streets freed from illegal and irresponsible parking. Existing clear 
communication networks with these partners already exist and these should be used 
to maximum advantage. 
 
Local Business Community   
 



Local Chambers of Trade and business networks will be key in gaining the influential 
support of the commercial lobby. They stand to gain greatly from freer streets and 
quicker delivery of gods and services. Individual businesses, shops for examples, 
may dislike the measure as it will stop shoppers from parking briefly on double 
yellows, although in most cases unloading and loading will still be permissible. We 
need to have developed the answers in advance. 
 
Special Interest Groups 
 
There are a number of distinct special interest groups in the community who could 
bring considerable influence to bear on the success of the programme and their 
understanding and support would ease the passage of the operation. The more 
official groups we can get on board to declare their support the more we can buttress 
the campaign.  
 
These include motoring organisations, community groups and environmental groups. 

� AA and RAC 
� The Association of British Drivers 
� The Association of Advanced Motorists 
� Driving Instructors 
� WI and WRVS groups 
� Parish Councils 
� Environmental groups like FoE 
� Neighbourhood Watch Groups 
� Pensioners Groups 
� Disability Groups 
� The Police 

 
The Media  
 
The media are both a mode for communicating the messages of the campaign but 
are also and audience in its own right. Journalists and editors always have a 
personal perspective and we need to get them on board with the benefits early on. A 
specific media awareness campaign would be critical to the success of the delivery of 
the message to a wide range of audiences. 
 
The Wider Public   
 
The general public pulls together all these specialist groups with a more diffuse 
amalgam of ordinary individuals. The main routes to communicate with the general 
public will be: 
 

� The media - TV, Radio and newspaper and magazine editorial coverage 
� Advertising – both newspaper and posters, radio, bus backs. 
� Leaflets to be distributed through partner outlets. 
� DVDs for broadcast in public venues through partners and for distribution to 

key players  
� Display materials – pop ups and banners – for exhibitions programme. 
� Face to face presentations – utilising the above. 
� Materials/articles in partnership newsletters/on websites 

 
Framework and first model operations established 
   
The second wave of Clear Streets operations will gain the benefits of the established 
positive profile of the first wave. 



 
In all communications the following messages need to be embodied. 
 
The County Parking Manager’s team is in place and working well  
 
Four district operations are working well and examples of best practise and lessons 
learned are being compiled. 
 
A review of the remainder of existing no waiting orders (double yellow lines) in the 
affected areas of the County – some 6,500 in total, amounting to over 450 kms in 
length –are complete and consolidation TRO’s are nearing completion. 
 
The whole network is being integrated into a high tech computer monitoring system 
to enable partners to share together the complete picture and integrate operations. 
 
The first wave of partners have been operating successfully for almost a year. 
 
Successes are: 
 

• Teams trained up and operating effectively 

• Levels of offending have declined as drivers are influenced by Clear Streets 
message 

• Applications for residents parking schemes multiply as people want Clear 
Streets management where they live 

•  Staffordshire Parking Board and Local Parking Committees 

• Current relationship with local Media 

• Back Office performance 

• Success at adjudications as a result of robust policies, tight operational 
systems, good practice, fairness and a reasonable attitude 

 
 
Existing Communications Tools Already Developed. 
 
Much of the material has already been produced for the first round of Clear Streets 
partner activities. These will simply need updating and improving. 
 
Staffordshire County Council will provide the design, production and print support for 
these outputs. 
 

• Clear Streets Video 

• Clear Streets display banners  

• Clear Streets leaflets 

• Clear Streets posters 

• Clear Streets introductory media programme 

• Clear Streets website 

• Resident Parking pack and leaflets 

• Internal and public focused news letter like Your Staffordshire 

• Advertising with local papers 
. 
 
 
 
 
 



Key Moments in Pre-launch Communications Programme 
 
Each one of the following moments will require press release and possible photo 
opportunities – to be developed by partner’s communications teams in unison. 
 

� Partners start detailed development of the scheme together  
� Partners submit a Special Parking Area Agreement to the Government – i.e. 

formal approval to deliver the scheme (23/9/08). 
� Partners sign on the yellow line (December 08) 
� Parking board meets 14th July, 15th September and 19TH  January  
� Spring 08 and ongoing – publicity campaign to raise public awareness, using 

tried and tested programme from phase 1, including:   
    

1. town centre displays 
2. poster blitz 
3. media briefings 
4. advertising in local papers  
5. features in public facing publications like Your Staffordshire 
6. video screenings and distribution 
7. business distribution 

 
� Recruitment of staff and initial training – features in press (Nov - Jan) 
� Emergency services show their support – pictures with fire, ambulance and 

police officers and vehicles 
� New equipment and uniforms on display (Jan 09) 
� Specimen ticket sent to press before – warning release. 
� 12 month, 9, month, 6 month, 3 months, 2 month and 1 month to go releases.  
� First tickets issued (two weeks warning period last chance saloon)  
� First real tickets. (Feb 09)  

  
 
THE PARTNERS AND CO-ORDINATION  
 
As discussed above continuity and coherence of message is vital to delivering a 
successful operation – but locality is a key factor in ensuring partners feel a sense of 
ownership and in ensuring neighbourhoods feel it is a scheme that will deliver 
benefits on their streets. 
 
It is proposed that Communications campaign be co-ordinated by Staffordshire 
County Council’s Development Services Communications Team, but that it should be 
done in complete unanimity with colleagues in the district partner’s communications 
specialists. 
 
The Staffordshire team have produced model releases and events and the district 
partners have adapted these to their local needs and delivered localised photo-calls 
and events to meet the needs of their local political sensitivities and community 
needs.  
 
The Staffordshire E-partnership communications team have helped provided co-
ordination support and post event record keeping and documentation.   
 
Delivery of local programmes of communication and distribution should be planned 
and delivered by district partner communications teams, in close co-operation with 
the County Team. 
 



The co-ordinated programme of Media Development will be informed by the Media 
Protocol (see addendum 1). 
 
The Protocol will ensure that there is consistency in the way that all media contacts 
are dealt with. It is important that all partners share information and best practise and 
avoid confusion or contradiction. 
 
The Media Campaign will key into the Watershed Points in the timetable for delivery 
(see above).         
 
 
PROFILE FIGURES  
 
It is important that there are clear “lead figures” for fronting CPP communications in 
each of the partner areas. These individuals must be well briefed on the issues, be 
very articulate, trained and experienced in doing media interviews and be able to 
develop their own personalities as “the friendly local faces of Clear Streets.” 
 
Each of the Communications teams will be responsible for identifying and developing 
the profile of this individual.  
 
Internal Communications 
 
Each of the partner organisations will need to raise awareness of the programme and 
its objectives with their own staff and members. 
 
This area of activity is exclusively the domain of each partner organisation but advise 
and support can be give by both the Staffordshire communications team and the 
Phase one partner communications teams. 
 
REVIEW AND EVALUATION 
 
The programme will need to be constantly monitored and reviewed. Flexibility will be 
the key to ensuring we target the most appropriate stories and audiences as the story 
unrolls over the forthcoming 18 months.  
 
Evaluations should take place at 6 monthly intervals. Monitoring should be 
undertaken by each of the communications partners and fed into a central evaluation 
process. Impacts will be gauged through monitoring the following: 
 

� Number and tenor of media reports/features/articles. 
� Number of radio broadcasts  
� Media attitude 
� Individual contacts developed 
� Number and type of marketing material produced and outlets – analysis of 

take up. 
� Number of exhibitions/community events attended. 
� References in partnership publications 
� Pictures in the press 
� Website hits and mentions 
� Number of presentations given   
� Number of supporting groups signing up. 

 
 
 



CONCLUSION. 
 
Communications is central to the success of delivering CPE but it requires everyone 
involved to sign up to a common approach and to deliver their part. 
 
Each District has different characteristics and political backgrounds and issues so 
local delivery will need to have a clear steer from the local communications 
specialists. 
 
The Strategy needs to be consistent and robust but also flexible to allow changes in 
circumstances and local sensitivities to adapt the delivery. 
 
Parking is a highly controversial issue and the programme needs to keep a clear 
focus on the benefits and the bigger picture, plus local success stories. So far the 
phase 1 has been generally successful and the next phase should utilize the 
successes but learn from the problems.  
 
The teams need to work closely together with regular information sharing sessions 
and meetings between communications teams. 
 
 
Appendix 1. 
 

MEDIA PROTOCOL 
 
In delivering an effective media campaign the various partners must have an agreed 
approach to ensure continuity and consistency of message and quality of delivery. 
 
It is proposed that the following rules of engagement be adopted by all partners to 
ensure that we maximise the benefits and minimise the risks in working with the 
media. 
 
To this end the Communications teams will meet and talk to each other regularly to 
ensure that a common approach is agreed and delivered. 
 

Press releases  
 
All releases will result from a pre-agreed release programme. A core release will be 
produced by the County Team for adaptation to local needs by district teams. These 
will all be fed back to the County for records.  
 
Quotes will be agreed by all parties before releases go out to ensure the partners are 
represented. 
 
The style of release writing needs to reflect the active and people focused nature of 
the campaign. Releases need to reinforce the key themes and the mission. 
 
Releases will avoid jargon and “authority speak.” This about helping people and 
communities, not about enforcing regulations and laws.         
 
A common “Notes for Editors” will be used on every release. The CPP logo should 
also be used on every release. 
 
 



Media Contacts 
 
The first point of contact for any media enquiry must be the respective press offices. 
Media should not be directed to technical officers dealing with Decriminalised Parking 
issues. 
 
All media responses should be informed by a common approach. If there is any issue 
of contention the press officer receiving the call should put the issue to 
Communications colleagues at the County and the other districts to discuss. 
 
All new media responses should be cleared with the lead officer in CPP in the 
respective district and shared with the CPP Manager at Staffordshire County Council. 
It is understood that at times news deadlines mean that considered responses must 
be issued as no senior officers are available. In this case the output must be 
discussed with other communications colleagues from one of the partner 
organisations.  
 
All responses and media coverage should be recorded and shared with colleagues to 
ensure consistency and to provide a log of good practise. 
 

Reactive: 
 
Interviews  
 
The press will want to speak to the “Faces” of CPP and these people will need to be 
excellently briefed and well trained in the art of media interviews. They need to be 
senior officers who have a friendly, open and discreet approach to communications. 
They need to be unflappable and to be able to maintain a calm persona even under 
fire. 
 
Every media interview should be mediated by the Press Offices and full briefings 
produced, including potential pitfalls on all the issues. 
 
The County Council is able t provide media training for these frontline individuals.  
 
Again, each interview needs to be monitored and recorded and sent to the County for 
compilation of information for sharing best practise and for analysis. 
 
Broadcasts 
 
General guidelines are as above but extra care here needs to be taken. Only the key 
“Faces” or champions will do these interviews.  
 
Availability, Meeting Deadlines and No comments. 
 
The success of the campaign very much relies upon someone always being available 
to talk to the press, on clear messages and on ensuring that we are never seen as 
being a distant and unapproachable agency.  
 
We must ensure that comments are given and that deadlines are met. The reputation 
of the Clear Streets programme needs to be established early on. We must be 
dependable. If one press office isn’t in, other press offices should be able to provide 
a link until such time as local expertise is available. 
 



The effective partnership between media teams is vital. 
   
Monitoring  
 
Each Communications partner will keep a log of their activities and outputs, and 
clippings of the results, which will contribute to the 6 monthly assessment process. 
 

Proactive Generation  
 
The teams will work closely together to identify sources and outlets for the 
campaigns positive messages. General principles will be adopted through regular 
meetings but local expertise will help direct and effective and locally responsive 
campaign. The programme will be directed by the pre-agreed CPP Communications 
Strategy. 
 
Partner Responsibilities Checklist 
 

� Monitor and report local conditions and special issues 
� Identify potential channels for outputs 
� Feedback outputs and results 
� Develop “Faces” or “Champions” locally. 
� Provide local examples of best practise and good news stories that can feed 

into County wide publicity, web and other materials. 
� Keep to Clear Streets style and ensure staff are on message. 
� Ensure key messages are part of every release. 
� Ensure partner approvals are in place before issue of releases or statements 

 
 
VITAL LAST POINT 
 
If disagreements do occur between partners on policy or approach, these must not 
be allowed to enter the public arena.  
 
Any political or other disagreements must be raised well in advance and the 
problems addressed openly with the partnership. Trust is vital in achieving a positive 
outcome with this project. 
 
The media will shark in upon any public disagreements and seek to exploit any 
weaknesses. This could seriously damage the effectiveness of the programme and 
weaken the effectiveness of the campaign. 
 
To a certain extent this will be dependent upon the effective early delivery of a 
political communication programme to be carried out within each partner 
organisation. Communications success in this arena will help decide the future 
strategy delivery on the wider front of media, advertising and exhibitions. 
 
 
 

 
 
        
 
 


