
Cost of living crisis
Communications and channels approach



Campaign objectives  

Take a multi-channel approach to raise awareness of the 

help and support available hyper-locally, locally and 

nationally, and target key audiences, including the most 

vulnerable

Encourage residents who are struggling to seek help by 

showing them that they aren’t alone and to help prevent 

and reduce shame/embarrassment

Help residents in extreme financial hardship to access 

financial support through our £2 million COLC Fund

Develop case study-led stories to support the campaign

Encourage and support residents and businesses who 

are able to, to get involved and help others - by donating 

time or resources

Continue to equip partners with the content they need to 

share information and advice via their own networks and 

directly into our communities

Continue to work with colleagues across the organisation

to ensure the campaign is informed by the latest data 

and insight so that we can continue to target advice and 

support at residents who are particularly struggling – e.g.

information re free school meals aimed at parents and 

carers

Seek feedback from and meet community groups and 

leaders to understand how they access advice and 

support so we can continue to effectively target residents

Explore setting up a communications working group of 

residents to review and feedback on materials we 

produce



Communications and Channel approach

We are taking a similar double-pronged approach that we took during the pandemic, and which we know is 
effective at reaching deep into our communities:

1. A hyper-local targeted approach talking to people in their community – including sharing template 
communications assets detailing all available support with community leaders, organisations, councillors and 
staff to share through their own networks. This includes via ‘word of mouth’ and local WhatsApp groups;
targeted digital advertising; accessible formats – including translations, BSL and EasyRead. Messaging will be 
tailored to the audience and channel.

2. High impact, wide-reaching communications across all of our communications channels to reiterate 
the messages we are giving at a local level – e.g. our e-newsletter, resident magazine, social media, 
communications door-dropped to all residents, CNJ wrap, bus stop and other out-of-home advertising.

In addition, we will continue to support participation and partnerships work by helping to raise awareness 
of hyper-local support that’s available or being set up to support our communities.



Communications and channel approach
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Campaign and channels – examples 

We continue to take a multi-channel approach to this 

campaign, which includes:

• Council website

• Printed materials – e.g. advice booklet, leaflets, posters 

• Camden magazine

• Social media

• Local media - CNJ insert/wrap, news coverage 

• Street level advertising 

• Accessible comms

• Partner channels and local networks

• Internal communications aimed at staff – e.g. Essentials

• Fortnightly member updates 

You’ll find some examples of the content and materials we 

have developed over the next few slides.



Dedicated webpage and support hub

Camden’s website 

remains residents’ 

preferred channel for 

finding out council 

information –

82% have used the 

site



Printed materials
Our research shows leaflets delivered by 

the council are among residents top 

three channel preferences. The leaflet to 

the left was sent to all homes in the 

borough in winter 2022 to 2023

Leaflets 

available on 

a range of 

topics 



Camden magazine 

Receiving a regular printed council publication features in residents top three 

channel preferences (2021) – alongside our website and leaflets (delivered) 

Camden magazine – sent to all homes, 

libraries and businesses – three times 

a year

Camden mag, 

summer ‘23



Social media - graphics

Twitter/X: 38,500 followers

Facebook: 6,900 followers

Nextdoor: 49,975 members

Instagram: 2,750 followers



Social media - content



CNJ insert and e-bulletin

CNJ insert

November 2022 

Our newest channels – the CNJ 

insert/wrap, our residents’

e-newsletter and Instagram – have 

been extremely well received, with 

consistently high engagement



Local media coverage



Street level advertising – e.g. bus stops

Feedback 

from residents 

shows the 

high impact of 

on-street 

advertising 

like these bus 

stop posters -

and 

particularly 

those with 

simple 

graphics and 

messaging



Downloadable resources

We upload all social media graphics, posters, video scripts, BSL 

and EasyRead content to our website and regularly share with 

community leaders with an ask for them to share with their local 

networks



Collaborating with our participation team

We have been amplifying the work 

our participation colleagues have 

been leading. This includes promoting 

ward-level initiatives that started 

following ward-level conversations 

over the winter months 



Accessible communications

We have developed a variety of content to ensure the campaign is as accessible 

as possible. This includes an EasyRead wiki, British Sign Language content and 

translated materials



Member communications

We include cost of living crisis 

information and advice via the all-

Members fortnightly email. This 

includes key messages and links to 

tweets to share via their own channels 

and networks.



Internal communications

On Essentials and via internal emails, we 

have promoted the help and support 

available to staff alongside the work we’re 

doing to support residents.
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