
 

 

 

YORKSHIRE DALES NATIONAL PARK AUTHORITY 
 

ITEM  8 

  
 

Date: 31 March 2020 
  
Report: COMMUNICATION STRATEGY 2020-25 

 
 
 
Purpose of the report 
 
1. To recommend the adoption of the Communication Strategy 2020-25. 
 
RECOMMENDATION 
 
2. That the attached Communication Strategy 2020-25 be adopted. 
  
Strategic Planning Framework 

 
3. The information and recommendation contained in this report is consistent with the 

Authority’s statutory purposes and its approved strategic planning framework.  
 

• Objective 35: Provide high quality, efficient and effective services and 
communications to the public and other stakeholders 
 

Background 
 
4. The previous Communication Strategy was published in 2012 and a Communication 

Direction Update was added to that in 2016. 
 
5.   Last year the Member Champions’ Communication and PR Task and Finish Group 

recommended that the review of the Communication Strategy should include 
reputation management, and this has been accounted for in the review undertaken 
here. 

 
6. At five pages (plus a two page Appendix, containing potential areas for development) 

the Communication Strategy 2020-25 is far shorter than previous versions. It’s been 
deliberately written to capture only the higher level (i.e. strategic) components of 
communications. The operational details of ‘how’ and ‘by who’ of previous versions, 
have been left out as they are part of the delivery mechanism, rather than the 
strategic direction.  

 
7. The Communication Strategy 2020-25 is intended to cover the Authority’s wider 

communications work, not just the work of the Communications Team. 
 
8. The recommendation is that the Strategy be adopted.  A copy of the Strategy is 

attached to this report. 
 
Richard Payne 
Mark Sadler 
Communications Managers 
26 February 2020 



 

 

 

                                                                                                                                    
 

Communication Strategy 2020-25 
 

 
Purpose  
 
1. This Strategy is designed to deliver two objectives: 
 

A primary one  
 

• Promote the understanding and enjoyment of the National Park - Promote, 
conserve and enhance the Yorkshire Dales National Park by stimulating 
engagement, action and care. Communication is a key element in delivering the 
objectives set out in the National Park Management Plan (NPMP). 

 
And a secondary one 

 

• Promote the role and work of the Authority - Promote the positive work the 
Yorkshire Dales National Park Authority does to ensure that stakeholders 
recognise this work in delivering National Park purposes.  

 
2. Every one of us who works with or for the Authority - Members, Volunteers and Officers 
- has a role in promoting the National Park and the Authority. This Strategy is for the 
whole Authority. This wider perspective means that our other policies and strategies with 
some communications-related content are relevant to this Strategy; such items are 
referenced to give a full picture of our communications-related activities and 
responsibilities, but their content is not otherwise repeated here. 
 
 

Approach 
 
3. The vision for the National Park, laid out in the NPMP, sits at the heart of all our 
communications:  
 

‘Through their passion for this special place, local people, businesses and 
organisations will keep the Yorkshire Dales National Park a thriving area. 
Its unique cultural landscape will be treasured for its stunning scenery, 
exceptional heritage and wonderful wildlife, and every year millions of people 
will be inspired to be a part of it’ 

 
4. This vision will be achieved by working with local partners to deliver our statutory 
purposes, and, specifically, the objectives set out in the NPMP. These overarching 
requirements translate into the three themes of this Strategy: 
 

1. Understanding our audience; how to reach, engage and interact with them 
to positive effect. 

 



 

 

2. Empowering Members, Officers and Volunteers in engaging effectively 
with residents, visitors, opinion formers and policy makers. With most 
communications within the National Park being outside of the Authority’s 
control, it is a core requirement to build and maintain a positive collective view 
from National Park residents and the wider public in terms of how the Authority 
is viewed and its reputation.  

 
3. Providing effective communication outputs that support the delivery of 
NPMP objectives. 

 
5. The remainder of this document expands on these three themes, and on how we will 
measure success and further develop and improve our communications. Detailed actions 
will be agreed each year as part of our normal corporate planning processes, but always 
in the context of these themes.  
 
6. There are a small number of significant, higher level developments under each of the 
above themes which will be delivered over the life of the Strategy. These are set out 
within the Appendix. 
 
 

Theme 1. Understanding our audience 
 
7. We need to know our audience: where they are, how to reach them, and how to 
engage them. Our work will be evidence-based, using insight from a range of sources, 
including resident and visitor surveys, and the new UK National Parks Brand and 
Marketing Team, as well as feedback on the programmes, projects and events we deliver. 
This will inform how we segment the audience, drill down to get to know them better, and 
understand what they think about the ways we are communicating - and can best 
communicate - with them. There are two aspects to this work: 
 

(i) Knowing our audience - our audience fall into one of five distinct categories: 
 

• People (and organisations) who live and/or work here: residents, businesses, 
land managers, community groups and local/parish councils. 

• People who visit here: visitors whilst they’re here, and potential visitors, both 
national and international. 

• People who are opinion formers and policy makers: politicians and 
journalists, National Parks England and campaign groups, and organisations 
with interests in the environment or outdoor recreation.    

• People with a keen interest in the Yorkshire Dales National Park and what we 
do as an Authority, but who don’t visit, work or reside here.  

• New target audiences such as BAME communities and young people. 
 
 
 

(ii) Reaching and engaging them wherever they are - we will use whatever form 
and content of communication will best achieve effective engagement with our 
audience, with the intention of encouraging them to care for the National Park, and 
to interact positively with us. Appropriate mechanisms include:  

 

• In person, both one-to-one and in meetings 

• Social media 

• Print, broadcast and online media   



 

 

• Our website 

• Publications and other printed material  

• Interpretation. 
 
 

Theme 2. Empowering Members, Officers and Volunteers 
 
8. Communicating on behalf of the Authority and managing the Authority’s reputation are 
the responsibility of us all. Every day our Members, Officers and Volunteers are in contact 
with residents, visitors, key stakeholders and influencers, employers, opinion formers and 
policy makers – our audience!  But direct communication is only a part of the picture. Our 
actions are likely to have a far greater influence on residents’ perceptions than what we 
say. 
 
9. We need to ensure our communicators are properly equipped for this responsibility, so 
that they can share our story effectively and play their part in presenting a consistent, 
professional face for the Authority. 
 
10. Much of our approach to presenting information about the National Park is captured 
by our Special Qualities, Special Experiences strategy, which describes how we will 
engage with visitors and other outdoor recreational interests, as well as identifying our 
approach on education, information provision and interpretation. The Volunteering 
Strategy identifies the role volunteers have in promoting understanding and other 
messages to a wider audience. And we have a number of other specific policies and 
resources designed to support effective communication: 
 

For Members (these items form part of the Members Handbook): 

• Corporate Media Procedure and Protocol 

• Planning Good Practice Code 

• Social Media Protocol for Members 
 

For Officers: 

• Local Government Transparency Code  

• The NPE & NPUK Communications Strategy and Protocol 

• UK National Parks ‘We are here’ shared brand story 

• Corporate Identity Guidelines  

• Social Media and Online Participation Policy and Guidelines 

• Communications Information Series 

• Media Procedure and Protocol 

• Social Media Framework 
 
For Volunteers: 

• Volunteer Handbook 
 

11. During the life of this Strategy, we want to increase the contribution that Members, 
Officers and Volunteers make to our communications and have identified a number of 
potential actions which are designed to help us to achieve this (see ‘Potential areas for 
development’ in the Appendix).  
 
 
 
 



 

 

Theme 3. Providing effective communication outputs 
 
12. Our communications will always be tailored according to context, in particular whether 
we are communicating proactively or reactively. 
 
13. Proactive communication. This means planning our communications workload to 
support delivery of the NPMP objectives. At the start of the first year of this Strategy, we 
will identify a comprehensive plan that captures corporate-level communication 
requirements, adjusting that plan throughout the year and then re-setting it at the start of 
each successive year. Its focus will be on: 
 

• informing people about the opportunities to value the special qualities of the 
National Park, and to encourage engagement, action and care.  

• raising the profile and awareness of the National Park as a destination for 
sustainable tourism. 

• improving audience understanding of the role of the Authority and 
celebrating the achievements of ourselves and our local partners. 

 
14. We will seek to apply a ‘sense of day’ approach to our messages, tapping into national 
discussions (like climate change, nature recovery or improving diversity of visitors, or 
events like Mental Health Awareness Week), and always to use the most appropriate 
communications media.  Our communications content will be brought to life by using 
friendly, inclusive and involving narrative, and striking visuals. 
 
15. Reactive communication and reputation management. This means anticipating 
reactions from the public and the press to the work we do or the decisions we make, and 
responding to any criticism by explaining and supporting the work the Authority does. This 
will involve engaging and interacting with residents and other stakeholders to make sure 
the Authority’s position is presented in an open, clear and accessible way. The 
characteristics of this approach include: 
 

• Responding to criticism positively and objectively. 

• Clarifying the Authority’s position on any issue and explaining our policies, 
accentuating the positive contribution the Authority makes to the National Park 
and the communities who live and work in, or visit, the area.  

• Using all communication channels at our disposal, as befits the 
audience/message, to do this. 

 
16. Our objective is to produce open and engaging communications that are relevant to 
our audiences and which best promote the work we do as an Authority. 
 

 
Measuring success and improving what we do 
 
17. There are two high level key qualitative measures of success that link directly to the 
objectives of this Strategy: 
 

• Have we delivered the NPMP objectives? Communication activity can be an 
agent for direct delivery of outcomes or have a supporting role. If there are 
objectives we fail to deliver, was that failure a result of poor communication? 
 



 

 

• Are we still here as an organisation, and in robust health? A ‘yes’ is evidence 
that our approach to engaging across the spectrum of our stakeholders, from 
residents to Government, has succeeded. The measure of our success will be 
the improvement of our reputation amongst our audience and strong reputation 
management. 

 
18. More specific measures and indicators exist or will be developed as a means of 
gauging the success of individual communication initiatives. It is a presumption that 
developing such a measure will be inherent in bringing forth any new aspect of 
communication. Examples in place at the start of this Strategy include: 
 

• Social media and website audience:  gathering statistical data to ensure we 
remain in the top performance quartile for NPAs. 

• ‘Dales’ and ‘The Visitor’: gathering customer feedback, and undertaking 
periodic customer (including resident) surveys to gauge continuing value. 

• National Park Centres and Dales Countryside Museum: continuous review of 
visitor statistics, museum entries and retail sales to ensure we are best meeting 
customer demands 

• All services: actively monitoring customer complaints, compliments and other 
feedback, not just to identify any problems, but  to take the temperature of how 
we are doing 

 
19. The fast pace of change in communications, particularly in relation to digital media, 
means that our approach will evolve over the life of this Strategy. We will use feedback 
from the range of surveys which will take place during the life of this Strategy to adjust 
and further develop our approach. 



 

 

 
Appendix 

Potential areas for development 
 
 When 
Theme 1. Understanding our audience  
 
Developing a customer database to support focused and timely 
communication with the different parts of our audience. The intention is to 
capture information for all our contacts, to allow us to target the 
messages and other information we provide, through email, e-newsletter 
or other means. 
 

 
2022 

Theme 2. Empowering and educating Members, Officers and 
Volunteers 

 

 
Brand guidance for Members, Officers and Volunteers: with the other 
14 UK NPAs and the new UK National Parks brand and marketing team, 
we’ve developed a common story, ‘We are here’, aligning national-level 
branding, marketing and communications so as to increase the value of 
what we can achieve through joint working.  We need to share the 
messages within ‘We are here’ with our communicators to establish a 
common understanding of this shared purpose. This may be achieved 
through short training sessions/webinars/team meetings - to Members, 
Officers and Volunteers - which will also explain how our Communication 
Strategy is strengthened by and complements this national initiative. 
 

 
2020 

 
Media training and related support - training will be organised for the 
Chairman, Deputy Chairman and Member Champions so that they can 
best assist the Authority in promoting itself and the National Park. Clear 
guidance will be provided on how Members can positively support the 
purpose, vision and objectives of the Authority and this will include 
developing a Social Media Protocol for Members. 
 

 
2020 

 
Elevate the role of our Member Champions – we will further encourage 
Member Champions to positively engage with media, the public, key 
stakeholders and influencers on matters arising from their area of 
responsibility. This will include their participation in writing opinion pieces 
and blogs, and in interviews. Whilst the Authority’s Communications 
Team will seek out contributions from Member Champions for comment, 
interviews, blogs and so on. Member Champions will be encouraged to 
be proactive in making such contributions; each Champion will be tasked 
with writing at least two opinion pieces every year. 
 
 

 
2020 

 
Setting out a clear communications role for Volunteers, and then 
providing guidance and training to help to deliver that role.  
 

 
2021 

 
Improving internal communications. Our 3 year Investors in People 

 
2020 



 

 

(IiP) Action Plan includes actions designed to improve internal 
communications, to break down any silos, and to better inform and 
engage everyone with what’s happening.  
 
 
Repurposing the intranet. An intranet can be a key tool in achieving 
good internal communication. Following the restructuring of the 
Authority’s website, we need to focus our attention on it to ensure we’re 
making optimal use of our intranet and that it remains valued and fit for 
purpose. 
 

 
2021 

Theme 3. Providing effective communication outputs  
 
Corporate Communication Plan. A formal plan will be prepared at the 
start of each year to better identify the workload commitments of the 
corporate Communications Team and so to make sure that priority 
communications will be delivered. This will be developed from the annual 
(Corporate) Action Plan, and from the requirements of customer-facing 
strategies, including the Special Qualities, Special Experiences strategy 
and the Learning and Engagement Strategy. 
 

 
2020 

 
Enhancing our social media engagement. Social media is now at the 
core of communicating and interacting with our audience and is the only 
channel for which the resident audience is growing. During the life of this 
Strategy, we will examine options for developing, enhancing and 
resourcing this aspect of our approach. 
 

 
2022 

 
Reviewing the use of print-based communications. During 2023, we 
will review our use of print media, resetting our approach for the 
remaining period of this Strategy. Times are changing: increasing 
numbers of people place a decreasing reliance on print-based, hard copy 
communications. For younger people, there may be no reliance at all, 
and the definition of ‘young’ is continually getting older, as more people 
get to grips with the new media. 
We produce a range of printed leaflets, as well as our two targeted 
newspapers, ‘The Visitor’ and ‘Dales’. The 2019 Communications Survey 
identified that ‘Dales’ remains -  by some way -  the preferred channel of 
communication with our residents, but we need to ensure the format of 
our Tourism-related output is fit for the future: today’s visitors are more 
likely to seek website and app-based  information. For similar reasons, 
printed leaflets and static interpretation boards, sometimes seen as a 
project output in their own right, may also have a diminishing value. 
 

 
2023 

 

 
 
 
 


