
 

 

Category: Outstanding In-House Public Relations Team 

Company: Community Housing Cymru 

 
 
Number of staff employed - including executive / support staff - and annual 

public relations budget: 

Team of four: AD of Communications, Communications Manager, Media Officer & Design 

Officer. 

Responsibilities: 

 Devising & implementing communication strategy 

 Media relations 

 Website & social media 

 Stakeholder communications 

 Advisory role to SMT 

 Design & creative. 

 

Business objectives and analysis of team performance against budget over 

the past three years: 

CHC is the membership body for Housing Associations in Wales. All our communications 

activity aligns with business objectives. 

Our strategic priorities are to: 

 Influence our members’ operating environment 

 Tell the sector’s story 

 Deliver excellent member services 

 Equip members for the future 

 Run a great membership organisation. 



We are leading on two of the above, and play a key role in supporting the other areas within 

our set budget of £15k. 

We build relationships with communications teams in the sector and effectively utilise our 

skills in-house to ensure maximum results. Our performance is measured through monthly 

reports to the Senior Management Team and Board, which demonstrate a strong link 

between activity and impact. 

 

A brief overview of business / team strategy: 

Our strategy is to create impactful multifaceted communications which are timely, targeted 

and measurable. 

To support this we invest in developing strong relationships internally and with external 

stakeholders so we can gather insights, and create member-focused content that generates 

strong results. 

Building trust and demonstrating our value is key to the work we do. 

We are represented at senior management level and are a respected part of the 

organisation. 

We’re involved in discussions from the beginning and play an advisory role on all aspects of 

communication. 

Externally, we provide support to our members on issues such as crisis communications, run 

three strategic communication days and a conference for communication professionals in 

the sector annually. We also generate compelling news hooks to influence the media 

agenda at a national and local level. 

 

A summary of commitment to CPD and professionalism:  
 Three CIPR members - two sit on the Wales committee 

 One is the Welsh Outstanding Young Communicator 2018 

 One is an accredited practitioner, other 2 working towards this 

 Upskilled by spending our individual annual L&D budget based on gaps. 

 

A summary of recent outstanding achievements:  

Devised and led the communications strategy for our response to the Independent Review of 

Affordable Housing in Wales. 

 Social media content: 19,386 impressions, 199 engagements 

 Briefings with target journalists secured 21 pieces of coverage 

 Wrote content for website which had 3,745 page views 



 Recorded & edited podcast with review Chair: 232 listens. 

Since June 2018 we have also achieved (*compared to previous 12 months): 

 118 pieces of media coverage (increase of 22%*) 

 769k impressions (increase of 15,015%) , 16,013k engagements (increase of 

15,599%), 3,510 link clicks, 9,753 followers (100% increase*) across Twitter, 

Facebook and LinkedIn 

 22% increase in new users to website* 

 Over achieved conference surplus by £10k through a targeted email & social 

campaign (93% of social media clicked through to conference booking page, 186 

clicks from email campaign) 

 Targeted member communications based on language preference. Open rate 

increased from 29% to 61%* 

 Wrote, designed & launched our Corporate Strategy: 2,000 views in 6 weeks 

 Upskilled in podcasting recording & editing. 4 produced with 575 episode downloads 

 84% of members feel informed about the work we do (Membership satisfaction 

survey). 

 

A summary of a campaign you are particularly proud of, including details of 

the brief, objectives, strategy, tactics, outputs, outcomes and budget: 

Housing Jobs Wales (Phase 1 launched March 2019) 

Brief: 

We want to attract people to work in the social housing sector in Wales. We want people to 

‘think career, think housing’. Our research showed members have difficulty recruiting for 

certain roles and that job seekers aren’t aware of the job opportunities available or the  

benefits of working in the social housing sector. 

Our brief was to develop and launch Wales’ first social housing jobs website in partnership 

with Charity Job Finder. 

Objective for March – 1st June: 

 50% of members advertising through the website 

 3,000 unique page views per month 

 2,000 people referred to jobs 

 500 job seekers downloading job packs. 

 



Strategy: 

 To build a website where job seekers could apply for jobs in the social housing sector 

in Wales, while finding out more from people already working in the sector 

 To gain members’ trust so they viewed the site as a credible recruitment platform. 

Tactics: 

Determining the message. 

Research: 

Focus groups with sector HR professionals found that telling the sector’s story was key to 

recruitment. The groups found that people ‘fell’ into housing and the HR professionals 

wanted this to change. 

We surveyed 200 people who work in the sector & 200 people who don’t. 70% of both 

groups said ‘making a difference’ was the key driver for working/wanting to work in the 

sector. We used this to inform our messages to job seekers. 

It was imperative that members supported this campaign. The website needed content and 

jobs. We worked closely with them to identify case studies to tell the story about how various 

roles were ‘making a difference’ every day. 

‘Find your fit’ jigsaw puzzles were sent to HR colleagues, accompanied by a personalised 

letter highlighting the benefits of using the site. We offered a 2 month free trial to get as  

many jobs as possible listed. 

We established Facebook, Twitter and LinkedIn pages, developed a suite of social media 

images and an animation explaining how Housing Jobs Wales would work. 

For the launch we issued a press release to key local media. 

Post launch: 

We developed a targeted social media campaign to boost our presence and reach a large 

audience of potential job seekers. 

We ran an email campaign for members. Analytics were key. We highlighted traffic, referrals 

and the number of people who downloaded a job pack to evidence that the site was a 

credible option for job seekers and a good investment for members. 

Member feedback has been fantastic & we’re using positive testimonials as part of our social 

and email campaign. 

Outputs: 

 Personalised jigsaws, emails & letters 

 Branding and front end website design 

 Suite of social media imagery & films 



 Animation 

 Case studies & template 

 Testimonials from members 

 Digital advertising 

 ‘Getting the best out of your advert’ crib sheet 

 Press release to local press. 

Outcomes: 

 18/35 members (51.4%) have posted 168 jobs– this would have resulted in £25k 

advertising revenue if paid for 

 Coverage in our national newspaper, Western Mail reaching 15.7k people 

 35,829 total page views 

 4,337 people referred to jobs 

 1,901 downloaded job packs 

 Positive testimonials from members includes “the standard of candidates applying 

was far higher than when we’ve used other jobs sites”. 

We are now in phase 2 of the campaign, meaning members have to pay to advertise. The 

positive performance of the site and the success of the campaign means we’ve already had 

members committing spend to advertise. 

Budget: 

£1,200 digital advertising, jigsaws and animation. All other collateral was developed in-

house. 

Our partner Charity Job Finder funded the hosting and building of the website at a cost of 

£10,256. 

 


