
A guide to understanding and responding 
to our communities, in a way that meets 
their needs and delivers on our aims 
effectively.

This ‘Communications and Engagement 
Toolkit’ is a guide on how, as an organisation, 
we should approach the conversations we 
want or need to have with our communities. 

The toolkit reflects the organisational learning 
gained through conversations with operational 
officers, staff and leaders. 

It also reflects on OpCynefin (a consultation 
exercise undertaken during 2018); data pulled 
from Experian’s Mosaic software, and analysis 
of our current audience across our digital 
communication channels. 

It sets out the importance of understanding 
our communities’ needs if we want our 
interactions to be effective. 

Why are we putting such a focus on delivering 
against our communities needs? If we want 
individuals to absorb a message and act on 
what we’re asking of them, we can’t make 
assumptions based on our own needs and 
expectations.

There is an emphasis within this toolkit on 
using the very limited time you have, to 
achieve the best outcome for them (your 
audience) and for you. 

You can’t reach people and have valuable 
conversations with everyone on your patch –
and there’s no need for you to. There’s help 
with this on page 6.

Throughout this toolkit you’ll find pointers on 
things to think about and suggestions or 
examples of practical things you can do to 
engage and communicate effectively. 

INTRODUCTION

1. Know your community: Where can your 
presence and effort have the biggest 
impact on those who need you the 
most?

2. Understand how they think: Why and 
how does this influence their behaviour, 
and what does this mean for your team’s 
approach, if you are to achieve the best?

3. Adjust how you respond, engage and 
communicate with them: Being 
informed about preferences can save you 
valuable time and give you a better 
outcome.

OUR APPROACH IN SUMMARY: 

SEE ALSO:

Corporate Communications Strategy

Digital Communications Strategy

Internal Communications Strategy

Media Guidelines 

Brand Guidelines

FOR HELP AND SUPPORT, CONTACT:

Media: pressoffice@dyfed-powys.pnn.police.uk

Campaigns, Events and Ideas: 

Digital/Social Media: Ben Cole

Community Segmentation: Emma Northcote

Communications and Engagement 
Heddlu Dyfed-Powys Police

‘Not everyone needs everything’



WELSH LANGUAGE STANDARDS:

All organisations have their own style and tone.This section will 
give you some pointers so that as one force, our voice and message 
is consistent. This is important and is why it comes first.

LANGUAGE:

During March 2018, we used 
the gold crest to mark our 
50th birthday, but that’s no 
longer recognised as an 
official crest for use.

Please make sure you’re 
using the right one.

Up-to-date image files can 
be found under Corporate 
Communications on DPPi2.

The language we use is really important. 
We’re a police service and therefore pople
expect us to be professional and where 
appropriate, authoritative. They also expect us 
to be clear and to speak in plain English.

Anything we write should be free of 
acronyms, or at least free of acronyms with no 
prior explanation of what they mean. 

Our written and verbal communication must 
always come from the perspective that we are 
talking to someone who has no knowledge of 
policing – no ‘police-speak’.

TONE:

There are so many messages out there now, a 
formal tone doesn’t always hit the mark, so 
the challenge is to weigh up when you need to 
be formal and when you can be more casual. 

Remember, people will have very strong views 
on what is and isn’t appropriate language 
from the police, so how can we win?

Tips:
• Think about the audience – how do they 

speak. You can adapt so your 
communication is more likely to be 
effective, but the language you use must 
always be respectful.

• How are you communicating? A post on 
Facebook should be less formal than a 
press release – more conversational. 
What style best suits the communication 
tool you are using?

• Funny is ok, as long as it’s appropriate. 
Think very carefully before using humour. 
If you’re thinking of injecting some wit 
into your communication, run your 
thoughts by a few people first. Look for 
their reaction.

• We don’t SHOUT… but sometimes we get 
EXCITED! Think about your use of capital 
letters and how they may read to others.

When we issue non-emergency appeals, we list 
the online means of contact first, and phone 
numbers last – we’re working to reduce call 
demand in the Force Communication Centre. 
Here’s an example:

Anyone with information that could help us is asked 
to email contactcentre@dyfed-powys.pnn.police.uk, 
report online at bit.ly/DPPReportOnline or call Dyfed-
Powys Police on 101. If you are deaf, hard of hearing, 
or speech impaired text the non-emergency number 
on 07811 311 908

This is the crest we use. We had it redrawn in 
2017 - the colours are sharper.

We’re one organisation, so we say ‘is’ not ‘are’.

As a public service, we are bound by the Welsh 
Language Standards. This means that all 
communication from corporate accounts and 
any printed material carrying the force crest, 
must be bilingual. You must also make provision 
for bilingual public meetings, if you are asked to 
do so. 

The Standards don’t apply to your  local social 
media accounts, but in the spirit of being a 
public service in Wales, we’d advocate 
bilingualism if you are able to do this.

mailto:xxxxxxxxxxxxx@xxxxxxxxxxx.xxx.xxxxxx.xx
http://bit.ly/DPPReportOnline


This toolkit is informed by the ‘National 
Principles for Public Engagement in Wales’ - an 
overarching set of principles aimed at public 
sector organisations who are working to drive 
positive, meaningful engagement with 
communities. 

The principles centre on engagement that is 
designed to make a difference. That is, where 
communities have an opportunity to change 
policy, process or services, based on their 
interaction with our organisation. 

Opportunities to engage should be clear, simple 
and jargon free, with no barriers to participation. 

The principles also set out the importance of 
telling people what influence or impact their 
contribution has had – ‘you said, we did’. 

And finally, learning should be shared internally 
to improve and develop future engagement. 

While often used interchangeably, 
communication and engagement are not 
the same thing – done properly, they are 
very different. Although, the advent of 
social media has blurred these lines, 
changed expectations, and increased 
opportunities to engage. 

Engagement - To engage properly means we 
give value to a view. We listen to have a 
conversation and to learn. 

It is about taking information and dialogue to 
places where people want that conversation 
to happen. 

In the context of what we do, that could be 
at other people’s meetings, on Facebook or 
in Twitter conversations etc.

Historically, we have encouraged police-led 
community meetings and surgeries. We 
know that attendance at these events varies 
significantly and where there’s a no show, 
we’ve pulled away from staging the 
meetings. BUT, we shouldn’t assume there’s 
no appetite to engage in those areas. We 
should question the avenue for engagement, 
what people need in order to engage with 
us, and then adapt if needs be.

Communication is about pushing a message, 
with the aim that it’s seen and triggers a 
reaction. 

Communities may or may not see, hear and 
absorb our message. Their reaction depends 
on how it resonates with them, if it does at 
all.

There are many ways in which you can push 
messages out. Being clear on the purpose of 
your message, knowing who your audience 
is and choosing the appropriate channel is 
what makes the difference. 

Go to Appendix 1 for your wall version of 
the National Principles for Public 
Engagement in Wales.



To provide mechanisms 
for two way, engaging, 
honest and respectful 
conversations.

To increase awareness of 
crime prevention 
practices and advice.

To increase awareness of 
services.

To increase confidence in 
Dyfed-Powys Police.

To be a trusted source of 
accurate and timely 
information, particularly in 
emergencies and times of 
crisis.

To invite and facilitate 
community participation 
in crime and incident 
investigations.
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4 5
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As a service we have been communication ‘heavy’, because often we need to get messages out to 
our communities, particular groups or individuals, very quickly. It’s been the nature of policing.

We focus on a one-way message which usually includes a call to action i.e. to contact us if they have 
the information we need; a request to avoid a particular road; or, when we issue advice, often in the 
form of an order… like telling people not to drink and drive. 

We engage to maintain a relationship with our communities. We get to know them and they get to 
know us. Engagement helps us build an understanding of  the issues affecting them. It builds trust 
and it aids transparency. Done well, it also enables us to build ambassadors for our service. 

• We are a service of our communities and for our communities. [Priority 4]

• Dyfed-Powys Police is committed to protecting those who are most vulnerable. 
[Priorities 1,2,3]

• We work closely with others to tackle predatory behaviour which hits at the heart of our 
communities. [Priorities 1,2,3]

• We will not tolerate behaviour which undermines strong, cohesive communities. [Priority 3]

• We are a complex force by virtue of our geography – the challenge of our rurality pushes us 
to work differently and think differently.  [Priority 4]

• Dyfed-Powys Police is an innovative police service, embracing science and technology to 
keep one step ahead. [Priority 3,4]

• We strive to do the basics brilliantly.  (To do the basics as best we can/to the best of our 
ability). [Priority 2,4]

• Where we fall short of the standards of service our communities expect of us, we want to 
know about it.  We want to know what went wrong and we will learn from this to put things 
right now and for the future. [Priority 4]

AS DYFED-POWYS POLICE, OUR ORGANISATIONAL COMMUNICATION 
AND ENGAGEMENT OBJECTIVES ARE:

OUR KEY MESSAGES:
These are our consistent messages – these are the things we want to be known for and can be 
cross referenced to our organisational priorities as set out in the force delivery plan.



Understanding our communities involves identifying the audience and adapting our message and 
approach according to our community demographic, interests, knowledge, attitudes, and beliefs. 

Taking a community-centred approach is important, because our effectiveness will be improved if 
our communication and engagement is delivered in the way they need. It will also mean our working 
practices are more efficient.

As of April 2019

THE 15YRS – 20YRS GAP.

National research1 says young people want to be able to contact us on the channels they use, but 
don’t want us pushing content to them, that they may or may not be interested in. 

To meet this preference would mean having the direct message function switched on across social 
media platforms - something we are not currently in a position to monitor 24/7. We have therefore 
opted to manage this risk by instead reducing the number of social media channels we are present 
on, and where we can, we have removed the ability to direct message. Presence across more 
channels is something we will work towards at a pace that will enable us to manage risk and only if 
we feel we really need to. 

It should be noted however, that research by the digital policing programme tells us that young 
people are using Twitter as a search engine for information, while not having an account 
themselves. This means they may see our posts, but leave no footprint within our analytics and 
therefore, without a way of tracking their engagement.

OVER 55s

During the recent OpCynefin work (as referenced on page 1), people aged over 55 expressed 
preferences for communication via email, newsletter, face-to-face and radio. While we are actively 
working to put mechanisms in place to meet their preferences, templates for which are included 
within this toolkit, RAJAR (Radio Joint Audience Research) data does not support paid-for content on 
the commercial radio networks local to us (listener numbers vs cost). We are however exploring and 
encourage participation on free radio stations (e.g. hospital radio) and across the BBC radio 
network, where opportunities are available.

1 The National Strategy for Policing Children and Young People, CC Olivia Pinkey, NPCC, 2016.

UNDERSTANDING OUR COMMUNITIES: 
COMMUNICATION PREFERENCES BY AGE



Dyfed-Powys Police has used a community segmentation 
model called Mosaic to help inform our understanding of our 
communities and the likely behaviours of households.

Mosaic is owned by Experian and uses over 400 different sets 
of data, including crime survey data and other publicly available 
information. 

Geodemographic profiling via Mosaic helps us understand likely 
experiences of crime; individuals willingness to report to us 
when they need us; communication preferences; and, 
behaviours and views of organisations seen to be in authority.

The system puts all households into categories.

1. 2. 3. 4.

Strong roots. Comfortable. Often at home. Busy lives.

Less fearful of crime
and ASB.

Neutral attitude towards 
police.

Think crime and ASB 
isn’t a problem.

Tend not to worry about 
crime & ASB.

> Online. > Online. > Online. > Online.

> Will contact us. > Will contact us if they need us – no reluctance to get in touch with police.

5. 6. 7. 8.

Village communities. Strong identities. Students or young pros. Single, short term rent.

Low crime, low view
of policing.

Very worried about 
crime and ASB.

Think crime levels are 
higher in their area.

Worried about crime, 
little confidence in us.

> Online. Visit us. > Post. > Online. > Visit us.

> Will contact us. > Less likely to contact us, most likely to be vulnerable. Focus on face-to-face.

9. 10. 11. 12.

Older homeowners. Families on a budget. Elderly reliant on 
support.

Facing life challenges.

Feel likely to be victim of 
crime and think they 
can’t rely on us.

Think crime is a very big 
problem where they live. 
Little confidence in us.

Feel very unsafe walking 
alone at night. Fear 
crime and ASB. Spend 
time at home.

Very worried about 
crime, less likely to 
report, lower confidence 
in us.

> Visit us. > Phone. > Visit us. Phone. Post. > None significant.

> Less likely to contact us, most likely to be vulnerable. Focus on face-to-face. Build trust through action.

Renting. Less settled in community. 

High fear. Low confidence in us. More vulnerable. Less driven to report.

Know how to reach you. Will get in touch if they need you.Work with you.

Ethnically diverse.Apathetic to authority.

>

Preferred way of getting in touch with us.

Preference for social 
media and platform.

Speak with your team 
engagement officer and view 
your ward-level maps. These 
should complement your 
existing local knowledge

The maps should inform your 
approach to communication and 
engagement and can also 
influence your patrol strategy 
and preventative work.



1. 2. 3. 4.

Newsletter. Unlikely to attend meetings unless there’s a significant issue affecting them.

DPCM. Facebook and Twitter favoured – better engagement likely on Facebook.

Part of a wide 
circle(s) of people –
an influencer.

Happy with no contact 
from us – our presence 
may heighten concern.

Post – newsletter 
through the door?

Mail that’s not been 
invited is likely to end up 
in the bin.

Facebook. Face to face is not preferred, but DPCM may suit.

5. 6. 7. 8.

Facebook. Twitter. Twitter. Facebook.

Local papers (inc.
online versions).

Community groups (in 
person and virtual).

Facebook. Twitter.

Informed by contact 
within the 
community. 

Community networks 
(hierarchy and 
structures).

Community groups –
messages cascaded by 
groups on our behalf.

9. 10. 11. 12.

Face to face is a preference. Go and speak with people, but understand they may not be open to contact 
initially. Keep trying.

Show what you’re doing to act on what they tell you, be it when you chat, in reports they make or information 
you pick up in other ways. Don’t over promise. Be really honest about what can and can’t be achieved. Involve 
them. Confidence can be easily lost if we’re seen to promise, but not deliver.

Local papers (including online versions).

Facebook and Twitter. Facebook and Twitter. Tech not a preference. Facebook and Twitter.

Renting. Less settled in community. 

High fear. Low confidence in us. More vulnerable. Less driven to report.

Know how to reach you. Will get in touch if they need you.Work with you.

Ethnically diverse.Apathetic to authority.

Preference for Facebook doesn’t 
necessarily mean via our page or groups. 
It could be for information from community 
groups, via news pages and from friends.

What does the Facebook landscape look like 
in the community you serve? How can you 
influence this content?

Preferences for proactive communication 
and engagement should not be confused 
with contact preferences as a victim.

While the learning here can influence your 
contact approach, always be clear and 
follow chosen communication preferences 
at the point of reporting. 

While the last table aimed to help you understand possible behaviours and attitudes across the 
communities you serve, the table below provides you with suggestions on the best tools to reach 
your audience.  

The suggestions here are to give you some direction – look for other similar avenues local to you to 
help get your message out.
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INFORM CONSULT

The communities you work in are made up of people who have a direct stake in your success 
within that space. They can help you succeed or, they can make your job harder. This is why it’s 
important to identify and engage with your stakeholders as early as possible. 

A stakeholder mapping exercise should bring your team together to capture what you collectively 
know about your stakeholders, their interests and their influence. You should use this to help you 
target your message, ensuring you are heard and understood, and to increase the value of the 
feedback you get from your communities.

1. List possible stakeholders in your community – you need names and contact details. A good 
starting point is your key individual network contacts (KINs) . Here are some suggestions on 
the type of people you may categorise as stakeholders.

County Councillors Head teachers WI/Merched y Wawr

Town Councillors School governors Voluntary groups 

MPs Local media members Youth groups

AMs Hyperlocal media/Bloggers Community characters

Community leaders Local businesses Medical establishments

Community groups Business groups Postal workers etc.

2. Go to Appendix 2 and populate your stakeholder GRID. Think about the influence the 
individual has in their community – this isn’t necessarily determined by their role or rank 
within their community, but by the level of contact they have with others and the trust the 
community has in them. What are they particularly interested in? Also think about the best 
way of getting a message to them.

3. Use the template in Appendix 3 to populate your stakeholder MATRIX (example below) –
this will help you understand the level of contact you need with the listed individuals, how, 
when and why your should engage them. This may change depending on the message or 
problem, so always be ready to review and rejig your stakeholder matrix.



All communication and engagement is scalable – it can be a 280 character stand-alone tweet, a 
face-to-face conversation or a big centrally driven, multi-media campaign. The constant through 
each of these things is to understand why you’re doing what you’re doing. 

Your time costs money and our communities are bombarded with messages day-in, day-out. What 
makes your message different?

It may sound OTT to ask you to think about the W,W,W,W,W and H (look below to see what we mean) 
of every message you issue, but if you think about your message as a tactic within your wider 
strategy, then your ‘Why’ and ‘What’ become fairly consistent. Have a look at Appendix 4 for a 
simple campaign planning template. Appendix 6 is a more advanced template that may be necessary 
for larger pieces of work – there’s an emphasis on measurement and evaluation in that one.

Not sure what you’re trying to achieve? 

Think about… 

 Imparting knowledge 
 Building an image 
 Shaping attitudes 
 Encouraging action 
 Stimulating want or desire

W
H

Y

You should have a clear reason for your 
communication. Why does this message 
need to be issued? Think about our reasons 
for communicating and engaging on page 4.

W
H

A
T

You should be clear on what change you 
want to see as a result of the 
communication you issue, whether that’s a 
one-off message or a big campaign. What 
are your key messages? See Appendix 5.

W
H

O

You should be as specific as you can about 
your audience, so you can reach them in a 
way they are more likely to be receptive to. 
(See page 5 - 7 for more on audience 
preferences). 

W
H

ER
E

What channels do they use and respond to?
If your audience is wide, think about a mix 
of channels to match their different 
preferences. Where do they get their 
information?

W
H

EN

What are your timescales and key dates?
Does this have to be done now? Is there 
anything else going on that would either 
help you promote your message or, are 
there other things happening now that 
could cause harm to your message?

H
O

W

How are you going to get your message 
across? What content are you going to 
create or commission from Corporate 
Communications? What are your key 
messages? What resources do you have? 

Ask yourself…

Other things to think about:

Is the thing you want to communicate or 
engage about, specific to your team? 

Would you benefit from joining up with 
another team, or maybe speaking with 
Corporate Communications (see 
departmental page on DPPi2) and working 
with them to develop a bigger campaign 
that would benefit everyone or shape 
attitudes more widely? 

Have you seen a good example of how this 
has been done elsewhere and evidence of 
how it’s worked?

What’s your engagement 
telling you? 

Act on FACTS

Is there data or other evidence that could 
help you build a picture of your 
communication need? 



MEDIA ENGAGEMENT

A press release that tells a good story, or is a 
call to action to your communities is likely to 
be picked up by your local media and be 
covered. More so if you can provide them with 
a good photograph that helps tell the story. 
See the press release template in Appendix 8.

There’s real value in building a good 
relationship with your local media and 
involving them in your work - sometimes a 
chat is all that’s needed and no press release is 
required. There’s more on page 13 about the 
different media on our patch and some things 
you need to think about which will help and 
protect you.

Remember to do the work to clarify your key 
messages (see Appendix 5 for help in doing 
this) before contacting a trusted reporter. 

NEWSLETTERS

Many of our communities are still open to 
receiving information via newsletters. You’ll 
find the template and process for publishing a 
local newsletter in Appendix 9.

PAPUR BRO AND COMMUNITY NEWSLETTERS

Papurau Bro are a good way to reach an 
audience via an already established method. 

If you have these available to you in your area, 
find the editor and have a chat about 
opportunities to contribute content. 

Items from your neighbourhood newsletter 
may be appropriate, and can be recycled if 
they are, but be mindful that papurau bro lean 
towards opinion pieces and personal stories.

POSTERS AND LEAFLETS

Posters and leaflets should be carefully 
thought through. Please speak with Corporate 
Communications before developing printed 
materials, to ensure they are in line with 
corporate messaging and brand.

If you come across examples of posters you 
think are good, please share with us.

DPCM (COMMUNITY MESSAGING SYSTEM)

DPCM is an email system which residents and 
business owners can subscribe to and receive 
messages very specific to them and their area. 

Messages can include images and maps and 
can be targeted based on the information 
included. 

See the DPCM User Guide for information and 
pointers on how to use community messaging.

There’s no one-way to communicate and 
engage with our communities.

Here are some suggestions for tools and methods 
we’re aware of and support. There could be more 
around you that we’re not aware of, particularly 
locally driven methods. We’d encourage you to 
scope these and if appropriate, make use of 
them.

Use the register in Appendix 7 to gather 
information about the channels available in 
your area.

One-way communication

Communication inviting conversation

Engagement – Two-way conversation 

KEY:

PARTNER CHANNELS

Your partners will have their own means of 
communicating with service users. This 
could be a noticeboard in a doctors surgery, 
a parent app at school or hospital radio.

These channels are useful for sharing advice 
that should be targeted to particular groups.

Find your contacts and add them to your 
register in Appendix 7.



FACEBOOK

Corporate Communications is currently 
procuring a social media management 
platform. We will refresh the toolkit and 
update on this as soon as possible (April).

TWITTER

Corporate Communications is currently 
procuring a social media management 
platform. We will refresh the toolkit and 
update on this as soon as possible (April).

PUBLIC MEETING

Public meetings are open to all, but will only 
be of interest if the community is tuned in to 
this type of engagement. If it’s a meeting for a 
chat and not issue specific, give thought to 
demographic and preference (see page 5-7). 

They can be a really effective way to 
communicate with large numbers and are an 
opportunity to identify partners to achieve an 
end goal. 

Things to think about:

1. Where will you host the meeting? Is the 
venue accessible to everybody - think 
parking and public transport, as well as 
access for people with mobility and visual 
impairments.

2. Accessibility also relates to culture, 
religion and other beliefs – Are you sure 
your venue is appropriate?

3. At what time will you host the meeting? 
Think of your audience and their lifestyle. 
Also think about those who rely on carers 
– morning meetings should ideally begin 
no earlier than 10.30am.

Health warnings: 

• Public meetings can be dominated by 
outspoken individuals, sometimes to the 
point of disruption. Think through some 
scenarios and consider your overall aims –
is this the best approach?

• Some people may feel apprehensive about 
expressing their views in a public arena. 
What strategies do you have for ensuring 
everyone has a voice?

ATTENDANCE AT PUBLIC EVENTS

This can be combined with other events and 
taken out to where people already are, such 
as school events or summer fairs. 

As a force area still strong on the tradition of 
village carnivals and rural shows, we attend a 
significant number of community events. Have 
you questioned why you attend all these 
events though? Have you thought about the 
benefit to the community or Dyfed-Powys 
Police as a result? Do you plan what you aim 
to achieve from attending an event, and think 
about how you’ll use the information you gain 
to make a difference?

Do you draft an engagement plan ahead of 
going to an event, or at the beginning of your 
‘event season’?

Things to think about:
1. What you want to say and how you’re 

going to say it.
2. What do you have available to you to say 

what you want to say? If you feel you need 
leaflets and other materials, contact 
Corporate Communications to see what’s 
available. For financial and environmental 
purposes, we’re moving away from 
producing leaflets, but understand that for 
some people this is a useful and 
appropriate tool.

• We don’t support the provision of freebies 
as an organisation because they cost a 
significant amount of money. But, if you’re 
aware of a giveaway that supports the 
prevention of crime, assists in safeguarding 
or increases confidence in our service in a 
way that can be measured, then contact 
Corporate Communications to discuss. 

• Dyfed-Powys Police does not advocate the 
use of balloons. As a coastal and rural 
force, the impact on animals and our 
environment outweighs the aesthetic value 
they have.



CUPPA WITH A COPPER/SURGERIES

The concept of Cuppa with a Copper as an 
alternative to usual beat surgeries is used here 
and is a popular approach nationally. It 
provides a good opportunity for an informal 
chat.

Things to think about:
• If you’re hosting your session in a coffee 

shop, as opposed to putting something on 
yourself, look around you and question if 
your target audience is likely to be in this 
space, or is there another venue where 
you’re more likely to find those who need 
you more. 

• If you’re hosting a surgery in a convenient 
community location or at a police station, 
think about accessibility, suitability and 
budget.

MOBILE POLICE STATIONS

The mobile police stations are available for 
engagement and operational policing. Think 
about how and where you’ll deploy them and 
how you’ll make them feel welcoming.

Remember to consider the audience that has 
preference for face-to-face engagement (see
page 6-7) and think about how you’ll promote 
the availability of the service.

CONSULTATIONS, SURVEYS AND POLLS

Surveys and polls are often used to assess 
thoughts, opinions and feelings about a 
particular matter. To develop a survey that 
really helps build understanding, you need 
time, some knowledge of research methods 
and often, money. 

There are other things you can do to help you 
gauge opinion - focus groups or small 
discussion workshops can be useful (google: 
‘world café’). 

An effective and free method are online polls. 
These will be available to you via your local 
Facebook presence and Twitter. Think carefully 
about how you’ll run a poll, what you’ll ask 
and most importantly how you’ll tell people 
what you did with the opinions they shared.

LACK OF ANONYMITY CAN BE A BARRIER

A report by the National Rural Crime Network 
said that those living with domestic abuse in 
rural communities suffer for longer and are 
less likely to make a report. 

One of the reasons given for this was because 
people find it harder to speak up without 
being identified in a small community – they 
therefore choose not to speak out.

We found similar when we undertook 
OpCynefin (perception research in selected 
areas across the force). One of the common 
reasons given for choosing not to report 
matters to the police, was also because people 
felt worried about remaining anonymous.

What can we do differently? We tend to 
only promote Crimestoppers (0800 555 111) 
during large investigations. 

Crimestoppers and Fearless.org (for younger 
people) are both alternative ways to provide 
us with information and something you 
could publicise.

While we won’t get the same level of intel 
from a report via this means, it’s gives us 
more information than if that person had 
chosen not to report at all. Think about using 
the number more often.

PEOPLE TALK. THE IMPACT OF LOW LEVEL 
INCIDENTS IS AMPLIFIED.

OpCynefin also showed us the impact that 
repeat low level incidents can have on a 
community, and the way in which our 
perceived lack of action can erode community 
confidence in us.

If community concern is high, you can say 
what you’ve done without providing personal 
details. Contact Press Desk on 23-663/23-662 
for advice.



Engaging with local papers, radio stations and television is an important way to communicate the 
proactive work you’re doing in communities. It’s also an effective way to invite participation in 
your work. Add your local media contacts to the resources register in Appendix 7.

NEWSPAPERS

The way people get their news and information is changing every day, but across the area we police, 
we know newspapers are still influential. 

Unlike many other parts of the country, newspapers supported by their online presence are 
surviving, and as a service we benefit from their appetite for good content. If you have a good story 
to tell and have quality photos, the likelihood is our print media will be happy to cover it for you. 
Good photos and video content are also in demand for online versions.

BROADCAST MEDIA (TELEVISION AND RADIO)

Our location can sometimes make it harder for us to secure television and radio coverage. Making 
your story stand out will help attract the broadcast media. Personal stories or something unusual 
will always help. 

If you’re keen to secure broadcast media coverage or are putting a story out there to share with 
others, be prepared to be asked for an interview, either on camera or via the radio. 

If you’re not able to speak (Corporate Communications have heard all the reasons!), think about 
who else can tell the story. To have someone else contribute to the story and speak about the 
difference a particular initiative or action has made to them, is gold.

If you’re unsure about participating in an interview because of nerves, ask a Communications Officer 
at HQ to run through some questions with you and talk through your key messages together. 

HYPERLOCALS

We have a growing number of ‘hyperlocals’ i.e. blogs and 
news websites covering very specific areas. Identify these 
and build relationships with them. 

Before doing this though, go through their content. Ensure 
our organisational values and theirs align. If in doubt, give 
Corporate Communications a call on 23-663/23-662.

AN APPEAL FROM CORPORATE COMMUNICATIONS: PLEASE HELP US

The relationship between police and media works two ways – the media helps us share 
appeals, share crime prevention advice, promote events and publicise campaigns. In return, we 
need to be responsive to their questions. 

If you’ve issued something and a member of the media comes back with a question, leaving your 
response until your next shift isn’t always appropriate. Whenever possible, don’t issue a message 
at the end of your working day. Also, think about who can answer any questions or provide more 
detail in your absence. 

If you’ve issued a message that you think may be controversial or is likely to gain media attention, 
forward an email to pressoffice@dyfed-powys.pnn.police.uk

If you have any queries about an approach that’s been made to you by the media or wonder if 
you’re the right person to be speaking, call Press Desk on 23-663/23-662.

Go to page 15 to get some ideas on 
making your story stand out.



We all know there’ll be times when things 
don’t go to plan or we find ourselves in 
the media for the wrong reasons. 

If this happens to you, please know you won’t be 
alone in this situation, and help is available to 
you.

Members of the Corporate Communications 
team are trained to deal with these issues and 
will work with you to work out the best course 
of action. 

Make sure you inform Corporate 
Communications as soon as possible if you are 
aware of a potentially damaging situation which 
has, or is likely to occur. 

It is much easier for us to deal with something if 
we can prepare, rather than playing catch up 
later. 

CALL CORPORATE COMMUNICATIONS A.K.A 
PRESS OFFICE

13:59

BREAKING NEWS

NEWSROOM LIVE

Contact Corporate Communications · They can help · 24/7 · Calm ·

Spokesperson said “It didn’t go as planned. What do I do now?”

The first thing to do is 
remember, DON’T PANIC!

Some coverage will come and it 
will go again, and there will be 
very little we can do to 
influence it. 

Other stuff will be manageable.

HQ PRESS DESK: 23-663/23-662

DON’T KEEP TALKING IF YOU FEEL YOU 
SHOULDN’T

If a journalist calls, don’t get drawn into a 
discussion if you’re concerned about where it’s 
going. Refer them directly to Press Desk at HQ.

THINK FAST AND THINK FACTS 

If we ask for information relating to a press 
query, please respond quickly, otherwise we 
risk our side of the story not being published 
by the media. 

Journalists work to tight deadlines and most 
of the time a response is required within a 
few hours. Gather all the facts together as 
quickly as you can – think who, what, why, 
when, where and how. This will help us to 
work with you on a response. 

If we’re working to rectify a situation or to 
correct any misinformation, we need you to 
trust us and to share everything with us. We 
can only work with the whole picture. 

Accuracy and transparency are essential.

BE GUIDANCE AND LAW AWARE

Always ensure you are compliant with
data protection laws in any response you give.

Do not identify suspects unless charged or 
convicted (AND you know there are no 
reporting restrictions in place) and, always 
ensure that when releasing any image, you 
are authorised to do so.

Think:
 Is it proportionate?
 Is it necessary?
 Is it legal?

The College of Policing APP on Media 
Relations sets out the dos and don’ts -
ensure you are familiar with this guidance 
before engaging with the media.

If you have any doubts, please contact 
Corporate Communications via 
pressoffice@dyfed-Powys.pnn.police.uk or 
call 23-663/23-662.

STAY POSITIVE

Don’t let what’s happened overshadow the 
whole story. What are the positive things 
ongoing or stories you have to share that we 
can use?

SHARE YOUR LEARNING 

If you’d be happy to work with us to share your 
learning with others, we’d really appreciate 
that. 

https://www.app.college.police.uk/app-content/engagement-and-communication/media-relations/
mailto:xxxxxxxxxxx@xxxxxxxxxxx.xxx.xxxxxx.xx


HUMAN INTEREST 

Stories about people attract more interest 
and are a relatable way for people to 
understand the message you want to 
share.

If you can find people willing to tell their 
story (e.g. a victim of crime) or someone 
who’s willing to talk about why the 
message we want to get across is 
important to them, you stand a better 
chance of reaching your audience.

APPEAL TO EMOTION 

The more you appeal to the emotions of 
your audience, the more likely they are to 
remember the message. 

This doesn’t always mean tears – emotions 
can be anything from laughter to empathy. 

A PHOTOGRAPH OR IMAGE

A good quality photograph that shows 
action or helps to illustrate a key message 
is likely to drive more engagement on 
social media, and secure more space in a 
newspaper piece.

You can take photographs in a public space 
without permissions, but be mindful of 
individuals in the pictures and their right to 
privacy. 

If you take a photograph and plan to 
include it in promotional materials e.g. a 
newsletter, or on your section of the 
website, there’s a form you should 
complete (see Appendix 10). You’ll need 
to return an electronic copy of this form 
and the image to the Press Office mailbox 
for storage. 

If you’re hosting an event in public, print 
the poster in Appendix 11 and display 
appropriately, making sure it’s visible.

If you don’t have an image and opt to look 
for one online, ensure you follow copyright 
laws. Advanced searches on Google will 
help you find licence-free images –
guidance on Corporate Communications 
intranet page.

A VIDEO

Videos can be professionally produced for 
promoting services but are just as good in 
a more ‘raw’ form e.g. filmed on a mobile 
phone, talking to the people at the heart 
of the action. 

Why not try? 

 Filming an event to show action.
 Speaking to officers/members of the 

public while out and about on duty. 
This is particularly good at events 
where you can show the live action. 

 A testimonial from a community 
member or partner about how we’ve 
helped them.

 A ‘How to’ video to explain how to 
complete a process.

FACTS AND FIGURES 

Facts and figures are useful but present 
them in a way which will be understood by 
the majority. 

For example, people may not be able to 
visualise or feel any association with a 
crime reduction of 23%, but may 
understand 73 fewer victims of crime. 

If you do this, please be mindful of using 
copyright free music, if you add audio. There 

are lots of sites out there if you google it.
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WHY is the communication important? 

You should have a clear reason for your 
communication – Why does this message need 
to be issued?

How does it link in to our wider communications 
objectives, force vision and priorities?

WHAT are you trying to achieve?

What change do you want to see as a result of 
your communication?

WHO

Who is the audience(s)?
Who needs to hear this message?
Who would benefit from hearing this message?

WHERE

What channels do they use and respond to?
If you audience is wide then think about a mix of 
channels to match their different preferences. 
Where do they get their information?

WHEN

What are your timescales and key dates?
Does this have to be done now? 
Is there anything else going on that would either 
help you promote your message or, are there 
other things happening now that could cause 
harm to your message?

HOW

How are you going to get your message across? 
What content are you going to create or 
commission from Corporate Communications? 
What are your key messages?
What resources do you have? 

Plan out what you want to say and most importantly, why you want to say it. 
This will help you meet your communication objectives (Your WHY… It’s all 
about the why!)

Appendix 4

Campaign Planning Template



STEP 1 - Primary message

What is the most important thing that you need your audience to take away or do?

STEP 2 - Secondary messages

What other points do you need to get across?

STEP 3 – The power of three

Things are often easier to remember, when broken into three parts or listed as a set of three.

STEP 4 – Tell the story

Think about how you can communicate your message: 
• Point – what are you trying to say.
• Message – how will you say it. 
• Support – is there a story or a fact to support your message. 
• Action – is there a call to action. 

STEP 5 – Draft your messages

Now reflect on STEPS 1 to 4 and draft your messages – the ‘what you want to say’. 

STEP 6 – Test and check

Ask someone else who isn’t familiar with the subject your talking about to read your messages 
– do they make sense to them?

Plan out what you want to say and most importantly, why you want to say it. 
This will help you meet your communication objectives (Your WHY… It’s all 
about the why!). Cracking STEP 5 will help everything else flow.

Appendix 5

Key Messages: 



COMMUNICATIONS & 
ENGAGEMENT PLAN

PLAN TITLE: ______________________________________

BACKGROUND: Why are you doing this? Succinctly, set out the problem you’re trying to solve and 
anything extra that helps explain your reason for undertaking this activity.

AIM: What’s the big thing you’re looking to achieve with your communication – the end goal?

OBJECTIVES: List three or four things that you want to achieve through your work. These should be 
measurable things. 

For example:

• To see a X% increase in the number of followers subscribed to community messaging, within 
24hrs of the activity (to do this, you’ll need to know how many people you had subscribed, prior 
attending the event or issuing your communication).

• To see a X% increase in intelligence submissions within X amount of time post engagement 
activity (remember, you’ll need to baseline the previous period).

• To establish a Community Speedwatch group in this area (if the problem you are looking to 
solve is speed related!).

KEY MESSAGES: Refer to page 9 and Appendix 5. What are the main messages you want your 
audience to hear. Keep them short and list them in the order of importance. 

1. Key message one.
2. Key message two.
3. Key message three.

AUDIENCE: Your audience may be your community as a whole, but within that, you’ll have interest 
groups or people you may want to target differently with your activity. Look back to page 8 and the 
stakeholder mapping matrix to help you select the different audiences you may have, and list them 
here. 

There’s no limit to the number of audiences you may have, but try and think of these as clusters of 
people, unless there are some very specific individuals who you’ll need to target with a specific 
message or category.

Ref. Audience What interest or influence might these people have?

A List name of audience type 
here 

Think about the perspective they are coming from – this should 
influence the next step i.e. the activity you’re going to undertake.

B

Appendix 6



Activity (examples included to help) Details Audience Key Message Owner

Refer to pg. 10 for suggestions on 
activities. It’s not an endless list and 
there are always new things to try.

Venue, date, 
time, contacts 
etc.

A,C,E 1,2 Initials of 
lead within 
the NPT.

ACTIVITY: This is where you list the things you’re going to do, be it events, press releases or posts 
to social media. 

If you’re taking a campaign approach towards something, think about how all the parts come 
together to deliver on your aim and your objectives listed at the beginning of this strategy. 

Your strategy is evolving, it’s never fixed, so you can add and amend this as you go and learn from 
what works and what doesn’t.

EVALUATION: Evaluation in communications and engagement is a tricky one. It’s very hard to know 
what you’ve prevented or, behaviours you’ve influenced. But, if you’ve listed measureable 
objectives at the beginning of this strategy, they are a good starting point to understand the 
effectiveness of your communications and engagement activity. 

Here are some examples to try and help you. This isn’t an essential part of your strategy, but is 
something we’d encourage, because there’s a cost to everything you do (your time is precious). It’s 
important that you can attach some value or benefit to what you have done, can demonstrate it 
and learn from it for next time.

Measure 1: To see a X% increase in the number of followers subscribed to community messaging, 
within 24hrs of the activity (To do this, you’ll need to know how many people you had subscribed, 
prior attending the event or issuing your communication).

Outcome: Did you see an increase in followers in your chosen window? Use this to set your target 
for next time if this objective still applies. 

Measure 2: To see a X% increase in intelligence submissions within X amount of time post 
engagement activity (remember, you’ll need to baseline the previous period).

Outcome: This may be a harder one to measure, because other factors may influence an increase in 
submissions. It’s worth making a note of any other factors on that day that may have driven an 
increase in addition to your activity and use it to make a judgment call on the proportion that may 
relate to your effort.

Measure 3: To establish a Community Speedwatch group in this area.

Outcome: If your target is one, and one is established within your measurement window… winner!
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HEADLINE: Sum up your message or call to action in a few words

Paragraph 1: Introduction. Summary of key information. What’s your call to action or the 
exciting/important bit of the message you want to share? Remember the why, what, who, where, 
when, how.

Paragraph 2: Include a bit more information to provide context. Refer back to your key messages. 
Expand on your why, what, who, where, when, how.

Paragraph 3: Who has something valuable to say about this piece of work? Something that gives it 
credibility and meaning – It’s important you remember your target audience when deciding who to 
quote – what’s of value to them?

Paragraph 4: Use this space to add a bit more of the practical information – remember, keep it 
succinct. 

Paragraph 5: Do you have a second quote, giving a different perspective to the quote in paragraph 
3? If you do, include it here.

Paragraph 6: Conclusion. Wrap your message up. Include any important info you’ve not yet shared 
and reiterate any call to action. 

Notes to Editors:

• Include contact details here – How can someone get hold of you if they want to discuss further. 
• Is there a photo or interview opportunity for the media? If there is, provide the detail here of 

time, date, location etc.
• Is there anything else you want to say, that isn’t for inclusion in the press release, but the Editor 

needs to know. DON’T include anything here you wouldn’t be happy to see in print or wouldn’t 
be willing to share with someone outside of Dyfed-Powys Police. 

ENDS

Appendix 8



A title summing up the message, 

usually from area Sergeant

Use this space to deliver a personal message about the work of the NPT in 
this area during the last quarter. 

Provide an update on incident or event of significance, locally; thank the public 
for some information or a contribution they’ve made, and inform them of the 
outcome of that – ‘you said, we did’. It’s up to you what goes here, but start 
with a nod to the community. You should have no more than 90 words in this 
section, so don’t repeat what’s in your heading or sub-heading.

Subheading, a call to action

The team in Corporate Communications will be providing you with two bits of  content 

each quarter

This content will be dropped into the newsletter template before it’s sent out to you. You will then need to 
populate the sections relating to local messaging and return the template to HQ for editing and translation.

Content from Corporate Communications could relate to: A force-wide campaign, where the message is 
applicable across all areas; preventative messaging in relation to a particular area of work that’s topical, or where 
we’ve seen trends force-wide; something relating to organisational change that will have an impact on our 
communities.

We may also drop in an item from the Office of the Police & Crime Commissioner, depending on the PCC’s 
priorities for the coming quarter. These items are likely to be asking for community feedback on service delivery 
locally, or promoting a commissioned service. We’ll add these at the end of the newsletter.

The process for building, translating and 

distributing good quality, quarterly local 

newsletters is a work in progress

We’ll need your support and feedback to do this well. 

• Newsletters will be published quarterly (February, 
May, August, November).

• The newsletter template will be retained by 
Corporate Communications. The design is not 
subject to change, unless there is a positive 
business case to do so. 

• The newsletters will look like this, over two pages, 
back-to-back. Welsh and English will stand alone, 
but given equal prominence.

PUBLISHING SCHEDULE: The intention is to  
publish from HQ, to NPTs, around the last 
Thurs of each quarter (Feb, May, Aug, Nov). 

Newsletter template populated 
and forwarded from HQ to NPTs.

By middle of
wk 1 of mth.

Content back from NPTs to HQ. By middle of 
wk 2 of mth.

Editorial checks and forwarded to 
translators.

By end of wk
2 of mth.

Welsh returned from translators. By end of wk
4 of mth.

Welsh formatted and published 
from HQ, to NPTs.

By middle of 
wk 5 of mth.



Ffotograffiaeth, ffilmio
a recordio

APPENDIX 10a

ADRAN A: Amdanoch chi

Enw Llawn:

Cyfeiriad:

Rhif Ffôn:

E-bost:

ADRAN B: Ynglŷn â’r prosiect/cyfrwng

Disgrifiad o’r 
prosiect/
cyfrwng:

Lleoliad:

Dyddiad:

ADRAN C: Eich caniatâd chi

ADRAN C: Eich 
caniatâd chi

Rwy’n caniatáu i Heddlu Dyfed-Powys gyhoeddi, ailgyhoeddi neu drosglwyddo
delweddau llonydd a symudol a sain ohonof mewn ffordd arall ar gyfer: 

Cyhoeddusrwydd, codi arian a deunydd hysbysebu, gan gynnwys
cyhoeddiadau wedi eu hargraffu.

Deunydd ar gyfer cyflwyniadau ac arddangosiadau.

Gwefannau, sianeli cyfryngau cymdeithasol a chyfathrebiadau digidol.

Cyfryngau newyddion a’u gwefan gysylltiedig a sianeli cyfryngau
cymdeithasol, gan gynnwys print, teledu a radio.

Sefydliadau partner a’u gwefan gysylltiedig a sianeli cyfryngau
cymdeithasol, gan gynnwys print.

Rwy’n deall y bydd delweddau llonydd a symudol a sain yn cael eu cadw’n
electronig yn unol â chyfreithiau Diogelu Data ac fe allent gael eu defnyddio hyd
at bum mlynedd o’r dyddiad mae’r ffurflen hon yn cael ei harwyddo. Mae gen i’r
hawl i dynnu fy nghaniatâd yn ôl ar unrhyw adeg drwy alw 01267 226555 neu
drwy ysgrifennu at yr Adran Cyfathrebu Corfforaethol, Pencadlys Heddlu Dyfed-
Powys, Llangynnwr, Caerfyrddin, SA31 2PF.



ADRAN CH: Eich llofnod chi

Fi yw'r unigolyn a nodir yn ADRAN A ac sydd yn y ffotograff(au), ffilm a/neu recordiad. Rwy'n deall y 
cais uchod ac yn rhoi caniatâd gwybodus.

Llofnod: Dyddiad:

ADRAN D: Llofnod Rhiant/Gwarcheidwad

Fi yw rhiant/gwarcheidwad cyfreithiol yr unigolyn a enwir yn ADRAN A ac sydd yn y ffotograff(au), 
ffilm a/neu recordiad. Rwy'n deall y cais uchod ac yn rhoi caniatâd gwybodus.

Enw llawn: Perthynas:

Rhif ffôn: E-bost:

Llofnod: Dyddiad:

Am ragor o wybodaeth ynghylch polisi preifatrwydd Heddlu Dyfed-Powys, galwch 01267 
226555, ewch i www.dyfed-powys.police.uk/privacypolicy ar-lein, neu anfonwch e-bost at 

pressoffice@dyfed-powys.pnn.police.uk

http://www.dyfed-powys.police.uk/privacypolicy
mailto:xxxxxxxxxxx@xxxxxxxxxxx.xxx.xxxxxx.xx


Photography, filming 
and recording

APPENDIX 10b

SECTION A: About you

Full name:

Address:

Telephone No:

Email:

SECTION B: About the project/media

Description of 
project/media:

Location:

Date:

SECTION C: Your consent

Consent 
required:

I give consent for Dyfed-Powys Police to publish, republish or otherwise 
transmit still and moving images and audio of myself, for the purposes of:

Publicity, fundraising and advertising materials, including printed 
publications.

Presentation and exhibition materials.

Websites, social media channels and digital communications.

News media and their associated website and social media channels, 
including print, television and radio.

Partner organisations and their associated website and social media 
channels, including print.

I understand that still and moving images and audio will be stored electronically 
in accordance with Data Protection laws and may be used for up to five years 
from the date of signing.  I have the right to withdraw this consent at any time 
by calling 01267 226555 or writing to Corporate Communications, Dyfed-Powys 
Police HQ, Llangunnor, Carmarthen, SA31 2PF.



SECTION D: Your signature

I am the person identified in SECTION A and in the photograph(s), filming and/or recording.  
I understand the above request and give informed consent.

Signature:                                                                        Date:

SECTION E: Parent/Guardian’s Signature

I am the parent/legal guardian of the person identified in SECTION A and in the photograph(s), 
filming and/or recording.  I understand the above request and give informed consent.

Full name:                                                                        Relationship:

Telephone:                                                                       Email:

Signature:                                                                        Date:

To find out more about Dyfed-Powys Police’s privacy policy, please call 01267 226555
visit www.dyfed-powys.police.uk/privacypolicy or email pressoffice@dyfed-powys.pnn.police.uk.

http://www.dyfed-powys.police.uk/privacypolicy
mailto:xxxxxxxxxxx@xxxxxxxxxxx.xxx.xxxxxx.xx




COMMUNICATIONS 
AND ENGAGEMENT  
CALENDAR 

Month: March 2020

Appendix 12

Sun Mon Tue Weds Thurs Fri Sat

1 2 3 4 5 6 7

8 9 10 11 12 13 14

15 16 17 18 19 20 21

22 23 24 25 26 27 28

29 30 31

Corporate Communications manage event calendars and communication projects on simple grids, running 
special grids at certain times of year e.g. Christmas and annual force awards. 

Grids are really simple and can be drawn out on bits of paper or set up in a table in Word like the one above. 
Used properly, they can help you get perspective on what needs to be done when, windows of opportunity or 
see clearly and risks you have associated with dates and collapsing timeframes.

When DPPi2 is capable of facilitating departmental pages, Corporate Communications will post a corporate 
calendar to the intranet. You will be able to use this to inform your local calendars. 




