
GETTING THE MESSAGE 
RIGHT

An award-winning community campaign
The housing transfer from Tameside MBC to

New Charter in 1999/2000



Content

• Approaching the issue
• Developing a plan 
• Do’s & Don’ts
• The value of research
• Opposition
• Costs and Benefits



The Result

• Total electorate = 19674
• Votes cast = 13514
• Turnout = 68.7%

• Yes = 63%
• No = 37%



The Result

NORTH SOUTH

Yes 61.6% Yes 64.4%

No 38.4% No 35.6%



Background

• Applied learning from previous transfer 
vote (Ashton Pioneer Homes)

• Council wanted a ‘Yes’ vote
• Realistic budgets set
• Council’s past involvement in setting up 

companies



The Brief
• Secure a ‘Yes’ vote
• Partnership of transfer team and Staniforth, 

specialist PR advisor
• ‘Brand’ the campaign
• Factual information to tenants in a 

professional manner
• Run a ‘referendum’ style campaign



The Approach

• Tenants are the key audience
• Keep employees informed and motivated
• Adopt a tabloid style
• Plan information programme to peak at 

ballot



The Strategy
• Newsletters
• Videos
• Freephone
• Leaflets
• Pocket guides
• Promotional activity
• Face to face contact with tenants



The Campaign







The Messages

• Keep messages simple and focussed
• The Four ‘R’s’

– Repairs 
– Rents
– Representation
– Rights



The Plan

• High profile campaign
• Seven newsletters
• Two videos
• Huge door-knocking exercise
• Promotional activity
• Brief the local media



The Plan

AVOID
• Public meetings
• Debate in local media
• Responding to opposition agenda



What We Knew

THE BIG PUSH

• 83% of tenants visited
• 50% in favour
• Only 6% against



Three Target Groups

• The elderly
• Tenants of long standing
• The under 40s



Harris Research

• Three sets of interviews
• 1000 tenants contacted (statistically 

significant sample)
• Telephone interviews
• Low refusal rate



Harris Research
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The Value of Research

• Not relying on ‘gut feel’
• No knee jerk reaction
• Confirmed key messages
• Guided editorial content and direction
• Indicated voting intentions



The Ballot

• No knowledge of how tenants were voting
• But we know how many had voted
• And who hadn’t voted



Tracking the Actual Turnout

North South

14th September 49% 52%
21st September 58% 61%
28th September 66% 68%



Options During Ballot

• Re-issue ballot papers?
• Write to those who hadn’t voted?
• Do nothing!



The ‘No’ Campaign

• Some local protest
• Some ‘imported’ protestors
• Letters in local papers
• Unison ads in 2nd week of vote



Costs and Benefits

• Examples of unit costs
• Better housing
• Unlocks £0.28 billion investment over next 

10 years
• Capital receipt to Council
• Improved relationship with tenants



Awards

• Winner of National Grand Prix prize, IPR 
Cream awards 2000

• Winner North West Grand Prix prize, IPR 
Cream awards 2000

• Winner North West Best Community 
Campaign, IPR Cream awards 2000 

• Finalist, IPR Excellence Awards 2000



Contacts

• New Charter - David Rigby 0161 331 2000

• Staniforth – Libby Howard 0161 274 0100

• Tameside MBC – Lindsey Macdonald 0161 
342 3061 
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