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APPENDIX 6: MARKETING, COMMUNICATIONS AND 

FUNDRAISING 

Report by Director of Marketing, Communications and 

Fundraising 

29
th

 February 2016 

 

1. SCOPE AND PURPOSE 

This appendix provides a performance and activity update for the Marketing, Communications and 
Fundraising team.  Marketing, Communications and Fundraising provide mission-critical support to 
two of the ‘Vital Five’ indicators - #3 (growing visitor numbers and wider public engagement – 
building the ‘brand’) and #5 (growing volunteer numbers and maximising their impact) - and the 
proposition underpinning for the ‘Vital Five’ indicators #1 and #2 that relate to strong and diversified 
future income generation.  The board is requested to note the contents of this report.   
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a) commercially confidential material removed 

b) Commercially confidential material removed.  
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3. ACTIVITY REPORTS 

3.1 commercially confidential material removed 

3.1.1      Commercially confidential material removed 

3.1.2     Commercially confidential material removed  

3.2     commercially confidential material removed 
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3.2.3 Commercially confidential material removed 
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3.2.5 Commercially confidential material removed 

a) 3.3 Marketing & communications 

3.3.1 Corporate & Public Affairs Current Key Project Updates.   

a) Media profile: We secured 219 episodes of media coverage in December and 358 in January. 
In December, 86% of coverage was positive, 80% in January.  The strongest stories in the 
period included a fresh drive to recruit new volunteer lock keepers; the continuation of our 
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Restoration & Repair campaign, in particular the open day at Kentish Town Lock in London; 
and the Santa Splash event in Liverpool to promote the Coast to Coast Canoe Trail. Coverage 
of the Christmas floods was dominant in Yorkshire during December and January, particularly 
the damage to Elland Bridge. However, there was also some good coverage of the Leeds & 
Liverpool 200 project in the region. The call for volunteer lock keepers was especially popular 
throughout England with strong local media and regional broadcast, picking up some fantastic 
quotes and interviews with current volunteers. 

a) Public Affairs: Our MP contact programme is continuing well.  We are: using the Winter 
open days as an opportunity to engage with targeted local MPs; supporting local partnerships 
in setting up visits for high-profile MPs in their areas; reaching out to ministers and shadow 
ministers (e.g. DCMS, Cabinet Office) for meetings.  Our Westminster biannual newsletter 
was sent to MPs and Peers at the beginning of February.  Commercially confidential material 
removed. We are in the process of organising our cross-party 2016 autumn reception in the 
House of Commons and are looking at the 7th September for this.  We placed an opinion piece 
(https://www.politicshome.com/energy-and-environment-transport-culture-and-
sport/articles/opinion/canal-and-rivers-trust/%E2%80%8Bnational) by Allan Leighton in Politics 
Home, one of the websites most visited by those working in and around Parliament.  
commercially confidential material removed 

b) Campaigns: Our open days are still proving popular with the public.  As of 18 February we had 
hosted 16,452 visitors (against a KPI of 12,000), with six events remaining.   

c) Corporate: The 2016 Living Waterways Awards was launched in February with a call for 
entries. Christopher Rodrigues has agreed to chair the assessment panel once again. 

d) Filming: Filming income continues to perform ahead of target (commercially confidential 
material removed) with a mix of feature films (Jackie Chan in West India Docks), TV drama 
(BBC series Doctors filmed in Birmingham, ITV drama Paranoid at Anderton Boat Lift) and 
fashion shoots (Uniglo filming an advert on the waterways in Hackney).   

e) Arts on the Waterways: The second four year Memorandum of Understanding with our 
strategic partner Arts Council England is near completion.  The agreement will enable even 
more high-quality and innovative arts to enrich lives and communities near waterways, offering 
people the chance to see their local canals and heritage in new and different ways.  2016 will 
see at least 10 major arts projects with more than 50 related visitor engagement events – with 
young people and volunteers also involved. New visitors and audiences will be developed 
through a new audience development and evaluation plan with the Audience Agency.  Our 
focus will be on communities with low engagement in the arts and waterways, that are hard to 
reach and culturally diverse. Details about the forthcoming programme will be on our website 
shortly. 

3.3.2 Marketing, Digital and Brand Current Key Project Updates 

a) We have been selected as a finalist for the Chartered Institute of Marketing’s Marketing 
Excellence Awards in the Customer Education - Large category for our ‘Ducks need a healthy 
diet too’ campaign. We will find out the results in April. 

b) We are preparing to roll out our spring campaign to encourage more people to get away from 
the TV and Tablets this Easter and get outdoors by the waterways. The aim is for increased 
visitor numbers, increased brand awareness and to encourage over 1000 new regular givers.  

c) The national signage project, to update our signs at key destinations, is gathering pace as the 
year end approaches. We are engaged with seven waterways and are running a series of 
signage workshops to help people through the process.  To help support rolling out the new 
signage, a project manager has been seconded alongside his Share the Space campaign role.  

d) The ‘places to visit’ visitor marketing campaign refresh is progressing well. In addition to all 118 
sheets being refreshed with new regional colours and updated campaign messages, work on 

https://www.politicshome.com/energy-and-environment-transport-culture-and-sport/articles/opinion/canal-and-rivers-trust/%E2%80%8Bnational
https://www.politicshome.com/energy-and-environment-transport-culture-and-sport/articles/opinion/canal-and-rivers-trust/%E2%80%8Bnational
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developing eight regional digital guides will start at the end of the month to go live with an aim 
to package up destinations and gather data to take visitors on a more engaged customer 
journey.  

e) The digital team have produced an annual report for 2015, highlighting key learning and 
achievements with the use of digital across the Trust.  Highlights include the launch of our new 
website in October, which saw positive feedback from customers and colleagues, as well as 
the full launch of our Humans of the Waterways email programme, and continued growth of 
followers and engagement on social media. We have rolled out a digital champions training 
programme through which we can support our colleagues on digital content best practice via 
our digital content principles, hands-on training and guidance – so far over 70 staff have taken 
part in this with more to come. 

h) We are engaging with digital agencies and consultants on a new digital strategy brief, to 
procure some external support to help us draw up a forward-looking digital strategy and action 
plan for the Trust. This will be designed to set out a roadmap of how we can ensure the Trust 
continues to adapt to a changing world, in which digital tools and technologies are a part of 
everyday life.  

3.4 Internal Communications 

a) Joy Haigh joined the Trust on 1st February as Internal Communications Manager. Her 
immediate priorities will be to review and optimise existing communications channels in terms 
of accessibility, effectiveness, content relevance, frequency etc. She will then be working on 
range of projects including supporting HR on developing an Employee Journey for the Trust 
(starting with induction and the first Corporate Induction event on 11th March), taking over 
responsibility for the communications work stream from Growing Our Trust and developing a 
robust internal communications strategy to feed into 2016/ 17 business planning.  

 

Sophie Castell 

Director of Marketing, Communications and Fundraising 

February 2016 


