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1. Over 20 years of experience in communications

2. Worked in both public and private sector

3. Includes national and local government

4. Vice Chair of LGcomms

5. Lecturer and radio host

Marcus Chrysostomou



Responding to a changing 

world



Talking to the public



Grenfell



• Game changer for communications?

• Crisis response

• Breakdown in trust with the public

Grenfell



• Hackett Review

• Social housing Green paper

Government response



• Effective resolution of complaints 

• Publish performance for residents to compare

• Resident satisfaction

• Ensuring residents’ voices are heard

• Consumer standards

• Celebrating thriving communities 

• Embedding good customer service and neighbourhood 

management 

Housing Green Paper



In Westminster

• 44 tower blocks over 12 stories

• 21,000 properties

In Littlie Venice

• 6 Tower blocks with cladding

• Next to Grenfell

• Worried residents 

Case Study – City West 

Homes – Little Venice



• Letters of reassurance every two weeks

• Public meeting

• Local office for face-to-face contact

• Newsletters

• Demonstrations of safety measures 

• Work with local councillors

• Use of notice boards

• Rapid response to emails

Case Study – City West 

Homes – Little Venice



• Resident communications review

• Digital is not the whole way

• Face-to-face

• Newsletters

• Engagement

• Listening

• Paper - letters, leaflets are still important

• Noticeboards

• Stakeholders

How have we adapted?



Community support



Case study – Save Madeira Terrace 

Crowdfunding campaign, Brighton & Hove 

City Council 



• The challenge - inspire a city to unite to save a feat of 

Victorian architecture from being lost forever.

• Madeira Terrace is a Victorian Grade 2 listed structure 

consists of an 850 metre stretch of seafront arches. 

• It is thought to be the longest cast iron structure in 

Britain, spanning 151 arches in total.

• Inspections showed irreversible damage to the Terrace 

due to age and weather exposure. 

Case study – Save Madeira Terrace 

Crowdfunding campaign, Brighton & Hove 

City Council 



• Initial council bid of £4million March 2017 to 

government was refused.   

• Created catalyst  crowdfunding campaign to raise 

funds

• The aim was to demonstrate widespread public 

support for saving the seafront heritage.

Case study – Save Madeira Terrace 

Crowdfunding campaign, Brighton & Hove 

City Council 



• The crowdfunding began on 26 July 2017 to raise £420,000 by 30 

November.

• Business owners and community groups were invited to a launch 

event on Brighton Pier.

• The launch was well publicised beforehand in Media including the 

city’s daily and weekly newspapers, local radio, and TV covered the 

story.  

• The campaign included daily tweets, Facebook posts, posters, 

flyers, events and regular coverage in local media.  The 

Thunderclap alone had a social reach of 472,227 

https://www.thunderclap.it/projects/64850-save-madeira-terrace

• Local celebrities and politicians were engaged, using their support 

to inspire others to follow suit.  

Case study – Save Madeira Terrace 

Crowdfunding campaign, Brighton & Hove 

City Council 

https://www.thunderclap.it/projects/64850-save-madeira-terrace


• Personalities such as local superstar DJ Fat Boy Slim, 

Formula One racing driver Damon Hill and premier 

league football team Brighton & Hove Albion 

supported

• These were popular and shared by followers, helping 

to provide a steady stream of public and media 

interest throughout the campaign.  

• Other activity included support from a residents’ 

organisation (which raised more £16,000 in a raffle). 

• Also included media briefings, generating publicity 

material, looking for PR opportunities and forging 

strong relationships with partners.

Case study – Save Madeira Terrace 

Crowdfunding campaign, Brighton & Hove 

City Council 



Case study – Save Madeira Terrace 

Crowdfunding campaign, Brighton & Hove 

City Council 



• The target was smashed - over £460,000 raised by the deadline. 

• SpaceHive confirmed this as the largest crowdfunding campaign by 

any local authority to date and the most outstanding campaign they 

have worked on. 

• People power with 2095 separate backers pledging before the target 

was met and with more people wanting to donate after the deadline.  A 

Madeira Terrace Restoration Fund has now been set up to recognise 

the project exceeded expectations by so far that it can’t end! 

(www.spacehive.com/madeira-terrace).

• Local residents formed the “Save Madeira Terraces Raffle Group” and 

organised a raffle raising more than £16,000, involving 600 businesses,

• The £463,000 crowdfunding will be used to bring at least three of the 

151 arches back into use and to start the journey of rebuilding the 

magnificent structure for future generations

Case study – Save Madeira Terrace 

Crowdfunding campaign, Brighton & Hove 

City Council 

http://www.spacehive.com/madeira-terrace


Case study – Save Madeira Terrace 

Crowdfunding campaign, Brighton & Hove 

City Council 



• Regeneration campaigns can be innovative.

• Council responded to rejection and used new way to 

raise money.

• Excellent example of engagement with people power 

can make a difference.

• Using personalities as endorsers helped.

• Building pride in place has led to the campaign 

continuing

How have we adapted?



Culture offer



Case study – London Borough of Culture –

Waltham Forest 



Case study – London Borough of Culture –

Waltham Forest 

• The north-east London borough was among 22 bidders for the 

scheme, launched by Mayor of London

• Announced by London Mayor Sadiq Khan at City Hall as an 

initiative to bring culture to all Londoners inspired by European 

capital of culture

• The funding will commit boroughs to introducing artistic initiatives 

and make culture an integral part of their future.

• They will be tasked with bringing new opportunities to their area as 

well as shining a spotlight on existing treasures.



Case study – London Borough of Culture –

Waltham Forest 

“The great thing about culture is not only the economic boom it brings 

to London... but it enriches our lives, it nourishes the soul, it brings 

communities together, it heals division. Good culture is for the rich and 

poor, old and young, no matter your ethnicity or faith.”

– Sadiq Khan, Mayor of London



Case study – London Borough of Culture –

Waltham Forest 

Campaign included:

• Asking businesses to support using stickers and posters in 

shop windows

• Community support

• Running special cultural calendar of events 

• Competitions

• Video and social media

• Showbiz endorsement

• PR – badging all relevant activity as part of the bid

• Lobbying.



Case study – London Borough of Culture –

Waltham Forest 



Case study – London Borough of Culture –

Waltham Forest 

• Waltham Forest has been named the first London borough of 

culture. 

• Received £1.35 million funding for a year of cultural activities.

• Includes art  installation and a new cultural manifesto from well 

known local artists.



• Culture can create basis for improvement.

• Once again pride of place is used.

• Time and patience is needed.

• The council led and people supported.

• Mix of traditional and modern methods used.

How have we adapted?



• Don’t forget that traditional communications is still 

effective

• Digital is not always the answer – but part of the 

communications toolkit

• Don’t be afraid to do something new

• Listen and learn from our audiences

• Communications is all about change in a changing world

Conclusions  - a changing 

world



Questions?


