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About Reimagine Redditch  

Reimagine Redditch is one of 46 Creative People and Places (CPP) programmes working in places 

where evidence suggests that people, on average, are less likely to be involved in arts and cultural 

activities. With funding from Arts Council England (ACE), Creative People and Places focuses on parts 

of the country where involvement in creativity and culture is much lower than the national average. 

It gives local people new opportunities to engage in a whole host of creative activities, which they help 

to design and deliver. The programme, with the support of local partners, has aims to provide the 

foundations for a long-term approach which ensures that creativity is embedded in the life of Redditch 

and its communities. 

Reimagine Redditch is hosted by Severn Arts and governed by a consortium of organisations who work 

together in supporting and delivering the programme – Bromsgrove and Redditch Network (BARN), 

Redditch Borough Council (RBC), Arts in Redditch (AIR), and Forthright Arts (trading name of 

Jestaminute Community Theatre CIC). Further details can be found at About Us - Reimagine Redditch. 

Context 

Marketing and communications is an area of debate for many CPP programmes which have to search 

for the optimal balance between limited resources allocated to dedicated support, (i.e., the time and 

expertise of a marketing manager or creative agency) and the frequency, quality and scale of 

marketing activity available to promote and celebrate programme activities.  

This case study summarises achievements and learning across marketing and communications, 

emphasising the impact on the wider creative programme and Reimagine Redditch’s organisational 

goals. It provides a set of recommendations to help inform discussions about the future of the 

marketing and communications for the programme.   

Capacity and resources 

Local consultation with Reimagine Redditch staff, partners and communities and analysis of practice 

from other CPP programmes1 highlights the potential scale of the task if applying the consensus view 

of the ‘ideal’ approach to stimulate and maintain engagement with a CPP programme. For example, 

good practice would promote the value of:  

• Clear, concise and informative messaging for the public guided by an overarching strategy and 

branding. 

• Bespoke content to partners that can be simply incorporate into their own marketing. 

• A multi-platform approach to digital engagement characterised by content across multiple 

media formats. 

• The availability and widespread distribution of complementary hard copy materials, (e.g., 

leaflets distributed to houses, schools, service providers etc.). 

• Digital and traditional approaches complemented by regular relationship development with key 

partners and individuals to maximise the impact of project-related messaging by encouraging 

the re-posting and promotion of Reimagine Redditch events, ideally adding value in the form of 

added information on the relevance to their followers or client base.  

 

1 The Reimagine Redditch evaluator evaluates a number of other CPP programmes and comparable projects. 

https://www.severnarts.org.uk/
https://www.bing.com/ck/a?!&&p=63748621ae04b5d8JmltdHM9MTcyOTU1NTIwMCZpZ3VpZD0zYzJjMWUyMi1hOTllLTZkNGEtMjk0Mi0wYjNlYTg3ZTZjNzYmaW5zaWQ9NTE5Nw&ptn=3&ver=2&hsh=3&fclid=3c2c1e22-a99e-6d4a-2942-0b3ea87e6c76&psq=Bromsgrove+and+Redditch+Network+(BARN)&u=a1aHR0cHM6Ly9iYXJuLm9yZy51ay8&ntb=1
https://www.redditchbc.gov.uk/
https://www.artsinredditch.com/
https://www.reimagineredditch.org/about-us/


 
 

 
 

It is clear that an approach encapsulating all these elements is not feasible with current resources, 

(i.e., the time of the Marketing and Communications Manager and capacity of community producers) 

for all projects. This highlights the need for a realist approach which maximises available internal 

resources and activates the capacity of partners and the public to amplify programme messaging.   

“Community partners will only share it if I’ve had a conversation with them … it’s 

more complex than just sharing something.” (Reimagine Redditch team) 

Evolving approaches to communication activities  

Reimagine Redditch has developed a multi-faceted approach to marketing and communications based 

on learning, good practice and the skills of the Marketing and Communications Manager (since 

appointment in January 2023) with input from the wider team. The approach has evolved over time 

from addressing the initial needs of the programme as it established itself, through to a more rounded 

approach working towards the requirements of a growing, yet more targeted programme. 

The initial approach to marketing and communications was shaped by the 
development of a Communications Strategy by the Marketing and Communications 
Manager and Programme Director. The strategy sought to develop an approach to 
enhance people’s perceptions of the quality of information provided to people 
across Redditch on creative and cultural opportunities whilst exploring issues around 
capacity, KPIs, branding and website and channels.  

The strategic priorities were to raise brand awareness and increase audience reach 
by utilising a range of marketing and communications tactics and tools:   

• High quality brand and website.  
• High quality design by engaging a creative agency.   
• Social media with a focus on Facebook and quality content. 
• Direct marketing. 
• News media. 
• Promotion. 
• Partner network support. 
• A presence at Reimagine Redditch and external events. 

The initial work, whilst taking time to lead to visible changes, lead to the relationship with Creative 
Agency Grin in September 2023 and the launch of a new website providing better 
information on the team, programme and opportunities for people to engage. The 
move from producer-driven content to more professionally curated outputs bore 
fruit with data for the 12-month period from July 2024 illustrating the scale of the immediate 

impact with 23,000 views, and crucially in terms of CPP, 7,000 new users on the website landing page.  

“The website … when it did eventually land, has proved to be a very good 

website.” (partner) 

https://grin.uk.com/work/reimagine-redditch/


 
 

 
 

 

From 2025 onwards, the marketing approach evolved to include elements co-created 
with communities. Increasingly, the programme complemented digital engagement with outreach 

work, often blending workshops with marketing linked to follow-up events. Examples include: 

• Work with local schools, including workshops with schools in Woodrow contributed to increased 

participation in the Woodrow Banner Parade. Crucially, the project themes complemented the 

aims of the schools, generating buy-in from senior staff and facilitating widespread engagement 

on the day of the parade. 

• In depth work with members of the Imaan Youth Group to codesign and coproduce the Miracle 

of the Bees immersive experience with project promotion including mention of the event at 

Friday Prayers at Redditch Mosque.   

• Support from Your Ideas to engage children and families through leaflet distribution.  

The programme has also tested and benefited (in terms of learning and increased engagement) from 

a range of new or innovative approaches including targeted radio advertising, a regular newsletter 

and the dissemination of art packs to every household in Woodrow - the legacy of which can still be 

seen in the form of Reimagine Redditch tote bags being reutilised in the community. 

“The newsletters are useful … I send them to our members.” (partner) 

Creative design agency Grin has continued to support Reimagine Redditch to develop a stronger, more 

distinct brand and website. It has been retained until late in 2025/26 to support with follow-up work 

including the design of flyers and posters for events or campaigns where the Reimagine Redditch team 

lacked capacity or expertise. 

A summary of the wider marketing activity undertaken by the programme includes: 

• Establishing direct marketing established and subscriber audience  

o Over 1,000 Mailchimp contacts and just under 1,000 subscribers with above average 

open rates highlighting buy-in to the programme and validity of the approach. 

• News Media  

o Press releases  

o Website news and blogs 

o Media coverage published in print and/or online and/or as social media by both, or 

either of, The Redditch Standard (c.6,000 printed per issue, 20,000 followers on 

Facebook) and The Redditch Advertiser (c.6,000 printed per issue, 20,000 followers on 

Facebook).  

• Promotion  

o BBC Hereford and Worcester Radio including live studio interviews with the Programme 

Director to profile the programme overall and projects including the Colour Palette and 

Community Makers.  

o Hits Radio including recorded interviews for the Colour Palette and The Miracle of the 

Bees.  

o Radio advertising via Bauer Media in tandem with a social media campaign for The 

Miracle of the Bees generating 62,500 impressions and 24,206 unique listeners.  



 
 

 
 

o Sponsorship via the Redditch Business Awards, Redditch Carnival and Astwood Bank 

Carnival. 



 
 

 
 

The impact of effective communication 

Led by the Marketing and Communications Manager, the initial Communications Strategy was effective in shaping an effective working 
relationship with a top creative agency, a fresh and relevant brand, a vibrant, user-friendly website, and a growing audience of 
followers, website visitors and newsletter distribution lists. 

Digital Engagement - 2025 

Digital engagement statistics for Reimagine Redditch activity delivered between January to December 2025 provides a barometer of progress and a platform 

for discussing targets for Phase 2. 

 

Platform Followers/Users Reach Views Interactions Comments 

Website 1,900 
(1,800 new) 

 8,000 page 
views 

23,000 event 
counts2 

Average engagement time per active user 1 minute 33 seconds 
Large proportion of  

Facebook 1,025 465,800 visits 13,500 6,100 
interactions 
 

747 link clicks 
Followers up from 920 as of August 2025 

Instagram 464 5,200 829 visits 326 137 follows in 2025 – followers up from 394 in August 2025 
 

LinkedIn3 220 1,700 7,000 
impressions 

257 
engagements 

 

YouTube 26 subscribers  1,500  Average view 2m 12secs 
Subscribers up by just 5 since August 2025 with low viewing 
numbers. 

Direct Mail 941 subscribers 
1,040 contacts 

8,010 
cumulative 

 Opens 25% 
Clicks 3.5% 

Opens down from 40% as of August 2025 

  

 

2 No. times users do something on the website 
3 02/02/25-01/02/26 



 
 

 
 

Website and rebranding 

The launch and improved functionality of the new website and rebranding had a significant impact on 

the programme. In statistical terms, the new website attracted a 200% increase in traffic whilst 

average engagement time increased by 550%, reflecting both stronger interest and interaction from 

users, but also the opportunity for the Reimagine Redditch team to populate the website with 

attractive content. When coupled with exciting content including animations on Instagram and 

Facebook that generate high levels of engagement, the ultimate impact is one of increased brand 

awareness and creative engagement.  

The enhanced functionality of the website was also illustrated through projects being successfully 

commissioned through community call outs, highlighting how a website can be much more than a 

repository for information but a window to meaningful interaction with artists and communities. 

Social media 

Social media was the area that raised the most discussion with partners and the public, with some 

disagreement on the quality and/or frequency of posts.  

“They use Facebook and Instagram pretty well. We’ve seen a huge improvement 

in their creative content” (partner) 

“We’ve really lost our presence, especially on social media.” (volunteer) 

Facebook remains the most effective platform for direct Reimagine Redditch audience reach with 

background affirmation and archive of programme information provided primarily by the website and 

increasingly newsletters. However, a significant minority of those consulted highlighted a perceived 

loss of presence on social media, in part related to a gap in content creation and a need for more 

proactive posts. 

“We’ve got a massive gap in terms of social media content creation.” (Reimagine 

Redditch team) 

“People come up to me in Woodrow because it’s cool, not stuffy.” (Reimagine 

Redditch team) 

 

Awareness, engagement and audience growth 

Consultation provided positive feedback on the quality and consistency of programme marketing 

(supported by a productive relationship with marketing agency Grin) and a growing recognition 

amongst partners and the public of the Reimagine Redditch brand which brings reassurance and 

confirmation of quality supported by better positioning of branding, (e.g., staff hoodies and banners) 

at events and activities. The programme’s brand identity is widely praised and recognised as distinctive 

and increasingly trusted.  

https://grin.uk.com/work/reimagine-redditch/


 
 

 
 

“People are happy to see it … it helps our identity in the community.” (Reimagine 

Redditch team) 

“They see us walking around in our hoodies and they want to know what we’re 

doing.” (Reimagine Redditch team) 

The reputation of the programme, as seen through its marketing and communications activity, is  solid 

with the community, although there is always a desire for more frequent communications. There is 

growing awareness of the programme in areas where engagement has been strongest but some 

disagreement amongst partners that enough people have a sufficient knowledge of the programme 

and its specific aims, especially when the creative and cultural landscape is becoming increasingly 

complex. 

“Clarity more so … I don't think everybody understands who they are or what 

their purpose is.” (partner) 

Learning and reflection 

Key areas of learning that can help to inform marketing and communications by and for the Reimagine 

Redditch programme are presented below.  

• Ultimately, marketing has contributed to achieving key goals for the programme, 
(i.e., rising numbers of participants and a growing audience for Reimagine 
Redditch’s creative output. 

• The scale of the task involved in undertaking the marketing and communications function of a 

Creative People and Places programme should not be underestimated given the need to often 

develop bespoke approaches to engage and sustain participation with different groups, 

organisations and in different neighbourhoods. Without sufficient capacity, (e.g., in the latter 

stages of Phase 1) some marketing tasks will be delayed or not completed at busy times unless 

the tasks are shared. 

“He does a bit of everything … but we just need more of it all.” (volunteer)  

“If you get individual producers writing something… it would require quite a lot of 

editing to get a consistent style.” (partner) 

“The system works, but “it can get tight” when multiple projects land at once.” 

(Reimagine Redditch team) 

• The commissioning of external expertise reflects the importance of marketing, communications 

and branding to Creative People and Places programmes. Creative agency Grin was challenged 

with creating a ‘clear, confident brand and digital presence that could support meaningful 

engagement, amplify community voices and provide a strong platform for future growth’. 

Ensuring the quality of this aspect of the programme represents good practice in developing a 



 
 

 
 

distinctive and well received branding. Importantly, the team has maintained the brand 

guidance across campaigns and different platforms by using the templates provided. 

“The new brand was applied consistently across digital channels and promotional 

collateral, including social media content and flyers, helping to increase visibility 

and recognition while maintaining a strong, cohesive look and feel.” (partner) 

• Some marketing specialists amongst partner organisations suggested that the templates may 

have been overused and require a refresh, although this was not raised by any delivery partners 

of members of the community.  

• The major gap highlighted by all CPP teams is in terms of content creation, and specifically 

deeper, high quality content including video to support social media posts in particular.  

Good practice on the use of social media to promote community creativity4 includes: 

• The use of participants telling their stories, overcoming ‘AI-generated slop’. 

• Prioritising the first few seconds of any media. 

• Prioritising the platforms where your audience is rather than trying to maintain a presence 

on the myriad of platforms available today. 

• Given the rise in people accessing feeds from multiple sources that they do not follow (over 

50%), the number of direct followers is not as important as it once was, with a need to think 

of all viewers as new viewers. 

• Collaboration is important in engaging new audiences. 

• Practice from other CPPs highlights the value of staff teams, (i.e., directors, producers, 

operations managers, volunteers etc.) with skills and/or experience in complementary areas, 

(e.g., graphic design, web development etc.) in providing practical support to complement the 

strategic and functional expertise of the marketing and communications post holder.   

• The programme’s social media posts have not tagged in partners as much in the last year or so 

of the programme which has limited sharing of Reimagine Redditch posts. 

“We need a pack: here’s the copy, here are the assets. Make it as easy as 

possible.” (Reimagine Redditch team) 

“It goes in fits and starts… I’ve just scrolled back and the last time we were 

tagged was October.” (partner) 

• Effective use of partner networks are key in terms of both increasing engagement and brand 

awareness. These networks can include the public sector, (e.g., Redditch Borough Council, 

Libraries and Public Health), corporate partners including Rubicon Leisure or Kingfisher and 

voluntary and community sector partners (e.g., Your Ideas, Batchley Support Group). Each 

 

4 Sourced from a marketing workshop attended by creative sector partners  



 
 

 
 

requires a slightly different approach to relationship maintenance and type of content required 

to facilitate the generation or sharing of messaging.  

Future practice 

Recommendations based on consultation and identified good practice to inform future marketing and 

communications practice in the Reimagine Redditch programme are provided below. 

• Phase 1 of the Reimagine Redditch programme has evolved in line with the capacity constraints 

of the Marketing and Communications Manager with movement towards a more complete offer 

achieved through periodic overtime. More investment in time and strategy in line with the 

expanded hours of the Marketing and Communications Manager in Phase 2 will enable the 

programme to  be more proactive, rather than reactive to the benefit of the frequency and 

quality of messaging. This should be accompanied by a long term communications plan with 

clear responsibilities for overseeing and actioning key tasks will provide clarity for all staff and 

partners.  

o Any amendments to marketing and communications, however, must adhere to the 

working practices of Severn Arts and specifically the degree of autonomy available to 

Reimagine Redditch. Whilst no issues are envisaged, there will inevitably a learning 

process on both sides. 

“The marketing manager should be overseeing the plans … they don’t have 

capacity to be the person on the ground gathering and creating social media 

content.” (Reimagine Redditch team) 

“We don’t need a pure strategist. We need someone who does the day-to-day.” 

(partner) 

• Approaches to add value to the expanded capacity of the Marketing and Communications 

Manager in Phase 2 can help to boost the efficacy of marketing activities. This could form part of 

a task and finish group or be the focus of an extended Consortium meeting. Emerging 

suggestions to be explored by the Marketing and Communications Manager could include: 

o With links to enhancing partnership working, create a short, medium and longer-term 

planning document summarising the proposed collaborative working and need for 

marketing between Reimagine Redditch and key local partners. 

“We have a document with another partner showing what we do for each other 

each month … something like that would work here. I don’t know their top 

priorities for the next three years.” (partner) 

o Establishing micro roles for staff and artists, (e.g., to capture one video, one photo, one 

clip per event) to build a steady stream of content. 

o Creation of a shared marketing and communications WhatsApp group to store and share 

content or ideas amongst staff and partners. 



 
 

 
 

o Transform volunteers or young people into ‘content creators’ with tasks ranging from 

taking photos and videos, (e.g., behind the scenes reflections) to social media takeovers. 

A skills audit of Reimagine Redditch staff and volunteers can identify and maximise 

existing expertise. 

“We need someone to capture videos, capture pictures, and design and create 

those social media assets. And then share that social media asset on all of the 

Facebook groups of community organisations” (Reimagine Redditch team) 

o Explore the potential for a regular marketing managers meeting to not only share 

upcoming events but also explore ways to improve partnership working and share 

innovative practice.  

 

• More extensive use of videos alongside increased frequency of social media posts in particular 

will help to take activity to the next level.  

o This could include the use of an educational video highlighting the programme’s aims, 

objectives and ways of working.  

o Authentic firsthand footage highlighting the personal and community benefits of 

creativity, (i.e., short, digestible storytelling) that encourage wider engagement. These 

can also be used in shorts on social media.   

“They don’t have many posts talking directly to the community or showing the 

community.” (partner) 

• Increased tagging of partners in social media posts is a simple way to encourages increased 

sharing and therefore wider engagement of programme events and activities.  

• Greater use of LinkedIn as part of a more rounded approach to stakeholder engagement can 

support mor effective partnership working through this professional networking platform.  

“There’s opportunity to share some of what they’re doing more broadly.” 

(partner) 

• Providing reciprocal support by signposting Reimagine Redditch followers to partners’ events 

and activities more often, (e.g., through social media and the newsletter) can engender goodwill. 

• It is equally valuable to celebrate success as strive for engagement - both elements require 

adequate support. 

 

 


