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[bookmark: _Toc217392136]CHIEF’S DELIVERY PLAN 2025 - 2029
The Chief Constable’s Delivery Plan 2025 – 2029 was published in spring 2025.
This sets out our mission to improve trust and confidence within our organisation and with our communities. 
The delivery plan sets out key initiatives to achieve our vision is to create an inclusive, caring, connected organisation providing outstanding service for the communities of Gwent.
The delivery plan is based around three key strategic pillars:
· Engagement | Listening, involving and updating our communities.
· Operational effectiveness | Delivering a service that’s responsive, visible and fair.
· Conduct and culture | Creating a workplace that’s inclusive, caring and connected
These are aligned with the Police and Crime Commissioners five key priorities as set out in the 2025 – 2029 in the Police, Crime and Justice Plan.
· Preventing crime and anti-social behaviour (ASB)
· Making our communities safer
· Protecting the vulnerable
· Putting victims first
· Reducing reoffending
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Everyone in our organisation plays a role in improving trust and confidence in Gwent Police.  
Effective communication is a major contributor to us achieving our mission and vision. 
Our department plays an important role in building trust and confidence among our communities, stakeholders, and employees.
As a Corporate Communications Department, we are here as trusted advisors to support Gwent Police to deliver proactive, transparent, and people-focused communication that will improve trust and confidence.
Our aim is to shape our culture by linking colleagues to our mission, vision, and values, ensuring that everyone who works or volunteers for Gwent Police feels heard, valued and that they belong.
Our communications team works to connect policing with the community by sharing clear, accurate information and encouraging understanding. By using strategic communications activity, we aim to build trust, promote public safety, ensure accountability, and foster stronger ties between our organisation and the diverse communities we serve.   
We provide this service 24/7, with a team of 13 dedicated communication professionals who have a range of skills and experience in journalism, marketing, design, social media, and employee engagement.  
The department provide both internal and external support during critical incidents, especially those that might affect public trust in the organisation.
To ensure we achieve real impact, we employ a multifaceted and multimedia approach which includes targeted campaigns, events, social media, and proactive media engagement. By making the most of these tools, we can share our messages widely and create meaningful connections. Gathering feedback and analysing data help us constantly improve our work to ensure it has a measurable and lasting effect.
We specialise at delivering fast-paced and engaging communications across all platforms, reaching people in ways that suit them best. Everything we do is planned, efficient, and focused on achieving clear, meaningful results.
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We currently operate in an environment where:
· Nationally trust and confidence in policing remains low following a number of years of cases involving male officer violence against women and inappropriate behaviour by officers
· Society is more polarised than ever – politically in particular to race/immigration and the public are more mistrusting of institutions  
· We are operating in a world where misinformation, disinformation and malinformation is rife, and tackling is key to maintaining trust and confidence
· Use of AI and the rise of new technologies including deepfakes offering the ability to manipulate content
· Locally confidence has remained consistent according to our public perception survey (based on 2,000 respondents from the community) with 62% of respondents saying they have confidence in our organisation
· Issues locally affecting confidence includes ongoing misconduct issues and performance issues highlighted by the HMIC PEEL inspection which are now improving
· Unknown changes at a Welsh political level with the forthcoming Senedd elections in May 2026
· Unknown changes with police reform with white paper set to be published early 2026 
· Government have already announced scrapping the PCC model and changes to police governance and accountability
· Credible media sources have less resourcing to do more in depth features and a pressure on clickbait culture with declining ad revenue – journalist spend time trawling social media and are less experienced
· We see a lack of confidence from officers and staff generated by the perception of negative news – which is affecting engagement.
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· Victims and witnesses
· Our communities
· Young people
· Ethnic heritage communities
· Those who follow us on our social media channels
· Those who read/hear about us in the media
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· Officers 
· Staff 
· Special constables and other volunteers
· Leaders and supervisors
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· Office of Police and Crime Commissioner (OPCC)
· Political – local councillors, Senedd Members, Members of Parliament
· National Police Chiefs’ Council (NPCC)
· Local Authorities
· NHS/Aneurin Bevan Health Board
· Independent Advisory Group (IAG)
· Youth Independent Advisory Group (YIAG)
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Working in partnership with senior leaders, acting as trusted advisors, the Corporate Communications team will:
· Connect our people to our mission, vision and values to deliver on organisational priorities and supporting cultural change as set out in the Chief Constable’s Delivery Plan
· Get the right message, to the right people at the right time, in the right way
· Build a narrative of transparency, honesty and accountability
· Use people-focused communications to influence behaviour change to prevent crime and protect the vulnerable
· Proactive communications with our staff and our communities to build trust and confidence in our service and our long-term vision for the organisation to be an outstanding police service which is inclusive, caring and connected to our communities
· Take an evidence-based approach to developing and refining our communications to support the delivery of key objectives as set out in the Chief Constable's Delivery Plan.
· Work effectively with our partners and stakeholders for the benefit of the public
· Ensure the victim is at the heart of our communications. 

[bookmark: _Toc217389551]

[bookmark: _Toc217392144]OUR STRATEGY
[bookmark: _Toc217389552][bookmark: _Toc217392145]CONDUCT AND CULTURE
· Foster a work environment where officers, staff and volunteers, feel safe and valued and support the development of effective, trusted leadership 
· Build an inclusive culture that positively impacts on public trust and confidence both within our workforce and in our interactions with the community
· Supporting organisational change by articulating compelling justifications for transformation and engaging stakeholders through transparent, effective communication.
· Promoting recognition and awards to honour achievements and positive workplace culture to enhance employee morale 
· Ensure the wellbeing of officers and staff threads throughout all our plans and strategies
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· Focus on engagement by listening to victims, our communities and colleagues, and involving and updating people as we act on the issues that matter to them
· Help our colleagues build the skills to tell our story positively to different audiences
· Deliver timely, engaging and targeted communications via the most appropriate channels
· Ensure our communications reach the right people, with the right message, at the right time 
· Ensure a consistent and transparent approach to external communications to build confidence in our voice
· Provide clarity and transparency throughout all communications
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· Help build public confidence by increasing our people’s awareness of organisational priorities and goals and their role in delivering them
· Build our communities’ confidence to report crime and change behaviour to prevent crime
· Build our brand in a creative way to build engagement and support for the service
· Ensure we use targeted channels internally and externally to meet audiences where they want to be
· Develop our measurement strategies in order to evaluate as we develop our communications approach 
· Take a learning approach to adapt and refine our approaches to communications
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	2025
	2026/2027
	2028/2029

	Where we are now
	Where we are heading
	Our end goal

	Efficient flow of internal and external communications, increase in proactive content and working to manage volume 
	Expanding digital channels, enhanced planning and evaluation process to guide strategy. Increasing impact on employee engagement and public confidence

	Corporate Communications has demonstrable impact on employee engagement and experience and public perception of the service

	
· Defined strategies across portfolio areas
· Defined production process 
· Proactive editorial calendar 
· Evolved communications channels 
· Consistent design and tone
· Increasing ability to target audiences
· Some metrics and evaluation
· Media monitoring 
· Increase in proactive communications
· Increase in video content

	
· Defined strategy across portfolio areas
· Defined production process
· Proactive editorial calendar and organisation
· Evolved digital communication channels and improved accessibility
· Consistent design and tone
· Audience segmentation
· Consistent evaluation and metrics 
· Consistent media monitoring process including through daily news summary
· Expansion of digital signage across our estate for internal and external audiences
· Media training for senior officers
· Some targeted campaigns
· Misinformation/disinformation and malinformation training and processes in place

	
· Defined strategy
· Defined production process
· Proactive editorial calendar
· Further evolved communications channels including digital signage 
· Consistent design and tone
· Enhanced audience segmentation and targeting
· Metrics guide decisions
· Consistent behavior change campaigns
· Consistent focus on inclusive communications
· Technologically advanced
· Higher quality in performance and productivity 
· Our people actively engaged in the mission of the organisation and act as external advocates in increasing trust and confidence
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We have developed specific strategies around key audiences or channels to maximise our impact:
Our internal communications strategy sets out how we will work to drive performance and standards across an inclusive workforce.
Our digital strategy sets out how we will use online channels to reach our communities and build confidence in our delivery.
Our media strategy sets out how we will work with media channels to create a trusted voice to share our achievements, to build confidence in our service and to create balance and transparency when held to account.
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	 RISK​
	MITIGATION​

	The wider policing community has a negative impact on public trust and confidence ​locally
	We will focus on building our local resilience and proactive communications on how we are addressing local concerns​

	Uncertainty with police reform/​changes to OPCC
	We will work with the leadership team to ensure clear direction and continuity wherever possible​

	Changing political landscape at a Welsh and national level​
	We will respond to any changes positively and seek to identify opportunities to create positive continuity links internally and externally with the aim of providing assurance

	Demand exceeds capacity within the team​
	We will always prioritise our efforts on the ‘must do’ followed by the ‘should do’. Resource to support non-business critical tasks will be tightly restricted. Position team as enabler of activity, rather than simply as the sole deliverer.​

	Misinformation/disinformation/malinformation
	The new Authorised Professional Practice sets out clear process for forces to tackle disinformation/misinformation and malinformation. Of which communications play a part. We will build our process to ensure these are acted on quickly to ensure trust and confidence in our communities. Mis/dis/malinformation will also be put on the force risk register and the communications risk register.
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We will evaluate our communications by measuring the outputs, sentiment and outcomes of our activity. From a communications perspective these terms can be defined as:​
Outputs: The quantity, quality and reach of our communication– have we done enough communication and how many people have seen our messages?​
Sentiment: The response and reactions of our target audience to the activity. ​
Outcomes: The effect of the communication activity on the target audience such as understanding/awareness of the vision and a sense of alignment with it. This will be measured against the objectives outlined as part of the project.
Our annual communications report brings together an evaluation of overall performance for the year.
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· Media monitoring through media management system with reach of coverage and sentiment including online, radio and broadcast by local and national media
· Monitor the open-rate of press releases picked up by local and national media
· Monthly media performance reports
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· Track engagement rates and sentiment analysis on our social media platforms including Facebook, Instagram, TikTok and YouTube
· Measure the number of followers, likes, shares, and comments on posts related to the delivery plan
· Measure click-through rate from social media comments to full story on website
· Monitor video views 
· Monthly social media performance reports
· Annual NPCC social media survey

[bookmark: _Toc217392155]INTERNAL COMMUNICATIONS METRICS
· Measure employee understanding and alignment with the delivery plan from the Employee Opinion Survey.
· Track page views and interactions on articles through intranet analytics on The Beat.
· Measure the percentage of employees who open and engage with the weekly email newsletter – The Bulletin and other newsletters such as PSD Times
· Attendance at Chief’s Roadshows, webinars and key events such as Team Gwent and the Force Direction Forum. Including analysing survey feedback post-events to gauge effectiveness of sessions and communications.
· Viva engagement metrics and sentiment
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· Assess public trust and confidence in the police force through the Perception Survey, Victim Satisfaction Survey, social media survey.
APPROVAL AND SIGN OFF   
In producing this report, has consideration been given to public confidence? YES
Are the contents of this strategy suitable for the public domain? YES (note the strategy should be written with publication in mind)
If you consider this strategy to be exempt from the public domain, please state the reasons: N/A

This strategy has been presented to the following oversight board: Scrutiny Executive Board
Board chaired by: DCC Nicky Brain
Board date: 2 March 2026
Actions and amendments arising from board decisions: None.

I confirm this strategy has been discussed and approved at a formal Chief Officer meeting.
Signature: [image: ]			Date: 10 March 2026
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