


Developing a meaningful conversation with your tenants 
is a challenge. There will always be those who are more 
engaged than others.

However, research* by Lime’s Insight team has shown that 
many housing association STARs (survey of tenants and 
residents) are consistently failing to engage tenants.

Our study of a representative sample of housing associations 
across the UK, has revealed that on average fewer than a 
third of tenants participate in these surveys, leaving housing 
associations at risk of basing critical decisions on poor data. 

Turn this on its head and it means 
approximately 70 per cent of tenants’ 
voices are not being heard.

This needn’t be a cause for despondency. 

Our findings reveal an opportunity - an opportunity for a 
fresh approach that puts you amongst your audience by 
making innovative use of your communications.

Whilst tenants have never had so many platforms from 
which to vent their opinions about their landlords, housing 
associations also have an opportunity to utilise these tools, 
with appropriate levels of monitoring, to encourage positive 
conversations with tenant communities. 
 
Those that try to control the conversation too much in order to 
present a positive image, when the majority of tenants know 
a different reality, will struggle to maintain and improve their 

reputation. Better instead to use social media to tease out 
comments both positive and negative as part of a long-term 
process to improve tenant satisfaction.

That approach, often complemented by a structured public 
relations campaign – can reap rewards. 

Using other channels in addition to STARs, will enable housing 
associations to build a fuller picture of tenant sentiment, 
needs and challenges.

Those channels each have a part to play, be it media relations, 
social media, e-communications or printed material via a 
variety of platforms. Each discipline offers a route to an 
increasingly fragmented audience. What a target public 
relations campaign can do is to offer a consistency and 
control in your communications programme. 

This approach forms the 
basis of what we call 3D 
communication. 

Some communicators believe 
that disseminating information 
constitutes engagement. 
This is one-dimensional 
communication and it’s where 
many organisations fall down. 

Good stakeholder engagement 
has three dimensions:

LISTEN; COMMUNICATE; LISTEN AGAIN. 



To out more about Lime and the support that we offer to 
housing associations, please contact Mark Whitehouse on:  
markw@limemcp.co.uk or 07718 108 695 

Research by the independent research company, BMG, supports 
our findings.** Their study found that 18-24-year-old tenants 
have lower participation rates than any other age group. For 
some, time might be an issue; for others literacy levels could 
present an obstacle to filling in the form.

This demographic is highly likely to be averse to lengthy 
questionnaires and will be better engaged by snap polls and 
qualitative conversations on social media, which follow the 3D 
approach. This will allow you to break away from one-size fits all.

And if you think about it, how many of us communicate with an 
18-year-old in the same way we would with an 80-year-old?

BMG’s research found that six out of ten tenants are interested 
in engaging with their landlord online, supporting the argument 
for greater use of social media - we’re not talking about a few 
tweets. 

There is a way to use a range of channels to create 
unique stakeholder communities, offering a chance of 3D 
communication.

Focus on your key stakeholders (tenants) and the risk of a 
reputational crisis diminishes significantly because of the 
immense goodwill you are creating.

Having an ongoing, two-way, positive conversation with tenant 
stakeholders will also help to alleviate some of the issues 
surrounding well-publicised challenges such as rent arrears, 
Universal Credit and health and safety. By engaging tenants in 
meaningful conversations, where they feel heard and valued, 
housing associations can build confidence in the support they 
provide. 

In summary, the principles of 3D communication are simple; the 
impact immense. 

Housing associations face some of the most complex 
communications challenges of any sector, including supporting 
tenants with complex needs, and ageing tenant profile, and the 
impact of welfare reform on tenant incomes.

Developing a stakeholder engagement strategy that relates to all 
of the above is no mean feat. But taking the time to listen and 
communicate across diverse channels will pay dividends. And 
social media is a good starting point.

3D communication is the best way to ensure people buy into 
your mission, vision and values. 

LISTEN, COMMUNICATE, LISTEN AGAIN.
It’s what we preach at Lime - and it’s what we deliver for our clients.

ABOUT LIME
At Lime, we take the time to listen and understand our 
clients, their media and their worlds. Working extensively 
in the health, housing and social care sectors, we have an 
innate understanding of the issues and challenges that face 
organisations in these areas and the importance of reputation. 

We take a fresh look at our clients’ relationships to improve 
the way they interact with their audiences, be they customers, 
service users, employees, partners, funders or the media. 

Our specialist teams – Experiential, PR, Social Media, 
CRM, Insight, Branding and Digital – are discipline experts, 
who work together to offer an integrated approach when 
needed. Combining know-how with creativity and flair, we 
don’t just communicate what’s happened (although we do 
that brilliantly!), we develop awareness and perceptions by 
imagining and implementing original ideas and conversations 
that get clients noticed.

*Lime Insight reviewed 30 published housing association STAR surveys which had taken place 
between 2015-16.**http://www.bmgresearch.co.uk/social-housing-providers-involving-times/


