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As the communications field has evolved, so has your
municipality’s ability to communicate with its residents.
Whether you are a one-person operation, part of a large

team driving your city’'s message forward or somewhere in
between, The Municomm Toolkit from the Florida Municipal
Communicators Association (FMCA) has something for
every municipal communicator. This toolkit was designed
specifically for Public Information Officers (PIOs) and
communications professionals in city halls throughout the
Sunshine State. From media relations to social media to
editing, this comprehensive resource will help you excel
in your role as a municipal communicator. Let The FMCA
Municomm Toolkit help ensure that you tell your community’s
story as accurately, creatively and successfully as possible.

Media Relations
Public Information
Social Media
Editing
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RELATIONS

These days, we get our “news” from sources other than the “news.” But
just because they're not the sole source of information doesn’t mean the
news media isn't just as important as it's always been.



TOOLS OF THE TRADE

Let's take a quick look at some of the top media relations tools.

What Is It?
An official statement from your municipality, press releases
are used to make announcements, share breaking news and

provide information.

How Do We Write One?

A press release should be written factually, like a news story. The

following information should be included in your press release:

. The contact should
be whoever will be managing any questions regarding the
release. Include the first and last name, phone number and

email address for this contact.

. When the release will be sent out.

. Be sure to include it at the top of the press
release.

. A short, concise summary of the announcement.

«  PRO TIP: Whenever possible, try to include a quote or two
from key officials or contacts in your press release. Quotes
help personalize the announcement and can help increase

the likelihood that a news outlet will cover it.

How Do We Distribute One?
Send your press release as soon as possible following the pub-

lic event, announcement, report, etc., described in the release.
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For example, if your municipality is sending out a press release recapping an event, it should be sent as soon as possible

following the event.

P \ The main form of distribution for a press release will be via email. You should have a standard media list
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to whom you email all your press releases. This list should include all relevant news media contacts that

cover your municipality. Don't forget to think outside your local market! Some outlets cover statewide news

but often have reporters covering specific regions throughout the state.

In addition to email, the press release should be posted on your website. It can also be shared on social media

and with your residents.


https://fmcaonline.com/wp-content/uploads/2022/07/FMCA-Sample-Press-Release-2.pdf

What Is It?
A media advisory alerts the media to an upcoming event and can

serve as an invitation for reporters to attend and cover that event.

How Do We Write One?

A media advisory should include only the key information. Your
goal is to make the event as interesting and newsworthy as pos-
sible. The advisory should not include information beyond the
highlights of what to expect.

Keep it brief! A media advisory should provide event details
in a simple, easy-to-read format. (This is super helpful for our
busy reporter friends!) In general, the following information

should be included in your media advisory:
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CITY MEDIA ADVISORY TEMPLATE

MEDIA ADVISORY CONTACT:

Inc
Include subtitle here to add ad:

City/Town/Vi
be only a few

long,

Who: List key people and/or speakers of the evs

When: In:
In

date
time (NOTE: Include the media arr

Where: Include the name and address of yo

FOR IMMEDIATE RELEASE Contact Name
[Month Day, Year] Contact Email Address
Contact Phone Number

FL - Include a brief description of your event. This should

What: The event being promoted (Example: Press Conference)

including name and title

rival time, if applicable)

vent's location

. should be included in large, bold text at ——
the beginning of your document. —

. The contact should
be whoever is sending the media advisory and/or who will
be managing any questions.

. When the advisory will be sent out.

. A short, concise summary of the advisory.

. Provide additional context, if necessary, with a subtitle/byline below the headline.

« PRO TIP: Keep your media advisory to a one-page maximum.

How Do We Distribute One?

A media advisory will be distributed via email. Media advisories will likely be sent to the same people that your press

releases are sent to. (Another reason for you to create that standard media list we mentioned earlier.) Send your media

advisory a few days before the event.

An Op-Ed is a column or guest essay - about 500 words - published in the newspaper’s opinion section, usually opposite

the editorial page. This tool should be timely, present strong arguments and be authored by or on behalf of a community

leader who is well-respected and knowledgeable on the subject.

Letters to the Editor are short, timely responses to recently published articles or commentary. This tool allows you to

offer a short rebuttal or add a crucial missing perspective. Most letters are 150-250 words.


https://fmcaonline.com/wp-content/uploads/2022/07/FMCA-Media-Advisory-Template-2.pdf

MEDIA INQUIRIES

Media inquiries are a critical component of your media re-
lations efforts. But interacting with members of the media
can be intimidating at times and overwhelming at others.
(Dropping what you're doing to respond to an urgent me-

dia inquiry is always fun, isn't it?)

Handle media inquiries like the pro you are - without
breaking a sweat - with the following info. Below are some

general guidelines for handling media inquiries.

Collect the Necessary Information

Ask questions to find out what
specifically they're inquiring about.

Always ask the reporter
what their deadline is. PRO TIP: If you cannot meet
their deadline, let them know. Whether you know this
immediately or a few hours later, keep them updated as
best you can.

You want to make sure you understand
what the reporter is looking for during that first conver-
sation so you do not have to go back and forth as you

gather the information to respond.

Coordinate With Staff
Now that you know what the
reporter is looking for, it's time to craft your response.
If it's an inquiry that requires input or assistance from
others, you'll need to coordinate with them.
or officials to gather neces-
sary information.
Try to
keep things clear and concise.
Confirm that your drafts contain the

correct information.

Communicate Your Response

Once you've finalized your response(s), it's time to com-
municate them to the reporter. Contact them via phone or

email to respond to their inquiry.

Best Practices

LA

Be helpful. Make yourself accessible and
resourceful. For example, offer resources
on a recent decision your local govern-
ment made.

Educate. Never assume that members of
the media understand the topic or issue
at hand. Instead, take the initiative to
educate the public and always try to help
reporters understand the subject matter
they're inquiring about.

Be accurate and transparent. Double-
check to ensure that the information
you're providing is correct.

Know that “off the record” is off the
table. Whenever you communicate with
the media, consider yourself “on the re-
cord.” This advice should be followed from
the second you start a conversation with a
member of the media - whether via email,
over the phone or in person.

Messaging matters. Always do your best
to stay on message. Use your talking points
to help keep you on track, and don't be

afraid to repeat yourself if necessary.

Tips, Tricks and
Helpful Reminders

If you don’t know the answer, say so.
Don't speculate or try to guess. Instead,
try saying something like, “I don't have that
information at the moment, but | can get it
for you.”

“No” is OK - “no comment” is not. Re-
plying to the media with “no comment” is
never good. Doing so can raise suspicions
about what is being asked. Instead, tell the
reporter why you can't offer a comment or
answer their questions.

When in doubt, email it out. Get the
questions in writing. You can always ask a

reporter to email you the questions.
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ACCURACY

«  Be sure to use subject matter experts when crafting your message.
«  Have the department head review material before it's disseminated.
«  Circulate final messaging throughout the department/municipality to ensure everyone has the official

information.

«  Focus on essential information.

«  Boil it down to the high points.

« Do not use lots of jargon when communicating to the public.

«  Write as if you're communicating to a third grader or your 90-year-old grandmother.

DISASTER RESPONSE

The Federal Emergency Management Agency (FEMA) recommends municipal communicators have their “PIO
Go-Kit" ready at all times in the event of an emergency. The go-kit includes contractual agreements with com-

panies that will provide essential services in times of crisis.

Services such as closed captioning, the printing of emergency documents and translation services are just some

of the agreements that should be in place to assist with public information operations.

Other items in your go-kit are more tangible and could include:
«  Office supplies
«  Alaptop or tablet

« Portable printer with an alternate power supply

+ Maps
- Battery-powered radio
P . Communicating
« Your emergency cooperation plan In Power Outages

How to creatively provide services in times of crisis

- Agency letterhead
+  FMCA Directory

Read about communicating in power outages in Quality Cities magazine at bit.ly/3m7kDuO.

Tips, Tricks and Helpful Reminders

« Ready for Whatever: Evaluate your crisis communications plan quarterly. At the same time, ensure
everything in your “PIO Go-Kit” is present and up to date.

+  Chain of Command: Make sure you have a reporting structure in place. Who is your backup when you need to
recharge in a crisis?

- Practice Makes Perfect: Practice your message aloud in a mirror to get comfortable - take note of your body
language, facial expressions and inflections in your delivery.

- Power of the Influence: Consider having trusted influencers spread certain messages to the community to

obtain a wider reach.


http://bit.ly/3m7kDuO
http://bit.ly/3m7kDuO

SOCIAL
MEDIA

Social media is an important tool in your toolkit. But managing social

accounts for a municipality isn't the same as posting to your personal
Facebook or Twitter accounts. Let’s break down some of the most
important parts of managing social media for municipalities.



SAFETY AND SECURITY

Save yourself time and energy down the road by securing your social media channels now.

One of the most vital ways to keep your social media accounts safe is to have formal policies in place. Yes, you

read that correctly - policies - meaning more than one. Two policies are recommended for maximum benefit.

Internal Policy
This internal document provides clear guidelines on running or managing your municipality’s social media
presence and includes items such as which employees have access and permission to your social channels,

guidelines for content, crisis response instructions, etc.

External or Public Policy
This policy provides rules and guidelines for those visiting and engaging with your social media channels. Once
finalized, this document should be posted to each social media account, either in the “about” or “bio” sections.

This public policy is vital to your social safety and can even help protect your municipality from litigation.

PRO TIP: Your municipality’s legal counsel should be involved in adopting this document.

In addition to keeping your social media accounts safe, it's also important to keep them secure. Here are a

few tips for social media security:

. Limit the number of people who have access to them, and update them regularly. Use strong
passwords with multiple numbers, letters and characters.

. Check social channels for imposter profiles or unauthorized pages. If you find any, make sure you
report them.

. Take the same precautions with your social media accounts as you do with cybersecurity
issues. For example, beware of spoofed messages from seemingly official accounts (i.e., Instagram or Face-

book) attempting to collect your login info. Be cautious of clicking on any unfamiliar links on social channels!

CONTENT CREATION

When it comes to content, every municipality will have a different approach because they have different

audiences. There are, however, a few things to keep in mind when it comes to social media content.

What to Post ‘

Share important news, information and updates. Examples include press releases, community an-
nouncements, parks & recreation updates, community calendars, reports from your Council, Commis- \

sion or City Manager, etc.

Sharing important public information like the examples above can help to increase transparency and I l
build trust.



How to Post
In addition to communicating with residents, social media is the per-
fect tool to help your municipality connect with residents. Connect

in more personal ways with “lighter” content.

Feature local business owners, post a resident pet every week, or re-
share a resident’s photo of a city park or other local landmark. When
appropriate, don't be afraid to hop on trending topics or participate
in national holidays and observances. (Hello, “National Ice Cream

Day” people!)

When to Post
There isn't a magic number for how often everyone should post to
social media. Every page or account is unique. There are, however,

some general recommendations to work from. To learn more, read

\
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Strategy

How Often to Post to
Social Media in 2022

The right posting frequency can help you
keep your audience engaged — but each
platform (and account) has its own best.
practices.

i
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It's the question that launched a thousand sleepless nights: “How often
should I post to social media?”

Of course, there’s much, much more to a successful social media
strategy than just posting the optimal number of times: t's not a magic
formula, let’s gt that straight.

stil, there’s a lot of pressure on to find that sweet spot of frequency.
You don't want to overwhelm your followers or el like you're
spamming the news feed. You also don’t want to be forgotten or miss
‘opportunities for exposure.

But how much s too much? How much s too ltte? (And then once
you've figured that out, when's the best tie to post?)

>

Hootsuite’s “How Often to Post to Social Media in 2022” blog at bit.ly/3Nexrvk.

In general, it's best not to go too long in between posts, regardless of which platform you're posting to.

MAKE IT MANAGEABLE

Just because there are multiple platforms doesn't mean your municipality needs to or should be on every one

of them. This statement holds true whether you're a team of one or a team of 10.

Decide which platform(s) work best for your municipality. Which ones will best help your municipality reach

its goals? Where (which platform) are most of your residents and audience members?

Municipal communicators are busy. (But you already know that!) With a million things to do and countless

tasks popping up unannounced, it's easy for things to fall through the cracks. There are two ways to help make

your social media manageable:

~

. Not only will a calendar help you plan ahead, but it will also help

you stay organized. Planning ahead can help save you time, effort and stress down the line.

Whether it's a calendar within a paid-for software, a word document, a spreadsheet or an

online calendar, find the system that works best for you.

PRO TIP: Use your content calendar to identify any future social media such as upcoming

municipal events, hashtag holidays, national holidays and more.

. As much as you can, schedule time blocks on your calendar for recur-

ring social media “to-dos” such as checking notifications, engaging with residents, replying to

messages, etc.



http://bit.ly/3Nexrvk
http://bit.ly/3Nexrvk

Tips, Tricks and Helpful Reminders
Tips, templates and tools, oh my! We're here to help you work smarter, not harder.

Here are a few ideas to help you do exactly that.

Optimized and Repurposed Content
A new post doesn't require brand new content. Content can and should be posted more than once, but try not
to simply copy and paste posts word-for-word. Maximize your content creation time and effort by taking one

primary piece of content and creating multiple smaller assets from it.

Example: Your city just created a brand-new brochure for the Parks and Recreation Department. In addition to

sharing the brochure on your social channels, you can get more juice from the squeeze by creating additional as-
sets from that brochure. Pull some of the different pictures, visuals, information and highlights from the brochure
to create multiple promotional assets to share on social. This system allows you to share the same thing multiple

times, but in a new way every time. (And with minimal extra effort, too!)

Evergreen Content
If you're low on new content, evergreen content is the perfect way to fill in any holes in your social media calen-

dar. Everyone has evergreen content - yes, even municipalities. Make sure you're sharing yours.

For example, share a link to your city calendar, and encourage residents to stay plugged in to community events.

Encourage residents to sign up for city emails and newsletters by posting a link to the sign-up page on your website.

Checklists
Create a daily checklist for the day-to-day social media to-dos. You could also create a checklist for weekly,

monthly, quarterly or annual to-do items.

Template Response

Create a few templated responses to have available when you receive a question, comment or message. These
go-to responses should acknowledge the question or comment to let that person know the message has been
received. Include some follow-up language to let them know what or when to expect additional information or an

answer.

Example: “Thank you for reaching out to us. We've received your message and are working on finding the most

helpful information for you. We will respond with an update in 24-48 business hours.”

Tools

«  Facebook Business Manager (Facebook & Instagram): business.facebook.com

< Meta for Government, Politics and Advocacy (Facebook & Instagram): facebook.com/gpa
. TweetDeck (Twitter): tweetdeck.twitter.com

- Twitter for Business (Twitter): business.twitter.com
Resources

«  FLC Social Media Resources webpage: flcities.com/social-media

« FMCA Member Resources - Tools and Templates: bit.ly/3xhTUSJ

10


http://business.facebook.com
http://facebook.com/gpa
http://tweetdeck.twitter.com
http://business.twitter.com
http://flcities.com/social-media
http://bit.ly/3xhTUSJ
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EDITING




BEST PRACTICES

Editing is the last line of defense before sharing your information with the public, and it can save you from
costly or embarrassing mistakes. You should edit public-facing communication across all platforms, not just print

materials. These platforms can include social media, videos, graphics, webpages, e-newsletters and more.

Below are a few best practices to help take your editing to the next level. r

Before putting out any information, make sure that it is factually accurate and from a credible
source. An adage in the journalism industry is “if your mother says she loves you, check it out.” In

other words, assume nothing.

Understand whom you're speaking to, and use words and visuals your audience will connect with a .
most. Your citizens probably aren't as well-versed in certain issues and will need background or
context, whereas municipal officials who work with those issues every day may get offended if you

don't get straight to the point.

This practice can be challenging when you're balancing multiple projects and roles, but a few extra minutes
can save you hours of work later. These details include double-checking the date, day of week, time, location,

contact person and contact information.

Consistency is key and includes word choice, voice, punctuation, capitalization and style. Consider following

a specific style (such as Associated Press [AP], Chicago or MLA) or creating your own internal style guide.

It's always important to get a second pair of eyes, especially if you're editing a piece you also created. This
person doesn't have to be an “editor” either; someone from your target audience would be best to make sure

the information you're presenting is clear, engaging, consistent and free of technical errors.

RESOURCES

Though editing can be a big task, you don't have to o
do it alone. The following are free and cost-effective
resources to assist in your communications process

and strategy. Great Witing,

Simplified

. This free online writing assistant
checks for misspellings and grammatical errors,
along with sentence clarity. grammarly.com

. This paid version goes
beyond the basic writing suggestions available
with the free version to include style, tone and
clarity improvements. Paid plans are available for
individuals and teams. bit.ly/3E1S9zZ

12


http://grammarly.com
http://bit.ly/3EIS9zZ
http://grammarly.com

. FMCA offers a spelling, style and helpful ®FLC

..................... Style Guide Snapshot

hints quick sheet. bit.ly/3bCwf6R

. You can follow existing styles such as AP,

Chicago and MLA or create your own internal style guide.

FLC has a staff resources page to help create consistency

across the organization, including a full and snapshot style

guide. bit.ly/3bCwféR

. When editing on paper, you
can use standard copy editing marks to note your
edits. bit.ly/37EiumD

. It always helps to get a second

pair of eyes before publishing.
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TIPS, TRICKS AND HELPFUL REMINDERS —

Don't feel the pressure to be an editing guru right out of the gate. As with anything, editing takes practice!

Consider these tips to help you become more comfortable with the editing process.

- Print your final edits. Editing on paper helps you see things you may have missed on the screen. Your eyes automati-
cally slow down when you're reading on paper versus a screen, so you tend to catch more mistakes.

- Read slowly. You may feel pressured to read quickly and skim for errors so you can move onto the next task on your
busy plate. However, reading slowly and paying attention to details is how you'll often catch mistakes.
Read backward. By reading backward, each paragraph or page becomes its own entity. This practice is especially
helpful for larger pieces such as magazines or annual reports.

+ Read out loud. While this practice isn't practical for everything you produce, reading out loud can be great for social
media posts, short emails, speeches or other critical public pieces.

- Note common mistakes. Write down recurring mistakes you see yourself or others in your office making. Not only
will this practice help you identify consistency, but it can also be the start of an internal style guide.
Review one last time. After editing, do one final readthrough that focuses on the big picture to help make sure the

piece makes sense and that you didn't miss anything in the details.

13



http://bit.ly/3bCwf6R
http://bit.ly/3bCwf6R
http://bit.ly/3bCwf6R
http://bit.ly/37EiumD
http://bit.ly/37EiumD

CFMCA

Florida Municipal Communicators Association

Connect with the Florida
Municipal Communicators
Association on social media.

@FMCAonline
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https://www.youtube.com/channel/UCiApBx71m1rRI0ron4WVRDw/featured?view_as=subscriber
https://www.facebook.com/FMCAonline/
https://www.linkedin.com/company/fmcaonline/
https://twitter.com/FMCAonline
https://www.instagram.com/fmcaonline/

