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I. STRATEGIC COMMUNICATIONS
INTRODUCTION

The City Commission believes that clear, concise open communication with all citizens is
an important community value. The City of Boynton Beach makes a consistent effort to
be a helpful, accessible, consistent, unintimidating and human source of information; and
works to assure that those served always feel welcome.

The City endeavors to promote a positive relationship with its citizens, conducting
outreach through personal contact, at meetings and through telephone and e-mail
exchanges. City staff responds thoughtfully and fully to citizen questions, and City
department heads and supervisors recognize the importance of a close working
relationship with the media.

There exists a high degree of community pride among citizens and positive identification
with their home in Boynton Beach. The desire to continue and enhance these feelings
underlies our basic communication efforts.

A Communications Plan works to use communications outreach as an education tool to
keep the community informed about how the City operates and the policies and
procedures that are involved in that operation, and to encourage citizen participation in
their local government process. It aims to meet these objectives in a coordinated,
concerted and cost-effective manner. The intent of the plan is to remain focused on a
proactive approach that achieves established goals.

MISSION

To serve as a management function of City government; build and maintain good two-
way relationships; effectively communicate the services and benefits of Boynton Beach
to its stakeholders; and to position Boynton Beach as a desirable destination in which to
live, work, play and learn.

IMAGE, IDENTITY and PERCEPTION

Perhaps the single most powerful force shaping South Florida's character is its explosive
growth. The Florida of 1900 had only 12 cities with more than 2,500 people. Most of
these cities were located in the northern and central areas of the state. Florida's largest
city at that time was Jacksonville, which had 28,429 residents. Miami had a population of
1,681.

During the 1980°s and 1990’s, Boynton Beach’s population growth slowed down
considerably during the decades, but remained at a fairly high 2.7% annually till the year
2000. From 2000-2004, the average growth rate for the city was 1.9%. This deceleration
reflects the fact that the city is nearing build out. However, soaring housing demand in
recent years brought about a very active redevelopment market. As of March 2005, some



4,400 residential units are under construction, and another 1,800 may be approved
shortly. Even though a large percentage of these are condominiums and an average
household size of future owners is probably smaller than the city's 2.26 average, by 2008
Boynton Beach will have about 12,000 new residents. Future growth may further be
affected by possible annexations. (The Development Atlas of the City of Boynton Beach,
October 2005, pgs.1-2.)

South Florida, in general, experienced a socioeconomic transformation due to the rapid
population growth and the consideration for the very near build out of communities. With
the growth influx occurring so quickly, the City facilitated the Boynton Beach 20/20
Redevelopment Plan, which established a vision for the future. Many of the specific areas
of concern identified and addressed in the 20/20 Vision Plan have been formally adopted
and are currently being implemented. Some of the areas of concern included the Marina
area, Major Commercial Corridors (Federal Highway, Boynton Beach Boulevard), and
Town Square. From the Vision 20/20 Plan, the City also adopted a plan for the Heart of
Boynton area (also referenced as Martin Luther King Boulevard). The Heart of Boynton
Plan exhibits a promising future for the redevelopment of this impoverished area.

In the late 1990°s and early 2000’s, Motorola Corporation, the City’s largest private
employer, began to experience a significant amount of downsizing within the City’s local
facility. Eventually, company officials announced that they would close the facility. This
type of closure became a trend throughout the nation. Many large companies were now
opening plants abroad. The combination of Motorola’s downsizing and eventual closure
was thought to cause an immense impact on the City’s tax and employment base.
However, this was not the end of the story due to a forward thinking City administration
and staff that had moved to diversify the City’s economic base. Some critics believed that
the City was moving too slow in its development efforts. Instead, it was proceeding
cautiously and deliberately.

In November 2003, a new mayor and two new city commissioners were elected to the
City Commission and desired to participate in a facilitated visionary process. The
Commission wanted to identify short, mid- and long-term goals that would be
implemented by City staff.

Many cities throughout the United States are challenged with the questions:
* Where do we want to go from here?
* What do we want to look like in five to ten years from today?
* How can we develop a community that citizens will feel engaged?

These types of concerns are the same ones that challenged the Mayor and City
Commission during this “visionary” process. The leadership within the City recognizes
that in order for them to get ahead of the economic and social curve of South Florida they
must create “One Vision ... One Boynton.” (Strategic Visioning Plan: One Vision One
Boynton, June 2004, pp. 3-4.)



Nearly three years later, the impetus for a new “visioning” process, that included a broad
cross section of the community, came from members of the City Commission. The result
was the Boynton Beach Assembly, which was held in Hutchinson Island in October
2006. Nearly 70 people participated in the two-day retreat that was facilitated by
members of Florida Atlantic University’s John Scott Dailey Florida Institute of
Government. Participants made the following recommendations with regard to the City’s
public information activities:

A. Publish information about City decision-making processes.

B. Establish a central call center to notify citizens of upcoming meetings,
openings on advisory boards, etc.

C. Convey information through faith-based institutions.

D. Publicize, translate and broaden the distribution of the City Services Guide.

(Policy Statement: The Boynton Beach Assembly — Committing to Our Future, October
2006, p. 4.)

Participants further noted that “informed involvement by parents and other stakeholders
can spur improvements in school performance and student achievement.” They
recommended that the City, through its Public Affairs office, include information about
Boynton Beach schools in its community newsletter and other public communications.
(Policy Statement: The Boynton Beach Assembly — Committing to Our Future, October
2006, p. 11.)

Through positive news releases, articles in local and regional publications, as well as
local coverage on how Boynton Beach is changing challenges into opportunities will
enable local and state citizens to learn and believe that Boynton Beach is a strong,
progressive and visionary city. The goals of the Communications Plan are to continue to
enhance the City’s image, and identify ways to communicate with local, state and
national citizens that Boynton Beach provides not only the best of essential services, but
offers services to citizens that far exceed cities our size or larger.

A key thing to remember is that a strong Communications Plan can help to enhance the
City’s image. In an age of sound bites and snapshots in written media and on television
and radio, the citizens’ perception of a service, event or issue will become their reality.
The Communications Plan will guide the information flow so perception, reality and fact
all meld into one idea.

DEFINITIONS

The following definitions may be helpful in understanding the City’s media
communications guidelines.

News media: Publishing, broadcast or electronic organizations, including newspaper,
magazine, radio and television stations, satellite or cable stations or Web-based
organizations.



Media representative: Any employee, associate or contractor, including reporters,
photographers, camerapersons, editors or producers.

News release: Any verbal or written correspondence with any news media.

City Public Affairs Director: The Public Affairs Director is employed by the City
Manager’s office and attempts to provide as much information as possible to the City’s
stakeholders. However, when detailed information is needed, the Public Affairs Director
may ask the appropriate department representative to provide details. As needed, the
Public Affairs Director will work in concert with other City communicators to assist with
major events.

Public Information Officers: Employees designated by a department head to handle
routine media calls and public information requests. Also may act as representative to
BBTV PIO Team (see BBTV Policies and Procedures).

PIO team: Representatives from each department that provide information and
programming plans for BBTV (see BBTV Policies and Procedures).

Stakeholders: Citizens; employees, businesses; other municipal, county and state
government and agencies; news media; and elected officials — local, state and federal.



DEFINING RESPONSIBILITIES

Mayor, City Commission, Advisory Boards: Stay aware of news stories that could trigger
a need for information from the City. Attend training on communications and
participation issues. Be aware of the City’s Communications Plan, policies, procedures
and key messages. Clearly identify whether the official is acting on behalf of the City or
not. Inform the City Manager of any contact by the media. Utilize individual public
contact opportunities to reinforce the City’s key messages. Review and comment on City
communications and outreach efforts.

City Manager’s Office/Public Affairs: Coordinate communications for consistent, timely
and accurate messages. Plan and implement communications trainings, policies and
procedures for City staff, elected officials, advisory bodies and volunteers. Work with
Police, Fire, Community Redevelopment Agency and Chamber of Commerce to plan and
implement crisis and emergency communications plans. Track the performance measures
to determine the effectiveness of the Communications Plan and the need for change. Stay
aware of news stories that could trigger a demand for information from the City. Network
with other communications professionals to stay informed on new methods and facilitate
the use of potential partners.

Department Directors, Managers and Supervisors: Identify staff members who are
responsible for or authorized to speak with the media on behalf of the department. Attend
communications training and support the participation of staff. These staff members may
be the department’s Information Officer representative to the BBTV PIO Team.

City Employees: Make all communications as effective as possible, whether
communicating with the public, with customers and vendors, or with each other. Know
whether or not you are authorized in any given situation to speak on behalf of the City
and what you are or are not authorized to speak about. Make it clear whether or not you
are speaking on behalf of the City. Utilize involvement in community organizations as
communications opportunities. Employees with media communications, presentation or
public process and participation facilitation responsibilities should be sure to know the
applicable policies and procedures and attend training in order to maintain a high level of
skills in these areas.

Media: The media have an essential role in effective City communications. They are the
best and fastest method for widely distributing information to the public. Therefore, a
positive, ongoing relationship with the press, including active approaches to initiating
stories, ideas and opportunities to reinforce the City’s key messages, is an important
component of this Plan.

THE CITY AND THE MEDIA
The City of Boynton Beach is a large, multi-tiered organization that affects numerous

people and organizations. As a result, the news media, virtually on a daily basis, contacts
some City staff to gather information for a news story about events, activities, policies,



crises or some other matter affecting the City. All department heads are authorized to
work with the news media. Department heads may also designate representatives to deal
with the media. The Fire and Police departments have public information officers who
work with the media during routine activities as well as in emergencies.

City staff provides important municipal services to the citizens of Boynton Beach,
particularly in emergencies. City staft’s first responsibility is to provide these services.
Dealing with the news media is secondary. The State of Florida has the most
comprehensive laws of any jurisdiction that address open meetings and open records. No
state laws dictate how or when a City staff person talks to the media.

What To Do When the News Media Show Up

Be sure you know what your department’s policy is concerning any employee
dealing with the news media. Before being contacted by a media representative,
you must be clear as to whether you are allowed to deal with the news media or if
a more senior employee is the right person. When approached by a media
representative, whether in person, by telephone, or by e-mail, decide if you can
deal with the inquiry or whether to direct the inquiry to a more appropriate
person. If you are not the appropriate person, politely state that you cannot
provide the information and then provide the name, title and telephone number or
e-mail address of the appropriate person for them to contact.

In most instances, the media’s first point of contact will be the Public Affairs
office. Public Affairs will ascertain the nature of the inquiry and attempt to
respond. If Public Affairs cannot provide the required information, the Public
Affairs Director will contact the proper area for follow-up.

If You Are Authorized To Deal With the News Media, Here Are Some Tips

e Provide only the facts that you know in your official capacity.

e Do not speculate. Investigate to determine facts and inform the news
media where the City is in the investigation — the beginning, the middle
or about to conclude. Never speculate about what the investigation might
conclude. Tell the news media that you will not engage in speculation.

e If your responsibility covers only a portion of an event, tell the news
media what you can and cannot discuss.

e Never go off the record. Assume all communications will be broadcast or
printed, and assume every word you speak will appear in the news media.

¢ Do not release the names of victims or personal data unless you are sure
it is public information.

e Be ready to provide the names and telephone numbers or e-mail
addresses of your supervisor or department head, if requested.

Success With the News Media
e Know your department’s policy in dealing with the news media.
e Talk about only what you know.
e Call your supervisor or the Public Affairs office if you need help.



The following procedures and standards will be used by all departments as applicable to
media relations within the City of Boynton Beach.

L.

IL.

II1.

IV.

VL

Spokesperson. In most instances, there will be one spokesperson designated
for response to each inquiry. For citywide inquiries, the spokesperson will
most often be the Public Affairs Director. For department-related issues, the
spokesperson will most often be the department director. The spokesperson
will work directly with the Public Affairs Director to ensure that information
for specific media issues is communicated appropriately.

Primary City Contact. The Public Affairs Director will serve as the
primary source of City information, providing background information
about City issues, projects and services.

a. The Fire and/or Police Public Information Officer will serve as PIO
in the absence of the Public Affairs Director.

b. The Assistant City Manager or appointed designee will serve in the
absence of the Public Affairs Director and the Fire and Police Public
Information Officer.

Priority Attention should be given to all media inquiries. Every effort
should be made to meet media deadlines and ensure that all information
released is accurate. Accuracy of information takes precedence over media
deadlines.

a. If another priority prevents an immediate response, a courtesy call
should be made to the reporter confirming when the requested
information will be available.

Routine Media Requests may be responded to by any employee if the
response is of a factual, incidental or inconsequential nature (e.g., special
event schedule).

Non-Routine Media Requests should be forwarded to the Public Affairs
office prior to response. These may include responses that require
interpretation of policy, employee information and emergency situations.
Sensitive and Controversial Issues often become headlines for the news
media. This provision provides the framework for the City’s Public Affairs
office to respond appropriately and as soon as possible to sensitive and
controversial issues.

Sensitive and controversial issues pertaining to internal operation of the City
should be immediately forwarded to the Public Affairs office in order to
prepare for or respond to media inquiries. The City Manager, or his
designee, will communicate with the Public Affairs Director, department
directors and City officials as necessary, including the City Attorney, to
develop appropriate strategies for each issue and determine an appropriate
spokesperson.

Asking the following may best assess sensitive and controversial issues of
interest to the media:



VIL

VIIL

a. Is the issue a threat, existing or potential, to life, health or
property?

b. Could the issue likely be interpreted to negatively affect public
confidence in or opinion of the City of Boynton Beach government
or City Commission?

c. Is the issue of particular interest to the general public?

d. Are there legal ramifications, existing or potential, raised by the
issue?

e. Has more than one member of the media inquired about the same
issue?

f- Has someone or some aspect of it threatened to go to the media
about the issue?

g. Is there unusual or inappropriate interest by a person or small
group of people about a seemingly routine issue?

Public Records Requests. There is nothing in Ch. 119, F.S., that requires a
requesting party make a demand for public records in person or in writing.
A custodian must honor a request for copies of records, which is sufficient
to identify the records desired, whether the request is in writing, over the
telephone, or in person, provided that any required fees are paid.
Furthermore, a person requesting access to or copies of public records may
not be required to disclose his or her name, address, telephone number or the
like to the custodian, unless the custodian is required by law to obtain this
information prior to releasing the records. If the City believes that it is
necessary to provide written documentation of a request for public records,
the custodian may complete an appropriate form or document; however, the
person requesting the records cannot be required to provide such
documentation as a precondition to the granting of the request to inspect or
copy public records. (Government-in-the-Sunshine Manual, Office of the
Attorney General, 2001 edition, p. 97.)

The Public Records Act does not contain a specific time limit (such as 24
hours or 10 days) for compliance with public records requests.
(Government-in-the-Sunshine Manual, Office of the Attorney General, 2001
edition, p. 98.)

Persons requesting public records should be referred to the City Clerk’s
office.

News Releases will be prepared and issued by the Public Affairs office or
designee, as newsworthy information becomes available or as events occur.
Exceptions are publications prepared and issued by the Fire and Police
departments PIO’s and the Recreation and Parks Department’s Marketing
Manager. Other departments that wish to issue a news release will first have
it approved by the Public Affairs office, which can assist in its distribution.



IX. News Briefings/News Conferences may be held at the direction of the City
Manager to educate the media about issues with a unified voice pertaining to
facts, information, rules and emergency or crisis situation or the established
policy/rules of the City.

a. A news briefing/news conference allows City officials to effectively
respond at one sitting rather than responding individually to many
media contacts.

b. A news briefing/news conference enables City officials to address
issues personally and convey willingness to openly discuss an issue.

c. A news conference may be called when:

i. The issue to be announced is best conveyed at a news
conference.
ii. Major participants of a project are available to highlight their
participation and respond to media inquiries together.
iii. The issue is likely to produce controversy.
1. News conferences will be planned in advance and
coordinated by the Public Affairs Director.
2. A spokesperson for the news conference will be
selected by the City Manager, or if appropriate by
circumstances, the Mayor.

KEY MESSAGES & THEMES

A communications program built on strong themes is more effective than a program with
scattered and unrelated messages. Key themes will be communicated frequently in a
variety of ways, using simple, repetitive messages. Messages gain power from
consistency and repetition. Key messages identified for the Communications Plan are:

e The positive results of City activities and services.

e The essential nature of City services to the quality of life in Boynton Beach.

e The City government spends money wisely, providing good value for the costs
involved.

e The City is truly interested in listening to its residents and values community
input.

COMMUNICATION PHILOSOPHY

As a City government, we work for the citizens of Boynton Beach providing municipal
services. In addition to providing services, communicating the availability of those
services is an important aspect of City government. Communication is especially
important in times of crisis.

GUIDING PRINCIPLES

This plan is based on the following five principles, which guide its overall development
and implementation.



Proactive v. Reactive

The emphasis of this plan is to capitalize on opportunities to tell our own story
rather than to rely on others to interpret our actions, issues, services and programs.
When telling our own story, we should do so first, to reduce the likelihood of
inaccurate portrayals.

Community Problem Solving v. Operating in a Vacuum

The City of Boynton Beach exists to serve the needs of its stakeholders.
Employees operate in an environment that values Diversity, Integrity,
Stewardship and Creativity. These guiding principles empower employees and
enable them to maximize their productivity for the benefit of the community. This
communications plan emphasizes arming external audiences with accurate
information to allow them to utilize City services effectively.

Open v. Closed

Our intent is to foster an open communications system, with information shared
both internally and externally. Two-way communication is emphasized. Openness
creates a sense of ownership, teamwork and accountability. Open communication
is a major component of problem solving.

Strongly Themed v. Scattered Messages

A communications program built on consistency is more efficient than one with
unrelated and scattered messages. Communications should support, reinforce and
reflect the goals and target issues of the City as established by management in
concert with the initiatives and policies of the City Commission. This underscores
the idea of one organization with one common purpose — “Customer First”
service.

Interactive v. Top Down

Interactive communications involves the two-way flow of information, both
internally within the City and externally in the City’s relationships with its
stakeholders. Interaction also enhances the principle of community problem
solving and utilizes the best thoughts of everyone involved rather than just a few
people at the top of the information pyramid.

PUBLIC INFORMATION GOAL

The Public Affairs office will provide its audiences with information about the City’s
programs, services and activities.

Strategy 1 — Maintain a quality working relationship with local and regional media to
effectively deliver City government information to the community.

Respond to all media requests for information in a timely manner.
Distribute news releases announcing programs, services and events via fax and/or
e-mail to all regional media.
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e Hold media briefings prior to public meetings to inform reporters of upcoming
issues.

Strategy 2 — Produce a community newsletter to deliver relevant and pertinent
information to each home and business in the City.
¢ Solicit input from all operating departments and allied agencies for inclusion in
the newsletter.
e Compile and publish appropriate information for distribution at least twice each
year.
e Conduct a survey of residents to determine if they are receiving the information
they need.

Strategy 3 — Respond to requests for City government information.
¢ Provide information via e-mail to requests for information from the City’s Web
site.
e Respond to mailed requests for City government information.

Strategy 4 — Update and maintain the content of the City’s Web site.
e  Work with City departments to provide current, accurate information on the
City’s Web site.
e Review published pages for accuracy and timeliness.
e Participate in the Web Team group activities.

Strategy 5 — Develop and produce programming for City’s PEG channel, BBTV.
e Work with channel’s Review Team to act as programming clearinghouse.
e  Work with departmental PIO’s on programming ideas, development and
production.

Strategy 6 — Coordinate and assist departments in planning and hosting special events.
e Coordinate and host events as directed by the City Commission and City
Manager.
e Assist departments in planning and hosting special events and programs.

Strategy 7 — Provide communications support to the City Commission.

e Research and write speeches and remarks for elected officials.
Produce and distribute information about the work of the City Commission.
Respond to requests from elected officials for City government information.
Assist elected officials in public relations matters.

Strategy 8 — Expand potential of WPTK330-AM 1670
e Work with departmental PIO’s to provide current information on City
Commission meetings, construction and road detours, special event and festival
street closures and neighborhood activities.
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e Work with Police and Fire PIO’s to develop station as source of the latest and best
information available for local residents during and after an emergency event with
the recovery period being of particular importance.

Strategy 9 — Emergency communications
e Ensure 24/7 reporting process that enables incidents to be reported immediately,
evaluated and escalated as necessary.
e Define roles and responsibilities clearly.
e Document and debrief.

AUDIENCE
Primary Target Groups

Citizens — Boynton Beach’s population is 64,384, according to the latest figures
issued by the U.S. Census Bureau in January 2006 based on 2003 estimates. The
age distribution is dominated by the 35-44 age group, accounting for nearly 15
percent of the City’s population, followed by the 25-34 and 45-54 age groups,
respectively, at 13.3 and 11 percent. The racial composition is predominantly
white and black with those groups comprising over 70 percent and 22 percent of
the population. Latinos make up more than 9 percent and Asians make up just
over 1 percent of the population. The population also includes residents who
characterize themselves on census reports as some other race, 2.4 percent, and
two or more races, 2.6 percent. According to the 2000 Census, over 80 percent of
the City’s population had earned a high school diploma, which is slightly higher
than the state average, and nearly 21 percent had earn a bachelor’s or high degree,
slight lower than the state average. Residents value education, as evidenced by an
active Education & Youth Advisory Board and a City Commission that includes
education among its priorities.

News Media — Media relations are developed through personal interactions with
reporters and editors, distribution of news releases and media advisories, planning
and conducting news conferences when appropriate, placement of stories in
various media and other methods. The City’s Public Affairs Director assists
individual reporters in answering questions, responding to Sunshine Law requests
and providing sources and information, as well as actively distributing news and
information.

Prominent print media outlets that cover Boynton Beach include The Palm Beach
Post, The Sun-Sentinel, and The Boynton Forum. Electronic media serving the
City include WPTV-TVS; WPEC-TV12; WPBF-TV25; and WINO-AM 1290.
Efforts are always being made to discover new markets for City news.

Employees — The City of Boynton Beach employs nearly 900 employees who

work in areas that include public safety, finance, development, planning,
inspections, engineering, housing, public works, parks and recreation and library.
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Just under half of all employees have regular access to e-mail services for
communications.

Other Target Groups — Public segments: City Commission, City advisory
boards, business, educational, medical, neighborhoods. Palm Beach County
residents (43 percent of whom live within 10 miles of Boynton Beach). Other
municipal governments, county and state legislators. Congressional delegation.
Government associations and organizations. People outside Boynton Beach.

13



I1. CRISIS COMMUNICATIONS
INTRODUCTION

This Crisis Communications Plan outlines a generic, basic response to a crisis, which is
any situation that threatens the integrity of the City. These situations occur suddenly;
demand quick response; interfere with City performance; create uncertainty and stress;
threaten the reputation, assets and bottom line of the City; increase in intensity; cause
outsiders to look more closely at the City; or permanently alter the City and may include
disputes, theft, accident, fire, flood or manmade disaster. If handled correctly, damage
can be minimized. Therefore, it is critical to tell it all, tell it fast and, above all, tell the
truth.

The Crisis Communication Team

The Crisis Communications Team is essential to identify what actions should be taken.
The City Manager’s Leadership Team (CMLT) and other appropriate department
directors will serve as the Crisis Communications Team. Once the team is finalized, a
roster of members and their responsibilities will be developed. The team is charged with
developing a plan of action and deciding who the spokesperson should be.

One of the Crisis Communications Team’s first responsibilities is to determine the
appropriate positioning or message to address the emergency. This is where “Tell it all,
tell it fast and tell the truth” begins.

In addition to the Crisis Communications Team, the Public Affairs office will utilize
Public Information Officers from the Fire and Police departments supplemented with
knowledgeable and competent people who can answer phones and, if required, escort
media. Having calls from the media answered promptly is essential. As soon as possible a
prepared statement will be provided to this staff.

Sample Statement: “Facts are still being gathered but there will be a news conference
before 4 p.m. Please give me your name and number and I will call you back to let you
know when.”

It is always best when a mistake has been made to admit it up front, and begin doing
whatever is possible to re-establish credibility and confidence with external audiences.
The first and foremost goal is protecting the integrity and reputation of the City.

e Never try to lie, deny or hide your involvement.
e If you ignore the situation, it will only get worse.

The cause of almost all crises falls into two broad categories:
e Overt acts and acts of omission.
e Issues of competence or lack thereof in matters of public perception.
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Positioning

Categories to consider for position are:
e Human error
Clerical error
Unauthorized procedures
Inadequate supervision
Inadequate quality control
Misuse of confidential information
Errors of judgment
Inadequate standard operating procedures

In considering the position, it is important to consider the wide range of consequences.
Above all, ignoring the situation will only make things worse. People tend to remember
what they hear first and last.

Designated Spokesperson

e One individual will be designated as the primary spokesperson to represent the
City, make official statements and answer media questions throughout the crisis.

e A back up to the designated spokesperson will be identified to fill the position in
the event that the primary spokesperson is unavailable.

e In addition to the primary spokesperson and the backup spokesperson, appropriate
technical experts or advisors will be designated.

Response
If you don’t communicate immediately, you lose your great opportunity to control events.

e Draft a fact sheet containing a summary statement of the situation, including all

known details to be released to the media. This information will be made

available to and approved by the City Manager.

Notify key stakeholders.

Alert the media and determine whether a news conference and/or news release is

an appropriate means of convey information.

Photography — decide on the need for photography or videography for responding

to the media or for documentation for possible litigation.

Internal communications — determine appropriate strategies.

e Rumor control — establish a rumor control hotline and/or dedicated call in line for
media.

Other Procedures

e Scan newspapers and video reports for stories related to the situation. Deliver
copies to appropriate personnel.
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Maintain information files to reside in Public Affairs office.

The Communications Team will meet as soon as possible following a crisis to
review all actions and determine the effectiveness and efficiency of the operation
and make needed changes to the Crisis Management Plan.
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Handling Media Interviews
Tips and Guidelines

How to prepare for Broadcast Interviews

Prepare “talking paper” on primary points you want to make.
Anticipate questions — prepare responses.

Practice answering questions.

Cover controversial areas ahead of time.

Know who will be interviewing you, if possible.

Determine how much time is available.

Audiences often remember impressions, not facts.

How to respond during a Newspaper Interview

Obtain advanced knowledge of interview topics.

Make sure you are prepared in detail; print reporters are often more
knowledgeable than broadcast reporters and may ask more detailed questions.
Begin the interview by making your major points in statement form.

Try to maintain control of the interview by staying on point.

Don’t let the reporter wear you down.

Set a time limit in advance.

Don’t get so relaxed you say something you wish you hadn’t.

Avoid jargon or professional expressions.

A reporter may repeat himself in different ways to gain information you may not
want to give.

Don’t answer inappropriate questions; simply say it is “not an appropriate topic
for you to address at this time.”

Be prepared for interruptions with questions. It is legitimate for reporters to do
that.

Do not speak “off the record.”

Remember, the interview lasts as long as a reporter is there.

Do’s and Don’ts During the Interview Process

Do build bridges through a spirit of cooperation.
Do use specifics.

Do use analogies.

Do use contrasts, comparisons.

Do be enthusiastic/animated.

Do be your casual, likable self.

Do be a listener

Do be cool.

Do be correct.

Do be anecdotal.
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e If you don’t have the answer, or can’t answer, do admit it and move on to another
topic.

e Don’t fall for that “A or B” dilemma.

e Don’t accept “what if” questions.

e Don’t go off the record.

e Don’t think you have to answer every question.

e Don’t speak for someone else — beware of the absent-party trap.

After the Interview

e You can ask to check technical points, but do not ask to see an advance copy of
the story.

e Never try to go over a reporter’s head to stop a story.

¢ Do not send gifts to reporters — it is considered unethical for them to accept them.
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Tricks of the Reporter’s Trade
By Edward J. Barks

How do reporters decide what questions to ask? The methods vary. Some pore over data
scrupulously. Others go to trusted sources, then come back to you looking for missing
puzzle pieces. Others, in the course of a reporter’s hectic life, scribble a few ideas on a
note pad and engage you in hurried conversation.

For your purposes as one who deals with the media, there is a more important question:
What methods do they use in an attempt to elicit information you may not want to cough
up? Here, too, there is a wide variety of tactics to which the scribe tribe can turn.

Attend any journalistic conference or listen in when reporters are talking and you will
hear plenty of chatter about interviewing techniques. Below are some tricks of the
reporter’s trade you need to know about.

¢ Planting negative words in your mouth: In most print and electronic formats,
readers or viewers never see the reporter’s questions; only your answers. For
instance, he may ask, “Why were last year’s results so horrible?” If you respond,
“I wouldn’t exactly call them horrible,” you have just assumed ownership of that
negative word. Bottom line: Don’t repeat loaded or negative language. Keep your
message positive and respond in your own words.

e Rapid fire questions: In an attempt to toss you off balance, some journalists will
ask you a series of questions, often unrelated, in the same breath. They may be
digging for information, probing for weak spots, or trying to distract you from
your commitment to deliver your message. Bottom line: When hit with three or
four questions in quick succession, answer the one that allows you to bridge to
your message seamlessly.

e Interruption: Sometimes this is a conscious tactic; sometimes it just means the
reporter is pressed for time or is impatient by nature. If the interruptions persist,
try to gain a sense of why. If he is pressed for time, for example, that’s your cue
to keep you answers very brief and to-the-point. Bottom line: Wait for the
interruption to subside and remain of good cheer. Then finish your answer. If you
need to go back and recap from you previous response, you have that right.

e Hostile: Some news sources view all reporters as ogres. Having been on the
reporter’s side of the microphone, I know that’s not true. Yes, there are mean and
cranky reporters, but they are a distinct minority. (note: Don’t confuse hard-
hitting questions with hostility; it is part of a reporter’s job to ask you the tough
questions.) Still, be prepared on the off chance you should encounter a true
antagonist. Bottom line: When things turn nasty, you must remain calm and
polite. This is a business deal, not a personal transaction. In an extreme situation
where blatant hostility persists and the reporter appears unhinged, you have the
right to terminate the interview as gracefully as possible.

e Friendly: The reporter is not your best buddy. But some will use this technique in
an effort to lower your guard. Be particularly alert for this approach during any
small talk as your interview begins and ends. Remember, you are always on the
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record (unless you have specifically agreed otherwise) when in the presence of a
reporter, no matter how informal things may seem. Bottom line: Keep your guard
up. Your aim is to cultivate reporters as business contacts, not to make friends.

e Paraphrase: This tactic is a cousin to planting negative words in your mouth
outlined above. When you hear a question that begins,” So what you’re saying,”
be prepared to sum up in your own words; don’t buy into the reporter’s
characterization. Bottom line: Always state things in your own terms. Don’t agree
to a reporter’s translation.

e What if: Some reporters love hypothetical questions. You should avoid
hypothetical answers. Bottom line: Stick with what you know and keep the “what
ifs” out of the equation. It is not your job to gaze into a crystal ball.

¢ Fishing expedition: Rumors are a dime a dozen in most industries. And reporters
love juicy gossip. Bottom line. Stick to the facts and let other less savvy sources
get trapped into confirming rumors.

e Silence: This was my favorite technique during my days as a reporter. It works
nearly every time, particularly when the interview subject is a bit nervous or
thrown off balance. Bottom line: When you finish your reply and a pause hangs in
the air, let the reporter fill it.

Different reporters use different methods. Regardless of which ones you face during your
interviews, remind yourself that you are there to broadcast your message. Refuse to let
any of these techniques dissuade you from doing your job.

Take advantage of the bottom line advice above and minimize your odds of uttering a
quote that will come back to haunt you.

Ed Barks is a trainer, author, and speaker who teaches today’s leaders how to deliver
dynamic, message-packed presentations. He can be reached at (540) 955-0600 or by e-
mail. Ed invites you to subscribe to his free e-zine, Personal Trainer, at
http://www.barkscomm.com.

© Edward J. Barks 2004
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BBTV

The City launched its own government access television station on March 18, 2007. This is a
new endeavor for the City, filled with great opportunity and potential for communicating with
our stakeholders. Many of the concepts outlined in the Communications Plan are applicable to
BBTV. Key to the mission of the station, which is to communicate through electronic media
news and information to the people of City of Boynton Beach, and its success, is a network of
designated departmental information officers who comprise the PIO Team. Members of the
team are responsible for information gathering within their departments or divisions and for
generating programming ideas.
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Boynton Beach Television
Strategic Plan

Mission

The mission of Boynton Beach Television (BBTV) is to communicate through electronic
media news and information to the people of City of Boynton Beach.

Vision
Our vision is to use community television as a catalyst to stimulate public participation in
City government and stimulate public communication of news and services to the public

to strengthen the bonds between City government and the citizens of Boynton Beach.

Statement of Organizational Values

BBTYV is committed to:

o Community; as a positive expression of a working democracy;

o Supporting a society that encourages every voice to be heard, without
commercial influence or interference;

o Public dialog with the aim of bringing people together to examine issues,
explore the arts, promote community events and involvement;

e Celebrating the process of creating diverse community dialog and
celebrating effort;

Goals, Objectives, Strategies

PROGRAMMING

GOAL: CREATE A DIVERSE SCHEDULE OF PROGRAMMING TO
COMMUNICATE THE BENEFITS OF CITY SERVICES TO THE
COMMUNITY.

Long Term Strategies

Strive to produce one locally produced program each month focusing on each
department in the City

Form a committee of citywide communicators to be responsible for monthly messaging
to constituents and to brainstorm production of cable shows from individual departments

Work with Mayor/City Manager to produce monthly show dedicated to imparting latest
news to citizens

Conduct Stakeholders meetings to facilitate increased citizen participation in productions
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Develop relationships with other organizations that produce programming
Foster programming activities by conducting monthly PIO Team meetings
OPERATIONS

GOAL: PROVIDE, PRODUCE AND PRESENT OPPORTUNITIES FOR PUBLIC
DIALOGUE AND EXPRESSION THROUGH ELECTRONIC MEDIA

Long Term Strategies:

Manage BBTV equipment and facilities for public access

Hire 1 — 2 equipment operators with experience in production

Find space to use for production set, editing room and digital recording
Design set; purchase furniture

Purchase taping, editing and recording equipment

Telecast 7 days a week with a schedule of 15 hours or more per day of live and
videotaped programming

Evaluate, modify, expand, and implement Operating Policies and Procedures as
appropriate

Monitor and evaluate new technologies and their applicability to BBTV
Provide training in production skills and media literacy
Offer basic training classes and individual certifications for potential producers

Hire consultant to work with City Commission to train them for televised Commission
meetings

Provide out of area training/conference opportunities to review board
Provide opportunities for hands on training through programs produced by BBTV

Assign Professional Development the task of designing training manuals and a training
schedule for interested Staff members
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Operate a volunteer program

Create volunteer opportunities to encourage community participation in production of
shows

Create specific job descriptions for intern positions and promote availability to the
community

Involve a sufficient number of volunteers to enable BBTV to cover significant
community and sporting events

MARKETING/PUBLIC AWARENESS

GOAL: INCREASE PUBLIC AWARENESS OF BBTV AND OF BOYNTON
BEACH’S SERVICES AND PROGRAMS

Promote BBTV

Long Term Strategies

Design and distribute BBTV brochures through mailings, local events and door hangers
Participate in established community events to increase the public profile of BBTV.

Add BBTV information page to City’s website highlighting announcements, promoting
productions, and listing scheduled televised meeting times and dates

Produce and cablecast BBTV service promotional spots on BBTV
Explore cross-promotion with other local media and community organizations

Implement aggressive press strategy for a target of two feature articles in
local newspapers

Advertise on local radio, if feasible
Develop BBTV merchandise and distribute through sales or give-aways

Develop branding through clothing, signs, and flyers during coverage of community
events

24



Increase viewership.
Long Term Strategies

Produce and distribute semi-annual program guide in special events quarterly
entertainment newsletter

Place monthly listings in local papers

FINANCE

GOAL: MANAGE FINANCIAL RESOURCES OF THE ORGANIZATION
Oversee the management of the finances of BBTV in a fiscally responsible manner
Develop and follow annual budget

Review budget during monthly Review Team meetings

Acknowledge donations and in-kind support promptly and thoroughly
DEVELOPMENT

GOAL: SECURE RESOURCES AND FUNDING FOR THE ORGANIZATION
Secure annual funding from the City of Boynton Beach

Long Term Strategies

Contact City Commission members on a regular basis to inform them of BBTV activities
Attract corporate sponsorships/underwriting

Long Term Strategies

Seek grants, corporate donations, and conduct fund-raising activities to meet the needs of
basic operations, enhanced services, initiatives, and special projects

PERFORMANCE
GOAL: EVALUATE PROGRAMMING, OPERATIONS, OUTREACH,

MARKETING, FINANCE, DEVELOPMENT INITIATIVES AND PROGRAMS
TO PROMOTE FURTHER REFINEMENT AND GROWTH
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Long Term Strategies

Conduct annual user survey to identify areas of satisfaction/dissatisfaction
Develop an effective staff to operate the program of the organization
Long Term Strategies

Consistent with the mission of BBTV, increase commitment to excellent customer
service and professionalism with appropriate level and quality of staffing

Review Team meet monthly to review issues and progress

Assure that department representatives receive training within and outside the city to help
them in their job performance

Assure that two or more staff attends National Alliance for Community Media
Conference or the NATOA Conference

Review Personnel Policies annually and revise as needed
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1.

CITY OF BOYNTON BEACH TELEVISION
BROADCAST POLICIES AND PROCEDURES

NAME AND CHANNEL DESIGNATION - The City of Boynton Beach'’s
Government Channel, “The Government Channel,” is currently operating as
BBTV on Comcast’'s Channel 18.

PURPOSE OF CHANNEL - The City of Boynton Beach intends to become a
model for quality government programming by creating interesting, relevant
and timely programming on BBTV. The City’s purpose in offering
programming on BBTV is to provide information about Boynton Beach City
Government and its services, policies and programs in order to enhance
public understanding of City Government and local issues affecting City
Government. The City will strive to provide programming that is fair, accurate,
balanced and without regard to partisanship or ideology. It is not the City’s
intention to create any sort of public forum on BBTV but to provide information
concerning City Government issues.

COMPLIANCE WITH LAWS AND REGULATIONS — BBTV will be operated
in a manner to comply with all applicable federal, state and local laws, rules
and regulations, including but not limited to Comcast Cable’s “Public,
Educational and Governmental Access Rules,” which limit the type of

programming the City can air on its government channel.

DEFINITIONS — The following definitions will apply throughout these policies
and may, as appropriate, be deemed to refer collectively or to any part
thereof:

“‘Approved Agency” — The City of Boynton Beach Community Redevelopment
Agency (CRA).

“‘Review Team” — Consisting of representatives from the City Manager’s
office, Public Affairs, Recreation & Parks and Information Technology
Services.

“City Government” — The City of Boynton Beach City Commission and
Administration and all City departments, offices and advisory boards.

“‘Emergency Programming” — Programming submitted only by the Florida
Division of Emergency Management and/or the Palm Beach County Division
of Emergency Management, which addresses any actual or threatened
enemy attack, sabotage or extraordinary fire, flood, storm, epidemic, chemical
spill or other impending or actual calamity endangering or threatening to
endanger health, life or property.
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5. TYPES OF PROGRAMMING — Only programming which is consistent with
these policies and which is submitted by City Government or Approved
Agencies, as those terms are defined herein, will be broadcast on BBTV. The
City of Boynton Beach will not air any program submitted by an individual or
agency not considered to be City Government or an Approved Agency as
those terms are defined herein.

The Review Board is responsible for determining if programming is consistent
with the policies, as they may be amended.

The City will be airing both character-generated programming as well as
videotaped programming. The character-generated programming will be
information messages displayed in typewritten form, which will run
continuously when no other video programming is scheduled. Videotaped
programming may include both taped broadcast of meetings and pre-
produced video programming. Specifically, programming may only include the
following:

a. Meetings of the City of Boynton Beach City Commission — Taped
broadcast of the regularly scheduled meetings and, in the discretion of
the Commission, some special meetings of the City of Boynton Beach
City Commission; these meetings may nor may not be taped in their
entirety and are not the official record of the meeting and will not be
retained.

b. City Video Programming — Pre-produced programming submitted by
City Government that illustrates the mandates, programs and services
of City Government; may also include programs that discuss, outline
and/or summarize City Government functions or techniques;
programming may include participation from outside organizations,
agencies, governments or individuals as long as such participation is
central to the program topic.

c. Approved Agency Video Programming — Pre-produced programming
submitted by an Approved Agency that is designed to inform the public
of the services and facilities that Approved Agencies offer in the City of
Boynton Beach and that is of general interest; such programming must
be approved and sponsored by the Review Team.

d. City Message Programming — Character-generated information
submitted by City Government; may include, but is not limited to,
information concerning City Government such as job openings,
meeting schedules, recreation and park activities, special events,
library hours, board vacancies and other departmental information.
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e.

Approved Agency Message Programming — Character-generated
information submitted by an Approved Agency; is limited to general
and brief information about meetings, facilities, services and programs
offered in the City of Boynton Beach by the submitting Approved
Agency.

6. GENERAL CATEGORIES OF PROGRAMMING - The programming detailed
in Paragraph 5 above must fall within one or more of the following general
categories of programming:

a.

Announcements or programs concerning emergencies and other timely
issues that affect public safety and health in the community.

Public proceedings and meetings involving the elected and appointed
officials within the City of Boynton Beach.

Programs and meetings that help explain City policies and programs.

Programs and meetings that inform the public of the facilities, services
and programs offered to the citizens of Boynton Beach.

Public meetings or programs of other governments, including federal,
state and county governments, that affect City Government or the
residents of the City of Boynton Beach if submitted by City
Government only.

Programs that highlight the cultural and historic resources of the City of
Boynton Beach.

Public service announcements (one minute or less in length) if
submitted by City Government only.

7. PROGRAMMING RESTRICTIONS - In light of the purpose of BBTV, the
following programming restrictions apply:

a.

Except as specifically provided in this subparagraph, the City will not
air any programming on BBTV that has as its purpose the assistance
of a campaign for election of any person to any office or the promotion
or opposition to any ballot questions. From the time of their announced
candidacy until after the election, announced candidates to any elected
office shall not be permitted to make personal statements on BBTV,
except as participants of formal public meetings in the discharge of
their regular and routine duties. Factual information concerning
information on any ballot issue affecting City Government services may
be allowed. Character-generated election results may also be aired.
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b. Programs containing slanderous, lewd, obscene or violent material will
not be aired. The City recognizes that programs with artistic or social
merit may contain content or language considered objectionable to
some viewers. However, community standards of good taste will be
adhered to at all times. The Review Team shall make the initial
determination, which is appealable in accordance with Section 20
herein.

c. Programs containing copyrighted materials will not be broadcast
without proper copyright authorization. Approved Agencies submitting
programming will be responsible for obtaining all necessary copyright
clearance and shall indemnify and hold BBTV, the City of Boynton
Beach and its officers, employees and agents harmless in any case of
copyright infringement.

d. Programs that promote, endorse, or advertise any nonprofit agency,
private business, commercial service or product, profit-making activity,
political candidate or partisan cause will not be aired.

e. Programs pertaining, directly or indirectly, to lotteries or any other
device, scheme, plan, promotion, contest, or other program involving
prize or chance will not be aired.

f. Programs that solicit donations of any kind will not be broadcast.

g. Programs that contain outdated or misleading information will not be
broadcast. Most programs will be considered up-to-date for six (6)
months from video production.

h. Requests for access to BBTV for the purpose of advocating a personal
viewpoint shall generally be denied, unless part of a City Government
programming strategy to solicit personal viewpoints with equal time
provided to all.

i. Programs that do not meet acceptable broadcast standards for video
and audio quality will not be aired. The Review Team shall determine
which programs meet acceptable broadcast standards.

8. SPONSORSHIP OF VIDEO PROGRAMMING - All video programming,
except taped broadcast of official meetings of the Boynton Beach City
Commission, will be proposed and/or developed by a programming team
consisting of a representative or public information officer from each City
department that will meet regularly with the Review Team. Programming
plans brought forward by other than team members must be sponsored by a
particular department and such sponsorship must be indicated, either verbally
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or in writing, at the beginning and at the end of each video program by
providing a statement substantially similar to the following:

“The following program is sponsored by the City of Boynton Beach
Department.

... [VIDEO PROGRAM]

The preceding program was sponsored by the City of Boynton
Beach Department.”

It shall be the sponsor’s responsibility for reviewing the program to ensure it is
appropriate for broadcast on BBTV and in conformity with these policies. Only
the head of the particular department is authorized to sponsor programming
or sign any document indicating such sponsorship.

DISCRETION TO ALLOW OR DISALLOW PROGRAMMING -
Notwithstanding anything in these policies to the contrary, the City of Boynton
Beach, acting by and through the City Manager, reserves the absolute right to
prohibit the broadcast of any particular video program or message on BBTV,
whether submitted by City Government, any other Governmental Entity, an
Approved Agency or anyone else. The City of Boynton Beach will not air any
program submitted by an individual or agency not considered to be City
Government, a Governmental Entity or an Approved Agency, as those terms
are defined herein. Furthermore, the City of Boynton Beach, acting by and
through the City Manager, also reserves the right to authorize and approve
programming that is not in strict compliance with the types of programming
listed in Section 5 as long as such programming is of significant interest to the
citizens of the City of Boynton Beach and is consistent with the guidelines and
restrictions shown in Sections 6 and 7 and the purpose of the channel as
expressed in Section 2.

10.TECHNICAL STANDARDS - A copy of all programming must be submitted

11.

to the Review Board in DVD format for a full review for conformity with these
policies. The broadcast copy of approved programming must be submitted in
a format consistent with the current technical requirements. Video and audio
quality of all programs must meet acceptable broadcast standards as
determined by the Review Team. Contact the Review Team for specific
technical requirements.

TECHNICAL DIFFICULTIES — The Review Team shall use best efforts to
keep any DVD disks that are delivered to the team in the same condition as
they were in when delivered; however, the City of Boynton Beach shall not be
responsible for inadvertent erasure or damage to such disks. The submitter
should keep an archive copy of the disk so that a duplicate disk can be made

31



and broadcast in the event that the original disk is unable to be aired due to
technical difficulties related to the disk. The programming on BBTV is
originating from Comcast Cable and its cable head end located in West Palm
Beach, Fla. Questions concerning technical difficulties should first be directed
to Comcast.

12.REQUESTS FOR PROGRAMMING - City departments, through their
programming team member, other Governmental Entities and Approved
Agencies, by and through their respective heads, may submit a formal
request for programming when they feel it appropriate for broadcast on the
City Government Channel. Requests should be made to the Review Team in
writing. The Review Team may waive such requirement for Emergency
Programming submitted by the Fire Rescue and Police departments. In order
to allow for proper program scheduling and publicity, requests must be
submitted prior to the requested broadcast date in accordance with the
following deadlines:

e Emergency Programming — as soon as possible

e Meetings — Two (2) weeks in advance (other arrangements may be
made for regularly scheduled and broadcast meetings)

e Message Programming — Two (2) weeks in advance

e Video programming — Four (4) weeks in advance

13.PROGRAM EDITING — With the exception of taped meetings of the City
Commission and other Governmental Entities, all programming is subject to
editing. Such editing is not intended to alter the factual content or overall
intent of the material being broadcast. It shall be the general policy that the
City of Boynton Beach will not edit any programming that is copyrighted to
someone other than the City of Boynton Beach. In that instance the submitter
will be given an opportunity to secure copyright approval to edit and edit the
video at the Review Team’s direction but at the submitter’'s expense, and
resubmit the edited video for review and possible broadcast. The Boynton
Beach City Commission has the right to tape its meetings in whole or in part
and to air any portion or portions of such meetings as it deems advisable and
the Review Board has no authority to edit such meeting tapes. Character-
generated information may be edited to provide for clarity and maximum
utilization of pages available. The Review Team has the operation
responsibility for the message editing. Such message editing duties may be
delegated at the Review Team’s discretion.

14.PROGRAM SCHEDULING - The City of Boynton Beach will endeavor to
provide some form of programming broadcast 24 hours a day. When video
programming is not broadcast, message programming will run. Schedules of
programs to be aired on BBTV will be developed and kept by the Review
Team. Every effort will be made to schedule video programming in an
equitable and non-discriminatory manner; allowing, when appropriate, the
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City to broadcast a single program for multiple airings at various times. When
possible, recordings of regularly scheduled meetings will be scheduled as
promptly as possible in order to ensure timely airing of the meetings.
Scheduling, however, will be at the discretion of the Review Team, taking into
consideration any limitations imposed by Comcast. Such schedule does not
guarantee the actual airing of such programs since emergency programming,
technical difficulties, acts of God or other events beyond the control of the
Review Team, Comcast or the City of Boynton Beach, may prohibit the airing
of programs as scheduled. The City shall not be responsible or liable for such
failures.

15.DVD/VIDEOTAPE OWNERSHIP AND COPYRIGHT - All programming
produced by City Government shall be considered the property of the City of
Boynton Beach and shall be copyrighted as such. The City of Boynton Beach
makes no representation as to the ownership or copyright of any other
programming broadcast on BBTV. It is the responsibility of the submitter to
ensure that the proper copyright authorization is obtained to allow the
broadcast as requested and the City of Boynton Beach and BBTV shall be
held harmless for any failure to obtain such authorizations.

16.RETENTION OF VIDEO PROGRAMMING - Except to the extent required by
law, it shall not be the responsibility of the City of Boynton Beach to retain any
video programming that is broadcast, or submitted for broadcast, on BBTV.
The submitter and/or sponsor are responsible for retaining a copy of the video
programming and for complying with applicable laws regarding records
retention. The submitter and/or sponsor are also responsible for retrieving any
dvd or videotapes left in the Channel Administrator’s possession within 15
days of the end of the broadcast, after which time the Channel Administrator
is authorized to destroy or erase the disk(s)/tape(s) without notice to the
submitter or sponsor. Notwithstanding the foregoing, it is recognized that the
Channel Administrator may keep certain dvd/videotapes on file and reuse
them in future broadcasts if proper permission is secured.

17.DUPLICATION OF VIDEO PROGRAMMING - Videotape duplication
services are not offered by the City; however, the City will endeavor to locate
a vendor for that service. Citizens wishing to obtain a copy of any video
programming should contact the Review Team for information concerning the
vendor and the duplication services available, if any. A duplication charge
may be required to be paid in advance to the vendor performing the
duplication service. Citizens wishing to obtain a copy of any programming not
kept by the Channel Administrator must contact the submitter of the program.
The contact information can be obtained through the Channel Administrator. It
shall be the responsibility of the submitter to determine if duplication of a
dvd/videotape will result in copyright infringement. The City shall not be
responsible for ensuring that such duplication is not a violation of copyright
laws.
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18.REVIEW TEAM - The Review Team shall be designated by and shall report

to the Assistant City Manager. The Review Team has the responsibility of the
general management of BBTV and shall perform all duties so assigned.
Review Team members shall perform their duties in a fair and impartial
manner and shall endeavor to ensure that the approved programming is in
conformity with these policies as they may from time to time be amended.
Additional City staff may be assigned duties related to the operation of BBTV
or the City may contract for such services.

19.USE OF CITY-OWNED EQUIPMENT - City-owned equipment shall be

restricted to authorized activities and its use shall be restricted to authorized
staff of the City or trained personnel under the direction of the Review Team.
The loaning or use of the equipment for personal or outside use shall not be
permitted. Authorized activities are limited to the production of City
Government video programming, the taping of official meetings of the
Boynton Beach City Commission and other Governmental Entities, and such
other uses deemed appropriate by the City Manager and Assistant City
Manager.

20.COMPLAINT PROCEDURE AND APPEAL - Complaints regarding BBTV

21.

programming decisions shall be submitted in writing to the Review Team on a
timely basis not to exceed 30 days from the incident complained of and shall
be acted upon in writing by the Review Team in a timely fashion not to
exceed 30 days. If any person disagrees with the Review Team’s decision
regarding a complaint, he or she may appeal in writing to the City Manager
within 30 days of the Review Team’s decision for a final determination. The
City Manager has sole discretion in make such final determinations. The
following addresses must be used in following the complaint and appeal
procedure set out above:

Boynton Beach City Manager BBTV Review Team

100 E. Boynton Beach Blvd. 100 E. Boynton Beach Blvd.
P.O. Box 310 P.O. Box 310
Boynton Beach, FL 33425 Boynton Beach, FL 33425

FUNDING - It is acknowledged that establishing a reliable funding
mechanism will enable BBTV to become the model for quality government
programming by creating interesting, relevant and timely programming. The
budget for BBTV shall be submitted on an annual basis by the City Manager
and shall be subject to the normal City budget review process. Funding is at
the discretion of the Boynton Beach City Commission.

22.INDEMNIFICATION — The City of Boynton Beach, its officers, employees and

agents, are not responsible for any loss, injury, damage, penalty, claims,
costs (including attorneys’ fees and expenses), actions, suits or proceedings
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of any kind, related to the operation of BBTV and shall specifically (but not by
way of limitation) be indemnified and held harmless from any negligent or
intentional act or omission of Comcast, its officers, employees or agents, the
Approved Agencies, their officers, employees and agents, or any other third
party, arising out of the operation of BBTV, including but not limited to the
following:

a.

~0oo0GC

Accuracy/inaccuracy of any information broadcast over BBTV that was
submitted by outside sources;

Broadcast of incorrect information or programming over BBTV;

Failure to broadcast programming as scheduled;

Inadvertent erasures or damage to dvd/videotapes;

Destruction of dvdvideotapes not time retrieved;

Failure to obtain proper copyright authorization.

APPROVED this ___ day of , 2005, by the BOYNTON BEACH
CITY COMMISSION.

Jerry Taylor, Mayor
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BBTV

ESSENTIAL FUNCTIONS
DEPARTMENT/DIVISION INFORMATION OFFICER

e Provides communications leadership in the City of Boynton Beach for his
or her department. This includes staying abreast of departmental changes
and developments in common practices, policies and procedures as they
relate to communication to the citizenry. Ensures messages are in
alignment with the City of Boynton Beach Strategic Communications Plan.

e Functions as an information source for their respective department.

e Responsible for getting his or her department’s message out on a monthly
basis.

e Serves as liaison to the BBTV Review Team. Attends Team meetings on a
monthly basis or as required.

e Envisions creative ideas and participates in the development of local
government programming, which may include script writing and editing.

e Provides counsel, guidance and support as it relates to information
gathering. Basic premise is that good communication is an attitude. It is
important to create an environment that leads citizens to have faith and
confidence in their government.

e Effective and respectful communication and interactions with other
employees and supervisors.

REQUIRED KNOWLEDGE AND ABILITIES
e Must be a self-starter.

e Must be ambitious, with the ability to follow through with the best way of
completing a project, not necessarily the easiest.

e Ability to work in a fast-paced, deadline-driven environment.
e Ability to work well as part of a team.

e Ability to take a project from start to completion.

e Must be a good listener.

e Must be an enthusiastic supporter of your department.
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This Communications Plan is presented as a guide to achieve the communication goals of
the City of Boynton Beach. Like any plan, it will need updating as circumstances change.
The Communications Plan will be updated periodically based on experiences and
changes in needs.
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