
From: Polly McDaniel <pmcdaniel@ashevillenc.gov>
Sent: 1/30/2018 2:43:12 PM
To: Asheville Blade <ashevilleblade@gmail.com>
Cc: Benjamin Fulmer <bfulmer@ashevillenc.gov>,Public Records Request Inbox <opengov@ashevillenc.gov>,Dawa Hitch <dhitch@ashevillenc.gov>
Subject: Fwd: [Public Records Request] Records request: CAPE press directives to city staff
Attachments: City of Asheville Communications and Marketing Plan.pdf

Hi David,

As a follow up to our conversation today, I am forwarding to you the City of Asheville Communications and Marketing
Plan.
Again, there are no stated policies or documents that prohibit City staff from talking with the public or news
media. The Communications & Public Engagement Division works to support public and news media inquiries to help
facilitate greater context and help ensure accuracy. We are happy to help you with your work. Let us know what you
need any time.

Best,

Polly McDaniel

Communication Specialist | City of Asheville

828-232-4507 â€“ Office | 828-774-7602 â€“ Cell

pmcdaniel@ashevilleNC.gov

Asheville City Source

www.ashevillenc.gov

---------- Forwarded message ----------
From: Polly McDaniel <pmcdaniel@ashevillenc.gov>
Date: Fri, Jan 26, 2018 at 12:21 PM
Subject: Re: [Public Records Request] Records request: CAPE press directives to city staff
To: Benjamin Fulmer <bfulmer@ashevillenc.gov>
Cc: Dawa Hitch <dhitch@ashevillenc.gov>

Will do Dawa.

Polly

mailto:pmcdaniel@ashevilleNC.gov
http://coablog.ashevillenc.gov/
http://www.ashevillenc.gov/
mailto:pmcdaniel@ashevillenc.gov
mailto:bfulmer@ashevillenc.gov
mailto:dhitch@ashevillenc.gov


Polly McDaniel

Communication Specialist | City of Asheville

828-232-4507 â€“ Office | 828-774-7602 â€“ Cell

pmcdaniel@ashevilleNC.gov

Asheville City Source

www.ashevillenc.gov

On Fri, Jan 26, 2018 at 12:06 PM, Benjamin Fulmer <bfulmer@ashevillenc.gov> wrote:
Okay, I'll let him know and pass on the info that Polly will be calling as a follow up.

On Fri, Jan 26, 2018 at 12:02 PM, Dawa Hitch <dhitch@ashevillenc.gov> wrote:
Hi Ben,

I am not aware of any documents or directive that would be responsive to this request.

Polly: please call David and share with them our goal is to make sure media gets comprehensive and accurate
information. Staff members speak to the media on a daily basis. Sometimes, to get the complete picture/story it's
necessary to coordinate between departments and/or staff members and that is where our team can help. It may be
worth asking David what we can do to help support the Blade's reporting.Â 

On Fri, Jan 26, 2018 at 11:40 AM Benjamin Fulmer <bfulmer@ashevillenc.gov> wrote:
David is asking for an update on this.Â 
---------- Forwarded message ----------
From: Asheville Blade <ashevilleblade@gmail.com>
Date: Thu, Jan 25, 2018 at 12:14 PM
Subject: Re: [Public Records Request] Records request: CAPE press directives to city staff
To: Benjamin Fulmer <bfulmer@ashevillenc.gov>

Good afternoon. I wanted to check on this request and make sure the documents will be forthcoming asap.

Sincerely,

David Forbes
Editor, Asheville Blade
ashevilleblade.com
Support us and subscribe at: patreon.com/avlblade
Or donate: paypal.me/ashevilleblade

On Fri, Jan 12, 2018 at 1:42 PM, Asheville Blade <ashevilleblade@gmail.com> wrote:
Thank you.

tel:(828) 232-4507
tel:(828) 774-7602
mailto:pmcdaniel@ashevilleNC.gov
http://coablog.ashevillenc.gov/
http://www.ashevillenc.gov/
mailto:bfulmer@ashevillenc.gov
mailto:dhitch@ashevillenc.gov
mailto:bfulmer@ashevillenc.gov
mailto:ashevilleblade@gmail.com
mailto:bfulmer@ashevillenc.gov
http://ashevilleblade.com
http://patreon.com/avlblade
http://paypal.me/ashevilleblade
mailto:ashevilleblade@gmail.com


Best,

David

On Fri, Jan 12, 2018 at 1:35 PM, Benjamin Fulmer <bfulmer@ashevillenc.gov> wrote:
Hi David,

We have your request and will get back to you as soon as possible. Thank you for your interest in the city.Â 

On Fri, Jan 12, 2018 at 1:25 PM, Asheville Blade <ashevilleblade@gmail.com> wrote:
This is an open records request for any directives, policies or instructions to city staff or city board
members about rules on speaking with media, specifically requirements to not talk to the press without approval
from the Communications and Public Engagement Division (CAPE).

Thank you for your help in this matter.

Sincerely,

David Forbes
Editor, Asheville Blade

-- 

Ben Fulmer

Â 

Public Records Officer

City of Asheville

City Clerkâ€™s Office

(828) 259-5631

Â 

Additional Resources:

Â 

Simplicty Portal for information by address or location

Seamless Docs and Permit Portal to make a requests or view past requests

Â 

mailto:bfulmer@ashevillenc.gov
mailto:ashevilleblade@gmail.com
tel:(828) 259-5631
http://simplicity.ashevillenc.gov/#/search
http://portal.openrecord.io/gov/ashevillenc
https://services.ashevillenc.gov/citizenaccess/


-- 

Ben Fulmer

Â 

Public Records Officer

City of Asheville

City Clerkâ€™s Office

(828) 259-5631

Â 

Additional Resources:

Â 

Simplicty Portal for information by address or location

Seamless Docs and Permit Portal to make a requests or view past requests

Â 

-- 
Dawa Hitch
City of Asheville
Communication &Â 
Public Engagement Director
828.259.5981

-- 

Ben Fulmer

Â 

Public Records Officer

City of Asheville

tel:(828) 259-5631
http://simplicity.ashevillenc.gov/#/search
http://portal.openrecord.io/gov/ashevillenc
https://services.ashevillenc.gov/citizenaccess/
tel:(828) 259-5981


City Clerkâ€™s Office

(828) 259-5631

Â 

Additional Resources:

Â 

Simplicty Portal for information by address or location

Seamless Docs and Permit Portal to make a requests or view past requests

Â 

tel:(828) 259-5631
http://simplicity.ashevillenc.gov/#/search
http://portal.openrecord.io/gov/ashevillenc
https://services.ashevillenc.gov/citizenaccess/
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PURPOSE & INTRODUCTION 
 
The City of Asheville emphasizes the importance of communication in its strategic vision for the 
community. The city is committed to a future that provides all citizens with the ability to 
participate in the affairs of the city, whether in government, volunteerism, or other civic affairs; 
where government provides information so all may be fully informed; and where participation is 
encouraged and people are heard. 


 
Communication with citizens is an essential component of a democratic process. Good public 
communication isn’t a goal which stands apart from other city activities - it is an integral part of 
achieving success in every city project and service. The principles of effective communications 
take form in every interaction with citizens, customers and staff.  
 
To perform at a high level, the City of Asheville must maintain proper communication with the 
public both to inform citizens and to hear feedback or concerns. City staff uses phrases like “We 
communicate honestly and accurately…. Our team includes citizens…. Our teamwork is built 
upon our trust, openness, and communication…. We seek to understand the customers’ needs 
and priorities.... We listen and respond.”  
 
Communicating with citizens includes getting the word out about city activities, explaining city 
policy, encouraging compliance with laws and ordinances, persuading citizens to take action, 
soliciting citizen feedback, and simply making sure citizens know about the good things 
happening in their community. 


 
The purpose of this plan is to provide a framework to guide the outreach activities, educational 
programs and promotional efforts of Asheville City Government. Although this plan does not 
encompass the full scope of communications initiatives for every city department, it serves as a 
common framework to interconnect complimentary communication and marketing initiatives 
detailed in the communication plans of each city department. 


 
The City of Asheville is composed of over 1000 employees and several departments providing a 
wide variety of services. All departments of the city have a responsibility to communicate 
effectively with citizens, staff and others in the course of delivering these services. 
Complimentary development and delivery of the educational, outreach and promotional 
communications of each department is vital to convey a consistent image for the city 
organization as a whole.  The goals and standards of this plan are designed to provide the 
framework through which individual department communication plans can maximize the 
effectiveness of specific department communication initiatives and allow them to conform to the 
city’s overall image and communications objectives. 
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COMMUNICATION AND MARKETING INITIATIVES  
 
The City of Asheville engages in a wide variety of promotional efforts, public information 
campaigns, educational programs, and community outreach initiatives to effectively 
communicate its many messages to specific audiences. To this end, the communication efforts 
of individual departments focus on the following areas:  
 


Promoting the availability of services 
The city will educate citizens and visitors about the availability of city services, or that specific 
are services offered by the City of Asheville rather than some other agency. 
 
Examples include: 


• Publicity about the roll-out of new online services such as Crime Mapper 


• Promotion of the city’s recycling services to increase recycling 


• Announcements about Asheville Development Services to improve contacts with 
contractors 


• Ongoing promotion of general services to maintain awareness with the general public 
 


Educating those who receive services 
Asheville will ensure citizens know how to use, access or conserve the services offered to them. 
At the same time, the city will promote convenient opportunities for citizens to get information or 
submit requests for services. 
 
Examples include: 


• Informing resident of the methods and importance of conserving water during a 
prolonged period of drought 


• Informing customers in a specific area of a change in how the city offers service 


• Informing residents how to use automated trash receptacles and recycling containers 


• Teaching residents how to get the most of the services available to them 
 


Measuring and reporting customer service performance 
Asheville will measure and report customer performance to ensure citizens are receiving a high 
level of support and responsiveness while identifying areas for continuous improvement.   
 


• Regular reporting on development services turn around times, permitting trends, 
inspection data, etc. 


• Tracking and reporting of the timeliness and effectiveness of responses to customer 
service requests and complaints including water line repairs, missed garbage or 
recycling pick ups, and other requests for service 


• Tracking and reporting on the volume of citizen requests  


• Implementing and reporting citizen satisfaction surveys (i.e., Civic Center Patron Survey) 
 


Providing opportunities for involvement  
The city will include citizens in decision-making processes, listen to their input and keep them 
informed of issues. The city will make specific avenues citizen participation available while 
incorporating public feedback into services and improvements. 
 
Examples include: 


• Promotion of citizen academy registration 


• Notices about public meetings and community forums 


• Neighborhood meetings and related activities 
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• Boards and Commissions openings 


• Volunteer Opportunities 
 


Fostering trust and credibility with those being served 
The city will highlight positive accomplishments and accountability in order to foster a sense of 
credibility with the public.   
 
Examples include: 


• City awards and recognition 


• Fiscal management and responsibility 


• Accreditation processes 


• Benchmark data and research 


• Certifications, training and education 


• Timely corrections when mistakes are made 
 


Highlighting the city’s stewardship of resources and the value citizens receive for 
tax investments  
The city will communicate the value and benefits citizens receive for their tax dollars by 
proactively promoting project-based investments and capital improvements. Highlighting these 
benefits increases citizen satisfaction and builds trust in the city’s ability to manage public 
resources. 
 
Examples include: 


• Sidewalk maintenance, repair and construction 


• Street resurfacing projects 


• Waterline projects 


• Civic Center improvements 


• Sustainability efforts including use of green technology and capital investments 


• IT projects including technology replacement and upgrade 


• Proactive law enforcement and emergency preparedness efforts 


• Savings and efficiency in city government through programs like the Asheville Project 


 
Improving relationships and demonstrating community sensitivity 
Asheville will highlight what goes on behind the scenes to provide citizens with the best possible 
service and a high quality product. This includes promoting the people, equipment, and other 
resources that go into delivering city services. This also includes partnering with other 
organizations and agencies to enhance the overall quality of life in the community. 
 
Examples include: 


• Human interest stories that highlight employees as citizens who care about the 
community; putting a face with a service 


• Intergovernmental agreements and partnerships  


• Outside agency process 
 


Promoting the City of Asheville Strategic Plan and Goals 
Asheville will use the city’s strategic plan to guide operations and the communications efforts 
that highlight those operations. By connecting marketing efforts to the strategic plan, citizens 
understand that Asheville is aligned by a strategic vision for continually enhancing quality of life. 


 
• See appendix 2 for City of Asheville Strategic Operating Plan 
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KEY MESSAGES 
 
A key message is the core content for all communications tools. It is what the audience should 
remember after they have seen a press release, heard a speech, received a brochure, read an 
interview or visited the city’s Web site. A key message is not a fact or statistic, but rather a 
statement that succinctly communicates what is most important for the public to know.  
 
Specific projects, initiatives and issues may have their own key messages; however, all city 
communications should aim to tie back to the overarching messages outlined below. 
 
As an organization, the key messages the City of Asheville will consistently communicate 
include: 
 


• Message: The City of Asheville cares about the community and the citizens it serves. 
 


o Proof point: Asheville provides extensive opportunities for citizen participation, 
listens to community feedback, and incorporates public input into services and 
programs.   


 
Key references:  


� Mission Statement – The City of Asheville is dedicated to provide an 
excellent quality of service to enhance the community’s quality of life. 


� The Asheville Way – Continuous improvement, Integrity, Diversity, Safety 
and Welfare, Excellent service 


� Annual Citizen Survey 
� Community forums, focus groups, neighborhood meetings 
� Communications plans to inform residents when they are affected by a 


city program or project 
 
o Proof point: Asheville collaborates with citizens and outside organizations to 


provide the best possible services at the lowest possible costs. 
 


Key references:  
� Intergovernmental agreements 
� Outside agency contracts 
� Efforts to meet and communicate with external organizations on a regular 


basis 
 


• Message: The City of Asheville is a strategic organization that connects resources, 
services, and programs to achieve the community’s vision and goals for Asheville. 


 
o Proof point: Asheville follows an annual strategic planning process that includes 


community input, City Council’s adoption of a Strategic Operating Plan, a 
comprehensive budgeting and capital improvement process, departmental 
business planning, regular reporting on service implementation and financial 
forecasting, and planning for continuous improvement based on measured 
performance.  


 
Key references:  


� Strategic Operating Plan – Affordable, Fiscal Responsibility, Job Growth 
and Community Development, Green and Sustainable, Safe, Multi-Modal 
Transportation 
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� Annual Adopted Budget 
� Annual Citizen Survey 
� Departmental Business and Communications Plans 
� Departmental Customer & Citizen Surveys 
� Quarterly performance reports 
� Individual work plans 


 


• Message: The City of Asheville is dedicated to taking action to support core municipal 
services and the stewardship of public infrastructure and natural resources. 


 
o Proof point: Asheville strategically prioritizes resources, services and programs 


with an emphasis on basic city services and community priorities. 
  
o Proof point: Asheville implements a strategic capital improvement program 


based on value and sustainability. 
 


Key references: 
� Annual Capital Improvement program 
� Departmental project planning and implementation  


 


TARGET AUDIENCES 
 
The City of Asheville is accountable to the public as a whole, and the organization’s stakeholder 
list encompasses a wide variety of groups. Contact with audiences may be through direct 
contact via personal assistance or may occur indirectly via exposure to city communications, 
vehicles, facilities, media stories, city crews at work or the services provided themselves. These 
segments are composed of the following: 
 


• Any person or group who receives service from the city 


• Any person or organization that conducts business with the city 


• Anyone visiting the city and utilizing any city facilities 


• Other employees and departments of the city 
 
The listing below is not intended to be exhaustive but serves as a resource for communications 
planning. City staff is encouraged to refer to the list when charting communications strategies 
and stakeholder analysis but to also brainstorm other target audiences that are not included in 
this summary. 
 


INTERNAL AUDIENCES 


City Council 
Boards and Commissions    
Department Directors     
Division Managers and Superintendents 
Employees 
Employees’ Families 
Vendors, Suppliers and Contractors 
Volunteers 


EXTERNAL AUDIENCES 
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Business Community 
Chamber of Commerce (including members) 
Citizens 
Civic Organizations and Service Agencies 
Clubs and Service Groups 
Colleges 
Community Organizations  
Commuters 
County Government 
Crime Watch Groups 
Cultural Arts Organizations and Groups 
Faith-based Community & Places of 
Worship 
Developers, Development 
Organizations/Professionals 
Elected Officials at all levels of government 
Entertainment Facilities 
Federal Government, representatives and 
their staff 
Financial Institutions 
Hospitals/Clinics 
Hotel Industry 
Manufacturing Industries 
Media 
Minority Groups 
Neighborhood Associations 
Non-profit Associations 
Other NC cities and counties 


Professional Associations, Groups & Publications 
Realtors 
Residents 
Retailers 
Restaurateurs 
School Districts, Public Schools & Private Schools 
Seasonal Residents 
Senior Citizens 
Service Clubs 
State Government 
State Representatives and their staff 
Special interest groups 
Students 
Transportation Providers 
Travel Agencies 
Tourists 
Utilities 
Visitors 
Volunteers 
Voters 
Youth and Children 


 
 


EXPECTED BENEFITS 
 
Cities that consistently plan their communications efforts find that they are perceived more 
favorably by the public, spend resources more wisely and anticipate situations before they 
become out of control. The expected benefits of a well executed communication strategy will 
exhibit themselves in an enhanced level of community building as detailed below.   
 


� Communication encourages informed participation and citizenship. Citizens can 
more effectively express their needs and work cooperatively with the City when they 
know the facts about city plans, actions and services. Outcomes include: 


 
o Ratio of positive interactions vs. negative customer complaints 
o Increased efficiencies by departments as citizens better understand the process 


and requirements of various city functions and are better able to utilize services 
- Reduced turn around times 
- Less reactionary marketing and communications needed 
- Less start and stop efforts that waste time and money 


o Ratio of positive interactions vs. negative customer complaints 
o Increased number of overall communications “hits” such as the number of 


employees attending trainings, number of responses from citizens for promoted 
events, amount of participation at public meetings, process changes that 
increase opportunities for participation, etc. 


o Increased ability to affect citizen behavior toward positive community goals (i.e., 
neighborhood watch, energy conservation, etc.) 
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� Communication builds community pride and satisfaction. The more citizens learn 
about City services, the better they understand how their tax dollars are used and the 
better they feel about their government. Educating citizens about City services and 
successes helps develop a positive reputation for the City and build pride in the 
community. 


 
o Improved scores on citizen satisfaction surveys 
o Increased percentages of citizens indicating that the value they receive in city 


services equals or exceeds the costs of those services to them 
o Increases in the number of voters who respond that they are better informed on 


city issues than they were in prior years 
 


� Communication encourages growth, attracts good employees, and improves 
service. A good reputation can also draw people to the community, encourage business 
development, and attract capable employees who will ultimately strengthen city services. 


 
o Improved scores on internal customer service surveys 
o Improved morale and sense of satisfaction throughout the organization 
o Greater interest and engagement from the public and staff in training programs 


and presentations 
o Increased demonstration of organizational pride and greater support of the City’s 


mission and values by staff 
 


� Communication and marketing improves service utilization, operating revenues, 
and return on investment. Enhanced awareness of city services and programs can 
have a direct effect on revenues and financial returns. 


 
o Increased usage of available city services and resources (i.e., public 


transportation, recreation programs, etc.) 
o Increased collection of user fees through increased customer base and/or 


collection efficiencies (i.e., online payments)  


 
MEASURING RESULTS 
 
Measurements of success can be gathered through focus groups, audience samplings and 
customer/citizen surveys, which would provide a variety of data related to city services in 
general, our overall communications impacts, as well as efforts to improve the City’s image.  
Other measurements of success tend to reach far and wide into the perceptions and attitudes of 
our target audience through every department of our organization and at every point of 
customer contact.  Better informed citizens, and citizens having a positive perception of our 
organization, are much more likely to experience greater satisfaction from the services we offer, 
and have better relations with staff at every level as a result of greater community problem 
solving.  Often, these benefits can be directly connected to our communications efforts with 
customers, while no correlation may be evident by the customers or staff themselves.   
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GOALS & ACTION ITEMS 
 
Goal: Develop a strategic communications approach that aligns the efforts of all city 
departments with key messages and proactive action plans. 


 


• Complete individual department specific communications plans to establish goals and 
priorities consistent the city wide plan. 


• Measure and report performance metrics throughout the year. 


 
Goal: Build an internal culture that incorporates strategic communications planning, 
budgeting and key messages into the business cycle. 
 


• Incorporate progress meetings to discuss key performance measures tied to 
departmental communications plans. 


• Develop a system for developing and budgeting for key communications initiatives. 
• Implement project-based communications training. 
• Implement media relations and communications skills training throughout the year. 
• Develop a key message digest that allows individual departments to succinctly share 


information with internal staff, the management team, public information officer and City 
Council. 


• Develop and launch an Intranet redesign that improves internal communications and 
provides access to communications planning tools. 


• Launch an internal team to review all customer communications tied to core services 
and projects. 


 
Goal: Focus on communications consistency. 


 
• Maintain and improve the technical, presentation, and content quality of all 


communications delivered to the public or staff.  Focus on key messages, the overall 
image being delivered and make marketing decisions based upon long term customer 
needs and proven techniques. 


• Increase and improve the consistency and quality of city communications through 
increased cooperation and coordination between departments using designated 
department liaisons responsible for assistance in such activities. 


• Increase and improve the consistent use of city brand elements to create a more 
cohesive delivery of all city communication initiatives. 


 
Goal: Determine, expand and improve use of the communication methods citizens prefer. 
 


• Gather local customer/audience research and preferences through citizen survey. 


• Gather feedback through staff focus groups and/or stakeholders with emphasis on 
improving quality and effectiveness of both internal and external communications 
initiatives. 


• Continue development of ongoing communications initiatives such as Asheville E-News, 
Neighborhood News, programming on the Asheville Channel and information available 
on the city’s Web site. 


• Utilize additional tools for outreach including regular submission of proactive press 
releases and op/eds, newspaper ads, a city guide to services, city bus advertising and 
other specific initiatives. 


� Submit monthly Op/Eds 
� Develop schedule for monthly PR features 
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TECHNICAL SUPPORT DOCUMENTS 
 
The Community Relations Division maintains a number of resource documents related to the 
city’s communications standards, policies and initiatives.  Several of these are required reading 
for anyone developing communications material.  
 
Templates for common communication tools are also available for items like press releases, 
and PowerPoint presentations. For assistance using any of these items, please contact your 
department communication liaison. Communication Liaisons have been instructed in the use of 
these items and can assist in their proper use for your particular application.   
 


Appendix I    Communication Tools 
 
Advertisements  


Advertisements on television, radio or in newspapers are an effective way to reach 


residents. However, they can also be the most expensive. Outdoor advertisements, 


including billboards, buses and bus stop benches can be used to promote events or 


awareness of public issues. Explore any government discounts available. 


 


Brochures  


Brochures are a good way to share information about a program or service. Because of the 


time and money involved, brochures are recommended for long-standing programs or 


services that are not expected to change frequently. Some good examples include 


brochures about animal care and control laws, fire prevention or water conservation.  


 


Brochures come in many sizes, shapes and designs. The most popular brochure is the three-


panel brochure, which can be printed on letter or legal-size paper. Depending on the 


amount of text and the need for information in Spanish, brochures can have four, six, or 


even eight panels. Your department’s communications liaison, the city’s Community 


Relations Division, and the Print Shop can provide you with ideas on how best to use 


brochures for the information you’re trying to share with the public.  


 


Fliers  


Fliers are a good way to communicate small amounts of specific information to the public. 


Similar to brochures, fliers can come in many shapes and sizes, but are usually less 


expensive to produce and print.  


 


Fliers should be simple with a concise message. For example, fliers should simply state the 


“who, what, when, where,” of an event or program. Because they are usually simple and 


quick to print or copy, fliers are a good way to communicate about a one-time event.  


 


Direct Mail  


Direct mail is an expensive but effective way to reach residents about an important issue or 


new program. Direct mail ensures that your message will reach a resident’s house, but still 


does not guarantee the resident will read it.  


 


The city generally uses Mail Management to handle large mailings. They can advise you 


about the most cost-effective way to handle a mailing. MapAsheville can be used to 


generate mailing addresses for property owners or residents within the parameters you 


need. 


 


e-News 
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The Neighborhood Coordinator publishes an e-newsletter every two weeks (as of July 2007). 


The e-news goes to neighborhood groups and any other residents who subscribe. It includes 


short items with links to more information available on the city Web site. 


 


Appropriate story topics include changes in city regulations, upcoming public meetings or 


forums, and details of city services or city-sponsored events. 


Contact the Neighborhood Coordinator (ext. 5506). 


 


Water Bill Insert  


Departments can print inserts to be placed in envelopes with water bills.  


Depending on availability, city departments may reserve space for separate informational 


water bill inserts. Please take size and weight guidelines into account.  


Note that bill inserts may not be read as frequently as other publications. 


E-mail  


Communications liaisons have access to a media e-mail list available through the Public 


Information Office that will reach local reporters. Only press releases and other newsworthy 


information materials are sent to reporters. Contact the Public Information Office with any 


questions.  


If a department is working on a long-term project that affects many residents or businesses 


for a period of time—such as road repairs—departments can establish an e-mail list for 


those affected residents or businesses.  


 


Proclamations  


Proclamations are official documents signed by the Mayor endorsing an event, activity or 


issue. The City will issue a proclamation at no charge to recognize individuals for 


outstanding achievements in the community, non-profit organizations, events or days that 


are exemplary or special. Proclamations are not issued for commercial purposes, such as 


the opening of a new business or a new product or service.  


 


Proclamations are an inexpensive way to bring an important message to council members 


and a council meeting audience. However, without media exposure proclamations are not an 


effective way to reach citizens in general. Proclamations should be submitted as far in 


advance as possible.  


 


News Releases  


Thousands of residents watch television, listen to the radio or read the newspaper each day. 


News releases are an effective way to reach the public through the media. News releases 


must be attractive and contain important information to get a response from the media. 


Timing is important as well. For example, you would not want to distribute a news release 


on the same day the President is visiting town, as media would not likely cover your event.  


 


News releases should be distributed to inform the public about important information, 


breaking news and upcoming events. If you want a more targeted approach, you may want 


to send a news release to only Hispanic, African-American or business media, to name a few 


examples.  


 


News releases should be concise (usually one page) and include the “who, what, when, 


where and how” information as well as who to contact for more information. 


Communications liaisons have the proper release format. The city’s Public Information 


Officer and/or the staff member who is the expert on the specific topic are usually the main 


contacts for reporters. Always copy the city Public Information Officer on a media release.  


 


News Conference  


News conferences, asking members of the media to show up at a certain time and place for 


an announcement, should be used only when necessary. Members of the media are 
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bombarded with numerous requests for coverage and are unlikely to attend a news 


conference unless it is of utmost interest to a large number of residents.  


 


Before scheduling a news conference, ask yourself:  


• Is this newsworthy to a large number of residents?  


• Can the information be communicated is a simple news release instead?  


• Will I have a public figure or government official to present the information?  


• Will I have props, visuals or charts to help with the presentation?  


 


In the event of an emergency or natural disaster, news conferences can deliver information 


quickly to reporters, who then relay information to the public. During an emergency, the 


public information team will take the lead on communication and scheduling of news 


conferences.  


 


The Asheville Channel 


The city’s cable channel airs on Charter cable channel 11. Programs are repeated, allowing 


departments to reach many people at different times of the day or week.  


 


City departments are able to work with producers to create programming about services. 


Many times, this takes the form of segments within a recurring production. Producing a 


program takes time, including writing a script, gathering speakers and props, scheduling 


shoot dates and locations, etc. If you would like to have a service, product or activity 


featured within the Asheville Channel programming lineup, contact production staff for 


information and assistance.  In general, programs or services featured should be long-


standing and not subject to frequent changes. Keep in mind that the Asheville Channel 


develops content and project priorities based upon the channel’s communication plan, 


specific needs, goals and/or available resources. 


 


Short items and public service announcements can be produced more quickly, and are good 


ways to promote special events or reminders. The Asheville Channel maintains a bulletin 


board which features more timely information about upcoming events, policy changes and 


general information about city services. Departments are encouraged to submit requests for 


promotion of public events and meetings, ideas for programs, and special notices as far in 


advance as possible.  


 


Internet  


The city maintains the www.ashevillenc.gov Web site to provide information to citizens and 


employees. The Community Relations Division sets general content and style guidelines. 


Communications liaisons and content managers in individual departments provide timely, 


accurate content and update department Web pages.  


 


Thousands of residents visit the Web site each year making it a good means of 


communication. However, not everyone has Internet access, so the Web should be used in 


conjunction with other communication tools. Talk with your department’s communications 


liaison or the city Public Information Officer about how you can use the Web as a 


communication tool for department programs and services.  


 


Breaking news and “hot topics” are posted on the front page of the Web site for a limited 


period of time. For assistance with web based content, please contact your department 


communication liaison.  


 


Citizen Notification System  


The city operates a computerized telephone message system (reverse 911) to inform 


residents of very important events, service changes or interruptions and public safety-


related events in their neighborhoods. The system can deliver recorded messages to citizens 
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based on geographic area. There are important limitations to the existing system; contact 


IT for more information. The best use of this system is probably for emergency purposes in 


order to inform residents in a particular area of a potential situation or hazard.  


 


Newsletters  


The Human Resources Department publishes a monthly employee newsletter entitled FYI 


that is distributed to all city employees via the Intranet. FYI includes information about 


employee benefits and activities as well as features about employees with unique stories to 


tell. FYI is useful if communicating to city employees, rather than to the general public.  


 


Individual departments may publish their own newsletters for internal and/or external 


audiences.  


 


 


Other Communication Tools  


Annual reports  


Journal articles  


Awards  


Kiosks  


Banners  


Luncheons  


Church bulletins  


Magnets  


Coloring books  


Marquees  


Columns  


Media packets  


Community and agency newsletters  


Memoranda  


Conference calls  


On-hold messages  


Demonstrations  


Open houses  


Displays  


Payroll inserts  


Door hangers  


Exhibits  


Fact sheets  


Fairs  


Faxes  


Focus groups  


Ground breakings  


Handbooks  


Homeowner’s associations  


Civic groups 


Hotlines/Helplines  


Information packets  


Plaques  


PowerPoint presentations  


Promotional items (pens, etc.)  


Reports  


Ribbon cuttings  


Scorecards  


Seminars  


Signs  
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Stickers  


Teleconferences  


Town hall meetings  


Workshops 
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Appendix II        ORGANIZATIONAL GOALS  
 
ADOPTED BY ASHEVILLE CITY COUNCIL FOR 2008 
Below are the current focus areas for the City of Asheville and recommended promotional 
messages. Wherever possible, ongoing communication initiatives should accentuate the 
connection between these focus areas and the services or products being offered by 
departments of the city.    
 
 
Focus Area        Promotional Messages 
 
 
 
 
AFFORDABLE  
 
  
 
 
 
 
 
GREEN 
 
 
 
 
 
 
 
SAFE 
 
 
 
 
 
 
 
SUSTAINABLE 
 
 


 


 


 


  
 
 
 


•••• The city favors keeping costs for services to the public as low as possible. 


•••• The city seeks to increase quantities of, and opportunities for affordable 
housing. 


•••• The city encourages growth in the local job market. 
 
 


•••• The city conserves energy and reduces or limits pollution in all of the 
activities it conducts. 


•••• The city puts a priority on preserving open space, maintaining the cleanliness 
of the city and increasing the use of alternate or mass transit options.  


•••• The city supports the energy conservation and environmental protection of 
other agencies. 


•••• The city stresses the importance of water conservation, recycling, storm 
water quality and green building. 


 
 


•••• The city puts a priority on public safety of all citizens. 


•••• The city encourages citizens to be involved and better informed about public 
safety initiatives and resources available to them. 


•••• The city seeks to reduce crime and enforce existing laws. 
 
 


•••• The city thoughtfully plans for growth. 


•••• The city maintains resources appropriately and seeks to use those resources 
efficiently. 


•••• The city improves and increases efficiency wherever possible.  


•••• The city is financially accountable and responsible with its financial future. 


•••• The city supports a healthy local economy. 


•••• The city supports partnerships and encourages regional cooperation 


•••• The city employs a professional and diverse workforce. 
 
 
 
 





