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BACKGROUND
The creation of a Strategic Communication Plan was identified as a City Manager goal between
the City Council and City Manager. This plan is intended to provide for an oveall
organizational context on the “how” and “why” the City of Roseville communicates. The plan
also will provide for standards and expectations regarding all communications from the City.
Beginning in May, Communications staff and the City Manager and Assistant City Manager
began meeting to work on the Strategic Communication Plan. The group’s initial work focused
on:
•

Gaining an understanding of key components of strategic communication plans by
reviewing existing municipal communications plans
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•

Assessing Roseville’s current communications efforts
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•

Exploring current trends and best practices regarding communication
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•

Exploring best practices for community engagement and reviewing the engagement
work of the Human Rights, Inclusion, and Engagement Commission

•

Reviewing draft plan with the Department Head group for review and input
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Once that base information was studied and understood, staff began drafting the plan. The first
step in drafting the plan was to consider what practices and principles the plan should be based
on.
The group determined that there are four strategic pillars that should underly the focus of the
plan. The four pillars are:
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1. Roseville is committed to communications.
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2. Communication encourages informed participation.
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3. Communication leads to credibility and trust.
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4. Communication builds community pride and satisfaction.
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The group also reviewed the City’s mission statement and how it applies to the plan. From that
analysis, it was determined that focusing on being ethical, efficient, and responsive as part of the
City’s communication efforts would be in alignment with the Roseville’s mission statement.
Staff also factored the City’s Inclusion and Respect statement into the Strategic Communication
Plan.
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Staff also created some guiding communications principles, inventoried communication tools
avialable to the City, did a situational analysis of the community and our communication efforts,
and identified challenges in communication.
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Once all of that preparatory work was completed, staff then focused on creating goals of the
plan. Once the goals were created, which are intended to guide our communication efforts into
the near future, we identified actions steps to implement in the next two years to further the
identified goals.
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The City of Roseville’s strategic communications goals are to:
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•

Ensure that clear, accurate, and relevant communications regarding city-operations and
programs are available to all persons in the community.

•

Ensure that resources put towards communucations are utilized in the most costefficient, effective, and productive manner.

•

Ensure that the City of Roseville is recognized as a trusted, responsive, innovative, and
inclusive local government.

•

Encourage and inspire community participation, volunteerism, and mutual respect by
implementing communication tools that support city goals and priorities.

•

Provide emergency incident information before, during, and after natural or man-made
disasters or community events to effectively communicate with the City Council,
staff, residents, businesses, and the media.
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For each of these goals, the plan has several actions identified that will implement each goal.
(See Strategic Communication Plan – Appendix- Section 1). It is intended that the action
steps will take place over the next two years. Also included are several administrative
policies and guidelines that have been created to guide the City’s communication efforts.
They are provided for your information.
Staff has created a tracking matrix (Attachment B) that provides more detail on the timing,
responsibility, and status of each action.
POLICY OBJECTIVE
Communication with Roseville residents and businesses is a basic component of effective
government and is integrated into every program and service provided by the City. Having a
strategic communication plan will ensure the City’s communication efforts are effective, efficient,
and responsive to the community.
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BUDGET IMPLICATIONS
Adopting the Stragegic Communication Plan does not have any direct budget impact.
Implemening the goals and actions will have costs that will be brought forward as the work
occurs.
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This is provided for information. However, staff is interested in receiving feedback and direction
in implementating the Strategic Communication Plan.
Prepared by:
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Patrick Trudgeon, City Manager (651) 792-7021
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Draft Strategic Communication Plan
Strategic Communication Plan Tracking Matrix
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Strategic Overview
Communication with residents is a basic component of effective government. Effective public communication is not a goal
that stands independently from other city efforts, but rather is an integral part of achieving success in all city endeavors.

Roseville is committed to communications

Effective communication yields benefits for residents, staff, elected officials, media and those who visit Roseville for
work and recreation. Successful communications related activities are a primary function of the city and a sound
investment of resources.

Communication encourages informed participation

Roseville residents can better express their priorities when they are educated and accurately informed about city
issues. Informed and accurate communications helps initiate dialogue and encourage enhanced participation in
local government.

Communications leads to credibility and trust

Communication provides transparency and clarity on issues that are important to residents. The transparency
achieved by communication enhances credibility and leads to greater satisfaction with the processes and its
outcomes.

Communication builds community pride and satisfaction

The more residents learn about city services, the better they understand how tax dollars are used and the better
they feel about their community and its leadership. Informing residents about city services and successes builds
civic pride and strengthens the city’s reputation.

W

elcome to
Roseville’s
Strategic
Communication
Plan. This document will
provide guidance to city staff,
volunteers, and elected officials
on how to best communicate
with our residents and
businesses. It is essential
that local government keep
its residents and businesses
informed of its work.
Communicating with the
public is more than information
sharing. Communication
is essential to providing
transparency in our work,
programs and services. Our
communication efforts assist
the public to not only access
Roseville’s programs and
services, but also provide a
great opportunity for local
government officials to hear
directly from those we serve.
In this document, you
will find the organization’s

commitment to effective public
communication that will lead
to informed participation,
increased credibility and trust,
and foster community pride.
We have identified guiding
communication principles
that underpin everything
and everyway that we
communicate. These guiding
principles have produced a set
of goals with specific objectives
that we will implement over
the next few years.
This document, however,
is more than just a listing of
aspirational goals. Staff spent
considerable time producing
a situational analysis of
the community to make
sure that the organization
understands the dynamics
and changes currently taking
place. That analysis, coupled
with an assessment of the
social and technological
environment, allows the
city to better position our

2 > City of Roseville | Strategic Communications Plan

existing communication
efforts while allowing us to
pivot to new and better ways
of communicating with the
public in the future.
As part of this plan, we have
updated Roseville’s social
media policy. We have also
crafted a social media plan,
created a media relations
policy, and completed
a crisis and emergency
communications plan. All of
these policies and plans will
help city staff, volunteers,
and policy makers improve
communication outcomes.
While the strategic
communication plan may seem
like it is intended for internal
use, we believe that this
document demonstrates the
City of Roseville’s commitment
to ensure that the entire
community is informed and
aware of the significant role
local government is playing in
the community.

Patrick Trudgeon
City Manager
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Mission

T

To provide ethical, efficient, and responsive local government, in support
of community aspirations, guided by policies of the City Council, and
implemented by professional staff, to ensure that Roseville remains strong,
vibrant, and sustainable for current and future generations.

Ethical

• Treating all people with respect,
fairness, honesty and compassion
• Acting with integrity
• Being inclusive and respecting the
different needs of all members of
our community
• Representing the city and its
residents in a professional manner

Efficient

• Being fiscally responsible
• Continually improving service to
our community
• Being proactive with our
communications
• Being engaged in educating
and informing audiences with
accurate information

he City of Roseville
is dedicated to
creating an inclusive
community where the
predictability of success is not
based on race or ethnicity.
All City Departments
will prioritize racial equity
in their planning, delivery,
and evaluation of programs,
policies, and services. The
City of Roseville is committed
to taking tangible steps to
normalize, organize, and
operationalize racial equity
principles and tools, with
an eye toward impactful
and sustainable outcomes
that create a more equitable
community.

• Promoting approved channels
as the primary resources for
accurate information
• Providing accurate and
consistent service
• Creatively planning for our
community’s future

Responsive

• Being the trusted, preferred
source for accurate information
• Maintaining open lines of
communication with our
community and its residents
• Listening to the needs of our
diverse community
• Providing prompt and courteous
service

Guiding Communication Principles
The City of Roseville:
• Prioritizes its responsibility to
communicate effectively, both
internally and externally. Every
member of the City Council and
city staff has a responsibility to
uphold the city’s core values,
listen to residents, communicate
key messages and incorporate
feedback where appropriate.
• Makes accurate, proactive
information available to
residents, elected officials,
and staff through diverse
communication channels
to ensure that information
of community interest is
delivered to target audiences as
efficiently as possible.
• Is committed to being
clear and direct in its
communication and use
of language to convey city
policies and programs.
• Promotes key messages with
an authentic voice, explains
technical terms, avoids the
use of jargon and provides

background information to
ensure that communications are
understandable and accessible
to the widest possible audience.
• Strives to increase frequency
and consistency of city
messages to further strengthen
its position as a trusted source of
information.
• Incorporates inclusive strategies
for engagement so that all

residents are considered and
communications are accessible
by as many residents as possible.
• Is an active listener. City
officials understand that
communications is a twoway proposition, take
resident feedback on board
in good faith and incorporate
recommendations from the
community where appropriate.
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Goals
The City of Roseville’s strategic communications goals are to be:

Clear, Accurate and Relevant

Ensure that clear, accurate and relevant communications regarding
city operations and programs are available to all persons in the
community.

Efficient and Effective

Ensure that resources put towards communications are utilized in
the most cost-efficient, effective and productive manner.

Trusted, Responsive, Innovative and Inclusive
Ensure that the City of Roseville is recognized as a trusted,
responsive, innovative and inclusive local government.

Civic Engagement Minded

Encourage and inspire community participation, volunteerism, and mutual respect by implementing communication tools
that support city goals and priorities.

Prepared for Emergency Incidents

Provide emergency incident information before, during, and after
See Appendix I for the complete listing of goals and actions
natural or man-made disasters or major community events to
effectively communicate with the City Council, staff, residents, businesses and the media.

Communication Tools

C

ommunications tools that
the city uses are designed to
inform, educate, engage, build
trust, invite, entertain, advise
or solicit feedback.
The city uses many tools to
communicate with stakeholders. Every
communications tool has strengths
and challenges.
Depending upon its goals, the
city uses the tools that most quickly,
effectively and efficiently reach
targeted audiences. The most effective
tools vary based on the goals of
the communication piece. When
appropriate, staff utilizes multiple
media platforms. The most common
communication tools include:
• Print media – newsletter direct
mailing, letters, postcards, flyers,
posters, brochures, press releases
• Electronic media - electronic news
releases, e-news, e-newsletters

• City website
• Social media – Facebook, Twitter,
Nextdoor, YouTube, LinkedIn
• Emerging technologies and
strategies
• Presentations - State of the City,
topic specific community meetings,
special events
• Internal communications –
Email, intranet, dissemination by
leadership staff
• CTV
• Video, photography
• Resident survey
In addition to tangible products,
communications also includes:
• Customer service
• Media relations – develop
relationships with reporters
• Marketing – strategize on the best
ways to reach a target audience
In an emergency or crisis situation,
the way the city communicates can
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change from minute to minute. To
guide communications, the city has
developed a Crisis and Emergency
Communications Plan to facilitate
effective communications strategies.
Choosing the best tools helps the city
present a positive image of the city and
shape the message.
When choosing which types of
communication tools to use, staff
considers the target audience and
the most effective means to reach the
audience, timeliness/time needed
to develop/respond, cost, message,
purpose and goals.
By choosing the right tools, staff
is able to stay on message, reach the
target audience, provide in-depth
information and respond in a timely
manner.
See Appendix VI for the Crisis and
Emergency Communication Plan
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Challenges
Roseville’s communications generally reach a mainstream
audience. The city has not regularly invested in
communicating in languages other than English. Many tools
are accessible to people with access to cable television or
the Internet.
Some issues are beyond staff’s control. The city can
provide information, but cannot guarantee the targeted
audiences will receive or read the information. Time and
space constraints along with funding restrictions my limit
additional communication efforts.
Social media in particular can be problematic. Popular
social media platforms can change frequently, and staying
abreast of the best practices and latest trends requires
time, commitment and training. Using social media
platforms leaves a city vulnerable to anyone whose negative
comments can take over the message.

Internally, staff can address some challenges. By
centralizing communications efforts, the city will:
• Ensure that the most appropriate communication tools
are being used and best practices are being followed
• Ensure that key messages and goals are explained and
being communicated
• Prevent fragmented approach to communications
• Identify opportunities for cross promotion
• Review for content and grammar

Target Audience
Target audiences will vary by
program, purpose, project, or
topic. Communications will be
tailored to meet the needs of
each identified target audience,
platform, and purpose in one or
more of the following groups:

Residents
Businesses
Visitors
Employees
Media
Other Government/Organizations

The target audience will be informed by various issues, trends,
and purpose asoutlined in the Situational Analysis in Appendix II.
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I. Goals

1

Clear, Accurate and Relevant

2

Efficient and Effective

3

Responsive, Ethical, Innovative and Inclusive

4

Civic Engagement Minded

5

Prepared for Emergency Incidents

Ensure that clear, accurate and relevant communications regarding city
operations and programs are available to all persons in the community
ACTIONS
• Update the city’s website to communicate effectively on the platform users prefer (mobile, desktop,
tablet, etc.)
• Conduct a comprehensive review of all city social media accounts for usage, timeliness and suitability
• Maintain a frequently updated, best-in-class, website.
• Develop and implement a set of best practices for engagement

Ensure that resources put towards communications are utilized in the most costefficient, effective and productive manner
ACTIONS
• Review strategies for broadcasting City Council and Commission meetings
• Produce an annual social media report based on analytics
• Conduct an inventory/audit of all city printed collateral including cost-value analysis

Ensure that the City of Roseville is recognized as a trusted, responsive, innovative
and inclusive local government
ACTIONS
• Continue to develop best practices, on-going habits and behaviors driving people to city
communication channels
• Establish a social media brand voice
• Develop data-driven branding plan, including a refresh of a brand identity
• Identify communication methods (i.e. platforms, locations, media) to reach under-engaged
populations
• Employ efforts to determine most commonly used platforms for specific target audiences & continue
to explore emerging platforms & strategies

Encourage and inspire community participation, volunteerism, and mutual respect
by implementing communication tools that support city goals and priorities
ACTIONS
• Develop and use focus groups and/or survey research data on perception of the city
• Promote the use of existing electronic communication tools (website, email, social media)
• Identify opportunities to engage citizens and increase participation, awareness and understanding of
city processes, policies and priorities
• Discover, develop & expand communication and outreach strategies that reach targeted audiences

Provide emergency incident information before, during, and after natural or
man-made disasters or major community events to effectively communicate with
the City Council, staff, residents, businesses and the media
ACTIONS
• Enhance internal procedures for communication during emergency situations
• Educate residents & businesses about incident information resources available during a crisis or
emergency
• Prepare communication strategies for emergencies likely to affect the city
City of Roseville | Strategic Communications Plan < 7
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II. Situational Analysis

T

he City of Roseville’s Strategic Communications Plan was developed to best align the city’s limited resources with
the strategies that will prove to be the most effective in achieving stated objectives. This section reviews current
demographics and trends that influence the city’s communications efforts.

OVERVIEW
The city provides services to residents, businesses and visitors to Roseville. According to the Metropolitan Council’s 2018
population estimates Roseville has a population of approximately 36,272 residents. City government compromises seven
departments with approximately 225 regular staff members and numerous temporary and seasonal employees.
Roseville operates under the Statutory Plan B (Council-Manager) form of government. The five-member elected
City Council has legislative power and determines matters of policy. The City Manager has administrative power and is
responsible for the day-to-day operations of the city.
DEMOGRAPHICS
Roseville’s demographics have changed dramatically over the past several years.
The median age of residents is 40 years, down from 43.5 in 2009 (Community Facts, Roseville city, Minnesota, 2019). This
is unique in that it is inconsistent with the national trend of an aging baby boom generation. Nevertheless, a significant
segment of Roseville’s population identifies as part of the baby boom generation. In addition, the percent of foreign-born
population residing in Roseville has increased from 9.5% in 2009 to 12.4% in 2017. The percentage of families living below
the poverty line has increased from 3.8% in 2009 to 6% in 2017. According to the U.S. Census Bureau, the percentage of
persons of color living in Roseville has increased from roughly 14% in 2010 to 22% in 2017. If regional trends continue, it is
anticipated that Roseville will continue to see an increase in racial diversity. Roseville Area Schools have seen a more dramatic
shift in the population they serve. From 2000 to 2016, the population of students of color has risen from 18% to 53%.
HOUSING
Since 2000, Roseville has seen a growth in the number
of households, especially in multi-family households.
The percent of single-family homes has declined from
57% to 54%, while multi-family has increased from 35%
to 38%. This shift from single family to multi-family has
resulted in nearly one-third of all households in Roseville
renting instead of owning their home. An increasing
portion of the multi-family housing includes senior
living which is also in line with the trend of an aging
nation.
Of the over 15,000 households in Roseville in 2017,
71% of the occupied households had two or fewer
people living there. Of those households that had three
or more persons, only 43% of them had children under
the age of 18. In addition, the majority of the housing
stock in the city was built between 1940 and 1979 (69%).
BUSINESS
Roseville has more than 2,000 businesses located
within city limits, employing more than 35,000
workers. Historically, Roseville has had a strong retail
industry base. In 2000, it was nearly one-fourth of all
jobs. However, with the nation aging at a rapid pace,
health care has taken a larger piece of the economy,
and Roseville is no different than the national trend.
Currently, health care makes up 16% while retail is 15%
of the employment sector in Roseville.
Roseville has also seen a decline in the manufacturing
industry. In 2000, 13% of the industry sector was filled
with manufacturing jobs. Currently it is at 5%.
8 > City of Roseville | Strategic Communications Plan
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SOCIAL AND TECHNOLOGICAL ENVIRONMENT
Increasing consumer demand for more information and the rapidly evolving technologies that deliver it is forcing
a change in the way governments communicate. Social media has experienced an explosive growth. To be heard
above the fray, governments must enhance traditional communication strategies with interactive strategies that
use the new technologies in effective ways.
Considerations include:
• The news cycle is 24-hours a day, with information widely disseminated from both official and unofficial sources.
Since most city government is not a 24/7 operation, unofficial sources often can be the first to break news, can
be inaccurate, and can be more widely read than official sources.
• Increasingly, individuals and businesses seek information and/or access to programs and services online or
“on the go.” On average, American adults spend more than 11 hours per day watching, reading, listening to or
simply interacting with media. That is up from 9 hours 32 minutes just four years ago. (Nielsen Study)
• Approximately three-quarters of Americans (77%) own a smartphone (Pew Research).
• Digital readers “skim and scan” and often don’t get past the headline. The first 10 seconds spent on a webpage
are critical in determining a user’s decision to stay or leave. Data suggests that 55% of visitors spend fewer than
15 seconds on a webpage. People are more likely to bounce sooner when using a mobile device rather than
a computer or tablet. Therefore it is important to optimize websites for mobile devices so that it is easier to
navigate and read text.
• In 2016, 20% U.S. adults received their news from print newspapers. This has fallen from 27% in 2013. About
two-thirds of adults (68%) get news on social media sites. Reddit, Twitter and Facebook are the sites where the
highest portion of users are exposed to news. Other sites (YouTube, Tumblr, Instagram, LinkedIn, Snapchat &
WhatsApp) have less of a news focus among their user base. The majority of news consumers on Instagram are
non-white, and three-fourths of Snapchat’s news consumers are ages 18-29, more than any other site.
• Concerns about inaccuracies on social media news are prevalent, even among those who say they prefer to
get their news there. Approximately 42% say they expect the news they see online to be largely inaccurate.
However, users prefer the convenience, speed and social interaction when receiving news online.

FACEBOOK STATISTICS
• About 68% of Americans use Facebook.
Three-quarters of women in the U.S.
use the platform, compared with 63%
of men.
• Around 74% of adults with a college
degree or more use Facebook,
compared with 61% of those who have
a high school diploma or less.
• Around 79% of those ages 18 to 29
use Facebook – much higher than the
share among those 65 and older (46%).
However, the share of older Americans
who use the platform has more than

doubled since August 2012, when just
20% of those 65 and older said they
used it. (Gramlich, 2019)
• Around 43% of Americans get news
from Facebook.
• Most Facebook users log in daily and
95% of Facebook visits are done on a
mobile device.
TWITTER STATISTICS
• 24% of US Adults use Twitter
(Cooper, 2019)
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Use of different online platforms by demographic groups
Percentage of adults who say they use…
Facebook
68%

YouTube
73%

Instagram
35%

Snapchat
27%

LinkedIn
25%

Twitter
24%

WhatsApp
22%

Men
Women

62
74

75
72

30
39

23
31

25
25

23
24

20
24

White
Black
Hispanic

67
70
73

71
76
78

32
43
38

24
36
31

26
28
13

24
26
20

14
21
49

Ages 18-29
18-24
25-29
30-49
50-64
65+

81
80
82
78
65
41

91
94
88
85
68
40

64
71
54
40
21
10

68
78
54
26
10
3

29
25
34
33
24
9

40
45
33
27
19
8

27
25
31
32
17
6

< $30,000
$30,000-49,000
$50,000-74,000
> $75,000

66
74
70
75

68
78
77
84

30
42
32
42

23
33
26
30

15
20
24
45

20
21
26
32

20
19
21
24

High school or less
Some college
College +

60
71
77

65
74
85

29
36
42

24
31
26

9
22
50

18
25
32

20
18
29

Urban
Suburban
Rural

75
67
58

80
74
59

42
34
25

32
26
18

30
27
13

29
23
17

28
19
9

Total

(Cooper, 2019)

IMPACTS
Changing demographics and
technology impact how the city
communicates. It impacts how
people receive news, which outlets
or media they use, what information
is communicated, when and where
the city communicates and the
timelines of communications.
The growth of social media and
changing technological advances
mean the city must keep attuned
to changing trends, be nimble,
and have the resources, skills and
expertise to adapt.

CONCLUSION
Knowing who we are as a city
helps determine the most effective
tools to build clear, accurate and
relevant communications with all
residents, businesses and visitors of
Roseville.
Roseville is committed to
communicating as efficiently
and effectively as possible. The
city is committed to providing
effective public communications to
encourage community involvement
and to enable participation by all
residents.
Roseville’s Strategic
Communications Plan is the
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blueprint for authentic, responsive
and accountable communications.
The plan will help Roseville
improve communications between
citizens and government. It will
help the city identify the best
communications platforms to
expand and improve public
outreach, transparency, information
access and two-way dialogue
with residents. It will help the city
determine the most commonly
used platforms for specific target
audiences. It will help the city to
remain nimble and able to adapt to
technological changes as well as the
changes in the community.
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III. Social Media Plan
PURPOSE
This Social Media Strategy defines how the City of
Roseville will use social media, supporting platforms
and tools to achieve the goals outlined in the Strategic
Communication Plan.
OBJECTIVE
The goal for the City of Roseville’s Social Media Plan is
for the city’s social media channels to act as a consistent,
reliable, authentic and accurate sources of city information
for residents, business owners, the media and the public at
large.
Social media has established a favorable position and is
now widely used as a primary source of information in many
communities. The city’s objective for using social media
is to broaden its communication reach and to facilitate
communication of various items of interest to a variety of
stakeholders. The primary purpose of the city’s social media
sites are to serve as a source for news and information about
the city.
OVERVIEW
The City of Roseville’s websites – www.cityofroseville.com
and www.growroseville.com – serve as the city’s primary
Internet presence.
In general, content posted to City of Roseville’s social
media sites will also be available on the city’s main website.
City social media pages and posts should contain links
directing users back to the official websites for in-depth
information, documents, forms or online services, whenever
possible.
For existing departmental social media pages,
departmental staff are responsible for content and must
comply with the city’s social media policy.
MANAGEMENT PLAN
Communications Department staff and authorized
administrators of the city’s social media accounts are

responsible for posting content, monitoring pages
and managing public interaction. In general, the city’s
administrators will actively engage with the pages on
weekdays during normal business hours. In the case of an
emergency or an issue that needs immediate attention, this
activity may increase or fall outside of this general time frame.
SOCIAL MEDIA CALENDAR
A social media calendar will be generally maintained
by the Communications Specialist with planned posts for
Twitter and Facebook. Additional posts will be considered
and made on a case-by-case basis.
INFORMATION ON SOCIAL MEDIA
Items of community interest should be brought
forward by department representatives at the bi-weekly
Communicators Group meeting. Additional newsworthy
events should be shared by Department Heads and
Managers with Communications and/or Administration staff.
The inclusion of additional written information and photos is
preferred, when possible.
MEASUREMENT, REPORTS AND RECORDS
The city’s authorized social media administrators will
monitor accounts for key metrics and create analytics
reports to measure their performance and impact, as
possible. Measurement is based on number of users,
user engagements and reach. In order to maintain Data
Practice compliance, city messages and user comments
are prohibited from being deleted unless found to be in
violation of the city’s Social Media Policy.
MARKETING
With approval of the City Manager or Assistant City
Manager, Communications staff may choose to market
or “boost” certain posts to reach a larger, more targeted
audience. The city may also use social media advertisements
to further promote events or other marketing initiatives.

Active Social Media Channels

The City of Roseville has an active official social media presence on Facebook, Twitter, Nextdoor, LinkedIn and YouTube.
When possible, city and departmental social media channels are identified as a “Government Organization.” Select
departments also have approved accounts, including channels on the above platforms and Instagram (Police).

Facebook
CITY OF ROSEVILLE
www.facebook.com/cityofrosevilleMN
• Authorized Admin: Communications Manager, Communications Specialist
• Purpose: Distribute all types of communication
• Demographics of Most Frequent Users: Residents, Community at-large
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PARKS AND RECREATION
www.facebook.com/RosevilleParkRec
www.facebook.com/SkateTheOVAL
www.facebook.com/RosevilleGolf
www.facebook.com/RosevilleNatureCenter
• Authorized Admin: Assistant Director with Recreation Program Supervisors, Naturalist, Skating Center
Superintendent, Recreational Retail Program Supervisor, Golf Course Program Coordinator
• Purpose: Distribute all types of communication
• Demographics of Most Frequent Users: Residents, Community at-large
DORMANT ACCOUNTS
www.facebook.com/RosevilleArboretum
www.facebook.com/Roseville-Parks-Recreation-Adult-Sports-343553844398
FIRE DEPARTMENT
www.facebook.com/RosevilleMNFireDepartment
• Authorized Admin: Assistant Fire Chief, Deptartment Assistant, Battalion Chiefs
• Purpose: Distribute all types of communication
• Demographics of Most Frequent Users: Residents, Community at-large
POLICE DEPARTMENT
www.facebook.com/RosevilleMNPolice
• Authorized Admin: Chief, Deputy Chief, Community Relations Coordinator, other trained officers
• Purpose: Distribute all types of communication
• Demographics of Most Frequent Users: Residents, Community at-large
ECONOMIC DEVELOPMENT AUTHORITY
www.facebook.com/GrowRoseville
• Authorized Admin: Economic Development GIS Specialist, Golden Shovel
• Purpose: Distribute all types of communication
• Demographics of Most Frequent Users: Residents, Community at-large

Measures of Success

Engagement: Measures the number of times someone took action on a post.
• Why: Engagement is a sign people actually like the content we are sharing. It also increases the likelihood that
our content will show up in a user’s newsfeed based on Facebooks algorithm.
Reach: Number of people our content is seen by.
• Why: Helps us learn and understand what our audience likes and why certain posts outperform others.
Impressions: Measures the number of times our post is seen. That includes if one post was seen multiple times by
the same user.
• Why: Impressions can give you a good idea of the “viral” nature of a post. One person may get exposed to one of
your posts multiple times. For instance, if they saw it once in their feed and then again when a friend shared it,
that’s two impressions. With all the content being thrown at consumers on a daily basis, especially on Facebook,
getting your content seen multiple times is necessary to get people to take action.
Page Likes and Follows: Measures the number of people who have liked our page or opted-in to have our posts
show up in their feed.
• Why: shows our audience size and our ability to retain users through our content.

Twitter
CITY OF ROSEVILLE
@RosevilleMN
• Authorized Admin: Communications Manager; Communications Specialist
• Purpose: Distribute time sensitive information requesting action or alerts
• Demographics of Most Frequent Users: Residents, Community at-large, media
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PARKS AND RECREATION
@RosevilleParks
@CedarholmGolf
@RSVLCedarholmGC
@skatetheoval
• Authorized Admin: Assistant Director with Recreation Program Supervisors, Naturalist, Skating Center
Superintendent, Recreational Retail Program Supervisor, Golf Course Program Coordinator
• Purpose: Distribute time-sensitive information requesting action or alerts from the city
• Demographics of Most Frequent Users: Residents, Community at-large, media
FIRE DEPARTMENT
@RosevilleMN_FD
• Authorized Admin: Assistant Fire Chief, Deputy Assistant, Battalion Chiefs
• Purpose: Distribute time sensitive information requesting action or alerts
• Demographics of Most Frequent Users: Residents, Community at-large, media
POLICE DEPARTMENT
@RosevilleMN_PD
• Authorized Admin: Chief, Deputy Chief, Community Relations Coordinator
• Purpose: Distribute time-sensitive information requesting action or alerts
• Demographics of Most Frequent Users: Residents, Community at-large, media
ECONOMIC DEVELOPMENT AUTHORITY
@GrowRoseville
• Authorized Admin: Economic Development GIS Specialist, Golden Shovel
• Purpose: Distribute time sensitive information to the business community
• Demographics of Most Frequent Users: Businesses, residents, Community at-large, media
DORMANT ACCOUNT
@Rosevilleliving
ENGINEERING (SNOWPLOWS)
@RosevillePlows
• Authorized Admin: Public Works Director, Working Foreman Streets
• Purpose: Distribute time-sensitive information about street plowing
• Demographics of Most Frequent Users: Residents, media

Measures of Success

Average Tweet Performance: With the vast number of tweets each day it is hard to compare one tweet to the next
on performance, so measuring averages is better.
• Why: Helps us see our overall performance (engagement rate, shares, retweets, etc).
Audience Type: Metrics that indicate the kind of audience member we are attracting to our page and our content is
seen by.
• Why: Our audience insights give a general overview of who we should be tailoring our messages toward
Engagement Rate and Type of Engagement: Measures whether our efforts are successful or not.
• Why: Helps us understand how to build connections with our audience and the content they want to see.
Content Performance: Measures impressions to engagement ratio
• Why: If we have 20,000 impressions but only 1 like, then chances are we are not saying the right thing. This helps
us determine which types of post get the most valuable response.

Nextdoor
CITY OF ROSEVILLE/CITY OF ROSEVILLE POLICE DEPARTMENT
Nextdoor.com
• Authorized Admin: Communications Manager; Communications Specialist, Deputy Police Chief Police
Community Relations Coordinator, Parks and Recreation Assistant Director, Parks and Recreation Department
Assistant
• Purpose: Distributes time sensitive information requesting action or alerts from the city and event information
• Demographics of Most Frequent Users: Residents – can target specific neighborhoods
City of Roseville | Strategic Communications Plan < 13
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Measures of Success

Members and Neighborhoods: Measures how many members our posts reach and where they are located
geographically
• Why: Helps us understand which neighborhoods are active and how we can geographically target certain areas
of the city.
Content & Engagement: Measure impressions, number of thanks, number of replies and audience scope.
• Why: Helps us understand which content is best received on this platform.

LinkedIn
CITY OF ROSEVILLE
linkedin.com/company/city-of-roseville-mn
• Authorized Admin: Communications Manager, Communications Specialist
• Purpose: HR recruitment tool
• Demographics of Most Frequent Users: Professionals, job seekers, ages 25-49, college educated
ECONOMIC DEVELOPMENT AUTHORITY
https://www.linkedin.com/company/growroseville/
• Authorized Admin: Economic Development GIS Specialist, Golden Shovel
• Purpose: Distribute Business recruitment, announcements
• Demographics of Most Frequent Users: Business professionals

Measures of Success

Updates: Measures clicks, likes, impressions, replies, comments, etc.
Why: Determines whether our posts are generating engagement
Followers: the number of followers of our page including their demographics.
Why: Determines if we are reaching the right audience and increases the probability of our posts reaching them.

YouTube
CITY OF ROSEVILLE
www.youtube.com/user/CityofRosevilleMN
• Authorized Admin: Communications Manager, CTV
• Purpose: Distribute video coverage of city’s events and events of interest from community partners such as RSVL
A/D and CHAT or activities
• Demographics of Most Frequent Users: Residents, Special Interest Organizations

Measures of Success

Watch Time: total amount of time users have spent watching our videos
• Why: YouTube elevates videos and channels with higher watch times in their search results and
recommendations
Average Percentage Viewed: percent of each video the average viewer watched.
• Why: Measure our ability to hold viewer’s attention.
Average View Duration: total watch time divided by total video plays, including replays.
• Why: Measures ability to engage viewers. If we can’t engage viewers, they will bounce from the video quicker.
Audience Retention: percentage of viewers who watch and leave the video at every single moment of the video.
• Why: Can help inform our future video strategy. The most engaging part of a video could be the next beset
video topic.

Instagram
POLICE DEPARTMENT
rosevillepoliceminnesota
• Authorized Admin: Chief, Deputy Chief, Community Relations Coordinator
• Purpose: Distribute a variety of communications
• Demographics of Most Frequent Users: 18-34 year olds
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IV. Social Media Policy
PURPOSE
The purpose of the city’s Social Media Policy is to establish enforceable rules for the use of social media on behalf of
the city by its employees. Rules are necessary to ensure that communications made on behalf of the city are accurate,
appropriate and properly authorized. At this time, the city’s social media use refers to activity on Facebook, Twitter, Nextdoor,
LinkedIn and YouTube, and any other form of communication that is open to response or comment. This policy governs all
social media use by or on behalf of the City of Roseville and/or its departments and will be posted to the city’s intranet.
OVERVIEW
The City of Roseville has an overriding interest in deciding what is communicated on behalf of the city on social media
sites. This policy establishes guidelines for the use of social media. The policy ensures the proper use of the City of Roseville’s
social media sites by its employees and establishes procedures for creating an overall social media presence for the city in a
positive and informative fashion. Social media users have the responsibility to use these resources in an efficient, effective,
ethical and lawful manner.
POLICY
The City of Roseville will determine how its web-based social media resources will be designed, implemented and
managed as part of its overall communication and marketing strategy. City-related social media sites administered by city
departments may be modified or removed by the city without notice as described in this document.
SCOPE
This policy applies to any current or proposed social media websites sponsored, established or registered or authorized
by the City of Roseville. The city’s official website, www.cityofroseville.com shall remain the city’s primary online medium for
communicating information to the public.
DEFINITION
Social Media Websites: Social media websites focus on creating and fostering online social communities for a specific
purpose and connect users from varying locations and interest areas. Social media websites can offer many different ways for
users to interact.

General Conditions & Restrictions
GOALS
The goals of sponsored social media sites are:
• To promote awareness and provide accurate and
timely information regarding the City of Roseville
and its services.
• To maintain open, professional and responsive
communication with members of the public and
the news media to enhance credibility and trust.
• To promote the value and importance of the city
among governing officials, civic leaders and the
general public.
• To encourage civic and community pride and
strengthen the city’s reputation in a positive and
professional manner.
• To encourage informed participation among
residents and stakeholders

MANAGEMENT
City staff with administrator access are responsible for
authorizing and managing social media websites. Staff
will check facts, present balanced views, acknowledge and
correct errors, and check spelling and grammar before
publishing posts. Staff should also cite sources of posted
information when applicable.
SINGLE ACCOUNTS
The city will maintain one account on each social media
platform selected for use by authorized personnel as
approved by the City Manager. No department may create
a separate or new social media account without approval of
the city’s Communications Manager and/or City Manager.
Department-managed social media pages are subject to
and shall comply with the city’s Social Media Policy.
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INTERACTIONS
Social media interactions should be brief and
factually correct. Messages should encourage users
to contact the city through other, more appropriate
mediums that offer better opportunities to engage in
conversation or provide information.
COMMENTS
Authorized personnel are prohibited from deleting
comments left on the city’s social media accounts
except those comments that are categorized under
Prohibited Content. Prior to deletion, a screenshot must
be taken and archived of any user post that is being
removed.
THIRD PARTY INFORMATION SHARING
Third party information may be shared through
social media so long as it conforms to the guidelines
established under the goals of the city’s social media plan.
MAINTENANCE
The city’s Communications staff and authorized
administrators are responsible for monitoring the city’s
social media accounts and can issue new passwords
in response to personnel changes and/or periodically
as a best practice for security. As time allows, the
Communications staff may also monitor the city’s
department pages.
GENERAL POSTING
Wherever possible, links to more information should
direct users back to the city’s official website. The
Communications staff will monitor content on all social
media sites to ensure adherence to the Social Media
Policy for appropriate use, message and branding
consistent with the goals of the city.
NEW PLATFORMS AND/OR ACCOUNTS
Departments wishing to have a new social media
presence must make a request to the Communications
Manager. The request will initiate a process to ensure
that the city’s social media accounts are kept to a
sustainable number, policies are followed and the
city’s internet-based communications strategy is
appropriately maintained.
BRANDING
Social media pages are to be branded in order to
communicate a clear association with the city, and
Facebook pages must contain the standard disclaimer
located in the last section of this policy. The naming
and contact methods used for social media pages will
be City of Roseville specific and not contain individual
employee names. All approved social media pages will
be linked with the official city website.
The city’s brand, logo or identifying features may
not be used by persons without authorization from the
Communications Department or the City Manager.
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REQUESTS
Proposed social media requests must contain the
following information:
• Subject and proposed social media website
address.
• Explanation of the goals, purpose and scope of
the social media.
• Names of persons who will be responsible to
update social media.
• Proposed frequency of updates.
• Secession plans for managing sites.
• Signature of the requesting department head
or facility manager indicating approval of the
request.
DEPARTMENT ACCOUNTS
Each department will provide Communications staff
with login information, including passwords, to social
media sites. Department heads or their designees
are required to regularly monitor and respond to
“comments” posted on their social media websites, as
appropriate.
USE
When using social media sites as a representative of
the city, employees will:
• Adhere to personnel policies.
• Use appropriate language.
• Be aware that what is written reflects on the
elected officials and other city employees.
• Not provide private or confidential information,
including names.
• Not negatively comment on community partners
or their services.
• Not provide information related to pending
decisions that would compromise negotiations.
• Be aware that all content added to a site is subject
to open records/right to know laws and discovery
in legal cases.
• Ensure that content posted to an external site
includes a disclaimer stating: “The comments and/
or opinions posted are those of the poster and
not the City of Roseville.”
• Obtain consent, as appropriate, before posting
photos of employees.
• Make sure online activities do not interfere with
employees’ jobs or commitments to residents or
colleagues.
HOSTING, TRAINING, AND SUPPORT
Currently, the City of Roseville uses Facebook, Twitter,
Nextdoor and LinkedIn for social networking and
YouTube for video sharing. As technologies evolve,
other social media sites considered for adoption by
the city must be approved by the City Manager prior
to being launched. City of Roseville staff will provide
training to primary staff members responsible for
editing and maintaining social media sites.
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DATA RETENTION
The city will comply with the Minnesota General
Record Retention Schedule. Routine social media posts
and comments by residents are considered “transitory
correspondence,” as defined by the Minnesota General
Records Retention Schedule. These messages are not
required to be retained.
ADVERTISING
The City of Roseville does not endorse any product,
service, company or organization advertising on its social
media pages. The ads that appear on the pages are sold,
posted and maintained by the social media outlet.
PRIVACY POLICY
The City of Roseville does not share information
gathered through its social media sites with third
parties for promotional purposes. However, any
information you provide to the city is subject to the
Minnesota Data Practices Act. This law classifies certain
information is available to the public upon request.
MODERATING PUBLIC COMMENTS
City of Roseville staff, with administrative rights, will
not edit posted comments, but may remove comments
that are abusive; obscene; defamatory; in violation of
the copyright, trademark right or other intellectual
property right of any third party; or otherwise
inappropriate or incorrect. The following may be
removed by city staff:
• Potentially libelous comments
• Comments that promote, foster, or perpetuate
discrimination on the basis of creed, color, age,
religion, gender, marital status, status with regard
to public assistance, national origin, physical or
mental disability or sexual orientation
• Comments containing vulgar, offensive, profane,
threatening, or harassing language, personal
attacks, or unsupported accusations as well as
content that provokes violence
• Personal attacks, insults or threatening language
• Plagiarized material
• Private, personal information published without
consent
• Comments, photos or videos totally unrelated to
the topic of the particular post being discussed
• Commercial promotions, spam or repetitive
content
• Hyperlinks to material that is not directly related
to the discussion
• Sexual content or links to sexual content
• Content that encourages or promotes illegal
activity
• Content that promotes a political campaign or
ballot measures
• Content that promotes alcohol or tobacco
• Information that may compromise the safety or
security of the public or the City or Roseville and
its staff

Prior to deletion, a screenshot must be taken and
archived of any user post that is being removed.
PERSONAL SOCIAL MEDIA USE
The City of Roseville respects employees’ rights to
post and maintain personal websites, blogs and social
media pages, but does require employees to act in a
prudent manner with regard to website and internet
postings that reference City of Roseville, its personnel,
its operations or its property.
Employees and others affiliated with Roseville may
not use a city brand, logo or other city identifiers on
their personal sites, nor post information that purports
to be the position of the city in the person’s official
capacity as an employee, officer or representative of the
city without authorization.
Occasional access to personal social media websites
during work hours is permitted, but employees
must adhere to the guidelines outlined in the city’s
Technology Use and Access policy.
OWNERSHIP
All social media communications or messages
composed, sent or received on city equipment are
the property of the city, and will be subject to the
Minnesota Data Practices Act. This law classifies certain
information as available to the public upon request.
The City of Roseville maintains the sole property rights
to any image, video or audio captured while a City
of Roseville employee is representing the city in any
capacity.
PRIVACY AND SECURITY
The city retains the right to monitor employees’
social media use on city equipment and will exercise its
right as necessary. Users should have no expectation
of privacy. Social media is not a secure means of
communication.
DISCLAIMER
The following disclaimer will be posted on every city
Facebook social media site:
The City’s Facebook sites are operated by the City of
Roseville. We reserve the right, at our sole discretion, to
change, modify, add or delete comments or posts, photos
and video at any time.
Comments associated with unlawful activity or that
contain offensive or vulgar language or photos, personal
attacks on staff or members of the public, political
endorsements of any kind, commercial advertisements or
any other form of commercial solicitation will be removed.
The City of Roseville has the right to reproduce any
pictures or videos to this site in any of its publications or
websites or any other media outlets.
The views, postings or opinions expressed on this site do
not necessarily reflect those of the City of Roseville.
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V. Media Relations Policy

T

he City of Roseville is committed to providing timely, accurate and factual information to all of its residents,
stakeholders and the public at large. Inquiries from news media are given a high priority by the city and should
be responded to as quickly and efficiently as possible, within reason. Every effort should be made to meet media
deadlines and to ensure all information released is accurate. To ensure that the city communicates effectively with
members of the media, the following procedures and protocols have been developed.

Media Relations Protocols
PURPOSE
The City of Roseville’s Media Relations Protocols
ensure that interactions between the city and the
media are managed appropriately and to the benefit
of the city and should minimize the risk of adverse
publicity, public anxiety and misunderstanding due to
release of inaccurate or inappropriate information. The
Media Relations Protocols have been developed as part
of the Strategic Communications Plan and are intended
to ensure that any comments made to the media are
consistent, factual and accurate.
SCOPE
Media Relations Protocols apply to all city officials
– City Council Members, Commission and Board
Members and city staff – including permanent,
temporary and part-time employees. The policy also
applies to verbal and written comments provided
to the media, all public speaking engagements,
news releases and the use of social media. The
Communications Manager is responsible for
managing communications between the city and the
media. Questions about Media Relations Protocols,
identification of designated spokespersons and media
liaisons and requests for media training should be
directed to the Communications Manager.

Definitions
Media: Includes, but is not limited to, newspapers,
magazines, journals, bulletins, newsletters, radio programs,
television programs and electronic media such as online
journals, online news websites, alternative news websites,
journalism schools, blogs, podcasts, electronic newsletters
and electronic notice boards.
Designated Media Liaisons: Person designated to handle
routine requests from the media that are within their area
of expertise and professional function, including answering
questions regarding sensitive or controversial issues, topics
that may affect city policy, and matters that may ultimately
result in City Council action.
Mayor and City Council Members: Shall be the
spokesperson for requests for City Council comment or City
Council interviews unless the reporter asks specifically for
an individual Council Member.
City Manager: Shall be the spokesperson for requests
for comment or interviews regarding the city, city staff
or organizational issue, unless the inquiry requires indepth or technical knowledge, when the City Manager
may designate an appropriate subject matter expert for
comment or interviews.
• City Attorney
• Assistant City Manager
• Communications Manager
• Department Heads

EXCEPTIONS
This policy provides guidelines for media relations.
It should be noted that safety-critical, emergency and/
or crisis incidents may follow separate guidelines or
protocols when releasing information to the public.
Because the Police and Fire Departments operate 24/7
Routine Media Requests: Requests such as confirming a
and their work generates a high volume of media
meeting time or providing scheduling, location or other
calls, those departments may designate personnel as
routine information about a city event or activity.
media spokespersons and follow specific guidelines
when releasing information. In the event that they
Non-Routine Media Requests: Requests that include
do not have designated sworn personnel as media
detailed questions, are lengthy or may require a response
spokespersons, the media should be directed to the
beyond a brief statement of fact.
Communications Office. All information released to the
media by the Police and Fire Departments should be
provided as soon as possible to the Communications Manager so that the City Manager and City Council can be brought up
to date.
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GENERAL
• Notification and coordination of all
media inquiries should be directed to the
Communications Manager.
• Most media work under tight deadlines requiring
prompt responses. As a result media inquiries
shall be handled efficiently. Due to the pressing
nature of media deadlines, it is important that
all departments respond as soon as possible
when the Communications Manager requests
department information.
• Comments made to the media should be
presented positively, reflect on the values of
the city, and not promote community groups or
businesses unless the city is directly involved in a
partnered activity or event.
• The Communications Manager shall review all
media releases and in-depth responses to the
media.
• Routine media requests do not require
consultation with the Communications Manager
provided that the information is factual,
incidental, or inconsequential nature.
• Members of the City Council should inform the
City Manager and Communications Manager of all
media requests.
• Designated Media Liaisons shall ask for the
Communication Manager’s assistance in
preparing key messages related to media
inquiries and interview requests.
• Information provided to the Communications
Manager should include a brief synopsis of the
inquiry, the reporter’s name, the name of the
media outlet, the date of the inquiry, and the
reporter’s deadline.
NON-ROUTINE MEDIA INQUIRIES
Media requests shall be referred to the
Communications Manager for vetting and analysis so
that the appropriate city spokesperson communicates
on behalf of the city. An appropriate response to the
media would be, “I will give your request to my City’s
Communication Manager who will respond to you as
soon as he/she is available.” Please obtain the caller’s
name, media outlet, phone number, topic of story (why
they are calling) and deadline.
SENSITIVE OR CONTROVERSIAL ISSUES
Media inquiries regarding controversial or sensitive
materials and/or matters relating to public safety should
be brought to the immediate attention of the City
Manager and/or the Assistant City Manager and the
Communications Manager.

CITY-INITIATED MEDIA CONTACT
Proactive media contact will be regularly made by the
communications staff, including issuing news updates,
press releases and media advisories. Communications
staff will also engage in proactive, personal contact
with news reporters and editors in an effort to
build collaborative, mutual beneficial relationships.
Departments seeking publicity for events or activities
must contact the Communications Department as soon
as possible to ensure the best media coverage of their
activities. Departments should not initiate news media
contacts without approval from the Communications
Manager (unless otherwise specified in this policy).
INFORMATION DISTRIBUTION
For ongoing city initiatives or issues of interest
to residents, the Communications Manager or
Communications Specialist should be consulted in
a timely manner (preferable two weeks in advance
or two months in advance for newsletter articles) to
determine the appropriate channel for distribution of
information – stand-alone news release, news update
item, newsletter item, social media item. The City
Manager and Department Head(s) may be consulted as
well, depending on the nature of the item.
For more critical items, news releases shall be prepared
by the Communications Manager, with input from
the subject matter expert. Draft releases will then be
routed to the City Manager, and in some instances, the
appropriate Department Head(s) based on subject matter,
for review and approval before release to the media.
EXCEPTIONS
The roles, responsibilities, and protocols that guide
the city in distributing information during a crisis or
emergency are detailed in the Crisis and Emergency
Communications Plan, found as an addendum to the
Strategic Communications Plan.
FORMAT
All official city news releases and media advisories will
use standard City of Roseville news update formatting
and follow city news release distribution procedures.
News releases should include the name and telephone
number of a designated spokesperson to contact for
additional information.
CITY COUNCIL NOTIFICATION
News releases of special interest or that contain
controversial or sensitive materials and/or are matters
relating to public safety should be distributed to the
City Council prior to release to the media.
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GUIDELINES FOR RELEASE OF INFORMATION
Request for information related to litigation,
personnel, elections, or sensitive or controversial
issues shall immediately be referred to the City
Manager. This information includes, but is not
limited to, items such as:
•
•
•
•

Request for private employee data;
Employee disciplinary actions;
City Council closed sessions;
Matters related to internal and external
security and work products of the City
Attorney’s Office;
• Draft correspondence or documents;
• Records pertaining to litigation to which
the city is a party;
• Elections
The Assistant City Manager in cooperation with
the Communications staff shall review any Data
Practice requests from the media prior to the
request being directed to the Deputy City Clerk
for processing.
ERRORS IN REPORTING BY THE MEDIA
Reporting errors should be brought to the
attention of the Communications staff. The
Communications staff, in conjunction with
the City Manager, Assistant City Manager, or
Department Head, will determine whether a
factual correction should be requested. The City
Manager, Assistant City Manager or appropriate
Department Head shall be notified of any errors
in reporting that have been requested for
correction.

Interviews
News reporters and other media representatives should
be advised that requests to interview and/or videotape or
photograph city staff or city officials shall be directed to the
Communications Manager.
The following protocols apply to Designated Media
Liaisons for media interviews and requests:
• Media inquiries should be responded to in a timely
manner in the spirit of cooperation and collaboration.
• Media deadlines and expectations should be respected.
However, if it is not possible to meet a media deadline,
the spokesperson shall work with the Communications
Manager to set a timeline that is achievable.
• Spokespersons shall consult and coordinate with
the Communications Manager to ensure adequate
preparation for the interview.
• Spokespersons should avoid personal comment or
speculation about decisions, policy or issues made by
of the City Council, City Manager, a Commission or an
Advisory Board.
• Spokespersons shall stick to the interview topic and
facts and avoid speculation and commentary.
• Spokespersons should be open, honest and cooperative.
• Spokespersons shall avoid answering a question with
“no comment.”
• There is no such thing as “off the record.” Spokespersons
should expect all comments to become part of the
public record. A spokesperson should not make a
comment to the media for which they are unwilling to
be attributed. If a spokesperson is unsure how to answer
a question, they should inform the media representative
that the city will follow up with a response when
possible.
• Spokespersons should not provide private personnel
information or comment about pending or ongoing
litigation or election issues.
• The Communications Manager shall be notified of any
inaccurate quotations relating to the interview so that
an appropriate response can be determined.

PRESS CONFERENCES
• For press conferences, media briefings and
media events, the spokesperson is most
often the Mayor, City Manager, or a Public
Safety Officer.
• A Department Head may request a city
press conference, media briefing and/
or media event to promote a city project,
program or initiative. The City Manager
will determine whether a press event is warranted.
• The Communications Manager, outside of emergencies or crisis incidents, will arrange all press conferences.
A Media Advisory will be sent to the media contacts that includes all details of the press event.
• The city’s Communications Manager will coordinate the staging of the press conference area and inform the
media and spokesperson where to assemble.
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VI. Crisis and Emergency Communications Plan

A

crisis communication plan that is integrated with the emergency management or operations plan is a vital
component of emergency preparedness and response. Keeping residents and staff informed through clear and
accessible communication is one of the most important elements of city government during a crisis or emergency.
The City of Roseville Crisis Communication Plan provides the framework for the coordination of communications
with residents, among staff and the media.
PURPOSE
The City of Roseville Crisis Communication Plan is a set of
best practice policies and procedures for the coordination of
communications with residents, within the organization and
between the city and any applicable outside agencies in the
event of an emergency or crisis issue.
This plan addresses communications issues and
media relations. It also includes procedures for the rapid
assessment of potential situations and the methods for
responding to these situations quickly and effectively.
GOAL
The goal of the Crisis Communication Plan is to provide
a strategic guide for distributing information in the time of
an emergency. It is designed to ensure that staff are familiar
with those procedures and their roles in the event of a crisis.
THE PLAN
• Identifies the Crisis Communications Team
• Defines the roles and responsibilities of the team
members
• Prescribes the actions to be taken during a crisis or
emergency event
• Delineates points of contact and available resources
• Indicates necessary emergency equipment and
supplies
WHAT IS A CRISIS?
A crisis can develop on a number of fronts for a city and
may include anything from a natural disaster or humancaused emergency to a “self-inflicted” crisis created by the
action(s), or inaction, of staff or city officials. In short, a crisis
is an unexpected and threatening event that requires an

immediate response. The objective of communication under
these circumstances must be to help reduce and contain the
harm by communication that uses proper content, form and
timing.
WHAT TYPES OF CRISIS?
The number and type of crises the City of Roseville may
encounter are numerous. However, some events are more
likely than others, including certain types of natural disasters,
human-caused disasters/emergencies, and self-inflicted
crisis. Please refer to standard messaging templates for these
scenarios developed by city Communications staff.
Natural Disasters
• Severe weather – heavy rain/flooding or high wind
• Tornado
• Winter storm or ice event
Emergencies
• Highway/road incident with prolonged closure
• Utility outage – gas main rupture, electrical outage,
water system impairment
• Hazardous materials incident
• Significant fire – commercial building, fuel tank, rail,
high-density apartment
• Protest/civil disturbance
• Active shooter/hostile incident
Internal Incidents
• Work-related misconduct (misappropriation of funds,
moral conduct/inappropriate behavior)
• Staff negligence or malpractice
• Use of force

Crisis Communication Team
The composition of the City of
Roseville crisis communications
team may vary depending
on the size and nature of the
crisis. The team will generally
include representatives
from administration,
communications, operations
and subject matter experts.

City Manager
Assistant City Manager
Communications Manager
Communications Specialist
Emergency Manager
Police Public Information Officer
City Attorney/Legal Council

Department Heads
Fire
Police
Community Development
Finance
Parks and Recreation
Public Works
IT Lead

See City of Roseville Crisis and Communication Plan for team roles and contact information.
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Crisis Communication Guide
1.

In the event of a major crisis or emergency, the City Manager, or in his/her absence the Assistant City Manager,
must be contacted. In consultation with the Communications Manager, the level of crisis will be determined
and the appropriate action taken.
2. The City Manager will assemble the appropriate members of the Crisis Communication Team and determine a
spokesperson, if necessary.
3. Procedures for notification of city council, mayor and city staff should be discussed and implemented as
necessary.
4. Communications staff will begin process of updating messages.
5. In most crises requiring media notification, a news release and “quick facts” sheet, utilizing messaging
templates, will be finalized as soon as possible, ideally within one hour of notification. An update to the city
website and posts to social media sites will also be considered. Website and social media posts should provide
the same basic information as the news release. If deemed necessary, video can be taken and uploaded to
social media channels such as Facebook and YouTube. YouTube video can also be embedded into city website
news updates. Lastly, a press conference may be scheduled at this time to provide the media and public with
additional information. All inquiries for updates should be directed to the city website.
6. If potential legal ramifications exist, legal counsel may be sought before finalizing any statement.
7. Staff will secure documents for data practices/record retention.
8. Communication staff and others designated by the City Manager will field calls. Media calls shall be assigned
to Communications staff. Communication staff will be responsible for monitoring and responding to online
comments and emails.
9. Media inquiries shall be documented and tracked for resolution.
10. Calls from the public and the media should be documented, including time, length of call, name of caller,
nature of the inquiry and if the problem was resolved, or where the caller was directed.
11. The Communications Manager or Communications Specialist shall begin work on collecting more information
for a second, follow-up news release.
12. The Crisis Communications team should use any available time to review the Crisis Communication Plan and
discuss the best messages and strategies for keeping individuals safe. Reputation and image management
messaging should also be considered, depending on the severity of the crisis and progress toward a resolution.

The Crisis Communication Plan
Step 1: Verify the Situation
Step 2: Conduct Notifications and Convene Crisis
Communications Team
Step 3: Conduct Crisis Assessment and Activate Appropriate
Crisis Plan
Step 4: Organize Assignments Quickly
Step 5: Prepare Information
Step 6: Release Information through Prearranged Channels
Step 7: Monitor Events
Step 8: Obtain Feedback and Conduct Crisis Evaluation
Be Right, Be First, Be Credible
These characteristics are critical during the first 24 to
48 hours of an emergency. Planning for the initial phase
is vital because this phase can influence the subsequent
development of the crisis. The initial phase will be triggered
either by an organization’s identification of an unfolding
event as a potential crisis or by intense media inquiry that is
expected to be sustained for an indefinite amount of time.
This phase is marked by the need for a quick assessment.
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Be First: Crises are time-sensitive. Communicating accurate
information quickly is important. For members of the public,
the first source of information often becomes the preferred
source.
Be Right: Accuracy establishes credibility. Information can
include what is known, what is not known and what is being
done to fill in the gaps.
Be Credible: Honesty and truthfulness should not be
compromised during crises.
Express Empathy: Crises create harm, and the suffering
should be acknowledged in words. Addressing what people
are feeling and the challenges they face, builds trust and
rapport.
Promote Action: Giving people meaningful things to do
calms anxiety, helps restore order and promotes a restored
sense of control.
Show Respect: Respectful communication is particularly
important when people feel vulnerable. Respectful
communication promotes cooperation and rapport.
Stay Organized: Keep notes throughout the crisis.
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STEP 1

STEP 4

Verify the Crisis Situation and Assess its Level

Organize Assignments Quickly

The first step is to determine what has happened (what,
when, who, how, why), by identifying as many facts as
possible:
• WHAT happened?
• WHERE did it happen?
• WHEN did it happen?
• WHO is involved?
• HOW did it happen?
• WHAT is currently being done?

It is imperative that an assessment of the situation be
made as quickly and as accurately as possible in order
to facility communication with residents, stakeholders
and the media.

STEP 5
Initial Media Response and Communication

When collecting the data consider the following:
• Do we have all the facts?
• What other information do you need to put the
event into perspective?
• Has the situation been confirmed?
• Was your information source(s) credible?
• Is information consistent from several sources?

Assembling the facts is a priority. The best ways to
satisfy the public’s and the media’s need for information
is to control the flow of information while establishing
the City of Roseville as a credible information source.
Do not give in to pressure to confirm or release
information before it is confirmed by the Emergency
Operation Center.
Release information as appropriate, but be honest if
the city is still gathering information.

STEP 2

STEP 6

Notification and Coordination

Get Information Out as Early as Possible

Once the crisis has been verified, appropriate members
of the Crisis Communication Team should be notified
immediately. The notification message should only
contain information that has been verified.
Based on risk analysis, if we anticipate that the event
will produce intense media and public interest, this
opinion should be shared with those being notified. If
the event has potential to grow, that information should
be shared as well.
Wider city staff notifications should be discussed and
initiated as necessary.

STEP 3
Evaluate Required Response

Perform an initial evaluation of the situation to help
plan the level of public information and media response
that will be required as soon as possible. The following
questions should be considered:
• Is the event acute?
• Is the event evolving?
• Is the event a legitimate public health emergency
requiring swift and widespread public education to
prevent further morbidity and mortality?
• Is this the first, worst, biggest, etc.?
• Is the interest generated because of the event’s
novelty or is it a legitimate public health concern?
• Does the event involve children or special
populations?
• Is there a product, service, or industry potentially
involved?
• Is there, or will there be, an ongoing criminal
investigation?

It is important, particularly with regard to disasters,
to give the public some idea of the kinds of plans and
procedures the city is formulating to manage the crisis
and where to access additional information. Credibility
often relates to the speed at which the city appears to
be involved in the recovery and response, the accuracy
of the information provided, and the level of openness,
empathy, and determination manage the crisis.
NEWS RELEASE/PUBLIC COMMUNICATION
The initial news release will describe what happened,
where it happened, when it happened, who is involved,
how it happened and what is currently being done.
City Communications staff will have pre-prepared news
releases to cover a number of potential scenarios so that
information can be disseminated as quickly as possible.
MEDIA SPOKESPERSON
Depending on the crisis, a media spokesperson may
be required. For most crises, the most appropriate
spokesperson will be the City Manager, unless the
City Manager and Communications Manager decide
to designate an alternate spokesperson to make the
message more relevant or credible. The Mayor should
also be kept in the loop. It may be appropriate for the
public to hear from the Mayor.
The spokesperson will be the face of the City of
Roseville to the public. Prior to any public statements,
the spokesperson should be briefed and prepared with
specific, relevant talking points. The spokesperson should
also be provided with answers to probable questions.
The Communications Manager or Communications
Specialist will discuss with the spokesperson the most
likely questions that will be asked.
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CITY WEBSITE
Keeping information front-and-center on the city
website is critical. This is often the first place people will
look. During the crisis:
• The website should be immediately updated with
an Alert Banner and the initial news release on the
home page.
• The image sliders should be replaced with one static
image or message pertaining to the crisis.
• The online news release should be updated
regularly and other non-crisis related news updates
should not replace it.
CITY E-NEWS EMAIL/SMS
In addition to the city website, the city’s News
Update email notification system should be utilized
to disseminate the news release and all subsequent
updates.
SOCIAL MEDIA
The city’s social media sites, specifically Nextdoor,
Facebook and Twitter, have proved to be a powerful
way to distribute information and should be utilized to
further circulate the news release. All postings should
include links back to the original news release on the
city website.
In addition to general postings, placing paid ads and
boosting posts should be considered. These alternatives
have the potential to greatly increase reach.

STEP 7
Media Monitoring

If possible, at least one individual should be dedicated
to monitoring media and social media reports about
the crisis. This monitoring should include:
• Television and radio reports
• News website monitoring
• Google news searches with keywords (i.e. Roseville)
• Social media monitoring, including emerging
hashtags and trends
A monitoring report should be generated regularly
and provided to the Communications Manager. The
monitoring report should including elements such as
time, nature of the report or message(s), and where the
information was published.
FOLLOW-UP NEWS RELEASE(S)
As the crisis evolves, and before facing the media again,
prepare answers to the following frequently asked
questions about safety. The city’s messaging should
answer the following questions for individuals:
• Am I safe?
• How can I protect my family?
• What have you found out that my family and I
should know about?
• Who or what caused this problem?
• Can you fix it?
• When will it be fixed?
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OTHER MESSAGING CONSIDERATIONS:
• Who is in charge?
• How are those who got hurt getting help?
• Is this thing being contained?
• What can we expect?
• What should we do?
• Why did this happen? (Don’t speculate. Repeat the
facts of the event, describe the data collection effort,
and describe treatment from fact sheets.)
• Did you know ahead of time that this might
happen?
• Why wasn’t this kept from happening (again)?
• What else can go wrong?
• When did you begin working on this (were notified
of this, determined this)?
• What does this information mean?
• What bad things aren’t you telling us? (Don’t forget
the good.)
• What resources are available for the public?

STEP 8
Closure

When the crisis is determined to be over or nearing an
end, drafting a final statement and news release should
be considered.
EVALUATION
As soon as practical following the crisis, conduct an
evaluation of the Crisis Communication Team’s response.
Get direct feedback from key audiences. Assess what
is being reported in the media and on social media
sites. This will allow messages to be adjusted in order to
address deficiencies or correct problems.
TO AID THE EVALUATION PROCESS:
• Keep notes during the initial phase of the crisis.
• Identify the needs of special audiences, including
any special-needs populations or underrepresented
groups.
• Compile and analyze comments and criticisms
from various audiences, partners, agencies and
stakeholders.
• Gather and analyze media coverage and online
activity.
• Conduct an immediate review of what happened,
what went right, and what went wrong to capture
lessons learned.
• Determine the need for any changes to the crisis
communication plan.
• Determine if there is a need to improve policies and
processes.
• Incorporate changes with appropriate training into
the organization.
• Revise crisis plan policies and procedures based on
lessons learned.
• Develop a “Strengths, Weaknesses, Opportunities, and
Threats” report on the crisis communication operation.
• Report results to City Manager.
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Holding Statements
The following are suggested responses for the media that give the time necessary to collect the facts:
• “We’ve just learned about the situation and are trying to get more complete information right now.”
• “All of our efforts are directed at bringing the situation under control. I’m not able to speculate about the
cause of the incident at this time.”
• “I’m not the authority on this subject. Let me have [name of authority] call you back.”
• “We’re preparing a statement on that now. Can I send it in about [appropriate length of time]?”
• “We will be holding a news conference as soon as we have a better handle on the situation. Can I follow up
with you on that when I have more details?”

News Conference Guidelines

Media Relations Reminders

1.

When notifing the media of a news conference or
1. Always return media calls.
media availability, be sure to define what kind of
2. Communicate with the media -- talk to them as
well as listen to them. During crisis time, you may
event you are having. News conferences are held
to announce something for the first time. Press
learn a great deal from the media that can be
useful to you in further dealing with the crisis.
availabilities are held simply to make individuals
available to answer questions or demonstrate
3. Avoid antagonizing the media. A short tone
something.
at a press conference, during a phone call, or
2. Don’t call unnecessary news conferences/
elsewhere can affect your future relationship with
an individual or other media who may hear the
availabilities. If it’s not worth their time, the media
conversation.
will only be angered.
3. If holding a news conference, try to tell media
4. Consider how information you release to
in advance some details of what you will be
media may affect other agencies, businesses or
announcing.
individuals. If you say things that may result in
4. Gauge the size of your crowd carefully when
media calling other agencies, call those agencies
reserving a room; better to have too much than
first to warn them of impending calls.
too little space. Make sure microphones, chairs,
5. When talking to the media, be sure to give credit to
lighting and water are in place at least 30 minutes
other agencies, groups or individuals working on
prior to the event.
the crisis, including your own staff.
5. Decide format in advance -- who will introduce
6. Try to be pro-active with new information. Even
speakers, who decides when question/answer
those things may be frantic; if you acquire new
period ends and other details.
information regarding the crisis, reach out to the
media.
6. Decide in advance whether handouts are needed.
If speaker is giving a talk for which there is a text,
7. Be honest. Don’t make false or misleading
you may want to wait and hand out material after
statements.
the talk so media will stay and listen.
Record Retention in an Emergency
However, it’s advisable to tell the media
In an emergency, the city will retain documents in accordance
you will provide a text of the speech so
with the city’s record retention schedule, with special attention
they are not irritated by having to take
to the following:
unnecessary notes.
7. Consider whether you need to let other
Correspondence General............................................................. 3 years
organizations and agencies know you are
Correspondence Historical..................................................Permanent
having a news conference. (We may wish
Correspondence Messages.................................................... Until read
to invite others to attend or participate)
Maintenance Records – property.............................................. 3 years
8. The Communications Manager will be
Notice of meeting (special meetings)...................................... 6 years
tasked with maintaining control of the
Policies and procedures............................................Until superseded
news conference and will decide where
Proclamations .................................................................................... 1 year
cameras are set up and who sits where.
Meeting Recordings (non-closed)
9. Plan the length of the news conference
............................................................3 month after minutes approved
and what will be covered
Meeting Recording (closed)................... Varies dependent of topic
10. Consider the time of the news conference.
Special committee reports...................................................Permanent
To make the noon, 6 p.m. or 10 p.m. news,
OSHA employee exposures......................30 years after separation
you need to allow time for crews to travel
Payroll reports/Timesheets (overtime).................................... 6 years
and edit reports.
Billing Statements/expenses....................................................... 4 years

City of Roseville | Strategic Communications Plan < 25

Attachment A

VII. Style Guide

A

style guide is a valuable tool to establish and reinforce a city’s image and reputation. It sets the key elements a city
will use to consistently define and brand itself. It sets the graphic standards for print and social media and video
and audio production and ensures a consistent look and quality. When publications, websites, social media and
audiovisuals follow a consistent set of guidelines, it enables external audiences to easily identify city programs and
services. It ensures a quality standard that can enhance the city’s image. The ultimate goal of a style guide is to create a family
look for publications that helps facilitate better awareness and understanding of city services and programs.
The City of Roseville is service-driven organization that
strives to provide an exceptional quality of life for its
residents, businesses and visitors. The city provides citizens
with public safety services, a well-maintained infrastructure,
attractive parks, abundant recreational opportunities, and
planning, zoning and code enforcement services that uphold
community standards.
MISSION STATEMENT
To provide ethical, efficient, and responsive local
government, in support of community aspirations, guided
by policies of the City Council, and implemented by
professional staff, to ensure that Roseville remains strong,
vibrant, and sustainable for current and future generations.
COMMUNITY ASPIRATIONS
As a community, we aspire to be:
• Welcoming, inclusive, and respectful
• Safe and law-abiding
• Economically prosperous, with a stable and broad tax
base
• Secure in our diverse and quality housing and
neighborhoods
• Environmentally responsible, with well-maintained
natural assets
• Physically and mentally active and healthy
• Well-connected through transportation and technology
infrastructure
• Engaged in our community’s success as citizens,
neighbors, volunteers, leaders, and businesspeople
INCLUSION AND RESPECT STATEMENT
The City of Roseville strives to be a welcoming and inclusive
place for all. We are committed to promoting respectful
conduct, equitable service, and diversity in our community.
We condemn discrimination by or against residents, visitors,
workers, city employees or city businesses. In all that we do
as a city government, we pledge to treat everyone fairly,
respectfully, and without bias, regardless of their color,
creed, religion, national origin, gender, marital status, familial
status, immigration status, sexual orientation, age, income,
or disability.
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USE OF THE CITY OF ROSEVILLE NAME
Use the “City of Roseville” as the first reference in all
materials. Subsequent references can be Roseville or the city.
In reference to departments, the first reference includes the
full name of the department (Roseville Parks and Recreation
Department). Subsequent references may be to the
department or a colloquialism (Parks and Recreation). Please
refrain from using the ampersand or & symbol.

Logo Usage
CITY OF ROSEVILLE LOGO
The logo is the city’s prime identifier and is to be used
consistently. Include the City of Roseville logo on all city
publications, including publications in collaboration with
other entities.
The preferred City of Roseville Logo is the Black with the
Red rose version on a white or light background. Reverse
or alternate version are permitted for black backgrounds or
single-color usages.
The other acceptable use of the logo includes the state
identifier.

City of

Minnesota, USA
To download Roseville’s logo in jpeg format, visit Roseville Logos
and Images in the left column of the home page of the intranet
site.
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ALTERNATE LOGO
In rare circumstances, the Roseville Rose may be used as
a stand-alone secondary mark.

PROHIBITED USE
All versions of the City of Roseville Logo should be used
accurately, consistently and in compliance with city
guidelines. The following are examples of misuse of
the logo. Diversions from prohibited use rules may be
considered under special circumstances. Please see the
Communications staff if you have questions.

Never change the colors of the logo

DEPARTMENT LOGOS
Department logos are discouraged. The City of Roseville
logo should be used in most circumstances. Approved
department logos may be used alone with the city logo
represented on the same piece or along side the city
logo. Departments may also use the city logo with their
office name to the right in Raleway font. Example below.

Never rotate or slant the logo

Public Works

Never alter the tint or shade of the logo

Incorrect Usage
Never alter the scale the logo

MINIMUM SIZE
The minimum width of the city logo is 1” for print, or 72
pixels for web usage.

Never skew or sheer the logo

Color Standards
1.0” print
72 px web

CLEAR SPACE
When combinde with or near text, the city logo should
have clear space surrounding the logo and never be
crowded.

Lorem ipsum dolor
sit amet, consectetur
adipiscing elit, sed do
eiusmod tempor

The City of Roseville logo is a two-color graphic and is
the preferred version to be used whenever possible in
printed communication materials, including marketing
and communications collateral, direct mail, advertising
and promotional materials.
COLOR DEFINITIONS
The colors of the City of Roseville are Red (PMS 186C)
and Black. When color is not available, the logo should
appear in 100% Black. Reverse options of the logo are
available for printing on dark backgrounds. In these
instances the logo used should be Red (PMS 186C) and
White.
Roseville Red

Black

Pantone 186C

Pantone n/a

White
Pantone n/a

CMYK

C12 M100 Y91 K3

CMYK

C0 M0 Y0 K100

CMYK

C0 M0 Y0 K0

RGB

R207 G16 B45

RGB

R0 G0 B0

RGB

R255 G255 B255

Hex

cf102d

Hex

000000

Hex

FFFFFF

Lorem ipsum
dolor sit amet,
consectetur
adipiscing elit,
sed do eiusmod
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Additional Color Standards

Typography

The color palette for the
City of Roseville website
includes primary hues of
blue, green, maroon and,
of course, Roseville Red.
Secondary colors include
purple, tan and maroon. All
colors should be used in
their standard 100% format
and may be used for both
online and printed design
work. A good example of
the color scheme in printed
format can be found in the
city’s newsletter.

Regulated typography is a powerful tool used to
support Roseville’s brand and should be used in all
forms of visual communication to maintain consistency.
FONTS
The city uses several fonts depending upon medium.
Times New Roman is the preferred font for letters. The
Outlook default font Calibri is fine for emails.
The cityofroseville.com website uses two fonts.
Raleway is used as the headline font, while Arial is
the base or body font. These fonts are also preferred
for use in flyers, posters and other forms of visual
communication.

Roseville Red

Blue

Pantone 186C

Pantone 534C

Green

CMYK

C12 M100 Y91 K3

CMYK

C98 M85 Y36 K27 CMYK

C82 M33 Y77 K21

RGB

R207 G16 B45

RGB

R28 G53 B94

RGB

R43 G112 B81

Hex

cf102d

Hex

1c355e

Hex

2b7051

Pantone 555C

Times New Roman
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqustuvwxyz1234567890
Calibri
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqustuvwxyz1234567890
Arial
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqustuvwxyz1234567890
Arial Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqustuvwxyz1234567890

Maroon

Purple

Tan

Pantone 1815C

Pantone 666C

Pantone 454C

CMYK

C31 M92 Y81 K36

CMYK

C39 M42 Y13 K0

CMYK

C21 M18 Y36 K0

RGB

R128 G38 B44

RGB

R162 G146 B179

RGB

R205 G197 B167

Hex

802629

Hex

a292b3

Hex

cdc5a7

Raleway
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqustuvwxyz1234567890
Raleway Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqustuvwxyz1234567890
LETTERHEAD, ENVELOPES AND BUSINESS CARDS
Letterhead, envelopes and business cards are available
from the Administration Department. Contact
Administration for printed or electronic versions.

Garry Bowman
Communications Manager
2660 Civic Center Drive
Roseville, MN 55113
www.cityofroseville.com
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Phone: 651-792-7027
Fax: 651-732-7020
garry.bowman@cityofrosville.com
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Editing Style

Templates

Well-written, grammatically correct communications
is the cornerstone to professionalism and is vital to
anything distributed by the City of Roseville.
To ensure quality work, Communications Staff will
review letters, flyers, posters, newsletters, webpages
and other communications prior to printing or posting.
Many social media platforms are less rigorous in
grammatical standards, but accuracy and clarity are
necessary components of any post.

CITY COUNCIL/COMMISSION AGENDAS AND PACKETS
City Council and Commission agendas and packets
are created through the city’s website, which includes
a standard template and appropriate default fonts. If
you have questions about creating an online agenda or
packet consult with the Communications staff.

Brochures, Flyers and Posters
The design should foster efficient and effective
understanding with a clear hierarchy of information,
related items and visual interest.
When creating a document consider hierarchy that
establishes a structure of visual importance. Use visual
elements in fonts, size, color and space to create a
consistent look.
For most artwork, fonts should be limited to the
city’s approved list to maintain a consistent look and
message. Occassionally, some design work may call for
use of additional fonts. Please see the Communications
staff for further guidance.
Limit font choices to two (preferred) or three fonts.
Contrast varying weights or size to create hierarchy.
Use color to establish meaning and hierarchy. Limit
color choices to five or fewer hues, with two or three
as main colors. Use different shades or tints of more
distinction is needed.
Avoid the use of clipart. Instead, incorporate content
appropriate images. For assistance locating images,
please consult with the Communications staff.

REQUEST FOR COUNCIL ACTION
A standard template for creating an agenda item or
Request for Council Action (RCA) can be found in the
Administration Document Library on the city’s intranet
site in the Council Forms folder. For questions regarding
creation of RCAs, contact Assistant City Manager
Rebecca Olson at 2-7446.
POWERPOINT TEMPLATE
The city’s approved PowerPoint template is available
in the Administration Document Library on the city’s
intranet site. For questions about using this template
contact Garry Bowman at 2-7027.

Email Signatures
Email signatures should include an employee’s name,
title, city logo and address, phone number and
confidentiality statement. Active marketing helps to
build the city’s brand. Staff are encouraged to include
links to the city’s social media in their email signature
line.

City of Roseville | Strategic Communications Plan < 29

Attachment A

Attachment B

STRATEGIC COMMUNICATIONS ACTION PLAN
GOAL

1

CLEAR, ACCURATE & RELEVANT: Ensure that clear, accurate and relevant communications regarding city operations and programs
are available to all persons in the community.
ACTION STEP
DESCRIPTIONS

PARTY / DEPT
RESPONSIBLE

Update the city’s website
to communicate
effectively on the platform
users prefer (mobile,
desktop, tablet, etc.)

Communications

Conduct a comprehensive
review of all city social
media accounts for usage,
timeliness and suitability

Communications
Other city
departments

Maintain a frequently
updated, best-in-class,
website.

Communications

Develop and implement a
set of best practices for
engagement

HRIEC
Communications

Timeline

RESOURCES
REQUIRED ( staff,
tech, etc. )

Short-term
2020

Staff time (RFP)
Website redesign ($)

Short-term
2019-2020

Analytics, staff time,
cross department
collaboration

On-going

Long-term
On-going

DESIRED OUTCOME

Update

Ensure users are able
to access information
easily & quickly,
compliance with
ADA & WCAG, and
positive user
experiences
Optimize the city’s
social media profiles
& strategies.

Remain current with
Plan for resources ($) accessibility and
for on-going redesign user expectations as
technology changes
Staff time
Communication
Training ($), Outside
efforts reach more
groups, cross
under-engaged
department
populations
collaboration

HRIEC currently
working on
template
document
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STRATEGIC COMMUNICATIONS ACTION PLAN
GOAL

2

EFFICIENT & EFFECTIVE: Ensure that resources put towards communications are utilized in the most cost-efficient, effective and
productive manner.
ACTION STEP
DESCRIPTIONS

PARTY / DEPT
RESPONSIBLE

Review strategies for
broadcasting City Council
and Commission
meetings

Communications
City Manager
City Council
Finance Commission

Produce an annual social
media report based on
analytics

Conduct an
inventory/audit of all city
printed collateral
including cost-value
analysis

Communications

Communications
Other city
departments

Timeline

RESOURCES
REQUIRED ( staff,
tech, etc. )

City resources are
utilized in a costeffective, efficient &
productive manner

Short-term
2020

Short-term
On-going
2020

Short-term
2020

DESIRED OUTCOME

Staff time
Analytic tracking

Identify trends, track
and improve
performance on city
social media
accounts

Staff time

Recognize where
resources are being
focused and the
impact they are
having

Update
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STRATEGIC COMMUNICATIONS ACTION PLAN
GOAL

3

TRUSTED, RESPONSIVE, INNOVATIVE & INCLUSIVE: Ensure the City of Roseville is recognized as a trusted, responsive,
innovative and inclusive local government.
ACTION STEP
DESCRIPTIONS
Continue to develop best
practices, on-going habits
and behaviors driving
people to city
communication channels
Establish a social media
brand voice
Develop data-driven
branding plan, including a
refresh of a brand identity

PARTY / DEPT
RESPONSIBLE

Timeline

Communications

Short-term
On-going

Communications

Short-term
2020

Communications
City Manager
City Council

Identify communication
methods (i.e. platforms,
locations, media) to reach
under-engaged populations

HRIEC
Communications

Employ efforts to determine
most commonly used
platforms for specific target
audiences & continue to
explore emerging platforms
& strategies

Communications

Long-term
2020-2025

Long-term
On-going

Long-term
On-going

RESOURCES
REQUIRED ( staff,
tech, etc. )
Staff time, Training

Staff time,
Training
Branding
Consultant ($)
Updating collateral
($)
Outreach
(staff/volunteer
time & $)

DESIRED OUTCOME
Establishes the city’s
communication channels
as the preferred & best
source for accurate
information
Bring consistency across
communications
platforms & channels
Define a brand strategy to
distinguish the City for
economic development,
communications &
engagement
Ensure the City is
reaching &
communicating with all
Use communication
platforms that best
expand & improve public
outreach, transparency,
information access and
two-way dialogue with
residents.

Update
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STRATEGIC COMMUNICATIONS ACTION PLAN
GOAL

4

CIVIC ENGAGEMENT MINDED: Encourage and inspire community participation, volunteerism, and mutual respect by implementing
communication tools that support city goals and priorities.
ACTION STEP
DESCRIPTIONS
Develop and use focus
groups and/or survey
research data on
perception of the city
Promote the use of
existing electronic
communication tools
(website, email, social
media)
Identify opportunities to
engage citizens & increase
participation, awareness
and understanding of city
processes, policies and
priorities
Discover, develop &
expand communication &
outreach strategies that
reach targeted audiences

PARTY / DEPT
RESPONSIBLE
City Manager
Asst. City Mgr
Communications

Communications

HRIEC
Other city
commissions
Communications
City Council
Communications
City Commissions
City Manager
City Council
Other Departments

Timeline

RESOURCES
REQUIRED ( staff,
tech, etc. )

DESIRED OUTCOME

Short-term
2020-2021

Survey firm ($)
Staff time
Consultant for
focus groups ($)

Define current perception
of Roseville governance &
how it aligns with
community aspirations

On-going

On-going

On-going

Staff time

Volunteer & staff
time

Training ($)
Staff time
Outreach &
Engagement
Resources ($)

Increase public
awareness,
participation, and
engagement

Roseville’s residents
state they feel welcome
in the community

Foster inclusive civic
engagement and
participation

Update
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STRATEGIC COMMUNICATIONS ACTION PLAN
GOAL

5

PREPARED FOR EMERGENCY INCIDENTS: Provide emergency incident information before, during, and after natural or man-made
disasters or major community events to effectively communicate with the City Council, staff, residents, businesses and the media.
ACTION STEP
DESCRIPTIONS
Enhance internal
procedures for
communication during
emergency situations

PARTY / DEPT
RESPONSIBLE

Communications
Emergency Mgmt.
City Manager

Educate residents &
businesses about incident
information resources
available during a crisis or
emergency

Communications

Prepare communication
strategies for emergencies
likely to affect the city

Communications
Assistant City
Manager

Timeline

Short-term
2019-2020

On-going

Short-term
2019

RESOURCES
REQUIRED ( staff,
tech, etc. )

Staff time
Training

Staff time

Staff time

DESIRED OUTCOME
Ensure staff are
equipped to manage
crisis situations that
builds trust among
residents, businesses, &
visitors

Update
Crisis
Communication
plan developed in
2019
Training planned
for 2020

Establishes the city
communication
channels as the trusted
and accurate source for
information

Ensure the city can
communicate promptly
in the event of a crisis or
emergency

Strategies and
communication
templates
developed in 2019

