WEST BRANCH

West Branch City Council
City Administrator’s Report
1/02/18

Pending Action Items:

The Wastewater Task Group had a strong Meeting on December 1%, The Meeting is on the Website.
Please take a look at it. Very promising non mechanical Technologies that can be married for West
Branch use and needs. The task-group also toured the Walcott Wastewater Treatment Facility (This
was also important to see because they also treat wastewater from two in-town Truck Washes. If
we consider a reuse process a Truck was maybe an option for a use of our affluent). Unfortunately,
due to weather related issues the trip to Stokie lllinois to tour the Gross-Wen technology
(highlighted in the City Administrator’s Report of 12/04/17). This technology is of particular interest
due to its Ecological Benefits(s), and Revenue Generating Potential. The task-group will be expected
to serve in an advisory role throughout the design, finance, and construction phases of the project.
The task-group will be reviewing several technologies including mechanical and non-mechanical
process. We are also investigating the use of solar panels on a future wastewater processing facility
to buy down the cost of power needed in the wastewater treatment process.

Report from the Desk of the City Administrator:
e Due to the holidays the following trash and recycling pickup schedule will be observed
Christmas week Saturday, December 30" and New Year’s week: Saturday, January 6, 2018.

e Please find Cubby Park Bid Documents on our City Website under News.

Follow up / Reminder Items:

e A Call for Service — The City has a number of vacant and term expirations in our Boards and
Commissions. Therefore the City is inviting citizens to volunteer their time to one of our
openings. These boards and commissions are aimed to be diverse in opinions and back
grounds. For details call 319-643-5888, ext. 10

e The International City / County Manager Association (ICMA) provided a great focus on issues
facing smaller communities. For this reason, | will be releasing several presentations that
were highlighted at this year’s conference. The topic this week is a continuation of a
presentation entitled, “Organizing a Premier Community”. Please see attachment 1 (Step
2). Step 1 was attached in the 12/04/17 City Administrator’s Report; Step 2 was attached in
the 12/18/17 City Administrator’s Report.

Events / Scheduled Meetings:
e The City Hall will be closed January 15™ in observation of Martin Luther King Jr National
Holiday.




Quote from the Organizing a Premier Community Presentation (part 2) is attached.
“The Strength of a Community Lies in the Hands and the Hearts of the
People Who Live There.

Attachment 1
ICMA Presentation
“Organizing a Premier Community”

Spread the Word

This step is about building public awareness and
interest for your Community Heart & Soul project. It's
alzo about involving new voices and demonstrating
transparency in your work. Crafting messages
carefully framed to reach diverse people can have

a surprising impact on how residents react to your
efforts. Before you start getting the word out,
assemble the tools, information, and people power
required to support communications.

Step 3 includes three tasks:
3.1 Set the stage
3.2 Prepare a communications plan

3.3 Build community awareness

Set the stage

TIONS resource and COMMUMNITY NETWORK

o The Foundation’s OUTREACH AND COMMUNICA-
ANALYSIS TOOL will help your team with this task.

Commumnity members will want to know the basics of the
project—the who, what, when, and where. Heart & Soul
communication goes further: it helps people understand
why the method will benefit them and their town. Heart &

Soul communications should exemplify our three princples:

Involve Everyone, Focus on What Matters, and Play the
Long Game. Mow 15 2 good time to review those principles
and determine how your communications plan will bring
them to life throughout the process.

Community engagement and partictpation 1s only successful
1f peaple know when to show up, why they should bother,
and that thetr partidpation matters. Heart & Soul needs

a communications plan and a destgnated team to carry it
out. Some members of the commumications team will come
from your Heart & Soul Team, while others, with particular
nterests and skills around communications, may come on
board for this purpose. Successful communication Tequires
a combination of skills in community organtzing, marketing
savvy, writing, graphic design, webstte and soctal media
development, and managing emal and address lists. It

can even call for the use of more than one language, whera
necessary, and an understanding of culturally appropriate
communication methods.

A communications plan should dearly establish:
1. Messages: what you will say
2. Andiences: to whom you will say it

3. Communication channels: what methods you
will use to deliver 1t

4. Messengers: who will deliver the messages

5. Measurement: how you will know that you
are successful

1. Messages. These are stmple talking points that
explain Heart & Soul 1n vanious ways. Team members
nead to be able to explatn the process tn the tme 1t
takes to get through a grocery store checkout line—on
a normal day, not the Wednesday before Thanksgting!
A few stmple messages must convey why Heart & Soul
1s tmportant, and such messages should be tatlored to
fit the audtence. For example, be sure to let the local
merchants on Main Street know how the project can
benefit thetr businesses.

Other messages include communicating who 1s mvolved,
who s paying for it, and how people can participate.



Practicing a grocery store checkout-line speech1s a

great activity for a Heart & Soul Team meeting so
members can danfy and refine the message and become
comfortable sharing 1t. Have team members practice
thetr answers with each other, and be sure to do some
role-playing. What would you say 1f you were talking to
ahigh school student, an elder, or a rancher? Would you
say something different to each? Roll your grocery cart
up to the checkout Iine to see why practicing is tmpor-
tamt (Figure 3). For more 1deas, see our [#] Chackout-

2. Audiences. These are the people whom you want to
reach with your messages. As you'll have learmed from
your network analysts, target groups might nclude:
home- owners, renters, business owners, volunteer and
civic organtzations, students, young worldng parents,
retirees and sentors, low-income residents, ethnac

Since Community Heart & Soul focuses on Increasing
the number and diversity of participants in planning,
pay careful attention to finding people who are not
typically part of the planming process and those who are
particularly tough to reach.

3. Communication channels. Thase are ways
to get the word out, such as local newspapers and radio
stattons, websites, ematl lists, hangouts around town,
bingo mghts, gatherings 1n homes, the post office (direct
mathings are pricey but effective), and the utility bl
{which can often include notices or fiyers). Make a list of
these opportunities and figure out which channels best
serve the different sorts of people and neighbor- hoods
that make up your town (Task 1.2: Understand commu-
nity networks). Learn how to use these channels most
effectively: what are the deadlines for placing 2 notice in
the paper, and who 15 the nght person to contact at the
radio statton? Ustng extsting cutlets 15 always easter than
Inventing new ones.

4. Messengers. Understand that some messengers are
better sutted to certain messages or certain audiences.
Here agatn, your Community Metwork Analysts will have
denttfied key people who can relay your message to spe-
ctfic groups. A good fmend or trusted colleague 15 often
the only person who can persuade a potential volunteer
to participate. Your team 15 a team of messengers, and
they all have at least one friend who s well connected
to a group of restdents you need to reach. If there 15 an
important group not represented on your team, work
to find a conmector who can engage that group. Make it
clear to team members that this 1s part of thetr job.

FIGURE 3: EXAMPLE CHECKOUT-LINE SPEECH

Team member with no practiced messages:

Team member with o ready-to-go message:

Meighbor named Hal:
Hi Morm, what's this Heart & Soul thing all abour,

amyway?

Team member named Norm:

Well, Hal, we're holding lots of meetings and talking
about stuff that's going on in our community. You
know, economic development, zoning regulations,
and comp plans and how to make them better. And
we think if everyone gets together and talks & lot we
can vision out for the future with better ways to do
things—a way to talk about the future, you know?

Meighbor named Hal:
Hey. is that cheese on sale? S5ee you later!

Meighbor named Hal:
Hi Morm, what's this Heart & Soul thing &ll about,

anyway?

Team member named Norm:

Glad you asked, Hal. We're trying to bring our
community together by talking about and identifying
what matters most to all of us. It's the heart and soul
of our town. We know our heart and soul will guide us
to make the best decisions for our future and what we
love about this place!

Meighbor named Hal:
Wow. can | do anything to support that vital work?

Team member named Norm:

Yes, you could join our team as a volunteer, and
we'd love to hear your thoughts on how to get your
neighborhood invohed.




5. Measurement. The best way to evaluate your
outreach efforts ts to ask a quick set of questions at
your events as part of a [#] Partictpant Survey Form.
Asking these questions conststently will help you to
understand which audtences you're reaching through
which channel(s), and to assess whether you're living up
to Heart & Soul Principle 1: Involve Everyone.

Here are some examples:
How did you hear about this event?
How old are you?
In which netghborhood do you hve?
How long have you Uved here?

« How would you describe your level of involvernent
with this project so far? (Response options: A lot,
Some, Mot much, A little bit, or I'm a first-timer.)

The true measure of success Hes in combining the
responses to these key questions. Let's say you host an
event, and you learn that 85 percent of the people there
hieard ahout the event via a poster at the coffee shop,
and theyre all ages 50-65, live in 2 nice netghborhood,
are longhime residents,s and have been very tnvalved 1n
the project so far. This tells you that you've got a very
committed group of people representing a reasonably
similar viewpoint. Every community effort needs this
core of committed people.

If, howaver, you learn that 50 percent of people heard
about the event via a sign at the entrance to the mobile
home comrmuntty, and your age groups, netghborhoods,
and level of involvernent are mare varted, you know that
youTe starting to cook with gas! The next time you plan
an event, you might consider adjusting your communica-
tions efforts to support this change tn representation.

In additton to helping you do a better job, gathering
such mformation makes your work more open, or
transparent. Partictpants who kmow what becomes of
the optnions and 1deas they offer are far more likely to
trust the process and the people assooated with 1t, and
to continue to partictpate. Bestdes, cur Heart & Soul
Principles promise that community members will be
asked thetr opintoms about what matters most, that thetr
optnions will be heard, and that thetr optnions will con-
tribute to decision maling down the line. Information
gathered and stuffed 1n a shoebox will not, we guarantee,
comtribute signtficantly to your town's future dectsions
and actions. This transparency and good record keeping
deltvers on our Prindple 3: Play the Long Game.

CREATE Your Heart & Soul Identity

Once you've identified the overall goals of your Heart
& Soul initative, you'll want to come up with a distinct
brand. A brand identifies your project as unigue.

It includes a name, and often an image or logo, but
dont over complicate this. Your town's name followed
by Heart & Soul works just fine. Include your project

name and logo in all of your communications efforts to
help residents easily identify your Heart & Soul project.

When people see the logo. they know that the fiyer,
ad, event, or document is connectad to this effort.
But branding is more than the consistent use of a

recognizable logo. Each of your community events and

all of your team members' interactions, whether with

individuals or organizations, become part of your brand,

or reputation. Your aim is to make those interactions
strengthen trust in your brand.

FIGURE 4: BRANDING EXAMPLES
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Prepare a communications plan

Mow for the nuts and bolts of communications and

outreach: Before Heart & Soul goes live, take the time to
prepare a communications plan (see [#] Communications.

and the means to manage and deliver them. The following
lists are a place to start, but our Chireachand Commumica.

the places to go for the real deal.

Elements of strong communications:

+  Project purpose—clarify what you are communicating
about with two to three key ideaz. What do you want to
accomplish with your Heart & Soul project?

+ Communications geals—What are you trying to ac-
complish with communications? Substantially increase
participation? Show people why Heart & Soul will

tiams Gaals Eallos Through sample)

«  Commumications team— These are dedicated
knowledgeable volunteers; some who have professional

+ Internal commumnications—How will you communi-
cate with key project partners and project teams about
meetings times, events, updates? How often?

+ Core messages and branding —Cevelop ey
meszages and a brand linked to Heart & Soul Principles
(see [#] Branding Brainstorm Tips)

+  Online presence —(Create and manage a wehsite, sodal

media profiles that indude announcements, regularly
updated information, interactive content and public ac-

+ Contact management—evize a way to manage
comtact information for hundreds of people; maintain-
ing Excel files may be the simplest approach.

+ Communications activities
Metwork Analysis Toeal resource
+ Summarize your town's media assets (see Chitmeach,

« [se traditional and non-traditional channels most
effectively {zee [# Publicity Work Plan sample)

» (Coordinate communications efforts with project
timeline—hawe a communications plan for each event
and milestone.

+ Communications budget
[7] 5arnple Commumications Budget.
+  Benchmarks of success {(evaluation)
« Choose measurement methods
= Set realistic targets (how many Facebook likes; how
many attendees at events)
= Save all press artidles, letters to the editor, media
interviews
» Azsesz which channels are working best

Pre-launch communication materials:
= FAQs (frequently asked questions) and their answers

»  Talking points for volunteers
(see [#] Talking Points Samples)
»  Procezs map or timeline as a simple diagram that

= Templates for newsletters, flyers, and posters
(see |¥] Graphic Design Tips)

Helpful communications materials:

= Commumications team's meeting notes

= Summary reports from activities, press releases and
artidles {see [#) Summary Report Sample)

= Advertisements (flyers, posters, mailers, newspaper ads)

= Presentations to provide project updates to cdubs, com-
mittees, elected offidals, and others

= Mewsletters (printed or digital)

Build community awareness

This task is about buillding awareness, interest, and good
will for your efforts by making a positive first impression—
and positive second, third, and fourth impressions. Building
awareness that leads to participation means building cred-
ihility and trust, and that means being honest and transpar-
ent in all of your dealingz. Residents need to hear about



the process, understand how it can benefit the community
and themszelves, experience what it iz like to be engaged in

a meaningful way, and, as a result, be eager to continue to
participate, Cne of the most important results of Fhase 1is
to have well-informed, engaged community members who
balieve that the Heart & Soul process is warthy of their time
and effort.

There are aoft-launch and hard-lannch approaches to
building awareness, Successful approaches, espadally for
organizations that are new to community engagerment, start
with easier and less risky preliminary (aoft-launch) activities,
which begin ta get the word out to build interest in a higher
profile (hard-launch) activity that will kdck off the Heart &
Soul process,

Examples of soft-launch activities include:
Go to regular gatherings of socdal and ssrvice dubs, the
local government, and non-profit committees and mak-
ing a pitch for the project. Give them reasons to care and
show them how Heart & Soul will benetit their work.

(zet a table or booth at local festivals, farmers" and caft
markets and set up an information station with some
creative activities.

Organize volunteers to meet with people one on one,
promote this impaortant work, ask questions, and leeen.

Porsnade a lacal establishmient to host a Heart 8 Soul
Happy Hour.

Enter the 4th of July or Mardi Gras parade.
Start a aocial media carnpaign.

Hard-launch activities ars usually big events such as a
community forum or surnmit, a celebration, or a gathering
of some kind that requires a major marketing effort. Such
events cornbine awareness-raising and information-sharing
activities along with more relationship-building activities
such as discussion groups. Keypad polling (s=e page 34)

cam be a great icebreaker that alao gives every person in the
room—even the shysst—a voice. Big kick-off eventa can

be expensive in hours and/or dollars, so get your maney's
worth: use a big kickoff event to alao get started on Phasze 2
Explore Your Community by gathering input from residents.

Biddeford, Maine
. ‘ﬁ--_

BIDDEFORD+SACO
SACO+BIDDEFORD

ON THE GROUND

MARKETING
BUILDS BRIDGES

In Biddeford, Maine. a Community Heart & Soul project
led to & master plan spelling out goals for the small city,
one of which was maore marketing. Biddeford looked

to neighbaring 5aco to do some regional marketing.
Before co-branding could happen it quickly became
clear that the two towns first had to contend with some
history.

Saco and Biddeford have a history of division and not
just by the Saco River that flows between them. The
divide dates back to the nineteenth century. Biddeford
wias a textile mill town and home to the people who
wiorked in the mills. 5aco was traditionally where the mill
owners and managers [ived. Time and circumstances
have eroded much of the divide, but when it came time
for co-branding, longstanding sensitivities surfaced.

“It always came up. Was it Biddeford and Saco or 5aco
and Biddeford?" said Delilah Poupore, executive director
& E«Dulpmjecr_"'l'here were feelings about that. There
were traditions about that.”

The solution: acknowledge the divide and mowe past it.
Here's how the brand statement summed it up: "We are
Biddefiord and Saco, Saco and Biddeford: one dynamic
place, no matter how you say it”
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