Schedule A: Communications & Community Engagement Strategy 2019-2022

The single biggest problem
with communication is the
illusion it has taken place.
~George Bernard-Shaw

Strategic Plan 2019-2022
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Seguin’s 3 Strategic Goals
Environmental
Leadership
Community
Prosperity
Exceptional
Community
Experience

Communications Guiding Principles…
Seguin Township’s Communications &
Community Engagement Strategy lays the
foundation for a strategic approach to
communications by incorporating the strategies
that formed the Strategic Plan 2019-2022.
Additionally, insights were gathered through a
Community Engagement Survey (Spring 2019)
which helped shape this strategy. This
document, and the action items outlined within,
will provide a mandate for staff and Council to
build relationships within our community and
beyond. It will guide the focus of our
communications, from the words we choose and
the tone & voice we use, in support of our
commitment to delivering an Exceptional
Community Experience.

The evolution of
COMMUNICATIONS
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Strategic

Tactical
1900’s
(Publicity
Seeking)
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1930/40’s
(Information
Disseminating)

1960/70’s
(Relationship
Management)

21st century
(Organizational
Positioning)

In the last 20 years, organizations have started to become concerned with ideas such as ‘corporate identity’,
‘corporate reputation’ and ‘corporate branding’, which emphasize the importance of linking communication to the
organization’s corporate strategy.
Social
theorganizations
landscape for municipal
communications.
than ever,concerned
the public todaywith
demands
In
themedia
lasthas
20changed
years,
have
started toMore
become
greater responsiveness, accountability and transparency in government. Residents used to “pull” information by
ideas
such as and
‘corporate
identity’,
‘corporate
and
‘corporate
reading newspapers
listening to local
radio to ensure
that they reputation’
were aware of local
issues
and matters. There
is now an expectation
thatemphasize
information will now
“pushed” to them
forms thatcommunication
they prefer.
branding’,
which
thebeimportance
ofinlinking
to the
organization’s
corporate
Engaging our audience
is verystrategy.
challenging. Each individual resident has a
different view of how they want information sent to them. Unfortunately, there
is also an expectation that the Township will have to figure out what that
method will be.

Improving communication
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OUR GOALS

Provide timely, accurate, clear and accessible
information that meets the audience along their path
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2

Encourage meaningful two-way communications
and public engagement to inform decision making
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Align marketing & communications activities with
the Township’s Strategic Priorities

Speak with one voice/one brand across the
organization
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TARGET AUDIENCE
We aim to accommodate the varied needs and preferences of our stakeholders by using a blend of new
& traditional communications methods to deliver information.

External Stakeholders
• Permanent & seasonal residents – individuals, or groups of individuals, who live, or own property within Seguin
Township’s boundaries

• Visitors – Individuals who do not live within the Township’s boundaries, but travel to Seguin to work, play or do
business
• Business owners– those who operate businesses within Seguin Township
• Community Partners – Non-profits, churches, school board, Chamber of Commerce, and other organizations that
help to share and disseminate information to residents and visitors
• News media
• Volunteers

Internal Stakeholders
• Employees – Individuals employed by Seguin Township
• Seguin Council, boards, and committees – Individuals who are elected or
appointed to work on behalf of the community.
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GOAL #1
Provide timely, accurate, clear and accessible information that
meets the audience along their path
We aim to provide greater awareness and understanding of municipal services and their role in
the community in an effort to strengthen pride & confidence in the Township.
Summary of Recommendations
Continue to use social media to share positive news stories about Seguin Township, and create new and
engaging ways to build followers.
Introduce an annual newsletter/mailer to be included in the first tax bill of the year.
Actively build on contact lists for lake associations, road associations and other community groups, to increase
the reach of key messages through information sharing.
Staff engage with the community directly at community events to encourage residents & visitors to subscribe to
the e-newsletter and website news and notices.

Expand media contact list for all press releases and advisories, to include all media in Parry Sound/Muskoka and
beyond into other areas.
Use sounds bites on social media that would catch a reader’s attention and link to applicable information on
Seguin’s website (draft minutes, agenda packages, staff reports, notices, etc).

Financial Considerations:
• Annual Printed Newsletter. Cost Estimate: $700-800 printed/stuffed, annually.
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GOAL #2
Encourage meaningful two-way communications and public
engagement to inform decision making
Summary of Recommendations
Create & distribute a one-page quick facts summary after each Council meeting, post to “News & Notices”
on the website, social media, email blast to lake associations, and make print copies available for pickup
at Township office and all libraries.
Increase frequency of e-Newsletters to four (4) times per year.
Encourage public input through public meetings, public information sessions to provide opportunities for
residents to have their say.

Introduce pop up polls on the Township’s website and social media sites to gather insights throughout the
year.
Identify & engage all audiences by identifying any barriers to effective communications. These barriers
could be cultural, linguistic (use of jargon, slang or technical terms), physical (lack of internet).
Humanize the municipality and build trust by aligning services with the staff that deliver them; create a
visual campaign highlighting staff and their effect on the community.
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GOAL #3
Align marketing & communications activities with the
Township’s Strategic Plan
Summary of Recommendations
Development of a Marketing Plan 2019-2022 to promote Seguin’s strengths and position the Township as
the Natural Place to Be - to live, work & play in all four seasons.
Proactively identify newsworthy stories across the Township and present them in compelling ways to local
media through media releases and packages.
Connect the dots between operational activities and strategic outcomes.

Increase use of video to promote township services, programs and facilities.

Financial Considerations:
• In-house video of programs/services will be produced by staff at no expectation of external cost.
• Upon completion of the Marketing Plan 2019-2022, higher quality, professional videography &
photography (iSparks Solutions) will be utilized. Cost estimate: $1,500
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GOAL #4
Speak with one voice/one brand across the Corporation
Summary of Recommendations
Create voice/tone that engage audiences. Increase use of visuals. Update brand guidelines to promote
brand recognition and support and train all staff on guideline compliance.
Monitor social & traditional media for mentions of Seguin Township. Monitoring assists in identifying &
clarifying misinformation, understanding the needs of the community and identifying potential concerns so
proactive messaging can be developed, where necessary.
Staff anticipate and deliver timely & informed responses to the public.
Build understanding amongst all departments of the Corporate Communications function to identify
opportunities for increased collaboration.
Revise all staff email signature lines to include icons/links for Seguin social media sites, and the Township’s
toll-free phone number.

In all cases, monitoring & posting on social media channels should be assigned only to those who have
received training and demonstrate an understanding of strategic communications & corporate goals.

Measuring our
SUCCESS
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WHAT DO WE MEASURE?
• This document is designed to inform, guide and set out a baseline for communications
objectives and measures.

SHORT TERM Measurements
(Quantitative inputs/outputs)
•
•
•
•
•

Website traffic & engagement
Social media statistics (followers, views, reach, engagement)
Number of press releases picked up by media
Frequency and open-rate of e-Newsletters
Progress made on the actions in this plan will be used to evaluate the plan’s success.
Staff will present yearly results to Council on the effectiveness of community engagement
initiatives, and their support of the Strategic Plan objectives

LONG TERM Measurements
(changes in knowledge & behaviours among target audiences)
• Community awareness and knowledge of Township activities, events, services and
decision-making processes
• Annual survey respondents’ satisfaction with quality of information from the Township
• Stakeholder’s willingness to engage with the Township
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Additional Financial
Considerations
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In addition to the financial considerations previously
mentioned, the successful implementation, promotion
and monitoring of a complete Communications Plan
& Marketing Strategy is estimated to require a
minimum of 1/3 of the staff-time of the
Communications & Program Coordinator.

Timeline
This is a three-year communications plan and this effort will be evaluated annually, or as required, and adjusted as
necessary.

Conclusion
This Communications & Community Engagement Strategy takes steps to align, define and revitalize the
Township’s communications efforts. It begins with a commitment from all levels of Township staff and
Council to understand the importance of Corporate Communications in today’s complex communications
environment.
Seguin Township serves a widespread and large geographic area with varied communication needs from
diverse audiences: efforts must be ample, but strategic, in order to reach them effectively. Overseen by the
Community Services department, all communications efforts will be supported by the knowledge and
enthusiasm of all Township staff, and Council, as our most important brand ambassadors.
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SURVEY RESULTS
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Seguin-specific
RESEARCH SURVEY
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In April 2019, the Township of Seguin’s Community Services Department launched a Community Engagement Survey
to gather information on the effectiveness of current communication techniques, and aid in the development of a
Corporate Communication Strategy to improve the way the Township communicates with residents. The survey was
made available online, and in hard copy and was active from April 11 - May 20, 2019.
Here is a look at how residents feel about Seguin’s current communications efforts:
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Total 326 Online respondents

Total 52 hardcopy respondents
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Seguin-specific
DEMOGRAPHICS
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Understanding our residents is at the forefront of defining their communications needs.
Who are they? Where and how do they live? What do they want to hear about?
These are all important questions to ask ourselves when attempting to engage our community in decision making
processes and keeping them informed of Township programs and services.

Survey Respondents

Seguin Township (census data)

Age

Canada (census data)

Gender
54%
52%

51%

49%
48%
46%

Male

Female

Surveys were completed fairly equally by men (46%) & women (54%)
16-24 25-39 40-54 55-74 75+
years years years years years
Total 380 surveys online/hardcopy

Most of the surveys were completed by those 55-74 years of age,
which is representative of the majority age in Seguin Township
according to Census 2016.

Survey
DEMOGRAPHICS
Q. If you own property in
Seguin, to which ward does it
belong?
Ward 1

59

Ward 2

59

Ward 3
Ward 4

47
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Q. How often do you reside in
Seguin Township?
9%

Permanent
Resident (46%)
46%

45%

Seasonal
Resident (45%)
Non-Resident
(9%)

41

Ward 5
In the last
20 years, organizations60 have started to become concerned with
Q. Is your ability to communicate with
Ward 6as ‘corporate
25 identity’, ‘corporate Seguin
ideas such
reputation’
and
‘corporate
Township
hindered
in any way by
internetcommunication
availability in your area?
branding’,
which emphasize
the importance ofthe
linking
to the
I don't
own property
33
organization’s corporate strategy.
0
20
40
60
80
Yes (38%)

More than 1/3 of respondents reported that
internet is a factor in their inability to
communicate with the Township.
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No (62%)

Survey
RESULTS
I feel informed about Council meetings &
decisions
I know who to contact for more information
or to provide feedback
I receive quality information from the
Township
The Township's communications are easy
to understand
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58%

68%

70%

72%

In the last 20 years,
organizations
have
with
The Township's
communications
are started to become concerned
74%
relevant to me
ideas such as ‘corporate
identity’, ‘corporate reputation’ and ‘corporate
branding’, which
emphasize
the importance
of linking communication
to the
I trust the
information I receive
from the
76%
Township
organization’s corporate
strategy.
I know where to get information about the
Township

Areas of immediate focus

78%

Only 58% of respondents feel informed about Council meetings and
decisions. By focusing on improved civic engagement, we hope to
strengthen public confidence in local government.

Survey
RESULTS - Methods
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Q. CURRENTLY, how do you receive information
about the Township?
Online respondents

Hardcopy respondents

Township website
Seguin eNewsletter
Social media (facebook, twitter, instagram)
Seguin Newsletter print version inserted in tax bill
Newspaper stories
Outdoor signage
Speak with a Council Member
In the last 20
years,
have started to become concerned with
Read
Council organizations
meeting minutes/agenda
ideas such as ‘corporate identity’,Other
‘corporate reputation’ and ‘corporate
Local Radio
branding’, which emphasize the importance of linking communication to the
Posters on community notice boards
organization’s corporate
strategy.
Newspaper
advertisements
Direct mail
Attend a Council meeting
Speak with Mayor
By phone
None of the above

0%

50%

100%
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Survey
RESULTS - Methods
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Q. In the future, how would you PREFER to receive
information about the Township?
Online respondents

Hardcopy respondents

Seguin eNewsletter
Township website
Social media (facebook, twitter, instagram)
Seguin Newsletter print version inserted in tax bill
Read Council meeting minutes/agenda
Outdoor signage
Newspaper stories

In the last 20Posters
years,
organizations have started to become concerned with
on community notice boards
ideas such as ‘corporate identity’,
reputation’ and ‘corporate
Direct ‘corporate
mail
Most respondents
reported that they currently
branding’, which emphasize the
of linking
communication
to thereceive
Localimportance
Radio
information from the Township from our website, however
Speak with strategy.
a Council Member
organization’s corporate
when asked how they would PREFER to receive it, the
Other

Speak with Mayor
Newspaper advertisements
Attend a Council meeting
By phone

0%

majority said they would prefer the eNewsletter.

Additional efforts should be allocated to providing a
more frequent distribution of the Seguin eNewsletter,
while at the same time refreshing the information
available on the Township website, and growing our
presence on social media.

50%

100%

Survey
RESULTS - Topics
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What information are you most interested in
receiving?
Online respondents

Hardcopy respondents

Special events
Roadwork & closures
Garbage & recycling
Property tax billing
Bylaw services
Council meetings
Stewardship initiatives, environment & water quality
In the last 20 years, organizations
have started to become concerned with
Finance & budget
Fitness programs
& facilities
ideas such as ‘corporate
identity’,
‘corporate reputation’ and ‘corporate
New home & commercial developments
branding’, which emphasize the importance of linking communication to the
Adult programs
organization’s corporate strategy.
Building permits
Committee meetings
Senior's programs
Children's programs
Job opportunities
Other

0%

50%

100%
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Survey
RESULTS - Participation

www.seguin.ca

Q. Do you feel that you
currently participate in
Township decision making?
I'm not
sure,
15%

Q. If so, how do you participate?
Online respondents

20

Yes ,
45%

No,
39%

Hardcopy respondents

I vote in municipal elections
I complete Township surveys
I discuss my concerns & ideas with a Councillor

In the lastI discuss
20 years,
organizations have started to become concerned with
my ideas with Township staff
ideas such as ‘corporate identity’, ‘corporate reputation’ and ‘corporate
I attend Council and/or Committee meetings, or
15% of respondents were “not sure” if they felt that they
branding’,
which
emphasize
the importance of linking
communication to the
follow
the minutes
of meetings
participated in Township decision making.
organization’s
strategy.
This could indicate that an effort is being made to
I follow and sharecorporate
my ideas with the
Township of
Social Media sites (facebook, twitter, Instagram)

I discuss my concerns & ideas with the Mayor
Other

0%

participate in local government but respondents are unsure
if their voice is actually being heard.
This is an opportunity for improvement!
By giving ratepayers more opportunities for two-way
communication, the goal is that this statistic will improve.

50%

100%

Survey
RESULTS – Social media
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Which types of social media do you currently use?
70%
60%
50%
40%
30%
20%
10%
0%

The target audience must always be considered based on the content being presented. The 16-24 year
olds respondents preferred Instagram & Snapchat, while those ages 25-74 prefer Facebook.
NOTE: The majority of respondents over 75 years old do not use social media at all.
IT IS CRITICAL THAT THE COMMUNICATION CHANNEL BE CHOSEN ACCORDING TO THE MESSAGE
AND THE INTENDED AUDIENCE.

