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INTRODUCTION
Council envisions a community where, through a variety of mediums, residents have the opportunity to be
informed of City ini�a�ves and have the ability to engage with the City.

To accomplish this vision, the City of Merritt established the Communica�ons Department in 2019. Council
determined that a top priority of this newly formed department would be the crea�on of a Communica�on Plan to
iden�fy how the City can increase, enhance and unify municipal communica�on.

In the development process, staff analyzed more than 20 communication plans from communi�es across North
America. Staff incorporated the best elements of these documents, in addi�on to developing original content, to
produce a plan tailored to the City of Merri�.

City staff conducted a survey with City council, staff & the local media, of which the results were taken into
considera�on for the crea�on of this document.

The City of Merri� has tradi�onally relied on local media as the primary mechanism to deliver informa�on to
community members. To reach ci�zens of all demographics, the City will con�nue rela�onships with local
media, while enhancing and u�lizing new media channels that support the City’s goal of providing more first-
party informa�on.

This Communica�on Plan will also assist the flow of informa�on between City departments and Council.

The City of Merri� will build trust with its Ci�zens by
communica�ng in a �mely, engaging and transparent manner, reaching all

demographics using a wide variety of communica�on channels.

MISSION
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HOW IS MUNICIPAL COMMUNICATION EVOLVING?
Ci�zens have a growing expecta�on that municipal business will be conducted in an open and transparent manner.
Internet plays an ever increasing role to provide the ability to search, research and make decisions based on
mul�ple sources of informa�on.

The trends of municipal communica�on can be broken down into 3 categories:

TRANSPARENCY

Municipali�es have always needed to be open and transparent with the public about their procedures and
decisions. The Internet plays an ever-increasing role in searching, researching, and making decisions based on
mul�ple sources of informa�on. Good communica�on using new tools and channels provided by the internet can
aid transparency, helping to build public trust in the City.

TECHNOLOGY

Communica�ons channels have changed drama�cally over the last two decades, with the widespread adop�on of
social media, smartphones, tablets, and other tools that allow people to access informa�on immediately from
wherever they are. The need for visibility and engagement has driven an increased use of s�ll and moving images;
and, more recently, videos that can be served over high-speed mobile connec�ons. By embracing these changes,
Merri�’s communica�ons can remain relevant and a�rac�ve to consumers.

“[...] it’s importantto notethat marke�ngfactors that include socialmedia aregrowing faster thanother types of marke�ng
posi�ons. Digital marke�ng has grown about 30% faster than other marke�ng posi�ons. This aligns with Forrester
Research’s predic�ons, which protected that digital marke�ng will �p $100 billion and account for a total of 35% of all
marke�ng spending by the end of 2019.”¹

TIMING

Residents have come to expect that municipali�es will release informa�on promptly and strategically. This allows
residents to be fully informed of municipal ini�a�ves and essen�al informa�on while that informa�on is relevant.
Timely communica�on can help avoid misinforma�on caused by assump�ons and unreliable sources preda�ng the
official communica�on.

Current technology allows us to send out informa�on at any given �me, and allows for increased engagement
as ci�zens can respond immediately.

¹ Source: www.socialmediacollege.com/blog/social-media-career-growth-in-2019

Credits: Frank Rizzardo
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CURRENT COMMUNICATION MANAGEMENT
STRENGTHS INVOLVING CURRENT COMMUNICATIONMANAGEMENT
City Council, the CAO and the Communica�ons Department have commi�ed to increasing and improving
communica�ons, and are implemen�ng measures to meet this objec�ve.

ISSUES INVOLVING PAST AND CURRENT COMMUNICATION MANAGEMENT
In 2019, the City decided to take concrete steps to increase and improve communica�ons. To that end, a
Communica�ons Department was created and added to the Economic Development and Tourism Department.
Prior to this, communica�ons had been managed independently by each City department, leading to
inconsistencies in materials and duplicated efforts. This contributed to a poor external image of the City and its
communica�ons efforts. Currently, there is one part-�me staff to assist in communica�ons.

The City of Merri� has a history of ba�ling with an overall nega�ve image. To con�nue to address this,
addi�onal staff �me will be required. (See sec�on: Communica�on References from master plans > Economic
Development Plan (2014-2015))

PROPOSAL FOR THE COMMUNICATION DEPARTMENT
Execu�on of this Communica�ons Plan and maintaining posi�ve rela�onships with all audiences will require
addi�onal staff �me. Addi�onal in-house staff members could lead to decreased outsourced external
communica�on costs and more efficient internal communica�on with decreased overhead costs.
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ACCESSIBLE

Communica�on is clear, relevant to intended
audiences, uses plain language, and accommodates
auditory or visual disabili�es wherever possible.

AUTHORITATIVE

The City embraces its role as the central en�ty
responsible for providing municipal informa�on
to its ci�zens.

CONSISTENT

Informa�on is wri�en, designed, and
communicated in ways that are aligned with
branding, the channel’s audience and inten�onal
management of reputa�on.

Content is purposeful, cap�va�ng and memorable
in order to be effec�ve in reaching the
target audiences.

Communica�on is evaluated for effec�veness
and efficiency based on metrics, goals, and
public feedback to improve future communica�on.

TIMELY

Content is distributed promptly, proac�vely and
with sensi�vity to the urgency of informa�on.

ACCURATE

Audiences can rely on informa�on produced by
the City to be accurate.

CREATIVE

MEASURED

KEY FEATURES
The City will strive to meet the following goals in all its communica�ons:

AUDIENCES
A local government has a dis�nc�ve variety in its audiences, which can be categorized into three areas:

EXTERNAL COMMUNICATION

External communica�on will be tailored to the following audiences:
· Ci�zens: Current & Prospec�ve
· Businesses: Current & Prospec�ve
· Tourists

INTERNAL COMMUNICATION

Internal communica�on involves communica�on with:
· Staff
· Council
· City Volunteers (e.g. Commi�ee Members, event volunteers, etc.)

MEDIA RELATIONS

The City of Merri� recognizes different media rela�onships between:
· Local Media
· Media outside of the Nicola Valley



EXTERNAL
COMMUNICATION
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HISTORICAL EXTERNAL COMMUNICATION

confusing pricing
(3 steps needed to figure out price)

step 1: Figure out dura�on of swim lesson
step 2 : Figure out amount of lessons
Step 3: Find matching price

Text size too small too read

Activity Guide

ISSUES
• Layout difficult to read and find informa�on
• Overall layout design outdated
• Guide available as a digital magazine, but lacks a proper digital

channel, which can be navigated to easily find the required informa�on

EXAMPLES

MAIN AUDIENCES
• Ci�zens

Text too small and program
loca�ons not obvious

Design issues
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CityWebsite

ISSUES
• Sca�ered and outdated informa�on
• Difficult to navigate
• Not fully compliant with modern standards and the Web Content Accessibility Guidelines (WCAG)
• Data-heavy website
• Hidden pages
• Broken links
• Limited informa�on on speciifc topics
• Informa�on posted on non-related pages
• Search func�on not user-friendly
• Visually outdated
• Expensive web hos�ng & maintenance

EXAMPLES

MAIN AUDIENCES
• Ci�zens
• Prospec�ve Ci�zens
• Businesses
• Prospec�ve Businesses

Hard to navigate

March 13, 2020

October, 2013

Feb 10, 2020

News

June, 2018

April, 2019

Wrong placement

Extensive page
layers

Limited informa�on
· 3 facili�es
· Short overview of all parks
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Social Media

ISSUES
• Lacking a social media strategy and social media policies
• More engagement needed

MAIN AUDIENCES
• Ci�zens
• Prospec�ve Ci�zens
• Businesses
• Prospec�ve Businesses
• Tourists

Business License Guide

ISSUES
• Text-heavy
• Visually outdated
• Limited informa�on

MAIN AUDIENCES
• Current & Prospec�ve Businesses

Notice Sheets

ISSUES

No�ce sheets hung up in facili�es are only able to communicate a message
once people are on site. This form of communica�on is o�en necessary, but
should be supported with informa�on accessible from other loca�ons.

MAIN AUDIENCES
• Ci�zens
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TheMerritt Herald: City Information Page

ISSUE

Informa�on is text-heavy and does not provide enough visual appeal to
a�ract audience members.

MAIN AUDIENCES
• Ci�zens

(Published on Nov 7, 2019)
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REVIEWOF HISTORICAL COMMUNICATION

The City’s historical communica�on had no dis�nct brand iden�ty or style, so communica�on did not stand out
and was not easily iden�fied as being from the City of Merri�. In addi�on, communica�ons were o�en text-heavy
and did not u�lize enough channels to reach the diverse range of residents.
Therefore, the City’s communica�ons should have a consistent style that can be easily recognized, in order to
effec�vely explain the type of message being shared and to maximize reach. Where relevant, communica�ons
should be distributed across mul�ple channels and pla�orms to spread the message as widely as possible.
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EXAMPLES OF HISTORICAL EXTERNAL COMMUNICATION
Below are examples of different types of City media, lacking visual consistency or brand recogni�on. For examples of
proposed visual communica�on, please view p. 22.

15
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COMMUNICATION REFERENCES FROM MASTER PLANS
ECONOMIC DEVELOPMENT PLAN (2014-2015)

SWOT analysis - Weaknesses (p. 17)
First Impression
Merri� does not currently provide a posi�ve first
impression for visitors or investment. The entrance
signage is dated, faded and does not provide any
sense of a community brand. Once inside the
community signage or way-finding is lacking.

Communica�on
There is lack of communica�on and cohesiveness
within the community. Stakeholders are not
collabora�ng or sharing informa�on with each other.
There is li�le communica�on between stakeholders,
groups and local council.

Poor Local Percep�on
Respondents to the online survey felt that both in the
community and out that Merri� does not possess a
posi�ve image. - The entrances into the community
are una�rac�ve, Merri� is not open for business and
there is a perceived no�on that goods and services
are more expensive or not available.

SWOT analysis - Threats (p. 18)
Dissa�sfac�on
Residents are dissa�sfied with some of the current
condi�ons within Merri� - lack of direc�on, level of
communica�on, Council’s lack of involvement at the
local level and community branding. These issues
threaten to separate and divide the community.

Lack of Awareness
Respondents felt there was a lack of awareness of
Merri� as a place to do business or to visit. There
needs to be an improved effort to a�ract new
residents and investment.

Compe��veAdvantages for A�rac�ng Investment (p.20)
Merri� will need to begin to make a concerted effort
towards marke�ng the strengths of community [...]

Making it Easier To Do Business (p. 34)
[...] Furthermore, a streamlined understanding of the
various approval processes involved within the City
may encourage new business and investment to
locate in Merri�, [...]

Marke�ng the Tax Exemp�on (p. 35)
[...] In discussion with the local businesses through
individual drop ins and during focus groups, it was
discovered that some businesses were not even
aware that the program existed. [...]

Website (p. 40)
In today’s changing economic development
marke�ng world, a community’s number one
marke�ng tool is their website. When site selectors,
investors, poten�al businesses and residents are
seeking informa�on the first place they look is the
internet. According to a recent study, site selectors go
to community websites and are looking for real-�me
data, sta�s�cs that accentuate strengths and
challenges, property searches, GIS analysis and social
media. [...] A review of the current economic
development website pages show a lack of
demographic informa�on and target industry specific
informa�on. The informa�on currently available is
out of date or not relevant. A thorough review of the
exis�ng pages needs to be completed. At this �me,
u�lizing the exis�ng City website for economic
development is sufficient but it is recommended that
discussions take place in year two of the plan to
inves�gate the op�on of establishing a standalone,
dedicated economic development website.

External Awareness (p. 41)
Many of the recommenda�ons in this Ac�on Plan
centre on retaining and expanding local business.
Although this is viewed as a priority for Merri�, there
is also a need for the City to market itself to a�ract
new companies and investment. Respondents felt
that Merri� has a nega�ve image both internally and
externally. They also expressed the desire for Merri�
to market themselves as a viable place to do business.

Signage (p. 44)
During the public consulta�on process, the quality of
signage into the City was severely cri�cized and did
not provide a posi�ve impression of the community.
It was also noted the signage within the community
to inform visitors was extremely poor and lacking.
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AGE FRIENDLY ACTION PLAN (2016)

Communica�on + Informa�on (p. 5)
Access to and the wide distribu�on of clear, relevant
informa�on is essen�al for aging residents to be able
to maintain strong social �es and community
connec�ons.
Proper communica�on and informa�on is essen�al to
ensuring that Merri�’s aging popula�on is aware of
programs, services and opportuni�es available to
them within the community. Is informa�on about
Merri� programs and services readily available and
easy to access? Are members of City staff friendly and
helpful to aging residents? Do aging residents have
access to public computers? Is the informa�on that
the City distributes easy to read and printed in legible
font sizes? These ques�ons and many more were
considered when assessing Communica�on and
Informa�on in Merri�.

Goals and Recommended Ac�ons (p. 20)
[...] Early and ongoing communica�on is required and
will result in increased success and enhanced age-
friendly features for the community. It is equally
necessary to recognize the implementa�on of the
Age-Friendly Ac�on Plan will require sufficient
resources. From incep�on to comple�on, City
departments must maintain close communica�on to
ensure internal efforts - departmental work plans,
budge�ng and capital works planning – are
coordinated.
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COMMUNICATION

STRATEGY

STRATEGY
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OBJECTIVES
Proac�vely share
informa�on and news with
the City of Merri�’s diverse
audiences.

Increase awareness and
share informa�on on the City
of Merri�’s services.

Gain increased engagement
and input from the public.

Present a consistent image,
messaging, and branding.
Share informa�on in a
�mely, professional manner.

Increase par�cipa�on in
public consulta�on and
dialogue.

Communicate Council
decisions with the public
and stakeholders.

Ensure the visibility of
Council members.

EXTERNAL COMMUNICATION
VISUAL STANDARDS AND BRANDING
• Create new branding for the City of Merri�, including a new logo

and brand colours.
• Adopt the tagline, “Flourish under the Sun” and incorporate it into

branding.
• Create a Visual Standards Guideline to ensure a consistent look

and branding throughout the organiza�on.
• Implement the new logo and branding in all loca�ons where the

previous City of Merri� logo exists for both promo�onal and
legislated material, through a phased approach.

• Departments will direct all requests for external uses of the City
of Merri� logo to the Communica�on Manager for review.

• Iden�fy ways to incorporate mul�ple forms of media into
communica�ons, such as video and images, and adapt to
changing environments and audience needs.

• Purchase branded promo�onal items as giveaways to strengthen
brand visibility.

• Develop and procure reusable City of Merri� branded func�onal
items, e.g.: Banners, pins, etc.

• Departments will u�lize photo releases for all submi�ed images,
and model releases when clearly iden�fiable people appear in
pictures, excluding photos from public events.

• Expand the library of owned visual assets, including photos and
graphics.

• Con�nue to hold regular photo contests, open to residents
throughout the Nicola Valley, to increase awareness of the City of
Merri� and build the City of Merri� photo library.

GET TO KNOWMERRITT - CAMPAIGN
• Develop a high-level document explaining the City of Merri�’s

purpose, its services and func�ons; presen�ng a work-life-play
balance, including business opportuni�es.

• Create a targeted Communica�ons Plan for the campaign to
promote the services and purpose of the City of Merri� to reach
New Ci�zens and Prospec�ve Businesses.

• Explore opportuni�es to distribute the “Get to know the City of
Merri�” document to new residents, along with a welcome
package and online material.

• Consider a specific campaign focused on businesses that Merri�
residents desire, in coopera�on with Economic Development.

SOCIALMEDIA
• Ensure social media channels for the City of Merri� are following

the graphics guidelines and use consistent messaging.
• Enact a social media policy with guidelines and internal

procedures.
• Create campaigns to educate Ci�zens about the City of Merri�’s

bylaws.



20

AUDIENCE
• Define audience groups based on communica�on

channels.
• Match communica�on channels to the target

audience for each campaign or promo�on.

ADVERTISING
• Review adver�sing contracts for efficiency and

value.
• Update current promotional and legislated

adver�sing in line with the updated branding.
• Create a short and long-term media crea�on and

adver�sing plan.

WEBSITE
• Create a new website design based on

branding, ease of naviga�on and modern web
prac�ces.

• Establish the www.merri�.ca website as the main
communica�ons tool. Whenever possible and
appropriate, informa�on should be posted to the
City of Merri� website before being spread
across addi�onal channels.

• Bring the website into compliance with modern
standards and Web Content Accessibi l ity
Guidelines (WCAG) 2.0 compliance. WCAG
compliance ensures that the website is accessible
to people of all abili�es and ages.

• Present all informa�on from the City of Merri�
from one, consistent voice.

• Build in opportuni�es for users to provide
feedback.

• Implement a website policy and procedures.
• Develop a plain language guide to increase

understanding and readability of the website.
• Create a library of industry-specific defini�ons on

the website and link to it when it is not possible to
avoid a technical term.

• Merge all department specific websites, as
subdomains, with the main City website:
www.merri�.ca.

• Display all available communica�on channels on
the website.

ISSUESMANAGEMENT/CRISIS
COMMUNICATIONS
• Create and implement an issues management

procedure and develop tools to be used across
the organiza�on (risk analysis template, Crisis
Communica�on Plan, standby messages, key
messaging template).

• Staff and Council will no�fy the Communica�ons
Manager immediately of public rela�ons issues.
The Communica�ons Manager will work with the
affected department to create and implement a
response strategy.

• Monitor media and the broader environment for
men�ons of the City of Merri� and iden�fy
exis�ng and emerging issues.

• Debrief a�er the issue has been mended to
iden�fy tac�cs that worked well, and
opportuni�es for improvement.

• Develop communica�on guidelines and a
template for major event organizers in the
Nicola Valley.

PUBLICATIONS / NEWSLETTERS
• Iden�fy, analyze and adapt ongoing City

publica�ons.
• Collect and compose information materials

then distribute to the relevant channels.
• Create e-newsletters, for Citizens to opt-in.
• Collect department no�ces to communicate in

the News sec�on on the website, publica�ons
and newsle�ers.

• Explore op�ons to share updates, bylaw changes
and City events in an a�rac�ve print form (e.g.
Mini-magazine/booklet)

PUBLIC ENGAGEMENT
• Create guidelines and resources for planning

engagement ac�vi�es, a�er exploring best
prac�ces in public engagement.

• Promote opportuni�es for feedback with the
audience’s communica�on preferences in mind.

• Clearly display op�ons for providing feedback on
the City website, as well as legislated processes
(public hearings) and op�onal/addi�onal
processes (open houses/forums).

• Create more informal opportuni�es for feedback.
• Research the need for an online community

engagement platform, e.g.: A forum or rotating
survey.

• Consider hos�ng occasional consulta�on
activities at external venues convenient to the
public when possible and appropriate.

• Have staff a�end trade shows/expos and
promote awareness of the City of Merri�’s
services, func�ons, and ongoing projects when
possible and appropriate.

• Include opportunities for feedback on
communica�ons at all public engagement
ac�vi�es.

• Produce an annual review of communica�on
channels (see Appendix A)

https://merritt.ca
https://merritt.ca
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PROJECT DEVELOPMENT
• Create specific implementa�on plans for items

listed in the Communica�on Plan.
• Create communica�on plans customized for City

priority projects.
• Develop key messages, fact sheets, and

background informa�on when appropriate.
• Departments will inform the Communica�ons

Manager of upcoming projects with as much �me
as possible to create a project-based
communica�on plan.

• Seek opportunities to provide updates to Council
throughout City projects. Memorandums are an
encouraged method of communication.

COUNCIL COMMUNICATION
• Con�nue to produce an annual document with

services listed, summaries and the past year’s
budget and present it to the public, a�er
presen�ng it to Council.

• Provide research and dra�ing support in wri�ng
speeches for the Mayor, or their designate, when
representing the City of Merritt at events to
ensure key messages are captured.

• Encourage Council Members to a�end and
par�cipate in community events as
representatives of the City of Merri�.

• Share media material and highlights from the
events involving Council through the City of
Merri�’s communication channels as appropriate.

TOURISM
• Create a Tourism Communication Ac�on Plan

based on the goals and priorities set in the
Merritt and Nicola Valley Tourism Plan, that
aligns with this Communica�on Plan.

• Con�nue to provide promo�onal information
with the Merri� Visitor Centre and Mobile
Visitor Info Kiosk. This includes City information
and information from non-profits and event
organizers.
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EXAMPLES OF CURRENT EXTERNAL COMMUNICATION
Below are examples of different types of City media, with an overall consistency and brand recogni�on.

22
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INTERNAL
COMMUNICATION
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ANALYSIS
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HISTORICAL INTERNAL COMMUNICATION
INTERNAL COMMUNICATION PLATFORMS

Staff
1. Inter-departmental communication is largely dependant on email, phone

and face-to-face communication.
2. Responsibility for external communica�on and adver�sing is not centralized.

Council
1. Email is a primary communica�on method
2. Council Mee�ngs and Commi�ee of the Whole Mee�ngs
3. Regular staff and Council communica�ons via CAO updates
4. Status updates on City projects and announcements are sent to

Council prior to the community at large

STRENGTHS INVOLVING THOSE PLATFORMS
Inter-departmental Communica�on
The centralized loca�on of offices allows staff to easily communicate with each other. This allows for
quick follow-ups, spontaneous meetings and overall good relations between staff.

ISSUES INVOLVING THOSE PLATFORMS
Inter-departmental Communica�on
It has been iden�fied that information does not move freely between departments. More automated processes
and tools could be implemented to further improve internal communication.

External Communica�on
The lack of centralized communica�on results in inconsistent messaging, for both quality and style.

NEED INFO FROMWILL/SEAN
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COMMUNICATION

STRATEGY

STRATEGY
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OBJECTIVES
Foster an environment where
the value of communication is
recognized.

Create a flow of communication,
where City Departments
communicate to the public, with
and through the Communication
Department.

Create a culture where the
website is the primary source
of information regarding the
City of Merri�.

Communicate Council
decisions with the public and
stakeholders.

Develop efficient
communication policies for
Commi�ee members.

INTERNAL COMMUNICATION
COUNCIL COMMUNICATION
• Provide communications reports with analytics to the CAO and

Council as required.
• Encourage Council to follow all City communication channels.

STAFF COMMUNICATION
• Create a guideline for the flow of communica�on content.

(See Appendix B for a visual proposal of the communica�on
flow)

• Schedule quarterly mee�ngs with City departments for updates
or questions on the communication flow.

• All communica�on content will be collected by the
Communica�ons Department through the email address:
communica�ons@merri�.ca

• Support the Human Resources Department in their
communication flow for hiring and welcoming new staff.

• Implement a single digital source of information for internal
communication.

COMMITTEE COMMUNICATION
• Compile informa�on for new Commi�ee members, providing

general informa�on about all commi�ees and detailed
informa�on about the commi�ee they have joined, while
including Council’s strategic priori�es and connected City Master
Plans.

• Create a pla�orm for efficient communication between
Commi�ees and Council.

PUBLICATIONS / NEWSLETTERS
• Share publica�ons and newsle�ers with all City staff and

Council.
• Create a recurring newsle�er specifically for all front-line

employees to ensure they are aware and informed of any City
updates.

mailto:communications@merritt.ca
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MEDIA
RELATIONS
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HISTORICAL MEDIA RELATIONS
1. Media Meeting with Mayor Brown, Communica�ons Manager,

Director of Corporate Services and the local media, covering the agenda for
the upcoming Council mee�ng

2. Press releases sent to local media
3. Local media is tagged on City social media posts
4. Approved Council items and CAO updates from Council mee�ngs are presented

to the local media and general public
5. Regular communications with media
6. Media is present at Council Mee�ngs, Commi�ee of the Whole Meeting and City events
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OBJECTIVES
Foster good working
rela�onships with the media.

Ensure that the City of
Merri� has a consistent
image and voice.

Share accurate information
with the media.

MEDIA RELATIONS
PROACTIVEMEDIA RELATIONS
• Prepare backgrounders, fact sheets, frequently asked

ques�ons, or other appropriate documents for the media.
• Iden�fy newsworthy stories and present them to the media

in a compelling way.
• Amplify select articles about the City of Merri� by sharing

links on the website landing page and social media.
• Encourage staff to share milestones and good news stories

with the Communica�on Manager, for distribu�on to
the media.

• Departments will ensure inquiries from the media are given
high priority and responded to in a timely and efficient
manner.

• Send out a message to local media when a new staff member
is hired.

MEDIA/PRESS RELEASE TEMPLATE
• Redesign the media/press release template to align with best

practices.

MEDIAMONITORING
• U�lize media monitoring so�ware efficiently and respond or

no�fy administra�on and Council as necessary to keep them
informed of major coverage and trends.

• Promptly address typos, misinforma�on, and misquotes.

MEDIA INTERVIEWS
• The Mayor, or their designate, is the authorized

spokesperson for all Council business and decisions. The
Communica�ons Department will assist the Mayor or their
designate in preparing for media interviews.

• The CAO, or their designate, is the authorized spokesperson
on all opera�onal and administra�ve ma�ers. Designated
City of Merri� employees may be called upon to speak to the
media regarding specific areas of responsibility or subject
matter. The Communica�ons Department will assist staff
with media interviews.

• If departments receive media interview requests, they will
no�fy the Communica�on Department.

MEDIA TRAINING
• Provide media training to Council, staff and subject ma�er

experts in the organiza�on.
• Create a media standards booklet for all trained

spokespeople.

MEDIA POLICIES
• Distribute the media relations policy with staff.
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PHASE
1

PHASE
3

PHASE
2

TIMELINE
The �meline below proposes a quick overview of the 3 phases in which the City of Merri� will implement
the Communica�on Plan.

A detailed Implementa�on Plan can be found on the following pages.

• Create & develop a structured system to implement the Communication Plan.
• Create more specific implementa�on plans for items listed in the Communication Plan.
• Begin implementa�on of the Visual Standards Guideline, the new City website and

con�nue with exis�ng communication channels, following the new guideline.

• Commence implemen�ng the Communication Plan as a whole.
• Refine the newly structured system.
• Follow up with departments on the communication flow and overall plan.

• Review the progress, based on metrics, goals, and public feedback.
• Follow up with departments on the communication flow and overall plan.
• Begin analyzing changes in external factors, such as technology, for upda�ng the

Communica�on Plan.

AUG 2020 - JAN 2021

Initial Strategy Implementation

Strategy Implementation and Refining

Planning Ahead

FEB 2023 - JAN 2025

FEB 2021 - JAN 2023
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WEBSITES

APPENDIX A: REVIEW OF COMMUNICATION CHANNELS AS OF JULY 3RD, 2020

SOCIAL MEDIA

PRINT MATERIAL

https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
http://tourismmerritt.ca
http://tourismmerritt.ca
https://twitter.com/tourismmerritt/
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
https://twitter.com/tourismmerritt/
http://firerescue.merritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
https://www.claybanksrv.ca
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/CityofMerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/tourismmerritt/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/Merritt.Civic.Centre/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://www.facebook.com/MerrittFire/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.youtube.com/user/tourismmerritt
https://www.linkedin.com/company/city-of-merritt/
https://www.linkedin.com/company/city-of-merritt/
https://www.linkedin.com/company/city-of-merritt/
https://www.linkedin.com/company/city-of-merritt/
https://www.linkedin.com/company/city-of-merritt/
https://tourismmerritt.ca/images/visitor_guide/Merritt-Downtown-Map-2019.pdf
https://tourismmerritt.ca/images/visitor_guide/Merritt-Downtown-Map-2019.pdf
https://tourismmerritt.ca/images/visitor_guide/Merritt-Downtown-Map-2019.pdf
https://tourismmerritt.ca/images/visitor_guide/Merritt-Trail-Guide-2019.pdf
https://tourismmerritt.ca/images/visitor_guide/Merritt-Trail-Guide-2019.pdf
https://tourismmerritt.ca/images/visitor_guide/Merritt-Trail-Guide-2019.pdf
https://www.tourismmerritt.ca/images/Images/38262_city_of_merritt_tear_away_map_11x17_PROOF-REV4.pdf
https://www.tourismmerritt.ca/images/Images/38262_city_of_merritt_tear_away_map_11x17_PROOF-REV4.pdf
https://www.tourismmerritt.ca/images/Images/38262_city_of_merritt_tear_away_map_11x17_PROOF-REV4.pdf
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LOCAL MEDIA

3RD PARTY PRINT MEDIA

3RD PARTY ONLINE CHANNELS

IN PERSON

https://issuu.com/merritt-herald/docs/winter_activity_guide_2020_lr
https://issuu.com/merritt-herald/docs/winter_activity_guide_2020_lr
https://issuu.com/merritt-herald/docs/merrittvg-2019
https://issuu.com/merritt-herald/docs/merrittvg-2019
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://tourismmerritt.ca/images/Images/Regional_Map_of_Nicola_Valley.png
https://issuu.com/merritt-herald
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://issuu.com/merritt-herald
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
https://q101.ca
https://q101.ca
https://q101.ca
https://q101.ca
https://q101.ca
https://q101.ca
https://q101.ca
https://q101.ca
https://q101.ca
https://issuu.com/merritt-herald/docs/connector_2019?e=9313076/68037206
https://issuu.com/merritt-herald/docs/connector_2019?e=9313076/68037206
https://merrittmorningmarket.com
https://issuu.com/canadawidemedia/docs/investbc_lowres
https://issuu.com/canadawidemedia/docs/investbc_lowres
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://www.backroadmapbooks.com
https://www.backroadmapbooks.com
https://www.backroadmapbooks.com
https://www.backroadmapbooks.com
https://www.backroadmapbooks.com
https://www.backroadmapbooks.com
https://www.backroadmapbooks.com
https://www.backroadmapbooks.com
https://www.bcbusiness.ca/Magazine
https://www.bcbusiness.ca/Magazine
https://www.bcbusiness.ca/Magazine
https://www.bcbusiness.ca/Magazine
https://www.bcbusiness.ca/Magazine
https://www.bcbusiness.ca/Magazine
https://www.bcbusiness.ca/Magazine
https://www.bcbusiness.ca/Magazine
https://www.bcbusiness.ca/Magazine
https://www.rightsizingmedia.com/magazine/
https://www.rightsizingmedia.com/magazine/
https://www.bcliving.ca/magazines.php
https://www.destinationbc.ca
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://twitter.com/tourismmerritt/
https://www.thompsonokanagan.com
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
http://tourismmerritt.ca
https://www.bcliving.ca
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VISUAL REPRESENTATION

MERRITT.CA TOURISM
MERRITT.CA

FIRE RESCUE.
MERRITT.CA

CLAYBANKS
RV.CA

SOCIAL
MEDIA

PRINT
MATERIAL

LOCAL
MEDIA

RADIO

IN PERSON

SIGNAGE

MERRITT
VISITOR
CENTRE

BAILLIE HOUSE

3RD PARTY
PRINT
MEDIA

City of Merri�
Tourism Merri�
Recrea�on & Facili�es
Merrit t Fire Rescue

City of Merri�
Tourism Merri�
Merrit t Fire Rescue

Ac�vity Guide (Seasonal)

Info Page Merri� Herald
pg. 4 (weekly)

Invest in BC Backroad Mapbooks Right Sizing MagazineBC Business

Star 98.3 Country 107.1

CAO Council Updates
Open Houses

Public Council Mee�ngs

Media Tours
Business Exploratory Visits

Events Mobile City Kiosk (summer)

Traffic Signs
Banners
Billboards
Posters
Re-zoning Signs

Merri� & Nicola Valley Visitor Guide (Annual) Maps & Guides

Q101Merri� Herald
Adver�sement

Community BoardsNewspaper Merri� Connector Phone BookRadio

Tourism Merri�
City of Merri�

City of Merri�

PRESS
RELEASES

Local / Regional /
Provincial / Na�onal

BC Living Magazine

3RD PARTY
ONLINE

CHANNELS

Des�na�on BC Thompson Okanagan
Tourism Associa�on

BC Living

City of Merri�
Tourism Merri�
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COMMUNICATION
DEPARTMENTFINANCE

CORPORATE
SERVICES

RECREATION
& FACILITIES

CITY
COUNCIL

PUBLIC
WORKS

SOCIAL
MEDIA

E-NEWS
LETTERS

CAO

ECONOMIC
DEVELOPMENT

PUBLIC
WORKS

PLANNING&
DEVELOPMENT

TOURISM

FIRE
RESCUE

FEEDBACK

SOCIAL
MEDIA

PRINT
MATERIAL

LOCAL
MEDIA

3RD PARTY
ONLINE

CHANNELS

PRINT
MEDIA
(REGULAR)

IN PERSON

SIGNAGE

MERRITT.CA

MERRITT.CA

TOURISM
MERRITT.CA

FIRE RESCUE.
MERRITT.CA

CLAYBANKS
RV.CA

E-NEWS
LETTERS

EXTERNAL
COMMUNICATION

EXTERNAL
COMMUNICATION

PRESS
RELEASES

RADIO

MERRITT
VISITOR
CENTRE

BAILLIE HOUSE

Websites

Internal Communication

Sending Out Communication

Assist Sending Out Communication

Receiving Feedback

City Council

City Departments

Communication Channels

Future Communication Channel

Communication

APPENDIX B: COMMUNICATION FLOW PROPOSAL
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