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|. INTRODUCTION

The words communication and community come from the same Latin root , Communis ,

which means something shared. The following Communi cati on Pl an (3Pl anj ) we
to improve the connection between the City o f L a c e yand(the @reaterycpmmunity

by enhancing ways information , ideas, and priorities are shared, as well as increasing

opportunities to meaningfully connect  with community stakeholders

Over the last two decades, Lacey has evolved from a small suburban town into a leading,
full -service city with the largest population of all municipalities in Thurston County . This
growth stimulated a corresponding investment in  additional infrastructure, services , and
resources to meet new, and changing, demand s. While more resources, including City
staff, are in place that allow the City to quickly respond to the demands of continued
growth, the City recognizes the need to take a strategic approach on the ways it connects
and engage s with community stakeholders.

Inthis Plan,th e t e rommsunity stakeholders § and 3 communiareyusedite mber s i
include residents, business owners, visitors, workers, partner entities, those inter  nal to
the organization, such as staff, volunteers, and City Councilmembers, and so much more.

This Plan, along wi t h t he CityAs C 0 mpnavide scaaftamewark f@Fol i ci e s,
ensuring more effective, relevant, and timely internal and external communications as

the City adapts and proactively responds to its rapidly and constantly changing

environment . To help with this effort, the Plan offers a roadmap for informing and

engaging a divers e range of community members.

The P | a goAls objectives, and target actions build upon insights shared by community
members collected through a variety of engagement efforts, including the Lacey Cares
Initiative in 2021. The Plan also consider s how to reach L a ¢ eeyef-avolving community
and new opportunities to utilize the latest advancements in communications
technologies. Some of the P | a goAlsand target ed actions are led exclusively by the
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City, while others are carried out through partnerships with other commun ity
organizations and stakeholders .

From all of the research and engagement efforts that culminated in this Plan, it is very
clear that good communication continues to be essential in creating, enhancing, and
sustaining a healthy, robust, and flourishin g Lacey.

Throughout the Communications Plan, the terms
Jcommunity mandhbeomsimuni ty
st a k e h o laré esedstg include residents, business
owners, visitors, workers, partners, City staff,
volunteers, appointed and elected officials, and

anyone else who plays a role in shaping the great
community of Lacey.
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Goals

The following provides a brief overview of three goals  and target audiences that make
up the foundation of this Plan. Chapter Il includes a detailed account of t he Pl anAs
goals, targeted actions, and anticipated timelines

Augment int  ernal communications to
increase cross -departmental
collaboration and awareness. k\vi

To be a better all -around community provider and

partner, the City strives to strengthen its internal

communications leading to increases in cross -departmental awareness,
improved message alignment, and advanced information access and
management.

Continuously evaluate and enhance
external communicati ons to provide
transparent, timely, and accessible
information to community stakeholders.

The only constant is change. Lacey is a constantly
growing and divers ifying community.

With this in mind, the City endeavors to find new and innovative ways to
reach a wide r range of audiences. Similarly, the City is committed to
evaluating what is and what is not working to ensure that limited resources
are directed in meaningful ways. This includes focusing on enhancing
diver sity, equity, and inclusion efforts. The City will continuously look for
improved ways to keep community members informed about events,
opportunities and major decisions, and increase  access to engagement
and participation opportunities, particularly when decisions impact the
greater community .

Proactively craft communications and

establish a defined Lacey brand. @
\/

The City will continue to refine the City and the Lacey
communi ty Amagetiwaighad vhriety of

opportunities, including develop ing materials that

resonate with existing and future residents , investors , and other
community stakeholders alike.

City of Lacey Communications Plan | 2022 -2027
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Targeted A ctions, Priority & Timeline ( in brief )
G OAL 1 wA Augment internal communications to increase
£¥i cross -departmental collaboration and awareness.

ANTICIPATED TIMELINE

Implementation Enhance / Continue

2027 &
Beyond

TARGETED ACTIONS Priority
2022 2023 2024 2025 2026

A. Develop and implement an organization -wide intranet communications system. High
B. Institute an organization -wide document management system to increase
efficiencies and streamline internal and external processes,  serve as a repository
of City information, reduce risk, secure data, and better connect staff. Continue
to leverage this tool to meet future organizational needs.

High

C. Develop a comprehensive web and App accessible City Services Center (311) for
internal and external users to access City information, make service  -related High
requests, and for the City is make more data -driven decisions.

D. Create a Citywide style guide to ensure consistent branding and messaging of

. . Medium
City materials.

E. Create a consistent communications on -boarding program for new City

. . L i " Medium
employees and provide on -going communication training opportunities.

F. Continually improve internal communications processes and tools, such as the
communication dashboard and leverage  new technologies that facilitate and Medium
streamline internal communications.

G. Expand community access to documents, reports, forms, and other City materials

through the CityAs Document Management Medium
Code, Public Records Request system , Traklt, and other technologies .
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Continuously evaluate and enhance external communications
G OA L 2 to provide transparent, timely, and accessible information to
community stakeholders :

ANTICIPATED TIMELINE

Implementation Enhance / Continue

TARGETED ACTIONS Priority

2027 &
Beyond

2022 2023 2024 2025 2026

A. Leverage email, text, and other technologies that allow end  -users to opt -in to their

. . High
preferred information channels. 9
a. Create one-stop location for subscribing to email notifications. High
b. Use text messaging for emergency alerts, planning and construction updates , and
critical events, as well as other information categories that end  -users may opt -in High
to.

B. Building off the Lacey Cares initiative, conduct regular multi  -faceted community High
outreach and engagement efforts to determine community sentiments. 9
a. Conduct a statistically valid, biannual community satisfaction survey to better

understand community sentiments, including strengths and opportunities for High
improvement.
b. Provide an annual report on the Communication s Plan. High
c. Perform a comprehensive evaluation and overhaul of the Communication s Plan at High

year six.

C. Create relationships and continue to build capacity with historically
underrepresented communities to ensure barriers to participation are eliminated Hiah
allowing individuals to participate in decisions that impact the community, as 9
desired.

D. Create a Language Access policy that helps comprehensively expand
communications to people with Limited English Proficiency (LEP) and other Medium
accessibility needs.

E. Expand and standardize communication processes with external  stakeholders. Use
interactive and innovative communication methods to reach underheard or Medium
underrepresented populations.
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(7N Proactively craft communications and establish a
G OAL 3 @ defined Lacey brand .
ANTICIPATED TIMELINE

TARGETED ACTIONS Implementation Enhance / Continue

2027 &
Beyond

Priority

2022 2023 2024 2025 2026

A. Establish consistent City materials by creating a Citywide style guide, logo and
flag use policy, and pursuing other comprehensive changes to  communication High
materials.

B. Refine key messages and create a unified voice for City priorities and initiatives
establish proactive media responses to ensure rapid, accurate, and widespread
message reach, and craft policies on when to use certain types of High
communications. Collaborate with departments to identify and enhance distinct
communication needs.

C.Enhance the CityAs image by developing
branding campaign that raises awareness High
Create a process that allows for specialized branding for major initiatives.

D. Expanding community partnerships with other organizations and stakeholders to

. . . . Medium
leverage messaging, marketing, and storytelling opportunities.

E. Continue to identify and refine future market targets and communications
strategies with Community Stakeholders (e.g., press, future residents, visitors, Medium
business investors, etc.).

F. Implement Communications Policies, see Appendix B . Medium
G. Provide an emphasis on disseminating information ~ to community stakeholders

on community growth and development plans, public safety programs and Medium
initiatives, and other large Citywide initiatives.

City of Lacey Communications Plan | 2022 -2027
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Target Audiences in Brief

Target audiences of the Plan include:

City of Lacey residents , Lacey Urban Growth Area residents , and other nearby residents
Business Community

Community Partners (Nonprofits, governmental entities, etc.)

Underrepresented Populations

Visitors and tourists

Blected Officials, Advisory Board Members, Volunteers

City Staff

= =/ =4 4 -4 -4 -4

Target audiences are described in greater detail in  Chapter Il and Appendi x D.

“ ENVIS) ON
CR2 MEASUWES TO PR ONTIZE
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. COMMUNITY CONTEXT

The P | a goAls objectives, and target actions were created to improve communication with

Lacey community members. The first step in accomplishingthis i s t o J3know ybDiisr audi e
Chapter broadly overviews the greater Lacey environment and key target audiences . The

chapter also provides perspectives o n priorities and communication preferences  of key target

audiences.

This Chapter includes areview of various United States Census Bureau data , including the 2010
Census, 2020 Census, 2019 American Community Survey (ACS), and QuickFacts.

A more in-depth socioeconomic analysis using Environmental Systems Research Institute ( ESR)
tapestry data is provided in Appendix D.

‘ ! LACEYCARES

LACEY CARES

A City of Lacey Community Engagement Initiative

TAKE THE SURVEY
Haga la encuesta | ISERWE
Tham gia Khio sét | 818 ZALE 4FHR
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Lacey Today

This section provides a high-level overview of Lacey sociodemographic trends, conditions , and
forecasts to provide a better understanding of the existing  and future greater residential
community . While this section primarily focuse sont h e QCesitlentd & is important to note
that other community members  play a significant role in  shaping Lacey, including business
owners, visitors, workers, partners, City staff, volunteers, and app  ointed and elected officials,
and more .

Lacey Population Growth ~ Forecast

In 2022, Lacey became the largest city in Thurston County , which is the sixth most populous
county in Washington . Over the last decade, Lacey and its Urban Growth Area (UGA) welcome d
over 15,000 new residents . It is anticipated that b y 2035, L a ¢ epgpllation , including its UGA,
is forecast to surpass 100,000. The proportion of residents living within city limits will depend

on the pace of annexations and other considerations.  The increase in population will impact
City-managed assets (roads, utilities, and other infrastructure ), demand for goods and services ,
and communication needs . The latter which are likely to continuously change and , more than
likely, continue to diversify in regards to preferred channels and methods .

Figure 1: Cities of Lacey, Olympia, Tumwater Population
60,000 55382 28,180 56 370

55,960
53,526 54,850

40,000

25,573 26,050 26,360

20,000 I I
0

2020 2021 2022
Population Census Population Estimate Population Estimate

m City of Lacey W City of Olympia B City of Tumwater

Source: Washington State Office of Financial Management
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Figure 2: Population Growth, Lacey, 2010 -2045 (City Limits + UGA Total)

120,000
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100,000 ’
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60,000
40,000
20,000
0
2010 2015 2019 2025 2030 2035 2040 2045

Source: Thurston Regional Planning Council

Race Demographics

Lacey is the most diverse city in Thurston Cou nty. As in much of the country, the largest and
fastest growing population segment is people of two or more races .

Figure 3: Race, Lacey, 2021

80%
70.9%
70%
60%
50%
40%
30%
20%
9.9% 8.4%
10% 5.0% 0.5 L o% °
o -
oo — 0/
White alone Black or American Asian alone Native Two or More
African Indian and Hawaiian and Races
American Alaska Native Other Pacific
alone alone Islander alone

Source: US Census Bureau 2021 Quick Facts
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Figure 4. Race, Washington State, Thurston County, Cities of Lacey,
Olympia, Tumwater, 2021

Lacey
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Tumwater

Thurston County

Washington
0% 20% 40% 60% 80% 100%
Thurston
Washington Tumwater Olympia Lace

shing County umw. ympi y
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Black or African American alone 4.5% 3.9% 3.3% 2.8% 5.0%

B American Indian and Alaska Native
2.0% 1.8% 0.4% 1.0% 0.8%

alone

M Asian alone 10.0% 6.3% 3.5% 7.6% 9.9%

W Native Hawaiian and Other Pacific
0.8% 1.1% 0.2% 0.7% 1.9%

Islander alone

B Two or More Races 5.2% 6.2% 8.2% 6.4% 8.4%

Source: US Census Bureau 2021 QuickFacts
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Ethnicity Demographics

The Hispanic/Latino/Latina/Latinx population  in Lacey has grown from 9.2% in 2010 to 11.4% in
2022.

Figure 5: Ethnicity, Lacey - Hispanic/Latino/Latina/Latinx

0% 2% 4% 6% 8% 10% 12% 14%

Source: US Census Bureau 2010, US Census Bureau 2020, US Census Bureau 2021 QuickFacts

Age and Sex Demographics

Lacey is 53% female with a median age of 36.4, and a median age of 34.4 for men . About 65% of
all residents are age 20 -39. There are 38,810 adults , including 8,141 adults over the age of 65 .

Figure 6: Age and Sex Demographics, Lacey, 2019

85 year SNes 3.0% m Male m Female
80 to 84 years 2.0% 2.5%

75to 79 years

50 to 54 years

35 t0 39 years

30 t0 34 years
2510 29 years
20 to 24 years 7.4% 7.9%

Under 5 years 6.8% 7.0%

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

Source: 2020 U.S. Census American Community Survey, 2019
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Median Income by Family Types

While L a ¢ e puseholdhincome has grown , it continues to be less than neighboring jurisdictions
and the state average, with the exception of non -family households .

Figure 7: Median Income by Family Type, Lacey, 2019

$120,000
$108,500
$100,000 $94,709 $96,282 $98,407
$85,870 $89,283
$79,592 $80,809
$80,000
o $50,045 $48,343
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$40,000
$20,000
$0

Washington Thurston County Lacey Olympia

m Families ® Married-couple families Nonfamily Households

Source: 2020 U.S. Census American Community Survey, 2019
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Other Key Housing Data

1 Lacey has a total of 20,214 households with an average of 2.47 persons per household.

1 Housingin Lacey is 56.8% owner -occupied . Married couples represent the highest
ownership percentage at 67.2% , while single females represent the lowest at 43%.

1 Almost 94% of households reported having a computer present, and 90% report having a
broadband internet subscription

Educational Attainment

Overall, Lacey has a higher percentage of individualswith s ome col |l ege, an associate
a Bachel or As degr ee t. hamayaldo has a highes high sttool graduwatios rate t e
than the rest of the state

Figure 8: Educational Attainment, Lacey, 2019

Graduate or Professional Degree 10.9%
I 14.29%
I 2.9

Bachelor's Degree 9%

IR 22 8%

_ - Rvwr

Associate's Degree 12.4%

I 10.0%

I 2 7.39%

Some College, No Degree 3%

sy 22.7%

. . I, 0.6

High School or Equivalent Degree 20.6%

I 221%

I 5 .0%

Did Not Graduate High School
I 8.2%

0% 5% 10% 15% 20% 25% 30%

Hm Lacey mWashington

Source: 2020 U.S. Census American Community Survey, 2019
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Languages Spoken at Home

Nearly 17% of Lacey households speak a language other than English at home. Asian and

Pacific Island languages and Spanish are the most prevalent.

Figure 9: Languages Spoked at Home, Lacey, 2019
Other Indo -
European
Languages, 2.1%

Other Languages ,
0.4%

Spanish, 6.3%

Asian and Pacific Island
Languages, 7.8%

Source: 2020 U.S. Census American Community Surv ey, 2019

Figure 10: Top 7 Languages Spoken at Home

for Populations 5 Years and Over  in Lacey

Only English, 83.3%

Estimate % of Total
Total: 45,849 -
1 Speak only English 38,210 83%
2 Spanish 2,900 6%
3 Korean 1,035 2%
4 Tagalog (incl. Filipino) 573 1%
5 German or other West Germanic languages 540 1%
6 Viethamese 402 1%
7 Chinese (incl. Mandarin, Cantonese) 354 1%
8 Other Asian and Pacific Island languages 1,207 3%
9 Other Indo -European languages 233 1%
10 Russian, Polish, or other Slavic languages 165 0%
11 Arabic 123 0%
12 Other and unspecified languages: 65 0%
13 French, Haitian, or Cajun 42 0%

Source: 2020 U.S. Census American Community Survey, 2019
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Individuals with Disabilities

About 25% of Lac ey As p @iput 6,200 peaple) self -identify as having one or more
hearing, vision, cognitive, or ambulatory disabilities.

Figure 11: Individuals with Diabilities, Lacey. 2019

with an independent living difficuity || [ N I 6.60%, 2,390
with a self-care difficulty ||| [ S 2.20%, 982
with an ambulatory difficutty || G 7 .00%, 3,079
with a cognitive difficutty || T 5:50%, 2335
with a vision difficulty [ 2.90%, 1,365
with a hearing difficuty || NI 5.90%. 1,860

0 500 1,000 1,500 2,000 2,500 3,000 3,500

Source: 2020 U.S. Census American Community Survey, 2019

Other important sociodemographic considerations of note:

i Over 6,003 military Veterans live in Lacey. Lacey is home to the highest concentration of
Joint Base Lewis McChord -affiliated personnel in Thurston County.  For zip codes 98503,
98513, 98516 there are:

A 2,126 Active-Duty Members, 1,320
Active-Duty Spouses, 2,393 Active -
Duty Children

A 795 Guard / Reserve Members, 400
Guard / Reserve Spouses, 673 Guard /
Reserve Children

A 824 Appropriated fund (APF) /
Nonappropriated fund (NAF) Civilians
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1 Approximately 38% of Lacey residents were bornin Lac ey; 89% were born in the U.S. and
12.1% were foreign -born.

1 L a c eppvAry rate is 10.3%, above the Washington state average of 9.5% .

Economic Structure by Industry

i The most common industries, by number of employees, are  Public Administration (3,335
peopl e), Health Care & Social Assistance (3,116 people), and Retail Trade (2,800 people).

1 Compared to other places, Lacey has an unusually high number of  Public Administration
(3.34 times higher than average*), Agriculture, Forestry, Fishing & Hunting (1.2 time s), and
Retail Trade (1.16 times) industries.

i The highest paying industries, by median earnings, are  Public Administration ($65,134),
Utilities ($56,786), and Professional, Scientific, & Technical Services ($51,957).

*Higher than average = there is a higher concentration of a particular industry than is typical for the U.S. on
average. A location quotient (LQ) of 1.0 means a community has the average representation of an industry,

while a 3.0 would equate to three times the average share.  Conversely, an LQ of 0.05 would indicate a presence
of just half the norm.
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Figure 12: Employment by Industry Type, Lacey 2019
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Economic Structure by Occupation and Employment

1 The most common jobs held by residents, by number of employees, are Office &
Administrative Support Occupations (3,097), Sales & Related Occupations (2,212), and
Management Occupations (1,948).

i Compared to other places, Lacey has a higher -than -average number of residents working
as Farming, Fishing, & Forestry Occupations (1.69 ti mes higher than expected), Healthcare
Support Occupations (1.64 times), and Office & Administrative Support Occupations (1.25
times).

i The highest paid jobs held by residents, by median earnings, are  Health Diagnosing &
Treating Practitioners & Other Technical Occupations ($76,578), Architecture & Engineering
($72,284), and Computer, Engineering, & Science Occupations ($69,795).

*Higher t han average = there is a higher concentration of a particular industry than is typical for the U.S. on
average. A location quotient (LQ) of 1.0 means a community has the average representation of an industry,

while a 3.0 would equate to three times the ave rage share. Conversely, an LQ of 0.05 would indicate a presence
of just half the norm.

Figure 13: Employment by Occupation Type, Lacey, 2019
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lIl. TARGET AUDIENCES DETAILED

Community membersare t hi s tArhehaudience. As mentioned earlier, the terms

Jcommunity medmBeosmmuamty stakehol dersj are used br o
business owners, visitors, workers, partners, City staff, volunteers, and appointed and elected

officials, and anyone else that plays a role in shaping the great er community of Lacey.

One of the Pl a rkey sarget group s is the 58,000+ individuals who call Lacey home and the
nearly 400000who | i ve WGA LaceyAs

The following sections of this chapter provide a more nuanced overview of the people who live
in Lacey and how to meaningfully connect with them.  There are also sections provide limited
insight into non -resident community members and how to best connect and engage with them.

This Chapter includes:

1 An analysis of target audiences .

1 Key messaging and impact -evaluation tools.

Resident Market Demographics

Tapestry segmentation ( Appendix D) provides a more detailed market analysis to help
understand Lacey household characteristics. The following groupings show the percent of

Lacey households that fall under specific market demographics. These categories are used by

site selectors and marketing professionals to tailor engagement strategies. About 70% of Lacey
households fall within the suburban -semirural descriptions, and the other 30% in urba  n-metro
categories. The latter group is more diverse, younger , and mobile.

Suburban Periphery (46.5 % of Lacey households)

i1  Urban expansion: affluence
in the suburbs or city -by-
commute

i The most populous and fast -
growing Urbanization group

1 Commuters value low -
density living, but demand
proximity to jobs,
entertainment, urban center
amenities

i1 Well-educated, two -income
households accept long
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commutes to raise kids in family -friendly neighborhoods

Many are heavily mortgaged in newly built, single -family homes

Older householders have either retired in place, downsized, or purchased a seasonal home
Suburbanites are the most affluent group, working hard to lead bright, fulfilled lives

Residents invest for future, insure against unforeseen circumstances, but also enjoy the fruits of
their labor

Semirural (22.6% of Lacey households)

= =

= =4 =4 4 4 4

The most affordable housing ? in smaller towns and communities

Single-family and mobile homes in the country, but still within reach of some amenities
Embrace quiet, country lifesty le including listening to, attending country performances, riding
ATVs, camping

Prefer domestic products and vehicles, especially trucks

Shop at large department and discount stores like Walmart

Fast food and frozen meals are much more common than fine din  ing

Many make a living off the land through agriculture, fishing, and forestry

Time off is spent visiting nearby family rather than flying to vacation destinations

When services are needed, the yellow pages are within reach

Urban Periphery (19.1% of Lacey households)

= =4 4 A

==

City life for starting families in neighborhoods that fringe major cities

The earliest suburbs, built before 1970, primarily single  -family housing with some apartments
Young families with children, diverse population

Homeowners living clo ser to the city, with below -average vacancy rates

Leisure focus on children (visit theme parks, water parks), sports (soccer, basketball, football),
and movies

Spending also emphasizes the children ? clothing, toys, and baby products

Parents of small childre n favor family restaurants and fast food

Smartphones are popular, for social contacts, downloading apps, games, and music

Metro Cities (10.3% of Lacey households)

1

= =4 =4 4

=

Affordable city life including smaller metro cities that feature mix of single -family and mul ti-unit
housing

Single householders seeking affordable city living; usually multi  -unit buildings

Average monthly rents and home value below the U.S. average

Consumers include college students, affluent Gen X couples, and retirement communities
Student | oans more common than mortgages; debit cards more popular than credit cards
Residents share an interest in city life and its amenities, from dancing and clubbing to museums
and concerts

Convenience and mobility favor cell phones over landlines

Many rely up on the Internet for entertainment (music, online games) and as a useful resource
(job search)
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Other Community Member
Subcategories

Property Tax and Utility Rate Payers

Property t ax and utility rate payers exist in a
broad mix of all audience categories. This
audience is best reached and engaged through
iterative, tailored approaches.

Best practice examples include:

i Providing updates on system performance,
use of funds, anticipated needs , upcoming
projects

i1 Explaining development initiatives , mitigation strategies , and anticipated outcomes

Showing return on investment for all past and proposed public investments

1 Seeking feedback on viable, preferred investment alternatives

=

Retirees and Retirement Age

Retirees are a gr owirasgleniae g me n t e
population . They are present in all profiles with increasing
numbers in the 3secur e Thiaskegmert f
expects value for their investment as many are , or will be , on
fixed incomes. Communications with retirees and retirement -
age households should:

i1 Be proactive, include a combination of in -person, email ,
and direct -mail engagement

1 Seek to understand priorities and preferences for new
spending

1 Show how spending achieves their goals and priorities as
well as how it reduces long -term costs

1 Show how City initiatives can help resolve gaps in  services, housing, and other priorities

"
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Military Personnel and Families

Lacey is home to many military personnel, Veterans, department

of defense, defense contractor workers , and their famili es. Many

others live near Lacey and commonly access City services and
amenities. Whi l e this is in part a function
Joint Base Lewis-McChord (JBLM), it is also a matter of choice. Prior
surveys have shown these households valuethe Ci t y As ur ban
amenities, parks and recreation offerings , and the safe and friendly
environment. While some personnel are transitory community

members , others choose to stay or return to the greater Lacey

area following their exit from military service. Notably, JBLM is one

of the top selections nationwide for  military personnel As f i nal
assignment before exiting service in the armed forces .

Reaching this audience is complicated due to changing work shifts and assignments. In
addition, many do not know much about Lacey before they arrive, or obtain information from a
narrow set of information resources  z which are not always accurate (e.g., school ratings,
childcare, et c.). Some communities located near military  bases have improved communications
with military personnel using the following measures:

9 Sharing information , soliciting input through social media pages set up for family and
spouses.

Communicating through existing Veteran service organizations .

Connecti ng through workforce programs that serve spouses  and exiting service members .
Hosting or participating in existing military service appreciation events

Peer communications z word -of-mouth from other veterans.

= =4 4 =4
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Community Partners

The City coordinates and interacts with a
broad cross -section of community partners
such as nonprofits and other governmental
entities at the local, state, and federal level
This category include s neighboring
municipalities, local tribes , educational
institutions , nonprofits, neighborhood
groups, community organizers , and many
others. In the future, the City can strengthen
and reinforce these partnerships through a
variety of means including, but not limited

to:

Hosting engagement opportunities  to connect partners with City leadership and staff
Including community partners /projects and initiatives in City communication materials
Assigning staff to attend and represent the City at major partner events

Inviting partners to provide feedback on important policy and pr ogram decisions

= =4 4

Unserved or Underrepresented Populations

Unserved or u nderrepresented populations
include a mix of community members that,
for a variety of reasons, have not been
offered or have not fully participate d in
decisions impacting the greater community
In many places, this includes historically
marginalized commun ities and individuals ,
including, Black, Indigenous, and People of
Color (BIPOQ), minority and immigrant
populations, and others that encounter
language or cultural barriers to active
engagement.

Underrepresented populations can also

include individuals too busy to participate through traditional mediums, people who have given

up because theyfeelthat 3 no one | istens,} and ot heigPan,thds
objective is to use a variety of engagement tools to  involve the broadest possible cros s-section
of the community. Some best practices include:

1 Meeting the Community in the Community: Visits to different neighborhoods,
business centers, and large apartment complexes are a good opportunity to engage
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with community stakeholders where they are.  This may be come easier to do once
community connections and liaisons are established . Approaches can include door -to-
door visits, but generally are held at established community events at nearby parks,
community centers , or other common spaces.

i Translatin g Key Document and Meeting s (in real time) : For critical community
conversations, translated information conveys the City is going the extra mile to include
all people.

1 Leverag ing Partnerships: Sharing information through other partners is an effective
way to reach more eyes and hear from a greater diversity of voices. This can include
schools, colleges, nonprofits, business associations, and many others.  In some
instances, especially with respect to historically marginalized populations, other
organizatio ns may have already established relationships and trust. Working through
those partners may offer an effective way to deliver information to and hear from those
audiences while also building connections over time.

The Cityisinthe processof creating a Diversity, Equity,
Strategi c Pl an jbgingsuppotted shy therCommassidn on Egjuity and is anticipated
to be completed in Fall 2022. Once approved by City Council, the DEI Plan will provide
additional insight, goals, strategies, and benchmarks for improving communications and
engagement with underserved community members.

Business Community

The business community is a
unique audience . Some Lacey
business owners/operators live
in Lacey. Other s live outside of
Lacey. They engage in a variety
of interactions with the City , as
business owner/operators,
employers, and potentially, residents. Small businesses are often the primary source of hew
investment and job growth in a given community. It is important to maintain ongoing dialogue
with them and include their perspective in local decision  -making discussions.

The City can enhance communications and engagement with businesses  by:

i Increas ing interactive features Provide p-poi bd pogyniiesmforn i
businesses registered in Lacey. Whether done through, or in partnership with, the Lacey
South Sound Chamber, the goal is to show businesses the City values their input and to
ensure the City is aware of future priorities, and current impedi ments from their
perspective.
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i Contin uing partner ships with regional economic development organizations
including, the Thurston Economic Development Council, Thurston Chamber of
Commerce and Visitor and Convention Bureau to increase message reach and busin  ess
constituent input.

1 Continu ing network ing with business community leaders to promote the availability
of and access to local and regional data resources, workforce training and recruitment
support and other insights.

Parks , Culture and Recreation Users

This audience includes community members who use  City
facilities or partic ipate in a range of passive and active events
hosted by Lacey Parks, Culture and Recreation Department
(LPCR. The LPCRrecently added a number of communications
enhancements, including a more robust web  site, electronic
newsletter, new branding , and connec ting end -users with
information in specific areas of interest. Through the Lacey
Cares visioning initiative, the LPCRIs beginning to identify and
plan for future priorities. Additional communications priorities
include:

1 Reaching community members who are unaware of , or
donotcurrentyuse t he CityAs par ks,
recreation programming, etc.

9 Conducting focus groups to refine broader community
goals (e.g., what types of recreation opportunities, what
kinds of new programming for different  age groups,
etc.).

i Developing return on investment or value proposition
fact sheets to help people understand the many ways
parks contribute to Lacey A guality of life

9 Continuing 3Di d vy o unekskettewgnd f
short videos that help people get to know and access
parks, culture , and recreation resources

9 Providing additional information about Lacey  parks, as
well as nearby regional park s, to visitors/potential future
residents (e.g., people visiting Lacey for sporting events ,
community events, etc.).
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Visitors and Tourists

Visitors come to Lacey for work, family /friends , sports events, destination shop ping and dining,
access to local and regional parks and open space s, historical and cultural amenities, and many
other reasons.

Many visitorscont r i but e taxoevénheeby Layimgyimiecal lodging facilities , dining in
food/beverage establishments, and spending in local retail businesses. They are also
important , potential advocates for Lacey. A Nielsen report found that 92% of co nsumers trust
recommendations from friends and families above all other forms of communications with
visitors could include:

i Adding kiosks with Lacey information in key locations such as popular business districts
and tourist destinations (e.g., Regional Athletic Complex (R AC), Rainier Vista Park, Lacey
Depot,and | ocati ons Midtown Digtrict,, etac)e y A's

i Gathering feedback from visitors about their perceptions of Lacey z what works now,
what could be better, what would convince them to  visit again or make Lacey home .

i Leveraging p artner ships to develop and promote features stories that increase  visitor
awareness of Lacey destinations and events

i Creating a branding campaign focused on attracting residents, visitors, etc.

9 Working directly wit h local businesses (e.qg., local lodging facilities, to promote specific
Lacey experiences, community events, or entertainment options ).
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Elected Officials, Advisory Board Members , and Volunteers

Individuals in official or volunteer positions represent Lacey and can, at times, serve as City
ambassador s. The City can help empower these representatives with baseline City information
and messaging by provid ing a consistent and comprehensive onboarding  process that may
include:

1 Key sociodemographic trends and conditions

1 Summaries of upcoming initiatives , projects, events, outreach and engagement
opportunities .

i1 Contact information for specific questi ons or assistance .

City Staff

City staff are often the frontline connection
to community members, visitors , and
neighboring jurisdictions . Making sure they
are aware of current City programs,
initiatives , issues, and needs will give them
the tools they need to effectively
communicate key messages to external
stakeholders. Specific suggestions for
accomplishing this are identified in the
Goals section in Chapter V.
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V. COMMUNICATION PREFERENCES ,
THEMES & TOOLS

This Chapter includes :

1 Anassessment of community communication preferences and priorities as identified
through 2020 and 2021 engagement opportunities. This includes information from the
Lacey Cares initiative, a Lacey Business Community survey, and interviews from internal
City stakeholders, including City staff and Lacey City Councilmembers.

1 An overview of existing City communication tools and channels

In March 2021, the City launched a community -engagement initiative, Lacey Cares, to better

understand community members interests and aspirations aboutt he Ci t yAs future gro
evolution . In addition to asking people what they would like to see or do, the survey also asked

how they would like to receive information.

Email remain s the preferred method (58.6%) for receiving information , with the City website
coming in second (14.6%) . Television and radio were identified as the least preferred channels.
(See Figure 10.)

Email offers effective way s to deliver information . It can be easily adapted to deliver specific
information to audiences based on self -selected interest areas .

Community Communication Preferences (from Lacey Cares Survey)

350 58.6% Figure 14: Community Member Communication Preferences
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41.6%
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How would you like to receive information about Lacey events, issues and news? (check all that a
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Topics of Community Interest

Based on community interest collected during the Lacey Cares initiative , community members
appear most interested in receiving information on one or more of the following topics:

Parks and recreation programming and updates
Community events and festivals
Arts and cultural offerings .

Future and on -going r esidential and commercial development  projects .

=A =4 -4 -4 -

Road, utility , and other infrastructure updates (e.g., septic conversion, bike lanes , and
sidewalks).

Public safety updates .
City financial reports, including budget and taxes .

Tree and natural area preservation efforts .

=A =4 4 =4

Small and independent business success stories and new openings .

Since not all parties are necessarily interested in receiving information on all topics, continuing
to allow people to opt-in to specific community interest categories is a great solution to ensure
people receive the information they want.  While the topics list ed above provide a good starting
point , the City will need to periodically engage community members and update community
interest categories , as necessary.
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In May 2020, the City conducted a communications survey with local businesses to better
understand where they get local information and what topics they most value receiving
information about or would like to receive  more information about in the future. Approximately
260 business representatives participated. Key takeaways are summarized below. The full
presentation is included as Appendix E

Lacey businesses are most interested in receiving communications about

o Future and on -going residential and commerc ial development projects

o Long-range, community planning

0 Parks and recreation programming and updates

0 Public safety

o0 Positive news from around the community

Lacey businesses are mildly interested in receiving communications about education,
transportation, City budgeting, the environment, and utilities.

82% of respondents have never attended a City planning session or public forum. The
most common reasons for not attending : 1) they did not know it was happening ; or 2)
theydonAt have enoug Notably, mdy 38%indedtet that they would
attend a forum without barriers.

Email is the preferred method for communications. City mail ers, website, newsletter s,
social media platforms , and utility bill inserts were indicated as good for some , but less
effective for others .

When asked to rate City governance, participants gave high marks to parks and

recreation, business, and environmental friendliness. A considerable number of survey
takers selected 3 4 d o mwy\whenlasked about community development initiatives and
communications .

When asked for further input the two most -requested actions were to 1) address
homelessness in the community , and 2) enhance City communications.
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Figure 15: Community Topics of Interest
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Internal SWOT Analysis

In 2020, staff leadership and the Lacey City Council were asked to provide an assessment of
communications strengths , weaknesses, and future opportunities. Complete responses are
provided in Appendix D. Insights include:

9 Using more sophisticated technologi es to manage data.

Increasing use of visual materials , including videos , story maps , and interactive
dashboards .

Providing timely communications through text alert  s.
Reaching out to underrepresented audiences in innovative ways
Ensuring consistent messaging across the organization .

Ensuring consistent messaging externally .

= =/ =4 -4 =4

Expediting website
h :
erhancements Strength Weakness

9 Conducting interactive meetings
and engagement sessions .

i Crafting a stronger social media
presence and adapting to
evolving communication

preferences . Threat
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Key Messag ing Themes

Through various community member surveys and interviews, a cross all target audiences,
several key themes resonate . These key themes should be incorpo rated in communications
where appropriate . During community -outreach activities, community members most often

cited the following valueswhen asked t o s hlikertoebe able ® say abbueLyackylin
the future :

1 Cleanand Safe z Public safety is of paramount importance. People appreciate  the Lacey
Police Department and want to see policing continue to evolve with best practices.
There is also high interest in o
the CityAs res [
homelessness, including
helping people connect with
resources, but protecting
public and private spaces.
Community members also
value clean and safe
roadways , parks, and trails.

1 Welcoming and Dynamic z Community members enjoy community events and
festivals. There is strong support for equity and inclusion  efforts, as well as
opportunities for enhanced cultural awareness and experiences . People love their parks
and support a variety of recreation programs that allow access for all.

1 Military -Friendly z Lacey is home to many
active duty servicemembers, Veterans, and
their families. Many of these individuals
choose JBLM as the final stop in their military
career due to quality -of-life considerations
and the welcoming community. Prior studies
have shown the annual economic impact this
has on the greater south sound.

9 Business -Friendly z The community is
especially supportive of small and
independent businesses, and incentives that
help them stay and grow. There is a desire to grow the dining and entertainment
portfolio and diversify the em ployment base with job opportunities at all wage levels.

i1 Affordable z Housing affordability is top of mind for many, whether asarenter or a
homeowner. Conversely, retirees and individuals on fixed income s are sensitive to rising
inflation, utility bills , and property tax es. Communicating how the City responsibly uses
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public resources and minimizes costs is critical, as is explaining effortsto  encourage
affordable housing.

The way people feel about their community is largely connected to the ability to a dvance and
communicate achievements in these areas. Existing and proposed communications tools are
outlined below.
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Existing Communications Tools and Channels

The City of Lacey currently utilizes an array of communications tools and channels, includin g
Figure 16 : Existing Communication Tools and Channels

City of Lacey website

Email alerts

Text alerts

LaceyLife newsletter

Lacey Playbook newsletter
StreamTeam newsletter

Economic Development newsletter

City of Lacey / Lacey Police social
media channels

We Care Form (soon to be 311 request
app)

Council meetings and workshops X
Various boards and commission X
meetings
Open houses, forums and design X
charrettes

Video features

Public events, hearings and notices X
Surveys

Mailers

Utility bill inserts

Water quality reports

Press releases

Flyers and brochures

Door hangers

Signage X

Presentations to service clubs, X
formalized groups

X

X X X X X

X

X X X X X

Frequently
Semi-frequently
As needed

X Monthly

X Monthly

X Periodically
Periodically

Frequently

As needed

Weekly
Varies

As needed

Varies

As needed
X As needed
X As needed

Monthly
X Annual

As needed
X As needed
X As needed

As needed

Upon Request

Prioritizing the Use of Tools and Channels for Future Outreach

The tables on the fol

O Wi

ng

page

identify J3best

various topics. High -impact methods have the best chance to succeed. Low -impact may not be
as effective, but still useful in maximiz ing content reach. However, in cases where resources
may be limited, the City will have to be strategic about the use of tools and channels. In these

cases, the City will need to determine the balance between high

-impact methods and

maximizing reach. Diversity, equity, and inclusion e fforts should be considered when making

these decisions.
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Figure 1 7: Non -Emergency External Communications Tool Matrix (Topic

High Impact: H  Low Impact: L

Communications Tool

Communication : - ;
. . . . Location Utili Council
. LaceyLife Parks E- Direct | Social | Text City . ty . .
Type Email ) ) 4 Lacey bill listening
newsletter newsletter mail media | alert | website . . .
website inserts session

Policy/budget

discussion H H H H L
Community event H H H H L H H
F:onstruction H H H L H H H H

impact

Good news update H H L H

Economic impact L L L H L

Public safety issue L H H
Engagement

opportunity H H L H H L H L H L

-Specific Audience Communication Preferences)

Banner Press Video
display | release | streaming

I m I —r I I r

Figure 1 8: Non -Emergency External Communications Tool Matrix (General Audience Communication Preferences)

High Impact: H  Low Impact: L

Communications Tool

Target : - ;

wenin | e ol I el e et
website inserts session

General L L H H H

Teens H H

Young Adult L H H

ploncng H H H H H L H H L

Seniors H H H H L L H L

=y o AR

Taxpayers L H L H oL H H H H
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posters

& flyers
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Kiosks, Presentations

posters
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L L
L
H
L
L
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V. GOALS, OBJECTIVES, AND TARGETED
ACTIONS

Itis intended that the Plan be updated periodically to reflect advances in communications
technology and approaches, as well as evolving community needs, interests , and priorities.
Current goals, objectives , and targeted actions are outlined below .

*
GOAL 1 Kfi

Augment internal  communications to increase cross -departmental
collaboration and awareness.

OBJECTIVES

With this goal, the City endeavors to:

Provide tools and policies that facilitate internal awareness of City issues and plans.
Ensure citywide messaging alignment across departments .

i Enhance and m aintain collaboration andcross-d epar t ment i nteraction as
workforce continues to grow and develop .

TARGETED ACTIONS

A. Develop and implement an organization -wide intranet communications system.

B. Institute an organization -wide document management system to increase efficiencies
and streamline internal and external
processes, serve as a repository of City ; s AT

OF THE PERSON
WHO DOES IT-

information, reduce risk, secure data, and - ! : Jugragh
better connect staff. Continue to leverage
this tool to meet futu re organizational
needs.

Y0UR WORK WITH

C. Develop a comprehensive web and App
accessible City Services Center (311) for
internal and external users to access City
information, make service-related
requests, and for the City to make more
data-driven decisions.
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Create a Citywide style guide to ensure consistent branding and messaging of City
materials.

Create a consistent communications on -boarding program for new City employees and
provide on -going communication training opportunities.

Continually improve internal communi  cations processes and tools, such as the
communication dashboard and leverage new technologies that facilitate and streamline
internal communications.

. Expand community access to documents, reports, forms, and other City materials
t hrough t he CiMapagesnenDSystemndélinApp, online Municipal Code,
Public Records Request system, Tra klt, and other technologies.
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