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CATUIPAI GN OBJE(TIVES

Advocate for the Marine Stadium site as public watedront
green space in line with the Virginia Key Master Plan

Preserve and strengthen Key Biscayne's brand as Miami's
'playground' open to all Miami-Dade County visitors
and residents

Enhance the Village's position as a leading municipal
authority dedicated to protecting and enhancing quality
of life for the entire region
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SHORT.TER'UI GOAIS:

TUIIAMI INTERNATIONAT
BOAT SHOW

. Educate the public

. Create a sense of urgency to galvanize public
su pport

. Clarify and counteract inaccurate information

. Align campaign efforts to influence the court of
public opinion
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ÏHE RESUTTS

. Boat Show's permit was limited to two-years
with stringent environmental controls, despite
applying for 1 O-year permit

. Kev Biscayne recognized as political and
envi ronmental watchdog

n Local and national news articles questioned the
true motives of City and Boat Show

. Social media outreach engaged and mobilized
the general public

o $arketing carnpaign put our messages directly
in front of target audiences:

o Damage to the environment

o Traffic and congestion

o How commercialization violates master plan/will of public

o Lack of renovations at Marine Stadium
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IJTEDIA COVERAGE
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TUIEDIA COVERAGE
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"Botfle roges over Miomi
Public woterfront"

@hefltiamillleralù
"Boot Show enters
choppy woters"

"Protected Florido
mongroves rozed
for boot show"

Sclnntz

@he fltiamillleralù
,'Bootshow impoct
feels like o hongover"

@he fliliamillleratù

"Miomi breoks promise
to open woterfront
pork ofter bootshow"

MIAMI

"Fresh food co-ops
fight Liberty C¡ty food
desert"
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IIIEDIA COVERAGE

6( CAN'Ï DO A BAIT AND SWIT9)- Commissioner Froncis Suorez

@Ue frlíumiU'imes @he fltiamillleratù
"M¡omi cuts mongroves
to moke woy for
boot show"

n!"F"F"FåLp.ErL
"The swelling
seo-level debote"

rt{TEGRITY I tr{5rGHT I la{FLUEÌrCE

"Miomi children's initiotive
hosts food co-op"

MIAMI

"Hundreds of students
receive free school
supplies"

"The ollure of the shocks
ond the neighborhood's
exciting history continues
to ottroct curious locols"

"Controversiol boot show
mop disregords monotee
zones ond criticol wildlife
oreos"

wsvH.coM
NEWS SOUTH FLORIDA

BUSll{tSS J0URt{At

f;*rlrnrk
PE > hla.heli'ig



IUIEDIA (OVERAGE

MIAMI

66AIt PROVES CITY KNEW VIRGINIA
KEY MANGROVE DESÏRUCÏION.

KEY BTScAYNE MAYoR cH 
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"Key Biscoyne Moyor: Miomi
politicos "were bullshitting oll
olong"obout promised pork"

MIAMI

MIAMI

@he fltiamillleralù
"Fresh stort: co-ops
offering liberty city
residents heolthy
offordoble produce"

ocBsMhd
"Liberty city students
get tools for school"

Srlnntz

"Miomi-dode commision
opproves cruciol boot
show permit"

"Miomi children's initiotive
hosts food co-op"

"Boot show o bod
fit for virginio key"

"White House expert worns
seo level rise threotens reol
estote & tourist economy"
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TUIEDIA (OVERAGE

@he fltiamillleralù
"FWC: monotee killed by
booter in fishermon's
chonnel"

"Key Biscoyne not bocking
off fight ogoinst morine
stodium plons"

@hefltiamillleralù
"Mqrine Stodium's
development will creote
troffic nightmore"

"Key Biscoyne meeting
on Morine Stodium"

@hefliliamilllera[ò
"Doy I of Miqmi
lnternotionol Boot
Show: We were
slommed"'

P. litic
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" Key Biscoyne octivists
wotch closely os Boot
Show begins"

@hefltiamillleralù
66rrE THE MrAMr TNTERNATT.NAT B.AT sHow's oRGANTzERs

TOUT THE SUCCESS OF LAST WEEK'S EVENT, MIAM¡.DADE COUNTY
RESIDENTS ARE IEFT WITH WHAT FEETS IIKE A BAD HANGOV

))- Moyor Moyro Peno Lindsoy
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TUIARKETING & CONTENT CREATION

71 ,768 peopte received emait btasts

1 0r 1 3 4 rook action after receivins the email blast

listorie Virginia [ef

...1b the City of üiem
& Boat $hoYits Piggyùaù
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MARKETING & (ONTENT CREATION
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R¡bbon cutling wilh @Cil)ðfMâmi Mayú
Regalado, city cmmissirm & Cathy
Rick-Joule @thereal nrllma
åMiamiBoetshow
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people engaged with the
#BoatShowReality soc¡al

media campaign

people viewed the
Facebook posts

N¡cole Seraf¡ne lO-

h4rrmrBoatShorq/ and boat 4 ¡usl
anived for the AAA line €p

Clúir tãtcl O t F¡so¡

Over an hour wartrng rn lrne for a walêf taxr al
;,lvftamrBoalShÐw

Gl.ñn¡Oûf0

UhO¡- T@ soon !o r¿, w@ lrÍcd ù ,f,',¡rrcc ,ound neùt
rr.{r¡il,ð3¡:!h¡?¡ - bW (cñtsm}t rd EAÐcl fo. sbd t locðBon
(mÍ o! ar sT |¡?TPLË:c¿dl 1 I

E Lu¡s Janan¡a I ,;r ,'',", r

@MiamiBoatShow an hour and a half for
the water taxi....worst event ever.

Jilúæ Stañlræd ..i,-1,

The h¿iam;Bc¿tSho$'wasbeaú¡lul!

Bt¡t the wait for a water taxi makes ¡t not
worth ¡t. WouH walk and Uber. but

causeway:,are ¡ammed.

ru,
lratÞOr{yTodry t,. .r r,.r r ,. ìi,

Heard Thrrsday Ms rougñ
@MiâmiBoaishow for food aod loílets.
but improved Fritay, Heard mbody call ¡t
a tâilre

TtdeSlide , r,:; ,,

@Tredeonly-foday bathrooms shut,
exh¡bitor parking a n¡ghlmâre. no
to¡lets, no lighls, no hand¡câp access,
MiamEoalShffi #ep¡cfäilure

f IIGT'EL GANclA O+

,MramrBoalShovr very d¡sâppohttrìg
lþw they've handled úarEportation 2
hours in l¡ne to ride a 30 m¡ns boât nde

to ttìe shoÂrlotal failure
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WHAT'S NEXT?

o Hold City and Boat Show accountable to
promises made tied to Marine Stadium site

. Enlist additional stakeholder support against
commercializalion of Marine Stad ium

. Position Key Biscayne as a thought leader on
issues impacting S, FL

. Create unique events and initiatives that support
our core objectives

. Leverage Key Biscayne's 25Ih Anniversary of
lncorporation to highlight its history and
successful municipal governance
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5 FOCUS AREAS:

ffiARI N Ë $TAIll ttfì,t SITE pn0Tr€Tt0n

Launch a 'pop-up park' on the
Marine Stadium site to visualize
what could be if the City and Boat
Show fulfilled its promise
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5 FOCUS AREAS:

TITIGATION SUPPORT

Continue to work hand-in-hand with legal counsel to put
Key Biscayne's concerns over the Boat Show directly in

front of public audiences' r¡
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5 FO(US AREAS:

BRAND KEY BISCAYNE AS MIAIUII'S PTAYGROUND

Capture data showing how Miami lacks public
green space in comparison to other major
cities, while reinforcing Key Biscayne's role
as a 'playground' for the entire county
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5 FOCUS AREAS:

BIKT SAFETY AWARENESS

Partner with Miami-Dade County to launch a bi-annual 'Bike
the Causeway' event to be used as a platform to educate the
community on bike safety and the need to'share the road'
while advocating for continued safety improvements along
Rickenbacker Causeway and Crandon Boulevard
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Sunny lsles
Beech

5 FOCUS AREAS:

SEA TEVET RISE

'q..FLoRl

lãt Pompa-no
Beach

I
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Establish Key Biscayne as being
proactive by conducting a city-wide
survey of property owners on sea-level
rise,

kland

Key West

Mlaml Bcach

Couuty sewage-
EeatmÊnt pla¡rt

Virginia Key
-.i., .. r:ì

Rarniogo

-t5 y''
S"rl

Point
Power

(

' Land below high-tide
line with five-lool
sea-level rise

I Flood-prone urban area
s urban area
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ONGOING TACTICS & BUDGET

To achieve the next phase of this campaign, SMS
suggests a scaled down budget of $6500 per month with
tactics to include the following:

IVIEDIA RELÁNOÄ/S
o Ongoing media tours and deskside briefings
. Feature story placements
c Thought leadership / Source positioning
. Op-ed articles
o Announcements

h/lARl<ETnNG & SOC/,AL {A
. Unique events
o Curated data (surveys, research)
e Owned content (infographics, white papers, graphics)
o Social media engagement ftwitier, Facebook, lnstagram)

,\DVCCACY & STAKEII C LD ER SiJFFC,?T
c Enlisting surrogates (environmental groups, historic

preservationists)
e Educating Village residents
o Communicating with audiences across Miami-Dade
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