THE VILLAG

Communication Campaign Update

Schwarlz

MEDIA STRATEGIES
PR > Marketing




CAMPAIGN OBJECTIVES

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

Preserve and strengthen Key Biscayne’s brand as Miami's
‘vlayground’ 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-TERM GOALS:
MIAMI INTERNATIONAL
BOAT SHOW

e Fducate the public

* Create a sense of urgency to galvanize public
support

e Clarify and counteract inaccurate information

e Align campaign efforts to influence the court of
public opinion
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THE RESULTS

* Boat Show’s permit was limited to two-years
with stringent environmental controls, despite
applying for 10-year permit

e Key Biscayne recognized as political and
environmental watchdog

e | ocal and national news articles gquestioned the
true motives of City and Boat Show

* Social media outreach engaged and mobilized
the general public

e Marketing campaign put our messages directly
in front of target audiences:

e Damage to the environment
® [raffic and congestion
e How commercialization violates master plan/will of public

e | ack of renovations at Marine Stadium
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MEDIA COVERAGE
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MEDIA COVERAGE
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| ﬁllllll! Ot.com @The WiamiHevald @he Hiami Herald
"Battle rages over Miami  Boaishow impact *Miami breaks promise
Public waterfront” feels like a hangover to open waterfront
park after boatshow”
MIAMI
@he Miami Herald New.l.l
"Boat Show enters "Fresh food co-ops
choppy waters” fight Liberty City food TH R DE A
deserf" SEH FLOREAL&TATE NEws L

i % REUTERS |
“Protected Florida ‘&Y BISCAYNE MAYOR ON BOAT
mangroves razed | SHOW: ANYWHERE BUT HER’,
for boat show” |
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MEDIA COVERAGE

_ Che Wiami Herald
@R CAN'T DO A BAIT AND SWITGH,

| - Commissioner Francis Suarez

The Mliami Times @he MiamiHerald THEREALDEAL
INTEGRITY | INSIGHT | INFLUENCE  SoutHFlorioa ReaL EsTATE NEWS
"Miami children’s initiative *Miami cuts mangroves “The swelling
hosts food co-op” to make way for sea-level debate”
boat show”
§ o e Miam
SOUTH FLORIDA
O NWE.‘CO!S BUSINESS JOURNAL m“m
“Hundreds of students “The allure of the shacks Con’gc_)versmldboa’r shc;w
receive free school and the neighborhood’s ~ MAP CSIEgAras Manaies

zones and critical wildlife

supplies” exciting history continues "
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fo attract curious locals”
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MEDIA COVERAGE

NEN”TI 65

‘ ‘IAIL PROVES CITY KNEW VIRGINIA
KEY MANGROVE DESTRUCTION,
‘ KEY BISCAYNE MAYOR CHARG,.,

@he HiamiHevald

"Fresh start: co-ops
offering liberty city
residents healthy
affordable produce”

®CBS Miamij s =

“Liberty city students
get tools for school”

Law 366

"Miami-dade commision
approves crucial boat
show permit”

@ usaTopay

"Miami children’s initiative
hosts food co-op”

NewTimes

"Key Biscayne Mayor: Miami
politicos “were bullshifting all
along”about promised park”

Ne ”HT. TS

"Boat show a bod
fit for virginia key”

THEREALDEAL

"White House expert warns
sed level rise threatens real
estate & tourist economy”
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MEDIA COVERAGE

@he MWiami Herald

| ‘ "III.E THE MIAMI INTERNATIONAL BOAT SHOW’S ORGANIZERS
| TOUT THE SUCCESS OF LAST WEEK'S EVENT, MIAMI-DADE COUNTY

RESIDENTS ARE LEFT WITH WHAT FEELS LIKE A BAD HANGOV, ’

- Mayor Mayra Pena Lindsay

@he Wiami Hevald

"FWC: manatee killed by
boater in fisherman’s
channel”

DAILY BUSINESS REVIEW

“Key Biscayne not backing
off fight against marine
stadium plans”

@he Miami Hevald

"Marine Stadium’s
development will create
traffic nightmare”

MIAMEPTODAY

"Key Biscayne meefing
on Marine Stadium”

Che MiamiHerald

"Day 1 of Miami
International Boat
Show: We were
slammed’”
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"Key Biscayne activists
watch closely as Boat
Show begins”




MARKETING & CONTENT CREATION

71 ,768 people received email blasts
1 0,1 34 took action after receiving the email blast

Historic Virginia Key:

s the City of Miami
& Boat Show’s Piggybank

Commestiatzetion of historis Virgimia Key prionitizes wofits and special isterests,
disregards yeors of pusbBc Input.
The City of Misms Commissi ppr the Virginia Key Master Plsn in 2010 following

years of publ.c engagerent. mmdedfmaﬁwpm:pn public agcess to the waterfront
and the restoration of the historic Miami Mar ine Stadium.

Fve years bates, the City s gnor.ng izs Master Pizn in &vor of uring large-scale everts 1o the island's
waterfrent, eginning wich the Miami interna tional 8o Show's proposed move in February 2016.
The Boat Show/'s atbempt to squeeze 800 baats into the Stadmm basin will put the
enviromment at risk and cut-off public ztcess ko beaches and pavks for months,

Worst of 2, the Gty s sticking taxpayers with the project’s 520 mifiicn b JI, Al of this without one penny
£0ing 10 restoring Maml Marine Stadium.

g\\‘ﬁ‘
#SAVEVIRGINIAKEY

7.000,008 PEOPLE VISIT

VIRGINIA KEY EACH TEAR =
T EXPERIENCE ANy, 2>
ISLAND PARADISE <, '-.\

BUT WHEN THE CITY 8F MIAMI
LOOKS AT VIRGINIA KEY,
THEY @NLY SEE

THE CITY PLANS T® CREATE FOR-PROFIT EVENT
SPACE AT MIAMI MARINE STABIUM, OPENING
THE DOOR T@ MAJOR EVENTS. MILES OF TRAFFIC. ..

~AND SIGNIFICANT HARM
T® VIRGINIA KEY
AND BISCAYNE BAY

260,400 SF OF STYROFOAM MOCKS
INSTALLED BURING THE

MIAMI INTL BOAT SHOW WilL
ACCOMBOIATE 808+ 1OATS

AND LEAYE A TRAIL OF

GARBAGE IN ITS WAKE

AS IF KILLING ®FF MARINE LIFE ISNT SAD ENOUGH,
THE CITY IS MAKING YU PAY FOR T

THE PLAN WILL COST TAXPAYERS $16 MILLION
WHILE THE HISTORIC MARINE STADIUM
SITS IN DISREPAIR

Prase Buk N Vot yous
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MARKETING & CONTENT CREATION
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SOCIAL

TradeOnlyTeday 1+ s 1, s MIGUEL GARCIA - I
Heard Thursday was rough - |
@MiamiBoatShow for food and toilets, |
but improved Friday. Heard nobody call it
a failure “MiamiBoatShow very disappointing
TideSlide « i1 how they've handied ransportation. 2
@TradeOnlyToday bathrooms shut, hours in line to ride a 30 mins boat nde
exhibitor parking a nightmare, no 1o the show Total failure
f toilets, no lights, no handicap access,
' m Miami . Shm . g MiamiBoatShow #epictailure
|‘ Ribbon cutting with @CityofMiami Mayor | i
Regalado, city commissioners & Cathy ﬁ Chris Merkel & e |
Rick-Joule @therealnmma
#MiamiBoatShow

Qver an hour warting in line for a water tax: at
‘MiamiBoalShow

GlennaOn10

UhOn. Toa soon ro say wnat killed a fourd near
- but centmnly not Zood for show's lacanon

controver sy @

Brian Androwe e
'L. Nainfo Long Unes 1ar naver 130 No b Jmhe sde aben bogls e numing
“REmioetdhow

d Luis Janania (i e
. @MiamiBoatShow an hour and a half for
Y o

P the water taxi...worst event ever.

people engaged with the people viewed the
#BoatShowReality social Facebook posts
media campaign

EJminesunvood 2 [ i = | Nicole Serafine [ [
—_— | | . ‘ V

The MiamiBoztShow was beautiful!

MizmiBoalshow and boat 4 just

But the wait for a waler taxi makes it not
worth it. Would walk and Uber, but
| causeways are iammed.

Ipr

arrived for the AAA line

MEDIA STRATEGIES
PR > Markeiing



WHAT'S NEXT?

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

» Enlist additional stakeholder support against
commercialization of Marine Stadium

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

e Create unigue events and initiatives that support
our core objectives

o Leverage Key Biscayne’s 25th Anniversary of
Incorporation to highlight its history and
successful municipal governance
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5 FOCUS AREAS:
MARINE STADIUM SITE PROTECTION

Launch a ‘pop-up park’ on the
Marine Stadium site to visualize
what could be if the City and Boat
Show fulfilled its promise




5 FOCUS AREAS:
LITIGATION SUPPORT

Continue to work hand-in-hand with legal counsel to put
Key Biscayne's concemns over the Boat Show directly in
front of public audiences'’
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5 FOCUS AREAS:
BRAND KEY BISCAYNE AS MIAMI'S PLAYGROUND

Capture data showing how Miami lacks public
green space in comparison to other major R - .
cities, while reinforcing Key Biscayne’s role = .

as a ‘playground’ for the entire county
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5 FOCUS AREAS:
BIKE 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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5 FOCUS AREAS: = L.  * -
SEA LEVEL RISE . -
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survey of property owners on sea-level
rise.
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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:

MEDIA RELATIONS

¢ Ongoing media tours and deskside briefings
¢ Feature story placements

e Thought leadership / Source positioning

e Op-ed articles

o Announcements

MARKETING & SOCIAL MEDIA

e Unigue events

e Curated data (surveys, research)

¢ Owned content (infographics, white papers, graphics)

e Social media engagement (Twitter, Facebook, Instagram)

ADVOCACY & STAKEHOLDER SUPPORT

¢ Enlisting surrogates (environmental groups, historic
preservationists)

¢ ducating Village residents

e Communicating with audiences across Miami-Dade
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THE VILLAGE OF KEY BISCAYNE

Communication Campaign Update
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