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Tell the Entire Story



Tell the Entire Story
Organizations Must Remain Relevant 

• We create a product for 
public use and 
consumption

• We are in a position to “sell” 
that product to the public

• That product must be:
• Displayed –

“Merchandised”
• Presented
• Met with Approval

We’re not “selling” but we are
MARKETING



Evolution is Key



What happens if you fail to connect                             
with the public you must reach?



What happens when you do make that connection?



How Things Were: Just Ticking Boxes

Meeting AD: Times Courier - Ellijay  

Limited Advertisements/Meeting Invites: 
Legal notices and Roadway Signs



How Things Were: Missing Chapters



The Response



Today’s Digital World

Meeting Expectations…..

…while stopping rumor and 
misinformation in the digital world 
by providing information from the 
beginning of the story to the end



The Public Demands Options
• In Person
• Virtual / On-Demand
• Participation from Beginning to End 

of Process



How to Stay Relevant

Public Involvement Plan (PIP)

• Utilize Survey Tool
• Conduct Yearly Audits
• Yearly Report to Discuss Needed Changes



Internal Public Involvement Task Force

Virtual 

PIOH 

MMIP 

Enhanced 
Public 

Involvement 
Platform

Virtual

PIOH

MMIP



5 Criteria for Consideration Today

Criteria 
for 

Today

Brand

Simplify 
the 

Message

The Space
Initial and 
Ongoing 
Outreach

Tell the     
Entire Story



Virtual Public 
Meeting



Virtual 
Public 
Meeting 



Virtual 
Public 
Meeting 



Virtual 
Public 
Meeting 

6-hour live chat to 
discuss project, 
answer questions

Official comments 
for the public record 
submitted here



Public 
Information 

Open House 
(PIOH)



Understanding Retail Philosophy
Emulating Great Marketers, Merchandisers and Presentation



Reaching the Public Where They Are

Today meeting advertisements are more farther reaching



Inform and Make them Feel Welcome






The Present

Open House Format

Story Boards/Videos

Adding Chapters to the Story

Interactive Displays



The Brand
Be a Brand the Public Trusts

• Meet or Exceed 
Expectations

• Tell the Whole 
Story / Show 
Transparency

• Room Set Up
• Materials – Brand 

Consistency
• Staff Preparation / 

Identification



Project Examples
Catoosa County 0013590

218 citizens attended

84 comments received 

Survey tool comments from Citizens:
• Excellent Presentation and Video
• Information was Very Helpful
• Handled Extremely Professionally
• Personnel Very knowledgeable  

Interactive! 



Simple, Easy to Understand Displays



Simple, Easy to Understand Displays



Major Mobility 
Investment 

Program 
Public 

Involvement



MMIP Projects and Locations



Elements

Robust and proactive 
communications and 
outreach strategies

Leveraging digital  
and social media

Developing and 
utilizing program/

project champions

Retail approach: Strong consideration of 
location, brand, merchandising, marketing



Mitigating Opposition



Robust and Proactive Communications





Consideration of 
the Brand



Merchandising and 
Marketing



Developing Project Champions



Evolution

• Expectations are never static:

• Read the Writing on the Wall, Control the Story, and Evolve

• Expectations are never static
• As technology and people change, so do their expectations
• Read the writing on the wall, control the narrative, and EVOLVE
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