
Situation. The City of Port St. Lucie’s Emergency Operations Communication Campaign during Hurricane 

Matthew that included pre-storm, storm and post-storm communication. PSL EOC via Social Media: For the 

first time, Port St. Lucie utilized social media as the platform in which to communicate directly with interested 

parties during an emergency.  

Objective. Our goal was to effectively communicate directly with the community during the emergency and 

not have to rely only on local news media coverage to get critical information out to the community.    

Additionally, the overall goal was to implement the goal of the City’s Strategic Plan, which is to enhance 

communications throughout the organization and the community.  Ultimately, the primary focus was to ensure 

that residents and interested parties received the critical, potentially life-saving information as quickly and 

effectively as possible.  Social media platforms presented the perfect mechanism to achieve this goal, 

especially during an emergency when normal communication methods might not relay the information quick 

enough due to power outages and circumstances beyond control.  The team took a risk by communication 

outside of the previously practiced methods like relying heavily on the local news and media to convey 

information regarding the City.  The risk paid off as evident by the feedback received from the community and 

Council (see attached).  Utilizing social media gave residents the opportunity to community directly with the 

City in real-time and the City was able answer questions directly and rapidly. As a result of our constant 

communication efforts that included news releases, video feeds, social media pushes and photographs, local, 

national and international media outlets were able to utilize our content and assist in disseminating information 

without having to be on site. 

Implementation. Our planning began pre-storm with how the Emergency Operations Center would function.  

Communications established a “hub” within the EOC that included the Director, the PIO, Webmaster, TV 

Producer, and two production specialists.  The team members were on duty 24/7 during the emergency. The 

team developed the communication plan, which included briefings with critical city-staff every 2 hours during 

the event.  After which, the team communicated the updates via Facebook, PSL TV-20, Twitter, NextDoor, 

Constant Contact, Instagram, the website as well as with traditional press release and media advisories.  The 

team dedicated an entire webpage that archived all of the communication released during the emergency and 



after. It also utilized its government access channel to provide updates. By providing video, photos and 

information consistently and very frequently in real-time, there was no need for the media to house themselves 

within the PSL EOC; they were able to obtain the information via the City’s social media feeds and website.  

The City received many local and national media requests, that included international coverage, during the 

storm event, because of these communication efforts. These media sources were able to use information, 

photos and video footage produced by our office without them physically being on site. 

Post storm, communication efforts continued for 30 days with daily updates on recovery that included debris 

collection for the entire city.  The team communicated to residents once again via all of the previously 

mentioned methods.  These communications included visuals such as daily maps, photos and images on the 

cleaning and recovery process. 

Evaluation. The success of the campaign was immediately evident with the amount of media coverage the 

City received and in the form feedback from residents via social media. One particular comment, received 

directly by Council and shared publicly, provides a prime example: “from the citizens who used to live here, 

now living elsewhere but checking on their folks here, they said the best communication came from the City of 

Port St. Lucie’s Facebook page. I wanted to make sure I gave that kudos. Thank you for that.”  

The City’s Facebook pages received 1,367 new “likes” in a single week during the storm event, and gained 

more than 200 new Twitter followers. The public realized if they followed the City’s pages on Facebook and 

Twitter, they would get the most up-to-date information available directly from the source.   

This campaign successfully met its objectives, which were to communicate directly with the community in real 

time and to execute the City’s Strategic Plan as it pertains to communications with the community in a time of 

an emergency. It also met the objective by allowing residents to directly engage with the City and have an easy 

channel to the government during a potentially stressful time for the community.  

Budget. There was no budget for the City’s Crisis Communications efforts. All communication was 

distributed at no cost.  


