
Situation. The City of Port St. Lucie wanted to highlight the hardworking, dedicated volunteers 

that give their valuable time to help make our City departments more preferable all while saving 

the City approximately $660,000 a year. The City wanted to create a way to engage residents and 

them a first-hand look at the wide variety of volunteer opportunities. 

Objective. The objective of the City of Port St. Lucie’s Volunteer Spotlight videos series  

generate awareness and significantly grow our pool of volunteers to raise the amount of money 

saved each year, while and continuing to enhance our customer service and improve our 

community engagement opportunities. 

Implementation. The first step of the video series was to collaborate with the City’s official 

Volunteer Coordinators and identify committed citizens who volunteer for the City. Interviews 

are scheduled monthly and filmed accordingly. A new introduction and exit for the show was 

created. Both Volunteer Coordinators were then filmed discussing their jobs, benefits to 

volunteering and the different avenues in which residents could get involved. 

Each segment runs for approximately four weeks and a new volunteer will be featured each 

month in the approximately one-minute videos. 

The videos were also uploaded to social media platforms including Facebook, Nextdoor, 

YouTube and Twitter for further reach, as well as PSL TV-20. 

Evaluation. In line with the City’s Strategic Plan, the objective of this communication campaign 

was to engage the community and grow the pool of volunteers for the City, recognize current 

volunteers and inform the community of the different opportunities available to them. It also was 

meant to enhance the City’s social media and provide a new avenue to describe the many 

different ways residents can become engaged with the City. 



Though this initiative is still in its infancy, these objectives are clearly being met based off the 

positive feedback received from community members via social media channels and increased 

interest from potential volunteers.  

Budget. There was no substantial cost to this video production. All filming and editing was done 

within the Communications Department. Some After Effects were purchased for less than $20 to 

enhance the appearance of the video. 

 

 

 


