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Ord. 2012-

AN ORDINANCE AMENDING CHAPTER 30 “ZONING” OF THE
CHRISTIANSBURG TOWN CODE IN REGARDS TO RESIDENTIAL DENSITY
ALLOWANCES IN RESIDENTIAL, MIXED USE, AND BUSINESS DISTRICTS

WHEREAS, the Planning Commission of the Town of Christiansburg, Virginia has
recommended to the Council of the Town of Christiansburg amendments to the Zoning
Ordinance of the Town of Christiansburg; and,

WHEREAS, notice of the Planning Commission public hearing regarding the
intention of the Town Council to pass said ordinance was published two consecutive weeks
(January 28, 2012 and February 4, 2012) in The News Messenger, a hewspaper published
in and having general circulation in the Town of Christiansburg; and,

WHEREAS, notice of the intention of the Town Council to pass said ordinance was
published two consecutive weeks (February 22, 2012 and February 29, 2012) in The News
Messenger, a newspaper published in and having general circulation in the Town of
Christiansburg; and,

WHEREAS, a public hearing of the Planning Commission of the Town was held
February 13, 2012 and resulted in a recommendation by the Planning Commission that the
following proposed ordinance revisions be adopted; and,

WHEREAS, a public hearing of Council of the Town was held March 6, 2012; and,
WHEREAS, Council deems proper so to do,

Be it ordained by the Council of the Town of Christiansburg, Virginia that
Sections 30-80 of Chapter 30 “Zoning” of the Christiansburg Town Code be amended as
follows:

ARTICLE IX. MIXED USE: RESIDENTIAL - LIMITED BUSINESS - LIMITED
INDUSTRIAL DISTRICT MU-2

Sec. 30-80. Area and density.
The minimum lot area for a single-family dwelling shall be 10,000 square feet.
The minimum lot area for a two-family dwelling and shall be 12,500 square feet.

The minimum lot area for a multiple-family dwelling shall be 15,625 square feet and
density of development shall not exceed the ratio of ten sixteen dwelling units per gross acre.

Special regulations for townhouses are contained in Article XX.

There shall be no minimum area required for businesses.





Ord. 2012-

For permitted uses utilizing individual sewage disposal systems, the required area for any
such use shall be approved by the health official. The Administrator may require a greater area if
considered necessary by the health official.

(Ord. 2004-4 of 9-7-04)

This ordinance shall become effective upon adoption. If any part of this ordinance is
deemed unlawful by a court of competent jurisdiction all remaining parts shall be deemed
valid. Ordinances or parts of any ordinances of the Town whose provisions are in conflict
herewith are hereby repealed.

Upon a call for an aye and nay vote on the foregoing ordinance at a regular
meeting of the Council of the Town of Christiansburg, Virginia held
2012, the members of the Council of the Town of Christiansburg, Virginia present
throughout all deliberations on the foregoing and voting or abstaining, stood as indicated
opposite their names as follows:

Aye Nay Abstain Absent
Mayor Richard G. Ballengee*
D. Michael Barber
Cord Hall
Steve Huppert
Henry Showalter
Bradford J. Stipes
James W. “Jim” Vanhoozier
*Votes only in the event of a tie vote by Council.





Ord. 2012-

SEAL:

Michele M. Stipes, Town Clerk Richard G. Ballengee, Mayor






Christiansburg Planning Commission

Minut

Present: Barry Akers
Ann H. Carter
Harry Collins
M. H. Dorsett, AICP
Steve Huppert

es of February 27, 2012

Craig Moore, Chairperson

Ashley Parsons

Joe Powers, Vice-Chairperson

Randy S. Wingfield, Secretary

Absent: Mark M. Caldwell, Il
Jennifer D. Sowers

Staff/Visitors: Kali Casper, staff

Non-Voting

Carol Lindstrom, 630 Depot Street, N.E.

Paula Moore

Chairperson Moore called the meeting to order at 7:01 p.m. in the Christiansburg Town
Hall at 100 E. Main Street, Christiansburg, Virginia to discuss the following items:

Introduction of new Planning Commi

ssion members.

Chairperson Moore introduced
Collins and Ashley Parsons.
should feel free to ask questions.

Public Comment.

the new Planning Commission members, Harry
Chairperson Moore suggests that new members

Chairperson Moore opened the floor for public comment. No public comments.

Approval of meeting minutes for February 13, 2012.

Chairperson Moore introduced
motion to approve the February
seconded the motion which p
abstained due to absence at

the discussion. Commissioner Dorsett made a
13, 2012 meeting minutes. Commissioner Huppert
assed 4-0. Commissioners Akers and Sowers
from the meeting. Commissioner Collins and

Commissioner Parsons abstained since they were not yet appointed at the previous

meeting.
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Council’s_intention to adopt an ordinance amending Chapter 30 “Zoning” of the
Christiansburg _Town Code in_ regards to residential density allowances in the
Residential, Mixed Use and Business Districts. The Planning Commission public
hearing was held February 13, 2012. The Town Council public hearing is set for March
6, 2012.

Chairperson Moore introduced the discussion. Commissioner Dorsett made a
motion to recommend amending the Town Code in regards to the drafted ordinance
increasing the residential density allowances to 16 units per acre in the MU-2 Mixed
Use: Residential - Limited Business - Limited Industrial District. Commissioner
Carter seconded the motion. Commissioner Dorsett indicated that this drafted
change was a drastic improvement. Commissioner Powers noted he originally
wanted to create this draft as an alternative for Town Council to the Conditional Use
Permit request for the Planned Housing Development in B-3. Commissioner Powers
requested that the Development Subcommittee be allowed to look at the Mixed Use
Districts as a whole and consider the possibility of allowing the increased density if
certain additional criteria are met, such as additional stormwater management
measures.

Commissioner Dorsett amended her motion to return the draft to the Development
Subcommittee. Commissioner Carter seconded the amended motion. Chairperson
Moore inquired if this should be incorporated with the overall Zoning rewrite and
Commission Powers stated that he though not as he would like to move that along
and added looking at the density may be done in conjunction with the
Comprehensive Plan update. Chairperson Moore asked Mr. Wingfield if action
should be taken. Mr. Wingfield indicated that action was not necessary.
Commissioner Dorsett withdrew her motion. Chairperson Moore noted for new
Commissioners that the Zoning Ordinance amendments will be discussed at the
next meeting on March 12", Commissioner Dorsett asked if the definition of flea
market has been modified. Mr. Wingfield noted that the definition will be changed to
eliminate fully enclosed buildings. Commissioner Powers stated that Development
Subcommittee will be making additional changes.

Chairperson Moore explained the existing subcommittees and stated that new
members will be included. Mr. Wingfield asked if Planning Commission wished to
discuss appointments to committees. Commissioner Dorsett suggested keeping
current assignments. Chairperson Moore asked new members about committee
preferences. Commissioner Parsons indicated she would like to participate in all
committees and is available for those meetings. Chairperson Moore stated that
Commissioner Parsons is welcome on all committees. Commissioner Collins
indicated he would like to be placed on the Historic District Subcommittee.
Chairperson Moore asked if anyone would like to step down from current committee.
No Commissioners indicated that they wished to step down from any committee.
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Residential, Mixed Use and Business Districts. The Planning Commission public
hearing was held February 13, 2012. The Town Council public hearing is set for March
6, 2012. — (continued)

Commissioner Collins asked if Item 4 would have changed the Conditional Use
Permit request. Commissioner Powers stated that if the amendment had been
available earlier, it may have changed the request. Ms. Lindstrom asked if any
problems would be created for this CUP with a town-wide rezoning and could it be
rezoned and considered for Mixed Use zoning. Mr. Wingfield indicated that that the
property could be considered for Mixed Use zoning and added that the CUP
approval would be grandfathered and the conditions would still apply.

Commissioner Collins asked if the greenspace requirements would be different for
Business versus Mixed Use. Mr. Wingfield explained that requirements are different
but that the CUP and site would be grandfathered as developed. Commissioner
Powers noted that the CUP request was only for 14 units per acre and not 16 units
per acre as considered in the Zoning Ordinance amendment for MU-2. Ms.
Lindstrom asked about the locations of current Mixed Use Districts in Town. Mr.
Wingfield named the Cambria Crossing development and the former Rowe
furniture/current Premier Transfer property and adjoining garage area as well as the
Community Housing Partners office and property on Depot Street. Commissioner
Dorsett asked if mixed use was intended as higher density residential and how many
acres are in mixed use now. Mr. Wingfield listed the approximate size of each mixed
use area. Commissioner Powers asked about the density of Cambria Crossing and
Mr. Wingfield indicated it would be less than 10 units per acre.

Other Business.

Mr. Wingfield noted that the next meeting will include a public hearing regarding
Cheadle’s Mobile Home Park on East Street and Park Street. The Cheadles have
asked for rezoning for a portion of the park from I-2 to B-3. Commissioner Powers
asked Mr. Wingfield to point out the location on the zoning map. Commissioner
Huppert asked if the request is near the stockyard. Mr. Wingfield responded that it
was relatively close. Mr. Wingfield stated that the Cheadles are interested in an
overnight RV park with the rezoning, which would require a CUP. Commissioner
Powers asked about contacting the Montgomery Museum who maintains the
cemetery nearby and the Police Chief. Mr. Wingfield noted he will also contact Fire
and Rescue for input. Commissioner Dorsett asked about restricting access to Park
Street from East Street due to the road incline. Mr. Wingfield noted that this portion
of East Street is a private street. Commissioner Huppert asked about the length of
stay for the RVs. Mr. Wingfield stated that it may include longer stays, possible
somewhat permanent RVs with the owners visiting for short stays. Commissioner
Powers asked about conditions on the current overnight RV park in Town. Mr,
Wingfield stated that if there is a CUP for the overnight park, it was likely granted
over 30 years ago and would probably have minimal conditions.

There being no more business Chairperson Moore adjourned the meeting at 7:19 p.m.

Non-Voting

Craig Moore, Chairperson Randy S. Wingfield, Secretary






m VirginiaTeCh Department of Athletics

Associate Athlelics Direclor for Adminisiralion
352 Jamerson Athletic Center (0502)
Blacksburg, Virginia 24061

540/231-1830 Fax: 540/231-3542

Memorandum

To: Terry Caldwell, Bill Beecher, Cara Walters, Kevin Hicks, Casey
Un_denavood, Keith Doolan, Jen Schafer, Volunteers.

Fro Jon Jaudon and Ned Skinner/(];

Date: February 27, 2012

RE: Hosting ACC Swimming and Diving Championship

We hope you feel a great sense of accomplishment for your contributions in making these
championships one to remember. We set out to host these championships in the tradition Virginia Tech is
known for. Qur goal was to exceed the expectations of the coaches, athletes, officials and fans. We
succeeded!!

A giant thank you to the staff at the Aquatic Center. You truly represent the belief that attitude is
everything by your “go out of your way” approach to your work. It is an honor to collaborate with you.

To the Virginia Tech staff, you're the best! We introduced some new ideas at this championship, cold
tubs, splash guard, extraordinary student-athlete hospitality, separate massage area, unparalleled scoreboard
results and video. All the immediate feedback was very positive.

Thank you for your creativity, vision and work ethic. Those qualities work together to set us apart.
As we close the book on this championship, please feel free to let me know any thoughts you have to

make the championship better. In the event we are privileged to host again we want to be prepared.

Thank you, thank you, thank you!

xc: Righard Ballengee, Mayor Town of Christiansburg
arry Helms, Town Manager
Jim Weaver, Athletic Director Virginia Tech

VIRGINIA POLYTECHNIC INSTITUTE AND STATE UNIVERSITY ACC

ATLANTIC COAST CONFERENCE
An equal opportunity. affirmative achion mnstitution SRS






Aquatic Center Revenue Report

January 1-31, 2012
Days of Operation: 29
Facility Closed for Meets:

Holiday Closing: 2

Memberships:

Non-Resident Memberships: 160
Resident Memberships: 190
Total January Memberships: 350
Attendance:
Daily Resident Pass 2,474
Daily Non Resident Pass 495
Dry Pass 498
Member Scan 3,301
Programs, Rentals 471

Total Attendance: 7,239

Daily Average: 250

Revenue
Breakout of Revenue:
Facility Revenue $ 11,356
Daily Admission 11,496
Program Revenue 3,150
Retail Revenue 377
Food Concessions 19
Membership Revenue 13,166
Gift Certificates 25
Competitive Meet Revenue 16,605
Refund -
Total Revenue $ 56,194

January Birthday Parties: 35






March 2012 CHRISTIANSBURG MONTHLY REPORT
January 2012 Data

Operating Budget

The Town of Blacksburg Recommended Operating Budget for FY 13 has been completed; the
local match required to fund the Christiansburg routes is $205,757, which reflects a $6,000
increase from last year. The budget increase is necessary to maintain the current level of
service; no additional service would be included.

Three service levels were provided to the Working Group for their review:

FY 12 Actual Budget: $199,757
FY 13 Proposed Budget:

Operating Budget increase to maintain current service S 6,000

Capital Projects (local match) S 5,300

New Service -2" Commuter Route (local match) Optional _$ 5,200

Total Additional Funds: S 16,500

FY 13 Minimum Proposed Budget to maintain service: $205,757

Considerations:

Ridership has increased over 100% since inception.
0 Ridership has increased from 9,714 in the first fiscal year to 24,700 last year.
BT receives complimentary feedback from customers on a regular basis.
0 “lreally like this service you help elderly like me to get all the services | need”
Christiansburg Comment Card.
The Christiansburg bus service is providing a valuable economic development tool by
providing reliable transportation for employment, shopping and medical purposes.
0 The NRV Mall, Dish Network and the NRV Superbowl! are the top three
employment destinations in January 2012.
Public Transportation has become an integral part of Christiansburg, as new
construction is developed transit service is being requested during the initial phases of
planning.
0 Arequest for transit service was received during initial planning for the proposed
apartment complex on Farmview Road.
Fuel costs have increased by at least 50 percent in the last year, which is why costs have
increased with no additional service.
0 InJanuary, 2011 fuel prices averaged $2.82 per gallon, a year later in February
2012 they now average $3.36 per gallon.
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Capital Budget

The Capital Improvement Program earmarks $53,000 to purchase four new shelters at a cost of
$10,000 each, with the remaining $13,000 to be used to purchase replacement roofs for
existing shelters. The anticipated funds for this project are as follows:

Federal Funds: S 42,400
State Funds: S 5,300
Local Matching Funds: S 5,300
TOTAL S 53,000

Survey

BT developed and executed a short survey on board the Go Anywhere buses in December
2011. The objective of the survey was to take a quick “snapshot” of our ridership and capture
their feelings on several key aspects of the service. Since the survey, by plan, was very limited it
cannot be used for a statistical analysis. The short survey was executed over two days, with a
total of 19 passengers surveyed. The results of this survey supported the same conclusion as
the survey conducted for the Transportation Development Plan a year ago, indicating that very
few passengers have access to a personal vehicle; in this case only 3 out of 19 passengers have
access to a personal vehicle.

The results of this survey were reviewed by the Working Group during their meeting in
February. They requested the next survey to be conducted across all three routes to gain a
larger, broader sampling. During the next Working Group meeting the group will work together
to formulate the questions for a more in depth survey in the future.

Recapped below are the key takeaways:
*  95% of passengers ride the Christiansburg bus service two or more times per week.
e 10 customers or 56% use the service five or more times per week.
e 7 customers or 39% use the service between two and five times per week.

* 77% of passengers list either work or shopping as their top destination. (Note: For
purposes of this survey Wal-Mart and NRV Mall were categorized as “Shopping”,
although we have passengers that are known to work at both locations).

¢ The most common way passengers learn about the service is by word of mouth.

e 42% of customers responded that extended hours of service would be beneficial, if a
change could be made to the service.

e 77% of passengers believe the fare is “just right”, with 23% perceiving it as “too low.’

* 53% of passengers rely on family/friends to get around if they can’t use the bus, 27%
walk to their destination if there are no other alternatives.

U
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Ridership Review

A total of 2,331 trips were provided on the Christiansburg bus routes in January 2012. This was

an increase of 250 passengers when compared to January 2011.

Ridership All Routes
Comparing FY 11 to FY 12 from August through January

3,000

Note: Ridership totals are forall routes, including |
pre-paid group trips.

FY 12 Fri2

2,771
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FY 12 FY12
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Service Changes:
1/1/10 marked the end of Holiday Hours.
1/31/10 marked the end of Fare Free.
10/1/11 marked the start of $0.50 fare for Go Anywhere route
10/18/10 marked the start of expanded service hours.
3/31/11 marked the termination of the Shopper Express route.
8/1/11 marked the launch of the enhanced Explorer route.

December January

M FY 11 - Total Christiansburg

FY 12 - Total Christiansburg

Why do we compare month to month? It is important to compare month to month so that all
variables (such as weather, number of service days, local events, etc) are as similar as possible.
For example, comparing February to July would give opposite weather conditions and a varying
number of service days. Comparing different months also doesn’t account for customer travel
patterns which can change depending on which month customers typically take vacations, the

weather, or simply whether Virginia Tech is in full service or not.

Explorer
A total of 644 passengers rode The Explorer route in January. This
many riders as a year ago.

was almost three times as

“Operator of this bus was excellent and very nice.”

Go Anywhere comment card

Christiansburg Monthly Report Report on January 2012
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Explorer Ridership
ComparingFY 11 to FY 12 from August through January
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Service Changes:

1/1/10 marked the end of Holiday Hours.
1/31/10 marked the end of Fare Free.
10/18/10 marked the start of expanded service hours and the elimination of Saturday service. FY 12
8/1/11 marked the launch of the enhanced Explorer route.

Fy 11

Explorer Courtesy Stops
During January, a total of 22 courtesy stops, or stops at locations off-route took place. Typical

courtesy stop locations are similar to previous months and include the following: Red Oak
Drive (two blocks north of Arbor Drive intersection with North Franklin), Wheatland Hills
retirement home, Long John Silver’s (to get to Country Cooking) and the Christiansburg Bluffs.

Go Anywhere

The Go Anywhere route carried 1,351 passengers in January. There is a slight decrease in Go
Anywhere passengers, which may be explained in part by our ability to move some passengers
to the Explorer route, which is showing an increase in ridership.

There were no group trips provided by the Go Anywhere route to the Aquatic Center during
January 2012. Additional trips are anticipated in February and March.

“l love the Go Anywhere bus. I'm so much more independent.
| can schedule when | need a ride. It’s Great!”

Go Anywhere comment card
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Go Anywhere Ridership
ComparingFY 11 to FY 12 from August through January
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group trips of 4 or more. Pre-paid group
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Service Changes:

1/1/10 marked the end of Holiday Hours.

1/31/10 marked the end of Fare Free.

10/1/11 marked the start of $0.50 fare.

10/18/10 marked the start of expanded service hours.

September

Top 10 Origins & Destinations
The top origins and destinations are very similar from month to month; NRV Mall and Wal-Mart
are usually within the top three origins and destinations!

_|_tripsarenot included

FY 12
1351 —

25 days 26 days

November December January

HFY11

FY 12

BT staff has started identifying a trip purpose along with the destinations so we may better
understand the data we are looking at. The categories used are: Education, Employment,
Medical, Religious, Shopping and Other. Employment ranks as the primary reason for using the
service, with the top three employment locations listed as NRV Mall, Dish Network and the NRV
Superbowl.

Education 94 9%
Employment 469 44%
Government Services 6 1%
Medical 42 4%
Other 354 33%
Religious 0 0%
Shopping 107 10%
Total Trips 1,072 100%

Christiansburg Monthly Report
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TOP 10 ORIGINS TOP 10 DESTINATIONS
1 January - 31 January 2012 1 January - 31 January 2012

2400 North Franklin Street 736 New River Rd
1 63 1 90
Wal-Mart NRCC entrance at NRV Mall
Virginian Drive - Multiple Passengers 58 2 2400 North Franklin Street 72
(Residential area behind Adventure World) Wal-Mart
3 736 New River Rd 51 595 Republic Rd a7
NRCC entrance at NRV Mall N The Bluffs
4 Reading Rd - Residence 29 Beaver Drive - Residence a7
(Residential area behind Montgomery Cty Govt Ctr) (Residential area to the North of Rte 11)
5 Beaver Drive - Residence a5 Virginian Drive - Multiple Passengers a
(Residential area to the North of Rte 11) (Residential area behind Adventure World)
6 595 Republic Rd n 5 Reading Rd - Residence 37
The Bluffs (Residential area behind Montgomery Cty Govt Ctr)
7 Red Oak Drive 39 6 100 Independence Blvd 31
Residential area opposite Corning Christiansburg High School
Thelma Lane 36 2680 Market Street 30
8 (Residential area in Cambria) Burger King
7
1000 Laurel Street 375 Arbor Drive
36 30
Kmart NRV Superbowl
9 2680 Market.Street 27 s 1E Main Street 29
Burger King Montgomery County Courthouse
10 1E Main Street 25 9 1000 Laurel Street 28
Montgomery County Courthouse Kmart
10 2580 North Franklin 2
Ryans
New Customers
26 more customers signed up to use the Go Anywhere service in January, bringing the total
passengers signed up (since November 2009) to 1,208; with an average of 46 new customers
per month.
| Unique New Passengers - Go Anywhere Route |
Number of New
Month
Passengers Added
Pre-Route Match (4.2 months) 227
April, 2010 33
May, 2010 a4
June, 2010 33
July, 2010 33
August, 2010 42
September, 2010 36
October, 2010 58
November, 2010 59
December, 2010 78
January, 2011 61
February, 2011 50
March, 2011 54
April, 2011 39
May, 2011 52
June, 2011 51
July, 2011 58
August, 2011 54
September, 2011 47
October, 2011 36
November, 2011 23
December, 2011 14
January, 2012 26
Total 1208
Average/Month 46.11
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BT Commuter Service
The Commuter Route has been operational for a full year; we can begin comparing ridership

numbers to those from a year ago. While ridership in January tends to be lower than other
months because of the holidays, a significant increase over last year can already be seen!

* Morning average ridership has increased from 4.9 to 9.1 passengers.

* Afternoon average ridership has increased from 4.4 to 6.9 passengers.

Commuter Ridership
Comparing FY 11 to FY 12 from August through January
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Strategic Communications Plan






Introduction

Mission Statement:

The Town of Christiansburg will proactively provide citizens, members of the media, employees, and
other audiences with accurate and timely information regarding upcoming events, announcements,
services, policies, and project plans that may be of interest or have an effect on these stakehold-
ers.

Organization Description:

Christiansburg strives to offer “progressive small town living at its best” to approximately 21,000
residents in Southwest Virginia. As the fourth largest town in the Commonwealth, Christiansburg
is run via a Town Manager-Town Council form of government and is considered the commercial cen-
ter of the region. The community continues to grow while still offering a ‘small town” atmosphere
with quick access to Radford University, Virginia Tech, and New River Community College. Recre-
ation has dominated recent municipal government growth, with a Recreation Center, Harkrader
Sports Complex, and Aquatic Center offering state-of-the-art sporting opportunities to resi-
dents and visitors alike.

Program Goals:

This communication plan is designed to improve interaction between the Town, its residents, and
local stakeholders. The plan examines a wide variety of communication methods currently in place,
as well as the possibility for future growth and progressive outreach. These efforts to build com-
munication are an ongoing process that needs to be revisited as circumstances change and goals
are achieved.

This plan aims to raise the Town's community profile through improved communications, stream-
lined access to information, increased positive media coverage, and contact with citizens, business
owners, and other key constituents. Communication efforts will foster two-way communication
and facilitate expression of thoughts, opinions, information, rationale, and/or decisions by Town
Council members and Town staff to internal and external constituents. Through effective commu-
hication and educated decision-making, community pride and buy-in for Town programs and ser-
vices will increase, as will a positive identification with the Town.

Established in the spring of 2010, the Town of Christiansburgs Public Relations Office will take the
lead in carrying out this plan.






Target Audiences

Primary Target Audiences:
The identified primary target audiences are the groups of people with whom the Town needs to
regularly communicate with on a variety of topics and issues. They are:
Residents of Christiansburg
Town Council
Commissions, Committees, and Advisory Boards
Community Groups and Organizations
Regional Organizations and Agencies
News Media
Business and Property Owners and Managers
Employees
Non-profit Organizations and their Staff and Volunteers within the Town
Public Agencies that service the Town

Secondary Target Audiences:
The identified secondary target audiences are groups with which the Town communicates on a
semi-regular or infrequent basis. They are:

Students, Farents, and the School Community

Residents living in Neighboring Communities

Businesses in Neighboring Communities

Visitors to Christiansburg

Future or Potential Residents and Business Owners in Christiansburg

State and Federal Elected Officials






Target Audience Demographics

Who makes up most of the primary and secondary
audiences the Town is trying to reach?

Total population: 21,041

under 18: 4.8660 22%
16-29: 3,650 16%
350-49: 0,210 30%
50-064. 3,547 17%
©5 or older: 2,508 12%
median age: 3.4 years

male: 47 .9%

female: 52.1%

Total households: 8,673
Total firms (2007): 1,616

Source: U.S. Census Bureau, 2010 Census






Guiding Principles

The Town of Christiansburg Communication Plan was created with these
guiding principles in mind:

* Beproactive rather than reactive

The Town of Christiansburg must take a proactive approach in the planning and execution of
communication and must maintain open lines of communication with its stakeholders. We want to
build upon existing positive relationships with the press through proactive and timely communica-
tion, and solicit their help in publicizing and conveying Town-related information.

* Perceptionis reality

Whether accurate or not, how people perceive the world around them is their reality. Provid-
ing straightforward, timely information will help ensure that perceptions developed by stakehold-
ers about the Town of Christiansburg are an accurate reflection of reality. Misperceptions should
be actively corrected, as appropriate.

e We must tell our own story

While media coverage can be an effective means of conveying information, the Town must
play an active role in telling its own story. By either allowing outside influences to determine the
message or by avoiding the topic, it creates an opportunity for others to fill in the gaps. This can
fosterinaccuracies, inconsistent messages, and misperceptions about the Town. The Town of
Christiansburg should employ every available outlet within its means to tell its own story at ev-
ery possible opportunity. Topics covered should range from capital projects to special events and
everything in between.






Guiding Principles (continued)

* Two-way communication and collaboration are priorities

A two-way flow of communication - both internally and externally - enhances oppor-
tunities for collaboration and involvement by citizens, town staff, and other key stakeholders. In
addition to providing accurate information and creating an accessible culture where decisions are
transparent and questions are encouraged, it will also foster informed decision making by citizens,
Town Council, and staff.

e Communication is everyone’s job

The present communication system allows the Town of Christiansburg to communicate
timely, accurate, and useful information to its residents and stakeholders. Each Town
department helps with this effort by maintaining a good relationship with the public relations de-
partment and proactively suggesting coverage of happening or upcoming events/issues/projects.






Current Communication Methods

Town website: www.christiansburg.org

Christiansburg strives to constantly keep the website updated, particularly via news & an-
nouncements and calendar postings. Continual efforts are also made to update and add to de-
partment listings and general information on programs and services provided by the Town, always
with an eye for providing insight and answers for website visitors. Expansion of minute/agenda ar-
chives, creation and availability of online forms, additions to the capital projects section and other
highly detailed and informative/explanatory sections, identification/implementation of additional
interactive applications that drive website traffic, as well as identifying and promoting positive

stories about town ‘happenings’ all remain priorities for the public relations office.

‘Notify Me’ subscription

The "Notify Me” subscription service through www.christiansburg.org allows audience mem-
bers to receive notifications regarding updates to the news & announcements page (197 sub-
scribers™), public meeting notifications/availability of online agenda packets (369 subscribers™),
aquatic center information (691 subscribers™), etc. This subscription function is administered
through CivicFPlus, the website platform, and allows individuals to select and manage the specific
categories of information they wish to receive. Website administrators need only to modify pub-
lished information to fit the notification format and select “send.”

Facebook

A Town of Christiansburg Facebook page was launched in September of 2010 and has grown
to have 878 fans.™ The page is the Town's only current means of outreach via social media chan-
nels and provides an opportunity for citizens to interact with the Town and ask questions that
they may not have otherwise. Fosters must abide by a terms of use policy that is posted on the

page. Many of the messages posted by the Town link back to the website to help drive web traffic.

*As of February 2012






Current Communication Methods (continued)

Press releases

Information that the Town wishes to be disseminated for general public consumption is
delivered via press release to local news media organizations. These press releases can range from
holiday office closure and garbage collection schedules to Aquatic Center and parks and recreation
events, to capital project and budget process updates, to information about significant criminal
activity. Press releases are targeted to specific news media organizations based on subject mat-
ter to help increase the likelihood of coverage.

Interviews/coordinating interviews with news media representatives

The public relations officer will often be contacted by news media representatives request-
ing an interview with her or another Town employee. These requests are often based on a press
release that the Town disseminated, though they are sometimes related to other subject mat-
ter that the reporteris interested in covering. Unless the subject matter is too sensitive (i.e. an
ongoing criminal investigation that precludes additional comment, etc.), the public relations office

strives to accomodate these requests in a timely manner.

Editorials/Letters to the Editor

When applicable, editorials or letters to the editor may be drafted for publication in the local
newspaper as a means to explain the Town's position on an issue, correct misinformation that is
circulating in the community, or to draw attention to an upcoming event or project. Maintaining
positive relationships with the press is a vital component to ensuring this communication method
remains a viable option.

Articles in magazines

When possible, feature articles in magazines are an effective way to bring focus to a Town
project or initiative and provide more detailed content than is feasible via other types of media
coverage. Depending on the publication, information may be provided for inclusion in an article writ-

ten by their staff, or may be authored by the public relations officer.

Public information meetings

Public information meetings are held to provide citizens with the opportunity to learn in-
depth information and/or provide input/feedback regarding a Town project or initiative that will
affect them.






Current Communication Methods (continued)

PSAs through radio and newspapers

Public service announcements are utilized to provide specific safety tips and notification
of safety initiatives undertaken by the Town to radio and newspaper audiences. Though these
programs are targeted toward Christiansburg, they also provide important messages to anyone

listening to the radio or reading the newspaper.

Utility bill messages
Short messages that fit in a 32-character by 4-line space can be conveyed on each utility
bill (six times annually). These messages are seen by approximately 9400 utility customers.

Utility bill inserts

When the subject matter or amount of information needed to be conveyed exceeds the
utility bill message space, an insert can be utilized as a cost-effective way to reach approximately
9400 utility customers. Bill inserts are designed by the Town and submitted to the utility bill

printing company for printing and insertion in the bills.

Surveys

Surveys are utilized as a means of assessing public opinion and/or gathering public input on
various issues or initiatives undertaken or being considered by the Town. Surveys are currently
conducted by placing an insert in utility bills or online via a SurveyMornkey account.

Fliers/brochures

Fliers and brochures are created or updated to advertise specific programs or initiatives, as
well as detailed explanations of Town services. They are posted and distributed at Town facilities,
as well as businesses around town that are regularly frequented by citizens, as applicable.






Current Communication Methods (continued)

Emergency Notification System (ENS)

The Town utlizes an Emergency Notification System (ENS) through GeoComm, as part of
the E-9711 dispatch program. In addition to promoting citizen sign-ups for the program, including
through an online form, the public relations officer is designated to assess emergency situations,
approve the launch of an emergency notification call, craft message content, and administer the
launch of a notification call. There are currently over 11,000 citizen phone numbers in the data-

base.”

Taped Town Council meetings

Beginning in December 2010, the Town has been taping Town Council Meetings and posting
them on the Town website and vimeo.com. Taping and publicly posting the meetings is meant to
make them more accessible to the community. Costs are kept low by contracting with Montgom-

ery County for videography and conversion services.

Speaking engagements to civic organizations/HOAs/college classes

Public outreach to civic groups and home owners associations is an effective way to give
in-depth presentations on projects and initiatives undertaken by the Town and to promote open
communication between the Town and its citizenry. College classes are often utilized as a means
to spread goodwill by sharing tips of the trade, how-to's, and information about the locality with
students.

Montgomery-Christiansburg Citizens Academy

In partnership with Montgomery County, the Town offers a 9-week academy to interested
citizens seeking to learn more about their local governments. The academy is held once a year and
can accomodate approximately 20 attendees at a time. Graduates receive a binder filled with the
handouts they collected over the course of the program, as well as a certificate of achievement.
Ina 2011 survey of academy graduates, 92% of respondents were either extremely likely or very
likely to recommend the academy to others; the remaining &% were moderately likely to recommend

the academy.

*As of February 2012






Current Communication Methods (continued)

Letters/directed written notifications to citizens

Letters, doorknob hangers, and other means of notification to citizens are created as a
means of direct communication with citizens. The public relations office is frequently involved in
message development, writing, and/or editing these types of notices.

Internal communication
Emails and formal memos are crafted and distributed to Town employees to notify them of
new or amended policies, share applicable news, as well as other information of interest.

Special events
Special events are utilized to bring attention to a project, bring the community together,
and raise the profile of the Town.






How do we reach our audiences with these methods?

Website*/
Notify Me/
Taped Council
Meetings

Residents 16-29
Residents 30-49
Residents 50-64

Community Groups/
HOAs

Business Owners/
Property Managers

Town Council

Visitors

Future/Potential
Residents/
Businesses

News Media

Facebook**

Residents 16-29
Residents 30-49
Residents 50-64
Residents 65+
Community Groups/
HOAs
Business Owners/
Property Managers

News Media

Press

Releases/
Interviews/
Letters to Editor/
PSAs/Magazine
Articles*

@

News Media

@

Residents 16-29
Residents 30-49
Residents 50-64
Residents 65+
Community Groups/
HOAs
Business Owners/
Property Managers
Town Council

School Community

Neighboring
Residences/
Businesses

Utility
Bill Inserts/
Messages

Residents 16-29
Residents 30-49
Residents 50-64
Residents 65+
Community Groups
HOAs
Business Owners/
Property Managers
Town Council

School Community

*Based on national survey conducted by The Few Research Center (2011, September 22). *Views of the
News Media: 1965-2011. Press Widely Criticized, But Trusted More than Other Information Sources.”

**Facebook Ihsights for Town of Christiansburg, VA page (as of 2/12/12)






How do we reach our audiences... (continued)

Letters/
Direct Notice

Residents 16-29
Residents 30-49
Residents 50-64
Residents 65+
Community Groups/
HOAs
Business Owners/
Property Managers
Town Council
Employees
Non-profit Orgs/
Outside Agencies
Local Commissions/
Regional Orgs
School Community

Future/Potential
Residents/
Businesses

State/Federal
Elected Officials

News Media

Fliers/
Brochures

Residents 16-29

Residents 30-49

Residents 50-64

Residents 65+

Community Groups/
HOAs

Business Owners/
Property Managers

School Community
Visitors

Future/Potential
Residents/
Businesses

ENS

Residents <186
Residents 16-29
Residents 30-49
Residents 50-64
Residents 65+
Community Groups/
HOAs
Business Owners/
Property Managers
Town Council
Employees
Non-profit Orgs/
Outside Agencies

School Community

Speaking
Engagements/
Public Info Meetings

Residents 16-29

Residents 30-49

Residents 50-64

Residents 65+

Community Groups/
HOAs

Business Owners/
Property Managers

Non-profit Orgs/
Outside Agencies





How do we reach our audiences... (continued)

Internal

Communication

Town Council
Employees

Local Commissions/
Regional Orgs

Montgomery-
Christiansburg
Citizens Academy

Residents 16-29
Residents 30-49
Residents 50-64
Residents 65+

Business Owners/
Property Managers

Neighboring
Residents/
Businesses

Special
Events

Residents 16-29
Residents 30-49
Residents 50-64
Residents 65+
Community Groups/
HOAs
Business Owners/
Property Managers
Town Council
Employees

School Community

Visitors

Neighboring
Residents/
Businesses

Statel/Federal
Elected Offiicials

Surveys

Residents 16-29

Residents 30-49

Residents 50-64

Residents 65+

Community Groups/
HOAs

Business Owners/
Property Managers

Visitors





Other notable tasks undertaken by
Public Relations Office (as of February 201 2)

Co-organized a media relations training session (conducted by the VDEM Office of Public Af-
fairs) for applicable town staff, along with employees from Montgomery County, the Town of
Blacksburg, and Montgomery County Public Schools.

Organized customer service training (conducted by VTC State Training Coordinator Bobbie
Walker) for 127 town employees

Created and executed a 1-hour driving Tour of Christiansburg for select job candidates
Created and launched online "Public Works Request for Service”

Created and launched "Commend an Employee/Submit a Concern or Suggestion” program (on-
line and paper formats)

36 forms now available via www.christiansburg.org

Streamlined FOIA request process; ensures compliance with applicable laws; organized and
posted FOIA FAQs section on website

Relaunched drive for citizens to sign up for ENS
Oversaw citizen input survey for FY. 2011-12 budget; received over 1100 responses
Revamped utility service brochure

When applicable, have begun implementing Quick Response (QR) Codes as a means to direct
citizens to additional information:






Action Plan

Objective: Revamp www.christiansburg.org.
Strategy: Contract with CivicPlus for redesign of website; oversee redesign process.
Timeline: FY.2012-13

Objective: Continue to improve content offered via www.christiansburg.org.

Strategy: Comb every website page for inaccurate/out-of-date information and correct; iden-
tify areas of website that need additional information; add more listings and related information
to capital projects page; seek additional ways to deliver more dynamic, helpful information to web-

site visitors
Timeline: Beginning in March 20712; continuous

Objective: Increase outreach via Facebook.
Strategy: Fost updates at least four times a week and add pictures monthly.
Timeline: Beginning in March 2012; continuous

Objective: Increase number of Town of Christiansburg Facebook “fans” to 1000.
Strategy: Continue to deliver dymanic, relevant content to the town's Facebook page and in-
teract with fans who post comments or ask questions in a timely manner.

Timeline: By July 1,2012

Objective: Implement social media management tool to coordinate timing of posts
Strategy: Investigate applicability of Hootsuite or other similar social media management tool.
Timeline: March/April 2012

Objective: Consistently send at least 10 press releases a month.

Strategy: Continue to communicate with all town departments to identify information in need
of release, ranging from upcoming holiday schedules and events/classes to crime-related informa-
tion and longer positive pieces.

Timeline: Continuous






Action Plan (continued)

Objective: Continue to increase citizens’ positive perceptions of the Town.

Strategy: A) Write at least one positive press release/story about ‘extracurricular’ Town-
related activity every month; publish online and pitch to local news media
B) Continue to streamline online posting procedures and publicize public meetings and any chang-

es to town-provided services as soon as possible
Timeline: A)Beginning in March 20712; continuous B) Continuous

Objective: Hold at least three public information/input sessions annually

Strategy: Identify issues/projects in need of concerted efforts to inform citizens and/or
gather citizen input; hold applicable meetings. Examples of issues/projects could include seeking
citizen input on changes theyd like to see to the budget input/information dissemination process,
upcoming capital projects, complex or controversial issues where the possibility of misinformation

is heightened.
Timeline: Continuous

Objective: Ensure seamless dissemination of information 24-7, 365

Strategy: Train part-time public information specialist in all applicable areas to serve as a
backup.

Timeline: Beginning in February 2012

Objective: Ensure preparedness for communication during crises and emergencies.

Strategy: A) Practice and achieve level of comfort with existing emergency communication
channels

B) Continue to encourage citizens to sign up for the emergency notification system

C) Ensure applicable contacts and information are readily accessible at all times

D) Continue to develop relationships with other government FIOs to establish informal mutual aid
capabilities

E) Investigate superior means of delivering emergency communications with citizens

F) Complete 1IS200 training through FEMA/VDEM

G) Farticipate in Town-/Region-wide table top exercise
Timeline: A-E) Continuous; F) October 2012; G) TBD






Action Plan (continued)

Objective: Investigate opportunities for improved internal communication.

Strategy: Work with town manager to assess viable means of reaching all internal stakeholders
on aregular basis to keep them informed regarding applicable issues. Fotential strategies may in-
clude email updates from the town manager or public relations officer, printed information, all-staff
meetings, word-of-mouth from department heads, etc. The possibility of developing an intranet as
a means of conveying information will also be explored.

Timeline: Beginning in March 20712; continuous

Objective: Continue to prepare applicable staff regarding strategic media relations.

Strategy: Coordinate additional strategic media relations training for applicable staff who
were unable to attend FY. 171-12 training; continue to ascertain questions to be posed by news
media and monitor interviews to ensure they stay on-message; continue to advise and prep staff

regarding messaging before they speak to the news media or to the public
Timeline: FY.2012-13 for media training; otherwise continuous

Objective: Ensure all employees know applicable protocols for a response if approached by
members of the news media

Strategy: Develop and disseminate brief guide that includes contact information for public
relations office and protocols to adhere to, as requested by specific departments.

Timeline: By May 2012; revise as applicable

Objective: Coordinate communication between public relations office and other town de-
partments.

Strategy: Continue to foster strong relationships with all departments and encourage inclu-
sion of the public relations office early in conversations/situations. This will help ensure shared

knowledge and a consensus regarding the planned approach for dissemination of information.

Timeline: Continuous






Action Plan (continued)

Objective: Ensure cohesive, accurate, and professional image of the town is displayed.

Strategy: Monitor applicable marketing and news websites and publications; correct inaccura-
cies and/or suggest additional information, etc. Become or remain involved in creation/editing of
Town marketing materials, letters, notifications, advertisements, etc.

Timeline: Continuous

Objective: Provide useful information in every utility bill message section

Strategy: Maximize the 32 character x 4 line space on each utility bill that the Town can
include free of charge by anticipating the most important information that should be shared with

citizens for the following two month period.

Timeline: Continuous

Objective: Send out at least three utility inserts with useful/important information to
citizens.

Strategy: Contact departments well in advance of submission date to assess importance
of upcoming events/issues that citizens need to know about. If the information is too detailed to

include in the complimentary 32 character x 4 line space, include it in a utility insert.

Timeline: Pending budget approval beginning FY. 2012-13

Objective: Publish and disseminate garbage collection schedule for calendar year.
Strategy: Create insert for utility bill and print additional copies for residents who do not re-
ceive a utility bill; publish on the Town's website.

Timeline: March2012

Objective: Pursue printed stories in additional publications.

Strategy: Identify issues/projects/topics of interest to share via additional outside publica-
tions that bring value to and show Christiansburg in a positive light.

Timeline: Beginning in May 201 2; continuous






Action Plan (continued)

Objective: Pursue opportunities for dissemination of applicable information via the
Montgomery County Public School system.

Strategy: Consult and coordinate with MCPS PIO to determine requirements and feasibility of
reaching student audiences; identify and deliver applicable information as appropriate.

Timeline: March 201 2: continuous

Objective: Continue to make Town Hall more approachable to citizens/visitors.
Strategy: Coordinate make-up customer service training and conflict management training;
continue to provide superior customer service to all stakeholders encountered.

Timeline: February-April 2012; continuous

Objective: Evaluate potential for incorporating online citizen engagement/input tool into
website; implement if feasible

Strategy: As a means to encourage citizen input and promote accessibility to Town issues, an-
alyze feasibility of incorporating single-question surveys into the Town website via SurveyMorkey
tool/software. Timely input regarding items currently under consideration by Town Council would
specifically be sought. If necessary, evaluate potential alternatives to SurveyMorkey. If utilized, all

feedback will be forwarded to Town Council prior to each meeting.

Timeline: April-May 201 2; potential for continuous






Future Considerations

Twitter

Pros: Another tool to reach audiences via social media; quick updates are easy to post and
could be simultaneously managed via Hootsuite; fosters interaction with followers; tweets can be

retweeted and carried to a wider audience

Cons: Must be able to make a commitment to extremely frequent updating in order to gain and
maintain relevance; audience may demand’ immediate information when it may sometimes be inap-
propriate to comment at that time; limited audience - as of 20711, only 13% of adult online audi-
ences use the service.* At best, the Town would only reach approximately 2,103 residents (15%

of the Town's adult population) if every citizen who used Twitter followed the Town.

Anticipated time commitment: 5+ hours/week

Other outreach via social media/smart phone apps

Pros: Would be on the cutting technological edge of information dissemination practices; would

appeal to residents who desire e-communication to receive information and find out more

Cons: Choices of apps/outreach platforms could have extremely limited audiences and/or the
platform could fail to be the ‘next big thing, thus leading to an irrelevant delivery method that does
not maximize efficiency and reach; would not appeal to more traditional audiences and may even
alienate those just trying to keep up’ preliminary research indicates most platforms are similar to
Twitter but still lack broader appeal

Anticipated time commitment: 5+ hours/week

“Twitter Update 201 1" from www.pewresearch.org.






Future Considerations (continued)

Relaunch/remodel Town blog

Pros: Develop following via social media platform. Relaunch - Provide opportunity to explain ad-
ditional Town departments in detail. Remodel - Provide opportunity for more conversational com-

mentary on Town issues, projects, and programs.
Cons: Time intensive; must be updated frequently in order to maintain relevancy. Relaunch - will
eventually run out of topics if only writing about Town departments.

Anticipated time commitment: Relaunch - 10+ hours/month; remodel - TBD, but could
readily be 10+ hours/month

Online newsletter

Pros: Succinctly delivers news content to subscribers in a single electronic document; no printing
costs, though specific costs for software/program to create newsletter are unknown at this time.

Cons: Time intensive; a comparable professional newsletter published daily by Virginia Tech uti-
lizes one full-time staff person and assistance/contributions from numerous other departments
across campus; may have weak content if published too frequently and stale content if published
too infrequently. Citizens can already receive all news content from the website by signing up for
the News & Announcements Notify Me function.

Anticipated time commitment: Up to 30+ hours a week if published daily

Newsletter in utility bill

Pros: Reach approximately 9400 households/businesses in Town via relatively cost-effective
means; will directly reach (almost) all citizens, regardless of whether they utilize the Internet and/

or subscribe to the newspaper or not

Cons: Difficult to adequately anticipate all relevant content up to 2.5 months in advance; cost
at least $ 2600 annually; not environmentally friendly.

Anticipated time commitment: Approximately 10 hours/month






Future Considerations (continued)

Periodic mailers to citizens

Pros: Will directly reach all citizens in Christiansburg, regardless of whether they use the Inter-
net, subscribe to the newspaper, watch TV, or receive a utility bill

Cons: Expense; not environmentally friendly

Anticipated time commitment: 2-10 hours/mailer

Advanced ENS outreach capabilities

Pros: Allvendor specific - Ease of use in creating and launching an ENS call, regardless of loca-
tion; additional means of contacting citizenry via text, email, etc.; advanced notification capabili-
ties via smartphone apps; work-load for keeping phone number database and mapping correlations
updated shifts to vendor; no equipment to purchase or maintain; ability to test system at no cost
to Town; subscribers have ability to manage their subscription themselves and select what types
of calls they wish to receive; subscribers are automatically added to the phone number database

with no multi-month lag time, as presently exists

Cons: Approximately $ 15,000 annually that is not presently budgeted; possibility of having to
convert information a third time if the Regional 911 center includes a joint ENS program and a dif-

ferent vendor is chosen
Anticipated time commitment: Emergency specific

PEG (cable access) channel

Pros: Allows delivery of visual content that can be programmed however the Town wishes; pro-
ductive format for reaching senior populations; could deliver Town Council meeting videos, inter-
views, information/event announcement slides, etc. directly into citizen's homes, depending on

choice of programming

Cons: Expensive equipment to purchase ($ 13,000+) and maintain; according to Shentel, proper
infrastructure is currently lacking and the cost to install is not written into existing cable fran-
chise agreement; separate agreement with Cox Communications must be obtained in order to
reach all cable subscribers within Town limits; citizens must have cable in order to view the channel;

time intensive, with time commitment positively correlating to level of dynamic content

Anticipated time commitment: 10+ hours/week (minimum)






Future Considerations (continued)

TVs in common waiting areas of Town facilities with looped content

Pros: Provide informational content to visitors/those waiting in line at Town facilities via looped

informational programming/videos/slides; potentially more cost effective than PEG channel
Cons: Cost of equipment/programming software; limited audience
Anticipated time commitment: 5+ hours/week, depending on content choices

Expanded use of surveys

Pros: Garner additional public input and gauge opinions on a wider scope of issues facing the
Town; help convey that citizen opinions are welcome and useful; make more use of existing Survey-

Monkey account

Cons: Too many surveys can cause the tool to lose its effectiveness

Anticipated time commitment: 10+ hours/survey (including promotion of survey)






For more information about this plan, please contact:
Becky Wilburn
Public Relations Officer
Town of Christiansburg
(540) 362-6125 x 145 (office)
(540) 505-9173 (work cell)
bwilburn@christiansburg.org






