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Public Outreach + Ballot Initiatives:
How to be Successful Raising Public Dollars

For Infrastructure Projects



Public Engagement

1.Plan

2.Engage + Educate

3.Ask



Plan

1. Do your research
• Identify your audience
• Create your core messaging

2. Develop your strategy
• Outline tactics
• Assign roles
• Create timelines



Engage + Educate

Be authentic
• Find your voice
• Don’t be afraid of emotions

Present compelling messages clearly and consistently
• Webpage, Mail, Digital Newsletter, Paid Ads, Social Media, Presentations, 

Open House Meetings, etc.
• Logo/brand



Ask
Have a clear ask + alternative 

• Write your ballot question with bullets and clear everyday language

• Include details of what a Yes vote means

• Describe what will happen if your ballot question fails



Case Study

Sales tax increase for the City of Littleton, Colorado



Overview

GOALS

1. Increase awareness of the problem among citizens

2. Engage citizens in a conversation about potential 
solutions

TIMELINE (13 weeks)

• Late May – soft launch

• June – integrate messaging about the problem 
into all platforms and communication

• July & August – focus on proposed solutions and 
gathering input

In early May only 37% of 
citizens were aware of the 
city’s revenue challenge



Approach
• Leverage city-owned platforms: website, Littleton Report, Facebook, YouTube, and Open 

Littleton

• Reach people at home: direct mail of large-scale fact sheet and city council 
letter/postcard

• Find opportunities for personal interaction: State of the City, Meet Eat and Greet 
events, Telephone Town Hall, commission and committee presentations

• Target people in social media: promoted posts and targeted ads on Facebook, Littleton 
Independent print ads, 9News web and app banners



Organic Reach



Website
Launched May 21 and served as the portal 
for all information sharing

• Fact sheet

• FAQ

• Platforms for input

2,496 unique visitors through August 25; 
top referrals include:
• (1) Direct link  [people type the URL in 

their browser] (2) Google (3) 9News, (4) 
Facebook, (5) Twitter



Littleton Report

Print edition: mailed to 26,000+ 
households and businesses

• 2 front page stories

Online edition: emailed weekly to 
3,500 subscribers

• 7 online stories 



Facebook

9,000+ followers

11 posts May 21 to August 4

Total reach = 589



Presentations + Meetings



Presentations
120+ attendees
June 9 | State of the City

40+ attendees
June - July | Boards, Commissions,
and Committees

• Planning Commission
• Transportation Mobility Board
• Historical Preservation Board
• Arts & Culture Committee
• NextGen Advisory Committee



Telephone Town Hall

Wednesday, June 30
The Littleton Center Council Chamber

334 participants
• 304 on the phone
• 30 streaming video
• 21 questions answered live
• 5,400 total phone and video 
engagement minutes



Direct Mail



Two Mail Pieces

2-Page Fact Sheet: mailed to 
26,000+ households and 
businesses

City Council Letter: mailed to 
26,000+ households and 
businesses



Paid Advertising



Results

Littleton Independent

• Half-page print ads August 5 + 9
• 5,650 subscribers

• Letter from Mark August 20

• 25,000 subscribers

• 4,710 opens, 600 clicks to the 
Funding Fix website 

9News

• Four sizes of banner ads on 
9news.com and the app August 5 
– 25

• Over 1.1 million impressions 
delivered

• 615 clicks to the Funding Fix 
website

Facebook

• Two different ads running July 
30 – August 25

• 19,266 impressions and 6,620 
unique individuals reached

• 253 clicks to the Funding Fix 
webpage



Sample Placements



Sample Placements



Citizen + Stakeholder Feedback



Influencer Interviews

• March 22 – May 7

• 97 contacted

• 57 agreed to an interview
• 26 females, 31 males
• 10 former elected officials
• 18 business owners or private sector 

employees
• 15 nonprofit or public sector employees
• 17 citizens without any specific affiliation

“People don’t have a sense of 
urgency… they need to be told 
what the consequences are if we 
don’t get the capital projects 
funded.”



Email + Web Inquires
• Launched dedicated web page and 

email on May 21
• 45 inquires through August 24, 

ranging from feedback to questions
• Of the proposed / discussed 

solutions:
• 10 were concerned with the potential closing of 

the library and/or museum
• 6 support an increase to the retail marijuana tax
• 6 support a new lodging tax
• 6 support a sales tax rate increase in general (did 

not specify a percentage)
• 5 support a .75% increase to the sales tax rate
• 1 supports a .5% increase to the sales tax rate

“It’s excellent to have this issue 
addressed and yes, please move 
forward with fixing it and getting 
residents involved… No one likes 
taxes, but they’re a practically 
unavoidable revenue source.”



Additional Survey via Open Littleton

• Launch August 2

• 2,200 subscribers

• 360 responses through 
August 24



Public Response

“I believe strongly in Littleton, 
and this tax would not be out 
of line.” Regarding the half-cent increase

“Sales tax increase result[s] in 
largest revenue without a huge 
burden.” Regarding both sales tax increases



Summary

• Successfully passed a ballot question for a .75% sales tax rate increase - 
raising $6.5 million annually

• Ballot issue 3A passed with 59% support - the first sales tax increase in 50 
years

• One year later we helped pass a new 5% lodging tax with 64% support 
that will generate about $1 million annually for city-wide public arts and 
cultural facilities and programs

https://littletonindependent.net/stories/littleton-ballot-questions,406979
https://villagerpublishing.com/new-lodgers-tax-is-approved-in-littleton-rejected-in-centennial/


Reach Out to Learn More

bryandavid@publicalignment.com

(720) 939-0480

PublicAlignment.com


	Slide 1:              National Bridge Preservation  Conference 2024
	Slide 2: Public Engagement
	Slide 3: Plan
	Slide 4: Engage + Educate
	Slide 5: Ask
	Slide 6: Case Study
	Slide 7: Overview
	Slide 8: Approach
	Slide 9
	Slide 10: Website
	Slide 11: Littleton Report
	Slide 12: Facebook
	Slide 13
	Slide 14: Presentations
	Slide 15: Telephone Town Hall
	Slide 16
	Slide 17: Two Mail Pieces
	Slide 18
	Slide 19: Results
	Slide 20: Sample Placements
	Slide 21: Sample Placements
	Slide 22
	Slide 23: Influencer Interviews
	Slide 24: Email + Web Inquires
	Slide 25: Additional Survey via Open Littleton
	Slide 26: Public Response
	Slide 27: Summary
	Slide 28:              Reach Out to Learn More

