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Who are these people? 

 Based in Kansas City

 In business with school districts since 1992

 Small staff (all work virtually – low overhead!)

 Work almost exclusively for public entities – K-12, 
libraries, cities and counties

 Clients have raised nearly $7 billion in new 
revenue at the ballot box

 Simply put: We work to help our clients better 
connect with their key stakeholders
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3-tier Approach

 Citizens Advisory Committee

 Pre-election Research

 Election Campaign



STEP ONE: Listen! 
Citizens Advisory Committee

 What is a Citizens Advisory Committee?

 Why start one? 
 Receive on going input.

 Create a sounding board.

 Put initiatives to the test.

 Surface surprise information.

Presenter
Presentation Notes
Bullet point 1 A Citizens Advisory Committee, is comprised of a cross-section of residents who can offer districts an opportunity to hear their opinions, float trial balloons, educate residents – and share their experiences with others.Case study: Camdenton, MO CAC�



NUTS & BOLTS
Citizens Advisory Committee

 Timing: 12 to 24 months before anticipated election 
date.

 Gather the right “cast of characters.” 

 Consider a “state of the district” survey at the 
beginning.

 Consider a communication audit at some point in the 
process.

Presenter
Presentation Notes
Cast of characters - cross-section of the patron population:�Engaged senior citizen who volunteers at the school—someone who does not have a child at the school district but sees the “inside” on a regular basis PTA/PTO parent—someone who is fully engaged in the happenings on a building levelTypical resident —someone who doesn’t normally engage with anyone and doesn’t have a student in the districtRecent arrival – someone who has lived in the district five years or lessAnonymous parent(s)—someone with a student in the district that doesn’t participate in or attend activitiesTownie(s)—someone who has lived in the community for many years; possibly alumni of the school districtFan – Someone who is a well-known supporter of the districtCritic – Someone who rarely has anything good to say about the district



STEP TWO: Insight that informs decisions
Pre-election Research

 Why pre-election research?

 Perception is reality. It is essential to know what a 
true cross-section of your patrons are thinking.

 Helps structure a winning ballot proposal.  



STEP TWO: Insight that informs decisions
Pre-election Research

 Benefits of pre-election research

 Identify how to communicate with key stakeholders.

 Identify what messages to communicate so they 
resonate with patrons.

 Be certain a comprehensive analysis of key opinions are 
collected without bias. 

 Gather statistically reliable data. (400 phone calls)

Presenter
Presentation Notes
400 phone call survey - It is the same methodology used by Gallup and other organizations who routinely survey the public.Budgeted based on the cost per completed survey call. Your research partner should continue calling in the targeted areas until the quota has been reached. The costs can range anywhere from $17 per completed call  to $35, depending on the length of the survey and the complexity of the quota. Random-dial – cell and landline phonesOpen-ended questions (“Why did you say that?”) require more time on the phone and, therefore, add to the cost, so use them judiciously. Also, complicated quotas (such as “We want 400 patrons who have a child in elementary school only, but who have never had a child in any other school in the district”) make it more difficult, and costly, as well. Respondents should be a head of household, a registered voter, and aware that they live within the district. Calls should be divided to match the general population patterns in the district.



NUTS & BOLTS
Pre-election Research

 Timing: 6 to 8 months before anticipated election date

 Identify your information needs. Ask yourself, “When 
we’re done, what do we need to know to help us make 
decisions?” 

Examples:

 How patrons rate the school district’s performance 

 What patrons like and dislike about a potential ballot 
proposal 

 What patrons would be willing to pay for a proposal they 
like 

Presenter
Presentation Notes
Bullet 2: �It’s important to think in terms of information needs first, rather than launching immediately into writing questions. While you should take advantage of the opportunity to ask about any topic that is of value, you should limit the desire to use this process to collect data on mere curiosities. In other words, if you are “just curious,” but don’t know how you will use the data, don’t include it on your list. 



NUTS & BOLTS
Pre-election Research

 Solicit potential research partners
 If using a RFP, keep it simple and explain:

Your research needs

Your timing expectations 

Your thinking on methodology (but be open to other 
suggestions) 

Your expectations for experience (educational 
experience is helpful) 

Your deadline for submission 

Presenter
Presentation Notes
It’s always a good idea to narrow the field and invite the finalists in for an interview. You want to be certain that they not only have the technical skills, but that there is also good chemistry between the research team and the school district. 



NUTS & BOLTS
Pre-election Research

 Reviewing proposals, look for…
 Do they understand your needs? 

 Do they have suitable experience, and do they provide 
references? 

 How do they collect data? (In-house staff, partner 
organization, etc.) Will they be credible representatives 
of your school district? (Remember, a mispronounced 
school name or an unprofessional approach by a college-
age telephone researcher will reflect on your school 
district.) 

 Do they fully explain the budget they are proposing? 



NUTS & BOLTS
Pre-election Research

 Promote your research plans 
 Good PR - it demonstrates transparency, and also 

stimulates greater levels of participation.

 Standby 

Presenter
Presentation Notes
Bullet 1 It helps to promote the fact that you will be conducting research, and to announce the protocol to those you will be seeking to reach. It demonstrates transparency, and also stimulates greater levels of participation.Bullet 2The period when data is being collected is sometimes referred to as “radio silence,” because there’s little information available on an interim basis – and such data would be of little to no value anyway, because it could change by the time the process is all over. In other words, once the research is “in the field,” give your research partner a chance to do their work and produce a quality report.



STEP THREE: Get ready for the ballot box
Campaign Management 

What you need to succeed on Election Day:

 3 months to plan.

 A theme that resonates with voters. 

 Benefit-driven messages.

 Campaign materials: signs, brochures, mailers, etc. 

 Passionate volunteers.

 A schedule of activities designed to strategically 
disseminate the message in a manner that builds 
excitement and interest. 

Presenter
Presentation Notes
 Mention��Please Vote vs. Vote Yes �As you probably already know … School district delivers an informational message ( “please vote”), rather than promotional or “vote yes” message. ��If you are engaging in campaign work on school district property and/or using school district resources use “please vote.”��



NUTS & BOLTS
Campaign  Management

Milestone Dates

 12 weeks out: Identify chairs/co-chairs and form 
committees, conduct first committee meetings, 
determine campaign theme, logo, budget and 
fundraising begins.

 10-8 weeks out: Prepare communication efforts with 
website going live, seek enforcements, host kick-off 
event/recruit volunteers, start speaking engagements.

Presenter
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NUTS & BOLTS
Campaign  Management

Milestone Dates

 6 to 4 weeks: Launch social media, distribute printed 
materials, yard signs go up. 

 3 weeks: Prepare “Just the Facts” campaign for 
response to a Political Action Committee attack. 
Begin PR. 

 2 weeks: Final push efforts.

 Election Day: Volunteers stationed at polls.

Presenter
Presentation Notes
**The average person has little to no interest in your tax election -- very brief attention span. �**Final push –emails, walk neighborhoods to hang door hangers, fliers, paid media. 



NUTS & BOLTS
Campaign Management

Campaign Theme

 Keep it simple.

 Use pre-election research to guide campaign theme.

 Generally, research has shown to stay away from the 
word “build” or “building.”

 “Excellence” language works well in wealthy school 
districts.

Presenter
Presentation Notes
With the bulk of campaign activity taking place in the last few weeks before a vote, it is extremely important to have a simple theme and design so people remember your message. 



NUTS & BOLTS
Campaign Theme Samples

Presenter
Presentation Notes
Design suggestions �Incorporate organization/school, colors. Past campaigns have seen success with elementary school-level graphics



NUTS & BOLTS
Campaign  Management

Key Messages Must Answer 3 Questions

 WHAT’S IN THE PLAN?
“All schools benefit. The plan includes four new schools, 
extensive repairs and renovations and maintenance.”

 HOW MUCH DOES IT COST?
“An average household will pay about $48 per year.” 

 WHY SHOULD I VOTE YES? (What’s in it for me?)
“Investing in our schools supports our students and 
strengthens our community.

Presenter
Presentation Notes
COST: Express in whole dollars over a period of one year.        Only use 1 number in the campaign.       Calculate cost off of the average annual household property tax. �Why support the vote:Use benefit messages – never a feature. Benefits connect to feelings. **Overall, stick to the messaging the research shows resonates with voters. 



NUTS & BOLTS
Campaign  Management

Campaign Materials

 Consistent and redundant.

 Positive message across all communications vehicles. 

 Launch communications at the right time. 

 Use same creative for “please vote” and “vote yes.”
 Saves the budget. 

Presenter
Presentation Notes
Present a consistent, positive message across all communications vehicles. �Timing of when to release communications is very important.  �Use same creative for “please vote” and “vote yes” – EXAMPLE on next slide. 



NUTS & BOLTS
Campaign  Management

“Please Vote” & “Vote Yes” 

Presenter
Presentation Notes
Want no, or very little, differentiation between the campaigns



NUTS & BOLTS
Campaign  Management

Where do you find them?
 Internal – staff and teachers

 PTA/PTO

 Community and civic groups 

 Businesses 

How can they help?
 Present a presentation

 Help rally more volunteers

 Distributing signage and 
communications materials 

 Raise money

Passionate Volunteers!!

Presenter
Presentation Notes
Support from the school district “family” vital when organizing a campaign. All employees need to understand the rationale for the vote. Ideally, they should feel ownership. �Principals play important roles in the development of your campaign. Since a principal serves as a key leader in most communities, his/her support and enthusiasm towards the vote affects how parents, students, faculties and the residents in their communities feel towards the building program.Groups can include: Chambers of Commerce, Rotary Clubs, Government Entities, HOAs, PTA/PTO Groups, Senior Citizen Communities, Unions�



NUTS & BOLTS
Campaign  Management

Final Thoughts 
 Need a strong brand.

 10-80-10 Rule

 Campaign focus can change and hinder your outcome.

 What works for one district, may not work for another. 

Presenter
Presentation Notes
At the end of the day, there are simply too many factors beyond your control to ever guarantee an election victory. However, you can have a fool-proof effort and insure you have given yourself the absolute greatest chance for victory.Strong brand - Tax initiatives have a better chance of passing if the school district/organization has a strong public relations program in place. An organization that already has strong community support and public awareness can easily rally community support and volunteers to assist with the bond campaign. 10-80-10 Rule – Changing the mind of a “no” voter won’t happen in the window of a campaign. Focus on the 80 percent who are willing to learn about the bond plan and who will go vote. The focus of the campaign can change to a different issue that can hinder your outcome. Be prepared for this in advance and think through concerns that could arise. An example, if you are a school district and your school bond plan proposes a new school, rezoning may be a question that comes up. What works for one organization, may not work for another. Time of year, economic climate, communications methods all need to be reviewed. Don’t assume someone’s success tactics can be yours. 



EVERGREEN CONCEPTS

Communications Audit
 Evaluation that pinpoints the 

messages that are getting 
through and making a 
difference, and the ones that 
are falling short.

Parent Alumni Program
 Keep your connection to 

people who have made you 
successful in the past. 

Student Exit Surveys
 Hear from the most important 

target market you have.

Climate Study
 Provides insight into what’s 

really going on inside your 
buildings or organization.



QUESTIONS?

Thank you!

Patron Insight, Inc. 
www.PatronInsight.com

Follow us on:


	How to  pass a school bond 
	Who are these people? 
	3-tier Approach
	STEP ONE: Listen! �Citizens Advisory Committee
	NUTS & BOLTS�Citizens Advisory Committee
	STEP TWO: Insight that informs decisions�Pre-election Research
	STEP TWO: Insight that informs decisions�Pre-election Research
	NUTS & BOLTS�Pre-election Research
	NUTS & BOLTS�Pre-election Research
	NUTS & BOLTS�Pre-election Research
	NUTS & BOLTS�Pre-election Research
	STEP THREE: Get ready for the ballot box�Campaign Management 
	NUTS & BOLTS�Campaign  Management
	NUTS & BOLTS�Campaign  Management
	NUTS & BOLTS�Campaign Management
	NUTS & BOLTS�Campaign Theme Samples
	NUTS & BOLTS�Campaign  Management
	NUTS & BOLTS�Campaign  Management
	NUTS & BOLTS�Campaign  Management
	NUTS & BOLTS�Campaign  Management
	NUTS & BOLTS�Campaign  Management
	EVERGREEN CONCEPTS�
	QUESTIONS?

