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	To:
	David Goldberg, Transportation for America

	From:
	Kristen Grimm and Ed Walz

	Date:
	June 15, 2009

	Re:
	Messaging recommendations based on 2009 focus group research


This memo summarizes the findings of the recent focus group research completed by Spitfire Strategies and Edge Research to inform message development for the Smart Growth America stimulus campaign and Transportation for America. Specifically, the memo recommends:

· A messaging strategy based on focusing group findings;

· A strategy for rolling the message strategy out in localized campaigns and options for building constituency-specific campaigns.

Recommended Message Strategy
The attached report from Edge Research (T4 America Transportation Message Development: Report of Findings from Focus Group Research April – May 2009, dated May 2009) provides detail on the focus group findings. In preparing a messaging recommendation, we also reviewed the findings of T4A focus groups conducted in fall, 2008

Framing the Conversation

A Vision of Progress

We recommend you frame the conversation about transportation reform in terms of progress. This basic value has motivated Americans for generations on issues ranging from health research to automobile fuel economy and the space program. By defining progress for their communities with your vision of a better American transportation system, the campaign can make an emotional appeal to get community leaders into the fight for reform. 

Focus group participants displayed a very personal understanding of the limitations of their communities’ current transportation systems. They also displayed emotional reactions to those limitations that suggest a potential for active engagement as citizen advocates. But their inability to look beyond the status quo and envision a transportation system that better meets their communities’ needs and better aligns with their communities’ priorities is a challenge for the campaign.

To begin overcoming this challenge, the campaign should first highlight for community leaders how the status quo’s outdated transportation system limits progress their communities. The campaign can then show how other communities have made progress by reforming their transportation systems, then by showing community leaders how those reforms can build a better future in their communities. Message suggestions for how to do this while reinforcing the progress frame follow.

Additional language guidance is provided below in the Messaging Do’s and Don’ts section.
Strategy Overview

Community leaders offer a distinct advantage as part of the SGA/T4A advocacy strategy: constituency. Direct outreach to members of Congress and their staffs is important, but its effectiveness will be amplified if members and staffers are hearing the same messages from constituents as from advocates. And media outreach is important, but it will have more effect if constituents draw lawmakers’ attention to news items that reflect their interest in and vision for reform. Community leaders are more likely than their neighbors to engage in conversations about public affairs, offering a real potential to deliver the constituency component of the SGA/T4A strategy.

It is apparent that engaging community leaders will require us to have a series of conversations, meeting them where they are and moving them forward a step at a time. First, they need to know – to understand the impact of federal transportation funding on local transportation outcomes. Then they need to care – to understand that real reforms are not just possible, but are becoming realities in other similar communities. Then they need to believe – to accept that engaging in a facilitated advocacy effort will make a difference by pushing government leaders to make better federal investments that generate better local outcomes. 

Spitfire recommends a messaging strategy that uses a progressive storyline to meet community leaders where they are and move them toward where we want them to be. The “chapters” in this storyline are:

Introduction: Everybody Talks About the Weather

This is where community leaders tend to be now. They see their transportation options like they see the weather – as a given, an important but immutable feature of their environment. They understand how transportation options impact their daily lives, and they complain about the shortcomings, but they do not see transportation systems as something that can change, so getting involved in a reform effort feels like a disconnect.
Chapter 1: One Thing
We want community leaders to move here first. In this chapter, they know about success stories in other communities like theirs, where transportation reforms have delivered real quality-of-life improvements for local residents. They envy those communities and begin to ask themselves “why can’t we have better options here?” and, even more specifically, “what from that community would make transportation better here?”

Chapter 2: We Can Do It

In this chapter, community leaders answer that question: “we can have better options here.” We help them to get there by giving them a vision of how federal policy changes can make meaningful changes happen in their community.

Chapter 3: Push for Reform
In this chapter, community leaders insist on change. We show them why this is the moment to make change happen and enlist them in the fight to push government for real reform.

Chapter 4: Feedback Loop

In this chapter, community leaders feel like part of the team. We have a conversation with them about developments in the federal debate, solicit their feedback, invite their ongoing support, and celebrate shared wins.

Recommended Topline Messages

Spitfire recommends that SGA and T4A employ distinct but related topline messages for each chapter in the storyline. The campaign can bolster the topline messages with supporting points used in varying combinations as time constraints and specific communications opportunities permit. And the campaign can maximize the connection with community leaders by employing local references whenever possible. Note that in the message set below, topline messages appear in Italics, supporting points appear as bullets, and blanks for the insertion of local references are shaded.

Chapter 1: One Thing_________________________________________________________
Traffic snarls and dangerous interchanges, train lines that don’t go where you’re going, and buses that aren’t safe or aren’t comfortable. They’re all symptoms of the same problem. With about 80¢ of every federal transportation dollar going to highways, just 17¢ to public transportation, and only a penny for walking and bike trails, government transportation investments are out of sync with Community’s priorities.

· We spend all that money on roads, but local roads bottleneck or safety problem
· Local public transportation convenience or safety problem
· Local biking / walking problem
It doesn’t have to be that way. The success story in Reference Community shows that we can build a transportation system that does a much better job of meeting Community’s needs.

· Reference Community roads improvement
· Reference Community public transportation convenience or safety improvement
· Reference Community biking / walking improvement
Go to locally-focused URL to see the changes Reference Community made and tell us one thing you would change about transportation in Community. Share detailed ideas or choose from options popular with other Communityans.
We can do it too. By lining transportation investments up with Community’s priorities, we can start building a modern transportation system that meets the challenges Community faces today.
Chapter 2: We Can Do It________________________________________________________
Federal funding accounts for half of the transportation spending in State, so federal investments that don’t line up with Community’s priorities are a big part of our transportation problem. 
· Today, about 80¢ of every federal transportation dollar goes to highways, just 17¢ goes to public transportation, and only a penny goes for walking and bike trails.
It’s been 50 years since the federal government really looked at our transportation needs, and it’s time for a bold new transportation policy that helps communities like Community meet the challenges they face today.

· Focus on road designs that make sense for Community today

· Make roads and public transportation work better together

· Improved public transportation (chose as apply)

· Convenient and safe public transportation that doesn’t leave some neighborhoods inaccessible without a car (for audiences whose issue is access)

· Police officers on trains / buses to ensure that passengers are always safe (for audiences whose issue is safety).
· Fast, dependable, and safe public transportation with Wi-Fi onboard and state-of-the-art temperature controls, so you can work or enjoy some downtime while you get around town (for audiences whose issue is status)
· Safe and well-designed bike paths, so biking to work or the store makes sense

· Making walking safer and more convenient, by installing sidewalks (suburban) / better lighting (urban)

Go to locally-focused URL to see the how changes in federal policy would make a difference here in Community.
Changes in Washington can help us build transportation options that meet the challenges Community faces today.
Chapter 3: Push for Reform______________________________________________________
Congress will soon debate the next generation of transportation investments, allocating hundreds of billions in federal transportation spending over the next five years or more, including billions / hundreds of millions for State. The question is whether those investments will line up with Community’s priorities.
This is our chance. We can sit back and hope for the best, or send our leaders in Washington a loud and clear message that Community needs a better plan.
We’re listening to Community residents like you, so we can push government for real reform. Go to locally-focused URL, and tell Washington we need a transportation plan that works for Community.

We need to hear what’s important for you, so we can push government for transportation investments that reflect your priorities. Go to locally-focused URL, and tell us how you want federal government to invest your transportation dollar.

· Allocate a dollar any way you want, from repairing roads that are showing their age to modern high-speed rail and options in between.
If we work together to push government for real reform, we can begin building a transportation system that delivers what Community needs today.
Chapter 4: Feedback Loop_______________________________________________________
Thanks to Communityans like you, Congress is starting to listen, and that means we’re getting closer to a transportation system that works for Community.

· Indicator of progress in the legislative process (discussion draft, hearing, etc.)

We need to keep the pressure on, so Washington knows that the people back home are paying attention.
You’ve told them what you want, now let’s push them to deliver. Go to locally-focused URL, and tell our leaders in Congress that we’re too close to stop now.

If we keep the pressure on, we can refocus federal transportation investments so they line up with Community’s priorities.
Call to Action

Throughout the message sets, we have recommended a “go to locally-focused URL” call to action. The focus group findings suggest that community leaders are very reluctant to pursue traditional citizen advocacy asks (letter-to-the-editor, call the congressman, etc.) on this issue and much more likely to consider a facilitated ask sharing a vision of reform through a Web site. They felt this was less burdensome and saw it a better fit with the modernization theme.

As the message points above suggest, the sort of site that seemed to resonate for community leaders should be more than a place to gripe. It should help them to see how reform could reshape their community and share their vision for reform. It should allow them to share “one thing” they would make better in their community (Chapter 1), see concrete examples of how federal policy changes could address community-specific problems (Chapter 2), tell leaders in congress how they want their transportation dollars spent (Chapter 3), and give them tools like online petitions and advocacy emails that they can use to stay in the fight (Chapter 4).

As the message points also suggest, community leaders reacted well to a locally-focused URL for the Web site, such as www.transportationforwisconsin.org. Shorter versions, like www.t4wisconsin.org, www.gowisconsin.org, www.transportwi.org, or even www.t4wi.org (all of which appear available) will also likely feel more personally relevant.

Using the Messages with Community Leaders and Members of Congress

Consider the following examples to illustrate how the recommended messaging strategy might apply in practice. These examples use Baltimore as the context and make language choices based on focus group feedback from Baltimore participants. They also use Chicago as the reference community against which Baltimore’s transportation system is gauged, but this is only an example. Working with local partners in specific communities can help the campaign choose the best reference community and bolster these messages with community-specific supporting points. These examples also illustrate the first chapter of the conversation, One Thing. The campaign can take a similar approach to the remaining chapters.

One Thing Example for Community Leaders

Tired of sitting in traffic? Worried that the bus isn’t safer and the train doesn’t go where you want to go? Baltimore’s transportation system doesn’t reflect the challenges we face today, and a federal transportation funding plan that is out of sync with Baltimore’s priorities is part of the problem.

It doesn’t have to be that way. Cities like Chicago have cut their commuting times and increased safety and convenience. We can do that here in Baltimore, too, and it starts by learning what Baltimore residents want to change.

Go to www.t4baltimore.org to see the changes cities like Chicago made and tell us one thing you would change about transportation Baltimore. Share detailed ideas or choose from options popular with others here in Baltimore.

We can do it too. By lining transportation investments up with Baltimore’s priorities, we can start building a modern transportation system that meets the challenges Baltimore faces today.

One Thing Example Adapted for Delivery by Supportive Members of Congress

Baltimore’s transportation system doesn’t reflect the challenges we face today, and a federal transportation funding plan that is out of sync with Baltimore’s priorities is part of the problem. About 80¢ of every federal transportation dollar goes to highways, but we still spend hours sitting in traffic, especially near Johns Hopkins. And just 17¢ goes to public transportation, so it’s little wonder that the bus isn’t safer and the train doesn’t go where you want to go.

It doesn’t have to be that way. Successes in Chicago and other cities show that we can build a transportation system that delivers what Baltimore residents need. 

Go to www.t4baltimore.org to see the changes that made transportation better in other cities. Tell me one thing you would change about transportation Baltimore. Share detailed ideas or choose from options popular with others here in Baltimore.

Cities like Chicago did it, and we can too. With your input, we can start lining transportation investments up with Baltimore’s priorities and start building the modern transportation system Baltimore needs today.

Preparing for Pushback

The progress frame and the messaging strategy above offer potential responses to opposition critiques of the campaign’s agenda. This section illustrates how this approach can help the campaign respond to two likely opposition messages.

User Fee

This is a critique the campaign has actually heard through conversations with congressional staffers. It approaches the conversation from a fairness frame, arguing that gasoline taxes paid into the Highway Trust Fund should be regarded as a user fee and that shifting the federal transportation investment balance away from highways and toward public transportation, walking or biking is unfair to those who paid the taxes.

The progress and priorities approach suggests a response that focuses not on the fees but on the value they deliver for the constituents members of Congress serve. Consider the following response to the user fee critique:

What matters is the value gas tax revenue investments deliver for Baltimore. And it looks like there’s lots of room for improvement.

About 80¢ of every federal transportation dollar on highways, and your constituents still spend hours sitting in traffic, especially near Johns Hopkins. And because just 17¢ of every federal dollar goes to public transportation, it’s little wonder that the bus isn’t safer and the train doesn’t go where you want to go.

Baltimore needs a transportation plan that delivers value for the federal transportation dollar, and the status quo just doesn’t cut it. When we ask residents what one thing is they’d like to change about transportation here in Baltimore, we hear things like REFORM1, REFORM2, and REFORM3. To deliver real value for Baltimore, transportation investments need to reflect these priorities.

Public Transportation is a Consolation Prize

Focus group participants articulated an interesting cognitive dissonance. They consistently identified expanding public transportation as a critical element of reform. Yet they suggested that they would personally see public transportation as a less-desirable alternative to driving, in terms of comfort and convenience. The campaign’s opponents have likely discovered the same findings and will capitalize on them with a critique of the campaign’s agenda as an effort to reduce community leaders’ personal freedom. Such a critique might look like this:

The environmentalists’ hearts are in the right place, but their vision would come at a high price. By forcing Americans out of the cars they want to drive and into crowded, dirty, and unsafe trains and buses, they’d advance their environmental agenda at the expense of our personal freedom.

But again, a vision of progress offers a ready answer. Consider this reply:

Absolutely, driving makes sense sometimes, and Americans should be able to keep their cars. But a drive to dinner or the office where your blood pressure is quadruple your average speed doesn’t sound like convenience to me. And when your constituents can get WiFi on a fast, comfortable train or bus and spend their ride relaxing or getting some work done, why would you want them to spend it staring at brake lights? Convenience is options, comfort is options – progress is giving your constituents real options so they can drive when they want to, not because they have to.
Messaging Do’s and Don’ts

Messages Must be Localized

Though topline messages can likely be developed for use across different communities, the campaign may need to develop specific supporting points for community. The conversation about public transportation in the present focus groups illustrates this need. In describing shortcomings of the status quo on public transportation, Chicagoans focused on annoying but fairly minor concerns like fare increases and political battles over the rail system’s finances, while Baltimore participants cited much more severe problems of crime and violence. The conversation about visions of reform varied with locality, as well. For example, the vision of public transportation that “serves all neighborhoods, not just some” was well-received in Nashville, where service is fairly limited, but did not connect in Chicago, where participants saw their public transportation system as very comprehensive.

The campaign has the advantage of partner organizations in a number of key communities. As the campaign prepares to work in those communities, intelligence from partners on the ground will provide valuable insights on the supporting points required to make the messages connect.

Immediacy Can Be Disempowering

The temptation to create urgency by suggesting that policymakers are making decisions “right now” or even “poised to spend” transportation funds gives some community leaders the sense that it is too late for their engagement to make a difference. Instead, try slightly less urgent approaches, like:

· Congress will soon debate

· Congress is beginning a debate
Scale Makes it Urgent
The scale of the funding at stake in the transportation reauthorization debate was compelling to participants, as a reason to engage in the debate. Reminding community leaders that “hundreds of billions of dollars” will be allocated to define how transportation investments are made “over the next five or more years” can give them a sense of the importance of engaging in the present debate.

Accountability as a Push for Reform

One challenge identified by the focus groups was identifying an approach that encouraged community leaders to feel like engaging in the debate would make a difference without amplifying hostility toward government that might ultimately undermine confidence in a solution delivered by government. The groups suggested that “push government for real reform” connects with community leaders’ sense that government must be pushed but offers the hope that change is possible.

Avoid Colloquial Language

The phrase “roads that are in top-notch shape” drew negative reactions from community leaders. This seemed to illustrate a concern on the part of community leaders about language that seemed intentionally – but falsely – “folksy.” Instead, the Round 1 focus groups suggested that community leaders want slightly more formal language when describing the problem. However, more formal language need not abandon a conversational tone. For example, in the Round 2 materials, we replaced “roads that are in top-notch shape” with “road repairs that last, so driving is safer and more convenient.” The new formulation did not draw the same critiques.
Modernity and Progress, Rather Than Broke and Broken

The focus groups sent a strong message that community leaders are “content but not satisfied” (as one participant put it) with their transportation options. Echoing the participants from focus groups conducted last fall in Cleveland and San Diego, participants rejected the notion that their communities’ transportation systems are broken.

The focus groups also confirmed the appeal of modernity. Respondents found the contrast between a transportation system designed to meet the challenges of the 1950s and the very different challenges their communities face today engaging. This suggests that positioning solutions in terms of “not settling for yesterday’s transportation in tomorrow’s economy” and “rethinking transportation as an important part of building a COMMUNITY ready to meet today’s challenges” has potential to engage community leaders.

The potential of modernity to engage citizen advocates may also increase to the degree T4A is able to paint a community-relevant picture of how the modern transportation would improve community leaders’ lives. This would also likely help to address another significant challenge arising from the research – that for community leaders, public transportation is seen as a secondary alternative to driving, offering fewer conveniences and comforts, as well as lower status. T4A should invest in researching community-specific examples of the concrete changes that are possible and would increase the convenience and status appeal of public transportation, such as:

· More trains serving residential neighborhoods and up-to-the-minute updates for passengers, so your average wait is less than 15 minutes, and you always know when the next train will arrive;

· Well-designed bike trails and secure bike lockers that make biking to work or the store a safe, economical, and speedy option

· Bus service that goes where you need to go, connecting residential neighborhoods with jobs and shopping, not just stadiums and tourist attractions;

· Roads built to last 15 years without construction closures;

· Wi-Fi onboard and state-of-the-art temperature controls, so you can work or enjoy some downtime while you get around town; or

· Police officers onboard to ensure that bus or train passengers are always safe.

Public Transportation is Valued but Not Seen as a Timely Response

Respondents cited public transportation as an important element of an improved transportation system, but they saw public transportation investments as very slow to implement, thinking in terms of rail line expansions that take decades to build. The examples listed above illustrate transit and bike/walk improvements that are credible as rapid responses to the community’s changing transportation needs. Including specific elements like these in addition to more time-intensive investments like expanded rail lines, may be helpful in painting the picture of transit and bike/walk as timely responses.

Practical Equity

Equity was a significant concern for respondents, who seemed concerned about the practical limitations imposed on some residents by transit systems that don’t reach some neighborhoods and don’t make physical safety a priority in others. The phrase “rail and bus lines that serve every neighborhood and not just some” had resonance in the Round 1 groups and illustrates a promising approach the campaign can use to illustrate the benefits of a modernized public transportation system. Though some respondents in Chicago saw this as an over-reach, other Chicago respondents felt the vision connected, and it seems to have potential in all communities but those with the most expansive and efficient public transportation networks.
Deploying the Messages and Engaging Specific Constituencies
Moving forward, Spitfire recommends that T4A undertake a series of specific next steps. These include additional, audience-specific research and either or both of two communications implementation alternatives.

Issue-Specific Research

Even if it seems community leaders will be likely to engage as citizen advocates, they may not be the only – or even the most important – messengers for local transportation reform campaigns. Specific issue-focused constituencies with more at stake may well be more motivated to get involved and more passionate in their advocacy. As a result, the campaign should consider additional research to develop strong messages effective in outreach to specific constituencies, including but not limited to:

· Labor unions

· Environmental protection advocates

· Advocates for low-income residents

· The elderly

· Americans with disabilities

· Moms

As our fall, 2008, memo recommended, this research can be conducted using telephone focus groups that allow us to capture perspectives from respondents in different communities who share a common bond. Though not always as insightful as in-person focus groups, phone focus groups are a practical alternative for this research need.

Implementation Option 1 – Launch Campaigns to Engage Community Leaders

The present focus groups suggest that, while motivating community leaders to engage directly with lawmakers may prove difficult, community leaders may be more willing to engage with advocates. An approach that appeared to hold promise, based on the focus groups, is a campaign built around the idea of providing a forum for community leaders to share both their frustrations with the limitations of their communities’ current transportation systems and their priorities and visions for reform.

Even asking community leaders to simply tell advocates one thing they would change about their transportation options, and how they would change that thing, may be a way to begin engaging them. Launching these “one thing” campaigns would require some upfront planning to map the strategy, make assignments, begin conducting outreach and collect results. To see how such campaigns might look, consider the following very rough outline of activities over the next three months:

June

· Design and build “One Thing” Web sites and secure locally-relevant URLs

· Develop content, including interactive tools used to record reform priorities and select reform options

· Select target communities, based on congressional targets, coalition strength, and the readiness of local partner organizations to actively promote the campaign

· Begin recruiting grasstops leaders in targeted communities who will spread the word and provide validation, including sympathetic policymakers and representatives of key constituencies (labor, environmental, elderly, etc.)

· Complete or update a community-specific media scan and new-media scan

· Begin recruiting grassroots partners in targeted communities who will provide an early push to demonstrate public interest, and support ongoing outreach efforts

· Begin designing materials based on community leader messaging recommendations, including

· E-Alerts

· Flyers

· Op-eds and LTEs

· Blog posts

· Newspaper ads

· Talking points

July

· Complete “One Thing” Web site design and launch multiple versions under community-specific URLs

· Complete recruitment of grasstops leaders

· Complete materials design

· Launch campaign to secure submissions from community leaders with a coordinated grasstops and grassroots push

· Grasstops partners encourage participation through speeches, e-newsletters, blogs, and other channels

· Grassroots partners deliver early submissions to demonstrate local engagement and provide concrete examples of community leaders’ specific concerns

· Traditional media, both earned editorial and paid advertising

· New media, focusing on locally-relevant political and lifestyle blogs, as well as local social media groups

· Begin collecting results and preparing to compile them for lawmakers

August

· Continue outreach to solicit community leaders’ One Thing submissions

· Add updates through new media and grasstops partners on campaign’s success in engaging community leaders

· Begin delivering district-specific submissions to congressional offices

Implementation Option 2 – Launch Constituency-Specific Campaigns

Another approach would be to launch a few constituency-specific campaigns in selected communities. Specifically, the first round of campaigns can focus on engaging service labor, advocates for African American families, and environmental advocates, offering an opportunity to begin engaging potentially-influential constituencies with nationwide reach. This approach would allow the campaign to evaluate which constituencies are most likely to engage and how they will engage. This approach would be more focused on engaging grasstops leaders within the selected constituency and then using the constituency’s established channels to engage citizen advocates. To see how such campaigns might look, consider the following very rough outline of near-term campaign activities:

June

· Select target constituencies in each of three communities, based on congressional targets and the readiness of local partner organizations representing key constituencies to actively promote the campaign using their own outreach channels

· Agree on a specific ask for each community, whether that is a traditional advocacy ask like an email to a member of congress or a petition, or a new media ask like becoming a fan of a local transportation reform Facebook page or submitting reform priorities on a customized Web site 

· Complete or update a community-specific and constituency-specific media scan and new-media scan

· Begin recruiting grasstops leaders in targeted constituency communities who will spread the word and provide validation

· Obtain guidance from grasstops leaders on effective communication channels and access to those channels

· Begin designing materials based on community leader messaging recommendations, including

· E-newsletter items

· Flyers

· Blog posts

· Talking points

· Petitions or e-petitions

July

· Complete recruitment of grasstops leaders

· Complete materials design and production

· Launch campaigns, using constituency-specific communication channels, such as

· Newsletters

· Blogs

· Constituency-specific media, including ethnic media and constituency-focused Web sites or intranets

· Flyers at constituency-specific meeting places (union halls, senior centers, etc.)

· E-alerts

· Direct mail

· Begin tracking results and evaluating the potential for outreach to community-specific traditional media and new media

August

· Continue outreach through constituency-specific channels

· Add updates on campaign’s success in engaging members of selected constituencies

· Begin outreach to community-specific traditional media and new media about the campaigns’ accomplishments, if warranted

Next Steps

Spitfire is well-positioned to support any or all of the recommended strategic choices outlined above.

Our familiarity with the campaign and its policy objectives, as well as the experience accumulated through three related research efforts, suits us well to lead constituency-specific research efforts. We would work closely with T4A to finalize the constituency targets and develop a discussion guide to assess attitudes and test messages with distinct issue-specific constituencies. We would again partner with Edge Research to develop and execute a research protocol designed to recruit participants similar to the issue-focused advocates you plan to engage, allowing T4A to determine the best approach for communications with each constituency.

Our familiarity with the campaign and our track record of facilitating coordinated communications partnerships between national and state-based advocates in multiple states would also enable Spitfire to hit the ground running on the design and execution of either a set of “one thing” campaigns or constituency-specific campaigns. We would begin by working with T4A to choose one or both of these approaches, depending on priorities and resources. We would then work with the campaign to choose the specific communities and (if applicable) constituencies, then expand the partnership to include T4A-affiliated advocacy partners in the selected communities and work with you and them flesh out the rough planning concepts outlined above. As the planning process got underway, we would begin working you’re your local partners to research each community’s specific transportation challenges and opportunities, and we would begin producing community-specific messages and materials for use in each campaign.

We have valued the opportunity to work with you on this project and see much potential to translate this work into effective local advocacy. We welcome the opportunity to discuss these recommendations with you. We will follow up during the next few days to answer any questions and discuss next steps.
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