Training: Creating a Concise & Compelling Message: Incorporating Message in Materials and the Media
Trainers: Kelley Whitmore and Bob Sears

CPA can have significant and exciting impacts on a community, but the act itself may strike some as being complicated at first brush. There’s a challenge of providing the details and keeping it simple both in your materials and when speaking to members of the press. 

We will spend about half this workshop discussing principles to follow when describing CPA in your materials, and then Bob will provide some of his know-how for promoting CPA in the media.
Materials (Kelley) 

One basic principle to follow when crafting your message to promote the CPA is: the Four C’s: 

Your story should be a Concise, Compelling, and Consistent message that Controls the issue. 

Consider Concise. (pose question to group) What are the main points – the very bare bones –  of CPA to make your message both concise and complete: 

· What it does: open space, historic, affordable housing and recreation

· Where does the funding come from: both local and state

· What CPA will cost each household on average

· Using “local” to convey that CPA involves local decsions 

End Result: The Community Preservation Act (CPA) is a state law that enables cities and towns to establish a stream of dedicated funds for the protection of open space, creation of recreational facilities and affordable housing, and preservation of historic places.

CPA funds are generated by a surcharge on local property tax bills and then matched with dedicated state funding to create a local Community Preservation Fund.

In Seekonk, we’re recommending adopting CPA with a 1.25% surcharge, only about $30/year for the average homeowner, with a full exemption for low-income and most senior residents.  The first $100,000 of residential property value will also be exempt.

Consider Compelling. The best way to make the message compelling is make the CPA relevant to your town. Your local CPA committee should come up with examples of how CPA funds can be put to use. Have a brainstorming session and make sure that projects from all the CPA uses are represented. It may be wise to investigate a possible project by talking to others in town. (i.e. library park in Seekonk was a great project last year but not sure if it can be used this year) 
Consider Consistent:  
People need to hear a message nine times before it sinks in so keep the message the same throughout all campaign materials. i.e. same dollar amounts, examples of town projects

Also, consider that as the campaign moves forward, less “wordage” on CPA will be better. (Use the examples of the West Bridgewater campaign). 
By the end: it’s Keep it Simple! (show postcard)
Consider Controlling the Message: The best way to control the message is understand all aspects of CPA and to focus on the positive. 
Possible strategies for accomplishing this include: providing examples of other CPA projects in nearby towns, affirmatively saying that people will see the surcharge on their tax bill and the total of funds that will be raised, or that one-third of MA communities have adopted the CPA. 
Putting the Four’s to Practice: Next Steps (Brainstorm): 

1. How can you implement the Four C’s in your campaign? 

2. Brainstorm in your next meeting the best projects to use as examples of good CPA projects. 

3. As a group or sub-group, review materials from other CPA campaigns. Put together a factsheet. Run by Kelley Whitmore or Liz Gimson or Kathy Roth. 
4. Identify a materials “captain” – someone with some writing and computer know-how who can manage the CPA promotional materials from start to finish in your CPA campaign. This person might also 
Media (Bob Sears) 
In the Media 
When working for the adoption of CPA in your community, remember the following: 
1. Make friends with your local reporter. 

There may be more than one source of news for your town. Contact the best person at each paper. Meet them and provide them some literature. Give them an opportunity to ask questions and definitely make sure they have your contact information. 
If articles about the CPA are printed – even if merely informational – use that as an opportunity to write a letter to the editor. 

Remember that with large papers (like the Providence Journal), time is of the essence: reply quickly to the article. A letter submitted even 2-3 days after the article may not be considered. 

2. People need to hear a message nine times before it sinks in!

Stick to the same message and keep repeating it. (CPA is just a great opportunity for Hanson) 
3. Identify an appropriate public face for the campaign. 
The messenger can be even more important than the message. Identify a spokesperson or spokespeople who are respected by other community members and who are ready to respond, reassure, and rebut. 
4. Make the message personal.
Your fellow town residents will identify your own excitement and enthusiasm  about CPA. Don’t be afraid to discuss what it means for you.  
5. Final Thoughts: Addressing the negative

Some communities may have an organized opposition or a letter to the editor may be printed which states a half-truth or even an outright misinterpretation of the CPA! 

Address these quickly and directly – and using the four C’s! 

Possible Break-out: 

- Brainstorm possible CPA projects in your town (a step in making message compelling. 

- Write a letter to the editor 

