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Overview: 

1. All Projects are unique: 
Scope, Cost, Challenges 

2. Outreach Techniques should  
follow one basic principal:  
Managed inclusion of stakeholders 
in the process will result in more 
success than exclusion, provided 
there is a clear plan & message 

 

 

3 



Communication and  
Marketing Gaffes 
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We’re Not Always Right 
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Is this the 
right thing 

to do? 
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Does What You Say 
Make Sense? 
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Latrell Sprewell  
turned down a 3 year,  
$21 million contract  
stating that he had a 

"family to feed,"  
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Do Your Actions Take 
into Account Current 

Public Sentiment? 
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Tyco Party: 
Used $2 Million in company funds for wife’s 

birthday bash on the island of Sardinia 

 

“It's going to be a fun 
week, sailing on the 

Endeavor, tennis, golf, 
eating, drinking.  
All the things we  

are best known for,” 
-former Tyco CEO Dennis Kozlowski   

11 



Have you done  
the research? 
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“Come Alive with the Pepsi Generation” 
 

Translation: 

“Pepsi will Bring your Ancestors  
Back From the Dead” 
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Know Thyself / 
Timing is Important 
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Timing: 
• 2008 Economic Meltdown 
• Banks seen as Archvillans 
 

2011 Action:  
Issue a $5 Monthly  
Surcharge on Debit Cards 
 

Results:  
Loss of Customers,  
Stock Prices Fell, 
Bank Reverses Decision 
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Common Sense 
-Think Things Through 
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“…Uniforms for U.S. Olympic 
athletes are American red, 

white and blue— 

but made in China.  
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Do You  
Know Your Audience? 
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Assume that 
Deception Will  

Be Revealed 
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Recap: Before Proceeding 

Right Thing to Do 

Current Public Sentiment 

Research 

Timing 

Common Sense 

Know Your Audience 

Avoid Deception 
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Case Studies 
(In Failure and Success) 
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Harrisburg, PA 
Incinerator 

Bad Choices & 
Bad Luck 

Lack of 
Accountability 

House of Cards 
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Seattle, WA 
Recycling 
Program 

Least Cost  
Planning 

Data 

Stakeholder  
Input 

Quantify  
Options 

 

26 



Clear Written Plan 
Project 

Process 

Message 

Subject to  
FOIA Request 
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Tips for Public 
Engagement 

Simple 

Numbers Work 

Consistency:  
Stay on Message 
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Engage the Public 

Be Transparent 

Attitude: Recognize  
Citizens have Civic Pride 

Embrace Those  
with a Different Opinion 

Allow for and Implement Input  
from the Community 
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Twin Towers Site 

Highly Charged 

Massive Scope 

Transparency 

Accommodation 
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Difference of Opinion Revisited: 
Tampa Health Care Forums 

“Town Brawls” 

“Best Practices” of 

Disruption 

Meeting Format 

Content Irrelevant 
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Know the Likely Opponents 

Who are they? 

What is going to  
be their issue? 

Be ready to address 
their criticism 
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Target Your Audience 
Stakeholders Have Varying Interests 
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Hold an Informal Open House 
Personal Interaction  

is Still the Best 
Communication 
Method by Far 
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Utilize Existing Staff 

Most Knowledgeable 

Increase Their  
Stake in Project 

Understand Where 
You Need Help and 
Where You Don’t 
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Data Visualization 
A Picture Says a Thousand Words 
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Engage Local 
Newspapers 

Widely Read 

Great Opportunity 
to Focus Your 

Message 
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Be Transparent Regarding Costs & Benefits 
 Should be a Major Component of Overall Plan & Messaging 
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Engage Social Media 
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Final Thoughts 

Have a Plan 

Be Honest 

Follow The Plan 
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