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Effective Outreach and Communication
OBSERVATIONS FROM THE FIELD



CIVICMOXIE PHILOSOPHY

Our work is distinguished 
by our belief that HOW
we plan affects the end 
result, and working with 
people across disciplines, 
goals and values can 
achieve remarkable 
results for all.



THE BREADTH OF
OUTREACH MATTERS

• Broad “ownership” of 
the plan

• Momentum and 
excitement toward 
implementation

• Clear political paths 
forward

• Better funding
opportunities



1. A “given” on any project.
2. Tradition of town meeting/direct representation. Matter of 

pride.
3. Exclusive format, times, expectations. Average attendance is 

40-70 people.
4. CivicMoxie meeting evaluations reveal average ages at 

master planning meetings to be 55 and above, few if any 
families, mostly homeowners, mostly involved and 
knowledgeable “players.”

5. Set-up to favor the status quo, hear familiar voices.

A New England Tradition…
the town meeting



• Meetings are one of the most expensive tasks in the 
scope – a typical meeting for a master plan takes 
over 100 hours of planning from finding meeting
dates, to gathering materials, to advertising, to
creating content, reviewing with clients, revising,
facilitating, summarizing feedback.

The Cost



• Planning for, and facilitating meetings can cost 20% 
of a master plan budget.

• 100 hours of professional time to reach 40-70
people. 

• In a town of 20,000 residents, that is 20% of the 
budget to reach .0035% of the population.

The Cost



Is there a better investment of 
time and money to ensure many 

voices contribute to planning 
decisions?



Is there a better investment of 
time and money to ensure many 

voices contribute to planning 
decisions?



MEET THE 
COMMUNITY WHERE 

THEY ARE



1. Past planning without implementation hurts future 
outreach efforts.
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1. Past planning without implementation hurts future 
outreach efforts.

2. Lack of reporting on previous planning progress 
creates disincentives for future participation.

3. Conducting outreach without strong partners limits 
impact.

4. Your advisory/steering committee should mirror 
reflect your target stakeholders.

5. Set goals first for outreach, then for each and every 
outreach strategy. Match the method to the goal.

TEN OBSERVATIONS FROM THE FIELD



6. Set outreach targets at the beginning of the plan and
be vocal. Report on progress (or not).
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6. Set outreach targets at the beginning of the plan and
be vocal. Report on progress (or not).

7. Think the Chicago Plan…Daniel Burnham had the 
right idea.

8. The more specific the planning, the greater the
turnout...think pilot projects and early action.

9. Embrace technology.
10. Be courageous…shift resources from the meeting to

other methods.

TEN OBSERVATIONS FROM THE FIELD



STRATEGIES + TOOLS



BRAND THE EFFORT



USE SOCIAL MEDIA (if appropriate)



USE SOCIAL MEDIA (if appropriate)



ENGAGE and EMBRACE CIVIC LEADERS



TARGET STAKEHOLDER GROUPS



MEET THE COMMUNITY WHERE THEY ARE



DISTRIBUTE DIY MEETING KITS



TRY TABLING



USE INTERCEPT (AND OTHER) SURVEYS



SUPPORT CIVIC DINNERS



ALIGN WITH SCHOOL-BASED INITIATIVES



PUT LOCAL NONPROFITS ON THE TEAM



EMBRACE ONLINE ENGAGEMENT PLATFORMS



USE DIGITAL “VOTER” ENGAGEMENT

The rate of 
smartphone 
ownership in US is:
• 94% of people 

ages 18-29 
• 89% of those 

ages 30-49
• 73% of those 

ages 50-64



DEPLOY OUTREACH PARTNERS



IDENTIFY EARLY ACTION/PILOT PROJECTS



OFFER PUB/INDUSTRY CRAWLS + TOURS



MEET THE 
COMMUNITY WHERE 

THEY ARE
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