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MEMO


Attachment H-1

	Date:
	May 30, 2007

	From: 
	Brenda Deeley

	To: 
	Sande George

	cc:
	Donna Lucas & Linda Martin

	Subject:
	CCAPA Focus Group Findings and Recommendations for Next Steps


Overview

Research is an essential tool to help guide a communications program and ensure that the program is designed to meet both business and public relations objectives.  This rang true with the CCAPA focus groups, as some of the assumptions we had made prior to the groups were counter to voters’ opinions.  By learning this information prior to a program launch, we can avoid misdirection.

The research provided insight into how opinion leaders in California perceive planning, development, growth, eminent domain, planners and planning associations, among other topics.  A complete report is attached for reference.

Key Findings

The focus groups produced a mixed bag of findings.  For example, we were somewhat surprised at how knowledgeable opinion leaders were about a complicated issue like eminent domain, yet they lacked awareness about the people who are responsible for planning in their communities.

· Opinion leaders agree on the importance of planning and they want to see more planning happening in their communities.  They see bad planning as the root of the problems facing some communities, such as traffic congestion and lack of affordable housing.

· “Smart planning” is a good message to communicate.  It conveys things opinion leaders want in their communities – more housing options, transportation choices, open space, etc.

· A more challenging message to communicate is the role of planners or the planning association.  Opinion leaders are unaware that planning is a profession and that planners are formally trained.  In order to sell the planner, you have to sell smart/good planning.  “Good planners make a difference.”

· Opinion leaders are well versed on eminent domain.  Most believe that eminent domain is necessary, but should only be used in instances for the public good and homeowners must be fairly compensated.

· Opinion leaders haven’t come to grips with growth – they desire single-family homes on large lots, yet they don’t want the traffic congestion that accompanies urban sprawl and lengthier commutes to work.  And they struggle with the topic of increased density.  Some perceive increased density as large apartment communities, while others like the idea of urban live/work communities on public transportation corridors.

Recommendations

We will field a public opinion survey that will enable us to confirm the focus group findings.  Additionally, we will test messages about PLANNING, as well as test messages about PLANNERS.  This will help guide our communications to voters in the future.

Our sample size is large enough that we will be able to compare and contrast findings between California’s rural, suburban and urban counties with statistical confidence.   

Using this research, we recommend a 12-month communications program that focuses on the following audiences in the priority they are listed:

1. State legislators in their home districts and opinion leaders in Sacramento

2. Local elected officials and planning commissioners throughout the state

3. Media

Overview of Contents of 12-month Communications Action Plan

The CCAPA Communications Action Plan will include:

· Objectives

· Strategies

· Audiences (prioritized)

· Messages (drawn from research)

· Tactics

It is likely the following types of tactics will be included:

· Outreach to state legislators to introduce them to the planning profession:

· Take legislators on university tours of urban planning programs such as the University of California, Berkeley College of Environmental Design’s City and Regional Planning program.

· Have legislators shadow a planner for a day in their home district.

· Engage state legislators in planning-related issues:

· Invite legislators to moderate forums or lead town hall meetings on eminent domain in their districts.

· Outreach to local elected officials and planning commissioners throughout the state (i.e., community forums on good planning hosted in partnership with local officials and ally groups and ongoing written communication).

· Media relations (i.e., deskside briefings, editorial boards, opinion-editorials, letters-to-the-editor, sourcing program, press events and press releases).

Using a unifying theme will help us build overall awareness of the CCAPA’s messages.  

Budget Considerations

Statewide Program

Based on our experience, implementation of a statewide program that will position CCAPA as the voice of smart planning typically requires an investment of at least $200,000 annually.  To begin to raise awareness with elected officials and opinion leaders requires a sustained program – a steady drumbeat of communication with your target audiences.   A less costly, less consistent program is not as likely to penetrate with all your audiences.

Options for a Smaller Program

If CCAPA’s budget for implementation is less than $200,000, we recommend focusing on fewer audiences.  This way your communications efforts are not spread too thinly across too many target audiences.

Option 1:

A scaled back program could focus strictly on state legislators and opinion leaders in Sacramento, who will be weighing in on the statewide eminent domain debate.  

Option 2:

If CCAPA wants to reach elected officials at the local level, it would be possible to design a turn-key regional program that could be replicated in the eight local sections.  For example, this could include a template for a community forum presented in partnership with ally groups addressing eminent domain or other issues such as affordable housing.  Another example:  A communications “tool kit” for each section to implement with their local elected officials, media and opinion leaders.

Option 3:

A final option could be a statewide media relations program.  This could include press releases for the “Planning Awards” winners, opinion-editorials addressing topical planning-related issues such as eminent domain, public affairs radio or TV programs and editorial boards.  The goal of this program is to position CCAPA spokespeople as sources for reporters and to generate positive news articles about good planning.

Next Steps:  How Do We Get There

1. CCAPA committee reviews focus group videos by June 7

2. CCAPA committee reviews researchers’ report with focus group findings and memo from Porter Novelli with recommendations for next steps by June 7

3. CCAPA committee participates in conference call with Porter Novelli team and the researchers (June 7 or 8) to discuss:

· Focus group findings 

· Statewide poll

· Timeline for poll and action plan completion

· Budget considerations

· Direction for Porter Novelli’s presentation to the Board on June 23

4. Porter Novelli meets with board on June 23 
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