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Agenda 

 Youth Fiction – About me 

 Reference – Background on Irondequoit Library Proposal 

 Adult Fiction – What we were up against 

 Periodicals – P.O.S.S.E. integrated approach 

 Nonfiction – Lessons from the campaign 

 

 



The challenge 

 Residents would vote in 
a public referendum to 
bond for $13M to build 
a new central library 

 In 2009, voters rejected 
a previous library 
proposal   

 After a first successful 
vote, legal challenges 
forced a second vote 

 



Our approach 

 Tipping Point executed 
an award-winning 
comprehensive public 
affairs campaign, 
including media 
relations, social media, 
public forums, videos 
and more to deliver 
overwhelming victories 
in both elections  

 

 



Who we were up against 

 Individuals regularly critical of Irondequoit government 

– Citizens were concerned about increases in taxes and spending  

 Irondequoit Citizens for a Better Government 

– Nonprofit organization led by a well-funded opponent 

– Spent thousands of dollars on a lawsuit challenging the first vote 
and ads attacking the library proposal in both referendums 

– Wrote multiple letters to the editor in the Irondequoit Post and 
authored guest essays in the Democrat & Chronicle 

– Attended public information meetings and planted questions 

– Printed flyers and distributed them door-to-door 

– Complained to businesses displaying lawn signs 

– Denied paying for or coordinating thousands of robocalls 
opposing the library proposal 



Attack ads from the opposition 



POSSE: An integrated public affairs solution 

 Paid media 

 Owned media 

 Shared media 

 Search (SEO/SEM) 

 Earned media 



Paid media 

 Promoted posts and sidebar ads on Facebook 

 Full- and half-page ads and sticky notes in the 
Irondequoit Post  

 Inserts and sticky notes in the Democrat & Chronicle 

 Robocalls to over 10,000 households 

 



Owned media 

 Branded collateral 

– Palm (key) cards for door-to-door canvassing 

– Lawn signs, bumper stickers and buttons 

– Handouts for public information meetings 

– PowerPoint presentations 

 Website (LibraryProposal.com) 

– Registered multiple domain names to be safe 

– Responsive design created and managed with SquareSpace 

– Provided background info, documents, news, event info, FAQ  

– 16,000+ unique page views 



Shared media 

 Facebook (700+ likes) & Twitter (100+ followers) 

– Share news, images and events with supporters & reporters 

– Monitor and respond to conversations (positive and negative) 

 MailChimp (600+ subscribers, 46% open rate) 

– Weekly email newsletter to supporters (mobile-friendly) 

– Clear calls to action for lawn sign locations, volunteers, etc. 

 SlideShare (2,000+ views online) 

– Hosted PowerPoint presentation to embed on website  

 Vimeo and ICAT (Irondequoit Cable Access TV) 

– Meetings recorded, hosted online, broadcast on TWC Ch. 12 

– Produced FAQ videos for broadcast and online viewing 

– Watch the videos at http://vimeo.com/channels/publiclibrary  

http://vimeo.com/channels/publiclibrary
http://vimeo.com/channels/publiclibrary


Search (SEO/SEM) 

 Search engine optimization (SEO) with website and PR 
tactics: 

– PR activities generated links to the website in media coverage, 
helping to increase search rankings and organic web traffic 

– Google Analytics confirms news coverage drove traffic to the 
website, with spikes after media events and news stories 

 Search engine Marketing (SEM) with Google AdWords 

– Ads are geo-targeted to computers and mobile devices 

 



Earned media 

 Media relations 

– Draft and distribute press releases 

– Guest essays in the Democrat & Chronicle 

– Coordinate interviews, press conferences and photo ops 

– Ghostwrote letters to the editor for supporters to submit 

 On-the-ground activities 

– Target voters in priority election districts for canvassing 

– 20+ presentations to the public and community organizations 

• Utilized a special format to maintain order 

• Revised presentations 

• Prepared closing remarks 

• Combined materials into a 1-page handouts 

 

 



The results 

 The referendum passed by nearly a 2-to-1 margin, twice!  

 Voter turnout exceeded the previous failed referendum 

 The Irondequoit Library has a clear mandate to move 
forward with the support of the community 



How we worked 

 Tipping Point Communications developed a 
comprehensive communications plan with timeline to 
define a strategic roadmap and guide all activities 

 We managed all approved tactics in the plan 

 We worked with the clients to continually identify new 
and relevant PR opportunities 

 We reported regularly on completed actions and results 

 Our team was accountable for all planned activities 



Lesson 1: Filling the room isn’t enough 

 Public events must serve multiple purposes 

– Distribute branded collateral  

– Collect contact information from supporters 

– Display compelling visuals 

 Control the message and format 

– Don’t allow meetings to be hijacked 

– Ensure there is engagement 

 Leverage media coverage 

– Drive traffic to website and social media 

– Communicate key messages 

– Promote upcoming events 

 



Lesson 2: Know your voters 

“All politics is local.” 

-Tip O’Neill, fmr. Speaker 
of the U.S. House of 
Representatives 

“All politics is personal.” 

-Mike Kennerknecht, fmr. 
speaker at Pioneer 
Library System 



Lesson 3: Call out your opposition 

 Define your opponent, don’t let them define you 

– There name isn’t on the ballot, so name recognition doesn’t 
matter 

– Since they tell the public what they’re against, tell the public 
what they’re for and really about 

 Respond quickly to attacks to combat misinformation 

– Turn negatives into positives 

– Don’t delay or deceive 

 Publicly state the opponent’s strategy 

– It’s easier to fight what you can see 

– Build sympathy from the public 

 

“When life gives you 
lemons, make grape 
juice, sit back and 
watch the world 
wonder how you did 
it.” -Anonymous 



Lesson 4: Don’t try to do it alone 

 Seek support from businesses, organizations and leaders 

– Pursue and publicize endorsements 

– Surrogates help build support and respond to attacks 

 Empower supporters to show their support 

– Solicit letters to the editor 

– Cultivate an online community on social media 

 Remember to acknowledge and thank supporters! 

–  Thank-you notes, link/logos on website, special events, etc. 



Lesson 5: Advocacy is never out of season 

 There’s no better time to start than right now 

– Don’t let planning and perfection impede progress 

– Be flexible – plans seldom survive contact with the enemy 

 Relationships and campaigns take time 

– Advocacy is marathon, not a sprint 

– Politics is getting people to know, like and trust you 

 Don’t stop after the vote 

– Review what worked and didn’t work, make adjustments 

– Continue to build and maintain support and engagement 

 

 



Let’s keep in touch 

Mike Kennerknecht, PR Supervisor 

Tipping Point Communications 

1349 University Ave 

Rochester, NY 14607 

585-340-1119, ext. 124 

mike@tippingpointcomm.com  

www.tippingpointcomm.com 

@Kennerknecht  


