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IdeaFlip & Co.
104 Paul Miller Building
Stillwater, OK 74078

Phone: (580) 695-6786
Email: tiffany.davis@okstate.edu

November 26, 2012

Dear Mr. Bartley,

Thank you for the opportunity to work with you on this Our Stillwater campaign. We have been 
excited to work with such monumental project for our alma mater’s hometown, and the innovative 
nature of Our Stillwater has made the planning enjoyable. We believe in your mission, and we feel 
this communication plan will help you reach your goals for the upcoming year.

Our team has fully committed ourselves to promoting the success of Our Stillwater, and we are 
confident that the City of Stillwater has the opportunity to finally grow into adulthood. The best way 
to help this community thrive is to invest in it and give its people the opportunity to invest in it, too. 

Thank you again for this wonderful opportunity. If you have any questions, please do not hesitate to 
contact us. We appreciate your time and consideration.

Sincerely, 

Tiffany Davis, Account Executive   _____________________________________________________________

Craig Freeman, Director of Strategy  _____________________________________________________________

Elea Vessier, Research Director   _____________________________________________________________

Kayla Starks, Editorial Director   _____________________________________________________________

Kara Eccleston, Creative Director   _____________________________________________________________
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EXECUTIVE SUMMARY
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Our Stillwater is John Bartley and other community leaders’ recently created economic 
development plan for the City of Stillwater. This plan benefits Stillwater by maintaining fire safety 
ratings, creating new jobs and increasing visitor capital into the local economy. 

Exhaustive secondary research was performed to understand the City of Stillwater, its current 
environment, its competitors, its possible collaborators and the target markets of its products. 
Primary research was constructed for further investigation. One method was a thorough content 
analysis of similar programs in other cities, which included gathering online comments and 
analyzing the positives and negatives consumers found with those programs. The second method 
was an extensive survey in which particular interest was focused on respondents from cities with 
similar programs to that of Our Stillwater. Primary and secondary research methods were used to 
gain target market insights and design tactics. For the purposes of this campaign, Our Stillwater’s 
key publics are families, local businesses and students. 

It became apparent the idea of growth needs to be central to the Our Stillwater communications 
campaign. The big idea revolves around ”Stillwater Grows. You Grow.” This theme is important to 
highlight personal benefits for the various audiences and the obvious community benefits the Our 
Stillwater projects will have on the local economy. 

Tactics revolving around interaction address all three audiences. Interaction is vital to the campaign 
because it helps audiences feel involved and invested in the program. Also, community leaders can 
help influence others to see the positives Our Stillwater can bring the city. Other tactics focus on 
these audiences independently, such as exhibitions for families to understand the projects in depth, 
sponsor memberships for business to promote community leaders supporting Our Stillwater and 
raise funds to cover promotional costs and final simple promotional materials students can use 
to raise awareness in the community as a whole. IdeaFlip & Co. has prepared a large amount of 
proposed collateral for these tactics as well. They can be found in the appendix. 

The budget for the communication plan is $67,971.45. The timeline is for a full year, lasting from 
January 2013 to December 2013. This highlights promotions before the November voting, and it 
takes care of any additional requirements after that busy month. 

IdeaFlip & Co. hopes the Our Stillwater board finds this communication plan to be potentially 
lucrative. With luck, IdeaFlip & Co. hopes to establish Our Stillwater as the next successful economic 
development plan in the state of Oklahoma.



PROBLEM STATEMENT

BIG IDEA
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The City of Stillwater wants to be a base for economic development with its plan Our Stillwater. Our Still-
water has many opportunities to succeed. The local interest in the project and the ability to analyze nearby 
cities’ similar programs give it an advantage. The program also has many challenges it must overcome. The 
project’s low public awareness, the limited public interest for increased taxation and the large, nearby cities 
that withdrawal money from the Stillwater economy can be detrimental if not properly addressed. With 
IdeaFlip & Co., the City of Stillwater can develop creative and effective ways to gain exposure, acceptance 
and eventual success for the program Our Stillwater. 

Our Stillwater embodies growth. Importantly, Stillwater citizens need to see the personal benefits 
of this growth that requires public funding, according to IdeaFlip & Co.’s primary research through 
survey collection and analysis of online comments of other city urban redevelopment programs. 
Also found in the primary research, citizens are more positive about the programs when given the 
opportunity to input their ideas and thoughts. The theme “Stillwater Grows. You Grow.” specifically 
addresses these needs of personal investment and benefits while encompassing the overall idea of 
the Our Stillwater program, economic development. All three target audiences relate to this theme; 
when the City of Stillwater grows, their opportunities grow. IdeaFlip and Co. plans to showcase that 
the City of Stillwater has the potential to flourish as a community with the citizens’ vote, and each 
person will flourish along with it.



SITUATION
ANALYSIS
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COMPANY OVERVIEW

Programs and Products

Our Stillwater is a recently created economic development plan for Stillwater, Okla. This plan 
benefits Stillwater by maintaining fire safety ratings, creating new jobs and increasing visitor 
capital into the local economy. It will be delivered in multiple stages with the first five-year 
phase consisting of a youth sports park, a boardwalk, an amphitheater, two firehouses and road 
reconstruction.  Later phases include a community fitness center, a downtown park, a convention 
center and more (Bartley, 2012). 

Mayor John Bartley is leading this project after winning the March election for his first term (City of 
Stillwater, 2012). Our Stillwater will gather primary funding through City of Stillwater tax increases 
and secondary funding through business and charity donations (Bartley, 2012). Current City of 
Stillwater taxes are an 8.75 percent sales tax, a 1 percent per nine months inventory tax and a 1 
percent property tax (City of Stillwater, 2012).

The city government was established 1889, and the town won county seat in 1890. The city has 
prior experience with economic booms, considering the approval for the Land Grant university 
Oklahoma A&M in 1890, now Oklahoma State University, and the formation of the Industrial 
Foundation in 1951 (Newsom, 2012). Recent experience includes the Business Improvement 
District #1 that reinvented downtown Stillwater with much success (Downtown Stillwater, 2012). 
Various museums, festivals and clubs sustain a healthy local culture, with examples like the Annual 
Downtown Halloween Festival, the Annual Car and Bike Show, softball and volleyball leagues and 
the Gardiner Art Gallery.

Client and Customer Needs

The City of Stillwater needs to create positive awareness of its economic development plan Our 
Stillwater and gain enough support to win majority approval on a vote for the measure. To do so, the 
City of Stillwater needed detailed research concerning the problems and successes of other cities’ 
urban redevelopment plans and concerning attitudes and potential behaviors of Stillwater residents 
about Our Stillwater.

The customers of the City of Stillwater are its citizens. Customers needs currently being addressed 
by the city revolve around basic utilities, such as roads, water and waste management. Primary 
research shows Stillwater citizens place road repair, economic developments and park and 
recreation as their top priorities for an urban redevelopment plan. Considering Stillwater is 
in the middle of the big city triangle (Oklahoma City, Tulsa and Wichita), customers travel for 
entertainment and shopping, but customers want more options of these industries closer to home. 
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COMPANY OVERVIEW

Public Perception

The public perception of Stillwater varies. The citizens of Stillwater tend to view it in two extremes. 
In the first choice, it is a quaint, small town with a small but thriving local economy. Beliefs like 
these are reinforced by CNN/Money Magazine when it ranked Stillwater as No. 67 on its list of 
“America’s Best Small Cities” in 2010. In the other extreme, Stillwater is a conservative town with 
a limited economy fueled mainly through the local universities. This assumption arises when 45 
percent of the population consists of students, the median age for Stillwater is 24 and two-thirds of 
the county vote Republican for the past two national elections (U.S. Census Bureau, 2010; City Data, 
2000).

...continued

Ranked No. 67 
“America’s Best Small 

Cities” in 2010
by 

CNN/Money
Magazine

Communication Efforts

As a public body, the City of Stillwater must comply with the Oklahoma Open Records and the 
Oklahoma Open Meetings acts. In compliance with these acts, the City of Stillwater opens its 
meetings for the public, its citizens, to attend. Concerned citizens do take advantage of this 
communication system, which can be seen by meeting turnouts (City of Stillwater Television, 2012). 
It also posts agendas at the Stillwater Municipal Building and keeps official council minutes with 
the city clerk. The client hosts several websites and a YouTube account. Also, the City of Stillwater 
occasionally sends direct mail pieces.
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 ENVIRONMENTAL CONTEXT

While planning for the Our Stillwater campaign, uncontrollable factors external 
to the City of Stillwater must be kept in mind.

Government Regulations
 
The Oklahoma Open Meeting Act and Oklahoma Open Records Act states all public board meetings 
must remain open to the public (Senate, 2012). Public bodies mean any government body with only 
a few exceptions must be announced and remain open to the public. Any Our Stillwater board or 
committee must comply with these rules as well.

Economic Conditions

After completing secondary research on the current environment in Payne County and Stillwater, 
IdeaFlip & Co. has found that residents realize their economy is growing and that the city is ready 
for improvements. In the 2012 fiscal year, Stillwater brought in $900,000 more than the 2011 fiscal 
year, which was more than a four percent gain. These numbers show that Stillwater brought in an 
average of $24 million in sales tax revenue. Based on these numbers, community members should 
be able to afford a tax increase to support Our Stillwater. “The sales tax returns don’t account for 
inflation, the consumer price index or the municipal price index used to measure costs for local 
governments, but the four percent gain over last year still indicates the local economy is growing,” 
reports Ricky O’Bannon, the Stillwater NewsPress local government reporter.

Job growth and decline affects Stillwater and Our Stillwater voters. The unemployment rate in 
Stillwater is only 5.3 percent, which falls three points under the national unemployment rate of 
8.6 percent, according to the U.S. Census Bureau.  Considering the more stable economy, Stillwater 
should be able to host additional businesses to the community, and the economy should be able to 
handle additional taxation.
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 ENVIRONMENTAL CONTEXT

Technology

According to techcrunch.com, 50 percent of information people receive is gathered from the iPhone 
smart phone (Schonfeld, 2009.) Approximately 87 percent of American adults own cell phones. 
Making information more easily accessible on cell phones is an important way to connect (Whitney, 
2012). What the media says about government programs in Stillwater is another uncontrollable 
factor external to the Our Stillwater campaign. The Stillwater NewsPress, the O’Colly, KFOR and 
other stations are major news sources for citizens. Social media sites like Facebook and Twitter are 
relevant, too, with major consumer input on a variety of products and services.

Traditions 

Oklahoma has been known to occasionally vote a Democrat candidate into local office, but has 
pledged its allegiance to the Republican Party for national office since 1968. At the same time, 
younger populations have historically voted more liberally. Forty-one percent of Oklahomans are 
made up of Evangelical Protestants; with the Southern Baptist Convention making up almost one 
million of Protestants (City Data, 2000.) 

...continued

Resources

The City of Stillwater owns a limited amount of land, especially land close to the majority of 
business districts or commonly traveled areas of town (Bartley, 2012). Oklahoma State University 
owns a central part of Stillwater. To extend city reach, exterior corners of the City of Stillwater have 
to be annexed. Stillwater is not a large city with an abundance of land from which to choose. This 
restricted resource could affect the Our Stillwater campaign because it carries several potential 
problems, like dispute about location, suitability of the land for the designated activity and more. 
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 COMPETITORS

Through the extensive research compiled and analyzed, IdeaFlip & Co. has established the major 
competitors. The following direct competitors have been identified: Oklahoma City and Tulsa. To 
equally compete in these markets, this campaign must pay close attention to these programs’ roles 
and accomplishments.
hnology

Oklahoma City

Oklahoma City is an extremely large market in Oklahoma consisting of 2.7 million residents (U.S. 
Census Bureau, 2010). Oklahoma City capitalizes on its deep western heritage, dubbing itself the 
Horse Capital of the World by hosting the most equine shows in the world. It further develops its 
modern culture through its multiple museums and its performing and visual arts district. Oklahoma 
City provides a variety of shopping centers, restaurant options and a well-developed downtown 
district known as Bricktown. With large musical acts and multiple meeting centers through the 
center, Oklahoma City has retained a higher economic status through the past five years while 
the rest of the country suffers a recession and recovery. In 1993 it has funded multiple urban 
redevelopment programs with short term, one-cent sales taxes (Oklahoma City MAPS 3, 2012). 
The most recent MAPS began in April 2010 and will end in December 2017 (Oklahoma City MAPS 
3, 2012). Oklahoma City has estimated it has raised $777 million to fund eight projects, including 
a convention center, a public park, modern streetcar transit, river improvements, fairground 
improvements, senior wellness centers, bike trails and infrastructure (Oklahoma City MAPS 3, 
2012). These city improvements, along with their large revenue base, attract new residents and 
much tourism as a result. This program draws from the City of Stillwater’s market.

Tulsa

Tulsa is another competitor that plays a big role in dividing Stillwater’s target audience. The City 
of Tula is involved in both art culture and sports entertainment. The BOK center is one of the most 
important sport centers in the State of Oklahoma and can welcome up to 18,500 people. Tulsa 
also offer an interesting cultural life with the Tulsa Opera, which is ranked among the top ten 
regional opera companies in the United States.  Downtown Tulsa offers a lot of restaurants, shops 
and parks by the river. Festivals and major cultural events like the International Mayfest and the 
Tulsa Oktoberfest, rated one of the top 10 places to toast Oktoberfest in the world, take place here. 
The Tulsa Vision 2025 program has allowed for more growth and attraction to the city. Tulsa has 
proposed nearly $885 million for the funding of Vision 2025’s complete list of 32 projects, and it 
is major competition because of the desirability of its entertainment venues (Tulsa Vision 2025, 
2003). 
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 COLLABORATORS

Our Stillwater is supported by public and private local organizations. The following want this 
project to succeed for business reasons or community improvement.

Private Businesses

Some local private businesses are already involved in Our Stillwater. Their first motivation is the 
development of Stillwater attracts new customers, and this makes more local profit. Additionally, 
taking part of this project can be a beneficial to their local reputation as it proves that their 
businesses are invested in the improvement of community life. Private business might be especially 
interested of the new commercial boardwalk area at Boomer Lake because it is an opportunity for 
them to relocate or open new stores. For the City of Stillwater to have a partnership with private 
businesses represents leverage in the Our Stillwater plan.

The Stillwater Public Schools

Stillwater Public Schools represent the four elementary schools and the six secondary schools. As 
one project of Our Stillwater is to construct a youth sports facility, the Stillwater public schools will 
be able to offer more activities to their students. An improvement in Stillwater facilities provides 
an advantage for all elementary and secondary students as well as their families. To create a 
partnership with them allows Our Stillwater to touch a key public: families.

Higher Education Centers

Northern Oklahoma College, Meridian Technology Center and Oklahoma State University are 
three major investors in the local economy. As Stillwater booms, these three grow as well. Student 
population in Stillwater is also extremely high (Stillwater Quick Facts, 2012). OSU just accepted its 
largest ever freshman class. OSU is well known as a large influencer in Stillwater. The Our Stillwater 
project needs OSU as a partner, and Bartley confirmed the university’s interest in the plan. OSU 
brings strength due to its resources in its facilities, faculty and students.
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1 2 3

 TARGET MARKET

Consumer

Stillwater, Okla. has a population of 45,688. Stillwater has a low population of people 65 years old 
and older and of people 18 years old and younger, consisting of 8.1 and 14.8 percent of Stillwater 
respectively. Therefore, 77.1 percent of Stillwater is between the ages of 18 and 64, indexing much 
higher than the state average of 61.7 percent. Stillwater residents are 79.5 percent white, and the 
city has lower black, American Indian and Hispanic populations than the state averages. On the 
whole, Stillwater residents are highly educated with 93 percent having a high school diploma and 
47 percent having a Bachelor’s degree or higher. Payne County tends to vote conservatively with 64 
percent or more voting Republican in the last three presidential elections. The median household 
income is $27,437, much lower than the state median of $41,664. The house values are higher 
compared to the state with the median being $144,345.

Families Businesses Students

Key Publics
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 TARGET MARKET

Families

Permanent residents are the vital voters on the project Our Stillwater. Also given they are invested 
in home and job security in Stillwater, they will be strongly impacted by the projects in Our 
Stillwater. About 21 percent of Stillwater households have children under the age of 18 (Stillwater 
Quick Facts, 2012). Heads of the household most likely earn income by working in the retail, service, 
or manufacturing industry (Stillwater Chamber of Commerce, 2012). The median household 
income of Stillwater is approximately $27,000 and the median household income for families is 
approximately $42,000 (U.S. Census Bureau, 2010). About half of the families in Stillwater (12.6 
percent) are below the poverty line (Stillwater Quick Facts, 2012). The ideal consumer profile Our 
Stillwater hopes to reach will be the following:

The Smiths are a low-income family with two children. Susan 
Smith works as a secretary at a local, elementary school, and 
the Steve Smith works as a production manager at a local, 
manufacturing plant. Sally, age 10, plays softball, which require 
the family to make frequent trips outside of Stillwater for athletic 
activities. Susan usually walks Sally and Sam, age 7, to school 
every morning and lets them play with neighbors in a nearby 

park.

$42K
AVG.

 FAMILY INCOME

21%
STILLWATER 

HOUSEHOLDS
WITH CHILDREN
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 TARGET MARKET

Businesses

Businesses are important decision leaders in any community. Public support from local companies 
will help promote Our Stillwater to the voters. Additionally, any business donations can help cover 
the financial burden of the public relations campaign and possibly the development of some of 
the projects. Major industries in Stillwater relate to services and retail. Minor industries include 
manufacturing among others. There is a large variety to the size of each business with some 
employing thousands while others employee a handful. The profit margins range just as drastically. 
Despite the variety, all these businesses are interested in the local economy, and this campaign can 
affect local businesses’ profits for the better. The businesses Our Stillwater hopes to reach will be 
the following:

Mark owns and operates a small but high-volume restaurant 
popular with both students and Stillwater residents. He has had 
this business for 15 years and runs it with his family serving 
fast, American-style food. Business is good despite the economy, 

but extra exposure and traffic would be beneficial.
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TARGET MARKET

OSU College Students

Oklahoma State University students make approximately 44.8 percent of the entire Stillwater 
population (U.S. Census Bureau, 2010). This explains Stillwater’s low median age of 23.9 years and 
explains Stillwater’s low median household income of $27,437. Despite the fact few OSU students 
are registered to vote in the City of Stillwater, this large proportion makes them too large of a 
segment to ignore. Raising their awareness of Our Stillwater can be beneficial is promoting it to the 
primary target of permanent residents. The ideal consumer profile Our Stillwater hopes to reach 
will be the following:

Sarah is a junior at OSU. She is a die-hard OSU fan and regularly 
attends football games. She is extremely involved in the college 
experience. She often goes attends school events and has joined 
several on-campus groups. Sarah spends most of her time in 
Stillwater, but she occasionally drives to nearby metropolises 
for concerts, date nights or other special occasions. After she 
graduates OSU, she plans to visit Stillwater at least once a year 

and will likely encourage her future children to attend OSU.

58%
of residents
age 18-64

are

Students
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SWOT ANALYSIS

Strengths

Residents are interested in an urban • 
redevelopment program.
Tourism due to the university • 
athletics is strong during the fall 
season.
City of Stillwater is a monopoly in • 
the sense that it is a governmental 
institution. 
Businesses are already aligned to • 
assist in Our Stillwater, such as 
Oklahoma State University and other 
local businesses and charities.
The City of Stillwater has recent • 
experience with economic 
development plans with BID #1.
The City of Stillwater has low • 
property tax rate.

Opportunities

Residents are interested in an urban • 
redevelopment program.
Stillwater economy is better than • 
most of the nation.
Coverage of the City of Stillwater is • 
high in local newspapers.
Analysis of similar programs is • 
thoroughly available.
20 percent of Stillwater is composed • 
of families.
45 percent of Stillwater is composed • 
of students.
Residents strongly value road repair • 
and park development from the city.

Weaknesses

High sales taxes are already in place.• 
Locations for possible development • 
are limited.
Direct communication from the city is • 
weak and mostly requires consumers 
to search.
Stillwater’s population is substan-• 
tially smaller than other Oklahoman 
cities that have tried similar plans so 
similar revenue paths are not conceiv-
able effective.

Threats

Nearby cities with large metropolitan • 
areas compete in the same market for 
tourism and services, too.
Low desire for tax increases.• 
The student population is low on • 
voter registration in the City of Still-
water.
Republican have won the county by • 
two-thirds a vote the past two nation-
al elections, and Republicans tend to a 
have a fiscally conservative outlook. 



15

PRIMARY RESEARCH

1. Content Analysis of Similar Industry in Separate Markets

To discover the perceived 
successes and failures from 
residents of Oklahoma City 
and Tulsa of their similar 
urban redevelopment plans, 
to identify key characteristics 
that influenced voters to pass 
the measures and to determine 
how to apply these past 
experiences to Our Stillwater.

Four hundret consumer 
comments or tweets about 
Oklahoma City MAPS and Tulsa 
Vision 2025 were randomly 
collected from September 
5 to September 26. These 
comments were collected 
from 12 online newspaper 
articles, blogs or social media 
platforms. This consumer 
feedback was organized on a 
spreadsheet and analyzed for 
themes in relation to the goals 
of the research.

Content was collected from 12 
newspapers, blogs or social 
media websites: About.com, 
Huffington Post, ImagiNative 
America, News 9, News OK, 
News on 6, OKC Bicyclist, Okla-
homa Gazette, Tulsa World, 
Twitter, Wichita Business 
Journal and Voice for Liberty 
in Wichita. 

Objective:

 Key Findings:

Methodology: Sample:

Residents want to see obvious personal benefits.• 
Residents want to vote on individual projects instead of packaged plans with multiple • 
projects.
Residents enjoy community input on the urban redevelopment plans.• 
Residents disapprove of public monies funding private industries.• 
Past projects resulted in overwhelming distrust of public officials, especially surrounding • 
private industry funding.

 Implications for Campaign:

A content analysis from residents of surrounding cities with similar urban redevelopment plans 
provided a deeper understanding of the residents’ beliefs and attitudes toward such projects. The 
City of Stillwater needs to focus on the following:

Explicitly explaining resident and community benefits of Our Stillwater.• 
Enabling residents to input their thoughts and opinions about the plan.• 
Minimizing public funding (or emphasis of funding) toward private industries.• 

See CD for documented findings.
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PRIMARY RESEARCH

2. Survey Questionnaire for Consumers of Similar Industry in Separate Markets

To discover the perceived 
successes and failures from 
Tulsa residents of Tulsa 
Vision 2025, a similar urban 
redevelopment plan, to 
identify key characteristics 
that influenced voters to pass 
the measure and to determine 
how to apply these past 
experiences to Our Stillwater..

More than 100 responses were 
collected from September 
16 to September 24 using 
the online survey platform 
SurveyMonkey. These 
responses were analyzed for 
common themes in relation to 
the goals of the research.

Sampling consisted of a 
convenience sample of 
approximately 107, ages 19 
to 68, throughout the Tulsa 
metropolitan area from 
September 16 to September 
26. 

Objective:

 Key Findings:

Methodology: Sample:

85.7 percent of respondents are registered to vote.• 

The top expected projects for Tulsa Vision 2025 were road reconstruction, parks and • 
recreational areas, economic development and convention and event facilities.

Respondents rated the success of Tulsa Vision 2025 a 3.45 out of 5.• 

The top 20 percent of words or phrases associated with Tulsa Vision 2025 are hopeful, • 
beneficial, creates growth, boosts economy, beautifying and costly.

75 percent of registered voters were aware of Tulsa Vision 2025 while only 50 percent of • 
non-registered voters were aware of the program.

65.8 percent of respondents aware of Tulsa Vision 2025 before the survey thought the tax • 
increase was the most efficient way to raise money.

56 percent of respondents did not believe they had used any Tulsa Vision 2025 projects in • 
the last week, and 42.3 percent did not believe they had used any Tulsa Vision 2025 projects 
in the last month.

See CD at the back of the book for documented primary research findings.

...continued
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PRIMARY RESEARCH

2. Survey Questionnaire for Consumers of Similar Industry in Separate Markets

 Implications for Campaign:

IdeaFlip & Co. gained valuable insight into what major points are in voters’ opinion in past urban 
redevelopment projects, such as what words were commonly associated and what projects were 
most well received. The City of Stillwater needs to focus on the following:

Emphasizing the key projects of Our Stillwater.• 
Explicitly explaining how key projects will improve citizen life.• 
Concentrating on registered voters.• 

See CD at back of book for full primary research findings

See Appendix A for Infographic

...continued
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...continued

PRIMARY RESEARCH

To discover the perceived 
successes and failures from 
Oklahoma City residents of 
Oklahoma City MAPS, a similar 
urban redevelopment plan, 
to identify key characteristics 
that influenced voters to pass 
the measure and to determine 
how to apply these past 
experiences to Our Stillwater

More than 100 responses were 
collected from September 
16 to September 24 using 
the online survey platform 
SurveyMonkey. These 
responses were analyzed for 
common themes in relation to 
the goals of the research.

Sampling consisted of a 
convenience sample of ap-
proximately 132, ages 7 to 93, 
throughout the Oklahoma City 
metropolitan area from Sep-
tember 16 to September 26. 

Objective:

 Key Findings:

Methodology: Sample:

The top expected projects for Oklahoma MAPS were parks and recreational areas, economic • 
development, sporting arenas and convention and event facilities. 

46.4 percent of respondents did not believe they had used any Oklahoma City MAPS projects • 
in the last week, and 23 percent did not believe they had used any Oklahoma City MAPS 
projects in the last month.

The top five words or phrases associated with Oklahoma City MAPS are creates growth, • 
boosts economy, beneficial, beautifying and creates pride.

80.5 percent of respondents thought the tax increase was the most efficient way to raise • 
money.

More than 59.3 percent of the respondents reported MAPS positively impacted the • 
Oklahoma City community.

Respondents rated the success of Oklahoma City MAPS a 4.06 out of 5.• 

Respondents rated their current support of Oklahoma City MAPS a 4.03 out of 5. • 

3. Survey Questionnaire for Consumers of Similar Industry in Separate Markets
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COMMUNICATIONS PLAN

OBJECTIVES, STRATETGIES, AND TACTICS

Goal:

To gain considerable favor among 
Stillwater voters who can pass the Our 

Stillwater proposal 
into effect.
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COMMUNICATIONS PLAN

Tactic 1

Description: Hire a “community manager,” a full time employee, to be the face of Our Stillwater 
and run the campaign. The community manger will help the public identify the campaign with 
a mascot and will guide the public with the Our Stillwater benefits to become involved and 
motivated about its projects. The community manager holds all responsibilities of the campaign. 
His or her responsibilities will include but are not limited to the following: 

•  Campaign management
•  Graphic design work
•  Social media maintenance 
•  Primary public contact for Our Stillwater
•  Event coordination
•  Producer and host of web video series
•  Guest appearances
•  Database maintenance 
•  All other Our Stillwater public relations duties

The community manager will be paid a salary for his or her service of $29,000. The average salary 
for an entry-level communications position in Oklahoma is $28,000 to $32,000 so this is adequate 
payment for a qualified employee.

Timeline: January through December
Cost: $29,000
Evaluation: The success of this tactics will be measured by mentions of the employees in the 
media outlets and by a superior’s evaluation of the employee’s work. The employee’s name can 
easily be tracked with Google Analytics to see the number of mentions in online articles and social 
media platforms.  

See Appendix B for Job Description

 ALL AUDIENCES
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...continued

Tactic 2 

Description: Our Stillwater currently has a website under the domain OurStillwater.org. 
However, it needs to be restructured and redesigned. The first priority would be to include a 
page dedicated to providing in-depth information about Our Stillwater such as its purpose, the 
projects it encompasses (as well as the preliminary images), and an outline of each phase. The 
second priority would be to make the site more interactive by including a forum for people to ask 
questions and/or express concern. This can be achieved at no extra cost by utilizing free online 
tools such as Google forms. The site will be maintained and updated by the community manager 
using Adobe Fireworks or the preferred design program. Basic changes to the website include:

Include social media buttons to link to the various platforms including Facebook, Twitter, and • 
YouTube.
Use homepage to promote up-coming events, relevant news, contests, and special business • 
promotions/offers.
The home page should include the following headers/links:• 

Home1. 
About Our Stillwater2. 
Projects (this will include a drop-down menu of the various projects, each will have a  3. 
unique page)
News4. 
Press Room5. 
Links6. 
Share your thoughts7. 
Contact8. 
Supporters9. 
Photos10. 
Videos11. 
Events12. 
Blog13. 

The server space and domain name have been purchased but will need to be renewed in March 
2013. The community manager will accomplish any and all graphic design work required, as part 
of his or her job description. The community manager will also be responsible for maintenance of 
the website, updating information and replying to citizens in the forum space. This labor cost is 
covered in the community manager’s salary.
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COMMUNICATIONS PLAN
...continued

Timeframe: February to November (Daily consumer management, biweekly updates)
Cost: $0
Evaluation: The success of this tactic will be measured by the number of visits the website 
receives. The website can be easily tracked with Google Analytics to see the number of hits.

See Appendix C for Web Template and Site Map

Tactic 3

Description: Utilize Twitter and Facebook to provide news updates and interact with the 
community. Primary research shows consumers enjoy community input on urban redevelopment 
plans and want transparency during such programs. Regularly interaction and news provide 
satisfaction of these needs. Incentives for participation can be offered to fans who participate in 
various social media events, such as games or competitions. Themes can relate to sponsorships, 
updates on the projects or announcements to events. 

An example may include a status on Facebook that reads, “Upload a picture of your favorite place 
in Stillwater. Winner will receive free dinner for two at Eskimo Joes.” Another example could 
be for the Our Stillwater Twitter page to tweet “Retweet if you’re voting yes for Our Stillwater 
in November.” Retweets that will quickly spread across Twitter will produce greater public 
awareness of the program. These incentives will come from donor members, which will help cross-
promotions. Replies to consumers will be made daily, and new statuses and tweets will be weekly. 

The community manager is accountable for the maintenance of the social media accounts, 
including writing tweets and statuses, involving donors and responding to customers. The cost of 
this labor is covered by the community manager’s salary.

Timeframe: February to November (Daily consumer management, weekly status and tweet 
updates)
Costs: $0
Evaluation: The success of this tactic will be measured by tracking the number of Facebook likes, 
shares, tags and wall posts on Facebook Analytics, which are included for Facebook pages, and by 
tracking Twitter mentions, retweets and replies, which are easily viewable on Twitter.

See Appendix D for Facebook Page and Twitter Page design.
Tactic 4
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COMMUNICATIONS PLAN
...continued

Tactic 4

Description: Gather interested parties’ email addresses from all public appearance events, 
communication platforms and donations. Examples are community meetings, donor membership 
applications and the Our Stillwater website. This data should be categorized into the key target 
audiences: families, businesses and students. If the City doesn’t already have a preferred data 
system, Microsoft Excel can be easily maintained as the database. 

Create a bi-weekly email newsletter tailored to each target audience. Universal topics for all the 
tailored emails include the design, use and overall plan of one of the Our Stillwater projects, the 
progress of support levels in the community, the amount of money raised for the projects and links 
to all online platforms. Tailored market themes include how the highlighted project will benefit 
that group, how that group can become more involved in the support of Our Stillwater, upcoming 
events targeted for that audience and outside information important to that market, such as 
community events, new laws or new businesses in town.

The community manager gathers the contact information, maintains the database and creates the 
bi-weekly emails. Because the database, email system and community manager are already paid 
for by the city, this tactic has no additional cost.

Timeline: Feb. 17 to Nov. 10 (every two weeks)
Cost: $0
Evaluation: The success of this tactic will be measured using a tracking program. Email tracking 
programs allow the community manager to view the number of recipients opening emails, clicking 
on links and forwarding the emails.

Tactic 5

Description: Create participation through a YouTube web series where the projects are described 
and the city population can comment and interact. The web series will show the reasons for 
living and shopping in Stillwater instead of the nearby, large cities. Examples include interviews 
with community members, ranging through the various target audiences. One project will be 
highlighted in relation to the community member, and the benefits of Our Stillwater will be 
emphasized. This web series will highlight the quality of life in Stillwater and the possibilities for 
growth. Again, primary research showcases consumers of similar urban redevelopment programs 
wanting clear personal benefits from the projects, and these videos will highlight these positives. 
The community manager will be the host of the web series. These videos can be incorporated in 
the organization’s website and social media sites. 
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...continued

Timeframe: June 2 to Nov.  3 (1 episode per 2 weeks, 12 episodes by seasons)
Cost: $4450 including production, $2500, and editing, $1950
Special requirements: The community manager will be given $400 to purchase a decent quality 
digital camcorder and tripod unless this equipment is already available or the university loans out 
the equipment. OSU students may be involved as volunteers to reduce costs.
Evaluation: The success of this tactic will be measured by the number of views, comments and 
shares. These videos can be incorporated in the organization’s website, biweekly emails and social 
media sites. 

See CD located at the back of the book for scripts and themes

Tactic 6

Description: Advertise using traditional outdoor advertising to promote awareness and 
encourage action. The outdoor advertising will consist of posters 10’5” X 22’8” in four different 
areas of Stillwater for duration of four weeks (the four weeks prior to the election). The four 
locations include: S. Main & 19th Es L/S, Hwy 51 & Media Ss/Wf, Sixth & Fairground Ns 1/E and 
Cimarron Tpk & Tollgate Ss 1/E. The posters will be simple and contain the Our Stillwater logo, 
slogan, and website on the right half of the poster. Lamar charges $3,300 for four posters for four 
weeks. 
Timeframe: Oct. 13 to Nov. 3
Costs: $3,300
Evaluation: The success of this tactic will be measured by traffic exposures through the area. 
Awareness is typically raised with exposures.

See Appendix E for Billboard Design

Tactic 7

Description: Advertise for one week before the vote with 60 second radio spots. An entry-level 
schedule with mixed day parts will be implemented. This schedule consists of one commercial per 
day Monday-Friday and two commercials on Saturday and Sunday per station. The three stations 
hosting the spots include 101.1 KVRO (classic rock station), KSPI Sports 780 AM (news and 
sports), and KGFY 105.5 (country). The cost of is approximately $1,500 per station per week and 
approximately $300 for producing the ad. 
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Timeframe: Sept. 22, Oct. 6, Oct. 20, Nov. 3
Costs: $4,800
Special requirements: Student volunteers are suggested to assist in production.
Evaluation: The success of this tactic will be measured by listener exposures. Awareness is 
typically raised with exposures.

See Appendix F for Radio Sport

Tactic 8

Description: Create three different but similar press releases. One will be for local TV, radio and 
newspaper sources to explain Our Stillwater. Main points will include the projects, the project 
benefits and how families can get involved. Another press release will be for university websites, 
newsletters, newspapers and student blogs to explain Our Stillwater. Main points will include the 
projects, the project benefits and how students can get involved. The last press release will be for 
local TV, radio and newspapers to explain Our Stillwater. Main points will include the projects, the 
project benefits and how businesses can get involved.

The community manager will write these press releases. Wage costs are included in the 
community manager’s salary. The press releases will be sent through e-mail. Email costs are 
covered in overhead costs for the City of Stillwater and are not included in this budget.

Timeframe: Feb. 3, May 5, Aug. 4, Nov. 3
Costs: $0
Evaluation: The success of this tactic will be measured with through the number of media 
inquires and media coverage of Our Stillwater. Google Analytics can follow the mentions of Our 
Stillwater online, and the community manager can collect hardcopy articles not listed online. 

See Appendix G for Press Releases
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Tactic 9

Description: Hold discussions and question + answer sessions with the mayor John Bartley and 
the community about Our Stillwater at Oklahoma State University’s Campus Visitor Center and City 
Hall. According to primary research, community meetings greatly affected the positive outlook of 
similar urban redevelopment programs. These community meetings are scheduled to take place the 
weeks of Feb. 17 and Oct. 20. The meetings are designed to answer questions about the program 
and projects included and to gain a favorable input from audiences and influence them to vote. 
Community Meetings Topics

Topics covered in the community meeting include the following:

A brief outline of present-day Stillwater (the economy, employment rates, how are   • 
businesses doing, current development, and a SWOT analysis of Stillwater. Emphasize  
Stillwater’s strengths and opportunities and provide solutions for its weaknesses and  
threats that can be fulfilled by Our Stillwater.

Discuss the vision for Stillwater’s future. • 

Discuss the details of Our Stillwater, phases, time frames, cost, projects, etc.• 

Discuss the overall benefits of Our Stillwater as well as a convincing argument as to why it is  • 
necessary.

Timeframe: Feb. 17, Aug. 18, Oct. 20
Costs: $300 for refreshments
Special requirements: Included are refreshments for the guests such as coffee, tea, and/or hot 
chocolate, as well as some small snacks such as cookies or scones.
Evaluation: The success of this tactic will be measured by the attendee numbers. A sign-in sheet 
at the front door will gather contact information in addition to the raw number of people in 
attendance. 
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Tactic 1

Description: Create and distribute promotional print media, which will consist of flyers and 
bumper stickers. The flyers will provide general information about the concept of Our Stillwater to 
encourage people to visit the Our Stillwater website where more in-depth information is available.  
The bumper sticker will simply contain the logo and the slogan. The flyers and the bumper stickers 
will be distributed at promotional events, on cars and through businesses that support Our 
Stillwater. Flyers can include a simple cross-promotion for an Our Stillwater sponsor business, 
such as a discount on a particular night. 

Timeframe: Feb. 3 to 17, March 24, April 21, May 19, June 23, July 21, Aug. 4 to 28, Sept. 22, Oct. 6 
to 20, Nov. 3
Cost: $7,250
Special Requirement: Business involvement is contingent upon their participation.
Evaluation: The success of this tactic will be measured by number of stickers and flyers 
distributed. An estimate will be made about the number of exposures from this tactic. 
  
See Appendix H for Promotional Print Material

Tactic 2

Description: Create and distribute informational print media, which will consist of brochures 
(8.5’’x 11” trifold). Each will provide in-depth information about the concept of Our Stillwater and 
additional information about the advantages of each specific project as well as the preliminary 
drawings to make citizens exited about these projects. These brochures will be directly mailed to 
Stillwater households (not including University mailing addresses). 

Timeframe: Feb. 10 and Oct. 20
Costs: 3,400 dollars (print) + post costs
Evaluation: The success of this tactic will be measured by number of brochures. An estimate will 
be made about the number of exposures from this tactic.

See Appendix I for Brochure

 FAMILIES
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Tactic 3

Description: Create participation through an exhibition, which showcases the past, present and 
future of Stillwater. This exhibition will be an interactive exhibition. Citizens are encouraged to 
participate by suggesting their vision about Stillwater and through children activities, such as 
“Draw your Stillwater”. Primary research shows consumers enjoy community input into urban 
redevelopment programs. By making the families become involved in the events, it generates a 
positive attitude about Our Stillwater. Additionally, this exhibition is a good pretext for collecting 
feelings about Stillwater and its government. Furthermore, the exhibition will be able to explicitly 
explain the various projects. This is important because according to primary research, consumers 
of similar urban redevelopment programs were not aware of all the projects associated with their 
respective programs. The exhibition will take place with a booth table at public events. 

Timeframe: Aug. 25, Sept. 25, Oct. 27
Costs: $1700 including 3 banners; 5000 catalogs; 10 exhibition signs; and logistic fees 
Evaluation: The success of this tactic will be measured by the amount of feedback from the 
participants. A form will be available for all participants to fill where they can express their 
feelings about Our Stillwater projects, and the number of participants will show success.

See Appendix J for Exhibition description and templates
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Tactic 1

Description:  Build a list of Stillwater businesses using Microsoft Excel (or the preferred 
database program). A potential donor membership packet will be mailed to these businesses. 
The community manager will design an envelope and letterhead to be used for this membership 
packet. The first item included is a letter stating Our Stillwater’s mission and goals, describing 
in brief the donor program and requesting the business to join the donor membership. The 
second item is an in-depth brochure or flyer explaining the mutual growth for Our Stillwater and 
the business for supporting the Our Stillwater program. This second item needs to explain each 
level of membership and the related benefits, which are explained in the tactics below. The third 
item included is the membership application, which asks for the business name, street address, 
email address, phone number, amount of donation, date of donation and if applicable, reason 
for donating. This information should be updated in the database when received. The third 
item should also refer the donor to donate online. The fourth item should include a return mail 
envelope. 

The community manager creates all materials and maintains all databases so wages are already 
paid for. Printing costs for 1000 are estimated to be $600 if using SmartResolution.com, and 
mailing costs must be estimated.

Timeline: Week of Feb. 10, May 12, Aug. 11
Cost: $2,000
Evaluation: The success of this tactic will be measured thanks to the number of feedback from the 
businesses. This includes the number of return mail envelope received and the number of online 
donations. Furthermore, the tactic will be measured via the effective number of membership.

 BUSINESSES



33

COMMUNICATIONS PLAN
...continued

Tactic 2

Description: Offer special banners or award displays showcasing businesses’ varying levels of 
contributions to Our Stillwater. Special privileges could include brand promotions at future, special 
events for Our Stillwater and advertising on the Our Stillwater website. The sponsor stickers will 
be static cling stickers that can be easily placed on the front of store window or door, and the main 
intent of these stickers is to express the business’s support for their community. Oklahoma State 
University will also be asked if they would like to participate by placing these stickers in varying 
locations on campus. The community manager will oversee all production and design of these 
elements. Incentives for business participation include the following promotional opportunities:

Being featured on the “Our Partners” page of the Our Stillwater website.• 
Having their logo/name placed on Our Stillwater banners/booths that are displayed at • 
events that Our Stillwater participates in. 
Permission to state Our Stillwater partnership level on all their promotional materials• 

Timeframe: February to November
Costs: $475
Evaluation:  The effectiveness of this tactic will be measured through business participation 
included the number of banners displayed by businesses; and the number of stickers on the 
front of businesses. On second hand, this tactic will be measured by calculating the number of 
businesses including Our Stillwater in their promotional materials.

See Appendix K for Window Decals

Tactic 3

Description: Offer first-time bids for the boardwalk properties as an additional incentive for 
sponsors. A bid form will be provided on the Our Stillwater website that only member businesses 
can access. This helps businesses can an advantage for donating, and this helps the City of 
Stillwater maximize the profits from boardwalk property sales. 

This first-time bid incentive does not require any additional labor or costs that the property sales 
would have required anyway, thus these costs are not included in the budget.

Timeframe: February to November 
Costs: $0
Evaluation: This success of this tactic will be evaluated according to the number of businesses 
who make bids and the prices of the bids. 
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Tactic 4

Description: Offer the naming of projects to donors. Sponsors, through donations, can name 
projects like the softball fields, the boardwalk and the amphitheater after their companies, logos 
or owners. Businesses will be able to display their local investment to the community, and Our 
Stillwater will be able to access businesses as community leaders to promote its plan. Suggestions 
for sponsors are Eskimo Joes, Oklahoma State University, Stillwater Medical Center, Stillwater 
National Bank, Armstrong Worldwide Industries, Meridian Technology Center, Frontier Electronics 
or Kicker among other businesses that have a lasting image in Stillwater.

Related costs are any signs that are made to display the donors’ names. Such costs will be 
accommodated through donations so they are not included in the budget.

Timeframe: February to November
Cost: $0
Evaluation: This success of this tactic will be evaluated by the number of businesses who display 
interest at naming the projects after themselves.
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Tactic 1

Description: Our Stillwater representatives will be available on campus at common student 
intersections, Library Lawn and the Student Union. The information booths will offer 
complimentary beverages or snacks to draw interest and will provide promotional materials with 
the Our Stillwater logo branding the materials. The representative will explain Our Stillwater and 
how it will benefit the students. The promotional materials, such as notebooks, pens, folders, 
drawstring backpacks or T-shirts will continue to provide exposure when circulated around 
campus.
 
Timeframe: August to November (once a month during the fall semester before the vote)
Costs: $4,500
Special requirements: Volunteers might be necessary to work informational booths.
Evaluation: The first part of the evaluation will concern awareness of the target. It will measure 
how often students are seen walking around campus with Our Stillwater promotional materials. 
The second part of the evaluation will measure the attitude of the target by calculating the traffic 
on the Our Stillwater website, Facebook, and Twitter.

See Appendix L for Branded Promotional Items

 STUDENTS
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TIMELINE

January

Jan. 1:  Hire a community manager
Jan. 6:   Redesign the Our Stillwater  
  website throughout January
Jan. 6:  Begin planning for OSU  
  partner page
Jan. 6:  Plan for social media tactics  
  (Twitter, Facebook)
Jan. 7:  Begin planning and   
  production for business  
  mailer
Jan. 7:  Begin planning and   
  production for print material 
Jan. 7:  Begin brochure design 
Jan. 10:  Proposal to OSU to make  
  changes to their website

February

Feb. 3:  Begin website    
  maintenance
Feb. 3:  Begin social media   
  maintenance    
  (Twitter, Facebook)
Feb. 3:  Send press release 
Feb. 4:  Activate OSU Partner page
Feb. 4:  Distribute promotional print  
  materials
Feb. 11: Distribute promotional print  
  materials
Feb. 11: Begin business membership  
  maintenance 
Feb. 11: Distribute business mailer
Feb. 13: Distribute informational  
  brochure
Feb. 14: Begin distributing   
  promotional print media
Feb. 17: Begin web series planning  
  and production

Feb. 18: Distribute promotional print  
  materials 
Feb. 18:  Send out first newsletter
Feb. 18: First community meeting @  
  OSU
Feb. 19: Send press release 
Feb. 24: Send out membership packets
Feb. 25: Send press release 
Feb. 27: Mail out brochures

March

March 4: Newsletter
March 18: Newsletter
March 25: Distribute promotional print  
  materials 
March 31: First social media contest  
  (one contest-last week of each  
  month)

April

April 1:  Newsletter
April 1:  Community meeting @ Joes
April 15: Newsletter
April 22:  Distribute promotional print  
  materials 
April 28: Social media contest
April 29: Newsletter

May

May 5:  Press release 
May 12: Press release 
May 13: Newsletter
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May 13: Distribute business mailer
May 19: Press release
May 20: Distribute promotional print  
  materials 
May 26: Social media contest
May 26: Mail membership packets
May 27: Newsletter

June

June 2:  Episode 1 of web series
June 2:  Begin planning and   
  production for exhibition 
June 3:  Begin planning and   
  production for on campus  
  promotions
June 10: Newsletter
June 16: Episode 2 of web series
June 24: Newsletter
June 24: Distribute promotional print  
  materials 
June 30: Episode 3 of web series
June 30: Social Media contest
June 30:  Begin Billboard design  
  process 

July

July 8:  Newsletter
July 14:  Episode 4 of web series
July 22:  Distribute promotional print  
  materials 
July 22:  Newsletter
July 28:  Episode 5 of web series
July 28:  Social media contest

August

Aug. 1:  Set up Our Stillwater exhibit
Aug. 4:  Continue planning and pro 
  duction for exhibition 
Aug. 4:  Press release 
Aug. 5:  Continue planning and  
  production for on campus  
  promotions
Aug. 5:  Newsletter
Aug. 5:  Distribute promotional print  
  materials
Aug. 10: Press release 
Aug. 11: Episode 6 of web series
Aug. 12: Distribute business mailer
Aug. 12: Distribute promotional print  
  materials
Aug. 18: Press release 
Aug. 19: Distribute promotional print  
  materials 
Aug. 19: Community meeting 
Aug. 19: Newsletter
Aug. 19: On Campus promotional table
Aug. 25: Begin work on radio spots
Aug. 25: Episode 7 of web series
Aug. 25: Social media contest
Aug. 26: Send out business packets
Aug. 29: On campus promotional event
Aug. 30: Exhibition

September

Sept. 2:  Newsletter
Sept. 8:  Episode 8 of web series
Sept. 16: Newsletter
Sept. 22: Radio spot
Sept. 22: Episode 9 of web series
Sept. 23: Distribute promotional print  
  materials

...continued
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Sept. 23: On campus promotional table
Sept. 26:  On campus promotional event
Sept. 26: Newsletter
Sept. 27: Exhibition
Sept. 30: Social media contest

October

Oct. 6:  Episode 10 of web series
Oct. 6:   Radio spot
Oct. 7:  Distribute promotional print  
  materials
Oct. 7:  Mail out informational   
  brochures
Oct. 14:  Newsletter
Oct. 14:  Distribute promotional print  
  materials
Oct. 13:  Billboards go up
Oct. 20:  Radio spot
Oct. 20:  Episode 11 of web series
Oct. 21:  Community meeting
Oct. 21:  Distribute promotional print  
  materials
Oct. 23:  Distribute informational  
  brochure 
Oct. 27:  Social media contest
Oct. 28:  Newsletter 
Oct. 31:  Exhibition 

November

Nov. 3:   Radio spot
Nov. 3:   Episode 12 of web series
Nov. 4:  Newsletter
Nov. 4:  Send out press releases 
Nov. 4:  On campus promotional table
Nov. 4:  Distribute promotional print  
  materials 
Nov. 7:  On campus promotional event 
Nov. 11: Final Newsletter

...continued
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Gantt Chart

* Please refer to the CD located    
at the back of the Plans Book for 
Excel file of Gantt Chart.

...continued



in dollars % total

1. General Target 41,850.00$             61.57%

Community Manager 29,000.00$             
Website -$                       
Social Media -$                       
Web series 4,450.00$               
Billboards 3,300.00$               
Radio spots 4,800.00$               
Press releases -$                       
Community meetings 300.00$                  
Email newsletter -$                       

2. Families 12,350.00$             18.17%

Promotional Print Media 7,250.00$                   
Informational Brochures 3,400.00$                   
Our Stillwater Exhibits 1,700.00$                   

3. Local Businesses 2,475.00$               3.64%

Sponsor Membership Mailers 2,000.00$                   
Sponsor Window Decals 475.00$                      
Sponsor Plaque -$                            

4. Students 4,500.00$               6.62%

On campus promo 4,500.00$                   

5. Contigency 6,796.45$                   10.00%

Budget Per Target Amount

TOTAL 67,971.45$                 100.00%
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Registered
Voters
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Infographic



Job Title: Community Manager for Our Stillwater
Department: Marketing Division, City of Stillwater
Reports to: Mayor John Bartley

Job Objective: The community manager for the Our Stillwater campaign will work with Mayor John 
Bartley and the Our Stillwater board in efforts to pass the Our Stillwater bill for urban economic 
redevelopment. 

Responsibilities:

Managing all or most aspects of the campaign• 
Designing graphic work, such as websites, billboards and more• 
Maintaining the Our Stillwater website, Facebook and Twitter• 
Preparing news releases for the Our Stillwater campaign• 
Working with potential local businesses as partners• 
Coordinating and working local promotional events• 
Coordinating and attending radio and television interviews• 
Replying to phone calls and emails• 
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Job Description



Our  Stillwater

Our  Stillwater

Top stories or special
busines promotoions
go here.
Summary of story or details of the promotion will go here. 
Header is a clickable link (links to either full page story or 
business website Slideshow/links wll scroll automatically.

Recent News
Story

Recent News
Story

Business
Promotion!

These are 
clickable links

Business
Promotion!

<PREV. NEXT>

About Our Stillwater
An atlas would define Stillwater as 36°7�18�N 97°4�7�W. 
However, those who call Stillwater home know it is far more 
than a geographic location. Stillwater is a community of 
people and collection of resources that serves as a 
launching pad for the lives and dreams of its citizens. Our 
Stillwater is a dialogue about how Stillwater brings life to 
people and the things that make it a great place to be. We 
invite you to explore Our Stillwater and share your insights 
and stories.

Our Stillwater Projects

Our Stillwater Projects

Share Your Questions/Thoughts Frequently Asked Questions
1. Will this project raise my taxes?

2. How long will this project take?

3. Who will benefit from Our Stillwater

4. Are you taking donations?

5. What kind of projects are included?

6. Who is this project funded by?

When Stillwater grows,YOU grow. 

Our Supporters

Business 
LOGOAD

SPACE

AD
SPACE

Business 
LOGO

Business 
LOGO

Business 
LOGO

*This is a clickable link.

Photos Videos Blog  Events 

Connect with us! SEARCH

SUBMIT Enter your e-mail address
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Web Mock Up



HOME

FAQ

NEWSLETTER

SPONSORSHIP
OPPORTUNITIES

ADVERTISE

ARCHIVES

PROJECT 1

PROJECT 2

PROJECT 3

PROJECT 4

SUBMIT
YOUR OWN

SUBMIT
YOUR OWN

OUR STILLWATER
WEBSERIES

VIDEOS
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Site Map
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Facebook
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Twitter



Our  Stillwater
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Billboard
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APPENDIX F

60-Second Radio Spot

Dialog: Hey this is __________ here to remind you to vote YES next week on making Our Stillwater 
the plan for the future! This is the most important and beneficial plan this year for our city, and 
with your support we’ll plant the seed for Stillwater to flourish. We are counting on you to help 
us create the most inclined community that will spark and inhabit the growth that our focus is 
set on. Be part of the movement by helping us make Stillwater the most successful place to be. 
Our goals are to turn this town into a community that you and your family can thrive. Find out 
everything there is to no about Our Stillwater at www.OurStillwater.org and like us on Face-
book at www.Facebook.com/OurStillwater, because when “Stillwater grows, YOU grow!”



NEWS RELEASE 
 
[Insert current date here]   Contact Information: 
      [Insert community manager’s name here] 
      [Insert phone number here] 
      [Insert email address here] 
 
       

MEET AND GREET WITH MAYOR BARTLETT AT HALLOWEEN FESTIVAL 
 

STILLWATER, Okla. – John Bartlett, mayor of Stillwater, will be at the annual 
Halloween festival in downtown Stillwater on Oct. 31, 2013 from 6 to 8 p.m. 
Community members, local business owners, and college students are all urged to 
come by the ‘Our Stillwater’ booth to meet Mayor Bartlett and learn more about the 
Our Stillwater campaign. 
 Bartlett and a team of community members are proposing a tax increase for 
the November 2013 ballot that would pay for city wide improvements. Some of 
these improvements would include a youth sports complex, a new fire station, 
improvements to current fire stations, an amphitheater and new restaurant/ 
shopping area at Boomer Lake, and road construction throughout the city.  
 The Our Stillwater team will have a booth set up at the walk around where 
people can come meet the mayor and ask any questions they may have about the 
proposed bill. Volunteers will be doing face painting, pumpkin painting and there 
will be a raffle for an iPhone 5 that will be given away at the end of the night. Hot 
chocolate and desserts will be provided. 
 If volunteers want to sign up to help with face or pumpkin painting or would 
like to bring baked goods to the booth, they should email Mayor Bartlett at 
john.bartlett@cityofstillwater.gov.  

### 
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Press Release



NEWS RELEASE 
 
[Insert current date here]   Contact Information: 
      [Insert community manager’s name here] 
      [Insert phone number here] 
      [Insert email address here] 
 

 
MEET AND GREET WITH MAYOR BARTLEY AT OSU WALK AROUND 

 

STILLWATER, Okla. – John Bartley, mayor of Stillwater, will be at the Oklahoma 
State University walk around on Oct. 17, 2013 from 7 to 9 p.m. Community 
members, local business owners, and college students are all urged to come by the 
‘Our Stillwater’ booth to meet Mayor Bartley and learn more about the Our 
Stillwater campaign. 
 Bartley and a team of community members are proposing a tax increase for 
the November 2013 ballot that would pay for city wide improvements. Some of 
these improvements would include a youth sports complex, a new fire station, 
improvements to current fire stations, an amphitheater and new restaurant/ 
shopping area at Boomer Lake, and road construction throughout the city.  
 The Our Stillwater team will have a booth set up at the walk around where 
people can come meet the mayor and ask any questions they may have about the 
proposed bill. Volunteers will be doing face painting, pumpkin painting and there 
will be a raffle for an iPhone 5 that will be given away at the end of the night. Hot 
chocolate and desserts will be provided. 
 If volunteers want to sign up to help with face or pumpkin painting or would 
like to bring baked goods to the booth, they should email Mayor Bartley at 
john.bartley@cityofstillwater.gov.  

### 
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Press Release



Our  Stillwater
Vote YES in 2013!

This is our community’s chance 
to make the place we live in 

GROW
to the fullest potentional

for the benefit of everyone.
Your business.
Your family.

Your life.
For more information,

please visit:
www.OurStillwater.org

Our  Stillwater

Stillwater Grows. You Grow.
www.ourstillwater.org

Stillwater grows,YOU grow

Our  Stillwater

VOTE YES !
www.ourstillwater.org
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Flyer

Bumper Sticker



2013
Stillwater Grows.

You Grow.

Visit: www.OurStillwater.org 
For all the details and information about 
the campaign. Also don’t forget to vote 

2013 to make Our Stillwater, your Stillwater.
Those interested in public meetings 

proceeding about the campaign please 
refer to the calendar of events updates on 

the website.

Celebrate the win for our town!

Stillwater says HOME

“The people of Stillwater are the thing that 
makes this community great. Everyone is 

welcoming, open, and very friendly. Every citizen 
of Stillwater is your neighbor. When I moved 

here sixteen years ago, I never thought I 
would still be here, but I am and I can’t 

imagine living anywhere else. Stillwater has 
it all: great schools, a wonderful downtown, 

churches, parks, sports, entertainment, 
museums, and of course, OSU! 

I’m proud to call Stillwater my home!”
- Shannon B

VOTE YES!
NOV. 2013

Our  Stillwater

Our  Stillwater

Find out all the answers to your questions @
www.OurStillwater.org

www.Facebook.com/OurStillwater

Stillwater Grows.
You Grow.

                     Inside fold                    Back    Front Cover
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Brochure



Our Stillwater
Stillwater Grows. You Grow.

We want you and your family involved in 
this big change we are planning for our 

future. Our goal is to transform Stillwater 
into a more amazing place to live and an 

ideal place to raise your kids. 

Family is the rock and foundation of an
individual, and we want to make Stillwater 
the home of the individual and their family.

Our Stillwater plans to raise money for many 
projects by implementing a tax that will polish 

our towns attractiveness and establish 
new and creative additions that will benefit 

everyone in the community.

So that you have an amazing place to live. 
We want to be the community that attracts 

excitement and be on the cutting edge. 
Let’s invest in our families foundation.

Find out all the answers to your questions @
www.OurStillwater.org

www.Facebook.com/OurStillwater

Youth
Sports Complex

Community
Center

Convention 
Center

Downtown
Park

Boardwalk
&

Amphitheater

Cimmaron
Plaza

Inside pages
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Brochure



The exhibition about Our Stillwater will present the City of Stillwater’s history. It will describe the 
growth of Stillwater from its founding until today. The aim of this exhibition is to involve citizens 
in the process of a growing Stillwater. The exhibition will be in three parts. The first shows the 
past of Stillwater. The second displays the present city. The third promotes the future of Stillwater 
with the passing of the Our Stillwater bill and project development. This exhibition is aimed to be 
family-oriented, friendly, instructive and participative. The content will be for all family audiences, 
including children. The booth will contain simple content with illustrations and simple wording.

Part 1: Stillwater is a seed. Stillwater’s past.
The history of Stillwater will be on display, surrounding topics like original settlers, city establish-
ment, building of Oklahoma State University and formation of the Industrial Foundation. The aim 
of this section of the exhibit is to highlight Stillwater’s beginnings.

Part 2: Stillwater is a sapling. Stillwater’s present.
The present version of Stillwater will be on display, organized around themes such as recent busi-
ness development in the Business Improvement District #1, the construction of Boomer Lake and 
local festivals and events. The aim of this section of the exhibit is to highlight Stillwater’s growth 
this far.

Part 3: Stillwater is a mature tree. Stillwater’s future.
The future of Stillwater will be presented through the Our Stillwater concepts and projects. The 
presentation will be organized around the nine different projects of Our Stillwater. For each proj-
ect, a board will present the project and illustrations. Furthermore, it will show the main advan-
tages of the projects and the effect on Stillwater growth. The aim of this section of the exhibit is to 
highlight Stillwater’s potential growth.

Activities are suggested for each part so families can interact with the Our Stillwater program. An 
example activity is discussed below.

Activity “Draw your Stillwater”
A contest named “Draw your Stillwater” will be organized for children during the exhibition. Each 
child will draw what Stillwater means to him, including where Stillwater can grow. At the end of 
the exhibition, judges will appreciate all of the drawing and choose the best ones. Winners will be 
announced on the Our Stillwater website and on social media platforms. Winners receive a pro-
motional prize from a sponsor. In addition, the drawings of the winners will become part of the 
exhibition and will hook onto the special board “Draw your Stillwater.”

54

APPENDIX J

Exhibition Pt. 1



Third Part: The future of Stillwater 
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Exhibition Pt. 3



WE SUPPORT
OUR STILLWATER

WE SUPPORT
OUR STILLWATER

WE SUPPORT
OUR STILLWATER
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Window Decals for Businesses



Our  Stillwater

Our  Stillwater
Stillwater Grows. You Grow.

Stillwater Grows. You Grow.

Stillwater Grows.
You Grow.

“Stillwater Grows. 
You Grow.”

Our  Stillwater

www.ourstillwater.org

www.ourstillwater.org
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Branded Promotional T-Shirts



Our  Stillwater

Our  Stillwater
Stillwater Grows. You grow.

www.ourstillwater.org

www.ourstillwater.org

Our  Stillwater

www.ourstillwater.org

Stillwater Grows.You Grow.

Our  Stillwater

www.ourstillwater.org

Stillwater Grows.You Grow.

Stillwater Grows.You Grow.

Our  Stillwater

Stillwater Grows. You Grow.
www.ourstillwater.org 58
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Branded Promotional Items


