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DirectMail

● Why ItWorks:Directmail remainsoneof themost e�ectiveways to
communicatewith voters. In Salt LakeCounty,where residentsmay
appreciate tangible, informativematerials, awell-designedmail piece
ensures that keymessages about thebond reach voters’ homes. The
personal touchandability tobreakdowncomplex topics like the Justice and
AccountabilityCenter andpublic safety funding intodigestible content can
build trust andhelpguide voter decisions.

● Spanish LanguagePiece: TargetingSpanish-speakingcommunitieswith
culturally appropriatemessagingensures inclusivity, reflecting thediverse
makeupof thecounty andmaking sure that all voters feel informedand
valued.

PremiumMediaPlacements (Tribune&KSL)

● Why ItWorks: Salt LakeCounty voters rely heavily on trusted local news
sources like the TribuneandKSL for political information. Byplacing
high-visibility adson theseplatforms (frontpage takeovers), you tap into a
captive audiencealreadyengaged in community issues. Theplacementof
theseadsensures that thepublic safetybond is front andcenter at critical
moments, especially as theconversation around local development and
safety continues togain traction.

● Visibility:With the riseofdigital content, front pageplacements cut through
thenoise, capturing attention and reaching voterswhoare already interested
in local newsandpolitics.

Digital Ads (Programmatic&CTV)



● Why ItWorks: Salt LakeCounty is home toa tech-savvy,media-consuming
population. Programmatic ads allow for precise targetingof votersbasedon
their behavior, ensuring thatmessagingabout thepublic safetybond
reaches thosemost likely toengage. Programmaticdisplay and videoads
aree�ective inbuildingawareness, especially for a topic likepublic safety,
whichmaynot alwaysbe topofmindbut is critical to thecommunity.

● CTV (Connected TV):Many voters consumecontent via streaming services,
andCTVallows you to reach this audiencewith compelling videoads. This is
particularly e�ective for thebondcampaignbecause visual storytelling
about theneed for the Justice andAccountabilityCenter can haveapowerful
impact, helping voters connect emotionallywith the issue.

Meta (Facebook/Instagram)Ads

● Why ItWorks:Metaplatforms remain highly e�ective for reachingabroad
anddiverse audience inSalt LakeCounty. Theseadscanbuild community
engagementbyencouragingdiscussions around the importanceofpublic
safety. The targetingcapabilities allowyou toconnectwith specific
demographics, suchas younger voters and families,whomaybehighly
invested in safety and local infrastructure improvements.

● Spanish-LanguageContent: Dedicatedcontent for Spanish-speaking
communities ensures thatmessaging is accessible andengaging for
everyone, reinforcing that thebondwill benefit all residentsof Salt Lake
County.

Outdoor& Transit Ads

● Why ItWorks:Outdoor advertising, includingbuswraps andbillboards,
o�ers high-frequency visibility, particularly in high-tra�careas. Salt Lake
County voterswill repeatedly encountermessages about thebondas they
move through their daily routines. This tactic helps reinforcemessaging from
directmail anddigital ads, creating acohesivecampaign that keepspublic
safety at the forefront of voters'minds.

● Community Engagement: Public transit iswidely used inparts of Salt Lake
County, andoutdoor ads help reach voterswhomaynotbeasengagedwith
digital platformsbut still interactwith their physical environment regularly.

WebsiteDevelopment



● Why ItWorks: Adedicatedwebsiteprovides a hubof informationwhere
voters cango to "FindOutMore" about thepublic safetybond. Salt Lake
County voters appreciate transparency andeasily accessibledetails. The
websitewill serve as a resource toanswerquestions, providedata, andhelp
demystify how thebondwill positively impact thecommunity, including
improvements inpublic safety and reducedcrime.

Public SafetyBondCampaignBudget (withoutOutdoor/Transit) - $250,000

1. DirectMail - $100,000

● PostageandDistribution: $95,000
● Spanish LanguagePiece: $5,000 (for translationand targeting)

2. PremiumMediaPlacements -$25,000

● TribuneFront Page Takeover: $15,000
● KSLFront Page Takeover: $10,000

3.Digital Ads (Programmatic&CTV) - $85,000

● ProgrammaticDisplay andVideoAds: $45,000
● CTV (Connected TV): $40,000

4.Meta (Facebook/Instagram)Ads -$40,000

● Enhancedsocialmediapresencewith targetedads, including
Spanish-languagecontent forbroaderengagement.

5.WebsiteDevelopment - (Included inAgencyFees)

● WebDevelopment andHosting



Public SafetyBondCampaignBudget (withOutdoor/Transit) - $250,000

1. DirectMail - $100,000

● PostageandDistribution: $95,000
● Spanish LanguagePiece: $5,000 (for translationand targeting)

2. PremiumMediaPlacements -$25,000

● TribuneFront Page Takeover: $15,000
● KSLFront Page Takeover: $10,000

3.Digital Ads (Programmatic&CTV) - $60,000

● ProgrammaticDisplay andVideoAds: $30,000
● CTV (Connected TV): $30,000

4.Meta (Facebook/Instagram)Ads -$35,000

● Enhancedsocialmediapresencewith targetedads, including
Spanish-languagecontent forbroaderengagement.

5.Outdoor& Transit Ads -$30,000

● BusWraps&Billboards

6.WebsiteDevelopment - (Included inAgencyFees)

● WebDevelopment andHosting


