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Background
• Located in Dane County

• Population: 39,419 (2024) - Growing at 700 to 1,000 residents annually

• Median Home Value: $360,200 (2024) 

• Equalized Value: $6.1 Billion (2024) 

• Local Levy: $6.77 (2024 taxes/2025 Budget) 

• 5-year net new construction average: 2.77%

• Full-service community 
• 326.9 FTE (2025)

• $43.6 Million General Fund (2025)

• $219 Million Total Budget (2025)



Foundation



Planning Tools
Financial 

Management Plan
10-year Capital 

Improvement Plan
Strategic Planning



2024 Council 
Strategic Planning



• Using the FMP and Levy Limits as a starting point, City Council 
met over the course of three months to determine how to 
address the city’s fiscal challenges.

• Supporting work: 
• External Facilitators Alison S. Lebwohl and Tom Wilson 

• Ehlers as our Senior Municipal Advisor

• City Staff (City Administrator and Director of Administrative Services) 

Summer 2024 Work



Night 1: Deeper 
Understanding

Night 2: Proposals & 
Discussions

Night 3: Decision 
Making Night



Result: 
2025-2029 Fiscal 

Roadmap



Accepted by Council on September 17, 2024 – Press conference on September 20, 2024 



Now… 



2025 WCMA 
WINTER CONFERENCE

Marketing Your Referendum: Tips for Community Buy-in
F E B .  2 7 ,   2 0 2 5



At Mueller Communications, we are a full-service team of seasoned, 
well-connected marketing, communications and creative experts. 

We leverage decades of experience in communications and marketing to help 
organizations, leaders and influencers amplify their great work. With integrity 
at the heart of all we do, our team of strategic communicators and problem 
solvers strives to do the right thing for our clients and our communities. 

Across industries and geographies, our comprehensive communications and 
marketing services consistently deliver measurable results to support the 
individuals and organizations who are making a difference.

 A L L O W   U S   T O  

INTRODUCE 
OURSELVES
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Marketing Strategy & Plan Creation 
Branding 
Message & Collateral Development
Content Marketing 
Programmatic Display, CTV, Digital  
Video & Audio
Search Engine Management (SEM)
Search Engine Optimization (SEO)
Social Media
Email & Marketing Automation
Influencer Marketing
B2B Marketing
Traditional Media

Communications Audit
Messaging & Content  
Crisis Communications & 
Reputation Management
Media Relations
Spokesperson Training
Events
Influencer Targeting
Thought Leadership
Public Affairs & 
Community Engagement
Employee Engagement & 
Change Management

Visual Branding
Website Design
Online Creative
Print & Collateral Creative 
Experiential Creative
Product/Package Design 
Video & Photography

Storytelling Website
Lead Generation Website
Ecommerce Website

The most valuable reputation builder 
is not what you say about yourself, 
but what others say about you. What 
are they saying? Are you listening? 
It’s time to drive the narrative. 

PUBLIC 
RELATIONS MARKETING

Cut through the noise with innovative 
tactics that effectively target and 
connect with your niche audience, taking 
them on a carefully crafted journey that 
drives action and return on investment.

CREATIVE
You’re only as good as you look until 
they meet you. Once you have a 
compelling story, let our in-house 
creative team help you tell it in a 
visually compelling way.

WEBSITES
At Mueller, we work to build websites that meet your 
unique needs, whether you're seeking to generate leads 
for your business, sell a product, or familiarize an 
audience with your brand and story, your online 
presence is critical to the mission of your organization.

SERVICESOU
R



M U E L L E R   T E A M

EXPERIENCE
Mueller Communications serves a diverse client roster representing a wide range of organizations, from Fortune 
500 companies to professional service firms, nonprofit organizations, and educational and cultural institutions.
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MEET TEAM 
MUELLER 

Our deep bench of big picture thinkers, detail-oriented doers and creative problem solvers are the best in the business.
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Across Wisconsin, municipalities are faced with 
challenges raising the revenue necessary to fund local 
services. 

With stagnant or decreasing state aid and few tools that 
enable communities to raise revenue, more and more 
municipalities are turning to property tax levy 
increases approved via referendum.

FUNDING ISSUES
S T A T E W I D E



FUNDING ISSUES
S T A T E W I D E Data from Wisconsin DOR, Wisconsin Public Radio

https://public.tableau.com/app/profile/research.policy/viz/LevyLimit0_2/Story1
https://www.wpr.org/news/wisconsin-public-safety-referendums-shared-revenue-law


PROCESS
3   S T E P

APPROACH
The preferred approach to 
referenda includes a 
three-step process that 
takes place over the course 
of 9-12 months and provides 
opportunities for broad 
public engagement, 
education and dialogue.

Each community should 
customize an approach to fit 
their needs. 

P H A S E   I : OPTIONS ASSESSMENT
P H A S E   I I : COMMUNITY SURVEY
P H A S E   I I I : PUBLIC EDUCATION INITIATIVE 



OBJECTIVES

EDUCATE COMMUNITY about relevant services and 
the current funding challenge
IDENTIFY and evaluate all OPTIONS
SOLICIT COMMUNITY INPUT on potential solutions
MOVE FORWARD with solution 
(usually funding via referendum)



AUDIENCES

COMMUNITY RESIDENTS
ELECTED LEADERS
CIVIC, COMMUNITY AND BUSINESS  LEADERS
LOCAL REPORTERS AND MEDIA OUTLETS



SAMPLE TIMELINE (NOV.)
P U B L I C   E D U C A T I O N

PHASE I - Options Assessment 
Public education about the funding challenges , potential solutions
● Jan - March: Develop an options assessment
● April: Present and publicize options assessment 

PHASE II - Survey
Public education about the opportunity for input  to guide decision-making, further 
discussion about funding challenges
● May: Develop survey
● June: Distribute survey and analyze responses
● July: Present survey findings

PHASE III - Referendum Education
Public education about the referendum itself  - including discussion about funding 
needs  and impact of yes / no vote on services, property taxes
● August: Referendum question is placed on the ballot
● August - November: Referendum-specific public education campaign 

APPROACH
The preferred approach to 
referenda includes a 
three-step process that 
takes place over the 
course of 9-12 months and 
provides opportunities for 
broad public engagement, 
education and dialogue.

Each community should 
customize an approach to fit 
their needs. 



OPTIONS ASSESSMENT
P H A S E   I

STEPS
Background

Challenge

Potential Solutions

Funding Options

Do your homework. Show your work. 



CHALLENGE
D E F I N E   T H E



D E F I N E  T H E

OPTIONS

● OUTSOURCING SERVICES TO 
ANOTHER MUNICIPALITY

● BUDGET CUTS AND SERVICE 
REDUCTIONS

● ADDITIONAL SOURCES OF REVENUE, 
INCLUDING PROPERTY 
TAXES AND A WHEEL TAX

● PARTNERING WITH SURROUNDING 
COMMUNITIES



COMMUNITY SURVEY
P H A S E   I I

STEPS
Seek Community Input

Build Community 
Investment in the Solution



PUBLIC EDUCATION
P H A S E   I I I



PUBLIC EMPLOYEES
R O L E   O F

EDUCATION

V S .

ADVOCACY

VOTE
YES



PERMITTED ACTIVITIES: INFORMATION SHARING PROHIBITED ACTIVITIES: EXPRESS ADVOCACY

Using municipal resources (paper, copiers, supplies) or data lists 
(phone, email, other) for informational purposes only.

Using municipal resources (paper, copiers, supplies) or data 
lists/resources (phone, email, other) for VOTE YES or VOTE NO 
efforts.

Using official municipal communication channels to provide 
information, information, information!

Using official municipal communication channels to recruit 
members or fundraising for a VOTE YES or VOTE NO political action 
committee (PAC) or referendum group.

Expressing personal opinion and support for the referendum IF you 
are not serving in “official capacity” at the time AND you specifically 
identify your statements as personal opinion. Municipal resident 
employees should remain neutral at all times.

Expressing your VOTE YES or VOTE NO opinions as representative 
in an official capacity.

GUIDELINES & ADVOCACY
R E F E R E N D U M



PERMITTED ACTIVITIES: INFORMATION SHARING PROHIBITED ACTIVITIES: EXPRESS ADVOCACY

Providing factual information on the proposed referendum. Distributing VOTE YES or VOTE NO materials in any form.

Holding informational meetings and unbiased voter registration and 
absentee ballot drives. Holding VOTE YES or VOTE NO meetings or rallies.

Providing community members with factual information about the 
proposed referendum or voting as a civic responsibility/right.

Promoting a VOTE YES or VOTE NO message to students in an 
official class setting or district activity.

Serving on an independent political action committee (PAC) or 
referendum group “off the clock” and off municipal grounds if you 
are a contractual employee with defined start/end times.

Working on VOTE YES or VOTE NO efforts for an independent 
political action committee (PAC) or referendum group while on 
official work time if a contractual employee.

GUIDELINES & ADVOCACY
R E F E R E N D U M



DRAFTING A QUESTION
R E F E R E N D U M

The Department of Revenue has resources that can help a 
community's attorney develop a referendum question 
that meets legal requirements.

Also consider how that question frames the issue and 
aligns with the education campaign.



PLAN & STRATEGY
O U T R E A C H

Evaluate results of Options Assessment and Community Survey. 
Develop outreach plan to communicate with key audiences in the 
weeks leading up to a referendum vote.

Develop a 
comprehensive 
plan to reach the 
right people, at the 
right time with the 
right message.



COMMUNICATION 
CHANNELS

WEBSITE, (E-)NEWSLETTERS, SOCIAL MEDIA
COMMUNITY MEETINGS & EVENTS
DIRECT MAIL PIECES
COLLATERAL MATERIALS



KEY MESSAGES
A  N O T E  O N 

●Provide a brief, compelling case that focuses on the core issue 
and how funding via referendum is a solution.

●Avoid diluting the issue with too many examples.

●Consider whether a focus on inflation may have pros and cons.



COLLATERAL 
MATERIALS

KEY MESSAGES
FAQ DOCUMENT
FACT SHEET
PRESENTATION DECK



FACT SHEETS
E X A M P L E



FAQS
E X A M P L E



COMMUNITY 
OUTREACH

INFORMATION SESSIONS 
(IN PERSON, ONLINE)

SPEAKING OPPORTUNITIES 
(E.G., ROTARIES, SENIOR CENTERS)

CHAMBERS
BLOCK PARTIES



DIRECT MAIL 
CAMPAIGN

2 - 3 DESIGNED MAILERS
1 - 6 WEEKS BEFORE ELECTION
CONSIDER IMPACT OF EARLY & 
ABSENTEE VOTING



ONLINE PRESENCE

WEBSITE LANDING PAGE
DEDICATED EMAIL ADDRESS
SOCIAL MEDIA CALENDAR
E-NEWSLETTER CONTENT



MEDIA COVERAGE



SOCIAL MEDIA & 
ADVERTISING



QUESTIONS?
T H A N K   Y O U

Learn more at muellercommunications.com/referendum



APPENDIX



C A S E   S T U D I E S

RELEVANT 
EXPERIENCE



Despite running lean and being on solid financial footing, after years of growing demands and 
growing costs to provide services and without proportional increases in revenue, the City of Monona 
faced budget challenges just maintaining existing services.

To educate its community about the complex financial challenges it faced and work toward a 
solution, the City of Monona partnered with Mueller Communications to engage in a three-phase, 
11-month public education campaign that began with a comprehensive report presented to the 
Council, continued with a community-wide survey mailed to each household in Monona to 
secure input from residents, and concluded with a referendum-specific education campaign once 
a referendum question was placed on Nov. 2024 ballots.

Mueller worked with the City to leverage a variety of communications tactics that help ensure 
Monona residents received information about the referendum wherever they get their news, 
including through direct mail, information session presentations, posters at key locations, social 
media content and traditional news media. Throughout the fall, Mueller continued to work closely 
with the City to manage topical questions and concerns, including about how other Dane County 
communities are facing similar challenges and about how the Monona-Grove School District funding 
situation is separate from the City. 

As a result of the campaign, electors in the City of Monona ultimately voted to approve the 
increase in the property tax levy on the November 2024 ballot and increase funding to maintain 
existing City services.

CITY OF MONONA
C A S E   S T U D Y
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In the face of rapid growth, the demand for City of Fitchburg services – including public safety and other 
core municipal services like infrastructure development and maintenance – increased. The City 
recognized available staffing was insufficient to meet these increasing needs and determined 
additional funding was necessary for investments in staffing and services. 

The City of Fitchburg worked with Mueller Communications from August 2023 through November 2024 
to engage and educate the community on the need for additional funding to increase staffing and 
invest in services for the growing community. This education was done in three phases: first through a 
comprehensive report identifying the City’s challenges and potential avenues for funding, then 
through a community survey designed to secure community input about service priorities and 
potential support for additional funding. At each phase, Fitchburg conducted outreach and 
encouraged community dialogue through tactics like public meetings, traditional media relations, social 
media, and direct mail.

Survey results demonstrated majority support for a $3 million property tax levy increase via referendum 
to fund priority services, with an emphasis on public safety staffing. Elected officials balanced this 
community input with projected needs and ultimately opted to move forward with a $3.5 million ask.

During the third and final phase of public education, Mueller Communications developed and distributed 
fact sheets, key messages, posters and direct mail pieces, social media content, a video ad, a print 
newspaper ad and a presentation for community informational sessions to help make voters in the City 
aware of funding needs and impacts of the proposed referendum before casting ballots.

MAKING INFO 
ACCESSIBLE
The City of Fitchburg is 
home to a diverse 
community, including many 
who speak primarily 
Spanish. 

To ensure information 
about the referendum could 
be accessible to all 
residents, translated 
materials were developed  
and distributed 
throughout the campaign 
and interpreters were on 
hand during information 
sessions.

C A S E   S T U D Y

CITY OF FITCHBURG



VILLAGE OF CALEDONIA
C A S E   S T U D Y

Due to insufficient public safety funding and growing current service demands, the 
Village of Caledonia identified a need to add additional full-time personnel to its police 
and fire departments. 

Caledonia worked with Mueller Communications from December 2022 through April 
2023 to educate the community on the need for a public safety referendum ahead of 
the  April 4, 2023 vote.

Mueller worked closely with the Village of Caledonia to create comprehensive 
messaging and frequently asked questions to cascade through education materials, 
including key messages, fact sheets and infographics, and informational posters, and 
updates to the Caledonia website that clearly conveyed the situation. Mueller also 
created two direct mail pieces, drafted social media posts to share across Caledonia 
channels, and executed an on-site video shoot for a social media ad to reach Caledonia 
voters up until days before the election. Mueller Communications also designed 
informational presentations for the Village Administrator, Police Chief and Fire Chief to 
share with community groups and Village Board members

Electors in the Village of Caledonia ultimately voted to approve the increase in the 
property tax levy, allowing Caledonia to add eight new police officers, six new 
firefighters/paramedics and the equipment needs for each new staff member. 
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VILLAGE OF 
GERMANTOWN
C A S E   S T U D Y

The Villages of Germantown and Richfield commissioned studies from hydrogeologists 
that provided insight on the potential impacts and benefits of extending services from 
Germantown Water and Sewer Utilities to new paying customers in Richfield. 

The Village of Germantown worked with Mueller Communications between August 2022 
and November 2022 to educate the community on the need for a referendum 
question to approve an Intergovernmental Agreement (IGA) on November 8, 2022 
that would determine whether the Village should provide water and sanitary sewer 
service for a fee to customers in a portion of the Village of Richfield.

Mueller created and executed a campaign that included the development of educational 
materials, including key messages, fact sheets and infographics, and updates to the 
Village of Germantown website that clearly conveyed the situation. With materials 
developed, the team prepared two direct mail pieces, drafted posts to share across 
Germantown social media channels, and created an informational presentation to share 
with community groups and city council members.

Electors in the Village of Germantown voted to approve the IGA, allowing 
Germantown to provide water and sanitary sewer service for a fee and on an ongoing 
basis to customers in the Northeast Corridor of the Village of Richfield, ultimately 
expanding Germantown’s water and sewer services customer base and enhancing 
economic growth in the area.
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CEDARBURG FIRE 
DEPARTMENT

C A S E   S T U D Y

The City and Town of Cedarburg’s joint Cedarburg Fire Department was staffed, almost 
entirely, by volunteers until January 1, 2024 when the communities opted to shift to a 
paid-on-call model. This shift was one of several efforts undertaken to help address the 
Department’s increasing demand for service and decreasing staffing.

CFD worked with Mueller Communications from August 2023 through April 2024 to 
educate the community on the need for additional funding to support additional 
full-time firefighter-paramedic staff. This education was done in three phases: first 
through a comprehensive report identifying potential funding options, then through an 
educational survey aimed to secure community input on referendum viability, and finally 
through a referendum education campaign targeting residents in both communities.

Following the 9-month effort – which included community information sessions, media 
outreach and news coverage, social media content, website content, direct mail, Town 
newsletters, and a video ad playing before each show at the Rivoli Theatre – voters in 
both the City and Town of Cedarburg approved increases in the property tax levies, 
allowing CFD to add eight new firefighter-paramedics, maintain funding for two 
existing full-time staff members, and transition the Fire Chief to a full-time role.
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GRAFTON/SAUKVILLE
C A S E   S T U D Y

Calls for emergency service were increasing significantly in Grafton and Saukville, while 
the number of emergency responders continued to decrease. Together, the Towns and Villages 
of Grafton and Saukville identified a need to hire additional full-time staff and formally 
create a joint Grafton-Saukville Fire Department to provide effective emergency medical, 
rescue and fire suppression services to its communities. The increased annual cost would be 
shared among the four municipalities.

The municipalities engaged Mueller Communications between December 2023 and April 2024 
to educate each community on the need for a Fire/EMS  referendum to create the joint Fire 
Department.

Mueller created and executed a campaign that included the development of educational 
materials, including key messages, fact sheets, fliers, news releases and website content that 
clearly conveyed the situation. With materials developed, the team prepared direct mail pieces 
that were sent to the municipalities’ residents, drafted posts to share across social media 
channels, facilitated a video shoot and created informational presentations for local officials to 
present at public information sessions,

Electors in the Village & Town of Grafton and Town of Saukville ultimately voted to 
approve the increase in the property tax levy, covering the cost of adding 13 full-time staff 
and allowing the creation of a joint Grafton-Saukville Fire Department. 
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CITY OF PORTAGE
C A S E   S T U D Y

The City of Portage was faced with paying high fees for third-party EMS services that provided 
limited opportunities for local control. The City unexpectedly received significant invoices from 
Aspirus, its third-party provider, for ambulance service. Challenged by these unexpected costs, 
and a lack of control in optimizing service to residents, the Portage Fire Department considered 
alternate service models, while seeking to minimize the impact on taxpayers.

The City of Portage worked with Mueller Communications between August 2023 and February 
2024 to educate the community on the need for a referendum question to approve an 
increase in the City’s annual tax levy on February 20, 2024 that would determine whether the 
City could build a fire-based EMS service model.

Mueller created and executed a public education campaign that included the development of 
educational materials, including key messages, fact sheets and infographics, and updates to the 
City of Portage website to share the benefits of a fire-based EMS system with the community. In 
addition, the team created two direct mailer pieces to educate the community, drafted and 
designed posts to be shared on Portage social media pages, and created an informational 
presentation to share with community groups and city council members.

Electors in the City of Portage voted to approve the referendum, allowing the City of Portage 
to build the fire-based EMS service that will ensure full control over efficiencies and effectiveness, 
designing and implementing the best EMS services to meet the needs of the Portage community. 



PLEASANT PRAIRIE
C A S E   S T U D Y

The Village of Pleasant Prairie is home to 21,250 residents and 494 businesses. As the 
Village continued to grow, public safety staffing models remained outdated and call 
complexity increased, Pleasant Prairie identified a need for alternative funding sources to 
continue to service the community.

Once the need for additional public safety funding was identified, the Village of Pleasant 
Prairie engaged Mueller Communications as a strategic partner to develop a 
comprehensive options assessment and facilitate the creation, distribution and 
reporting of a community survey - with the understanding that comprehensive research, 
alternatives and community input lends itself to the success of a potential referendum. 
Mueller Communication’s Three-Phased Approach:

● Options Assessment
● Community Survey
● Public Education Campaign 

In the summer of 2021, Mueller Communications was engaged by the Village of Pleasant 
Prairie to develop an Options Assessment to identify the potential solutions to the public 
safety funding challenges. Based on the findings of that assessment, Mueller worked with 
Community Perceptions to conduct a community survey to gather input on the 
community’s preferred options.
Following the community survey, the Village Board voted to place a public safety 
referendum on the on Spring 2022 ballot. On April 5, 2022, the Village of Pleasant 
Prairie ultimately voted to approve the increase in the property tax levy, allowing the 
Village to add 12 firefighter/paramedics and four police officers.  
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CITY OF FOND DU LAC
C A S E   S T U D Y

Stagnant funding and increasing demand for public safety services threatened the 
City of Fond du Lac’s ability to provide local fire and paramedic services and to 
adequately staff its police department to meet all responsive and preventative 
responsibilities. 

Fond du Lac worked with Mueller Communications between December 2020 and April 
2021 to educate the community on the need for a public safety referendum on April 
6, 2021. 

Mueller created and executed a campaign that included the development of educational 
materials, including key messages, fact sheets and infographics, and informational 
posters, and updates to the City of Fond du Lac website that clearly conveyed the 
situation. With materials developed, the team prepared three direct mail pieces, drafted 
posts to share across Fond du Lac social media channels, and created informational 
presentations for the City Administrator, Police Chief and Fire Chief to share with 
community groups and city council members. 

Electors in the City of Fond du Lac ultimately voted two-to-one to approve the 
increase in the property tax levy, allowing Fond du Lac to add six new police officers, 
six new firefighters/paramedics and the equipment needs for each new staff member. 
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CITY OF FORT ATKINSON
C A S E   S T U D Y

The City of Fort Atkinson is home to more than 12,000 residents. As demand for public safety services 
increased and calls became more complex, it became clear that the city’s existing staffing models for 
both its police and fire departments were outdated. The City had been contracting with a third-party 
provider to support EMS service, however, that approach was deemed to be unsustainable as Fort Atkinson 
sought to address the growing public safety needs of its community – which would be better served by 
hiring full-time, cross-trained employees who could provide both Fire and EMS services.

The City of Fort Atkinson engaged Mueller Communications to develop a comprehensive public education 
campaign utilizing a wide-range of communications channels to ensure that the City could connect with 
voters no matter where they get their news. Mueller helped create various educational materials including 
three direct mail pieces highlighting the upcoming referendum. Mueller also worked with the City to 
identify opportunities to speak with local civic organizations, as well as to host information sessions 
where the public could learn more about the referendum and ask questions of City officials.

Mueller also helped residents gain awareness of the referendum through various online tactics, including a 
landing page on the City of Fort Atkinson website and a social media calendar with designed 
corresponding graphics. We also engaged a local videographer to create a video featuring the City’s police 
and fire chiefs and the city council president, which was promoted via a social media ad campaign. The video 
garnered 184,488 impressions with a 3.49% click through rate (CTR), which far exceeded average response 
for similar ads.

Ultimately, residents in the City of Fort Atkinson voted to approve an increase in the tax levy to fund two 
additional police officers, six full-time firefighter/paramedics and six full-time firefighter/EMTs.
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CITY OF MIDDLETON
C A S E   S T U D Y

Having seen significant population growth in a short period of time, the City of 
Middleton recognized a need to retain its existing staff and add more staff to key 
departments to ensure it could meet the needs of its growing community in a way that 
aligned with the City’s values and strategic plan.

The City worked with Mueller Communications to educate and engage its community on 
the need for a November 8, 2022 referendum to increase Middleton’s property tax 
levy and fund additional staffing costs.

Mueller worked with the City to understand the need for both additional staff and wage 
increases for existing staff, working to develop an “ambassador toolkit” of messages and 
FAQs that elected officials and staff members could use to clearly communicate the 
need for additional funding. In addition, the Mueller team developed a calendar of social 
media content, a presentation to be used during information sessions, website content 
and two direct mail pieces to be delivered to all households in Middleton. 

Electors in the City of Middleton voted to approve increased wages for existing 
City staff and fund new positions for two police officers, one parks crew member 
and one communications specialist, enabling the City to better attract and retain 
talent and deliver desired services to its community.
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SOUTH MILWAUKEE
C A S E   S T U D Y

A continuing decline in outside funding for paramedic services created a significant, 
growing gap in the City of South Milwaukee’s municipal budget that threatened its 
ability to provide local paramedic services and to adequately staff its police 
department to meet all responsive and preventative responsibilities. 

South Milwaukee worked with Mueller Communications to develop an Options Assessment 
to identify the potential solutions to the public safety funding challenges. Based on the 
findings of that assessment, Mueller worked with Community Perceptions to conduct a 
community survey to gather input on the community’s preferred options. The Common 
Council voted to place a public safety referendum question on the Fall 2017 ballot and 
engaged engaged Mueller Communications to assist with a public information campaign 
in advance of a referendum vote. 

Between July and November, Mueller created and executed a campaign that included the 
development of educational materials, including key messages, fact sheets and 
infographics, and informational posters, and a website landing page that clearly conveyed 
the situation. With materials developed, the team prepared two direct mail pieces, drafted 
posts to share across South Milwaukee social media channels, and created presentations 
for the Mayor and City Administrator to share with community groups.

C O N T I N U E D
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SOUTH MILWAUKEE
C A S E   S T U D Y

Electors in the City of South Milwaukee ultimately voted two-to-one to 
approve the increase in the property tax levy, sustaining the city’s paramedic 
program and allowing South Milwaukee to add two new police officers.

Additional information about this effort is highlighted in the League of Wisconsin 
Municipalities’ The Municipality magazine, in an article entitled “What We 
Learned in Our Public Safety Referendum.”
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https://www.lwm-info.org/DocumentCenter/View/1927/What-we-learned-in-our-public-safety-referendum?bidId=
https://www.lwm-info.org/DocumentCenter/View/1927/What-we-learned-in-our-public-safety-referendum?bidId=

