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Executive Summary: 
 
OCPS launched a strategic campaign to renew the half-cent sales tax, a critical funding source initially 
approved in 2002 and renewed in 2014, that funded significant infrastructure enhancements including a 75% 
reduction in portable classrooms and the renovation or replacement of 136 schools. Facing a projected $4 
billion shortfall over 10 years for critical infrastructure and maintenance, OCPS aimed to secure continued 
support. The renewal passed with a decisive 72.06% approval, the highest margin for a school district 
half-cent sales tax referendum in Florida. 

Research: 
 
OCPS research to understand community needs included surveys using the ThoughtExchange platform that 
revealed priorities like updated AC, technology, shaded playgrounds, and renovated bathrooms, which 
informed targeted messaging. Analysis of demographics, past campaigns, and election results helped identify 
key audiences. 
 
A partnership with the Orlando Regional REALTORS® Association provided polling data, showing 66% support 
for continuation and a 41% preference for a 10-year renewal, directly informing 10-year ballot language. 
Research also addressed concerns about a failed county transportation sales tax two years earlier and the 
potential impact of a competing sales-tax initiative on the same ballot. 
 
A PFM Group Consulting study found that 51-55% of Orange County sales taxes are paid by 
non-residents/tourists, informing campaign messaging. Analysis of facility-focused posts on Facebook and 
LinkedIn revealed 28% higher engagement than other content, informing targeted content showcasing the 
tangible benefits of the half-cent sales tax. 
 
Planning: 
 
Based on research, OCPS developed a communication plan with core messages on student success, fiscal 
responsibility, and community benefits. Audiences were segmented, and a multi-channel strategy was 
implemented using traditional and social media, events, and presentations. To mitigate the potential negative 
impact of a competing county transportation sales tax, OCPS proactively engaged with county commissioners, 
whose decision not to pursue another transportation tax cleared the way for a focused campaign on the 
half-cent sales tax renewal. 
 

Campaign Goal: Achieve at least 50% voter approval in the November 5, 2024, general election. 
 

Objectives: Modify ballot language for broad appeal; research target audiences and messages; create 
awareness among key audiences; identify and equip advocates. 
 

Implementation: 

 
To ensure consistent and impactful messaging throughout the campaign, the district developed key talking 
points that were prominently featured in all promotional materials. They included:​
 

●​ The need for continued investment: Emphasizing the ongoing need for school construction, 
renovation, and technology upgrades to provide students with the best possible learning 
environments. 
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●​ The positive impact of the sales tax: Highlighting the tangible benefits achieved since the initial 

implementation of the tax in 2002, such as the reduction of portable classrooms and the renovation 
or replacement of 136 schools. 

●​ Fiscal responsibility and transparency: Underscoring OCPS's commitment to responsible stewardship 
of taxpayer dollars and the oversight provided by the Citizens' Construction Oversight and Value 
Engineering (COVE) committee. 

●​ Community benefits: Emphasizing the economic impact of school construction projects, including 
job creation and the multiplier effect of investment in the local economy. 

●​ No tax increase: Clearly communicating that a "for" vote would not increase taxes but simply 
continue the existing half-cent sales tax. 

●​ More than 50% of sales taxes paid by visitors/non-residents: Emphasizing the benefit to the 
community of our thriving tourism industry. 

●​ Ballot item placement: Understanding the November ballot was lengthy, emphasizing the half-cent 
sales tax continuation was the LAST item on the ballot, anecdotally using the phrase “Last on the 
ballot, first in your heart.” 

 
The external campaign formally launched at the June 2024 State of the Schools address, strategically held at a 
historic high school whose campus had been replaced as part of the previous sales tax, visually demonstrating 
the impact of continued funding. The event featured a powerful video that included former district leaders, 
community partners and regional influencers explaining the importance of continuing the sales tax. 
Community outreach intensified after the August primary and consisted of traditional media outreach (news 
releases, pitched stories, editorials), social media engagement, and 20+ presentations to community groups, 
associations, local officials, and political candidates. 
 
OCPS collaborated with Change4Kids, an advocacy organization crucial in the 2002 referendum and 2012 
renewal, which developed direct mail campaigns and distributed yard signs, a strategic partnership due to 
legal restrictions preventing direct district advocacy. Superintendent Maria Vazquez held 15 town hall 
meetings across the district to engage directly with community members and address their questions and 
concerns. School board members recorded videos to share on their social media channels. The videos were 
recorded at schools they represent and either highlighted things that had been accomplished as part of the 
previous sales tax or needs that would be addressed with the continuation. 
 
Evaluation: 
 
The half-cent sales tax continuation passed with 72.06% approval, the highest margin for a school district 
half-cent sales tax referendum in Florida. It will secure  an estimated $4 billion over 10 years for school 
construction, renovation, and technology upgrades and demonstrated the effectiveness of OCPS's strategic 
communication efforts. Highlighting the ballot item's placement contributed to one of the lowest 
“undervotes” of all ballot questions. 
 
The campaign's impact extended beyond the ballot box, as demonstrated by strong engagement across digital 
platforms: Over 300,000 individuals were reached across all platforms (Facebook, Instagram, LinkedIn, X), 
demonstrating a substantial and sustained campaign impact. Over 32,000 video views highlighted the 
effectiveness of visual content in conveying the campaign's messages. Strong average post engagement across 
all platforms reflected successful community interaction and information dissemination. 
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Supporting Materials 
 
Informational Flyers (English and Spanish) 
 

      
 
Presentation (Sample Slides) 
 

        
 

         
 



Golden Achievement Entry: Bond/Referendum Campaign 
OCPS Half-Cent Sales Tax Continuation 

 
Website (www.youdecide.ocps.net) 
 
 

 
 

 

http://www.youdecide.ocps.net
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Social Media Examples 
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Social Media Examples (continued) 
 

 


