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WHAT IS EVERY 
TAX 

ADMINISTRATOR’S 
WORST 

NIGHTMARE?AMNESTY
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MARKETING: 101
• Developed an integrated media strategy that generated awareness for Tax 

Amnesty. 
• Created media content and selected high-impact outlets for placement. 
• Leveraged knowledge of Google search and “click ad” advertising to draw 

potential Tax Amnesty candidates to the program via the Internet. 
• Developed an integrated strategic communications campaign that targeted the 

largest segments of the Tax Amnesty Program participant population through a 
mix of earned media (web, print, TV and radio) and direct-to-taxpayer efforts.

• Identified key interest groups and conducted outreach to secure placement in e-
newsletters and on the web. 

• Researched and developed comprehensive local and regional media lists. 
• Drafted and distributed press releases announcing the Tax Amnesty Program 

launch and last-chance opportunity. 
• Conducted aggressive media relations follow-up, developed talking points, 

coordinated interviews, and collected coverage.  
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YOU ARE BEING AUDITED
COMMUNICATIONS AUDIT

• Stakeholder Interviews – Our vendor asked taxpayers and tax 
practitioners what they really thought about us. 

• Comprehensive Website Evaluation – Our vendor 
comprehensively reviewed our website for readability and ease 
of use. 

• Work Product Review – Our vendor reviewed all of our written 
work product for readability and effectiveness. 
• Technical Information Releases
• Press Releases
• Presentations and Trainings
• Fliers and Notifications
• Annual Report 5



STAKEHOLDER INTERVIEWS
QUESTIONS

1. Describe the DRA in one sentence?
2. What is your perception of DRA in the media?
3. Do you feel the website provides all the necessary information for you to 

effectively work with DRA?
4. How is DRA sharing information and communicating with you, and do you 

feel it is effective?
5. How else are you communicating with DRA, and how has your experience 

been?
6. Do you feel DRA does an adequate job communicating legislative changes 

to you?
7. Based on conversation’s you’ve had, how do you think DRA is perceived 

among your colleagues and peers?
8. What do you suggest DRA do to improve from a communication 

standpoint?
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THE GOOD…
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“If I ever have questions, DRA 
is super responsive on the 
phone. Someone answers 
immediately and is 
surprisingly helpful. My 
experience with their general 
phone line is that everyone is 
knowledgeable and my issue 
always gets resolved on the 
first call.”

“They are very 
open 
communicators, 
more so than other 
states, and are 
willing to sit across 
the table from you 
to discuss issues…”

“The perception 
of DRA is very 
positive, 
especially in 
comparison to 
*UNAMED 
STATE* which 
gets complaints 
all the time.”



THE BAD…
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“DRA could do more to get 
in front of the general 
taxpayer and also 
announce news including 
criminal investigations and 
legal issues.”

“TIRs don’t go into 
specifics. In 
Massachusetts, 
these releases 
would be much 
more detailed and 
provide guidance 
and context…”

“Regulations and 
TIRs need more 
examples…”

“DRA should funnel 
communications through 
lawyers, CPAs, BIA, 
Chambers of Commerce, 
larger accounting 
firms…”

“DRA should work with 
practitioners to develop 
examples of common errors 
and mistakes…”



THE UGLY…
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“I try to avoid 
interactions 
whenever 
possible…”

“More experienced 
practitioners have 

expressed 
frustration at 

times... I’ve seen 
bills get passed 
that DRA didn’t 

have a deep 
understanding of, 

which led to 
confusion… there 
should be more 
technical staff 
working on the 
heavy, in-the-

weeds tax 
initiatives.”

“Accountants I’ve heard from 
suggest that in general the state 
has a long way to go in bringing 
up the competency of their 
people in the field.”



TAKE HOME MESSAGE
STRENGTHS
• Hands-on
• Open to transparent 

communication
• Frequent in-person 

outreach
• Timely resolution of issues

WEAKNESSES
• Lack of consistent branding
• Confusing and hard to 

understand technical materials
• Infrequent/insufficient written 

guidance
• Public doesn’t understand what 

DRA does and our mission
• Failure to leverage key 

stakeholders (Example: CPA 
Society)

• Not taking opportunities to 
make a positive impression 
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RECOMMENDATIONS
• Develop target lists of key statewide 

stakeholders/influencers to target communication. 
• Develop M&R specific e-mail communication 

program. 
• Develop public outreach calendar and target 2-3 

proactive outreach items per quarter (legislative 
session update, expert take on a topic of interest, 
annual report, criminal cases). 

• Publish and proactively pitch relevant press 
releases about our work intended for the general 
public to consume. 
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COMMUNICATIONS CALENDAR

12



TAXPAYER OUTREACH
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FILING SEASON TIPS PRESS RELEASE
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DATE: APRIL 4, 2018

SOURCE: PRESS RELEASE

UNIQUE VISITORS: 6,402

AD VALUE: $60



TAXPAYER ASSISTANCE PROGRAM
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DATE: MAY 22, 2018

SOURCE: PRESS RELEASE & 
ASSOCIATED PRESS PICK-UP 
(RESULTED IN 35 ARTICLES 
TOTAL)

UNIQUE VISITORS: 16,879,329

AD VALUE: $156,134



HIGHLIGHTING OUR MISSION
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DATE: OCTOBER 30, 2018

SOURCE: PRESS RELEASE

UNIQUE VISITORS: 11,911

AD VALUE: $110



TECHNOLOGY PROJECT
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DATE: DECEMBER 2, 2018

SOURCE: PRESS RELEASE & 
FOLLOW-UP INTERVIEW WITH 
COMMISSIONER

CIRCULATION: 37,912

UNIQUE VISITORS: 236,666

AD VALUE: $2,189



FIRST YEAR RESULTS
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TOTAL IMPRESSIONS: 252,068
The total number of print subscriptions and 
broadcast viewership where articles appeared. 

TOTAL UNIQUE VISITORS: 68,317,793
The total number of visitors to website where online 
articles appeared. 

TOTAL AD VALUE: $632,740
The total value of article space or airtime for online, 
print and broadcast clips. 



HIGHLIGHTING OUR MISSION
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CHAMBERS OF COMMERCE TAX 
SEASON EDUCATION
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TECHNOLOGY PROJECT
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TECHNOLOGY PROJECTS
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LESSONS LEARNED
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• Not all paths to effective communication lead through 

• The public is interested in hearing you toot your own horn. 
• The press LOVES free content. 
• When you ask people what they think of you – be prepared to 

• Set reasonable public outreach goals and make it a part of your 
everyday job duties. 

• Effective communication is part of your mission. 



THANK YOU
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