
TALLYN’S REACH AUTHORITY  
TALLYN’S REACH METROPOLITAN DISTRICT NO. 3 

www.TallynsReachMetroDistrict.com    

NOTICE OF JOINT SPECIAL MEETING AND AGENDA 

DATE: May 4, 2022 
TIME: 4:00 p.m. 
LOCATION: VIA TELECONFERENCE 

ACCESS: You can attend the meetings in any of the following ways: 
1. To attend via Microsoft Teams Videoconference use the below link:

https://teams.microsoft.com/l/meetup-
join/19%3ameeting_YmEwZDY3ZGQtNDhmMy00ZDVhLWI5ZmEtZmZhYTY0M
jEwMGU2%40thread.v2/0?context=%7b%22Tid%22%3a%224aaa468e-93ba-4ee3-
ab9f-6a247aa3ade0%22%2c%22Oid%22%3a%227e78628f-89cd-4e97-af6c-
60df84b55ffe%22%7d

2. To attend via telephone, dial 1-720-547-5281 and enter the following
additional information:
Phone Conference ID: 280 293 297#

AUTHORITY: Board of 
Directors 

Office Term Expires 

David Patterson President May 2023 
BJ Pell Vice Pres. / Assistant Secretary May 2025 
Harry Yosten Treasurer May 2025 
Mike Dell’Orfano Assistant Secretary May 2025 
Brian Crandall Assistant Secretary May 2023 

DISTRICT 3: Board of 
Directors 

Office Term Expires 

Mike Dell’Orfano President May 2025 
Harry Yosten Vice President / Treasurer May 2025 
David Patterson Secretary May 2023 
Julie Huygen Assistant Secretary May 2025 
VACANT Assistant Secretary May 2023 

Note:  For ease and presentation, the Tallyn’s Reach Authority (as the “Authority”), and the Tallyn’s 
Reach Metropolitan District No. 3 (each a “District,” and collectively, the “Districts”) will be 
meeting at the same time and considering the agenda below.  However, each Board of Directors of 
the Districts (“Board”) will consider agenda items separately and take separate actions.  If an agenda 
item is to be considered by a single District, it will be so noted on the agenda. 
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I. ADMINISTRATIVE MATTERS 

A. Call to order and approval of agenda.   

B. Present disclosures of potential conflicts of interest. 

C. Confirm quorum, location of meeting and posting of meeting notices.   

D. Public comment. 

Members of the public may express their views to the Board on matters that affect the 
District that are not otherwise on the agenda. Comments will be limited to three (3) 
minutes per person. Comments will be taken in the order reflected on the sign in sheet. 

E. MD 3: Acknowledge the resignation of Craig Wagner from the Board of Directors. 

F. MD 3: Consider the appointment of new Board Member; Administer Oaths of Office. 

G. MD 3: Discuss and consider appointment of officers: 

Office  
President  

Vice-President/Treasurer  

Secretary  

Assistant Secretary  

Assistant Secretary  

Secretary to the Board  

 
II. CONSENT AGENDA 

The items listed below are a group of items to be acted on with a single motion and vote by the 
Board.  An item may be removed from the consent agenda to the regular agenda, if desired.  Items 
on the consent agenda are then voted on by a single motion, second, and vote by the Board. 

A. Authority: Ratify approval of Independent Contractor Agreement with Brightview 
Landscape Services, Inc. for dog station installation (enclosure). 

III. FINANCIAL MATTERS 

IV. LEGAL MATTERS 

A. Update on consolidation process. 
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V. MANAGER MATTERS 

A. Authority: Review and consider approval of proposal for engagement of consulting firm 
for consolidation election services: 

 a. Sean Walsh Consulting, Inc. (enclosure). 
 b. Turn Corps (enclosure). 
 c. Axion of Purpose (enclosure). 
  
B. Authority: Discussion of pool hours and swim team meets (enclosure). 

C. Authority: Discussion of flags for poles and monuments. 

VI. OTHER MATTERS 

A. Authority:  Confirm quorum for next regular Board meeting – July 19, 2022 at 6:00 p.m. 

B. MD 3:  Confirm quorum for next regular Board meeting – November 15, 2022 at 5:30 
p.m. 

VII. ADJOURNMENT 
 
 
 

AUTHORITY - The next regular meeting is scheduled for July 19, 2022 at 6:00 p.m. 
MD 3 - The next regular meeting is scheduled for November 15, 2022 at 5:30 p.m. 
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Date: April 14, 2022 
 
To: Blair Dickhoner 
 White, Bear, Ankele, Tanaka and Waldron 
 
From: Sean Walsh 
 Sean Walsh Consulting 
 
Re: Tallyn’s Reach Metropolitan District project 
 
 
 
Thank you, Blair, for consideration of my firm for the strategic and communications 
consulting work for the upcoming consolidation election in Tallyn’s Reach. 

The project - as you have described it in your email and our subsequent phone 
conversation - matches up nicely with my history of experience working with several 
local governments on successful public education initiatives and political campaigns 
here in Colorado, several of which were located in Aurora. 
 
Whether for controversial real estate development projects, political campaigns or policy 
issues, Sean Walsh Consulting brings a great depth of experience developing and 
executing highly successful community education and advocacy strategies. My 
expertise lies in synthesizing the right messaging from opinion research, mobilizing 
coalitions, targeting a message, supporting board members’ outreach efforts, isolating 
opponents’ arguments, and coordinating eyeball-to-eyeball engagement.  

Few consulting firms have the experience and expertise to successfully manage both 
phases of the project: 1) execution of meaningful community outreach strategies and 2) 
winning local issue campaigns. 
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SWC Proposal 2-2-2 

Recent Relevant Work 
Below are a few examples of recent work I successfully completed for local 
governments in 2021 – two of which included a subsequent campaign to request debt or 
taxes from citizens; one was a large HOA delegate election. 

City of Littleton 

Led a team of communications and opinion research professionals who assisted 
Littleton City Council and senior staff to educate the wider community about the city’s 
$98 million capital and infrastructure backlog - the reasons it existed, the problems it 
created and the solution for solving it. With my direction on the subsequent campaign, 
Littleton voters – by a nearly 20-point margin - passed a .75 sales tax rate increase. It 
was the first sales tax rate in increase passed by Littleton voters in over 50 years. 

Crested Butte Fire Protection District 

Worked with senior staff, board members and grasstops leaders in Crested Butte to 
communicate the challenges of responding to the emergency and fire protection needs 
of a growing mountain community. After directing a four-month engagement effort, I ran 
the subsequent campaign – managing vendors, volunteers on the ground, and 
produced all collateral material – for a $26 million general obligation bond to build a 
new, state-of-the-art firehouse. The end result was a 14-point margin of victory. 

Brighton Crossings Operations Board 

In 2019 before hiring my firm, the Brighton Crossings Operation Board was 
unsuccessful in achieving the minimum 25% turnout threshold in a campaign to elect a 
board of delegates who would subsequently dissolve a defunct and redundant Master 
Association. After a month-long, intensive door-to-door campaign I devised and 
executed, the election cleared the 25% minimum turnout. 

In previous cycles my history of working with local governments in advance of a 
campaign include: 

• Arapahoe County – mill levy increase (2019) 
• Castle Pines North Metropolitan District – mill levy increase (2018) 
• Town of Breckenridge – resort tax increase (2016) 
• Clear Creek County – health services special district (2016) 
• Ebert Metropolitan District – board election (2015) 

 

References: 

Mark Relph 
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SWC Proposal 3-3-3 
 
Littleton City Manager 
Phone: 303-795-3720 
Email: mrelph@littletongov.org 
 
Jesse Mestrovic 
District Manager, Pinnacle Consulting Group 
Phone: 303-333-4380 
Email: jessem@pcgi.com 
 
Jim Nikkel 
District Manager, Meridian Service Metro District 
Phone: 719-495-6567 x115 
Email: j.nikkel@meridianservice.org 
 
Sean Caffrey 
CEO, Crested Butte Fire Protection District 
Phone: 970-349-5333 
Email: scaffrey@cbfpd.org 
 

If selected for this project, below are the tasks that I would propose to execute on behalf 
of the Tallyn’s Reach Metropolitan District: 

Provide general strategic direction. Community awareness and support is critical to 
getting voter approval of changes to how the district finances debt. If executed well, 
community outreach efforts can communicate that the District is transparent, 
accountable, inclusive, and desirous of citizen involvement.  Consultant will above all 
guide the Client in communicating clearly, engaging the community in a timely manner, 
and making a priority of the upcoming consolidation campaign. Consultant will ensure 
that contributions of time and energy to community engagement by board members, 
volunteers, staff and concerned citizens are leveraged to maximum effect.    

Attend meetings and conference calls. Consultant will physically attend board 
meetings to report on communications progress. Consultant will also attend other 
community meetings as necessary. Consultant will participate or lead conference calls 
as often as required. 

Help client communicate with District residents. Help the Client interface with the 
wider District population to:  

• Reinforce the integrity of the District, it’s board and its mission to serve its 
taxpayers.  

• Define the inefficiencies created by having multiple metro districts 
• Present consolidation of the metro districts as the appropriate solution 
• Outline the cost to the homeowners in a way that’s concise and relatable 
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SWC Proposal 4-4-4 

 
• Articulate the consequences if the consolidation vote fails 

Oversee vendors to ensure quality and timeliness of product. Consultant will 
provide a budget for and help manage any vendors with whom the District agrees to 
contract in the execution of the above mentioned community outreach strategy – 
canvassers, direct mail, opinion research, social media and other contractors. 
Consultant will ensure all subcontractors are fulfilling their respective scopes of work in 
a professional manner. 

Manage a budget. Consultant agrees to provide a budget to the Client showing all 
anticipated items of cost – consulting, opinion research, collateral material, 
administrative expenses etc.  

Make a best effort. In general, Consultant commits that he will bring all resources and 
professional experience to bear to give the District his best effort to achieve the 
District’s strategic communications goals. 

The District acknowledges that successful execution of the above objectives in large 
part requires the active participation of the Tallyn’s Reach Metropolitan District board 
members and other District advocates. The District also acknowledges that Consultant 
in most cases is unable to effectively participate in direct engagement, i.e. door-to-door 
canvassing, with citizens.  

Direct the consolidation campaign. Bringing over 20 years’ experience working on 
local elections to bear, consultant will lead the effort for voter approval – working with 
vendors, volunteers, coalition partners and board members to articulate a message and 
contact voters in a timely manner. 

Fee. I agree to perform the above scope from execution of our contract until the mill levy 
question is approved for the ballot by the Tallyn’s Reach Authority at a rate of $300 per 
hour. Client agrees to reimburse Consultant for reasonable expenses directly related to 
the execution of the above scope of work plus mileage at the federal reimbursement 
rate of $.54 per mile.    

Strategic and Tactical Elements 
 
Collect Key Influencer Names 
Working with individual Board members, SWC will build a database of residents with 
personal networks within Tallyn’s reach who can influence the opinion of others. 
Leaders want to be heard, respected and asked for their input. The more of these 
leaders and influencers we can invest in the process of engagement, the more troops 
we will have willing to help when the time comes. 
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SWC Proposal 5-5-5 

 
Outreach to Influencers 
Taking the list provided by Board members, SWC will call them to introduce himself, 
outline the engagement project in general terms and begin to socialize the need for 
consolidation. Board members will be encouraged to reach out to their neighbors and 
initiate similar conversations. Doing so is a great way to engage the community, enlist 
support and invest others to message the benefits of consolidation. 
 
Frequently Asked Questions 
By the last week of April, SWC will circulate among Board members and staff several 
potential questions and answers to a variety of issues related to consolidation. Drafting 
an FAQ document early in the process will help clarify challenges and opportunities and 
ensure project proponents are using the same messaging. FAQ drafting – initiated and 
managed by SWC - is an iterative process that includes the input from consultants and 
Board members. Though initially an internal document, in early June we’ll publish a 
public version on the Metro District website. 
 
Opinion Research 
SWC will work with an opinion research team to draft a community survey to test 
assumptions and reveal priorities. The information we collect will enhance our 
messaging, beginning with the FAQ. Board members will of course be included in the 
drafting of the questionnaire and will approve the final version. 
 
Communicate District Success 
Through various social media platforms and email, SWC will draft messaging for 
organic posting on the HOA Facebook page highlighting the recent successes of District 
leadership – in particular, those decisions that have created efficiencies or saved 
residents’ money. Some of themes we will reinforce include: 
 

• We value your opinion 
• Because of good decision-making, your taxes are going down 
• The Board of Directors are good stewards of district funds 
• Residents receive quality services for the taxes and fees they pay 
• Consolidation is an appropriate response to inefficiencies 
• There are downsides to continuing the current governance model 

 
By the end of May, SWC will provide the Board a schedule of organic and paid social 
media advertising, which will start in June.   
 
Opposition Outreach 
The opposition to the 2018 ballot questions exploited both a lack of trust of metro district 
governance and a lack of information. SWC will engage directly with opposition leaders 
to better understand the source of their objections and how those objections can be  
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SWC Proposal 6-6-6 

 
addressed – and, if possible, encourage former opponents to publicly endorse the need 
for consolidation. 
 
Monthly Execution Timeline 
 
April 

• Conclude one-on-one in-person meetings with all Board members 
• Begin reaching out to influencers in TR 
• Schedule a meeting with Aurora CM Francoise Bergan (prior to the Management 

and Finance Committee meeting) 
• Begin drafting FAQ and circulate for input 
• Begin drafting a community survey 

 
May 

• Begin drafting community survey 
• Continue drafting FAQ 
• Continue reaching out to influencers 
• Finalize organic and social media posting schedule 

 
June 

• Begin social media organic and ad placement  
• Determine whether to go with a mill levy question 
• Field a community survey and discuss sharing the results with the residents 

 
July 

• Continue organic and social media ad placement 
 
August 

• Board votes to put the ballot question(s) to the voters 
• Finish running social media ads 

 
Budget 
 
Item of Cost Amount Description 

Consulting $  37,000 Consulting fees from Apr 1 through Aug 31st. 

Research $  5,000 Community survey 

Social Media $  3,000 Well-targeted FB, Google, Instagram and 
other digital ads 

Total $45,000  
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 PROJECT OPTIONS 

 To:  Tallyn’s Reach Districts & Authority, ℅ Clifton  Larson Allen LLP 
 From:  Turn Corps 
 Date:  April 26, 2022 
 Re:  Options for Community Relations + Communication  Services for consolidation & 

 approving a mill levy 

 Thank you for the opportunity to share some ideas, recommendations, and options for 
 consideration to help the Tallyn’s Reach Districts, Authority, and local partners engage 
 constituents in a dialogue about the benefits of consolidating, and of approving an operations 
 and maintenance mill levy. 

 Our philosophy is based on designing a transparent process that allows constituents 
 authentic opportunities to discover the details of all proposed solutions, ask questions, and 
 provide input. This will help establish trust and increase the likelihood of a favorable 
 outcome. 

 Given that there is an invested group of leaders overseeing this initiative, we’re providing a 
 variety of ways in which our firm can provide services and support over the next several 
 months. Below you'll find tactics and some recommendations organized as a menu of options 
 since exact needs, timing, and budget will continue to evolve. 

 RECOMMENDED APPROACH 

 Our approach is based on our many years of experience designing and implementing 
 successful public engagement and community relations campaigns to engage constituents in 
 complex projects, policies, or ballot initiatives that impact them. We work to create clear and 
 compelling messages that are relevant and will resonate with the target audience, prioritizing 
 trusted and credible citizen advocates and community/civic leaders and stakeholders to help 
 carry and influence the dialogue. We also design a custom public outreach framework to 
 ensure a diverse set of constituents have the opportunity to engage and provide input 
 throughout the public process. 

 TURNCORPS.COM  PAGE  1 
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 PROJECT OPTIONS 

 The primary goal is to reach the greatest number of constituents and stakeholder groups 
 early and consistently to ensure they feel they’re a part of the process from the beginning and 
 that they have ample time to ask questions, verify information, and come to an understanding 
 about the costs/benefits to them personally and to the community at large. 

 Since not every resident is familiar with the Districts, the Authority, etc., there will need to be 
 some broad education about the entities themselves to help build understanding and 
 credibility for generating revenue through a mill levy for operations and maintenance. We can 
 simultaneously educate the public on the various entities (e.g. Districts versus HOAs) while 
 increasing awareness of the financial options under consideration. 

 We recommend positioning some of the board members as the messengers from the very 
 beginning so that people can see you are passionate and committed members of the 
 community, volunteering your time to help solve an urgent issue which affects every resident. 
 At the same time, we’d recommend identifying other stakeholders who might have an interest 
 in establishing a campaign committee if/when a decision is made about whether there will be 
 a question on the ballot this November. 

 If you decide to move forward with us, we’ll work with the team to refine the strategy and 
 plan, but below is a general framework to help you begin to think through a strategic 
 approach. The plan below is not all-encompassing; it’s a recommended baseline that we may 
 build upon once we know more about your specific priorities and budget. 

 MENU OF OPTIONS  Estimate 

 Ongoing 
 strategic 
 counsel 

 Regular communication and meetings about the evolving 
 conversation and environment and other factors affecting 
 the initiative so we can quickly respond and/or pivot. 

 $3,000/month 

 Community 
 Survey 

 A survey can serve as a key communication tool about 
 this initiative and about who you are. This would provide 
 valuable data regarding how the community is thinking 
 about the need, the value, and their willingness to 

 $7,500 

 TURNCORPS.COM  PAGE  2 

40



 PROJECT OPTIONS 

 support such a proposal. We would host up to a 
 15-question survey via SurveyMonkey to initiate the 
 conversation with residents. This type of survey can take 
 the pulse of a certain portion of the populace, but won’t 
 produce a statistically valid sample of the community. 
 This method typically yields 400 to 800 responses. 

 Stakeholder 
 Interviews 

 Gather qualitative data and insights from up to 15 key 
 stakeholders / community influencers to better 
 understand the landscape. This also helps get the 
 message out and will help identify those who might be 
 willing to participate in a committee, etc.. 

 $6,000 

 Message 
 Framework + 
 Development of 
 Communication 
 & Outreach 
 Plan 

 ●  A one-page message document that aligns the 
 messaging for both internal and external audiences, 
 informed by insights gathered from the poll. 

 ●  A set of recommendations for platforms, content, and 
 outreach; the plan itself would be tailored to meet 
 specific budget goals. 

 $3,675 

 Content 
 Development 

 We can produce content for everything from FAQs on a 
 website to a mailer delivered to every address in the 
 impacted area. The content we develop would depend on 
 the plan, but here’s a typical list: 

 ●  Micro-sites and website content 
 ●  Fact sheets and FAQs 
 ●  Social and digital content including infographics 

 and video 
 ●  Presentation materials – a slide deck (for use at 

 Chamber meetings, stakeholder groups, HOA 
 meetings, etc.) and/or talking points/scripts 

 ●  Earned media – briefings, press releases, and 
 pitches tailored for/to local reporters 

 $3,500 to 
 $6,000/month 

 depending on 
 the needs, 

 which can be 
 further defined 

 during the 
 planning phase 

 or before if 
 additional 

 direction is 
 provided 

 TURNCORPS.COM  PAGE  3 
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 PROJECT OPTIONS 

 ●  Paid media – ads in local papers and and social 
 media (Facebook and Instagram) campaigns; also 
 digital banner ad campaigns 

 ●  Outreach – promotional content for town halls, 
 open houses, public meetings, etc. to bring people 
 together and also a presence at local events 

 ●  Mailers – postcards, flyers, or letters 

 Property Tax 
 Calculator 

 We offer our clients a customized property tax calculator 
 for your website that helps residents understand what a 
 potential increase would cost them. There is a flat fee for 
 design, programming, and hosting. You can see an 
 example from a former client via the link below. 

 www.turncorps.com/tax-calculator/carbon-valley 

 $1,400 

 Items not included in the budget estimates above, but that we can assist 
 with as needed includes: 

 ●  Event / meeting staffing 
 ●  Printing costs (varies greatly depending on size and quantity) 
 ●  Professional design services (billed at $175/hour) 
 ●  Paid ad placement (varies greatly depending on the platforms) 

 TURNCORPS.COM  PAGE  4 
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 OUR TEAM 
 Turn Corps was started in 2016 by Bryan Blakely and Sara O’Keefe, who recognized a gap in 
 the market. There was no one with their unique combination of expertise in public 
 affairs/community relations, political operations, and communications strategies serving the 
 unique needs of local government entities and private companies navigating jurisdictional 
 processes. They launched Turn Corps to serve this niche in a nimble and creative way. As 
 Colorado natives, and coming from families with deep political and public service 
 backgrounds, they have worked and have contacts throughout the state, and regionally, as 
 well as access to skilled and trusted freelancers and subcontractors. 

 Bryan Blakely,  principal and campaign/political and  community mobilization strategist 

 Bryan Blakely has 20 years of experience in local government advocacy and public engagement 
 across Colorado. He has run political campaigns and organized small and large coalitions at the local 
 and state level on policies, legislation, and highly visible development and infrastructure projects. 
 Some of the issues he’s focused on include: 

 land development | land conservation | water | infrastructure | property + sales taxes | disruptive 
 companies + industries | energy | transportation | natural resources | tax increment financing | 
 economic development | new technologies 

 His clients rely on him to provide critical relationships, effective political strategies and public 
 engagement tactics to drive positive outcomes. 

 Sara O’Keefe,  principal and communications/community  relations strategist 

 Sara O’Keefe has 20 years of experience developing and executing communication and outreach 
 strategies that engage communities and stakeholders in critical social, economic, and policy 
 discussions and decisions. Over the course of her career, she’s led strategic marketing / 
 communications campaigns and public engagement efforts focused on the following issues: 

 education | public + environmental health | transportation | TABOR + Gallagher initiatives 
 eminent domain + public financing | public-private development | water + natural resources 
 energy + alternative fuels | early childhood development | health care policy + financing 

 Sara is an expert in positing strategy and messaging prioritization and has led such efforts for 
 several statewide, multimillion-dollar education campaigns. 

 TURNCORPS.COM  PAGE  5 
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Strategic Communications Services

Client: Tallyn's Reach Metro District

Delivered on: April 26, 2022

Submitted by: Revekka Balancier, Axiom of Purpose
Angela Casias, Casias Consulting

INSPIRE PEOPLE.
IMPACT THE WORLD.
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Denise Denslow, Principal

Nic Carson, Assistant Public Manager

Tallyn's Reach Metro District

c/o CLA

8390 East Crescent Parkway, Suite 300

Greenwood Village, Colorado 80111

Tuesday, April 26, 2022

Dear Denise Denslow,

Thank you in advance for for allowing us to provide a proposal to Tallyn's Reach Metro District for

Strategic Communications Services. We would be honored to support your team in delivering

information about how the district consolidation and mill levy will support your community.

Please allow us to introduce ourselves - Axiom is a collective model working collaboratively to meet

the needs of clients with specialized expertise. Together, partners Angela Casias, Niambi Nicholes

and Revekka Balancier have over 75 years of experience in public affairs, marketing and

communications for a wide variety of public and private sector organizations including the Denver

International Airport and City & County of Denver, Denver Broncos Football Club, Walt Disney

Studios, State of Colorado and Port of San Diego.

Along with a bench of trusted partners, including designers, photographers, videographers and other

specialists, we are able to provide full-service support to our clients, as-needed. Each of our partners

is intentionally chosen for their talent, commitment to our purpose and the idea of culture-add rather

than culture-fit, to create a diverse team that helps bring your organization a variety of perspectives.

On the following pages, we have outlined the services we believe would be valuable for this

engagement, along with a proposed schedule for how we will accomplish development and

implementation for this campaign. If you have any questions, please don't hesitate to contact us.

Sincerely,

Revekka Balancier

Partner, Axiom of Purpose

720-641-3026

Strategic Communications Services | 1
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Angela Casias

Partner, Casias Consulting

303-968-7349
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ABOUT AXIOM OF PURPOSE

axiom: self-evident truth, accepted for intrinsic merit

purpose: the reason something exists, a goal to achieve

At Axiom, we live by a simple truth: connecting your audience to your purpose is powerful. Now,

more than ever, people want to make a difference and want to work with organizations that improve

people's lives. We believe in aligning purpose-driven brands with the audiences who want to make

an impact.

Axiom of Purpose focuses exclusively on branding, marketing and communication strategies

designed to ensure you and your audience make an impact together.

Our Values

• We are collaborators – we appreciate people.

• We are dreamers – we envision a better world.

• We are doers – we create our own future.

• We are solvers – we embrace every challenge.

• We are believers – we trust that purpose transcends.

Let us help you define your purpose, and share it with the world.

Strategic Communications Services | 2
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Our Vision

We imagine a world where

purpose is valued as a pillar of

all successful brands,

businesses and leaders.

Our Mission

We inspire people to buy into

products, services and brands

that incorporate purpose into

their core business model.

Our Promise

We connect people, purpose

and brands together to make a

positive impact on the world

around us.
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WHY AXIOM OF PURPOSE FOR TALLYN'S REACH?

Axiom's core principal is that purpose is valuable. We do not have to sacrifice for meaning, and in

fact, we can achieve success while having a positive impact on the world around us. At Axiom, we

believe purpose and prosperity are not mutually exclusive - we are here to prove we can be

successful by putting purpose, and people, first.

With over 25 years of combined public sector experience, we understand the Tallyn's Reach Metro

District is part of what we like to call the purpose-sector. Though publicly funded, we know the

community service aspect of your work and the opportunity to make a difference is what drives the

people who make your organization successful.

A few reasons why we'll make excellent partners for this project:

• We are familiar with special districts. We have worked in and with multiple types of regional,

special services, business, community and metropolitan districts and are comfortable

messaging the unique aspects of these government organizations.

• We understand the political process. We have helped lobby and pass legislation, build

community buy-in and message a variety of ordinances, ballot measures, and political

campaigns.

• We care! We have dedicated the majority of our careers to purpose-driven work and are

committed to public service.

Strategic Communications Services | 3
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A FULL-SERVICE MODEL

We believe in getting the right message to the right audience through the right medium at the right

time. This requires a thoughtful approach, meticulously crafted campaigns and unprecedented client

collaboration. Through our network of partners, we are able to offer the following services.

Strategic Planning &
Business Consulting

Defining your purpose

Market and audience research

Operational alignment

Long-term strategic plans

Start-up business plans

Campaign frameworks

Branding & Creative

Brand development

Logo and visual identity

Graphic design

Website development

Video production

Photography assets

Marketing &
Media Buying

Concept development

Campaign execution

Broadcast and digital media

Social media

Direct marketing

Print and out-of-home display

Content creation

Strategic Communications Services | 4
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Communications &
Media Relations

Key message development

Public relations management

Crisis communications

Media training

Copywriting

Grantwriting

Publicity pitching

Government Affairs &
Community Outreach

Campaign support

Ballot initiatives

Coalition building

Presentation development

Collateral creation

Stakeholder briefings

Workshop facilitation

Performance Analytics

Measure multiple indicators

Track engagement

Ongoing optimization

Campaign results

Quantitative and qualitative analysis

Operational outcomes
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SCOPE OF WORK: STRATEGIC COMMUNICATIONS

Dream big - then get busy making your dreams come true. Sound

easier said than done? Let us put our DREAM plan to work for you.

Discover

In our DISCOVER phase we conduct research using a variety of quantitative and qualitative methods,

review existing and new data and materials, analyze our findings, and provide custom insights.

Roadmap

Our ROADMAP phase is our strategic planning process, beginning with defining your purpose. We'll

determine your audience and messages so we can map the tactics needed to achieve your goals.

Explore

We love to EXPLORE creatively by using our strategic foundation to brainstorm different concepts,

develop your tone and voice, and apply your final concept to both copywriting and design elements.

Action

Once we have a complete set of assets ready, we jump into ACTION, which includes executing all

plan tactics we have outlined, managing ads, posting social media, distributing press releases, etc.

Measure

Finally, we MEASURE our progress, provide you with regular reports on agreed upon Key

Performance Indicators (KPIs) and continually look for opportunities to optimize our efforts.
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APPLYING OUR PROCESS TO MEET YOUR NEEDS

We will apply our process to the needs of the Tallyn's Reach Metro District consolidation and mill levy

campaign using the outline below to guide our work.

• DISCOVER - We will work with

your team to determine to

develop a through

understanding of your district,

your community, background

on this issue, and potential

barriers to success. This will

include by hosting facilitated discussions, conducting interviews, reviewing materials and

available first and third-party data. In this phase we will work with you to develop a

community survey and deliver online to get a better understanding of resident sentiment,

perceptions and messaging challenges.

• ROADMAP - We will use the data and insights gathered to develop an outline for the

campaign, including defining your purpose, target audience, objectives, and key messages to

help your audience connect with the information. In this phase we will map out all needed

tactics to deliver a comprehensive public campaign.

• EXPLORE - For the creative phase, we will provide two design concepts in the form of a

sample postcard and digital ad, then refine the selected concept and layout approved content

in the chosen design theme. We will take this opportunity to infuse concept language into the

materials and provide supportive graphics and content for release such as press releases,

speaking points, social media posts and other assets.

• ACTION - We will provide full execution of the campaign including facilitating any required

printing and targeted delivery, sending out content such as newsletter articles, managing all

digital ad buys such as Google or Facebook ads, posting on social media as required, and

guiding responses to media inquiries.

• MEASURE - Finally, we will monitor community response on social media, track media

coverage, and pull google analytics to determine how we can optimize the campaign to better

connect with the community.
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SCHEDULE OF WORK

Week of May 2: Set up 90-minute kick-off meeting to determine research needs and work through

strategic plan outline. Conduct materials audit and draft high-level strategic plan outline including

defining purpose, campaign objectives, segmented target audiences, and KPIs.

Week of May 9: Draft community survey, work collaboratively to refine questions. Provide draft of

overarching campaign key messages and proof points for all campaign components to complete the

strategic plan foundation.

Week of May 16: Revise strategic communications plan foundation based on team feedback; add in

strategies and tactics for each identified objective including determining media mix for advertising

(such as Google ads, Facebook and Instagram ads, local community papers or other media

opportunities); provide second draft of plan.

Week of May 23: Revise strategies and tactics based on district feedback; add in outreach calendar

with clear flowchart of when all media buys and out reach efforts will occur including budget along

with projected impressions; finalize messaging and develop creative brief for ad design.

Week of May 30: Revise media and outreach schedule and budget based on district feedback.

Provide final draft of plan for approval.

Week of June 6: Move into creative development, provide two creative concepts for approval, to

include a sample postcard and sample digital ad.

Week of June 13: Refine art based on district feedback, develop launch materials and prepare for

execution.

Week of June 20: Upon approval of all outreach materials, prepare for execution, placing ads, and

finalizing all materials for launch.

Week of June 27: Provide library of content needed to support implementation of strategic

communications plan. Launch plan to include pitching media, coordinating interviews as-needed,

posting on and monitoring social media (or ad placement only) and other launch activities.

Ongoing Monthly implementation: Beginning in July, move into ongoing execution of plan as

outlined, with fresh content added as-needed to remain relevant, current and responsive to

community sentiment.

Strategic Communications Services | 7
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A CURATED TEAM OF PURPOSE-DRIVEN TALENT

Revekka Balancier | Hard Worker - Change Driver - Contagious Laugh

Revekka brings 25 years of experience, bold creativity, passion for purpose and fun to

her work! She spent 15 years in purpose-driven marketing for the public sector, most

recently as VP of Creative Strategy for JPW Communications, an agency specializing

in government. Prior to that she led marketing for the Port of San Diego as Marketing

& Communications Manager after moving from Denver, CO where she was

Communications Director for Colorado Lt. Governor Joe Garcia. She also spent several

years as Communications & Community Relations Director for Denver Human

Services. The first decade of her career was spent as a film publicist for Disney,

Paramount, Universal and other major motion picture studios.

Angela Casias | Relationship Builder - Straight Shooter - Trustworthy

Angela has nearly 30 years of experience serving the needs of purpose-driven

organizations. She began her career working in non-profits for education and public

health before transferring to the public-sector to spend 18 years with the City &

County of Denver. Angela led local government affairs at Denver International

Airport, the fifth largest airport in the U.S. as well as Denver Public Works. She

managed communications for Denver Parks & Recreation after spending time in the

Denver mayor’s office. She most recently served the needs of multiple cities and

special districts as Marketing & Communications Director for JPW Communications.

Niambi Nicholes | Inclusive - Creative - Optimistic

Niambi has been combining strategic vision with tactical excellence to bring brand

campaigns to life for more than 20 years. She has experience in both the public and

private sector as well as non-profit work. She began her career in media relations

and marketing for the Denver Broncos Football Club. She went on to spend years at

agencies that specialize in hospitality and retail where she managed local, regional

and national campaigns for major consumer brands. She served as the Director of

Communications for Denver Human Resources, where she led the agency's

rebranding initiative and launched the first City University for Denver.
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Frankie Mondo | Designer - Illustrator - Outdoor Enthusiast

Originally from a little town outside of Baltimore City, Frankie spent most of her life in

Charm City where she completed her BFA degree in Graphic Design at Towson

University. She loves all things outdoors and all things design and takes every

opportunity to combine the two. Frankie promotes inclusion and communication

through design with informative, aesthetically pleasing work. She enjoys branding,

illustration, ux/ui, print, and social media marketing and spends her free time

snowboarding, climbing, trail running and exploring yummy new recipes.

Arash Afshar | Creator - Burner - Spreader of Mindfulness

Photographer, artist and community builder, Arash is driven to present the stories of

passionate people who move society and culture forward. He captured stunning

images as photographer for the Port of San Diego and now contracts with different

agencies to provide visual storytelling. In addition to shooting commercial and

portrait photography, Arash founded the Justified Hype creative collective and hosts

Burner Podcast, the longest-running show on Burning Man culture and creatives.

Strategic Communications Services | 9
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YOUR INVESTMENT

strategic communications campaign costs

We have created the following estimate for a seven month engagement to include development of a

comprehensive outreach campaign, materials, implementation and measurement.

DESCRIPTION PRICE QTY SUBTOTAL

Discover
Includes research such as community survey, interviews, facilitated

discussions, review of data and materials.
Estimated timeline one month (May).

$175 36 $6,300

Roadmap
Includes strategic plan development with defined purpose, key messages,

audience, and tactical plan.
Estimated timeline two weeks (June).

$175 20 $3,500

Explore
Includes two creative concepts, refinement of selected concept, copywriting

and development of interactive toolkit.
Estimated timeline two weeks (June).

$175 20 $3,500

Action
Includes implementation of plan such as postcard distribution, ad trafficking

and monitoring, and social media management.
Estimated timeline four months @ 20 hours/month (July - October).

$175 100 $17,500

Measure
Includes monitoring campaign effectiveness and optimizing for improved

effectiveness; provide final report of activities completed.
Estimated timeline five months @ 4 hours per month (July - November).

$175 20 $3,500

Total $34,300

Engagement Options:

• Project fee - All inclusive flat rate for time and expenses including travel, meals, lodging, printing, and
production are charged as part of a flat fee.

• Time & Materials - Actual fees are based on the time required to complete work and will be billed at a fixed rate
of $175.00 per hour throughout the engagement. Expenses are billed with a 15% mark-up to cover all
associated costs. Paid media advertising not included in fees and must be paid for separately, or subject to
customary 15% mark-up.

• Axiom of Purpose invoices clients based on the agreed upon engagement method at the end of each month for
applicable fees and expenses incurred during that month, payable within 30 days.
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SIGNATURES

1. Please read the fee proposal and payment terms carefully. It's important to us that everything

is transparent and understood from the beginning so that we lay a solid foundation for a great

working relationship.

2. If you have any questions at all, please let us know. We're happy to clarify any points and there

may be some items that we can sort out together. We're committed to finding the best way to

work together.

3. Once you feel confident about everything and are ready to move forward, please click the 'sign

here' button below.

4. We'll contact you directly via email to set up a kick-off meeting, provide an online project

schedule and begin work.

5. If you'd like to speak to us by phone, please don't hesitate to call +17206413026 or email

revekka@axiomofpurpose.com. Thank you!

______________________________________

Denise Denslow

Principal, Tallyn's Reach Metro District

________________________________________

Revekka Balancier

Founder, Axiom of Purpose

Strategic Communications Services | 11
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Revekka Balancier

 SIGNATURE
Denise Denslow
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Jenkins, Cindy

Subject: RE: [External] Tallyn's Reach Swim Team 

From: Isabell Rodau <IRodau@denverymca.org>  
Sent: Thursday, April 21, 2022 6:20 PM 
To: Carlson, Nicholas <Nicholas.Carlson@claconnect.com> 
Cc: Debbie Guth <DGuth@denverymca.org>; Monica Maymi <MMaymi@denverymca.org>; Greg Doyle 
<GDoyle@denverymca.org> 
Subject: [External] Tallyn's Reach Swim Team  
 

Think Security – This email originated from an external source.  Be cautious with any links or attachments. 

HI Nic, 

Deb got tied up and didn’t have a chance to send the email, so here is what we discussed.  Hope I didn’t miss 

anything.   

2022  Pool Hours 

May 28th – August 7: Summer Hours 
 The pool is open every day from 10AM‐8PM for residents to enjoy except for 2 Saturdays in which the 

Tallyn’s Reach Sharks swim team hosts their swim meets. 
  
August 8th to September 5th – Back to School Hours:  

Monday – Friday 12pm‐ 4pm *Swim at Your Own Risk* 

                              4pm‐8pm Lifeguards on Duty  

*During swim at your own risk we will not have any lifeguards in the stands during this time. 

All children under the age of 18, need to be accompanied by their parents or guardians to participate in the 
Swim at Your Own Risk hours. 

Extending hours after Labor Day is dependent on our staffing situation as most of our staff leaves for college 
and goes back to school early August. 

Swim Meets 2022 
 The swim meets are scheduled for Saturday, June 4 and June 25 and are from 7am‐3 pm. Residents can 

enjoy the pool from 3pm‐8pm on days of the meets.  
 This year, the team has moved up a division and the team will be larger, so the meets will take about 

an hour longer, but should end at approximately 2pm, but with clean up and break down, they were 
hoping that they could have until 3pm to make sure everything is tidied up and presentable for the 
residents. 

 The benefit is one less Saturday the residents have to give up.  
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 The swim team is hoping to do a Special event is on Wednesday, June 15th from 7‐9pm. But, the YMCA 
feels that the swim team should be treated as the residents are.  We feel they can have their special 
event, but pay “pool rental” fees and are not allowed to have a private party or have the party after‐
hours. We feel they should have their event from 6‐8pm and pay for the additional lifeguard that is 
required when having a pool party. I have attached the Pool Party Rental agreement.  (Maybe we 
waive the $100 deposit) 

  
Luau 

 The Social committee has asked to move the luau to September, unfortunately, we can not 
accommodate that request as we are not sure we will have staff to do the Luau at the pool.   

 There will also be a few hundred dollars of additional charges due to having to have a lifeguard for 
every 20 people, per hour.   

 Our suggestion is to have the Luau event by the patio/clubhouse, so that there is not pool liability and 
we don’t have to worry about staffing.  

  
Snack Shack 

 The Y is no longer accepting cash for any transactions.  If snack shack is wanted then we would suggest 
that the Tallyn’s Board purchase a square of some sort and would be responsible for handling the 
account associated with snack shack. 

 Another option is that we could provide “free otterpops” to the community on holidays.  Purchasing 
1000 otterpops would cost approximately $45 per holiday.  And it might be a nice treat for the 
community.  The board would need to decide what the budget would be for that if that is what they 
were interested in doing.  

  
I think that covers it for now. 
Deb will chime in if I missed anything.  
  
Please let us know when you hear back from legal about the waiver. 
  
Thanks again 

Isabell H Rodau  
HOA Senior Manager  
irodau@denverymca.org 
720‐524‐2763 (work) 
440‐463‐3401 (cell) 
YMCA of Metropolitan Denver 
http://denverymca.org 
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