
Introduction

 O
NE OF CALIFORNIA’S BIGGEST 2014 election 
success stories was Measure BB, a 30-year  
local sales tax extension and augmentation 
measure on the Alameda County ballot 
sponsored by the Alameda County 

Transportation Commission (ACTC). Having failed to pass a 
similar measure by less than 1,000 votes in the high-turnout 
2012 November Presidential Election, ACTC took the ambitious 
step of returning to the ballot on a low-turnout November 2014 
mid-term ballot. 

A new and improved version of the 2012 measure, BB asked 
voters to renew the existing ½ cent transportation sales tax 
approved by voters in 2000 and increase and extend the tax 
by an additional ½ cent. Reaching California’s steep 66.7% 
(two-thirds) super-majority threshold for passage would not 
be easy. But thanks to an extraordinary effort by all involved, 
on November 4th 237,860 voters gave BB a 70.65% spectacular 
end result. Passage of BB secures a 1 percent countywide sales 
tax generating $8 billion for transportation improvements, up 
to 150,000 new local jobs, and nearly $20 billion pumped into 

the surrounding local economy. Best of all, every dollar raised 
by Measure BB stays in Alameda County to improve local 
transportation.

Building a Foundation for Success:

Measure BB’s predecessor measures have kept Alameda 
County transportation systems moving forward for 30 years. 
During this same time, transportation infrastructure and 
services had increased as the county’s population had grown, 
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but public funds for transportation capital and operating 
expenses from Federal and State sources were being reduced or 
eliminated. Without a stable local revenue source, the county’s 
transportation systems would fall into certain jeopardy. 

In November 2012 a sales tax proposal, Measure B1, qualified for 
the ballot. A campaign ensued, voters voted and the measure failed 
by less than 1,000 votes. Local transportation leaders and advocates 
were devastated by the 2012 loss but remained undeterred in 
their commitment to achieve their goal. Almost immediately, a 
new team effort formed to learn from the past and design a new 
measure that could earn the support required to pass. 

The new measure would meet its destiny just two short years later. 
Measure BB as it became known, improved on the 2012 measure 
in several ways. First, local leaders reached out in all directions 
after the 2012 loss to engage and LISTEN to transportation and 
community stakeholders. Their goal was to learn how the County’s 
Transportation Expenditure Plan (TEP) and the ballot measure 
could be improved—and learn they did. Listening transcended 
into action—and a better measure. The new Measure BB measure 
emerged from years of careful planning touched by over 1,000 
stakeholders including seniors, business and community leaders, 
environmentalists, transit activists and taxpayer advocates. 
Engaging a diverse coalition of stakeholders from the beginning 
proved essential to the overall success of Measure BB. 

Campaign calculus: deliberate  
changes in strategy and organization 
won this election

The universe of Alameda County voters eligible to vote 
remained unchanged: nearly a million voters scattered 
throughout the county’s urban and suburban terrain. 

Beyond that, ACTC made deliberate changes to the earlier B1 
effort to ensure success in 2014. A new spirit of collaboration 
emerged with a new strategy to win in 2014. Leaders committed 
the campaign to a people support what they help create culture 
armed with fresh ideas, smart strategies, powerful data and 
adequate funding. Improved organization and focus became 
the new benchmarks—and with those things the campaign 
broke virtually every record over the earlier B1 failed attempt. 
Adequate resources were secured—nearly $1.5 million was raised 
to carry the message to voters. BB’s communications strategy was 
calibrated to deliver margin in every area of the county. Campaign 
organizers were hired to improve the ground game in partnership 
with stakeholders, creating effective ways for everyone to plug 
in and add value to a focused voter contact effort. Messaging 
was more customized and targeted—both demographically 
and geographically. Emerging technologies facilitated entirely 
new ways to communicate with voters while also tracking with 
meticulous precision the BB effort to stay aligned with voters. 
At the end of the day, this campaign took customization to a 

whole new level. All told the number of BB impressions grew to 
millions—through mail, TV, radio, and social media impressions, 
elected official contacts, stakeholder contributions, phone and 
door-to-door contacts, sign blasts, and more. And in the ultimate 
finale, BB’s Get Out The Vote (GOTV) effort distributed 115,000 
door hangers and completed 80,000 phone calls to voters in the 
final hours of the campaign to ensure success on Election Day. 

The end result for BB: 
YES votes—237,860 (70.65%)—WIN! 
NO votes—98,833 (29.35%)

LESSONS LEARNED: 
8 Steps to Success for Future 
Transportation Measures

For anyone interested in taking a complex transportation 
measure to the ballot in 2016 or beyond, the following steps 
to success should be included in your plan. These are not the 
only steps—but certainly eight of the most significant elements 
for winning a ballot measure on both the public agency and 
campaigns sides of the equation. 

1. Invest in your 
Transportation Expenditure 
Plan (TEP) collaboratively.

ACTC invested four years in the 
shaping of the TEP. As the TEP was 
developed the agency remained 
open and committed to continuous 
improvement. Indeed, as late as January 
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of 2014 the agency made critical improvements to secure the 
support of community advocates, like the League of Women 
Voters, who would prove to be essential to the final campaign. 

2. Take the time to learn from the past. 

Measure BB and ACTC Leaders were committed to learning 
from the lessons of the B1 experience. Lessons learned 
included the need for a robust field campaign, more and 
better coordination with stakeholder organizations during the 
campaign window, including a sunset clause in the new measure, 
and raising the resources (campaign budget) necessary to win. 

3. Practice the science of winning. Let data  
be your guide. 

The BB effort was aggressive about voter research. The agency-
funded research allowed us to understand how to present 
the TEP to voters (and to understand whether they would be 
supportive). But we didn’t stop there—the BB campaign also 
polled in September and October to track our progress and learn 
more. In those polls we saw support for BB clock in at 63% with 
a high number of undecided voters. We also tested messengers 
and learned that our path to winning would be using BB’s best 
messengers (League of Women Voters, Sierra Club) to hammer 
home our message to lean yes and undecided voters.

Finally, we ran a high volume (n=2500) target model to assign 
a support “score” to every voter in the voter file. This allowed 
us to focus not just on voter propensity, but also on support 
level—placing our resources on voters on the bubble, not hard 
YES or hard NO voters. 

4. Find common ground with stakeholders—
people support what they help create.

Winning a two-thirds measure in any county, even Alameda 
County, requires careful and persistent attention to critical 
stakeholders and advocates. Transportation measures have 
largely prevailed when they succeeded in lining up all 
stakeholders—when they have left key groups behind, they have 
lost. Between the B1 and BB efforts, our goal with respect to 
stakeholders was simple: bring more of them aboard. In particular 
we focused on the League of Women Voters and the Sierra Club. 
Though this forced the agency to re-open the TEP and spend 
time revising it—ultimately the time spent was wise, as both 
organizations came aboard and their support proved critical.

Having a large coalition proved key to the campaign when the 
opposition (a group of environmentalists and anti-taxpayers) 
became very active. With our working groups of key allies, we 
were not engaged with the opposition alone—those partners who 
helped us build the plan were standing by our side. In addition, 



early time spent with labor unions, elected officials and other 
key opinion leaders across the county created significant support 
down the line when we needed that support most. 

5. Build and invest in your field program— 
it pays off when you need to get out the  
vote (GOTV).

Alameda County is a large, diverse county. Most say that you 
cannot do field work countywide, we rejected that notion. We 
divided the county into regions—the South (Fremont, Union 
City, Newark), the North A (Berkeley, Emeryville, Albany), 
the North B (Oakland, Piedmont, Alameda), Central County 
(Hayward, San Leandro, Castro Valley, San Lorenzo) and 
the East (Dublin, Pleasanton, Livermore). Each of these field 
programs had leaders and targets for phone calls to make, doors 
to knock and work to get done. Through each of them our goal 
was to increase the B1 margin just a little bit—on the theory that 
if all improved a positive outcome would be inevitable. Starting 
this operation early (before Labor Day) was critical—it meant 
that by the end of the campaign we would actually have seven 
field offices capable of utilizing hundred of volunteers from 
labor and advocacy groups to put out 115,000 door hangers and 
make nearly 80,000 phone calls in just a few short days.

6. Secure the resources you need to win. 

We knew we needed to raise far more money than was raised 
for B1 (which raised about $700,000). By starting early (we had 
$500,000 banked before we were on the ballot) we were able 
to get a running start. After that fundraising really took off 
with the help of labor unions, the California Alliance for Jobs, 
the United Contractors and the architecture and engineering 
community. Pushing hard early was critical—it led to lots of 
money later. BB’s final total raised will near $1.5M. 

7. Harness the power of messaging—combine 
old school and new school.

BB advocates and polling helped us develop our message, but 
the money we raised helped us deliver it with a punch. We 
opted for a mix of new school and old school tactics to convey a 
targeted message to the right voters. 

Folks who say campaign mechanics have changed are right—
all of our videos were posted on Facebook and YouTube and 
we paid for advertising several of our TV spots on YouTube, 
generating over 40,000 views. But these new tactics are merely 
add-ons to what time has proven works best. We sent seven 
flights of carefully targeted mail, ran online phone banks that 
generated hundreds of thousands of phone calls and we knocked 
on over 100,000 doors. 

8. Stay nimble and disciplined.  
Monitor and respond to opposition and 
polling, but do not overreact.

With two polls within three weeks in October saying BB was  
at 63 percent YES and an opposition that was getting aggressive 
in the media and on the ground, it would have been easy to lose 
focus and start running scared in a million directions. This team 
resisted that urge. We did make some adjustments—focusing 
even more tightly on swing voters and ratcheting up turn-out in 
the North County regions, but we did not abandon our plans. 
We stayed focused on positive BB messages (rather than reacting 
to the opposition) and continued to build momentum toward 
our GOTV push at the end of the campaign. 

If you are interested in more information about the BB story 
or want to study the feasibility of a ballot measure in your 
area, contact Tom Clifford at tom@cliffordmoss.com or call 
CliffordMoss at (510)542-9783.
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