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Let’s Talk Broadband
City of Loveland’s Broadband Education 
and Outreach Campaign



City of Loveland, Colorado
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• ~45 miles north of Denver 

• Population:  77,231

• Land Area: 35.63 square miles

• “Gateway to the Rocky Mountains”

City Communications 
• Disaggregated model

• Loveland Water and Power – Customer Relations 
Division

• Project = 1 Part-time communicator & contractor

Photo by: Dick Knapp



Loveland’s Broadband History

2015

Ballot Issue 2C 
passed by 82% of 
participating voters.

2016

In April, City Council 
approved a 
supplemental budget 
appropriation to 
fund the assessment 
and feasibility study.

2016-2017

City staff studies 
broadband prospects 
through surveys, 
analysis, public 
outreach and 
coordination with 
key stakeholders.
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2018

On February 6, 2018, 
Loveland City Council 
members authorized 
a series of measures 
that allow the City’s 
broadband initiative 
to move forward.



Primary & Secondary Research
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• 97% have internet, but struggle with reliability and customer 
service issues

• City of Loveland is a trusted name and organization
• Current engagement and community sentiment: 

• Most conversations about broadband happen outside of 
City channels 

• Current City social engagement is low 
• Community conversations throughout campaign could 

alter approach/message



What We Discovered - The Challenge
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• Time and confusion were against us. 
• The City was missing resident interaction and feedback: 

1. Not engaging on social
2. Not offering ways for offline, older residents to engage
3. Not partners/community influencers for conversations.

• Broadband = contentious topic with some very loud opponents and 
misinformation



Goals and Objectives
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Goal: Access for all to increase awareness and understanding of the broadband project among all Loveland 
residents.

Objectives:

• To increase social media engagement about the broadband project by 50%.

• To convert 25% of website visitors to “informed” (viewed, downloaded, clicked on link, engaged).

• To engage with 5% of Loveland households via telephone.

• To reach residents across the City through in-person, print, phone and online tactics.

• To collect enough usable information for City Council to make a final decision on the broadband project.



Education and Outreach Campaign

• What is broadband?

• What’s been done? 

• What’s happening now?

• What’s next? 
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Outreach

Internal 
City of 

Loveland 

Businesses

Community 
Partners/
Groups 

Residents



Efforts

• In-Person

• Phone 

• Social Media 

• Website

• Email

• Media

• Print Collateral 

• Direct Mail
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Efforts: Website
• Easy Engagement Options

• Quick Polls
• Speed Tests
• Q&A
• Guestbook

• Project Archive

• Important Dates

• Project Documents

• Broadband 101

• Videos

Reach: 

• Total Visits – 3,900
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Efforts: Let’s Talk Tuesday

• Five “Let’s Talk Tuesday” Facebook Live Events

• Partner episodes with I Love Loveland, education and healthcare professionals

• Reached over 19,300 participants 
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Efforts: Town Hall
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Total Questions Answered: 25
In 

Person Telephone Facebook 
Live TOTAL

Questions 
Received 54 17 7 78

Comments 
Received 18 12 3 33

Participation:
• In – Person: 60
• Telephone: 1,529
• Facebook Live (live participation only): 30
• Channel 16 (live stream online only): 18

62% 18% 13% 7%

0% 20% 40% 60% 80% 100%

How important is having a choice in internet
service provider to you?

Very Important Important Undecided Not Important

35% 22% 8% 35%

0% 20% 40% 60% 80% 100%

What is the most important to you when
choosing an internet service provider?

Cost Speed Customer Service Reliability

89% 11%

0% 20% 40% 60% 80% 100%

After hearing the information shared today, would
you like the City to authorize the broadband

project to move forward?

Yes No

67% 8% 25%

0% 20% 40% 60% 80% 100%

If the City of Loveland were to provide internet
service as an option for residents, how likely would

you be to sign up?

Likely Not Likely Need More Information

90% 10%

0% 20% 40% 60% 80% 100%

Was this Town Hall meeting effective in helping
you learn what you need about this topic?

Yes No

Total Responses = 180

Total Responses = 170

Total Responses = 100

Total Responses = 79

Total Responses = 42



Questions & Comments Received:
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The Result:
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Campaign Reach

In-Person 2,865

Phone 1,554

Website 2,759

Direct Mail 146,819

Print Collateral 3,071

Social Media 112,036

Email 8,937

Media 109,424

Total Reach 387,465



Welcome to Pulse!

LovelandPulse.com





The Challenge

Rockwood neighborhood
• Largest urban renewal development in Gresham’s history
• Carefully crafted after more than a decade of community engagement
• Economic empowerment without displacement: Job training, digital access, 

health care
• Market Hall, 33,000-square-foot fresh food marketplace

• Young and diverse
• 34% poverty rate
• Center of a growing food ecosystem
• Perceptions of crime

Rockwood Rising: The catalyst



• Positive social media and earned media coverage

Showcase grassroots food culture

Objectives

• Provide Urban Renewal department with 
collateral to use with prospective tenants and 
investors

Support Market Hall development

• Proceeds support Birch Community Services, a 
local nonprofit

Give back to the community



Objectives

• As part of community branding project, create a 
new, positive narrative about the neighborhood

Contribute to Rockwood rebranding

• Personalize the richness of culture through stories 
of those that live in the area

Celebrate diversity



Strategies: Getting started

• Google how to make a cookbook – seriously!
• Develop a budget
• Develop an outreach strategy
• Practice food photography
• Create a prototype (help sell the idea to others)
• Discuss publication alternatives



Strategies: Partnerships
• Find kindred collaborators



Strategies: Production
• Establish an organized workflow.
• Develop a style guide.
• Enjoy multitasking: capturing recipes, stories, photos and video in a single session.
• Arrange for translators.
• Be respectful of cultural traditions.



Strategies: Production
• Be prepared for recipe editing.
• Test. Test. Test. Proof. Proof. Proof.



OUTCOMES
• Lots of positive feedback, from elected officials, 

City staff and the community.

• 500 cookbooks distributed; 220+ of those were 
sold.

• 50 attendees at cookbook launch party

• $900 raised for Birch Community Services

• Media coverage in local newspaper and TV

• Average reach of 3,000+ on social media campaign

• 275 YouTube views of promotional video

• Cookbooks distributed to local elected officials, 
state senators and federal congressmen

• Oregon Health & Sciences University includes 
cookbooks at state events on public health and to 
distribute as thank you gifts.



Lessons learned

• Like a good stew, cookbooks take a long time to 
produce – ours took 2 years from start to finish.

• Long-term commitment and support from 
management and team is crucial.

• Designate a project manager to wrangle all the 
details.

• Labor of love.

• Contractor was essential to make inroads with 
community, draft recipes and report essays.

• Post-production marketing requires another 
investment of resources.

• Would we recommend a cookbook project to others? 
Absolutely! Food brings people together.



Next steps

• Sold out, now on second printing
• Renewed promotions: Online, local 

grocery stores, etc.
• Market Hall tenant recruitment



PoopSmart

• About that brown trout…



PoopSmart: The problem

• Everybody poops. Who cares?

• How do we make No. 2 the No. 1 
concern for residents, recreationalists?



PoopSmart: The solution

• Poop jokes are funny. People listen.

• Make it relatable. Make it simple.



PoopSmart: The interwebs



PoopSmart: The coasters



PoopSmart: The stickers



PoopSmart: In the news



PoopSmart: The results

• 48% increase in voluntary inspections

• More people seeking help from 
Conservation District

• TV, newspaper and radio coverage



What about party poopers?



Questions?


