
2017 Transforming Local 
Government Conference 

Case Study Application 
 

Due August 12, 2016 
Email to: Ryan Spillers rspillers@transformgov.org 

 

Application Information 

Case Study Title  

Jurisdiction Name  

Jurisdiction Population  

Rapid Fire Session? 
Would you like the application to be considered for our Rapid Fire Session? (Rapid Fire presentations are fast-
paced, entertaining, interactive presentations. Each jurisdiction will have five minutes to make their presentations 
using 15 PPT slides set on auto-forward primarily containing photos/graphics. Participants will be seated at round 
tables to facilitate an energetic idea exchange. A cash bar will be available.) 
 

___  YES ___  NO 

Project Leader (primary contact for application correspondence) 

Name  

Title  

Department  

Phone  

E-mail  

Full mailing address, 
including zip code 

 

Twitter account  

 
List additional presenters’ contact information below: 

 



1. Presentation title and description of the innovation. 100 word maximum 

 

2. When and how was the program, policy or initiative originally conceived in your 
jurisdiction? 100 word maximum  

 

3. How exactly is the program or policy innovative? How has your innovation changed 
previous processes, products, or services? 100 word maximum 

 

 



4. Explain how the program or initiative substantially stretched or improved the boundaries 
of ordinary governmental operations. 200 word maximum 

 

5. What individuals or groups are considered the primary initiators of your program? How 
does the innovation engage stakeholders or demonstrate high performance teaming? Were 
strategic partnerships and/or community networks developed as a result of the innovation? 200 
word maximum 

 



 

6. If a private consultant was used please describe their involvement, identify the 
consultant and/or firm and provide contact information. 100 word maximum 

 

7. To what extent do you believe your program or policy initiative is potentially replicable 
within other jurisdictions and why? To your knowledge, have any other jurisdictions or 
organi¬zations established programs or implemented policies modeled specifically on this 
project? Please provide verification of the replication. 200 word maximum 

 



8. What were the costs? What were the savings? 100 word maximum 

 

9. Please describe the most significant obstacle(s) encountered thus far by your program. 
How have they been dealt with? Which ones remain? 200 word maximum 

 



10. What outcomes did this program or policy have? What baseline data did you collect? 
How did you measure the change based on the intervention, and why do you believe in the 
credibility of this assessment? 200 word maximum 

 

11. Has the program received any press or other media coverage to date? If yes, please list 
the sources and briefly describe relevant coverage. 100 word maximum 

 

12. Has the program received any press or other media coverage to date? If yes, please list 
the sources and briefly describe relevant coverage. 100 word maximum 

 



13. Please provide any key references and their contact information who can be 
interviewed/called to discuss the innovation and its impact. 100 word maximum 

 

 

14. You’ve been to a lot of conferences. TLG should be a unique experience for everyone. 
Describe how your case study presentation will be different than other conference 
presentations. 200 word maximum 

 How will you make the session creative and unique? 
 How do you plan to be both entertaining and educational? 
 Include a description of how your session will facilitate group activities and/or interaction. 

 

 



15. Anything else you would like to add? 200 word maximum 

 

 
 


	Case Study Title: West Nile Virus Awareness 
	Jurisdiction Name: Larimer County 
	Jurisdiction Population: 315.988
	Name: David Young
	Title: Public Relations Coordinator
	Department: Communications and Public Involvement Office
	Phone: 970-581-6882
	Email: dyoung@fcgov.com
	Full mailing address including zip code: 215 N. Mason Street, 3rd Floor Communications Office
	Twitter account: https://twitter.com/Writer_DYoung?lang=en
	List additional presenters contact information below: Annie Bierbower
Civic Engagement Liaison
abierbower@fcgov.com
970-221-6264

Matt Parker
Crew Chief in Natural Areas
mparker@fcgov.com
970-416-2433




	1: Beating the Buzz - Educating and Engaging the Community about West Nile Virus 

Our outreach includes collaboration with Larimer County and extensive communication with local organizations. We chose target populations that are vulnerable and built a plan to connect with them where they are. The populations, runners and children of low income families, were engaged by activities and materials directly useful to them. While we had communication for the entire community, we also worked with outdoor companies to table at stores and events and created an interactive children’s activity that taught protection methods through dress up (which included fun extras like hats, leis and glasses).

	jurisdiction 100 word maximum: This is the third year of extensive West Nile Virus Awareness campaigning. In the past we have used more traditional and broad coverage methods of communication while this year we added targeted strategy, fresh ideas and new tools. The campaign planning began in early spring 2016 and the campaign began in mid- May 2016. We began this campaign planning very much with the idea that this year was going to be different. 

	previous processes products or services 100 word maximum: The innovation is shown through the customized outreach and collaboration. We work closely with the County to provide a consistent and clear message. We also maintain communication with organizations and speak with them directly when there are applicable updates. The shift from broad communication to targeted outreach greatly transformed this year’s and future campaigns. By focusing our resources, both financial and creative, on selected groups, we were able to deliver items that resonated with people. Children actually walked away with new knowledge and runners carried materials with them through the season. 

	of ordinary governmental operations 200 word maximum: We stretched our typical operations through customized outreach and new tools. We created an interactive children’s activity and updated information at trail heads around town (known as the mosquito meter) so our target populations were connected to information without even looking for it. We attended spring kick off events at outdoor gear stores and tabled and ran the activity at music festivals for an expanded presence. 

We also pushed the envelope in terms of transparency. All communications, including our West Nile Virus web page, included a direct phone number to public health specialist and/or project managers. Speaking one-on-one to community members to discuss their needs and concerns was a common occurrence. Mosquito spraying is a controversial issue in Fort Collins so we established methods that included two way discussions and easy access to instant updates. The community was even able to follow the spray trucks in real time through a GPS system and see exactly where the spray was occurring. 

	word maximum: West Nile Virus Awareness has been an evolving campaign for over three years and has successfully crossed the boundaries of multiple governmental entities. The collaboration between the City and County has become a pivotal part of operations. We meet regularly, share information weekly or sometimes daily, agree on methods and even draft press releases together. Campaigns were originally more difficult in this aspect because the City and County vary on communication and spray policies. While we still have different practices our strong communication through the program has created streamlined and clear information for the communities we serve.

Beyond the County and City partnership, we also strengthened our community networks especially those that serve harder to reach populations. For example, we called and/or emailed nonprofits that serve the homeless population, low income families, and Spanish speakers. We accounted for the barriers that can prohibit them from receiving information as easily as the general population. We also worked closely across municipal government departments. Park Rangers out in the field personally spoke with homeless individuals in spray areas to ensure they were informed and staff canvassed areas with bilingual information.

	consultant andor firm and provide contact information 100 word maximum: We did not use a private consultant or firm but do have an organized Technical Advisory Group of experts to create spray policies and provide scientific information and tools. We also work with an outside business, Colorado Mosquito Control, that conducts the mosquito spraying.

Please contact Annie Bierbower, abierbower@fcgov.com, 970-221-6264 if you would like to be connected with any of them. 
	project Please provide verification of the replication 200 word maximum: This program is highly replicable. Many of the resources and tools needed are already available to governments; it is more of a question about how to use them most effectively. For example, our Technical Advisory Group and GIS Team had the skills to create our “Risk Map” which was updated with each testing allowing community members to have a visual representation of the risks in different areas. Most campaigns have at least some budget for promotional items but struggle to create something of actual value and use that connects the message to the people. Using strategy to focus efforts on targeted populations makes this much more feasible. 

To my knowledge, our West Nile Virus Awareness campaign is quite unique. Many communities spray but in most it is not a controversial issue. Our citizens are much more involved and concerned than in the majority of other communities which provided a unique circumstance from the beginning. The deep collaboration with the County, breadth of general outreach, customization of communication to target populations, and resources provided to the community were modeled entirely for this project yet the principals easily carry over to other projects. 
	8: The targeted outreach and "grassroots" efforts saved us money in several areas that had previously been costly such as radio advertisements and videos. Eliminating these two items from our communication plan saved us nearly $5000 alone. Our children's activity cost less than $100 to put together and was one of the most successful aspects of the campaign. We did not include dates on our print materials so were able to reuse across campaigns thanks to our consistent messaging. The close collaboration with the County created access to more staff and more channels of communications which was priceless. 
	How have they been dealt with Which ones remain 200 word maximum: One of the most difficult aspects is measuring success. To gather accurate data, we need to measure the community's knowledge at the beginning and end of each season which is incredibly difficult but we have put several methods in place that help. We created a pre-season and post-season questionnaire and track all emails, phone calls, and media coverage. 

Another significant issue is that West Nile Virus is not a "pleasant" topic. It can be uncomfortable or even scary to discuss so connecting information to children and the community is challenging. Our customized tools and easy access to updated information addressed this. 

Our communication plan is built around the 4D's, or methods of protection which include: Drain, Dress, DEET, and Dawn/Dusk. This pillar of communication is used in all our outreach and has become known nomenclature in the community. Our consistency in messaging and willingness to stay true to this message for multiple campaigns has created success and also cuts costs.



	credibility of this assessment 200 word maximum: We thoroughly track all media coverage and social media as well as all incoming communications from the community. This way we know what information was most important to the community, how the media coverage affected the issue, and how many and what type of direct communications we receive from the community (emails, calls, letters, etc.) We are able to see that organic and positive media coverage grew substantially and incoming communications from citizens has dropped by nearly 80% between the 2013 to the 2016 campaigns. This is the first year we have implemented a preseason and post season questionnaire so we will be able to use this information moving forward. This is also the first year that we will have a detailed social media report to gain an understanding of our Online reach and success. 
	the sources and briefly describe relevant coverage 100 word maximum: Many local media outlets picked up our initial awareness campaign update with tips on how to "Beat the Buzz" with the 4D's with links to our full release. 

http://tri1025.com/beat-the-buzz-in-northern-colorado-this-summer-and-avoid-west-nile-virus-with-these-4-steps/

https://www.facebook.com/K99FM/posts/10154917295580760

http://tri1025.com/west-nile-virus-risk-map-for-fort-collins-goes-live/

http://www.northfortynews.com/new-west-nile-virus-risk-map-goes-live/

http://www.coloradoan.com/story/news/2016/08/06/county-spray-mosquitoes-beginning-monday/88335838/

	the sources and briefly describe relevant coverage 100 word maximum_2: Repeat of Question 11
	interviewedcalled to discuss the innovation and its impact 100 word maximum: Amanda King
Director of Communications and Public Involvement
aking@fcgov.com
970-221-6207

Mike Calhoon
Director of Parks 
mcalhoon@fcgov.com
970-416-2079


	fill_2: We would like to bring and set up our table that we use for events and education. This would included our print materials, mosquito repellent pens, reflective bands, and more. We would also like to include our full interactive children's activity and chance for people to have a Polaroid image of themselves to take home as a reminder while also learning how to "Beat the Buzz!"  



	15: Believe it or not, the life of a mosquito and how communities interact with them, is incredibly interesting and diverse. The breadth of information our communications  and nature experts have to share has been earned through years dealing with the subject in a community with polar opinions on the matter. We would love to share that experience about a virus that affects so many areas and people throughout the nation. 
	Yes: Yes
	No: Off


