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Executive Summary

This campaign was created for the City of Idaho Falls to strengthen how the City
connects with residents. As Idaho Falls continues to serve a growing and active
community, clear communication is important for helping residents understand City
services, find important updates, and feel connected to local government. The
Community Engagement Team focused on three main goals from the City: increasing
two-way communication, building trust, and improving awareness of City services.

To support these goals, our team developed three connected recommendations: a
Farmers Market Booth, a community-facing calendar, and an internal calendar system.
My individual work focused on the Farmers Market Booth and the community-facing
calendar. Both strategies were designed to make communication more accessible,
consistent, and useful for residents.

The Farmers Market Booth objective is: By the end of a 6-week Farmers Market Booth
pilot during the 2026 market season, increase two-way communication and resident
awareness of City of Idaho Falls services by completing 600-1,800 resident
interactions, collecting at least 150 resident questions or feedback responses, and
generating at least 300 QR code scans to City resources. This strategy gives the City a
visible presence at the Idaho Falls Farmers Market, where residents are already
gathering. The booth includes a recommended layout, interactive activities, a feedback
raffle system, staffing guidance, budget estimates, KPI tracking, and an implementation
process.

The internal and external calendar objective is: By December 31, 2026, increase
resident awareness of City of Idaho Falls services and announcements by 20% while
improving communication consistency across departments through a standardized
outreach process. This strategy gives residents a clearer place to find City events,
updates, programs, reminders, and resources. It also helps departments communicate
more consistently by using a shared structure for submitting and organizing public
information.

The most significant outcome of this campaign is that the City received practical tools
it could realistically implement. These recommendations are not based on a large
budget or complicated system. They are built around simple, repeatable processes that
help the City meet residents where they are, collect useful feedback, and make public
information easier to understand. Together, the Farmers Market Booth and community-
facing calendar create a stronger connection between the City and its residents by
combining in-person engagement with clearer digital communication.




Campaign Deliverables




Campaign Deliverables Overview

The Community Engagement Team organized its recommendations around strategies
and tactics that supported the City of Idaho Falls’ main goals: increasing two-way
communication, building trust with residents, and improving awareness of City
services. Each strategy was designed to make City communication more accessible,
consistent, and useful for the community.

Strategy 1: Expand In-Person Community Outreach
Tactic: Farmers Market Booth at the Idaho Falls Farmers Market

The Farmers Market Booth was recommended as a way for the City to meet residents
in a familiar, high-traffic community setting. Instead of expecting residents to search
for information or attend formal meetings, the booth gives the City a visible and
approachable presence at an event residents already attend.

This tactic supports two-way communication by giving residents a place to ask
guestions, share feedback, and interact with City staff in person. It also supports
awareness by helping residents learn about City departments, services, events, and
resources through handouts, QR codes, activities, and direct conversations.

Deliverables included:
Farmers Market Booth booklet
Farmers Market Booth strategy and implementation document
Booth layout recommendation
Interactive activity concepts
Feedback raffle bowl! system
Resident feedback form
Design recommendations
Staffing and operations plan
Budget and materials estimate
KPI tracking plan
Finished print-outs




Campaign Deliverables Overview

Strategy 2: Improve Resident Access to City Information
Tactic: Community-Facing Calendar System

The community-facing calendar was recommended as a way to make City information
easier for residents to find and understand. This tactic focuses on organizing City
events, announcements, reminders, programs, and community resources into a clearer
system that residents can access both online and through printed materials.

This strategy supports awareness of City services by creating a central place for
public-facing updates. It also supports trust and consistency by helping departments
communicate through a shared process instead of posting information separately or
inconsistently.

Deliverables included:

e Community-facing calendar strategy

¢ Printed calendar recommendations
Redesigned website calendar recommendations
Calendar category system
Submission process website
Master submission spreadsheet
Google form for department submissions
Deadline/ late policy recommendations
Budget and resource needs

Strategy 3: Improve Two way Communication Through Internal Department
Announcements
Tactic: Internal Department Calendar System Through Website

The internal calendar strategy was developed to improve communication and
coordination across City departments.

Deliverables included:
Internal department calendar
Approval system
Manager checklist
Announcement questionnaire submission
Employee access page
Code specialized for manager access
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Individual Strategy

Strategy Explanation

My approach combined in-person and digital communication to help the City of Idaho
Falls become more accessible, visible and consistent. | developed both strategies to
support the campaign’s main objectives: increasing two-way communication,
increasing awareness of City services and building trust with residents.

Strategy 1: Expand In-Person Community Outreach

For my first strategy, | developed a recurring farmers market booth that would bring
City departments directly into a place where residents already gather. Rather than
expecting residents to visit City Hall, attend a formal meeting or search for
information online, my strategy creates an approachable setting where they can ask
guestions, learn about services and provide feedback.

| designed the booth to include rotating departments, interactive activities, a raffle,
QR codes and printed materials. This supports two-way communication through
direct conversations, increases awareness of City services and builds trust by making
the City more visible and accessible.

Strategy 2: Improve Access to City Information

For my second strategy, | revamped the community calendar to make City information
easier to find and understand both on the website and on paper. | organized the
calendar into three categories: City Information, Community Events and Community
Resources.

| also developed a standardized website submission process for City departments, as
well as a submission process if they decide not to update the website. The process
requires departments to provide complete information, including the date, location,
audience, description and action residents should take. This would improve awareness
by making information easier to locate, strengthen trust through more consistent
communication and encourage residents to attend, register, volunteer or provide
feedback.

Together, my two strategies create a connected communication system. The farmers
market booth builds relationships through face-to-face outreach, while the community
calendar provides an ongoing digital resource residents can continue using afterward.




Research

1. Social Media Audit

| reviewed the City of Idaho Falls website, Facebook and Instagram accounts, along
with several department accounts. | compared their tone, content, engagement and
calls to action. | also made the entire presentation for our research presentation and
was the leader in making sure everyone did their part.

The audit showed that event-based and human-centered posts performed much better
than routine informational posts. For example, a ribbon-cutting post received 935 likes,
while a Clean & Green announcement received only seven.

This showed me that residents respond better to content that feels personal and
connected to the community. It helped support my farmers market booth because the
booth creates more direct and engaging communication.

2. Messaging and Consistency Research

| compared how different City departments communicated across their websites and
social media accounts. | looked at tone, wording, structure and calls to action.

| found that departments shared similar priorities, but communicated them in very
different ways. Some used formal or technical language, while others were much more
casual. Important details were also sometimes buried in long posts.

This research helped me create a more consistent approach for both deliverables. The
booth gives departments one shared communication experience, while the calendar
submission process makes sure each department provides clear and complete
information.

3. Community Calendar Research

| reviewed the current City calendar, its filters, event listings and the separate Events
and Attractions page.

| found that residents have to choose from 37 different calendars, including 13 aquatics
or zoo calendars. | also found that event information is spread across 11 different
resources.

This showed me that the main problem was organization. It led me to create three
simpler categories: City Information, Community Events and Community Resources.

4. Farmers Market Research

| researched the market’s attendance, schedule, vendor count and number of available
booth days.

The market typically brings in 8,000 to 9,000 people each Saturday and has 27
possible market days during the season.

Based on those numbers, | recommended a six-market pilot. This would give the City
30 hours of public outreach and exposure to about 48,000 to 54,000 cumulative
visits. | also set a goal of 75 meaningful conversations per market, or 450 total.




Social Media Audit Research

Target Audience
« Residents: Local families and individuals managing
CITY OF IDAHD FALLS utilities, services, or seeking community updates,

website « Business Owners: Stakeholders accessing permits,

S ™ I M d ™ d - economic resources, and municipal regulations.
0 a e a A t = = Visitors: Tourists and prospective residents looking for
CI l u I Overv‘ew infarmation on community amenities and city life.

« Civic Participants: Engaged citizens tracking public
records, council meetings, and government
transparency.

Cayson Cook, Landon Pfile, Keith Osuna Platform Purpose

Ramirez, Sydney Adams ’a Target Audience « Broadcasting: Delivering time-sensitive alerts (e g.,
road closures, utility outages) directly to residents.

= » Transparency: Providing a permanent, searchable

ﬁ Platform Purpos record of official city news and updates.

« Centralization: Aggregating information from various

city departments into one accessible location.

, Current Tone: The "Authoritative” Megaphone City Website — Usabilltv Audit

= Style: Formal, bureaucratic, and highly technical.

Tone & Style » Perception: Information is viewed as a directive or public record,
not as a conversation.

« The Problem: It creates a barrier to connection; residents feel
like "subjects” of information rather than active community
partners.

Findability Mobile Experience

Ideal Tone: The "Empathetic” Microphone
« Style: Plain-language, transparent, and approachable.
+ Goal: Humanizing the institution to foster trust and encourage
two-way dialogue,
« The 5hift: Removing "government-speak” to make information
universally accessible and genuinely helpful,

The survoys are part of the Tederally roquired five-year planning procesgTor CDBG program, as woll as an Anatysis of
o

Impediments to Fair Housing, Administored through the City's Ci Senv These

City Website — The Problem

= Labels like ' gue ents s 1 Popisy ey Bebdegret s e e

know where t
= Mobile users face the same complex menu

The Town of Chesterfiald, indiana is a great place to get sway from the city hustle: Offering many

toarc
with no simplification advantage: ! T cwn that straddies the Madison / Delawase county ling in East- el
Centr 5 adjacent 1o inte = 69 and also has both State Roads 32 and 67 Search
flawing
Chesterlield residents enjay & low cost of living, low property tax rate ane the friendliness af small
. al uried 3longs
Critical alerts buried alongside routine Recent News

announcements The Town of Chesterfield welcomes and encourages you to learm more about the areal

+ No way for residents to react, share, or ask
questions £y Navigation Friction — Too Many Steps

« Every post looks equally important, nothing
stands out

ity Billing Changes
Dvinking Water Quality Repaort
2025

Website Refresh

Target Audience
= Local residents seeking updates on city services,
events, and public works
ofﬁcial + Families looking for community activities
« Civic participants fallowing city projects and

Ida ho Fa"s citv announcements

« Older demographic compared to Instagram (more

Facebook+ likely to read long posts and comment)
Instagram

GOVERNMENT  CEPARTMINTS  COMMUNITY  BUBNISS  HOWDOL

Platform Purpose

» Communicate citywide updates [construction, events,

a8% Target Audience PRbNE ofices)

« Provide transparency and public information

= Drive community participation in surveys, cleanups,
and public meetings

» Serve as the city's primary “broadeast” channel

’__M'IT.mLP.REE & CONTROL PARKS & RECREATION ENGAGE FORT WAYNE ROAD CLOSURES & TRAFFIC MAF

LT LANOUAGE

ﬂ Platform Purpose



Social Media Audit Research Slideshow

Facebook Instagram
« Tone: Formal, infarmative, civic « Tone: Meutral, informational
, = Style: Long captions, detailed explanations, official graphics ’ « Style: Mostly repasted graphics from Facebook

Tone & St\.‘i@ « Effect: Feels authoritative and reliable, but not conversational « Effect: Feels like a duplicate channel rather than a platform with
Tone & St\ﬂe its own strategy

« Strong reach and interaction during major events

.'l * High comment volume shows active community interest . T —
= Videos perform extremely well '," i <d, F. : h.g
Strenghts « Facebook is clearly the city's most effective platform + Good use of event graphics

Strenghts » Reaches a different demographic than Facebook

» Informational posts receive very low engagement
» Tene can feel bureaucratic » Extremely low interaction
Weakness « Graphics are often text-heavy e + No video content

+ Responsiveness is inconsistent across posts WWEELGESS + No behind-the-scenes or human-centered posts
« Feels like a copy-paste of Facebook

Engagement Patterns - Facebook Engagement Patterns - Instagram

High engagement on event-based Low engagement on informational

High t t-based ts:
posits: posts: igh engagement on event-based posts

- Front

IDAAGFALLS. [D ™ =

Target Audience ,
+ Local Families: Primary repeat visitors looking for affordable, Tone/ Style o e
educational weekend activities Tone & Style « Tone: Enthusiastic, warm, and inviting.

» Style: Highly visual (relying on photos/videos of animals and
events) to capture attention.

+ Tourists/Visitors: Travelers en route to Yellowstone who
want to add a high-quality, "best little zo0" experience to

Facebook+ thelr itinerary.

+ Educators/Students: Schools and youth groups seeking field

Instagram trip opportunities.

Platforms Purpose

+ Education: Delivering conservation science and animal
welfare information to the public,

« Fundraising: Driving membership growth and financial
support for the Tautphaus Park Zoological Society.

« Experience: Providing practical visitor tools, including

ticketing, scheduling, and member services.

2% Target Audience

ﬂ Platform Purpose

Zoo Platforms - Pros

Zoo Success Drivers
« Active Dialogue: Proactively responding to comments builds human connection
and trust.
« Relatable Tone: Warm, approachable messaging captures attention instead of
simply broadcasting facts.
« Visual Strategy: Engaging media proves residents do care when content is

g‘ Kolke Hess

5o the flyer says the 20th But the caption £y the 31st
which day s the party actually en? Sorry just a bit
confused and wou,.. See more

accessible and compelling. [ . iy - Fnchy o
The Strategic takeaway Wy w Ta.m,:.ﬁ.-.,... Do wrint band? gy
« The City has a working model: This engagement success proves that residents gy il bl e e e

e Fals Too @

Wo wso bandt t0 168 the penguins apart 40 we can
ke Track of sveryone and ke s each ne e ey 0
@S the care Thay need.

tha Planist Is on

ay 30th

want two-way interaction with their local government.




Social Media Audit Research Slideshow

Sources

What the Data Tells Us

City of Idaho Falls — Official Facebook Page
www.facebook.com/CityofidahoFalls
One-Way Communication ! Inconsistent Tone City of Idaho Falls — News Flash Posts

www.idahofallsidah fm/ flash/home
Idaho Falls Power — Facebook & Instagram
www.ifpower.org / @idahofallspower
Idaho Falls Police Dept — Instagram
@idahofalispolicedept
Idaho Falls Fiber — Facebook
@idahofallsfiber
Idaho Falls Regional Airport — Instagram
a ribbon cuttin [ e 2 2 J ] 3 @idahofallsregionalairport
KiEw i R it Idaho Falls Zoo (Tautphaus Park) — Facebook
@idahofallszoo
Idaho Falls Power — News Updates

www.ifp g/about-us/

Engagement Only Spikes for Big Moments

Sydney

The Copy-Paste Problem: Facebook vs Instagram

Additional Information

What Better Messaging Looks Like: Before & After

Jargon = Plain Language

X BEFORE o AFTER

Strengths and weaknesses across all platforms

Cley Waksidly, f "The COBG | y-required public participation "We're applying for federal funding te improve your
process seeks nmunity input on proposed '_> neighborhood. Tell us what matters most to you.

Idaho Falls Pawer = i, covfiad thavns Stkied: Rarsted comkint raiety activities., " Complete our S-minute survey by March 15."

Palics Dept - Buried Info - Lead with What Matters
X BEFORE v AFTER

Idaho Falls Fiber Peom s “The Public Works Department will be conducting "Heads up, drivers: Sunnyside Rd closes March 22—
resurfocing and widening g the corridor in 29. Plan alternate routes. Work runs 7am—dpm

Reghonal Alport Ralanted, dles fas h e b herned] et e preparation for the upcoming season...” daily.”

S b What = Why It Matters

X BEFORE V' AFTER
“The City is developing a S-year Capltal Improvement “We're planning the next 5 years of road repairs,
Plan covering infrastructure, roods, and public _> parks, and city buildings — and your priorities should

Tone Spectrum Across Departments

Communication Gaps & Consequences

+ FORMAL / GOVERNMENT CASUAL / ENGAGING

Confusion Missed Information Lower Engagement Eroded Trust

ents tune



Messaging and Consistency Research

What We Looked At
Six platforms, one quastion: doas the City communicate consistently?
City of Idaho Fals: Website & Facebook & Instagram
idaho Falls Power: Facebook & Instagram
Idaho Falls Regional Alrport: Instagram
Idnho Falls Zoo: Facebook

The Core Finding

The City but not in way.
Themaes that shaw up every safaty, impn W, transparency, local pride.
Tha problem: every department sounds like itseif, not like the Gity,

Platform Breakdown
City Website | Facebook

« Headines are claar, body content buries the details

* Heavy jargen: COBG, corrider, federatly required

»  [Event times and deadines are burled in long paragraphs.
* Raroly sxpéaing why anything matters 1o the resident

Idaho Falls Powar

T — ging of any de
& Cloar

. snmcrm.mm 'mgmm Dmu-'

. mwm:m;nmmwwmm
* Tone shifts ty posts, posts,

Idaho Falls Police
*  Most engaging and human of any department

4. Load with key info — stop burying deadlines and avent delails
5. Consistent CTAs — every post answers “what should | do?
E. Platform-specific contant — FB and Instagram need diferent formats, net copy-pasta

Bottom Line

Each depanment communicates well on its own, Together, thay foel like six dflerent
organizations.

Tha issug isn't what the City s saying, it's how if's saying it.

. CTAs of any ot
+  Clear valug props. promeo codes, direct sign-up prampts
»  Tone swings just as hard, i = fler g
» Feols like a standalone brand, not par of the City

Reglonal Alrport

» Best balance of nformational + human

= Posls follow a clear structure; eunM—-dd.lI&—oh\pl:l

»  No defined voice anchor, formal funding posts ws. emotional retirement tributes.
s Weakest CTAs overall

S0 casual it foels complately disconnected from the City

Where Inconsistency Shows Up

Tone — ranges from formal (City) to casual (Zoo) with nathing connecting them
Language — jargen vs. plain language, no standard across departments
Structure — some posts uso bullets, most don', no consistent format
Platform use — City and Power post klentical content 1o FB and Instagram

The “Why 3" gap — all deparim say paning, almost nane say why i
mafiers {0 you

Why It Matters for Residents

Confusion: different styles fro = it's one organization
Missed info: mwmlww-mmmnW|
Lower = people don't read or act

Eroded trust: inconsistency makes the Gily leak uncoardinated

Recommendations

1. Standard message structure — every post: ¥What — Wiy it matters — Who's affected
=+ What 10 do =« Where to leam mare

2, Plain language — write at an Sth-10th grade level, cut the

3. Unified City volcs — shared tone guidalines scross all departments (clear, helphul,
approachabie)

e v
@ e -a
i
q_'-........ e e

L Cli:-'n.-h-“. =
Ty i

i s s ey
Do e Pt Mo

e T ke

5 i i 1 P i, e s i

et B B e e b
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g ot [, e




Messaging and Consistency Research
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Messaging and Consistency Research

1213
¢ idaho Falls Fiber

&l Pholos Faels
#Ah posts

Idaho Falis Filor
o B« Fan 17 @

Blwel Molan & Vialenie Jonson - oor 10,0008 files-
conrectad househok b

m:nar

‘Wo rncondly had the chance to ston by thaif homa
and celebrate with 3 smail gt basiet 1o say
THAMK YOU for biing part of somathing blg
hapgereng righl here In ldoho Falis.

Bcouse af familkes like the Jensens, more than ¥
of our city & now connected [0 pur community=
awmad fiber netwark, . and we'rs quickly
ApprOahing hall

Fast. Rellable. Built looaly,

Thes s what communty mvesiment poks ke, W

B wanch the Tul celelasian here: s
m1xnmkmﬂw=uﬁmﬂmpmw

Mdnhafals #IFFiber #I00005 rong
BCammuniyConneched #ChonseLocal
BFibesintarmnel

- @

Frome

T
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appry Earth Dyt

Mmmmunwmwunw Watio Falis Zoo 8
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Yo wisit 00 B idai Falis 200 helps: support
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rmaly 55 acd wp. And make wne 1 join u oo by
Beth o

Party for the Planet snd celebrane how me can
g @ ddtErpnce, logesher.

What umall Changes Fave you made in yous ke o
suppor the planst?
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Community Calendar Research

Community Calendar Research

Current Search and Viewing Oplions.
Current Calendar Structure

The existing calandar provides residants with:
The Gity of Idaho Falls website curmontly gives 37 indk dars to choose
from, excluging the “All Calendars” option. 3 cabendar views: lisl, weak and month

Thess include City tin Evenls, recre public
melices and spocialized program E dees include City Coundil, City Events, Publis
Werks, Police Community Events, Parks & Recreation Events, Idahe Falls Power Meotings and
sovoral aquatics and 200 calendars,

Dﬁbﬂthmwum-ﬁm infeernation
Thesze functions provide useful tools, but st first

¥ e,

% Camps” and "Previous
1 general calendar labeled "City Events”

Aquatics and oo calendars make up 13 of the 37 Number of Events Visible in July 2026
the entire calendar menu,

.
.
& < q Souree: City of Idaho Falls online calendar, reviewsd July 13, 2026,
-
.

) Whaen “All Calendars” was viewed on July 13, 2026, the calendar displayed feur upcoming
The nine aquatics-related calendars are; entries for the remainder of July:

Aquatic Center = 3Gty Councli entries
Auuatic Filness = 1ldahe Falls Zoo event
Aquatics Jr High Swim Team '
Aquatics: Public Swim’

Aquatics Spartans Jr High Swim Team

Aguatics Spocial Evants

Aquatics Special Hours & Pool Closures.

Aquatics Surfer Swim Tearm

e

4. City Council Meeting — July 30

This four zoo-related calendars ane; The separate calendar labeled “City Events” displayed zero July 2026 entries when
1. idaho F:
2. mso:::uz:e This does net prove that anly four Ciiy-related activities wore taking place during July. It shows
3. Zoo Tols Classes that anly four upcoming entries were: visible through the defaut “All Calendars” view at the iime
4. Zoorific Family Fun Days of review, while the general *City Events” calendar contained no July entries.

Source: Gity of idaho Falls onlino calondas, reviewed July 13, 2026, Sourca: City of Idaho Fals online calendar and Clty Events calendar, reviewed July 13, 2026,

Rowusing
reduction. rounded to $2%.

Calcuiation:

37 = 3) # 37 % 100 = $1.0% e

L) ‘with search,
Risme

intomal tags, 5 s navigatn.

Residents currentfy choose from 37 indhidual calendars, induding 13 separte aquatics and
200 calondars. Al the same tme, the boad "City Everts” calondas displayed no. July 202

. Fuvimwnd, "
Iha Evenls & Amractiors page.

¥ stnecture




Farmers Market Research

Source

Idaho Falls Farmers Markel manager
quated by East Idabi Maws in Apl 2025,

Eas! idabo News.
increased from 141 vendors the previous.
season,

The market website and local reporting
200 vendors. use different counts depanding on the
week and season,

Every Saturday Official Idaho Falis Farmers Markel
wrbsile,
May through Octobsr Official market website,

8:00 a.m.~2:00 p.m. Official market website,
5 hours por Based on official

Maomarial Drive in Official market website,
dewntown Idaho Falls

1y market days ?
From May through October 2026, thone are 27 Saturdays, meaning the City has up to:

= 27 possible booth days

* 135 total public-facing market hours )

. Z16,000-243, 00 vislts. the season, based
on B,000-8,000 visits per Saturday

® As many as 324,000 cumulative visits if every marke! reached the reparted
12.000-person poak.

Thess L wvisits, ique poople. A residen! who attends five markels would
‘be counted five times.

What should the City attond?

longer
Parcantage of market visitors directly reached
Using average atiendance of 8,000-8,000 pecple:
50 convorsations = approiimataly 0.6% of wookly attendees
* 75 convorsalions = approxmately 0.8%-0.9%
100 conversatians = approximately 1.1%—1.25%

This may appear small, but 75 direct The booth would
.mmmwmwmmmmm

Tha City shoud spread the booth across the seasan rathor than atlending six consecutive
Saturdays:

Timing

Late June
uy
August
Septombor
Ocinber
Total

| would recommend a slx-market pilot. nat all 27 markats during the first saason.
Six booth days represant:

22% of the available market season

30 public-facing booth hours

Exposure io approximatoly 48,000-54,000 cumulative market visits

Potential exposure to s many as 72,000 cumulative visits if attendance reaches the
12,000-parson high point

r the six selocled dates.

mwmmwmumuumm Th
the ot Lgh the

Hew many prople could City statf realistically talk to?
There does not appear to be a published source showing exactly how many visors an
Individual Idaho Falls Farmers Market booth speaks with. That nurmber needs to be prasented
&g a staffing-based campaign projection, not an outside siatistic.
With 2-3 City employees staffing the boath for five public hours:

Dally conversation goal Six-market total

50 conversations per markel 300
conversations.

75 conversations per markel 450
conversations

100 conversations per 600
markot conversations.

Recommended target
The most reasonable measurable target is:

At least 75 aful rosid
tions during a six-mark

That equals;

. MWMMWMNMWM
*  With three I per hour
. M“mmmmﬂﬂmtblurw




Campaign Execution
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Campaign Execution- Strategy & Scope of Work

Strategy & Scope of
Work

City of Idaho Falls

Campaign Direction

Campaign Goals

« Increase awareness
» Build community trust
= Strengthen two-way communication

Goal:

Increase Awareness

This campaign focuses on improving communication between the City of
Idaho Falls and residents by making city communication more consistent,
transparent, and accessible. The strategy aims to increase awareness of city
services and announcements, build community trust, and create more
opportunities for residents to give feedback and engage with the city through

Objective:

By December 31, 2026, increase resident awareness of City of

both digital and in-person communication channels.

Strategy 1: Expand In-Person
Community Qutreach

Tactics:

» Booths at farmers
markets(create booklet for
events)

« City Hall open house- plan
what that will look like

» Community presentations-
big events & depariments
will present at town meetings

« QR codes around town

» Updated event calendar

Strategy 1: Increase Transparency
Through Content Posts

Tactics:

* Share city success stories on
website and social media

= Highlight employees/
Employee spotlight

« State of the City annual
report/newsletter

» Share how city decisions are
made

Strategy 2: Improve Printed & Direct
Resident Communication

Tactics:
» Annual State of the City
reportinewsletter
« Department sign-up options

Strategy 2: Strengthen Trust Through
Leadership Visibility

Tactics:

= Monthly Mayor live/Q&A sessions -
Every 1st Monday, produce a Mayor
Live talking about issues and plans
for the city

«» Direct contact opportunities with the
Mayor

» Encourage leadership to engage with
residents

Idaho Falls services and announcements by 20% while improving
communication consistency across departments through a
standardized outreach process.

Goal:

Build Community Trust

Objective:

By the end of 2026, the City of Idaho Falls will build community
trust by sharing at least one city success story or community win
each week through direct communication channels, public
meetings, and printed or email updates.

Goal:

Strengthen two-way communication

Objective:

Objective: By December 31, 2026, strengthen two-way
communication with residents by releasing one survey a month,
creating consistent opportunities for feedback, questions, and
responses. Hold meetings once a month through public and online
channels to discuss upcoming information for the following month.



Campaign Execution- Strategy & Scope of Work

Strategy 1: Exp Resident F
Opportunities

Strategy 2: Improve Responsiveness and
Accessibility

Tactics:
= Monthly resident surveys

Tactics:
» Guaranteed response times

» Monthly public
meetings/Q&A sessions

+ Team dedicated to responding to
contact emails

» Feedback organization » One clear public contact for each

system department
» Proof resident feedback was
reviewed and used
May 2026
May 16 (Sat) — Launch welcome packel/email template and begin e-nolification sign-ups.
(Sydney)

May 18 (Mon) 5:00 PM — Publish first weekly city success story on website and social
channels. (Harrison)

May 19 (Tue} — Place initial QR-code signs around town linking to city resources and
subscription page. (Sydney)

May 20 (Wed) — Departiment sign-up options enabled on website; test subscription flows.
(Sydney)

May 22 (Fri) — Distribute Annual State of the City report / newsletter (print and email).
(Sydney/Harrison)

May 24 (Sun) 12:00 PM — Publish first employee spotlight. (Harrison)

May 27 (Wed) — Farmers market booth: staff the booth and distribute event booklet,
(Sydney)

May 29 (Fri) — Launch centralized public event calendar {online). (Sydney)

May 30 (Sat) — Begin live chat office hours pilot (scheduled hours). (Corvette)

Recurring cadence {applies May 16-July 10 and continues afterward)

Weekly — City success story: publish every Monday at 5:00 PM starting May 18. (Harrison}
Weekly — Employee spotlight: publish Saturdays at 12:00 PM starting May 24. (Harrison)

Bi kly — Council decision reels: publish the 2nd and 4th Friday after council meetings; first
reel published June 11. (Harrison)

Monthly {within this time window) — Resident surveys released during the third week of each
month: June 18 and July 8 (Corvette).

Monthly — Mayor Live/Q&A: first Monday session promoted June 7 and recurring first Monday
thereafter (Harrison).

Ongoing — E-notifications, department sign-ups, QR-code maintenance, live chat hours, and
centralized event calendar updates. (Sydney/Corvette)

Why 20% Increase?

There is a 16% gap between the
general quality of city services (76%)
and the benchmark performance of
the Fire Department (92%). City
leadership and the CRC use these
benchmarks to set communication
targets, aiming to bring all
departments up to that 90%+ "Gold
Standard” of resident awareness
and satisfaction.

Timeline

June 2026

June 1 {Tue} — Publish weekly city success story; promote State of the City highlights. (Harrison)

June 3 (Thu) — Free ity dinner avent (in-p . (Sydnay)

June 5 (Sat) 12:00 PM — Employee spotlight post, {Harrison)

June 7 (Mon) 10:00 AM — First Mayor Live/Q&A promotion {session held first Monday each month). {Harmison)
June 10 (Thu) — Communily presentations at neighborhood venues (first round). (Sydney)

June 11 (Fri) — Publish reel summarizing last council meeting (2nd/dth Friday cadence beging: see note),
(Harrison)

June 14 {Mon) 5:00 PM — Weekly city success story post. (Harrison)

June 17 (Thu) — City Hall open house. (Sydney)

June 18 {Fri) — Release monthly resident survey #1 (third week cadence begins; Corvetie).

June 19 (Sat) 12:00 PM — Employee spotiight post. (Harrisen)

June 21 (Mon) — Publish follow-up content from City Hall open house and collect feedback {Corvette/Sydney ).
June 24 {Thu) — Update and distri printed packets at in-p avanls. (Sydney)

June 28 {Mon) 5:00 PM — Weakly success story post. (Hamison)

July 2026 (through July 10)

July 1 (Thu) — Publish council-decision reel (2nd/dth Friday pattem shifis to nearest weekday before July 10 as
neaded). (Harrison)

July 3 (Sat) 12:00 PM — Employee spollight post, (Harrison)

July 5 (Mon) 5:00 PM — Weekly city success story post. (Harrison)

July 7 (Wed) — Community outreach checkpaint: review engagement metrics, subscriplion growth, and survey
responses; adjust tactics where needed. (Kaizen team)

July 8 {Thu) — Release monthly resident survey #2 (third-week cadence adjusted to fit July window), (Corvetie)
July 10 (Sat) — Mid ign summary to City: preliminary metrics, notable feedback, and
recommended adjustments. (Kaizen)

City Hall Open House

Once a month at City
Hall )
Time: 5:30-7:00 p.m. —
Location: City Hall
lobby, council
chambers, or a meeting
room

Format: Drop-in style,
not a formal
presentation

Adk abeut custagn, rate, snargy

Pass & Reestaauatics Ltk abtut gragrams, vmts, projects

A ot grimaih, plannirg, pormits, s

Farmers’ Market Booth

Each department would
roatate operating the
booth. Or an individual
job during the season
promoting all
departments

ArN#T sy DO fod e

Tabieicharsicansgy 10 city-wwned

P —

L —— 130-5100

Rstirmtod total for sne Bosts day



Campaign Execution
Farmers Market Booth




Booth Deliverables and How They
Support Campaign Goals

Booklet Draft

| created early booklet drafts to organize the booth strategy into a format City staff
could quickly understand and use. Through revisions, | improved the wording, page
order, and visual hierarchy so the final booklet felt less like a planning document and
more like an implementation guide. This supported the campaign goals by making
the booth easier to launch consistently and helping departments communicate City
services more clearly.

Booth Design Drafts

| developed several booth design concepts before choosing the final layout and visual
direction. | adjusted the arrangement of tables, activities, signs, and feedback areas
to make the booth feel approachable while still allowing staff to speak with residents
and manage activities. These revisions supported two-way communication and trust
by creating a welcoming experience instead of a formal information table.

Final Printouts

| created ready-to-use print materials, including the community calendar, department
contact information, QR code sheets, signage, and other booth resources. | designed
them to be simple, readable, and easy for residents to take home or scan during a
conversation. These materials supported awareness of City services by connecting in-
person interactions to useful online information residents could access later.

Department Sign-Up Sheet

| created a centralized department sign-up sheet so City departments could reserve
booth dates, choose activities, and identify the materials they would need. | included
clear fields and an overview system to reduce scheduling confusion and make
responsibilities visible. This tool supported the overall objective by helping the City
maintain a consistent booth presence across the six-week pilot.

Budget

| developed a detailed budget that separated one-time startup expenses from
recurring costs. | revised the materials and quantities to balance a professional
resident experience with realistic City spending. The budget supported
implementation by showing that the booth could be launched without requiring a
large or complicated investment.




Booth Deliverables and How They
Support Campaign Goals

KPI Tracker Sheet

| created a master KPI tracker to measure conversations, activity participation,
feedback responses, QR code scans, handouts, sign-ups, common questions, and
follow-up needs. | included both numerical and written measurements because
attendance alone would not show whether residents had meaningful interactions.
This directly supported the campaign objectives by giving the City a way to
measure increased communication and awareness.

Feedback Form

| created a feedback form that allowed residents to submit questions, comments,
and concerns during the market. | kept the form brief so residents could complete
it quickly and so City staff could easily identify common themes and needed
follow-ups. This deliverable supported two-way communication and trust by
giving residents a clear way to be heard.

Final Farmers Market Booklet

The final booklet combined the booth concept, layouts, activities, materials,
staffing guidance, print resources, and implementation details into one visual
guide. | refined the design and organization so staff could quickly understand how
the booth should look and operate. It supported the campaign goals by turning
the strategy into a practical resource that could be reused across multiple market
days.

Final Strategy Document

| created the final strategy document to provide the full reasoning and
implementation plan behind the Farmers Market Booth. It included the research,
objectives, staffing structure, budget, activities, measurement process, and
recommended next steps. This document connected every individual deliverable
to the broader goal of making City communication more visible, accessible, and
measurable.




Farmers Market Booth- Drafts
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HOW THE CITY CAN
MAKE THIS HAPPEN

To coordinate dates or ask about booth availability, contact
the Idaho Falls Farmers Market at
idahofallsfarmersmarket @ gmail.com.

p and select the dates it
market contact, the ity
owoad and that the naxt
tes a simple and realist:
5 in @ busy community

e directly with market |
v, After speaking v
was lodd ¢ beoth would be
am ¥ requested dates. This
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MORE BOOTH
OPPORTUNITIES

The booth strategy can be adapted for a variety of community
events throughout the year, creating engeing opportunities for
resident engagement, communication outreach, and increased
awareness of City services and resources.

.

.

Farmers Markets

Riverfest

Fourth of July Celebration
Mational Might Out

Summer Concert Series

Farks & Recreation Events
Christmas Tree Lighting
Community Cleanup Days
BYU-ldaho Community Events
Communily Resource Fairs

TIME
CONSIDERATION

Booth-in-a-Box System

WK ha

yers, contact sheets
Gl or setup and takedown
Pre-made C. alates for de ment signs
A printed FAQ/contact sheet

A QR code that sends people to the city ©

ar, survey.

dback form
Booth Schedule

Week 1: City Communications / General City Info
Week 2: Idaho Falls Power

Week 3: Police / Fire

Week 4: Parks & Recreation

Week 5: Public Works

with tablecloths, tape. pens, QR signs. raffle

02



BOOTH
EXPERIENCE
STRATEGY

RESIDENT JOURNEY
1. Approach Booth

Residents notice signage, activities, and staff interaction.

2. Ask Guesti

Rezidents speak with City staff about services and resources.

3. Receive Resource:

Residents recaive Mﬂdﬂulﬁ QR codes, and dapartment

Information,

4, Learn About Services

explare City programs, events, and
5. Stay Connocted

Residents access updates and future community events.

DESIRED QUTCOMES

Increased resident awareness

Greater community participation
ERer to Gty &

acc
Stronger community trust

BOOTH LAYOUT
& SETUP #1

BOOTH

BOOTH LAYOUT
& SETUP #1

TABLES

COST
CONSIDERATION

Cost Consideration
+ Start with a monthly pilot booth instead of attending avery

week.

* Use supplies the :IW alraady has. like tables, chairs, tents,
banners, and fyer

+ Rotate depammems s0 only one department has to staff the
boath at a time.

+ Start with lower cost giveaways like pens. wristbands, and toys.

¢+ Use QR code signs instead of printing a lot of handouts.

+ Reuse booth materials for multiple years to keep long-term
casts low,

+ Keep the booth simple: one table. one banner, a feedback
activity. and basic city information.

Why this matters:
This approach keeps the booth affordable and easy to test
before the City commits to a larger program, The main

concern would be staff time and whether small setup. printing,

or giveaway costs fit within the budget.

Main idea:

The booth should be a low-cost, reusable outreach option that
helps the city connect with residents without creating a large now
expense,

BOOTH LAYOUT
& SETUP #2

BOOTH

BOOTH LAYOUT
& SETUP #2

TABLES

MEASUREMENT &
EVALUATION

COMMUNITY OUTREACH
MEASUREMENT

Each Event Goals
100-300

Resident Interactions
50+

QR Code Scans.

50+

Activity Participants
25+

e

100+
Printed Materials Distributed

Volunteers or staff will track participation during each event using
a simple clipboard or tally sheet.

LONG-TERM GOALS
Increased resident awarenass

Gmatarcommunily DMR\Nuon
nger community connection

BOOTH LAYOUT
& SETUP #3

BOOTH

BOOTH LAYOUT
& SETUP #3

TABLES




CORNHOLE

T-SHIRT DESIGN

50 Shirts

Raffle Prizes:
» Local business gift basket
= Sign up lor City = Farmers market gift card
updates/newsletter = City passes (Zoo,
= Complete quick Acquarium)
community survey s |daho Falls merch bundle

How to Enter:
+ Follow City social media

Raffles create additional mmi’ntlon for participation while

-

NAME TAGS -© nome oo

IDAHO F}D&%

FIRST LAST NAME
VOLUNTEER

COMMUNITY
FEEDBACK BOARD

Example Dally Guestions:

= What infarmation would you like to receive more
often from the City?

» What City updates are most impartant to you?

s ‘What community events would you attend?

= What programs or services should more
residents know sbaut?

« What would help you feel more connected to
Idaho Falls?

-

WHEEL DESIGN




Farmers Market Booth- Final Print Outs

COMMUNITY EVENT

CALENDAR

- City information

| cCammunity Bvents

Community Resources

JUNE 2026
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Scan for full event details, updates,

and community information.

Farmers Market Booth Evaluation Form

HAME:
DATE:

Reskient Interact|

QR Code Scans

Activity Participants

Feedback Resiponses

Printed Materials
Distributed

Raffie Entries

riSocial Sign-Ups

Comman Resident
Guestions

‘Goal Per Event

100-300 Interactions

30+ Srans

50+ Participants

25+ Responses

100+ Hantiouts

50+ Entries

10-2% Sign-Ups

S=10 Themas

Actual

IDAHO FALLS

CITY DEPARTMENT
CONTACT INFORMATION

Quick access to City services, departments, and comamunity resources

ne: (208) 612-8250
pwdaidahofalisidahougoy

idaho.gov/T738/P

Idaho Falls Power

Phane

208) B12-8430
Email nfe

utility Billing

Phane: (20

Fibar

For additicnal information and ugp:

Police Departmeant
Phone: (208) 520-1200
il: hcook@idahotallsidaho.gow,

dahofallsidaho.gow/1739/Po

artment

Fire Departmant
Phone: (208} 485
|: pradiordididahofalicidaho.gow

v idamofallsidano.gow17
tmoent

Alrport

Phone: (208} 612-8221
Wiabsit
hittp:
port

v idabofallsidaho.gow1

Stroets Division
Prhone: (208) 612-8490
il: strerets @ idaho

(208) Bl=

fwatora

holallsidaho, gov

rfalisicahio. gow/a02,

ates, visit w

dahcfalls.gov

QUICK ACCESS QR
CODE SHEETS

Idaho Falls City ldaho Falls Feedback
‘Website Social Media Survey
Instagram

QR Code Sheets to Print

City Webiste

Social Media Platforms

Event Calendar

Feedback Survey

Specific Department Websites




Farmers Market Booth- Department Sign Up Sheet

Farmers Market Department Booth SignUp Sheet & m &
File Edit View Insert Format Data Tools Extensions Help

Q5 & F 00% v | $ % 9 9 2 Defal. v |—[10]+ B

Farmers Market Booth Department Sign-Off
Departments sign up for a booth day, choose a couple boxed activity kits, and sign off that they understand the Feedback & Raffle Bowl is required at every booth,

Market Date Department Primary Contact Email Phone Staff Count Boxed Activity Kits Selected t & Raffle Bowl R Department Sign-Off
2 Required - included in every booth box

Required - included in every booth box

Required - ncluded n every booth box

Required - included in every booth box

Required - included in every baoth box

E

Boxed Activity Kit Sign-Off

Materials are already boxed and lobeled. Departments only need to choose one kit, grab the matching labeled box, and sign it out/Tn.

Market Date Department BoxLlabel /Kit Checked Out By Checked Out Time Returned By Returned Time MNotes / Missing Items

Booth Day Sign-0' 5/2/2026
5/9/2026

5/23/2026

5/30/2026

&/6/2026

| 8/13/2026

6/20/2026

6/27/2026

7/4/2026

% D oe @ 5 W% YUY oy care v | — [ 18 |+

ALD1 ~  fic Activity Kit Menu

A 8 [ c

Activity Kit Menu

Activity / Box Required? What Staff Grab Vhat Residents D Prize / Giveaways
| Feedback & Raff YES - every boot BOX 1 - bowl, raffle slips, pens, feedback prompt Answer a quick f Raffle entry This is m
Cornhole Kit ~ Optional BOX 2 - Idaho Falls cornhole boards, beanbags, s! Play a quick rour Small prize or raffle entry Good lov
'Spin Wheel it Optional |BOX 3 - prize wheel, department category labels, Spin the wheel, : Candy, stickers, pen, or extra raffle entry ‘Wheel ¢
Trivia Game Kit Optional BOX 4 - tablet/laptop instructions, QR code/gam: Join a quick City Idaho Falls branded merch, tote bag, water bott Can be r
Meet the Mayor Special event  BOX 5 - Mayor photo prompt, question Stop by to say h Raffle entry or branded giveaway Use only

fe

Booth Sign-Up Summary

27
o
o

7

Instruction Who Uses It Where Reminder
 Pick a booth date Departments  Booth Day Sign-Off tab Staff count should be at least 2 when possible.
Choose one boxed activity kit Departments  Boxed Activity Kit Selected column  Feedback & Raffle Bowl is mandatory and included every week,
Sign kit out and back in Department leac Activity Kit Sign-Off tab Note missing items 5o the box can be restocked.




Farmers Market Booth- Budget

Full Budget

IF Farmers Market Budget & m &
File Edit View Insert Format Data Tools Exiensions Help

Q o o S F s0% - $ % 0 00w Carlite

Startup Costs

00 @uH i s

Purchase Links

fx Purchase Links Library

Optional Upgrades
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fic Optional Upgrades




Farmers Market Booth- Master KPI Tracker

Farmers Market Booth KPI Tracker & [ &
File Edit View Insert Format Data Tools Extensions Help

Q b o @S 100% - $ % O 0w cabi - -[n|+ B I s A% @ N

~  fi Date

Farmers Market Booth- Feedback Form

City if Idaho Falls Feedback Form

Thank you for stopping by the City of Idaho Falls booth. Please take a minute to share your feedback.

1. What City service or department would you like to learn more about? *

Short answer text

2. Do you have a question, comment, or concern for the City? *
Short answer text
3. How do you prefer to receive City updates? *
() Social media
() City website
() Email/newsletter
() Textalerts
() printed handouts

() Other:

Thank you!

Short answer text




Farmers Market Booth- Final Booklet
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INTERACTIVE ACTIVITIES

QUICK ACCESS GR
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MEET THE MAYOR DAYS

Se8 page 17 of the Strategy Document
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Farmers Market Booth- Final Strategy Document

o
Table of Contants. Burpaan ki Osstsden Dtk

Purpors

Tamiies, oigar residents, young aduits,
regutarty amend formal City meet

Estimated Reach

.5 P
® Actoss 26 madkot diys, |
Tulh seasan.
* Evon with corsenative engagement:
s About S0

o Around 150-

o Roughly 50-160 sign up or take an action {newsletier, text alerts, progeam:
infaj.

W25 newalottor of soclal medin sign-ups
Estimated reach for a E-week pilat

BO0-LB00 resident interactions.
300+ QR codp scans.

300+ octivity participants

50+ feedback respanses

GO0 printed ratensts distibuted
60- o social
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Page 9- S1affing & Operations.

Page 10- Boath Layouts

page 11- Busge: & Matorials

Page 12- Maasuremant & Evaluation

Page 13- Time & Cost Considerations

Page M- Rilks & Mitigation

Page 15- Recarmmandid Nest Stops

Page 16- Frirted Materials & Resourees.

Page 17+ iInoractive Activities.

Boath Requitemants & Hew 19 Contact

* Location: idaho Falls Farmers Market on Memorial Orive
o Schedule: Saturdays, 950 a.m <200 pm. May through Sctober

Booth Reservation

= There is nia boath s for the City,
the Farmers Market manager

Booth location

Arrival and setup time

Pasiing and uripading instructions.

Prosete docss, if nesdod

Space for activities like cormhole of spin wheel
Any market rules or estrictions

Exsmple Outreach Email
Hella,

1 City of
Hpace a1 The ldaha Fass

Could you please conflitrm available dates. b
focation, access,
rulps?

Wit plan s Leing 810 % 10° canopy, table, chaits, pinted materials,
actiity.

Stap-by-Step Implementation Process
L Select booth dates
Chy

| ty

seloeted Saturdlays is recommonded.

2. Contirm ith

Emall the Fai 1 o e City's bosth dates and canfirm
parking. booth location, sod.

3. Adsign the featured department

c

i

oy Each

rasponsiblo for bringing
4. Prepare booth materials

table, signage,

handouts, QR codes. raffle supplies, activity materials prizes and K shest are ready.
5. Sat up the beoth

iy enough to unicad,
test QR codes.

Pkt Bagins.

6. Engage residents during the market

Staff shoukd greot residonts, answer questions, imvite them ta participate in the activity,
i sk thy sostion

to enter by

comment for the City.
7. Track participation and feedback.

mall resident engagement
Thank you,

Booth Setup
The Eooth should use a standasd 107 x 10" space. The City should bring its own canopy,
tablefs), chairs, banna QR code sigrs,

and

COMMEN QUsTans

[

After the market,

tha KPI tracking shwat, and sulsmit.
project ownar within 24 hours.




Time Before Task
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: . IF Farmers Marke: Budget
‘See bookiet page B for a design example. _ Ot
This layout. wse it keops arganized, and casy far o
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Spin Whaal

The spin wheel helps residents learn about City departiments in a quick, interactive
way. Each i P it sueh as Police, Fire, Idaho Falls Power.
idaho Falls Fiber, Parks & Recreation, Public Works, Airport, or Zoo.

How It Works
* Resident spins the whea!
*  Wheel lands on a departmaent categarny
= Resident answers a short guestion
® Resident receives a small prize or extra raffle entry
* Staff use the activity to share information, offer QR codes/handouts, and invite
feedback

Purpose

= Makes the beoth more approachable
* Teaches residents about City services
» Starts simple conversations

*  Supports %, and

Possible Prizes.
candy

.
® Stickers
* Pens
.
.

‘Waterbottles
Smiall City-branded iterm

Sample Questions

®  How Can residents report a power outage?

* What activities does Parks & Recreation affer?
® ‘Where can residents find public safety updates?
FE
.

stay about City events?
What are ways residents can consena water?

Trivia Game

The trivia game is an optional activity that turns City information into a quick,
angaging quiz. Itcarr_he run through Kahoot or a similar platform using a tablet,
laptep, or TV screen. Residents can join by scanning 4 QR code or entering a gamae
code,

How It Works

# Lse 5-10 short multiple-choice questions

# Questions should focus on City services. events, departmaents, landmarks, and
FEECURCHS
Residents answer frorm their phones
‘Winners can receive a small prize or extra raffle entry

Purpase

» Helps residents learn about City services.
- of events and
.
.

Corrects commen misconceplions
Gives staff an easy way to s1art conversations

Sample Questions

= What river runs through Idaho Falis?

« ‘Which department handles power outages?

»  Where can fing City event inf any

®  Which department manages parks and recreation programs?
* Where can residents find public safety updates?

Prize Options

« |daho Falis-branded tote bags
*  Water botties

+ Flashlights

# Bookmarks

* Keychains

® Stickersor pans

»  Extra raffle entry

Cormhole

Cornhale is an aptional activity that can make the booth feel more welcaming, reaxed,
and family-friendty. It glves residents a simple reason to stop, play, and talk with City
staff.

How It Works.

= Plage City-branded boards near the front or side of the baath

» Residents play a quick round

= Staff invite them 1o scan a QR code, tke a handout, enter the raffle, or share
feedback

Purpose

= Attracts residents who may not stop at an information table
* Creates an easy conversation starter

* Connects residents to City services, events, and resources

» Supports feedback and twoway communication

Best Use

# Use when there is encugh booth space

« Works well at busy, family-friendly market days

# Should suppert the booth, not becorme the main focus
‘Communicatien Connection

= Residents play before entering the raffle

*  Staff invite players 1o scan a QR code after playing
= Residents write one guestion or comment for the City on a feedback slip

Meet the Mayor Days

Moot the Mayor Days are optional featured booth days where the Mayor joins the
Farmers Market booth fer a set time. This helps make City leadership more visible,
pproachable, and cted 1o

Recommended Use
« Schedulo 12 Meat the Mayor Days during the 6-week pilat
*  Promote ahead of time through the City website, social media, newsletter, and
community calendar
lse the booth as a relaxed setting for resid 10 ask guestio d share
feedback

Resident Activities

*  Ask the Mayor a question
+ Share feedback on a raffle slip

* Take s quick phato

» Participate in trivia, cornhale, ar the raffle
» Learn about current City updates or services

Cammunlcation Value

Builds trust with residents.

En acy iy "

Reaches residents who may not attend formal City meetings.

Provides questions and feadback for Mayor's Mic, social madia, newsletters, or
department follow-up

.
.
.
.




Campaign Execution
Community Calendar




Booth Deliverables and How They
Support Campaign Goals

Final Implementation Document

| created the final implementation document to explain how the redesigned
community calendar could be introduced, managed, and maintained by the City. It
combined the category system, submission process, deadlines, approval steps,
resource needs, and recommended next actions into one clear guide. This
supported the campaign goals by giving the City a realistic process for making
public information more consistent, accessible, and useful.

Website Design

| redesigned the website calendar to give residents one clearer place to find City
events, announcements, programs, reminders, and community resources. |
simplified the experience by organizing information into three categories: City
Information, Community Events, and Community Resources. This supported
awareness and trust by reducing confusion and making important information
easier to locate and understand.

Submission Form

| created a standardized submission form for departments to provide the
information needed for each calendar entry, including the date, time, location,
audience, description, action, link, and accessibility details. | designed it this way
because inconsistent or incomplete submissions would create more work and
reduce clarity for residents. This supported the overall objective by helping every
department communicate through the same clear structure.

Master Submission Sheet

| developed a master submission sheet to organize calendar entries, track
approval status, monitor deadlines, and prepare information for publication. |
included fields for categories, priorities, contacts, dates, and required actions so
the communications team could manage submissions in one place. This supported
consistency across departments and made the calendar easier to update each
month.

Draft Strategy Document

| created and revised a draft strategy document before completing the final
implementation plan. During the revision process, | improved the wording,
organization, category definitions, submission timeline, and responsibilities so the
recommendation was easier to follow. This helped me turn the initial idea into a
more practical system that directly supported awareness, trust, and
communication consistency.




Community Calendar Final
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‘Community Calendar Form Questions.
‘Calendar Tier

Tier 1: City [Con affice closures, utllity.
‘notices. emergency alens, election reminders)

Tier 2 Community Events [Cily cvants, rocreation Brograms, coneis, public
actrdties, cleanup days, velunteer apportunities)

T rvinys, safaty public

rescurces,

Required Questians.
What is the title of the calendar isem?
What departrnent is submitting this?
Wha i the main cantact?
What date shoild this dppear a0 the calendar®
WL time doos it start and end?
Is this one-time or recutring?
Whire & it located?
Who s the intended audience™
what

What action should residents take?
Artond, register, veluntedr, apply. vist 3 wobpage, be iware, of other
Is there a link, registration page, flyes, or QR code?

deatline, age limit, or accessibility nate?

Calendar Categories

The City atseady '
t arganize, The

shauld use thies ehear categories for publc uptIes.

Tier & City information

This category should include th most imponant City updotes residonts need 1o
ko,

Examples
City o
alerts, and slection remindars.

Tier 2: Community Events.

W 1 attend.
Examphes

City events
community ceanup dins.

Ther 5: Community Resources

Exarnplos

and sorvice deadlines.

and easier for City staf to organize.

To keep th Catendar org

tirmeling.

nthly
Tinalize. poss, print,
Menthly Submission Timeline

Tallewing manth,
Exarnpho: July calendar tems are due by Juns 15

‘th-20th: Review Period

‘#5th: Final Calendar Deadiine
e

by ] posted, printed, shared, o
promoted bofore tha new manth baging

Late Policy

has systorn, Th <l 7 Staff tire, a cloaror

atoeiats that hedp

‘casendar.
‘Wiho submits ealondar itermi:

»  City dopartments subsmit meetings, closures, reminders, programs, deadiines,
and sorvice updates.

|-, bl 0 fot rovhiw.
= Communlcatians can add rojor City updates, remindors, and foatured events.
‘Who appraves calendar items:
* The i
pestad publichy. ‘Betns, dobelino, Enks, srd ompet infarmatisn.
. it their . Sut appraval rules.
. ar rmanager should

‘Website noeds:

City ovent
Sutmissions, and Lrgent updates befene they bre posted,
Update the website
" Redesign the calendar page to include quick links, filtors. This Week in tdaho

Update the current calendar lyaut,
. s

Resources.

Add o clear evim subrission faerm.

Add Evarit, and Sign Up for Updates.
date, category,

Add a This Week in Idaho Falis section.

Thie process is cear

' Launch the updated

v ealendar
Premata thie calondar through tho City wobsite, sncial rmaedia, rwsleterns, QR

pog ol codes, and printed calendar handauts.
i e Raviaw monthly

Wabsne s1aff of vendor e 1o update the page.

Each monh, Comem.

‘Optional manthly catendar printauts
ontionl




Community Calendar Submission Form

Idaho Falls Community Calendar
Submission Form

Please use this form to submit events, meetings, programs, reminders, or public updates
that should be considered for the Idaho Falls monthly content calendar.

Submissions are requested by the 1st of each month so the communications team has
enough time to review, organize, and schedule content.

Please submit one event or update per form response.

sydradams13@gmail.com Switch account
E3 Not shared

* Indicates required question
Department Name *

Choose

Priority Level Examples

Level 1 — Primary City Information (Important citywide information, meetings,
public notices, deadlines, major updates.)

Level 2 — Community Events & Prog (Events, prog
and community engagement opportunities.)

Level 3 — Quick Resources & Awareness Items (Reminders, tips, awareness posts,
seasonal messages, and helpful resources.)

Your answer

Any additional notes for the communications team?

Your answer

Clear form

Department Contact Name *

Your answer

Department Contact Email *

Your answer

Best Phone Number, if follow-up is needed

Your answer

Month You Are Submitting Fer

Choose

Submit your events, or progr

Please list all items your department wants considered for the monthly content
calendar. Use the format below for each item.

Item 1

Title:

Date:

Time:

Location:

Short Description:
Resident Action Needed:
Link / QR Destination:
Priority Level:

Target Audience:

Notes:

How many items are you submitting?

O 1item
O 2-3items
O 4-sitems

O 7+items




Community Calendar Master Submission Sheet

(L] Event Calendar Master Submission Sheet- InProgress « 0 & o) k- & Share| = Upgrade e
File Edit View Insert Format Data Tools Extensions Help
QA &6 2 & § 50% ~ | $ % 0 00 23| Carlito ~ —:I‘\.'+ B I = A % @ Ev teply Av| i o~
Al - fir Submission ID

o 5073506 Oy Criech DA Lottt ol Y Mot = = vt g b G A i virm g Sty e et g
o E By ~ i - 4 = fn il o
[ BTN Water Cwvinion - CMptmnd Conat R P o AT
53 Event Calendar Master Submission Sheet- InProgress & O & a
File Edit View Insert Format Data Tools Extensions Help
Q o2 & F 00% ~ | $ % O 00 123 Defauk. » | = [H|+|B I 5 A % H
AZO -
A 8 c o E F
1 fority Level Status Department Audlence Submission Type
2 Level 1-Primary City Information Submitted City C ications All Resid Event
3 Level 2 - Community Events & Programs Under Review  City Council Families Meeting
4 Level 3 - Quick Resources & Awareness Items  Needs Changes Public Works Students/Young Adults i
5 Approved Idaha Falls Power Senior Residents Alert
L Posted Police Department  Businesses Resource
T Archived Fire Department Visitors Program
8 Parks & Recreation Volunteer Opportunity
9 Idaho Falls Fiber Survey
10 Alrport Office Closure
" utility Billing Election
12 Water Division Public Hearing
13 Streets Division Other
14 Zoo
@ Event Calendar Master Submission Sheet- In Progress & m & D 5 - & share - Upgrac

File Edit View Insert Format Data Tools Extensions Help

e
>

Q 6 o @& F 100% |8 % 5 0 w calte v |-[16]+ B I

ALH1 ~  fir Monthly Community Calendar Review Dashboard

A B < D E F

1 Monthly Community Calendar Review Dashboard

]

3 Total Submissions 3 Monthly Review Checklist ‘Owner Due Date Status

4 level 1 ltems 1 Collect department submissions Communications 15th of month Not Started -
5 Level 2 ltems 1 Review for duplicates and clarity Communications 16th-18th Not Started .
6 Level 3 ltems 1 Confirm urgent Level 1 updates Departments Weekly Not Started il
7 Approved ltems e Finalize monthly calendar Communications 1 week before month starts Mot Started =
& Items Needing Follow-Up 1 Post digital calendar Communications Before month starts Not Started i
9 Print simple calendar copies Communications Before distribution Not Started -
10 Review metrics and feedback Communications End of month Not Started >
" -
i3 Levell 1 bt
4 Level2 1 5
5 Level3 1 -
.,, =

|:!! Event Calendar Master Submission Sheet- In Progress # B & D B o

File Edit View Insert Format Data Tools Extensions Help

QA &6 2 & F 100% v | § % O 00 23| Cardito ~ —-[w6]+| B I = A |8 B 823~ =-2-15-
ATHI - i City of Idaho Falts Community Calendar Submission System
A B c t

1 City of Idaho Falls Community Calendar Submission System

2

5 Purpose This workbook gives departments one simple place to submit, review, and organize calendar items before they

i are added to the public community calendar.

. Howdepartments use it Departments enter event or update details in the Calendar Submissions tab. Required fields are marked in the
header notes/labels.

5 When to submit Submit items by the 15th of each menth for the following month. Urgent Level 1 updates can be added as
needed,

6 Who reviews it The Communications team reviews sut ions for clarity, consi y. duplicate itemns, and correct priority level.

; How it stays simple Departments only provide basic information. Communications handles formatting, final werding, and placement
on the calendar.

§ Priority Levels Level 1= Primary City | i; Level 2=C ity Events & Prog ; Level 3 = Quick Resources &
Awareness [tems.

9  Update rhythm Maonthly planning review + weekly calendar check + urgent updates as needed.

"
12



Community Calendar Strategy Document- Draft

City of Idaho Falls Event Calendar Strategy
Centralized Communication & Resident Awareness Plan

1. Exgcutive Summary

The Sty of kdato Fadly already provises cabndar s wobshe
channeis. This siralogy bulds on that foundation by recommending & mone
‘centmilrad, cepanized, and residontfriendy calendnr system

The gosl in fo. make City mevings. svents, progmn, deadsings, reminders, and sommenity

Feoured Baier for roaidents 10 fred end use. By creatng clear calondar calogories, & Simple
department submission procass, printed monthly versions, OR coda ncoess, ond consstont
reemotin, the City

This semtagy is designad 1o support the City's current communication afforts whils making the
caerda moeo visie, consistont. and accessible for resderis

2. Purposs.

The purpess of the City evonts,
Mmeatings, POGEAMA, BNNCUNCEMANtS, And roscuwr o by pliking ki infarmaton in ong

‘The calondar would help residonts:
- Find City indarmation in ono plac
v,

el imnvshved in Coy opponiunitiss.

.
#  Understand important reminders and deadings
= Eloy eormacted Wil Gty communicabn

3. Communication Oppartunity
The City aiready shaoes " 8 wrsite, pages, soci
‘media hyers, and A siranger calendar system would help lbring

This eraatos an oppertunity t:

.
#  Mako ovonts and mootings sasier to find

telp depar in way
Encourage mare residents io partcipate in Gty events and programs

4. Recommanded Calendar System

The City shoutd strongihen it cument cafendar by croaling a mone certalizod systom ko
oqanizing. updsting. and tharing resident-tacing information.

QR codes Shal Enk jo the onling snde
Promoten frrough existing Gy communicabion channels

Main ideac
Th cabondar ahoukd Sarve as & coniral communication 100! tal holn. rosidents quickly Snd
Importack Gy updates and opportunities.




‘Dipporbaritios tor revidents to aliend. participale. of got invalved.

6. Department Submission Process
Departmants would submit calsndar updates through on shansd fom.
Tt fewre ool incdade:

Departmonts oould submit updates croe a month, ideally byo wesis belons tha nesd month
baging, Unper! upd s conbd 510 bo added i rbdded,

Thi Commiurscations am would review submissions. crganize Shom, Bid odd Hem 10 the
‘calardiar in a8 oonsistent format.

Create a printable version $0if completed
intermally

Share af City locations and events  $50-$150imanth
Link residents to the online calendar  $25-§75 one-time
Soclal mediainewsletier posts 50

Review and update calendar Internal time

9. Measurement

“The City can measure calendar awareness by iracking whether more residents are finding and
using the calendar.

Trasck:

Do you know where to find City of Idaho Falls events, meetings, and community
updates?

The same queslion can be asked again laler lo compare Mm&!ﬂ.

T, Adteds and Distributian
Residonts should be able o sccoss the calondar though both digital and printed fomats.

Bocinube the City slready Firs 80 oxising websibe calendar, this sirslegy fosuis on impoving
e promating i cutmenl Sy lom FEher NN Srobling & Major new platianm.

Rem Puipoas Ealimated Cost

Wit GRS Enpiove Dighfization ond uiablity 50 il completed
improvesnonts rvtnmally

Submission form Caofioct dopartment updates inona 80
e

At IR c0ibs Wist Bisk 10 1 Sy CHMPR,

Pint monthly calendar copies.

Promot the CHands INGUQH ROl Meda, NIRRT, Jeparimont pages, and Cay
lncations,

Raviea engagement and improve the system aver tmn,

R R B

1. Final Recommandation

Tha Gity of kasha Fadly should it @ more
‘centraizad commurity informalion sysiom.

This apprasch Builds on thin City's oaling communization offons whio making updates oase
for rosicents to find, undsrsiand, and wse. Wilth diear catogonies, o smpio deparmant

‘submission process, OF codes, prinked copses, and regoiar promotion, Bhe calindar can
eome a prackenl toul for g Posidend and sronger
parscipntion.




Final Analysis & Reflection

This campaign challenged me to move beyond completing a class assignment and
create work that could actually be useful to a real client. At the beginning, | felt
pressure to make every recommendation feel professional, realistic, and strong
enough to present to the City of Idaho Falls. Because this was new for me, | had
to learn how to balance creative ideas with practical limits such as staffing,
budget, approval processes, and the City’s existing systems.

Throughout the project, | revised the booth layouts, activities, print materials,
calendar categories, submission process, and supporting documents. Some of my
original ideas were too broad or complicated, so | worked to simplify them and
make each deliverable easier for City staff and residents to use. The revision
process helped me understand that strong campaign work is not just about
having a good idea. It is also about making that idea clear, realistic, measurable,
and easy to implement.

The campaign was effective because it connected in-person engagement with a
stronger digital communication system. The Farmers Market Booth created
opportunities for conversation, feedback, and relationship building, while the
community calendar made City information easier to find and understand over
time. Overall, | learned how to take research, client needs, and campaign
objectives and turn them into practical communication tools. | also gained more
confidence in my ability to create professional work for a real organization and
adjust my ideas when the final outcome needed to be stronger.
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